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Preface

Customer satisfaction is unquestionably a major topic of discussion for most business managers.  In order to meet customers’ satisfaction, managers need to have an understanding of what their customers value.  The intention of this report is to take a look at who are Common Grounds’ (see glossary) customers and the best methods to implement in order to help improve customer satisfaction.  As consultants, our task is to review the situation, conduct research, and make recommendations.  

A recent survey was conducted at various locations requesting individuals to rate different aspects of the services conducted at Common Grounds.  After recording the results of the survey, it was determined that basically three different areas fell short of meeting customer satisfaction.  These three areas are price, variety, and atmosphere, which will be discussed in depth later in the report.  Overall, Common Grounds was not rated extremely low nor extremely high but was rated between the two extremes.  In order to be a successful business manager, one must not just meet customers’ expectations but exceed them.  For this reason, Common Grounds needs to consider some changes in their current operations.  This report will fully explain the reasons for these changes and recommendations for implementing these suggestions.

One of the most important steps in meeting customer satisfaction is to listen to the customer.  It is not enough to survey the customers but more importantly, listen to what they have to say.  Look at more than just what they need but what they require.  Requirements are those services, products, or qualities that customers need for satisfaction not just want.  Knowing that college students are Common Grounds’ primary customers, what attributes must they have?  Most college students expect quality, value, and a wide range of offerings.  They have limited budgets and must get the most with the money they are allocated.  Students are looking for the best deal they can find (which involves both price and quality).  

The customers of Common Grounds are comprised of a diverse group looking for different options.  We live in an ever-changing society that means what a college student may require this year may change next year.  This is one more reason to have a flexible menu with a variety of options, which proves to be an important factor for students in deciding where to dine.

Besides price and variety, this report will examine another area considered to be important to customers and that is the atmosphere.  Cleanliness is a top priority for most customers and can make a difference as to whether they visit the restaurant again.

This report will discuss the three major areas of customer concern mentioned above and

recommendations will be made for improving customer service based upon careful research.

Executive Summary

This report analyzes Common Grounds’ business and suggests ways to improve customer satisfaction.

Pricing of Items

The price of selections at Common Grounds scored the lowest points among all other facets as indicated in our recent survey because consumers are more value conscious today than ever before, especially college-age students (and particularly those students paying their own way through college).   Customers want to maximize the value they receive for the price they pay.  

Menu Variety

The next lowest scores on the survey dealt with the menu/selections offered at Common Grounds.  Students definitely want more options available and new items on a regular basis.

Atmosphere
Having the best tasting, affordable food and a wide range of items on the menu is not enough to keep customers satisfied.  Customers also need an inviting atmosphere, such as clean eating spaces, enjoyable music, and comfortable furniture.  These aforementioned ideas are only a handful out of hundreds of things, but it is our opinion, and of the surveyed customers, that these three areas are the most crucial to promoting a restaurant that feels friendly and makes people want to be there.

Suggestions for Improvements

We first propose that in order to improve the prices of items, Common Grounds should implement “value meals.”  This would allow a customer to buy a sandwich, a side, and a drink for a set price.  Subway or Quiznos can be looked at for a comparison and ideas on how to do this.  Another thing to improve is the marketing of the prices.  Menus that are easier to read would allow customers to be more certain of how much they are paying for each item.  This can be accomplished by grouping the items according to categories (i.e.: sandwiches, drinks, desserts, soups, and etc.).

We next suggest that Common Grounds works on improving the menu.  They could introduce a new item to the menu on a regular basis (e.g.: once per week).  The business could also have “special items.”  These are sandwiches, drinks, and etc. that will only be offered for a limited time.  This would keep customers coming to the coffee shop in order to see what is new.  Also, promote healthy items.  Many college students are concerned with their appearance and their health.  If healthy choices are offered, many students will eat at Common Grounds over the competitors because they will be eating better.

Finally, the atmosphere of Common Grounds needs to be improved.  The dining area needs to be kept cleaner.  Also, new furniture would definitely help to promote a more inviting and appealing atmosphere.  Try getting new chairs and more comfy couches/armchairs to make the customers feel welcome.  Next, try different music.  Play jazz in the background, which will promote conversations and relaxation.  In addition to that, try changing the feel of the atmosphere according to the time of day.  Have more upbeat music, brighter lights, and energy promoting drinks during the morning and afternoon.  For the evening, have the music be mellow, the lights dimmer, and the drinks aimed at relaxation.

Benefits

These changes will not be easy to implement, and it will take strong management in order to get the new system perfected.  We predict, though, that if all of these suggestions are carried out by May of 2003, then Common Grounds will see a four percent increase of patronage over the next five years, which will most definitely continue to increase over an expanded period of time.  

Introduction

At Millikin University, students, faculty, and staff have always had many places to choose from for dining.  Also, these restaurants have had the assurance that they would always be in business because of student and school support.  Therefore, many of these places are no longer providing service and high-quality food to the highest of their capabilities.  Such is the case with Common Grounds.

As such, Common Grounds is slowly losing customer loyalty and not gaining new customers.  Thus, it is important that changes be implemented immediately in the running of Common Grounds in order to assure customer satisfaction and to keep it running competitively against the other eating locations on campus.  In light of these problems, Michael O’Conner, Project Manager, has asked a group of consultants to take a closer look at this matter and to propose some solutions.

Statement of Qualifications
PPM Consulting is a family owned business founded in 1964.  After being in business thirty-eight years and helping multitudes of businesses, we have expanded our services to include branches in such cities as New York City, Washington, DC, and even abroad to include London, England.  Our employees are very professional with outstanding credentials.  Pei-chun Shih is our Marketing Analyst with an emphasis in small business management, Pam Smith is our Finance Manager, and Michelle Deterding is our Customer Relations Counselor.  PPM Consulting is dedicated to making a difference in your business.

Purpose

The purpose of this report is to get Common Grounds to agree to implement our suggestions for specific areas in the restaurant.

Benefits

The benefits of improving various areas at Common Grounds are numerous.  First and foremost, the customers would be better satisfied.  This would allow for customer loyalty and could bring in people who would otherwise never eat there.  Another benefit is that the students would have a reasonably priced, fun place to go on campus, instead of taking their business elsewhere.  Therefore, this would benefit both the students and the school.  

Methods

In preparing this report, our group has interviewed a manager, Sandy Boehm, at Common Grounds.  We found out a lot of background information about the running of the business by doing this.  Also, we have surveyed approximately 75 people on issues concerning Common Grounds.  These surveys were taken at Common Grounds, at the cafeteria, and at random locations in order to get the best possible sample of the campus.  The ways that we have researched our topic are the best ones that could be made for our group and our topic.  Primarily, these two forms of research (interviewing and surveying) 
allowed us to reach the most wide-ranging opinions and suggestions.  The interview allowed us to talk to someone in the business for some background information, and the survey permitted us to get opinions straight from the students about their likes and dislikes concerning Common Grounds.  Many other approaches would not have given us as many ideas and honest opinions about what to change and what to leave alone with this particular business.

Work Plan

	February 20 
	Interview manager at Common Grounds

	February 25 
	Have final draft of the survey

	March 4
	Hand out survey

	March 11
	Compile results of completed surveys

	April 8 
	Rough draft of proposal due

	April 12 
	Final draft of proposal due

	April 19 
	Rough draft of paper due

	April 22 
	Make final corrections and prepare for the oral presentation

	April 29 
	Deadline for the final project


Figure 1

Work Plan

The following report sections will explain the three main areas of our research.

Pricing

Number One Complaint

The price of selections at Common Grounds scored the lowest points among all other facets as indicated in our recent survey (see chart below – question #7).  This also correlates with the findings of Dinner Decision Making.  Their research indicated that four main qualities of a restaurant contributed to the customer’s value impression.  These qualities were reasonable prices, great-tasting food, portion-size, and hours the restaurant was open (Restaurants USA).

	

	

	Results of Survey By Question By Location
 
Survey 1
Survey 2
Survey3
#2
3.77
2.86
3.68
#3 
3.50
2.69
3.45
#4 
2.95
3.14
3.09
#5 
3.64
3.23
2.95
#6
3.46
3.14
3.00
#7 
2.41
2.57
2.57
#8 
3.82
3.23
3.50
#9
3.71
2.85
3.23
Minimum
2.41
2.57
2.57
Median
3.50
2.86
3.09
Average
3.32
2.91
3.11
 
 
Survey 1   Common Grounds Lunch 
Survey 2   Cafeteria Lunch 
Survey 3  Random  
Figure 2

Results of Completed Surveys
	

	
	


Consumers are more value conscious today than ever before, especially college-age students (and particularly those students paying their own way through college).   Customers want to maximize the value they receive for the price they pay.  Thus, our study must look at value as well as price.  

When looking at the prices on the menu, we must also ask, “Who are the competitors?”  Before taking a look at various pricing, we must narrow down whom Common Grounds is competing against.  Our research will compare the pricing of those competitors with Common Grounds.

In addition to pricing, value, and competition, we shall also look at ways to cut costs of overall expenses.  This should contribute significantly to lower prices that the customer must pay.

Last, but not least, there are marketing ideas.  How can we use pricing to attract more customers into walking into Common Grounds and trying their menu?  There are special gimmicks that can be used in relation to pricing that will attract new customers and retain current customers.   It is important to gain customers’ loyalty.

