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[bookmark: _Toc194072519]Task 1: Questionnaire Analysis for Romanian Delight
[bookmark: _Toc194072520]Introduction
This analysis examines a 10-question market research survey conducted via Microsoft Forms for Romanian Delight, a family-run food truck in Central Bucharest offering authentic Romanian street food (Holtom et al., 2022). Targeting potential customers like office workers and tourists, the survey validates and refines the business idea, aligning with its mission to unite people through food, aims to build a customer base and expand, and objectives of £100,000 revenue and 10% annual sales growth. Four key questions were selected for their relevance to the USP and market fit, providing insights to enhance the business strategy in Bucharest’s competitive street food market.
[bookmark: _Toc194072521]Selection of Crucial Questions
The selection of these four questions was based on their direct relevance to Romanian Delight’s core offerings, location strategy, and operational focus. The question on interest in authentic Romanian street food gauges market demand, while preferences for food types and decision factors provide insights into menu and branding opportunities. The timing question aligns with operational planning to maximize foot traffic in Central Bucharest. These questions yielded significant findings that inform the business model.
[bookmark: _Toc194072522]Analysis of Selected Questions
Question 1: Would You Be Interested in Authentic Romanian Street Food?
Figure 1 represents answer from question 1. The results showed 70% of respondents answered “Yes, definitely,” 20% said “Maybe, depending on menu,” and 10% preferred other foods. This strong trend of 70% interest validates Romanian Delight’s USP of authentic flavours like gogoși and covrigi, reflecting a market demand for cultural culinary experiences. The pattern of 20% conditional interest suggests menu flexibility could broaden appeal, such as adding pancakes. This insight confirms the business’s viability, supporting the aim to build a customer base by meeting a clear demand in Bucharest (Gordon and Langmaid, 2022).
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[bookmark: _Toc193285345]Figure 1 Q1 Graph
Question 2: What Type of Food Do You Prefer
According to data from Fig.2 40% of respondents preferred traditional local cuisine, 30% fast food, 20% healthy/vegetarian options, and 10% desserts. The 40% preference for local cuisine reinforces the menu’s focus on authentic items, aligning with the USP. However, the 30% fast food interest highlights competition from mainstream options. The pattern suggests a need to differentiate through authenticity and quality. The 20% healthy/vegetarian interest offers an opportunity to refine the menu with options like vegetable-stuffed covrigi, enhancing appeal and supporting the 10% annual sales growth objective (Braun et al., 2021).
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[bookmark: _Toc193285346]Figure 2 Q2 Graph
Question 3: What Factors Influence Your Decision?
According to data from fig.3 key factors to influence purchasing decisions of customers included authenticity (27%), quality (24.3%), convenience/location (16.2%), speed of service (13.5%), and price (18.9%). The trend of authenticity and quality as top priorities aligns with the mission to evoke home flavours. The 16.2% emphasis on convenience validates the Central Bucharest location near offices and tourist attractions. The 13.5% focus on speed indicates a need for operational efficiency, such as pre-preparing gogoși, to meet weekly customer demand and achieve the £100,000 revenue goal (Schlegelmilch, 2022).
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[bookmark: _Toc193285347]Figure 3 Q3 Graph
Question 4: What Time of Day Would You Most Likely Visit a Food Truck?
According to data from fig.4  50% of respondents prefer lunch (12-2 PM), 25% afternoon snacks (3-5 PM), 15% evening (6-8 PM), and 10% morning (8-11 AM). The dominant lunchtime preference reflects the 50% weekly street food consumption trend, indicating a pattern of midday demand among office workers. This insight suggests focusing operations on lunch to maximize revenue. The 25% afternoon snack interest offers an opportunity to extend hours for tourists, enhancing customer acquisition (Kholmuminov et al., 2021).
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[bookmark: _Toc193285348]Figure 4 Q4 Graph
[bookmark: _Toc194072523]Utilization of Findings to Refine and Enhance the Business Idea
These findings shape Romanian Delight’s strategy effectively. The 70% interest in authentic Romanian food validates the core concept, while the 40% preference for local cuisine informs a menu prioritizing gogoși, covrigi, and pancakes, with potential vegetarian additions to address the 20% healthy/vegetarian segment (Bencsik, 2017). This refinement makes a product popular and aids in sales enhancement. The focus on authenticity and quality in branding as well as speed of service sets the business apart from the competitors, which is in line with the mission statement. It is highlighted that lunch time is convenient for businesses to maximize their functioning in Central Bucharest, and more foot traffic and revenues can be attracted towards £100 000 (Soltanifar et al., 2021). Because of the supplementary snacks during the afternoons, tourists are being served, which helps in aiding the development of the expansion plans. These adaptations make the business model more suitable and capable of growth in the marketplace.
[bookmark: _Toc194072524]Conclusion
The evaluation of the four chosen questions contributes significantly to the analysis of the business idea for Romanian Delight. The passion for Local Romanian food, community interest in street food, willingness to spend more on local food and specifically during lunchtime suggests how the company can gain customers and generate sufficient revenues. The integration of menu diversity, increase in the speed of serving and effective identification of the right locations at the right time can greatly help the business to fortify the meaning of USP and augment the vision of the business expansion. Future research could explore seasonal variations to further refine operations, ensuring sustained success in Bucharest’s competitive street food market.


