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ABSTRACT

In this study, students were born in the 1980s the choice(International chain, domestic large chains, small regional chain of three

different forms of business) of cafe catering mainly discusses the objectives, in order to lead the mediated four major selection factors,

including functional (delicious taste, the price of affordable and convenient, consumer), brand (brand image, service quality, Internet

Marketing), characteristics (product characteristics, the unique style of decoration, atmosphere), green (organic ingredients, carbon

footprint, food security / authentication). Research findings show that that decision-making group of experts the International chain

weight value of 0.401; big local chain weight value of 0.276; small regional chain weight value of 0.324. The overall weight of the

value of the order of importance for the brand 0.474, functional 0.259, specialty 0.168, green 0.099. In the 12 selection criteria in

Brand image 0.230, Internet marketing 0.184 and Affordable 0.113, weight factors for the selection of important rights. Although the

domestic coffee catering industry has not yet acknowledges that the subject of the carbon footprint of consumer products, but with

the international manufacturers gradually to promote carbon labeling system and the future of green trade barriers may be formed,

no doubt the next few years to establish carbon labelthe pressure will soon come in the body of our industry, government and

academia should be able to strengthen cooperation. Demonstration platform and the local database as soon as possible to help the

coffee catering to establish related systems, to create a more powerful brand green value-added. key word: Carbon footprint, Carbon

labeling, AHP assessment
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