Competition

First we shall look at which restaurants Common Grounds is competing against.  The main restaurants are listed below (within vicinity of Millikin University):

· Lock, Stock & Barrel (see glossary)

· MU Cafeteria (see glossary)

· The Doghouse (see glossary)

· The Red Couch (see glossary)

We shall also compare pricing with a few coffee shops located in various Universities such as:

	· Texas A&M (see glossary)
	· UIUC (see glossary)

	· IWU (see glossary)
	· State College (see glossary)


Brief Description of the Restaurants 

A brief description for each of these restaurants can be found in the glossary located in the back of this report.  Though each of these restaurants is being used for price comparison, it must be noted that the menu of each restaurant has some variation.  They are not identical menus.  It is difficult to compare pricing item by item since the menus vary greatly from restaurant to restaurant (see appendix for a breakdown of pricing by category).  For this reason, an average price for each restaurant was taken for comparison. The chart below depicts the results after taking the average price for each restaurant.


[image: image16.wmf] 


Figure 3

Average Menu Price of Competition

Prices

As indicated from the graph above, Common Grounds actually is comparable in their prices with most of the restaurants that were researched.  Lock, Stock & Barrel does have higher prices but has an entirely different menu than the other restaurants.  In comparison to The Doghouse and the other coffee shops, Common Grounds is fairly close within their price range. Yet, our survey indicated that Common Grounds was high priced.  This must be a perception problem among the customers.  Any management course will teach you that perception is reality.  Evidently, customers have perceived that the prices are high, and this has become a reality to them.  It will be a difficult task for Common Grounds to change this perception that the customers have towards their prices.  It seems apparent from our comparison that pricing is really not the issue at hand.  Management must look elsewhere, especially at the following issues, to improve customer satisfaction:

· Value pricing (offering special deals)

· Variety (as discussed in next section of report)

· Marketing

Value

Millikin University’s Cafeteria was initially listed as part of our price comparison.  The cafeteria pricing was not included in the price comparison chart above because a flat fee is charged per meal for a certain number of meals per year.  The main reason that the cafeteria is a major competitor is value.  Millikin students receive more for their money in the cafeteria than they will at Common Grounds.  Common Grounds is priced item by item whereas the cafeteria is priced by meal including multiple trips to the food bar.  This provides tough competition for Common Grounds.  A strategy needs to be developed so that customers will receive more for their money.  Offering a selection of items for one price will get the customer’s attention.  This makes choosing a selection much quicker and easier.  Customers will feel they are getting more for their money.  This is a typical practice at Subway and Quiznos.  At these local restaurants, value meals are offered which include a sandwich, chips, and drink for one low price.   Common Grounds needs to attempt to offer such deals giving the customers a little more for their money.  More details concerning menu variation will be discussed in the next section of our report.

Marketing

The right kind of menu can be a perfect marketing tool and may determine to a large degree the success of your business.  The configuration of the menu board can be very important.  Can the customer easily read the board, easily read the prices, and quickly find their selection?   First, the menu needs to be fairly simple, enabling the customer and the employees to familiarize themselves with the menu.   In comparing Common Grounds menu to The Doghouse, it is much harder to read.  Sorting the menu items into groups such as sandwiches, drinks, desserts, salads, etc., makes the menu much easier to read. (See comparison photos below).  If a customer can easily read the menu, they will make their selection much quicker, which causes the line to move faster and provide better service.
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Figure 4

Photo of  “Doghouse” Menu Board
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Figure 5

Photo of “Common Grounds” Menu Board

Although Common Grounds has some distinction between items, it is still hard to distinguish groups of items quickly.  The menu needs to be understandable and “espresso friendly.”  Emphasizing the menu items and downplaying the prices will make a significant impact on the customers.

Besides the menu board, Common Grounds needs to advertise more, especially in announcing any specials they will be promoting.  There are several types of media that can be used in marketing their products such as Millikin’s Campus Announcements, The Decaturian, Herald & Review, Campus Connections, etc.  

In addition to the menu board and other advertising, employees can market the products as well.  Employees have a large impact on the sale of products.  Employees can market the product by familiarizing themselves with the menu and learning how to make the product quickly, while at the same time not jeopardizing the quality.  

Common Grounds needs to find that special knack.  They need to find at least one product that they can make their specialty and market it well.  Most restaurants are known for at least one specialty item such as a terrific coffee, desert, steak, etc.  Once Common Grounds finds that specialty and becomes known for it, customers will not be concerned with the price.  

If some of these marketing strategies are executed, the high price perception that the customers have will slowly fade.

The next section of our report will continue to discuss the importance of the menu and the changes that can be implemented as part of improving customer satisfaction.

Menu Variety

Second Largest Complaint

According to the survey we did in the early part of this semester, we found that there is a high percentage of students at Millikin who are not satisfied with the menu provided at Common Grounds. As a result, in this part, we are going to propose looking at a variety of similar coffee shops’ menus and determine menu options that can meet customers’ need. 

The research was conducted through the Internet and library resources. At the same time, we observed the coffee shop at The University of Illinois at Chicago and compared the differences. 

We will also display what other coffee shops have done with their menus, and analyze Common Grounds’ competitors at Millikin to show its advantages and points to improve. 

Analysis of Common Grounds’ Current Menu

Common Grounds does have an advantage at having a variety choices for customers. 

Here is Common Grounds’ current menu:

	Items
	Details

	Bread 
	 Various bagel, Croissant, White/Wheat/Rye toast

	Cheese 
	 American, Swiss, Colby, Provolone

	Meat 
	 Turkey, Ham, Beef, Chicken

	Panini
	 Various kinds available

	Drinks
	 Coffee, Cappuccino, Mocha, Espresso, Tea, Soft drinks, Misc. Specialty

	Dessert
	 Cinnamon Roll, Brownie, Cheesecake, Sundae

	Soup of the Day, Cookie of the Day, Coffee of the Day  


Figure 6

Details of “Common Grounds’” Menu

As a small campus coffee shop, Common Grounds does have a great variety of choices for customers. However, do those items really meet customers’ needs? The main market for Common Grounds is the students and faculty at Millikin. Therefore, we chose to have a survey to investigate the level of satisfaction. It seems that Common Grounds still has lots of space to improve and to attract the customers to dine there instead of other restaurants. 

Main Competitors 

First of all the major competitors of Common Grounds on campus are Quiznos, the cafeteria, and The Doghouse, which all accept the student meal plan. Let’s take a look at their menus:

· Quiznos and The Doghouse basically only supply sandwiches, side orders (e.g.: fries, chips, etc.) and drinks.

· The cafeteria changes its food items more often than other restaurants on campus and is set-up as a buffet. 

But compared to those competitors, Common Grounds has these advantages:

· a larger variety of food

· a consistent high quality of food

In conclusion, Common Grounds has the ability to compete with other restaurants. So why are students and faculty not satisfied? In the next section, we are going to discuss this topic.

Ways to Attract Customers 

A manager’s attitude plays an important part in running a successful business. We can understand how much the head manager of Common Grounds, Sandy Boehm, wants to improve the revenue by interviewing with her. She indicated there might be room for flexibility within the menu. We can see the possibilities in these points:

· Frequency of menu changing

· Attractive combination with less expensive price

· Healthy consideration 

Frequency of Menu Changes

We can find that students and faculty at Millikin get tired of eating the same food all the time. When they look at the menu, they do not know what to choose, besides the same old tried and true option, so they will go to other places. Therefore, it is necessary to change the menu regularly. As the survey shows that they dine at Common Grounds three times a week in average regularly.  If Common Grounds can promote new items once a week or have other changes to the menu, customers will have a fresh feeling and will have curiosity to know what’s new for this week. Of course, they will come and try it. 

Attractive Combinations with Lower Prices

Common Grounds has the advantage of having many choices, and it lets students who use a meal exchange for specific items, such getting a sandwich, chips, and a drink in exchange for one of their meals during the week. That’s a good option for students who have meal plans, but for those who using flex dollars or who pay with cash, Common Grounds can seem expensive. Therefore, a good way to attract those potential customers is let them have the same options. Our suggestions are: 

· For breakfast: setting 3 dollars for a meal, which includes any kind of bread with an egg, any kind of cheese, and a large drink

· For lunch: setting 6 dollars for a meal, which includes any kind of sandwich with any kind of meat, cheese, lettuce, tomato, chips, and a large drink or a cup of soup

· For dinner: setting 6 dollars for a meal, which includes any kind of sandwich with three toppings (excluding a choice of meat), chips, and a large drink or a cup of soup

Common Grounds should also promote some specials for season changes and/or holidays. For example, as the weather is getting hot, it can promote some combo with ice cream. For Easter, it can serve Easter eggs or candies for customers to choose as a dessert. 

Healthy Consideration 

Americans have problems with obesity, especially for college students. They usually pay less attention to what they eat. Therefore, Common Grounds, as one of the most popular places for Millikin students to eat, has the responsibility to help take care of the students’ diets. Common Grounds can promote veggie sandwiches having fewer calories, fresh and multiple choices of tossed salad and fruits salad. It also can have a list of nutrition facts for the food they serve to let students know what they have eaten today in order to promote healthier choices.

Atmosphere

Number Three Complaint

Having the best tasting, affordable food and a wide range of items on the menu is not enough to keep customers satisfied.  Customers also need an inviting atmosphere, such as clean eating spaces, enjoyable music, and comfortable furniture.  These aforementioned ideas are only a handful out of hundreds of things, but it is our opinion, and of the surveyed customers, that these three areas are the most crucial to promoting a restaurant that feels friendly and makes people want to be there.  Therefore, the following suggestions on improving the quality of the atmosphere/ambiance of Common Grounds are based primarily on those specific qualities.

Areas to Improve

The following ideas are the main issues to be addressed at the present time.  If these four suggestions are adhered to, then the atmosphere of Common Grounds will have made gigantic strides to becoming a warm, inviting locale on the campus of Millikin University for the students, as well as other customers.

Cleanliness

First and foremost, customers must feel that the restaurant is inviting in its appearance.  This can be accomplished by keeping the tables, floors, and chairs clean.  According to our survey, many customers complained of dirty tables.  This definitely will not have the customers wanting to visit the coffee shop again.  Everything must be spotless in order for customers to feel “safe.”  In our modernized world with hundreds of products dedicated to killing germs and cleaning up messes, many people, especially college students, do not want to be at a place that appears as though none of these products are being used in the dining and kitchen area.  

