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Executive Summary
The research conducted exemplifies what strategic planning and execution the researchers have created for the client. Gathering data and analyzing it has been done in order to create the information needed to show the client the exact components that lead customers to one coffee shop versus another. The goal is to assist Crimson & Whipped Cream in gaining insight into what undergraduate students at OU are looking for in the overall accommodations of a coffee shop and bakery. The researchers have done this throughout secondary research, an online survey open to all undergraduate OU students and two focus groups consisting of the same demographic as well. This research has helped combat a plan to assist Crimson & Whipped Cream in how they can better their coffee shop. 
In order to achieve this goal and satisfy the client, the researchers conducted secondary research, a survey and two focus groups that will give a better understanding to what the deciding factors are when it comes to picking one coffee shop over another. Throughout the semester, the researchers have gathered information that has brought them to the realization that Crimson & Whipped Cream is not as known as their competitors, such as Starbucks, Gray Owl and Stella Nova. The researchers learned that although Crimson & Whipped Cream is located on Campus Corner, many students had either never heard of the coffee shop, or they just had not previously been. Through the survey analysis and focus group analysis, the researchers were able to gather what is most important to OU undergraduate students in a coffee shop experience and what elements are necessary to accommodating a student customer. With this demographic, the responses will be useful to the client and give insight into what measures need to be taken to increase knowledge on the business and shed light on what separates the client from their competitors. 
The semester has been dedicated to finding the deciding factors that bring in customers to Crimson & Whipped Cream versus an already established competitor. The secondary research assisted the researchers on creating a starting point to which they could create their survey and focus groups. Secondary research consisted of a communication audit, a client performance analysis, a competitor analysis and a SWOT analysis. This research helps give the researchers background information to begin their primary research of the survey and focus group. Through these findings, the researchers were able create two fundamental research questions to increase the understanding of the overall brand awareness of Crimson & Whipped Cream and give feedback on how to compete with similar businesses. Throughout the semester’s research, it is evident that the study population of OU undergraduate students expressed more interest in Crimson’s competitors over the client, but had no negative opinions towards Crimson & Whipped Cream. Some students stated that although they had heard of it, they had just never previously been there. Many did not give specific reasons for not visiting, other than location on Campus Corner or not knowing any information about the client. The researchers have found that students blamed the lack of brand awareness as a large factor in their reasoning for never previously visiting Crimson & Whipped Cream. The feedback and data that the researchers have collected is to be used to the benefit of the client to compete with trusted competitors and grow the brand awareness of Crimson & Whipped Cream. 
Background
RQ 1: What factors draw OU undergraduate students to local coffee shops compared to chain shops? 
RQ 2: What factors are affecting the customer’s decision to go to Crimson & Whipped Cream? 
The researchers’ goal for the entire semester was to answer these research questions. They wanted to learn why OU undergraduate students favor either local or chain coffee shops and bakeries and find out what factors are affecting OU undergraduates in their decisions to visit, or not visit, Crimson & Whipped Cream. They decided to make these two questions their goals so that they may have one broad goal and one goal specific to Crimson & Whipped Cream. The researchers want to identify what elements bring in customers to one coffee shop over another. Through analyzing the data from the entire semester, the researchers intend on giving the client useful tools and factors that customers are looking for in this type of business. The researchers focused on finding clear results by comparing competitor success to the client’s success. 
The first question was chosen so that the researchers could compare two different types of coffee shops, local and chain. They found that this was the easiest way to classify coffee shops. They noticed that when comparing coffee shops, most students group together local coffee shops when comparing them to chain shops. The researchers considered any coffee shop that is locally owned in Norman to fall under that category, no matter the distance to OU’s campus. 
The second question was chosen to analyze why undergraduate students are or are not visiting Crimson & Whipped Cream. This question was chosen for the two following reasons; from the students that are frequent customers of Crimson & Whipped Cream, the researchers could learn about the factors that keep customers coming in and from the students who are not customers, the researchers could learn about what Crimson’s competitors are doing that is drawing students to those coffee shops.
Secondary Analysis Summary
Scholarly Literature Review and Implications
	The secondary research led the researchers to create the research questions based on the results analyzed: successful businesses adapt the services and products provided based on what the customers interests are, and companies must build brand awareness directed to their target audience in order to create more consumer flow throughout the coffee shop. The researchers based the two research questions on these common themes found in the secondary research, because these topics have been researched and analyzed by scholars and academic professionals based on their previous research. The researchers believe this secondary research provided practical information to gather and analyze in order to create the most useful research questions to use in further focus groups and surveys.
Peer-reviewed Academic Sources Research: Method 
While finding useful information to help support our goal of this objective, the approach taken was an important aspect. In order to figure out what separates Crimson & Whipped Cream from other businesses, the researchers must understand what the competitors are doing to stay successful. As a part of the SWOT analysis, knowing your competition and finding out what the Crimson & Whipped Cream USP’s are is an important part to the research being done. Information that would be important to the client would be using the sources found and knowing how to analyze the information being given. Having resources that give information and intel about competition can increase separating you from that other business. 
A successful business begins with knowing what the customers are interested in most. Adapting to the consumers feedback is crucial because it allows a trusting, customer business relationship to form which is a very important strength to maintain. Crimson & Whipped Cream needs to use the services provided to the company’s SWOT analysis to their benefit in order to stand out against larger competitors. 
Methods
· Population- The databases used for this assignment are found from IBIS databases.
· Timeline- The searches used took place over the last five years. Information on this topic can be limited and being able to find sources within this time frame was helpful and reliable to know it was recent information to use.
· Keywords- Keywords used were coffee shop, competitor, social media, college students. 
Using these keywords made the searches more specific. Being able to find information that related back to the idea of having a social media presence that separates the client from competition. Using these searches to the advantage of Crimson & Whipped Cream can help give a more distinct look into what steps need to be made to reach the target audience through the right social platforms and advertisements. 
Peer-reviewed Professional Sources Research: Method 
It is important for small business owners to have the tools and analytics to understand how to catch the attention of their target audiences (Terkan, 2014). In order to compete with others, the company must make the target audience more aware of the brand to entice customers to buy their product instead of the competitors products (Terkan, 2014). 
    	To build brand awareness, generate new consumers for your small business, and altogether improve your company, learning how to build brand awareness is crucial.  (Sullivan, n.d.).
 Methods
·      Population- Public Relations Society of America and EconJournals: International Review of Management and Marketing.
·      Timeline- The timeline for searches were any articles relating to the issue in the past four years. This timeline was used because digital media is changing so quickly that only articles published in recent years are the most relatable to situations and issues small businesses are facing through building brand awareness.
·      Keywords- coffee shop, competitor, college students, awareness, communication; 
Advanced keywords- small businesses, brand awareness
Using these keywords made the searches more specific. Being able to find information that related back to the idea of having a social media presence that separates you from competition. Using these searches to the advantage of Crimson & Whipped Cream can help give a more distinct look into what steps need to be made to reach the target audience through the right form of building awareness. 
·  Two beneficial, reliable sources provided information to the client on why creating impactful brand awareness is important for building a large consumer base and maintaining a positive return on investment.
Relevant Issues/Points Identified through Academic and Professional Sources
Through secondary research we found that the biggest issue Crimson & Whipped Cream should address is the idea of finding a set way for growing the brand awareness towards the target audience. This business consists of a lot of competition around the location of the coffee shop so making sure the brand image is being publicized will increase business. As Ashleigh Barnett stated in her presentation, a challenge she faces is the chain competition also located in the Campus Corner area. Being able to separate the business from known chains will improve business and increase sales. 
	Finding a way to increase awareness that is consistent and works for the company is a successful way to eliminate business challenges. By creating more awareness among students at OU, the client would be able to inform consumers of the locally roasted coffee, quality ingredients and the welcoming atmosphere which can result in more business at the shop. Aspects such as the integrity of products and having vegan/ allergy friendly options is also something to be publicized that could bring in more customers. Making students aware of Crimson & Whipped Cream with this information being known will increase business and separate Crimson & Whipped Cream from other competing businesses. Consistent brand awareness development on campus will broaden knowledge on the business. 
Justification of Importance of This Issue/These Issues to the Client 
These issues are crucial for the client to understand because being able to determine the issues leads to a better chance of figuring out how to eliminate them. Throughout the work the researchers have provided, the focus groups and survey results show Crimson & Whipped Cream what customers are looking for in their coffee shop/ bakery. Seeing how using a quality form of advertisement or partnership can expand their brand image and reach the target audience to improve their vision and overall business. The client is in control of what information they feel is most viable and have it reach the audience through building brand awareness. Building a brand image will benefit the client long-term and allow for them to give themselves a name against some of their more established competitors. 
Communication Audit 
	Crimson & Whipped Cream media platforms consist of a company website, Twitter, Facebook and Instagram. The company website provides general information about themselves and gives a view of what they offer in the shop. The researchers feel that this platform is the most important to maintain because this will be the first source new customers turn to. As for the social media, many of the posts are related to the topics of coffee, bakery items and the general coffee shop atmosphere. Posts are engaging and are mainly posted twice over the period of a day. A lot of the tweets consist of pictures and at times are captioned with an event or holiday that is happening at that time. Due to Twitter being a largely used platform for social and professional use the client uses this platform to their advantage because they are able to keep up with potential employers and customers through their engaging posts. The client Facebook page is similar to their Twitter page as it consists of pictures of baked goods offered at Crimson & Whipped Cream. Also found on this platform is the address and hours of operation that is useful for potential customers to know. The Facebook page is a little more professional and useful when it comes to the aspect of figuring out general information about the client. The client Instagram page is very diverse as it has videos of the baked good baking process and a wide variety of photos. This platform allows for the client to give the consumers a look at what goes into their business from a fun and visual standpoint. 
	Keeping up with their brand image is shown to be an important aspect to the client as they maintain their social media. The client uses known platforms and post topics that are relevant to the business they are in. A variety of products are posted about, giving a good preview of what is to be found in the shop. Although they have this media presence, making sure it is reaching the target audience is something the researchers are wanting to increase. By increasing partnerships or positive word of mouth feedback, the accounts could get more views and likes leading to more customer rates. Engagement with the audience is high but minimal results were found on the databases used. Getting more views through publicizing their brand could increase these results, giving the client specific statistics on the quality of their social media performance. 
Stakeholder Attitudes and Opinions about the Issue
According to our secondary research, the attitudes toward to our client from various stakeholders is positive. The communication and relationship between our client and local community consumers are of high quality. Already established social media or attitudes of the stakeholders, all public images give audiences a kind of energetic feeling. Crimson & Whipped Cream, has its own unique selling proposition which can effectively attract main consumers and that target audience of OU students. It offers a cozy environment for students to study and relax, plus, board games and a photo booth to add an exciting array of options to improve a customer visit. 
To increase awareness of the client, the researchers have supplied research that includes the input of what the target audience of OU undergraduate students are looking for in a coffee shop/ bakery.  The attitudes of stakeholders is very important and maintaining enthusiasm and dedication to the organization is important when wanting to achieve an increase in sales. It is necessary to put effort into publicity and advertising via website and social media (Sullivan, n.d.). Increasing the quality of its product and services will be the positive outcome of an updated website, use of media platforms and advertising.	
Social Media and Conversation Analysis Specific to the Identified Issue Methods 
Client Performance and Competitor Analysis
	Throughout the researchers secondary and primary research it is evident that consumers prefer competitors such as Starbucks, Gray Owl and Stella Nova over Crimson & Whipped Cream. Aspects such as location, price and brand acknowledgement are key components that the researchers took away from their field research of surveys and focus groups. Many respondents talked about how they choose Starbucks first based on the brand awareness of that company and are more inclined to try a new place such as Stella Nova based on feedback they have heard from peers. These competitors cause issues for the client when it comes to coffee products. The respondents did stress the importance of quality coffee and due to Crimson & Whipped Cream stressing the importance of quality products, the researchers feel that the client would benefit in using that to their advantage to set them apart from competitors. Crimson & Whipped Cream needs to create a way to set themselves apart from Starbucks because better known, chain coffee shops are the major drawback as to why OU undergraduate students do not frequent local coffee shops. 
For bakery items, Crimson & Whipped Cream has the competition of other Campus Corner locations such as Insomnia Cookies and Apple Tree Chocolate. Insomnia Cookies is the newest dessert establishment on Campus Corner. Their greatest benefit that Crimson & Whipped Cream struggles to compete with is the fact that they are open 24 hours a day and also deliver. Insomnia is a chain establishment, but is also a specialty shop that mainly focuses on cookies. Although Insomnia has a focus of cookies, Crimson & Whipped Cream has a wide variety of dessert options that sets them apart from a one dessert based store. 
