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Abstract

In the digital environment, big data impact the Internet Ecosystem and give Internet enterprises a
chance to start again. In recent years, the business model of e-commerce has been constantly in-
novated. In the field of traditional business models such as portal websites, retailers, market bro-
Kers, etc., there have been unshakable Internet giants. Meituan, Alipay, etc. have begun to build a
new business model of 020 (online to offline). This paper takes the digital background as the pers-
pective, takes Meituan’s 020 as a typical case, and analyzes the model composition of Meituan’s
main business under the 020 mode by building the value creation model of the 020 business
model. The results show that under the 020 mode, enterprises can develop business from the cre-
dibility of consumers and platform traffic resources. At the same time, enterprises can also con-
sider the diversification of business models and do a good job in strategic management. This paper
is of great significance to the digital transformation of China’s e-commerce and the innovation of
China’s Internet enterprise business model.
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Table 1. Composition of business model of in-store business and wine travel service
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Table 2. Composition of Meituan take-out business model
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Figure 1. Composition of Meituan’s new retail business model
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