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Abstract

Targeted at small and micro enterprises, precise advertising APP has many advantages. It replaces
traditional advertising methods with online platform advertising, which is highly effective and
accurate. In this paper, the market prospect of this kind of APP is analyzed according to the cha-
racteristics of “targeting small and micro enterprises to precisely place advertisements on the
APP”, and the conclusion is drawn that this kind of APP has extremely high promotion value.
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Figure 1. Q & A red envelope screenshot
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Figure 2. Screenshot of nearby merchants
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Figure 3. Flier advertising communication effect diagram
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Figure 4. CNNIC statistical survey on Internet development in China
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Table 1. Study on college students’ shopping group evaluation of Taobao coupons
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