Furniture
Another area that should be worked on is that of the furniture.  The furniture in Common Grounds is in desperate need of being refurbished.  The chairs are looking ragged and even have the material worn off in some places.  This most definitely does not make for having a good atmosphere in a coffee shop.  A restaurant such as this is meant to have people hanging out while working on homework, meeting with others, and just relaxing.  If the furniture is not attractive (i.e.: in good condition) and comfortable, people will not want to spend any time on it, which in turn equals no business.
Floor Layout

Also, Common Grounds is not set-up in a way to invite people in for conversation, food, and drink.  The tables are crammed together, which allows for people feeling claustrophobic and the conversations as not private.  Therefore, take some the tables out.  It is not necessary to have a lot of space squandered by tables that are not being used in the first place.  Instead, it would be best to put in more chairs that are for relaxing, such as couches and other nice, plush chairs with inviting cushions that not only appear as extremely comfortable but that are so.  Rearranging the seating areas and what forms of chairs, etc. are offered would encourage people to stay at the coffee shop, instead of taking their food to their rooms to eat.

Music

Another area that would promote a better ambiance is the music.  Many times the music is either too low to be heard or is loud enough to drown out any attempts at decent conversation.  Also, pop, and other forms of music, is not fitting for Common Grounds.  Even though most students will say that they do neither listen to nor like jazz, it usually is the music of choice for coffee shops.  Jazz is great for background music because many times it is does not have lyrics, so it does not need to be turned up in order to hear the words.  Instead, it can serve well as background “noise.”  In other words, it helps drown out the surrounding din of many conversations, while allowing people to enjoy having some music to focus on and relax to.

Dayparts

Another thing that Common Grounds could do in order to provide a better atmosphere is to change what the shop is like according to specific periods during the day.  For instance, the morning and afternoon is best suited for a mood to keep students and faculty upbeat.  Have specific types of food that promote healthy attitudes, such as vegetarian entrees, fat-free choices, etc. so that the customers will feel better by eating better.  Also, play jazz that has more upbeat, faster paced rhythms.  As evening and the night approach, start to serve drinks and food that promote slowing down.  Serve coffees that are known for promoting relaxation and unwinding after a busy day.  Perhaps even serve some “mocktails,” which are virgin cocktails.  Many people want a nice wine or other alcoholic drink at the end of the day.  Since this coffee shop definitely cannot serve alcohol, make drinks that taste the same but do not contain alcohol.  This can fulfill people’s needs for a fruity tasting drink and the likes.  And do not forget to have the jazz become mellower, as this will be conducive for relaxing in nice, cozy chairs with a great tasting drink after a long day.  

After conducting research on this issue, it was found that there is at least one coffee shop that does rotate its atmosphere in such a manner.  

So how does the whole idea work?  It lies in what Stenzler refers to as the ‘day-to-night’ nature of their concept. Xando’s coffee attracts the most business in the morning and afternoon, while its bar attracts the lat-night crowds. Complimenting Xando’s slow times is the Cosi Sandwich Bar, with its prime business hours occurring during the lunch and dinner hours.  Bring these two concepts together and –bam--you have five booming dayparts.  ‘We flip-flopped dayparts,’ says Stenzler. ‘Our pace has absolutely increased in the afternoon and night. Cosi took that to a whole new level.’ To adapt to changing dayparts, Cosi atmosphere is designed to progress.  In late afternoon, Cosi morphs.  The lights grow dim, the music intensifies, and the sliding sandwich bar front lifts to reveal a full liquor bar.  Table service and expanded menu options, most popularly, pizza, further enhance the daypart (Minnika, np).  

Now, of course, Common Grounds has neither the money nor the space to do all of these changes, but many of them could be incorporated into a rotating atmosphere, such as lighting, music, and different menus.  This would definitely keep the students coming because they would enjoy the change, instead of just thinking that know matter when they went to the coffee shop on campus that it would be the “same old, boring thing as before.”

Summary

In this report, we have suggested three areas of improvement for Common Grounds: pricing, menu variety, and atmosphere.  We have also given examples of other restaurants in order to help show how Common Grounds compares to its competitors and what they do that Common Grounds should do in order to improve customer satisfaction. 

Recommendations

Our first recommendation to Common Grounds is to implement a more effective strategy for marketing the prices on food items.  We feel that this can best be accomplished through ideas such as “value meals.”  Perhaps do something like Subway or Quiznos, where the customer can get a sandwich, side, and drink cheaper as a combo than as individual items.  This would help the customers’ beliefs that they are getting more for their money.  Our next recommendation is for Common Grounds to adopt an updated/revamped menu.  We feel that customers would best be satisfied if the restaurant offered such choices as a “special of the week,” which could be a particular type of sandwich, soup, etc. that normally isn’t offered.  Also, regular updates to the menu (i.e.: new items) would greatly increase the number of customers because they would no longer assume that Common Grounds would only have the “same, old thing.”  Finally, we would like to suggest that Common Grounds do three specific things to help promote a more inviting atmosphere: work on keeping all areas as clean as possible, get new furniture and more comfy forms of seating, and play different music.  If Common Grounds carries out all of our suggestions by May of 2003, we predict that patronage will increase four percent over the next five years.

Conclusion
In conclusion, we feel that Common Grounds has great potential and will fair well under our recommended changes.  These changes will take a great deal of patience and time to integrate into the current workings of this coffee shop, but we feel that it is well worth it.  Our interview and surveys have given us sufficient information and ideas on what would be best for Common Grounds.  Therefore, we feel that it imperative that our suggestions be accepted, thus allowing us to continue our work on improving the quality of the service and customer satisfaction at our chosen location.
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Glossary

Common Grounds: a coffee shop located at Millikin University in Decatur, Illinois, and 

          owned by Sodexho Corporation

IWU: Illinois Wesleyan University Coffee Shoppe providing Starbucks coffee with a 

          variety of gourmet coffee’s and light snacks operated by Sodexho Corporation

Lock, Stock, & Barrel: a privately owned and operated bar/restaurant located one block

    away from Millikin University serving a variety of menu items

MU Cafeteria: the cafeteria and dining room operated by Sodexho Corporation at 


  Millikin University

Millikin: Millikin University is located in Decatur, Illinois and is a small, private, four 
  
   year liberal arts school

Quiznos:  a chain restaurant, which specializes in sandwiches located on Millikin’s 
  
      Campus across from the main dining area in Richards Treat University Center 

Saints:  a coffee shop located on the campus of State College in Pennsylvania serving a

  variety of coffees and pastries

Texas A&M:  Pere’s Coffee Shop at Texas A&M University that serves a small selection 

of sandwiches and coffee

The Red Couch:  A newly built coffee shop located near Millikin University’s Campus

The Doghouse: an eating establishment on the campus of Millikin University that is 

operated by Sodexho Corporation and serves American food 

(e.g.: hamburgers, fries, hotdogs)

UIUC:  The University of Illinois at Urbana-Champaign Coffee Shop and is a project 
 
 created by the students with a very limited menu such as coffee, muffins, pretzels 
 and popcorn

Appendix A

Customer Satisfaction Survey

We are doing a research project on Common Grounds’ operation to find ways of improving the service they provide in order to improve customers’ satisfaction. Therefore, your suggestions are a very important reference to us.  Please fill out the survey by answering the questions below.  Thank you for taking your time to help us with our research project.  

The range of the survey will be from 1 to 5 with 1 being very unsatisfied to 5 being very satisfied.
Questions                                                                                                
Rating
1.  Do you dine at Common Grounds?




Yes
No

a.
If so, how often _______________________

b.
If not, why? _____________________________________________

2. The taste of the food                                                                           
1   2   3   4   5


Any Suggestions:_____________________________________________

3. The choice of the food                                                                         
1   2   3   4   5


Any suggestions:_____________________________________________

4. The frequency of menu changes                                                          
1   2   3   4   5


Any Suggestions: ____________________________________________

5. The quality of the service                                                                      
1   2   3   4   5


Any Suggestions:_____________________________________________

6. The speed of the service                                                                      
1   2   3   4   5


Any Suggestions: ____________________________________________

7. The price of food

                                                                
1   2   3   4   5


Any Suggestions: ____________________________________________

8. The atmosphere  (such as music and decoration)

                
1   2   3   4   5


Any Suggestions: ____________________________________________

9. Overall satisfaction                                                                             
1   2   3   4   5

Additional Comment:_____________________________________________
Appendix B

	Above graph shows survey results with an average taken for each question

	

	Blue text
	-Survey conducted during lunch hour at Common Grounds

	Red text
	-Survey conducted during lunch hour at MU Cafeteria

	Yellow text
	-Survey conducted at randomly selected locations and times

	

	Scale ranges from 1 to 5 with 1 being lowest and 5 being highest

	For specific questions, see attached survey.
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Appendix D

	MEETING EVALUATION SHEET

	Project Title:  Common Grounds
	Evaluator: Michelle 

	Meeting Purpose:

Organize the project
	Starting Time: 5:00 pm
Ending Time:  5:35 pm

 

	Attendance (AT) Codes: P = Present A = Absent AT = Tardy 

	Activities Codes: CATs = Completed assigned tasks CTDS = Contributed to discussions 

IPS = Interpersonal Skills

	*Rankings Codes: 1 = Outstanding 3 = Good 5 = Poor
2 = Very good 4 = Needs Improvement 6 = Not applicable 

*NOTE: Please place ranking in parentheses ( ) and indicate brief reason(s) for each ranking to the right of the ranking number; if you need more space, place additional comments on the back of this form.

