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Abstract. The purpose of this article is to find some methods that other compa-

nies can learn from when merging by analyzing the successful case of Meituan-

Dianping merger. Starting from the perspectives of the merger process and mer-

ger risks, it studies the methods of market occupation and mitigation of internal 

and external risks. Ultimately, it is found that they utilize synergies and econo-

mies of scale to create value, and mitigate risks by increasing market share and 

unifying company management. These findings are very enlightening for com-

pany mergers. 
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1 Introduction 

In 2015, Meituan and Dianping began their merger. And in 2018, it was announced by 

Meituan that the acquisition and merger of Dianping had been completed, with a total 

transaction value exceeding 30 billion yuan. Undoubtedly, this merger was a huge suc-

cess, as the combined market value far exceeds the sum of the individual market values 

of both parties and the combined company named Meituan-Dianping became one of 

the largest local life service platforms in China, covering multiple areas and offering an 

all-in-one lifestyle service platform. This success did not come easy. At that time, with 

competition and pressure from Baidu and Alibaba, both, Meituan and Dianping strug-

gled to gain a dominant position due to significant flaws in their operating models. In 

order to safeguard themselves, they chose to merge. It was challenging for two compa-

nies to merge in such a short period. In fact, both of them had operational deficiencies, 

for their different company cultures, they have problems in technology integration 

which resulted in the loss of many management layers. eituan and Dianping showed the 

potential benefits a merger can offer to problem-laden companies. In order to expand 

its industry, Meituan had launched offensives in various fields, especially in China's 

O2O (online to offline) market and online food delivery market. Since 2014, Meituan 

has rapidly risen and begun its plan to become the market leader. Since then, it has 

continuously expanded its business scope, creating new services and promotional ac-

tivities to attract more users, further enhancing its competitiveness. Although Meituan 
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faced fierce competition, it had become one of the leaders in China's online food deliv-

ery market and expanded into other areas such as hotel reservations, movie tickets, and 

so on to effectively elevate its market position. And at that time, Dianping maintained 

a strong competitive edge and a leading position in the local life services market in 

China. When they were in the process of merging, Baidu Company intervened and at-

tempted to use Nuomi Company to disrupt the market and increase their market share. 

The Nuomi Company is a subsidiary of Baidu and can be said to be a tool used by Baidu 

to compete for market share. Additionally, Alibaba also wanted a piece of the pie, and 

all these reasons accelerated their merger. It was challenging because companies wish-

ing to utilize mergers to solve operational issues need to design proper business strate-

gies to deal with the potential problems after acquisition[1]. As we all know, it is diffi-

cult for two men to do the same things and hold similar thoughts, let alone two big 

companies. And the purpose of the article is mainly to study their merger and the ac-

complishments they have achieved. 

Meituan was a comprehensive online service company in China that provided vari-

ous services, including food delivery, hotel, and travel booking, movie ticketing, fresh 

produce, and so on. The company was established in 2010 and its headquarters was in 

Beijing. As of the end of 2021, Meituan had covered more than 2,000 cities nationwide, 

with over 400 million active users and more than 6 million merchants on its platform. 

Meituan was a leading player in China's O2O market. Although Meituan was not well 

established, it emphasized rapid expansion and has long been in second-and third-tier 

cities, taking up many market shares. 

However, the problem it faced was that the scale was difficult to achieve much 

money because its transaction volumed plans to exceed trillions, but the gross profit 

was very low, and its users were mainly price-sensitive, making it difficult to make 

money. It explained an example of sacrificing profits in order to make a market impact 

for the sake of gaining market share. 

In contrast to Meituan, Dianping took a more measured approach though it estab-

lishes early in 2003. It had a steady and conservative style, with a clear profit model. 

Dianping's offerings include promoting businesses through keyword ranking, group 

buying, and other methods, as well as wedding-related services. 

Nevertheless, Dianping was quite weak in its slow speed. In a fast-paced world, there 

are too many new things, and people tend to use the first ones which are created earlier. 

As a result, for a significant period of the past eight years, Dianping had often been 

outside the market hotspots, which directly led to it losing a portion of its market share. 

It seems that they complemented each other's weaknesses perfectly and were able to 

help each other improve their respective operating models, thus expanding their bene-

fits and gaining more market share. This was perhaps one of the important reasons why 

they were able to achieve the merger so quickly, as they both saw what they wanted in 

each other. Thanks to this merger, Meituan-Dianping became the first worldwide on-

demand delivery platform to process more than 10 million orders and deliveries per day 

later[2]. This kind of merger not only improved operational efficiency and reduced 

costs but also created more profits and value. 

Their merger had been over several years now, but it was difficult for us to find some 

distinct outcomes due to the low exposure. Therefore, I will check more details to find 
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out the reasons why it succeeded. And my main purpose is to study how it utilized this 

merger and acquisition to create value. 

