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[bookmark: _Toc193551650]Task 1 - Coffee Pancake Waffle Bacon - Market Research Questionnaire
1. How often do you visit coffee shops?
· Daily
· A few times a week
· Once a week
· A few times a month
· Rarely
2. What is your preferred time of day to visit a coffee shop?
· Morning (6 AM - 10 AM)
· Midday (10 AM - 2 PM)
· Afternoon (2 PM - 6 PM)
· Evening (6 PM - 10 PM)
3. What type of coffee do you usually order?
· Espresso-based (Latte, Cappuccino, Mocha, etc.)
· Black Coffee (Americano, Drip Coffee, etc.)
· Flavored Coffee (Caramel, Vanilla, etc.)
· I don’t drink coffee
4. How important is food availability when choosing a coffee shop?
· Extremely important
· Very important
· Somewhat important
· Not important at all
5. Which of the following food items would you most likely order with your coffee? (Select all that apply)
· Pancakes
· Waffles
· Bacon-based items
· Pastries (Croissants, Muffins, etc.)
· Sandwiches
· None of the above
6. What is your preferred price range for a coffee and food combo?
· Under £5
· £5 - £10
· £10 - £15
· Over £15
7. What influences your decision when choosing a coffee shop? (Select all that apply)
· Quality of coffee
· Variety of food options
· Pricing and affordability
· Ambiance and seating space
· Customer service
· Location convenience
8. Would you be interested in a loyalty program offering discounts and free items?
· Yes, definitely
· Maybe, depending on the benefits
· No, not interested
9. How important is a cozy and Instagrammable atmosphere in a coffee shop for you?
· Very important
· Somewhat important
· Neutral
· Not important
10. Would you like the option of ordering online for pickup or delivery?
· Yes, both pickup and delivery
· Only pickup
· Only delivery
· No, I prefer to order in-store

Responses
	Question
	Response Trends (30 responses)

	How often do you visit coffee shops?
	10 Daily, 12 Weekly, 5 Monthly, 3 Rarely

	Preferred time of visit
	15 Morning, 10 Midday, 3 Afternoon, 2 Evening

	Type of coffee ordered
	12 Espresso, 8 Black, 6 Flavored, 4 No coffee

	Importance of food availability
	18 Extremely, 8 Very, 3 Somewhat, 1 Not important

	Preferred food items
	10 Pancakes, 8 Waffles, 6 Bacon, 12 Pastries, 5 Sandwiches

	Preferred price range
	5 Under £5, 15 £5-£10, 7 £10-£15, 3 Over £15

	Decision-making factors
	20 Quality, 14 Food variety, 10 Price, 12 Ambiance, 8 Service, 6 Location

	Interest in loyalty programs
	20 Yes, 7 Maybe, 3 No

	Importance of Instagrammable ambiance
	12 Very, 8 Somewhat, 5 Neutral, 5 Not important

	Interest in online ordering
	15 Both, 6 Pickup, 5 Delivery, 4 No preference
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1. Coffee Shop Visit Frequency
Findings:
· 10 respondents (33%) visit coffee shops daily.
· 12 respondents (40%) visit weekly.
· 5 respondents (17%) visit monthly.
· 3 respondents (10%) rarely visit coffee shops.
Analysis:
The data shows that a significant portion (73%) of respondents visit coffee shops at least once a week, indicating a strong demand for coffee and related food items (Nohekhan & Barzegar, 2024). Daily customers are a crucial segment, as they generate consistent revenue and can help build brand loyalty.
Implications for the Business:
· Targeting daily and weekly customers with a loyalty program can encourage repeat business.
· Offering subscriptions or discounted meal plans for frequent visitors may boost customer retention.
· The business should strategically open in high-traffic areas (e.g., near offices, universities, or busy streets) to attract frequent customers (Mykhailichenko et al., 2021).

