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1. Background Research, Problems and Objectives  
 

1.1. Client background and environment: 
 
Established in 2012, ‘Popcorn Kitchen’ is a small gourmet popcorn company with roots in 

Devon. The brand produces hand popped corn in various flavours. The company aims to bring 

‘the best popcorn you’ll ever taste’ (Popcorn Kitchen, 2017), stocked by renowned retailers 

such as Selfridges and Harvey Nichols. Popcorn Kitchen is aware of needs to differentiate, 

choosing quality retailers over mass superstores; the brand aims to be strong in their specialist 

area and find ways to add value to their company. New company aims include reaching 

new audiences and dropping orders with the supermarket giants. This bold 

move was initiated in the hope of achieving a larger share of the artisan popcorn market rather 

than competing with mainstream competitors who allocate larger marketing budgets.  

 

In recent years the snacking industry has grown exponentially, between 4-12% year on 

year (SNACMA, 2020). The global snacking industry creates an annual revenue of 

£131,304m, with the UK equating to £3,595m, as of 2020 (Statista, 2019). Mintel conducted 

a study in 2019 focusing on the snacking habits of UK consumers and discovered 66% of 

adults choose to snack once a day and 37% of 25-35-year olds admitted they snack rather 

than preparing a meal almost weekly (Southern, 2019). Many start-ups are meeting the 

demand of gourmet ‘snackers’, with popcorn accounting for 4.59% of this UK market, and 

rising. While sales of crisps began to decline, popcorn sales driven by gourmet flavours 

doubled in value since 2013.  

 

 

 

 

 

 

 

 

 

A perceived lack in quality goods, and questions over health benefits shapes an opportunity 

for brands to deliver on taste, and nutritional value (Bull, 2019). Healthier alternatives are 

being introduced to appeal to today’s consumer whom are actively looking for a boost of 

nutrition in their day to make healthier choices. According to Amplify’ s Snack Survey (2017), 

the millennial generation are the drivers behind this trend with 89% of millennials eating better-

for-you snacks weekly. A key takeaway from this study is how snacking behaviour can be 

highly influenced by the recommendations and reviews of others especially online. While the 

Figure 1- Snacking Industry 
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increase of healthier options has shaped a market for these products in terms of the popcorn 

industry it has created its first knock to the market in 5 years (Weinbren, 2019).  

 

Successful leading competitors such as Joe & Seph’s and Propercorn create an important 

need to understand the competitive landscape, alongside current trends such as that above 

in order to explore new opportunities for Popcorn Kitchen. To provide valuable insights for 

marketing management, this paper proposes and undertakes quantitative market research 

and analysis to better understand the following problems outlined below. 

 

1.2. Marketing Problems: 
 
The management at Popcorn Kitchen have specified their want to recognise opportunities 

within the snacking market and expressed a need to better their understanding of current 

trends relating to the industry. Following secondary research, three marketing problems have 

been chosen as the focus of this study.  

 

Popcorn Kitchen is a brand with a small online following yet are associated with high-quality 

retailers, leaving the level of brand awareness in a vague position in the marketplace. By 

asking the consumer their awareness of the brand alongside other popcorn brands the 

company can recognise where to focus marketing efforts, potentially taking inspiration from 

competitors. 

  

The secondary research highlights the millennial generation as healthy snackers, who are 

influenced by social media ratings and reviews. The current combined online following for 

Popcorn Kitchen reaches 8,300, performing better on Facebook than Instagram. The role of 

social media is shown to be crucial, yet Popcorn Kitchen must hear from the consumer to 

gather perceptions of the current platforms and gain new insights into how the socials can be 

altered to meet the needs of shoppers.  

 

Finally, this research will investigate the level of importance of recycled packaging to the 

consumer as part of the product. Investigating the price apex of recycled packaging in the 

functionality/feasibility trade-off will aid to understand the effective course towards sustainable 

production and impact on buying decisions.  
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1.3. Research Questions/Objectives: 
 

1.3.1. “To identify the current awareness level of the company” 

1. Do people know the name ‘Popcorn Kitchen’?  

2. Can people name any popcorn brands?  

3. Are people regular buyers of high-quality popcorn as a snack?  

4. What price-points do consumers expect for gourmet popcorn?  

 
 

1.3.2. “To identify the potential role of social media and perceptions of the 

current digital platforms” 

1. Do people like the current content displayed on social media platforms?   

2. What kind of content do consumers engage with on these platforms?  

3. Do high-quality products mean high-quality socials?  

4. Do online reviews and ratings influence buying habits of snackers?  

5. What are the perceptions of socials in comparison to competitors socials?   

6. Does the company’s online social content increase consumers purchase 

intention?  

7. Does the consumer regularly discover new brands through social media?  

8. How significant a tool is social media in the consumers ‘information 

search’ stage?  

