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Abstract
Most noodle based restaurants are targeting to improve their services by meeting customer’s expectations which are mostly influenced by age, income and level of education. The purpose of the study was to determine the important variables that may influence the sales per square feet of each restaurant to enhance expansion. The sample collected entailed data that was collected from 74 restaurants of the company. To get to the objective of the study, a descriptive statistical analysis and an analysis of variance was carried out. The study placed more focus on the effectiveness of loyalty cards marketing strategy to determine whether it can open opportunities for improvement.
Introduction 
Loyalty cards offer a great opportunity to increase sales because there is a likelihood of customers making repeat purchases. This is part of customer schemes that are attractive since customers feel more valued and this leads to more income generation. It is costlier to interest a new customer than to retain an existing one. Loyalty programs have a positive impact on customer lifetime. Retaining customers is a long term source of income and this can be achieved by building their loyalty (Noordhoff et al, 2004).  This report summarizes statistical results associated with the annual sales per square feet in relation to customer loyalty cards as a major variable. 
Sampling protocol
To collect sample data that would be reliable for this study, we based on the age, income and level of education. The company collected data from its 74 restaurants to track variables which included, loyalty card usage, sales per square feet, year on year sales growth and average sales per customer. Among the variables, the loyalty card was rolled out by the department to evaluate its effectiveness to identify opportunities for improvement.
Descriptive statistics
The following statistics was derived from the variables that were used
	
	Square Feet
	Per Person Average Spending
	Sales Growth Over Previous Year (%)
	Loyalty Card % of Net Sales
	Annual Sales Per Sq. Ft
	Median HH Income (3 Miles)
	Median Age (3 Miles)
	% w/ Bachelor's Degree (3 Miles)
	Annual
Sales

	Mean 
	    2,580.47 
	                   7.04 
	                    7.41 
	                  2.03 
	         420.31 
	           62,807.70 
	         35.20 
	               26.31 
	   1,059,381.31 

	Standard Deviation 
	       374.92 
	                   0.30 
	                    6.62 
	                  0.55 
	         137.24 
	           17,904.27 
	           3.65 
	                 7.00 
	     280,423.45 

	Skew 
	           0.53 
	                   0.90 
	                    0.49 
	-                 0.76 
	            1.24 
	                   0.30 
	-          0.17 
	                 0.14 
	               0.36 

	5 NUMBER SUMMARY
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Maximum
	3799
	7.97
	28.81
	3.38
	987.12
	114353
	43.5
	40
	1746600

	Minimum
	1251
	6.54
	-8.31
	0.29
	178.56
	32929
	24.7
	14
	499968

	Median
	2500
	7
	7.03
	2.07
	396.01
	62757
	35
	26.5
	1035749.21







The key metric that was used to measure performance was the annual sales per square feet. The following box plot was prepared for the annual sales.
Box plot for annual sales

Histogram for annual sales per square feet

Analysis  
According to the analysis, the highest annual sales per feet was 987.12 which was experienced when the square feet was lowest. When the loyalty card % of net sales was highest, the average spending per customer was 6.95.This shows there isn’t much spending because the amount is lower than the total average spending calculated earlier. At this point, the annual sales per square feet was 234.04 which is lower than the average annual sales per square feet. Thus, the restaurant experiences a less than average revenue when loyalty card usage is at its highest. 
	
	Square feet
	Loyalty card % of net sales
	Annual sales per square feet

	Maximum 
	3799
	3.38
	987.12

	Minimum 
	1251
	0.29
	178.56



Recommendations and implementations
Being one of the most popular marketing methods, loyalty cards offer opportunity to maintain and increase business. First, the firm should consider introducing additional loyalty programs as this would boost revenue better than having a single loyalty program. The loyalty card needs to be consistent for customers to know they are taken seriously. If not, it might give an impression that the restaurant is not consistent with other business elements. Secondly, a loyalty card should not be strict because customers want to feel that they are also benefiting (Noordhoff et al., 2004). It would be more beneficial if the company would add more loyalty programs such as free deliveries, advanced booking to avoid queueing and celebrating the customers’ special days. 
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