2. Factors Influencing Coffee Shop Choice
Findings:
· 20 respondents (67%) ranked quality of coffee as the top factor.
· 14 respondents (47%) valued food variety as an important consideration.
· 12 respondents (40%) highlighted ambiance and seating as a deciding factor.
· 10 respondents (33%) prioritized affordable pricing.
· 8 respondents (27%) emphasized customer service.
· 6 respondents (20%) considered location convenience as an important factor.
Analysis:
The data suggests that coffee quality is the single most critical factor influencing customer choice, followed by food variety and ambiance (Mykhailichenko et al., 2021). While affordability and customer service are also important, they are secondary considerations.
Implications for the Business:
· Investing in high-quality coffee beans and skilled baristas should be a top priority.
· The menu should offer a diverse selection of food options (including pancakes, waffles, and bacon-based items) to differentiate from competitors.
· Creating a warm, Instagrammable ambiance can attract customers who value aesthetics and comfort (Wasan et al., 2023).

3. Interest in a Loyalty Program
Findings:
· 20 respondents (67%) said they would definitely be interested.
· 7 respondents (23%) said they might be interested depending on the benefits.
· 3 respondents (10%) were not interested.
Analysis:
An overwhelming 90% of respondents are either definitely or potentially interested in a loyalty program. This suggests that incentives such as discounts, free items, or rewards for frequent purchases can significantly impact customer retention (Pallathadka et al., 2023).
Implications for the Business:
· Implementing a points-based loyalty program where customers earn rewards for purchases can enhance engagement (Nohekhan & Barzegar, 2024).
· Offering exclusive discounts or free upgrades for loyalty members can create a sense of exclusivity and value.
· Digital loyalty programs (via a mobile app or QR codes) may be more convenient and appealing to customers (Manguerra-Mahusay & Guanwei, n.d.).

4. Preferred Price Range for Coffee & Food Combo
Findings:
· 5 respondents (17%) prefer a price under £5.
· 15 respondents (50%) prefer a range of £5-£10.
· 7 respondents (23%) prefer a range of £10-£15.
· 3 respondents (10%) are willing to spend over £15.
Analysis:
The majority of respondents (67%) prefer spending between £5 and £10 on a coffee and food combo. This suggests that affordability is a key concern for most customers (De Filippis et al., 2021). However, a smaller segment (33%) is willing to spend more, indicating potential for premium offerings.
Implications for the Business:
· The pricing strategy should focus on the £5-£10 range for standard combos.
· Offering budget-friendly breakfast deals could attract price-conscious customers.
· Introducing premium options (e.g., gourmet waffles, specialty coffee blends) for higher-spending customers can maximize revenue.
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https://coffee-100819.weeblysite.com/
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[bookmark: _Toc193551657]                                                          Introduction
Market research has an indispensable role in developing a business strategy to keep marketing efforts and a website looking in line with the choice of the consumer. Based on the questions on the questionnaire, we found out what customer expectations were, what should be the branding message and what could be done to optimize digital marketing for Coffee Pancake Waffle Bacon. In this respect, by analyzing trends and pattern in the responses, strategic decisions were taken regarding audience engagement and the increase in customer traffic (Perifanou et al., 2021).
Responses from the questionnaire were used to discover etc. consumers behavior, especially regarding how often consumers visit the coffee shops, what makes consumers choose such a coffee shop, interest in loyalty programs and what consumers opinion of price range. The findings of this research helped to set up the development of the website, making it clearly relate to the value proposition of the brand for potential customers (Ovcharuk et al., 2020). The data collected is then brought into segmentation, SEO and marketing decisions to create a more tailored as well as an efficient online visibility.

