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Abstract

Exploring the business prospects and strategies of convenience stores under the COVID-19 from a
comprehensive perspective with questionnaire survey method and mathematical models. This
paper discusses the difficulties and future opportunities encountered by convenience stores dur-
ing the epidemic from the aspects of the business changes, market demand and competition of the
convenience store industry before and after COVID-19, and preliminarily draws the following con-
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clusions: After the epidemic, consumers gradually pay attention to the substantive advantages of
convenience stores, rather than promotional activities. The 24-hour business and epidemic fac-
tors make people pay more attention to the price, quality, store environment and service attitude
of convenience stores. It is suggested to adopt the sales and service mode of online and offline in-
tegration, and use scientific and technological means to improve the service efficiency and con-
venience, so as to help convenience stores adapt to the challenges of the future market environ-
ment.
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Figure 1. Before and after the outbreak, the main purchase of goods
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Figure 2. Consumption patterns of convenience stores during the epidemic period
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Figure 3. Frequency of customer visits before and after the epidemic situation
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Figure 4. Average single consumption amount of customers before and after the epidemic situation
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Table 1. Statistical table of customer consumption factors before and after the epidemic

* 1 ERAIEMEHEERET R

pupiih FH% PR E PRI
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Tk 5 5t I 0.46 0.499 0.16
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Table 2. Sample correlation of customer consumption factors before and after the epidemic
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Figure 5. Reasons for customers going to convenience stores before and after the epidemic
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Figure 6. Changes in the packaging situation of convenience stores
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Figure 7. Shortness of convenience stores
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Figure 8. Food purchase channels for consumers in the late stage of the epidemic
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Figure 9. Bar chart of food safety issues
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Figure 10. Welfare input that companies are willing to keep when the budget is reduced
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