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Abstract: With the rapid development of digital
technology, the traditional retail industry is
facing tremendous changes. This article delves
into how digital transformation can reshape the
resilience of traditional retail business models,
analyzing the reshaping mechanism from
multiple dimensions such as technological
empowerment, channel expansion, and supply
chain optimization, and constructing a
comprehensive evaluation system to measure
effectiveness. By combining theoretical analysis
with practical cases, this study reveals the
opportunities and challenges brought by digital
transformation to traditional retail, providing
theoretical support and practical guidance for
the sustainable development of retail enterprises.
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1. Introduction

1.1 Research Background and Significance
In today's era of rapid globalization and
informatization, the traditional retail industry is
facing unprecedented challenges. On the one hand,
consumer demands are showing a highly
personalized, diversified, and instant trend, and they
crave high-quality and unique shopping experiences
anytime, anywhere; On the other hand, emerging
retail models such as e-commerce are flourishing,
quickly seizing market share with convenient
shopping processes, rich product choices, and strong
price advantages. More importantly, the outbreak of
public emergencies such as the COVID-19 has
severely damaged traditional retail enterprises that
rely on offline stores and traditional supply chain
systems, and caused frequent problems such as
sharp decline in customer flow, supply chain
disruption, and inventory backlog. The pressure on
survival has suddenly increased.
Digital transformation, as a key tool to address these
challenges, is gradually penetrating into various
aspects of traditional retail, fundamentally changing
the operational logic of its business model. In depth
exploration of the reshaping mechanism and
effectiveness evaluation of digital transformation on
the resilience of traditional retail business models

not only helps enrich the academic theoretical
system in the retail field, but also provides a new
perspective and solid foundation for subsequent
research; At the practical level, it can provide
guidance for the development direction of
traditional retail enterprises, assist them in
accurately formulating transformation strategies,
enhance their ability to cope with complex and
changing market environments, and achieve
sustainable and stable development.

1.2 Current Research Status at Home and
Abroad
The research on digital transformation in the foreign
academic community started earlier and has
achieved fruitful results in technology application
and business model innovation. Many scholars
focus on the application of technologies such as big
data and artificial intelligence in the retail field,
exploring how to use these technologies to optimize
supply chain management and improve customer
relationship management. For example, some
studies have revealed through empirical analysis
that precision marketing driven by big data can
significantly improve the sales conversion rate of
retail enterprises. However, there is relatively little
systematic research on the resilience of traditional
retail business models, and most studies only
explore the impact of digital transformation from a
single dimension, lacking comprehensive and
in-depth analysis.
In recent years, domestic research has closely
followed the international pace and made significant
progress in the practical exploration and theoretical
summary of digital retail. Many scholars are
concerned about the development of the integration
model of online and offline, analyzing its role in
enhancing the competitiveness of retail enterprises.
However, existing research on the reshaping
mechanism of digital transformation on the
resilience of traditional retail business models is not
detailed enough, and the effectiveness evaluation
mainly focuses on financial indicators, neglecting
multidimensional comprehensive considerations
such as operations and customers, and failing to
establish a complete and scientific evaluation
system.
In summary, this article aims to make up for the
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shortcomings of existing research, comprehensively
and deeply explore the inherent connection between
digital transformation and the resilience of
traditional retail business models, construct a
practical and feasible effectiveness evaluation
framework, and inject new impetus into the
development of the industry.

2. The Mechanism of Digital Transformation
Reshaping the Resilience of Traditional Retail
Business Models

2.1 Technological Empowerment Enhances
Operational Accuracy
2.1.1. Consumer Insights Driven by Big Data
In the digital age, data has become one of the most
valuable assets for retail enterprises. Big data
technology can integrate massive consumer data
from multiple channels such as online e-commerce
platforms, offline store transaction systems, social
media, and mobile applications. Through complex
data cleaning, mining, and analysis algorithms,
enterprises can accurately outline the profile of each
consumer, covering rich dimensions such as age,
gender, consumption preferences, purchase
frequency, and regional distribution.
Taking clothing retail enterprises as an example,
with the help of big data analysis, enterprises can
clearly perceive the preferences of consumers for
clothing styles, colors, and sizes in different seasons
and regions. Based on these precise insights,
enterprises can target and launch product lines that
better meet market demand during the new product
development stage; In the marketing and promotion
process, personalized promotional information can
be accurately pushed to specific consumer groups,
such as promoting seasonal new jeans matching
discounts to young consumers who prefer
fashionable casual wear, greatly improving
marketing effectiveness, enhancing market
adaptability, and effectively responding to the rapid
and changing demands of consumers.
2.1.2. Artificial intelligence optimizes the
decision-making process
The application of artificial intelligence in retail
operations is becoming increasingly widespread and
profound. In the decision-making process of store
location selection, by collecting and analyzing
multi-source data such as population density,
consumption level, transportation convenience, and
surrounding competitive situation in the target area,
and using machine learning algorithms to construct
a location selection model, the most potential store
locations can be accurately screened, reducing the
risks brought by blind store opening.
In terms of inventory management, artificial
intelligence algorithms combine historical sales data,
seasonal factors, market trends, and real-time
inventory dynamics to achieve accurate sales

