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Executive Summary 
 

HG Sply Co. is a Fort Worth restaurant committed to providing consumers with health 

conscious options that meet a variety of dietary accommodations. The restaurant is 

conveniently located in the West Bend Shopping Center directly off the Trinity River giving 

customers a unique and idyllic environmental experience. The focus of our project was to 

provide HG Sply Co. with recommendations on how to better market to the TCU student 

population based on statistical data collected.  We utilized Qualtrics to create a survey and 

obtain data on the TCU student body’s opinions towards different factors regarding HG Sply 

Co. The objectives were focused on customer’s sentiment towards price, environment, 

location, values, and service of HG Sply Co. We believe these five factors combined give a 

clear picture of the customer’s overall experience at the restaurant. Through the data 

collected we discovered that customers are extremely satisfied with the service through 

factors such as employee friendliness and the environmental factors such as outdoor seating 

options. Customers were also satisfied with the accommodations for dietary restrictions, 

showing a positive opinion towards the overall concept of HG Sply Co. Our data did show 

customer dissatisfaction with the value provided and the price paid for their meal. There was 

also some difficulty with the location of the restaurant, specifically for TCU students who 

do not have access to a car. The survey results that showed dissatisfaction by customers was 

taken into account in the recommendations made for the restaurant. In general HG Sply Co. 

has been positively received in the Fort Worth community and TCU students are heavily 

motivated to try and return to the restaurant after continually being satisfied by their 

experience.  
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Background 

Industry 

As the country moves towards a healthier lifestyle, health-conscious restaurants are 

becoming ever popular among consumers. According to a 2016 study, 68% of consumers 

said they are more likely to visit a restaurant that offers locally sourced food. Additionally, 

38% claimed that the availability of healthy menu options plays a predominant role in their 

restaurant choice (Marks 41). With the growing demand for locally sourced, healthy cuisine, 

the market for restaurants offering such choices is growing rapidly. 

 

The farm-to-table restaurant industry is a relatively new concept meaning key chain 

restaurants do not heavily drive it. This unique lack of large industry competition makes for 

an ideal market for smaller restaurants to compete for the health conscious consumer. As the 

industry continuously grows in years to come, early key players will have the advantage of 

an established brand. However, the young age of the industry will also pose challenges for 

restaurants attempting to tap into the market. 

 

The primary challenge behind the young market will be the sensitivity of its target consumer. 

Because the concept is new to most of the public, the farm-to-table restaurant industry will 

need to overcome the difficult task of educating its consumers and introducing them to a 

new way of eating. In a nation driven by the sale of fast, inexpensive food, restaurants may 

find it difficult to convince new customers that their health is worth the extra time and 
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money. However, as the nation naturally transitions towards a health driven lifestyle, we are 

confident that the industry will continue to grow. 

 

HG Sply Co. 

HG Sply Co. originally opened their doors in Dallas, Texas in May of 2013. After finding 

early success, the restaurant owner, Elias Pope, decided to expand and open another 

restaurant in Dallas’s sister city, Fort Worth. HG Sply Co. of Fort Worth opened its doors in 

August 2016 at 1621 River Run. This location is conveniently located just 1.4 miles from 

TCU’s campus and within the new development, the West Bend Shopping Center. With both 

the West Bend Shopping Center and University Park Village in close proximity, HG Sply 

Co. is in an ideal location for the TCU market. Additionally, the restaurant offers outdoor 

seating along the Trinity River, offering customers a unique amenity. 

 

The current hours of operation are Monday through Thursday from 11am to 10pm, Friday 

from 11am to 11pm, Saturday from 10am to 11pm, and Sunday from 10am to 10pm. HG 

Sply Co. is considered to be a health conscious and an environmentally friendly restaurant 

that provides locally sourced ingredients coinciding with the farm-to-table concept. It is able 

to accommodate a wide variety of dietary accommodations ranging from gluten and dairy 

exclusions to vegan alternatives. The restaurant provides a wide variety of dining options 

along with unique beverages. With the farm-to-table concept being a growing trend in 

today's dining features, HG Sply Co. has seen great success in establishing its brand. 
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The farm-to-table concept has grown in popularity and is being utilized by many other Fort 

Worth restaurants, some of which are HG Sply Co.’s most prominent competitors. These 

restaurants include Ellerbe’s, Righteous Foods, and Press Cafe. To combat similar local 

competitors, we are providing HG Sply Co. with valuable market research about the TCU 

student body so the restaurant can better cater their business to the wants and needs of this 

potential target market. 
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Research Objectives 
	
	
Target Market 

Objective 1: To determine the demographic of HG Sply Co.’s current market among TCU 

students 

 

Price 

Objective 2: To determine the average price range that TCU students are willing to pay for 

a meal at HG Sply Co. 

 

Environment 

Objective 3: To determine which aspects of the HG Sply Co. environment TCU students 

value the most between music, internal décor, and outdoor seating 

 

Location 

Objective 4: To determine if proximity to campus is an incentive for TCU students to eat at 

HG Sply Co.   

 

Objective 5: To determine if TCU student’s access to a car affects their likelihood of visiting 

HG Sply Co.  
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Values 

Objective 6: To determine if the use of locally sourced ingredients by HG Sply Co. is valued 

by TCU students 

 

Objective 7: To determine how satisfied customers were with the overall taste of their meal 

at HG Sply Co.  