[bookmark: _Toc193551658]Using Market Research for Audience Segmentation
The most important application of the questionnaire data was to determine which specific customer segments exist and tailor the website to suit their needs. It turns out that many respondents are coffee shop visitors, at least once a week, and even daily. As this insight helped form the structuring of the content and marketing messages of the website to attract frequent and occasional coffee shop visitors (Livingstone et al., 2023), it was instrumental in this.
To frequent coffee shop visitors, the website that focuses on high quality coffee as a key feature, since they use premium beans and expert baristas. Taking into account that the research stated that coffee quality is the top priority for most customers, this aspect was placed at the top of the homepage with the most interesting and detailed descriptions of the coffee being displayed. Moreover, the strategically placed loyalty program (which also received overwhelming interest from respondents) was positioned on the site to encourage repeat visits. The website organizes these incentives, for example, discounts, free items, directly targeting the regular customers, so that they feel that they are offering or value is to return to the coffee shop (Carlisle et al., 2023).
On the other hand, casual visitors and social coffee drinkers are attracted to ambiance and uniqueness. Results from the responses of the questionnaire showed that the warm and aesthetically pleasing environment has a very important role in their decision making process (Fernández-Batanero et al., 2022). So the website features friendly colours, high-resolution pictures from the cafe’s interior, clear descriptions of a cozy and social atmosphere. To attract customers who are looking for some specific dishes apart from a coffee, menu sections such as specialty pancakes, waffle dishes, and bacon based dishes were incorporated to define the specialty items of the outlet.
The website was also designed for price sensitive customers, those showing a strong preference for a £5–£10 price range. Only cheap affordable meal combos or limited time offers are spotlighted as the promotional banners and featured sections make it easier for budget conscious customers to find deals. Thus, these insights are integrated to make the website attractive for a wider audience (Kateryna et al., 2020).

[bookmark: _Toc193551659]SEO Optimization Based on Market Insights
To improve the visibility and the attract Organic Traffic to the website, it is necessary to optimize with search engine. Resulting from the questionnaire outcomes was finally the SEO strategy which relied heavily on the main reasons why the customers prioritize when they are searching for a coffee shop. Since it is mentioned on almost all the responses, coffee quality, ambiance and pricing were-holder of sources of search intent during the creation of the website’s content strategy.
Based on this, search terms were then selected through keyword research that cover the most relevant search terms for target audience. Potential high traffic keywords were phrases like ‘best coffee in [location],’ ‘affordable coffee and breakfast’, or ‘cozy coffee shop with waffles’ (Livingstone et al., 2023). Although they were placed strategically on the site’s headings, meta descriptions and blog content, they were used to improve the search engine rankings. Since most of the audience filters out content regarding high quality coffee, content was written around keywords including 'specialty coffee,' 'premium coffee beans,' and 'expertly brewed espresso', which result in ranking for the right terms to find them (Ovcharuk et al., 2020).
Another important part of the strategy included local SEO. Since many coffee shop customers tend to choose the location, depending on the convenience, optimization of the website for local searches was needed. Based on the questionnaire, proximity affects the decision making, hence the suggestions of the location based keywords, Google my business integration for local search visibility. The website featured the business address, operating hours, and customer reviews so that potential customers can easily find and visit the café (Perifanou et al., 2021).
Also, the content of blog post was developed based on the audience interests revealed in survey. To attract users and keep them coming to the site, it created articles such as coffee brewing techniques articles, articles on the benefits of loyalty programs, and seasonal menu highlights articles. Besides improving SEO rankings, this content positions the brand as an authority in the coffee industry. As per the insights from the questionnaire, the SEO strategy of the website was leveraged to put in front of the right audience and amplify online presence.

[bookmark: _Toc193551660]Marketing Strategy Development Using Research Data
The results of the questionnaire also contributed to the final marketing strategy wherever promotional activities are concerned so they do not go against the wishes of the consumers. In view of the common interest of a large number of respondents in joining a loyalty program, marketing campaigns were designed with customers rewards and incentives. Targeted messaging was used in social media content and email marketing campaigns to promote loyalty perks in order to gain sign-ups.
The research also informed other areas such as visual marketing. From the findings of the survey, ambiance is key to be portrayed, and therefore there was a need for engaging visual content that illustrates the café’s interior, food presentation and welcoming atmosphere (Livingstone et al., 2023). The images and videos were high quality and the website was posted and shared across various social media platforms so that those who appreciate aesthetic and comfort can join.
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Task 3
Spread Sheet
Assumptions
	Column A
	Column B
	Column C
	Column D
	Column E

	Data
	Value
	Value
	Value
	 

	Starting Date
	01/01/2025
	 
	 
	 

	Projection Period
	1 Year
	 
	 
	 

