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[bookmark: _Toc201369502]Task 1: Market Research and Website Development Project 
[bookmark: _Toc201369503]Introduction
The Cardiff Cabs survey (n=50) provides a comprehensive view of customer preferences across demographic and service dimensions. The following analysis presents each question’s distribution, interprets its significance, and links findings directly to Cardiff Cabs’ strategic design, all within a 1,000-word framework.
[bookmark: _Toc201369504]Demographic Overview

Figure 1: Age Group Distribution
Respondents aged 18–24 comprised 58% (29/50), 25–34 accounted for 40% (20/50), and only 2% (1/50) fell into the 35–44 bracket; none were 45+. The heavy skew toward younger adults indicates that Cardiff Cabs’ branding, messaging, and digital interfaces must resonate with tech-savvy, value-conscious millennials and Gen Z (Smith and Brower, 2012. Featuring app-first booking flows and student loyalty incentives such as ride-credit bundles for Cardiff University students will cater directly to this core segment.

Figure 2: Gender Breakdown
Females comprised 46% (23/50), males 44% (22/50), and 10% (5/50) preferred not to disclose. This underscores the importance of neutral, inclusive marketing copy and imagery. Cardiff Cabs should avoid gendered language, ensure car-pooling and family-friendly ride options are equally prominent, and highlight safety features, especially for riders who value privacy (Kotler et al., 2016).
[bookmark: _Toc201369505]Eco-Friendly Vehicle Preference (Q3)
When asked, “I prefer using eco-friendly (hybrid or electric) vehicles for local travel,” 28% (14/50) “strongly agree” and 14% (7/50) “agree,” while 22% (11/50) “strongly disagree” and 16% (8/50) “disagree,” with 20% (10/50) neutral. This polarisation suggests a vocal eco-segment alongside a more sceptical majority. Cardiff Cabs’ decision to operate a mixed fleet of 35 electric vehicles complemented by hybrids addresses both ends: aggressive marketing of green credentials to sustainability advocates (Ottman, 2017), while educating fence-sitters on cost savings and performance parity (Leonidou et al., 2013; Peattie and Crane, 2005).

Figure 3: Eco-Vehicle Preference
[bookmark: OLE_LINK2][bookmark: _Toc201369506]Perceived Availability of Affordable Rentals (Q4)
On the statement, “The availability of affordable car rental options in Cardiff is currently limited,” 30% (15/50) were neutral, 24% (12/50) disagreed, and 16% (8/50) “strongly agree.” The remaining split between “strongly disagree” (5/50; 10%) and “agree” (10/50; 20%) reveals that nearly half perceive cost barriers in the market. Cardiff Cabs can occupy this gap by introducing off-peak “Local Rider” rates offering 10% discounts on weekday daytime bookings and by transparently comparing its base fares with competitors on the website (Kotler et al., 2016).

Figure 4: Affordability Perception
[bookmark: _Toc201369507]Doorstep Delivery Preference (Q5)
Ratings on “I would use a car rental service that offers doorstep delivery and pickup” were evenly distributed: 22% (11/50) “strongly disagree,” 16% (8/50) “disagree,” 22% (11/50) neutral, 20% (10/50) “agree,” and 20% (10/50) “strongly agree.” With 40% open to doorstep service, Cardiff Cabs should maintain it as a premium add-on rather than core, bundling free delivery for loyalty members thereby enhancing perceived value without overextending logistics (Krug, 2000).

Figure 5: Doorstep Service Interest
[bookmark: OLE_LINK3][bookmark: _Toc201369508]Flexibility in Rental Durations (Q6)
“I value flexibility in rental durations” garnered 36% (18/50) “strongly agree,” 24% (12/50) “agree,” 20% (10/50) neutral, 12% (6/50) “disagree,” and 8% (4/50) “strongly disagree.” Clearly, 60% favour hourly, daily, or weekend rentals over rigid packages. Cardiff Cabs’ reservation system must allow micro-rentals by the hour with tiered hourly rates decreasing after the first four hours and weekend flat-rate packages, aligning with modern “mobility-as-a-service” trends (Peppers and Rogers, 2016).

