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ABSTRAKT

Tato bakalgsk& prace je zatbena na marketingovy vyzkum a hl@vpak spokojenost
zaékaznik. Prace je roztlena nacast teoretickou a praktickou. V teoretickésti jsou
popsany zakladni poznatky z oblasti marketingovéjmkumu, zejména pak informace
tykajici se tvorby dotaznik Dale je teorie zatiena na samotného zakaznika a jeho
spokojenost. Praktick&st je z velk&asti tvaena vyhodnocovanim dotazhjkkteré byly
vyplnéni zékazniky kavarny Betulla Caffé. V praktickésti jsou také zmiéma rektera

doporweni, kterd jsou sestavena na zakleykledki analyzy ziskanych dat.

Kli¢ova slova: zakaznik, spokojenost, dotaznik, margetry vyzkum

ABSTRACT

This bachelor thesis is focused on the marketirgparch, especially on customers’
satisfaction. Thesis is divided into theoreticatt@ad analytical part. In the theoretical part
are described some basic facts from the field ofrketang research, particularly
information related to the creation of the questares. Furthermore, the theory is aimed
on particular customer and his satisfaction. Thalysical part is largely formed by the
evaluation of the questionnaires which were corepldty the customers of Betulla Caffé.
In the analytical part are also mentioned somemeaendations. They are arranged on the

basis of results of the analyzed data.

Keywords: customer, satisfaction, questionnaireketang research
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INTRODUCTION

The aim of this bachelor thesis will be the solatmf some marketing problems of the
cafeteria Betulla Caffe.

This cafeteria does not operate for a long timehenmarket. But a lot of regular and
satisfied customers found their favorite cafetaniait. Those customers have already
organized a few celebrations in the premises sfchfeteria.

Author of the thesis found out, that cafeteriandtain front of some marketing
decisions during the conversation with the ownethefcafé. Some problems occurred and
they need solution. Right decision at the rightetican bring more customers and it can
make them more satisfied.

This bachelor thesis will be divided into two pattheoretical and analytical part. The
author of the thesis will be concerned with thedag marketing research and satisfaction
of customers in the theoretical part. To be ableldomarketing research with a certain
quality, there should be mentioned some fact atesnelated to the topic. The important
part of this chapter is about creation of the goastire. Questionnaire survey is one of
the types of collection of information. ResearcBhould follow some rules during the
creation of the questionnaire. Questionnaire shartdnge a communication channel
between questioner and the respondent. Anothert@hap the theoretical part will talk
about customers and their satisfaction. Thereleilmentioned what customers expect and
what are their requirements. This chapter will alsolude some basic facts about
employees which meet the customers regularly.

The analytical part will start with introductiorfi the cafeteria Betulla Café. Author of
the thesis will mention basic facts about cafetetsahistory or offered services. Definition
of the problems, selected methods of data collecand analysis of the collected
information will be stated in the next chapter lod analytical part. The author of the thesis

will give some recommendations according to resaflthe analysis.
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1 MARTKETING RESEARCH

1.1 What is Marketing?
Different authors of books and articles use diffiéefinitions of marketing.

“Marketing deals with the securing and fulfilmenf human and social needs.”
(Kotler and Keller 2007, 43)

Another definition from the About.com Web site sdlgat “marketing is a process of
teaching consumers why they should choose your ugtoer service over your

competitors.” (About.com)

1.2 Importance of Marketing

The definition of marketing on the About.com Wetesh the article “What is Marketing”
by Laura Lake gives a good point of view on theam@ance of marketing. Marketing is not
only one thing. Lake implicates in marketing evenyg what customer undergoes. For
example advertisement, received customer servit@low — up care. (About.com)

Philip Kotler in his book “Marketing managementjraes with the statement that
marketing is not about only one thing. He says thatketing has to fulfill needs with
a profit, but the selling is not the most importahing. Selling is only the top of the
glacier. (Kotler and Keller 2007, 43 — 44)

But decision about which and how provide custosevwices is not easy. Companies

have to do some kind of marketing research somstime

1.3 Marketing Research
“We can define marketing research as a systemdédicnmg, gathering, analyzing and
reporting of statements and determination of timaportance for the specific marketing
situation, in front of which the company is stargdinKotler and Keller 2007, 140)

Bigger companies spend one to two percents ofr thedgets on the marketing
research. There are three categories of markegsgarch agencies:

1. Agencies providing research services

2. Agencies providing custom — made marketing research

3. Marketing research specialized agencies
Add 1.Those agencies gather information about busimeg€a@ansumers and then they sell

them on payment.
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Add 2. They are hired for elaboration of specific projedath final report about their
statements.
Add 3.Those agencies provide research specialized sspvior example, interrogation in
the field and sequential selling of informatiorthhe companies.
But smaller companies can lead the research anave or for example:
1.Interest students or professors in the design @aldzation of the project
2.Utilization of the internet
3.Check the company’s rivals
Add 1.This bachelor thesis is an example of such a case.
Add 2.Company can gather information from the websitesheir competitors or by
watching internet discussions.
Add 3.People from smaller companies are visiting thempetitors regularly. (Kotler and
Keller 2007, 141)

1.3.1 Process of Marketing Research
This is another point, in which authors of booksyvinom each other. Especially it is in
number of steps of marketing research.

1. There are two stages of marketing resedPchparatory stagewhich consist of
three steps. In this stage we haved#&dine the problem or target of projedirst. Then
follow preliminary analysis of the situatiodfter the analysis, plan of research project
has to be done. In themplementation stagghe researcher has to follow next five steps.
The researcher has g@mther informationthen he has tprocessthem andanalyzethem.
The analysis givesesults of the researchnd researcher has itterpret them. After the
interpretation followfinal statement and its presentatiohhis is the whole process of
marketing research which is divided into two staged eight steps. (Kozel et al. 2006,
70 -71)

2. Marketing research can consist of seven folgwsteps. At the very first point we
have toidentify problems and opportunitie§hen follow theformulation of research
needs Step three is divided into two parts like tbelection of research provideand
creation of research desigichoice of research method). After these stepgareher will
start tocollect secondary datand thenprimary data When all the important data are

collected, researcher wilinalyzethem.Preparation and presentation of research findings
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and recommendation®llow the analysis. In this case the process afk®ting research
has got seven steps. (Wilson 2006, 21)

3. Effective marketing research consists of follayvsteps. At first company has to
define the problem and targets of the reseaildien the researcher hasnbake a plan of
the researchandcollect information Collected information has to l@alyzedand from
the analysis thetatementsvill be concluded angresentedThe final step is abouaking
decisionson the basis of the research. (Kotler and Kel(£72 141)

1.4 Six Steps of Marketing Research

1.4.1 Definition of the Problem and Targets of the Reseah

By the reason of continual changes of marketingrenment, the companies can face
certain issues that can cause some problems or cdratcreate opportunities. The
opportunity can be for example creation of the m@aduct. On the other hand, drop in
sales can be a big problem for a company. (Wil€t06221)

Definition of the problem is often the most im@ort part of the research. It can be
also the most difficult part. The right definitiari the problem gives good conditions for
a successful research and gathering relevant irfitom (Kozel et al. 2006, 71)

For the company or researcher is always bettegaim and evaluate objective
information from the research rather than thosedas subjective feelings. (Wilson 2006,
22)

1.4.2 Creation of the Research Plan

First of all, the research plan is a document inctvlare stated all hands — on activities,
methods of collecting information and the schedoflethe research. The methods are
divided into three groups such as observation,rmogation and experiment. While
choosing a particular method, researcher has takti@at each method has its own types.
(Kozel et al. 2006, 80 — 83)

Observation mostly proceeds with no direct conbettveen the observed person and
the observer. There is no active participationhef ébserved person. The big advantage of
observing is that the research is not dependenh@nvillingness to answer questions by
the observed person. But on the other hand, it mardifficult to interpret collected

information from the observing. Some types of obisgr are for example observing in
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natural conditions or in factitious conditions, dver covert observation and structured or
unstructured observation. (Kozel et al. 2006, 13830)

Experiment is mostly testing during which researabbserves and evaluates behavior
and relations in factitious conditions. Experimeatsists of two elements, such as tested
element and measuring of its influence on certasear process. The environment of the
experiment has to be modified to secure the sammwlibons for all the subjects.
Laboratory experiments, experiments in the fieldystary shopping or electronic
experiment are four types of the research by expri. (Kozel et al. 2006, 145-147)

Interrogation is a method of research that wilblescribed later on.

