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Executive Summary 
Denny’s management problem is deciding if they need to change their brand image to cater to a 
broader market. Their current target market is families, but they have the potential to broaden their 
market base. Our research problem is to identify what we can do to make the Denny’s restaurants 
appeal to a wider market, by identifying marketing niches of which Denny’s is failing to currently 
meet. The research objectives will help us (1) identify Denny’s current target market in Auckland 
and other target consumers Denny’s should market towards; (2) conduct a survey of a maximum 
of 40 participants to allow us to analyse how Denny’s is currently perceived in terms of their 
advertising, the position of their brand, motivations to choose Denny’s over their competitors, and 
consumer satisfaction; and (3) analyse the final data from the survey to make recommendations to 
Denny’s in terms of broadening their target market. The main method of quantitative primary data 
collection will be a survey. The sample size will consist of a maximum of 40 participants within the 
Auckland region. The questions will focus on demographic, the strength of Denny’s current brand 
identity, and consumer behaviour and attitudes towards Denny’s. 

Key findings 

Demographic 

From the survey, we found respondents of whom frequented the restaurant more, and thus were 
most familiar with the Denny’s Restaurant brand, were situated in South Auckland, of Pacific/Maori 
descent, and laid within the lower income quartile. In contrast, people on the North Shore were 
less familiar to the brand, were of the upper quartile range of ages, and were more likely to be 
full-time workers. We found generally older generations were more likely to have infrequently 
visited Denny’s. 

Customer satisfaction 

Our survey aimed to understand consumer satisfaction with Denny’s; respondents were asked to 
rate Denny’s customer service, food cost, restaurant ambience, diner cleanliness, food quality, 
location, and conflict resolution. The results indicates that a majority of respondents are neutral 
when asked about customer satisfaction; we can ascertain that most customers feel their dining 
experience with Denny’s is average. 

Motivations 

From the results of our survey, we found that 25% of respondents were motivated to choose 
Denny’s as a location for family gatherings. This result corresponds with Denny’s position as a 
family-oriented restaurant. Respondents also We also found that 45% of respondents had never 
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been exposed to any form of Denny’s advertising; with such a large percentage, we can see that 
there is potential for Denny’s to reach a wider market with an increase in their advertising 
campaign. 

Brand identity 

The survey we gathered identify that more than 50% of the participant will recognise Denny’s as a 
brand that focuses on serving Americanised food in New Zealand. Customers perceive Denny’s as 
the ‘go-to’ eatery, for family gatherings, implying favoritism and acceptance for American foods 
and it also gives a different ambience from other restaurants in New Zealand.  

Recommendations 
We recommend Denny’s increase their advertising campaign across Auckland because a majority 
of respondents claim to have never been exposed to some form of Denny’s advertisements. This 
lack of advertising can be reason of why 65% of respondents have not been to Denny’s within the 
last 5 years. 
 
Regular staff training should be increased to improve the efficiency of orders and the resolution of 
any conflicts which may arise, as a number of survey respondents stated they felt this was lacking, 
as well as upgrading the quality of food. The ambience of the restaurant was also an issue for 
some respondents, as they claimed the atmosphere was “too loud”. As there is little 
accommodation for couples, Denny’s could segment their restaurants for couples on romantic 
dates who wish for more privacy. 
 
Some respondents commented on the food quality, wanting healthier options and incentives to 
return to the establishment, particularly in the South and Central locations. We recommend a salad 
buffet, which will also add natural colour to the restaurant and offer a variety of choices for those 
who wish to eat healthier. 
 
The use of technology should also be utilised, such as an app which customers can use to book 
ahead of time, instead of having to call and make a reservation- particularly during peak hours. 
This would bode well with the 19 to 24 segment as it is efficient and quick. It would also appeal to 
students if Denny’s offered student discounts and weekly themes to stimulate interest.  
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Background 
In 1953, Harold Butler and Richard Jezak opened Danny’s Donuts in Los Angeles, USA. Butler’s 
stated promise was “To serve the best cup of coffee, make the best donuts, give the best service, 
offer the best value and stay open 24 hours a day” (Denny’s, 2016). Danny’s Donuts was later 
rebranded to Denny’s Coffee Shops, in 1959, to avoid confusion with Coffee Dan’s, a competing 
restaurant (Denny’s, 2016). In 1961, Denny’s Coffee Shops became the family dining restaurant, 
Denny’s (Denny’s, 2016). In 1967, Denny’s opens its first restaurant in Mexico (Denny’s 2016). 
Denny’s now have over 1700 global restaurants in countries such as Canada, New Zealand, 
Puerto Rico, Costa Rica, Honduras, Dominican Republic, El Salvador, México, Curacao, and 
Guam, employing around 8,300 people (Denny’s Corporation, 2015).  

