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[bookmark: _Toc216508547]Task 1
___________________________________________________________________
[bookmark: _Toc216508548]1.1 Questionnaire Creation and Data Collection
“Design a questionnaire using Microsoft Forms or Google Forms with at least 10 well-crafted questions to gather insights from your target audience. Structure questions to inform your business idea development. Share with classmates to collect sufficient data for meaningful analysis.”
[image: Checkmark with solid fill]Here is the link for my Survey, created in Google Forms: 
https://forms.gle/PQ5zL7225i9dZRbz7         


[bookmark: _Toc216508549]1.2 Data Analysis
“: Analyse questionnaire responses to identify key insights and patterns. Focus on 3-4 significant questions with the most valuable findings. Examine trends that could inform your business strategy and how these can shape your business idea, website design, and marketing materials.”
· I asked people what annoys them about drinking water when they're out. They said it tastes bad. Then I asked if a quick fix would help. They said yes. Then I asked what matters - they said make it eco-friendly and don't charge too much. So, I built that.
· Because: 
Real problem from real people
Solution they want                                     
Built exactly how they asked
No overthinking

[image: Checkmark with solid fill]Here is the file that contains responses data:




[bookmark: _Toc216508550]1.3 Create Website
“Create a two-page website using Weebly or another user-friendly platform based on your data insights. Reflect audience preferences in your design and incorporate relevant SEO strategies.” 
Here is the link for my website (FlowPads), created on Weebly: 
[image: Checkmark with solid fill]https://flowpads.weebly.com/        
Here is the file that contains all the necessary screenshots:


 

[bookmark: _Toc216508551]1.4 Marketing Materials
“Develop marketing materials using CANVA that align with your research findings. Both elements should demonstrate how market research informed your design decisions.”
[image: Checkmark with solid fill]Here is the file that contains Canva materials:



[bookmark: _Toc216508552]1.5 Write a 1000-Word Analysis Report
“Compose a 1000-word analysis discussing your findings. Analyse the 3-4 key questions, explaining trends and their significance to your business idea. Detail how findings influenced your business concept, website design, and marketing materials. Include sections on audience segmentation and SEO strategy. Support with questionnaire graphs and incorporate at least 10 academic/professional references.”
[image: Checkmark with solid fill]Here is the file that contains the Report:




[bookmark: _Toc216508553]Task 2
___________________________________________________________________
[bookmark: _Toc216508554]2.1 Excel Spreadsheet
“You will create a spreadsheet using Microsoft Excel to project the finances of a small business over period of one year, this can link to your project in managing enterprise module. You must embed the excel spread sheet to the word document.”
[image: Checkmark with solid fill]Here is the file that contains the Excel spreadsheet:




2.2 Excel Essay
“Write 750 words essay on the importance of Excel in the digital era.”
[image: Checkmark with solid fill]Here is the file that contains my Essay:




[bookmark: _Toc216508556]Task 3
___________________________________________________________________
“Create a short minute video advertising your chosen brand. (Advert) Use the techniques learnt from the storytelling lectures in this module. You can use Flipgrid, Teams or another platform of your choosing, however your final video must be embedded to your presentation. NO AI IS TO BE USED; IT MUST BE YOUR VOICE NOT AN AI ONE. 
 The brand must be visible. 
 You do not have to appear in the video throughout BUT you do have to be visible at the introduction.”
Here is the link for my two-video advertising:
[image: Checkmark with solid fill] (the video not contain my voiceover due to my sickness)
· 1 min: https://www.youtube.com/watch?v=ozVo5aAac6k
· short:  https://www.youtube.com/shorts/cPekNRUqEJM


[bookmark: _Toc216508557]Task 4
___________________________________________________________________
[image: Checkmark with solid fill]“Prepare an 8-minute presentation covering your process for Tasks 1-3.”
Here is the file that contains my PP Presentation:
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Responses data.pdf
1. How often do you drink plain water in a day?

31 responses

@® 1-2 glasses
@ 3-5glasses
@ 6-8 glasses
@ More than 8 glasses

1. How often do you drink plain water in a day?
e 3-5¢glasses: 45.2 % (14 )
e 6-8glasses: 35.5 % (11)
e More than 8 glasses: 19.4 % (6 )
e 1-2 glasses: 0 % (not selected)

2. When you are away from home (at work, in the gym, or travelling), how easy is it for you to find

water that tastes good?

