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Abstract

There are a large number of convenience stores. Their operation is scattered. The market mainly
radiates to the surrounding residents, and the customer group is limited. Most convenience stores
adopt the family business model, with relatively low management level and lack of brand influence.
On the whole, the operation scale of convenience stores is small, and it is difficult to generate more
revenue. At the same time, convenience stores have strong autonomy in business decision-making,
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are closer to consumers, and have stronger stickiness to consumers. With the development of e-
commerce platforms, a series of e-commerce services such as online trading, payment, logistics and
marketing have matured. The e-commerce platform can provide more marketing tools and means
for convenience stores, help convenience stores improve brand exposure and product click rate,
provide faster and more efficient distribution, develop new markets in the same city, increase sales,
and realize convenience stores to increase revenue. This article uses the SWOT analysis method to
analyze the current situation of the integration of convenience stores in the same city and e-com-
merece, find the difficulties and pain points of e-commerce sales in convenience stores in the same
city, and put forward a new marketing strategy for convenience stores in the same city to focus on
online sales in the same city through the e-commerce platform, providing theoretical support and
practical guidance for integration development of convenience stores in the same city and e-com-
merce.
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