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This purpose of this research is to help the restaurant 1907 Meat Co. to strengthen their business. 1907 Meat Co. is a butcher shop and restaurant, which specializes in farm-to-fork, in downtown Stillwater, Oklahoma. This study was conducted using a survey which was taken mostly by college students living in the city of Stillwater, who are between the ages of 18 years old and 24 years old.   
The majority of the findings from this study deal information regarding 1907 Meat Co. and how they compare to restaurants and grocery stores in the area. We found that the majority of the people among our respondents were aware that 1907 Meat Co. is a restaurant in Stillwater, but the majority have never eaten there. 
Our findings highlight that people were more inclined to eat there if they were given discounts or rewards for eating there. We found that our respondents were concerned by prices more than anything else in general. Moreover, we have observed that there is no real concerns about where the meat respondents eat is coming from. People are not aware of all the benefits of farm-to-fork, be it for their body or the entire community. 
For these reasons, our conclusions are that in their communications, 1907 Meat Co. should tell consumers why it is good to eat meat from their shop compared to Walmart. They should be targeting places where people are more inclined to have the desire to be healthy, this should help them to attract customers interested in their business. We also believe that coupons with discounts would help them attract more customers to their stores, since most of our respondents believed price to be the most important factor when choosing a restaurant. They should also think about distributing flyers or making social media posts with information about farm-to-fork.  
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The research objectives given for this report are as following:
1. Create awareness for 1907 among local/regional consumers 
2. Educate local consumers on the benefits of farm-to-table procedures and the benefits of locally sourced meat products. 
3. Build traffic for 1907 Meat Co. location in Stillwater in both the restaurant and butcher shop. 
The overall purpose of this study was to understand how many people in the Stillwater and surrounding areas are aware of 1907 Meat Co. By understanding the amount of people who were aware we could then build the foundation for the rest of our survey. 
The second purpose was to determine how many consumers had eaten or purchased products from 1907 Meat Co. 
By determining the first two purposes we could then build our survey to ask questions such as 
Who would purchase items from 1907 Meat Co.? ; Did the consumers who had eaten at 1907 Meat Co. enjoy the product? ; Would consumers recommend this business? We chose these questions as the basis for our survey on the grounds that we could get a statistical image of how popular this 1907 Meat Co. business is in this chosen demographic. By understanding these questions we could evaluate how prominent the business was in the community and how the business could overall improve their word of mouth, marketing materials and predict consumer behavior for this business. 
At the end of the survey, we asked respondents about their demographics. By doing this we could determine the results by gender, age groups ranges, how many children were in the household etc. In doing this we were able to pinpoint accurate results and divide the results into sub-groups. 
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Sample: We gathered our sample by sending out our survey link to other our class lists in the classes we were registered for during the Fall 2017 semester. In doing this, we assured ourselves that the respondents would be from the Stillwater area, as the attend school at Oklahoma State University. We also posted the link on social media sites such as Instagram, Snapchat, Facebook and Twitter asking for respondents from the Stillwater area to take our short survey. In doing this we were able to get 173 respondents in total and 135 respondents from the Stillwater area.

Measurement: We began by creating a survey on the survey monkey website. Our survey began with a filter question “Are you a resident of Stillwater?” If the respondent answered yes, they were allowed to finish the survey. If the respondent answered no, they were redirected out of our survey since they would not meet the demographic standards required for this study. From there, we went into questions about the consumers shopping habits, meat consumption, a few questions on farm-to-fork procedures and the awareness of this phenomenon. We ended the survey by asking questions such as age, gender, and lifestyle questions. By ended the survey like this we were able to divide the survey findings into sub-groups to see how these characteristics affected the results of the survey. 
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1.  Current Stillwater residents
 We started our survey with this question since 1907 Meat. Co is based in Stillwater. To have a valid survey we needed for our participants to live in Stillwater. This was generalized question as we needed all of the participants to be currently living in Stillwater.  
 
2.  Duration of living in Stillwater
For our second question, we needed to know how long our participants have been living in Stillwater, so we can calculate how much time they have been exposed to 1907 Meat Co. Our results showed that 67.96% of respondents have been living in Stillwater for more than a year, and less than 4 years. Another thing that was noticeable was that 20.39% of the respondents have been living in Stillwater less than a year. We are not surprised of those numbers because most of our respondents are college students at Oklahoma State University, as we have been able to understand that through the other demographics questions. 
 
