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Abstract

Along with the development of technology and the Internet, faster and more convenient e-commerce
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shopping platforms are well known, and community e-commerce is gradually integrated into the
life of the public. Among the many community e-commerce platforms, Meituan Preferred is one of
the leaders. This paper combed through the previous scholars on community e-commerce related
research, using the PEST method to analyse the macroeconomic environment faced by community
e-commerce, and at the same time combined with the SWOT theory to analyse the business envi-
ronment in which it is located, focusing on the analysis of Meituan Preferred platform in the four
parts of the marketing of the current situation of the four parts of the product, price, channels and
promotions (4P), in view of the problems that exist in its marketing strategy, and by analysing the
causes of the problems, proposed a solution to the problem of Meituan Preferred e-commerce. It
proposes a solution to optimise the design of Meituan Preferred e-commerce platform on the 4P.
The aim is to help Meituan Preferred e-commerce platform to achieve sound development in the
fierce market competition, to help the enterprise change its business ideas, and these counter-
measures can also provide useful reference for other community e-commerce platforms.
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Figure 1. Meituan Preferred trademark logo
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