 

 

1.3.3. “To identify a possible link between recyclable packaging and 

purchase” 

1. Do people consider packaging during purchase?  

2. Do people consider price over packaging material?  

3. Are people more likely to purchase a 100% recyclable product at a higher price 

than non-recyclable at lower price?  

4. Is reusable packaging a buying factor?  

5. Do consumers think recycled packaging adds significant perceived value to the 

product?  

 

 

 

 

 



6 
 

2. Research Instrument and Data Collection 
 

2.1. Sampling: 

 
2.1.1. The Sample: 

 

Size (Provided by assignment 
brief) 

100 participants needed 

Geographical Area 
• UK participants (unspecified region, participant 

county is measured). 

Demographic (Age, Gender) 

• 18-25 years old (Gen Z/Millennials). 

• Male and Female participants (no snack bias 
highlighted in secondary research). 

• Option for ‘other’ to accommodate non-binary 
individuals. 

Sampling Frame 
• Online - a survey published across social media 

platforms (Facebook and Twitter) hosted through 
JISC. 

Ethics 

• Participants will be briefed and made aware of the 
intended use of the data collected. 

• Participants will have the right to opt-out at any 
point. 

• For demographic questions (excluding age) they do 
not have to answer. 

Screening/Filters • To maximise response rates and gather a wide 
range of valuable data participants will be screened 
on age only (18 – 25-year-old filter). 

• Those outside the age bracket will be excluded from 
taking part (there is no certainty participants will be 
honest when picking age group). 

• Excludes those without access e.g. those without 
Facebook where the survey will be posted  

Table 1 – Who is the sample? 

 

2.1.2. Sampling Approach: 
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The survey will employ a volunteer sampling method based on convenience. Convenience 

sampling is a form of non-probability sampling where members of the population are chosen 

due to practical criteria such as right place, right time, accessibility and willingness to 

participate. In the case of a social media survey, convenience sampling can lead to snowball 

sampling where the original participants act as recruiters for further participants by sharing the 

questionnaire (Etikan, Alkassim and Abubakar, 2015).   

 

Convenience sampling was chosen as it is affordable, simple and subjects are easily 

accessible to meet the desired sample size of 100 participants in a short timeframe. Note 

participants who will be excluded during the selection process and those who may be 

overrepresented in the final sample (Etikan, 2016). As mentioned, filter questions will be 

employed to ensure participants fit the desired age range before completing the questionnaire. 

Also, as the survey will be posted on social media, it must be highlighted those closer to the 

younger end of the age range will likely be in high quantities due to more frequent use. One 

key disadvantage of convenience sampling is the selection bias; as the survey is 

voluntary those who choose to participants may carry different behavioural traits than those 

who choose to not participate (Dudovskiy, 2012).  

 

2.2. Methodology: 

 
2.2.1. Research design: 
 
• This study is known as descriptive 

research; following what is already known 

the research aims to evaluate alternative 

courses of action rather than explaining 

the processes, measuring and monitoring 

performance (Monsen and Van Horn, 

2008).  

• Secondary data such as academic journals, reputable websites and books have been 

used to clarify any issues and provide definitions.  

• Causal research is not relevant here as it is more specific in solving a problem; analysing 

relationships between variables which is usually in the design of experiments to answer 

how, when and why (Shukla, 2008).  This is not appropriate as we need to find out 

objectives as a basis to market Popcorn Kitchen, and not researching a general 

phenomenon in the industry or elsewhere (Shukla, 2008). 
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2.2.2. Data collection: 

 

• This study employs quantitative research: 

dealing purely with numbers over words 

(Surendran, n.d.). 

 
 
The data will be collected using an online survey. COVID-19 has limited the methods to collect 

data. However, the online survey will attain the required sample, with people having more 

spare time at home as an added advantage (Hodgkinson, 2020). Questions can be 

standardised to ensure consistency between participants. Surveys create objective responses 

and can be conducted in short time frames yet gather large amounts of data to be generalised 

to a wider population (Wright, 2006).   

 

Popcorn Kitchen put emphasis on their lack of a market research budget and have been 

conducting all research face-to-face, isolating consumer opinion to those who are aware of 

the brand and have purchased. By using an online survey, targeting those further afield is 

extremely cost-effective and in most cases free of charge. Issues associated with this method 

may be low response rate and there is no certainty responses will be genuine without an 

administrator overseeing the process of filling in the questionnaire.   

 

To raise response rates, follow-ups will be put into place to those who do not complete the 

questionnaire; a cost-free way to offer an incentive.  