	Team Member
	AT
	CATs
	CTDs
	IPS
	Other Comments

	 Pam
	( P )
	( 6  ) no tasks yet
	( 1 ) excellent
	( 2 ) great listener
	 She is wonderful. 

	 Pei
	( P )
	( 6 ) no tasks yet
	( 1 ) excellent
	( 3 ) appears to be shy which hinders her some
	 Her command of the English language is impressive, but may cause problems at times (e.g.: not understanding or not knowing how to say something).

	 Alissa
	( A )
	( 6 ) no tasks yet
	( 6 ) not present so cannot say
	( 6 ) not presents so cannot say
	 


	MEETING EVALUATION SHEET

	Project Title:  Common Grounds
	Evaluator: Michelle

	Meeting Purpose: To discuss our group project
	Starting Time: 5:00pm
Ending Time: 5:45pm

 

	Attendance (AT) Codes: P = Present A = Absent AT = Tardy 

	Activities Codes: CATs = Completed assigned tasks CTDS = Contributed to discussions 

IPS = Interpersonal Skills

	*Rankings Codes: 1 = Outstanding 3 = Good 5 = Poor
2 = Very good 4 = Needs Improvement 6 = Not applicable 

*NOTE: Please place ranking in parentheses ( ) and indicate brief reason(s) for each ranking to the right of the ranking number; if you need more space, place additional comments on the back of this form.

	Team Member
	AT
	CATs
	CTDs
	IPS
	Other Comments

	 Pam
	( P )
	( 1 )
	( 1 )
	( 1 )
	 Pam is just fabulous.  She is one of the best people I have worked with for a group project.

	 Pei
	( p )
	( 1 )
	( 3 )
	( 3 )
	 Pei is kind of difficult to work with because of the language barrier.  There are many times that we have to explain the same thing 3 or 4 times for her.  This slows us down some…

	 Alissa
	( A )
	( 6 )
	( 6 )
	( 6 )
	 


	MEETING EVALUATION SHEET

	Project Title:  Common Grounds
	Evaluator: Michelle 

	Meeting Purpose:

Work on paper and oral presentation
	Starting Time: 6:00 pm
Ending Time:  6:45 pm

 

	Attendance (AT) Codes: P = Present A = Absent AT = Tardy 

	Activities Codes: CATs = Completed assigned tasks CTDS = Contributed to discussions 

IPS = Interpersonal Skills

	*Rankings Codes: 1 = Outstanding 3 = Good 5 = Poor
2 = Very good 4 = Needs Improvement 6 = Not applicable 

*NOTE: Please place ranking in parentheses ( ) and indicate brief reason(s) for each ranking to the right of the ranking number; if you need more space, place additional comments on the back of this form.

	Team Member
	AT
	CATs
	CTDs
	IPS
	Other Comments

	 Pam
	( P )
	(1) 
	( 1 ) excellent
	( 1 ) great listener
	 She is wonderful. Pam’s experience as the dean’s secretary has helped our group so much with this paper.

	 Pei
	( P )
	( 1 ) 
	( 1 ) excellent
	( 1 ) 
	 Pei’s English has improved so much, and it is apparent that she tries so hard to get everything right.


Appendix E

	MEETING AGENDA SHEET 

	Meeting Location: 

Blackburn Lab
	Starting Time: 5:00 p.m.

Ending Time: 5:40 p.m.
	Date: January 31, 2002

	Project Title: AS3 –  “The Common Grounds”



	Team Leader:  Michelle Deterding

Other Members: Pam Smith, Pei-chun Shih (Alissa unable to attend – prior commitment – all agreed to fill Alissa in)

	Meeting Objective(s): To choose a business and assign tasks to get project started 

	Scheduled Activities: Picked date to observe business, picked leader and recorder, assigned duties regarding survey, handing out survey, interview individual from business, chose good day/time to meet regularly, and picked time to meet online 

	Activity
	Person Responsible
	Comments 

	Picked Business
	Team effort
	Common Grounds was chosen

With Dog House as 2nd choice

	 Picked Leader and Recorder
	Team

Effort
	Michelle - Leader  

 Pam - Recorder

	Assigned duties regarding survey
	Team

Effort
	Pei-chun to develop draft survey & share

Alissa – responsible to distribute survey 

	Assigned task of conducting interview
	Team

Effort
	Pam was assigned task with Michelle to recommend individuals

	Other Business: Also decided to meet next Wednesday (noon) at Common Grounds to observe business and assign more tasks.  We also are working on a time to meet in the virtual classroom, preferably Friday afternoons. 


 
	MEETING AGENDA SHEET 

	Meeting Location: 

Virtual Classroom
	Starting Time: 

4:30 pm

Ending Time: 

5:25
	Date: Wednesday, Feb. 13th

	Project Title: “Common Grounds”

	Team Leader: Michelle Deterding

Other Members: Alissa VanDenBossche, Pei-chun Shih & Pam Smith

	Meeting Objective(s): to discuss project and assign tasks

	Scheduled Activities: 

	Activity
	Person Responsible
	Comments 

	 Assigns tasks for survey,

Proposal & report
	Group
	All members contributed to discussion regarding tasks and everyone was agreeable upon decisions

 

	 Comment on visit to CG
	Alissa &

Michelle
	 Alissa to send Pei & Pam their notes on visit to CG

 

	 
	 
	  

 

	Other Business: Group agreed to stay in contact with each via email

 


  



	MEETING AGENDA SHEET 

	Meeting Location: 

Staley Library
	Starting Time: 

5:00 p.m. 

Ending Time: 6:00 p.m.
	Date:  March 21, 2002

	Project Title:  Common Grounds

	Team Leader:  Michelle Deterding

Other Members: Pei-chun Shih and Pam Smith

	Meeting Objective(s): Review survey results

	Scheduled Activities:  Review survey results & discuss assigned tasks for proposal

	Activity
	Person Responsible
	Comments 

	 Survey Results
	Michelle
	Michelle brought all the surveys she had and had compiled the 

Results – discussion followed

Concerning the surveys

 

	 Discussion of process for writing

 the proposal.
	All 

Members

present
	 All members were a little 

confused as our assignment for the proposal.   All decided to speak with Dr. O’Conner next Wednesday night.

 

	Other Business:  All members were asked to research the internet and find at least one article pertaining to Sodexho, Coffee Shops or University Food Programs before next meeting when we will further discuss the proposal. 


  



	MEETING AGENDA SHEET 

	Meeting Location: 

Staley Library
	Starting Time: 

5:00 p.m. 

Ending Time: 5:45 p.m.
	Date:  April 2, 2002

	Project Title:  Common Grounds

	Team Leader:  Michelle Deterding (absent – unable to make meeting)

Other Members: Pei-chun Shih and Pam Smith

	Meeting Objective(s): Discuss Proposal Draft

	Scheduled Activities:  

	Activity
	Person Responsible
	Comments 

	Will work on Management Plan
	Pei
	Hope to have something for next meeting

	Will work on Technical Plan
	Pam
	Hope to have information for next meeting

	Other Business:  Purpose of meeting was to discuss writing the rough draft of our proposal.  Pei & Pam discussed areas that lacked at common grounds such as service (taking of orders), cleanliness, price, & meal changes.  We both were going to look at the chapter in the text regarding proposals and start working on the technical & management plan.  Hopefully, the group will be able to get back together by the end of the week.


  



	MEETING AGENDA SHEET 

	Meeting Location: 

Tabor Office
	Starting Time: 

5:00 p.m. 

Ending Time: 5:25
	Date:  April 16, 2002

	Project Title:  Common Grounds

	Team Leader:  Michelle Deterding (was ill and could not attend)

Other Members: Pei-chun Shih and Pam Smith

	Meeting Objective(s): Discuss the main body of the report

	Scheduled Activities:  share what we have accomplished on report to date

	Activity
	Person Responsible
	Comments 

	Cover page & title page
	Pei
	Decided to revise cover page and use group name as PPM Consultants and use different picture

	Preface
	Pam
	Preface typed single spaced was one page.  Pam to send to Pei & Michelle

	Other Business:  We decided to split the body into the three main areas of our research process regarding price, menu change & atmosphere.  Pei decided she wanted to do menu.  Pam will email Michelle to give her a choice.  Pam suggested that we not specifically at other coffee shops for comparison but look at Common Grounds Competitors such as LSB, Subway, Cafeteria, The Dog, etc.  Pei agreed.  Pam will pass info on to Michelle in email message.  Peh is gone Thurs – Sun p.m.  Will set another meeting via email.


  



	MEETING AGENDA SHEET 

	Meeting Location: 

Staley Library
	Starting Time: 6:00 pm
Ending Time: 6:45 pm
	Date: April 28, 2002

	Project Title: Common Grounds

	Team Leader: Michelle Deterding

Other Members:  Pei-chun Shih, Pam Smith

	Meeting Objective(s):  Discuss oral presentation

	Scheduled Activities:  review 2nd rough draft of report & discuss presentation

	Activity
	Person Responsible
	Comments 

	 Put rough draft together & edit
	Michelle
	 Michelle stated that she had edited the rough draft and will make changes and give to Dr. O’Conner 

	 Each of us to email sources to Michelle for bibliography
	 
	  

 

	 Discussed oral presentation
	All
	All contributed to discussion of Oral presentation and outlined what would be covered 

 

	Other Business: Michelle stated that she would like to work on the power point presentation.  We will get back together on Tuesday to review, discuss parts and finalize PowerPoint.  Meeting will take place in Oakland Lab on Tuesday at 5:00 pm.  Pam to email Dr. O’Conner questions we had.