 

Service 

Objective 8: To determine if individual components of the service experience (employee 

friendliness, wait time for table, and wait time for food) affects the overall service experience 

of the restaurant for those that have visited HG Sply Co.  
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Research Approach 
 
Exploratory 
 
In the United States today, Americans are beginning to change what they value when it 

comes to the foodservice industry. Speed and efficiency used to be a priority with the rise of 

fast food restaurants but within the past five years Americans have begun to place a bigger 

emphasis on healthy restaurant options that meet a diverse range of dietary accommodations. 

To discover more about this new trend, we used Consumer Reports as a secondary data 

source. A survey conducted by Consumer Reports “confirms the growing appeal of 

restaurants that customers can feel good about” (Marks 41). This secondary data source 

helped confirm the information we collected from our survey. 

 
 

Conclusive/Descriptive 

To collect conclusive and descriptive data we administered a survey from which we gathered 

a total of 114 responses. When it comes to descriptive data, “Data are collected in a 

structured fashion, typically using large, representative samples. The findings are then used 

to make generalizations about an entire customer group or market” (Malhotra 72). The 

sample for the survey was students at Texas Christian University as we were hoping to gain 

insight into how HG Sply Co. can better market to the TCU student population. We received 

a mixed result of males and females to gain a diverse set of opinions for our results. The 

descriptive data collected from the survey was crucial to performing data analysis and 

concluding results for HG Sply Co. 
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Sampling Procedures 

For our research, we decided to conduct judgmental sampling. This technique enables us to 

choose our sample based on our team’s own judgment. This method is quick and 

inexpensive. Our sampling population includes the Texas Christian University student body, 

because they are the population of interest regarding our research. By reaching 114 sample 

responses, we were able to achieve accuracy in our analysis.   
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Sampling Plan 
	
We surveyed 114 people, 76.5% were female respondents, and 23.5% were male 

respondents. The respondents ranged from 18-23 years old, and 99.09% were current TCU 

students.  

Quantitative Research 
	
We conducted research by using an online survey facilitated by Qualtrics software. In the 

survey, we had a variety of question techniques: matrix tables, multiple choice, rank order, 

and interval scaling. We opened the survey for respondents to complete from Monday, 

November 30, 2016 and closed the survey Thursday, December 8, 2016.  

Data Analysis  
	
For data analysis, we completed hypothesis testing to determine the results of our research 

questions. To test each of the research questions, we formulated a null hypothesis, a research 

hypothesis, mean, standard deviation, whether it is a one or two tail test, the Z-statistic and 

the Z-critical value. We then used this data to determine with a 95% confidence level if we 

could accept the null hypothesis, which enabled us to determine the answer to the specific 

research questions.  
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Results 
	
The following data represent the survey results we obtained through Qualtrics software.  

Sample Population 

Below is a summary of our sample population. 

 

Gender Classification 

Of 110 responses, 77% of respondents identified as female while 23% of respondents 

identified as male. 

 

 

 

 

 

Age  

The following graph shows the percentage of respondents in each age interval. 
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Dietary Restrictions 

Respondents were asked to specify food allergies and/or dietary restrictions. The following 

graph represents subjects’ responses. 
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Car Access 

Subjects were asked if they had access to a car. About 94% of respondents said yes while 

about 6% answered no. 
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Target Market  
	
Objective 1: To determine the demographic of HG Sply Co.’s current market among 

TCU students 

 

RQ: Are women more likely than men to visit HG Sply Co.? 

Respondents were asked whether they were male or female and if they have or have not been 

to HG Sply Co. Using the test of two means, the research hypothesis states that women are 

more likely than men to visit HG Sply Co. The Z-statistic calculated was 0.5171, which is 

less than the Z-critical value of 1.645. With that being said, we failed to reject the null 

hypothesis, and concluded that at a 95% confidence level, we cannot determine that women 

are more likely than men to visit HG Sply Co. 

 

RQ: Is there an association between requiring dietary accommodation and visiting HG Sply 

Co.? 

Respondents were asked whether they had dietary restrictions and whether or not they have 

been to HG Sply Co. Using the test of two means, the research hypothesis states that those 

that do have dietary restrictions are more likely to try HG Sply Co. The Z-statistic calculated 

was -7.4194 which is less than the critical value of 1.645. With that being said we failed to 

reject the null hypothesis, and concluded with a 95% confidence level we cannot determine 

that those who require dietary accommodations are more likely to try HG Sply Co. 



	 	 						HG	Sply	Co.	Research	Report	|	16	

Price  
	
Objective 2: To determine the average price range that TCU students are willing to 

pay for a meal at HG Sply Co. 

 

RQ: Is there a correlation between price paid and satisfaction with HG Sply Co.? 

Respondents were asked if the price paid correlated with how satisfied the customer was 

with HG Sply Co. Using the correlation test we discovered that the p-value of 0.98 exceeded 

the alpha of 0.05. To reject the null, the p-value must be less than alpha so in this case we 

are not able to reject the null. Therefore, we concluded at a 95% confidence level we cannot 

prove that there is a correlation between price paid and satisfaction.  

 

RQ: Is the average price paid at HG Sply Co. higher than the average price paid at other 

full service restaurants?   

Respondents were asked the average price paid for their meal at HG Sply Co. and the average 

price paid at other full service restaurants. Using a test of two means with one-tail the Z-

statistic found was 3.015 which was greater than the Z-critical value of 1.645 therefore we 

rejected the null. We concluded at a 95% confidence level that the average paid at HG Sply 

Co. is higher than the average price paid at other full service restaurants.  
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Environment 
	
Objective 3: To determine which aspects of the HG Sply Co. environment TCU 

students value the most between music, internal décor, and outdoor seating.  

 

RQ: Is outdoor seating the primary environmental factor that motivates customers to go to 

HG Sply Co.? 

