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Task  1
Market research is the process of gathering, analysing, and interpreting data about a market, including information about the target audience, competitors, and the overall industry environment. 
A questionnaire has been generated and distributed to understand the needs and preferences of consumers, identify market trends, evaluate potential market opportunities, and assess the competitive landscape (Smith, J. & Thomas, 2023).
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The purchasing patterns in this data show that clothing is purchased relatively frequently, with most consumers buying on a monthly basis. This suggests that for many consumers, purchasing clothes is part of their regular shopping routine which, could be driven by the need to refresh wardrobes regularly, especially in fast fashion markets where trends change frequently (McKinsey & Company, 2023).
Interestingly, no one reported purchasing clothing rarely. This might suggest that in the context of modern consumerism, clothing purchases are an ongoing and somewhat essential part of life, even if they are not frequent for all consumers (Joy & Sherry, 2023).
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Casual wear is the most frequently purchased category, which suggests a strong preference for comfort and everyday practicality. This trend aligns with broader consumer behaviour, where functionality and comfort are highly valued (Johnson & Lee, 2023).
Party/Occasional Wear is the second-highest category. This indicates that special events or social gatherings are a priority, even if they are not as frequent as daily casual wear. It's also possible that this type of clothing is bought more occasionally, for specific events or seasonal needs.
Formal wear is the third most-shopped category, which indicates that the individual does not prioritise clothing for very formal, work-related, or corporate events as much as other categories. 
Ethnic/traditional wear is the least purchased category, suggesting that this type of clothing is not a primary focus for this individual. 
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The data indicates that consumers are drawn to a blend of ready-to-wear and customised clothing, appreciating both the convenience and variety of ready-to-wear options and the individuality that comes with customisation. This highlights the importance of offering both types of clothing to cater to modern consumers' diverse needs. The flexibility of having both options may reflect changing consumer attitudes towards personalisation and convenience in fashion (Palmer & Gregson, 2024). 
A smaller group reported a preference for ready-to-wear clothing. Ready-to-wear offers ease of purchase and immediate availability, making it appealing for consumers who prioritise convenience over personalisation. This preference aligns with the growing trend of fast fashion, where consumers can quickly acquire the latest trends (Kolenik, 2024).
No respondents selected customised clothing as their sole preference. This may indicate that while some people like the idea of customisation, it may not be practical or essential for most consumers. Customisation often comes with higher costs and longer waiting times, factors that might discourage consumers from choosing it exclusively (Lutz & Sweeney, 2024).
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The data provides insights into where consumers would prefer a new fashion clothing store to be located. Most people prefer a new clothing store to be in shopping malls. Shopping malls remain a popular choice due to their high foot traffic. Malls offer convenience and a wide range of choices, making them an attractive location for fashion retailers (Johnson & Thompson, 2023.
Online stores also receive significant preference, with 14 respondents selecting this option. This indicates that many consumers value the convenience and accessibility of shopping online, as it allows them to browse and purchase items at any time, without the need to visit a physical store (Smith & Thomas, 2023).
The feedback of the questionnaire enabled a deeper understanding of customer’s needs, preferences, and purchasing behaviours (Smith & Johnson,2023), which will assist in creating targeted marketing campaigns and making informed strategic decisions regarding product development, pricing, and location (Kotler et al., 2024).
The analysis of the questionnaire suggests that the business plan for women’s fashion is more likely to succeed, as clothing purchases have become an ongoing and essential aspect of modern consumerism, even if they are not frequent for all consumers. Offering a mix of casual and occasional wear can appeal to a broad spectrum of consumers. 
The high preference for shopping malls and online stores indicates a dual demand for both physical and digital shopping experiences. By establishing physical stores in high-traffic areas (e.g., malls) and maintaining a strong online presence, the business can cater to a broad range of consumers, meeting the high demand for both types of shopping experiences (Smith & Thomas, 2023). 
Furthermore, the analysis highlights that offering hybrid models, where consumers can personalise ready-to-wear garments with minor adjustments, such as modifying sleeve length, could be highly appealing. This approach would meet the diverse needs of modern consumers, differentiate the fashion boutique from the mass retail market, and help build a strong brand identity.