[bookmark: _Toc194072525]Task 2: Summary of How Questionnaire Data Informed Website and Marketing Materials for Romanian Delight
[bookmark: _Toc194072526]Introduction
The design and content of the website and marketing materials for Romanian Delight, a family-run food truck in Central Bucharest offering authentic Romanian street food, were shaped by a 10-question market research questionnaire. Targeting office workers and tourists, the survey aligned with the business’s mission to unite people over authentic food, its aim to build a customer base and expand, and its objectives of £100,000 revenue and 10% annual sales growth. This 700-word summary explains how the data informed the two-page website (Home Page and Menu Page), flyer, and Instagram post, focusing on audience segmentation and search engine optimization (SEO).
[bookmark: _Toc194072527]Key Questionnaire Insights
The main key insights obtained from this questionnaire are that 70%  of respondents were interested in authentic Romanian street food, and 40% preferred traditional cuisine, aligning with the USP of offering gogoși and covrigi.27% of respondents prefer authenticity, 24,3%, and 16, 2% convenience/location. Only 13% of respondents were interested in speed delivery. According to the data obtained from the questionnaire, 50% of respondents prefer lunch between 12-2pm. As 45% of the sample population was represented by office workers, we estimated that office workers and tourists can be the key segments to focus on. According to the questionnaire data, consumers would be more interested in Gogosi (doughnuts) (35%), pretzels (25%) and healthy vegetarian options (20%). The questionnaire also revealed that 70% of the sample population would spend under £8 (40RON) for our products. 
[bookmark: _Toc194072528]Segmentation: Targeting Specific Audience Segments
The data identified office workers and tourists as primary segments. For office workers, the 50% lunchtime preference and 45% office building proximity led to a focus on quick, affordable meals in Central Bucharest, emphasizing convenience (16.2%). For tourists, the 35% tourist attraction preference and 25% afternoon snack interest inspired a cultural experience focus, with a welcoming atmosphere (70% importance). The tone across all materials uses warm language like “traditional flavours, warm welcome,” resonating with both segments (Dadwal, 2020).
[bookmark: _Toc194072529]Home Page: Reflecting Authenticity and Convenience
The Home Page banner “Authentic Romanian Street Food” reflects the 70% interest in authenticity, while the subheading “Experience the flavours of Romania in the heart of Bucharest” targets both segments with the Central Bucharest location (16.2% decision factor). The “Traditional Flavors, Warm Welcome” section highlights the welcoming atmosphere, using “served with a smile” to align with the 27% authenticity and 24.3% quality priorities. The “A Taste of Romania on Wheels” section mentions “lunch break” for office workers (50%) and “exploring the city” for tourists (35%), with a “See Our Menu” call-to-action to drive engagement.
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[bookmark: _Toc193285349]Figure 5 Homepage.
[bookmark: _Toc194072530]Menu Page: Highlighting Popular Items and Affordability
The Menu Page title “Our Authentic Romanian Menu” reinforces authenticity, with the subheading “Discover the flavours of Romania… perfect for a quick lunch or snack in Central Bucharest” targeting office workers (50% lunchtime) and tourists (25% snacks). The menu lists gogoși (£3) and covrigi (£2), reflecting their popularity (35% and 25%), and includes pancakes (£2.50), traditional pizza (£4), and vegetarian covrigi (£2.50) for the 20% healthy/vegetarian interest. Prices (£1-£4) align with the 70% willingness to spend under £8, ensuring accessibility for both segments (Sijabat et al., 2022).