forecasting and automatically generate optimal
replenishment plans. This not only effectively
avoids the occurrence of inventory backlog or
shortage, reduces the cost of capital occupation, but
also ensures that enterprises can respond quickly to
market demand fluctuations, ensuring the smooth
operation of the supply chain and improving
operational efficiency and effectiveness.

2.2 Integrating Online and Offline To Expand
Sales Channels
2.2.1. Online platform construction and expansion
Faced with the impact of e-commerce, traditional
retail enterprises have embarked on the path of
online transformation, either investing heavily in
building their own e-commerce platforms or
expanding their business territory through mature
third-party e-commerce channels. Taking Gome
Electric Appliances as an example, it vigorously
develops the Gome online platform, fully launching
the rich resources of home appliance products in
offline physical stores, breaking the limitations of
geography and business hours. Consumers can
conveniently purchase home appliances anytime and
anywhere, whether they are in remote areas or have
sudden home appliance purchase needs at night.
At the same time, enterprises carry out diversified
marketing activities through online platforms, such
as launching online exclusive discounts, limited
time flash sales, gift promotions, etc. during the
"618" and "Double 11" shopping festivals, attracting
a large amount of online traffic and effectively
expanding market coverage. During special periods,
especially when offline stores are restricted, online
platforms become the key support for enterprises to
maintain business operations and ensure revenue,
ensuring that sales opportunities are not lost.
2.2.2.Online and offline collaborative service
experience
The core essence of online and offline integration is
to create a seamless shopping experience for
consumers. Hema Fresh, as an industry model,
innovatively creates a composite business model of
"fresh supermarket+catering experience+online
delivery". Consumers can experience the joy of
selecting fresh ingredients, processing and tasting
food on-site in store, and also enjoy convenient
home delivery services within 30 minutes by
placing orders with just one click through the online
app.
In addition, the online ordering and offline pickup
model is also highly favored by consumers. Many
retail companies set up self pickup points in their
stores. After consumers purchase goods online, they
can flexibly choose to pick them up in store
according to their own time schedule. They can also
visit physical stores on the way to discover more
potential shopping needs. This collaborative service
model greatly enhances customer stickiness,
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improves brand loyalty, and enables companies to
stand out in fierce market competition.

2.3 Digitalization of Supply Chain Enhances
Resilience
2.3.1.IoT realizes supply chain visualization
The Internet of Things technology is like putting a
layer of "perspective decoration" on the supply
chain, making each link clear and visible. In the raw
material procurement process, by embedding
intelligent sensors on the packaging of raw materials,
suppliers and retailers can real-time grasp key
information such as the transportation location,
temperature, humidity, etc. of raw materials,
ensuring that the quality of raw materials is not
damaged and they arrive at the production base on
time.
In the warehousing and logistics process, the
shelves, pallets, and packaging of goods in the
warehouse are equipped with IoT devices to achieve
real-time inventory automation, accurately locate
the storage location of goods, and enable logistics
companies to monitor the driving status of vehicles
and the progress of goods delivery in real time.
Once there is a delay or abnormality, remedial
measures can be taken quickly. JD Logistics utilizes
Internet of Things technology to achieve full
process visual tracking of goods from outbound to
delivery to consumers. Consumers can check the
delivery status of orders at any time, and enterprises
can optimize logistics delivery routes in a timely
manner based on this, improving delivery efficiency
and ensuring the efficient and smooth operation of
the supply chain.
2.3.2. Digital platforms promote supply chain
collaboration
A digital supply chain platform built on advanced
technologies such as cloud computing and
blockchain breaks down the information barriers
between traditional upstream and downstream
enterprises in the supply chain, achieving deep
collaborative cooperation. On this platform,
suppliers, manufacturers, retailers, logistics
providers, and other parties can share real-time key
data such as order information, inventory levels,
production progress, and logistics status.
Taking Xiaomi as an example, by building a close
digital collaboration system with suppliers, Xiaomi
can quickly provide feedback on changes in
consumer demand collected from the market to
suppliers. Based on this, suppliers can adjust their
raw material procurement and production plans in a
timely manner, ensuring that Xiaomi's new product
development and production cycle is significantly
shortened and responding quickly to market demand.
At the same time, in the face of sudden risks such as
raw material shortages, all parties rely on the
platform to collaborate and find alternative solutions,
ensuring stable product supply, greatly enhancing

the overall resilience of the supply chain, and
effectively resisting external shocks.

