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Abstract

This study aims to explore how catering enterprises choose and optimize marketing strategies
according to consumers’ choices and preferences. On the basis of market segmentation theory and
utility theory, the variables such as choice of meals and preference of marketing methods are de-
termined, and the choices and preferences of consumers are understood through the design and
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distribution of questionnaires. According to the feedback data, based on the variable cluster anal-
ysis, the consumers are divided into four categories, including “exquisite fast life with high quality
and high efficiency, fast life economy with high efficiency and low quality, exquisite slow life with
low efficiency and low quality, and slow life economy with low efficiency and low quality”. Then,
according to the analysis of the existing marketing methods, business hours, marketing channels
and marketing technology, four aspects of marketing strategy optimization suggests. At the same
time, catering enterprises should pay attention to maintaining communication with consumers,
ensuring food quality and undertaking corporate social responsibility, in order to improve market
competitiveness.
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Figure 1. Revenue of catering industry from 2003 to 2021 (billion yuan)
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Figure 2. Number of employees in the catering industry at the end of 2003~2021 (persons)
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Figure 3. Forecast chart of cost income profit development of catering industry
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Figure 4. Profit development forecast of catering industry
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Table 1. Gender and age frequency analysis table
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Figure 5. Consumers’ choice of meal times for three meals
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Figure 6. Location of consumers’ choice of meals
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Figure 7. Consumer spending on meals (Yuan)
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Figure 8. Score chart of influencing factors of consumers’ choice of restaurants
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Figure 9. Consumers’ evaluation indicators of food quality
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Figure 10. Maximum acceptable waiting time for consumers
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Figure 11. Consumer classification matrix based on quality-efficiency
pursuit
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Figure 12. Consumer acceptance of different marketing methods of merchants
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Figure 13. Consumers’ understanding of food and beverage outlets
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