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Assessment Component 2

Gwalia Stores surveyed twenty customers with five questions relating to their travel distance, gender identity, political views, spending habits, and newspaper of choice. They sought an insight into the survey statistics, trends, and relationships. This was to ascertain where their income is derived from and what kinds of customer accrue the greatest probable sum spend. Below is a comprehensive breakdown of that information and a series of data visualisations.

Description of Data
Data in the gender column is nominal and divided into two categories. Of the 20 customers surveyed, 11 were male and 9 were female. Males comprise 55% and females 45% of the sample. With an overall difference of 2, male customers were 1.2 times more common than female ones. Ergo, a narrow majority of customers surveyed were male.

 

Data in the newspaper column is nominal and divided into four categories. Of the 20 customers surveyed, 7 purchased the Guardian, 6 the Daily Express, 5 the Western Mail, and 2 the Times. The most common was the Guardian at 35%, with a 10% higher share than the leading competitor and more than 3 times the sales of the lowest. Although a plurality of newspapers sold were the Guardian, the data shows that preferences vary widely. 

Data in the spend column is discrete and ranges from £6 to £24. With an overall difference of £18, the highest spend was 4 times that of the lowest and 1.6 times the average of £15. 55% of purchases were within £5 of the average, with 35% of them in the £10-£15 range.
  

Data in the distance column is discrete and ranges from 5m to 1100m. With an overall difference of 1095m, the largest distance was 220 times that of the lowest and 4.2 times the average of 260m. 40% of customers travelled 50m or fewer and 15% travelled 500m or over.

Data in the opinion column is on a Likert scale wherein 4 represents high satisfaction and 1 high dissatisfaction. Of the 20 customers surveyed, 4 answered as being very contented, 6 as contented, 4 as discontented, and 6 as very discontented. As such, the average opinion was 2.4, the strength of discontent gives negative perception a narrow majority in the data.






Gender and Spend
Of the total spend across all customers surveyed, £126 was female and £179 was male. Male customers were a 59% share of sales while being only 55% of the customer base, a value difference of 4%. An average female spend was £14 as compared to the male average of £16.27. The average male customer therefore spent 1.16 times more on their visit than the average female. Male customers also comprised 80% of spends at or above £20 and 64% that were £15 or over. It may be estimated from this sample that on average, 20 female customers would be matched in their total spend by 17 to 18 male ones.
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Gender and Distance
Of the total distance travelled across all customers surveyed, 2626m was female and 2564m was male. Female customers were a 51% share of distance travelled while being only 45% of the customer base, a value difference of 6%. An average female journey was 292m as compared to the male average of 233m. The average female customer therefore travelled 1.25 times farther on their visit than the average male. Female customers also comprised 71% of journeys at or above 250m whereas 80% those that travelled 50m or less were male. It may be estimated from this sample that on average, 20 male customers would be matched in their total distance travelled by 16 female ones.

Gender and Newspaper


The Guardian’s readership is the largest, with a 35% share of sales, despite being solely bought by the 45% of customers that are female. It comprises the clear majority among female customers at 78% of their newspaper purchases. However, it attracts none of the male readers who, although their expenditure is split, stand as a majority of the sample.

The Daily Express’ readership is the leading competitor, with a share of sales 5% behind the Guardian at 30%, and is bought solely by male customers. It comprises a narrow majority among male customers at 55% of their newspaper purchases. However, it attracts none of the female readers who, although in the minority overall, are highly concentrated.

 


The Western Mail’s readership is a 25% share of sales, at 0.75 times the size of the Guardian, and predominantly male in an 80/20 gender split. It captures 36% of male and 11% of female purchases respectively. As such, the Western Mail has a fair plurality of the male customer base while possessing a small margin of the less common female readers.

The Times’ readership is by far both the smallest and, with a sole female and male reader, the most even with respect to gender. Its share of sales is 9% of male and 11% of female customers respectively. The Times thereby comprises a narrow minority in both categories.

Gender and Opinion


Average opinion of the local borough among male customers was 2.45, a marginal tendency towards discontent. For female customers it was 2.33 a minor but marked difference of 0.12. Broadly similar by count, male and female customers were matched on 3 of 4 parts of the scale. However, the largest section in each was very discontented at 33% for females and contented at 36% for males. Despite comprising only 45% of the sample, females made up 50% of negative responses, with 55% of them feeling a degree of discontent. Compared to males who were 54% positive in their response and together made up 60% of the content. Western mail readers are noteworthy for being mostly male and the most contented of the newspapers’ customer bases, thereby raising the overall male average.

 

Opinion and Spend
Across all customers surveyed, those who were contented and very discontented spent the most with both at £96, and thereby a 31% share each in overall expenditure. However, they both comprise 30% of the total customers and their sections spent closest to the average per head. It would therefore be incorrect to say opinion dictated a stronger spend in either case.
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Customers who were mildly discontented with the borough council spent £69 with the largest average spend, standing at £17.25. Of overall expenditure they make up 23%, a difference of 3% from their 20% representation in the customer base. Compare to those who were very contented, they too represented 20% of customers yet a mere 14% of total spend. With sum expenditure of £44, they averaged £11 a visit, 1.6 times less than the discontented and 1.4 times less than the wider sample. Given that every very contented visit is below average, it may be argued this is the sole case in which opinion is statistically significant to spend.

Opinion and Distance
At 1.8 times the average of the next highest section, the farthest distance travelled was that of very contented customers at 1850m in total and 462.5m on average. As such, though 20% of the customer base they comprised 36% of the distance travelled, excess representation of 16% in the sample.

