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The Importance of Excel in the Digital Era

Microsoft Excel plays a vital role in how businesses operate in today’s digital world. From large organisations to small start-ups, Excel supports a wide range of business activities such as budgeting, forecasting, and data analysis. As someone who is starting my own small business—Yovella Hair, selling hair extensions in Cardiff—I have personally experienced the importance of Excel in planning and managing my ideas professionally and effectively.
One of the main reasons Excel is so widely used is because of its flexibility. It allows users to organise, calculate and visualise data without needing advanced software knowledge. For small businesses like mine, this is essential. In the early stages of developing Yovella Hair, I used Excel to build a full financial projection for the year, calculating monthly income, expenses, and profit. With simple formulas like =SUM() and =B2-H2, I was able to build a professional spreadsheet that not only helped me understand my business model better but also allowed me to test different scenarios.
Excel also improves decision-making. By using the spreadsheet to break down costs—such as stock, packaging, delivery, marketing, and website hosting—I was able to clearly see where most of my money would go and identify ways to improve profitability. For example, in months where expenses rose, I could adjust the number of units sold or reduce marketing spend. This kind of real-time analysis would not be possible without a tool like Excel.
The ability to create visualisations is another key strength. I created a bar chart comparing sales income and expenses across each month, which made it much easier to explain the financial side of my business in a clear and professional way. This feature is useful when communicating ideas to others, such as in a presentation or when seeking support from others.
According to Sandhu (2020), digital tools like Excel support business transformation by helping entrepreneurs respond quickly to trends and changes. For my business, understanding when profits are highest or which months are the most expensive means I can adjust my strategy accordingly. Excel enables me to spot patterns and take action, something that’s especially important for a new business without a financial advisor.
Excel is also a key tool for improving digital literacy. Burgess et al. (2018) point out that mastering tools like spreadsheets is part of building a professional digital presence. While some people see Excel as just a table of numbers, using it properly shows organisation, planning skills, and confidence with digital platforms—all of which are attractive to employers and customers alike.
In the context of employability skills, learning Excel has improved how I plan, budget, and problem-solve. I now feel more confident in analysing data, applying formulas, and presenting results in a professional format. Pinto and Guarda (2020) also highlight that small businesses can use tools like Excel to stay competitive by being more organised and proactive.
From a data-handling perspective, Excel has taught me how to treat data responsibly. I used it to enter only anonymous financial information, and I made sure any charts I created did not reveal sensitive details. This ties into the ethical and legal considerations discussed in the module, which are especially important when storing data in a digital space (Dadwal, 2020).
Lastly, using Excel has helped me become more independent in my business planning. Rather than guessing or using online templates, I was able to build a fully customised spreadsheet that reflected my actual idea. This hands-on experience has been valuable not just for this assignment, but also for real-world application.
To conclude, Excel is much more than a tool for numbers—it’s a platform that helps small businesses grow, stay organised, and make smart decisions. As shown through my experience with Yovella Hair, it supports everything from budgeting and forecasting to professionalism and employability. Learning Excel has not only helped me understand how to run a business but has also boosted my confidence in using digital tools. I now see Excel as an essential skill, both for entrepreneurship and future career development.
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Analysis of Questionnaire, Website and Marketing for Yovella Hair
This assignment focuses on developing digital and research skills by creating a questionnaire, website, and promotional materials for a business idea. My business, Yovella Hair, is a Cardiff-based brand offering affordable, premium hair extensions with fast local delivery. Using digital tools, I gathered and analysed primary data to understand my target audience, and then applied these findings to build an online presence and promotional campaign. This analysis evaluates my process, decisions, and how they reflect real-world business practice.
To identify what customers want, I designed a 10-question survey using Google Forms. I shared the questionnaire on Instagram Stories, WhatsApp, and Facebook, which are common digital channels for my target market. According to Solomon et al. (2021), segmentation is key to tailoring a product or service to its audience. My questions covered purchase habits, price range, frustrations, and delivery preferences, and collected responses from 25 individuals. Most respondents (60%) were aged 18–24, and others fell into the 25–34 or 35–44 age range. These results confirmed my assumption that Yovella Hair should focus on young adult women in Cardiff who care about both style and convenience.
The majority (72%) of respondents purchase hair extensions either monthly or a few times a year, showing consistent demand. 80% said they preferred human hair extensions, and 60% said that texture match and quality were the most important factors. These findings helped shape my product offer and Unique Selling Points. Blythe (2013) states that understanding customer values is essential for developing brand identity, and my questionnaire revealed that fast delivery, affordability, and product reliability were highly valued.
One open-ended question asked, “What is your biggest frustration when buying hair extensions?” The most common answers were “poor quality,” “colour mismatch,” and “not receiving what I expected.” These insights directly influenced my brand strategy. I now plan to offer a local WhatsApp advice line to help customers choose the right shade or type of hair before ordering. According to Smith and Zook (2016), businesses that solve emotional frustrations build stronger customer loyalty.
Most people (92%) said they would use a Cardiff-based delivery service. This validated my delivery-focused business model and supported the inclusion of this USP in my website and marketing. When asked about preferred delivery options, respondents were almost equally split between same-day and next-day delivery. This told me that flexibility is important, and customers want fast options. As Gube (2010) notes, convenience is now one of the top drivers of digital customer behaviour.
I built the Yovella Hair website using weebly, applying mobile-first design principles and keeping it simple to navigate. I chose neutral, warm tones, high-contrast fonts, and large images to match the brand’s aesthetic. I used customer-friendly language and placed the key calls to action—“Order Now” and “Message Us”—at the top of the homepage. Reedy and Parker (2017) argue that digital clarity and design simplicity can improve engagement, especially on mobile. According to weebly analytics, most of my visitors accessed the site on a phone, which confirmed that my mobile-focused approach was correct.
To drive traffic to the website, I created digital marketing materials using Canva. These included an Instagram story advert,, and a digital flyer. I used brand colours, product images, and short, engaging slogans like “Feel Beautiful. Feel Confident. Feel Yovella.” My marketing materials reflected feedback from the survey, especially the preference for informal communication. Burgess et al. (2018) note that authenticity on platforms like TikTok and Instagram helps brands build relationships with younger audiences. I used Instagram insights to post during high engagement periods (evenings and weekends), which improved visibility.
Social media data from the questionnaire supported this strategy. All participants said they used Instagram, and most also used TikTok. Fewer used Facebook or Twitter, so I chose to focus on the platforms with higher engagement. Chaffey and Ellis-Chadwick (2019) highlight the importance of tailoring marketing channels to consumer behaviour, and this approach made my content more targeted. Hall and Hirst (2017) also explain that brand success on social media depends on understanding the tone and pace of each platform, which influenced my informal but helpful content style.
I also ensured the business operated ethically and followed best practices. I kept my questionnaire anonymous and clearly stated that the data was only for coursework. I didn’t ask for personal details, and all information was stored securely on OneDrive. Dadwal (2020) highlights that being transparent in digital data collection builds consumer trust and meets data protection laws such as GDPR. According to Solis (2015), digital brands must protect user privacy to build long-term relationships, even when conducting small-scale research like this.
Throughout the process, I developed several digital and employability skills. I used Google Forms for data collection, Canva for design, and weebly for website creation—all tools that I had never used before this module. According to Hodges et al. (2020), digital literacy now means being able to choose and use the right tools to solve real problems, not just knowing how to use basic software. This task gave me hands-on experience and improved my confidence in digital business communication.
My analysis also improved because I used Excel to organise the questionnaire results. I calculated how many people selected each option and used the data to create a clear chart of delivery preferences and price willingness. Burdett (2020) notes that small business owners often use tools like Excel to identify trends quickly and adjust their strategy. This supports Dudeney et al. (2013), who state that digital fluency includes the ability to interpret and act on simple data sets. I also began learning how to link marketing performance data (likes, views, clicks) to actual audience insights, which will help improve future campaigns (Tiago and Veríssimo, 2014).
Overall, the feedback I collected allowed me to shape a realistic business that solves a clear problem. I learned that fast delivery, human hair quality, and visual guidance were essential to my audience. I also learned how to make decisions using real evidence, rather than just guessing what people want. In future, I’d like to test the product with real customers and include reviews on the site to build credibility.

