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[bookmark: _Toc232389739]Task 1
[bookmark: _Toc232389740]1. Introduction
Today’s competitive business environment requires an understanding of the target audience’s needs and preferences. According to Chen (2023), this understanding is an important factor in developing a sustainable business. Market research is the foundation of any successful business design strategy, offering an entrepreneur with data-based insights that minimise risk and enhance business success (Keller and Kotler, 2015). A well-drafted market survey will not lead a business owner to assume what his customers want and need (Stocch et al.). 
The report outlines the results of a primary market research questionnaire designed to help develop a home-style ordering service called FoodPal that delivers already-made food for  The questionnaire is designed in Google Forms and circulated among my classmates, and the responses are analysed to identify the main themes and trends emerging from the business concept, website design, and marketing materials.
Research Questions
1. How often do young adults struggle to cook or access good meals? 
2. How much are young adults willing to budget for food ordering, and what is their ordering behaviour?
3. Are there cuisines and dietary requirements that a food vendor should maintain?
4. Which marketing approach is most effective for reaching this audience?
[bookmark: _Toc232389741]2. Data Analysis
The questionnaire was deployed to collect data from 32 target participants, and the data was analysed using descriptive statistics, particularly a bar chart. According to Mocănașu (2020), a sample size of 32 is sufficient to provide valid quantitative insight. The analysis of the data is presented in terms of the demographic characteristics of the respondents and the results that shed light on the research questions. 


[bookmark: _Toc232389742]Demographic Features

[bookmark: _Toc232389706]Age Category[image: Forms response chart. Question title: Select your age category. Number of responses: 32 responses.]
Source: Researcher’s Survey
Figure 1 shows the age distributions of the participants. The evidence shows that 43.8% of the participants are between the ages of 20-30 years old. While 37.5%  and 15.6% are within the age range of 31-40 years and 16-20 years, respectively. The age distribution shows that the study participants are young adults. This aligns with the classification of  Belski and Thodis (2020). 
In terms of gender distribution, the data shows that 46.9% of the participants are males while 40.6% are female. 12.5% prefere not to say their gender identification. However, the gender distributions in this report is less asymmetric. 
[bookmark: _Toc232389707]Gender
[image: Forms response chart. Question title: Select gender . Number of responses: 32 responses.]
Source: Researcher’s Survey
[bookmark: _Toc232389743]Response to Research Questions
1. How often do young adults struggle to cook or access good meals? 
[bookmark: _Toc232389708]Frequency of Cooking 
[image: Forms response chart. Question title: How often do you cook your own meals at home?. Number of responses: 32 responses.]
Source: Researcher’s Survey
Figure 3 shows the frequency of cooking by participants. 40.6% of the participants show that they cook a few times a week, while 37.5% rarely cook. However, 21.9% of the audience cook every day. 

[bookmark: _Toc232389709] Challenge of eating well
[image: Forms response chart. Question title: What is your biggest challenge when it comes to eating well?. Number of responses: 32 responses.]
Source: Researcher’s Survey
Highlighting the challenge of eating well among the participants, the result shows that 28.1% of the participants always want varieties of foods, 21.9% are always busy, and 18.8% do do not have time. Also, 15.6% and 15.6% of the participants show that they do not like to cook and cooking is expensive. 
[bookmark: _Toc232389710]Frequency of Food Ordering
[image: Forms response chart. Question title: How often do you order food (takeaway/delivery) per week?. Number of responses: 32 responses.]
Source: Researcher’s Survey
Regarding food ordering to meet their needs, 50% of participants order food 1-2 times a week, 34.4% order 3-4 times a week, and 9.4% never order. 
Figures 3-5 shed insight to the first question. Based on the evidence, there is a disparity in home cooking among young adults. Given that 37.5% rarely cook and 28.1% seek variety in foods, there is a clear indication of under-servicing, which will be adequately addressed by FoodPal’s various offerings. The fact that about 50% of participants also ordered food aligns with Soldavini and Berner (2021), who reported that the student population rarely cooks. 
2. How much are young adults willing to budget for food ordering, and what is their ordering behaviour?
[bookmark: _Toc232389711][bookmark: _Hlk232369614]Fees ready to Pay for Food Order
[image: Forms response chart. Question title: How much are you willing to spend on a single home-cooked meal order?. Number of responses: 32 responses.]
Source: Researcher’s Survey
The result in Figure 6 answers the second question. The result shows that 50% would pay between £10 and £15, 31.3% would pay between £5 and £10, while 9.4% each are willing to pay less than £5 or more than £15. The prices participants are willing to pay for food ordering reflect the average price of food in UK stores (Huang et al., 2025). This provides a pricing strategy for FoodPal. 

3. Are there cuisines and dietary requirements that a food vendor should maintain?
[bookmark: _Toc232389712]Cuisine Preference
[image: Forms response chart. Question title: Which type of cuisine do you prefer? . Number of responses: 32 responses.]
Source: Researcher’s Survey
[bookmark: _Toc232389713]Dietary Requirement
[image: Forms response chart. Question title: Do you have any dietary requirements?. Number of responses: 32 responses.]

Source: Researcher’s Survey
The evidence in Figures 7-8 provides insight into question 3. The result shows that as for the preference for types of cuisine in Figure 7, 43.8% preferred African, 21.9% preferred international cuisine, 18.8% preferred fast food type, 9.4% preferred Asian cuisine, and a small percentage had no preference at all. Regarding the dietary requirements in Figure 8, 81.3% were free of dietary restrictions, and a small percentage followed different diets, such as vegetarianism, veganism, and gluten-free diets. 
Moreover, African cuisines top the chart with 43.8%, followed by international cuisines and fast foods. It is possible that the participants in this study are mostly African. Although African cuisine is penetrating the global food menue (Oktay and Sadıkoğlu, 2028). Also, since 81.3% have no dietary preferences, FoodPal should prioritise serving dishes with African flavours and include some international dishes to attract more customers.



