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Task 1: Questionnaire analysis together with the development of the website and supporting marketing materials.

Task 2: A Microsoft Excel spreadsheet presenting the financial projection of a small business for a one-year period, along with a discussion of the significance of Excel in the digital era.

Task 3: A video presentation demonstrating the sale of the proposed product or service.

Task 4: A PowerPoint presentation explaining the research process and the development of the first three tasks.
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[bookmark: _Toc224502804]Task 1: Market Research and Website Development Project
This report is an analysis of the uploaded questionnaire responses with the draft of the website, and marketing content of Two Sisters Door to Door Home Decoration Service. The survey result shows four significant areas which are event demand, buying criteria, price expectation, and discovery and booking behaviour. Such areas are relevant because new businesses perform better when the message, user journey and offer aligns with consumers need rather focusing on broad assumptions about “everyone” in the local market (Clarke, Freytag and Mora Cortez, 2024; Lemon and Verhoef, 2016).
[bookmark: _Toc224502805]Event Demand and Business Concept
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The survey shows the most demanded events are birthday event as 13 respondents stated they have birthday plan within 12 months while 7 and 5 participants stated wedding and home party’s plan. So, marketing for birthday event and offering offers for birthday event can aid the brand to be in consumer attention. This trend is highly significant for the business idea because birthdays are more frequent, repeatable, and budget-sensitive than weddings, which makes them a practical entry point for a value-led service in Swansea. This idea must then be modeled around the idea of affordable personalised birthday and home party decoration, and, nevertheless, have weddings as more high-value secondary product. This is a rational choice since segmentation is effective when the business puts the resources in a clear demand group rather than dividing the efforts among too many segments by launching (Clarke, Freytag and Mora Cortez, 2024).
Because of this, the Birthday poster is created as a marketing material using Canva. The flyer design is also suitable because the message around customised decoration under budget fits also aligns with the survey result. The present homepage message, "decorated to any event according to the occasion," is aesthetically pleasing, though the survey indicates that birthday packages, sample set-ups, and family celebration visuals should be seen first on the first page and then proceed to generalization. The service-grid layout is still useful because it introduces event styling, handmade accessories, decorated trays and party make-up as supplementary products that may enhance basket price and supposed convenience (Verhoeff et al., 2009).
[bookmark: _Toc224502806]Buying Criteria and Price Expectations
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According to the survey, the most relevant factor of selection was the low price, the next selection was the creativeness and uniqueness, and then strong reviews and recommendations. This implies that the business is not competing on low cost only. It is also competing on innovation with tangible credibility. This difference is significant since the customers of service markets consider both the usefulness value and emotional reassurance throughout the entire process, including initial impressions and confirmation of the booking (Lemon and Verhoef, 2016; Verhoef et al., 2009).
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The survey reveals that the majority of the respondents expect £100 to £249 or state that the budget is event-dependent. This implies that inflexible messaging of one price would be too limited. The web site must then show entry packages, mid-range packages, and packages by quote, backed up by actual examples of what each package has. This would help eliminate doubt and make people or customers more confident as price visibility will make users believe that a business is open and reliable, and the impact of reviews will be significant in the local decision-making (Nielsen Norman Group, 2013; BrightLocal, 2025).
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The survey indicates that the Facebook and Google search would be most significant to the respondents in their search of this service, and Instagram is important. It also depicts that WhatsApp and phone call are the most popular booking paths, slightly before a website booking inquiry form. This trend has two things to offer. To begin with, the site must not be an online brochure on its own. It must act as a trust-making hub to be linked with social media discovery and quick mobile interaction. Second, booking experience should be straightforward, conspicuous, and instant since customers have a tendency to transition to the enquiry phase after the inspiration phase when it comes to celebratory-related services (Tiago and Verissimo, 2014; Mustafa et al., 2024).
Based on this, the site design should retain the warm visual design that is already presented on the uploaded mock-ups, but with better conversion structure. The homepage should include WhatsApp button, phone number, preview of the package, gallery, reviews and brief description of how it works (Mustafa et al., 2024). A special contact page is as well needed since the websites are trusted when the means of communication are full and can be located easily. The marketing materials should be developed on the same logic. The creatives of Facebook and Instagram must place one clear offer, one type of event, one initial price, and a single call to action like Message on WhatsApp or Book a Swansea birthday package.
[bookmark: _Toc224502808]Audience Segmentation
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The survey reveals that the core audience is highly clustered in the range of adults between the ages of 26 to 45 with majority of the respondents being residents in Swansea and mostly being females. This will imply a viable target market of local women and family decision-makers hosting birthday parties, home events, and mini- celebrations. There is secondary segment of customers that can spend more and purchase less as frequently. The web site and advertising must thus address the elements of convenience, cost management and visual evidence as opposed to abstract branding expressions. When the message is aligned to a specific segment and channel environment, small business will gain more in the context of digital tools focused (Alford and Page, 2015; Clarke, Freytag and Mora Cortez, 2024).