Respondents were asked to rank their preferences in environmental factors of HG Sply Co., 

with 1 being most satisfied and 4 being least satisfied. Using a test of one mean, the research 

hypothesis states that outdoor is the primary environmental factor that motivates people to 

go to HG Sply Co. The Z-statistic was calculated to be 5.97, which is greater than the Z-

critical value of 1.96. With that being said, we rejected the null hypothesis and concluded 

that, with a 95% confidence level, outdoor seating is the primary environmental factor that 

motivates people to go to HG Sply Co.	
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Location  
	
Objective 4: To determine if proximity to campus is an incentive for TCU students to 

eat at HG Sply Co. 

 

RQ: Is proximity to campus the primary location factor that motivates customers’ restaurant 

preferences? 

101 respondents were asked to rank restaurant location aspects in order from 1 to 3. We used 

a test of two means to determine whether or not our hypothesis that proximity to campus is 

the primary location factor that motivates students’ restaurant preferences could be 

statistically proven. After finding that the Z-statistic of 4.019 was larger than the critical 

value of 1.96, we were able to reject the null hypothesis. Therefore, we can determine that, 

at a 95% confidence level, proximity to campus is the primary location factor that motivates 

students’ restaurant preferences. 

 

Objective 5: To determine if TCU student’s access to a car, affects their likelihood of 

visiting HG Sply Co. 

 

RQ: Is there an association between having a car and visiting HG Sply Co.? 

Respondents were asked whether or not they had a car, and whether or not they have visited 

the HG Sply Co. location in Fort Worth. Using a cross tabulation (a chi-square test), the 

research hypothesis states there is an association between having a car and visiting HG Sply 

Co. The chi-square statistic was calculated to be 5.55, which is greater than the chi-square 
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critical value of 3.841. With that being said, we rejected the null hypothesis and concluded 

at a 95% confidence level that there is an association between having a car and visiting HG 

Sply Co., and the association is positive. This suggests that students with a car are indeed 

more likely to visit HG Sply. Co.	  
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Value 
	
Objective 6: To determine if the use of locally sourced ingredients by HG Sply Co. is 

valued by TCU students 

 

RQ: Does the use of locally sourced ingredients positively motivate customers to go to HG 

Sply Co.? 

Respondents were asked to score how large of a role the use of locally sourced ingredients 

plays in their decision to eat at HG Sply Co. on a 10-point scale (1 being it doesn’t motivate 

you to eat there at all and 10 being it heavily motivates you). Using a test of one mean, the 

research hypothesis states that the use of locally sourced ingredients does positively motivate 

customers to eat at HG Sply Co. The sample mean was 5.73 with a standard deviation of 

3.39. The Z-statistic was calculated to be 1.415 which is less than the Z-critical value of 

1.96. With that being said, we failed to reject the null hypothesis and concluded that with a 

95% confidence level, we cannot prove that the use of locally sourced ingredients positively 

motivates customers to eat at HG Sply Co. 

 

Objective 7: To determine how satisfied customers were with the overall taste of their 

meal at HG Sply Co. 

 

RQ: Were customers satisfied with the taste of their meal at HG Sply Co.?  

Respondents were asked to score their satisfaction with the taste of their meal(s) at HG Sply 

Co. on a 5-point scale with 1 being extremely satisfied and 5 being extremely dissatisfied. 



	 	 						HG	Sply	Co.	Research	Report	|	21	

Using a test of one mean, the research hypothesis states that customers had a non-neutral 

opinion about the taste of their meal at HG Sply Co. The sample mean was 1.67 with a 

standard deviation of 0.89. The Z-statistic was calculated to be -9.685 which is greater than 

the Z-critical value of -1.96. With that being said, we rejected the null hypothesis and 

concluded with a 95% confidence level that customers had a non-neutral opinion about the 

taste of their meal at HG Sply Co. and that opinion was overwhelmingly positive. 
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Service  
	
Objective 8: To determine if individual components of the service experience (employee 

friendliness, wait time for table, and wait time for food) affects the overall service 

experience of the restaurant for those that have visited HG Sply Co. 

 

RQ: Were customers satisfied with employee friendliness at HG Sply Co.?  

Respondents were asked to score their satisfaction with the employee friendliness aspect of 

their service experience at HG Sply Co. on a 5-point scale ranging from being extremely 

satisfied (5) to being extremely dissatisfied (1). Using a test of one mean, the research 

hypothesis states that customers were satisfied with employee friendliness at HG Sply Co. 

The sample mean was 4.38 with a standard deviation of 0.65. The Z-statistic was calculated 

to be 13.859 which is greater than the Z-critical value of 1.645. With that being said, we 

rejected the null hypothesis and concluded with a 95% confidence level that customers were 

satisfied with employee friendliness at HG Sply Co. 

 

RQ: Were customers satisfied with the wait time for food at HG Sply Co.?  

Respondents were asked to score their satisfaction with their wait time for food, an aspect 

of their service experience at HG Sply Co. on a 5-point scale ranging from being extremely 

satisfied (5) to being extremely dissatisfied (1). Using a test of one mean, the research 

hypothesis states that customers were not satisfied with the wait time for food at HG Sply 

Co. The sample mean was 4.19 with a standard deviation of 0.73. The Z-statistic was 

calculated to be 10.564 which is greater than the Z-critical value of 1.96. With that being 
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said, we rejected the null hypothesis and concluded at a 95% confidence level that customers 

were satisfied with their wait time for food at HG Sply Co. 

 

RQ: Were customers satisfied with the wait time for their table at HG Sply Co.?  

