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Task 1
1. What is your age group? 
· 18-25
· 26-35
· 36-45
· 46-55
2. What is your occupation?
· Student
· Employed
· Self-employed
· Unemployed
· Retired
3. How would you best describe your primary health and fitness goal?
· Weight management (loss or gain)
· Building strength or muscle
· Improving overall wellness and energy
· Tracking specific health metrics 
4. Which mode do you choose when shopping for fitness tracking products?
· Brand websites
· Social media shops
· Local stores
· E-commerce platforms (Amazon, Flipkart)
5. How often do you currently use any fitness or health tracking device?
· Daily
· A few times a week
· Occasionally
· [bookmark: _Int_gX1mwoxB]I don’t use one yet
6. Which type of wearable would you be most interested in purchasing?
· Smartwatch
· Smart ring
· Fitness wristband
· Other


7. What type of marketing material would you like to engage with?
· Blog content
· Video promotions
· Social media ads
· Email newsletters
8. What motivates you most to use a fitness or health tracker?
· To improve my fitness and performance
· To maintain a healthy lifestyle
· To monitor medical or health conditions
· To stay accountable and motivated
9. What are the features you prefer to be added to a website? 
· Secure payment options
· Product recommendations
· Mobile optimisation
· Clear navigation
10. What health or fitness features matter most to you in a tracking device?
· Heart rate and sleep tracking
· Step and calorie counting
· Stress and recovery monitoring
· Personalised coaching and progress insights

Data Analysis: Major Insights and Implications of Business Strategy
1. Preferences towards wearable type
Half (48%) of all respondents prefer fitness wristbands, indicating a clear need for uncomplicated, lightweight, and cheap devices. Smart rings (24%) and smartwatches (20%) also indicate increasing interest in compact, multifunctional wearables. For businesses, this provides an opportunity to commit to creating fitness wristbands that can be distinctively designed and/or programmable. Communication on websites and other promotional materials can be vibrantly directed towards practicalities and ease of use in daily life. 
2. Motivation of the users to use a fitness tracker 
Most (36%) users work to continue a healthy lifestyle, and 32% use it to track their health conditions. This shows consumer behaviour motivated by health. Marketing material should centre around wellness, preventive and promotive care, and user empowerment. The themes of lifestyle, tracking progress and personal health recommendations should be shown on the website design, and will be attractive to, and help retention of, healthy, motivated users. 
3. Most preferred feature in a health tracking device
Almost half (48%) prefer user-driven step and calorie counting. This shows that a clear preference for users is measurable fitness results. Heart rate and sleep are also shown as significant, 20% and stress 16%. Clear Quality metrics for the fitness tracker should be featured on product pages and in marketing, especially in demonstrating their user-friendly design with functional accuracy that appeals to consumer decision, especially in relation to health-and-wellness or health-related data...Actions which create health and wellness will attract and retain this audience.
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[bookmark: _byn1dfcd5g6s]Essay 
Introduction
The goal of this analysis is to understand key results for a consumer survey related to preferences, motivations, and desired features in wearables. The findings of the survey offer direction for features of product design, business concept, website, and marketing communications. Each of the three questions presented to respondents was analysed relative to the following: preferences towards wearable types, motivation to use fitness trackers, and preferred features in health tracking. Each represents a vital component of consumer expectations and can help inform decision-making in product offerings, brand position, and digital strategy, including website experience and SEO.


