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mmn  BACKGROUND OF OMNI-CHANNEL IN CHINA
---TAKE FAMILYMART AS AN EXAMPLE
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FamilyMart was established in Japan in 1972. On August 18, 1988, FamilyMart Convenience entered the
Taiwan market. A new venture was established by FamilyMart Japan and HeFeng Enterprise Group of
Taiwan. FamilyMart's biggest feature is its multinational strategy, which blends local features with national
and consumer preferences. FamilyMart is aggressively expanding overseas, with more than 20, 000

convenience stores worldwide.
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Suppliers will give preference to
large chain, which offer better
advantages in price, quantity and
delivery time.

= Substitutes = Buyer Power

Experimental results:

i * Final Model *
»  Consumers have a positive attitude about omni- ;
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*  Three factors significantly affect customer
atisfaction
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. Female consumers pay more attention to social
factors
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