1.4.3 Collection of the Information
Collected data or information can be divided inecandary data and primary data.
Researcher can gather secondary data from twoesyuike internal data of the company
and already published information or electronicrses. That gives a nice explanation of
what secondary data is. Secondary data is infoomagathered for some purpose, but not
for the purpose of the actual marketing researdtleCion of secondary data is used in
many studies because they are cheap. On the ahdr primary data are gathered for the
purpose of the current research. Once the resadnalegrepared the method of collection
data, the research can begin. (Wilson 2006, 36)— 38

According to chosen method of collecting inforroati the researcher can become
observer, questioner, moderator or operator. Thaevbrocess of collection has to be well

prepared, to secure collecting of the relevant.d&tazel et al. 2006, 85)

1.4.4 Analysis of the Information

Next step is about making conclusions from coll@dtgormation. The researcher will
organize data, count the averages and variationtheofvalues. If there is a need, the
researcher can apply more complicated statistexdintiques. But mostly in the case that
researcher can find out some new facts. (Kottldrkgiler 2007, 152)

The type of the analysis is dependent on the osetthod of the collecting data. The
data has to be prepared for the analysis at firsteans that researcher has to check data
for their validity and reliability. After the veitation, data can be entered into a computer
and they can be analyzed by using statistical or-natatistical methods and techniques.
(Wilson 2006, 38)
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Each question has to be analyzed. First of alareher has to figure out frequency of
filled answers. It represents the amount of presesfcparticular answer. There are two
types of frequencies. Absolute frequency expressesamount of particular varieties.
Relative frequency is a ratio of absolute frequetacthe amount of all answers. Then the
research should focus on the rank of investigatésn The most used ranks are mean,
modal value (most commonly appeared value) and ane(tniddle value of the values
sorted upwardly). (Kozel et al. 2006, 95 — 96)

1.4.5 Interpretation of Results

The results of the marketing research can be pre$ers a written document or an oral
presentation. Presentation of the research resaften more important than research itself.
Writing and presentation skills are very importéort the successful transmission of the
results. A large variety of tables and graphs camdged in such a report. The final report
has not to confuse the reader or the audiences¢wi2006, 38) (Wilson 2006, 267)

1.4.6 Making Decisions

The final decision has to be done by the managdéig;h have submitted the marketing
research. Their decision can be in positive, negair neutral way. If they are in the favor
of the implementation of some service or a chattygr reaction on the research will be
positive. If the managers have little trust in tiesearch and its result, they can decide
against implementation of some service or a chahlge last possibility is to reconsider the
problem again. It can bring them in the beginnihguother marketing research. (Kotler
and Keller 2007, 153)

1.5 Interrogation
This method of marketing research is most wideapmaethod of collecting information.
We can define four types of interrogation:

1. Personal interrogation

2. Written interrogation

3. Telephone interviewing

4. Electronic interrogation
Add 1.In the questionnaire can appear questions andiatgmns for the questioner and for
the respondent at the same time. But it has toifberehtiated by, for example different

style or letter or by different color.
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Add 2.Respondent completes a questionnaire without elpy fthat is the reason, why the
guestions have to be formulated in the most pricigay.

Add 3.This method is one of the low — costs. Questidraerto just give respondent a call.
The advantage is that questions can be clarifiedl the call can be repeated if the
respondent was not reached.

Add 4. The last method combines all the advantages asabdantages of the previous
three methods. Researcher can use for example rad doack or a video, to make the
questionnaire more interesting. It can also helph® respondent to choose the right
answer. (Kozel et al. 2006, 150 — 151)

1.5.1 Questionnaire

Questionnaire is the most popular way of collectmignary data. It is a blank form with
certain amount of questions that have to be ansin®rehe respondent. (Kozel et al. 2006,
161)

Questionnaire provides a standard way of commtinitawitch each respondent. It
also makes all respondents to answer the sameiausesResearcher communicates with
respondent by the questionnaire. The creationcgpfesstionnaire that can provides a perfect
communication way can be a difficult task. (Wils2006, 162)

There are no exact instructions how to construgti@stionnaire and questions in it.
But researcher should follow some rules about coashg questions:

1. Use direct questions. (If it is possible, researceuld ask the question as directly

as possible.)
2. Use simple questions. (The question has to be staetable for every respondent.
The simpler question is — the more accurate angilidbe.)

3. Use unambiguous words. (Ambiguously formulated tjoescan cause that
respondent will answer different question)

4. Do not use negative questions. (Negation in suau@stion can confuse the
respondent and it can lead to misunderstandinigeofjtiestion.)

5. Use short questions. (Long question can causedime problem as complicated
guestions. Respondent can loose himself and higeartan be incomplete.)

6. Exclude questions about judgment. (The researcherask about the past, but

question about future has no sense.)
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The guestionnaire has no strictly determinedatsyth. Sizeable amount of questions
on the paper of medium octavo is better than meéeenaount of questions on two papers
of quarto format.

In the beginning of the questionnaire there shdudda headline with the title of the
questionnaire than follows so — called society golu In this text researcher should
address the respondent and ask him for the complefithe questionnaire. Researcher can
explain the purpose of the research; motivate és@andent to completion and promise
anonymity and to not misuse the results. In the ehdhis text there should be an
acknowledgement for the cooperation and signatitleeoresearcher.

Sort of the question is connected to the logitalcture of the questionnaire. There
should be some kind of context in the questionndimeans that after the introducing text
should follow introductory questions. Their purpose¢o establish a positive contact with
the respondent. They should be easy and intereatitige same time. (Kozel et al. 2006,
161 — 165)

Researcher can use three types of question iquibgtionnaire:

1. Open —ended questions
Respondent can answer the question in his own wdrds type of question has no
possibilities to choose. Open — ended questionappaostly in questionnaires because of
the wide variety of answers. The answer can be Isiifgme word) or it can be the whole
sentence.

2. Closed questions
In this type of questions, the answers are preddfand respondent will select one or more
of them. There are many types of closed questibhs. most popular are dichotomous,
multiple — choice and scaling questions. Dichotoshquestion is the simplest one, because
respondent is limited to only two fixed answers. the case of multiple — choice,
respondent can choose only one answer from thenjpatselection, or he can select more
than one answer. It depends on the question. $caliestions can have graphic or rating
format. Graphic question can be straight line witho extremes as the answers.
Respondent will place a cross or sign on the llnespresent the level of the quality, for
example. Rating format has a set of the possibdgcel. Respondent will choose the rate
or score that reflects his opinion. (Wilson 20066 + 172)
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3. Semi — closed questions
This type of question combines the advantageseopthvious two types. The selection of
the possible answers is given and at the sameréigp@ndent can write his own opinion by

answering in his own words. (Kozel et al. 2006,)169

1.5.2 Interview
It is standardized conversation of the question#r anly one respondent. Depends on the
concrete situation, the interview can be made mways as a standardized conversation or
non — standardized conversation. The standardiaedetsation is prepared and it is stated
which questions will be given to the respondent dhder of questions is constant. Non —
standardized conversation is also prepared buttiqnesn this type of conversation have
not constant order. This type of conversation shbel similar to the free conversation.
During the interview is always respondent influeshdy the questioner. It means that
the results should be controlled regularly. Thengnaty is here at the lower level than at
the questionnaire survey. But questioner can eagjain some ambiguities that can occur
during the interview. (Foret and Stavkova 2003;-485)
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2 CUSTOMER

“Customer is not a king but a dictator. Our beimgehds on him. It depends on us if we
can create the environment where the customeeisntbst important for each worker and
whom our workers address to meet his needs."§B5p@03, 17)

Company can define a customer as a person or ghatigay for offered services or
products.