Task 2 
Screenshot of the website I designed on Weebly.com
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(Weebly, 22 November 2024)
My brand logo
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Facebook post created using Canva.
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Facebook post designed on Canva
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Business Card designed on Canva
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In the process of creating the business website and marketing materials, the data gathered from the questionnaire analysis has been used to uncover the key insights about the potential customers. These insights, enabled to segment the audience based on their preferences, behaviours, and lifestyle needs.
By analysing the age and income levels of respondents, it was clear that the target audience consists of young women age between 18  to 30 years. This group is highly attracted to party wear and occasion wear that fit the latest trends. Customisation services appeal to their desire for unique, personalised fashion (Brown & Green, 2023). 
Professional women age between 25 to 45 years with a higher disposable income is drawn to luxury, bespoke designs. They value customisation and are willing to invest in high-end, and premium unique pieces (Smith, 2023). This demographic is likely to be repeat buyers, especially if they perceive the brand as a reflection of their lifestyle (Jones & Taylor, 2022).
Middle-income women look for affordable, stylish options for both party and occasion wear. This segment may invest in customised items for special events but are conscious of balancing price and quality, making them an ideal audience for both high-end boutique and competitive pricing strategy (Baker, 2020).  
A post has been created on Canva and shared on Facebook announcing the upcoming launch of Aalicia fashion boutique, emphasising the key features such as customisation, premium offerings, and limited-edition collections. The post aims to build brand recognition and attract luxury shoppers who perceive high-end fashion as a symbol of status and social prestige. To capture the attention of this target segment and reach a wider audience, a special offer of 20% off for first-time buyers has been introduced, available for a limited time.
The trendy and timeless collection is targeted to Fashion Enthusiasts individuals, who follow high fashion trends and are motivated by a desire to own the latest designer pieces (Gibson & Clark, 2023). 
The questionnaire data also revealed a segment of consumers who value quality over price, making them more inclined to invest in premium products (McKinsey & Company, 2020). To cater to this segment of the audience, the brand has been strategically positioned to appeal to individuals who prioritise quality over quantity. This is achieved by offering superior, high-quality fabrics crafted from the finest materials, ensuring each piece reflects the durability, elegance, and craftsmanship these consumers desire (Harrison, 2022).
The brand has segmented its consumers also by categorising its product offerings into seasonal and event-based collections. The collection of evening dresses, cocktail dresses, sequined dresses, and accessories such as evening bags and heels is designed for young professional women seeking unique, fashionable outfits for evening parties, birthdays, or social gatherings (Miller & Thompson, 2023)
The special seasonal collection is aimed at women preparing for seasonal events such as Christmas parties, New Year’s Eve or summer weddings. Dresses for wedding guests, bridesmaids, or mother-of-the-bride, as well as accessories like shawls or special shoes is aimed at women attending weddings as guests, bridesmaids, or family members. 
Based on the questionnaire analysis, it was found that many consumers make clothing purchases on a monthly basis. To cater to this segment, the brand has implemented loyalty programs, offered discounts, and provided early access to new collections. This approach is designed to appeal to fashion-conscious shoppers who frequently update their wardrobes, ultimately helping to build a loyal customer base (Johnson & Lee, 2023).
Based on the customers' preferences, the brand has decided to operate both through an online store and a physical location in Cardiff City Centre. This multi-channel approach ensures the ability to meet the needs of customers across different platforms, providing them with a seamless shopping experience (Williams & Harris, 2022).
By opening a physical store in Cardiff City Centre, the brand aims to attract high foot traffic from fashion-conscious consumers. Located within the St. David's shopping centre, the store benefits from being at the heart of fashion, art, and culture, drawing in high-end shoppers (Williams & Taylor, 2022). Urban customers often seek trendy, exclusive items such as party wear, occasion wear, and customised products. The store's proximity to office buildings, event venues, and social hubs means that professional women and trendsetters are frequent visitors, often seeking high-end, personalised fashion who are more likely to invest in luxury fashion (Parker & Davies, 2023). 
Customers appreciate the hands-on experience of trying on clothes and the personalised service for special occasion consultations. Additionally, in-store promotions and tailored experiences can effectively drive foot traffic, especially in urban areas (Baker & Robinson, 2023).
The online store can play a crucial role in reaching an even wider customer base, particularly those who are looking for unique styles and customisation options. Online shopping offers significant flexibility, allowing consumers to shop at their convenience without the need to visit a physical store  (Jones & Roberts, 2023). 
By operating online, the brand can cater to a broader geographic area, including international customers interested in exclusive high-end fashion. Global customers are often willing to pay premium prices for luxury goods, especially if they are not readily available in their local markets (Johnson & Lee, 2023). 
To enhance the visibility of the brand, the team has strategically incorporated relevant, high-traffic keywords into the website and marketing materials, based on insights from the questionnaire. These keywords include terms such as women’s high-end fashion, luxury and premium editions, occasion wear, party dresses, cocktail dresses, bespoke evening dresses, bridesmaid dresses, personal styling services, and customised dresses.
The questionnaire also revealed that certain customers are interested in seasonal collections, such as Christmas and wedding-related attire. To capitalise on this, the brand created specific pages and marketing campaigns centred around seasonal keywords like "Christmas collection," "Wedding collection," and "bridesmaid dresses." These keywords were prominently featured on category pages and in promotional posts. For example, the Christmas collection was optimised with terms like "luxury Christmas dresses" to attract luxury shoppers seeking high-end outfits for the festive season (Taylor & Green, 2022).
The questionnaire revealed that many users access the site via mobile devices. As a result, ensuring the website was mobile-friendly became a priority for SEO. The team optimised the site’s design to be responsive, ensuring that all pages, product listings, and checkout processes loaded quickly and displayed properly across all devices. This enhancement improved both the user experience and search rankings (Miller & Davis, 2023). 
Task 3 
Below is a cash flow forecast for the fashion boutique ‘‘Alicia’’, outlining the projected income, expenses, profits, and losses.
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The above bar chart, highlights that the income for the month February and March was lower than the expenses, resulting in a net loss of £4,552.
In the digital age, Microsoft Excel stands as one of the most critical tools in various professional fields. Originally introduced in 1985, excel has evolved into a modern programme essential for data analysis, visualisation, project management, financial modelling and various other applications (Microsoft, 2023). As organisations become more data-driven, excel has proven invaluable for its flexibility, user-friendly interface, and analytical capabilities, making it in dispensable in the digital era.
In the digital age, the ability to analyse data effectively is more important than ever. Excel plays a critical role in transforming raw data into meaningful insights, enabling individuals and organisations to make informed decisions. The software provides a wide range of built-in functions and formulas, such as SUM, AVERAGE, VLOOKUP, and IF statements, which help users manipulate data efficiently (Miller, 2020). With these tools, users can summarise and analyse data in a way that reveals patterns, trends, and relationships that may not be immediately apparent.
[bookmark: _Hlk183733154]Excel provides advanced data analysis tools like PivotTables, Power Query, and Power Pivot for efficient data manipulation and collection (Dufresne, 2023). These features are particularly beneficial for businesses managing large datasets, enabling sophisticated analysis and reporting. For instance, a retail business can use PivotTables to examine sales data by product, region, or time-period, offering valuable insights into market trends and customer behaviour (Grant, 2021).
Excel's data visualisation features, including bar charts, line graphs, pie charts, and scatter plots, help users present data in a clear and accessible way (Jones, 2022). The ability to convert raw numbers into compelling visual representations makes Excel indispensable for business analysts, marketers, and anyone who needs to present data-driven insights.
In the fast-paced digital world, automation is key to improving productivity and efficiency. Excel has several features that allow users to automate repetitive tasks and streamline workflows. Macros, written in Visual Basic for Applications, are widely used to automate tasks in Excel, such as formatting, data entry, or generating report (Smith, 2020). By recording actions or writing custom code, users can streamline complex processes, reducing time and minimising human error.
Another powerful feature in Excel is its ability to integrate with other software and systems, enabling seamless data transfer and automation. Excel can connect to external data sources such as databases, web services, and cloud platforms, allowing for the import and export of data without manual intervention (Microsoft, 2024). For businesses, this means that data flows more efficiently across systems, reducing the need for manual entry and minimising the risk of errors.
In addition, Excel's conditional formatting and data validation features help users quickly identify issues such as errors, inconsistencies, or outliers in data. These features improve the accuracy and reliability of the information, ensuring that the analysis is based on correct and consistent data (Miller, 2023).
In the digital era, businesses rely on data for decision-making, and Excel plays a key role by allowing users to analyse, model, and forecast data. Financial analysts, for example, use Excel to create financial models that predict future performance, including profit margins, cash flow projections, and budget allocations, all essential for informed business decisions (Dufresne, 2023).
Excel's "what-if" analysis tools, such as Goal Seek, Solver, and Scenario Manager, are crucial for decision-making. They allow users to explore potential outcomes based on different assumptions, helping decision-makers evaluate various scenarios and choose the best option (Griffiths, 2023). For example, a business can use these tools to simulate market conditions and assess the likely return on investment.
Excel's flexibility allows it to be used in a wide variety of decision-making contexts. From budgeting and forecasting to strategic planning and risk analysis, Excel provides a reliable framework for individuals and businesses to assess options, calculate potential risks, and make data-driven decisions that align with their goals (Jones, 2022).
In conclusion, Microsoft Excel has established itself as an indispensable tool in the digital era due to its versatility, data analysis capabilities, automation features, and role in decision-making. The software has become an essential part of daily operations for individuals, businesses, and organisations across industries. As the world continues to generate more data, the ability to analyse and make sense of that data becomes even more important. Excel remains at the forefront of this challenge, empowering users to transform raw data into actionable insights. In an era where digital literacy and data-driven decision-making are crucial, mastering Excel is a valuable skill that enhances productivity, accuracy, and strategic thinking.