 

 

2.2.3. Survey Design: 
 
The design of the survey is vital to its effectiveness. The participant must feel in control and 

informed from the beginning. The order of the questions can make or break the response 

rate as shown below:  

 
Question Type  Order  Example  Rationale  

Introduction: 
giving the participant 
the information needed  

Before any 
questions  

Thank you for agreeing to take 
part in this survey… the purpose 
of this survey is to gain greater 
insight into the popcorn market 
on behalf of a client.  
Give contact details…  
If you are happy to proceed 
please click here… 

The participant should 
understand the meaning of the 
survey in a short and concise 
manner.  

Screens  First asked  Do you fall within the age bracket 
18-35 years old?  

Used to screen for the correct 
participant. Those who do not 
fit within will be asked to not 
continue.  
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Warm-Ups  
  

After 
screens 
(lighter 
questions)  

Have you heard of ‘Popcorn 
Kitchen’?  
Do you recognise any of the 
following brand names?  

Easy and quick to answer to 
generate interest in the topic  

Complex   Following 
lighter 
questions   

Pick your favourite social media 
feed (comparative)  
How often do you snack weekly?  

In hopes, participants are now 
invested in the topic and more 
likely to answer more complex 
questions  

Classification  Last 
section  

what age bracket do you 
more precisely fit within?   
18-22 23-27 28-35  

To determine subgroups 
within the chosen sample  

 
 
Respondents are more likely to participate and complete a survey if it is not too wordy (Mora, 

2019), thus warm up questions are positioned first. However, to collect more valuable insights, 

thorough questions need to be included towards the end of the survey strategically.  

A variety of structured questions will be used to ensure the most in-depth insights can be 

achieved (see below). It is imperative to note that each variety has both advantages and 

disadvantages when analysing the data. It is also crucial to note that earlier questions can 

influence the response for later questions (Pew Research Centre, 2011). 

Furthermore, some respondents will be using their mobile devices, so all questions need to 

be readable and adaptable to smaller screens.  

 

Question 
Variety 

Definition and Use Advantages Disadvantages 

Multiple 
choice 

Offers several choices 
where one or more can 
be selected 

• Concise 

• Able to prompt recall 

• Easier to recognise 

• Respondent can focus on 
content of question 

• Faster processing times  

• Limited choice 

• Can induce bias 

Dichotomous Only two alternatives 

supported by a neutral 
response such as 
other. 

• Easier to analyse and 
comprehend:  

• clear distinction of 
answers 

• Faster processing: 

• Straight forward for 
research that does not 
need to ask the why, how, 
when 

• Limited choice 

• Limited data usage 

• Does not answer how, why, when 

Scales 
(Comparative 

and non-
comparative) 

Comparative: Paired 
Comparisons – 
Participants are offered 
two options and asked 
to pick one  

Non-Comparative: 
Likert – measurable 
statements (e.g. 
strongly agree to 
strongly disagree), and 
ranking (e.g. 1-10) 

• Easier to understand and 
analyse the data drawn 
from them 

• Degree of agreement 
easy to differentiate when 
coding and interpreting 

• Accommodates neutral 
views and feelings  

– participants feel more 
comfortable 
answering 

• Time-consuming for participant  

• Participants can lean towards 
more extreme options, often 
ignoring middle ground 

• Participants can lean towards 
middle ground if they do not want 
to choose their honest extreme 

answers  

• Limited dimensions and does not 
answer the how, why and when  

• Previous questions can influence 
answers producing a level of bias 

Table 2 – Survey Design Rationale 

Table 3 – Question Types and Justification 
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3. Data Analysis and Interpretation of Results 
 

3.1. Interpretation of Results: 

 
Due to the type of questions used (predominantly categorical as opposed to continuous) the 

main statistical tests completed were the following; frequency, descriptive, crosstabulations 

and correlations, to compare questions and explore relationships. Below details the 

interpretation of results relevant to achieving the objectives. More tests and SPSS in appendix. 

 

3.1.1. Frequencies: 

 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 

 
 

OBJECTIVE 3 
(Awareness) – Are 
people regular 
buyers of high-
quality popcorn as 
a snack? 

OBJECTIVE 8 (Social 
Media)– How significant a 
tool is social media in the 
consumers ‘information 
search’ stage? 

Figure 4 – Frequency Test Results: How often do people snack? 

Figure 5 – Frequency Test Results: How often do people shop online? 
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OBJECTIVE 2 – Do 
people consider price 
over packaging material? 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

OBJECTIVE 5 (Social 
Media) – What are the 
perceptions of socials in 
comparison to competitors 
socials? 

OBJECTIVE 3 (Recycling) – 
Are people more likely to 
purchase a 100% recyclable 
product at a higher price than 
non-recyclable at a lower 
price? 

OBJECTIVE 4 
(Recycling) – Is 
reusable packaging a 
buying factor? 

OBJECTIVE 4 – Is reusable 
packaging a buying factor? 

OBJECTIVE 2 
(Recycling) – Do people 
consider price over 
packaging material? 