Company can have five types of customers:
1. Consumer
2. Producer
3. Dealer
4. State

5. Foreign customer
Consumersare for example people or households that buyredf@roduct for their own
need. Producersare other companies. They buy our products foerofpurposes like
processing or manufacturin@ealer can be an individual or organization. Dealers buy
offered products and sell them ag&matecan be represented by any national institution or
public authority that buys offered products to ifulbublic services. Each customer from
previous groups who has his abode, headquartgrkaoe of business in foreign nation is

defined as #oreign customer(Kozel et al. 2006, 33)

2.1 Customer Requirements
Customers have requirements which are relatedatoiries of the products. For customers
it can mean questions about quality, package atysafhey often ask for the prices and
terms of payment. They often want hire purchas¢hey want to use their credit cards.
Conditions of distribution and its possibilitiesncempress the customer in the positive or
negative way. They often ask for delivery timexitglity or possibility of delivery to the
place of destination. The way of the company repregion plays a big role it the process
of influencing of the customer. Customers alwaypeex qualified personnel. They
appreciate design of the store, catalogues anigtieafiKozel et al. 2006, 33)

The personnel should communicate with the custamer certain way to make his
expectations as much high as the real supply willQustomers’ expectations should not
be ever higher than the real supply. (Sp2003, 63)
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2.2 Three Stages of Cycle
Each customer undergoes following three stagegabé.c

1. Finding
During this first stage some kind of need is geteetaEach customer will find the best way
of meeting this need. Customer will make a listpoksible suppliers and than he will
choose one of them. Customer is very suggestildeadse of marketing instruments or
previous experiences can affect the final decisiaking.

2. Consuming
This stage is very important from the point of vieivthe next visit of the customer.
Marketing tools have no effect on the customer.el@f customer service plays a big role
in this stage.

3. Evaluating
During the last stage customer can compare hisriexpe with his expectations. If those
expectations were not so high and the supplier allethe customer’s needs, he will

probably return to the supplier again. (8pa003, 21 — 22)

2.3 Customer Satisfaction

Customer satisfaction or dissatisfaction is alwdggermined by his feelings or attitudes
that a customer has after purchasing the produst.itAwas written in chapter 2.2,
customers constantly evaluates product that thgywhile these products come into their
daily life. Companies that offer a goof — qualiyogucts have more satisfied customers.
Customers look for quality and value of the produ@uring the process of finding they
evaluate brand name, price, provided customer@es\or offered warranty of the product.
If the customer can find all these qualities ofduct at the expected level, they can feel
satisfied and also they are mostly assured thgtritagle a smart purchase decision.

But nowadays a lot of customers have changed dpitions about the value of the
product. That caused that definition of value clehfyjomthe best in classito the best in
budget range Customers are no longer willing to pay a premiomsome brand name if
they do not see the difference between well — knbvemd and other product alternatives.
(Solomon, Zaichkowsky, and Polegato 1999, 340 5 341

2.3.1 Dissatisfied Customer

Dissatisfied customer can act in one or more falhgwwvays:
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1. Voice response
The customer appeals directly to the company fergiunds.

2. Private response
The customer expresses his dissatisfaction withctirapany to his friends or he can
boycott the company.

3. Third — party response
Dissatisfied customer can take a legal action agéne company. In Czech Republic it can
be Czech Commercial Inspection or Association afistiner Protection (Sdruzeni obrany
spotebitel in Czech). (Solomon, Zaichkowsky, and Polegat®1343)

2.3.2 Employees and Customers Care

Bigger companies often have their own Customer® Canters or Call Centers. Those
employees have to solve most of the customers’l@nod They are often supported by the
computer techniques. Their working hours never-erad least working hours of the good
employees. Customers don not care if someone hagik overtime. This is internal
company problem, not the customer’s problem. It msehat those employees should be
oriented on relationships and because they haveate about the customer. If the
performance of some employee is not good enoughmi@inagement should dismiss him.
This act will also motivate other employees to |jueva better customers’ care. (8pa
2003, 30)

There is a fact that employees in the positionsustomers’ care are renew more than
in any other positions. Those employees should déal internal and external type of
stress. External stress is caused by the custoarastheir complaints. Mostly this
employee is not responsible for the caused probleternal stress is caused by the
company itself. This employee will try to negotiaemething for the customer, but this
thing should be automatically offered. (812003, 33)

2.4 Customer Services

Most of offered customer services are not good ghoBut there are a lot of customers
that loyal to several companies and they wouldgmoto any other company, even if their
favorite company is more expensive than the corgrsti Those companies “own” their
customers. But most of companies just “rent” thstamners. It means that these customers
are loyal until they are offered a different kinflanistomer services by another company.

Companies in one line of business take care aleut tustomers to make them satisfied.
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They have their own working procedures and thiskmathe way how they can differ from

their competitors. (Horrel 2007, 14)

2.4.1 Silver Rule of Customer Services

Most companies are still acting on the basis ofgbleen rule: Behave towards the others
in that way that you would expect them to behavevatds you. But for today’'s
communication it is not enough. If the company wantcommunicate in an effective way
it should not implement this golden rule. Insteddh@ golden rule companies started to
implement the Silver rule of customer services: $ieuld not try to communicate in the
way that we are expecting others to communicath ust We should communicate in the

way that others want us to communicate with theétoriel 2007, 11)

2.4.2 Delivering Extra Customer Service

Customer services follow three basic attributesstiéine is dissatisfaction. It appears when
the company’s customers are not happy with recesesdices or follow — up care. This
can be an impulse to prove offered services. Bgsimg dissatisfaction can not mean that
customer is happy. It can mean that he is apatheticloes not care. But at the same time
he will stay with the company. Second attributes&isfaction. When customer likes
making business with a certain company, he is happpgt of companies have their targets
to make customers satisfied. That is wrong. Custemsatisfaction should not be the
target, but it should be expected standard. Thitdbate should be searching of the
company. The company should find the customerssfaation and it should make the
loyal customer. But this creation often needs sohages in the company’s business.

The company which wants to provide extra servatesuld employ people who never
fall of their effort. They should never be overwiwnand arrogant. Talking about
successful business there exist three principles:

1. Low quality will cause bankruptcy.

It does not care if the company provides extraamast service. If their products have
a poor quality, they will go bankrupt.

2. Good quality connected with lack of interest canseathe success.

It the company provides good quality products ovises its customers can forgive lack of
interest.

