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[bookmark: _Toc194068725][bookmark: _Toc194095181]TASK 1: Market Research Analysis for MB Luxury Nail Products

[bookmark: _Toc194095182]Introduction

MB Luxury, a premium nail product brand, seeks to maintain its market position by understanding consumer preferences and product satisfaction. This research provides insights into product demand, quality perception, application ease, and packaging usability based on industry trends and customer feedback.
The global nail care market is expanding due to growing demand for high-quality, long-lasting, and innovative products (Grand View Research, 2022). Additionally, consumers prioritize variety, ease of use, and sustainability in their purchasing decisions (Fortune Business Insights, 2024). To stay competitive, MB Luxury must continuously evolve to meet these expectations.

[bookmark: _Toc194068726][bookmark: _Toc194095183]Product Usage & Consumer Preferences

[bookmark: _Toc194068727][bookmark: _Toc194095184]Figure 1: Question 4 answer screenshot
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Gel nail polishes lead in popularity, followed by nail care products and builder gels. Nail art gels serve a niche market, while growing interest in other categories presents expansion opportunities.
Statista (2025) reports that gel polishes dominate due to their durability and professional finish. Consumers also seek high-performance, health-conscious options like non-toxic and breathable formulas.
[bookmark: _Toc194068728]Business Implications:

· Expand gel polish offerings with new shades, finishes, and vegan-friendly formulas (Transparency Market Research, 2023).
· Boost brand visibility through influencer marketing and salon collaborations (Coherent Market Insights, 2023).
· Explore demand for cuticle oils, nail growth serums, and eco-friendly removers (Nailpro, 2023).
· Introduce seasonal or limited-edition collections to drive engagement and repeat purchases.

[bookmark: _Toc194068729][bookmark: _Toc194095185]Perceived Product Quality
[bookmark: _Toc194068730][bookmark: _Toc194095186]Figure 2: Question 6 answer screenshot
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Most respondents rated MB Luxury products as Excellent or Very Good, reflecting strong customer satisfaction and brand loyalty. A small percentage rated them as Good, indicating minor areas for improvement. No respondents gave a Fair or Poor rating, reinforcing the brand’s reputation for quality and reliability.
Research and Markets (2025) highlights product quality as a key driver of repeat purchases in the premium nail care market. Customers prefer brands that consistently offer durability, colour payoff, and easy removal.

[bookmark: _Toc194068731]Business Implications:

· Use positive reviews in marketing, including testimonials and influencer collaborations.
· Address "Good" ratings by collecting feedback on wearability, texture, and drying time (Fortune Business Insights, 2024).
· Innovate formulations to improve durability, chip resistance, and removal ease while maintaining safety standards.
· Develop professional-grade formulas tailored for salons and nail technicians

[bookmark: _Toc194068732][bookmark: _Toc194095187]Application Satisfaction
[bookmark: _Toc194095188]Figure 3: Question 9 answer screenshot
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Most respondents were very satisfied with the application process, with no reports of dissatisfaction. The product’s smooth application, quick drying time, and even coverage appeal to both professionals and at-home users.
Nailpro (2023) highlights that ease of application is key to customer satisfaction, especially for DIY users seeking salon-quality results.

Business Implications:

· Emphasize ease of application in product descriptions and promotions.
· Improve customer experience with tutorials, guides, and interactive content (Statista, 2025).
· Introduce ergonomic brushes, precision applicators, and self-levelling gels for better usability (Grand View Research, 2022).
· Offer starter kits with step-by-step guides to attract new customers.

[bookmark: _Toc194068734][bookmark: _Toc194095190]Packaging Usability
[bookmark: _Toc194095191]Figure 4: Question 11 answer screenshot
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Most respondents found the packaging easy to use, with only minor usability concerns reported. As demand for sustainable options grows, Transparency Market Research (2023) highlights the importance of eco-friendly packaging in the beauty industry.


