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This essay is about writing on a relevant and appropriate workplace topic showing evidence of a use of a range of research methodologies and an understanding of effective and ethical data collection and interpretation.
Ethiopian coffee shop centre named Melkam Café and Restaurant has recently opened his doors in the streets of a place called Beeston, a huge area in the beautiful City of Leeds (West Yorkshire), a very mixed population. A survey made by the world population review estimated that “Leeds has a population of over 780.000” with a black population making 3.5% of it. 
Melkam Café and Restaurant has opened less than a year ago in south of Beeston. It all started with a group of people, all from Ethiopia. Since It was established, in Mid-2015, one of the main goals for that group of people at the time (and up to now), has always been, the promotion of the variety of Ethiopian dishes. Uncornered Market, a company that promotes tourism thinks “Ethiopian food is one of the world’s most unique, fascinating and delicious cuisine” and this organisation also provides the best coffee (Arabica) ever from their country of origin in the United Kingdom. For the little history, Ethiopia is the birth of that famous bean of coffee. According to Farm Africa, an international organisation working as a charity based in United Kingdom and Wales, Ethiopia is one of the largest in the world in term of Coffee production. The USDA (United States Department of Agriculture) stated “Ethiopian Coffee production for My18/19 (Oct-Sep) remains largely unchanged from the previous year at 7.1 million 60-kilo bags”. A record of 3.98 million bags according to the United States Department of Agriculture. And not only that the production is high but the quality of the brand of the Arabica coffee bean is excellent where is overloaded with a special flavour. 
[bookmark: _GoBack]Melkam Café and Restaurant is an African structure with many challenges. Although Beeston (of the city of Leeds in the west Yorkshire) has a population of over 780.000, mostly dominated by the white majority (85%) with a very much of traditional mentality with their own type of food and drink. 
The question is to see how this Ethiopian restaurant and coffee organisation with their dishes and coffee will be able to maintain the challenge in the area of Beeston. In other words, can this Ethiopian structure insure any positive future through? Will Melkam Coffee and restaurant survive from the competition with any other local or even foreigner organisations already in place?
To answer to these questions, a deep but strong analysis need to be conducted to determine or to identify adequately how a success could be brought out of this situation, and to be able to understand the situation, a survey will be elaborate to determine what to do to come out successfully. The use of the survey to collect general information with some other methodology researches will certainly help design a structure plan including a questionnaire at the end of all to unable to identify any potential issue and how well it can be fixed accordingly by approaching some customers or even some potential customers (people living in the area, close or just passing by for example).
According to some findings, Ethiopians dishes are one of the healthier in the world. The LIVESTRONG foundation says” most Ethiopian food dishes are nutrient-dense and low fat”. And this is the particularity of the healthy Ethiopian dishes with great elements like:
· Sauteed Colllard green called Gomen Kitfo and are rich in iron
· Eggplant and sweet potatoes
· Simmer red onions, quality source of vitamin C using to cook a sauce that goes with meat and vegetable stews
· Lentils containing iron, protein and very high in fiber
· Fish is also part of the traditional dishes.
Less meat is used meaning less risk of heart disease (Meat is expensive in Ethiopia but contains some zinc and iron)
Some of the elements mentioned, demonstrates that the Ethiopian cuisine is generally healthy and even healthier than the British dishes which are generally called junk food a pejorative term, which means some foods containing a huge number of calories made of sugar or fat. Sara Boseley, a health editor expressed her concern in the lives of the children with the spread of fast food and sugary (The Guardian, Oct 2016). In the same article, 27,7% of the United Kingdom children (aged between 7 and 17) were strongly affect by the obesity.
And in term of Coffee, HomeGrounds.co, an informational resource mentions that “Ethiopia is the original home of coffee, with more than a thousand different varietals of the coffee bean grow in Ethiopia” and “produces some of the best coffees in the world”. And in January 2018, a statement made by Ethiopian government announced that “Ethiopia earns $334 million dollars from coffee export in five months” over “a revenue from the export of 92,136 tons of coffee to the global market”.(Ethiopian coffee and Tea Development and Marketing Authority). This type of information demonstrates the important of the quality of the Ethiopian coffee all around the world.
    Marketing research question/ Objective
The main purpose of this marketing research question is simply to investigate this area, then identify any potential customer in Ethiopian dishes and coffee, their demand, find out about their apprehension, and their buying attitude and even more.
Characteristic questions on the topic:
· Who does like a healthy dish?
· What is called healthy dish?
· What can be the fundamental criteria to go to a restaurant?
· Where do go for a good dish?
· What is an exotic dish?
· How a food needs to be presented?