SEO Strategy
The search engine strategy must be highly local and service-based. The website should target phrases such as “birthday decoration Swansea”, “home decoration service Swansea”, “wedding décor Swansea”, “decorated trays Swansea”, and “party make-up Swansea”. Individual service pages, regular Swansea reference, descriptive page titles, optimised text to images and frequent updates of photos would enhance relevance. Google itself has indicated that the helping page content, crawlable site structure, and local relevance are determinants of visibility, whereas relevance, distance and prominence are determinants of Business Profile ranking. The reviews and the correct business information must not be seen as an independent activity, but as a part of SEO (Google Search Central, 2025; Google Business Profile Help, n.d.; BrightLocal, 2025).
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[bookmark: _Toc224502812]Task 2: The Importance of Excel in the Digital Era
[bookmark: _Toc224502813]Introduction
The digital age has not replaced Excel as the tool that a business can use to structure information, make automated calculations and present the results in an easily understandable format to make a decision (Reddy, Chaudhary and Hussein, 2023). It remains relevant to enterprise activity since spreadsheet functionality is part of broader digital literacy and facilitates the routine of managerial activity at the cost of specialised systems (Reddy, Chaudhary and Hussein, 2023). Moreover, Excel enables businesses to avoid immediate expensive investment in specialist system but they can obtain business output analysis using low cost which is significant for start-ups with limited funds.
[bookmark: _Toc224502814]Excel as a Tool for Digital Decision-Making
One of the significant advantages of Excel is that it allows converting raw numbers into useful business data with formulas, filters, PivotTables and charts (Microsoft, 2024). This applies particularly to small companies since current evidence on the UK SME market indicates that information-based decision-making enhances performance and innovativeness, but numerous smaller companies do not have the means to afford the tools to make the transition (Tawil et al., 2024). Excel is thus useful as it provides the flexibility of analysis to a low-entry and familiar environment (Microsoft, 2024). This is the evidence that Excel has not become outdated rather it has adapted to the contemporary business environments where data analysis is the center of competitiveness.
[bookmark: _Toc224502815]Collaboration and Efficiency in Modern Business
Excel is also relevant due to the fact that digital work requires more and more and less required isolated files, and shared access (Microsoft, n.d.). The features of Microsoft already exist and allow sharing of workbooks and real-time co-authoring, as this will enhance better coordination and a decrease in version confusion when multiple users collaborate on budgets or reports (Microsoft, n.d.). Copilot in Excel or Python in Excel are also new applications that make it even more relevant as it allows users to analyse data, create formulas and extend their visualisation abilities within one platform (Microsoft, 2024; Microsoft, n.d.).
[bookmark: _Toc224502816]Relevance to Two Sisters Door to Door Home Decoration Service
In the case of Two Sisters Door to Door Home Decoration Service, Excel can be used to project the monthly sales, costs, cash flow and profit throughout the year. This is applied since the business deals with weddings, birthdays and home functions and thus the demand and spending will tend to fluctuate according to the season and the type of events. By keeping sales receipts, delivery expenses, decor expenses, casual labour and marketing expenses, the business could know which months perform more successful and which do poorly and address the cash pressure earlier (Tawil et al., 2024; Microsoft, 2024a). Excel will also allow comparing the package rates to the actual expenses, which will help demonstrate whether the birthday packages, wedding decor or add-on services led to acceptable margins (Tawil et al., 2024).
[bookmark: _Toc224502817]Excel for Marketing and Performance Tracking
Marketing control can also be supported using excel. The business is able to monitor Facebook, Instagram, WhatsApp, referral and flyers, and compare them with the bookings and revenue. This is important since recent research conducted on SMEs revealed that digital marketing and use of data enhances market penetration and company performance when it is determined on the basis of quantifiable results and decisions and not guesses (Sharabati et al., 2024). Such a spreadsheet dashboard can then aid in the improved decision on how promotion money should be spent.
[bookmark: _Toc224502818]Limitations and the Need for Good Practice
Excel is powerful, though not necessarily trustworthy. The current findings of spreadsheet quality indicate that poor quality controls and errors could compromise the quality of analysis and decision-making (Poon et al., 2024). It is further emphasised by ICAOW (2024) that the proper practice of spreadsheets is not just about populating the cells with numbers and figures but planning, designing, controlling and managing it. This is why it is important that a small business ought to make its headings clear, use regular formulas and check them frequently so that the spreadsheet would be a tool of decision, not a confusion (ICAEW, 2024; Poon et al., 2024).
[bookmark: _Toc224502819]Conclusion
In sum, Excel is still very vital, as it is an application that integrates the aspect of accessibility, collaboration and analytical ability in a single platform. In the case of Two Sisters Door to Door Home Decoration Service, it is able to facilitate budgeting, pricing, performance analysis and review and marketing analysis, which is why it is a viable digital tool to control and expand in a competitive small-business context.
[bookmark: _Toc224502820]An example of Project Finance using Excel




