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Introduction
The data used in this report appears to have been collected from customers of Gwalia Stores, a grocery and newsagent based in a Welsh village. The dataset contains information relating to twenty customers and includes quantitative, qualitative and ordinal variables, including distance from the store, average weekly spending, gender, preferred newspaper and opinion of the local borough council. These data enable relationships between variables to be explored.
The method of data collection and sampling strategy cannot be confirmed from the information provided. If customers were selected at the convenience of the researcher, the findings may not accurately represent the wider customer population. In addition, self-reported responses may introduce bias and reduce data reliability. Given the range of variables included, it is likely that more than one research method was used. Qualitative and categorical information, such as newspaper purchasing habits, gender and opinions of the local borough council, was probably collected through questionnaires or interviews. In contrast, quantitative data, including distance from the store and average weekly spend, may have been obtained from customer records, sales data, geographical measurements or direct observation. The variety of data also suggests that both primary and secondary data collection methods were used, potentially improving reliability.
This report analyses the dataset using descriptive, categorical, comparative and correlational techniques to identify patterns and relationships between variables. The relatively small sample size means the findings should be interpreted with caution and may not be representative of the wider customer population. Consequently, the analysis should be regarded as exploratory, providing an indication of potential relationships within the dataset rather than conclusions that can be generalised.

Data Analysis and Key Findings 
As the dataset comprises quantitative, qualitative and ordinal variables, a range of analytical techniques were applied to identify meaningful patterns and relationships within the data. Descriptive analysis was used to summarise the key characteristics of the numerical variables, including customer distance from the store and average weekly spend. Categorical analysis was then undertaken to examine the distribution of variables such as newspaper preference and customer opinion of the local borough council. To gain a deeper understanding of customer behaviour, comparative analysis was used to explore differences between customer gender, including spending patterns and council opinion. Finally, relationship and correlation analysis was conducted to investigate associations with particular focus on the relationship between customer distance from the store and weekly spending.

Descriptive Analysis 
Distance from store
Figure 1 shows the distribution of customer distances from Gwalia Stores. Findings indicate that the majority of customers live relatively close to the store, with 45% of the sample (9 customers) residing within 100 metres. As distance from the store increases, the number of customers within each distance band decreases, suggesting that the store may rely on customers who reside within the immediate local area.
Customer distances are positively skewed, with most customers living close to the store and a small number travelling from further away. The mean distance (259.5m) exceeds the median (160m), reflecting the influence of these more distant customers. Distances ranged from 5m to 1,100m, indicating substantial variation, while gaps in some distance bands suggest customers are not evenly distributed across the catchment area. Although Gwalia Stores also attracts customers from a wider geographical area, overall, the findings indicate that proximity is an important factor in customer behaviour. 
Whilst the distribution of customers clearly demonstrates that most live within proximity to the store, the small sample size means that the pattern may not fully reflect the characteristics of the wider customer base. Nevertheless, the dataset suggests that location is an important characteristic for the store’s catchment area, providing initial evidence to suggest that customer proximity may be associated with the spending behaviours, although further analysis is required to determine this. 





Figure 1.


Average Weekly Spend
Average weekly customer spending was around £15 per week, with most customers spending between £10 and £24 and the largest spending category being £15-£19 (30%). The mean spend (£15.25) and median (£15.00) were almost identical, providing confidence that spending was relatively evenly distributed amongst customers. Overall, spending ranged from £6 to £24 (range = £18), with a standard deviation of £5.74, suggesting moderate variation in customer expenditure across the sample. However, whilst typical spending levels appeared broadly consistent, average expenditure alone detailed within these summary statistics, does not explain why differences exist between customers. Consequently, further analysis is required to explore whether factors such as customer distance from the store or individual preferences are associated with variations in spending behaviour.
Figure 2.

Categorical Analysis 
Regular Newspaper Purchases
Figure 3 illustrates the distribution of newspapers purchased regularly by customers of Gwalia Stores. The findings show that the Guardian is the most frequently purchased newspaper (7 customers), closely followed by the Daily Express, which is purchased by 6 customers. The Western Mail is purchased by 5 customers, whilst The Times is the least popular newspaper, with only 2 customers reporting that they purchase it regularly. The results suggest that newspaper preferences are relatively varied across the sample, although there appears to be a stronger preference for the Guardian and Daily Express compared with the other publications. The comparatively low number of Times readers may reflect differences in customer interests, demographics or purchasing habits; however, the dataset does not provide sufficient information to determine the underlying reasons for these patterns.
Although clear differences in newspaper preference are evident, sufficient information to explain the reasons behind these purchasing choices is not included within the dataset. It should be noted that other factors, such as age, education level, occupation and political interests, may influence newspaper preference, none of which were captured within the dataset. These variables may provide greater insight into the factors that shape purchasing behaviour.
Figure 3.




