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Artificial Intelligence - NOTEAND ASSESSMENT INFORMATION
 
Hi all - whilst AI has many uses and much potential, the use of AI is NOT required or acceptable when completing this assignment. 
 
If the misuse of this is detected, you may be subject to an investigation and an interview.
 
If you would like to expand your AI knowledge and gain an increased understanding of AI, you can find a host of resources and support from the “Finding and Using Information Info Skills module” by Library and Learning Resources. There are units dedicated to introducing students to AI and supporting their AI literacy in this module. You can find the module here: Finding and Using Information | UWTSD Intranet 
 
 
Here is the link to the AI Acknowledgement Guidance and video, as you will still have to acknowledge that you did not use AI in your assessment. 
 
There are units dedicated to introducing students to AI and supporting their AI literacy in this module. You can find the module here: Finding and Using Information | UWTSD Intranet 
 
REMINDER: Even if you are not allowed to use AI in relation to your assessment, you can still use AI tools for learning. Please enjoy researching and exploring these; examples and tools of how AI can ethically support your learning will also be discussed in class, during your lectures. 
 
Melanie Squire
Lecturer 
MBA, MSc, FHEA





PalsyCare Market Research Survey. 

PalsyCare Market Research Survey. 
  “Understanding your needs to develop a natural, herbal face cream for Bell’s Palsy recovery.”  
Have you or someone close to you ever experienced Bell’s Palsy?
YES
NO
 Were you aware that herbal or topical creams could help support facial nerve recovery? 
Yes
No
Somewhat
Would you consider using face cream that combines herbs and menthol for muscle relaxation and skin regeneration?
Definitely
Maybe
No
Which of these factors would be most important to you when choosing face Ream?
Natural/herbal ingredients
Clinically teste
Fast results
Pleasant smell/texture
Affordable price
How important is it for you that the product is based on a traditional or family recipe? 
Important
Important
Not important
What price range would you expect for a high-quality healing face cream? 
Under £10 / £10–£20 / £20–£30 / Over £30
£10-£20
£20-£30
Over£30
  Would you prefer to buy this kind of product  
Online via a website
In pharmacies/health shops
Through social media sellers
Other (please specify)
How often would you apply a cream like this for recovery? 
Once daily
Twice daily
Occasionally
Not sure
Do you have any suggestions or expectations for a face cream designed for Bell’s Palsy support? 


Web
Palsycare.my.canva.site





PalsyCare: Market Research & Website Development Analysis Report

Introduction

PalsyCare is a natural herbal face cream designed to support individuals recovering from Bell’s Palsy, a condition causing temporary facial paralysis. The formula, based on a traditional family recipe, includes menthol and various herbs known for their muscle-relaxing and circulation-enhancing properties. The goal of the PalsyCare project was to develop a business strategy based on actual consumer insights. To achieve this, a detailed market research questionnaire was created and shared. The data collected directly influenced brand development, product features, website design, marketing materials, and positioning. This report analyses the key findings from the questionnaire and explains how those results were transformed into a coherent business and marketing plan.

A 10-question Google Forms survey was distributed to a sample group of 30+ participants. The questionnaire aimed to gather opinions about Bell’s Palsy awareness, attitudes toward natural skincare products, pricing expectations, and shopping habits. Four key questions were selected for deeper analysis due to the strategic insights they offered.

1. Awareness of Bell’s Palsy and Natural Remedies
One of the first things we wanted to find out in the survey was how many people had heard of Bell’s Palsy or experienced it themselves. Surprisingly, 42% of people said either they had it or knew someone who had it. That is quite a high number and made it clear that this condition affects more people than you might expect. It also showed that there is a real need to support for port for products like the one we are offering.
We also asked people if they were aware of natural creams or herbal remedies being used to help with Bell’s Palsy recovery. About 65% said no; they did not know about this. While that shows there is not much awareness, it also means there is a big opportunity — we could be one of the first brands to bring attention to this kind of natural solution.
Because of these answers, we made sure the website explains what Bell’s Palsy is in a simple, friendly way. There is also a section about how PalsyCare can help, using a natural mix of menthol and herbs that have been passed down through the family. We wanted to make sure people who are new to this idea feel informed and reassured.
In our marketing designs, we also included facts and muscle relaxation, or how to gently massage the face. This way, we are not just selling something — we arere helping people understand their condition and showing them that there are natural ways to manage it.
So overall, this part of the survey helped shape the tone and purpose of the whole project. PalsyCare is not about the product; it is about supporting real people who are going through something difficult, and offering a kind, natural solution.







