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Abstract

Under the wave of the digital economy—and amid increasingly diversified customer needs and in-
tensifying competition—China’s chain convenience stores, long constrained by experience-driven
marketing practices, face an urgent need for digital transformation. Using Meiyijia, the largest chain
convenience store brand in China, as the case study, this research employs the PEST analytical
framework to examine its current macro-environment. Based on first-hand data collected from
Meiyijia stores and the 4P marketing mix, the study identifies several issues common to Meiyijia
and similar chain convenience stores: severe product homogenization and lack of differentiated
competitive advantages; unscientific and inelastic pricing; insufficient utilization of channels; and
promotional activities lacking differentiation and innovation. Accordingly, the study proposes op-
timization strategies driven by digitalization, including digital-oriented merchandise management,
dynamic pricing, channel optimization and coordination, and digital promotional mechanisms, of-
fering a practical pathway for the digital transformation of chain convenience stores. The findings
provide valuable insights and references for digital transformation initiatives in chain and tradi-
tional convenience stores.
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Figure 1. PEST framework for marketing environment analysis
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Figure 2. 4P Marketing mix
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Table 1. Example of product structure (taking Meiyijia as an example)
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Table 2. Merchandise role classification and management strategies
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Figure 3. Dynamic pricing model
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Table 3. Key performance indicators for online-offline channel integration
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Figure 4. Social media marketing funnel
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