3.  Knowledge about current restaurants
 We asked participants to tell us how they feel about their familiarity of Stillwater based restaurants. The result was pretty high with 76.70% of respondents think they know about most of the restaurants in Stillwater. This result indicates that they could be more than familiar with 1907 Meat Co.



4.  Number of times you eat out
Following question was about to find out how often our participants go out and eat. From the results, we came to conclusion that most of our respondents eat out twice a week. Numbers showed that 31.07% of respondents eat out twice a week, 29.13% eat out between three and four times,  25.24% respondents eat outside once a week, and 8.74% eat out more than four times a week. Our survey also showed that 5.83% of respondents said that they did not go out to eat or ate at home.

 
5. Reason of eating out
Next we wanted to know the reason why our respondents go out to eat. Convenience was the main reason 53.92% respondents were more likely to go out to eat. Social networking with friends was another reason with 17.65% of respondents answering this. Most of our respondents being students, we can understand why they prefer to not have to cook, saving time for studies.


6. Meat consumption
With 1907 Meat Co. being butcher shop, we had to find out how often our participants consume meat during each week. Our respondents answers varied between zero times a week to 15 times a week, but on average our respondents eat meat around nine times per week. This fact showed us that 1907 Meat Co. could be relevant to our audience, as they eat meat fairly often throughout the week. 


7. Amount of money spent on meat products
Since the previous question showed us that our participants consume quite a lot meat a week, the next thing we wanted to find out was the amount of money they spend on it per week. Results showed that 71.84% of respondents spend less than $30 in meat per week, while 21.36% spend between $31 and $60. In addition, 4.95% spend between $61 and $90, 0.97% spend between $90 and $120, and 0.97% spend more than $121. Once again, this results could be explained by the fact that college students do not have a lot of money to spend in general, as they do not have a huge source of income.

 
8.  Farm-to-Fork
Since farm-to-fork is a social movement that promotes serving local food at restaurants and it is important to 1907 Meat Co.’s identity, we wanted to see how many of respondents have heard of this movement. The results were fairly split, with 51.46% of them having heard about Farm-to-Fork and 48.54% of respondents having never heard of Farm-to-Fork. 
 

9.  Pasture or grass fed
When we asked participants if they prefer pasture or grass-fed meat products, we found that 34.95% of people agreed that they prefer pasture or grass-fed meat products. Meanwhile, 47.57% neither agreed or disagreed, 11.65% of participants said they were unsure and 5.83% said they disagreed with the statement. Students do not think about how the meat has been fed. This can explain why most of the people neither agree nor disagree, simply because they have others priorities.

 
10.  Care of where meat comes from
Compared to our last question about pasture or grass-fed meat, the answers for this question were surprising. While most of our respondents neither agree or disagree with what their meat was fed, 52.43% of our respondents agreed that they prefer to know where their meat comes from. We also found that 32.04% neither agree or disagree, 9.71% disagree, and 5.83% were unsure.


11.  Food labeling
In this question we asked our survey participants if they read the labeling on food packages that they buy at the store. Results were that 51.46% of our respondent always read the labeling on food package at the store, 28.16% did not always read the labeling, 19.42% neither agree or disagree, and 0.97% is unsure. 

 
12.  Knowledge of where food comes from
In addition, we asked if respondents were comfortable eating food that they know where it comes from. Most of our respondents, 73.79%, stated that they agree with the statement that they are more comfortable eating food that they know where it comes from. While 21.36% neither agree or disagree, and 4.85% of respondents disagree.

 

13.  Location of groceries shopping
Since Stillwater has few locations where you can buy groceries, we wanted to know where our participants usually buy groceries from. Walmart was the most popular answer with 69.9% of respondents answering this. Sprouts was the second most popular with 34.95%, other grocery stores at 11.65%, then Food-Pyramid at 9.71%, and Aldi at 8.74%. Many respondents gave multiple answers when answering this question but the most popular answer was Walmart. Here we can notice the importance of places such as Walmart with low-prices. Our respondents are concerned about prices. 