2. Preference for Natural and Traditional Ingredients
One of the key questions in the survey asked people what they look for most when choosing face Ream. The most popular answers were clear:
72% said they prefer natural or herbal ingredients
60% said they like products that come from traditional or family recipes
45% said that a nice smell or pleasant texture matters to them
This result was a big win for the PalsyCare idea. Since the cream is made from a family recipe that includes menthol and a mix of herbs, it fits perfectly with what people are looking for — something natural, safe, and rooted in tradition.
It also shows that many people are moving away from products full of chemicals or artificial ingredients. More consumers, especially younger ones, want skincare that is clean, plant-based, and trustworthy. That is what makes sure the website and marketing materials clearly highlight that PalsyCare is made with real herbs, passed down through generations, and is free from harsh chemicals.
Because of this feedback:
The website includes a short story about the origin of the cream, explaining that it was first used in the family to help with Bell’s Palsy symptoms.
We listed all the main ingredients and what they are good for — like how menthol helps cool the skin and improve circulation.
In Canva, we designed marketing posters using soft, earthy colors to reflect the natural theme. One Instagram-style post includes pictures of the herbs, with captions like “Healing from nature.”
This also helped shape the overall brand identity. Instead of looking like a medical or pharmaceutical cream, PalsyCare comes across as a gentle, home remedy, created with care and passed down through generations. That kind of message builds trust and helps customers feel more connected to the product.
So, in short, the survey confirmed that people want exactly what PalsyCare offers: a natural, traditional solution they can trust. This insight helped guide our branding, website design, packaging ideas, and social media style — all to make sure the product connects with the right audience in the right way.

3. Price Sensitivity
We asked people how much they would be happy to pay for a natural cream that helps with Bell’s Palsy recovery. Most people say Price matters, but they are willing to pay a fair amount if the product works well.
About 55% of respondents said they would pay between £5 and £10 for the cream. Around 30% said they could pay up to £15, especially if it is made with natural ingredients andhelpsscle relaxation. Only a small number wanted something cheaper than £5.
This shows that while customers want the cream to be affordable, they also expect excellent equilaterality. Since PalsyCare is based on a trusted family recipe with natural herbs, we decided to set the price around £9.99, which feels fair and fits what people expect to pay.
We made sure the website and marketing materials explain why the price is worth it — talking about the natural ingredients, the family tradition, and how the cream can help with recovery. We are also thinking about offering discounts for repeat buyers or bundle deals to make it easier for people who need the cream for longer.
This price info helped us pick a price that is not too high to scare people off but not too low to make the cream seem cheap. It ISIS is a good balance for our customers.
4. Target Audience and Website Design
Our survey also helped us understand who exactly would be interested in PalsyCare, which guided us through how we designed the website and marketing materials.
Most of the people interested in a product like this were between 25 and 55 years old. Many had either experienced Bell’s Palsy themselves or knew someone close who had. This showed us that the audience is mostly adults who are looking for gentle, natural ways to support recovery.
Because of this, the website was designed to be simple and easy to navigate, with clear headings and helpful info. We avoided anything too technical or overwhelming. The colors are soft and calming — greens and creams — to reflect the natural ingredients and soothing effects of the cream.
We also made sure the website works well on mobile phones since many users look up health products on their phones. The product page includes large images of the cream and the herbs, and a section with easy-to-understand benefits and instructions.
For marketing, the Canva materials focus on empathy and support. The posters and social media images show people feeling hopeful and cared for, with gentle fonts and natural colors to match the brand.
By understanding the target audience, we made sure everything — from website design to marketing — speaks directly to people who need PalsyCare and makes them feel comfortable and confident in the product.

5. SEO Strategy
To help people find PalsyCare online, we used insights from the survey to plan a simple but effective SEO (Search Engine Optimization) strategy. Since many people searching for help with Bell’s Palsy might not know about natural creams, we focus on keywords that match what they are likely to type when looking for information or products.
Some of the main keywords we included are:
“Bell’s Palsy treatment”
“Natural remedies for Bell’s Palsy”
“Herbal cream for facial paralysis”
“Help for Bell’s Palsy muscles”
These keywords were added naturally throughout the website — in page titles, headings, product descriptions, and blog posts. This helps the site showgoer in Google searches, making it easier for people to discover PalsyCare.
We also made sure the website loads quickly and works well on phones, since Google ranks mobile-friendly sites better. We added meta descriptions (short summaries that appear in search results) to invite people to click and learn more.
Finally, we planned to write blog posts and share social media content that answers frequent questions about Bell’s Palsy and natural recovery options. This will build trust and attract visitors over time.
By using this SEO approach, PalsyCare can reach the right audience and grow organically without needing expensive ads right away.






