
MGT 6463 01-03 Quant Methods for Marketing (2026S), Finale- Just Deserts Case 

Writeup. 

By: Sparsh Singhal, Section 1, Master of Marketing 

The core questions Felicity wished to answer were whether any measures of satisfaction were 

more important than others and exactly what drove customer satisfaction at Finale. In 

consideration of that, there a variety of statistical tests that may come to mind, however, not all 

of them are appropriate.  

A correlation analysis would inform us strength and direction of the relationship between two 

variables, but it would fail to explain whether one caused the other, as correlation does not 

equate to causation. Although, it is useful to note that a correlation would be helpful in 

determining the appropriateness of a factor analysis. 

A T-Test or an ANOVA would be helpful in determining significant differences across means 

of each variable affecting satisfaction and finding which measure of satisfaction is more 

important than the other. However, these tests would not be able to identify what exactly drove 

customer satisfaction.  

Crosstabs chi-square analysis is an option. However, it is not ideal as there are several variables 

present. Additionally, the applicability of this analysis is more appropriate when most variables 

are nominal. Several variables here are interval, therefore, they would need to be converted to 

nominal before they can be researched, which would take a huge sum of time. Through this 

test, we would be able to identify which variable is more important. However, identifying what 

exactly drove customer satisfaction would be difficult and tedious as it would require us to run 

each variable against each other. 

Linear regression can be identified to be an ideal choice as it meets both criteria of what Felicity 

wishes to find. However, due to the sheer volume of variables and similarities among them (for 

instance: Ordered Alcohol vs Ordered Beverage) can lead to multicollinearity issues, making 

it difficult to precisely identify which variable affects satisfaction the most. Running a quick 

regression test, we find this assumption to be correct, as only three variables stand out as 

significant. (Exhibit 1) 

Therefore, I believe the most appropriate test would be a factor analysis regression. This test 

would address the issue of multicollinearity and condense several variables into factors, giving 

us a specific point to focus on. Moreover, the Bartlett and KMO test values (tests used to 

determine appropriateness of a factor analysis) were sufficient. (Exhibit 2) (Bartlett p value < 

0.001, KMO value 0.619 > 0.6). The hypothesis statement can be found in Exhibit 3. 

Running the same (Exhibit 4), we find that the most important factor to be Factor 1 (as 

Standardized Beta value/p value of Factor 1 is more than Factor 3). However, factor 1 still had 

4 variables within it. Therefore, another regression analysis was conducted to exactly find 

which variable to priotise in contrast to others within Factor 1 (Exhibit 5). Through that, we 

found that food & beverage satisfaction and price have the highest impact on newcomers (their 

standardized Beta values are nearly identical). Therefore, these 2 variables must prioritized. 

 

Additionally, another regression was run to find if location, month or survey method had any 

impact on regulars (Exhibit 6). Results did not show a significant difference. (See memo 

statement at Exhibit 7). 

 

 



Exhibits 

1. Exhibit 1: Regression Analysis considering all variables 

Note: Return likelihood and Would recommend variables were excluded as these 

variables were inferred to broadly be part of satisfaction. They are not independent 

variables impacting overall satisfaction. 

 

 

2. Exhibit 2: Factor analysis appropriateness identifiers 

 
3. Exhibit 3: Hypothesis Statement 

 

(i) There is no significant difference between in overall satisfaction across variables. 

H0: µ1 = µ2; µ1 - µ2 = 0 

 

There is a significant difference between in overall satisfaction across variables. 

H1: µ1 ≠ µ2; µ1 - µ2 ≠ 0 

 

(ii) {Insert variable name here} does not have a greater impact on overall satisfaction 

than {Insert variable name here}. 

H0: µ1 ≤ µ2; µ1 - µ2 ≤ 0 

 

{Insert variable name here} has a greater impact on overall satisfaction than {Insert 

variable name here}. 



H1: µ1 > µ2; µ1 - µ2 > 0 

 

This hypothesis statement would be repeated with every single variable with each 

other. 

 

 

4. Exhibit 4: 

(i) Factor analysis output  

Note: Only 5 factors had an Eigen value of > 1. 

 

 

 

 

 

 



 



 



 

(ii) Regression analysis output 

Factor 1 is the most important factor. (As p is more significant AND the standardized Beta 

value is much more than partiers. Also, the reason why the name ‘newcomers’ was chosen for 

factor1 was because regulars would not be affected by the price.) 

 



 

5. Exhibit 5: Regression analysis conducted to find which variables to prioritise 



 

6. Exhibit 6: Regression analysis ran to find if store location, month or survey method 

had any impact on newcomers 

 



 

7. Exhibit 7: Ms. Klass’s short memo to Mr. Conforti 

 

MEMORANDUM 

 

DATE:    February 4, 2026  

FROM:    Felicity Klass  

TO:     Paul Conforti 

SUBJECT:    Survey research analysis recommendations 

 

A thorough analysis of the survey results obtained by Finale spanning from February 

to May. The analysis was conducted with the objective to determine an actionable 

variable to focus on in order to increase the overall satisfaction of Finale. A factor 

analysis paired with regression analysis were conducted to determine so. Our analysis 

showed areas of focus to be price and food and beverage.  

 

Based on the results of our analysis, I suggest Finale to reconsider their pricing 

strategy and food and beverage selection to better increase their overall satisfaction. 