Figure 6: Flexibility in Durations
[bookmark: _Toc201369509]Loyalty Program Appeal (Q7)
When asked about loyalty programs, 22% “strongly agree,” 24% “agree,” 22% neutral, and only 32% expressed any level of disagreement. The high combined 46% positivity validates the “Green Miles” scheme, which issues 10 points per ride, redeemable at 200 points for a free trip or a tree planted in Cardiff Bay. Advertising average point-accumulation rates and redemption timelines on the app will drive sign-ups and repeat bookings (Vo, 2016; Nielsen, 2015).

Figure 7: Loyalty Program Appeal
[bookmark: _Toc201369510]Interest in Hotel and Venue Partnerships (Q8)
Responses to “I would consider renting from a company that partners with local hotels or event venues” were 30% neutral, 22% “agree,” 18% “strongly agree”, 16% “disagree”, and 14% “strongly disagree.” With 40% positive, Cardiff Cabs should cement agreements with Principality Stadium, Cardiff Bay hotels, and local B&Bs. Co-branded promotions such as packaged “Airport + Stadium” transfers can tap the 18% who strongly favour such collaborations (Kotler et al., 2016).

[bookmark: OLE_LINK4]Figure 8: Venue Partnerships Interest
[bookmark: _Toc201369511]Value of a Mobile App (Q9)
On “A mobile app that allows booking, tracking, and customer support would improve my experience,” 26% (13/50) “disagree,” 24% (12/50) neutral, 22% (11/50) “strongly agree,” 14% (7/50) “agree,” and 14% (7/50) “strongly disagree.” The 36% positive indicates that app functionality must exceed basic booking: integrating live-chat support, fare estimates, and real-time driver tracking to convert sceptics (Prokofyeva, 2016). Showcasing a 4.8/5 average rating in marketing materials will build credibility and encourage downloads (Rana, 2016).

Figure 9: Mobile App Value Perception
[bookmark: _Toc201369512]Willingness to Pay a Premium for Sustainability (Q10)
Finally, “I am willing to pay slightly more for an eco-friendly, tech-enabled rental service” saw 28% (14/50) “strongly agree,” 16% (8/50) “agree,” 20% (10/50) neutral, and 36% opposed or strongly opposed. The 44% positive supports a modest 5–10% surcharge on electric vehicles. Embedding a “carbon-savings calculator” in the booking summary, quantifying CO₂ avoided per trip, will justify the premium and resonate with the segment that values transparent environmental impact (Lopatta et al., 2017; Nielsen, 2015).