Respondents were asked to score their satisfaction with their wait time for a table, an aspect 

of their service experience at HG Sply Co. on a 5-point scale ranging from being extremely 

satisfied (5) to being extremely dissatisfied (1). Using a test of one mean, the research 

hypothesis states that customers were not satisfied with the wait time for a table at HG Sply 

Co. The sample mean was 4.33 with a standard deviation of 0.75. The Z-statistic was 

calculated to be 11.492 which is greater than the Z-critical value of 1.96. With that being 

said, we rejected the null hypothesis and concluded at a 95% confidence level that customers 

were satisfied with their wait time for a table at HG Sply Co. 
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Limitations 
	
It is impossible to conduct error free research; therefore, we will encounter a variety of 

limitations throughout the research process. One large limitation we will encounter is 

random sampling error. This occurs because we are unable to sample the entire TCU student 

body, it would be impossible to obtain survey results from every student at TCU. We will 

also face limitations regarding respondents. These limitations are caused by respondent bias, 

unwillingness to answer, and lack of knowledge of the subject at hand. Another limitation 

we will encounter is the overwhelmingly large female population at TCU. 77% of our 

respondents were female while only 23% were male which will skew the results of our 

survey as each gender has different priorities and values.  
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Recommendations 
	

1. One observation we noticed from our survey results was a large difference between the 

number of people who have heard of HG Sply Co. versus the number of people who have 

visited the restaurant. Of the 114 people surveyed 74 of those respondents had heard of HG 

Sply Co. When looking at the 74 respondents who had heard of the restaurant 56.7% had 

visited while 43.3% had not. From this data we know that HG Sply Co. still has a large 

market of the TCU student population that have not visited the restaurant. One 

recommendation we have for drawing in this market is providing people with incentives, 

specifically regarding price, such as discounts, happy hour, or having the ability to use Frog 

Bucks for TCU students. 

 

2. A statistic we recognized with the data collected from the survey was of the 74 respondents 

71.62% had heard of HG Sply Co. by word of mouth while only 1 person had heard of the 

restaurant by HG Sply Co.’s social media account, 17 people through a friend’s social media 

account, and 1 person through online restaurant guides, totaling 25.67% for online sources 

combined. A recommendation we have to combat this problem is to increase HG Sply Co.’s 

online presence especially through their own social media accounts. The restaurant 

can utilize the power of word of mouth that is already strong to increase customer's 

awareness of their social media presence and to encourage customers to review the restaurant 

through online sources such as Yelp and Zagat.    

 

3. In general, when analyzing the TCU student population, underclassmen (categorized as 

freshmen and sophomores) are less likely to have cars. Regardless of whether or not students 

have access to a car on campus, a restaurant’s distance from campus is still an important 
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factor for the students. According to our results, an overwhelming percentage of those 

surveyed prioritized distance from campus over other location factors when selecting a 

restaurant (85.15%). After distance from campus, the next highest ranking was external 

scenery (12.87%). With proximity to campus and external scenery being the main location 

factors that students prioritize, one recommendation our team has is for HG Sply Co. to 

install a “Fort Worth B Cycle” bike stand located off the Trinity River near the restaurant's 

outdoor seating option. Through doing so, this would cater to those who do not have access 

to cars along with promoting the ideal location factors of HG Sply Co. being close to TCU’s 

campus and offering beautiful external scenery along the Trinity River. 

 

4. Another observation we noticed was a gap between customer’s satisfaction with their meal 

at HG Sply Co. and the price paid. Therefore, another recommendation we suggest 

implementing is to increase portion sizes, or to decrease meal price. We suggest this based 

on the results that 33.3% of respondents thought that the price paid for their meal did not 

meet the value of their meal. When asked why, 50% of the respondents thought that the 

quality of food was too poor for the price paid, 21.4% of respondents thought that the quality 

of service was too low for the price paid, and the remaining 28.57% of respondents provided 

other reasons for their dissatisfaction. These responses emphasized the desire for larger 

portion sizes or lower meal prices. By either increasing portion size, or decreasing the price 

of meals, HG Sply Co. is more comparable to similar restaurants in Fort Worth.  
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Conclusion 
	
Through analyzing our calculations, we have found valuable research data that HG Sply Co. 

can use to better cater their restaurant to the wants and needs of a potential market, the TCU 

student population. Of the 114 respondents who completed our survey, 76.53% were female 

and 23.47% were male with a large majority (64.29%) being freshmen to juniors ages 18-

20. Of those sampled, 95.58% had access to a car. 

 

From our results, we concluded that over 74.75% of the sample population had heard of HG 

Sply Co. while only 56.76% had actually visited the restaurant. These results prove that there 

is still a large portion of the TCU student body who has yet to try HG Sply Co. Additionally, 

over 71.62% of those surveyed had heard of HG Sply Co. through word of mouth. 

 

In regards to price, 81% of our sample typically spends between $11 and $20 at a full service 

restaurant. On the contrary, 71.43% of our sample typically spends between $16 and $25 at 

HG Sply Co. Only 66.67% of those survey felt the price they paid at HG Sply Co. coincided 

with their experience while 33.67% felt the price paid didn’t coincide with their experience 

offering reasoning such as the price was too high and portion size was too small. 

 

Through analyzing the survey questions that relate to the environmental aspects of HG Sply 

Co., we found that respondents prioritized external factors over internal factors. The external 

factors, which included outdoor seating and proximity to the Trinity River, made up 61.91% 

of the results while internal decor and music made up 38.09% of the results. 
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By analyzing the survey results, we concluded that 85.15% of students prioritized distance 

from campus when choosing a restaurant. The results also indicated that while students 

prioritized distance from campus as their primary location factor, 12.87% of respondents 

ranked the external scenery of the restaurant as the most important location factor.  