Discussion 
The survey outcomes from the questions related to the types of wearables used indicated that consumer preferences from the survey sample were indicated, with 48% preferring fitness wristbands, 24% preferring smart rings, and 20% preferring smartwatches for their health tracking. These results suggest significant consumer preference remains for more simplified and inexpensive wearables, focused on comfort and utility (Anderson et al., 2021). 
Trend analysis also heavily supports that the typical consumer of fitness wristband wearables is more interested in devices that track simple health and fitness metrics without adding any additional complexity. Smartwatches will have functionality for messaging and other applications for connection, but wristbands keep the experience simple, and for the everyday user, longer battery life is a welcome feature (Thompson, 2022). The sample in this survey has demonstrated an increasing interest in the growing segment of the smart ring (24%) representing a small discreet wearable to track fitness/health metrics, which is also a potential growing market reaching consumers built from design complexities, ultimately possibly operating to provide the same functionality of design flexibility approaching a consumer purchasing/focus decision under the simplicity of design, usability and comfort.
The insights from the business implications have a positive influence on our business strategy as the core product can be designated as a fitness wrist band brand focusing on affordability, minimalistic design and health tracking functionalities that are important to consumers (Adisorn et al., 2021). 
The user motivations data surrounding fitness trackers shows that 36% of users indicated they use fitness trackers to live a healthy lifestyle, 32% wanted to track medical or health conditions, and the remaining segments of 20% and 12% indicated influences of improving fitness and accountability, respectively. The remaining segments also have varied and overlapping motivations linked to health, wellness, or personal development (Kim and Park, 2023). 
Trend Analysis regarding this category has shifted consumers beyond fitness motivations typically associated with activity-oriented tracking to a general health and wellness paradigm (Piippo et al., 2022). Consumers are accessing wearables to support health and wellness management, not strictly to support exercise, with tracking for medical or health conditions presenting an early trend opportunity for health-tech convergence, which is already moving beyond steps as people monitor sleep, heart rate, and stress (Gilal et al., 2021). 
The business implications of the data allude to a strategy centred on wellness empowerment. The business can position its wearable as a lifestyle companion where it supports everyday users, from people who want to be healthy or to lose weight or to de-stress or to track their vital signs. Advertisements should use motivational or encouraging language, focusing on balance and self-care and health empowerment, rather than athletic performance (Janssen et al., 2022).
The analysis of the most desired feature of a health tracking device shows again that almost one-half (48%) of participants identified step and calorie counting as the most preferred feature, next was heart rate and sleep monitoring (20%), personalized coaching (16%) and stress and recovery (16%), showing that users primarily desire easy-to-measure and clear metrics that are associated with activity levels.
Trend analysis shows that consumers are more engaged with metrics that provide evidence of something that was accomplished and give immediate feedback measures (e.g. steps taken, calories burned, or active minutes). This is consistent with the rise in gamified health tracking, where visuals of progress and rewards assist with motivation for consistency (Bracking and Leffel, 2021). 
To be in sync with the trend, the business must prioritise providing accurate, real-time activity data, either as a dashboard or through an easy-to-use mobile app. Users will be more satisfied and likely to retain the service when they can see progress through visual indicators of progress and easy-to-read summaries of performance. The business could also consider providing optional features, advanced ones, such as stress tracking or coaching snippets for those users who are more premium and want deeper health analytics (Schouten et al., 2021). 
From a marketing perspective, product pages and advertising should focus on three primary aspects: ease-of-use, accuracy, and motivation in being active, by seeing how the wearable device will help them achieve small, daily tasks; step counts, calories burned, or progress bars. The imagery and metrics can be emotional, reinforcing a sense of achievement based on the habit of using the product (Hudders and Lou, 2023). 
From the research and findings, the primary target audience is health-conscious adults who are 25-45, interested in maintaining a balanced life by tracking items, such as steps, sleep, or calorie counts. To achieve optimal visibility and reach, an effective SEO plan will focus on high-intent keywords around wearables as they relate to health tracking and fitness motivation. Some examples of such high-intent keywords include "best fitness wristband 2025," "affordable health tracker," and "wearable for healthy living."
Content marketing will include blogs, tutorials, and health tips that will be optimised with long-tail keywords for organic traffic. For example, blog articles that can be shared with titles like "5 Ways to Stay Fit with Your Wristband," or "How Counting Steps Can Improve Your Wellness daily," would help establish authority and trust.


Conclusion 
This analysis indicates a clear trend towards accessible wearables for health, with an emphasis on simplicity and value to the user. Fitness wristbands are ranked in the top preference, which tends to interest segments of the population motivated to stay active and healthy through an easier-to-use tracking device. The trends listed above provide a basis for a potential business model that focuses on affordable, easy-to-use products while promoting health and wellness to users.
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Task 2:
Financial Projection of “VitalHxEase”:
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(Source: Self-Created, Excel)
Bar graph:

(Source: Self-Created, Excel)



Introduction
[bookmark: _Int_zB9XEVvN]This task illustrated the importance of Microsoft Excel in this generation to be able to properly analyse the financial aspects of an organisation. Even in the wake of advanced analytical platforms, Excel remains a requirement of all disciplines because it is relatively low-cost, flexible and has features not offered in other applications. Excel simply connects the dots of raw numbers to actionable information across multiple industries finance, retail, strategic planning and many more (Winsto, 2021). For a growing retail organisation in the UK, not only does Excel provide operational efficiencies to its operations, but it also provides strategic forecasting, budget tracking, and performance measurement, which all occupy the space of modern daily business intelligence (Hoggett et al., 2021).