Periodical Media Analysis Specific to the Identified Issue
Through our research, we have found that college students are more likely to write reviews about Crimson & Whipped Cream than professional review writers/bloggers  are. The researchers believe this can be a benefit because a large part of the bakery’s customers are currently college students. Having articles written about them by students’ peers are going to be more influential than having articles written by people that the students are not familiar with. 
        Methods
· Population- The research began by searching for articles on Crimson & Whipped Cream’s website. Only a couple of those articles actually opened, but the ones that did, led to finding other articles written by students at OU. Primarily, the articles that were found most helpful were written on different websites that college students frequent. 
· Timeline- The researchers wanted to focus their timeline to the last couple of years, seeing as the most recent opinions on the bakery would be the most useful for  research. Though the articles found were all written in 2017, the articles provided on the bakery’s website are much older. One of the few links that actually worked led to an article written six years ago. 
· Keywords- bakery, coffee shop, Norman, pastries, college students: Advanced keywords- media, Norman, Crimson & Whipped Cream, article 
These keywords and advanced keywords led the researchers to finding positive articles written on the petite bakery. These articles were found beneficial because the authors were persuading 
the reader to visit the bakery. They describe the client with words like best, quality and great experience. 
· Articles on any one coffee shop located in Norman popped up with a simple keyword search. It took adding the advanced keywords for articles written on Crimson to be found. Once the keywords were narrowed down, three articles written by college students resulted from the search. 
          Findings
Students who left reviews all spoke highly of the bakery on Campus Corner. Many of reviews and opinions were written about where the best places to eat in Norman are and Crimson was on each list. Though these articles were not specifically written about Crimson & Whipped Cream, we believe they are important because they are comparing the bakery to its’ competitors. 
The first of these articles was written by Carly Aasheim and is titled “Where to Find the Best Desserts in Norman, OK” (Aasheim, 2017). Aasheim wrote that although the petite bakery does not have the largest menu, it makes a great study spot for students (Aasheim, 2017). The writer also included that the food and atmosphere make up for anything else you could be missing (Aasheim, 2017). An article similar to this was written by Sierra Abbott (2017). Abbott included Crimson & Whipped Cream on her list of “The 9 Best Dessert Places In Norman, OK” (Abbott, 2017). Abbott had the same idea as the previous author, saying that Crimson is a great place for college students to study (Abbott, 2017).
Crimson & Whipped Cream’s website also included a list of articles that were written about them. One of the articles on the website lead the researchers to finding one written in The OU Daily. The piece focused on the “homey” qualities about the bakery that made it so endearing. The author wrote about how the staff bakes throughout the entire day, beginning at 6 a.m. (Roper, 2017). The article also includes quotes from the bakery owner and a customer. The customer, Haley Hampton, spoke about how she enjoys the atmosphere at Crimson (Roper, 2017).
Overall, these articles written were about the endearing atmosphere that you can be a part of when you go to Crimson & Whipped Cream. It was beneficial that most of the articles found were written by OU students because that is the demographic that being targeted. Seeing the authors focused be on that and on the environment of the bakery and the quality of the food, lead the researchers to infer that those are two large factors for college students when it comes to choosing a coffee shop/ bakery. As previously stated, the articles were mostly written by college students and posted on different websites that college students frequent. Having college students writing articles about the client is the most beneficial way to use that media outlet to gain publicity. A setback noticed was that, though these articles are online and can be accessed at any time, none of these articles were very recent. The most recent ones were written last year in 2017. All the articles used on Crimson & Whipped Cream’s website are outdated and will not be useful today. Increasing the amount of articles written or getting their name out to the publics is only going to benefit the bakery in the future. 
SWOT
Strengths: Locally roasted coffee, quality ingredients/ homemade recipes, sense of community, activities and games 
	Crimson & Whipped Cream offers a variety of quality products that separate them from competitors. Choosing local ingredients and having homemade recipes helps them to make a great roasted coffee and supply an unforgettable customer experience. Through having a comfortable location and supplying quality products and entertainment, Crimson & Whipped Cream is able to create a sense of community through their unique business setup. These aspects are what separate them from a corporate run chain coffee shop and bakery. 
Weaknesses: Employee turnover & training, chain competition, prices of quality ingredients, image communication, parking 
Seeing as though college students find jobs close to campus, it is not surprising that many of Crimson & Whipped Cream’s workers are students. This only brings problems with the flow of workers being hired and leaving, due to graduating or leaving over the breaks. This causes Crimson & Whipped Cream to consistently be training employees and have a quick employee turnover. Being located on Campus Corner forces a lot of competition to Crimson & Whipped Cream. Having businesses like Starbucks right around the corner makes a local business suffer due to them competing with such a known and successful brand. It is difficult to increase image communication while some famous brands like Starbucks already have an established image. The price of quality ingredients is also a big financial burden for such a small coffee shop. Although the location of Campus Corner brings in a lot of potential customers, the lack of parking brings problems to our client’s sales. Foot traffic is also at a minimum for the businesses located on the outskirts of Campus Corner. 
Opportunities: Expansion of menu options, increase social media presence, offer delivery services, increase of on-campus presence 
	More menu options means there are more choices for customers, which can give customers more welcoming feeling. Also, whether it be through the business website or social media expansion it is crucial that it meets the target audience. By increasing social media platforms, Crimson & Whipped Cream would be able to create a brand image for themselves and get the consumer knowledge about the location they need to increase customer rates. The delivery service could also improve the convenience of the client. Being able to be apart of the quickly-growing market of delivery foods would increase sales as well.
Threats: Convenience of other coffee shops, not having a large social media presence and incomplete website 
	These threats are all aspects that can hurt or cause problems in business for the client. Something that sets Crimson & Whipped Cream apart is that they maintain a traditional sales style coffee shop. They do not have contemporary shop services, such as drive-thru or delivery. Crimson & Whipped Cream does not have a large social media presence. Increasing these platforms will have a definite positive impact on the client because they will be able to advertise themselves how they choose. Due to social media being such a big part of today’s world it will reach the target audience and increase knowledge of the client. Being able to incorporate some of these aspects may help minimize these threats.
PEST 
Political: City, county and state tax changes
	As government changes occur it affects the small businesses of the area. Whether it be the whole state or more locally through city or county, the taxes could have an impact on the client’s ability to have sole control over the prices of their products. Whether the taxes on a specific good is high or low will determine the price of which it is sold. The client will also want to manage profits and if they are having to pay a high amount for a good then they won’t want to sell it for a lower price or else no money is really made back. This serves as a domino effect and impacts the client selling the products and the customer who would be buying in store.
Economic: Inflation rates
Crimson & Whipped Cream is a small business that must handle the stress of inflation rates. When the demand for coffee increases, so does the price and when the price for coffee decreases, so does the demand. When prices are inflated, Crimson & Whipped Cream is faced with the issue of raising their own prices for their customers. 
Social/Societal: Health awareness, consumption structure
With the development of an online store, the client would have an increased chance in reaching the target audience. Due to younger generations preferring the use of online ordering and delivery services this would lead to an economic revolution for Crimson & Whipped Cream. They would get use with a new platform and have the opportunity to reach their target audience in a more familiar way. Through the new ways of consumption structure, the inclusion of their wide variety of menu options and coffee effect’s, health awareness would also be publicized. 
Technological Consideration: Online store and delivery service, website construction
Due to the increase in online services, Crimson and Whipped Cream would benefit from the use of a digital platform to produce online orders and delivery. Although extra time costs and execution plans would take time and money, the payoff would be huge because the client will have the opportunity to use a new platform and have a higher chance to reach the target audience. The official Crimson & Whipped Cream website is a little outdated. They only have a very basic web design and interactive logic. With a modern redesign the whole website could show the brand image Crimson & Whipped Cream wants to create for themselves. 
Primary Research Methodology
Quantitative Methods and Procedures
	Through the quantitative data analysis, the researchers created a survey that best gave them the information they needed. The survey created consists of questions that benefit the client and give them insight into what their student customers are looking for from Crimson & Whipped Cream. During the process of creating the survey, researchers were able to use trial-and-error to gather a client and consumer friendly survey to match the brand. The researchers’ goal of the quantitative research with the survey is to pinpoint what factors separate Crimson & Whipped Cream and their competitors. The study population of OU undergraduate students is used to give reliable feedback that is useful to the client. The researchers feel that this is the best audience to use due to Crimson & Whipped Cream being a student/ Norman based business. Faculty and staff was not used to give the client a more specific audience and make the results easier to gather. Through the convenience sampling frame, the researchers gathered a total of 125 responses but only 107 (86.27 percent of total responses) of those responses coincided with the sampling frame. The researchers posted the survey link on their social media outlets to allow for the audience to respond. Due to the researchers being apart of the target demographic, using this platform made the results consist mainly of the responses needed. The social media aspect of getting the survey responses was effective because the audience was able to easily attain and complete the survey on a known platform. As the survey results are analyzed, the researchers see that price plays a large part in the deciding factors of a coffee shop choice. 
Through the quantitative research the researchers were able to gather the information needed to analyze and organize into in the proper format for answering the research questions. The data concluded that friendly staff  with a percentage of 61.54%, location and pricing are important aspects that draw them to coffee shops and bakeries. The researchers used this information to create the next step in the research process of qualitative research. Using the survey allows them to have a resource to create the focus groups and attaining more in-depth results of what customers are looking for in a coffee shop. 
Qualitative Methods and Procedures 
	The researchers have two main goals for their overall research project, based on their two research questions. Their first goal is to learn about why OU undergraduate students favor either chain or local coffee shops or bakeries. They want to know if there are specific reasons why students choose chain or local, or if students even realize that they are favoring one over the other. The second goal for the researchers’ project is to know what factors are affecting OU undergraduate students’ decision to go to Crimson & Whipped Cream. For undergraduate students who have been there, they want to learn what factors drew them in and know what those customers liked or did not like about the coffee shop. For students who have not been to Crimson & Whipped Cream, they want to know what their reasoning is for not going. Through the method of focus groups, the researchers held an in-depth conversation that answered questions attaining to the client and some of their competitors. The researchers gathered the participants involved in the focus groups at Crimson & Whipped Cream to allow for them to get a feel for the environment and see first-hand aspects of Crimson & Whipped Cream. The responses increased the researchers knowledge on what customers are looking for and have a better understanding of where Crimson & Whipped Cream stands with their main source of customers. Many participants admitted they had never been to Crimson & Whipped Cream and explained why. Aspects such as location and not reaching the audience were both a large reasoning for the minimal knowledge on the client. Many said if they were informed about the location then they would be more willing to go there. It is clear that through an increase in brand awareness, Crimson & Whipped Cream would be able to create a way to set themselves apart from competitors such as Starbucks. Being able to use the results from both forms of research, the researchers were able to reach saturation of their topic. The qualitative data of focus groups successfully reached a conclusion that gave the important information that location, products and knowledge about the company are deciding factors. 
Main Results and Findings 
Survey Results and Findings
There were 125 participants who completed the entire survey, while 39 others began the survey and never quite finished. Out of the overall 125 participants, only 107 respondents are undergraduate students at the University of Oklahoma. From the total number of respondents who completed the survey, a researcher will only look at the undergraduate students at OU, or 86.27 percent of the total responses. From the 107 who are students at OU, 73 were female. Thirty-four of the respondents were male. None of the respondents chose the ‘other’ option or the ‘prefer not to answer’ option that the researchers included. 
The researchers asked the respondents to choose what year of schooling they were currently in at the University of Oklahoma. The data showed that more upperclassmen completed the survey than underclassmen did. Only 13 of the completed responses answered that they were freshman. Twenty-one of the respondents were sophomores. The largest amount of students were juniors at OU, with 41 completed responses choosing that option. Of the completed responses, 32 of those chose that they were seniors at the University of Oklahoma. 
RQ 1: What factors draw OU undergraduate students to local coffee shops compared to chain shops? 
The reasons why people go to local coffee shop:
The highest reason which people strongly disagree for going to local coffee shop is is to work. 
The highest reason which people disagree for going to local coffee shop is to buy goods other than coffee.
The highest reason which people somewhat disagree or agree for going to local coffee shop is to buy goods other than coffee .
The highest reason which people agree for going to local coffee shop is to socialize.
The highest reason which people strongly agree for going to local coffee shop is to drink coffee.
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The reasons why people go to chain coffee shop:
The highest reason which people strongly disagree for going to chain coffee shop is to work.
The highest reasons which people disagree for going to chain coffee shop is to work and socialize.
The highest reasons which people somewhat disagree or agree for going to chain coffee shop is for meeting and to work.
The highest reason which people agree for going to chain coffee shop is to drink coffee.
The highest reason which people strongly agree to chain coffee shop is to drink coffee.
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Satisfaction factors of customers of Crimson & Whipped Cream：
	Factor
	Extremely Unsatisfied
	Unsatisfied
	Somewhat Unsatisfied & Satisfied
	Satisfied
	Extremely satisfied
	Total