2 Merger Event 

Meituan was a highly promising internet company with strong growth potential, partic-

ularly in the field of food delivery. In order to consolidate its position in the catering 

industry and expand further into the realm of lifestyle services, Meituan continuously 

explored new areas and acquired Dianping to attract more potential customers, thus 

enhancing its profitability. 

2.1 Merger Process 

According to reports at the time[3], Dianping and Meituan were set to merge on Octo-

ber 8, 2015. The new company resulting from the merger was expected to capture an 

80% market share in China's group-buying sector, while also becoming China's largest 

O2O platform. The new company was valued at $17 billion USD. Meituan acquired all 

equity of Dianping at a mutually agreed price. All assets and employees of Dianping 

were transferred to and owned by Meituan. The completion date of the transaction was 

confirmed as the day when the equity transfer was completed. 

The focus of the merger between Meituan and Dianping was on the business content 

and related assets of the acquired company, and after the merger, the focus of Di-

anping's business was on low-frequency, high-unit-price businesses, such as wedding 

and exhibition services. Dianping's business emphasis shifted from its previous focus 

on high-frequency, relatively low-customer-traffic price wars and promotional activi-

ties. 

2.2 Main Methods: Synergistic Effect 

The aim to have synergistic effect is to reduce costs and achieve business complemen-

tarity, thereby generating economies of scale, economies of scope, and network econ-

omies. And the most obvious effect of the merger between Meituan and Dianping is the 

complementary and synergistic business operations that have been achieved. 

2.2.1 Business Complementarity. 

By absorbing Dianping's user base and data advantage, Meituan can further expand 

its local life service sector and at the same time learn from Dianping's expertise in food 

reviewing, thereby improving its service quality and user experience. Meanwhile, Di-

anping can rely on Meituan's strong technical support and operational capabilities to 

enhance its platform products and service quality, further increasing user stickiness and 

retention rates. 
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2.2.2 Economics Of Scale. 

As I mentioned earlier, most of Meituan's customers come from second and third-

tier cities, while Dianping's customers come from first-tier cities. This merger allows 

them both to have a comprehensive customer base.This merger has brought more ex-

tensive business development opportunities and prospects for Meituan and Dianping. 

Like Jeff said in 2013 that Scale is important because it is the ultimate enabler of com-

petitive advantage[4], with the popularity of smartphones and mobile internet, people's 

demand for online local life services continues to grow, which provides enormous mar-

ket opportunities for the future development of Meituan and Dianping. After the two 

companies merge, they invest together to develop new local life services, meet the 

growing needs of users, and expand service categories further through cross-border co-

operation in fields such as finance and tourism. 

In addition, due to the increasing scale of Meituan Dianping, it is gaining more and 

more benefits from the merchants, as the merchants need to promote themselves 

through this platform. We can infer from this Table 1 that the demands on business 

have increased, and their profits have decreased compared to before. However, it is 

difficult for businesses to refuse because they need a large platform to attract consum-

ers. 

Table 1. The increase in group buying costs 

Times  Before merger After merger 

Group buying commission 1%--6% 10%--15% 

Data source: Analysis[5] 

In summary, the merger of Meituan and Dianping is a significant industry event. By 

integrating strengths and resources, both companies can achieve complementary and 

synergistic business operations, opening up broader space and opportunities for future 

development. 

For commercial companies whoever want to be industry giants, it is crucial to go 

public and expand globally. Meituan was such a company with a goal of establishing 

its own brand[6]. Its financial goals for mergers and acquisitions were to increase the 

value of the group enterprise. The financial difficulties that Dianping faced in 2013 

forced it to remain stuck in a high-frequency, low-price war. However, after the merger 

and integration, Dianping's financial crisis was timely alleviated, and the business 

model was promptly transformed from high-frequency, low-cost to low-frequency, 

high-customer modules. The current Dianping module has shifted towards businesses 

such as wedding planning, which better leverages its business strengths. 

3 Merger risk 

Specifically speaking, Meituan-Dianping is a form of vertical integration because it 

combines Meituan's services such as food delivery and hotel reservations with Di-

anping's user reviews and merchant information to create a comprehensive online con-

sumer service platform. When analyzing this form, we typically consider the market 
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competition and integration challenges, examining the risks from both external and in-

ternal perspectives. And I will discuss the solutions to these two problems in my re-

search on this merger. 

3.1 External Risks 

A lot of time was needed for them to coordinate and worked together effectively. How-

ever, the O2O industry was in a fiercely competitive state at that time.  

Table 2. Market share ratio 

Company Meituan Dianping Nuomi 

percentage 51.95% 29.5% 13.6% 

Data source: Analysis[7] 

From this table 2, we can understand that the two companies' biggest rival at that 

time was the company Nuomi, which was supported by Baidu. Nuomi knew that if the 

merger was successful, they would no longer be competitive, so they chose to disrupt 

the situation. It took advantage of this opportunity to offer huge discounts and attract 

users, in order to compete for more market share. 