3. Construction of an Evaluation System for the
Resilience Effectiveness of Traditional Retail
Business Models in Digital Transformation

3.1 Financial Dimension Evaluation
3.1.1. Revenue stability indicator
The proportion of online and offline revenue is a
key indicator for measuring the rationality of a
company's channel structure and its stability in
contributing to revenue. For example, in the early
stage of digital transformation, a traditional retail
enterprise's online revenue may only account for
10%. With the expansion of online business and
operational optimization, this proportion gradually
increases to 30% or even higher. In special periods
such as the epidemic, online revenue grows against
the trend, effectively filling the gap in offline store
revenue decline and maintaining overall revenue
stability of the enterprise.
The rate of revenue change during special periods
reflects a company's ability to generate emergency
revenue in the face of unexpected events. Taking the
COVID-19 in 2020 as an example, some retail
enterprises, by rapidly increasing online marketing
investment and expanding online business scope,
achieved a year-on-year decline of quarterly revenue
within 10% during the epidemic period, while the
revenue of enterprises that did not effectively carry
out digital transformation during the same period
may decline by more than 50%. The long-term
revenue growth rate demonstrates the improvement
effect of digital transformation on the sustained
profitability of enterprises from a macro perspective.
The sustained and stable growth of revenue
indicates that the resilience of the enterprise's
business model has been enhanced and has good
development prospects.
3.1.2. Cost control indicators
Inventory cost turnover rate is one of the core
indicators for measuring the efficiency of enterprise
inventory management. Digital transformation
enables enterprises to use big data and artificial
intelligence to achieve accurate inventory
forecasting and intelligent replenishment,
significantly improving inventory cost turnover.
Before the transformation, a traditional clothing
retail enterprise needed 6 months for inventory
turnover. After implementing a digital inventory
management system, the turnover time was
shortened to 3 months, the inventory holding cost
was reduced by 30%, and the liquidity of funds was
greatly enhanced.
The reduction rate of logistics costs reflects the
effectiveness of optimizing the logistics distribution
process for enterprises. By deeply cooperating with
logistics companies and utilizing digital platforms to
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integrate logistics resources and optimize
distribution routes, the logistics costs of enterprises
are expected to decrease year by year. The
input-output ratio of marketing costs considers the
benefits of digital marketing activities for
enterprises. By using precision marketing tools and
big data analysis to accurately target customer
groups, enterprises can achieve a 20% reduction in
marketing costs and a 30% increase in sales
conversion rates, ensuring that every marketing
investment can bring higher returns.

3.2 Operational Dimension Evaluation
3.2.1. Supply chain response speed index
The reduction rate of order delivery cycle intuitively
reflects the degree of improvement in supply chain
operation efficiency. Under digital empowerment,
enterprises can significantly shorten order delivery
cycles by optimizing internal processes and
strengthening collaboration with suppliers and
logistics providers. For example, a home retail
company's original order delivery cycle was 15 days,
but after introducing a digital supply chain
management system, it was shortened to less than 7
days, resulting in a significant improvement in
customer satisfaction.
The on-time processing rate of emergency orders
reflects the ability of enterprises to respond to
sudden emergency needs. For medical supplies
retail enterprises, during the epidemic period, facing
a surge in emergency orders such as masks and
protective clothing, through the rapid allocation and
production coordination of digital supply chains, the
on-time processing rate of emergency orders has
increased from 70% in the past to over 95%, timely
meeting the needs of frontline anti epidemic forces.
The supply interruption recovery time is a key
indicator for measuring the resilience of the supply
chain. When facing crises such as raw material
supply interruptions, relying on digital platforms to
achieve information sharing and collaborative
response, enterprises can shorten the supply
interruption recovery time from traditional weeks to
days or even hours, and quickly restore normal
operations.
3.2.2. Flexibility indicators for store operations
The penetration rate of online business in stores
measures the depth of integration between physical
stores and online channels. If the proportion of
online business orders in a certain chain
supermarket store gradually increases from the
initial 5% to over 20% of the total order volume, it
indicates that the store has successfully expanded its
online service functions and adapted to consumers'
needs for integrated online and offline shopping.
The frequency of adjusting product display reflects
the store's ability to optimize product display in
real-time based on market changes and consumer
preferences. The digital operation system can, based

on real-time sales data and consumer browsing
behavior analysis, encourage stores to dynamically
adjust their product displays on a weekly or even
daily basis, placing popular products in prominent
positions and increasing sales opportunities. The
real-time optimization capability of promotional
activities requires stores to be able to quickly adjust
their promotional strategies based on real-time sales
feedback both online and offline. For example, if a
cosmetics store discovers a surge in sales of a
certain lipstick online, it should immediately
increase the promotion efforts of that lipstick offline,
achieve online and offline linkage promotion, and
improve overall sales performance.