 

Almost all of our respondents valued taste over accommodations for dietary restrictions and 

locally sourced ingredients. Along with this, only 12 of 99 respondents identified with 

having a need for a dietary accommodation. But, with our respondents identifying taste as a 

primary value, it is comforting to know that 85.71% of respondents were either extremely 

satisfied or somewhat satisfied with the taste of their meal. 

 

In regards to service, we concluded that service is the area in which the restaurant most 

excels. Through calculating an overall average of the service experience (considering 

employee friendliness, wait time for a table, and wait time for food), HG Sply Co. scored a 

4.3 on a scale from 1-5 with 1 being extremely dissatisfied and 5 being extremely satisfied. 

Overall, the majority of respondents rated the service highly, and were extremely satisfied 

with the service provided by HG Sply Co.  

 

Through our analysis, there is valuable data that HG Sply Co. can use to assist in making 

important company decisions. We hope this information will help as they continue to create 

and develop their brand identity in the Fort Worth community.  
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Appendix A 
 
Welcome to the research study! We are interested in understanding TCU Students' 
restaurant preferences.  You will be presented with information relevant to these 
preferences and asked to answer some questions about them. Please be assured that your 
responses will be kept completely confidential. The study should take you around 5 
minutes to complete. Your participation in this research is voluntary. You have the right to 
withdraw at any point during the study, for any reason, and without any prejudice. If you 
would like to contact the Principal Investigator in the study to discuss this research, please 
e-mail Susan Kleiser at s.kleiser@tcu.edu. By clicking the button below, you acknowledge 
that your participation in the study is voluntary, you are 18 years of age, and that you are 
aware that you may choose to terminate your participation in the study at any time and for 
any reason. Please note that this survey will be best displayed on a laptop or desktop 
computer.  Some features may be less compatible for use on a mobile device.   
    
m I consent, begin the study 
m I do not consent, I do not wish to participate 
If “I do not consent, I do not wish to participate” is selected, survey is ended. 
 
Are you currently a TCU student? 
m Yes 
m No 
If no is selected, survey is ended. 
 
Do you have access to a car? 
m Yes 
m No 
 
Please rank the following factors regarding restaurant location in order of preference. 1 
being the most important, 3 being the least important. 
______ Distance from campus 
______ External scenery 
______ Proximity to retailers 
 
How important is wait time to be seated when selecting a restaurant? 
m Extremely important 
m Very important 
m Moderately important 
m Slightly important 
m Not at all important 
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How important is speed of table service when selecting a restaurant? 
m Extremely important 
m Very important 
m Moderately important 
m Slightly important 
m Not at all important 
 
How much do you typically spend on a meal at a full service restaurant? 
m $5 or under 
m $6-$10 
m $11-$15 
m $16-$20 
m $21-$25 
m $26 or more 
 
Please select each dietary restriction that applies to you. 
q Dairy Free 
q Gluten Free 
q Paleo 
q Pescetarian 
q Vegan 
q Vegetarian 
q None 
q Other ____________________ 
 
Are you familiar with HG Sply Co.? 
m Yes 
m No 
If no is selected, skip to “How old are you?” 
 
How did you hear about HG Sply Co.? Check all applicable options. 
q Advertisements 
q Drove by 
q Friend's social media account (Facebook, Instagram, Snapchat, etc.) 
q HG Sply Co.'s social media accounts (Facebook, Instagram, etc.) 
q Online restaurant guide (Trip Advisor, Yelp, Zagat, etc.) 
q Previously visited Dallas location 
q Word of mouth 
q Other- How? ____________________ 
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Have you visited the Fort Worth location of HG Sply Co.? 
m Yes 
m No 
If no is selected, skip to “What could HG Sply Co. do to encourage you to visit their 
restaurant? Check all that apply.” 
 
How many times have you visited the Fort Worth location of HG Sply Co.? 
m Only once 
m 2-4 times 
m 5-7 times 
m 8-10 times 
m 11-13 times 
m 14 or more 
 
Please score the following factors in accordance to how large a role each one plays in your 
choice to eat at HG Sply Co. 1 being it doesn't motivate you at all to eat at HG Sply Co., 
10 being it heavily motivates you to eat there. 
______ Taste 
______ Accommodations for dietary restrictions 
______ Locally sourced ingredients 
 
How satisfied were you with the taste of your meal(s) at HG Sply Co.? 
m Extremely satisfied 
m Somewhat satisfied 
m Neither satisfied nor dissatisfied 
m Somewhat dissatisfied 
m Extremely dissatisfied 
 
Please rank the various elements of the HG Sply Co. environment in order of your 
satisfaction with each aspect. 1 being most satisfied, 4 being least satisfied. 
______ Internal decor 
______ Music 
______ Outdoor seating option 
______ Proximity to the Trinity River 
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How satisfied were you with the following aspects of your service experience at HG Sply 
Co.? 