[bookmark: _Toc194068736]


Business Implications:

· Maintain user-friendly, visually appealing packaging that aligns with luxury aesthetics.
· Address minor issues like cap design and label readability.
· Implement sustainable solutions such as biodegradable bottles and refillable containers (Coherent Market Insights, 2023).
· Promote eco-friendly packaging efforts through marketing campaigns.

[bookmark: _Toc194068737][bookmark: _Toc194095192]Strategic Recommendations

· Expand the product line with new gel polish shades, finishes, and formulations that cater to diverse consumer preferences.
· Explore additional product categories such as cuticle oils, nail strengtheners, and natural-based treatments to meet growing demand for holistic nail care solutions.
· Gather regular customer feedback and invest in research and development to develop chip-resistant, fast-drying, and long-lasting formulations (Research and Markets, 2025).
· Enhance user experience through step-by-step tutorials, guides, and innovative application tools to support both professionals and at-home users.
· Adopt eco-friendly packaging and promote sustainability initiatives in branding to align with green beauty trends (Transparency Market Research, 2023).
· Strengthen customer engagement by offering loyalty programs, exclusive discounts, and early access to new product launches.
[bookmark: _Toc194068738]

[bookmark: _Toc194095193]Conclusion

MB Luxury enjoys a strong market presence and high customer satisfaction. By focusing on product innovation, quality improvement, user experience, and sustainability, the brand can further strengthen its competitive advantage and expand its market share.
Insights from Grand View Research (2022), Fortune Business Insights (2024), and Statista (2025) highlight the growing demand for premium nail products that offer superior application ease and eco-conscious features. By aligning with these trends, MB Luxury is well-positioned for continued growth, increased consumer loyalty, and a stronger presence in the beauty industry.
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[bookmark: _Toc194095194]TASK 2: Data-Driven Website and Marketing Strategy for MB Luxury

[bookmark: _Toc194068740][bookmark: _Toc194095195]Introduction

In the fast-moving world of digital retail, especially within the beauty and cosmetics sector, creating a website that truly connects with customers takes more than good visuals it requires a deep understanding of what users want and how they behave online. When developing MB Luxury’s new website and digital marketing strategy, we relied heavily on detailed feedback from our customer questionnaire. This data provided invaluable insight into our audience’s preferences, habits, and expectations.
To ensure our digital presence was both engaging and effective, we also incorporated proven best practices from academic and industry research, particularly in the field of digital marketing and search engine optimization (SEO). Insights from researchers such as Hetman and Schaefer (2019), Frutuoso (2023), Yusup et al. (2022), and Econsultancy (2017) informed our strategy and helped shape the final product. This summary explains how user feedback was turned into actionable strategies, focusing specifically on audience segmentation and SEO.

[bookmark: _Toc194068741]









[bookmark: _Toc194095196]Understanding Our Audience: Segmentation That Drives Relevance

Our first step was to analyse who our customers are. The survey revealed that most of our audience falls within the 18–34 age range, with an even split between 18–24 and 25–34-year-olds. This told us we’re serving a young, tech-savvy demographic that engages frequently with beauty trends and values a strong digital experience.
When it came to products, most respondents had purchased gel nail polishes (22 people), followed by nail care items (14), builder gels (11), and nail art gels (8). A significant number also said they used gel nails often or very frequently, indicating that our users are more than casual buyers they’re either dedicated beauty consumers or professionals.

From this, we built two primary user personas:
· Beauty enthusiasts/professionals, who prioritize performance and product variety.
· Trend-conscious shoppers, who are inspired by seasonal collections and social media.
To address these groups, the website now includes specific product sections like a "Pro Tools" collection, as well as trend-led galleries showcasing our most popular colours. This segmentation approach supports Hetman and Schaefer’s (2019) findings, which stress the importance of tailored content and functionality when targeting digitally literate users.