Figure 10: Premium Sustainability Surcharge
[bookmark: _Toc201369513]Integrated Implications
Collectively, the data affirm that Cardiff Cabs’ business model must be digitally centred, sustainability-driven, and segmented by price sensitivity. A seamless mobile app featuring dynamic hourly/daily booking, loyalty-point gamification, and interactive carbon-offset visuals will cater to the 60% seeking flexibility and the 44% willing to pay extra for eco credentials. Optional doorstep delivery and targeted partnerships address the 40% who favour these services, while inclusive gender-neutral messaging and student-focused promotions speak to the 58% of respondents under 25.
[bookmark: _Toc201369514]Conclusion
The Cardiff Cabs survey analysis identifies a decisive demand for eco-friendly vehicles and a willingness to pay for sustainability, tempered by nuanced preferences for delivery and digital tools. These findings inform a business model prioritising electric fleet expansion, tiered pricing, and a mobile-first website that underscores green credentials. Marketing initiatives will target young, environmentally conscious audiences through SEO, user-centred design, and loyalty incentives, ensuring Cardiff Cabs emerges as a leading sustainable mobility provider in Wales.
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[bookmark: _Toc201369517]Task 2
[bookmark: _Toc201369518]Introduction
The accelerating digitisation of commercial activity has placed data literacy at the core of organisational competitiveness. Among the myriad software tools available, Microsoft Excel retains a singular position because it combines accessibility, analytical range and integration with other platforms. The spreadsheet has become, in effect, a universal language for structuring and interrogating quantitative information (Kwak 2013). The following discussion examines Excel’s importance in the contemporary data economy, analyses its strategic value for a growing enterprise and illustrates how the application can be deployed to enhance operational performance and financial resilience.
[image: ]
Figure 5: One-year financial projections
[bookmark: _Toc201369519]Excel’s Evolution in the Data Economy
Since its first release in 1985, Excel has expanded far beyond its original remit as an electronic replacement for paper ledgers. Powerful built-in functions now rival specialised statistical packages, while the ribbon interface makes sophisticated analysis approachable for non-programmers (Walkenbach 2015). Contemporary versions embed Power Query and Power Pivot, enabling users to connect disparate data sources and perform relational modelling without extensive coding. This evolution reflects what Fairhurst (2015) describes as a democratisation of financial modelling, whereby decision-makers at every organisational level can explore what-if scenarios and stress tests previously limited to professional analysts. Digital transformation therefore does not simply add technology; it changes who can interrogate data and how quickly insight can be translated into action.
[bookmark: _Toc201369520]Analytical Power and Accessibility
The versatility of Excel stems from its hybrid design that merges an intuitive grid with a robust computational engine. Anderson, Sweeney and Williams (2020) observe that the application delivers core descriptive and inferential statistics, means, standard deviations, regression diagnostics, through point-and-click wizards as well as formula syntax, lowering the barrier to entry for evidence-based management. Davis and Pecar (2013) further emphasise that built-in charting facilities allow users to visualise relationships immediately after calculation, fostering exploratory analysis. Such functionality is critical for small and medium-sized enterprises (SMEs) that often lack resources for dedicated business-intelligence suites yet still require timely performance indicators to remain competitive.
[bookmark: _Toc201369521]Risk Management and Best Practice
Although spreadsheets are very useful, there is always risk of error in using them. Fairhurst (2015) states that only slight formula inconsistencies could spread across worksheets that are linked together, which could skew the strategic choices made. Walkenbach (2015) suggests working around these vulnerabilities by practicing discipline in terms of designing models: separate assumptions on their own sheets, use of models named ranges for easy reading and use of inbuilt auditing facilities. Carlberg (2018) further states that, with version control in place either via SharePoint or OneDrive, or a conventional file-naming scheme data integrity will hold up under collaborators stampeding in to edit and update the documents a pre-requisite in cloud-based working environment. With these safeguards built-in organisations able to use Excel with its flexibility but not with the loose ends they no longer need to worry about.
[bookmark: _Toc201369522]Leveraging Excel for Enterprise Growth
In the context of a transportation start-up such as Cardiff Cabs, Excel functions as both a financial cockpit and an operational compass. A 12-month projection worksheet can track revenue streams from street-hail fares and corporate contracts while allocating fixed and variable costs such as vehicle leasing, fuel and maintenance. Scenario analysis tools, Goal Seek and Data Tables, allow managers to test the sensitivity of profit margins to fluctuations in petrol prices or shifts in passenger demand patterns (Fairhurst 2015). When coupled with dynamic charts, these models present stakeholders with transparent evidence of financial resilience, thereby strengthening negotiations with investors and lenders (Carlberg 2018). Operational data can likewise be captured and transformed. Trip logs imported via Power Query can calculate average utilisation per driver, highlighting scheduling inefficiencies. Conditional-formatting heat maps flag routes that consistently underperform, prompting strategic decisions about fleet deployment. Mustafy and Rahman (2024) note that such iterative data analysis empowers engineers, and, by extension, operations managers, to implement rapid corrective measures without resorting to fully fledged data-science platforms.
[bookmark: _Toc201369523]Decision-Making through Visualisation
Excel’s chart engines transform raw numbers into intuitive stories. Clustered-column graphs juxtaposing monthly income and expenses reveal seasonality at a glance, while line plots of rolling cash-flow forecasts convey liquidity risk trajectories (Davis and Pecar 2013). Pivot Charts summarise customer segmentation variables, journey purpose, booking channel, ride distance, thereby informing targeted promotion strategies. Anderson, Sweeney and Williams (2020) argue that visualisation accelerates executive comprehension and shortens feedback loops between analysis and action, a critical advantage in volatile markets.
[bookmark: _Toc201369524]Conclusion
The long-term success of Excel in digital world can be explained by its combination of flexibility, low price and empowering people who use it. The program closes the gap between raw data and management understanding by bringing high-end statistical power in a user interface that millions are already knowledgeable of. Disciplined modelling thus helps to harness spreadsheet risk through embedded practices in the enterprise and so ascertain sound analytics without crippling investment. In the case of Cardiff Cabs, the Excel platform offers a basis of analytical modeling in terms of financial modeling, measuring operational efficiency and input performance in a transparent manner to the various stakeholders. 
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Survey Link: https://forms.office.com/Pages/ResponsePage.aspx?id=-REPTm4EBUWcuNshUjEeIRBl28XFMEZHpbThjSt6euZUMkw2RjlTOEdFV1cwU1c2VzlVWDNCMlNaQy4u