  

	MEETING AGENDA SHEET 

	Meeting Location: 

Oakland Lab
	Starting Time: 

5:00 pm 

Ending Time: 6:10 pm
	Date:April 30, 2002

	Project Title:  Common Grounds

	Team Leader: Michelle Deterding

Other Members: Pei-chun Shih

	Meeting Objective(s): Discuss Oral Presentation

	Scheduled Activities: Finalize Oral Presentation & work on report

	Activity
	Person Responsible
	Comments 

	 Michelle shared the PowerPoint

Presentation with Group
	Michelle
	We all discussed our parts and made assignments  

Michelle – intro

Pam – Research & Pricing

Pei – Menu Variety

Michelle – Atmosphere

Pei - Closing

 

	 Discussed Final Report and changes

That needed to be made
	 All
	  Need to work on Table of Contents, Resources, appendix, etc. 

	 
	 
	  

 

	Other Business: Will meet May 1st at 5:00 to review Oral Presentation
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Customer Loyalty Key to Success 
Restaurants USA, February 1998

In today's competitive marketplace, one of the biggest concerns of tableservice-restaurant operators is winning customer loyalty ?pleasing patrons enough to make them want to return to the establishment again and again. With the number of foodservice locations in the United States approaching 800,000, operators should focus not only on attracting first-time consumers but also on building a solid base of repeat customers. 
By Bruce Grindy
According to the National Restaurant Association's Tableservice Operator Survey, repeat customers mean big business for tableservice restaurants. Many operators derive a large portion of their revenue from those loyal patrons. Tableservice operators with an average check size of less than $8 report that repeat business accounts for roughly 80 percent of their annual sales. Operators of restaurants with an average check size of $25 or more are only slightly less dependent on those frequent diners, reporting that repeat customers contribute 60 percent of their total revenue. 

This reliance on repeat customers was confirmed in a recent Association report, The Frequent Dinner Customer, which declared that purchasing dinners prepared by a restaurant has become a way of life for some consumers. Although virtually all adults purchase meals away from home at least occasionally, frequent dinner customers are responsible for an overwhelming 74 percent of all dinner occasions when the meal is purchased outside the home. 

The value of value 

Recognizing that repeat customers are a major source of revenue, restaurant operators are trying to make those repeat visits as simple and satisfying as possible. One way to keep customers coming back is to maximize the value they receive for the price they pay. Consequently, restaurant operators are placing great emphasis on delivering more value for the dollar. 

Roughly half of all tableservice operators report that their customers are more value-conscious today than they were two years ago, while less than 5 percent indicate that their patrons are less value-conscious. And operators seem to be successful at giving their customers lots of bang for the buck. According to the Association's 1997 Consumer Survey, a strong majority of consumers say that the value they received for the price they paid at tableservice restaurants met or exceeded their expectations. They are particularly pleased with the value package at moderately priced tableservice restaurants, with 86 percent of patrons reporting that the value they received for the price they paid met or exceeded their expectations. 
Customers of higher-priced tableservice restaurants also display a strong sense of value satisfaction, with 71 percent of them indicating that the value they received for the price they paid met or exceeded their expectations. However, patrons at the more upscale eateries are also twice as likely to report that the value they received fell below their expectations. 

In general, diners' perceptions of value at tableservice restaurants have remained relatively steady over the last year. According to the 1997 Consumer Survey, more than seven out of 10 consumers believe that meals at moderately priced tableservice restaurants represent the same value as they did a year ago. Meanwhile, 63 percent of consumers think the same about meals at higher-priced tableservice establishments. 

Not all patrons of higher-priced tableservice restaurants are quite as pleased, however. According to the report, nearly one out of four patrons feels that meals at such establishments are a worse value than they were a year ago, compared with only 15 percent of consumers who are similarly dissatisfied about meals at moderately priced tableservice restaurants. 

Building loyalty is no easy task 

Customers may seem generally satisfied with restaurants now, but keeping them that way — and keeping them coming back for more — is a significant challenge, at least in the eyes of tableservice-restaurant operators. Despite the high level of customer satisfaction, the industry remains an extremely competitive arena. When asked to identify the most significant challenges their businesses are likely to face in 1998, roughly one out of five tableservice operators cited competition and maintaining the volume of business. 

According to the 1997 Tableservice Operator Survey, tableservice-restaurant operators are finding it more difficult to maintain customer loyalty now than two years ago — especially at lower-average-check-size operations. More than six out of 10 tableservice operators with an average check size of less than $25 report that their customers' loyalty is more difficult to maintain than it was two years ago. Only 10 percent of operators with check sizes of less than $25 feel that customer loyalty is easier to maintain compared with two years ago. 

In the $25-or-more average-check-size segment, tableservice operators are having a slightly easier time maintaining customer loyalty. Fifty-two percent of those operators say that their customers' loyalty is more difficult to maintain today compared with two years ago, while 17 percent say it is easier to maintain. 

The future looks bright 

Despite the many challenges they face in their restaurants and in the increasingly competitive marketplace, tableservice-restaurant operators are overwhelmingly optimistic about business conditions in 1998. Nearly three out of four tableservice operators with an average check size of $25 or more expect business to be better in 1998 than it was in 1997, while only 7 percent predict a downturn. 

At midscale and lower-check establishments, the future looks bright, too. Nearly two-thirds of operators with an average check size of less than $25 expect business to improve in 1998. Only 3 percent anticipate a slowdown. 
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Section: USA
   
Eating Out
   
                MONEY TO BURN, BUT LESS TIME TO COOK DINNER
                                      
Dateline: LITTLE ROCK, ARK.
   
When the Gentry family sits down to dinner, it's a rare occasion. If the meal involves a stove rather than Styrofoam, it's even more spectacular.
   
Like many families today, Larry and Carol Gentry are ever on the go, carting kids to soccer and church, balancing two jobs, and going to the gym. Carol spends her free time buying 1950s furniture. Larry rides his motorcycle.
   
And they eat out often. "We eat out more now than we ever have," says Carol. "It's more convenient. No dirty dishes."
   
It's a function of compressed schedules but also expanding wallets.  Fed by the platinum economy, more Americans are turning from simply getting by to getting what they want - whether it be weekly massages or kick-boxing classes. Increasingly, this has meant eating out.
   
It's a change that has emboldened restaurants - with some chic bistros charging $40 an entree - and led to layoffs among grocers. Moreover, as time in the family kitchen erodes, it has raised questions about the value of dinner time as family time.
   
"There is a wealth factor with the economy doing well that hasn't been here before for such a large segment of society," says Richard Martin, managing editor for Nation's Restaurant News. "With more disposable income, you see people eating out more and enjoying life more."
Indeed, the restaurant business is one of the thriving economy's big winners. Last year, restaurants were a $370 billion industry with a nominal growth of 3 to 4 percent. Ethnic restaurants have also become increasingly popular in middle America as more people have the income to travel abroad and gain exposure to exotic cuisine. Even sports arenas are responding to consumer demands and offering Thai or Indian food to supplement traditional fare such as corn dogs and cotton candy.
   
But this current consumerism doesn't bode well for everyone. With so many people dining out, grocery stores are suffering from a lack of business. Last month, Winn-Dixie announced it was eliminating 11,000 jobs, or about 8 percent of its total work force, and other chains have reported drops in sales.
   
"When you are in good times, people tend to eat out more, and the grocers will suffer," says Tom Olson, publisher of Food People, an industry publication. "If we had a little recession, they'd be flying again."
   
Some scholars wish that were the case - at least for America's cultural well-being. They wonder if America is on a spiral away from the family meal and shared time.
   
"Each day it gets harder to get everyone together for a family meal, which used to be one of the few times families could get together to talk, update, plan, and problem solve," says Patrick Stern of East Tennessee State University in Johnson City.
   
Carol Gentry, however, doesn't think the parent-child bond is disappearing.
   
"I spend time with my children," she says as her cell phone rings.  "It's a different day now, and we live a lot faster. Who has time to cook? And besides I could never cook as good as the food I can get in a restaurant."
   
Eating out is just one way 20- and 30-somethings are living lifestyles that used to be more common for retirees than for couples who still have college loans.
   
Disposable income signals spending sprees on an array of items – from cruises to cars with global-positioning systems - that might be considered off-limits during a sluggish economy.
    
For example, John, a salesman in the South who asked his last name not be used, says he makes a good salary selling manufacturing parts.  Times are so good that he has become an art collector, buying Blue Dog art by Cajun artist George Rodrigue and even acquiring a Peter Max original.
   
Like many of his peers, John has invested wisely and started a small side enterprise, selling used watches on the Internet to Japanese eager to get their hands on anything American. His business savviness affords him and his wife a country club membership - a treat he didn't expect until retirement.
   
"What you are seeing are people spending but investing," says John.  "It's not like the 1980s, when only the rich had money, and they were the only ones who could make more money. The opportunity is here now for anyone who wants to take it."
   
Some sociologists counter that people who invest, especially in stocks, only do so to make more money to spend now, rather than save for later, craving instant gratification.
   
Dr. Bill Gustafson, director of the Center for Financial Responsibility at Texas Tech University in Lubbock, says there's a dark side to current spending habits. He says many boomers, and even Generation Xers, are addicted to credit cards. One taste of luxury  deserves another. Soon, the retirement savings are gone.
   