3. Good quality with kindliness means ownership oftooreers.
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It the company would behave like in point 2 and sorompetitor would start the same
business but in the kindly way the customers wailtt to trade with this competitor.
(Horrel 2007, 18 — 20)

2.5 Customer Relationship Management

“We should find products for customers rather tisastomers for products.” (Storbacka
and Lehtinen 2002, 16)

2.5.1 Principles of CRM

The target of customer relationship managemembti®nly increasing sales but mostly
it is a creation of the relationship with custon®oth sides of business should conform to
each other to make the value for them. Secondiptents about considering the product as
a process. The product is an entity by which thregany and customer can make a change.
The third principle is to make a company respomsifdr the development of the
relationships with its customer. (Storbacka andtibeim 2002, 17)
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3 INTRODUCTION OF THE CAFETERIA BATULLA CAFF E

3.1 Basic Facts about Betulla Caffé
Cafeteria Betulla Caffé was established off May 2010 by recording in the Commercial
Reqister.

Cafeteria is opened sinc& duly 2010. Customers can find it in the streetd®din
Zlin. The position of the cafeteria suits to peopi¢thout car because the bus stop is only
about one hundred meters from the building. Onother hand, people can park their cars
right in front of the cafeteria. Cafeteria is om fiirst floor. But it has easy — access for the
wheelchairs thanks to the lift in the building. Toygening hours of the cafeteria are from
9 am to 7 pm from Monday to Friday. The cafete@s Ino own websites and nowadays
they have no paid promotion.

The name of the cafeteria is taken from Italian.the very beginning the owner
wanted to name the cafeteria “UeRiki”. But there was a problem with a bakery that is
nearby and it is called Svoboda #eBik. The owner did not want to confuse peopleland
wanted to have original name of the cafeteria. déasion was to make the name from the
owner’s nickname and translate it into Italian. Blet in English means “birch” and in
Czech itis “Wiza”.

The owner and entrepreneur is PeteZk. The assistant manager is owner’s wife,
Renata Bezikova. The owner always works as a waiter inctifeteria. He constitutes the
whole personnel for most of the time. But during fthool year students from Hotel high
school can complete their internship in this cafete'his summer was the first year, when
there were temporary workers in the cafeteria. iTjoéi description was to serve customers
and prepare mixed drinks.

Betulla Caffé has seats for at least thirty — ongtomers. They can find twelve tables
in the cafeteria. Seven tables are prepared forctvstomers; at three tables can take place
three customers and two tables have chairs for doatomers. If there is a need of more
chairs for more people, there are some chairsdrstbck, of course. There is a possibility
to organize a celebration. The owner has to seoaads, for external source, because they
have no cooking concession. At least once a mexttept summer, are organized concerts
or some shows with live music. These shows are sorae paid and sometimes for free.
There is always a leaflet at the entrance of theteaa and regular customers are always

informed via e — mail. (Zivnostensky r&j&) (Oficialni stranky rista Zlin)
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The average visitation of the cafeteria differe dao season of the year. During the
summer is the average amount of customers onlytahoty a day. On the other hand
form autumn to spring can be average visitatiomoupinety customers a day.

Cafeteria Betulla Caffé has its main competitorsts neighborhood. Problem about
competition was solved by the questionnaire. Batrtiost popular cafés are for example:
Coffee & Co, Café Archa, Café bar Modus, etc.

Customers of the cafeteria can use their freesacor the internet via Wi — Fi. The
environment of the cafeteria is made for non — ssmakDuring the sunny days in summer,
there is a selling of ice — cream at the entrarfcth@® building. Cafeteria always offers
breakfast menu in the morning. Very popular nowadayservice for customers called
“coffee to go”.

The main suppliers of Betulla Caffé are for exaanpESKO Velkoobchod napij
s.r.o., MAKRO Cash & Carry s.r.o., NOWACO Czech Rl s.r.o. or Kofola a.s. The
owner buys some supplemental assortment in the MAKdore. LESKO and Kofola
provide soft drinks and NOWACO supplies ice — credmthe cafeteria.

The author of the thesis has no permission tosacte the financial files of the

cafeteria.

3.2 Assortment of the Cafeteria

Cafeteria Betulla Caffé has a wide variety of ceffe They mostly prepare coffees by
Nespresso. The most popular types of coffee arefample Lungo, Espresso or Ristretto.
But café can also offer classical types of coflfdes Turkish coffee, Algerian coffee or
Vienna coffee. Ice coffee or coffee Frappé hapldse in the list of drinks too.

Product mix of soft drinks consists of some prddiny The Coca — Cola Company or
by Kofola. Customers can offer juices called Snippvide varieties of flavors. Variation
of mineral waters is made of waters called Rajdwerg are three types of Rajec water:
fizzy, medium sparkling or still.

Cafeteria always offers the most popular mixedldri They have some alcoholic and
non — alcoholic versions of those drinks. The npmgiular drinks are for example Mojito,
Pina Colada or Tequila Sunrise. The first two dsiclan be prepared in alcoholic or non —
alcoholic versions.

Betulla Caffé also offers some alcoholic drinksl amnes. The wines are served or

bottled. Customers can choose for quite wide geledf both types of wine. The alcoholic
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drinks are mostly the same as other cafeteriavem eestaurants. The exception is made
by alcohol which is part of mixed drinks and thahdye ordered separately. During the
organized celebrations or party are often servedit#p. The most popular brands are for
example Martini or Cinzano.

Breakfast menu consist of toasts, open sandwiondsome — made apple strudel.
Most of offered desserts and sweets are home —.rRaal® this menu are the most popular
pancakes, honey — sweet cake or apple strudel whashalready mentioned. In the menu
of the desserts are not included diabetic dess€edfeteria always offers ice — creams.
Customers can choose if they want ice — cream supdacornet ice — cream. Recent
development in the offer of ice — creams was aveati ice — cream shake.

The café also offers three types of beer. Pil&frguell is nowadays one of the most
popular beers in Czech Republic. Svijany beer e airithe regional beers. Customers with

cars appreciate non — alcoholic beer Birell.
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4 THE ANALYSIS OF THE COSTUMERS’ SATISFACTION OF THE
CAFETERIA BETULLA CAFF E

4.1 Analysis Objectives
The main purpose of the analysis is to find out lao@/the customers of cafeteria satisfied.
The subtasks of the analysis are the analysissibmers’ satisfaction with opening hours,
with the assortment and to find out the chief cotibpes .The owner stands in front of
some problems. One of them is about opening hé&w& was written in previous chapter,
cafeteria is opened from Monday to Friday, fromenito seven. Question is, “Is it
rewarding to have longer opening hours or to hawe ¢afeteria opened during the
weekend?”

Second problem is about the satisfaction withagsortment. The analysis should find
out customers’ satisfaction with the quality andatons of products.

Third problem is related to the competitors. InnZhnd in neighborhood of the
cafeteria are situated cafés with different prieeels. The owner wants to know which

cafés are the most frequented.

4.2 Methods of Data Collection

The main part of this analysis is a questionnaimyes. The purpose of the questionnaire
was to find out customers’ satisfaction with theéula Caffé.

Another method of this analysis was an intervieith\the owner. The interview was
structured and divided into three parts. In thstfpart, the author of the thesis wanted to
know what problems need to be solved by the armlyEhese problems are stated in
previous chapter. Second part was about the cefetself. The author of the thesis asked
for the history of cafeteria, employees, compedit@nd of course the assortment of the
cafeteria. The last part of the interview was cate with the problems. The author of the
thesis asked the owner about his opinion aboufutuee results of the questionnaire. The

interview was made once and it lasted for abouthouars.

4.2.1 Question 1: Opening hours
The owner realized that regular customers reghed cafeteria as a day café. He
thought that present opening hours suits to moghetustomers. The rest of them would

prefer later closing time or opening hours during weekend.
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4.2.2 Question 2: Satisfaction with assortment

The owner knows his assortment very well. He adlyesatisfied with the quality of the
assortment and believes that customers are sdtisfte Question about variations of the
assortment was not so easy. But on the other hmanduct mix of desserts for example,

should be improved.