Opinion of Local Council Borough
Figure 4 shows that customer opinions of the local borough council are relatively evenly distributed across the four categories. The highest number of responses were recorded for both very discontented and contented, with 6 customers in each group, whilst discontented and very contented were each selected by 4 customers.
Overall, the findings indicate that opinions of the council are mixed, with no clear consensus amongst customers. The median score of 2.5 further suggests that views sit between discontented and contented. Whilst opinions of the council may not directly influence customer spending, further analysis could explore whether any relationship exists between council opinion and other variables, such as newspaper preference or weekly spend, to provide a deeper understanding of customer behaviour. It should also be considered that opinions are subjective, therefore responses may be influenced by personal experience or perception, which is not reflected within the dataset. 
Figure 4.


Comparative Analysis
Gender
The sample consisted of 11 male customers (55%) and 9 female customers (45%), indicating a relatively balanced gender distribution with a slightly higher proportion of male customers. To investigate whether spending patterns differ by gender, the average weekly spend of male and female customers was compared. The findings demonstrate that male customers recorded a higher average weekly spend (£16.27) than female customers (£14.00), representing a difference of £2.27 per week.
The comparative analysis of average weekly spend by gender in figure 5 indicates that male customers had a slightly higher median spend and a greater spread of values, indicating more variation in spending behaviour. However, there was considerable overlap between the spending patterns of both groups, suggesting that gender alone is unlikely to be a strong predictor of customer spending. Other factors, particularly customer distance from the store, appear to have a greater influence on spending behaviour.
Figure 5.

Relationship/Correlation Analysis 
Distance from Store and Average Weekly Spend 
Figure 6 demonstrates a strong negative relationship between customer distance from the store and average weekly spend. The scatter plot shows that customers who live closer to the store tend to spend more, whilst spending decreases as distance from the store increases. Customers located within approximately 200 metres of the store generally spend between £13 and £24 per week, whereas those living further away spend considerably less, with the most distant customers (>600m) spending an average of £6-£7 per week.
The trendline in figure 6 reinforces this pattern, indicating that weekly spending declines as customer distance increases. The trendline equation (y = -0.0158x + 19.343) suggests that a customer living immediately adjacent to the store would be expected to spend approximately £19.34 per week, with predicted spending decreasing as distance increases. The R² value of 0.77 suggests that distance from the store is strongly associated with variation in average weekly customer spend, accounting for approximately 77% of the variation in expenditure
Although the strong relationship identified between distance and spending represents the clearest pattern within the dataset, the remaining 23% of unexplained variation suggests that other factors not captured within the dataset may also be associated with customer spending patterns. Whilst customer proximity appears to be the variable most closely linked to expenditure within this dataset, it should not be viewed in isolation. Given the small sample size, the findings should be interpreted with caution, and further investigation of additional variables would be required to develop a more comprehensive understanding of customer purchasing behaviour. 
Figure 6.


Council Opinion and Newspaper Preference 
Figure 7 highlights the relationship between newspaper preference and customers' opinions of the local borough council. The results show that views of the council vary across the different newspaper readership groups. Both Daily Express and Guardian readers display a mix of positive and negative opinions; however, Guardian readers show a slightly greater tendency towards dissatisfaction, with 5 of the 7 readers reporting that they were either very discontented or discontented with the council. In contrast, all customers who regularly purchase The Times newspaper reported being very contented with the local borough council. Western Mail readers generally expressed more positive views, with 4 of the 5 readers stating that they were either contented or very contented.
Although the sample size is relatively small, particularly for The Times (with only 2 customers purchasing this paper), the sample limits the extent to which firm conclusions can be drawn. However, of the findings from this sample, the data suggest that newspaper preference may be associated with differing attitudes towards local government. By comparing newspaper preference with council opinion, the cross-tabulation in this instance is a more advanced data analysis method, as it helps uncover potential links between the two variables. This may be difficult to identify from individual frequency totals alone, as this method is a more basic form of analysis.
Figure 7.

Local Borough Council Opinion and Average Weekly Spend
Figure 8 explores whether customer opinion of the local borough council is associated with average weekly spending, using a comparative analysis of mean spend across the four opinion categories. The findings provide little evidence of a meaningful relationship between council opinion and weekly expenditure. Customers who reported being discontented recorded the highest average weekly spend (£17.25), whilst those who were very contented recorded the lowest (£10.00). However, spending across the remaining categories was relatively similar, ranging from £16.00 to £17.25 per week. The absence of a clear trend suggests that attitudes towards the local borough council are not strongly associated with purchasing behaviour and provide limited insight into customer spending patterns. In comparison, customer distance from the store demonstrates a much stronger association with expenditure. Furthermore, whilst some variation is evident between the opinion groups, the relatively small sample size means that these findings should be interpreted as indicative rather than conclusive. 