3.3 Customer Dimension Evaluation
3.3.1. Customer satisfaction indicators
Customer satisfaction ratings for product quality,
shopping convenience, after-sales service, and other
aspects are the direct criteria for measuring
customer experience. Regularly conducting
customer satisfaction surveys, through quantitative
scoring (out of 10 points), companies can accurately
understand their service shortcomings. For example,
an electrical retail company found through
investigation that customer satisfaction with
after-sales service was only 6 points. By
strengthening after-sales team training, optimizing
service processes, and introducing a digital
after-sales management system, customer
satisfaction was increased to over 8 points.
Customer repurchase rate and recommendation rate
are important indicators reflecting customer loyalty.
A high repurchase rate indicates that customers
continue to recognize the company's products and
services, while a high recommendation rate means
that customers are willing to actively endorse the
company, bringing word-of-mouth promotion and
new customer expansion. A certain maternal and
child retail enterprise, with high-quality maternal
and child products and convenient online and offline
shopping experience, has achieved a customer
repurchase rate of 65% and a recommendation rate
of 40%, establishing a good brand image in the
market, forming a stable customer base, and
providing a solid support for the enterprise to resist
market risks.
3.3.2. Customer expansion capability indicators
The number of new customers acquired online is a
key indicator for evaluating the effectiveness of a
company's online marketing. With the increasing
promotion efforts of enterprises on e-commerce
platforms, social media and other online channels,
and the use of digital marketing tools to accurately
target potential customers, the number of new
customers obtained online has shown a growing
trend year by year. For example, a sports brand
carried out creative marketing activities on social
platforms such as Tiktok and Xiaohongshu, and the
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number of new online customers increased by more
than 30% annually.
The growth of social media fans reflects the
expansion of the influence of corporate brands in
the online social field. The number of fans such as
the brand's official microblog and WeChat official
account continues to rise, which means that
enterprises can continue to attract consumers'
attention and expand the scope of brand
communication. The growth rate of emerging
market customers considers the ability of enterprises
to expand their markets across regions and
populations. For traditional retail enterprises,
expanding into emerging markets such as third - and
fourth tier cities, rural markets, and elderly
consumer groups, using digital means to accurately
reach target customers, achieving a growth rate of
over 20% for emerging market customers, and
opening up new growth paths for enterprises.

4. Case Study: Taking suning.com as an Example

4.1 Digital Transformation Measures
Suning.com initially laid out an online e-commerce
platform, integrating massive product resources and
creating a convenient shopping interface;
Continuously optimize the physical store network
offline, establish diversified formats such as Suning
Xiaodian and Suning Plaza, and achieve
interoperability between online and offline
membership systems, marketing activities, and
after-sales services. Using big data to build user
interest models and accurately push coupons and
new product previews; Introducing intelligent
warehousing and logistics systems to improve
inventory turnover and delivery efficiency, and
embarking on a comprehensive digital journey.

4.2 Resilience Reshaping Effectiveness
Evaluation
Financially, online business revenue has been
increasing year by year, effectively offsetting losses
from offline store closures during the pandemic. In
2020, online sales accounted for over 70%, and
overall revenue remained relatively stable; The
inventory turnover days on the cost side have been
reduced by about 20%, and the digital marketing
input-output ratio has increased by 30%. At the
operational level, the delivery cycle of supply chain
orders has been reduced to within 48 hours, with an
emergency order response rate of 95%; The store
has rapidly expanded its community group buying
and live streaming sales functions, with an average
weekly adjustment of over 30% in product display.
In terms of customer satisfaction, the rating has

increased to 4.8 out of 5, with a repurchase rate of
over 60% and an annual increase of 25% in new
user registrations, fully demonstrating the resilience
transformation of retail business models under
digital transformation.

5. Conclusion and Prospect
Digital transformation comprehensively enhances
the resilience of traditional retail business models
through multi-dimensional reshaping mechanisms,
from precise grasp of front-end marketing in the
market, to agile and collaborative supply chain
mid-range support, and finally to the integration of
diverse experiences in terminal services, laying a
solid foundation for retail enterprises to cope with
complex and changing environments. The
effectiveness evaluation system intuitively presents
the value of transformation and guides enterprises to
optimize their strategic direction. In the future, with
the integration of emerging technologies such as 5G
and virtual reality, retail digitization will move
deeper. Enterprises need to continue to innovate and
explore, and the government and industry need to
collaborate to build a digital ecosystem, helping
traditional retail navigate steadily in the digital wave
and embrace the new era of business with stronger
resilience
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