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Based on the One Way ANOVA statistical test
Ex1

, RestaurantGrades should adopt the proposal for the 

alternate design because the statistical analysis shows that there is a significant difference between 
treatment group 1 and 2 in both calls and reservations (p<0.001<0.05)

 Ex1
. However, there is a significant 

decrease in page views (Post Hoc Tukey- p <0.001<0.05), implying that the alternate design leads to 

increase in the quality of leads (due to higher calls & reservations whilst having lower page views). 
Also, there is no significant difference between reservations between the control group and treatment 

group 1 (p=0.818>0.05)
 Ex1

, showcasing another downside of the original ad design. We can also verify 

that these results are largely applicable as the minimum and maximum page views/calls/reservations 
are not vastly different from each other (descriptive statistics)

Ex1 suggesting that there are no large 

outliers skewing the data and the fact that the sample size for each group was 10000 restaurants further 

reinforces that, as it’s nearly impossible for 10000 restaurants to receive more calls/reservations due to 

an extraneous variable while another group of restaurants being advertised at the same time doesn’t 
benefit from the same. 

Restaurant Pricing would be the single most important element to add to better inform my decision. 
There are a variety of restaurants, having various tiers of pricing. I believe the effectiveness of the 

advertisement design can vary significantly considering the pricing of a restaurant. For instance, a high-

end restaurant may benefit from the new ad design as it focuses on advertising specific dishes, which a 
high-end restaurant may be good at or known for. Whilst a low-end pricing restaurant may lose 

customers as it doesn’t have the best specific dishes and is known for its cuisine. This extra variable 

would allow us to determine if a hybrid ad structure is needed specific to each restaurant’s pricing. It is 

also to be noted that the current analysis is concrete, as mentioned earlier, therefore while collecting 
clicks and impressions would strengthen our argument, they would not be necessary.  

It is difficult to say with full confidence whether these results would extrapolate to businesses who have 
advertised or not since they are not entirely homogenous with those who haven’t, therefore their 

applicability is questionable. However, logically, it would be a no. The applicability will depend upon 

when a restaurant had advertised. If the restaurant had advertised a month prior and their ad was seen 
again by the same customer, the customer could either have a positive or negative reaction. He/she may 

think that the restaurant is not doing well and therefore form a negative perception while on the other 

hand the second advertisement might be the nudge he/she needed to try the restaurant out. Both 

scenarios would lead to unusual results. However, if the restaurant decides to advertise a year later, it 
might see similar results to restaurants who haven’t advertised before as customers would essentially 
discover them for the first time, inducing trial. 

Another factor to consider is that businesses who have advertised before will likely have some reviews 

and ratings on their page. This factor is of key importance as reviews and ratings significantly impact 

consumer behaviour. A restaurant with good reviews in the past might see unusually high results leading 
to the researcher to believe the new ad design to be very effective while a restaurant with low reviews 

might see less than ideal results. Lastly, another important factor to consider is the search ranking 

algorithm. The current algorithm of RestaurantGrades is like that of Google
Ex2

. Additionally, each 

restaurant who wishes to advertise pays an advertisement package cost of $300 flat
Ex2

, therefore, 
restaurants who have advertised before may receive a search rank priority over those who have not. 

They may rank higher on the sponsored results leading to more traffic to their pages. This again would 
undermine the current research’s applicability by skewing the results. 

Overall, RestaurantGrades should adopt the new ad design (as it works well for new businesses who 

haven’t advertised), conduct another research with a new element i.e. restaurant pricing (to determine 
if they should adopt a hybrid ad strategy) and should be vary of considering the extrapolation of these 
results to businesses who have advertised before. 

 

 



Exhibits 

1. One Way ANOVA Test (with Post-hoc Tukey) 

 

 
 

 

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  



 

 

 

 



 
Exhibit 2: RestaurantGrades has a similar search algorithm. (Pg 1, Para 3) 

 

“Packages of ads were purchased for about $300 per month. While RG used a search 

algorithm much like Google’s that determined when and which ads were shown…” 


