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REGRESSION 
MODEL

MODERATED MODERATION MODEL

DEPENDENT VARIABLE: SPENDING
INDEPENDENT VARIABLE: INCOME
MODERATOR: HEALTH IMPORTANCE
MEDIATOR: BUY LOCAL 
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REGRESSION 
ANALYSIS

SPENDING = CONSTANT + B1I + B2H + B3L + B4IH + B5IL + B6HL + B7IHL + E
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SEGMENTATION
Demographic: Gender, Age, Income

Psychographic: Important Convenience, Important Variety, Important 

Price, Importance Healthy, Important Taste, Important Ambience, Plan, 

Buy Local, Healthy Important to me, Spending 

Behavioral: Chipotle Convenience, Chipotle Variety, Chipotle Price, 

Healthy Chipotle, Chipotle Taste, Chipotle Ambience, Word of Mouth, 

Social Media, Walk By, Billboard, Patronage 



SEGMENT CLUSTERS

PSYCHOGRAPHIC

BEHAVIORAL

DEMOGRAPHIC
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PRIMARY  TARGET - BEHAVIORAL 
SEGMENTATION  

• We chose to take our primary target from our behavioral segment due to us having a 

somewhat even cluster distribution over the four segments, which means we have a broader 

market coverage. This can allow for diversified marketing strategies due to seeing a balanced 

veiw of the entire customer base



BEHAVIORAL SEGMENT BREAKDOWN  

• Cluster 1- People who have eaten at Chipotle the most in the past three months across the four clusters. They perceive Chipotle to be very 

healthy and tasty.

• Cluster 2- People who have not eaten at Chipotle very often in the last three months. They find Chipotle to be extremely convenient, 

healthy, and tasty.

• Cluster 3- People who have heard about Chipotle the most from word of mouth and walking by. They rate the main components of 

Chipotle the lowest across all aspects. 

• Cluster 4 - People who think very highly of Chipotle. However, across this cluster, consumers are the least likely to visit Chipotle and have not 

done so in the last three months. They admire Chipotle, but it may not be easily accessible to them.



CLUSTER 1 

• We chose Cluster 1 as Chipotle’s primary target.  We believe Cluster  1 is the best target because it includes consumers who frequently visit 

Chipotle  and also think the restaurant is very healthy as well as tasty. However, the advertising efforts were rated average across this cluster, 

so if Chipotle were to increase its promotional efforts towards Cluster 1, we might be able to create a relationship with them to result in 

brand loyalty and keep them coming back. 
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PRICE- AVERAGE PRICING AROUND $12-18

 
PRODUCT- COULD  PROVIDE MORE OPTIONS FOR CUSTOMERS 

PROMOTION-POINT SYSTEM FOR CUSTOMERS ONCE THEY SPEND A CERTAIN AMOUNT/ 
DISCOUNTS FOR SPECIAL OCCASIONS 

PLACE- DIRECT-TO-CONSUMER, IN-STORE, DOORDASH, MOBILE ORDER 



THANK YOU!
ANY QUESTIONS?
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