	Initial Investment
	£25,000
	 
	 
	 

	Product
	Starting Sales Volume
	Starting Price (£)
	Monthly Growth Rate (%)
	 

	Classic Coffee
	500
	3.5
	5%
	 

	Specialty Coffee
	150
	5
	8%
	 

	Pastries
	600
	2.5
	4%
	 

	Pan cake
	200
	6
	6%
	 

	COGS per unit (£)
	Classic Coffee (1.00)
	Specialty Coffee (1.50)
	Pastries (0.80)
	Sandwiches/Wraps (2.00)

	Operating Expenses
	Monthly Amount (£)
	Growth Rate (%)
	 
	 

	Rent
	2000
	0%
	0%
	0%

	Salaries
	5000
	2%
	2%
	2%

	Marketing
	500
	5%
	5%
	5%

	Utilities
	300
	3%
	3%
	3%

	Other Expenses
	200
	0%
	0%
	0%
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Today, data forms the basis for decision making, running a business and daily personal productivity in the digital age (Tawaststjerna & Olander, 2021). Among the widely used pieces of software for the amount and analysis of data, it is Microsoft excel. Excels has become a must have tool across the business and educational institutions, government agencies and individual users for managing large amounts of data, automating tasks and having informed decision making (Espina-Romero et al., 2024). Having high versatility, user friendly interface and powerful analytical features, this software is vital for any industry.
[bookmark: _Toc192754792][bookmark: _Toc193551663]1. Data Management and Organisation
The biggest reason why Excel is still in use in today’s digital age is its capability to store and organise huge amounts of data systematically. Spreadsheets, tables, dynamic sorting and filtering options make it easy for users to manage structured and unstructured data efficiently (Kholmuminov et al., 2021). Excel is used in businesses to keep track of sales, inventory and financial transactions and utilised by educators and researchers to group large data sets (Kateryna et al., 2020). Ability of the software to categorise and organise information allows one to retrieve and analyse data in an easier and efficient way.
[bookmark: _Toc192754793][bookmark: _Toc193551664]2. Data Analysis and Visualisation
By using the powerful tools for analysing data, organisations can make strategic decisions using Excel. Users can summarise and interpret complex datasets with functions such as PivotTables, statistical formulas, and advanced filtering, in a few clicks. Besides, Excel’s graphics tools like Bar Charts, Pie Charts, and Scatter Plots can present data in easily understandable format. It is of great value to business intelligence, finance, and research where a clear and insightful data representation is needed for making optimal decisions (García-Pérez et al., 2021).
[bookmark: _Toc192754794][bookmark: _Toc193551665]3. Automation and Efficiency
Automation is in the top 10 features in Excel which second most important contribution to the digital era. To save some time, users can automate with built in functions and formulas so no longer is there need for manual errors. Aside from that, Excel macros and VBA (Visual Basic of Applications) allow businesses to create custom automated workflows, which increases productivity (Hermawan et al., 2022). For instance, the finance professional use excel to auto and automate budget tracking and forecasting and has HR departments use excel to automate payroll and attendance records of employees (García-Pérez et al., 2021). Automation helps save professionals from doing a lot of manual data entry and allows shifting the focus onto more strategic tasks.
[bookmark: _Toc192754795][bookmark: _Toc193551666]4. Decision-Making and Forecasting
Forecasting and predictive analytics has been something that most people use Excel for. It is used by financial analysts for projecting future revenue, whilst marketers analyse trends so to predict consumer behavior (Nzekwe Excel & Pongvikrant, 2023). The functions such as the regression analysis, trendlines, and scenario analysis aid the organisations to assess the risks and opportunities making the data driven decision making more reliable (Livingstone et al., 2023). In any day and age when we have to adjust to changing market circumstances, Excels’ forecasting tools bring within grasp a competitive advantage that could make an organisation achiever accurate and informed strategic planning (Kholmuminov et al., 2021).
[bookmark: _Toc192754796][bookmark: _Toc193551667]5. Integration with Other Digital Tools
Another advantage of Excel is the choice of it to link with many different digital tools and platforms. It can interact with databases, cloud services and business applications such as Microsoft Power BI, Google Sheets, and CRM software (Espina-Romero et al., 2024). This interoperability enables businesses to bring the data from various sources into one big organised spreadsheet for collaboration and efficiency (García-Pérez et al., 2021). Furthermore, as artificial intelligence and machine learning tech is at an all-time high, Excel has not stopped developing its features, given that it is powered by artificial intelligence to enhance data analysis and automation.
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Task 04: 
Advertisement Video Link:
https://youtu.be/XnZ0Y5KPbgw?si=d_2jaezezWn919Y0