Perceived Availability of Affordable Rentals 




Total	
1	2	3	4	5	10	9	15	6	10	

Preferences for Doorstep Delivery




Total	1	2	3	4	5	11	8	11	10	10	


Flexibility in Rental Durations 




Total	
1	2	3	4	5	10	11	11	12	6	

Loyalty Program Importance




Total	
1	2	3	4	5	11	12	11	9	7	

Venue Partnerships Interest 




Total	
1	2	3	4	5	13	9	10	10	8	

Perceived Value of Mobile App




Total	1	2	3	4	5	7	13	12	7	11	


Willingness to Pay More for Eco-friendly Service 




Total	1	2	3	4	5	9	9	10	8	14	


Income vs. Expenses (Monthly)
Total Income	Jan	Feb	Mar	Apr	May	Jun	Jul	Aug	Sep	Oct	Nov	Dec	30000	33000	37000	40000	43000	45000	47000	46000	44000	41000	35000	32000	Total Expenses	Jan	Feb	Mar	Apr	May	Jun	Jul	Aug	Sep	Oct	Nov	Dec	34050	34050	34050	34050	34050	34050	34050	34050	34050	34050	34050	34050	Month
GBP
Age group Distribution




Total	
18–24	25–34	35–44	29	20	1	

Gender 


Female	Male	Prefer not to say	23	22	5	

Preferences for Eco-friendly Vehicles




Total	1	2	3	4	5	11	8	10	7	14	
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Why Cardiff Cabs?

Smart, Sustainable Travel Starts Here

We started Cardiff Cabs to offer Cardiff residents and visitors a
smarter, greener way to travel. Our fleet of hybrid and electric
cars provides flexible rentals that support the city’s sustainability
goals. Born from a passion for innovation and community care,
we combine technology and eco-consciousness to transform
urban mobility.

hire now
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Some of Our More Popular Services

Cardiff Cabs was founded to provide eco-friendly, convenient car rentals in Cardiff, combining sustainable technology with flexible
service to meet the city’s growing mobility and environmental needs.
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Hourly Car Rentals

Perfect for quick errands, meetings, or day trips
around Cardiff. Book a hybrid or electric vehicle
starting from just £10/hour. Real-time availability

ensures seamless, last-minute bookings

E

Weekend Packages

Our Weekend Packages provide flexible,
discounted rentals for leisure or short trips around
Cardiff, with doorstep delivery within 10 k.
Prices start at £50 for hybrids and £60 for electric
vehicles per weekend.
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Corporate Rentals

Our Corporate Rentals offer tailored mobility for
Cardiff businesses, including monthly billing,
volume discounts, and account management—
starting at just £300/month for 30 rental hours. Ideal

for executives and events.
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About Us

At Cardiff Cabs, we're reimagining mobility in the heart of Wales. Launched in 2025, we are Cardiff’s first sustainable, tech-enabled car
rental company offering a premium fleet of hybrid and electric vehicles designed for convenience, comfort, and care for the
environment. Whether you're a local resident, a business traveller, or a visitor exploring the capital, we provide flexible rental solutions
that fit your journey—and your values.