Discussion
[bookmark: _Int_JCVWC9ZY]Excel can be used for tasks as easy as basic data entry to more complex financial modelling needs, and it has become a language used by analysts, accountants, marketers, and managers. One of its greatest strengths is Excel's ability to identify and build structured data (Thottoli., 2021). The program offers functionality, such as tables, filters and conditional formatting, mathematical functions that allow a user almost instant sorting of content, types of data, or highlighting of the respective component data. This is valuable in the example of retail finance, where accounting statements, sales data trends or costs of goods sold must be analysed on a monthly basis (Tint et al., 2025). For example, taking the approach as in the VitalHxEase financial statement, this tool can monitor and compile the monthly revenues and expenses with Excel to provide transparent monitoring of profit margins and sales performance relative to seasonality. Another area of strength for Excel is its ability to visualise an outcome. The charts, line, bar, pie and many more easily interpret the numbers into a story. Dashboards, including slicers or sparkline visualisations, become interactive views for stakeholders (Liew et al., 2022). 
VitalHxEase's financial performance shows consistent improvement in both income and expenses over the duration of the year. Total income, defined as sales revenue and income received via its partnerships, grew from €15,000 in January to €33,500 in December. It indicates a growth of more than twice the amount of total income over the course of the 12 months. This increase provides direct evidence of the volume of sales and of increased income from partnerships, both of which contributed to this growth trajectory. Business-related expenses also grew over the course of the year, from €10,050 in January to €18,300 in December. Drivers of these expenses included operational expenses, marketing, and product expenses. There has been an increase in expenses, but income has continued to be larger than expenses every month. This means that the organisation is operating at a profit. Also, it indicates that profit margins are effectively increasing each month during the twelve months of operation, with December's margin being the highest at €15,200. The largest month-to-month gain occurred between April and May when there was an improvement of €2,800. Monthly expenses associated with operating the business are indexed less month to month, which further contributes to a cost-effective organisation that is managing expenses effectively (Lindquist and Sulewsk, 2024). 
Financial indicators highlight growth and sustainability risks in the VitalHxEase business model, which is responsible, funded, and scalable. This is in line with the professional expectation of the financial growth of the organisation, which, in a chart, shows that income bars extend longer than expense bars and signalling that the organisation is operating profitably (Remenyi et al., 2022). This expense and revenue data provides information to assist with strategy and review and expense decision making, but also sits alongside prudent marketing, sourcing/investment through operational costs to protect margins (geeksforgeeks.org, 2025). The platform also has extensive collaboration, security, and social media features. 

Conclusion
[bookmark: _Int_7Jqf44l8][bookmark: _Int_SEY3nWuo]Microsoft Excel is a robust platform utilised by organisations and businesses, particularly in finance and retail. Excel comprises software applications that allow professional users to conduct data analysis, create trend assessments, design charts, and automate processes. Excel gives professional users more than Excel software, but it is still an actuary as a solid business partner for Financial Analysts in decision making. Throughout its use, the Excel program captures financial performance, prepares recommendations for the future, explores opportunities for improvements and possible cost savings, and recommends strategic alignment and communication and/or coordination with other departments and teams.  Excel is still a physical tool that allows professionals to work with large and complicated data sets. Many organisations are contemplating software alternatives for performance analysis and strategic decision-making. Excel continues to innovatively improve with new, sometimes better functionalities and greater software connection capabilities. It serves as a foundation for maintaining competitiveness in a fast-moving world.
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Income Vs Expences

Total Income	
Jan	Feb	Mar	Apr	May	Jun	Jul	Aug	Sep	Oct	Nov	Dec	12300	15000	16800	18900	21700	23200	24600	26400	28100	29400	31200	33500	Total Expenses	
Jan	Feb	Mar	Apr	May	Jun	Jul	Aug	Sep	Oct	Nov	Dec	10050	10800	11550	12300	13050	13800	14550	15300	16050	16800	17550	18300	
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oy Discover a new era of
healthcare tracking with
VitalHxEase

20% off

Empower Your
Health Journey

Affordable Smart Watch
Accurate Tracking with our Wrist Brands & Rings.

Know more here: https://vitalhxease.wixsite.com/vitalhxease
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Ethical Healthcare Tracking, Made Simple

VitalHxEase Fitness

The VitalHxEase Wristband rack with
Smartwatch offers continuous monitoring of

advanced fitness and health steps, calories, heart rate,
tracking features and sleep quality.