· How often do you drink a cup of coffee?
· Where do you drink coffee most often?
· Why do you drink coffee?
· Do you think the drink of the coffee will affect your health?
· How do you would like your cup of coffee?

In that case, it is ideal to avoid the “yes or no” questions, one or two, maximum three because the leading question would eventually influence any real thought or true decision. What is truly requested mostly, is the possibility of the freedom to speak, not bias the respondent. In addition to that, the use some open/end questions also to allow the respondent to have his opinion expressed freely. And to conclude on that chapter, the question must to be kept simple to permit to the respondent to have only one thought at a time.

Result scores
By answering to these general questions, a form of idea will surely start to emerge, just to be able to identify on any potential customer (for the Ethiopian dishes and coffee), with their demand, by finding out about their apprehension, and their buying attitude, therefore to address any eventual issue or default. But this step is only the beginning of a long task because the result scores of the general question will help define a more precise questionnaire which will get deeper in buying mentality of the people in general and probably see well ahead to prevent any negativity.

Finding conceptions
To be able to success on that level, a defined plan of techniques is needed. This plan of technique of research shall eventually be in two steps where the first one is to be able to investigate (formulative research) and the second one to “classify in an objective and non-judgement way” (descriptive research), both eventually for the same project. 
The first one which has a role to lead for a matter not studied yet more precisely in the goal to define priorities, improve acting points and ameliorate a final research design. Although, the result is not for any kind of decision-making yet, it gives a better picture to a situation and helps structured the best research design. This method would only be used at the beginning when it is a bit hard to be able to gather relevant information of any potential customer. In addition to this formulative  research (also called exploratory research), it mostly relies on several techniques: 
· The secondary data, the collection of the relevant data.
· The qualitative method gives some symptom or flexible word explanation with some terms like “why”, “how”, “when”. This method will involve a face to face interview, focus group, and pilot experiment to help evaluate the chance or the attainability, with all the aspects.
· Sometime the qualitative method has a limitation, therefore the use a quantitative method would have to come forth to help on a numerical aspect with term like “how many”,” how often”.
The use of the internet as an instrument to gather benefic information or data. 
The second one has a different function, is “to study the general or specific behaviors and attributes that observed and measured” (www.courses.lumenlearning.com). This should help gathering much more details to inspire a much better approach of the Ethiopian dish and coffee. 
It is important to know the behavior of the customer so this is a call to a much closer approach in the customer behavior therefore a global but precise observation will have to be conducted in a conventional and safe way. And this so-called direct observation should be applied only the Melkam Café and Restaurant but also to some of the restaurants and coffee shops around the area with a precise and well delimitated surface to see what others organisations have to offer?
The execution of the plan of the direct observation will be done within a well-defined time (from one week to two weeks), also within the different times of the day (morning, afternoon, evening). Then many aspects will be listed during that time of trial:
· How is the service?
· Is the coffee commented by the staff?
· Is the dish well presented with comment add on?
· How is the standard of cleanliness?
· What is the staff attitude?
· How customer is welcomed or approached?
· Does the customer get satisfied?
· What is the customer behavior?
With all these collected details, a larger picture could help evaluate from what is positive to what is negative. And on the top of that, a well-structured group interview should also be conducted. This will have 12 groups of people divided in 2 with a good schedule for a rotation between Ethiopian Restaurant and Coffee and all the others similar organisations nearby. They will be able to switch easily places between them in that well-delimitated area at a specific time of the day. They will be holding interviews between themselves. This technique has a powerful outcome with a simple and pragmatic reason that, it gives more consistent details that will be very helpful during the final decision. Another technique quite relevant, not to be ignored is the one to one interview commonly called the face to face interview. Although, it has in disadvantage because of the limited time that the interview sometime can give. Sometime, people will not share a large amount of time reducing the collection of more and relevant information, in term of feeling, point of view, concern or even their needs. The request of e-mails or contact numbers or home address will be interesting in case the interviews have or can be carried on over the phone, by e-mail or even by post. Only for those who are comfortable to procced some of these options listed. With all the information gather, it becomes possible to elaborate a questionnaire (with many copies) which must to be used within the staff before being send out because, there is huge temptation to rush on that phase.  
 
In conclusion, as soon as the questionnaire is sent out (Post, e-mail, written, paper), those data collected will be methodically scrutinized, typically in order to describe them more clearly and then to interpret them but all this result will have to be submitted at the appreciation of Melkam Café and Restaurant management to evaluate and to conclude whether or not they can succeed.




	
	
	