[bookmark: _Toc224502821]References
Alford, P. and Page, S.J. (2015) ‘Marketing technology for adoption by small business’, The Service Industries Journal, 35(11–12), pp. 655–669. doi: 10.1080/02642069.2015.1062884. 
BrightLocal (2025) Local Consumer Review Survey 2025. Available at: https://www.brightlocal.com/research/local-consumer-review-survey-2025/ (Accessed: 12 March 2026). 
Clarke, A.H., Freytag, P.V. and Mora Cortez, R. (2024) ‘Revisiting the strategic role of market segmentation: Five themes for future research’, Industrial Marketing Management, 121, pp. A7–A10. doi: 10.1016/j.indmarman.2024.07.012. 
Google Business Profile Help (n.d.) Tips to improve your local ranking on Google. Available at: https://support.google.com/business/answer/7091?hl=en-GB (Accessed: 12 March 2026). 
Google Search Central (2025) SEO Starter Guide: The Basics. Available at: https://developers.google.com/search/docs/fundamentals/seo-starter-guide (Accessed: 12 March 2026). 
ICAEW (2024) 20 principles for good spreadsheet practice. Available at: https://www.icaew.com/technical/technology/excel-community/20-principles-for-good-spreadsheet-practice-2024-edition (Accessed: 12 March 2026). 
Laradi, S., Berber, N., Rehman, H.M., Hossain, M.B., Hiew, L.-C. and Illés, C.B. (2023) ‘Unlocking the power of social media marketing: Investigating the role of posting, interaction, and monitoring capabilities in building brand equity’, Cogent Business & Management, 10(3), article 2273601. doi: 10.1080/23311975.2023.2273601. 
Lemon, K.N. and Verhoef, P.C. (2016) ‘Understanding customer experience throughout the customer journey’, Journal of Marketing, 80(6), pp. 69–96. doi: 10.1509/jm.15.0420. 
Microsoft (2024) Python in Excel – Available Now. Available at: https://techcommunity.microsoft.com/blog/excelblog/python-in-excel-%E2%80%93-available-now/4240212 (Accessed: 12 March 2026). 
Microsoft (n.d.) Get started with Copilot in Excel. Available at: https://support.microsoft.com/en-us/office/get-started-with-copilot-in-excel-d7110502-0334-4b4f-a175-a73abdfc118a (Accessed: 12 March 2026). 
Microsoft (n.d.) Share your Excel workbook with others. Available at: https://support.microsoft.com/en-gb/office/share-your-excel-workbook-with-others-8d8a52bb-03c3-4933-ab6c-330aabf1e589 (Accessed: 12 March 2026). 
Mustafa, H., Al-Tkhayneh, K.M., Imtiaz, R., Hadi, S.A., Qaruty, R.A., Abokhoza, R. and Ellala, Z.K. (2024) ‘The Impact of Using WhatsApp Business (API) in Marketing for Small Business’, in 2023 Tenth International Conference on Social Networks Analysis, Management and Security (SNAMS). doi: 10.1109/SNAMS60348.2023.10375419. 
Nielsen Norman Group (2013) State the Price to Give B2B Sites a Competitive Advantage. Available at: https://www.nngroup.com/articles/show-price/ (Accessed: 12 March 2026). 
Nielsen Norman Group (2016) Trustworthiness in Web Design: 4 Credibility Factors. Available at: https://www.nngroup.com/articles/trustworthy-design/ (Accessed: 12 March 2026). 
Nielsen Norman Group (2019) ‘Contact Us’ Page Guidelines. Available at: https://www.nngroup.com/articles/contact-us-pages/ (Accessed: 12 March 2026). 
Poon, P.-L., Lau, M.F., Yu, Y.T. and Tang, S.-F. (2024) ‘Spreadsheet quality assurance: a literature review’, Frontiers of Computer Science, 18, 182203. doi: 10.1007/s11704-023-2384-6. 
Reddy, P., Chaudhary, K. and Hussein, S. (2023) ‘A digital literacy model to narrow the digital literacy skills gap’, Heliyon, 9(4), e14878. doi: 10.1016/j.heliyon. 2023.e14878. 
Sharabati, A.-A.A., Ali, A.A.A., Allahham, M.I., Hussein, A.A., Alheet, A.F. and Mohammad, A.S. (2024) ‘The impact of digital marketing on the performance of SMEs: an analytical study in light of modern digital transformations’, Sustainability, 16(19), 8667. doi: 10.3390/su16198667. 
Tawil, A.-R.H., Mohamed, M., Schmoor, X., Vlachos, K. and Haidar, D. (2024) ‘Trends and challenges towards effective data-driven decision making in UK small and medium-sized enterprises: case studies and lessons learnt from the analysis of 85 small and medium-sized enterprises’, Big Data and Cognitive Computing, 8(7), 79. doi: 10.3390/bdcc8070079.
Tiago, M.T.P.M.B. and Veríssimo, J.M.C. (2014) ‘Digital marketing and social media: Why bother?’, Business Horizons, 57(6), pp. 703–708. doi: 10.1016/j.bushor.2014.07.002. 
Verhoef, P.C., Lemon, K.N., Parasuraman, A., Roggeveen, A., Tsiros, M. and Schlesinger, L.A. (2009) ‘Customer experience creation: determinants, dynamics and management strategies’, Journal of Retailing, 85(1), pp. 31–41. doi: 10.1016/j.jretai.2008.11.001.