	Cozy Atmosphere
	n: 0
0.00%
	n: 2
7.69%
	n: 6
23.08%
	n: 14
53.85%
	n: 4
15.38%
	n: 26
100%

	Friendly Staff
	n: 0
0.00%
	n: 1
3.85%
	n: 1
3.85%
	n: 16
61.54%
	n: 8
30.77%
	n: 26
100%

	Taste of Coffee
	n: 0
0.00%
	n: 1
3.85%
	n: 7
26.92%
	n: 12
46.15%
	n: 6
23.08%
	n: 26
100%

	Location
	n: 1
4.00%
	n: 1
4.00%
	n: 7
28.00%
	n: 13
52.00%
	n: 3
12.00%
	n: 25
100%

	Convenience
	n: 0
0.00%
	n: 0
0.00%
	n: 7
26.92%
	n: 14
53.85%
	n: 5
19.23%
	n:26
100%

	Price of Coffee
	n: 2
7.69%
	n: 4
15.38%
	n: 5
19.23%
	n: 14
53.85%
	n: 1
3.85%
	n: 26
100%

	Variety of 
Drinking Options
	n: 0
0.00%
	n: 3
11.54%
	n: 5
19.23%
	n: 15
57.69%
	n: 3
11.54%
	n: 26
100%

	Taste of 
Baked Goods
	n: 0
0.00%
	n: 2
7.69%
	n: 6
23.08%
	n: 12
46.15%
	n: 6
23.08%
	n: 26
100%

	Price of 
Baked Goods
	n: 0
0.00%
	n: 8
30.77%
	n: 4
15.38%
	n: 11
42.31%
	n: 3
11.54%
	n: 26
100%

	Variety of 
Baked Goods
	n: 0
0.00%
	n: 1
4.00%
	n: 9
36.00%
	n: 13
52.00%
	n: 2
8.00%
	n: 25
100%



RQ 2: What factors are affecting the customer’s decision to go to Crimson and Whipped Cream?
[image: ]
Q15 - If you have visited Crimson & Whipped Cream before, how did you hear about it? (You can choose more than one)
 
	#
	Answer
	%
	Count

	1
	Advertisement
	3.23%
	1

	2
	Social Media
	9.68%
	3

	3
	From a Friend
	45.16%
	14

	4
	From a Classmate
	6.45%
	2

	5
	From a Parent
	3.23%
	1

	6
	From a Colleague
	0.00%
	0

	7
	On-Campus Promotion
	12.90%
	4

	8
	Other
	19.35%
	6

	 
	Total
	100%
	31



[image: ]

