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Abstract

With the emergence of the concept “Internet plus”, catering 020 has entered the stage of rapid de-
velopment. Chinese catering 020 market was in a rapidly rising state. Under the fierce market com-
petition, the website should pay attention to the factors that affect customer satisfaction. Combining
the characteristics of takeaway 020 industry and exploration of the influence factors of takeaway
food consumer satisfaction based on the consumer’s angle and the influence factors, we help website
put forward the corresponding countermeasures and suggestions to improve consumer satisfaction.
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Figure 1. 020 market value and the size of online users of China’s ca-
tering industry
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Table 1. Definition of consumer satisfaction with multi-angle
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