[bookmark: _Toc224502822]Appendices
[bookmark: _Toc224502823]Excel Sheet 



[bookmark: _Toc224502824]2-Minute Advertisement Video Link
https://www.canva.com/design/DAHD-Q_I2fg/81ZOoOjxdjLmf9IsU13JQA/edit?utm_content=DAHD-Q_I2fg&utm_campaign=designshare&utm_medium=link2&utm_source=sharebutton 
1

image3.png
& What is most important for you when selecting an event decorator orstylist

© Atontaleprce "
@ bigh quaity i s
@ Creniityand niqueness "
@ Clex communicaton 3
@ hetabi umings 3
@ Suong reviousand recommendatons 10
® Culuratndrsancing 2
® Clor pacageoptions: '
@ Sustnabie and eusble décor 2
® oer '




image4.png
10 What budget feels realistic for home-based decoration and styling?

® Under €100
® a0

® 2509

® 0009

® oome

@ it depends n the vt
® optonz




image5.png
1. Where would you most likely look to find a service like this?

® Fcabook u —_—
o oo 6 —
© naagam f —
® Googlseacn " —
© Awebste ik shwed onwhasagp 2 -
® Conmuriyevnts n Woes 1 ™
® Wordof mouth rom s oty 6 [
® Posersoers 2 [—
® over ' =
o H 0 1
12 How would you prefer to book and confirm a service?
® Websicenqiforn 8 —_—
© wnasaon s ——
o troneal i —
© nstagrom mesage 2 —
© rcebook message o
o et . —
® peonvstoasos 5 —
o oner o





image6.png
2 How old are you?

o
R,
%3
° %
® 05
o

® preernotiosay

3. Where do you ve?

© Sunses
® ot

® simingham

® Oteriyinwales
@ overciyintheux.

® prternottossy

©

0

s




image7.png
twosistersdoortodoorhomedecorationservice.mystrikingly.com/i/pre ZIGeks 3dy VRI . 7 = @ - Qon

‘Two Sisters Door To Door Home Decoration Home AboutUs Services Gallery Contact





image8.png
& © [ https//twosistersdoortodoorhomedecorationservice mystrikingly.com/i/preview?mode =iframegitoken=d3INdzIGekxlaTBml 3dyMzFwYKVRNEGWCIGS mit... A

Gl @ - Qo=

‘Two Sisters Door To Door Home Decoration Home AboutUs Services Gallery Contact
N N . ERAET A ~A A 4

Custom Wedding Decor

Make your wedding day unforgettable with our bespoke decoration
services, tailored to fit your theme and budget. >





image9.png
A Gl @ - Qo

& G (& nitps//wosistersdoortodoorhomedecorationservice.mystrikingly.com/i/preview?