PHOTO (COLOR): BOOMING: California Pizza Kitchen opens a new store
   
~~~~~~~~
   
By Suzi Parker, Special to The Christian Science Monitor
                             _________________
   
 Copyright of Christian Science Monitor is the property of Christian Science Publishing Society and its content may not be copied or emailed to multiple sites or posted to a listserv without the copyright holder's express written permission. However, users may
print, download, or email articles for individual use.
Source: Christian Science Monitor, 5/19/2000, Vol. 92 Issue 125, p1, 0p, 1c.
Item Number: 3124656
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				CG		Doghouse		IWU		UIUC		A&M		SAINTS		Red Couch

		Drinks		$1.73		$1.14		$1.99		$1.50		$1.93		$2.23		$2.25

				CG		Doghouse		LSB		A&M		Red Couch		Quiznos

		Sandwiches		$2.71		$2.26		$4.72		$4.02		$3.75		$3.70

				CG		Doghouse		LSB		UIUC		Red Couch

		Snacks		$1.29		$2.12		$2.58		$1.50		$1.88

				CG		UIUC		Saints		Red Couch

		Pastries		$1.13		$1.50		$1.25		$1.00

				CG		DOG		LSB		UIUC

				$2.08		$2.50		$2.17
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						CG		Dog		LSB		IWU		UIUC		Pere's		Saints		Red		Quiznos

																				Couch

		Drinks

		Coffee				1.54						1.39		1.50		1.35		1.35		1.50		0.69

		Espresso				0.99						1.5				1.60		1.50		1.50

		Latte				2.54						2.79				2.35		2.50		2.50

		Cappuccino				2.54						2.79				2.35		2.50		2.50

		Café Mocha				2.79						2.99				2.85		2.75		3.25

		Steamer				2.09												2.50

		Hot Chocolate				1.54		1.19				1.89						2.50

		Cappuccino Icer				3.44														3.00

		Lemondae				2.49

		Twister				2.49

		Milk				1.19

		Drinks				1.09		1.09														1.29

		Hot Tea				1.09						1.45				1.10						0.69

		Iced Tea				1.09						1.15

		Pastries

		Muffins				1.24								1.50				1.25

		Croissant				1.34												1.50		$1.00

		Cinnamon Roll				2.49

		Bagel				1.09								1.50				1.00		$1.00

		Donuts				0.85

		Desserts

		Pie				3.59

		Brownie Sundae				2.24

		Cheesecake				2.19

		Cookie				1.19		1.09										0.75				0.99

		Brownie				1.19		1.19

		Salads

		Pasta				1.75

		Tossed				2.25		2.25		1.25												2.99

		Soup				2.25				2.75												1.99

		Fruit Salad						2.75		2.50										2.00

		Sandwiches

		Pannini (whole)				4.29

		Vegetarian				3.94

		Club				4.49				5.50						4.69						3.59

		Gr. Chicken				3.54		3.19														3.79

		Chicken Salad				2.24																3.79

		PB & Jelly				1.24

		Toasted Cheese				1.24		1.79

		Barbeque				2.75				5.15												3.79

		BLT				1.99		2.49		4.10												3.59

		Turkey, Ham				2.13				4.15						3.69				3.75		3.59

		Beef				2.13				4.70						3.69				3.75		3.79

		w/cheese				2.57

		Hamburger						1.59

		Big Dog						2.25

		Drink & Fries						1.79

		French Fries						1.09		1.25										2.00

		Chips				0.79																0.79

		Nachos				1.79				3.90

		Pretzel				1.29								1.50						1.75

		Mozrella Sticks						3.49

		Average Price				$2.07		$1.95		$3.53		$1.99		1.50		2.63		1.83		$2.27		$2.53

						CG		Dog		LSB		IWU		UIUC		A&M		Saints		Red Couch		Quizno's

		Average Price				2.07		1.95		3.53		1.99		1.50		2.63		1.83		2.27		2.53

						CG		DOG		LSB		IWU		UIUC		A&M		Saints		Red Couch		Quizno's

						2.07		1.95		3.53		1.99		1.50		2.63		1.83		2.27		2.53





		

						CG		Dog		LSB		A&M		Red Couch		Quiznos

		Sandwiches

		Pannini (whole)				4.29

		Vegetarian				3.94

		Club				4.49				5.5		4.69				3.59

		Gr. Chicken				3.54		3.19								3.79

		Chicken Salad				2.24										3.79

		PB & Jelly				1.24

		Toasted Cheese				1.24		1.79

		Barbeque				2.75				5.15						3.79

		BLT				1.99		2.49		4.1						3.59

		Turkey, Ham				2.13				4.15		3.69		3.75		3.59

		Beef				2.13				4.7		3.69		3.75		3.79

		w/cheese				2.57

		Hamburger						1.59

		Big Dog						2.25

		Average Price				$2.71		$2.26		$4.72		$4.02		$3.75		$3.70

						CG		Dog		LSB		UIUC		Red Couch

		Snacks/Sides

		Drink & Fries						1.79

		French Fries						1.09		1.25				2.00

		Chips				0.79										0.79

		Nachos				1.79				3.90

		Pretzel				1.29						1.50		1.75

		Mozrella Sticks						3.49

		Average Price				$1.29		$2.12		$2.58		$1.50		$1.88		0.79





						CG		Dog		IWU		UIUC		A&M		Saints		Red Couch

		Drinks

		Coffee				1.54				1.39		1.50		1.35		1.35		1.50

		Espresso				0.99				1.5				1.60		1.50		1.50

		Latte				2.54				2.79				2.35		2.50		2.50

		Cappuccino				2.54				2.79				2.35		2.50		2.50

		Café Mocha				2.79				2.99				2.85		2.75		3.25

		Steamer				2.09										2.50

		Hot Chocolate				1.54		1.19		1.89						2.50

		Drinks				1.09		1.09

		Hot Tea				1.09				1.45				1.10

		Iced Tea				1.09				1.15

		Average Price				$1.73		$1.14		$1.99		$1.50		$1.93		$2.23		2.25





						CG		UIUC		Saints		Red Couch

		Pastries

		Muffins				1.24		1.50		1.25

		Croissant				1.34				1.50		$1.00

		Bagel				1.09		1.50		1.00		$1.00

		Donuts				0.85

		Average Price				$1.13		$1.50		$1.25		$1.00

						CG		Dog		LSB

		Salads

		Pasta				1.75

		Tossed				2.25		2.25		1.25

		Soup				2.25				2.75

		Fruit Salad						2.75		2.5

		Average Price				$2.08		$2.50		$2.17
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				CG		Doghouse		IWU		UIUC		A&M		SAINTS		Red Couch

		Drinks		$1.73		$1.14		$1.99		$1.50		$1.93		$2.23		$2.25

				CG		Doghouse		LSB		A&M		Red Couch		Quiznos

		Sandwiches		$2.71		$2.26		$4.72		$4.02		$3.75		$3.70

				CG		Doghouse		LSB		UIUC		Red Couch

		Snacks		$1.29		$2.12		$2.58		$1.50		$1.88

				CG		UIUC		Saints		Red Couch

		Pastries		$1.13		$1.50		$1.25		$1.00
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						CG		Dog		LSB		IWU		UIUC		Pere's		Saints		Red		Quiznos

																				Couch

		Drinks

		Coffee				1.54						1.39		1.50		1.35		1.35		1.50		0.69

		Espresso				0.99						1.5				1.60		1.50		1.50

		Latte				2.54						2.79				2.35		2.50		2.50

		Cappuccino				2.54						2.79				2.35		2.50		2.50

		Café Mocha				2.79						2.99				2.85		2.75		3.25

		Steamer				2.09												2.50

		Hot Chocolate				1.54		1.19				1.89						2.50

		Cappuccino Icer				3.44														3.00

		Lemondae				2.49

		Twister				2.49

		Milk				1.19

		Drinks				1.09		1.09														1.29

		Hot Tea				1.09						1.45				1.10						0.69

		Iced Tea				1.09						1.15

		Pastries

		Muffins				1.24								1.50				1.25

		Croissant				1.34												1.50		$1.00

		Cinnamon Roll				2.49

		Bagel				1.09								1.50				1.00		$1.00

		Donuts				0.85

		Desserts

		Pie				3.59

		Brownie Sundae				2.24

		Cheesecake				2.19

		Cookie				1.19		1.09										0.75				0.99

		Brownie				1.19		1.19

		Salads

		Pasta				1.75

		Tossed				2.25		2.25		1.25												2.99

		Soup				2.25				2.75												1.99

		Fruit Salad						2.75		2.50										2.00

		Sandwiches

		Pannini (whole)				4.29

		Vegetarian				3.94

		Club				4.49				5.50						4.69						3.59

		Gr. Chicken				3.54		3.19														3.79

		Chicken Salad				2.24																3.79

		PB & Jelly				1.24

		Toasted Cheese				1.24		1.79

		Barbeque				2.75				5.15												3.79

		BLT				1.99		2.49		4.10												3.59

		Turkey, Ham				2.13				4.15						3.69				3.75		3.59

		Beef				2.13				4.70						3.69				3.75		3.79

		w/cheese				2.57

		Hamburger						1.59

		Big Dog						2.25

		Drink & Fries						1.79

		French Fries						1.09		1.25										2.00

		Chips				0.79																0.79

		Nachos				1.79				3.90

		Pretzel				1.29								1.50						1.75

		Mozrella Sticks						3.49

		Average Price				$2.07		$1.95		$3.53		$1.99		1.50		2.63		1.83		$2.27		$2.53

						CG		Dog		LSB		IWU		UIUC		A&M		Saints		Red Couch		Quizno's

		Average Price				2.07		1.95		3.53		1.99		1.50		2.63		1.83		2.27		2.53

						CG		DOG		LSB		IWU		UIUC		A&M		Saints		Red Couch		Quizno's

						2.07		1.95		3.53		1.99		1.50		2.63		1.83		2.27		2.53





		

						CG		Dog		LSB		A&M		Red Couch		Quiznos

		Sandwiches

		Pannini (whole)				4.29

		Vegetarian				3.94

		Club				4.49				5.5		4.69				3.59