Focus Group Results and Findings
The participants of the focus groups were all undergraduate students at OU that consisted of male and female participants. The only difference between the two focus groups were the number of males and females in each group. The first group with six participants consisted of all females. The second group, consisting of four members, had three males and one female. This was not something that was planned by the researchers but it was interesting to see that the focus groups ended up being uneven. This caused the researchers to notice some differences between the two groups. The researchers noticed that in the first focus group, the females were not likely to speak over one another. When a question was asked, they would each look around at each other and wait for the first person to answer. It seemed as though none of them wanted to be the first to speak up, for whatever reason. The focus group consisting of all females was also more likely to agree with one another instead of responding in their own words. It was more common among the females to either reply “yes” in agreeance or just nod their head when another participant made a comment that they agreed with. That is something that was not common among the second focus group that consisted of three males and one female. None of them were afraid to be the first to speak up, causing many of them to speak at the same time. Even the female in the focus group was more likely to voice her own opinion instead of just nodding her head in agreeance. The mannerisms also differed from the first to the second focus group. One of the males was standing up, while the rest were leaned over the table, taking up far more space than needed. The females in the first focus group all sat with their hands in their laps, unless they were grabbing their phones. 
It was a common occurence through both focus groups for participants to glance at their phones. Some of them seemed to be checking the time, while others would grab their phones to send a quick text.  They all had them close by and on the tables, though the first focus group consisting of all females was more likely to pick up their phones to respond to a text. The researchers do not know why this was more common among the females, but can assume that maybe they were not as comfortable with each other and were using their phones as a way to remain in their comfort zones. The focus group that was male heavy did not check their phones as frequently, but they were also more willing to converse with one another about their thoughts and opinions. These two ideas could correlate, or maybe the females in the first focus group just had messages they had to respond to. This comes with the age demographic and the influence technology has today. While noticing this during the focus groups, it made the researchers think of the importance of reaching the target audience. It is evident that students are surrounded by technology, so encouraging the client to increase advertisements on social media outlets will benefit them. 
The participants were also consistently bouncing off each other’s ideas and answers to create a small discussion with each other. The researchers were there to start the discussion but as each question was asked, it was noticed that they talked to each other and agreed with what some had to say. There were never any disagreeances that occurred, or even if a participant did not agree with what another was saying, he or she did not voice their opinion. Elements of in-depth responses and discussions were taken in notes and observations throughout the focus groups. The researchers think that the focus groups were able to give a more detailed explanation for what the client should look for in top competitors and how they can create some of those positive qualities for themself. The focus group successfully reached saturation that gave the important information that location, products and knowledge about the company are deciding factors. 
Discussion and Importance of Findings
Survey Discussion and Importance of Findings 
It is that see people strongly disagree to work in both local and chain coffee shops. On the other hand, people strongly agree to drink coffee in both local and chain coffee shop. Whatever local coffee shop or chain coffee shop, both of them have same highest reasons which people strongly disagree and agree. It shows that people have similar attitude and behavior for both local and chain coffee shop. It shows that coffee is the key reason why people go to local and chain coffee shop. On the contrary, people do not like to work at both local and chain coffee shop, so our client does not need to set a special style or environment in coffee shop for office work of customers.
Friendly staff is the factor which the most customers feel Satisfied, 61.54% of customers who have gone to Crimson & Whipped Cream think friendly staff attract them to go to Crimson & Whipped Cream. We think our client should consist this advantage, it is one of the unique selling propositions of Crimson & Whipped Cream. Friendly staff will bring a cordial feeling to people, it is much different from big or chain coffee shop. On the other hand, 30.77 percent of customers feel unsatisfied about  price of baked goods, logically, we defined the price of baked goods is too high for people. This is also a disadvantage of Crimson & Whipped Cream, so we suggest that our client may reduce its price of baked goods to improve satisfaction of old customers, and it will also increase customer flow if the price of baked goods can be lower than before.
The researchers show through this survey the the important aspects of Crimson & Whipped Cream that consumers have noticed. Friendly staff and price is important when it comes to choosing this coffee shop/bakery over a chain. From the results above you can see that there is a variety of aspects that were given positive feedback from the audience but that the main characteristic they are looking for is a friendly staff. Research question 2 can show the client what consumers are looking for in a coffee shop and the statistics show that. 

Focus Groups Discussion and Importance of Findings
Theme 1: OU undergraduate students stated they have never been to Crimson & Whipped Cream because they have never seen it advertised. They thought they would be more inclined to go if they saw social media advertisements or heard more about the coffee shop from friends.
Theme 2: OU undergraduate students believe quality of coffee is the most important characteristic when choosing which coffee shop to go to.
Theme 3: OU undergraduate students stated they frequent Starbucks the most because it is the most widely known coffee shop and they know what to order every time. 
It is important to create a strategy for the client depending on these themes that the researchers noticed in their focus groups. Theme 1 shows that Crimson & Whipped Cream does not have enough popularity among OU undergraduate students. This is one of the client’s largest issues which directly affects their customer flow. The researcher’s report of their survey also shows that only 25.23 percent of OU undergraduate students have ever been to Crimson & Whipped Cream before. This will affect their business especially since it is located in a college town and students are its’ primary customers. To increase the client’s brand awareness, it is necessary to increase the knowledge of OU undergraduates about Crimson & Whipped Cream. Theme 1 also reveals that the lack of advertising is one of the reasons why OU undergraduate students do not know about the shop, and they stated that social media advertisements would attract them to go to Crimson & Whipped Cream. Theme 2 is about the importance of the  quality of coffee. It can be difficult to prove to customers that Crimson & Whipped Cream has quality coffee, but it can be achieved if the business can find a way to allow more students to try the product. Lastly, theme 3 reveals that OU undergraduate students favor Starbucks over any other coffee shops solely because Starbucks is widely known and their orders are safe and known.
Strategic Recommendations
	Based on the research conducted, it is evident through the qualitative data that many students have never visited Crimson & Whipped Cream because it has never been advertised. The study population stated that they would be more inclined to go if they saw social media advertisements or heard more about the coffee shop from friends. Even out of the students that had visited the client she said it had only been once. Ryan (Appendix 5) commented that he would be more likely to visit a coffee shop or bakery if they advertised specialty products. These aspects given from the target audience of Crimson & Whipped Cream show that the improvement a more known brand image would have a positive impact on the company success. Although many of the participants believed that advertising did not affect where they frequented and did not think that an increase in advertising would persuade them to visit Crimson & Whipped Cream, if the client can establish a platform to create for themselves then they will be able to form their own way of building their brand name to minimize the competition. 
	Another platform that could be used is partnerships. By utilizing the known organizations around campus, the client could take part in a sponsorship that would serve as brand awareness. This platform would be a simple form of advertising that will show Crimson & Whipped Cream as an involved company. This recommendation also shows the importance of local organization success. Due to the client being local, partnering with another local organization sticks to the original focus the client has established. It would create a positive brand awareness impact while also creating a solid organization relationship. 
Limitations
Throughout the semester, the researchers faced a few limitations, some that they were prepared for and some that they had not seen coming. The first limitation they faced was in their ability to access an entire list of undergraduate students at the University of Oklahoma. The researchers ran into this issue before they sent out their surveys and conducted their focus groups. They used convenience sampling since they were unable to gain access to students who they did not know. If they would have been able to gain access to this complete list of students then they might have used a different form of sampling. The second limitation that the researchers faced was that not every respondent who took their survey was an OU undergraduate student. Though they began their survey with a preliminary question that asked respondents to only complete it if they were undergraduate students at OU, they still had respondents complete the survey who are not students. This led to the researchers having to use only a fraction of their total data. Out of the total survey responses, only 107 respondents were students at the University of Oklahoma. The third limitation they faced, and quite possibly the most difficult, was that many survey respondents and focus group participants had never actually been to Crimson & Whipped Cream. This made it extremely difficult for the researchers to understand what Crimson & Whipped Cream could possibly do to improve. From the 107 survey respondents who were OU undergraduate students, only 27 of them have previously visited Crimson & Whipped Cream. From both of the focus groups, only one person out of ten had actually visited Crimson & Whipped Cream prior to the focus group. This limitation made it more difficult for the researchers to answer their second research question, so many of their focus group results backed up the first research question. 
The researchers have created some recommendations for future research based off of their experience from the semester.  Their first recommendation is to have the survey available to students for a longer period of time. Due to the researchers having due dates for their assignments, they faced the problem of not getting to expand the length they had their survey open to the public. Having it available for a longer period of time will allow for the opportunity for more students to complete the survey. Their second recommendation is to make their study population more specific. This will allow for the data results to be more in-depth. This also allows for the researchers to truly understand their study population. It would have been much easier for them to target a smaller audience of people. The researchers’ third recommendation would be to have specific tailor-made focus groups for different topics. They think it would be beneficial to have a larger quantity of focus groups that focused on different topics. For future research, they recommend to have a multitude of focus groups with different topics such as a focus group about Crimson’s competitors or one solely about Crimson & Whipped Cream with previous customers. 
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Appendices 
Appendix 1: Survey 
Crimson and Whipped Cream: 
The Factors College Students Bring to the Success of A Coffee Shop 
Thank you for agreeing to participate in this survey. You are invited to join the OU community to share their prior knowledge and opinions of Crimson & Whipped Cream. The results of this survey will help us better understand what draws customers to Crimson & Whipped Cream and what keeps people from frequently visiting the shop on Campus Corner. You are asked to answer each question to the best of your ability, based on the knowledge that you have prior to this survey. It will take about 10 minutes to complete this survey. Your participation in this is anonymous, the survey is voluntary and you are able to stop at any time. The results of this study will inform Crimson & Whipped Cream about why people at OU are or are not visiting their shop. Those results will then help them better tailor their shop to the students, faculty and staff of OU. 
SURVEY 
1. Are you an undergraduate student at the University of Oklahoma?	
Yes____      No____
2. Have you ever been to Crimson & Whipped Cream?    
Yes____      No____
a. If yes, how was your experience? _____________________________
3. How likely are you to bring your business to a local coffee shop? 
 (1 Not Likely - 5 Very Likely)
1			2			3			4			5
4. How likely are you to bring your business to a chain coffee shop (i.e. Starbucks) over a local coffee shop?
(1 Not Likely - 5 Very Likely)
1			2			3			4			5
5. How often do you drink coffee?
A. Daily
B. Weekly
C. Monthly
D. Occasionally 
E. Never 
6. What time of the day do you drink coffee? (You can choose more than one)
A. Morning
B. Noon
C. Afternoon
D. Evening
E. Midnight 
F. I don’t drink coffee
7. How many times per week do you go to a coffee shop that you like?
A. Never
B. 1-2 / week
C. 3-5 /week
D. Every day
8. For what reasons do you go to a coffee shop that you like? (You can choose more than one)
A. Studying
B. Business/Work
C. Coffee/Tea
D. Baked goods
E. Hang out/Relax
F. Other ________________
9. How important is consuming locally grown coffee to you?
(1 Not Important - 5 Very Important)
1			2			3			4			5
10. How important is consuming homemade/family-based baked goods to you?
(1 Not Important - 5 Very Important)
1			2			3			4			5
*Questions 11-17 are based on how IMPORTANT the following qualities are to you when choosing a coffee shop*
11. “I always go to my favorite coffee shop because it is the closest to my place...”
(1 Strongly Disagree - 5 Strongly Agree)
1			2			3			4			5
12. “I always go to my favorite coffee shop because they have the best atmosphere...”
(1 Strongly Disagree - 5 Strongly Agree)
1			2			3			4			5
13. “I always go to my favorite coffee shop because they have the most reasonable prices…”
(1 Strongly Disagree - 5 Strongly Agree)
1			2			3			4			5
14. “I always go to my favorite coffee shop because they have the broadest selection of coffee, tea, and baked goods…”
(1 Strongly Disagree - 5 Strongly Agree)
1			2			3			4			5
15. “I always go to my favorite coffee shop because they have the best quality of coffee…”
(1 Strongly Disagree - 5 Strongly Agree)
1			2			3			4			5
16. “I always go to my favorite coffee shop because they have Wi-Fi and other services to assist my studying/work…”
(1 Strongly Disagree - 5 Strongly Agree)
1			2			3			4			5
17. “I always go to my favorite coffee shop because they have the friendliest baristas compared to other coffee shops…”
(1 Strongly Disagree - 5 Strongly Agree)
1			2			3			4			5
18. You are: 	Female 	Male	           Other 		Prefer not to answer 
19. What year are you in school at OU? 
a. Freshman
b. Sophomore 
c. Junior 
d. Senior
e. Other___________
20. How old are you? ___________
21. How did you hear about Crimson and Whipped Cream?
	______________________________________
Thank you for filling out this survey!
Thank you for participating in our study! If you would like to receive an electronic summary of the survey results, please send an email to makenzie.dean@ou.edu. Your responses will help inform Crimson & Whipped Cream about what people look for in a coffee shop and bakery and will help us learn more about what we can do to bring in more customers. 
Appendix 2: Focus Group Protocol 
· How often do you visit coffee shops or bakeries in Norman?
· Would you rather go to a chain coffee shop or a local coffee shop? And, why?
· What coffee shops or bakeries have you visited, if any, on Campus Corner?
· Why do you visit those specific coffee shops or bakeries?
· Does location of the coffee shop influence your decision of which one to go to? 
· What aspects are you looking for in a coffee shop? Such as price, location, wifi?
· Have you ever been to Crimson & Whipped Cream? (all said no) Why not? 
· When you first think about coffee shops or bakeries, what is the first impression or adjective that comes to your mind? 
· What do you think of when you think of coffee shops? Like what’s the first word that you think of? 
· What do you mainly order from there when you go to a coffee shop? Baked goods, coffee, tea?
· How does the quality of products influence where you shop? For example, if it’s locally grown or homemade baked goods? Organic? 
· How does advertising affect where you purchase your coffee and baked goods?
· So do you think if you would have heard more about Crimson & Whipped Cream, if it was advertised, that you would go there? 
· Why do you think you haven’t heard of Crimson and Whipped Cream?
· Do you think if you would have heard more about Crimson & Whipped Cream, if it was advertised, that you would go there? Why?

