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Abstract 

These years, due to the impact of the US-China trade war and COVID- 19, China's trade 
development situation has become more serious. This paper will study the status of 
China's terminal retail industry and the measures to cope with national and 
international difficulties. Questionnaire survey and literature review were used in this 
study to lead to an conclusion. Our research has certain reference value for the 
development of China's terminal retail industry. 
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1. Introduction  

From February 23, 2018, US President trump signed a presidential memorandum, which will 
impose large-scale tariffs on goods imported from China and restrict Chinese enterprises' 
investment and M & A in the United States. Internally, the United States intends to squeeze 
China in finance, investment and trade. From an external perspective, today's Global trade 
downturn, intensified global trade frictions, tightened monetary policies in major developed 
economies, rising geopolitical tensions, increased downside risks to the world economy, and a 
more severe and complex external environment for China's foreign trade development. 

Before the outbreak of COVID-19's Global trade, under the background of frequent Sino US 
trade conflicts and geopolitical conflicts, the world economy grew sluggish and the macro 
financial risks accumulated. In such a difficult and risky international environment, COVID-19's 
outbreak has undoubtedly brought the global economy into recession. Financial institutions 
predict that the probability of economic recession in major economies in 2020, especially in 
developed countries such as Europe, America and Japan, is very high. 

Under the epidemic situation, the unemployment rate, income inequality and the pressure of 
economic recession in various countries are rising. Governments may take more trade 
protection measures to intensify anti globalization. In particular, developed countries may 
impose stricter restrictions on Trade and technology transfer involving high-tech products. 
China is facing increasing pressure on the use of intellectual property rights and technology 
transfer. 
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2. Literature Research 

As the US began to impose tariffs on some Chinese goods in March 2018, the trade war 
continued to intensify and trade frictions increased, with some impact on retail terminals. For 
example, Carrefour supermarkets, which used to be a household name, are now gradually 
declining, and have started to change from their previous model of selling imported goods. 
Nowadays, like other supermarkets in China, Carrefour supermarkets are starting to move 
away from a focus on imported goods, opting instead to sell more national products. For 
example, Spanish ham, which used to have a special counter, has now been removed. Carrefour, 
in which foreign investors have a large stake, has now been acquired by Suning and has opened 
up a new sales model, such as setting up a "one-yuan goods section", a "two-yuan goods section" 
and more "corporate digitalization ". "The company has also been involved in e-commerce 
services, such as the Carrefour online store, and new convenience stores, such as "easy 
Carrefour", based on the principle of multi-channel and multi-store.  

On the other hand, the sudden outbreak of the epidemic, which made it difficult for most of the 
country's population to travel, meant that these end-user retail services suffered a huge impact. 
The reason for this was simple: people could not gather outside, so offline retailing was even 
more unviable. Major supermarkets struggled to operate their offline services during the 
epidemic, with minimal footfall or shop closures, resulting in huge losses in supermarket profits. 
However, because of the epidemic as an opportunity, a huge step forward was made for retail 
change in China. Online consumption was driven and supermarkets with e-commerce services 
made huge progress, for example, between 24 and 28 January 2020, Carrefour's 209 shops in 
51 cities across China provided a cumulative total of 11,000 tonnes, 1,340 tonnes of pork and 
3,800 tonnes of fruit, with a 3.5-fold increase in orders for its to-home business. From such 
performance Carrefour's transformation can be seen, the supermarket began to use both the 
Internet and the Internet of Things to build a perfect e-commerce platform, after the epidemic, 
when we walk into its supermarket facade, we can still see it posted around to promote online 
small programs or apps and other advertisements, and from these means of sales, Carrefour 
can combine the massive amount of online customers with offline goods for distribution, thus 
producing a huge help. 

3. Analysis of Individual Consumer Demand  

The demands of supermarket customers have evolved with the passage of time. Various 
contributing elements, such as supermarket location, local cultural customs, economic 
structure, age structure, and so on, all play a role, and make consumers in various locations 
have varying demands. 

The degree of affluence around the supermarket, consumption habits, age distribution, and the 
influence of consumer groups on customer demand are all covered in this study.The ability of 
consumers to pay can be distinguished from the mode of payment. People with high ability 
usually use large bills, bank cards and WeChat Alipay to pay. Some families with larger 
populations prefer the bulk of supermarket products, which are more affordable and can be 
used for a long time. For this group, supermarkets can introduce more large packages of goods, 
compared with the price of individual products, to encourage consumers to buy more, the more 
the cheaper. 

The study found that in areas of low prosperity and low level of education, consumers will 
prioritize the degree of discounts and promotions. "Full reduction activities, today's big 
promotion, discount steak sale" and so on words often appear in the supermarket, this 
marketing way by the elderly and teenagers love, caught people love small cheap mentality. 
This group of people will not be too high requirements for goods, but feel cheap, affordable on 
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the line. There is a certain part of the low quality of life of teenagers, for daily necessities or 
food aspects do not pay too much attention to, think that "make do" will see which cheap to buy 
which. 