4.2.3 Question 3: Competitors

The competition in this field of business is prestgong. In the centre of Zlin are situated
many cafés. The owner is glad that his customesi different cafés time to time. The
main competitor is probably the Café Archa, becabhs@ price level is similar to the
Betulla Caffé and their coffee has a good qualdf.course, there are cheaper cafés, for
example Kafirna a Galrie — pod Radnici or Café Madus. Those cafés are cheaper, but

the quality of their coffee is not very good.

4.3 Plan of the Questionnaire Survey
Creation of the questionnaire:"uly — 24" July
Interview with the owner of the cafeteria:"23uly
Pilotage of the questionnaire:"23uly

Data collection in the cafeteria: 26uly — 18" August
Data collection via internet: Q‘Gluly — g August
Evaluation of the collected data:"August — 18 August
Analysis of the results: fQAugust — 21" August

4.4 Data Collection
This part of the whole research ran from th& d@ly to 16 August. During this period
there were two sources of data collection — catetand internet. The author of the thesis
addressed 30 people via e — mail or on the so@akork. The number of completed
questionnaires is 29 from the whole amount of asklré people. The response rate of the
electronic questionnaire is 96,67%.

In the cafeteria were 130 questionnaires for la#l time. Here is the response rate

lower with only 86 returned completed questionraifighe response rate is 66,15%.
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Addressed Completed | Responsg

people | questionnaire$ rate
Internet 30 29 96,67%
Cafeteria 130 86 66,15%
Altogether 160 115 71,88%

Table 1: Response Ratgelf — created)

The final ratio of addressed people to completezstjonnaires is 71,88%

4.5 Analytical Determinations

In this chapter will be stated mostly results aftesti problems.

4.5.1 Visitation of Betulla Caffé

The very first question in the questionnaire askbdut frequency of visitations of the

cafeteria.
For the More than Once a More than Once a Less than Not
Answers | .. . once a once a once a
first time week month answered
week month month
Absolute | -, 9 13 18 20 29 5
frequency
Relative [ g0, 8% 11% 16% 17% 25% 4%
frequency

Table 2: Frequency of Visitations by the CustoneéiBetulla Caff§self — created)

Question 1: You are visiting our
cafeteria:

4%

\

M For the first time

8%

® Once a week

B Once a month
M Less

Not answered

B More than once a week

B More than once a month

Figure 1: Frequency of Visitations by the Custon@rBetulla Caffdself — created)
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It is obvious that cafeteria has its regular cugiemEven 8% of respondents visit the café
more than once a week. Customers that visit thé tmf the first time mostly did not

answer all the questions. It was their first impres of the new cafeteria. They evaluate
only ordered products. The results are very goedabse more than half a people visit the

cafeteria regularly.

4.5.2 Visitation of Shows
The author of the thesis wanted to find out, howybar are concerts and shows organized

by the cafeteria.

Answers YES NO Not
answered
Absolute 16 97 5
frequency
Relative 14% 84% 204
frequency

Table 3: Visitation of Music Shows in Betulla Cdfélf — created)

Question 4: Are you visiting
our shows with music?

2% 14%

\ W YES

ENO

Not answered

Figure 2: Visitation of Music Shows in Betulla Gaf§elf — created)
The author of the thesis found out that organizeows with music are not as much
popular as was expected. Only 14% of all resporsdeisits music shows organized by
Betulla Caffé. But at the same time during thervigav, the owner said, that there are no
empty seats during every music show. But this cacdused by low promotion of these
shows or also by the fact, that there are onlyythirone seats, so the capacity is low for

this kind of actions.
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4.5.3 Satisfaction with Opening Hours
Opening hours was one of the problems that cagetsriacing. The owner thought about

new opening hours and he wanted to know his cus&eatisfaction with present opening

hours.
Answers YES NO Not
answered
Absolute 100 13 2
frequency
Relative 87% 11% 204
frequency

Table 4: Satisfaction with Opening Hours of Bet@affé(self — created)

Question 3: Do our opening
hours suit to you?

11% 2%

HYES
ENO

Not answered

Figure 3: Satisfaction with Opening Hours of BeauBaffé(self — created)
It is obvious that overwhelming majority is satsfiwith present opening hours. Only 11%

were not satisfied so they were asked to write abpaning hours that would suit them.

Answers Latgr Weekends
evening
Absolute 8 5
frequency
Relative 62% 38%
frequency

Table 5: Answers of Customers not Satisfied witardg Hourg(self — created)
Eight respondents from the amount of thirteen peopbuld prefer extended opening
hours. The present closing time of the cafeteriatiseven in the evening. The café is

closed during the weekends and five respondenta tiee whole amount would like to
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visit their cafeteria at the weekend. It can beseduby long working hours of some

respondents.

4.5.4 Satisfaction with the Assortment

This section of questionnaire consists of eleveaestjans. Five questions ask about the
variations of selected products and four questiasls about the quality of products.
Question about the quality of iced — drinks wasttedi because their quality can not be

influenced by the owner.

Answers 1 2 3 4 5 e
answered
Absolute [ o4 19 3 0 0 4
frequency
Relative 77% 17% 3% 0% 0% 3%
frequency

Table 6: Satisfaction with Variations of OfferedtHirinks (self — created)

Answers 1 2 3 4 5 e
answered

Absolute 66 26 5 1 0 17

frequency

Relative 57% 2304 4% 1% 0% 15%

frequency

Table 7: Satisfaction with Product Mix of Iced Cka{self — created)

Answers 1 2 3 4 5 e
answered
Absolute 68 20 5 1 0 21
frequency
Relative 59% 17% 4% 1% 0% 18%
frequency

Table 8: Satisfaction of with Variations of Offergiked Drinks(self — created)
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Answers 1 2 3 4 5 e
answered
AbSOIUte 56 31 9 1 1 17
frequency
Relative 49% 27% 8% 1% 1% 15%
frequency

Table 9: Satisfaction with Variations of OffereddSerts(self — created)

Answers 1 2 3 4 5 e
answered

Absolute 51 26 9 1 1 27

frequency

Relative |, /o, 2304 8% 1% 1% 23%

frequency

Table 10: Satisfaction with the Selection of Offieliee — creaméself — created)
It is obvious that customers really like the coffeenu. 77% of respondents evaluate this
product mix as excellent. The worst mark is “goaiid it appeared only three times.
Average mark of the question about variations dfdromks is 1.225. The other results are
worse, but not too bad.

Table 6 describes question about satisfaction thighproduct mix of iced — drinks.
This was one of the questions where appeared hpgreentage of respondents which not
answered this question. The reason can be that tegpondents have no experience with
this kind of drinks. But on the other hand morentlbae half of respondents are absolutely
satisfied with variations of iced — drinks. It gsvthe average mark 1.398.

Table 8 and table 9 show some insufficienciestahte 8 appeared marks satisfactory
and unsatisfactory. Those marks were given onlylBy o all respondents. But in
comparison with table 5 for example, are the resutltrse. Table 9 is very similar to table
8. There appear the worst marks too. But on therdtand the percentage of respondents
with no answers is much higher. It takes almostfoneth of all answers. It can mean that
people do not order ice — creams so much. On therdtand almost one half on
respondents are satisfied with variations of déssand ice — creams. Product mix of
desserts was evaluated by the average mark 1.%//\taaiations of ice — creams get 1.580.
These two average marks are the worst evaluaticml dhe questions. Respondents are

mostly very satisfied with the assortment.
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How are you satisfied with the selection of ice -
creams?

How would you evaluate variations of our desserts?
How are you satisfied with variations of our mixed

drinks?