Contented customers were near average on all accounts, travelling a total of 1512m for a per person count of 252m. The total average is a mere 7.5m more at 259.5m. Furthermore, there is a marginal 1% discrepancy in their share of the distance and the customer base at 29% and 30% respectively.



Of all the customers surveyed, the mildly discontented respondents deviated the most from overall average, standing at only half. At 512m total and 128m average, a customer being mildly discontented with the borough council strongly correlated with less travel. They also represent a 10% share of the distance while being 20% of the customer base, the strongest discrepancy in the sample. 

While very discontented customers constituted the second lowest distance travelled in the data it remains 1.7 times that of the mildly discontented ones. They thereby represent a 25% share of distance travelled, 1316m total and 219.5m average. With a below average travel distance and 5% difference between their share of metres travelled and the customer base, they are markedly but not dramatically lower than the norm.

Opinion and Newspaper
Readers of the Times are all very contented and so, despite being the smallest section of the sample, comprise 50% of customers in that opinion group. There are twice as many Times readers in this category as Daily Express and Western Mail ones, even though their total readerships are 3 times and 2.5 times larger respectively. As such, the Times correlates with a high opinion of the local borough council in this sample.

Readers of the Guardian are on average the least content with the local borough council at 1.85, a difference of 0.55 less than the overall average. Half of all customers in the very discontented and mildly discontented groups are Guardian readers. 71% of their readership holds a negative view, the highest discontent of any newspaper. This may be part attributed to their exclusively female readership, though their dominance of the female customer base makes it hard to determine whether gender or newspaper is the main cause of discontent.



Readers of the Western Mail are the most content of the larger newspapers at a 2.8 average and an 80% positive perception of the local borough council. Half of contented and a quarter of very contented customers purchased the Western Mail. Despite representing 25% of the customer base, 40% of positive responses came from their readership.

Readers of the Daily Express are in discontent overall with a 2.17 average opinion of the local borough council. However, they are the closest to average of any opinion group, with readers in every category and a mere 0.23 difference from the overall average response. Patronage of the Daily Express therefore cannot be said to strongly influence opinion on the local borough council from this sample.
Newspaper and Distance
The farthest cumulative distance travelled was that of Western Mail readers at 1590m in total and 318m on average. Western Mail readers were the closest when compared with the overall average of 259.5m. Representing 25% of the customer base they comprised 31% of the distance travelled, an excess representation of 6% in the sample.

Respondents who purchased the Times deviated the most, at 2.5 times the overall average and 2 times the next farthest. At 1310m total and 655m average, the small readership mixed with an abnormally high data point prevents any definitive statements. They represent a 25% share of the distance while being 10% of the customer base, the strongest discrepancy in the sample at 15%. 



Both Guardian’s and Daily Express’ readership were below average at 0.65 and 0.7 times the overall average distance travelled respectively. Despite representing a plurality of the customer base at 35%, the Guardian only travelled a 23% share of the total distance, a difference of 12%. The Express had a smaller but still substantial negative discrepancy of 9%, reflecting its position as second lowest.

Newspaper and Spend
At £17.67 on an average visit, Express’ readership broadly spent the most, 1.15 times the overall average and 1.13 times that of the Guardian’s, the next highest. It accounts for 35% of total spend while possessing 30% of the customer base, a positive discrepancy of 5%. This is partly a consequence of their male-only readership, even with males spending more on average however, Express readers still spend £1.40 more per visit than the typical male.

Both on average and in total the lowest spend came from the smallest section, the Times. A marked difference of £5 separates their average and the next lowest. Furthermore, readers of the Times spent near to half the amount of Express readers, who tallied to £8.47 more per person. Ultimately, their sum of £19 means their 10% of the customer base only represents 6% of the total spend. This makes the Times readers an anomaly among the very contented customers who are on average the highest spending section.
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Western Mail’s readers are also below average on spend but by a much narrower margin with a per person average of £14.20. There is a mere 2% discrepancy in their representation in the customer base and total spend, from 25% to 23%. Since the average is only £1 off the norm, it may be argued that reading the Western Mail does not correlate with spending habit.

The same may be said of the Guardian’s readership where the discrepancies between their averages and sample trends are negligible. The average spend for the Guardian was £0.22 greater than the overall average, and with a 35% share of customers and 36% of sales they are markedly middle of the road of both fronts. 

Distance and Spend



A strong correlation exists that customers who travelled farther spent less and vice versa.  No customers who travelled more than 100m spent above the average of £15.25, and their average of £10.81 is a mere 0.52 times that of the customers who travelled less than 100m. Those below 100m had an average spend of £20.67, accounting for 37% of the sum spend despite being 25% of the customer base, a clear discrepancy of 12%. Customers with over 300m travelled also comprise 25% of the sample yet make up 13% of sum spend, a negative discrepancy of 12%. In fact, across the entire data set there is not a single instance deviating from this trend. Not one customer who both travelled farther and spent more than another. 

Conclusion
In conclusion, the highest spending customers on average travelled short distances, were male, read the Daily Express, and were mildly discontented with the local borough council. By contrast, the lowest spending customers on average travelled far distances, were female, read the Times, and were very contented with the borough council. In the sample, a match for the least profitable archetype did in fact spent the lowest amount at £6. The match of the most profitable archetype spent joint second highest at £23, with others in the top three only differing in opinion. This confirms the aforementioned low impact of opinion on spend in the very discontented to contented range. Based on this sample, Gwalia Stores would profit from efforts to attract local people and to begin stocking more products that appeal to their female customers. It is possible this would access previously untapped purchasing potential.
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