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Abstract. Since University students are major consumers of online takeaway platforms, the factors
influencing their purchasing behavior are of course a concern. Based on the literature review, the
model and hypotheses about how the perceived value affects the purchasing behavior are put
forward. Through questionnaires and data analysis, it is confirmed that product value, service value
and redemption value put positive effect on the purchasing price, frequency, and evaluation and
money cost, time cost and energy cost put negative effect on the purchasing price, frequency, and
evaluation. According to the results, pertinent marketing strategies for online takeaway platforms
are proposed.
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