Assessment Task 2: assignment: Deli Depot Case 

1) Assessment Details 
Analyse the Deli Depot case (all the relevant materials are accessible via Moodle). There are no maximum or minimum word limits for this assignment. More specific requirements for the assignment will be discussed in lectures. Tutorial time in a computer laboratory has been scheduled so you can develop an understanding of SPSS. This is essential for your assignment. Some lecture time will also be allocated to the project so that your lecturer can provide direction/make suggestions. Note that in lectures and tutorials you will work with a Deli Depot SPSS database. Assignment is worth 40% of total marks. 

Requirements (Your task): The aims of the report are: 
1) to inform the CEO (and the Board) how customers perceive Deli Depot and other issues related to fast food dining; and
 2) to develop a marketing program to lift the marketing and financial performance of the outlet under threat and the entire chain.
Write a business report in the following format:
Report Structure: 
1. Executive Summary
a. Major findings
b. Major recommendations
2. Introduction
a. Background (of the case)
b. Purpose (of this report)
c. Format (of this report)
3. Market Analysis*
a. Strategic marketing analysis including:
· Analysis of the marketing strategies and identifying the gaps for Deli Depot (This is based on your marketing knowledge and the marketing theories framework)
· Analysis of the current target markets and market segmentation for Deli Depot as well as the potential target markets (Based on the marketing theories and the Deli Depot case)
· Analysis of the current marketing program (Based on the Deli Depot case)
b. Customer analysis based on your findings through:
i. Descriptive statistics including at least: 
· Frequency analysis, Mean, Median, Mode, Variance and Standard deviation, Skewness and Kurtosis, some presented by graphs and cross-tabulated for the variables of your choice**. 
ii. Analytical statistics including:
· T-tests and ANOVA analysis based on hypotheses
· Hypothesis design for correlation, correlation analysis 
· Factor analysis
4. Marketing response based on your findings and the analysis (mainly from number 3 above). This will include: 
a. Recommended marketing strategies. 
b. Marketing issues such as current target markets, market segmentation, potential target markets, changes to the current marketing program
c. Inclusion of other possible questions in the survey 
5. Appendices: this will include all the analysis and graphs etc. that are not included in the body of the report. 

* Please note that conducting both part a and b in market analysis (number 3 above) is the minimum requirement for evaluation of the task.  
**You will need to use Cross-tabulation and graphs for a more in-depth presentation as well. For example for finding the combinatory results for the type of customers(based on gender) with different dining habits and the distance they travel to come to the restaurant, cross-tabulation will be useful. 

2) Criteria used to grade this task
Assignment marking criteria: Deli Depot group report 

	Criteria
	Marks
	Comments

	1.Executive Summary
a. Major findings
b. Major recommendations

	2
(1 mark each)
	


	2.Introduction
a. Background (of the case)
b. Purpose (of this report)
c. Format (of this report)
	1.5
(0.5 mark each)
	

	3.Marketing analysis
a. Strategic marketing analysis (marketing strategies, target markets & current and potential market segmentation, current marketing program)
b. Customer analysis (based on)
i. Descriptive statistics
ii. Analytical statistics

	23
a = 9 marks
b= 14 marks
	


	4.Marketing response (Strategies & recommendations
a) marketing strategies
b) marketing issues
c) questionnaire analysis

	12
a = 5 marks
b = 5 marks
c = 2 marks
	

	Presentation/Appearance
· English expression, degree free of spelling errors, formatting, use of tables, correctly referenced, etc

	1.5
	

	Total
	40
	


Grade:	___________		
Assessment 2. Project
Background Information 
Deli Depot

Deli Depot is a chain of fast food restaurants that positions itself as “quality home-style food”. Deli Depot caters for the lunchtime and early evening segments with outlets in the CBD and in major suburban shopping centres. Some leeway is granted to the restaurant manager in choosing the opening hours best suited to the target market and location. During the week the CBD outlets open for the breakfast trade and close mid-afternoon as most city workers tend to go straight home at the end of the work day. At the weekend, these outlets are opened for the lunch trade only on Saturday. Those in major shopping centres have extended evening hours as required under their lease agreements. Early and late evening movie goers represent a major proportion of customers in these centres. The restaurant locations are: two in the CBD and five in major shopping centres. Examples of the food range are:

Breakfast	omelettes, bakery items, sausages, bacon and eggs, cereals
Lunch		gourmet sandwiches, pastas, gourmet pizzas and hamburgers, salads	
Evening	lunch menu plus seafood, chicken- and red meat-based meals

The current management structure has been in place for the past two years and the three senior managers (direct reports to the CEO) have extensive fast food industry experience. 