‘Shop Now: https//vitalhxease. wixsite.com/vitalhxease
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What is your age group?
25 responses

@ 1825
@ 2635
® 3645
@ 4655
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What is your occupation?
25 responses

@ Student

@ Employed

® seit-employed
@ Unemployed
@ Retired
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How would you best describe your primary health and fitness goal?
24 responses

@ Weight management (loss or gain)

@ Buiding strength or muscle

® Improving overall wellness and energy
@ Tracking specific health metrics
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Which mode do you choose when shopping for fitness tracking products?
25 responses

@ Brand websites
@ Social media shops
® Local stores

@ E-commerce platforms (Amazon,
Flipkart)
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How often do you currently use any fitness or health tracking device?
25 responses

@ Daiy
@ Afew times a week
® Occasionally

@ 1 don't use one yet
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Which type of wearable would you be most interested in purchasing?
25 responses

@ Smartwatch

@ smartring

® Fitness wristband
@ Other
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What type of marketing material would you like to engage with?
25 responses

@ Biog content

@ Video promotions
® Social media ads
@ Email newsletters
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What motivates you most to use a fitness or health tracker?
25 responses

@ To improve my fitness and performance
@ To maintain a healthy liestyle

® To monitor medical or health conditions
@ To stay accountable and motivated
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What are the features you prefer to be added to a website?
25 responses

@ Secure payment options
@ Product recommendations
® Mobile optimisation

@ Clear navigation
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What health or fitness features matter most to you in a tracking device?
25 responses

@ Heartrate and sleep tracking
@ Step and calorie counting
® stress and recovery monitoring

@ Personalised coaching and progress
insights
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VitalHxEase Monthly Financial Statement (One Year) (€)

Category Jan | Feb | Mar | Apr | May | Jun | Jul | Aug | Sep | Oct | Nov | Dec
Sales Revenue 10,500] 12.800] 14,200] 16,000 18,500 19,800 21,000] 22.500| 24.000| 25,000| 26,500| 28,500
Partnership Income | 1,800| 2.200| 2,600] 2,900] 3.200] 3,400| 3,600| 3.900| 4.100] 4.400| 4,700| 5,000
Total Income 12,300] 15,000( 16,800] 18,900] 21,700] 23,200] 24,600 26,400] 28,100] 29,400] 31,200 33,500
Marketing Costs 2,800{ 3,000] 3.200[ 3.400[ 3.600] 3.800| 4,000] 4.200] 4.400| 4.600| 4.800] 5,000
Operational Costs 3,800] 4.000] 4.200] 4.400] 4.600] 4.800| 5.000| 5.200| 5.400] 5.600| 5.800| 6,000
Product Sourcing 1,800 2,000 2.200] 2.400] 2,600] 2,800 3,000] 3.200] 3.400] 3.600] 3,800] 4,000
Shipping 900| 1,000] 1,100] 1,200] 1.300] 1.400] 1,500] 1.600] 1.700] 1.800] 1,900| 2,000
Website Maintenance | 750 800 850 900 950] 1,000] 1,050] 1.100] 1.150] 1.200] 1.250] 1.300
Total Expenses 10,050]10,800[11,550] 12,300] 13,050] 13,800] 14,550 15,300] 16,050] 16,800] 17,550 | 18,300
Profit/Loss 2,250] 4,200] 5,250] 6,600] 8,650] 9,400]10,050]11,100]12,050]12,600]13,650[15,200
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Category Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

Sales Revenue 10500 12800 14200 16000 18500 19800 21000 22500 24000 25000 26500 28500

Partnership Income 1800 2200 2600 2900 3200 3400 3600 3900 4100 4400 4700 5000

Total Income =SUM(D12:D13) =SUM(E12:E13) =SUM(F12:F13) =SUM(G12:G13) =SUM(H12:H13) =SUM(I12:I13) =SUM(J12:J13) =SUM(K12:K13) =SUM(L12:L13) =SUM(M12:M13) =SUM(N12:N13) =SUM(O12:O13)

Marketing Costs 2800 3000 3200 3400 3600 3800 4000 4200 4400 4600 4800 5000

Operational Costs 3800 4000 4200 4400 4600 4800 5000 5200 5400 5600 5800 6000

Product Sourcing 1800 2000 2200 2400 2600 2800 3000 3200 3400 3600 3800 4000

Shipping 900 1000 1100 1200 1300 1400 1500 1600 1700 1800 1900 2000

Website Maintenance 750 800 850 900 950 1000 1050 1100 1150 1200 1250 1300

Total Expenses =SUM(D15:D19) =SUM(E15:E19) =SUM(F15:F19) =SUM(G15:G19) =SUM(H15:H19) =SUM(I15:I19) =SUM(J15:J19) =SUM(K15:K19) =SUM(L15:L19) =SUM(M15:M19) =SUM(N15:N19) =SUM(O15:O19)

Profit/Loss =D14-D20 =E14-E20 =F14-F20 =G14-G20 =H14-H20 =I14-I20 =J14-J20 =K14-K20 =L14-L20 =M14-M20 =N14-N20 =O14-O20

 VitalHxEase Monthly Financial Statement (One Year) (€)
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