Figure 6 – Frequency Test Results: Preferred social feed 

Figure 6 – Frequency Test Results: Will people pay more for recycled packagaing? 

Figure 7 – Frequency Test Results: Is resuable packagaing 
a buying factor? 
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3.1.2. Descriptives: 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

OBJECTIVE 8 
(Social Media) – 
How significant a 
tool is social 
media in the 
consumers 
‘information 
search’ stage? 

OBJECTIVE 4 
(Social Media) – 
Do online reviews 
and rating 
influence buying 
habits of 
snackers? 

OBJECTIVE 6 
(Social Media) – 
Does the 
company’s online 
social content 
increase 
consumers 
purchase 
intention? 

OBJECTIVE 7 
(Social Media) 
– Does the 
consumer 
regularly 
discover new 
brands through 
social media? 

OBJECTIVE 2 
(Social Media) 
– What kind of 
content do 
consumers 
engage with on 
these platforms? 

OBJECTIVE 2 (Social 
Media) – What kind of 
content do consumers 
engage with on these 
platforms? 

OBJECTIVE 3 
(Social Media) – Do 
high-quality products 
mean high-quality 
socials? 

Figure 8 – Descriptive Test Results: What are the general opinions of brands on socials? 

Figure 9 – Descriptive Test Results: What is the preferred social content types on socials? 

Figure 10 – Descriptive Test Results: What are consumers looking for on socials? 
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3.1.3. Crosstabulations: 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

OBJECTIVE 1 
(Recycling) – Do 
people consider 
packaging during 
purchase? 

OBJECTIVE 2 
(Recycling) – Do people 
consider price over 
packaging material? 

OBJECTIVE 5 
(Recycling) – Do 
consumers think 
recycled packaging adds 
significant perceived 
value to the product? 

To show the awareness level of 
popcorn kitchen across the counties: 
There is very low awareness with only 
10 respondents out of 148 (6 from 
Devon/Cornwall) 
Recommendation: focus on local 
before nationwide 

OBJECTIVE 1 – 
Do people know 
the name 
‘Popcorn 
Kitchen’? 
 

Figure 11 – Descriptive Test Results: What the general opinions on recycling 
and the environment? 

Figure 12 –Crosstab Test Results: Where is awareness of 
Popcorn Kitchen most abundant? 
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OBJECTIVE 3 – 
Are people 
regular buyers of 
high-quality 
popcorn as a 
snack? 

This was done to identify 
a targeted age group for 
marketing: 21-23 main 
age bracket 
Linked to employment 
below showing students 
as key respondents: 
opportunities to market 
towards students 
primarily  

OBJECTIVE 3 – 
Are people 
regular buyers of 
high-quality 
popcorn as a 
snack? 

OBJECTIVE 2 – 
Can people 
name any 
popcorn brands? 

A correlation was 
found which linked the 
brand recognition of 
Joe & Seph’s to the 
preferred social media 
feed: this shows us 
that having a good 
social media can have 
a positive impact on 
brand recognition  

Figure 13 –Crosstab Test Results: Which age 
and employment status is most abundant for 
eating popcorn? 

Figure 14 –
Crosstab Test 
Results: Can a 
good social 
media presence 
boost brand 
recognition? 
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We can see a total of 
127 respondents either 
agreed or strongly 
agreed with the need for 
aesthetically pleasing 
social media posts.  
 
We can then conclude 
that 110 respondents 
selected B as their 
preferred social media 
feed meaning this is a 
key aspect to note for 
popcorn kitchen 

OBJECTIVE 2 – What 
kind of content do 
consumers engage 
with on these 
platforms? 

OBJECTIVE 5 – What 
are the perceptions 
of socials in 
comparison to 
competitors socials? 

This cross tabulation was 
conducted to identify if those 
participants who said they 
consciously seek recycled 
packages would buy the popcorn 
product of 100% recycled 
packaging.  
 
We can see that those who 
selected brand A, 18 strongly 
agreed and 21 agreed with 
seeking recycled packaging. This 
shows us that targeting 
consumers with an 
environmentally friendly mindset 
could be beneficial as they are 
willing to pay more for a product 
if it is recycled.  

OBJECTIVE 1 – 
Do people 
consider 
packaging during 
purchase? 

OBJECTIVE 2 
– Do people 
consider price 
over packaging 
material? 

OBJECTIVE 3 – Are 
people more likely to 
purchase a 100% 
recyclable product at a 
higher price than no-
recyclable at lower price? 

Figure 15 –Crosstab Test Results: What are consumers 
expecting visually from brands on socials? 