Summary
Coffee Pancake Waffle Bacon's promotion video for the café emphasizes the inviting atmosphere of the café as well as the excellent ingredient and the community driven experience. The first revelation the narrator gives is an enticing question that draws the reader in to a sensory treat of a perfect breakfast (Perifanou et al., 2021). The video is all about freshness — fresh coffee beans from local roasters, crispy bacon, fluffy pancakes, etc. the visual is explicitly mouthwatering. The script conjures up a perfect description of the café’s warm atmosphere where customers come to have a quick bite, a social brunch, or enjoy a quiet moment of their own. Customer testimonial serves as an excellent support to brand’s quality and value (Nohekhan and Barzegar, 2024). The video also offers convenience as it markets courtesy of visiting, ordering online and showing your social involvement for rewards. It brings a final call to action urging the customer to partake end with immediate participation for maximum engagement.

Analysis of Techniques
The video has several persuasive techniques to attract and entice its viewers. Rich aroma of freshly brewed coffee, sweetness of maple syrup, are used in sensory language that create vivid and enticing experience (Livingstone et al., 2023). It is the emotional appeal that aims to bring a sense of warmth and belonging, creating the café as a community hub. Having a customer testimonial can enhance credibility of the café; also, it will make the café appear as one that is trustworthy and desirable. A good call to action also appears in the video, asking viewers to visit, order online, and connect with them on social media.
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PERFECT
DAILY GRIND

Get your caffeine fix and start your
day out right with our expert espresso.

OUR SPECIAL MENU

Golden Waffle Stack

Crispy Belgian waffles topped with maple syrup, fresh berries &
whipped cream

£8.99

Pancake Heaven

Fluffy buttermilk pancakes with your choice of chocolate chips,
blueberries, or cinnamon.

£7.99

Sweet & Savory Combo

Half waffle + croissant + coffee — the perfect trio for breakfast
lovers!

£10.99

Buttery Croissant Bliss

Flaky, oven-fresn croissant served with homemade jam & whipped
butter.

£4.50

The Ultimate Coffee Experience

Rich, aromatic brew — choose from espresso, latte, or creamy
cappuccino.

£5.25

Caramel Crunch Latte

Espresso with velvety steamed milk, caramel drizzle, and a hint of
seasalt.

£6.50
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The Best Coffee in Town! The Best Waffles in Town!

Enjoy the rich aroma and perfect taste of our Crispy outside, fluffy inside — our golden waffles
expertly brewed coffee. Every cup is are made to perfection. Every square is
made with love just for you! drizzled with love (and syrup) just for you!

The Best Pancakes in Town! The Best Croissants in Town!
Enjoy the fluffy texture and delicious taste of our Savor the buttery layers and golden perfection of our
expertly made pancakes. Every stack is handcrafted croissants. Every flaky bite is
cooked with love just for you! made with love just for you!

Sign Up

Get Amazing 20% Discount on
your first purchase!
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11 EMERALD ST, HOLBORN,
LONDON WCIN 3aL
UNITED KINGDOM

Location & Hours

555-0293

COFFEEPANCAKEWAFFLEBACON.COM

Sign Up

weebly

ecmmarceny @sdire

Monday 09:00am - 05:00 pm
Tuesday 09:00 am - 05:00 pm
Wednesday 09:00 am - 05:00 pm
Thursday 09:00 am - 05:00 pm
Friday 09:00 am - 05:00 pm
Saturday 09:00 am - 05:00 pm
Sunday Closed
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