 Extremely 
Dissatisfied 

Moderately 
Dissatisfied 

Neither 
Dissatisfied 
nor Satisfied 

Moderately 
Satisfied 

Extremely 
Satisfied 

Employee 
Friendliness m  m  m  m  m  

Wait Time 
for Food m  m  m  m  m  

Wait Time 
to be Seated m  m  m  m  m  

 
 
How much money do you typically spend on a meal at HG Sply. Co.? 
m $5 or under 
m $6-$10 
m $11-$15 
m $16-$20 
m $21-$25 
m $26 or more 
 
Did the price you paid coincide with the satisfaction of your experience? 
m Yes 
m No 
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Why did your satisfaction not coincide with the price you paid? Check all that apply. 
q Quality of environment was too low for coinciding price 
q Quality of food was too poor for coinciding price 
q Quality of service was too low for coinciding price 
q Other ____________________ 
 
What could HG Sply Co. do to encourage you to visit their restaurant? Check all that 
apply.  
q Move closer to campus 
q Offer live music 
q Include happy hour options 
q Online ordering for take-out 
q Student discounts 
q Acceptance of Frog Bucks 
q Extended dining hours on weekends 
q Direct access from Trinity Trail 
q Other ____________________ 
(Only asked if respondent marked “no” to having visited HG Sply Co.) 
 
How old are you? 
m 17 and Under 
m 18-20 
m 21-23 
m 24-26 
m 27 and Over 
 
What gender do you identify with? 
m Male 
m Female 
END OF SURVEY 
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Appendix B 
 
HG Sply Co. 
December 11th 2016, 11:01 am MST 
 
Welcome to the research study! We are interested in understanding TCU Students' 
restaurant preferences.  You will be presented with information relevant to these 
preferences and asked to answer some questions about them. Please be assured that your 
responses will be kept completely confidential.       The study should take you around 5 
minutes to complete. Your participation in this research is voluntary. You have the right to 
withdraw at any point during the study, for any reason, and without any prejudice. If you 
would like to contact the Principal Investigator in the study to discuss this research, please 
e-mail Susan Kleiser at s.kleiser@tcu.edu.   By clicking the button below, you 
acknowledge that your participation in the study is voluntary, you are 18 years of age, and 
that you are aware that you may choose to terminate your participation in the study at any 
time and for any reason.   Please note that this survey will be best displayed on a laptop or 
desktop computer.  Some features may be less compatible for use on a mobile device. 

 
 

# Answer % Count 

1 I consent, begin the study 99.12% 112 

2 I do not consent, I do not wish to participate 0.88% 1 

 Total 100% 113 
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Are you currently a TCU student? 

 
 

# Answer % Count 

1 Yes 99.10% 110 

2 No 0.90% 1 

 Total 100% 111 
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Do you have access to a car? 

 
 

# Answer % Count 

1 Yes 93.64% 103 

2 No 6.36% 7 

 Total 100% 110 
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Please rank the following factors regarding restaurant location in order of preference. 1 
being the most important, 3 being the least important. 

 
 

Question 1  2  3  Total 

Distance from campus 85.15% 86 11.88% 12 2.97% 3 101 

External scenery 12.87% 13 61.39% 62 25.74% 26 101 

Proximity to retailers 1.98% 2 26.73% 27 71.29% 72 101 
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How important is wait time to be seated when selecting a restaurant? 

 
 

# Answer % Count 

1 Extremely important 17.00% 17 

2 Very important 40.00% 40 

3 Moderately important 39.00% 39 

4 Slightly important 3.00% 3 

5 Not at all important 1.00% 1 

 Total 100% 100 
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How important is speed of table service when selecting a restaurant? 

 
 

# Answer % Count 

1 Extremely important 10.00% 10 

2 Very important 46.00% 46 

3 Moderately important 39.00% 39 

4 Slightly important 5.00% 5 

5 Not at all important 0.00% 0 

 Total 100% 100 
  



	 	 						HG	Sply	Co.	Research	Report	|	40	

How much do you typically spend on a meal at a full service restaurant? 

 
 

# Answer % Count 

1 $5 or under 0.00% 0 

2 $6-$10 2.00% 2 

3 $11-$15 36.00% 36 

4 $16-$20 45.00% 45 

5 $21-$25 8.00% 8 

6 $26 or more 9.00% 9 

 Total 100% 100 
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Please select each dietary restriction that applies to you. 
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# Answer % Count 

1 Dairy Free 6.06% 6 

2 Gluten Free 4.04% 4 

3 Paleo 1.01% 1 

4 Pescetarian 0.00% 0 

5 Vegan 1.01% 1 

6 Vegetarian 5.05% 5 

7 None 87.88% 87 

8 Other 2.02% 2 
 

Other: 

peanut/shellfish allergy 
Total 100% 99 
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Are you familiar with HG Sply Co.? 

 
 

# Answer % Count 

1 Yes 74.75% 74 

2 No 25.25% 25 

 Total 100% 99 
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How did you hear about HG Sply Co.? Check all applicable options. 

 
 

# Answer % Count 

1 Advertisements 6.76% 5 

2 Drove by 27.03% 20 

3 Friend's social media account (Facebook, Instagram, Snapchat, 
etc.) 22.97% 17 
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4 HG Sply Co.'s social media accounts (Facebook, Instagram, etc.) 1.35% 1 

5 Online restaurant guide (Trip Advisor, Yelp, Zagat, etc.) 1.35% 1 

6 Previously visited Dallas location 20.27% 15 

7 Word of mouth 71.62% 53 

8 Other- How? 4.05% 3 

 Total 100% 74 
 
 
 

Other: 

ran by on trinity trail 

Core power yoga 
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Have you visited the Fort Worth location of HG Sply Co.? 

 
 

# Answer % Count 

1 Yes 56.76% 42 

2 No 43.24% 32 

 Total 100% 74 
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What could HG Sply Co. do to encourage you to visit their restaurant? Check all that 
apply. 