Figure 1: Management Structure
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Senior management at Deli Depot has been reviewing the latest sales and profit figures for June 2009. The downward trend for both figures has continued for the fourth consecutive quarter although not every outlet is performing poorly. The key financial performance data are shown in the next two tables.






Table 1: Annual Financial Performance

2009
2010
2011
2012
2013
No. of Outlets
4
5
6
7
7
Sales $m
9.1
10.0
11.2
11.4
10.0
Gross Profit $m
1.8
2.5
2.6
2.5
2.1
Administration Expenses
1.0
1.2
1.2
1.1
1.0
Marketing Expenses
0.4
0.7
0.9
1.1
1.0
Net Profit $m
0.4
0.6
0.5
0.3
0.1


Table 2: Quarterly Financial Performance 2012-13
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The CEO is pointing the finger at the obvious person—the chief marketing officer (CMO). Marketing expenses have risen over the past five years from $400,000 in 2009 to $1m in 2013. The major concern is the outlet that was opened in a shopping centre only twelve months previously. The results have shown little improvement since the first quarter and the store generated a loss of $20,000 for 2013. This is before any allocation of HO expenses (administration and marketing). New outlets generally breakeven after twelve months. This new outlet was launched “in a blaze of publicity” with the CEO and the management team all spending time at the service counter and in the food preparation area. Deli Depot generated a significant amount of publicity earning press coverage and a mention on the local TV stations. Unfortunately, after the initial sales frenzy, customer numbers have declined and the outlet’s manager and staff have commented that they are not seeing regular customers to the extent that has been the hallmark of Deli Depot operations elsewhere. The CEO has tabled the notion of closing the newest outlet. The CMO is horrified as she recognises that damage to the brand could follow and hence, negatively affect the entire network. Whilst the CEO agreed with her comment he explained that unless the figures can be reversed the Board will demand the outlet’s closure, no matter what her arguments are. He instructed her to commission market research to uncover the public’s opinion on Deli Depot and demonstrate that the outlet has a future. 

Fortunately, the CMO already has a questionnaire available that has been used on three previous occasions and feels, with some reservations, it will suffice for this exercise. Despite her urging that market research be done every year as a means of tracking customer sentiment, the results of the first three surveys (2009-10-11) were so positive senior management saw no reason to continue the survey. Hence, there are no data for 2013 and 2013. The questionnaire covers:

1. perceptions of Deli Depot;
2. factors used to select a fast food outlet; and
3. classification variables such as gender, usage rates, etc.

Key results over the past three surveys are as follows.

Table 3: Past Market Research Results

Perceptions
2011
2010
2009


- friendly employees

  excellent food quality






6.8
6.7
7.8
- competitive prices
4.6
4.5
4.5
- 
8.9
9.1
9.1
Strongly Disagree
1
- wide variety of food
4.9
6.1
6.5
Strongly Agree
10
- best service
4.2
4.1
4.6
- great atmosphere
7.5
7.2
8.1
Selection Factors
2011
2010
2009
- friendly employees
4
1
3
- competitive prices
5
6
5
- excellent food quality
3
3
1
Most important reason
6
- wide variety of food
6
5
6
Least important reason
1
- best service
1
2
2
- great atmosphere
2
4
4
Classification Variables
2011
2010
2009
Likely to return
5.1
5.3
5.9
Definitely*
Likely to recommend
5.9
6.1
6.1
Definitely
1 to 7
Feeling
6.2
6.2
6.3
Highly satisfied**
1 to 7
Satisfaction level
5.0
5.5
6.0

Distance travelled
1.5
1.9
2.5
Kilometres
* Ranked from Definitely Not (1) to Definitely (7)
** Ranked from Not Very (1) to Highly (7)
Ranked from 1 to 10
Ranked from 1 to 6
Average Scores
Rankings


In addition, she decided that the questionnaire for the 2013 survey would have more value if she included a question about what the ‘average spend per visit’ was. She considered this vital because Deli Depot has estimated average staff costs per client and that food and drinks have a 100% mark-up. 




