Introduction

In order to better understand the quantitative research conducted on the Gwalia store, the data firstly be interpreted, before being analysed to find any potential patterns. 
There were five sections of data that were collected during the research. One of these included the distance of the participants house from the store. This was measured in metres. Other data captured documents the average customer spend per week, which was measured in pounds. The research also gathered the newspaper that the customer most regularly bought, with four options, the Guardian, the Times, the Western Mail, and the Daily Express. The customers opinion of the local borough council was also collected on a scale of 1-4. 1 being very discontented and 4 being very contented. Data was also collected which documented the gender of the customers.
Type of Data

The research returned a number of types of data. Firstly, there is nominal data acquired from this research. Nominal data is data can only be categorised; therefore, genders of the customers can be considered nominal data as it holds no quantitative value. The newspaper most purchased can also be seen as nominal data as it can only be categorised and not ranked by scale. 
The research also produced ordinal data. Firstly, the customer opinion of the local borough council can be considered ordinal data, as it provides a Likert scale to the customers. The customer average spend per week is also considered ordinal data. This is because the data can be ranked from lowest to highest. This is also the case with the customer distance to the store. The data can be categorised and ranked based on its value. 
In order to collect this data, quantitative research methods such as a questionnaire or survey could have been used. These two methods would allow the research to capture the correct data. These could have been conducted in person, or through online or SMS-based methods. Both methods would be valid, however the online option would have provided more anonymity to the participant. 






















Analysis 

To provide clear and relevant information for the business to use, the data must be analysed. Initial analysis of the nominal data highlights the breakdown of gender split in percentage. 
Male vs Female
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The graph highlights that of the 20 participants, 45% were female and 55% were make. In isolation, this data does not provide a great deal of information for the store owners, however, it allows them to understand their clientele. While the majority of customers were male, the difference of only 10% does not indicate a significant majority within a sample size of 20 people. In order for this data to be worth actioning change over, a larger sample size would be needed. 
Spend vs Gender.
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The above graph seeks to identify the difference in total average spend and compare the total between males and females. The results found that there was a significant difference in the total average spend.  The female customers average weekly spends totalled £126 while the male total was notably higher at £179. This raises an interesting point as there is a clear difference in spending, even though there is only a 10% split of males and females that attend the store. The mean spend per gender does provide interesting information. On average per week, female customers spend £14 per person, while the male customers spend £16.27. This would be of interest to the managers of the store as it provides insightful sales information. It shows them the areas that they may want to strengthen, as well as the areas that are currently performing well. This can lead to the store focusing on the female market to increase sales or lean into their good performance with the male audience. 






Spend vs Distance. 
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Analysis investigating the correlation between the average weekly spend and the distance travelled by the customer to the store provides useful information for the business. By using the above graph, it shows that the closer the customers live to the store, the more money that is spent by the customer. 100% of the customers who live under 20 metres from store spend more than £20 per week in store on average and customers who live under 200 metres from the store spend on average over £15 per week in store. Comparatively, customers who live more than four hundred metres from the store, spend less than £10 per week. This highlights a clear trend in that the further away the customer lives from the store, the less they spend on average per week. 
This information is useful to can be useful for the store managers as it highlights an important trend. The managers can use this information to tailor the store to target a certain group of people. While there is no data gathered on the types of products that customers purchased it, would be worthwhile to tailor the store based on essential purchases that customers who live can quickly call in to purchase. 
It also provides evidence that can potentially support the introduction of a new store in different areas. With customers spending more when the store is nearer, another store would potentially reduce the distance that some had to travel and therefore increase their average spend. 
Spend & Newspapers. 

The graph above highlights the sum of money (£) spent by consumers on the different selections of newspapers within the store. The data collected shows that the average weekly spend of customers purchasing the Daily Express and The Guardian are over £100. Customers purchasing the Western mail spend a total of £71 per week and customers who purchased The Times only spend an average of £19 per week. This does provide relevant information to the store owners. By understanding the how much money is spent on certain items, they can focus more on the high revenue items. An interesting point from this data is the variation in total spend. While both DE and G customers spend high amounts in store, T is extremely low. This suggests that the owners should look at replacing or removing T from their stock.



This graph examines the interaction between the customers average weekly spend and their choice of newspaper. The graph also shows the volume of each newspaper sold to the customers participating in the research. The two most popular newspapers were Daily Express (6 purchases) and The Guardian (7 purchases). The Western Mail was purchased 5 times, and the Times was purchased twice. The top three highest spending customers per week all purchased the Daily Express.  
The average DE and G customers spends £17.66 and £15.57 per week, respectively. Western Mail customers average spend is £14.20 per week. This shows that these three papers are more popular with higher spending customers as the average Times customer spends only £9.50 per week. For the business, this allows them to focus their stock on customers of the Daily Express, Guardian, and the Western Mail.









Distance vs Opinion.