Figure 8. 
	Opinion of Local Borough Council 
	Average Weekly Spend (£)

	Very Discontented
	16

	Discontented
	17.25

	Contented
	16

	Very Contented
	10



Newspaper Preference and Average Spend
Figure 9 compares average weekly spend across the four newspaper groups. The findings show that customers who regularly purchase the Daily Express recorded the highest average weekly spend (£17.67), followed by Guardian readers (£15.57) and Western Mail readers (£14.20). In contrast, Times readers recorded the lowest average weekly spend (£9.50).
Although some variation in spending is evident, the analysis does not establish a clear relationship between newspaper preference and customer expenditure. Compared with the strong association identified between customer distance from the store and weekly spend, newspaper preference appears to be a much weaker indicator of spending behaviour. This suggests that newspaper choice may reflect customer characteristics or interests rather than directly influencing purchasing behaviour.
Figure 9.
	Newspaper
	Average Weekly Spend (£)

	Daily Express
	17.67

	Guardian
	15.57

	Western Mail
	14.20

	Times
	9.50



Recommendations
The analysis identified that customer proximity is the strongest influence on average weekly spending. Compared with gender and newspaper preference, distance had a much greater impact on spending patterns, suggesting that Gwalia Stores relies heavily on its local customer base. Customers living closest to the store generated the highest levels of spending, highlighting the importance of maintaining strong relationships with nearby customers.
From a business perspective for Gwalia Stores, understanding customer newspaper preferences could support stock management and purchasing decisions 
Based on these findings, the following recommendations are proposed:

1. Focus on retaining local customers, as they represent the store's highest-value customer group, generating the greatest levels of spending.
2. Encourage spending among more distant customers, this could be achieved through targeted promotions, loyalty incentives, or provision of additional services to attract customers living further away to the store.
3. Use customer data to inform decision-making, helping the business develop effective marketing, retention, and engagement strategies.
4. Align stock levels with customer demand, by ensuring that the most popular newspapers are available to meet demand, particularly for popular products such as the Guardian and Daily Express newspapers.
5. Support targeted business decision making through collection of further customer data. This may be helpful in aligning targeted promotions with popular products to encourage spending across a wider range of products within the store.  
6. Conduct further research using a larger sample to improve the reliability of the findings and provide a deeper understanding of customer behaviour. For example, whilst variables in the dataset such as customer opinion of the local borough council provided limited insight into spending patterns, incorporating a wider range of variables may help identify other factors associated with customer spending. 

Overall, Gwalia Stores should prioritise the retention and engagement of its local customer base. Customer distance from the store showed a much stronger relationship with spending than any other variable examined, suggesting that future marketing and business development efforts are likely to be most effective when focused on local customers and improving accessibility.

Conclusion
The analysis revealed several patterns within the customer data. The clearest finding was the relationship between distance and weekly spending, with customers living closer to the store generally spending more than those living further away. This suggests that convenience and proximity to the store for customers, play an important role in influencing purchasing behaviour.
While some differences were observed between customer groups, such as males spending slightly more on average than females, these trends were much less pronounced than the effect of distance. Similarly, newspaper preference and views on the local council helped to build a profile of the customer base but appeared to have little impact on spending levels.
Overall, the results emphasise the importance of Gwalia Stores' local customers and demonstrate how customer data can support informed business decision-making. Although the small sample size means the findings should be interpreted as indicative rather than conclusive, the analysis provides useful insights and highlights areas for further investigation.
In summary, it is evident that customer proximity to the store has emerged as the strongest factor associated with weekly spending. This indicates that convenience may be a more important influence on expenditure than factors such as gender, newspaper preference or council opinion. Further research using a larger sample would be helpful to determine whether these patterns are representative of the wider customer population using additional variables.
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Total	
Daily Express	Guardian	The Times	Western Mail	6	7	2	5	Newspaper Purchased  


Number of Customers 



Distribution of Customer Opinion of Local Council Borough

Frequency	
Very discontented	Discontented	Contented	Very contented	6	4	6	4	Opinion of Local Council Borough 


Number of Customers



Relationship between Distance from Store and Weekly Spend 

spend, £	
95	5	7	200	270	15	340	450	16	700	50	1000	50	140	300	210	12	180	50	1100	17	24	23	14	12	22	11	9	21	7	19	6	19	15	11	13	23	15	18	6	Distance (m)
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Relationship Between Newspaper Preference and  Opinion of Local Borough Council 

Daily Express	
Very Discontented	Discontented	Contented	Very Contented	2	2	1	1	Guardian	
Very Discontented	Discontented	Contented	Very Contented	3	2	2	Times	
Very Discontented	Discontented	Contented	Very Contented	2	Western Mail 	
Very Discontented	Discontented	Contented	Very Contented	1	3	1	Opinion of Local Borogh Council 
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Distribution of Customer Distance from Gwalia Stores

Frequency	
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