[bookmark: _Toc194068742]




[bookmark: _Toc194095197]Visual Consistency and Branding Driven by User Perception

Feedback around brand identity was overwhelmingly positive over 80% of respondents found MB Luxury’s branding either appealing or very appealing. Packaging, too, received high praise. This level of satisfaction gave us the confidence to maintain our core aesthetic but also refine it further for digital impact.
Our updated design strategy focused on elegance and clarity. The site’s visual identity featuring soft colour palettes, modern fonts, and high-quality imagery was made consistent across all digital platforms. In line with Frutuoso’s (2023) recommendations, we emphasized a strong brand narrative that connects emotionally with the audience, particularly younger consumers who value authenticity and story-driven branding.

[bookmark: _Toc194068743][bookmark: _Toc194095198]SEO Optimization: Making the Brand Discoverable and Competitive

Standing out in the beauty industry requires more than good design it demands visibility. That’s why SEO played a central role in our digital strategy. Following guidelines from Econsultancy (2017) and Yusup et al. (2022), we applied a multi-faceted SEO plan that included technical, content, and off-site strategies.
We started with keyword research based on customer feedback. Phrases like “long-lasting gel polish” and “easy application” were incorporated into product descriptions, page headers, blog content, and metadata. These long-tail keywords helped us attract more qualified traffic with specific intent.
The site was also optimized for mobile responsiveness, speed, and structure. Pages load quickly, images are compressed without compromising quality, and structured data (like Schema markup) is used to enhance search visibility.
To support ongoing content marketing, we launched a blog focused on topics our audience cares about such as nail care tips, seasonal colour trends, and application tutorials. This not only builds trust but also improves search engine rankings by increasing site activity and relevance.
[bookmark: _Toc194068744][bookmark: _Toc194095199]Speaking the Customer’s Language: Matching Real Search Behaviour

One of the more nuanced but critical insights came from Filobbos and Li (2020), who showed how colloquial search terms drive higher engagement than technical jargon in healthcare marketing. We applied the same logic by favouring simple, natural phrases over industry-specific terms.
For instance, instead of labelling a product “keratin-enriched base coat,” we used “nail strengthening base” language our customers use when searching online. This change made the website more accessible and optimized our content for real-world search behaviour.

[bookmark: _Toc194068745][bookmark: _Toc194095200]Smart Tools: Automating for Consistency and Reach

To maintain consistent engagement without increasing overhead, we adopted a set of marketing automation tools, as suggested by Hetman and Schaefer (2019). These included:
· Email automation for order confirmations, follow-ups, and promotions.
· SMS campaigns for flash sales and new launches.
· A mobile-first loyalty program, allowing customers to earn rewards through repeat purchases.
These tools help us stay connected to our customers without requiring daily manual input freeing up our team to focus on strategy and creative development.
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[bookmark: _Toc194095201]Social Media and Off-Site SEO: Leveraging Influence

According to our survey, social media was the most common way respondents discovered MB Luxury. This validated our investment in influencer partnerships and content collaborations. Our strategy included:
· Partnering with micro-influencers to create authentic product reviews.
· Encouraging user-generated content and tagging.
· Incorporating backlinks to product pages in all influencer content.
Frutuoso (2023) emphasized that such strategies are critical for domain authority and long-term search engine success, especially when executed in a way that prioritises credibility and consistency.
[bookmark: _Toc194068747]
[bookmark: _Toc194095202]Conclusion

The development of MB Luxury’s website and digital marketing strategy was rooted in data and strengthened by expert-backed methodology. By segmenting our audience based on actual behaviours and preferences, we created an experience that feels personal and intuitive. At the same time, a solid SEO strategy built from academic and professional insights ensured that our digital presence is not only appealing but also discoverable and competitive.
[bookmark: _Toc194068748]Combining customer insights with research-driven tactics allowed us to build a website that is user-friendly, optimized for growth, and aligned with what today’s beauty consumer expects. This human-centred, evidence-based approach has positioned MB Luxury for sustainable online success.
[bookmark: _Toc194095203]Website screenshots

Figure 5: 
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Figure 6: 
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[bookmark: _Toc194095204]TASK 3: The Importance of Excel in the Digital Era
[bookmark: _Toc194095205]Figure 8: Spreadsheet



