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Abstract

The digital economy has become a key driving force for high-quality economic development in China,
and the digital transformation of enterprises is a core link in the strategy of building a digital power.
This paper takes Yonghui Superstores as the research object and explores the path, performance
impact, and optimization strategies for implementing the omni-channel collaboration model during
its digital transformation process. The research finds that Yonghui Superstores has achieved omni-
channel transformation through customer orientation, big data technology-driven and supply chain
collaboration. In the short term, it faces cost pressure, but in the long term, it significantly improves
financial and non-financial performance. The research provides theoretical references and practi-
cal inspirations for the digital transformation of retail enterprises.
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P B IR B AR BRI & TR R AT ML M6, TR B AT NG SR KA T B2k, AT
2 FR NIRER G ZENR,. FEFEM FERIRRE TR, DINX i fE & &R
24 . SREWEE AR FAERZOER, CRANTECVRI =S NNEEFTR. R, WA
B A0 4 B T8 B B 20 = b2, LR X GG AR 2 B T &S 41, 8= TP .

A CAAKKERE T B, KA PT84 & 45 INMEEVA R 1, WFE. &, WERER2
25 B K A4 oy fr A IR U R R S0 . 7R KB, ERiE b R S gens B2 =2 T ik 51
B, (BEEMSREFFFERERAERASEAREESE NS, RERANTECVHH SRR TS
SRS R S .
2. XEEiR
2.1. BFHFER 52K EHFE

B R R i\ IB T B FoR L SR AR AN B SR R R 1], S IRIE ARk 2k
TFUSE LSS, LI B RAC B AR T P AR [2]. [E 4258 5t 4 IR e R SR 0, Ui b
[F] §E % 18 1L BE YR I R A B MG B E RN [3]. 26 L& T RIS E RGO ER S e FE. &
IR E . B RESTE . P E S E REAR RTUA T[4, FERARFREEEEH . Pk A2 DL R 7%
AWHER I = BEIRENT, BEW LT “ TR+ T B ERZA%, febix—R, 28
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NI T e 4 AT, B AR gh s R — e I Sa ge s, nl DA Hh B 41 2R 1 55 B sl o
PR AR BN K RIBE JI[6]. B B ZEIW TR, 75T 2 Wi b FLIC I BOR VR FERNAT Y,
ST IR, RS T REMN SRS . X AR T T IE B R & Uk, B TEAT
PR ST T (7]

T 7 — SE T 58 M 0 e A i T RS2 BB IR AR BN 2 [8]. B B BB FAL RSN
AV IF R SET . G5 REH, Dl ER AU RAAMUTF RN S BEA, FLEEWRFEAAIERH, X
SR G S EZERIIEI T . BANIREE RSP R, AN S8 E W
2 [B] T R B [9]

2.3. FEeaFkE

SPATUE RS T RPE, B RORAN TR R STROTAL TR AR R RE o 1% T ER A 55 4R
BPYEE . WEIEE R4S U Y ) 5K 4EEEZ AN ZH NSRS E R, TS 5 HTHESE
z. TAEZ Y A L, BEERT TV R R NE S R, Nk AREE H ARSI
AL T ERA I SCHRE[10]. AW TR BP0 R EERGEBOFMT R RAEERE E R, HIZOMBET
CPEE” o FERRSRGHAT VR B, PR RAFAERIR TR 4R, WA S B R
iy I 5MK AR R, Iz E 2 AR E, LIl gsk ik, g6
PEVPAL 1170 59— 07 2 I R P IC 4 - RAE ST St R SOy R S5 4abn an b ok e I s 0 TR &
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3. it EMEMEFE
3.1. HX#ER

3.1.1. £FRENE

A IE Y AR BRI —Fhens, RIES 5 ek DRI FIRIE IR, fEMn. 128, iR
ARSI SEILTC S0 Bz . A b BE % SEIUAR R IR I8 2 (] () E4R 3, fRBR(S S, FEAE U LA RS 95
MG —HEAETI M. PR, XIS ELIMBHEMRAAE ., REAREG—F R R
Femg . HAZO HARRATHRIER S, HEI RN ALEE “1+1>27 FIIEESIR.

3.1.2. B ikEER
FEVMBEHERRETEO VAR FHEA, SIS, BB, HH%E0, &kl
BT HHAT AR AL, DHRTH b Ta 5 7. 386 BT 3728 AR 2 T8 2 & 7 SR I 7 .