4. Which marketing approach is most effective for reaching this audience?
[bookmark: _Toc232389714]Meal Collection
[image: Forms response chart. Question title: Would you prefer delivery or collection for your meal orders?. Number of responses: 32 responses.]
Source: Researcher’s Survey
[bookmark: _Toc232389715]Marketing touchpoints
[image: Forms response chart. Question title: Where would you most likely discover a new food business like this?. Number of responses: 32 responses.]
Source: Researcher’s Survey
Furthermore, when it comes to food delivery preferences, result in Figure 9 reveal that 40.6% opt for food to be delivered at their doorstep, 37.5% preferred delivery or picking up, whereas 21.9% prefer picking up the food by themselves. Food delivery is a strategic approach for food vendors to gain customer loyalty (Su et al., 2022).
Regarding the medium used for identifying food vendors, Figure 10 indicates that 25% preferred Instagram, 21.9% used flyers, 15.6% used word of mouth or WhatsApp groups, 9.4% preferred TikTok or Google search, while Facebook was not often used. The evidence suggests that a combination of marketing approaches is essential for driving service marketing. This is in tandem with the findings of Lim (2022). Therefore, FoodPal must combine different marketing approaches to enhance its marketing. 
[bookmark: _Toc232389744]



Conclusion
The report represents market research on the needs and preferences of potential customers for FoodPal services. The data show that young people want inexpensive, convenient food, with a preference for African cuisine, door-to-door delivery, and a varied menu. Hence, FoodPal should use a customer-oriented pricing strategy, offer foods desired by their customers, and apply online and offline marketing. 
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Website available at: https://palfood.weebly.com/menu.html 
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Task 2

[bookmark: _Toc232389750]1. Introduction
In this task, Microsoft Excel is utilised to develop a financial project for a small business using FoodPal as an example. The financial project takes into account the business income and expenditure for one year from January to December. The annual income and expenses of the business are presented in the graph below. 
[bookmark: _Toc232389716]Projected Yearly Income VS Expenditure

Source: Researcher’s projection
The projected income for the small business for 1 year is £20,916, while the expenses are £11,235. This means that the business makes a profit of £9,681. The profit of the business is estimated as the difference between revenue and expenditure (Stobierski, 2020). The Excel workfile for the financial projection is presented below.

[image: A spreadsheet with numbers and a few expenses

AI-generated content may be incorrect.]

[bookmark: _Toc232389751]2. Importance of Excel in the digital era


The revenue projection for a small business using FoodPal as an example shows the significance of Excel in current business operations. Based on the foregoing, Fairhurst (2019) argued that Microsoft Excel is one of the most common digital tools used today and has become integral in business, education, finance, research and decision making. While there has been an increasing number of technologies, such as artificial intelligence, cloud-based systems, and big data analysis, Excel remains relevant due to its accessibility, flexibility, and analytical power (Fairhurst, 2019). 
Also, data management and organisation are two of the most significant aspects of the importance of Excel in the digital era. Businesses create tons of data every day, and Excel is the perfect place to store, organise, and manage that data in a structured manner. Spreadsheets allow users to organise, sort, and filter data and categorise it to make information more accessible and easier to understand (Yau, 2024). For small and medium-sized businesses like FoodPal, Excel is a cost-effective solution to more expensive database systems, allowing businesses to keep track of operational records without having advanced technical infrastructure. In this respect, FoodPal is able to utilise Excel to store its monthly expenses and income for comparison. The advantage of comparing data in an Excel environment provides a huge gain for businesses in the current era (Shigarov, 2023). The digital age is a data-driven one, and decisions are made on an increasing basis based on data. Users can find patterns and trends in the data with a variety of analytical capabilities in Excel, including formulas, pivot tables, conditional formatting, and statistical functions. These capabilities are used by businesses to analyse sales performance, predict future sales and monitor financial results. But, with very large datasets, Excel’s use for analysis becomes apparent compared to more sophisticated tools like Python or Tableau (Ali et al., 2024).
In addition, Excel is a very important tool for financial management and accounting. Budgeting, payroll preparation, financial modelling, investment appraisal, and cost analysis are some of the functions that many organisations rely on Excel for. It has formula-driven calculations which speed up calculations and minimise manual computation errors (Mustafy and Rahman, 2024). In other areas like banking and consulting, the use of Excel is still very common as it allows for the creation of financial projections and scenario analysis in a matter of moments. These Excel features are used in this task to model the financial performance of a small business. 
However, relying on manual data input into spreadsheets can introduce the risk of human errors that could impact the accuracy of financial statements. Excel is a tool that can help improve productivity and automate tasks in the digital workplace (Mustafy and Rahman, 2024). Features such as macros and automation functions reduce repetitive tasks, enabling employees to focus on strategic responsibilities. The integration with the wider Microsoft 365 family has enhanced the utility of Excel, enabling users to collaborate from the cloud and collaboratively edit spreadsheets in real-time (Ose, 2016). This can help improve remote working and allow for digital collaboration to work more efficiently. 
However, Excel is still very useful, and as more sophisticated technology emerges, including AI-based tools, cloud databases and program-based analytics software, its use is being more seriously questioned. If you have a large volume of unstructured information, it will require a more complex system. The fact that it remains relevant and widely used makes Excel still a bridge between traditional data management and today’s digital analytics. Hence,  Excel is still essential for business and data management, analysis, financial decision-making, and productivity in the workplace in this digital age. While newer technologies offer greater sophistication in analysis, Excel remains a first-class digital tool that enables individuals and organisations to operate successfully in an ever-more data-driven world.
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