Appendix 3: Focus Group Transcription 
Focus Group #1 

Researcher: How often do you visit coffee shops or bakeries in Norman?
· Kayla: Not very often 
· Allie: Yeah no, not often 
· Emery: I go to Starbucks a lot
· Brooklyn: Yeah, Starbucks
· Hannah: I never do 
· Katey: I was going to say Starbucks, but there is Gray Owl that I will occasionally go to, not a lot though 

Researcher: Would you rather go to a chain coffee shop or a local coffee shop? And, why?
· Allie: I just go to Starbucks because I think of it first 
· Brooklyn: It’s more convenient too 
· Emery: Yeah 

Researcher: What coffee shops or bakeries have you visited, if any, on Campus Corner?
· Allie: I’ve been to Crimson & Cream once forever ago
· Hannah: Starbucks, once 
· Emery: I went to that Apple Tree place, does that count? 
· Kayla: That’s a great place 

Researcher: Why do you visit those specific coffee shops or bakeries?
· Hannah: The ones on Campus Corner? … I just walked past it once 
· Emery: The free wifi 
· Katey: I went to Stella Nova once because it was hyped up and I was like ‘Oh I kind of want to go....That place is really good 
· Brooklyn: I like that place
· Katey: Yeah, it’s really good 

Researcher: Does location of the coffee shop influence your decision of which one to go to? 
· Kayla: Yes
· Allie: Yeah  
· Emery: Sometimes I don’t want to see people so I go to the farther Starbucks 

Researcher: What aspects are you looking for in a coffee shop? Like price, location, wifi?
· Allie: Definitely wifi if I am doing homework 
· Kayla: Not too loud
· Allie: Not too crowded, yeah 
· Brooklyn: Not too expensive
· Multiple: Yeah
· Hannah: There has to be seating
· Emery: If they have like little snacks there 

Researcher: Have you ever been to Crimson & Whipped Cream?
· Allie: Once
· Kayla: No 
· Hannah: No 
· Brooklyn: No
· Katey: No

Researcher: Why not? 
· Katey: I have personally never heard of it I’m going to be honest
· Emery: Yeah
· Kayla: Same 
· Hannah: I’ve never heard of it 

Researcher: When you first think about coffee shops or bakeries, what is the first impression or adjective that comes to your mind? 
· Hannah: Calm
Researcher: Like what do you think of when you think of coffee shops? Like what’s the first word that you think of? 
· Emery: Studying
· Allie: Yeah studying
· Brooklyn: Coffee

Researcher: What do you mainly order from there when you go to a coffee shop? Like baked goods, coffee, tea?
· Kayla: Tea
· Hannah: Tea
· Allie: Iced coffee
· Emery: Coffee
· Brooklyn: Hot drinks 

Researcher: How does the quality of products influence where you shop? Like if its locally grown or homemade baked goods? Organic? 
· Kayla: If it’s good I’ll go there
· Multiple: Yeah
· Hannah: I feel like price is more important than organically grown
· Emery: I don’t care about that stuff 

Researcher: How does advertising affect where you purchase your coffee and baked goods?
· Allie: I mean if you hear from other people that it’s good then you go there 
· Brooklyn: Yeah 

Focus Group #2

Researcher: How often do you visit coffee shops or bakeries in Norman?
· Casey: Once a week
· Ryan: Once a week 
· Luke: Hardly ever
· Kyle: I’d say once a week, I drink coffee a lot, but mostly at home 

Researcher: Would you rather go to a chain coffee shop or a local coffee shop? 
· Casey: Chain coffee shop
· Ryan: Starbucks
· Luke: Chain
· Kyle: A chain one because I know what I like 
And, why?
· Kyle: I know that they’ll have what I like 
· Casey: I get the same thing every time
· Luke: You don’t know what you’re getting when you go to a local one, especially one you've never been to before 
· Ryan: It’s a hit or miss 

Researcher: What coffee shops or bakeries have you visited, if any, on Campus Corner?
· Kyle: I go to Starbucks quite a bit 
· Luke: I’ve been to Insomnia...Oh you said like bakery, it’s a bakery 

Researcher: Why do you visit those specific coffee shops or bakeries on Campus Corner?
· Casey: Because Starbucks is the best
· Ryan: Starbucks is my coffee
· Luke: I literally just went with a friend one time 
· Kyle: It’s always good (Starbucks) 

Researcher: Does location of the coffee shop influence your decision of which one to go to? Why or why not? 
· Casey: No 
· Luke: Yeah, it could 
· Kyle: I’d say location can but it’s more about quality...like if it’s really good coffee then I’ll go there no matter what even if it’s more of a drive 
· Ryan: Yeah, if it’s good coffee I’ll go 

Researcher: What aspects are you looking for in a coffee shop? Like price, location, atmosphere, wifi, that kind of thing… 
· Kyle: Definitely coffee
· Casey: I just only go to Starbucks. I don’t care. Starbucks could be like $8 for a cup of coffee and I would buy it
· Luke: Quality of coffee because usually the times I go, I don’t stay there, I just get my stuff and leave. I don’t sit around
· Ryan: Wifi...Wifi’s good. It’s a good study spot 

Researcher: Have you ever been to Crimson & Whipped Cream?
· Luke: No
· Casey: No
· Kyle: No
· Ryan: No
Researcher: For those of you who said no, why have you not been there? 
· Luke: I’ve never heard of it
· Casey: I think I have only seen it twice
· Kyle: Yeah, this is my first time hearing about it
Researcher: Why do you think you haven’t heard of it?
· Casey: It’s kind of in the back of Campus Corner and you can’t really see it
· Ryan: It’s not a Starbucks 
· Kyle: Nobody tells me about it

Researcher: When you first think about coffee shops or bakeries, what is the first impression or adjective that comes to your mind? 
· Kyle: Starbucks
· Casey: Starbucks
· Ryan: Coffee
· Kyle: Bakery
· Luke: Dunkin Donuts...No not Dunkin...Krispy Kreme….I’m thinking about the donuts. I don’t drink coffee very much 

Researcher: What do you mainly order from there when you go to a coffee shop? Like baked goods, coffee, tea?
· Kyle: Coffee
· Ryan: Iced coffee
· Kyle: Caramel macchiato
· Casey: Iced chai tea latte
· Ryan: White chocolate mocha  
· Luke: I like it black 
· Kyle: Something with caramel or vanilla
· Casey: Pumpkin spice

Researcher: How does the quality of products influence where you shop? Like if its locally grown or homemade baked goods? Organic? 
· Kyle: 11 out of 10 
· Casey: 100%
· Luke: I am definitely a quality guy… I am willing to spend more money to get better products 
· Casey: If it’s not good, I don’t want it 
· Kyle: Quality over quantity 

Researcher: How does advertising affect where you purchase your coffee and baked goods?
· Kyle: Not that much
· Casey: Not really at all
· Ryan: No 
Researcher: So do you think if you would have heard more about Crimson & Whipped Cream, if it was advertised, that you would go there? 
· Casey: Yeah, maybe, yeah
· Ryan: It depends 
· Kyle: No because Starbucks is right next to it 
· Casey: I would go there if I knew more about it
· Ryan: If they have like specialty products 
Researcher: So like advertising does affect it? 
· Kyle: Like if someone said like ‘hey they have a really cool macchiato’ then yeah but if I am driving and I see a Starbucks right there then I’m going to go 

