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Dear Mochas and Javas Team, 

Our group would like to personally thank you for your participation in our PR research project.  

We know that you are busy and to take the time out of your day to help us is truly appreciated.  

We have gained knowledgeable insight on the use of google analytics, hands on, and a means to 

hopefully create better traffic to your website.  We hope our studies are one that your team could 

use to put into practice and see your website blossom with new guests and your store filled with 

new eager guest that will remain with you for a lifetime.  Again, thank you for all your help and 

cooperation.  

 

Sincerely, 

Your future publicists  

  



(Intro) Our client, Mochas and Javas, is a local coffee shop that focuses on creating a 

community atmosphere and producing excellent customer service. There are currently four 

locations, including booths inside the CTMC hospital and HEB. They sell primarily coffee 

beverages, but also provide teas and smoothies. The flagship location on N LBJ also sells an 

array of food items including made-to-order paninis and salads. There is an emphasis on serving 

high quality products - Mochas and Javas gets their coffee beans from a local coffee roaster, 

creates food made with fresh and organic ingredients, and offers healthy items alongside the 

typical sugary coffee drinks and pastries sold in a typical coffee shop.  

The Mochas and Javas website consists mostly of information. It contains each location’s 

menus, employment applications, inquiry forms for donations and caterings, and contact 

information. Most of their web presence is on social media, especially Instagram. Their social 

media is used to post pictures of food and beverages and to promote certain items and deals as 

well as to interact with customers. Each week the two food combo specials and the drink of the 

week are advertised. 

Our client wants to create a more functional website. As of right now, the website is not 

useful and interactive for the average customer. Most traffic comes from people wanting to apply 

for a job and from businesses or groups that would like to have Mochas and Javas cater their 

events. Most customers, however, are young college students that come in for coffee or a snack 

between their classes. Many customers are extremely loyal to the local coffee chain and visit 

many times a week, if not almost every day. A more useful website will help to increase traffic 

and thus hopefully increase business, both from new and repeat customers. The website needs to 

become more educational on Mochas and Javas products and serve a purpose for the average 

customer, who tend to be young people looking for a pick-me-up and a place to study.  



The homepage of the website boasts the Mochas and Javas logo, pictures of pastries, and 

many, many links, including those to menus and a sign-up for a near nonexistent newsletter. 

There is an “about” page, a page listing the locations, a page for catering inquiries, a page 

explaining the loyalty card system, a page advertising their business partners such as their coffee 

roasters, a contact page, and a menu page. It is an extremely busy-looking and overwhelming 

website. Currently Mochas and Javas does not have any useful measurable conversions. They 

could track web analytics to reflect on the success of the website, but this would be more useful 

once the website is changed to be more useful and functional.  

We have chosen our main construct for this project to be loyalty. Mochas and Javas 

desires to not only bring in new customers, but to have those customers choose them over other 

coffee shops and come back consistently. Our group has found five academic papers that discuss 

the concept of loyalty in regards to businesses.  

The first research paper is titled “Customer Satisfaction, Market Share, and Profitability: 

Findings From Sweden” led by Eugene Anderson. This paper examines the link between 

customer satisfaction and economic returns. If our group is examining customer loyalty within 

Mochas and Javas, we must acknowledge the relation between customer satisfaction and overall 

success in business. While at first glance, profits seem to be heavily dependent on customer 

satisfaction. However, this research paper has found empirical evidence that suggests a 

correlation is not so strong. So when helping Mochas and Javas with their PR, we may not wish 

to focus on their direct customer relations. Other forms of business practices may be able to 

strengthen customer loyalty more effectively. 

The second research paper we analyzed is “The Different Roles of Satisfaction, Trust, 

and Commitment in Customer Relationships” by Ellen Garbarino. This paper delves into the idea 



that there is a continuum of customer relationships, with many different levels of commitment 

from both business and customer. To examine Mochas and Javas’ customer loyalty, we must be 

able to identify where their customers land on the consumer spectrum. While many customers 

may just need a cup of coffee without a desire to commit to the company, many other customers 

may feel a stronger relation to Mochas and Javas. By understanding a customer’s intentions 

while doing business, loyalty can be strengthened. 

Our third research paper, “Whence Customer Loyalty?” by Richard L. Oliver, 

emphasizes, “Ultimate loyalty emerges as a combination of perceived product superiority, 

personal fortitude, social bonding, and their synergistic effects (Pg. 33).” He also expressed a big 

difference between customer satisfaction and loyalty. Satisfaction will never guarantee loyalty, 

so loyalty must require a separate strategy than simply striving for customer satisfaction. 

The fourth paper, by Roger Hallowell, is entitled “The relationships of customer 

satisfaction, customer loyalty, and profitability: an empirical study.” It states that satisfaction 

may actually increase loyalty over the lifetime of the customer’s business. A business should 

strive to provide an experience and products that their competitors cannot. A returning customer 

is ultimately more profitable to a business and costs less than attracting new customers.  

