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Abstract

In 2020, China’s economy was hit by a huge impact, which severely affected residents’ daily life
and restricted people’s travel. In this special case, the community group purchase shopping model
once again popular. In order to deeply understand the community group purchase model, this pa-
per analyzes the data obtained from questionnaire survey and field interview. This paper studies
the operation mode of community group buying in Beijing, Shandong, Xinjiang and Gansu as well
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as the factors affecting consumers’ satisfaction with community group buying, analyzes the exist-
ing problems, predicts the future development trend of community group buying, and puts for-
ward targeted suggestions for the future development of community group buying.
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Figure 1. The operation mode of community group purchase [6]
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Table 1. User monthly economic income and user satisfaction to the community group purchase results of variance analysis
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Table 3. The reasons for users to use the community group purchase, the first standard for the construction of the community
group purchase and the satisfaction of users to the community group purchase on the analysis of the results of data
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