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Hobbit’s Choice Ambience 
 

Research Objective:  
​ To find if there is a relationship between drive time and ambience variables.  
 
Recommendation: 
​ Based on the data below, it is suggested that if the drive time to the restaurant is less than 
30 minutes the ambience needs to entail elegant decor and large variety of entrees. There is also 
good indication that Hobbit’s Choice Restaurant have a wait staff in tuxedos, string quartet, unusual 
desserts, and unusual entrees.​​  
 

Variables Correlated with Prefer Drive Less than 30 Minutes 

Variable Correlation Strength 

Variables positively correlated* 

Prefer Elegant Decor** 0.819 Strong 

Prefer Large Variety of Entrees** 0.806 Strong 

Prefer Formal Wait Staff Wearing Tuxedos** 0.799 Moderate 

Prefer String Quartet** 0.788 Moderate 

Prefer Unusual Desserts** 0.768 Moderate 

Prefer Unusual Entrees** 0.765 Moderate 

Variables negatively correlated* 

Prefer a waterfront view** -0.805 Strong 

Prefer simple decor** -0.793 Moderate 

Prefer Jazz Combo** -0.532 Moderate 

*all statistically significant at the 0.01 level 

**Based on a 5-point scale, 1= “Very Strongly Not Prefer” and 5 = “Very Strongly Prefer” 
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Summary: 
The positive relationship between the variables indicate that if the drive time to Hobbit’s Choice 
Restaurant is less than 30 minutes, then the customers will also prefer elegant decor, large variety 
of entrees, formal wait staff, string quartet, unusual desserts, and unusual entrees. This can be 
derived from the strong/moderate positive relationship between the variables, which indicates that 
a relationship exists. 
 
 In contrast, if the drive is less than 30 minutes, the customers dining at Hobbit’s Choice Restaurant 
will not prefer a waterfront view, simple decor, and jazz combo. There is good evidence within the 
correlation analysis indicating that the relationship between these variables are strong/moderate 
negative relationships. 
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Unusual Desserts and Entrees 
 
Research Objective: 

To determine if older or younger people prefer unusual desserts and unusual entrees.  
 
Recommendation: 
The research revealed that the older the person gets, 
the more likely they are to prefer both unusual entrees 
and unusual desserts. It is recommended that: 

●​ If the restaurant targets a younger target 
market, unique desserts and entrees do not 
need to be a focus of the marketing efforts 

●​ If the restaurant is targeting and older target 
market, unique desserts and entrees do need 
to be a focus in the marketing efforts 

 
 

Variable Correlation Strength of Correlation 

Prefer Unusual Desserts -.483 Weak 

Prefer Unusual Entrees  -.520 Weak 

Scale Range 1-5: 1 = Strongly Not Prefer 5 = Strongly Prefer 

 
Summary: 
The negative correlation for both of the variables indicates that the older the person gets, the more 
likely they are to prefer both unusual entrees and unusual desserts. Since the data is recorded by 
the year they were born rather than the age itself, a higher number for age translates to a younger 
respondent. However, these correlations are fairly weak. 
 
The significance level for both variables was <.001 which means that we reject the null hypothesis. 
In other words, there is a significant correlation between the respondents age and whether or not 
they prefer unusual desserts and unusual entrees.  
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Demographic Makeup of Probable Hobbit Patrons 
 
Research Objective: 

To figure out the target market including Income, Education, Gender, & Zip Code 
 

Target Market Suggestions 

Income: Over $100,000 

Education: Bachelor's and Higher 

Gender: N/A 

Zip Code: B (3,4, & 5) 

 
 
Households Income: The highest percentage group of probable patrons have a household income 
of $150,000 and above and makeup 50.9% of total probable patrons. However, those who have a 
household income of $100,000-$149,000 also makeup a good percentage of probable patrons at 
36.4%. Combined these two groups make up 87.3% of total probable patrons, which is what we 
suggest for your desired target market.  
 
Education Level: Those who have obtained a Bachelor Degree makeup the highest group of 
probable patrons at 60.0%. However those with a Master’s Degree also made up 30.9% of the 
patrons and Doctorate Degree made up another 6.4% so combined they create a favorable target 
market consisting  97.3% of the patrons. We suggest targeting partons with a Bachelor Degree 
and/or higher. 
 