Denny’s is famously known for the availability of their food items on a 24 hours, 7 days a 
week basis (Denny’s Corporation, 2015). Their menu consists of breakfast, lunch, dinner, value 
menu, appetisers, desserts, and beverages (Denny’s Corporation, 2015). Denny’s offers a wide 
variety of food items from pancakes to spaghetti and meatballs, steak and eggs to nachos, chicken 
strips to banana splits and milkshakes. Their menus try to accommodate to a variety of changing 
tastes of customers. 

Denny’s goals for increases in sales and improvement for customer retention, and unit and 
margin growth, relies upon the execution of the following five key strategic areas: 

1) Delivering a differentiated and relevant brand; 
2) Growing the global franchise; 
3) Consistently operating great restaurants; 
4) Strengthening relationships and growing capabilities; and, 
5) Driving profits for all stakeholders. 

(Denny’s Corporation, 2015, p 18). 
 
Denny’s has initiated a heritage remodel program. By 2018, they seek to remodel 70% of their 
restaurants (Gibson, 2016); the program has been credited for the rise in sales. The program is a 
key to Denny’s growth (Friedman, 2014); the restaurants undergo a physical remodel, as well as 
the menu. This is to help Denny’s execute the five key strategies. 
 
Denny’s management problem is deciding whether or not to change its brand image to appeal to a 
wider market base. They have marketed and established themselves as a family dining restaurant, 
with their slogan as “It’s your favourite family restaurant”.  
 
Denny’s top competitors are: 

- Burger King Corporation; 
- McDonald’s Corporation; and 
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- Darden Restaurants, Inc. 
(Denny’s Corporation, 2015, p 17) 

Research problem and objectives: 

Research problem: 

Our research problem is to identify what we can do to make the Denny’s restaurants appeal to a 
wider market, and identify lucrative market niches of which the Denny’s brand fails to meet. 
 

Research objectives: 

The purpose of this research project is to identify and recommend actions Denny’s can utilise to 
appeal to a wider market.  

We have identified that Denny’s has a management problem; their target market needs to 
widen to encapsulate new consumer demographics, to introduce themselves with potentially new 
lines of revenue. We will gather information by conducting a survey targeted towards a wide 
variety of participants; the survey data will help us identify opportunities Denny’s can use to 
widened their target market through strategy and implementation. The data analysis will also be 
used to help Denny’s with future trends in the food/restaurant industry. 
 
We present the following research objectives that will guide the report: 

1) Identify Denny’s current target market in Auckland and identify other target consumers 
which Denny’s should market towards; 

2) Conduct a survey of a maximum of 40 participants to ascertain the current position Denny’s 
holds with their consumers regarding the effect of their advertising, the position of their 
brand, motivation to choose Denny’s over another restaurant, and consumer's personal 
experiences within the restaurant; and 

3) Analyse the final data from the survey and make recommendations for Denny’s to target a 
wider market. 
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Results 

Results of Secondary Data Analysis 
Through our collection of Denny’s financial data for the last 5 years, we were able to see how their 
business is performing. We wished to acetate whether or not, Denny’s was profitable, to 
understand if our recommendations are justified. 
Denny’s Total Revenue from 2011 to 2015 has been steadily increasing, and from 2015 it had a 
further increase than that of the previous year. During 2011 total revenue was 538.53M, when it 
was 2013 it only made a total revenue of $462.59M. The reason behind this decrease is because 
revenue in sales fell by -14.6% dropping from $538.53M to $462.59M in 2011 to 2013. However 
there was improvement in 2015 it had an increase of 4.02%, and also an increase of $491.29M 
sales in 2015 better than the previous year making only $472.3M in 2014 (Morningstar, 2016). The 
reason to finding these figures is to see how much revenue they have made for the last 5 years, 
determining whether they have made any changes and/or improvements to increase their sales. 
From the figures, we can see that there is a slight change in their sales, but it could be improved. 