Table 4: Client Spend & Costs Per Visit
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The CMO’s marketing budget for 2013 has been held at the actual amount spent in 2012. No allocation was made for market research so the CMO will have to “rob Peter to pay Paul”—the expected $40,000 for the research will be taken from the other major marketing items on a pro-rata basis.

Table 5: Marketing Expenses & Budget 2008-13

2008
2009
2010
2011
2012
2013*
Marketing Expenses ($m)
0.40
0.70
0.90
1.10
1.00
1.00
Salaries & Associated Costs
0.20
0.30
0.40
0.48
0.45
0.40
Market Research
0.02
0.02
0.03
0.00
0.00
0.00
Advertising
0.10
0.20
0.25
0.35
0.33
0.35
Direct Marketing
0.02
0.04
0.06
0.08
0.05
0.06
Sales Promotions
0.05
0.08
0.09
0.11
0.10
0.11
Public Relations
0.00
0.05
0.05
0.06
0.05
0.06
Miscellaneous
0.01
0.01
0.02
0.02
0.02
0.02
* 2013 is the proposed budget


The major elements of the marketing program are:

Advertising		FM radio targeting young professionals—every week of the year
			local papers targeting families—constant throughout the year
Direct marketing	letterbox leaflets targeting all households within 5 kilometres of the outlet
Sales promotions	once a quarter “save 20%”—end of quarter promotion to boost customer numbers
	coupons (from the local papers) that can be redeemed for bakery items and coffee—every second month
	end of year competition—winner wins a trip (for four) to NZ
Public relations	end of quarter entertainment of selected members of the press representing the marketing and fast food industries

The “quality home-style food” theme is evident on all advertising and promotions material. Occasionally, other messages are included such as competitive pricing or speed of service but as a rule Deli Depot tries to limit the number of messages in any communication material.
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The Deli Depot Questionnaire
Screening and Rapport Questions
Hello. My name is ____ and I work for DSS Research. We are talking to individuals today/tonight about eating out habits.  
1. Do you occasionally dine out in restaurants?	__ Yes	__ No
1. Did you just eat at Deli Depot?		__ Yes	__ No
1. Is your annual household income $30,000 or more?  __ Yes __ No
1. Have you completed a restaurant questionnaire for our company before?  __ Yes   __ No
If person answers “Yes” to the first three questions and “No” to the fourth question, then say:
We would like you to answer a few questions about your experience today/tonight at Deli Depot, and we hope you will be willing to give us your opinions. The survey will only take a few minutes and it will be very helpful to management in better serving its customers.   We will pay you $5.00 for completing the questionnaire. 
If person says yes, complete the survey questionnaire.
DINING OUT SURVEY
Section 1:  Selection Factors
I am going to show you a list of attributes (reasons) many people use when selecting a fast food-restaurant to eat at.  Regarding your visits to fast food restaurants in the last 30 days, please rank each attribute from 1 to 6, with 6 being the most important reason for selecting the fast-food restaurant and 1 being the least important reason. There can be no ties, so make sure you rank each attribute with a different number.

	Attribute
	Ranking

	1.  Friendly Employees
	

	2.  Competitive Prices 
	

	3.  Excellent Food Quality
	

	4. Wide Variety of Food
	

	5. Best Service
	

	6. Great atmosphere
	




Section 2: Perceptions and Feelings Measures
I am going to read you a list of six attributes that could be used to describe Deli Depot. Using a scale from 1 to 10, with 10 being “Strongly Agree” and 1 being “Strongly Disagree,” to what extent do you agree or disagree that Deli Depot has:
	7. Friendly Employees
	Strongly                                                  Strongly
Disagree                                                   Agree                                                        
    1      2     3     4     5     6     7     8     9     10     

	8. Competitive Prices
	Strongly                                                   Strongly 
Disagree                                                    Agree                                                        
     1      2     3     4     5     6     7     8     9     10     

	9. Excellent Food Quality
	Strongly                                                   Strongly 
Disagree                                                    Agree                                                        
     1      2     3     4     5     6     7     8     9     10     

	10. Wide Variety of Food
	Strongly                                                   Strongly 
Disagree                                                    Agree                                                           
     1      2     3     4     5     6     7     8     9     10     