 The fifth and last paper that will help us better understand business loyalty is “Loyalty-

based management” by Frederick Reichheld. This article published in the Harvard Business 

Review discusses that businesses must seek the right kind of customer that is possible to retain, 

rather than customers who do not seek to be loyal to a company. It also suggests that loyal 

customers begin with loyal employees who care about their place of employment and will 

provide the best service that makes customers want to come back. Businesses must expand and 



meet the changing needs of customers and keep in mind that a satisfied customer is not 

necessarily going to become a loyal customer.  

The goal of our project, based on the needs presented by Mochas and Javas, will be to 

drive traffic from social media to the main website, and to make the website more visually 

appealing and practical.  

To focus on our concept of loyalty, our research question will be: “How loyal are Mochas 

and Javas customers?” We expect that, based on current business practices, Mochas and Javas 

has many loyal customers. However, considering the lack of functionality of the website, the 

web analytics that are useful in measuring loyalty may not reflect this.  

(Methods) What we are examining for this web analysis is how loyal our average  

customer is to Mochas and Javas, as opposed to other coffee shops in the area. The time frame of  

our data being analyzed is from June to November of 2016. This six-month period is a large  

enough sample size to allow us to gain an understanding about how customers interact with the  

website, and will give us further insight into the degree of loyalty a customer has towards our  

brand. To measure our customer loyalty, we are examining several web metrics from data we  

obtained from Mochas and Javas. This data shows us the Mochas’ website traffic sources, such  

as Organic Search, Direct Traffic, Social Traffic, and Referrals. Each of these metrics shows a  

different pathway that a potential customer accesses our website from. Organic search describes  

a customer who accesses the website from a search engine. Direct traffic is when a user types in  

the website’s URL directly. Social traffic is when the website is accessed from a link on sites like  

Facebook or Twitter, while a Referral is when a user clicks a hyperlink to our website from  

another webpage outside of search engine and social media sources. 



  All of these methods of traffic are useful to analyze, and can help us identify just how  

loyal our customers are. Some metrics that we can use from the Mochas and Javas website  

analytics are bounce rate, pages per session, session duration, percentage of new users, and  

number of sessions. These attributes give us an even more detailed analysis of the data. By  

comparing number of page views for the different types of traffic, we can find which type of  

traffic deems most valuable for our company’s media efforts. For example, if the traffic getting  

redirected to our site from social media sites outweighs that of the traffic from places like  

referrals, Mochas and Javas can use this info to focus on improving their social media presence.  

We also utilized the demographic analysis data to find out who their target audience is.  

Although Mochas and Javas does not currently utilize their website or web analytics, if  

they do decide to make the most of their website, they will have a better idea of the data  

available to them. We have also combined all of this with our secondary data source, which is a  

survey that was conducted by the University Star. The survey asked people to choose their  

favorite coffee shop from a selection of different local coffee shops. Through all of these  

methods, combined with this secondary source, we will be provided further insight into our  

research question of how loyal our customers are towards the company and how we can help  

Mochas and Javas excel in their goals.  

 (Analysis/Results) Attached to the report are the Google analytics pages for sessions  

during the respective months. For the past six months, that is from June to November, the  

analytics show that most of the traffic that was received to the website was from an organic  

search. Meaning, that the users specifically looked for Mochas and Javas and were not referred  

to the website by any other means. It was interesting to see that not many of these users who  

stumbled upon the website did not find it from Social Media seeing as how Mochas and Javas  



tries to be prevalent in social media. It was also noted that people who visited Mochas and Javas  

spent the most time on the website when it was an organic search.  

 Most of the social referrals and the referral referrals were new users. There were repeat  

users in these categories, however most of them were new users. As far as conversions, they  

were all at 0 for these past six months. The percentage of new sessions mostly came from Social  

Media referrals. It is also interesting to see that our demographic of customers are primarily  

adults aged 18-24 and more than half of the clients are male. 28% of the users for the last 6  

months are female, while the rest of the 72% are male. More than 60% of the users are 18-24  

years of age, making it clear than many people in this age are very well college students at the  

University that is walking distance from one of the Mochas and Javas locations.  

 

 Upon analyzing this data we are also able to see that most of the traffic that the store  

received was during school time. Once the University opened and classes began, Mochas and  

Javas began to gain a lot more internet traffic. We can see this when we compare the number of  

page visits from June to September. It is clear to make the inference that most of the coffee shop  



goers at Mochas and Javas are college students and once college started up began Mochas and  

Javas received more overall traffic.  

 As far as our research question, of how loyal are our customers, the data does not show a  

clear representation of how loyal our customers are. What we are able to see is that 34.5% of the  

internet users in the past 6 months are returning users. It is likely to believe that these returning  

customers online are also returning customers in store making them a loyal customer. We can  

also see how long the guests that visit the website do stay on. More than half of the sessions  

during the past 6 months had a session duration of 0-10 seconds. Although not a fairly long time,  

we are still able to determine that many of the customers that Mochas and Javas does have are  

loyal. Based off this, the assumption can be made that Mochas and Javas does in fact have loyal  

customers, yet determining how loyal that customer is, is hard to say but we can say that they are  

loyal enough to be returning to the Mochas and Javas webpage within 6 months. We do have to  

keep in mind that Mochas and Javas does not have much information on their website, other than  

a menu, so making the website more user friendly and possible having orders online could very  

well sky rocket the website.  