Figure 16 –Crosstab Test 
Results: Are those who 
seek recycled packing 
willing to pay more for it? 
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This crosstab was 
used to identify the 
specific age group 
that were interested 
in the environment. 
This combined with 
the knowledge from 
the previous cross-
tab, can help with 
segmentation and 
targeting of such 
consumers for 
effective marketing 
strategies. We can 
see that the highest 
percentage is 22- 
and 23-year olds. 

OBJECTIVE 1 – Do 
people consider 
packaging during 
purchase? 

This cross-tab was 
done to establish if 
participants were truly 
willing to pay more for 
recycled products or 
whether this was 
something, they 
believed the researcher 
wanted to hear. It 
shows that 68% of 
those that said they 
were willing to pay more 
chose the higher priced 
recycled product, which 
proves they are true to 
their word.  

OBJECTIVE 1 – 
Do people consider 
price over 
packaging 
material? 

OBJECTIVE 2 – Are 
people more likely to 
purchase a 100% 
recyclable product at 
a higher price than 
non-recyclable at 
lower price? 

Figure 17 –Crosstab Test Results: What is the general age of those interested in the environment? 

Figure 18 –
Crosstab Test 
Results: Are 
respondents true to 
their word of paying 
more for recycled 
packaging? 
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7 (16.7%) strongly agree and 
14 (33.3%) agree with paying 
more for recycled food 
products despite stating 
price as the most important 
factor when making a 
popcorn purchasing decision. 
This shows us that 
consumers may reconsider 
paying more if the packaging 
is recycled.  
From this, we could deduct 
that as a premium and 
therefore higher cost 
product, incorporating 
recycled material into PK 
products could be a big 
selling point. 

OBJECTIVE 1 
– Do people 
consider price 
over packaging 
material? 

OBJECTIVE 2 – Are 
people more likely to 
purchase a 100% 
recyclable product at 
a higher price than 
non-recyclable at 
lower price? 

This cross-tab was 
conducted to identify 
whether those who 
selected flavour as 
the most important 
factor when 
purchasing popcorn 
would purchase from 
popcorn kitchen.  
56 (63%) stated they 
were likely to 
purchase from 
Popcorn Kitchen, 
meaning PK may 
want to explore a 
higher variety of 
flavours as a USP. 

Figure 19 –Crosstab Test Results: Is price the most 
important purchasing factor for recycled materials? 

Figure 20 –Crosstab Test Results: Is there a market for 
Popcorn Kitchen’s innovative new flavours? 
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This table is to correlate the 
value in which the different 
frequency of snacker believes 
the content/design of the social 
media pages adds value to the 
product. 
 
The findings show the 
content/design of social medias 
pages add more value to those 
that are more frequent 
shoppers with 92.3% of weekly 
shoppers believing it adds 
value, 64.86% of monthly 
shoppers believing it adds 
value and 79% of popcorn 
consumer participants 
believing social media content 
adds value to the product.  
 
76.97% (113/147) of our 
respondents agree that the 
content plays a significant role 
in adding value. 
 
 
 
 
 

OBJECTIVE 10 - 
Does the company 
online social content 
increase consumer 
purchase intentions? OBJECTIVE 12 - 

How significant a tool is 
social media in the 
consumers information 
search? 

 

This cross-table is to 
identify of which participants 
that believe content/design 
add value prefer the visual 
of either design A (Popcorn 
Kitchen or design B (Joe 
and Seph’s) Instagram 
feeds. The results show 
clear preference for the 
competitors lighter themed 
content from participants 
who believe it adds value to 
the product. 
Of these 113 respondents, 
83 (73.452%) preferred the 
lighter and more 
aesthetically sound social 
feed of Joe and Seph’s (B). 

OBJECTIVE 2- 
What kind of content 

do consumers engage 

with on these 

platforms (Instagram). 

 

OBJECTIVE 1- 
Do people like the 

current content 

displayed on social 

media platforms 

With this information we 
would be able to 
distinguish if respondents 
are informed of CSR 
activity before 
purchasing, to add value 
OR if they just agree with 
CSR but they do not 
actively check social 
media activity for it to 
effect their decision 
making process. 
 

OBJECTIVE - 
Do online reviews and 

rating influence buying 

habits of snackers 

socials? (Instagram 

only) 

 

OBJECTIVE - 
What are the 

perceptions of socials 

in comparison to 

competitors socials? 

(Instagram only) 

 

OBJECTIVE - 
Does the company’s

 online social 

content increase co

nsumers purchase 

intention? 

 
 

Figure 21 –Crosstab Test Results: What do 
popcorn snackers want on social media? 

Figure 22 –
Crosstab Test 
Results: Is 
competitor’s 
feeds 
preferred by 
consumers 
and why? 