 14.  Amount of money spend on groceries
Similar to the question 7, we wanted to find out the amount of money our respondents spend on groceries shopping per week. We had a wide variety of answers given to us from $0 to $200. Our results showed that on average, our respondents spend $57 on groceries shopping a week. When we broke down our answers between respondents 18-24 and respondents over 25, we found that respondents over 25 spent an average of $107 on groceries per week, while respondents 18-24 spent an average of $50 on groceries per week.

 
15.  Average spend on raw meat
The next question we asked our participants was, on average how much were they willing to spend on raw meats that are intended to be cooked at home. Results showed that 62.14% of our respondents are willing to pay between $10 and $15, 29.13% prefer to spend less than $10, and 8.74% are willing to pay more than $20. Here again, we can see how prices are impacting the responds we have gathered. When we broke this question down between the same age groups as before, we see that more respondents over 25 are willing to spend more on their meet. We found that while 60% of our respondents spend an average of $10 to $15 on raw meat, 30% spend an average of $20 or more. Those who are between the ages of 18 and 24 told us that 63.22% of them spend an average of $10 to $15 on raw meat, while only 6.90% spend more than $20 on meat to be cooked at home.



16.  1907 Meat Co.
Since 1907 Meat Co. is locally owned butcher shop in Stillwater, we wanted to find out how many of our participants had heard of it and if they have eaten there. Numbers said that 58% of our respondents had already heard about 1907 Meat Co, and 2% are unsure. 


17. Have they eaten at 1907?
However, our next question asked about whether our respondents had eaten at the restaurant before and 73.74% responded that they have never eaten there. We can see that even if the restaurant is known by some, there is less who actually go eat there.  


18.  Amount of money spent on a meal
While in total our participants said that they are willing on average to pay $16 on a meal at the restaurant, those over the age of 25 stated they would be willing to spend $21 on a meal at a restaurant. This just shows, those who have more money are more willing to pay more for food.




19.  Frequency of eating burgers
We asked our participants about how many times they eat burgers each week and the average answer was two times a week.
 
20.  Coupons for 1907 Meat Co.
Knowing how popular coupons and reward apps currently are, we wanted to find out how likely our respondents are to eat at 1907 Meat Co. if they offer these. Results showed that 47.47% of our respondents are very likely to eat at 1907 Meat Co. if they are offering coupons, pocket points or customers rewards. In addition, 44.44% are “likely”, and 8.08% are “not likely.” Having discounts seems here to be a factor, which is not surprising as our respondents seems to pay attention to their spending habits. 


 21.  Important factors when you choose restaurant
We offered our participants factors and asked them to rank them with one being the most important, and eight being the least important. Results said that 40.22% of our respondents are choosing a restaurant based mostly on the price, this is again in the continuity of what we have observed until now with the previous responds. Then, 29.21% of our respondents are relying on the menu offerings, 7.45% on the cleanliness, 7.22% on the convenience, 4.21% on the service, 4.44% on the location, 1.06% atmosphere, and 6.45% depending on the reviews. 


 22.  Gender
Most of our participants were female with 63.92%, while 35.05% were male and 1.03% of our respondents preferred not to answer.


23. Age
Since Stillwater is a college town and we mostly marketed this survey to our friends 89.69% of participants were between the ages of 18 and 24 years old. The rest of our survey respondents were thinned out over the ages of 25 or older. We had 7.22% of respondents between the ages of 25 and 34, 1.03% were between the ages of 35 and 49, 1.03% were between the ages of 50 and 64 and 1.03% and lastly, 1.03% of our respondents were 65 or older.


23.  Education Level
Most of our participants, 83.33%, were college students who are currently attending university, while 11.46% respondents already had a Bachelor Degree, 2.08% had a Master’s degree, 2.08% had a PhD, and 1.04% had an Associate degree.


 24.  Living Situation
Most of our respondents answered other in response to their living situation. Most college students have a roommate and 48.45% of our respondents live with one as well. Surprisingly, 38.14% of our respondents live alone, 5.15% live with a spouse, 1.03% live with their spouse and child. We also found that .52% live in a sorority house and .21% live in another situation.

