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Statistical Analysis
Name
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SECTION 1
Scope and descriptive statistics State the report’s objective. Discuss the nature of the current database. What variables were analyzed? Summarize your descriptive statistics
findings from Excel. Use a table and insert appropriate graphs.
The scope of the report is to study the relationship between various metrics on the businesses performance and harness the resultant findings to guide management in decision making. Using measures of central tendency, we get the mean and median of each variable over the 74 stores in order to understand on average where we are as a firm. Measures of variability will aid in understanding the spread of variables over different branches i.e. sales growth in order to understand where each stand in our performance metrics. Using the scatter plot and the fitted regression line we will see how chosen variables affect and the extent of this effect and its significance. 
The findings are used to see which changes are to be made in operations so as to drop inefficient initiatives and adopt other methods with better results. The objectives of any business are to optimize revenue while at the same time minimizing unhelpful expenses i.e. reducing funding on ineffective marketing campaigns (Finlay, 2010). Ultimately the report seeks to advise managers on where to reduce inefficiencies while at the same time recommending more robust methodologies that promise better results in terms of profitability and expansion potential.
We analyze the following variables:
Sales growth- This the magnitude of improvement in sales over a given period of time
Median income- This is the closest estimate of the typical earnings of a particular household or individual as specified.
Loyalty card usage- This is the use of an electronic plastic card to complete a purchase transaction. This provides the store owner with the information on consumer preference whose specificity to each person guides the firm to make targeted modifications to their offers in order to maximize revenues
Sales per square feet- This is the per unit sales in a business for each square foot of premise that they occupy.
The summary of the descriptive findings in excel are as follow;
(find the table and graphs in the excel spreadsheet)
 The relationship between batch deg % and sales is increasing and hence showing that sales increase as get to a higher Batch deg% albeit at a small marginal rate. A higher batch Deg% leads to higher sales.
The relationship is increasing between median income and sales per square foot.
the relationship is weakly increasing between median age and per square foot sales higher median age means higher sales up to a point at 45 years where the is a decline.  The stores should target the middle ages.
According to the scatter loyalty card and sales growth possess weak or no relationship at all based on the data. Loyalty cards have a very small effect on sales growth and the business should invest in other loyalty mechanisms that deliver better results.
SECTION 2
(Find in excel spreadsheet analysis of the database)

SECTION 3
From the excel analysis of the spreadsheets we find the following:
The sales improve dramatically with higher median income and hence the firm should endeavor to intensify its presence in neighborhoods with higher median income. The college educated people have better incomes and hence more likely to have higher disposable income (Poole, 1997). The analysis in our case confirms this stance. This policy should therefore be maintained or increased.
People in the middle ages seem to be the best for sales as the scatter plot clearly shows. Therefore, the policy to target the age group of 25-45 years should be maintained because it is more effective than any other alternative.
The loyalty card program should be dropped. It has little effect on sales growth and cannot justify the investment in it. By eliminating it the firm frees up resources and time to invest in a more effective measure to boost sales.
The loyalty program is weakly positively correlated with sales growth. This is not significant to justify continuous usage of it as a measure to underpin revenue growth. It is recommended that this program be stopped due to insignificant contribution to sales growth.
From the findings from the scatter plot, we see that the median age is a stronger influence on sales growth. It is recommended that a targeted marketing campaign be instituted to reach the age group of 25-45 years. This campaign should double down on the needs of this age group such as convenient location, service speeds and convenience and the need for this demographic to identify with celebrity figures.
Data to be collected pertaining target population 
1. Tastes and preferences on the fast food. This way we get the most popular food and hence reduce use of money on unpopular treats. By doubling down on popular food, we improve sales growth.
2. Average spends per meal. This information will help optimize profit by understanding spending habits.
3. The gender of the customer. This can be set as a dummy during analysis in order to specific population segments.
The data will be collected through a survey using questionnaire. The respondents will fill a designed questionnaire. The data from this will be obtained and collated to draw better findings. This data is the way to know the strength of the business in the eye of its customers. Company policy emanating from this analysis will be most effective in improving the sales growth.
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