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Abstract

In recent years, in order to implement the spirit of the eight provisions of the central government,
the central and state-owned enterprises have improved their work style, implemented strict con-
servation and standardized travel management, and the industry competition of enterprise travel
management software has become increasingly fierce. This paper takes the marketing strategy of
Meituan Business Company as the starting point to carry out research. Combining the advantages,
resources and strategic objectives of Meituan Business Link, based on the SWOT analysis of Mei-
tuan Business Link, the corresponding analysis conclusions are drawn. It also puts forward the
idea of giving priority to the advantage-opportunity strategy and supplemented by the disad-
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vantage-opportunity strategy, and suggests actively grasping development opportunities, inte-
grating existing resources, enhancing competitive advantages, making up for their own shortcom-
ings, accurately positioning the target market and avoiding market threats.
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Table 1. Basic content of SWOT analysis
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Figure 1. The function of Meituan Business Link
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Table 2. The role of Meituan Business Link in various scenarios
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Table 3. Advantages of Meituan Business Link
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Table 4. Disadvantages of Meituan Business Link
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Table 5. SOWT analysis results
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