 



 Our secondary source is a poll that was conducted by The University Star. In this poll  

The University Star received 124 responses to the question “which of the following is your  

favorite coffee shop?” The choices in this poll were Mochas and Javas, Jo On the Go, Tantra,  

Wake The Dead and Stellar. 6 of the votes went to different write in coffee shops that were not  

mentioned here, however Mochas and Javas won with 35.5%. We are also able to see that we do  

have loyal customers that would be willing to vote in a poll that is not affiliated directly with  

Mochas and Javas to show their love for them.  

 

 



 (conclusion) To conclude this research report we will explain what all that we’ve  

researched means for our client and then explain what the analysis/results say about the goals of  

our client. First, we for sure know that Mochas and Javas has no problem being found on a  

search engine when users are trying to find coffee in San Marcos. But how engaging are these  

users? From our research we know that every single month that we looked at, over 60% of  

Mochas and Javas website sessions have come from organic searches, which means users are  

going through a search engine to gain access to the site. We also know that the average duration  

of those sessions only averages between 1-10 seconds. Our analysis of these results are that yes,  

customers are finding the site, but customers are not engaging in it. So what these results mean  

for our client is that they need a more functional site to achieve their goal and gain loyal  

customers. If potential customers aren’t engaging, then they aren’t understanding what the  

company is about. And if users can’t understand what the company is about, then how will they  

become loyal?  

 In order to move forward with our client from here, we have some suggestions that might  

be helpful. (1) Change the website so that when users enter it they want to engage. They should  

instantly know what they are looking at and can easily see how to navigate the site. It should be  

interactive but remain user-friendly at the same time. It should also have a fresh appearance  

that’s clean cut, simple and has a consistence flow throughout the entire site. It should overall be  

as clear and easy to follow as possible for the users and have a welcoming presence so that the  

user wants to stay on the site. (2) Have something to offer to the users on the site. If they come to  

a site with strictly information, it may not be as much of an engaging experience. Mochas and  

Javas could maybe offer coffee products to sell or teas. (3) Utilize all platforms of social media  

to engage even more users. The website isn’t the only important tool. Take full advantage of  



Facebook, Instagram and Twitter. (4) Keep everything as updated as possible, as often as  

possible. The more that is posted the better. Constantly update on social media because if our  

client is constantly reaching out, customers will reach back.  

 Overall our client, Mochas and Javas, has so much going for them. They have a great  

reputation and is a loved local company by the community. They have a solid customer base  

already and are located in really good prime areas of San Marcos. Utilizing their online platform  

will only increase all that’s already going for the company. Their coffee shops have a great vibe,  

free Wi-Fi and an amazing variety on the menu. Any customer knows they are in for a pleasant  

visit as soon as they walk into any of Mochas and Javas locations, so all the more reason why  

their online site should give them that same experience.  
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Google Analytics: 

 

Jun 5, 2016 - Dec 5, 2016
Audience Overview

Language Sessions % Sessions

1. en-us 7,347 94.92%

2. Secret.ɢoogle.com You are invited! Enter only with this ticket URL. Copy it. Vote for Trump! 123 1.59%

3. c 53 0.68%

4. en-gb 39 0.50%

5. pt-br 35 0.45%

6. ko 26 0.34%

7. en 25 0.32%

8. vi 7 0.09%

9. zh-cn 7 0.09%

10. de 6 0.08%

Overview

 Sessions

July 2016 August 2016 September 2016 October 2016 November 2016 December 2016

505050

100100100

Sessions

7,740
Users

5,220
Pageviews

20,393

Pages / Session

2.63
Avg. Session Duration

00:02:01
Bounce Rate

39.24%

% New Sessions

65.47%

New Visitor Returning Visitor

34.5%

65.5%

© 2016 Google

All Users
100.00% Sessions

Mochas and Javas

All Web Site Data МGO TO REPORT



Jun 5, 2016 - Dec 5, 2016Engagement

0-10 seconds 4,170 5,501

11-30 seconds 1,257 3,443

31-60 seconds 594 2,128

61-180 seconds 711 3,491

181-600 seconds 523 2,497

601-1800 seconds 412 2,367

1801+ seconds 73 966

Distribution

Session Duration

Session Duration Sessions Pageviews

Sessions Pageviews

7,740
% of Total: 100.00% (7,740)

20,393
% of Total: 100.00% (20,393)

© 2016 Google

All Users
100.00% Sessions

Mochas and Javas

All Web Site Data МGO TO REPORT



 

Jun 5, 2016 - Dec 5, 2016

Some data in this report may have been removed when a threshold was applied. Learn more

Demographics: Overview

3.17% of total sessions 3.32% of total sessions

Key Metric:

Age Gender

18-24 25-34 35-44 45-54
0%

20%

40%

60%

80% female male

28%

72%

© 2016 Google

All Users
100.00% Sessions

Mochas and Javas

All Web Site Data МGO TO REPORT



 

 

 

 



 

 

 