‘Two Sisters Door To Door Home Decoration Home AboutUs Services Gallery Contact

Handmade
+ Aceessories

LT
Add @ pérsonal touch to youns
events with our unique
‘handmade accessories designed *
 “tomatchyour theme.

Decorated Trays Party/Make-Up Services !

Our beautifully deécetated trays

Look your best on your s@al ‘day with our professional party




image10.png
Your Dream kvent
Slaris Here

Trusted by hundreds of happy clients.

From intimate gatherings to grand celebrations, we help you bring
your vision to life.

Elegant setups, tailored themes, and full-service planning—so you
can enjoy your moment without the stress.

Wedding, birthday, engagement, corporate events—whatever the
occasion, we're ready to make it shine.

Packages start from just $100 Let’s Plan Your Dream Event!

+123-456-7890 www.twosistershomedecorationservice.com




image11.png
mﬁfmm

We Provide Customise Decoration Services for
Your Loved ones Birthday Under your Budget.





image12.png
1. What s your gender?

® vomsn
® o

® Non-tinay

® prternotosny
© opions,

© omer

2 How old are you?

o
R,
%3
° %
® 05
o

® preernotiosay

“w

s

0




image13.png
3. Where do you ve?

© Sunses
® ot

® simingham

® Oteriyinwales
@ overciyintheux.

® prternottossy

©

s




image14.png
4. How often do you attend or host celebrations in  typical year?

.o ' -

.2 7 ——
o3 . ———
e ' -

o0 ' -

© peernotiony 2 —

o 2 s 6
5. Have you ever paid for event decoration o styling services before?
o
o 5
oo s s
© Notaure 2

© preecnotossy 0 s




image15.png
6. Which events from the following you most likely to plan within the next 12 months?

Wedding
Engagementor ihad:
Bitnday

sy shower

r—
ous o cutrs vt
Communiysvent

Home pary

Comporse vent

Nona parned

oter

s




image16.png
7. Which services you will most consider purchasing from an Event Planning Organisation?

@ Prewding stage and o decoation 4
@ Vieding house decoration 6
@ Doortodoor home decrstion st s
@ Handmade arvicl o ey ’
LT —— 3
@ Dessert oy and psn tay stiog 7
@ Pary ke up and brows 7
@ Fullundie pacage s
® omer .




image17.png
8 What s most important for you when selecting an event

Aordaleprice
ighquaty

Cresviyand uiqueness
Clercommunicaton

[ap——

Stong reviewsan rcommandtions
Culurst ndesancing

Clear pacage opions

Sustinabl ad eusable dcor

oter





image18.png
9. What s the biggest worry when booking event decoration services?
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two_sisters_finance_projection_with_chart.xlsx
Finance Projection

		Two Sisters Door to Door Home Decoration Service - 12-Month Finance Projection

		Projection built from the earlier module cash-flow table and annual cost estimates supplied for the business



		Line Item		Month 1		Month 2		Month 3		Month 4		Month 5		Month 6		Month 7		Month 8		Month 9		Month 10		Month 11		Month 12		Annual Total (£)

		Opening Balance (£)		-		£17,000		£16,700		£16,600		£16,800		£17,400		£18,300		£19,300		£20,200		£21,000		£21,600		£22,100		-

		Sales Receipts (£)		£2,000

OpenAI: Source: User-provided earlier module finance table and annual cost estimate table.		£2,200		£2,600		£3,200		£4,200		£4,800		£5,200		£4,800		£3,800		£3,400		£3,200		£5,600		£45,000

		Finance Received (£)		£20,000

OpenAI: Source: User-provided earlier module finance table and annual cost estimate table.		-		-		-		-		-		-		-		-		-		-		-		£20,000

		Total Cash In (£)		£22,000		£2,200		£2,600		£3,200		£4,200		£4,800		£5,200		£4,800		£3,800		£3,400		£3,200		£5,600		£65,000

		Expenses

		Rent and premises costs (£)		£708

OpenAI: Source: User-provided earlier module finance table and annual cost estimate table.		£708		£709		£708		£708		£709		£708		£708		£709		£708		£708		£709		£8,500