 

When looking at the annual financial 
statement of Denny’s, we can see that 
EBITDA (Earnings Before Interest, 
Taxes, Depreciation and Amortization) in 
2015 have an increase than the previous 
years. Their earnings before the 
deduction of EBITDA was $86.99M 
having a growth of 7.86%. This means 
that they made profit during 2015, but if 
they want to increase their earning 
significantly they will have to adjust a 
better strategy in 2016. Here are some of 
the figures from the previous years 
(Morningstar, 2016).  
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Last 5 years 2011 2012 2013 2014 2015 

EBITDA/COGS 81.89 79.86 76.87 80.65 86.99 

EBITDA Growth 0.00% 2.48% -3.75% 4.92% 7.86% 

Gross Margin 25.30% 28.60
% 

28.70% 29.40% 31.30% 

Net Income 0.00% -80.13
% 

10.14% 33.18% 9.93% 

Net Income 
Growth 

112.29 22.31 24.57 32.73 35.98 

Income Tax -89.96 12.79 11.53 16.04 17.75 

 

Shareholders 
In 2015 Denny’s made a record-breaking year for their brand. They achieve the highest sales and 
growth in over a decade by having a strong performance, they did this by changing their brand 
initiatives that was marketed in 2011. With the changes they made, it had an impact of their sales 
and growth, this demonstrates that they are approaching different strategies to make their brand 
better (Denny’s corporation, 2015).Denny’s seeks to become a $3million brand family restaurant 
by the end of the decade they are striving towards. The key factors in doing this is to aim their 
goals at successfully growing the sales and benefitting all the stakeholders that have invested in 
them (Denny’s corporation, 2015). They are driven to have a profitable growth to all their 
stakeholders, the goal to grow sales figures while disciplining the cost and capital allocation, 
benefitting their employees, expanding the franchise of Denny’s and also increase shareholders 
growth. 

Denny’s review by customers. 
The purpose of our research is to analyse and recommend strategies and techniques for Denny’s 
to utilise to widen their target market. We found that customer reviews are a good source of 
information because they give insights into customers’ positive or negative experiences with the 
brand. We found that one of the biggest concerns from consumers are the quality and cost of food, 
and how long they must wait for their food during peak hours; estimated between 20-30 minutes. 
Frustration from waiting too long has resulted in some customers leaving Denny’s before the 
arrival of their food. This area needs adjustments because they will lose customers, the waiting 
time needs to be shortened (Tripadvisor New Zealand, 2016). Consumers in New Zealand 
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remember Denny’s by the American-style food they offer. New Zealand customers mention how 
the food is consistent in terms of quality and taste, every time they visit the establishment. Denny’s 
have achieved this by keeping their brand image authentic, to serve best family food for their 
consumers. 

Method 
 
In order to gain more insight into how Denny’s can appeal to a wider market, our research sample 
needs to consist of participants across different demographics to capture how Denny’s is currently 
sitting within different markets. Our method takes a quantitative approach. This will be gathered 
through the development of a survey that will be designed and scripted to capture the necessary 
data to uncover trends and insight into how people perceive Denny’s brand positioning, customers 
past experience and the level of exposure to the brand. 
 
The survey is devolved to capture three primary areas. Firstly, capturing the demographic of the 
participant. This is an important aspect to the survey to understand the different markets that will 
be captured in the research and to be able to identify trends within those markets toward Denny’s. 
Secondly, capturing to strengthen Denny’s current brand identity. The question in this section will 
be directed around the shape, colour and slogans of Denny’s branding. Thirdly, capturing people's 
behaviours and attitudes towards the Denny's brand, and the majority of the questions here will be 
in a rating format from 1-5 on their satisfaction and frequency of engagement with Denny’s, but 
also gives respondents the ability to add additional comments, which will help us capture emotive 
perspectives that a survey may not.  
  
Our sample size will consist of 40 participants that will complete the survey, with the aim to capture 
participants that are full-time studying, part-time studying, part-time working, and full-time working. 
Our sampling technique will be a Systematic Sampling technique, in that we will approach 1 
person in every 7 that walk passed our surveyors. This is to remove participation bias and avoid 
involving clusters of people from within the same group with similar views/backgrounds. We will 
utilise five people with the aim to capture 8 people each to participate in the survey. Our survey will 
be taken using tablets/mobiles, and each surveyor will be situated at Westfield malls: Albany, 
Takapuna, CBD, Sylvia Park - this is to enable a reasonable geographic-spread of respondents to 
remove geographic bias. The survey is to be completed by May 1st 2016. 
 