		Gr. Chicken				3.54		3.19								3.79

		Chicken Salad				2.24										3.79

		PB & Jelly				1.24

		Toasted Cheese				1.24		1.79

		Barbeque				2.75				5.15						3.79

		BLT				1.99		2.49		4.1						3.59

		Turkey, Ham				2.13				4.15		3.69		3.75		3.59

		Beef				2.13				4.7		3.69		3.75		3.79

		w/cheese				2.57

		Hamburger						1.59

		Big Dog						2.25

		Average Price				$2.71		$2.26		$4.72		$4.02		$3.75		$3.70

						CG		Dog		LSB		UIUC		Red Couch

		Snacks/Sides

		Drink & Fries						1.79

		French Fries						1.09		1.25				2.00

		Chips				0.79										0.79

		Nachos				1.79				3.90

		Pretzel				1.29						1.50		1.75

		Mozrella Sticks						3.49

		Average Price				$1.29		$2.12		$2.58		$1.50		$1.88		0.79





						CG		Dog		IWU		UIUC		A&M		Saints		Red Couch

		Drinks

		Coffee				1.54				1.39		1.50		1.35		1.35		1.50

		Espresso				0.99				1.5				1.60		1.50		1.50

		Latte				2.54				2.79				2.35		2.50		2.50

		Cappuccino				2.54				2.79				2.35		2.50		2.50

		Café Mocha				2.79				2.99				2.85		2.75		3.25

		Steamer				2.09										2.50

		Hot Chocolate				1.54		1.19		1.89						2.50

		Drinks				1.09		1.09

		Hot Tea				1.09				1.45				1.10

		Iced Tea				1.09				1.15

		Average Price				$1.73		$1.14		$1.99		$1.50		$1.93		$2.23		2.25





						CG		UIUC		Saints		Red Couch

		Pastries

		Muffins				1.24		1.50		1.25

		Croissant				1.34				1.50		$1.00

		Bagel				1.09		1.50		1.00		$1.00

		Donuts				0.85

		Average Price				$1.13		$1.50		$1.25		$1.00

						CG		Dog		LSB

		Salads

		Pasta				1.75

		Tossed				2.25		2.25		1.25

		Soup				2.25				2.75

		Fruit Salad						2.75		2.5

		Average Price				$2.08		$2.50		$2.17
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		Drinks		$1.73		$1.14		$1.99		$1.50		$1.93		$2.23		$2.25

				CG		Doghouse		LSB		Pere's		Red Couch		Quiznos

		Sandwiches		$2.71		$2.26		$4.72		$4.02		$3.75		$3.70
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		Snacks		$1.29		$2.12		$2.58		$1.50		$1.88
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						CG		Dog		LSB		IWU		UIUC		Pere's		Saints		Red		Quiznos

																				Couch

		Drinks

		Coffee				1.54						1.39		1.50		1.35		1.35		1.50		0.69

		Espresso				0.99						1.5				1.60		1.50		1.50

		Latte				2.54						2.79				2.35		2.50		2.50

		Cappuccino				2.54						2.79				2.35		2.50		2.50

		Café Mocha				2.79						2.99				2.85		2.75		3.25

		Steamer				2.09												2.50

		Hot Chocolate				1.54		1.19				1.89						2.50

		Cappuccino Icer				3.44														3.00

		Lemondae				2.49

		Twister				2.49

		Milk				1.19

		Drinks				1.09		1.09														1.29

		Hot Tea				1.09						1.45				1.10						0.69

		Iced Tea				1.09						1.15

		Pastries

		Muffins				1.24								1.50				1.25

		Croissant				1.34												1.50		$1.00

		Cinnamon Roll				2.49

		Bagel				1.09								1.50				1.00		$1.00

		Donuts				0.85

		Desserts

		Pie				3.59

		Brownie Sundae				2.24

		Cheesecake				2.19

		Cookie				1.19		1.09										0.75				0.99

		Brownie				1.19		1.19

		Salads

		Pasta				1.75

		Tossed				2.25		2.25		1.25												2.99

		Soup				2.25				2.75												1.99

		Fruit Salad						2.75		2.50										2.00

		Sandwiches

		Pannini (whole)				4.29

		Vegetarian				3.94

		Club				4.49				5.50						4.69						3.59

		Gr. Chicken				3.54		3.19														3.79

		Chicken Salad				2.24																3.79

		PB & Jelly				1.24

		Toasted Cheese				1.24		1.79

		Barbeque				2.75				5.15												3.79

		BLT				1.99		2.49		4.10												3.59

		Turkey, Ham				2.13				4.15						3.69				3.75		3.59

		Beef				2.13				4.70						3.69				3.75		3.79

		w/cheese				2.57

		Hamburger						1.59

		Big Dog						2.25

		Drink & Fries						1.79

		French Fries						1.09		1.25										2.00

		Chips				0.79																0.79

		Nachos				1.79				3.90

		Pretzel				1.29								1.50						1.75

		Mozrella Sticks						3.49

		Average Price				$2.07		$1.95		$3.53		$1.99		1.50		2.63		1.83		$2.27		$2.53

						CG		Dog		LSB		IWU		UIUC		A&M		Saints		Red Couch		Quizno's

		Average Price				2.07		1.95		3.53		1.99		1.50		2.63		1.83		2.27		2.53

						CG		DOG		LSB		IWU		UIUC		A&M		Saints		Red Couch		Quizno's

						2.07		1.95		3.53		1.99		1.50		2.63		1.83		2.27		2.53





		

						CG		Dog		LSB		A&M		Red Couch		Quiznos

		Sandwiches

		Pannini (whole)				4.29

		Vegetarian				3.94

		Club				4.49				5.5		4.69				3.59

		Gr. Chicken				3.54		3.19								3.79

		Chicken Salad				2.24										3.79

		PB & Jelly				1.24

		Toasted Cheese				1.24		1.79

		Barbeque				2.75				5.15						3.79

		BLT				1.99		2.49		4.1						3.59

		Turkey, Ham				2.13				4.15		3.69		3.75		3.59

		Beef				2.13				4.7		3.69		3.75		3.79

		w/cheese				2.57

		Hamburger						1.59

		Big Dog						2.25

		Average Price				$2.71		$2.26		$4.72		$4.02		$3.75		$3.70

						CG		Dog		LSB		UIUC		Red Couch

		Snacks/Sides

		Drink & Fries						1.79

		French Fries						1.09		1.25				2.00

		Chips				0.79										0.79

		Nachos				1.79				3.90

		Pretzel				1.29						1.50		1.75

		Mozrella Sticks						3.49

		Average Price				$1.29		$2.12		$2.58		$1.50		$1.88		0.79





						CG		Dog		IWU		UIUC		A&M		Saints		Red Couch

		Drinks

		Coffee				1.54				1.39		1.50		1.35		1.35		1.50

		Espresso				0.99				1.5				1.60		1.50		1.50

		Latte				2.54				2.79				2.35		2.50		2.50

		Cappuccino				2.54				2.79				2.35		2.50		2.50

		Café Mocha				2.79				2.99				2.85		2.75		3.25

		Steamer				2.09										2.50

		Hot Chocolate				1.54		1.19		1.89						2.50

		Drinks				1.09		1.09

		Hot Tea				1.09				1.45				1.10

		Iced Tea				1.09				1.15

		Average Price				$1.73		$1.14		$1.99		$1.50		$1.93		$2.23		2.25





						CG		UIUC		Saints		Red Couch

		Pastries

		Muffins				1.24		1.50		1.25

		Croissant				1.34				1.50		$1.00

		Bagel				1.09		1.50		1.00		$1.00

		Donuts				0.85

		Average Price				$1.13		$1.50		$1.25		$1.00

						CG		Dog		LSB

		Salads

		Pasta				1.75

		Tossed				2.25		2.25		1.25

		Soup				2.25				2.75

		Fruit Salad						2.75		2.5

		Average Price				$2.08		$2.50		$2.17
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						CG		Dog		LSB		IWU		UIUC		Pere's		Saints		Red		Quiznos

																				Couch

		Drinks

		Coffee				1.54						1.39		1.50		1.35		1.35		1.50		0.69

		Espresso				0.99						1.5				1.60		1.50		1.50

		Latte				2.54						2.79				2.35		2.50		2.50

		Cappuccino				2.54						2.79				2.35		2.50		2.50

		Café Mocha				2.79						2.99				2.85		2.75		3.25

		Steamer				2.09												2.50

		Hot Chocolate				1.54		1.19				1.89						2.50

		Cappuccino Icer				3.44														3.00

		Lemondae				2.49

		Twister				2.49

		Milk				1.19

		Drinks				1.09		1.09														1.29

		Hot Tea				1.09						1.45				1.10						0.69

		Iced Tea				1.09						1.15

		Pastries

		Muffins				1.24								1.50				1.25

		Croissant				1.34												1.50		$1.00

		Cinnamon Roll				2.49

		Bagel				1.09								1.50				1.00		$1.00

		Donuts				0.85

		Desserts

		Pie				3.59

		Brownie Sundae				2.24

		Cheesecake				2.19

		Cookie				1.19		1.09										0.75				0.99

		Brownie				1.19		1.19

		Salads

		Pasta				1.75
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		PB & Jelly				1.24
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		Barbeque				2.75				5.15												3.79

		BLT				1.99		2.49		4.10												3.59

		Turkey, Ham				2.13				4.15						3.69				3.75		3.59

		Beef				2.13				4.70						3.69				3.75		3.79

		w/cheese				2.57

		Hamburger						1.59

		Big Dog						2.25

		Drink & Fries						1.79

		French Fries						1.09		1.25										2.00

		Chips				0.79																0.79

		Nachos				1.79				3.90

		Pretzel				1.29								1.50						1.75

		Mozrella Sticks						3.49
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		Pannini (whole)				4.29

		Vegetarian				3.94

		Club				4.49				5.5		4.69				3.59

		Gr. Chicken				3.54		3.19								3.79

		Chicken Salad				2.24										3.79

		PB & Jelly				1.24

		Toasted Cheese				1.24		1.79