This graph regards the opinion of the customers towards the council and compares that to the distance from the store. The data collected for the customers opinion of the council does not appear to follow any specific trend or pattern. Customers A, B, H, I, J and S hold the council the worst regard, however the distances they live from the store varies between five metres and 700 metres. Out of the six people that rated their opinion as very discontented, 66% of them live within one hundred metres of the store. Gwalia stores can potentially use this information to better understand the sentiment in their local area towards the council. As most of the most negative responses were people living close to the store, it may also suggest the store is having a negative affect on customer opinion. However, there is also data that counters that point. Six of the twenty customers recorded their opinion of the council at contented. Of the twenty responses received, 20% of them stated their opinion of the local council was very contented. The range of distance they live from the store varies between 200 and 1100 metres. Seventy-five percent of the very contented customers live within a range of 200 and 340 metres of the store. This data suggests that there is an ideal distance to live from the store, as there are no people very contented living under two hundred metres from the store. 
This could provide valuable information for the owners as they can then evaluate whether they are negatively impacting the opinions of the people who live on the immediate area. Despite this, there is no data that states that the store is solely responsible for the negative opinions of the customers. 
One way which this could be measured is through comparing the opinions of the council and their average weekly spend in store. 
Opinion vs Spend. 


This graph highlights the customer opinion of the council and compares it to the customer average spend, helping to understand whether the customers opinions of the local borough council have an impact on their spend in the store. Initial analysis of the data does shows that the customers who have the highest opinions of the local council borough are not the highest spenders in the store. Customers who answered 4 (very contented) spend between £6 and £14 per week, with £6 being the lowest average spend per week of any customer. The average spends per person who stated they were very contented is £11. Customers who answered 3 (contented) as their opinion on the council spent an average of £16 per week in store. 
Comparatively, customers who noted they were 1 (very discontented) also spent an average of £16 per week. This suggests that the customers are spending money within the store regardless of their opinion of the council. For the store owners, this information provides insight to suggest that they are not negatively impacting public opinions. If people linked their negative opinion of the council to the store, they would likely spend less money there. 
Opinion vs Newspaper

The type of newspaper customers purchased was analysed alongside customer opinion, to search for a correlation.

This graph compares the customers opinion of the local council to their choice of newspaper. Analysis shows that although there were only two customers that purchased the Times, both stated that they were very content with the local council. The Daily Express and the Western Mail had a spread of opinions among customers, ranging from very contented to very discontented. However, the Guardian had no customers state they were very content with the council, with results ranging from very discontented to contented. The Guardian is the most popular paper among people very discontented with the council, with 50% of the 6 customers choosing to purchase the newspaper. On the other hand, 50% of very contented consumers bought the Times.
By using the average, it allows a clearer view of how each newspapers customers feel regarding the local borough council. The highest opinion on average was from customers purchasing the Times. The average rating showed that these customers were very contented with the council. Customers of the Western Mail feel contented with council and in contrast, readers of the Guardian and Daily Express both feel discontented. The average data does potentially indicate a correlation between the customers choice of newspaper, and their opinion on the local council. Although qualitative research would be required to definitively confirm this. 
For the shop owners, this information does provide some useful insight. It allows them to understand how the items they sell are impacting the opinion of the local area. They can then alter their stock or not based on the desired outcome. They would encourage a more positive attitude for their community by lowering their reliance on a newspaper that generates negative opinion. 
Conclusion 
During this quantitative research of the Gwalia Store and Newsagent in Wales, five types of data was collected; gender, average weekly spend, distance from their house to the store, their opinion of the local council and their regular newspaper. This included both ordinal and nominal data. While the method of capturing the data was not described, the quantitative nature of the data means that a survey or questionnaire was likely used. By analysing this data, it can identify trends or themes that can potentially help the business to improve or grow. 
Firstly, the comparison between the volume of male and female customers was analysed. This highlighted that the majority of customers questioned were male. Using this data, Gwalia stores can identify their customer base and potentially cater for a male majority. The male customer base also spent the higher total amount on average over a week. This again shows the owners that placing more emphasis on male dominated products may lead to increased profits. 
The second section of data highlighted the interaction of the distance travelled and the average weekly spend. This concluded that the less distance between the customers house and the store, the more they spent on average weekly. This information provides good analytics to the store and opens up the potential for expansion into areas closer to other populations. 
Further investigation into spending investigated how this relates to the newspaper choice of the customer. This showed the business that the most popular papers among the stores highest spenders are the Daily Express and the Guardian. This was supported when looking at the average spend of the customers buying those papers, with the Daily Express and Guardian customers spend more on average per week in the store than any other. This kind of insight allows for the owners to position certain goods nearer to the papers that attract the highest spending customers. 
The analysis examined the interaction between the customers opinion of the council and the distance they live from the store. This found that 66% of people who were very discontented with the council lived within 100m of the Gwalia store. While the happiest customers lived between 200 and 340m away. This suggests that the closer a customer lives to the store, the more unhappy they feel towards their council. Store owners can use this information to reflect and insure they do not negatively affect the happiness of the local people. 
Despite the more local people being discontented by the council it did not negatively affect the amount of money spent in the store. Analysis on the opinion vs the spend indicated that there is no correlation between the two. The data found customers who held a poor opinion of the council were also among the highest spenders in the Gwalia store. This shows the owners of the store that local people likely do not also have a negative opinion of the store. 
The final section of analysis focussed on the opinions of the customers and their most regular newspaper purchased. This found that there was a correlation between the two sets of data. Customers who purchased the Times newspaper held the council in the highest regard, while the Daily Express and Guardian customers had the worst opinion. 
In conclusion, this data does provide some useful information that Gwalia can use to improve their business. However, there are also areas where the business could benefit from further research, such as qualitive interviews so that they get a more detailed data set. 
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Opinion vs Spend
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Opinion Vs Paper
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