 
 

8 



 

Findings 

Demographics 
For quantitative analysis, we wished to focus on the 
Auckland Region, as more than 50% of the New Zealand 
population stays there, however this created a geographic 
bias. We compare the Demographic disparity of our results 
to the 2013 New Zealand Census. We found that the 
median age for the Auckland Region is 35.1 years old 
(Statistics NZ, 2013), and our median age met was 32.4 
years old, with an overcoverage bias skewing to the 
younger generation of 19 to 24 years of age. This bias 
came about from attitudes to surveying to the public, as 
younger and sometimes more progressive generations are 
more willing to offer opinions and participate (Larossi, 2006) 

Auckland has 49% female, and 51% male, and in our survey, we had 52.5% male, and 47.5% 
female. In Auckland, 59.3% are European (Survey: 62.5%), Maori 10.7% (Survey: 5%), Pacific 
14.6% (Survey: 2.5%), Asian 23.1% (Survey: 25%), and Middle Eastern/Latino 1.9% (Survey 
2.5%). This shows we had reasonable dispersity throughout ethnicity, with a slight overcoverage of 
European. Of the respondents, because of the skewing of age, and occupation (Full-Time 
Study/Full-Time work), we achieved a balanced proportion of people earning lower wages, of 
47.5%, and higher wages at 52.5%.  

 
Comparing our data with the Auckland 
region population however, we had 
more people earning under $10,000 
weekly (27.5%) compared to 21.1% of 
the census (Statistics NZ, 2013). This 
was due to the higher respondents 
between the ages of 19 and 24, which 
chose to participate at the time of 
surveying.  
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We achieved a reasonable variety of 
location, however due to the sites we 
surveyed, there was geographic bias, and 
our survey lacked participation from west and 
east Auckland residents (2.5 and 10%, 
respectively). The largest proportion of 
respondents were from the North Shore. Of 
the respondents, 55% were in full time work, 
32.5% were studying full time, and 17.5% 
were either part time studying, or part time 
working. 12.5% chose not to respond.  
 
 

Customer Satisfaction 
 
To research customer satisfaction of dining at a Denny’s restaurant our survey contained seven 
questions which broke down the customer's overall experience. We avoided a Response Bias 
(namely: leading questions) by providing respondents with a 5 point scale, which included a 
neutral response option (option 3). We accept that there is a social desirability bias in our survey, 
as the majority of responses were neutral, indicating that respondents felt submissive in their 
responses, and couldn’t actively hold a weighted view on the questions being asked. Of these 
seven questions, the neutral stance was the most selected answer on majority of the questions. 
This also that overall responses to the dining experience at Denny’s restaurants is average to 
mediocre. A possible reason for the larger number of the “three out of five” trend could be that 
participants who had never been to Denny’s before (six out of the 40 participants had never eaten 
at a Denny’s restaurant) or the 55% (22 out of 40) of those surveyed who had only been 1-3 times 
in the last 5 years possibly couldn't remember their dining experience clearly enough, thus used a 
score of three as a fair/moderate score.  
 

Customer service ranked similar to other areas of customer satisfaction with majority of 
participants (40%) giving Denny’s a 3 out of 5. 37.5% ranked Denny’s Customer Service as 4 out 
of 5 or higher giving a fair indication that from the 40 participants surveyed that the customer 
service at Denny’s restaurants is above average. The results from the survey regarding the food 
quality served at Denny’s claimed the largest percentage of people rating the food quality 4 out of 
5 with 37.5%. Close to this 35% of participants ranked the food quality at 3 out of 5. This shows 
that of the 40 people who participated in the survey, the 34 who had been to Denny’s before 75% 
of them ranked the food quality at Denny’s restaurants at 3 out of 5 or higher.  
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Cost of Food was fairly conclusive being that customers found Denny's to be reasonably priced 
with 77.5% ranking Denny’s 3 out of 5 or higher, and 10% of that being 5 out of 5. (Compare cost 
of food - quality). Denny’s has seven restaurant locations across New Zealand with five of those 
being based in Auckland. 37.5% of people surveyed gave Denny’s locations a ranking of 4 out of 5 
or higher. 40% gave Denny’s location as average or 3 out of 5 with the other 22.5% giving it a 2 or 
lower.  
 

