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Abstract 
To explore the offline to online business model of China's modern service industry under 
the epidemic, focusing on the business complex in the service industry and its catering 
industry and clothing industry. By analyzing the business model transformation of 
typical enterprises with prominent growth in this industry under the epidemic, to 
conclude that under the epidemic situation, the service industry mainly realizes the 
online and offline sustainable development of enterprises through digital 
transformation and differentiated operation. 
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1. Article Background 

Under the epidemic economy, the offline operation of the service industry is greatly limited, 
and people's daily going out frequency drops sharply, which directly leads to a sharp decline in 
offline passenger flow and consumers' attention shifts to online platforms. There are great 
differences between the business models of online platforms and offline stores. The operation 
of offline stores are mainly through consumer trial and selection, supplemented by brand 
atmosphere and store decoration characteristics, and finally achieve profitability. The online 
business model is mainly through the promotion and operation and the establishment of 
publicity matrix to form private traffi for transformation. 
Since the outbreak of the epidemic in 2020, a total of 3.01 million self-employed households, 
individual enterprises and other entities have been revoked in China, of which the most 
seriously affected are the catering and clothing stores in the central area of the city and large 
shopping malls.According to the 2020 financial statement, the sales growth rate of mainstream 
e-commerce platforms Taobao, JD and Pinduoduo is faster than before. Taobao's operating 
profit was 91.430 billion yuan, a year-on-year increase of 60%, and its annual active consumers 
reached 726 million, a year-on-year net increase of 72 million; In 2020, JD's annual net income 
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reached 49.405 billion yuan, and the number of active purchase users reached 470 million, with 
a net increase of 110 million a year; Pinduoduo's annual revenue increased by 97% to 59.491.9 
billion yuan, and the number of active purchase users reached 788.4 million; In addition, the 
number of wechat online shopping applets increased by 68%, the annual transaction volume 
increased by 100% year-on-year, the number of daily users exceeded 400 million, and the 
number of applets used per capita increased by 25% compared with 2019.By 2020, China's 
online live broadcasting users will reach 524 million. The data statistics include games, shows, 
daily life, e-commerce live broadcasting, etc., which intuitively shows that watching live 
broadcasting has gradually become one of people's Internet habits.  Affected by the epidemic, 
long-term living at home has shifted consumers' entertainment demand from offline to online, 
and the number of users in the live broadcasting industry has increased in the short term. 
According to public statistics, the number of omni-channel e-commerce live broadcasts 
exceeded 10 million in the first half of 2020, and the number of goods on the shelves exceeded 
20 million.  Among them, the number of live broadcasts on Taobao exceeded 25.89 million in 
2020, and the number of goods on the shelves exceeded 50 million in the whole year. Taobao 
live broadcast has become the first explosive new economy. According to the talent report of 
live broadcasting industry in spring 2020 jointly released by China recruitment websites and 
online shopping platforms, the recruitment demand of live broadcasting industry under the 
epidemic increased by 1.3 times year-on-year. The Boss Recruitment Website released the 
talent report of live broadcasting with goods in the first half of 2020. The report data shows 
that in the first half of 2020, the talent demand of the main posts of the "live broadcasting sales" 
business format reached 3.6 times that of the same period in 2019, and the number of job 
seekers pouring into the industry also reached 2.4 times that of the same period last year. 
The research purpose of this project is to explore the offline to online business model of China's 
modern service industry under the epidemic situation, focusing on the business complex in the 
service industry and its catering industry and garment industry, and finally summarize how to 
carry out offline to online transformation and profit of the service industry under the epidemic 
situation by analyzing the business model transformation of typical enterprises with bright 
growth in the industry under the epidemic situation. 

2. Research Design 

2.1. Research Methodology 
To explore the trend of shifting business models from offline to online in China's modern 
service industry in the post-epidemic era, this paper adopts a multi-case study approach. 