In today’s fast-changing digital world, knowing how to use tools like Microsoft Excel is more important than ever. Excel is used in everything from business analysis to classroom learning, making it a key skill in many industries. It's also a major part of academic programs and certifications, helping students and professionals get ready for data-focused careers.
Research by Ali and Fitzpatrick (2022) shows that Excel skills are not just helpful they’re essential in many jobs. Their study on the Microsoft Office Specialist Excel Expert exam (MO-201) found that employers really value certified Excel users. They used statistical tests to show that mastering certain Excel functions is important to meet different job requirements.
In education, Excel is both a teaching tool and something students need to learn. For example, Ostrow (2009) explains how Excel is used to teach statistics to graduate nursing students. It’s easy to access, low-cost, and useful for real-world situations. Learning Excel helps students build data skills they can use in research or clinical work.
Ragland and Rackliffe (2016) investigated how Excel is used in accounting education by surveying over 245 professors. Most agreed that Excel is important for preparing students for jobs in public accounting. However, they also noticed that many students still aren’t very skilled in using it. This shows that there’s a need for better, more targeted Excel training that matches what students will use in the workplace.


To help improve Excel skills, creative teaching methods are starting to appear. For example, Chen and Tang (2023) created a digital role-playing game called Legendary Wizard Excel to make learning Excel more fun and effective for college students. When they compared the game to traditional textbook learning, they found that students using the game were more engaged, learned more, and were more open to the technology. This shows that using game-based learning can boost interest and help students better understand technical skills like Excel.
Excel is also helpful for building analytical thinking skills. For example, Swaney and Convery (2012) created a learning module called Analyzing Business Issues with Excel, where students work on short business problems using spreadsheets. These tasks teach them how to use advanced Excel tools like pivot tables, regression, goal seek, and net present value (NPV). It’s a hands-on way to improve both their problem-solving and technical skills.
Even though newer tools like R and Python are becoming more popular, Excel still plays a key role in learning data skills. Bui, Sankaran, and Sankaran (2023) studied students who moved from using Excel to R in a data course. While many saw R as more powerful, they still appreciated Excel for being easier to use especially students without coding experience. Excel's simple design makes it a great starting point before moving on to more advanced tools.
To help students build strong basics, peer tutoring can also be very effective. Erkis, Lipton, and Lantushenko (2018) found that students who struggled with Excel improved a lot when taught by classmates who were more skilled. These one-on-one sessions gave students direct help and boosted their confidence. In addition to academic benefits, peer tutoring also fosters collaboration and communication skills, which are valuable in both classroom settings and professional environments.
In today’s digital world, it's essential to know how to handle and understand data. Excel fits that need perfectly. It’s easy enough for beginners but powerful enough for more complex work. From business and accounting to nursing and education, Excel proves useful in many fields. Its wide range of functions from basic calculations to advanced data analysis makes it a flexible tool that adapts to the needs of different users, helping them solve real-world problems with confidence and clarity.
[bookmark: _Toc194068752][bookmark: _Toc194095206]Conclusion

Microsoft Excel plays many important roles in today's digital world. It’s not just a basic tool for spreadsheets it’s widely used in schools, job training, and real-world problem-solving. In education, Excel helps students build data skills that are useful across different subjects, from accounting to nursing (Ostrow, 2009). It’s also a key requirement for many professional certifications, such as the Microsoft Office Specialist certification, which employers see as proof of practical job skills (Ali and Fitzpatrick, 2022). Even though newer data tools like R and Python are gaining popularity, Excel continues to be a trusted starting point because it's easy to use and still powerful enough for advanced tasks like data analysis and business planning. Its use in both classrooms and workplaces show that Excel remains an essential skill in a world that runs on data.
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[bookmark: _Toc194095207]Task 4: Storytelling Techniques in the MB Luxury Video Advertisement