Appendix 4: Focus Group Notes 
Focus Group #1: Notes
· All female
· Lots of responses included women agreeing with each other or nodding heads in agreeance with one another 
· In Crimson & Whipped Cream
· Lots of distracting noise that caused participants to look around 
· Did not seem comfortable with each other 
· Most participants kept their hands in their laps 
· Participants doing things to distract them while others spoke, like playing with their hair 
· Spoke softly 
Focus Group #2: Notes
· 3 males & 1 female
· In Crimson & Whipped Cream 
· Seemed much more comfortable
· Talked over each other more than first focus group 
· Never just nodded their head in agreeance, were always willing to each voice their own opinions 
· Majority talked about how much they liked Starbucks (and other chains) over local coffee shops 
· All spoke loudly, seeming as they were not afraid of giving their opinion 
· One participant (male) was standing 
· Other male participants leaning over the table 

Appendix 5: Focus Group Pseudo Names
Focus Group #1

	Pseudo Names 
	Characteristics

	Kayla
	· Does not frequent coffee shops
· Location influences decision
· Looking for quiet place 
· Has never been to Crimson because has never heard of it
· Orders tea at coffee shops 
· College female
· Casually dressed
· Checks watch for time constantly
· Looking around during questions

	Allie
	· Does not frequent coffee shops 
· Usually thinks of Starbucks first 
· Has been to Crimson once 
· Location affects decision 
· Looking for a coffee shop that isn’t crowded and that has wifi 
· Studies at coffee shops 
· Orders iced coffee
· More willing to visit a place if recommended by a friend
· Paid attention to questions
· Arms crossed 
· College female 

	Emery
	· Frequents Starbucks 
· Would rather visit chain because of convenience 
· First thought of Apple Tree Chocolate when asked about coffee shop or bakery on Campus Corner 
· Looking for free wifi at a coffee shop 
· Location doesn’t matter - Willing to drive to farther Starbucks if not interested in seeing people she knows 
· Likes coffee shops with “little snacks” 
· Has never been to Crimson, nor heard of it
· Studies at coffee shops
· Orders coffee 
· Does not care about quality of products 
· College female 
· Friends with another participant 

	Brooklyn
	· Visits Starbucks because of convenience 
· Has been to Stella Nova in Norman and “likes it”
· Looking for a coffee shop that is not too expensive 
· Has never been to Crimson 
· Orders hot drinks at coffee shops 
· Agrees that she is more likely to visit a place if recommended by a friend
· Made a comment after focus group that she wanted to go to Crimson after talking about it for so long 

	Hannah
	· Does not frequently visit coffee shops or bakeries 
· Has been to Starbucks on Campus Corner once and only went because she noticed it when she was walking by it
· Looking for a coffee shop with wide array of seating 
· Has never been to Crimson & has never heard of it 
· Wants a coffee shop to be a calm place 
· Orders tea at coffee shops 
· Thinks price plays a bigger factor than quality of products 
· College female
· Keep playing with bracelets on arm 
· Looked at people walking through door during focus group 

	Katey
	· Frequently visits Starbucks
· Occasionally goes to Gray Owl 
· Went to Stella Nova because of all the “hype” and liked it 
· Has never been to Crimson & is not afraid to let researchers know that she has never heard of it 
· College female
· Threw away a Starbucks coffee when coming into focus group 




Focus Group #2

	Pseudo Names
	Characteristics

	Casey
	· Visits coffee shops or bakeries once a week 
· Prefers chain because she orders the same thing every time 
· Location does not influence her 
· Prefers Starbucks over all other coffee shops 
· Would be willing to even pay more, just at Starbucks 
· Has never been to Crimson, but recalls that she has seen it a couple of times before - Thinks this is due to location of coffee shop 
· Orders iced chai tea latte or something pumpkin spice at coffee shops 
· Quality of products is a huge factor 
· Says advertising does not affect decisions, but would be more willing to visit Crimson if she knew more about it 
· College female 

	Ryan
	· Visits coffee shops or bakeries once a week 
· Prefers Starbucks because local coffee shops are a “hit or miss” 
· Willing to travel farther for coffee shop if it is good coffee
· Looking for coffee shop with wifi
· Has never been to Crimson and thinks he has not heard of it because it is “not a Starbucks” 
· Orders iced coffee or a white chocolate mocha at coffee shops 
· Does not think advertising affects decisions, unless it was a coffee shop advertising specialty products 
· College male 
· Quietest 
· Responded more with head nods and body language than with words 

	Luke
	· Hardly ever visits coffee shops or bakeries
· Prefers chain because he “does not know what he is getting with a local coffee shop” 
· First thought of Insomnia cookies when asked about coffee shops or bakeries on Campus Corner 
· Went to a coffee shop once before because a friend took him 
· Location influences decision 
· Atmosphere of coffee shop does not matter because he takes his coffee to go 
· Has never been to Crimson nor has he ever heard of it 
· Orders coffee black 
· More willing to pay more for quality products 
· College male
· Was standing during focus group & leaning on table 
· Very open to speaking with everyone, during interview and outside of interview 

	Kyle 
	· Visits coffee shops or bakeries once a week
· Prefers coffee from home 
· Prefers chain over local because he knows what he likes 
· Has visited Starbucks on Campus Corner 
· Thinks location does affect decision, but that quality trumps all because he is willing to travel farther for more quality products 
· Taste/Quality of coffee a great factor when choosing coffee shop 
· Has never been to Crimson nor has he ever heard about it
· Orders coffee, caramel macchiato or something with caramel and vanilla at coffee shops 
· Has a quality over quantity mindset when it comes to products 
· Does not think advertising plays a huge role in decision-making 
· College male
· Gave most in-depth answers
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Appendix 7: Survey Results 
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RESEARCH PARTICIPANT CONSENT FORM
Class Assignment: Focus Group/In- depth Interview

Name of the researcher: _ {10l Mlq\lﬂh[) Makerve tean, My uaw frhaw. Jiowd 4 (PUT THE
NAME OF PERSON/PERSONS WHO COLLECTED THE DATA)

Gaylord College of Journalism and Mass Communication, University of Oklahoma

Purpose of Research

The purpose of this research is to collect information about the attitudes and opinions of OU students about the
Gaylord College. The results of this research will contribute to developing better understanding how INSERT
YOUR LANGUAGE FROM RQ HERE. This focus group/interview [LIST THE APPROPRIATE METHOD
HIERE] is conducted as a part of routine class assignments of the PR Research class in Fall 2015. The data
collected through this focus group/interview [LIST THE APPROPRIATE METHOD HERE] will be used for
educational purposes in the PR Research class and for internal use of the Gaylord College. The results of this
study will not be published, and your responses will never be connected to you and/or your name.

Specific Procedures to be Used

You will be asked to answer open-ended questions about your experiences and your thoughts, opinions,
attitudes, and motivations about tourism and travel. The focus group/interview will be conducted using a
structured focus group protocol, in a conversational style. You can talk as much or as little as you want. You

can skip questions if you do not wish to answer them.
Duration of Participation

This focus group/interview will last approximately MW«W QJ [INSERT YOUR TIME FRAME] minutes.
Benefits to the Individual

There are no direct benefits to participants. However, your participation will benefit PR students who conduct
the research and will help them to learn the qualitative methodology by doing qualitative research. Students will

also be able to practice conducting interviews and/or focus groups and collecting and analyzing the data
pertaining to attitudes toward OU Gaylord College.

Risks to the lndi\idual There are no known risks to the participants for participatino in this study

or reﬂectlons The results of’ this study may be used for analysxs and discussion, but your identity wnll be
protected and you and your responses will not be identified or linked to you in these analyses in any way.

Voluntary Nature of Participation

I do not have to participate in this research project. If I agree to participate, I can withdraw my
participation at any time without penalty.

Aydio record of the focus group (choose one):
I agree to audio digital recording of the interview/focus group

I do not agree to audio digital recording of my interview
I HAVE HAD THE OPPORTUNITY TO READ THIS CONSENT FORM, ASK QUESTIONS ABOUT THE
RESEARCH PROJECT. I AM PREPARED TO PARTICIPATE IN THIS PROJECT.

<At p T M 19/

Parlicipant's Sifbnature Date

Marcos +chell Psychology ~
nt / organization (typed)

= Pamupdnt s Name (typed), Participant’s major and depa
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Date
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Specific Procedures to be Used
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attitudes, and motivations about tourism an
structured focus group protocol, in a convers
can skip questions if you do not wish to answer them.

Duration of Participation

This focus group/interview will last approximately 19 Vi VW" EJ[INSERT YOUR TIME FRAME] minutes.
Benefits to_the Individual

There are no direct benefits to participants. However, your participation will benefit PR students who conduct
the research and will help them to learn the qualitative methodology by doing qualitative research. Students will
also be able to practice conducting interviews and/or focus groups and collecting and analyzing the data
pertaining to attitudes toward OU Gaylord College.

Risks to the Individual. There are no known risks to the participants for participating in this study.
Confidentiality. Confidentiality is guaranteed to the participant: your real name will not be used in any reports
or reflections. The results of this study may be used for analysis and discussion, but your identity will be
protected and you and your responses will not be identified or linked to you in these analyses in any way.
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RESEARCH PARTICIPANT CONSENT FORM
Class Assipnment: Focus Group/In-depth Interview

Name of the rescarcher: _ U1}l L’“G“Q‘J\U, Mk ue FEan. Madgit Fol hﬂfﬂ,llw/w]v_u_(l’[,'T THE
NAME OF PERSON/PERSONS WHO COLLECTED THE DATA)

Gavlord College of Journalism and Mass Communication, University of Oklahoma
Purpose of Rescarch
The purpose of this research is to collect information about the attitude
Gavlord College. The results of this research will contribute to developing better
YOUR LANGUAGE FROM ROQ HERE. This focus group/interview [LIST THE APPR( PRIATE METHOD
HIERE] is conducted as a part of routine class assignments of the PR Research class in Fall 2015. The data
collected through this focus group/interview [LIST THE APPROPRIATE METHOD HERE] will be used for
cducational purposes in the PR Research class and for internal use of the Gaylord College. The results of this
study will not be published, and your responses will never be connected to you and/or your name.
Specific Procedures to be Used
You will be asked to answer open-ended questions about your experiences and your thoughts, opinions,
attitudes. and motivations about tourism and travel. The focus group/interview will be conducted using a
structured focus group protocol, in a conversational style. You can talk as much or as little as you want. You
can skip questions if you do not wish to answer them.
Duration of Participation
This focus group/iflcrvicw will last approximately 1_6 il (i{S INSERT YOUR TIME FRAME] minutes.
Benefits to the Individual
There are no direct benefits to participants. However, your participation will benefit PR students who conduct
the research and will help them to learn the qualitative methodology by doing qualitative research. Students will
also be able to practice conducting interviews and/or focus groups and collecting and analyzing the data
pertaining to attitudes toward OU Gaylord College.
Risks to the Individual. There are no known risks to the participants for participating in this study.
Confidentiality. Confidentiality is guaranteed to the participant: your real name will not be used in any reports
or reflections. The results of this study may be used for analysis and discussion, but your identity will be
protected and you and your responses will not be identified or linked to you in these analyses in any way.

s and opinions of OU students about the
understanding how INSERT

Voluntary Nature of Participation
I do not have to participate in this research project. If I agree to participate, I can withdraw my
participation at any time without penalty.