How are you satisfied with our product mix of iced
drinks?

How are you satisfied with variations of our hot
drinks?

Satisfaction with the variations of products

0%

40%

E]1l E2 m3 E4 m5 mNotanswered

60%

80%  100%

120%

Figure 4: Satisfaction with the Variations of Pradsi(self — created)

Questions about quality differ from the previoustsof questions. The previous
questions about variations of offered products @¢dod answered even by customers who
have no experiences with these products. They cadtuate variations of product just by
looking into list of drinks. On the other hand @ling sort of questions about the quality
of product should be evaluated by customers whee hedkeady tried some of offered

products. That is the reason, why there are highatentages of respondents who did not

answer.

Answers 1 2 3 4 5 e
answered
Absolute 96 9 3 0 0 7
frequency
Relative 83% 8% 3% 0% 0% 6%
frequency

Table 11: Satisfaction of Customers with the QuaditHot Drinks(self — created)
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Answers 1 2 3 4 5 e
answered
Absolute 55 20 3 1 0 36
frequency
Relative 48% 17% 3% 1% 0% 31%
frequency

Table 12: Satisfaction of Customers with the QuaditMixed Drinkqself — created)

Answers 1 2 3 4 5 e
answered
Absolute 70 15 4 0 1 25
frequency
Relative | o, 13% 3% 0% 1% 22%
frequency

Table 13: Satisfaction of Customers with the QualitDessertgself — created)

Answers 1 2 3 4 5 e
answered
Absolute 55 20 3 3 0 34
frequency
Relative 48% 17% 3% 3% 0% 30%
frequency

Table 14: Satisfaction of Customers with the Qualitice — creaméself — created)
The highest percentage of respondents did not andweequestion about the quality of
mixed drinks. It can be cause by the fact, thatuBeCaffé is a cafeteria and not a cocktail
bar. But in spite of this fact, a lot of customdrave already tried mixed drinks and
evaluate them. Almost one half of them evaluategtiedity of mixed drinks as excellent.

Quite similar percentage of not answered questi@ssthe one about the quality of
offered ice — creams. This question has the womtknfisatisfactory”. This mark was
selected by 3% of all respondents. The average ofatks question is 1.432 and it is the
highest average of all questions about qualityrofipcts.

On the other hand, the question about qualityatfdninks has the lowest percentage
of respondents that did not answer the questio#h p8rcent of all respondents find the
coffee and other hot drinks as excellent. The woratk at this question was “good” and
this option was selected by only 3% of all respartsleThe average mark is 1.139 and it is

the lowest average of all the question even ofipte/sort of questions.
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Interesting fact is that in the answers on thestjoe about quality of offered desserts
appeared the worst mark, which is “unsatisfactoty’tan be caused by one unsatisfied
customer, whose expectations were not met, onibesa problem of one concrete piece of
ordered dessert. But the average mark of this gurei 1.3 which is not even the worst

evaluation. The mark “unsatisfactory” was balaniog®1% of satisfied respondents.

Satisfacion with the quality of products

How would you evaluate the quality of our ice - cream?

How are you satisfied with the quality of our desserts?

How are you satisfied with the quality of our mixed
drinks?

How are you satisfied with the quality of our hot drinks?

e
-

0% 20% 40% 60% 80%  100% 120%

m1l m2 m3 m4 m5 mNotanswered

Figure 5: Satisfaction with the Quality of Produ¢self — created)

4.5.5 Competitors of Betulla Caffé
Almost at the end of the questionnaire is an opejuedtion where customers should name

other cafeterias, which they are visiting.

Pekarna a Kafirna -
| don't Café . Coffee & | Café bar | galerie
Answers . cukrarna
visit any Archa . Co Modus pod
Kol&t -
Radnici
Relative 00 17% 9% 8% 7% 4%
frequency
Absolute | -, 25 15 13 11 7
frequency

Table 15: Visited Competitors of the Betulla CaffE' Part (self — created)
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ANSWers Cukrarna| Cukrarna Café Kavarna Park Café
Dino Zlinanka [ Vienna Golem
Relative o, 4% 3% 3% 3%
frequency
Absolute 7 6 5 5 4
frequency

Table 16: Visited Competitors of the Betulla Cafff® Part (self — created)

Question 17: Can you name other cafés that you are visiting?

45
40
35

3
Absolute 25
frequency 20

1

Idon't Café Pekarna Coffe & Café bar Kafirna - Cukrdrna Cukrarna Café
visitany Archa a Co Modus galerie

cukrdrna pod
Kolar Radnici

wv

owu

Kavérna  Park
Dino Zlinanka Vienna Golem Café

Visited cafés and confectioneries

Figure 6: Visited Competitors of the Betulla Cagélf — created)
In the previous tables and graph figure only caiéd confectioneries with the rate bigger
than 1%. Forty — two of all respondents can beidened as loyal customers. Their answer
to the question was that they do not visit any iotiedés. The chief competitor of Betulla
Caffé is cafeteria Café Archa. This cafeteria wamed twenty — five times.. Very popular
cafeterias or confectioneries are also Pekarn&i@ma Kol&, Coffee & Co and Café bar

Modus. Other cafés have been mentioned less thamies.

4.5.6 Suggestion and Comments by the Customers

The author of the thesis put in the questionnaened question, where customers could
write their own comments and suggestions. But skxtysix customers wasted this
opportunity. Seven customers took this opportundyexpress their satisfaction with
cafeteria. There is an opinion to make the intenbrthe cafeteria complete. Another
suggestion refers to the question about satisfaatith the assortment. The opinion is to
crate a menu for diabetic people, to add some iclds€zech desserts or to create an
original ice — cream sundae called Betulla Cafféese recommendations proceed from the

unsatisfied customers with variations of offeredbducts. Last suggestion is about
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organized shows and concerts. Customers wouldtdikéisit more shows and concerts.

Some suggestions are impracticable like to op@nrade or to create a children’s room.

4.5.7 Data Correlation
At this point the author of the thesis explores satata correlation that can appear in the
questionnaire.

It was found out that customers which are visiting cafeteria more than once a week
are absolutely satisfied with the quality of offérproducts. The average mark of the
guestion about quality of products is 1.0. Theatashs of products are evaluated in very
positive way, too. The average mark of those fivesgons is 1.062. Only two marks
worse than excellent appeared in the evaluatiomaans that 96% of all answers are
created by mark “excellent” and remaining 4% aeated by the mark “commendable”.

Regular customers who visit the café once a weekery satisfied with the quality of
products and also with variations of the produBigerage mark of the quality of products
is 1.225 and average of marks of variations of pet&l is 1.269. Both marks are very
similar. Only one customer evaluates products assfactory” and from the whole amount
of answers it is only about 6%. Remaining 94% paxcesvaluated the quality and
variations of products by mark better than “good”.

Customers visiting Betulla Caffé more than oncea@nth are 100% satisfied with
quality of hot drinks. The average mark of qualiyall products is 1.175. The worse
average mark is for the variations of dessertsitasdL.750. But average mark of variations
of all products is 1.443. Only 5% of all marks wégeod”. 95% of whole evaluation is
better than “commendable”.

Customers which are visiting the cafeteria onogoath can be considered as satisfied.
Their evaluation is very good for the café. Onlsethmarks “good” appeared. It is 15% of
all these customers. The rest of the customersiateal quality and variations of product
by mark better than “commendable”.

Customers that visited the cafeteria for the firse evaluate products on the basis of
their first impression. Variations of the produatsre evaluated by the average mark 1.631
which is the worst evaluation of all. Also the axation of quality of products it the worst
with the average mark 1.571. But about 90% of thmss#omers evaluated products by
mark better than “good”. Only about 10% evaluatgdtie mark “satisfactory”. This

evaluation is connected to quality and variatiohsftered ice — creams. But in this group
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of customers can be the low rating caused by ttietifiat customers have any experiences
with some products.

