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Abstract

In the wave of big data era, the retail industry is deeply affected, and as a large domestic chain su-
permarket brand, Suguo Supermarket also faces new challenges and opportunities. This study fo-
cuses on Suguo Supermarket and deeply analyzes its actual marketing strategy in the context of big
data. Currently, Suguo Supermarket relies on member data analysis, online and offline integration,
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and sales data prediction to carry out marketing activities. However, there are problems such as
poor data quality, difficulty in integration, weak data analysis capabilities, poor precision market-
ing effectiveness, and obstacles to online and offline integration. Based on this, it is proposed to
optimize and adjust from the aspects of improving data quality and integration level, strengthening
data analysis capabilities, optimizing precision marketing strategies, and deepening online and of-
fline integration. We hope that through these measures, Suguo Supermarket can achieve innovative
and upgraded marketing strategies, enhance market competitiveness, and provide useful refer-
ences for other retail enterprises to better adapt to the changes in market and consumer demand
in the era of big data.
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