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[bookmark: _Toc193285350]Figure 6 Menu Page
[bookmark: _Toc194072531]Flyer: Emphasizing Location and Cultural Appeal
The flyer design leverages the questionnaire data to target both segments with a focus on location and cultural authenticity. The headline “Authentic Romanian Street Food” and subheading “A Taste of Romania on Wheels” reflect the 70% interest in authenticity, while the address “123 Central Bucharest” addresses the 45% office building and 35% tourist attraction preferences, making it easy for both groups to find the food truck. The tagline “Traditional Flavors, Warm Welcome” emphasizes the welcoming atmosphere (70% importance), appealing to tourists seeking a cultural experience and office workers looking for a friendly lunch spot (Burgess et al., 2018).
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The vibrant illustration of the food truck resonates with both segments, evoking tradition for tourists and accessibility for office workers. The inclusion of the website URL (www.romaniandelight.com) encourages further engagement, supporting the aim to build a customer base (Korschun, 2021).
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[bookmark: _Toc193285351]Figure 7 Flyer.
[bookmark: _Toc194072532]Instagram Post: Encouraging Engagement and Recommendations
The Instagram post was designed to capitalize on the 80% likelihood of recommendations and the visual appeal needed for social media. The same headline and subheading as the flyer (“Authentic Romanian Street Food” and “A Taste of Romania on Wheels”) reinforce authenticity, while the tagline “Traditional Flavors, Warm Welcome” targets the welcoming atmosphere preference. The post includes “Join us for lunch in Central Bucharest,” aligning with the 50% lunchtime preference for office workers and the 35% tourist attraction interest (Pinto and Guarda, 2020).
The colourful food truck illustration makes the post shareable, encouraging user-generated content with the hashtag #RomanianDelight, which supports word-of-mouth marketing and the 10% annual sales growth objective. The URL drives traffic to the website, enhancing online visibility.
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[bookmark: _Toc193285352]Figure 8 Instagram Post
[bookmark: _Toc194072533]Search Engine Optimisation (SEO): Optimizing for Search Engines
The 70% interest in authentic Romanian street food inspired keywords like “authentic Romanian street food” and “Romanian food truck Bucharest,” used in the Home Page banner, Menu Page title, and meta descriptions. Menu descriptions include “gogoși” and “covrigi,” targeting specific food searches (35% and 25%) (Das, 2021). “Central Bucharest” (45% office buildings, 35% tourist attractions) is repeated across all materials, optimizing for local searches like “food truck in Central Bucharest.” Phrases like “quick lunch” (50%) target relevant search intents. The website is mobile-friendly, with a simple structure and clear calls-to-action. The Instagram post’s hashtag boosts social signals, and consistent branding supports direct searches (Erdmann et al., 2022).
[bookmark: _Toc194072534]Conclusion
The questionnaire data shaped Romanian Delight’s website, flyer, and Instagram post, targeting office workers and tourists through segmentation and optimizing for SEO (Search Engine Optimisation). The focus on authenticity, quality, and location, with affordable pricing and a welcoming tone, aligns with customer priorities, supporting the business’s mission, aims, and objectives in Bucharest’s competitive market.