For the table of scales see Appendix PIII.

4.5.8 Strengths and Weaknesses

Strengths of the cafeteria can be non — smoker@mwient, easy - access for wheel —
chairs, good quality of offered products, pleassmvants, calm environment, good access
for the people with or without cars or the eye telear on the street in front of cafeteria.

On the other hand, weaknesses of the cafeteriabeathe position on the first floor,

impossibility of opening a terrace or lack of gtietl personnel.
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5 SUGGESTIONS AND RECOMMENDATIONS

In this chapter, the author of the thesis will gs@me recommendations according to
results of the questionnaire survey.

In the chapter 4.2 were stated three main probléatshave to be solved. First one is
about opening hours. The owner wants to know if ¢hstomers of the cafeteria are
satisfied with present opening hours. The authothef thesis suggests to make a new
opening hours. Any customer wants earlier openimg,t but for the cafeteria could be
valuable to move closing time from seven to eighthie evening. The author of the thesis
also recommends to open the cafeteria in the weklatrieast for one day in the weekend.
These suggestions can bring more customers whioh their working hours till evening.
As it was written in chapter 3, the author of thesis has no access to the financial files of
the cafeteria. The calculation of the costs wilMeey general. To sum all the costs of this
recommendation it is necessary to know how muchyrhas to be paid for the operational
costs. There is a need of calculation of the opmrak costs for one hour. Than can be
calculated how these costs have grown. By knowieg roperational costs can be
calculated how many customers have to visit theteah during new opening hours to
have these costs covered. The fact that recommendaas only about one day during the
weekend was caused by the lack of personnel.

Second problem is about customers’ satisfactidh tie assortment of the cafeteria.
The author of the thesis divided all the questions two groups. One group of questions
is about variations of offered products. The autifdhe thesis suggests to enlarge product
mix of desserts and ice — creams. More precisayetiiargement would be by classical
Czech desserts or by adding some dessert for diapebple. These two groups of
products were not evaluated as good as it cantmevariations of ice — creams should be
enlarged by the creation of the original ice — oresundae called Betulla Caffé. But the
best way how to satisfy the customers is to chamgenenu form time to time.

The third problem was about the competition. Th#har of the thesis found out that
cafeteria Betulla Caffé has it own loyal custom&hsch do not visit any other cafeterias.
But the chief competitor is Café Archa. But this de evaluated positively, because Café
Archa is at very similar price level. The authortloé thesis presumes that people are ready
to pay more money for good - quality products.

The author of the thesis also recommends to inwestey into own websites. On the

websites can be placed terms of concerts or shbean be one of the investments into the
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advertisement. This recommendation can cost ab@@00 CZK. Another kind of the
promotion of the cafeteria is by the regional rasliations. For example Radio Zlin offers
three spots a day for two weeks for 7,000 CZK. Tadio station is the most heard station
at the Zlin region. More publicity can bring newstomers into the cafeteria.

Another recommendation is about the interior detaia. The author of the thesis
recommends more plants and to give a flower on &sak. Artificial flowers do not look
really good. Real flowers are on the other handenexpensive. There are twelve tables in
the cafeteria, so the price for the flowers carb@@ CZK for a week. But the impression

that leaves real flower is much better than onartificial flower.
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CONCLUSION

This bachelor thesis was focused on the marketiegarch. The research was taken in the
cafeteria Betulla Caffé in Zlin. The target of thesearch was to analyze customers’
satisfaction.

This bachelor thesis is divided into theoreticait@nd practical part. During writing
the thesis there was a need to mention some rul@spanciples about the marketing
research. The big part is given to methods of dali@ction, especially to the creation of
guestionnaire. Another chapter in theoretical dagls with costumers’ satisfaction. There
are mentioned their expectations and requirememtthé quality of products and offered
customer service.

In the practical part is stated an introductiorthe cafeteria Betulla Caffé. There are
stated basic facts about the café, like its histpeysonnel, suppliers or offered customer
services. Next chapter in the theoretical part sl@dth the analysis of the costumers’
satisfaction. The methods that were used duringwhele process of analysis were
mentioned in the theoretical part. The main parth&f analysis was the questionnaire
survey. Another used method was an interview Wwighdwner of the cafeteria.

There were stated three main problems in frontlath cafeteria stands. The first one
was about the opening hours, second was aboutfastit;él of customers with the
assortment and third was about the competitionvas found out that present opening
hours suits to most of the customers. But it wasmenended to change the closing time
form present 7 pm to 8 pm. It was also recommerndexpen the cafeteria for at least one
day during the weekend. Costumers’ satisfactioh wie assortment is at quite high level.
But there were some recommendations too. It wagesigd to enlarge the product mix of
offered desserts and ice — creams. Results ofrtAlysas of the competitors showed quite
large amount of loyal customers that do not visit ather cafeterias. The chief competitors
of the Betulla Caffé are Café Archa, Pekarna aaula Kol& Coffee & Co and Café bar
Modus. These competitors are situates in the neitjiaiod of the cafeteria Betulla Caffé.
Last suggestion was about the promotion of thetea#e It was found out, that café has no
websites and it does not pay for any kind of adsement. It was recommended to create
own websites and advertise the cafeteria in onbeofegional radio stations.

All important marketing problems were analyzed ttse target of the bachelor thesis

was fulfilled.
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APPENDIX P I: QUESTIONNAIRE — COSTUMERS SATISFACTIO N
WITH BETULLA CAFFE

Good day,

| beg to address you and ask you for complete thestgpnnaire in the same time. | am
a student of the third year at the Tomas Bata Usityein Zlin and this questionnaire will
help me to elaborate my bachelor thesis. Resultsthig investigation will be
simultaneously interpreted to the management of ¢héeteria for the prospective
improvement of the offered services.

The questionnaire is completely anonymous andegsilts won't be misused for another

purpose.

Please, select only one choice at each question.

1. You are visiting our cafeteria:
- for the first time - more than once a week coa week

- more than once a month - once a month - less

2. How did you learn about us?

3. Do our opening hours suit to you?
- YES -NO
If your answer is NO, please write down, how yowlgoimagine our new opening hours
(e.g. weekends, earlier in the morning, later

in the evening, etc.).

4. Are you visiting our shows with music?
- YES -NO



5. Would you make use of our offer and organize yalelaration at our place?
-YES - I don’t know -NO

Please, at the following questions, select an appate mark, just like in school. (1 = the

best, 5 = the worst)

How are you satisfied with the environment of oafé®

How are you satisfied with our servers?

How are you satisfied with variations of our hahés?

How are you satisfied with the quality of our hoin#s?

How are you satisfied with our product mix of iaithks?

How are you satisfied with variations of our mixaithks?

How are you satisfied with the quality of our mixaahks?

How would you evaluate variations of our desserts?

How are you satisfied with the quality of our detse

How are you satisfied with the selection of iceatns?

How would you evaluate the quality of our ice-cr@am

6. Can you name other cafés that you are visiting?

7. Do you have any comments or suggestions that wetenrentioned in this

questionnaire?

Thank you for your time and have a nice day.



