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Abstract 
In 2019, COVID-19 swept the world, in order to control the epidemic, many policies have 
been issued to restrict people from going out. According to the survey, the promulgation 
of these policies is likely to be the main reason for the average drop of 64.7% in 
consumer traffic in physical stores. As the convenience and price advantage of e-
commerce are not available in most physical stores, the rise of e-commerce has led to the 
decline of physical stores to a large extent. But in fact, the impact of e-commerce on the 
real economy does not cover all industries. For example, for the luxury industry, 
consumers care more about product quality and brand effect. The purchase channel of 
e-commerce cannot be fully trusted by consumers, therefore the sales of luxury goods in 
physical stores are relatively stable. After considering the factors of industry type, e-
commerce has a relatively large impact on the retail real economy. Therefore, this essay 
will put forward three solutions to this problem. Firstly, this essay will focus on O2O's 
online order and offline take delivery of marketing mode, it aims to provide customers 
with the convenience of purchase and returned goods. Secondly, this essay will discuss 
physical stores began to develop digital business mode, providing customized services 
to customers through big data and improving work efficiency through the consume of 
artificial intelligence to improve the shopping experience of customer. The third part 
will analyze membership system improves customer satisfaction and loyalty. 
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1. Introduction 

E-commerce provides customers with shopping experience without going out, 66.67% of 
respondents believe that this emerging form of shopping has brought a certain negative impact 
on the traditional form of physical shopping (Maiya, 2020). However, Acosta (2019) believes 
that consumers still have a strong desire for physical store shopping. The specific analyses are 
as follows: in online shopping, customers may be unable to obtain the products they require in 
time due to logistics reasons; it is complicated to return goods; they unable experience the 
products before purchase; they deficiency of communication with sales staff to obtain 
personalized assist and suggestions; and they have low brand loyalty due to too many choices. 

2. O2O Marketing Mode 

O2O (Online-to-Offline) model attracts consumers to purchase in physical stores through 
superior shopping experience and convenient way of returning goods. Alex Rampell, the chief 
executive officer and founder of TrialPay, states that physical store could consume the O2O 
marketing model to locate consumers online and attract them to the physical stores 
(TechCrunch, 2010), consumers can search for product information online, place an order and 
depart directly to the nearest physical store to view the real goods before picking them up. To 
a certain extent, O2O model improves the shortcomings of the online channel's inability to 



Volume 3 Issue 5, 2022 

DOI: 10.6981/FEM.202205_3(5).0094 

703 

Frontiers in Economics and Management 

ISSN: 2692-7608 

provide real product experience and the offline channel's inability to provide consumers with 
store location or promotional information. The online way of viewing product information 
provided by O2O mode makes the information expression of products no longer restricted by 
the site, and physical stores can fully display their product features on the online platform to 
provide customers with more product choices (Mathieu& Levary, 2000). At the same time, 
online ordering may solve the problem that physical stores have limited customer groups due 
to the limitation of geographical location. In order to investigate the feasibility of the O2O model, 
ComScore (2013) surveyed 3,000 consumers, 44% of whom indicated that they prefer to 
patronage stores that offer online shopping and in-store pickup services. For example, Wal-
Mart, one of the top 10 supermarkets in the world, has chosen the O2O marketing model. Taking 
advantage of its 2,500 physical stores in China, it has set up stations to pick up goods so that 
customers who order online can immediately pick up goods from nearby stores (Mathieu& 
Levary, 2000), it saves the time of waiting for logistics transportation in the online shopping. 
This new way of making it easier and faster for customers to gain goods than online shopping 
is an effective way for physical stores to cope with the impact of e-commerce. In addition, the 
O2O model solves the problem of complex return process of online shopping. According to the 
survey, one in five customers think that easy return is the main reason for buying in physical 
stores (Skrovan, 2017). If consumer desire to return an unsuitable product during online 
shopping, they require to contact a third-party logistics company to mail the product back to 
the merchant, and the complete return process usually takes about four days (Zhang et al., 
2020). However, since the O2O marketing model is based on physical stores, if customers are 
not satisfied with the product, they can return it to the offline stores of the company (Mathieu& 
Levary, 2000). This solves the problem of complex return process during the online shopping. 
For example, Radio Shack, the most reputable consumer electronics specialty retailer in the US, 
also consumes the O2O model (Mathieu& Levary, 2000), which allows customers to return 
unsatisfactory merchandises to any of its 5,000 local physical retailers. This convenient way to 
return goods is also a powerful way for physical stores to cope with the impact of e-commerce. 
In addition, Gome company, which consumes O2O marketing mode, GMV (Gross Merchandise 
Volume) up 53.7% y-o-y (year-on-year) and sales revenue up 7.4% y-o-y to RMB 29.12 billion 
(GOME company, 2014). These data demonstrate the feasibility of O2O model to some extent 
and is an effective marketing method for physical stores to deal with the influence of e-
commerce. 