		Materials, decor stock and casual labour (£)		£3,592

OpenAI: Source: User-provided earlier module finance table and annual cost estimate table.		£1,292		£1,491		£1,792		£2,442		£2,741		£2,992		£2,692		£1,841		£1,642		£1,542		£1,061		£25,120

		Utilities, software and administration (£)		£150

OpenAI: Source: User-provided earlier module finance table and annual cost estimate table.		£150		£150		£150		£150		£150		£150		£150		£150		£150		£150		£150		£1,800

		Transport and delivery (£)		£200

OpenAI: Source: User-provided earlier module finance table and annual cost estimate table.		£200		£200		£200		£200		£200		£200		£200		£200		£200		£200		£200		£2,400

		Marketing and promotion (£)		£150

OpenAI: Source: User-provided earlier module finance table and annual cost estimate table.		£150		£150		£150		£100		£100		£150		£150		£100		£100		£100		£100		£1,500

		Insurance and miscellaneous (£)		£200

OpenAI: Source: User-provided earlier module finance table and annual cost estimate table.		-		-		-		-		-		-		-		-		-		-		-		£200

		Total Cash Out (£)		£5,000		£2,500		£2,700		£3,000		£3,600		£3,900		£4,200		£3,900		£3,000		£2,800		£2,700		£2,220		£39,520

		Net Cash Flow (£)		£17,000		(£300)		(£100)		£200		£600		£900		£1,000		£900		£800		£600		£500		£3,380		£25,480

		Closing Balance (£)		£17,000		£16,700		£16,600		£16,800		£17,400		£18,300		£19,300		£20,200		£21,000		£21,600		£22,100		£25,480		£25,480

		Profit/Loss (£)		£17,000		(£300)		(£100)		£200		£600		£900		£1,000		£900		£800		£600		£500		£3,380		£25,480





Assumptions

		Annual Cost Assumptions and Allocation Basis

		Cost Area		Annual Estimate (£)		Monthly Allocation Basis		Source / Notes

		Rent and premises costs		£8,500

OpenAI: Source: User-provided annual cost table.		Spread evenly with four months at £709 and eight months at £708		Based on Research

		Materials, decor stock and casual labour		£25,120

OpenAI: Source: User-provided annual cost table.		Residual monthly balancing figure to match total cash out profile		Based on Research

		Utilities, software and administration		£1,800

OpenAI: Source: User-provided annual cost table.		£150 each month		Based on Research

		Transport and delivery		£2,400

OpenAI: Source: User-provided annual cost table.		£200 each month		Based on Research

		Marketing and promotion		£1,500

OpenAI: Source: User-provided annual cost table.		Weighted to launch and peak-season months		Based on Research

		Insurance and miscellaneous		£200

OpenAI: Source: User-provided annual cost table.		One-off payment in Month 1		Based on Research

								Based on Research

		Annual cash out tie		£39,520		Projection Total Cash Out (£)		Difference (£)

						£39,520		-

		Key source note		The workbook uses the earlier module cash-flow table as the base case and spreads annual cost headings across months to preserve the supplied total cash out figures.





Cash Flow Summary

		12-Month Cash Flow Summary

		Month		Opening Balance (£)		Sales Receipts (£)		Finance Received (£)		Total Cash In (£)		Total Cash Out (£)		Net Cash Flow (£)		Closing Balance (£)

		Month 1		-		£2,000		£20,000		£22,000		£5,000		£17,000		£17,000

		Month 2		£17,000		£2,200		-		£2,200		£2,500		(£300)		£16,700

		Month 3		£16,700		£2,600		-		£2,600		£2,700		(£100)		£16,600

		Month 4		£16,600		£3,200		-		£3,200		£3,000		£200		£16,800

		Month 5		£16,800		£4,200		-		£4,200		£3,600		£600		£17,400

		Month 6		£17,400		£4,800		-		£4,800		£3,900		£900		£18,300

		Month 7		£18,300		£5,200		-		£5,200		£4,200		£1,000		£19,300

		Month 8		£19,300		£4,800		-		£4,800		£3,900		£900		£20,200

		Month 9		£20,200		£3,800		-		£3,800		£3,000		£800		£21,000

		Month 10		£21,000		£3,400		-		£3,400		£2,800		£600		£21,600

		Month 11		£21,600		£3,200		-		£3,200		£2,700		£500		£22,100

		Month 12		£22,100		£5,600		-		£5,600		£2,220		£3,380		£25,480

		Year Total		-		£45,000		£20,000		£65,000		£39,520		£25,480		£25,480

		Note		Finance received is assumed in Month 1 only, based on the earlier module cash-flow table.