Gender: Although the male respondents had a higher percentage, there is no correlation between 
the variables because the significance level is >.05. Therefore, there is no advantage to targeting one 
gender over the other.  
 
Zip Code: The B zip code range (3,4, & 5) is the strong majority and most likely to visit the 
restaurant. There is a strong correlation between the location and likeliness to patronize. Zone B 
would be a great location for a Hobbit Restaurant. 
 
How We Recoded the Variable: We recoded the variable named ‘likely’ because it was a likert scale 
with a scale ranging 1-5 (1=very unlikely, 3=neither likely nor unlikely, 5=very likely). When 
running a cross-tabulation analysis, we need to have a dichotomous scale (Ex: yes/no). We grouped 
the variables 1, 2, & 3 together as 2 (Not Probable Patron) and grouped 4 & 5 together as 1 
(Probable Patron). Since the variables 1, 2, & 3 range from “Very Unlikely” to “Neither Likely Nor 
Unlikely” we assume these people will not patron the restaurant. Since the variables 4 & 5 range 
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from “Somewhat Likely” to “Very Likely” we assume they would have a greater chance patroning the 
restaurant. We want to target those are likely to patronize the restaurant.  
 

Respondent Who Are Likely to Patronize 

Demographic Variable Highest Group Percentage* 

Household Income $150,000 + 50.9% 

Education Level Bachelor’s Degree 60.0% 

Gender Male 53.6% 

Zip Code B (3,4, & 5) 82.7% 

*Percentage is based off total numbers of respondents who were likely to patronize. Does not include those who are unlikely to patronize.  
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Advertising Mediums 

 
Research Objective: 

To determine whether or not City Magazine is a viable advertising medium. In addition, are 
there other promotion vehicles that should be considered? 

 

Type of Radio Programming Listened To 

Easy Listening ​​ 53.7%  

Talk/News ​ ​ 36.1% 

Total​ ​ ​ 89.8% 

Type of Newcast Watched 

6:00pm​ ​ 76.4%  

10:00pm ​ ​ 18.2% 

Total​ ​ ​ 94.6% 

Section of Local Newspaper Read 

Business ​ ​ 49.0%  

Editorial ​ ​ 31.7% 

Total​ ​ ​ 80.7% 

 
City Magazine: Based on our findings, we can see that City Magazine is a viable advertising 
medium. When asked, “Are you subscribed to City Magazine?” 88.2% of respondents said yes. All 
are viable, as we can see by the percentages of likely patrons. 
 
Types of Radio Programming Listened To: If Jeff wants to use other promotional vehicles as well, 
we’ve listed our top two recommendations below based on vehicle type. We found that 98.2% of our 
participants listened to the radio with Easy Listening and Talk/News combining 89.8% of radio 
listeners. These would be a great place to advertise on the radio. 
 
Types of Newscast Watched: Our findings concluded that 100% of people surveyed watched the 
Newscast. Of that 100%, 6:00pm and 10:00pm slots make up 94.6%. We recommend these time 
slots for ads on television. 
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Section of Local Newspaper Read: 94.5% of surveyors said they read the newspaper. We see in the 
table above that the Business and Editorial section of the paper make up 80.7% of reader. We 
concluded that Jeff should put print ads for Hobbit in these sections. 
All are viable, as we can see by the percentages of likely patrons. 
 

Respondent who are likely to patronize 

Demographic Variable Highest Group Percentage* 

Do You Listen to the Radio? Yes 98.2% 

     Radio Programming Easy Listening 53.7% 

Do you watch the Newscast? Yes 100% 

     Newscast Most Watched 6:00pm News 76.4% 

Do you read the Newspaper? Yes 94.5% 

     Section of Local Newspaper Business 49.0% 

Are you Subscribed to City 
Magazine? 

Yes 88.2% 

*Percentage is based off total numbers of respondents who were likely to patronize. Does not include those who are unlikely to patronize.  
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Appendix 
Question 1 

 
 
 
 
Question 2 
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Question 3
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Question 4 
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