The MB Luxury video ad tells a story that feels natural, relatable, and emotionally engaging. It begins by highlighting a common issue weak, dull nails that many people experience. From there, it introduces MB Luxury as the ideal solution, showcasing its elegant, high-performance products in action. As Sprout Social (2024) explains, effective brand storytelling presents the brand as the "hero,” guiding the customer toward transformation.
By featuring real users and professional nail artists, the video adds authenticity and makes it easier for viewers to see themselves using the products. According to Acquia (2024), emotional and personal storytelling is key to building trust and creating stronger connections with the audience. MB Luxury captures this through calming visuals, soft music, and striking before-and-after moments.
The video also draws attention to the texture, application process, and results underscoring the brand’s identity as both luxurious and inclusive. As noted by the Forbes Agency Council (2024), great storytelling should leave viewers feeling emotionally fulfilled and inspired to act. The ad ends with a clear, gentle call to action.
Ultimately, the video connects with its audience in a personal and memorable way, reinforcing MB Luxury’s values and strengthening brand loyalty.

[bookmark: _Toc194095208]Figure 9: YouTube Link

https://youtu.be/reVgguzXVus?si=KDPA3nweXGXPBjL6
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Microsoft_Excel_Worksheet.xlsx
Sheet1

		Category		January		February		March		April		May		June		July		August		September		October		November		December

		Product Sales		15000		16000		17000		18000		19000		20000		21000		22000		23000		24000		25000		26000

		Online Sales		5000		5500		6000		6500		7000		7500		8000		8500		9000		9500		10000		10500

		Total Income		20000		21500		23000		24500		26000		27500		29000		30500		32000		33500		35000		36500

		Product Manufacturing		7000		7500		8000		8500		9000		9500		10000		10500		11000		11500		12000		12500

		Marketing		2000		2100		2200		2300		2400		2500		2600		2700		2800		2900		3000		3100

		Rent		1500		1500		1500		1500		1500		1500		1500		1500		1500		1500		1500		1500

		Utilities		500		500		500		500		500		500		500		500		500		500		500		500

		Salaries		4000		4000		4000		4000		4000		4000		4000		4000		4000		4000		4000		4000

		Total Expenses		15000		15600		16200		16800		17400		18000		18600		19200		19800		20400		21000		94600

		Profit/Loss		5000		5900		6800		7700		8600		9500		10400		11300		12200		13100		14000		-58100



MB Luxury Financial Projects



Product Sales	January	February	March	April	May	June	July	August	September	October	November	December	15000	16000	17000	18000	19000	20000	21000	22000	23000	24000	25000	26000	Online Sales	January	February	March	April	May	June	July	August	September	October	November	December	5000	5500	6000	6500	7000	7500	8000	8500	9000	9500	10000	10500	Total Income	January	February	March	April	May	June	July	August	September	October	November	December	20000	21500	23000	24500	26000	27500	29000	30500	32000	33500	35000	36500	Product Manufacturing	January	February	March	April	May	June	July	August	September	October	November	December	7000	7500	8000	8500	9000	9500	10000	10500	11000	11500	12000	12500	Marketing	January	February	March	April	May	June	July	August	September	October	November	December	2000	2100	2200	2300	2400	2500	2600	2700	2800	2900	3000	3100	Rent	January	February	March	April	May	June	July	August	September	October	November	December	1500	1500	1500	1500	1500	1500	1500	1500	1500	1500	1500	1500	Utilities	January	February	March	April	May	June	July	August	September	October	November	December	500	500	500	500	500	500	500	500	500	500	500	500	Salaries	January	February	March	April	May	June	July	August	September	October	November	December	4000	4000	4000	4000	4000	4000	4000	4000	4000	4000	4000	4000	Total Expenses	January	February	March	April	May	June	July	August	September	October	November	December	15000	15600	16200	16800	17400	18000	18600	19200	19800	20400	21000	94600	Profit/Loss	January	February	March	April	May	June	July	August	September	October	November	December	5000	5900	6800	7700	8600	9500	10400	11300	12200	13100	14000	-58100	
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4 Which M8 Luxury products) have you purchased or used? (Multple answers)
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