 25.  Total household income
In our last question, we wanted to find out what the average household income of our participants was. Results showed that 56.70% have a total household income less than 10,000 per year, which is completely normal for college students. We found that 16.49% of our respondents did not want to give us their income. We had 10.31% of respondents who made between $10,000 and $20,000, 8.25% of respondents who made more than $70,000, 3.09% made between $20,000 and $30,000, 3.09% who made between $50,000 and $70,000, 1.03 who made between 30,000 and $40,000, and 1.03% who made between $40,000 and $50,000. We also compared income to age groups and found that 59.77% of respondents age 18 to 24 made less than $10,000, 18.39% did not want to give their income, 9.20% made between $10,000 and $20,000, 4.6% made over $70,000, 3.45% made between $20,000 and $30,000, 3.30% made between $50,000 and $70,000, 1.15% made between $30,000 and $40,000, and 1.15% made between $40,000 and $50,000. When compared with those over the age of 25, we found that 40% made more than $70,000, 30% made less than $10,000, 20% made between $10,000 and $20,000 and lastly, 10% made between $50,000 and $70,000.
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In conclusion we were able to get a broad overview about the awareness of 1907 Meat Co. The majority of our respondents were female and were between the age of 18-24. We realized that almost 75% of our respondents had never eaten at 1907 Meat Co. but that 57% of respondents had heard of the business. With that being said because so many people had heard of it but not eaten there, we can conclude that the business is not creating a big enough “buzz” about itself, and not giving consumers a reason to travel to the location to try it out. We can also conclude that the 25% of the participants in our study who had eaten at 1907 Meat Co. are not creating a large enough positive word of mouth to draw in the 75% of those who have not eaten at the restaurant or purchased products from the butcher. But, according to our survey, if 1907 Meat Co. starts to attract customers with rewards more people will be inclined to go there (47.47% very likely, and 44,44% likely). This strategy should be considered by the restaurant in its future communication strategies. 
We also discovered that most of the participants in our surveys read labeling, but do not really care that much where their meat comes from. Creating an awareness about where the meat comes from, and how important it is to know the details about where food comes from, would also create a need for the business as more people would begin to seek out locally sourced food if the benefits were made aware to consumers. If 1907 Meat Co. created a bigger awareness for locally sourced grass fed meats, because of the contact that students have with other people we can conclude that 1907 Meat Co. would see a much higher amount of awareness not only for the business itself, but for the benefits that makes the business so unique. People are seeking more value in what they possess, they want to reflect a good image of themselves to the others, they want to carry brands with them that have morals and ethics. For these reasons, 1907 Meat Co. is more valuable than Walmart for example. The suppliers are not rewarded for the real value of their work if they sell through places like Walmart, rather than locally owned butchers and restaurants. Because of this, we think that a good communication should emphasis the benefit to eat products that 1907 Meat Co. are proposing.
Another strategy could be to create a partnership between 1907 Meat Co. and others institutions that can help them to develop awareness among people, like going in school to talk about the importance of farm-to-table, or locally sourced meats, or distributing flyers in front of places where people are more inclined to take care about their health and what they eat.
According to our results, 1907 Meat Co. possess a potential that needs to be explored strategically. As we have said, developing awareness of the benefits that the restaurant can offer should be the first step.   
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Survey Questions and Answers