Income vs Expenses Across the Year

Total Cash In (£)	Month 1	Month 2	Month 3	Month 4	Month 5	Month 6	Month 7	Month 8	Month 9	Month 10	Month 11	Month 12	22000	2200	2600	3200	4200	4800	5200	4800	3800	3400	3200	5600	Total Cash Out (£)	Month 1	Month 2	Month 3	Month 4	Month 5	Month 6	Month 7	Month 8	Month 9	Month 10	Month 11	Month 12	5000	2500	2700	3000	3600	3900	4200	3900	3000	2800	2700	2220	Amount (£)

Month




image23.emf
Month Opening Balance (£)Sales Receipts (£)Finance Received (£)Total Cash In (£)Total Cash Out (£)Net Cash Flow (£)Closing Balance (£)

Month 1 - £2,000 £20,000 £22,000 £5,000 £17,000 £17,000

Month 2 £17,000 £2,200 - £2,200 £2,500 (£300) £16,700

Month 3 £16,700 £2,600 - £2,600 £2,700 (£100) £16,600

Month 4 £16,600 £3,200 - £3,200 £3,000 £200 £16,800

Month 5 £16,800 £4,200 - £4,200 £3,600 £600 £17,400

Month 6 £17,400 £4,800 - £4,800 £3,900 £900 £18,300

Month 7 £18,300 £5,200 - £5,200 £4,200 £1,000 £19,300

Month 8 £19,300 £4,800 - £4,800 £3,900 £900 £20,200

Month 9 £20,200 £3,800 - £3,800 £3,000 £800 £21,000

Month 10 £21,000 £3,400 - £3,400 £2,800 £600 £21,600

Month 11 £21,600 £3,200 - £3,200 £2,700 £500 £22,100

Month 12 £22,100 £5,600 - £5,600 £2,220 £3,380 £25,480

Year Total - £45,000 £20,000 £65,000 £39,520 £25,480 £25,480

Note Finance received is assumed in Month 1 only, based on the earlier module cash-flow table.

12-Month Cash Flow Summary

Month

Amount (£)

Income vs Expenses Across the Year

Total Cash Out (£)

Total Cash In (£)


Microsoft_Excel_Worksheet1.xlsx
Finance Projection

		Two Sisters Door to Door Home Decoration Service - 12-Month Finance Projection

		Projection built from the earlier module cash-flow table and annual cost estimates supplied for the business



		Line Item		Month 1		Month 2		Month 3		Month 4		Month 5		Month 6		Month 7		Month 8		Month 9		Month 10		Month 11		Month 12		Annual Total (£)

		Opening Balance (£)		-		£17,000		£16,700		£16,600		£16,800		£17,400		£18,300		£19,300		£20,200		£21,000		£21,600		£22,100		-

		Sales Receipts (£)		£2,000

OpenAI: Source: User-provided earlier module finance table and annual cost estimate table.		£2,200		£2,600		£3,200		£4,200		£4,800		£5,200		£4,800		£3,800		£3,400		£3,200		£5,600		£45,000

		Finance Received (£)		£20,000

OpenAI: Source: User-provided earlier module finance table and annual cost estimate table.		-		-		-		-		-		-		-		-		-		-		-		£20,000

		Total Cash In (£)		£22,000		£2,200		£2,600		£3,200		£4,200		£4,800		£5,200		£4,800		£3,800		£3,400		£3,200		£5,600		£65,000

		Expenses

		Rent and premises costs (£)		£708

OpenAI: Source: User-provided earlier module finance table and annual cost estimate table.		£708		£709		£708		£708		£709		£708		£708		£709		£708		£708		£709		£8,500

		Materials, decor stock and casual labour (£)		£3,592

OpenAI: Source: User-provided earlier module finance table and annual cost estimate table.		£1,292		£1,491		£1,792		£2,442		£2,741		£2,992		£2,692		£1,841		£1,642		£1,542		£1,061		£25,120

		Utilities, software and administration (£)		£150

OpenAI: Source: User-provided earlier module finance table and annual cost estimate table.		£150		£150		£150		£150		£150		£150		£150		£150		£150		£150		£150		£1,800

		Transport and delivery (£)		£200

OpenAI: Source: User-provided earlier module finance table and annual cost estimate table.		£200		£200		£200		£200		£200		£200		£200		£200		£200		£200		£200		£2,400