31 responses

Very easy —5(16.1%)
Sometimes tricky —11 (35.5%)
Usually difficult - 20 (64.5%)
| rarely drink water outside —3(9.7%)
0 5 10 15 20

2. When you are away from home (at work, in the gym, travelling), how easy is it for you
to find water that tastes good?

e \Veryeasy:16.1 % (5)

e Sometimes tricky: 35.5 % (11)

e Usually difficult: 64.5 % (20 )

e | rarely drink water outside: 9.7 % (3 )





3. Do you usually carry a reusable water bottle or buy bottled water on the go?

31 responses
19.4%
64.5%

3.Do you usually carry a reusable water bottle or buy bottled water on the go?
e Always use my own bottle: 64.5 % (20)
e Often use bottled water: 19.4 % (6)
e Depends on the day : 16.1 % (5)
e | don’t think about it too much : 0 % (0)

@ Always use my own bottle
@ Often use bottled water

@ Depends on the day

@ | dont think about it to much

4. What would make plain water more enjoyable for you?

31 responses

@ Better taste / flavour

@ Added vitamins or electrolytes
@ Balanced pH / smoother feel
@ Fresh sensation

@ Nothing, | like it plain

4. What would make plain water more enjoyable for you ?
Better taste / flavour: 35.5 % (11)

Added vitamins or electrolytes : 38.7 % (12)

Balanced pH / smoother feel : 16.1 % (5)

Fresh sensation : 9.7 % (3)





5. If you could instantly change the flavor of your water, what would you pick first?

31 responses

@® Lemon and Lime
@ Berry mix
Cucumber and mint
@ Energy / citrus boost
@ Peaches, Ice tea
® Ginger. Mint
@ Orange, spice
@ Herbal tea ( chamomile)

13V

5. If you could instantly change the flavour of your water, what would you pick first?

Energy / citrus boost: 25.8 % (8)

Lemon & Lime: 12.9 % (4)
Berry mix: 9.7 % (3)

Cucumber & Mint: 6.5 % (2)

Peach, ice tea: 3.2 % (1)
Ginger mint: 3.2 % (1)
Orange spice: 3.2 % (1)

Herbal tea (chamomile): 3.2 % (1)

Lemon salts: 3.2 % (1)
Watermelon: 3.2 % (1)
Lemon mint: 3.2 % (1)
Focus enhancers: 3.2 % (1)
Mint eucalyptus: 3.2 % (1)
Blue raspberry: 3.2 % (1)
Herbs: 3.2 % (1)

Cherry: 3.2 % (1)

Tropical punch: 3.2 % (1)
Strawberry: 3.2 % (1)





6. How interested are you in trying a Pad that dissolves into your water and upgrades it? (taste, pH,
electrolytes, detox, etc.)

31 responses
Very intrested —23 (74.2%)
Somehow intrested —8 (25.8%)
Not sure —2 (6.5%)

Not intrested [0 (0%)

0 5 10 15 20 25

6. How interested are you in trying a Pad that dissolves into your water and upgrades it?
(taste, pH, electrolytes, detox, etc.) ?

e \Very intrested: 74.2 % (23)

e Somehow intrested: 25.8 % (8)
e Notsure:6.5% (2)

e Notintrested : 0 % (0)

7. When choosing water or drinks, what matters most to you?

31 responses

@ Heath benefits

@ Taste / Flavor
@ Price

19.4% A @ Convenience / Portability
@ Sustainability

48.4%

7. When choosing water or drinks, what matters most to you?
Heath benefits : 48.4 % (15)

Taste / Flavor : 19.4 % (6)

Price : 6.5 % (2)

Convenience / Portability : 16.1 % (5)

Sustainability : 9.7 % (3)





8. Where do you think a product like FlowPads will be used more frequently?
31 responses
@ Atthe gym
19.4% @ At work / school
@ While travelling
@® Athome

8. Where do you think a product like FlowPads will be used more frequently?

e Atthegym:22.6 % (7)

e At work/school:45.2 % (14)
e While travelling : 19.4 % (6)
e Athome:12.9 % (4)

9. How important is eco-friendly packaging to you when buying drink products?

31 responses
Very important —15 (48.4%)
Somehow important —16 (51.6%)
Not very important |0 (0%)

Less important [—0 (0%)

9. How important is eco-friendly packaging to you when buying drink products?
e Very important : 48.4 % (15)

Somehow important : 51.6 % (16)

Not very important : 0 % (0)

Less important : 0 % (0)





10. How much would you be willing to pay for a product like FlowPads

31 responses

Under £1 —9 (29%)

£1-£2 —16 (51.6%)

£2-£3 —7 (22.6%)

Over£3 |0 (0%)

10. How much would you be willing to pay for a product like FlowPads?
e Under£1:29 % (9)
o £1-£2:51.6% (16)
o £2-£3:226%(7)
e Over£3:0% (0)

11. Would you rather receive FlowPads via a monthly subscription or through vending machines
positioned in public spaces?

31 responses

@ Vending machines

@ Subscription

@ Both options sound good
@ Neither

11. Would you rather receive FlowPads via a monthly subscription or through vending
machines positioned in public spaces?
e Vending machines : 38.7 % (12)
Subscription : 32.3 % (10)
Both options sound good : 29 % (9)
Neither : 0 % (0)





12. Where should vending machines be placed first if they were to be installed?

31 responses

@ Gyms / Sports Centres
@ Train / Bus stations

@ Offices / Campuses
@ Shopping areas

@ Airport

@ Gas Stations

@ Schools

12. Where should vending machines be placed first if they were to be installed?

13.