		Barbeque				2.75				5.15						3.79

		BLT				1.99		2.49		4.1						3.59

		Turkey, Ham				2.13				4.15		3.69		3.75		3.59

		Beef				2.13				4.7		3.69		3.75		3.79

		w/cheese				2.57

		Hamburger						1.59

		Big Dog						2.25

		Average Price				$2.71		$2.26		$4.72		$4.02		$3.75		$3.70
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		French Fries						1.09		1.25				2.00

		Chips				0.79										0.79

		Nachos				1.79				3.90

		Pretzel				1.29						1.50		1.75

		Mozrella Sticks						3.49

		Average Price				$1.29		$2.12		$2.58		$1.50		$1.88		0.79
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		Drinks

		Coffee				1.54				1.39		1.50		1.35		1.35		1.50

		Espresso				0.99				1.5				1.60		1.50		1.50

		Latte				2.54				2.79				2.35		2.50		2.50

		Cappuccino				2.54				2.79				2.35		2.50		2.50

		Café Mocha				2.79				2.99				2.85		2.75		3.25

		Steamer				2.09										2.50

		Hot Chocolate				1.54		1.19		1.89						2.50

		Drinks				1.09		1.09

		Hot Tea				1.09				1.45				1.10

		Iced Tea				1.09				1.15

		Average Price				$1.73		$1.14		$1.99		$1.50		$1.93		$2.23		2.25
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		Pastries

		Muffins				1.24		1.50		1.25

		Croissant				1.34				1.50		$1.00

		Bagel				1.09		1.50		1.00		$1.00

		Donuts				0.85

		Average Price				$1.13		$1.50		$1.25		$1.00
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		Salads

		Pasta				1.75

		Tossed				2.25		2.25		1.25

		Soup				2.25				2.75

		Fruit Salad						2.75		2.5

		Average Price				$2.08		$2.50		$2.17
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						CG		Dog		LSB		IWU		UIUC		Pere's		Saints		Red		Quiznos

																				Couch

		Drinks

		Coffee				1.54						1.39		1.50		1.35		1.35		1.50		0.69

		Espresso				0.99						1.5				1.60		1.50		1.50

		Latte				2.54						2.79				2.35		2.50		2.50

		Cappuccino				2.54						2.79				2.35		2.50		2.50

		Café Mocha				2.79						2.99				2.85		2.75		3.25

		Steamer				2.09												2.50

		Hot Chocolate				1.54		1.19				1.89						2.50

		Cappuccino Icer				3.44														3.00

		Lemondae				2.49

		Twister				2.49

		Milk				1.19

		Drinks				1.09		1.09														1.29

		Hot Tea				1.09						1.45				1.10						0.69

		Iced Tea				1.09						1.15

		Pastries

		Muffins				1.24								1.50				1.25

		Croissant				1.34												1.50		$1.00

		Cinnamon Roll				2.49

		Bagel				1.09								1.50				1.00		$1.00

		Donuts				0.85

		Desserts

		Pie				3.59

		Brownie Sundae				2.24

		Cheesecake				2.19

		Cookie				1.19		1.09										0.75				0.99

		Brownie				1.19		1.19

		Salads

		Pasta				1.75

		Tossed				2.25		2.25		1.25												2.99

		Soup				2.25				2.75												1.99

		Fruit Salad						2.75		2.50										2.00

		Sandwiches

		Pannini (whole)				4.29

		Vegetarian				3.94

		Club				4.49				5.50						4.69						3.59

		Gr. Chicken				3.54		3.19														3.79

		Chicken Salad				2.24																3.79

		PB & Jelly				1.24

		Toasted Cheese				1.24		1.79

		Barbeque				2.75				5.15												3.79

		BLT				1.99		2.49		4.10												3.59

		Turkey, Ham				2.13				4.15						3.69				3.75		3.59

		Beef				2.13				4.70						3.69				3.75		3.79

		w/cheese				2.57

		Hamburger						1.59

		Big Dog						2.25

		Drink & Fries						1.79

		French Fries						1.09		1.25										2.00

		Chips				0.79																0.79

		Nachos				1.79				3.90

		Pretzel				1.29								1.50						1.75

		Mozrella Sticks						3.49

		Average Price				$2.07		$1.95		$3.53		$1.99		1.50		2.63		1.83		$2.27		$2.53
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		Pannini (whole)				4.29

		Vegetarian				3.94

		Club				4.49				5.5		4.69				3.59

		Gr. Chicken				3.54		3.19								3.79

		Chicken Salad				2.24										3.79

		PB & Jelly				1.24

		Toasted Cheese				1.24		1.79

		Barbeque				2.75				5.15						3.79

		BLT				1.99		2.49		4.1						3.59

		Turkey, Ham				2.13				4.15		3.69		3.75		3.59

		Beef				2.13				4.7		3.69		3.75		3.79

		w/cheese				2.57

		Hamburger						1.59

		Big Dog						2.25

		Average Price				$2.71		$2.26		$4.72		$4.02		$3.75		$3.70
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		Snacks/Sides

		Drink & Fries						1.79

		French Fries						1.09		1.25				2.00

		Chips				0.79										0.79

		Nachos				1.79				3.90

		Pretzel				1.29						1.50		1.75

		Mozrella Sticks						3.49

		Average Price				$1.29		$2.12		$2.58		$1.50		$1.88		0.79
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		Drinks

		Coffee				1.54				1.39		1.50		1.35		1.35		1.50

		Espresso				0.99				1.5				1.60		1.50		1.50

		Latte				2.54				2.79				2.35		2.50		2.50

		Cappuccino				2.54				2.79				2.35		2.50		2.50

		Café Mocha				2.79				2.99				2.85		2.75		3.25

		Steamer				2.09										2.50

		Hot Chocolate				1.54		1.19		1.89						2.50

		Drinks				1.09		1.09

		Hot Tea				1.09				1.45				1.10

		Iced Tea				1.09				1.15

		Average Price				$1.73		$1.14		$1.99		$1.50		$1.93		$2.23		2.25
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		Pastries

		Muffins				1.24		1.50		1.25

		Croissant				1.34				1.50		$1.00

		Bagel				1.09		1.50		1.00		$1.00

		Donuts				0.85

		Average Price				$1.13		$1.50		$1.25		$1.00
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		Above graph shows survey results with an average taken for each question

		Series 1		Survey conducted at lunch hour at Common Grounds

		Series 2		Survey conducted at lunch hour at Cafeteria

		Series 3		Survey randomly conducted

		Scale		Ranges from 1 to 5 with 1 being lowest and 5 being highest

		For Specific Questions, see attached survey
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		Questions																				Questions																		Questions

				#2		#3		#4		#5		#6		#7		#8		#9				#2		#3		#4		#5		#6		#7		#8		#9				#2		#3		#4		#5		#6		#7		#8		#9

				4		3		3		3		3		2		4		3				3		3		4		4		3		3		3		4				2		2		3		2		1		2		2		2

				5		5		4		4		4		2		4		5				2		2		5		2		2		1		2		2				4		4		3		2		2		3		3		3

				3		2		5		5		5		2		5		4				1		2		1		1		1		1		5		1				4		4		3		3		3		2		3		3

				4		5		5		4		3		2		5		4				3		2		1		3		3		1		3		2				1		3		4		3		3		2		3		3

				4		5		3		5		5		2		4		4				4		2		4		4		4		1		2		3				5		5		3		4		3		3.5		4.5		4

				5		4		3		4		3		3		5		4				1		1		3		3		2		2		3		2				5		5		4		4		4		4		5		5

				2		1		1		2		2		1		0		0				2		0		3		3		4		4		3		0				5		4		3		4		3		3		5		4

				4		4		2		5		4		3		5		4				3		3		3		4		4		3		3		3				3		2		2		2		2		2		3		2

				5		5		4		5		4		2		4		4				3		3		2		3		3		2		3		3				4		3		2		3		3		2		4		3

				3		4		3		3		3		3		4		4				4		4		2		3		3		3		4		3				3		1		2		1		1		1		2		1

				4		4		3		3		4		2		4		4				3		2		3		3		3		3		3		3				4		3		3		2		3		1		1		1

				2		3		1		2		2		2		2		3				4		5		5		0		4		5		3		4				3		3		4		3		3		2		4		3

				4		3		2		1		2		1		3		3				3		2		5		4		4		4		0		3				5		5		5		3		4		2		5		4.5

				3		2		4		4		4		2		5		2				4		4		3		5		4		3		5		4				4		5		4		5		5		5		4		5

				4		5		0		3		4		1		0		3																						4		4		3		4		4		3		4		4

				4		3		3		4		3		4		5		4																						4		4		4		3		4		3		4		4

				4		3		3		4		3		4		5		4																						2		2		2		2		2		2		2.5		2

				4		4		3		5		5		3		5		4																						5		5		5		5		5		5		5		4.5

				5		4		4		5		4		4		5		4																						2		3		3		4		3		4		3		4

				4		3		3		3		3		3		4		4																						5		3		1		1		2		1		3		3

				2		2		2		3		3		2		2		3																						4		3		3		2		4		1		4		3

				4		3		1		3		3		3		4		4																						3		3		2		3		2		3		3		3

		Average		3.77		3.50		2.82		3.64		3.45		2.41		3.82		3.55				2.86		2.50		3.14		3.00		3.14		2.57		3.00		2.64				3.68		3.45		3.09		2.95		3.00		2.57		3.50		3.23

		Median		4		3.5		3		4		3		2		4		4				3		2		3		3		3		3		3		3				4		3		3		3		3		2		3.5		3

		Mode		4		3		3		3		3		2		5		4				3		2		3		3		4		3		3		3				4		3		3		3		3		2		3		3

		Overall

		Average		3.14

		Median		3

		Mode		3
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