Motivations 
According to the results of the survey we 
conducted within Auckland, the highest 
percentage of respondents, 25%, chose 
Denny’s as a location for family gatherings, 
such as celebrations and reunions. We can 
see a direct correlation between this high 
percentage and Denny’s strong brand identity 
as an established family-oriented restaurant 
(Denny’s Corporation, 2015). 
Following closely with 22.5% of respondents, 
Denny’s was recommended by friends, family, 
or acquaintances. Word-of-mouth 
recommendations are strongly associated 
with trust and confidence in your fellow peers 
(McGregor, 2014). To target a wider market, 

Denny’s can sponsor local events, such as weekend sports activities, through catering. 
Participants in the events will pass on their experience with Denny’s to other consumers, reaching 
a wider market. 

The third highest percentage of respondents, 15%chose Denny’s as a place to eat before 
going out for drinks, or a place to eat after drinks. The data suggests that Denny’s has the 
opportunity to target consumers who are regulars to the city. With only 1 Denny’s location in the 
Auckland CBD- Hobson Street- Denny’s should open another restaurant to widen their consumer 
base. 

The results show that 12.5% of respondents chose Denny’s because the location of the 
restaurant was suitable at the time. 2.5% of respondents chose Denny’s for their cheap prices. 
Denny’s breakfast menu prices ranges between $6.80NZD to $20.80NZD; appetizers range 
between $6.50NZD to $21.70NZD; main meals range between $19.80NZD to $29.00NZD; 
sandwiches and burgers range between $7.50NZD to $17.00NZD; and desserts range between 
$5.00NZD to $8.50NZD (Denny’s, 2016). The results, however, show that 3 respondents 
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suggested changes to Denny’s food prices. One respondent suggested “lower food prices”; 
another suggested “$5 meal deals”. 

2.5% of respondents chose Denny’s because they found them using online review apps, 
such as Yelp, TripAdvisor, and others. These sites allow customers to review their dining 
experience, which can influence the opinions and experiences of other customers.  

0% of respondents said they chose Denny’s out of routine or as a romantic date location. 
Denny’s can widen their target market by altering their brand identity to incorporate couples who 
wish to dine on American-style food for their romantic date. By changing the interior of the 
restaurant and adding private seating sections for couples, Denny’s can become a location 
couples want to dine at for their romantic dates. 

 
According to our survey results, 45% of 
respondents claim to have never been exposed 
to Denny’s advertising; one respondent 
suggested that there is a “need [for Denny’s] to 
advertise”. This is a problem for any company, 
as it shows that many consumers may not be 
aware of the brand’s existence at all.  
It is, then, recommended that Denny’s launch 
advertising campaigns across various mediums, 
such as tv, radio, social media, and create social 
experiments. The Denny’s restaurant located on 
Hobson Street in the Auckland CBD has the 
potential to establish a rapport with the two major 
universities- The University of Auckland and the 

Auckland University of Technology- in the vicinity, by offering student prices on specific days of the 
week, as one of our respondents suggested, as most university students adhere to a budget due 
to study expenses and general costs of living. 
 
 
 
 
 
 
 
 
 
 
 
 

12 



 

Category Sub-Category # surveyed % surveyed 
Improvement / 

Recommendations 
Lower food prices 

1 
 

 Improve on waiting times to be seated 1  
 More food and drink variations 1  
 Price better suit the atmosphere and food quality 1  
 I think the servers should wear roller blades 1  
 Healthy options 1  
 Have like $5 meal deals or something 1  
 Upgrade brand image and introduce student prices 1  
 update the menu and need to advertise. 1  
 Improve your food quality 1  
 Just better service 1  

 
I have never eaten there, so give me an incentive to 

come and dine. 
1 

 

 
Let people have curly fries in their combo meals 

please! 
1 

 
 TOTAL WRITTEN RESPONSES 13 32.5% 
Table 1 

Brand identity 
 
For brand identity when we got our 
results back, we wanted to see the 
effectiveness of the logo. The 
number of people participating 
was 40, as the result we can see 
that the shape was easily spotted 
55% got it right. For the text 
placement of the logo, there were 
a lot of people that recognised it 
over 80%, this show that the 
placement of the text was well 
design and it wasn’t hard for the 
customer to identify it. But the 
colour choices for Denny’s could 

be improve because around 60% of participate did not get it right, a slight improvement and colour 
selection could be adjusted. The slogan, it was well received around 62.5% got the slogan right 
but 37.5% didn’t (over a third). This shows that Denny’s is well recognised in some area but 
improvements are needed if they want their branding to be effectively identify but the consumers. 
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In the last 5 years around 15% have 
never visited Denny’s as the result 
we got from our survey and 55% 
have been there 1-3 times in the last 
5 years. What this indicative of gaps 
of either customer perception of the 
brand, past experiences, or a lack of 
advertising piercing and/or reach by 
Denny’s. Customers simply aren’t 
remembering the brand, or are not 
highly involved in perception of their 
brand as a place to eat.  
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Recommendations 
 