Gyms / Sports Centres : 22.6 % (7)
Train / Bus stations : 6.5 % (2)
Offices / Campuses : 38.7 % (12)
Shopping areas : 22.6 % (7)
Airport : 3.2 % (1)

Gas Stations : 3.2 % (1)

Schools : 3.2 % (1)

13. How would you prefer to pay for FlowPads at a vending machine?

31 responses

@ Contactless card / phone
@ QR code payment

@ Cash

@ Subscription credits

How would you prefer to pay for FlowPads at a vending machine?

Contactless card / phone : 48.4 % (15)
QR code payment : 22.6 % (7)

Cash : 16.1 % (5)

Subscription credits : 12.9 % (4)





Question 14 , beeing an open question, | chose not to include as it is not relevant for my
research.

15. If FlowPads were available tomorrow, how likely would you be to try them?
31 responses

Definitely —21(67.7%)

Possible if convenient —9 (29%)

| will wait to see reviews —1(3.2%)

Probably not [—0 (0%)

15.I1f FlowPads were available tomorrow, how likely would you be to try them?
Definitely : 67.7 % (21)

Possibly if convenient : 29 % (9)

I will wait to see reviews : 3.2 % (1)

Probably not : 0 % (0)

Thank you for taking part - your feedback helps us build a smarter way to stay hydrated!!!

31 responses

30
27 (87.1%)
20
10
0 (0%) 0 (0%) 0 (0%) 4 (12.9%)
0 | | |
1 2 3 4 5

The fallowing link its been generated and used in my Survey:
https://forms.gle/PQ5zL 7225i19dZRbz7



https://forms.gle/PQ5zL7225i9dZRbz7
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weebsite screenshots.pdf
Website Screenshots:

& C @ O httpsy//flowpads.weebly.com

FLOWRPADS

Healthy hydration should be accessible,
Everywhere!






FLOWRLADS

Water Boost In-Seconds

Healthy hydration should be accessible,
Everywhere!

powerep Y weebly

People want quick, clean and healthy hydration, but most drinks are high in sugar,
inconvenient or expensive

DISCOVER A HEALTHIER WAY

4 ‘\"...iu- y
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Healthy Tasty Convenience

Natural Hydration Taste the Joy of Nature! Flow Through Your Day!

Whether you are home or outdoor.

Travelling, working or any other activity,

FlowPads enhance your performance by

adding Natural flavours, minerals and

vitamins to your regular water.
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FLOWRPADS

HOME ABOUT CONTACT

FLOWA2A40S5

Ma+eval flavoured enhancer for your daily water
powerep Y weebly






FLOWL,4ADS woms  asour  cowvacy
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How it works?

FLOWPads
FLOWPadS

1. Place one FlowPad in your water 2. Wait between 10-15 seconds, 3. Tas and Quality improved,

container till completely dissolved anytime and anywhere

Three product lines to chose from

Functional Wellness Flavours
- Performance - pH balancing - Great taste
- Energy - Detox - Multiple Flavours

- Vitamins Herbs mixt

You wanted better options.... We created for you !!
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Canva Materials.pdf
Canva Materials:

struggle to stay hydrated away
fromm home

People want hydratlon that IS-
clean, quick-and-portable———
FlowPads.s made for them %
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Zero sugar. Zero effort

FLOWPADS
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[bookmark: _Toc1962753503]1. Introduction

______________________________________________________________________

The purpose of this project was to design a business idea, supported by real market data, and to show how survey insights can guide product development, website design, marketing materials, basic segmentation, and SEO. My business idea, FlowPads, is a dissolvable pad solution that improves water quality and taste, adds functional benefits, and reduces plastic waste. I created a structured survey with 31 respondents, and I focused on six questions that are organized into 4 categories: Hydration habits Q1, water experience Q2, product interest and intent Q6 and Q15, and sustainability / price Q9 and Q10. These insights shaped the business concept, digital presence, and visual materials, which validate FlowPads as a relevant solution.



[bookmark: _Toc561447309]2. Analysis of key questions

______________________________________________________________________

[bookmark: _Toc751578276]2.1 Q1 – Water Consumption

Here I explore how often people drink water daily. 45% do not drink enough water, while 54.9% drink more than 6 glasses per day. This indicates a group struggling with hydration, and at the same time, the second group is already drinking water, meaning that demand for hydration products is naturally present. Hydration supports concentration and well-being, especially for working people (Gandy, 2015). FlowPads can support people who want to drink more water and those who already drink but want better taste or extra benefits.

[bookmark: _Toc782018114]2.2 Q2 – The Problem

This question clarifies the main problem. 64.5% of respondents Q2 struggle to find good tasting water when away from home. The problem is not access to water, but the quality and taste. This can explain the behaviors seen in Q1. If water does not taste appealing, consumption drops (Okpiaifo et al., 2023). These insights became the foundation for FlowPads as a portable, quick dissolvable solution that enhances the taste of water for those “on the go”.