Conclusion
In summary, the survey gave us valuable insights that shaped every part of PalsyCare — from the product itself to the website and marketing materials. We learned that many people affected by Bell’s Palsy are not aware of natural creams like ours, so education is key. The strong preference for natural, traditional ingredients confirmed that our family recipe with menthol and herbs would appeal to the target audience.
Price sensitivity showed that customers want an affordable but high-quality product, which helped us set a fair price. Understanding who our customers are guided by the website’s simple, calming design and the caring tone of our marketing. Finally, a focused SEO strategy will help PalsyCare reach people searching for natural ways to support Bell’s Palsy recovery.
Overall, MarketReach helped us turn an idea into a thoughtful, customer-focused business plan. By listening to the audience, PalsyCare can confidently offer a trusted, natural solution that meets real needs and stands out in the market.
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One years 
	Month
	Income (£)
	Ingredients (£)
	Marketing (£)
	Packaging (£)
	Other Expenses (£)
	Total Expenses (£)
	Profit/Loss (£)

	Jan
	1500
	400
	200
	150
	100
	850
	650

	Feb
	1600
	420
	220
	150
	110
	900
	700

	Mar
	1700
	430
	210
	150
	100
	890
	810

	Apr
	1800
	440
	230
	150
	105
	925
	875

	May
	2000
	460
	250
	150
	110
	970
	1030

	Jun
	2200
	480
	270
	150
	115
	1015
	1185

	Jul
	2100
	470
	260
	150
	120
	1000
	1100

	Aug
	2300
	490
	280
	150
	125
	1045
	1255

	Sep
	2500
	510
	300
	150
	130
	1090
	1410

	Oct
	2600
	520
	320
	150
	135
	1125
	1475

	Nov
	2700
	530
	330
	150
	140
	1150
	1550

	Dec
	2800
	540
	340
	150
	145
	1175
	1625



Financial Projection Using Microsoft Excel 
Introduction 
Microsoft Excel is a vital tool for businesses of all sizes, providing a flexible and powerful platform for managing finances, budgeting, and forecasting. In today’s digital era, the ability to analyze and project financial data accurately is critical for effective business planning and decision-making. For PalsyCare, Excel was used to create a detailed one-year financial projection that helps monitor income, expenses, and profitability. 
 
Importance of Excel in Business 
Excel allows entrepreneurs and managers to organize financial data systematically, perform calculations using built-in formulas, and visualize trends through charts. Its accessibility and ease of use make it an ideal choice for small businesses without access to more complex accounting software. By using Excel, PalsyCare can maintain control over its cash flow, identify potential financial risks, and plan for growth effectively. 
 
Financial Projection for PalsyCare 
The financial projection spreadsheet was set up with monthly columns spanning from January to December to provide a clear overview of PalsyCare’s finances over the course of one year. The main components include: 
Income: Estimated monthly sales revenue based on market research pricing (between £5 and £15 per unit) and projected demand. 
Expenses: Monthly costs such as raw materials (herbs, menthol, packaging), marketing, shipping, and general overheads. 
Profit/Loss: Calculated by subtracting total expenses from total income each month. 
Using Excel formulas like =SUM () for totals and simple subtraction formulas for profit/loss ensures accurate, automated calculations. Formatting features, such as currency symbols (£), bold headers, and color coding (green for income and red for expenses), improve readability. 
This spreadsheet helps visualize when the business expects to break even and identifies months where cash flow management may be critical.

Visualization with Bar Chart 
To make the financial data easier to understand, a bar chart was created to compare monthly income and expenses throughout the year. This visual representation highlights trends such as peak sales months, periods of higher spending, and overall profitability. 
The chart helps identify months where expenses might exceed income, signaling the need for tighter budget control or increased marketing efforts to boost sales. Conversely, months with strong profits can be targeted for reinvestment or scaling operations. 
Using Excel’s charting tools ensures that the financial data is not just numbers but actionable insights, enabling better decision-making for PalsyCare’s growth. 
Embedding Excel in Word Document 
To present a cohesive and professional report, the financial projection Excel spreadsheet was embedded directly into the Word document. This integration allows reviewers to view and interact with financial data alongside written analysis without needing separate files. 
Embedding also ensures that all key elements of the project—market research, website design, marketing materials, and financial projections—are accessible in one place, making it easier to follow the business strategy and understand its financial implications. 
This approach demonstrates effective use of digital tools to streamline business reporting and supports clearer communication of PalsyCare’s financial outlook. 
Here is the Embedding Excel in Word Document section:

Embedding Excel in Word Document
To present a cohesive and professional report, the financial projection Excel spreadsheet was embedded directly into the Word document. This integration allows reviewers to view and interact with financial data alongside written analysis without needing separate files.
Embedding also ensures that all key elements of the project—market research, website design, marketing materials, and financial projections—are accessible in one place, making it easier to follow the business strategy and understand its financial implications.
This approach demonstrates effective use of digital tools to streamline business reporting and supports clearer communication of PalsyCare’s financial outlook.


Conclusion 
This project has demonstrated how comprehensive market research combined with effective financial planning can create a solid foundation for a successful small business like PalsyCare. The insights gathered from the questionnaire guided the development of a product tailored to customer preferences for natural ingredients, affordability, and trustworthy family recipes. These findings directly shaped the website design, marketing materials, and overall branding strategy. 
Simultaneously, the use of Microsoft Excel for detailed financial projections has provided clarity on the business’s expected income, expenses, and profitability over the first year. The visual bar chart and embedded spreadsheet enhance understanding and facilitate ongoing economic management. 
To get her, these elements show how integrating market insights with digital tools is essential for launching and managing a new enterprise effectively in today’s competitive environment.
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