2.2. Case Selection 
Following the “sampling theory” principle of the case study, we selected Capital Outlets, 
Haidilao, TongQingLou, Starbucks and UrbanRevivo (hereinafter referred to as "UR") as the 
subjects of the study. The reasons are: ① The principle of typicality. The selected cases are 
relatively well-known enterprises. Capital Outlets is a commercial property created by Beijing 
Capital Grand Limited. As of the fourth quarter of 2020, Capital Grand has 13 projects in 
operation nationwide under the brand of Capital Outlets. Haidilao is a cross-province direct-
run brand hot pot restaurant that focuses on Sichuan hot pot, while integrating special hot pot 
from all over the country, advocating personalized hot pot flavors and ultimate catering 
services for consumers, and enjoying a good reputation in the community. TongQingLou Group 
originated from Wuhu TongQingLou, a long-established Chinese restaurant founded in 1925, 
which is famous in Anhui Province and beyond as a historical Chinese restaurant. As for 
Starbucks Coffee Company, it has opened more than 4,800 stores in mainland China since it 
entered the Chinese market in 1999. Founded in Guangdong in 2006, UR is a Chinese fast 
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fashion brand with over 400 stores at home and abroad, according to incomplete statistics. 
②The principle of diversity. Each of the five cases selected has its own characteristics. As a 
commercial complex, Capital Outlets is a carrier of service industry. Haidilao and TongQingLou 
are both Chinese restaurant brands, but compared to TongQingLou, Haidilao is younger, while 
Starbucks is a foreign brand that entered the Chinese market from abroad, and UR is a Chinese 
clothing brand. ③The principle of data availability. The selected cases are all of high visibility, 
long operation time and good operation effect, which provide convenience for the collection of 
public data and ensure the feasibility of the case study. 

2.3. Analysis Methodology and Focus 
The researcher classifies and labels the collected data, and in order to reduce the one-sidedness 
of the results due to individual subjectivity and to enhance the objective presentation of the 
data, a centralized workshop is required to refine the researcher's respective initial findings. In 
the conclusion phase, the basic framework should be deepened through iterative additions to 
emergent theory and existing literature, allowing for enhanced logical validation. 