[bookmark: _Toc1381147939]2.3 Q6 and Q15 – Interest, Intent and Validation

Q6 Shows the interest that the respondents have in a dissolvable solution, very similar to FlowPads as a product. 74.2% were “very interested”, indicating strong market fit. Innovation theory suggests that this level of early interest reflects high adoption potential (Rogers, 2023). 

Q15 Purchase intent shows that 67.7% of the respondents will try FlowPads if it is available tomorrow. When interest and intent are both high, the possibility of purchasing increases significantly (Morwits, 2014). These data points reduce uncertainty and justify the fact that a solution like FlowPads, is viable, and validates the market demand.

[bookmark: _Toc846170370]2.4 Q9 and Q10 – Sustainability and Price

Q9 Shows that 100% of respondents care about eco-friendly packaging. This made clear the fact that FlowPads must provide sustainable packaging. Eco-friendly packaging is expected to increase significantly in beverage alternatives markets (Shorr Packaging, 2025; Peattie K and Peattie S, 2009) and align with the UK concern about plastic waste (WRAP, 2024). Therefore, Flowpads uses 100% compostable packaging, and it is emphasized across the website and visuals materials.

Q10 Shows that over 50% of the respondents were willing to pay £1 - £2 per pad and another 22% over £2. This validates the price structure and unit/cost that I chose for FlowPads: £1.80 per unit (One time purchase) and £1.50 per unit for subscription plan. Knowing that the data matches customer expectations, I am confident that margins are achievable without losing customer loyalty.



[bookmark: _Toc2126848616]3. Business concept from data

______________________________________________________________________

[bookmark: _Int_dliu3BQU]The data and the insights gathered from the survey formed the full structure of the FlowPads business concept. Q2 defined the main problem and led me to create a portable, fast dissolving solution for those people who need better tasting water when they are away from home. Q1 and related preference questions: Q4, Q5, Q7. supported the product lines: Functional, Flavour and Wellness, which reflect different motivations (performance taste and balance). Q6 and Q15 confirmed that my idea is attractive and I can act on it, while Q9 and Q10 guided me on the decision to choose compostable packaging and fair price structure. Overall, the research aims to demonstrate that FlowPads align with the real needs of the audience.



[bookmark: _Toc1997963754]3.1 Audience Segmentation

The data show me clearly different groups of people that participated in the survey. Q2 pointed to workers and students, who refill water bottles to stay hydrated when away from home, and Q9 are very much interested in Eco-friendly packaging which formed the second group. And then we have gym users Q2, that connects to Q6, in terms of performance and health benefits. FlowPads focuses on professional workers as the main segment, and gym users that are the second group (Kotler et al., 2019; Smith, 1956)



[bookmark: _Toc1261195111]3.2 Website Design

The website (https://flowpads.weebly.com) follows the story created by data, which represents consumer demand, for healthy alternatives, through portable, and enjoyable hydration. This creates the main structure: key contexts Q8, health benefits Q7, and product variety Q4. More evidence about the design is the Interest Q6, Q15 and most importantly Q9, eco-friendly and compostable packaging, which is found on the second page of the website. Last to mention is Q13, section addressing price structure and future expansion, that I chose not to include yet, due to development stages. 

[bookmark: _Toc697362281]3.3 SEO

I used the information from the survey to implement SEO and at the same time to increase potential visibility in the online environment. The keywords used focus on terms like: #healthy hydration, #natural water enhancer, #Eco-friendly, and #convenience. These phrases appear in headings, descriptions and metatext to align with user intent (Chaffey and Chadwick, 2019).



[bookmark: _Toc2128758064]4. Marketing Materials

______________________________________________________________________

Each visual material created: product visuals, social posts, line-ups options, business cards, video advertisement and packaging, was defined by the data collected from the survey. Video narrative follows the main concept: Pain Point Q2 – Interest/solution Q6 – Intent Q15, aligning with the fast-acting USP. Q9 guided eco-friendly packaging design with sustainability badge. Q4 and Q5 gave me insight about preferences, which led to the choice of colors for the line production: light green for “Wellness”, red and orange for "Flavour” and navy blue for "Functional”. These materials were designed to build early brand awareness while following the stats from the survey.

[bookmark: _Toc1874522961]5. Conclusion

______________________________________________________________________

Market research and data helped me to identify the real problem in the market, which led to the right approach in choosing the FlowPads business model, future development, and all the materials that were created. Survey questions showed me how to assess demand, expectation, sustainable options, and price structure. I was able to design a product that responds directly to real consumer needs, positioning Flowpads as a sustainable and health-focused solution for everyday hydration.
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[bookmark: _Toc1535123757]7. Survey Answers

____________________________________________________________________________________

[bookmark: _Q1][bookmark: _Q1_1][bookmark: _Toc57173482]Q1
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[bookmark: _Q2][bookmark: _Toc1087223143]Q2
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[bookmark: _Toc1520479323]Q3
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[bookmark: _Q4][bookmark: _Toc1463555443]Q4
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[bookmark: _Q5][bookmark: _Toc591153468]Q5
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[bookmark: _Q6][bookmark: _Toc534318490]Q6
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Tik Tok and Instagram graphics:
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Business Card:
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Eco-Friendly Compostable Packaging:
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Product Line:
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Video links:

Short Format: 

https://youtube.com/shorts/cPekNRUqEJM?si=m0JNZrrtwkMqIemU

Long Format:

https://docs.google.com/videos/d/1Ul6AyQ2LnYrHbS1YzevSrZYnRkDhG9TE9s-3GvWn3qA/edit?usp=drivesdk

https://www.youtube.com/watch?v=ozVo5aAac6k
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1. How often do you drink plain water in a day?