 
 

# Answer % Count 

1 Move closer to campus 12.50% 4 

2 Offer live music 18.75% 6 

3 Include happy hour options 75.00% 24 

4 Online ordering for take-out 34.38% 11 

5 Student discounts 84.38% 27 
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6 Acceptance of Frog Bucks 50.00% 16 

7 Extended dining hours on weekends 15.63% 5 

8 Direct access from Trinity Trail 18.75% 6 

9 Other 6.25% 2 

 Total 100% 32 
 
 
 

Other: 

More seating availability 

More menu options 
  



	 	 						HG	Sply	Co.	Research	Report	|	49	

How many times have you visited the Fort Worth location of HG Sply Co.? 

 
 

# Answer % Count 

1 Only once 50.00% 21 

2 2-4 times 40.48% 17 

3 5-7 times 7.14% 3 

4 8-10 times 0.00% 0 

5 11-13 times 0.00% 0 

6 14 or more 2.38% 1 

 Total 100% 42 
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Please score the following factors in accordance to how large a role each one plays in your 
choice to eat at HG Sply Co. 1 being it doesn't motivate you at all to eat at HG Sply Co., 
10 being it heavily motivates you to eat there. 
 

Field Minimum Maximum Mean Std 
Deviation Variance Count 

Taste 4.00 10.00 8.12 1.85 3.44 42 
Accommodations for 
dietary restrictions 0.00 10.00 3.74 3.65 13.34 42 

Locally sourced 
ingredients 0.00 10.00 5.74 3.39 11.48 42 
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How satisfied were you with the taste of your meal(s) at HG Sply Co.? 

 
 

# Answer % Count 

1 Extremely satisfied 54.76% 23 

2 Somewhat satisfied 30.95% 13 

3 Neither satisfied nor dissatisfied 7.14% 3 

4 Somewhat dissatisfied 7.14% 3 

5 Extremely dissatisfied 0.00% 0 

 Total 100% 42 
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Please rank the various elements of the HG Sply Co. environment in order of your 
satisfaction with each aspect. 1 being most satisfied, 4 being least satisfied. 

 
 

Question 1  2  3  4  Total 

Internal decor 30.95% 13 28.57% 12 33.33% 14 7.14% 3 42 

Music 7.14% 3 23.81% 10 26.19% 11 42.86% 18 42 
Outdoor seating 
option 45.24% 19 33.33% 14 16.67% 7 4.76% 2 42 

Proximity to the 
Trinity River 16.67% 7 14.29% 6 23.81% 10 45.24% 19 42 
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How satisfied were you with the following aspects of your service experience at HG Sply 
Co.? 

 
 

Question 

Extreme
ly 

Dissatisf
ied 

 

Moderat
ely 

Dissatisf
ied 

 

Neither 
Dissatisf

ied nor 
Satisfied 

 
Moderat

ely 
Satisfied 

 

Extrem
ely 

Satisfie
d 

 Tot
al 

Employe
e 
Friendlin
ess 

0.00% 0 2.38% 1 2.38% 1 50.00% 2
1 45.24% 1

9 42 

Wait 
Time for 
Food 

0.00% 0 2.38% 1 11.90% 5 50.00% 2
1 35.71% 1

5 42 

Wait 
Time to 
be 
Seated 

0.00% 0 0.00% 0 16.67% 7 33.33% 1
4 50.00% 2

1 42 
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How much money do you typically spend on a meal at HG Sply. Co.? 

 
 

# Answer % Count 

1 $5 or under 0.00% 0 

2 $6-$10 0.00% 0 

3 $11-$15 14.29% 6 

4 $16-$20 50.00% 21 

5 $21-$25 21.43% 9 

6 $26 or more 14.29% 6 

 Total 100% 42 
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Did the price you paid coincide with the satisfaction of your experience? 

 
 

# Answer % Count 

1 Yes 66.67% 28 

2 No 33.33% 14 

 Total 100% 42 
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Why did your satisfaction not coincide with the price you paid? Check all that apply. 

 
 

# Answer % Count 

1 Quality of environment was too low for coinciding price 0.00% 0 

2 Quality of food was too poor for coinciding price 50.00% 7 

3 Quality of service was too low for coinciding price 21.43% 3 

4 Other 35.71% 5 

 Total 100% 14 
 
 
Other 

Other 

Too good for price 
I may have just ordered the wrong thing but my food was bland even though I payed a 
lot for it. I thought the menu could've been explained a little better as well 
Portion size was small for the price 

Too little portions for such a high price 
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How old are you? 

 
 

# Answer % Count 

1 17 and Under 0.00% 0 

2 18-20 64.29% 63 

3 21-23 35.71% 35 

4 24-26 0.00% 0 

5 27 and Over 0.00% 0 

 Total 100% 98 
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Q3 - What gender do you identify with? 

 
 

# Answer % Count 

1 Male 23.47% 23 

2 Female 76.53% 75 

 Total 100% 98 
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Appendix C 
	
	

	 	

Null Hypothesis Those that require dietary accommodations are not more likely to try HG Sply 
Co. 

Research 
Hypothesis 

Those that require dietary accommodations are more likely to try HG Sply Co. 

Number of 
Respondents  

74 

Type of Tail One-tail 

Alpha 0.05 

Z-Statistic -7.4194 

Degrees of 
Freedom 

N/A 

Z-Critical 1.645 

 -7.4194<1.645 

 Do not reject the null. 

Conclusion At a 95% confidence level we cannot determine that those that do have dietary 
accommodations are more likely to try HG Sply Co.  



	 	 						HG	Sply	Co.	Research	Report	|	60	

	

Null Hypothesis There is not a correlation between price paid and satisfaction with HG Sply Co. 

Research 
Hypothesis 

There is a correlation between price paid and satisfaction with HG Sply Co. 

