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Abstract

Against the backdrop of the sweeping digital economy, the e-commerce catering industry is undergo-
ing a profound transformation, with big data analytics opening up entirely new avenues for enterprise
marketing. By deeply analyzing user behavior, companies can accurately grasp the needs and pur-
chasing tendencies of consumer groups, thereby scientifically allocating their marketing resources.
Supported by big data, measures such as precision marketing, customized recommendations, flexible
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pricing, and customer value assessment have effectively enhanced the market competitiveness of
enterprises. However, factors such as data authenticity and technological capabilities still constrain
the actual effectiveness of these strategies. Only by improving their data management systems, up-
grading their technological support platforms, and innovating their marketing methods can e-com-
merce catering companies gain a sustainable competitive advantage in the fierce market competi-
tion.
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