Questionnaire analysis

	
	

	Questionnaire analysis
	

	
	

	
	Digital Skills and Research Methods
Dragos Sculeac 1913775


	
	


Introduction

Fishing is not an activity that people perform very often, for the majority it is a hobby and so the business I am looking to start will be dedicated to a niche market.
Following the completion of the questionnaire by the respondents, I have gathered the data and analyzed their responses hoping it will help me create a successful business plan for an online shop that sells personalized fishing gear.
Below I have submitted the analysis of some of the most important questions.
Main findings

Q1. How many times per year do you go fishing?
[image: ]
	From the people interviewed I found out that 21% of them never go fishing, 21% of them go between 10-30 times a year and majority of the respondents representing 57% said they go 1-10 times a year.
	If we breakdown the answers and look at the age group and gender, we find out that the respondents between 25-34 years of age are those who go fishing the most within a year, followed by those who are between 35-44 years of age. 
	According to several researchers (Kleiber et al. 2015) women are under represented in fishing and although it is clear that men are the ones who fish most times in a year, this primary research shows that women under the age of 35 are more likely to go fishing, fact that will help us when we will target the advertising for the website.   
   [image: ]

Q2. Money spent on fishing equipment
[image: ]
	When asked to say how much money they spent on fishing equipment last year only one person preferred not to say.
	Majority of those who spent money on fishing gear, representing 50%, have spent up to £50 in the last year, another 21% spent between £50-£100 and 21% said they spent between £100-£250.
	If we look at the age group and location of those who have spent money on the fishing gear, we find out that the people in Cardiff are more likely to spend money on equipment regardless of their age group, followed by the people in Bristol and Swansea who both fall under the age group 25-34 years. This information is useful as I will know where to direct my marketing campaign.
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Q3. Fishing preferences
[image: ]

	When asked about their preference for fishing in either freshwater or saltwater, 71% of the respondents said they prefer both types of water. The rest of the 29% said they prefer fishing in freshwater and none of them selected only the saltwater option.
	If we are to analyze the answers by gender, all of the women who took part in the questionnaire and 50% of the men said they prefer both types of water for fishing and the remaining 50% said they prefer freshwater. 
	From the answers provided I can determine the type of products to sell, meaning that most of the customers will be more likely to buy fishing lure designed for both freshwater and saltwater and some of them will buy only for freshwater.
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Q4. Level of importance when buying fishing gear
[image: ]
	Through this question I am looking to establish what matters the most when people will be looking to spend their money in my new online shop.
	Over 70% of the people said that the quality of products is very important when it comes to buying fishing gear, followed by customer reviews and uniqueness of products that represented 35.7%. The price was only viewed as very important by 14% of the potential customers, but it is still important to 50% of the respondents.
	Recent research (Janakiraman, 2019) shows that many consumers associate high price with a high quality therefore the potential customers will be willing to pay a higher price if the quality is excellent.
	Delivery options proved to be important for 50% of the respondents, followed by the brand and customer reviews that were viewed as important by 43% of the people.
	 At the same time the brand proved not to be important for 22% of the customers.
Q5. Chances of buying personalized fishing gear
[image: ]
	For the last question the respondents were asked to select a number from 1-10 that reflects the probability of them buying personalized fishing gear for themselves or someone else, where 1 meant Not at all likely and 10 was Extremely likely. All the interviewees submitted an answer and when calculating the average, it came to 7.5 which means the majority of them are more than likely to buy personalized fishing gear.
	If we were to divide the answers by gender, we can see from the below chart that women are more likely to buy the products than men. According to Helgesen and Nesset (2010), women have higher level of satisfaction in relation to shopping than men and this information will be useful when I will target the audience for my marketing campaign.

	[image: ]



Summary
	
	After analyzing my questionnaire, I concluded that 78% of the respondents said they go fishing at least once a year, which is a good percentage and my business strategies will look to target those potential customers.
	When looking at the gender and age group, men between the ages of 25-44 are those who go fishing most within a year, followed by women under the age of 35. The targeted market will be the people within this age group and particularly those living in Cardiff and a household income of £20.000-£40.000 per year as they are the ones who spent higher amounts on fishing equipment last year. 
It is evident that the potential customers have a preference towards fishing in freshwater, but most of them spend the same amount of time fishing in saltwater as well, regardless of gender.
	When the respondents were asked to say what is the most important factor when it comes to buying fishing gear, most of them chose the quality over the price which is going to help me decide on what pricing strategies to adopt. I will need to be careful when selecting the suppliers as the quality has to be excellent and also the range of products but I also know that a higher price is not going to put the customers off as long as it reflects what they are looking for in a product.
	Although not all the respondents go fishing, 93% of them said they have family or friends who do and most of potential customers are more than likely to buy personalized fishing gear for them or someone else.
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8. How much money did you spend on fishing equipment last year?
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10. Do you prefer fishing in freshwater or saltwater?

More Detais
@ Mostly freshwater 4
@ Mostly saltwater 0

@ coustamounts 10





image6.PNG
Woman

= Equal amounts

= Mosty reshuate




image7.PNG
9, Rate the following factors with their level of importance, with 1 being not important and 5 being
Very important- when you are buying fishing gear
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14. How likely are you to buy personalised fishing gear for yourself or someone else?
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