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Segmenting Consumers and Eating Out Behaviour
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Abstract

The purposes of this research were to study eating out behavior of consumers, the
relationship between eating out behavior and segments of consumers classified by geography,
demography, psychography and behaviour. The research was a survey research, using
questionnaires and a sample of 1595 consumers for data collection. Results of the research
showed that all market segments were related with eating out behavior at .05 level of
significance. For marketing strategy planning purposes, and in order to obtain full benefit of
market segmentation, costs, times, and efforts should be taken into consideration
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