Number of 
Respondents 

42 

Type of Tail One-tail 

Alpha 0.05 

P-value 0.98 

Degrees of 
Freedom 

20 

Conclusion 0.98>0.05 

 Do not reject the null. 

 At a 95% confidence level we cannot prove that there is a correlation between 
price paid and satisfaction.  
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Null Hypothesis The average price paid at HG Sply Co. is not higher than the average price paid 
at other full service restaurants. 

Research 
Hypothesis 

The average price paid at HG Sply Co. is higher than the average price paid at 
other full service restaurants. 

Number of 
Respondents 

42 

Type of Tail One-tail 

Alpha 0.05 

Z-Statistic 3.015 

Degrees of 
Freedom 

N/A 

Z-Critical 1.645 

 3.015>1.645 

 Reject the null. 

Conclusion At a 95% confidence level we can conclude that the average price paid at HG 
Sply Co. is higher than the average price paid at other full service restaurants.  
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Null Hypothesis Outdoor seating is not the primary environmental factor that motivates 
customers to go to HG Sply Co. 

Research 
Hypothesis 

Outdoor seating is the primary environmental factor that motivates customers to 
go to HG Sply Co. 

Number of 
Respondents 

42 

Type of Tail Two-tail 

Alpha 0.05 

Z-Statistic  5.97 

Degrees of 
Freedom 

N/A 

Z-Critical +-1.96 

 5.97>1.96 

 Reject the null. 

Conclusion At a 95% confidence level we can conclude that outdoor seating is the primary 
environmental factor that motivates customers to go to HG Sply Co. 
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Null Hypothesis Proximity to campus is not the primary location factor that motivates customers’ 
restaurant preferences. 

Research 
Hypothesis 

Proximity to campus is the primary location factor that motivates customers’ 
restaurant preferences. 

Number of 
Respondents 

101 

Type of Tail Two-tail 

Alpha 0.05 

Z-Statistic 4.019 

Degrees of 
Freedom 

N/A 

Z-Critical +-1.96 

 4.019>1.96 

 Reject the null. 

Conclusion At a 95% confidence level, we can conclude that proximity to campus is the 
primary location factor that motivates customers to go to HG Sply Co.  
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Null Hypothesis There is not an association between having a car and visiting HG Sply Co. 

Research 
Hypothesis 

There is an association between having a car and visiting HG Sply Co. 

Number of 
Respondents 

74 

Type of Tail One-tail 

Alpha 0.05 

Chi-squared 
Statistic 

5.55 

Degrees of 
Freedom 

1 

Chi-Squared 
Critical 

3.841 

 5.55>3.841 

 Reject the null hypothesis. 

Conclusion At a 95% confidence level we can conclude that there is an association between 
having a car and visiting HG Sply Co. and the association is positive. 
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Null Hypothesis The use of locally sourced ingredients does not positively motivate customers to 
eat at HG Sply Co. 

Research 
Hypothesis 

The use of locally sourced ingredients does positively motivate customers to eat 
at HG Sply Co.  

Number of 
Respondents 

42 

Type of Tail Two-tail 

Alpha 0.05 

Z-Statistic 1.415 

Degrees of 
Freedom 

N/A 

Z-Critical +-1.96 

 1.415<1.96 

 Do not reject the null.  

Conclusion At a 95% confidence level we cannot prove that the use of locally sourced 
ingredients positively motivates customers to go to HG Sply Co. 
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Null Hypothesis Customers had a neutral opinion about the taste of their meal at HG Sply Co. 

Research 
Hypothesis 

Customers had a non-neutral opinion about the taste of their meal at HG Sply 
Co. 

Number of 
Respondents 

42 

Type of Tail Two-tail 

Alpha 0.05 

Z-Statistic -9.685 

Degrees of 
Freedom 

N/A 

Z-Critical +-1.96 

 -9.685>-1.96 

 Reject the null. 

Conclusion At a 95% confidence level, we can conclude that customers had a non-neutral 
opinion about the taste of their meal at HG Sply Co. and that opinion was 
overwhelmingly positive. 
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Null Hypothesis Customers were not satisfied with employee friendliness at HG Sply Co. 

Research 
Hypothesis 

Customers were satisfied with employee friendliness at HG Sply Co. 

Number of 
Respondents 

42 

Type of Tail One-Tail 

Alpha 0.05 

Z-Statistic 13.859 

Degrees of 
Freedom 

N/A 

Z-Critical 1.645 

 13.859>1.645 

 Reject the null. 

Conclusion At a 95% confidence level we can conclude that customers were satisfied with 
employee friendliness at HG Sply Co. 
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Null Hypothesis Customers were not satisfied with wait time for food at HG Sply Co. 

Research 
Hypothesis 

Customers were satisfied with the wait time for food at HG Sply Co. 

Number of 
Respondents 

42 

Type of Tail One-tail 

Alpha 0.05 

Z-Statistic 10.564 

Degrees of 
Freedom 

N/A 

Z-Critical 1.645 

 10.564>1.645 

 Reject the null. 

Conclusion At a 95% confidence level we can conclude that customers were satisfied with 
wait time for food at HG Sply Co. 
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Null Hypothesis Customers were not satisfied with wait time for a table at HG Sply Co. 

Research 
Hypothesis 

Customers were satisfied with wait time for a table at HG Sply Co. 

Number of 
Respondents 

42 

Type of Tail One-tail 

Alpha 0.05 

Z-Statistic 11.492 

Degrees of 
Freedom 

N/A 

Z-Critical 1.645 

 11.492>1.645 

 Reject the null. 

Conclusion At a 95% confidence level we can conclude that customers were satisfied with 
wait time for a table at HG Sply Co. 
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