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The innovation of the Internet+ service business model has spawned a new business model—020

WEFIH: B, MO, HIR. 020 #al AN IS E B ], T 45 1FI8, 2024, 13(2): 848-856.
DOI: 10.12677/ecl.2024.132100


https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2024.132100
https://doi.org/10.12677/ecl.2024.132100
https://www.hanspub.org/

(online to offline), which combines offline consumption experience with online transactions. Based
on the 020 model, the take-out platform represented by “Meituan” has developed rapidly in re-
cent years. Take-out shops that rely on take-out platforms to develop and focus on online catering
business without traditional stores have received widespread attention from the public. In order
to help consumers truly understand the current real situation of take-out catering, this paper fo-
cuses on the comparison between traditional stores and take-out shops in the catering industry,
analyzes the shop conditions and business models of take-out shops, discusses the problems of
take-out shops and food safety, and puts forward suggestions on information disclosure and streng-
thening supervision.
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Figure 1. Food and beverage store classification map
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Figure 2. Food and beverage store distribution map
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Table 1. Monthly sales statistics chart
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Figure 3. Average favorable rating of food and beverage stores
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Table 2. Number of takeaways by category
2. EmPINEEHE

AES HMSEJEHE 45 )5 K e it HMSEIE b
Wi Rt 4 203 207 1.93%
DB 25 61 86 29.70%
AT 15 96 111 13.51%
WL e i A 4 89 93 4.30%
NN 28 124 152 18.42%
Jedrpers 24 70 94 25.53%
H w2 41 130 171 23.98%
JRBRZ E > 16 53 69 23.19%

K 0 27 27 0
PR 51 146 197 25.89%
Bk 17 30 47 36.17%

a1t 225 1029 1254 17.94%

5 HO: A2 HIR 5 K2 I R HLe Sl Ot 5 1 2.2 W A S
TR R 3 FTR, Pearson o HULPERISEAT I P 6 = 0,000 < 005, EUiALRIERL, Ny
SR RO 252 LR AT, A R A AN S R

Table 3. Take-out store distribution and store category Chi-square inspection table
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Figure 4. Take-out shop 4P strategic analysis chart
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