	11. Best service
	Strongly                                                   Strongly
Disagree                                                    Agree                                                        
     1      2     3     4     5     6     7     8     9     10     

	12. Great atmosphere
	Strongly                                                   Strongly
Disagree                                                    Agree                                                        
     1      2     3     4     5     6     7     8     9     10     



Using a scale from 1 to 10, with 10 being “Very much” and 1 being “Not at all,” to what extent do you experience any of the following feelings when you are at Deli Depot?:
	13. Sociable
	Minimal                                              Very much                                                                                                     
    1      2     3     4     5     6     7     8     9     10    

	14. Calm
	Minimal                                              Very much                                                                                                     
    1      2     3     4     5     6     7     8     9     10     

	15. Worried
	Minimal                                              Very much                                                                                                     
    1      2     3     4     5     6     7     8     9     10     

	16. Unpleasant
	Minimal                                              Very much                                                                                                     
    1      2     3     4     5     6     7     8     9     10     



Section 3:  Classification Variables
	17. How likely is that you return to Deli Depot?  
Please use a 1 to 7 scale, with 7 being “Definitely will return” and 1 being “Definitely will not return”.
	Definitely will not                  Definitely  will                                         
 return                                  return
 1       2      3      4      5      6      7     

	18. How likely are you to recommend Deli Depot to a friend?  
Please use a 1 to 7 scale, with 7 being “Definitely Recommend” and 1 being “Definitely Not Recommend”.
	Definitely Not                      Definitely                                              
 Recommend                    Recommend
 1       2      3      4      5      6      7     

	19.  How satisfied are you with Deli Depot?  
Please use a 1 to 7 scale, with 7 being “Highly Satisfied” and 1 being “Not Very Satisfied”.
	 Not Very                                Highly
  Satisfied                              Satisfied                                          
 1       2      3      4      5      6      7     

	20.  How many times a week do you eat at Deli Depot?
	0 = Light User (eats at Deli Depot
                   occasionally)
1 = Medium User (eats at Deli Depot
                   Less than 2 times a week)
2 = Heavy User (Eats at Deli Depot 
                  2 or more times each week)

	21.  How far did you travel to get to Deli Depot?
	1 = Came from within 1 kilometer.                     
2 = Came from 1 – 3 kilometers.               
3 = Came from more than 3 kilometers.



	  22.  On average, how much do you spend on each visit to Deli Depot?  
	1 = Less than $10
2 = $10 but less than $20
3 = $20 but less than $30
4 = $30 or more



Interviewer.   Do not ask.   Please circle the correct response.
	23.  Gender
	1
	Male

	
	0
	Female
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1st 2nd 3rd 4th Total

CBD #1

Sales $m 0.49 0.47 0.42 0.42 1.80

Gross Profit $m 0.12 0.11 0.09 0.09 0.41

CBD #2

Sales $m 0.42 0.41 0.40 0.38 1.61

Gross Profit $m 0.10 0.10 0.09 0.09 0.38

SC # 1

Sales $m 0.44 0.48 0.46 0.45 1.83

Gross Profit $m 0.10 0.12 0.11 0.11 0.44

SC # 2

Sales $m 0.35 0.36 0.36 0.35 1.42

Gross Profit $m 0.08 0.08 0.07 0.07 0.30

SC # 3

Sales $m 0.38 0.36 0.35 0.29 1.38

Gross Profit $m 0.08 0.07 0.07 0.05 0.27

SC # 4

Sales $m 0.41 0.35 0.36 0.35 1.47

Gross Profit $m 0.09 0.07 0.08 0.07 0.31

SC # 5 (newest) 

Sales $m 0.11 0.13 0.14 0.14 0.52

Gross Profit $m -0.01 -0.01 -0.01 0.01 -0.02

Total

Sales $m 2.60 2.56 2.49 2.38 10.03

Gross Profit $m 0.56 0.54 0.50 0.49 2.09
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Client spends $ 5.00 15.00 25.00 35.00

Staff costs $ 1.00 3.00 5.00 5.00

Difference $ 4.00 12.00 20.00 30.00

Food/drink costs $ 2.00 6.00 10.00 15.00

Gross margin $ 2.00 6.00 10.00 15.00

Food/drink mark-up 100%