Unit 5, Central Station Business Hub, 246 West Main Street, Cardiff CF10 1EP, United Kingdom
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Services

Cardiff Cabs was founded to provide eco-friendly, convenient car rentals in Cardiff, combining sustainable technology with flexible
service to meet the city’s growing mobility and environmental needs.
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Hourly Car Rentals

Perfect for quick errands, meetings, or day
trips around Cardiff. Book a hybrid or
electric vehicle starting from
just £10/hour. Real-time availability
ensures seamless, last-minute bookings
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Weekend Packages

Our weekend packages provide flexible,
discounted rentals for leisure or short
trips around Cardiff, with doorstep
delivery within 10 km. Prices start at £50
for hybrids and £60 for electric
vehicles per weekend.

=]

=

Corporate Rentals

Our corporate rentals offer tailored
mobility for Cardiff businesses, including
monthly billing, volume discounts, and
account management—starting at
just £300/month for 30 rental hours. Ideal
for executives and events.
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Get in Touch

Cardiff Cabs was founded to offer eco-friendly, affordable car rentals in Cardiff. We combine smart technology with sustainability,
providing locals and visitors with convenient transport that supports a cleaner, greener city.
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Cardiff_Cabs_Projection.xlsx
Projection

		Category		Jan		Feb		Mar		Apr		May		Jun		Jul		Aug		Sep		Oct		Nov		Dec		Total

		Fares Revenue		£25,000		£28,000		£32,000		£35,000		£38,000		£40,000		£42,000		£41,000		£39,000		£36,000		£30,000		£27,000		£413,000

		Partnership Income		£5,000		£5,000		£5,000		£5,000		£5,000		£5,000		£5,000		£5,000		£5,000		£5,000		£5,000		£5,000		£60,000

		Investment		£100,000		£0		£0		£0		£0		£0		£0		£0		£0		£0		£0		£0		£100,000

		Total Income		£30,000		£33,000		£37,000		£40,000		£43,000		£45,000		£47,000		£46,000		£44,000		£41,000		£35,000		£32,000		£573,000

		Wages		£22,400		£22,400		£22,400		£22,400		£22,400		£22,400		£22,400		£22,400		£22,400		£22,400		£22,400		£22,400		£268,800

		Rent		£2,500		£2,500		£2,500		£2,500		£2,500		£2,500		£2,500		£2,500		£2,500		£2,500		£2,500		£2,500		£30,000

		Utilities		£300		£300		£300		£300		£300		£300		£300		£300		£300		£300		£300		£300		£3,600

		Telephone		£200		£200		£200		£200		£200		£200		£200		£200		£200		£200		£200		£200		£2,400

		Lease Payments		£3,000		£3,000		£3,000		£3,000		£3,000		£3,000		£3,000		£3,000		£3,000		£3,000		£3,000		£3,000		£36,000

		Maintenance		£1,200		£1,200		£1,200		£1,200		£1,200		£1,200		£1,200		£1,200		£1,200		£1,200		£1,200		£1,200		£14,400

		Insurance		£800		£800		£800		£800		£800		£800		£800		£800		£800		£800		£800		£800		£9,600

		Fuel		£2,000		£2,000		£2,000		£2,000		£2,000		£2,000		£2,000		£2,000		£2,000		£2,000		£2,000		£2,000		£24,000

		Advertising		£1,000		£1,000		£1,000		£1,000		£1,000		£1,000		£1,000		£1,000		£1,000		£1,000		£1,000		£1,000		£12,000

		Office Supplies		£200		£200		£200		£200		£200		£200		£200		£200		£200		£200		£200		£200		£2,400

		Licenses		£150		£150		£150		£150		£150		£150		£150		£150		£150		£150		£150		£150		£1,800

		Other Expenses		£300		£300		£300		£300		£300		£300		£300		£300		£300		£300		£300		£300		£3,600

		Total Expenses		£34,050		£34,050		£34,050		£34,050		£34,050		£34,050		£34,050		£34,050		£34,050		£34,050		£34,050		£34,050		£408,600

		Profit/Loss		-£4,050		-£1,050		£2,950		£5,950		£8,950		£10,950		£12,950		£11,950		£9,950		£6,950		£950		-£2,050		£164,400