3. Research Results 

3.1. Commercial Complex 
During the COVID-19 epidemic,China's department store industry suffered a huge blow.In the 
first half of 2020, the sales of department store formats decreased by 23.6%. Shouchuang 
Outlets, a commercial real estate company invested by Capital ShouchuangJuda, was once hit 
by the rise of e-commerce and its stores were increasingly depressed. Faced with the threat of 
the rise of e-commerce, Outlets is undoubtedly in urgent need of a new business model in line 
with the market structure which can make them be evergreen in the market. Faced with such a 
dilemma, Beijing Capital Outlets first realized that the task of commercial real estate developers 
is not only to collect rents from merchants, but also to operate malls to provide high-quality 
customer gathering environment, lasting flow heat and more convenient and affordable 
shopping experience. Under this idea, all over the first aolai held "national tide", "electric 
sound" as the theme of the activity, invited a-list stars, and online platform to vigorously 
promote, the online traffic into offline shoppers.In the Mid-Autumn Festival of 2020, Olai the in 
12 cities nationwide, achieved sales of nearly 600 million yuan in 6 days and customer flow of 
more than 1.8 million, standing out in the department store and retail industry. At the same 
time, the large outdoor square can ensure that all kinds of cultural performances, customs 
outing and children's fashion events can be held during the epidemic period. The idea of 
"outside layout" eliminates the "border feeling" of the shopping mall, and also enables shoppers 
to have a place for family leisure after shopping, providing a high-quality gathering 
environment. In addition, Olai is the first post-epidemic company to adhere to the feature of 
"luxury or high quality products with discounts", discounts are normalized, and consumers can 
buy luxury brands at a close distance and a price that is close to the people. What is more eye-
catching is that Shouchuang Aolai allows consumers to enjoy online services through its self-
run App Jupmax online mall. At 15:00 on March 7th, 2020, the general manager and deputy 
general manager of all major stores of Shouchuang Aolai will become "Aolai Version online 
celebrity" to publicize goods in wechat public account and Tiktok live broadcast room. From 
the performance of the first live broadcast on March 7-8, the first aolai wechat public account 
and Tiktok gained tens of thousands of followers and sold thousands of pieces in total through 
4-hour live broadcast in two days. From then on, Capital Aolai will make full efforts in all-
channel sales, relying on Jumax online mall, taking advantage of the model of online red tape 
and goods, and realizing full integration of online and offline through various live broadcasting 
platforms. Finally, pioneer Aolai resisted the pressure to achieve nearly 10 billion yuan in 2020. 
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3.2. Representative Enterprises of Catering Industry 
3.2.1. Haidilao 
As a result of the epidemic, the hot pot industry has been hit hard. According to the interim 
results report disclosed by Haidilao, compared to 2019, Haidilao lost RMB 960 million in the 
first half of 2020 for the same period and will not be able to turn around until 2021 for the same 
period. At the same time, the development of online platforms brings a strong impact on 
traditional industries, and the iteration of industrial upgrading and transformation is 
significantly accelerated. In such a context, how to combine hot pot with online platforms has 
become a problem that Haidilao is actively thinking about. 
Under this trend, Haidilao relies on "Internet+", innovates in business model, develops new O2O 
model, integrates online and offline resources, creates its own brand word-of-mouth effect 
through social media and network platform, and realizes online traffic to offline flow. In 
addition, Haidilao has also started digital management based on cloud platform, big data, 
artificial intelligence and other science and technology. Haidilao cooperates with Alibaba Cloud 
Computing to build a super app, which analyzes users' dietary preferences through big data and 
provides users with personalized dish recommendations, promotions, and sharing by experts. 
Exclusive services reach consumers directly, online and offline interaction to attract customer 
flow; intelligent and perfect membership points and card voucher system to improve customer 
loyalty. The app also provides consumers with online table booking and advance ordering 
services, saving customers' time waiting in line at the store and reducing the pressure of 
customer flow for the restaurant. 
The epidemic has become a watershed for catering enterprises. Some newborn brands with 
weak roots have been depleted because the soil for survival has been taken away, while the 
strong catering enterprises have ushered in new opportunities for growth in scale and brand 
power, and the Matthew Effect is obvious. In this scenario, Haidilao has actively followed the 
trend of the times to make innovations and usher in new opportunities. 
3.2.2. Tongqing Building 
Tongqing building was founded in 1925. As a "Chinese time-honored brand", Tongqing building 
has a long history and brand value. The epidemic has also brought major challenges to the 
catering industry. Facing the reshuffle, Tongqing building must make changes. In this change, 
Tongqing building has a deeper understanding of food safety, network empowerment and 
brand value. 
Even under the shadow of the epidemic, it is very difficult for enterprises to generate income, 
and Tongqing building has not reduced the quality and safety of food materials. In 2021, H1 
food division has preliminarily completed team building, product R & D and calibration, OEM 
factory cooperation and the establishment of online and offline sales system. Since the outbreak 
of the epidemic, a label will be pasted on the outside of each takeout food packaging box in 
Tongqing building to record the temperature of the personnel who have come into contact with 
the takeout in the whole process from production to distribution. 
In addition, Tongqing building also actively expanded its business and cooperated with meituan 
and hungry to carry out joint sales online and offline. It has launched boxed lunch, finished food 
set meal, semi-finished food, pasta dessert takeout. It also develops a set meal suitable for a 
family according to the characteristics of family catering. 
For time-honored brands, the most important thing is brand value. Tongqing building arranged 
local staff in Anhui, Jiangsu and Beijing to work overtime to repack and prepare a large number 
of vegetables, fruits, pickles and other raw materials with a reserve value of more than one 
million yuan and planned to be used for normal business during the Spring Festival, all of which 
were given to the general public free of charge. And Tongqing building also allows its chefs to 
teach citizens to cook delicious food at home for free online. 
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These changes make an old restaurant without smoke and fire more grounded. It can be said 
that Tongqing building is actively transforming itself into a large hotel close to the people. 