Figure 23 –Crosstab Test 
Results: Can a high 
company CSR impact 
purchase and repurchase? 
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3.1.4. Correlation:  
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

3.2. Conclusions Drawn:  
 
3.2.1. Awareness Conclusions: 
 

• The data showed a very small number of participants were aware of the brand 

‘Popcorn Kitchen’: 10 out of the 148 participants answered yes to the awareness 

question, despite the majority living in Cornwall/Devon in which the brand is rooted. 

• A crosstabulation was done to gain a deeper insight into the age range and 

occupation of monthly snackers. It was discovered the 21-23-year olds were the 

collective majority with a high percentage of students. However, it must be noted this 

survey was sent out to a small age bracket on personal social media pages meaning 

the type of respondents were similar in age and occupation to the administrators. This 

could be seen as a flaw to the survey distribution as respondent bias is likely 

to affect the generalisation of the collected data. 

• To ensure respondents gained some information about the company, a question 

was created incorporating some background. A crosstab was conducted using 

this question against the important factor for purchase, to see if there is a relationship 

between those who look for good prices or good flavours. In terms of price, 31 said 

they would purchase; and in terms of flavour, 66 stated they would purchase. From 

this, it can be concluded that price and packaging are key points for PK to focus on 

during marketing efforts. Additionally, a large opportunity lies in PK’s unique flavours. 

 

This correlation was 
conducted to investigate 
the relationship between 
recycled packaging 
adding value to a 
product and repeating a 
purchase from a CSR 
company.  
 
It shows a good 
correlation between the 
two variables, meaning 
promotion of a high 
company CSR may not 
only add value to the 
products but also aid 
repeat purchases. OBJECTIVE 4 – 

Is reusable 
packaging a 
buying factor? 

OBJECTIVE 5 – Do 
consumers think recycled 
packaging adds 
significant perceived 
value to the product? 

Figure 24 – CorrelationTest 
Results: Does recycled 
packaging add value to a brand? 
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3.2.2. Social Media Conclusions 
 

• A crosstabulation was conducted on the recognition of popcorn brands by photo with 

the preference of social media feed. Feed A was Popcorn Kitchen and Feed B Joe 

and Seph’s; arguably feed B boasts a more cohesive feed with varied content and 

aesthetically pleasing imagery. The idea behind this crosstab was to see if those who 

recognised Joe & Seph’s would prefer their social feed. The data revealed 40 

participants who recognised Joe & Seph’s did in fact choose feed B; this could 

therefore be used to support the argument that a good social media can have a positive 

impact on brand recognition. 

• 110 respondents preferred feed B (Joe & Seph’s); 127 respondents also either agreed 

or strongly agreed with the need for aesthetically pleasing content. Although the 

correlation can not be confirmed; it can be assumed on strong grounds that those who 

preferred feed B did so as a result of its clean aesthetics.  

• Respondents agree that social content adds value to a brand and their products, with 

the research showing the most popular types of content on socials are images and 

videos. 

• Instagram, followed by Facebook, are the preferred social platforms for brand 

interaction – this conincides with consumer desires for images and videos on social 

media as Instagram is a visual platform. The research also shows a fondness for 

interactivity (e.g. quizzes and competitions) which can boost engagement with a brand 

online, especially on Instagram.  

 

 

3.2.3. Recycling Conclusions: 
 

• It was vital to find a correlation with purchase intent and the added feature of recyclable 

packaging; in order to achieve this and meet the needs of the objective a cross 

tabulation was conducted. Three options were given to the respondents at varying 

percentages of recycled materials with coinciding prices. These options were 

crosstabed with the statement “I consciously seek recycled packaging brands” in 

hopes that those who strongly agreed with the statement would choose a product with 

recycled materials. The data results show that 39 respondents who agreed/strongly 

agreed with the statement chose the option with 50% and 39 chose the option with 

100%. This concludes that targeting consumers with an environmentally friendly 

mindset is beneficial for Popcorn Kitchen as they are not only shown to prefer this 

added feature but are willing to pay more for it. This is important as their prices are 



21 
 

higher than competitors due to their gourmet features. Another thing to note here is 

the apparent consideration of packaging during purchase and price over packaging.  

• To build on this a further a cross-tabulation was conducted to identify the specific age 

group that were interested in the environment. This combined with the knowledge from 

the previous crosstab, can help with segmentation and targeting of such consumers 

for effective marketing strategies. We can see that the highest percentage is 22 and 

23-year-olds. 

• It was also important to understand if price played a role in purchase when it came to 

recycled packaging. A crosstab was conducted using the three options mentioned 

previously and the statement “I am willing to pay more for food products if the 

packaging is recycled.” This revealed that 68% of those that said they were willing to 

pay more chose the higher priced recycled product, which proves they are true to their 

word. This offers the idea that respondents are consistent in their want for recycled 

materials regardless of price. To ensure this was true another crosstab was 

conducted. The statement mentioned previously was put against which factor was the 

most important in popcorn purchase. A surprising discovery here was ‘flavour’ was the 

most important factor. 42 respondents chose price; 7 (16.7%) strongly agree and 14 

(33.3%) agree with paying more for recycled food products despite stating price as the 

most important factor when making a popcorn purchasing decision. This shows us that 

consumers may reconsider paying more if the packaging is recycled. 