We recommend that Denny’s increase their advertising in particularly, North Auckland because, 
according to our survey results, 45% of respondents claim to have never been exposed to some 
form of Denny’s advertisement. This directly correlates to the figures that 65% of respondents 
have never been to Denny’s in the last 5 years. The location of the North Shore Denny’s, in 
comparison to CBD and South Auckland branches signal the importance, success, and recognition 
of the brand. Considering 45% of respondents did not recognise the brand’s main logo, and 60% 
did not recognise the colours, states that the brand does not communicate its position readily. 
Yellow was the most understood colour of the brand - typical Americanism - , is Denny’s main 
colour - representing friendliness, confidence, and extraversion (Wright, 2008). A good proportion 
mistook Denny’s previous logo as their current logo, indicative to the lack of direct marketing of 
any changes the company has made. A third misunderstood the slogan, and as a slogan is one of 
the least defining brand messages, it is effective in this case and should not require change.  
 
There has been hardly any advertising of Denny’s according to our survey, indicating people are 
unfamiliar with the dynamics of what the restaurant is about. This allows the restaurant room to 
perhaps introduce luncheon pricing, pre-drink messages working alongside corporate 
responsibility akin to Lion Nathan’s “Responsible Drinking” commotion, and can reach evening 
guests who (15%) choose to visit for pre-drinking. Family are less likely to eat out late at night, 
which is generally more reserved for romantic and hyped patrons. Denny’s could partner with 
responsible companies which align closely with their ‘family’ brand, such as hosting special events 
for mothers with children. This would reiterate their position in the market, and with mothers being 
more active on social media, would have their brand communicated freely (and at low cost) to 
where other customers may see it.  
Regular staff training is required by Denny’s to improve efficiency of orders, and conflict resolution 
experiences, as a balanced amount of respondents felt they were lacking, and combined with 
distaste of food quality, adds insult to injury. Respondents were not pleased with the ambience of 
the restaurant - many stating comments such as “too loud” - which tells us that the vast majority of 
customers who visited were not there to experience sociability.  
 
With only 25% percent of respondents going to the restaurant for family gathering, the restaurant 
could segment their restaurant’s seating and tables to accommodate classier ‘dating’ 
atmospheres. One of our respondents wished the waitresses wore skates, which whilst unsafe, 
presents opportunity for a hunger from younger patrons for a more creative-joyous layout within. 
This affluency would bode well with the Yellow colour psychology. Joyous marketing strategies 
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with peripheral messages are shared less abruptly than negative experiences, so a constant 
presence of youthful vibrance would appeal to a greater share of the market.  
 
Our respondents indicated they wanted better food, healthy options, more choices, and 
“incentives” to dine - we suggest that in particularly South and Central branches, Denny’s 
encourage nearby consumers by salad buffets, which offer bright colours, variety, freedom of 
choices, and steers more towards the growing health-conscious trends. Technology could be 
utilised by the restaurant (such as an app), which could work for younger 19 to 24 year olds, who 
could be motivated to dine-in, when prompted with student discounts and routine weekly themes. 
They could appeal to younger audiences by following culinary trends, as youth are more 
adventurous and willing to pay more for food that is different (SeonTaik, Li, & Magnini, 2015).  
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Appendix 
Survey Public Weblink: 
https://drive.google.com/open?id=1M3uuFJd9vbiJXBa0J6OCTeaXZcFpju2GkEKOosZozNo  
 
Survey Results Weblink:  
https://www.dropbox.com/s/h33deibjcki2zj3/Denny%27s%20%28Survey%20Results%29.xlsx?dl=0  
 

What is your gender? 

  Number of 
people 

Percentage 

Male 21 52.5% 

Female 19 47.5% 

Total 40 100% 
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Which situation best describes your current occupation? 

  Number of 
people 

Percentage 

Full time work 22 55% 

Full time study 13 32.5% 

Part time work 5 12.5% 

Part time study 2 5% 

other 5 12.5% 

Total 40 100% 
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