In the middle prosperous area, more young people, this kind of crowd does not have too much 
time to compare the price of three goods, consumers are more inclined to the convenience of 
supermarkets. Whether it is convenient to enter and exit, whether the number of people in the 
supermarket is too much, whether there is door-to-door service and seven days of return and 
so on. These people generally travel by subway, bus, bicycle and so on. When they need to buy 
a lot of shopping or large items, the transportation service of supermarkets becomes a major 
factor for them to consider. Supermarket transport speed, transport security (whether there 
will be damage midway) and freight can become a gap with peers. 

In prosperous areas, consumers pay more attention to the quality and convenience of goods. 
For example, whether the supermarket zone is easy to park, whether the food quality is guara 
nteed, whether it is fresh, whether there is an online ordering option. Online ordering has been 
applied to many families, there is no time to go to a physical store to choose, there is no waste 
of parking time, goods delivered to the door and you do not have to work hard to carry things 
home. 

After - sale service is also now consumers focus on a point. After-sales service can meet the 
needs of consumers to a greater extent, timely receive the feedback and improvement of produ 
cts from customers, and can turn new customers into repeat customers, thus becoming regular 
buyers. 

4. Case Study 

Nowadays, the economic situation of China's international trade is very severe, and the epidem 
ic has swept the world, so the operation of many supermarkets has become a big problem. In 
response, many brick-and-mortar retails supermarkets in China have adjusted their marketing 
strategies to ensure that they can maintain their advantages in the face of such fierce 
competition. 

Fresh Hema is a supermarket, catering, vegetable market in one of the integrated retailers, at 
the same time to provide free fast delivery to provide convenient services. 

After the rise of the food delivery industry, many people choose to order food from their mobile 
phones at home, especially during the pandemic. Hema is not to be outdone in safety, hygiene 
and convenience. It has seized business opportunities and realized online point-to-point and 
efficient distribution by using its self-developed platform. Hema has its own membership 
system, which has become a good way to retain regular customers. Online supermarket 
shopping has become a daily epidemic of people, especially the older generation, "online food 
grab" has also provided convenience and fun for people at home. 

In order to enhance the competitiveness with e-commerce platform such as Tencent and Jing 
dong, Fresh Hema on the "fresh supermarket + catering" new business mode to explore, succe 
ssfully won the public's attention. It attracts customers offline and innovates the flow mode of 
online ordering and distribution. It wins reputation in the two key points of "good" and "fast" 
and becomes a new retail model. 

Hema is paying close attention to the changing needs of the masses. It pays more attention to 
the quality of goods and services, while price is put on the back burner. Be more sensitive to 
time and focus on "fast". Hema has always provided high quality products, seafood, fruits and 
vegetables are also fresh, and the service is high quality and efficient. In addition, the use of 
electronic price tags also provides customers with a better shopping experience. Background 
price modification replaces manual price change. Customers can scan the QR code to find 
product details and comments, which can be said to be a combination of offline and online sho 
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pping. The combination of global direct purchase, local direct purchase and private brand 
purchase mode also guarantees the supply of high quality goods. Hema's service concept is to 
change the way of life within a three-kilometer radius. 

Hema has added many new imported goods to expand people's choice, thanks to the convenien 
ce of Chinese imports. Due to the optimization of supply chain, hema's global direct acquisition 
eliminates more intermediate links and also has the bargaining power of imported goods. 
Affordable prices also make imported goods a choice for more people, making them more 
popular. During the epidemic, imported fresh stocks were not affected, but the reduction of air 
routes and logistics disruption had a certain impact on imports. Due to the narrowing of trans 
portation channels, some countries are also showing signs of supply cuts. Due to sufficient 
inventory, hema imported fresh product prices have not experienced dramatic fluctuations. 

5. Discussion  

At present, domestic and foreign e-commerce platform sales gradually become the mainstream, 
the ability to operate private domain traffic will become an important competitiveness of the 
retail industry, rather than relying on offline stores and other activities to win customer flow. 

When offline customer flow gradually shifts to online, it becomes an important method to build 
private domain flow pool by using WeChat, TikTok, INS and other platforms. Offline customers 
have been reduced sharply due to the global epidemic. Online event marketing platforms, mini 
programs and public accounts can be used to effectively realize user diversion and other 
operations. 

Video advertising and online sales will continue to be important media for marketing in 2021. 
However, the excessive marketing of Internet celebrities has brought a certain amount of bore 
dom to users. Therefore, online and offline sales and other activities should be combined, whi 
ch can not only prevent the confusion caused by the epidemic, but also meet the needs of cust 
omers for shopping and expand the sales radius of products. 

6. Conclusion 

In order to attract customers, the terminal retail industry represented by supermarkets has 
taken a series of measures to provide high-quality goods to secure a stable customer base, 
innovate in sales methods to expand product sales channels, and provide quality services to 
provide customers with better shopping experience. In addition, the retail industry always pays 
attention to the needs of consumers and launches new sales models to improve sales. This study 
analyzes consumers and the retail industry, and elaborates on how the terminal retail industry 
responds to the US-China Trade War and COVID-19, which plays a crucial role in further 
analysis of the terminal retail industry in the future. 
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