Income vs. Expenses (Monthly)

Total Income	Jan	Feb	Mar	Apr	May	Jun	Jul	Aug	Sep	Oct	Nov	Dec	30000	33000	37000	40000	43000	45000	47000	46000	44000	41000	35000	32000	Total Expenses	Jan	Feb	Mar	Apr	May	Jun	Jul	Aug	Sep	Oct	Nov	Dec	34050	34050	34050	34050	34050	34050	34050	34050	34050	34050	34050	34050	Month

GBP
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Cardiff_Rental_Survey_Responses.xlsx
Sheet1

		Age Group		Gender		Q3: Eco-friendly vehicle preference		Q4: Cardiff affordability concern		Q5: Doorstep delivery preference		Q6: Flexibility in rental durations		Q7: Loyalty program importance		Q8: Partnered service interest		Q9: Mobile app improves experience		Q10: Willingness to pay more for eco-friendly services

		25–34		Female		5		3		5		4		1		2		2		2

		25–34		Male		5		1		1		3		3		1		4		3

		18–24		Male		3		1		4		3		5		4		2		1

		18–24		Female		1		5		1		1		3		3		1		4

		25–34		Female		2		4		3		2		1		5		5		5

		25–34		Female		2		5		3		4		1		2		1		4

		18–24		Prefer not to say		4		5		3		3		4		2		5		5

		25–34		Female		2		3		2		1		4		4		3		4

		25–34		Male		4		4		4		5		3		3		4		1

		18–24		Female		5		2		1		5		4		3		3		3

		35–44		Male		5		3		2		4		3		5		5		2

		25–34		Female		4		5		3		4		2		3		3		1

		18–24		Female		1		3		2		1		3		1		3		5

		25–34		Prefer not to say		3		4		2		3		3		1		3		1

		18–24		Male		1		2		1		5		3		2		1		2

		18–24		Female		3		2		4		2		4		5		2		3

		25–34		Female		2		2		1		5		3		5		4		3

		18–24		Prefer not to say		1		5		3		3		5		1		2		4

		18–24		Female		4		3		1		2		2		4		1		4

		25–34		Female		1		1		4		1		5		4		2		3

		18–24		Female		1		4		3		2		1		3		4		3

		18–24		Female		5		3		3		3		4		4		2		2

		25–34		Male		2		3		3		3		5		2		5		2

		18–24		Female		2		3		1		1		3		1		3		5

		25–34		Prefer not to say		1		5		1		4		5		2		3		5

		25–34		Male		1		5		4		3		4		3		5		1

		18–24		Prefer not to say		3		1		5		4		1		1		1		2

		18–24		Female		5		5		4		3		2		4		5		5

		18–24		Female		3		3		4		4		1		4		5		3

		18–24		Male		3		3		5		2		2		1		3		3

		25–34		Female		2		3		1		3		1		2		4		2

		25–34		Female		3		1		3		4		5		5		3		3

		18–24		Male		5		1		4		4		1		1		3		5

		25–34		Female		5		5		4		1		2		2		3		2

		25–34		Male		5		1		5		5		4		1		3		2

		25–34		Male		3		2		5		2		4		1		2		3

		18–24		Male		3		2		5		2		2		4		1		5

		18–24		Male		5		2		5		1		2		5		1		5

		25–34		Male		5		3		2		2		2		2		2		4

		18–24		Male		5		1		1		2		1		4		2		5

		18–24		Female		5		3		4		1		2		1		5		1

		18–24		Male		5		1		3		5		3		3		2		4

		18–24		Male		1		3		1		3		5		3		4		1

		18–24		Male		1		3		5		1		2		1		5		4

		18–24		Male		4		5		2		4		4		4		4		5

		18–24		Male		4		2		2		2		1		5		2		5

		25–34		Female		4		4		2		1		2		1		2		1

		18–24		Male		3		1		5		2		3		5		5		1

		18–24		Female		1		4		5		4		2		3		2		5

		18–24		Male		2		2		3		4		1		3		5		5
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