		Marketing and promotion (£)		£150

OpenAI: Source: User-provided earlier module finance table and annual cost estimate table.		£150		£150		£150		£100		£100		£150		£150		£100		£100		£100		£100		£1,500

		Insurance and miscellaneous (£)		£200

OpenAI: Source: User-provided earlier module finance table and annual cost estimate table.		-		-		-		-		-		-		-		-		-		-		-		£200

		Total Cash Out (£)		£5,000		£2,500		£2,700		£3,000		£3,600		£3,900		£4,200		£3,900		£3,000		£2,800		£2,700		£2,220		£39,520

		Net Cash Flow (£)		£17,000		(£300)		(£100)		£200		£600		£900		£1,000		£900		£800		£600		£500		£3,380		£25,480

		Closing Balance (£)		£17,000		£16,700		£16,600		£16,800		£17,400		£18,300		£19,300		£20,200		£21,000		£21,600		£22,100		£25,480		£25,480

		Profit/Loss (£)		£17,000		(£300)		(£100)		£200		£600		£900		£1,000		£900		£800		£600		£500		£3,380		£25,480





Assumptions

		Annual Cost Assumptions and Allocation Basis

		Cost Area		Annual Estimate (£)		Monthly Allocation Basis		Source / Notes

		Rent and premises costs		£8,500

OpenAI: Source: User-provided annual cost table.		Spread evenly with four months at £709 and eight months at £708		Based on Research

		Materials, decor stock and casual labour		£25,120

OpenAI: Source: User-provided annual cost table.		Residual monthly balancing figure to match total cash out profile		Based on Research

		Utilities, software and administration		£1,800

OpenAI: Source: User-provided annual cost table.		£150 each month		Based on Research

		Transport and delivery		£2,400

OpenAI: Source: User-provided annual cost table.		£200 each month		Based on Research

		Marketing and promotion		£1,500

OpenAI: Source: User-provided annual cost table.		Weighted to launch and peak-season months		Based on Research

		Insurance and miscellaneous		£200

OpenAI: Source: User-provided annual cost table.		One-off payment in Month 1		Based on Research

								Based on Research

		Annual cash out tie		£39,520		Projection Total Cash Out (£)		Difference (£)

						£39,520		-

		Key source note		The workbook uses the earlier module cash-flow table as the base case and spreads annual cost headings across months to preserve the supplied total cash out figures.





Cash Flow Summary

		12-Month Cash Flow Summary

		Month		Opening Balance (£)		Sales Receipts (£)		Finance Received (£)		Total Cash In (£)		Total Cash Out (£)		Net Cash Flow (£)		Closing Balance (£)

		Month 1		-		£2,000		£20,000		£22,000		£5,000		£17,000		£17,000

		Month 2		£17,000		£2,200		-		£2,200		£2,500		(£300)		£16,700

		Month 3		£16,700		£2,600		-		£2,600		£2,700		(£100)		£16,600

		Month 4		£16,600		£3,200		-		£3,200		£3,000		£200		£16,800

		Month 5		£16,800		£4,200		-		£4,200		£3,600		£600		£17,400

		Month 6		£17,400		£4,800		-		£4,800		£3,900		£900		£18,300

		Month 7		£18,300		£5,200		-		£5,200		£4,200		£1,000		£19,300

		Month 8		£19,300		£4,800		-		£4,800		£3,900		£900		£20,200

		Month 9		£20,200		£3,800		-		£3,800		£3,000		£800		£21,000

		Month 10		£21,000		£3,400		-		£3,400		£2,800		£600		£21,600

		Month 11		£21,600		£3,200		-		£3,200		£2,700		£500		£22,100

		Month 12		£22,100		£5,600		-		£5,600		£2,220		£3,380		£25,480

		Year Total		-		£45,000		£20,000		£65,000		£39,520		£25,480		£25,480

		Note		Finance received is assumed in Month 1 only, based on the earlier module cash-flow table.



Income vs Expenses Across the Year

Total Cash In (£)	Month 1	Month 2	Month 3	Month 4	Month 5	Month 6	Month 7	Month 8	Month 9	Month 10	Month 11	Month 12	22000	2200	2600	3200	4200	4800	5200	4800	3800	3400	3200	5600	Total Cash Out (£)	Month 1	Month 2	Month 3	Month 4	Month 5	Month 6	Month 7	Month 8	Month 9	Month 10	Month 11	Month 12	5000	2500	2700	3000	3600	3900	4200	3900	3000	2800	2700	2220	Amount (£)

Month
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