[bookmark: _Toc194072535]Task 3: The Importance of Excel in the Digital Era
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[bookmark: _Toc194072536]Introduction
In the digital era, where data drives decision-making and efficiency is paramount, Microsoft Excel remains a cornerstone tool for individuals, businesses, and organizations worldwide. Since its launch in 1985, Excel has evolved from a simple spreadsheet program into a powerful platform for data analysis, visualization, and automation. Its versatility, accessibility, and robust functionality make it indispensable in a time when managing vast amounts of information is a daily necessity (Sandhu, 2020). 
[bookmark: _Toc194072537]Main Body
In the modern world, people talk about data as the new oil, which generates ideas and solutions in various sectors. Microsoft Excel specifically is used to deal with this data because it is convenient to help to arrange, store, and process the large amount of data. It allows simple tools such as tables, filters, as well as the sorting which makes it easy for users to structure patterns for purposes of analysis (Reedy & Parker, 2017). For instance, the owner of a small business will find it possible to use Excel to keep track of stocks, sales, and expenses in one workbook since all the vital records are easily visible. Feature like conditional formatting enable highlighting special patterns within the thousands of rows and columns like low stock or overdue payments. Excel’s approach is beneficial to non-specialists who do not wish for an elaborate solution and who often will use this as a one-stop solution in the digital environment (Mahmud and Wong, 2022).
One important responsibility is the use of a tool that facilitates analysis for the users in making important decisions within the highly dynamic environment of the digital age as claimed by Paulus and Nijstad, (2003). Simple operations such as SUM, AVERAGE, and VLOOKUP make it possible to compute values and search for specific items whereas PivotTables enhance more elaborate data analysis (Bharadiya, 2023). For instance, a marketing manager may use a PivotTable to assess the results of an advertising campaign by geographic area and thus determine where the greatest ROI would be derived. On the same note, Excel has provisions for charting that brings in an added value in the decision-making process as they enable the depiction of certain results in forms of bars or a line chart depending on the result type. With stakeholders insisting on data, having Excel’s capacity to convert numbers to useful insights is useful. Power Query and Power Pivot compatibility make it possible to work with big data and develop intricate models, which makes it useful as data evolves.
Excel is a useful application of the computer era as it puts much emphasis on operational value, minimizing time for operations and errors. For example, there are macros that let one perform monotonous tasks by merely clicking a button like formatting a report or creating monthly reports (Byrd, 2021). A financial analyst would utilize a macro and include recording one that would update a budget template to enhance efficiency and allow more time for research. Building on the macro-Recorder, Excel’s support for Visual Basic for Applications (VBA) extends automation to allow coding of specific processes. Furthermore, there is data validation and pull-down list, which enhances the entry process and reduces errors in a vast array of records. Due to the accelerated pace in a digital environment, Excel automation features enable the employee to spend on the complex work that adds maximum value to a fast-growing business world (Kumar, 2023).
Being a Microsoft office tool, excel is now used in organizations and businesses in the advanced era of technology. In every field, be it in finance, education, manufacturing, and many others, organizations require their employees to master Excel since its usage is standard in budgeting, project management, and report writing. Effective learning from Excel pave way to human values like critical thinking skills, ability to analyse information and logical reasoning that befits today’s technological world. For instance, a student who uses Microsoft Excel in a survey to determine results can understand how a particular application functions, as well as acquiring capacities in using other applications.
[bookmark: _Toc194072538]Conclusion
In the digital age, Excel remains indispensable because of the versatility it offers, the capacity it has for data management, better decision-making, increased automation, and practical training in relevant skill sets. Its data management systems also allow for organization of information within the system in a very easy manner and easy decision making and data presentation tools. Automation through macros and VBA ensures efficiency, meeting the digital demand for speed and accuracy, and its accessibility makes it a key skill for the modern workforce. Despite the emergence of advanced data platforms, Excel’s versatility and user-friendliness ensure its continued relevance.