A&dlo record of the focus group (choose one):
1 agree to audio digital recording of the interview/focus group

1 do not agree to audio digital recording of my interview
1 HAVE HAD THE OPPORTUNITY TO READ THIS CONSENT FORM, ASK QUESTIONS ABOUT THE
RESEARCH PROJECT. I AM PREPARED TO PARTICIPATE IN THIS PROJECT.

45/

Participant's Signfture Date
Megan Romseue - Commumeation Sagnces Disprders
Participant’s Name (typtd) Participant’s major and department / organization (typed)
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RESEARCH PARTICIPANT CONSENT FORM
Class Assignment: Focus Group/In-depth Interview )
Name of the researcher: _ DY MIGH UL MORNUE poun. Madel € FOYRQNLJigagl L (PUT THE
NAME OF PERSON/PERSONS WHO COLLECTED THE DATA)
Gaylord College of Journalism and Mass Communication, University of Oklahoma
Purposc of Rescarch
The purpose of this research is to collect information about the attitudes and opinions of OU students about the
Gavlord College. The results of this research will contribute to developing better understanding how INSERT
YOUR LANGUAGE FROM RQ HERE. This focus group/interview [LIST THE APPROPRIATE METHOD
HIIRE] is conducted as a part of routine class assignments of the PR Research class in Fall 2015. The data
collected through this focus group/interview [LIST THE APPROPRIATE METHOD HERE] will be used for
educational purposes in the PR Research class and for internal use of the Gaylord College. The results of this
study will not be published, and your responses will never be connected to you and/or your name.
Specific Procedures to be Used
Y ou will be asked to answer open-ended questions about your expericnces and your thoughts, opinions,
attitudes. and motivations about tourism and travel. The focus group/interview will be conducted using a
structured focus group protocol, in a conversational style. You can talk as much or as little as you want. You
can skip questions if you do not wish to answer them.
Duration of Participation y N
This focus group/interview will last approximately \ 6 h(U n\)(ﬂ[INSERT YOUR TIME FRAME] minutes.
Bencfits to the Individual
There are no direct benefits to participants. However, your participation will benefit PR students who conduct
the research and will help them to learn the qualitative methodology by doing qualitative research. Students will
also be able to practice conducting interviews and/or focus groups and collecting and analyzing the data
pertaining to attitudes toward OU Gaylord College.
Risks to the Individual. There are no known risks to the participants for participating in this study.
Confidentiality. Confidentiality is guaranteed to the participant: your real name will not be used in any reports
or reflections. The results of this study may be used for analysis and discussion, but your identity will be
protected and you and your responses will not be identified or linked to you in these analyses in any way.

Voluntary Nature of Participation
I do not have to participate in this research project. If I agree to participate, I can withdraw my

participation at any time without penalty.

ijdio record of the focus group (choose one):
I agree to audio digital recording of the interview/focus group

I do not agree to audio digital recording of my interview
I HAVE HAD THE OPPORTUNITY TO READ THIS CONSENT FORM, ASK QUESTIONS ABOUT THE
RESEARCH PROJECT. I AM PREPARED TO PARTICIPATE IN THIS PROJECT.

/1S /208

Participant’s Sighature Date
Rockel e s SIS al aYeolleNe,
_ Participant’s Name (typed) Participant’s major and department / organization (typed)

DAL WA 119114
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RESEARCH PARTICIPANT CONSENT FORM
(lass Assignment: Focus (imup/ln~(h'iylh Interview )
Name of the rescarcher: _ DIVIAL MiglGuL. MARATUR Jean, Mac L gt awer L (PUT THE
NAME OF PERSON/PERSONS WHO COLLECTED THE DATA)
Gaylord College of Journalism and Mass Communication, University of Oklahoma

Purposc of Rescarch
The purpose of this research is to collect information about the attitudes and opinions of OU students about the
Gaylord College. The results of this research will contribute to developing better understanding how INSERT

'OUR LANGUAGE FROM RQ HERE. This focus group/interview [LIST THE APPROPRIATE METHOD
HERE] is conducted as a part of routine class assignments of the PR Research class in Fall 2015. The data
collected through this focus group/interview [LIST THE APPROPRIATE METHOD HERE] will be used ffyr
educational purposes in the PR Research class and for internal use of the Gaylord College. The results of this
study will not be published, and your responses will never be connected to you and/or your name.
Specific Procedures to be Used
You will be asked to answer open-ended questions about your experiences and your thoughts, opinions,
attitudes. and motivations about tourism and travel. The focus group/interview will be conducted using a
structured focus group protocol, in a conversational style. You can talk as much or as little as you want. You
can skip questions if you do not wish to answer them.
Duration of Participation g ; s
This focus group/interview will last approximately ”) WU V\L‘”J[INSERT YOUR TIME FRAME] minutes.
Benefits to the Individual
There are no direct benefits to participants. However, your participation will benefit PR students who conduct
the research and will help them to learn the qualitative methodology by doing qualitative research. Students will
also be able to practice conducting interviews and/or focus groups and collecting and analyzing the data
pertaining to attitudes toward OU Gaylord College.
Risks to the Individual. There are no known risks to the participants for participating in this study.
Confidentiality. Confidentiality is guaranteed to the participant: your real name will not be used in any reports
or reflections. The results of this study may be used for analysis and discussion, but your identity will be
protected and you and your responses will not be identified or linked to you in these analyses in any way.

Voluntary Nature of Participation
I do not have to participate in this research project. If I agree to participate, I can withdraw my
participation at any time without penalty.

Aydio record of the focus group (choose one):
I agree to audio digital recording of the interview/focus group

1 do not agree to audio digital recording of my interview
I HAVE HAD THE OPPORTUNITY TO READ THIS CONSENT FORM. ASK QUESTIONS ABOUT THE
RESEARCH PROJECT.1 AM PREPARED TO PARTICIPATE IN THIS PROJECT.

o e L 4+ /1s/acl3

Participant’s Signature Date
Kﬂ%ﬂ;e{\_ Marovi\la Health and Exercise sclence
_Participant’s Name (typed) Participant’s major and department / organization (typed)
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RESEARCH PARTICIPANT CONSENT FORM
Class Assignment: Focus Group/In-depth Interview

Name of the rescarcher: _Qi{yi(t Miglavw Mghen e g, Maddie by b, Jlanel LUt THE
NAME OF PERSON/PERSONS WHO COLLECTED THE DATA)

Gaylord College of Joumalism and Mass Communication, University of Oklahoma
Purpose of Rescarch
The purpose of this research is to collect information about the attitudes and opinions of OU students about the
Gaylord College. The results of this research will contribute to developing better understanding how INSERT
YOUR LANGUAGE FROM RQ HERE. This focus group/interview [LIST THE APPROPRIATE METHOD
HERE] is conducted as a part of routine class assignments of the PR Research class in Fall 2015. The data
collected through this focus group/interview [LIST THE APPROPRIATE METHOD HERE] will be used for
educational purposes in the PR Research class and for internal use of the Gaylord College. The results of this
study will not be published, and your responses will never be connected to you and/or your name.
Specific Procedures to be Used
You will be asked to answer open-ended questions about your experiences and your thoughts, opinions,
attitudes, and motivations about tourism and travel. The focus group/interview will be conducted using a
structured focus group protocol, in a conversational style. You can talk as much or as little as you want. You
can skip questions if you do not wish to answer them.

Duration of Participation v
This focus group/interview will last approximately l@ N“ lm WJA[INSERT YOUR TIME FRAME] minutes.
Benefits to the Individual

There are no direct benefits to participants. However, your participation will benefit PR students who conduct
the research and will help them to learn the qualitative methodology by doing qualitative research. Students will
also be able to practice conducting interviews and/or focus groups and collecting and analyzing the data
pertaining to attitudes toward OU Gaylord College.

Risks to the Individual. There are no known risks to the participants for participating in this study.
Confidentiality. Confidentiality is guaranteed to the participant: your real name will not be used in any reports
or reflections. The results of this study may be used for analysis and discussion, but your identity will be
protected and you and your responses will not be identified or linked to you in these analyses in any way.

Voluntary Nature of Participation
I do not have to participate in this research project. If I agree to participate, I can withdraw my

participation at any time without penalty.

Aydio record of the focus group (choose one):
I agree to audio digital recording of the interview/focus group

1 do not agree to audio digital recording of my interview
1 HAVE HAD THE OPPORTUNITY TO READ THIS CONSENT FORM, ASK QUESTIONS ABOUT THE
RQSEARCH PROJECT. I AM PREPARED TO PARTICIPATE IN THIS PROJECT.