1. Do you live in Stillwater?
a. Yes
b. No
2. How long have you lived in Stillwater?
a. Less than a year
b. 1-4 years
c. 5-10 years
d. 10+ years
3. Do you feel as though you know about most restaurants in Stillwater?
a. Yes
b. No
c. Unsure
4. How often do you eat out?
a. Once a week
b. Twice a week
c. 3-4 times a week
d. 5 or more times a week
e. I do not go out to eat, I eat at home
5. Why are you most likely to eat out?
a. Typed responses given
6. How often do you eat meat each week?
a. Choose a number from 0 to 15.
7. How much do you spend on meat products each week?
a. $0-$30
b. $31-$60
c. $61-$90
d. $91-$120
e. $121+
8. Have you ever heard of Farm to Fork?
a. Yes
b. No
9. I prefer pasture or grass fed meat products.
a. Agree
b. Disagree
c. Neither agree nor disagree
d. Unsure
10. Where my meat comes from matters to me.
a. Agree
b. Disagree
c. Neither agree nor disagree
d. Unsure
11. I always read the labeling on food packages that I buy at the store.
a. Agree
b. Disagree
c. Neither agree nor disagree
d. Unsure
12. I am more comfortable eating food that I know where it comes from.
a. Agree
b. Disagree
c. Neither agree nor disagree
d. Unsure
13. Where do you usually purchase groceries?
a. Typed responses given.
14. Approximately how much do you spend on groceries per week?
a. Responses given between 0 and 100.
15. On average, how much are you willing to spend on raw meat intended to be cooked at home?
a. Less than $10
b. $10-$15
c. $20+
16. 1907 Meat Co. is a locally owned butcher shop in Stillwater Oklahoma. Have you heard of 1907 before this survey?
a. Yes
b. No
c. Unsure
17. Have you ever eaten at 1907?
a. Yes
b. No
c. Unsure
18. On average, how much are you willing to spend on a meal at a restaurant?
a. Responses given between 0 and 50
19. How many times do you eat burgers each week?
a. Response given between 0 and 10/
20. How likely are you to eat at 1907 if they offered coupons, pocket points, or other customer rewards?
a. Very likely
b. Likely
c. Not likely
d. Never
21. Rank the factors below by how important they are when you choose a restaurant. With 1 being the most important and 8 being the least important.
a. Price
b. Menu offerings
c. Cleanliness
d. Convenience
e. Service
f. Location
g. Atmosphere
h. Reviews 
22. What is your gender?
a. Male
b. Female
c. Other
d. Prefer not to answer
23. What is your age?
a. 18-24
b. 25-34
c. 35-49
d. 50-64
e. 65+
24. What is your level of education?
a. Currently in high school
b. Currently in college
c. Bachelor degree
d. Master’s Degree
e. PhD
f. Other
25. With who are you living with?
a. Spouse and one child
b. Spouse and two children
c. Spouse and 3 children
d. Souse and 4/5/6 children
e. Spouse
f. Alone
g. Other
26. What is the total income of your household?
a. Less that $10,000
b. Between $10,000 and $20,000
c. Between $20,000 and $30,000
d. Between $30,000 and $40,000
e. Between $40,000 and $50,000
f. Between $50,000 and $70,000
g. More than $70,000


Question 6: How often do you eat meat each week?

Average	9.0	




Question 7: How much do you spend on meat products each week?	$0-$30	$31-$60	$61-$90	$91-$120	$121+	71.84	21.36	4.85	0.97	0.97	


Question 8: Have you head of farm-to-fork?	Yes	No	51.46	48.54	


Question 9: I prefer pasture or grass fed meat products	Agree	Disagree	Neither Agree nor Disagree	Unsure	34.95	5.83	47.57	11.65	

Question 10: Where my meat comes from matters to me.

Question 1: Where my meat comes from matters to me.	Agree	Neither Agree nor Disagree	Disagree	Unsure	52.43	32.04	9.710000000000001	5.83	


Question 11: I always read the labeling on the packages I buy at the store	Agree	Disagree	Neither Agree nor Disagree	Unsure	51.46	28.16	19.42	1.2	


Question 12: I am more comfortable eating food that I know where it comes from.	Agree	Disagree	Neither Agree nor Disagree	Unsure	73.79	4.85	21.36	0.0	

Quesstion 13: Where do you usually purchase groceries

Number of respondents	Walmart	Sprouts	Other	Food Pyramid	Aldi	72.0	36.0	12.0	10.0	9.0	



Question 14: Approximately how much do you spend on groceries per week? 

Average	Overall	18-24	25+	57.0	50.0	107.0	



Question 15: On average, how much are you willing to spend on raw meats intended to be cooked at home? (Overall)

Question 15; On average, how much are you willing to spend on raw meats intended to be cooked at home? (Overall ages)	Less than $10	$10-15	$20+	29.13	62.14	8.739999999999998	


Question 15: On average, how much are you willing to spend on raw meats intended to be cooked at home? (Ages 18-24)	Leass than $10	$10-$15	$20+	29.89	63.22	6.9	


Question 15: On average, how much are you willing to spend on raw meats intended to be cooked at home? (Ages 25+)	Less than $10	$10-$15	$20+	10.0	60.0	30.0	


Question 16: 1907 Meat Co. is a locally owned butcher shop in Stillwater, OK. Have you heard of 1907 before this survey?	Yes	No	Unsure	58.0	40.0	2.0	


Question 17: Have you ever eaten at 1907	Yes	No	Unsure	26.26	73.74	0.0	

Question 18: On average, how much are you willing to spend on a meal at a restaurant?