[bookmark: _Toc194072539]Task 4: Video Pitch
	The techniques employed in the Romanian Delight are more intentioned to make the audience feel for the presentation and make the brand stick out as genuine (Nair and Yunus, 2021). This soon leads to a brief autobiography and an unscripted discussion about the local food that includes gogoși and covrigi food stables of my childhood in Romania. This creates trust and reliability to the courtship and at the same time, gives cultural appeal and importance to foods served. The conflict arises because the business is unfair situated in a competitive street food market and only a limited number of customers faithfully attended the place. The antithesis is when the business changes and modifies ways by incorporating customer options, adopting loyalty cards, and offering new offers for the first-time customers to involve the community (Faddoul and Chatterjee, 2020). Thus, using the anchors of food preparation, satisfied customers, and the colourful food truck, the video focuses on credibility and a warm culture. The call to action calls upon viewers to visit Romanian Delight and interact with the business, exercising a straightforward, yet effective approach to getting the audience to follow the given directions. Altogether, this approach combines a brand narrative with customer-focused strategies, so that the brand would be memorable in a highly competitive environment (Hakimi et al., 2021).
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[bookmark: _Toc194072542]1. Raw Data Summary of Market Research Survey for Romanian Delight
	Question
	Response Options
	Results

	1. Would you be interested in authentic Romanian street food?
	- Yes, definitely - Maybe, depending on menu - No, I prefer other foods
	- Yes, definitely: 70% - Maybe, depending on menu: 20% - No, I prefer other foods: 10%

	2. What type of food do you prefer?
	- Traditional local cuisine - Fast food - Healthy/vegetarian options - Desserts
	- Traditional local cuisine: 40% - Fast food: 30% - Healthy/vegetarian options: 20% - Desserts: 10%

	3. What factors influence your decision to choose a food truck?
	- Authenticity - Quality - Convenience/location - Speed of service - Price
	- Authenticity: 27% - Quality: 24.3% - Convenience/location: 16.2% - Speed of service: 13.5% - Price: 18.9%

	4. What time of day would you most likely visit a food truck?
	- Morning (8-11 AM) - Lunch (12-2 PM) - Afternoon snacks (3-5 PM) - Evening (6-8 PM)
	- Morning: 10% - Lunch: 50% - Afternoon snacks: 25% - Evening: 15%

	5. How often do you eat street food?
	- Daily - Weekly - Monthly - Rarely
	- Daily: 10% - Weekly: 50% - Monthly: 30% - Rarely: 10%

	6. Where would you most likely visit a food truck?
	- Near office buildings - Near tourist attractions - In residential areas - At events
	- Near office buildings: 45% - Near tourist attractions: 35% - In residential areas: 10% - At events: 10%

	7. Which Romanian street food would you most like to try?
	- Gogoși (Romanian donuts) - Covrigi (pretzels) - Romanian pancakes - Traditional pizza
	- Gogoși: 35% - Covrigi: 25% - Romanian pancakes: 20% - Traditional pizza: 20%

	8. How much are you willing to spend on a street food meal?
	- Under 20 RON - 20-40 RON - 40-60 RON - Over 60 RON
	- Under 20 RON: 30% - 20-40 RON: 40% - 40-60 RON: 20% - Over 60 RON: 10%

	9. How important is a welcoming atmosphere at a food truck?
	- Very important - Somewhat important - Not important
	- Very important: 70% - Somewhat important: 20% - Not important: 10%

	10. Would you recommend a food truck with authentic Romanian flavours to others?
	- Yes - Maybe - No
	- Yes: 80% - Maybe: 15% - No: 5%



 
Bar chart comparing income and expenses

Income (£)	
Qtr 1 (Jan-Mar)	Qtr 2 (Apr- June)	Qtr 3 (July-Sep)	Qtr 4 (Oct-Dec)	90000	90000	90000	90000	Expenses (£)	
Qtr 1 (Jan-Mar)	Qtr 2 (Apr- June)	Qtr 3 (July-Sep)	Qtr 4 (Oct-Dec)	46500	46500	46500	46500	
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