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Background Information

As China's leading online food delivery platform, Meituan’s highly competitive market
environment and growing consumer expectations drive it to continuously seek innovative market
strategies to enhance its brand image and competitive advantage. Meituan introduced "Kangaroo
Ears," a creative design for riders’ uniforms to improve brand visibility and recognition.

Marketing Strategy

1. Creatively add kangaroo ears to riders’ uniforms.

2. Promote the "Kangaroo Ears" image through social media platforms and offline advertising
so that it can grow to be a visual focus.

3. Increase consumer engagement by combining with seasonal marketing activities such as
"The First Cup Of Milk Tea In Autumn"

4. Combine with pop culture elements to make the brand image younger and establish an
emotional connection with young customers.

Outcomes

This marketing strategy successfully increased consumers' awareness of the Meituan brand,
making the "kangaroo ears" a strong memorabilia in their minds. The supplemental seasonal
marketing activities increased consumer engagement and the brand's market share.

Implications & Challenges

Although the "kangaroo ears" design has improved brand recognition, Meituan needs to update its
marketing strategy to maintain constant consumer interest in the long run. In addition, ensuring all
marketing activities are consistent with the brand's core values and avoiding confusion about its
image is a challenge that Meituan needs to face in its future development.
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