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Abstract 
With the rapid development of information technology, traditional offline retail stores 
can no longer meet the needs of contemporary people. With the popularization and 
acceptance of Internet shopping. In this regard, this paper specifically analyzes the 
transformation strategy of traditional offline retail stores in my country to new "Internet 
+" convenience stores, and conducts an in-depth exploration of the path of industry 
transformation. 
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1. Introduction 

When the concept of "new retail" first appeared, many traditional retail companies may not 
have thought that new retail will now become an important strategic model for their business 
development. In recent years, with the development of large-scale e-commerce platforms such 
as Tmall and JD.com, as well as the exploration of the potential of WeChat social e-commerce, 
the traditional retail industry is facing multiple blockades from online channels. At the same 
time, these fast-growing platforms and enterprises of online channels are constantly expanding 
offline, trying to reach target consumer groups through the integration of online and offline 
channels. 

2. Problems Existing in the Transformation of My Country's Traditional 
Retail Industry 

For the traditional retail industry, in order to allow it to better help and serve itself, create more 
valuable things. The value of the micro-distribution system to traditional retail enterprises lies 
in that it can use its own characteristics and advantages to help enterprises solve a series of 
problems such as traffic, sales, and customer maintenance. 

2.1. Word of Mouth 
The traditional retail industry is usually dominated by offline retail brick-and-mortar stores. 
The revenue of such retailers is mainly through offline to-store transactions. The entire 
transaction link from customers entering the store to the completion of consumption, the 
interaction between merchants and customers basically stops. here. Merchants cannot 
accurately obtain specific feedback on products from users, and users cannot actively promote 
or put forward opinions according to the quality of the products. There is no effective 
connection between merchants and customers. Once a micro-mall is built online through the 
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micro-distribution system, there will be an effective channel for communication between 
customers and merchants. The biggest highlight of the micro-distribution model is that 
merchants can have an unlimited number of distributors. By incentivizing distributors to sell 
products and rewarding them with commissions, the sales volume of the mall will increase. For 
some products with good experience, customers may actively promote and share them with 
their friends. For merchants, this is a low-cost and high-return marketing. 

2.2. Drainage Increment 
The retail industry mainly focuses on end customers as the sales target. The drainage of offline 
retail stores can only be carried out by offline promotion or other discount activities. The flow 
of people and sales outside the event cannot achieve significant growth, and the corresponding 
sales are more difficult to have new sales. breakthrough. The micro-distribution system has 
dozens of built-in marketing tools. After retailers build a micro-mall, they can choose marketing 
tools with corresponding effects according to their own marketing needs. The recent 618, the 
Dragon Boat Festival is approaching, the mall can launch a number of preferential activities 
including newcomer gifts, giving back to old customers, buying gifts and other activities on the 
premise of clarifying its own needs for attracting new people and retaining them, so as to 
complete the mall’s attracting fans and maintaining old customers the goal. 

2.3. Customer Maintenance 
It is very difficult for offline retailers to maintain customers. Although offline services such as 
membership cards are also used to maintain customers, there are still major deficiencies in 
membership cards compared to online electronic membership cards due to problems such as 
carrying. The customer maintenance problem of online shopping malls is much easier. In 
addition to the membership activities of the electronic membership card, the data management 
function in the background of the applet system can analyze the detailed user portraits 
according to the consumption records and browsing records of each customer. A series of data 
such as user data and commodity data are analyzed, which can effectively maintain and interact 
with customers. 

2.4. Online and Offline Integration 
The integration of online and offline features is one of the important factors why the new retail 
model has been recognized by many companies. The combination of offline stores and online 
programs is a development model worth trying in the retail industry. On the one hand, 
merchants can extend online demand to offline, and increase the conversion rate through 
offline store experience; The integration of management and online and offline provides 
consumers with a more convenient and scene-based shopping method. 
It is foreseeable that the retail industry will gradually develop online in the future, and 
traditional retailers will also begin to pay more attention to the importance of online traffic and 
online resources, and adjust their development models in a timely manner to improve user 
experience. 

3. Analysis of Factors Influencing the Transformation of Traditional 
Offline Retail Stores to New "Internet +" Convenience Stores 

3.1. Descriptive Analysis 
The data in this article are based on the results of 50 collated surveys distributed in the area 
where Anhui University of Finance and Economics is located in January 2021. The survey 
content z is mainly about the transformation of traditional offline retail stores into new 
"Internet +" convenience stores by merchants. In this paper, the tendency of merchants to 
transform traditional offline retail stores into new "Internet +" convenience stores is set as the 
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dependent variable, and the factors that may affect the user's choice are set as X_i (i=1, 2, 3...10). 
The data used, the specific descriptive statistics of the sample data are shown in the following 
table: 
 

Table 1. Variables and their statistical characteristics 
variable mean standard deviation maximum minimum 

Choose the direction of transformation (y) 0.76 0.431419 1 0 
Year (X ) 47.92 0.018644 67 29 

education level (X ) 1.08 0.095220 4 0 
whether engaged in agriculture(X ) 0.52 0.123562 1 0 

household labor force (X ) 3.4 0.125789 5 2 
fixed assets (X ) 41968.77 0.000336 500000 1009 

Whether to cover users for transformation 
products (X ) 

0.5 0.116969 1 0 

Note: 
1.y: 0=Farmers tend to choose rural financial products; 1=Farmers tend not to choose rural 
financial products; 
2. X_2: 0 = illiterate, 1 = primary school, 2 = junior high school, 3 = high school, 4 = technical 
secondary school, 5 = university; 
3. X_3: 1=agricultural, 0=non-agricultural; 
4. X_10: 1=Yes, 0=No; 
5. X_1, X_3, X_4, X_5 are all numeric variables. 