31 responses

® 1-2 glasses
@ 3-5glasses
@ 6-8 glasses
@ More than 8 glasses
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2. When you are away from home (at work, in the gym, or travelling), how easy is it for you to find
water that tastes good?

31 responses

Very easy 5 (16.1%)

Sometimes tricky 11 (35.5%)
Usually difficult 20 (64.5%)

| rarely drink water outside
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3. Do you usually carry a reusable water bottle or buy bottled water on the go?

31 responses

@ Always use my own bottle
@ Oiten use bottled water

@ Depends on the day

@ | dont think about it to much
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4. What would make plain water more enjoyable for you?

31 responses

@ Better taste / flavour

@ Added vitamins or electrolytes
@ Balanced pH / smoother feel
@ Fresh sensation

@ Nothing, | like it plain
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5. If you could instantly change the flavor of your water, what would you pick first?

31 responses

@® Lemon and Lime

@ Berry mix
@ Cucumber and mint
\ / @ Energy / citrus boost
@ Peaches, Ice tea
® Ginger. Mint
25.8% @ Orange, spice
@ Herbal tea ( chamomile)
13§V
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6. How interested are you in trying a Pad that dissolves into your water and upgrades it? (taste, pH,
electrolytes, detox, etc.)

31 responses

Very intrested 23 (74.2%)

Somehow intrested 8 (25.8%)

Not sure

Not intrested
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7. When choosing water or drinks, what matters most to you?

31 responses

@ Heath benefits

@ Taste / Flavor
@ Price

19.4% A @ Convenience / Portability
@ Sustainability

48.4%
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8. Where do you think a product like FlowPads will be used more frequently?

19.4% ’

31 responses

@ Atthe gym

@ At work / school
@ While travelling
@ Athome
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9. How important is eco-friendly packaging to you when buying drink products?

31 responses

Very important 15 (48.4%)

Somehow important

16 (51.6%)

Not very important

Less important

20
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10. How much would you be willing to pay for a product like FlowPads
31 responses

Under £1
£1-£2
£2-£3

7 (22.6%)

Over £3

15

16 (51.6%)

20
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11. Would you rather receive FlowPads via a monthly subscription or through vending machines

positioned in public spaces?

31 responses

@ Vending machines

@ Subscription

@ Both options sound good
@ Neither
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12. Where should vending machines be placed first if they were to be installed?

31 responses

@ Gyms / Sports Centres
@ Train / Bus stations

© Offices / Campuses
@ Shopping areas

@ Airport

S @ Gas Stations

@ Schools
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13. How would you prefer to pay for FlowPads at a vending machine?

31 responses

@ Contactless card / phone
@ QR code payment

@ Cash

@ Subscription credits
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15. If FlowPads were available tomorrow, how likely would you be to try them?

31 responses

Definitely

Possible if convenient

| will wait to see reviews

Probably not

21 (67.7%)

25
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Financial Projection.xlsx
FlowPads 12 Months Projection 2

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

		INCOME 1

		Subscribers		45		62		89		134		201		287		356		398		421		445		478		512				30		Subscription MQP

		Subscribers Revenue		£   2,025.00		£   2,790.00		£   4,005.00		£   6,030.00		£   9,045.00		£   12,915.00		£   16,020.00		£   17,910.00		£   18,945.00		£   20,025.00		£   21,510.00		£   23,040.00				£   1.50		Subs.           Price / Pad 

		INCOME 2

		One-Time Purchases		38		52		71		115		189		276		312		289		245		198		167		223				10		One Time order MQP

		One-Time Revenue		£   684.00		£   936.00		£   1,278.00		£   2,070.00		£   3,402.00		£   4,968.00		£   5,616.00		£   5,202.00		£   4,410.00		£   3,564.00		£   3,006.00		£   4,014.00				£   1.80		One-Time  Price / Pad 

		TOTAL INCOME		£   2,709.00		£   3,726.00		£   5,283.00		£   8,100.00		£   12,447.00		£   17,883.00		£   21,636.00		£   23,112.00		£   23,355.00		£   23,589.00		£   24,516.00		£   27,054.00		£   193,410.00

		EXPENSES

		COGS		£   1,038.00		£   1,428.00		£   2,028.00		£   3,102.00		£   4,752.00		£   6,822.00		£   8,280.00		£   8,898.00		£   9,048.00		£   9,198.00		£   9,606.00		£   10,554.00				£   0.60		COGS  Unit/Pice