Task 4 
Here is the link for the YouTube storytelling video on AALICIA 
https://youtube.com/shorts/3zkQMZB_wqk?si=sWxLifULsI3zFxys 
In the storytelling video for Aalicia, several storytelling techniques are skilfully employed to communicate the message that fashion is deeply personal and reflects individual identity (Abbott, 2024). A key technique used is personalised narrative, where the video emphasises that fashion is not one-size-fits-all. By showcasing diverse women, it illustrates how each woman’s fashion choices reflect her unique story, culture, and beliefs, allowing viewers to relate to the narrative. Emotional storytelling plays a significant role in the video, tapping into the emotions of the audience by celebrating self-expression and body positivity. This approach fosters a strong connection with viewers, helping them feel seen and empowered (Phillips, 2017) . 
Furthermore, visual storytelling is effectively utilised, with each scene carefully crafted to represent different aspects of a woman's journey—whether it's her cultural heritage, personal style, or life experiences. This technique transforms abstract concepts like identity and confidence into clear, visible images. Another important technique is inclusive language, as the script communicates a message of acceptance and belonging for all women, regardless of shape, size, or background (Schaffrin, 2020) . Lastly, the use of brand storytelling reinforces Aalicia’s mission, creating a consistent and clear narrative that aligns the brand with values of diversity and empowerment, inviting every woman to feel celebrated (Gilmore & Pine, 2020). 
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Aalicia Fashion Botique Income & Expenses