3. Digital Business Mode 

The digital retail of physical stores attracts consumers who pay attention to experience by 
providing personalized and intelligent services. With the development of digital process, it 
provides a new value creation mechanism for the current retail industry (Hokkanen & Walker, 
2020). Hargovan believes that the consume of digital technology to provide high-value services 
and unique shopping experience is an effective means to attract customers to physical stores. 
At the same time, Pillai et al. (2020), through investigating the purchase intentions of 1250 
consumers in digital stores, found that digitalized customized experience and high-quality 
shopping experience are the main reasons for consumers to purchase in physical stores. In 
order to meet the customized experience requires of customers, Walgreens and target have 
begun to consume big data analysis to provide personalized services (Mulqueen,2017), they 
analyze the real requires of customers according to their behavior and stay time in the store, 
and then make customized recommendations for them. The significance of this data processing 
is to make accurate marketing, not only can assist customers filter massive information, truly 
obtain what they require, but also provide more ways to display most of the merchandise 
activities in the store through digital marketing, and find the customers with real purchase 
demand. Unlike the physical store providing customized services by analyzing consumer 
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behavior through big data, online shopping businesses will obtain customer personal 
information in various ways to provide personalized services, for example, advertising is 
consumed to track consumer browsing records on different electronic devices, and robots are 
used to obtain previous consumption records (Marketing charts, 2021). However, more than 
50% of consumers think that these ways infringe personal privacy is creepy (Marketing charts, 
2021). At the same time, online shopping deficiencies the communication between consumers 
and sales staff. Mathieu and Levy (2000) believe that face-to-face communication can make 
customers feel the enthusiasm of the brand and make consumers have more desire to buy. 
Therefore, under the condition that customized services can also be provided, physical stores 
that only analyze the behavior of customers in store through big data and have face-to-face 
communication with sales staff will be more likely to win customers' favor. On the other hand, 
artificial intelligence based on digitization is consumed to speed up the back-end operation of 
enterprises, reduce labor costs and improve work efficiency, so as to enhance sense of 
experience of customers in the process of physical store shopping (Hokkanen & Walker, 2020). 
For example, Family Mart and Lawson, Japan's two largest convenience store franchisees, 
started using smart replenishment robots in september2020, which quickly identifies and fills 
in commodity vacancies (Lewis, 2020). This intelligent device will assist companies save 40% - 
50% of the cost (Kirk, 2017). At the same time, the retailer using AI intelligent robot has greatly 
improved the efficiency of commodity classification, reducing inventory by 20% and increasing 
sales by 30% (Bughin et al., 2017). Whether using big data for customized services or using 
robots for replenishment management, they are trying to improve experience of customer in 
physical stores. The sense of experience will affect customer satisfaction, retention and loyalty, 
which has great benefits for the future development of enterprises (Keiningham et al., 2017). 

4. Membership System Marketing 

Physical stores enhance customer satisfaction and loyalty through membership system 
marketing. According to one research, when the customer loyalty increases by 25%, the 
enterprise profit increases by 25% - 85% (Reichheld, 2011). Khairawati (2019) confirmed that 
there is a positive correlation between customer satisfaction and customer loyalty. At the same 
time, customer satisfaction means that customers have a positive impression of the products 
and services provided by the enterprise, which plays an important role in the future repurchase 
of products or services (Dizfani et.al, 2017). Therefore, in order to improve customer 
satisfaction and retain customers for a long time, membership marketing, which is considered 
as the most common and effective way to lead the company to obtain customer loyalty (Bichir, 
2013), has been favored by more and more consumers and enterprises (Hou & Chen,2019). 
Among the ways for enterprises to obtain consumer feedback, obtaining feedback from 
members can enhance the relationship between members and enterprises. Enterprises set up 
a special data collection department to regularly sort out customer requires from members, 
such as customer messages and questions, and then establish a complete feedback mechanism. 
So as to accurately find the weak points of their own business, the shortcomings of products or 
services, and actively correct them, this way can improve consumer satisfaction and customer 
repurchase rate (Safiih& Mezral, 2017). For example, the success of Starbucks is not only it 
provides high-quality coffee products and services, but also it pays more attention to the 
connection between brands and customers than its competitors. Starbucks will collect 
problems and areas for improvement from its members on a regular basis, so as to preserve 
enthusiasm and stickiness of consumer for its products (Mulyadi, 2015). In addition, in order 
to screen out high loyalty members, physical stores adopt the paid membership system, and 
enterprises provide superior goods and services for their members. For enterprises, the 
purpose of operation is not to provide satisfied products and services for all consumers in the 
market, to meet the requires of all consumers, but to do their best to retain their target 
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customers for a long time. For example, Sam's club, a paid membership supermarket, requires 
members to pay a certain membership fee to Sam every year. At the same time, Sam's products 
with good quality are only sold to members (Sam's club, 2021), this marketing method makes 
Sam have a large number of loyal users, and Sam has become one of the largest membership 
supermarkets in the world. For this form of paid membership, in addition to providing high-
quality products, businesses also carry out a variety of member exclusive activities and member 
extra preferential activities. For example, release distribution fee, release parking fee, one-to-
one consulting customer service and other special services can reflect the priority of members 
(Sam's club, 2021). Enhance the satisfaction of members due to being taken care of, so as to 
enhance customer loyalty to the enterprise. 

5. Conclusion 

In a word, in order to deal with the impact of e-commerce on physical stores, physical stores 
can deal with the above three methods. First of all, physical stores can consume O2O marketing 
mode, consumer can search for product information online, place an order and depart directly 
to the nearest physical store to view the real goods before picking them up. O2O can provide 
customers with the convenience of purchase and return goods, and solve the problems of 
limited customer groups due to the limitation of geographical location. This new model, which 
is more convenient than online shopping, will attract consumers who like convenience to buy 
in physical stores. Secondly, physical stores provide customers with personalized services that 
do not infringe personal privacy through digital retail. At the same time, using digital artificial 
intelligence to work in physical stores can not only improve work efficiency, bring superior 
shopping experience to customers, but also reduce the labor cost of physical stores. Finally, 
physical stores enhance customers' loyalty to the brand through membership marketing. At the 
same time, by collecting feedback from members and collecting problems in time, it increases 
the stickiness between consumers and brands. On the other hand, physical stores try their best 
to retain the target customer group for a long time through the paid membership system, and 
provide characteristic services for members to enhance their satisfaction, so as to increase their 
loyalty to the enterprise. 
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