		Insurance		£   100.00		£   100.00		£   100.00		£   100.00		£   100.00		£   100.00		£   100.00		£   100.00		£   100.00		£   100.00		£   100.00		£   100.00

		Accounting Software		£   50.00		£   50.00		£   50.00		£   50.00		£   50.00		£   50.00		£   50.00		£   50.00		£   50.00		£   50.00		£   50.00		£   50.00				500		Legal

		Postage		£   200.00		£   200.00		£   200.00		£   200.00		£   200.00		£   200.00		£   200.00		£   200.00		£   200.00		£   200.00		£   200.00		£   200.00				1000		Website

		(3%/Rev, >200 Subs)										£   373.41		£   536.49		£   649.08		£   693.36		£   700.65		£   707.67		£   735.48		£   811.62				1000		Marketing

		TOTAL EXPENSES		£   1,388.00		£   1,778.00		£   2,378.00		£   3,452.00		£   5,475.41		£   7,708.49		£   9,279.08		£   9,941.36		£   10,098.65		£   10,255.67		£   10,691.48		£   11,715.62		£   84,161.76		2000		Product Development 

		PROFIT/LOSS		£   1,321.00		£   1,948.00		£   2,905.00		£   4,648.00		£   6,971.59		£   10,174.51		£   12,356.92		£   13,170.64		£   13,256.35		£   13,333.33		£   13,824.52		£   15,338.38		£   109,248.24		3000		5000 Unit Production

		Track Break Even		6179		4231		1326		-3322		Well Done!		ERROR:#VALUE!		ERROR:#VALUE!		ERROR:#VALUE!		ERROR:#VALUE!		ERROR:#VALUE!		ERROR:#VALUE!		ERROR:#VALUE!				7500		StartUp Cost





















































































INCOME VS EXPENSES





2709	3726	5283	8100	12447	17883	21636	23112	23355	23589	24516	27054	

1388	1778	2378	3452	5475.41	7708.49	9279.08	9941.36	10098.65	10255.67	10691.48	11715.62	





PROFIT / LOSS







1321	1948	2905	4648	6971.59	10174.51	12356.92	13170.64	13256.35	13333.33	13824.52	15338.38	









FlowPads 12 Months Projection 1

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

		INCOME																										£   0.60		COGS  Unit/Pice

		Sells from Subscribers		45		62		89		134		201		287		356		398		421		445		478		512		£   1.50		Subs.           Price / Pad 

		Sells from One-Time		38		52		71		115		189		276		312		289		245		198		167		223		£   1.80		One-Time  Price / Pad 

		TOTAL INCOME		£   135.90		£   186.60		£   261.30		£   408.00		£   641.70		£   927.30		£   1,095.60		£   1,117.20		£   1,072.50		£   1,023.90		£   1,017.60		£   1,169.40		£   9,057.00

		EXPENSES																										£   2,000.00		Product Development 

																												£   3,000.00		5000 Unit Production

		COGS		£   49.80		£   68.40		£   96.00		£   149.40		£   234.00		£   337.80		£   400.80		£   412.20		£   399.60		£   385.80		£   387.00		£   441.00		£   1,000.00		Marketing

		Insurance		£   100.00		£   100.00		£   100.00		£   100.00		£   100.00		£   100.00		£   100.00		£   100.00		£   100.00		£   100.00		£   100.00		£   100.00		£   1,000.00		Website

		Accounting Software		£   50.00		£   50.00		£   50.00		£   50.00		£   50.00		£   50.00		£   50.00		£   50.00		£   50.00		£   50.00		£   50.00		£   50.00		£   500.00		Legal

		Postage		£   200.00		£   200.00		£   200.00		£   200.00		£   200.00		£   200.00		£   200.00		£   200.00		£   200.00		£   200.00		£   200.00		£   200.00		7500.00		StartUp Cost

		TOTAL EXPENSES		£   399.80		£   418.40		£   446.00		£   499.40		£   584.00		£   687.80		£   750.80		£   762.20		£   749.60		£   735.80		£   737.00		£   791.00		£   7,561.80

		PROFIT/LOSS		-£   263.90		-£   231.80		-£   184.70		-£   91.40		£   57.70		£   239.50		£   344.80		£   355.00		£   322.90		£   288.10		£   280.60		£   378.40		£   1,495.20

































































































INCOME VS EXPENSES





135.9	186.60000000000002	261.3	408	641.70000000000005	927.3	1095.5999999999999	1117.2	1072.5	1023.9000000000001	1017.6	1169.4000000000001	

399.8	418.4	446	499.4	584	687.8	750.8	762.2	749.59999999999991	735.8	737	791	





pROFIT / LOSS





-263.89999999999998	-231.79999999999995	-184.7	-91.399999999999977	57.700000000000045	239.5	344.79999999999995	355	322.90000000000009	288.10000000000014	280.60000000000002	378.40000000000009	
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The importance of Excel in the Digital Era 



Nowadays, with technology evolving fast, especially in a digital environment, the ability to understand and work with data has become one of the most required skills ever. Microsoft Excel continues to be one of the most used tools worldwide, for managing, analyzing, and presenting information, especially in Business and Academics. While Excel is often viewed as a basic spreadsheet tool, in my experience working on the FlowPads project, it played a much more significant role in supporting my structured thinking, financial understanding, and decision making. Working on this project, Excel became a key part of my learning process, helping me move from confusion to clarity when dealing with real business analysis.