3.3. Garment Industry Represents Enterprises 
Urban revivo (hereinafter referred to as ur) is a local fast fashion brand in China. Affected by 
the epidemic, the factories at the production end of the garment industry are facing the risk of 
cancellation and closure of a large number of orders, while the brands and retailers at the other 
end are plagued by inventory backlog and cash flow shortage. There are many unstable factors 
and high risks in the whole industry. Unlike the "cold winter" of store closure and bankruptcy 
of overseas fast fashion brands in recent years, UR has achieved further business scale 
expansion and industry ranking improvement under the epidemic economy in 2020. During 
2020-2021, UR will adjust its business strategy according to the new supply and demand trend, 
mainly including the creation of network private domain traffic, the digital transformation of 
industrial chain and the regularization of live broadcast scale. First of all, UR has increased the 
exposure and promotion of brands in PUGC or UGC seeding communities, especially the brand 
product publicity in Xiaohongshu app, transforming the traffi of KOC and KOL into the traffic of 
Taobao tmall stores, and consumers can select and buy online all the way. Secondly, digital 
production, digital storage, digital logistics and digital settlement have greatly improved the 
inventory turnover rate and cash flow rate. In addition to the first two points, online live 
broadcasting has also become a major driving point for UR to achieve sales growth under the 
epidemic economy. At the beginning of 2020, UR's Taobao live broadcasting room maintained 
a frequency of live broadcasting once every two to three days, with an average viewing volume 
of about 30000 per game. As of June 2021, it has been broadcast more than 200 times. During 
the 618 shopping day in 2021, UR and UNIQLO made a good start (June 1-June 3). The first day 
live broadcast sales were more than 1.5 million, and the overall sales of the UR accounted for 
the top 5 in the overall sales of Tmall clothing stores, shoes and bags, ranked second in the sales 
list.  In addition to the regular live broadcast sales, fast fashion brands dominated by UR began 
to explore more live broadcast playing methods, such as head waist anchor delivery, building 
an online trial room, AI virtual anchor with goods explanation, etc. Besides, UR has extended 
the live platform to tiktok and Xiaohongshu. According to Data from Feigua, Compared with 
Taobao, UR's Douyin live broadcasts are more intensive, with daily broadcasts basically 
realized in the past three months, and sales reached 1 million 904 thousand in May 28th, the 
highest in recent years. 
In the case of the decline of the fast fashion market, the sudden outbreak of the epidemic and 
the rise of popular brands relying on online e-commerce in the past two years, UR has digested 
these problems well by timely adjusting its marketing strategy. 

4. Conclusion and Discussion 

Since the outbreak at the end of 2019, all walks of life have been more or less impacted, 
especially the service industry. Under the epidemic situation, companies should first think 
about how to survive. Secondly, they need to think about how to achieve rapid and long-term 
development after the successful transformation for survival. The first is to transform the 
business model, realize the transformation from online to offline, and combine online and 
offline. The plight of offline service industry is the most prominent in the epidemic, while the 
impact of online service projects is relatively small, and even has the trend of explosive growth. 
Online and offline integrated marketing is the upgrading of o2o mode. This new retail mode 
uses online promotion marketing to improve the popularity of offline stores and deeply 
combine physical stores with the Internet. The second is to realize digital transformation. 
Digital transformation will enable enterprises to better optimize processes, better connect 
users, and better complete product upgrading and transformation. According to the analysis of 
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McKinsey Digital Research Institute, the profit margin of companies actively adopting AI is 
significantly higher than the industry average, as high as 15% - 20% in some industries. After a 
series of mode changes, the service industry should also consider how to achieve differentiation 
in homogeneous competition. Differentiated competition needs to achieve product 
differentiation, service differentiation and image differentiation. The service industry needs to 
pay attention to improving its own technical and management ability. In terms of sales, it should 
carry out some necessary characteristic publicity activities, use flexible sales means and 
thoughtful after-sales service, and establish a different general image in the eyes of consumers. 
In the above aspects, this paper provides new ideas for the service industry to realize the 
transformation of business model under the impact of the epidemic. 
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