 

4. Recommendations 
 

4.1. Objective One - Awareness: 
 

• “Focus on local before Nationwide” 
 

• “Target Young Adults and Students to build a consumer base”  
 

• “Drive the USP of unique flavours” 
 

Awareness 

Strategic 
Considerations 

Analysis Outcomes Recommendations 

Location The data showed a very small number of 
participants were aware of the brand ‘Popcorn 
Kitchen’: 10 out of the 148 participants answered 
yes to the awareness question, despite the majority 
living in Cornwall/Devon in which the brand is 
rooted. 
 

Focus on building a strong and 
loyal fanbase in the South West, 
where consumers are more likely 
to support local businesses.  
This can be done by emphasising 
the location of the company at 
local food festivals as well as 
online. 
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Target Audience Data analysis identified the majority of popcorn 
snackers as aged 21-23-years-old, predominantly 
students. This will help with directing marketing 
efforts to the right demographics for optimum 
efficiently in building a loyal consumer base.  

Focus on where this demographic 
can be found. This age group is 
highly present on social media, 
especially Instagram, so promotion 
here is key.  
 
Additionally, considering selling on 
campus may aid with reaching the 
target audience, and is a way to 
compete with rival brands. 

Flavour  Analysis also identified that in terms of price, 31 
said they would purchase; and in terms of 
flavour, 66 stated they would purchase. With this, 
price and packaging are key points for Popcorn 
Kitchen to focus on during marketing efforts.  
 
Additionally, a large opportunity lies in Popcorn 
Kitchen’s unique flavours, as this presented a high 
purchasing factor in the data. 
 

 Focus on pushing new flavours, 
as those who suggested this as a 
key purchasing factor stated they 
would consider purchasing from 
the brand.  
 
This can again be done on socials, 
as well as taste testing as festivals 
and with the above considered, 
potentially to university students. 
Including the demographic in 
flavour testing, perhaps with an 
incentive (e.g. a random draw to 
win a box of the new flavours), 
could also help to build a loyal 
consumer base. 
 

 
 

4.2. Objective Two – Social Media: 
 

• “Update social feeds to rival competitor’s” 
 

• “Ensure an aesthetically pleasing theme across socials” 
 

• “Apply content planning and explore varied forms of content” 
 

Social Media  

Strategic 
Considerations 

Analysis Outcomes Recommendations 

Aesthetics 
 

Cross-tabular analysis of Q11.1 against Q4 
identified that ideal customers in the sample 
preferred the competitors (Joe & Seph’s) brighter 
and cleaner aesthetics to the current company 
display. 

More focus on post-production, the 
use of image enhancements is 
highly recommended to increase 
photo attributes such as exposure, 
brilliance and brightness for more 
appeal. 
 
The use of free editing software is 
recommended for proof of 
concept;  

• Advanced option; GIMP. 
Intermediate option; 
Photo Pos Pro. 

• Beginner options; 
Ashampoo, Canva, Fotor. 
(Ellis, 2020). 

Content Q11.1; 77% of total respondents agree that the 
content and design of social channels adds value 
to the product in their mind. 
Almost a third (29.8%) of all participants check a 
company’s social feed before purchasing. 

35% of respondents are likely to 
buy product based on reviews, this 
should inform testimonial content 
from current consumers to 
influence persuadable followers 
into conversion. 

Table 4 – Awareness Objective Recommendations and Justification 
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87.17% of popcorn snackers that use social media 
to discover brands feel content and design play a 
significant role in adding product value. 

 
Use of user generated content 
(UGC) to repost and support the 
community surrounding the 
gourmet popcorn snackers. 

Hash tagging Hashtag research has uncovered that frequent use 
of common hashtags is effective in attracting 
engagement short term.  
 
Good use of hashtags in first comment improves 
the aesthetics of the feed to appeal to younger 
demographics. 
 
Use of ineffective hashtags such as #Happiness 
will prove ineffective and over tagging will be 
counter effective under Instagram algorithms. 

Using social listening and 
consistent social research will 
uncover more niche hashtags that 
a larger majority of potential 
conversions use.  
 
Build a key list of hashtags through 
consistent research and social 
listening to active buyers to drive 
traffic to site. 

Posting Schedule Current average time between Instagram posts is 
6.61 days for P4M (Range: 12 days). 
 
Inconsistencies contribute to dropping brand equity 
through lack of audience exposure. 
 
34.61% of popcorn snackers that use social media 
to discover brands use social media for product 
research at least 2-3 times a week. 
 