3.2. S EA
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P [R5 L FH T AP B A 2 4R M H R R AR ST M ER R ATTERC T + 1> 2 B8, & Mok
HERVE BT, 2 2 oS BRI A . P RN RN 2 MR, AR S0 3 BRI T4 PR ) SN
BB ) 25 FH VA 55 P (R AR o 875 Wb IR AL i s 0 Ak B 3 RO S B T Ak 8 R e 0 I BR T o B4,
B L AL T iz g nis, itk T eSS E WSS, e T g, H—J7im, B R EE N
AR = Bl SSHRBE IR . 7R IR R 72 S ORI OL R, Al o] DU i R = 9 UR TE K 51 FIC
RORIRTE, MM SCHPAT R, 3 SURAROR o W55 [R) 35Sl b I 4 ELRh B 25 DA RN B AR i
ARSI 55 0L, SRR AR UL 25 A B 25 - 4
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4. R4
4.1. FKIEBHER
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Figure 1. Full channel layout network of Yonghui Superstores
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Figure 2. The implementation steps of store management digitization
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4.4.5. EVA #pFEIgEr 04
AT HFRMSIBIRHIA S BEREIT N BRI R DR G — AT EbnvE, BE%H 2RHh
PR P AT IE R VR R SBEE, AT T ST HL PP L SRR . IR AN FINT A T B A T FE &
GEHEIE I sh 8284k, AR FLIEBGZ A 2015 £ 2023 FiX 9 FE I EIE R I8
ACKF EVA AR
EVA = NOPAT - TC * WACC
1) BiJaiEE L FE NOPAT E’Jﬁ%ﬁ
TEABEL SE M SRS IR 5, 2 KA S THZHEM € H NOPAT . W TNE 1 fis:
Table 1. Yonghui Supermarket’s adjusted NOPAT figures from 2015 to 2023 (in billion R)
5= 1. KIEHE™ 2015~2023 FEIFEE S NOPAT H{E(1ZTT)
T H /44y 2015 2016 2017 2018 2019 2020 2021 2022 2023
FoiJa 14 R 5.31 10.94 14.20 15.48 16.92 1793  -17.85  -3.70 4.45

BHERUE . AOHE 2015~2023 AR,

2) BBAGH TC KiHE

AR R T A ik FR R EUE 5% 5040 I v B3 o A ] (AR 28 08 A ST 55 BE AR ASE o 7K MR T RO 2 T A
DA AR B a0 5 A B AR G o R B s 51 55 TR AR AR A ARAT Dk — 41 N B R B 1) f 5
KIARAT R LA B A A 53 55 ﬁﬁmmwﬁﬁ%ﬁﬁ%ﬁﬁﬁ#ﬁHWWA#ﬁ%F HOE R
RS A 151 55 RGN A 2R S5 AT 75 H BT AR o5 FH(TC) R8s 38 iX — R Ge ik o i 72 g % 4 Tl HL
TRNHE T fR7KOBERE T (M B A 4 M . BAREARE 5 35 2 o

Table 2. The adjusted TC value of Yonghui Supermarket from 2015 to 2023 (billion yuan)
= 2. KIFHBTH 2015~2023 FFEEEH TC BE{ZTT)

T H 44y 2015 2016 2017 2018 2019 2020 2021 2022 2023
R UL R - - - 36.90 108.13 13890  109.48 65.28 51.30
;?ﬁ;ﬁ;ﬁ 2070 2002 17.92
KR - - - - - - 10.21 20.70 3.50
LA i 2
[k 0.04 0.04 0.04 0.04 3.10 1.21 0.04 0.04 0.04
&N

A& 9833 154.36 131.67 95.21 122.96 140.35 16.43 12.85 14.68
BHREARLDE 9833 154.36 131.67 132.11 231.10 279.25 156.81 118.95 87.40

BHERIE: K 2015~2023 AR,

s
S

3) MBI BEA A WACC HITHE
IR B B AR BAR, T LB H RS A SR RA . o, AT AR AR S SR AR
WACC, BUai BEAMAFHRA KE, —HIHHAREALT:
PR BEA A = TR aE + 4 B8 * (TR EE — JoXURHI %) (4.2)
IBCEBIEAR A = 5 MAR * FEMS S + BBURAZR * A5 (4.3)
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Table 3. Yonghui Supermarket’s adjusted WACC values for the period 2015~2023 (in billion R)
2 3. KIERBTH 2015~2023 FiFE SR WACC B{E({ZT)

WHAER 2015 2016 2017 2018 2019 2020 2021 2022 2023
Fﬁ??yj 732%  1.75%  6.99% 9.78% 8.01% 6.21% 7.13%  8.83%  9.22%
VES 1.07 0.56 1.00 1.07 1.04 1.17 0.93 0.70 0.78

WACC  761%  565%  7.00% 8.29% 5.81% 4.81% 325%  3.29%  3.48%

BARRIE: KM 2015~2023 FE4FER .

4) EVA it

Table 4. EVA values of Yonghui Supermarket from 2015 to 2023
4. FKIEHBTH 2015~2023 FE/) EVA H1E

T H /44y 2015 2016 2017 2018 2019 2020 2021 2022 2023
ﬁiﬁﬂ%{% 5.31 10.94 14.20 15.48 16.92 17.93 —17.85 —3.69 4.45
BNBBIAR 98.32 154.36 131.67 132.11 231.10 279.25 156.81 118.95 87.40

WACC 7.61% 5.65% 7.00% 8.29% 5.81% 4.81% 3.25% 3.29% 3.48%
EVA -2.17 2.21 4.98 4.53 3.48 4.48 —22.94 —7.60 1.41

BHERIE: KK 2015~2023 AR

5) AAE AT A 25 R VA

— EVA FEL G INMEEVAZSsha s E
BE&EHRAE
‘ 45,339.95 44,821.10
22,109.48 ' 14,068.95
- - [\ | (1] [ | o
-21,717.97 49,804.11 34,824.83 ] ‘
£76,030.89
\~
229,410.32
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Figure 3. Comparison analysis of economic value added and net profit of Yonghui Supermarket from 2015 to 2023
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Table 5. The present situation of omni-channel digital integration of Yonghui Supermarket
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