APPENDIX P II: RESULTS OF QUESTIONNAIRE IN TABLES A ND

GRAPHS
1.You are visiting our cafeteria:
For the More than Once a More than Once a Not
Answers | .. . once a once a Less
first time week month answered
week month
Absolute | -, 9 13 18 20 29 5
frequency
Relative | g, 8% 11% 16% 17% 25% 4%
frequency
Question 1: You are visiting our
cafeteria:
4% M For the first time
\ W More than once a week
8%
M Once a week
M More than once a month
M Once a month
W Less
Not answered
2. How did you learn about us?
Friends / Eye-cather in . Coincidence|  Not
Answers . front of Advertisement Internet . )
Relatives . / Curiousity | answered
cafeteria
Absolute | - g 19 4 2 16 18
frequency
Relative |5, 17% 3% 2% 14% 16%
frequency

Question 2: How did you learn about
us?

M Friends / Relatives
M Eye-cather in front of
cafeteria

m Advertisement

M Internet




3. Do our opening hours suit to you?

Answers YES NO Not
answered
Absolute 100 13 2
frequency
Relative 87% 11% 204
frequency

Question 3: Do our opening hours
suit to you?

2%

W YES
mNO

Not answered

If your answer is NO, please write down, how youlgamagine our new opening hours

Answers La“?r Weekends
evening
Absolute 8 5
frequency
Relative 62% 38%
frequency

4. Are you visiting our shows with music?

Answers YES NO Not
answered
Absolute 16 97 5
frequency
Relative 14% 84% 204
frequency

Question 4: Are you visiting
our shows with music?

2% 14%

\ m YES
= NO

Not answered




5. Would you make use of our offer and organize yoelelration at our
place?

Answers YES | don't NO ot
know answered
Absolute 61 38 13 3
frequency
Relative 53% 33% 11% 3%
frequency

Question 5: Would you make
use of our offer and organize
your celebration at our...

11% 3%
W YES

‘ H | don't know
NO

H Not answered

6. How are you satisfied with the environment of café@

Answers 1 2 3 4 S e
answered
Absolute [ o, 12 10 0 0 2
frequency
Relative 79% 10% 9% 0% 0% 2%
frequency

Question 6: How are you satisfied
with the environment of our café?

Relative 2822 g
frequency Z2‘822 -:: 10% " 9% —~
0% 0% 0% 2%
S ) LI M

Potential answers




7. How are you satisfied with our servers?

Answers 1 2 3 4 5 "
answered
Absolute 93 18 1 0 0 3
frequency
Relative 81% 16% 1% 0% 0% 3%
frequency

Question 7: How are you satisfied
with our servers?

100% (-
Relative g g
frequency é A 4 -
S

N
°§®
QO
>

&

Potential answers

8. How are you satisfied with variations of our dainks?

Answers 1 2 3 4 5 e
answered
Absolute [ o4 19 3 0 0 4
frequency
Relative 77% 17% 3% 0% 0% 3%
frequency

Question 8: How are you satisfied
with variations of our hot drinks?

. () .'

Potential answers




9. How are you satisfied with the quality of our lioinks?

Answers 1 2 3 4 5 e
answered
Absolute | oo 9 3 0 0 7
frequency
Relative 83% 8% 3% 0% 0% 6%
frequency

Question 9: How are you satisfied
with the quality of our hot drinks?

100%
Relative 2843
frequency 40%
2% 0% 0% 6%

Potential answers

10. How are you satisfied with our product mix of icthks?

Answers 1 2 3 4 5 e
answered
Absolute 66 26 5 1 0 17
frequency
Relative 57% 2304 4% 1% 0% 15%
frequency

Question 10: How are you satisfied

with our product mix of iced drinks?
60% .

0,
Relative 40%

frequency 20%
()

0%

Potential answers




11.How are you satisfied with variations of our mixgthks?

Answers 1 2 3 4 5 e
answered
Absolute [ <o 20 5 1 0 21
frequency
Relative 59% 17% 4% 1% 0% 18%
frequency

Question 11: How are you satisfied
with variations of our mixed drinks?

60%
Relative  40%

frequency 20% '- o — -

0%
S A T R R

&
o"'b&
N

Potential answers

12.How are you satisfied with the quality of our mixaxihks?

Answers 1 2 3 4 5 e
answered
Absolute 55 20 3 1 0 36
frequency
Relative 48% 17% 3% 1% 0% 31%
frequency

Question 12: How are you satisfied
with the quality of our mixed drinks?

50% g
Relative %8&; L~
frequency 20%
8% = FL A g

Potential answers




13.How would you evaluate variations of our desserts?

Answers 1 2 3 4 5 e
answered
Absolute 56 31 9 1 1 17
frequency
Relative | 5, 27% 8% 1% 1% 15%
frequency

Question 13: How would you evaluate
variations of our desserts?

Relative  3p%
frequency 10%

Potential answers

14.How are you satisfied with the quality of our dets2

Answers 1 2 3 4 5 e
answered
Absolute 70 15 4 0 1 25
frequency
Relative 61% 13% 3% 0% 1% 22%
frequency

Question 14: How are you satisfied
with the quality of our desserts?

80%,

. 6000 T

ool B | B== p—
209 - -

T T TR
5
$Qa
(\c,
>
&

Potential answers




15.How are you satisfied with the selection of icereamns?

Answers 1 2 3 4 5 e
answered
Absolute 51 26 9 1 1 27
frequency
Relative |, /o, 23% 8% 1% 1% 23%
frequency

Question 15: How are you satisfied
with the selection of ice - creams?

50
Relative %8
frequency %8

0

S SIS

Potential answers

16.How would you evaluate the quality of our ice-cr€am

Answers 1 2 3 4 5 e
answered
Absolute 55 20 3 3 0 34
frequency
Relative 48% 17% 3% 3% 0% 30%
frequency

Question 16: How would you evaluate
the quality of our ice - cream?

Relative
frequency

g g g A
000000
IS SIS

Potential answers




17.Can you name other cafés that you are visiting?

Pekarna a Kafirna -
| don't Café . Coffee & | Café bar | galerie
Answers . cukrarna
visit any Archa Ly Co Modus pod
Kol&t -
Radnici
Relative 00 17% 9% 8% 7% 4%
frequency
Absolute | -, 25 15 13 11 7
frequency
ANSWers Cukrarna| Cukrarna Café Kavarna Park Café
Dino Zlinanka [ Vienna Golem
Relative | 4o, 4% 3% 3% 3%
frequency
Absolute 7 6 5 5 4
frequency

Question 17: Can you name other cafés that you are visiting?

Absolute 25
frequency 20 -

Idon't Café  Pekdrna Coffe & Café bar Kafirna - Cukrarna Cukrdrna Café Kavdrna Park

visitany Archa a Co Modus galerie  Dino Zlinanka Vienna Golem Café
cukrdrna pod
Kolat Radnici

Visited cafés and confectioneries




APPENDIX P IlI: ABSOLUTE FREQUENCY CONVERTED INTO A

SCALE.
Absolute frequency SCALE COUNT
Question SUM | SCALE
1 2 3 4 5 1 2 3 4 5
6 91 | 12| 10| O 0| 9 24 30 ( ( 145 1,28
7 93 | 18| 1 0 O 93 3§ 3 d ¢ 132 1,17
8 89| 19| 3 0 O 89 3 9 (d ¢ 136 1,22
9 % | 9 3 0 O 96/ 1§ 9 O O 123 1,13
10 66 | 26| 5 1 O 66 54 1% 4 q 137 1,39
11 68 | 20| 5 1 0O 68 4 1% 4 q 127 1,35
12 5| 20| 3 1 O 559 49 9 4 ¢ 108 1,36
13 56 | 31 9 1 1 56 64 27 A4 9 154 1,57
14 70 | 15 4 0 1 70 3¢ 12 9 117 1,30
15 51| 26 9 1 1 51 54 27 A4 9 139 1,58
16 5| 20| 3 3 O 559 49 9 12 (¢ 116 1,43