3.2. Regression Results 
Input the previous data into Eviews3.0 for regression analysis. In order to obtain the influence 
of each variable on the dependent variable, a multiple regression model was used for analysis, 
and the results of the analysis and regression are shown in Table 2. 
 

Table 2. The regression estimation results of the model 
variable coefficient at what level is significant 
yearX  -0.006577  

years of education X  0.015874  
whether engaged in agriculture X  0.505161 1% 

household labor force X  0.168333 20% 
cultivated area X , 0.012293 20% 
Property area X  -0.001685 50% 

fixed assets X  -0.000427 20% 
Are you a member of a credit union? X  -0.062495  

Whether to participate in group joint insurance X  0.072646  
Whether the rural cooperative bank covers farmers X  0.185206 15% 

3.3. Empirical Analysis 
According to the regression results of 3.2, it can be seen that urban retailers have the strongest 
significance for whether they prefer traditional sales transformation, which is close to 0 and 
significant at the level of 1%. 

3.4. Further Analysis of Influencing Factors Using AHP 
3.4.1. The Choice of Method 
Some questions in the questionnaire reflect the influencing factors of whether consumers 
choose consumption transformation products to a certain extent, but some factors are not 
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obvious or there are uncertainties, so the data should be processed to determine whether the 
factors are related qualitatively and quantitatively. analysis. A systematic review of relevant 
literature, combined with the characteristics of transformation products, takes the influencing 
factors of transformation costs as the ultimate goal to build hierarchical indicators. 
3.4.2. Establishment and Solution of AHP Model based on Questionnaire Data 
(1) According to the above discussion, choose the consumer X_3, the consumer's residence, and 
whether the transformation product covers the user X_10 as three indicators that may affect 
the target layer. 
(2) Build an index system. The index system is constructed based on whether consumers 
choose transformation products as the overall target layer. 
(3) Expert rating. Calculate the average score of each indicator based on the expert's score, and 
then use the average score obtained by each indicator to compare the positive and negative 
matrix A_3=[(a_ij)]_(3×3). 
 

Table 3. Scoring criteria for subjective judgment of experts 

Scaling The importance of an element's influence on product selection 
1 generally 
3 slightly important 
5 obviously important 
7 strongly important 
9 extremely important 

2,4,6,8 Importance is between two adjacent levels 

 
Table 4. Scores of the importance of each influencing factor 

Index Expert Judgment Average Score 
Respondent's identity X  5 
consumer's residence X  1 

Does the respondent cover users for the transformation product? X  3 

 
The judgment matrix obtained after modification is: 
 

A =

⎝

⎜
⎛

1 5 4
1

5
1

1

3
1

4
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⎠

⎟
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(4) Use the sum method to solve the maximum eigenvalue and weight vector of the judgment 
matrix . Use Matlab programming to calculate, the calculation process is shown in Appendix 2, 
and the output result is W=[(0.6738 0.1007 0.225)]^T, λ=3.0858. 
(5) Consistency check. When constructing the comparison judgment matrix, we do not require 
that each comparison is completely proportional. However, in order to avoid the situation of 
logical confusion, we ensured that the relative size is generally consistent during the correction, 
but its reliability needs to be tested, so the consistency test of the judgment matrix is carried 
out. 
Let CI=(λ-n)/(n-1), which can be used as a quantitative standard to measure the degree of 
inconsistency, which is called the consistency index. The average value studied by scholars of 
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this method is called the average random consistency index, and the value range is shown in 
Table 6. When n≥3, let CR=CI/RI, and call CR the consistency ratio. When CR<0.1, the 
consistency of the comparison judgment matrix is considered acceptable, otherwise, the 
judgment matrix should be properly revised. 
 

Table 5. Average Stochastic Consistency Indicators 
n 1 2 3 4 5 6 7 8 9 

CR 0 0 0.58 0.90 1.12 1.24 1.32 1.41 1.45 

 
The calculation results are as follows: CI=0.0429, RI=0.58, CR=0.0740. CR<0.1, so the 
comparison judgment matrix passes the consistency test and does not need to be modified. 
(6) After the above analysis process, we can draw a more accurate conclusion: the main factors 
that affect consumers' choice of transformation products are whether the respondents cover 
users for the transformation products; whether the respondents are engaged in work; 
consumers live. Each accounted for 67.38%, 10.07% and 22.55%. 
3.4.3. Conclusion 
The results obtained by the AHP analysis are similar to those obtained by the above regression 
analysis. 

4. Epilogue 

Under the joint popularization of the current epidemic and the Internet, my country's 
traditional retail industry business model is gradually changing to an online retail model, which 
brings certain benefits and convenience to consumers and operators, and also improves the 
development of the retail industry to a certain extent. process and economic development. It 
can be seen that the transformation of traditional offline retail stores to new "Internet +" 
convenience stores under the impact of the epidemic and the impact of the Internet economy 
has great research and practical significance 
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