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ABSTRACT

With the changes in economic structure and family type, people eating out are on the increase. The convenience food becomes main

choice of dinning-out people. The instant noodles are one of purchase. According to statistics the domestic market scale of instant

noodles has ten billion dollars. The instant noodles industry faced more violent competition after join WTO. But what is the right

way to keep the customers’ loyalties? How do the marketers grasp the characteristics of consumers’ need in such a competitive

market environment? How do the marketers build up their own competitiveness? The case investigates the purchase behaviors of the

instant noodles and divides the whole instant noodles market properly into several segments. The characteristics and behaviors of the

consumers in each segment are then analyzed and described that it may help the service providers choose their marketing strategy.

The conceptual framework is based on EKB consumer behavioral model. We use closed questionnaires with consumer. The

purchasing motivation, consuming frequency and buying channels will be used as the segmentation variable. Consumers of instant

noodle will be separated into some groups which will be described its characteristics by demographic variable, consumer behavior

variable, lifestyle variable and product attributes of instant noodle. We make use of Frequency distribution, t-test, One-way

ANOVA, Chi-square test, Reliability Analysis and Factor Analysis to study if the buyers are different in population statistics variable,

state of living and other variable. The major findings of this study are as follows: 1.There are some significant differences in the

demographic among the groups, including package, eating occasion, source of information and purchasing decision-making. 2.There

are some significant differences in the characteristic of product among the groups, including reclaimable package, GMP quality

certification, manufacturing date and promotion. 3.There are some significant differences in the lifestyles among the groups,

including fashion pursuing and media communication. 4.There are some significant differences in the demographic background

among the groups, including sex, age, marital status, career and level of education.
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