Average spent	Overall	18-24	25+	16.0	16.0	21.0	




Question 20: How likely are you to eat at 1907 if they offered coupons, pocket points, or customer rewards?	Very Likely	Likely	Not Likely	Never	47.47	44.44	8.08	6.89	

Question 21: Rank the factors below by how important they are when you choose a restaurant. With 1 being the most important, and 8 being the least important.

1	Price	Menu Offerings	Cleanliness	Convenience	Service	Location	Atmosphere	Reiews	40.22	29.21	7.45	7.22	4.21	4.44	1.06	6.45	2	Price	Menu Offerings	Cleanliness	Convenience	Service	Location	Atmosphere	Reiews	27.17	23.6	6.38	12.37	6.319999999999998	12.22	6.38	4.3	3	Price	Menu Offerings	Cleanliness	Convenience	Service	Location	Atmosphere	Reiews	5.43	21.35	21.28	9.28	11.58	13.33	13.83	3.23	4	Price	Menu Offerings	Cleanliness	Convenience	Service	Location	Atmosphere	Reiews	8.7	8.99	18.09	13.4	17.89	18.89	11.7	4.3	5	Price	Menu Offerings	Cleanliness	Convenience	Service	Location	Atmosphere	Reiews	8.7	4.49	12.77	16.49	23.16	7.78	17.02	8.6	6	Price	Menu Offerings	Cleanliness	Convenience	Service	Location	Atmosphere	Reiews	2.17	4.49	19.15	12.37	21.05	15.56	13.83	11.83	7	Price	Menu Offerings	Cleanliness	Convenience	Service	Location	Atmosphere	Reiews	6.52	2.25	8.51	19.59	9.47	13.33	22.34	17.2	8	Price	Menu Offerings	Cleanliness	Convenience	Service	Location	Atmosphere	Reiews	1.09	5.619999999999997	6.38	9.8	6.319999999999998	14.44	13.83	44.09	




Question 22: What is your gender?	Female	Male	Prefer not to answer	63.92	35.05	1.03	


Question 22: What is your age?	18-24	25-34	35-49	50-64	65+	89.69	7.22	1.03	1.03	1.03	


Question 24: What is your level of education?	Currently in highschool	Currently in college	Bachelor Degree	Master Degree	PhD	Other	0.0	83.33	11.46	2.08	2.08	1.05	


Question 26: What is the total income of your household? (overall)	Less than $10,00	Between $10,000 and $20,000	Between $20,000 and $30,000	Between $30,000 and $40,000	Between $40,000 and $50,000	Between $50,000 and $70,000	More than $70,000	Prefer not to answer	56.7	10.31	3.09	1.03	1.03	3.09	8.25	16.49	


Question 26: What is the total income of your household? (18-24)	Less than $10,00	Between $10,000 and $20,000	Between $20,000 and $30,000	Between $30,000 and $40,000	Between $40,000 and $50,000	Between $50,000 and $70,000	More than $70,000	Prefer not to answer	59.77	9.2	3.45	1.15	1.15	3.3	4.6	18.39	


Question 26: What is the total income of your household? (25+)	Less than $10,00	Between $10,000 and $20,000	Between $20,000 and $30,000	Between $30,000 and $40,000	Between $40,000 and $50,000	Between $50,000 and $70,000	More than $70,000	Prefer not to answer	30.0	20.0	0.0	0.0	0.0	10.0	40.0	0.0	

Question 4: How often do you eat out?

Question 4	Once a week	Twice a week	3-4 times a week	5 or more times a week	I do not go out to eat I eat at home	25.24	31.07	29.13	8.739999999999998	5.83	

Question 5: Why are you most likely to eat out?

Number of Respondents	Convenience	Friends	Answered Wrong	Other	No Time	Sorority	55.0	18.0	12.0	11.0	9.0	6.0	



image1.jpg