At the start of the project, I underestimated the importance of Excel and assumed that it would only be used for simple calculations. As the business evolved, I quickly realized that it was more than necessary for helping me stay organized with information and making sense of complex ideas. In the digital era, businesses rely more on specific information and numbers, rather than making assumptions or personal predictions. Excel provides a better and more accurate way to work with data without requiring advanced technical knowledge (Gettman, 2010). Personally, it helped me understand how raw numbers can be transformed into meaningful insights that support business decisions. These skills are important these days, especially in modern workplaces.



It was a game changer for me because it supported my work through organizing the data and analyzing it. Futures like formulas, charts, filtering tools, and conditional formatting allow users to transform information into valuable insights, helping to create better strategies (Walkenbach, 2018). In the Flow Pads project, initially I struggled with the complexity of analyzing survey data. When the data was entered into Excel, I was able to calculate percentages, identify patterns, and visually present information, using charts. This allowed me to compare clearly the information in hydration habits, interest in products, and pricing expectations. Also, it played a major role in helping me understand financial planning, which was one of the most challenging parts of the project. Concepts like GOGS, net/profit margins, operating expenses and break-even points were difficult to grasp in the beginning. By building a 12-month financial projection in Excel, I was able to experiment with numbers and immediately see how those changes affected profitability. For example, adjusting the subscription number or monthly costs, I was able to observe directly how the business numbers changed in certain sensitive areas. This type of scenery analysis is particularly important for small businesses and startups, where early decisions can significantly impact the success rate (Atrill and McLaney, 2022). Excel helped me turn overwhelming financial theory into something practical and easy to understand.



Another key learning point was the importance of profit/loss structure tracking. This allowed me to follow month by month variables like income/revenue and costs/ expenses, indicating to me when the business would operate at loss and when it will be on profit. This reinforced the idea that a business can be seen as a viable solution but still failing without careful cash flow planning. Beig able to visualize the process through spreadsheets helped me better understand business risks and the importance of planning ahead. This experience relates to industry insights, showing that early on in development, financial management is a top reason why startups fail (CBInsights, 2021).



Excel is also important because it supports collaboration and digital workflows. Cloud-based solutions like Microsoft 365 allow spreadsheets to be shared, edited, and updated in real time, improving teamwork and reducing errors (Microsoft, 2023). While my project was individual, this feature shows how Excel fits into modern digital work environments, where remote collaboration is continuing to grow. Employers continue to value Excel skills because they combine technical abilities with problem solving and communication (LinkedIn Learning, 2023). In fact, Excel skills often appear in list of the most requested workplace skills, reflecting the importance of professional settings (Mugambi, 2024).



In conclusion, Excel remains important in the digital era because it supports data analysis, financial planning, and informed decisions across a wide range of industries. My experience working on the FlowPads project demonstrated that Excel is not just a technical tool, but a learning curve that helps develop structure thinking and confidence. By using it to analyze survey data and build financial projections, I gained a deeper understanding of how businesses operate in practice. This process taught me practical applications, making it an essential skill for students and professionals that are involved daily in environments where data driving decisions came in the first place. 
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Financial Projection

FlowPads 12 Months Projection 2


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


			INCOME 1


			Subscribers			45			62			89			134			201			287			356			398			421			445			478			512						30			Subscription MQP


			Subscribers Revenue			£   2,025.00			£   2,790.00			£   4,005.00			£   6,030.00			£   9,045.00			£   12,915.00			£   16,020.00			£   17,910.00			£   18,945.00			£   20,025.00			£   21,510.00			£   23,040.00						£   1.50			Subs.           Price / Pad 


			INCOME 2


			One-Time Purchases			38			52			71			115			189			276			312			289			245			198			167			223						10			One Time order MQP


			One-Time Revenue			£   684.00			£   936.00			£   1,278.00			£   2,070.00			£   3,402.00			£   4,968.00			£   5,616.00			£   5,202.00			£   4,410.00			£   3,564.00			£   3,006.00			£   4,014.00						£   1.80			One-Time  Price / Pad 


			TOTAL INCOME			£   2,709.00			£   3,726.00			£   5,283.00			£   8,100.00			£   12,447.00			£   17,883.00			£   21,636.00			£   23,112.00			£   23,355.00			£   23,589.00			£   24,516.00			£   27,054.00			£   193,410.00


			EXPENSES


			COGS			£   1,038.00			£   1,428.00			£   2,028.00			£   3,102.00			£   4,752.00			£   6,822.00			£   8,280.00			£   8,898.00			£   9,048.00			£   9,198.00			£   9,606.00			£   10,554.00						£   0.60			COGS  Unit/Pice