Their competitors were not limited to just these. The most significant rival for Mei-

tuan in the food delivery sector was actually Ele.me, as Dianping (a shareholder of 

Ele.me) merged with Meituan, making their relationship more complicated. According 

to Table 3, Ele.me had surpassed Meituan and became the new market leader in the 

food delivery industry. It was easy to find that Meituan’s status was threatened by 

Ele.me quite a lot in the market of food delivery. Furthermore, Ele.me claimed that it 

would continue to compete with Meituan and other food delivery platforms. Since the 

success of the merger would take a great hit to its future, they would not give up the 

competition. And the market of food delivery was of importance to Meituan, we could 

learn that due to Ele.me., their speed of taking up the share of O2O market decreased a 

lot, which lasted about nearly three years. 

Table 3. Market share of food delivery 

Company Ele.me Meituan 

percentage 41.9% 34.2% 

Data source: Analysis [8] 

3.2 Aims To Monopolize The Market 

In order to combat competitors such as Baidu's advantage in the market, Meituan-Di-

anping seized a large amount of market share after the merger to improve its competi-

tiveness. Although it has not been able to monopolize the market yet, its brand aware-

ness and influence have been increasing, resulting in more sales and revenue. As of 

2020, Meituan's revenue reached RMB 141.26 billion (approximately USD 21.5 bil-
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lion), a year-on-year growth of 13.8%, while Dianping's revenue was RMB 20.63 bil-

lion (approximately USD 3.14 billion), a year-on-year growth of 10.9%[9]. It could be 

seen from this that the merged Meituan-Dianping had experienced significant growth 

in business volume, and after three years of integration, they were finally approaching 

their goal as a leader in the O2O industry. 

3.2.1 Internal Risk. 

According to words Buick (2017) said[10], inadequate culture integration may cause 

the failure of the merger, thus one of the biggest risk of this merger was arguably the 

impact on corporate culture. Both companies were large in scale, but their operating 

models, market views, and corresponding choices were completely different. In addi-

tion, they had a large number of employees. According to data released by Meituan, the 

total number of employees would reach 20,000 in 2015, while Dianping had 7,500 em-

ployees at the beginning of 2015[11]. This meant that there would be fewer than 30,000 

employees after the merger. This was an enormous scale, and whether Meituan Di-

anping could handle personnel arrangements would greatly affect the success or failure 

of this merger. Originally, they chose to adopt a co-CEO model, but it's difficult to have 

two leaders at the top. For example, BlackBerry under the joint leadership of Mike 

Lazaridis and Jim Balsillie never managed to turn things around from the begin-

ning[12]. It can be said that they both leaned more towards the interests of their respec-

tive departments rather than the overall interests of the company. During the merger, 

both parties expressed their commitment to maintaining the existing personnel structure 

and preserving their respective brands and independent operations. This included the 

high-frequency in-store business focused on group buying and flash deals. They also 

aimed to strengthen advantages and promote industry upgrades. However, there have 

been media reports suggesting that Dianping will primarily focus on low-frequency, 

high-value businesses such as wedding planning and exhibitions, and will no longer 

participate in price wars or subsidies in the high-frequency, low-value sector. 

On one hand, there are promises of maintaining the status without making any 

changes, but on the other hand, there are immediate reports stating that Dianping will 

only be responsible for low-frequency, high-value businesses.[13] Everyone knows that 

the O2O market's largest and highest transaction volume business segments are in the 

food and entertainment sectors, which are also the core businesses for both Meituan 

and Dianping. This has caused conflicts between them as Dianping has reduced the 

number of its core businesses. As a result, it is difficult to relieve the internal risk for 

neither of them wanted to give up their own interests. 

3.2.2 Take The Dominant Position. 

Obviously, the co-CEO model is no longer suitable for Meituan-Dianping, and in 

order for this new company to go further, there needs to be someone who can take the 

lead and oversee the entire company. As the saying goes, "being the dominant one", 

Meituan will absolutely not allow its competitors to appear in front of it, which not only 

limits Meituan's development but also brings significant trouble to Meituan. After the 

merger, he finally revealed his ambition. The executives from Dianping have long been 
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expelled, including Dianping's founder and CEO, Zhang Tao.[14] Although this deci-

sion is generally correct, there are still many hidden dangers. For example, many em-

ployees of Dianping, after leaving their positions, sold off the company's stocks[15], 

which to some extent slowed down the listing process of Meituan Dianping 

4 Summary 

This article analyzes the case of the merger between Meituan and Dianping, and focuses 

on the benefits, risks of the merger and methods to expand benefits and reduce risks. 

This strong alliance between two leading companies in the industry has made Meituan-

Dianping the dominant player in the industry, laying a solid foundation for its strategic 

goal of expanding worldwide. In order to compete upward, we choose to acquire or 

merge with other companies. The reason for the successful merger of Meituan and Di-

anping is that to become the industry leader, it is necessary to use appropriate methods 

to attract users, build your own brand and seize market shares. After the merger, in 

order to address internal issues, Meituan truly integrated Dianping into its own entity, 

transforming the company into a new whole. This way of collaborative development in 

business is worth learning from other enterprises. 
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