H4-15- (8

Participant’s Signature Date
) Panig}'/(gt’s Name (typed) Participant’s major g%a\nment / organization (typed)
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Researcher’s Sfgnatur Date
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RESEARCH PARTICIPANT CONSENT FORM
Class Assignment: Focus Group/In-depth Interview
Name of the researcher: _ DI[VIA gLIA1b, MARENE Foan, \add e iy, Jitel L (PUT THE
NAME OF PERSON/PERSONS WHO COLLECTED THE DATA)
Gaylord College of Journalism and Mass Communication, University of Oklahoma
Purpose of Rescarch
The purpose of this research is to collect information about the attitudes and opinions of OU students about the
Gavlord College. The results of this research will contribute to developing better understanding how INSERT
YOUR LANGUAGE FROM RQ HERE. This focus group/interview [LIST THE APPROPRIATE METHOD
HERE] is conducted as a part of routine class assignments of the PR Research class in Fall 2015. The data
collected through this focus group/interview [LIST THE APPROPRIATE METHOD HERE] will be used for
educational purposes in the PR Research class and for internal use of the Gaylord College. The results of this
study will not be published, and your responses will never be connected to you and/or your name.
Specific Procedures to be Used
You will be asked to answer open-ended questions about your experiences and your thoughts, opinions,
attitudes, and motivations about tourism and travel. The focus group/interview will be conducted using a
structured focus group protocol, in a conversational style. You can talk as much or as little as you want. You
can skip questions if you do not wish to answer them.
Duration of Participation
This focus group/interview will last approximately ] ) n“m”gf [INSERT YOUR TIME FRAME] minutes.
Benefits to the Individual
There are no direct benefits to participants. However, your participation will benefit PR students who conduct
the research and will help them to learn the qualitative methodology by doing qualitative research. Students will
also be able to practice conducting interviews and/or focus groups and collecting and analyzing the data
pertaining to attitudes toward OU Gaylord College.
Risks to the Individual. There are no known risks to the participants for participating in this study.
Confidentiality. Confidentiality is guaranteed to the participant: your real name will not be used in any reports
or reflections. The results of this study may be used for analysis and discussion, but your identity will be
protected and you and your responses will not be identified or linked to you in these analyses in any way.

Voluntary Nature of Participation
I do not have to participate in this research project. If I agree to participate, I can withdraw my
participation at any time without penalty.

Audio record of the focus group (choose one):
_X 1 agree to audio digital recording of the interview/focus group

I do not agree to audio digital recording of my interview
1 HAVE HAD THE OPPORTUNITY TO READ THIS CONSENT FORM, ASK QUESTIONS ABOUT THE
RESEARCH PROJECT. I AM PREPARED TO PARTICIPATE IN THIS PROJECT.

' 4/15/201¢

Participant’s Sigr ture Date

KivstHn CMQ“E Exexcise Seience

Participant’s Name (typed) Participant’s major and department / organization (typed)
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RESEARCH PARTICIPANT CONSENT FORM
Class Assignment: Focus Group/In-depth Interview )
Name of the researcher: _ {1y Migligvto  Mak0R 1 Deih, Maddlp Frhati, Jdival U (PUT THE
NAME OF PERSON/PERSONS WHO COLLECTED THE DATA)
Gaylord College of Journalism and Mass Communication, University of Oklahoma
Purposc of Rescarch
The purpose of this research is to collect information about the attitudes and opinions of OU students about the
Gavlord College. The results of this research will contribute to developing better understanding how INSERT
YOUR LANGUAGE FROM RQ HERE. This focus group/interview [LIST THE APPROPRIATE METHOD
HIERE] is conducted as a part of routine class assignments of the PR Research class in Fall 2015. The data
collected through this focus group/interview [LIST THE APPROPRIATE METHOD HERE] will be used for
educational purposes in the PR Research class and for intemal use of the Gaylord College. The results of this
study will not be published, and your responses will never be connected to you and/or your name.
Specific Procedures to be Used
You will be asked to answer open-ended questions about your experiences and your thoughts, opinions,
attitudes, and motivations about tourism and travel. The focus group/interview will be conducted using a
structured focus group protocol, in a conversational style. You can talk as much or as little as you want. You
can skip questions if you do not wish to answer them.
Duration of Participation
This focus group/interview will last approximately \fi V.pﬂnvwfﬂNSERT YOUR TIME FRAME] minutes.

Benefits to the Individual

There are no direct benefits to participants. However, your participation will benefit PR students who conduct
the research and will help them to learn the qualitative methodology by doing qualitative research. Students will
also be able to practice conducting interviews and/or focus groups and collecting and analyzing the data
pertaining to attitudes toward OU Gaylord College.

Risks to the Individual. There are no known risks to the participants for participating in this study.
Confidentiality. Confidentiality is guaranteed to the participant: your real name will not be used in any reports
or reflections. The results of this study may be used for analysis and discussion, but your identity will be

protected and you and your responses will not be identified or linked to you in these analyses in any way.

Voluntary Nature of Participation
I do not have to participate in this research project. If I agree to participate, I can withdraw my

participation at any time without penalty.

Audio record of the focus group (choose one):
1 agree to audio digital recording of the interview/focus group

I do not agree to audio digital recording of my interview
1HAVE HAD THE OPPORTUNITY TO READ THIS CONSENT FORM, ASK QUESTIONS ABOUT THE
RESEARCH PROIJE I AM PREPARED TO PARTICIPATE IN THIS PROJECT.

rdie
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RESEARCH PARTICIPANT CONSENT FORM
Class Assignment: Focus Group/In-depth Interview o
Name of the researcher: _{{IY{Q Mlgn'am,.. MAREIUE peh, Mudele Farom, Jigker i PUT THE
NAME OF PERSON/PERSONS WO COLLECTED THE DATA)
Gaylord College of Journalism and Mass Communication, University of Oklahoma
Purpose of Rescarch
The purpose of this research is to collect information about the attitudes and opinions of OU students about th.e
Gayvlord College. The results of this research will contribute to developing better understanding how INSER'I
YOUR LANGUAGE FROM RQ HERE. This focus group/interview [LIST THE APPROPRIATE METHOD
HIERE] is conducted as a part of routine class assignments of the PR Research class in Fall 2015. The data
collected through this focus group/interview [LIST THE APPROPRIATE METHOD HERE] will be used ff>r
educational purposes in the PR Research class and for internal use of the Gaylord College. The results of this
study will not be published, and your responses will never be connected to you and/or your name.
Specific Procedures to be Used
You will be asked to answer open-ended questions about your experiences and your thoughts, opinions,
attitudes, and motivations about tourism and travel. The focus group/interview will be conducted using a
structured focus group protocol, in a conversational style. You can talk as much or as little as you want. You
can skip questions if you do not wish to answer them.
Duration of Participation
This focus group/interview will last approximately |5 m”mlﬂ [ [INSERT YOUR TIME FRAME] minutes.
Benefits to the Individual
There are no direct benefits to participants. However, your participation will benefit PR students who conduct
the research and will help them to learn the qualitative methodology by doing qualitative research. Students will
also be able to practice conducting interviews and/or focus groups and collecting and analyzing the data
pertaining to attitudes toward OU Gaylord College.
Risks to the Individual. There are no known risks to the participants for participating in this study.
Confidentiality. Confidentiality is guaranteed to the participant: your real name will not be used in any reports
or reflections. The results of this study may be used for analysis and discussion, but your identity will be
protected and you and your responses will not be identified or linked to you in these analyses in any way.

Voluntary Nature of Participation
I do not have to participate in this research project. If I agree to participate, I can withdraw my
participation at any time without penalty.

Ajdio record of the focus group (choose one):
I agree to audio digital recording of the interview/focus group

I do not agree to audio digital recording of my interview
1 HAVE HAD THE OPPORTUNITY TO READ THIS CONSENT FORM, ASK QUESTIONS ABOUT THE
RESEARCH PROIJECT. I AM PREPARED TO PARTICIPATE IN THIS PROJECT.

b 1918

Date
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RESEARCH PARTICIPANT CONSENT FORM
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Gavlord College of Journalism and Mass Communication, University of Oklahoma

Purpose of Rescarch
he purpose of this research is to collect information about the attitudes and opinions of OU students about the
Gavlord College. The results of this research will contribute to developing better understanding how INSERF
YOUR LANGUAGE FROM RQ HERE. This focus group/interview [LIST THE APPROPRIATE METHOD
HERL] 1s conducted as a part of routine class assignments of the PR Research class in Fall 2015. The data
collected through this focus group/interview [LIST THE APPROPRIATE METHOD HERE] will be used for
educational purposes in the PR Research class and for internal use of the Gaylord College. The results of this
study will not be published. and your responses will never be connected to you and/or your name.
Specific Procedures to be Used
You will be asked to answer open-ended questions about your experiences and your thoughts, opinions,
attitudes, and motivations about tourism and travel. The focus group/interview will be conducted using a
structured focus group protocol, in a conversational style. You can talk as much or as little as you want. You
can skip questions if you do not wish to answer them.
Duration of Participation
This focus group/interview will last approximately l@ h 1] \‘NW! [INSERT YOUR TIME FRAME] minutes.
Bengfits to the Individual
There are no direct benefits to participants. However, your participation will benefit PR students who conduct
the research and will help them to learn the qualitative methodology by doing qualitative research. Students will
also be able to practice conducting interviews and/or focus groups and collecting and analyzing the data
pertaining to attitudes toward OU Gaylord College.
Risks to the Individual. There are no known risks to the participants for participating in this study.
Confidentiality. Confidentiality is guaranteed to the participant: your real name will not be used in any reports
or reflections. The results of this study may be used for analysis and discussion, but your identity will be
protected and you and your responses will not be identified or linked to you in these analyses in any way.

Voluntary Nature of Participation
1 do not have to participate in this research project. If I agree to participate, I can withdraw my

participation at any time without penalty.

A\]dio record of the focus group (choose one):
Y T agree to audioe digital recording of the interview/focus group

1 do not agree to audio digital recording of my interview
I HAVE OPPORTUNITY TO READ THIS CONSENT FORM. ASK QUESTIONS ABOUT THE
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« - Participant’s Name (typed) Participant’s major and depgrtment / organization (typed)
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