			Insurance			£   100.00			£   100.00			£   100.00			£   100.00			£   100.00			£   100.00			£   100.00			£   100.00			£   100.00			£   100.00			£   100.00			£   100.00


			Accounting Software			£   50.00			£   50.00			£   50.00			£   50.00			£   50.00			£   50.00			£   50.00			£   50.00			£   50.00			£   50.00			£   50.00			£   50.00						500			Legal


			Postage			£   200.00			£   200.00			£   200.00			£   200.00			£   200.00			£   200.00			£   200.00			£   200.00			£   200.00			£   200.00			£   200.00			£   200.00						1000			Website


			(3%/Rev, >200 Subs)															£   373.41			£   536.49			£   649.08			£   693.36			£   700.65			£   707.67			£   735.48			£   811.62						1000			Marketing


			TOTAL EXPENSES			£   1,388.00			£   1,778.00			£   2,378.00			£   3,452.00			£   5,475.41			£   7,708.49			£   9,279.08			£   9,941.36			£   10,098.65			£   10,255.67			£   10,691.48			£   11,715.62			£   84,161.76			2000			Product Development 


			PROFIT/LOSS			£   1,321.00			£   1,948.00			£   2,905.00			£   4,648.00			£   6,971.59			£   10,174.51			£   12,356.92			£   13,170.64			£   13,256.35			£   13,333.33			£   13,824.52			£   15,338.38			£   109,248.24			3000			5000 Unit Production


			Track Break Even			6179			4231			1326			-3322			Well Done!			ERROR:#VALUE!			ERROR:#VALUE!			ERROR:#VALUE!			ERROR:#VALUE!			ERROR:#VALUE!			ERROR:#VALUE!			ERROR:#VALUE!						7500			StartUp Cost
































































































































INCOME VS EXPENSES








2709	3726	5283	8100	12447	17883	21636	23112	23355	23589	24516	27054	


1388	1778	2378	3452	5475.41	7708.49	9279.08	9941.36	10098.65	10255.67	10691.48	11715.62	








PROFIT / LOSS











1321	1948	2905	4648	6971.59	10174.51	12356.92	13170.64	13256.35	13333.33	13824.52	15338.38	














FlowPads 12 Months Projection 1


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


			INCOME																																							£   0.60			COGS  Unit/Pice


			Sells from Subscribers			45			62			89			134			201			287			356			398			421			445			478			512			£   1.50			Subs.           Price / Pad 


			Sells from One-Time			38			52			71			115			189			276			312			289			245			198			167			223			£   1.80			One-Time  Price / Pad 


			TOTAL INCOME			£   135.90			£   186.60			£   261.30			£   408.00			£   641.70			£   927.30			£   1,095.60			£   1,117.20			£   1,072.50			£   1,023.90			£   1,017.60			£   1,169.40			£   9,057.00


			EXPENSES																																							£   2,000.00			Product Development 


																																										£   3,000.00			5000 Unit Production


			COGS			£   49.80			£   68.40			£   96.00			£   149.40			£   234.00			£   337.80			£   400.80			£   412.20			£   399.60			£   385.80			£   387.00			£   441.00			£   1,000.00			Marketing


			Insurance			£   100.00			£   100.00			£   100.00			£   100.00			£   100.00			£   100.00			£   100.00			£   100.00			£   100.00			£   100.00			£   100.00			£   100.00			£   1,000.00			Website


			Accounting Software			£   50.00			£   50.00			£   50.00			£   50.00			£   50.00			£   50.00			£   50.00			£   50.00			£   50.00			£   50.00			£   50.00			£   50.00			£   500.00			Legal


			Postage			£   200.00			£   200.00			£   200.00			£   200.00			£   200.00			£   200.00			£   200.00			£   200.00			£   200.00			£   200.00			£   200.00			£   200.00			7500.00			StartUp Cost


			TOTAL EXPENSES			£   399.80			£   418.40			£   446.00			£   499.40			£   584.00			£   687.80			£   750.80			£   762.20			£   749.60			£   735.80			£   737.00			£   791.00			£   7,561.80


			PROFIT/LOSS			-£   263.90			-£   231.80			-£   184.70			-£   91.40			£   57.70			£   239.50			£   344.80			£   355.00			£   322.90			£   288.10			£   280.60			£   378.40			£   1,495.20


















































































































































INCOME VS EXPENSES








135.9	186.60000000000002	261.3	408	641.70000000000005	927.3	1095.5999999999999	1117.2	1072.5	1023.9000000000001	1017.6	1169.4000000000001	


399.8	418.4	446	499.4	584	687.8	750.8	762.2	749.59999999999991	735.8	737	791	








pROFIT / LOSS








-263.89999999999998	-231.79999999999995	-184.7	-91.399999999999977	57.700000000000045	239.5	344.79999999999995	355	322.90000000000009	288.10000000000014	280.60000000000002	378.40000000000009	
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