Income	January 	February 	March 	Total 	19800	6200	6600	32600	Expenses	January 	February 	March 	Total 	13945	11702	11505	37152	
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January  February  March  Total 

Income 

Sales  £4,800 £6,200 £6,600 £17,600

Loans £5,000 £5,000

Investment £10,000 £10,000

Total Income  £19,800 £6,200 £6,600 £32,600

Expenditure 

Wages  £6,900 £6,900 £6,900 £20,700

Rent £1,600 £1,600 £1,600 £4,800

Electricity  £700 £680 £620 £2,000

Tel & Broadband  £50 £50 £50 £150

Loans £450 £450 £450 £1,350

Materials  £1,485 £1,772 £1,885 £5,142

Adverts £400 £250 £650

Capital spent £2,360 £2,360

Total Expenditure  £13,945 £11,702 £11,505 £37,152

Net Cash Flow  £5,855 -£5,502 -£4,905 -£4,552

Opening Balance  0 £5,855 £353 0

Closing Balance £5,855 £353 -£4,552 -£4,552
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2. How often do you purchase new clothing? More details
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3. What clothing categories do you usually shop the most? More details
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8. Do you prefer ready to wear or customised clothing? More details
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11, Where would you prefer a new fashion clothing store to be located? (Please select all that apply)

@ Shopping malls
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