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Abstract

The rise of private traffic has enabled companies to more effectively maintain customer relationships,
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enhance brand loyalty, and achieve precise marketing through community marketing. This study
adopts a two-stage DEA model, dividing the community marketing process into customer acquisi-
tion and conversion stages, and constructs input-output variable models tailored to each stage to
comprehensively evaluate the efficiency of stores in different marketing phases. By analyzing the
case of Cha Bai Dao milk tea shops, the study reveals differences in efficiency performance between
the customer acquisition and conversion stages and proposes targeted optimization strategies.
These findings provide valuable insights for optimizing resource allocation and enhancing market-
ing effectiveness in the community marketing strategies of enterprises.
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Table 1. Construction of variable indicators for community marketing in milk tea shop
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Figure 1. Measurement model for community marketing in milk tea shops
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Figure 2. Pathways for enhancing omnichannel marketing and operational efficiency in milk tea shops
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