A further 16.67% of this ideal target group check 
social media at least once a week for product 
research. 

Preschedule posts for regular 
upload through third party service 
such as ‘Buffer’ to help audience 
perceive professional consistency 
in feeds. 
 
Post at a minimum three times a 
week to ensure high exposure and 
build brand equity in consumers 
mind.  
 
Build up of posts over a week will 
ensure users engage for longer 
with the page during product 
research - increasing awareness 
and equity. 

Reviews & 
Growth outreach 

Research shows 83% of individuals increase 
purchase intention through recommendations and 
word of mouth. 
 
WoM (Word-of-mouth) contributes 19% to all 
purchases and can have highly effective influence 
through industries (>90%) (Baer and Lemin, 2018). 

Reaching out to ‘opinion leaders’ 
to understand their likes and pain 
points of the product. 
 
Build google recommendations 
through 5% discounting scheme to 
build online credibility over smaller 
competitors. 
 
Offer product testing to influencers 
in foodie communities online in 
return for endorsement, 
capitalising on gluten free aspect 
for best niche growth. 

External linking Use of blogging and external linking to other social 
feeds can aid migration of consumers to a single 
platform, encouraging communal consumption and 
review.  

Build blog content plan of blogging 
schedule to gneenrate more 
backlinks and improve search 
engine results for brand when 
consumers are doing product 
research. Higher google listing 
directly correlates to higher 
conversions (Neil Patel, 2014). 

Story posting; 
Polls, 

Building a brand story can build brand equity and 
preference through exposure and multi-attribute 
showcasing between competitors and to signify the 
premium quality delivered over supermarket 
basics. 
 
This further increases shareability between users 
to improve WoM efforts. 

Daily story posting of short content 
linking to external long content on 
company site will drive 
engagement and traffic to site for 
increased conversions. 

 Table 5 – Social Media Objective Recommendations and Justification 
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4.3. Objective Three – Recycling:  
 

• “Highly target consumers with an environmentally friendly mindset”  
 

• “Incorporating and promoting recycled material as a big selling point”  
 

• “Promotion of a high company CSR” 

 
Recycling 

Strategic 
Considerations 

Analysis Outcomes Recommendations 

Price Three options were given to the respondents at 
varying percentages of recycled materials with 
coinciding prices. 68% of those that said they were 
willing to pay more chose the higher priced 
recycled product. 
  

Increase price of the product to 
cover for the cost of having the 
products made from recycled 
materials and to be recyclable and 
emphasise recycled materials in 
marketing efforts.  

Material Consideration of packaging during purchase shows 
consumers would prefer recycled products over 
price. 

Make all packaging from at least 
50% recycled materials. Where 
possible, make packaging 
reusable and recyclable as 
consumers preferred this option. 

Target Audience Targeting consumers with an environmentally 
friendly mindset is beneficial for Popcorn Kitchen 
as they are not only shown to prefer this added 
feature but are willing to pay more for it. 
  
Highest percentage of respondents whom show 
interest in the environment were in the low twenties 
(Ages 22 and 23). 
  

Use this segmentation for 
marketing campaigns surrounding 
the organisations sustainable 
produce and use methods to reach 
this audience, such as use of 
Instagram which is popular with 
this age demographic. 
Incorporating their preferred types 

Figure 25 – Social Media Mock-ups 
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of content is also key for 
engagement.  

Flavour  ‘Flavour’ was selected by 88 respondents as the 
most important factor. 
  
42 respondents chose price; 7 (16.7%) strongly 
agree and 14 (33.3%) agree with paying more for 
recycled food products despite stating price as the 
most important factor when making a popcorn 
purchasing decision 
  

Create a campaign highlighting 
organisations sustainable efforts 
and flavours appealing to a vegan 
/ vegetarian demographic.  
 
Taste test new flavours at food 
festivals across the South West 
whilst also communicating the 
vegan/vegetarian aspects.  

Corporate Social 
Responsibility 

(CSR) 

A correlation between recycled packaging adding 
value to a product and repeating a purchase from a 
CSR company. It shows a good correlation 
between the two variables (.603**), meaning 
promotion of a high company CSR may not only 
add value to the products but also aid repeat 
purchases.  
  

Increase CSR awareness within 
the purchasing structure to 
influence knowledge of companies 
CSR and increase repeat 
purchase. 
Post online about how the 
company is giving back to the 
environment and society.  

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Table 6 – Awareness Objective Recommendations and Justification 
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6. Appendix  
 
6.1. Appendix 1 – Additional Statistical Tests 
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6.2. Appendix 2 – SPSS File 

 
SPSS Files can be found as both word.doc and excel files on 
separate submitted files. 
 
 
6.3. Appendix 3 – Survey  
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