Conclusion
This task helped me understand how research, design, and digital communication all link together when starting a business. My questionnaire results gave me a clearer picture of my audience, which shaped my website content and marketing. The use of tools like Google Forms, Canva,, and Excel helped me build a brand with a strong foundation. I feel more confident in my digital skills and now understand how customer insights drive better decisions. I believe these skills will be useful not only in this project, but in my future career and personal goals.
https://drafts.editmysite.com/d/wBzLgKOwX9FDpYrW9m7qfMm4pgk/
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Yovella hair spread sheet .xlsx
Sheet1

		Month		Sales income (£)		Stock cost (£)		Packaging (£)		Delivery (£)		Marketing (£)		Website (£) 		Total expenses (£)		Profit (£)

		January 		£500.00		£200.00		£30.00		£20.00		£30.00		£20.00		£300.00		£200.00				January 		£500.00		£300.00

		February		£700.00		£250.00		£40.00		£30.00		£30.00		£20.00		£370.00		£330.00				February		£700.00		£370.00

		March		£800.00		£270.00		£40.00		£30.00		£40.00		£20.00		£400.00		£400.00				March		£800.00		£400.00

		April		£850.00		£280.00		£45.00		£30.00		£40.00		£20.00		£415.00		£435.00				April		£850.00		£415.00

		May		£900.00		£300.00		£50.00		£30.00		£50.00		£20.00		£450.00		£450.00				May		£900.00		£450.00

		June		£950.00		£320.00		£50.00		£30.00		£50.00		£20.00		£470.00		£480.00				June		£950.00		£470.00

		July		£1,000.00		£350.00		£50.00		£30.00		£60.00		£20.00		£510.00		£490.00				July		£1,000.00		£510.00

		August		£1,100.00		£400.00		£60.00		£30.00		£60.00		£20.00		£570.00		£530.00				August		£1,100.00		£570.00

		September		£1,200.00		£420.00		£60.00		£30.00		£70.00		£20.00		£600.00		£600.00				September		£1,200.00		£600.00

		October		£1,300.00		£450.00		£60.00		£30.00		£70.00		£20.00		£630.00		£670.00				October		£1,300.00		£630.00

		November		£1,400.00		£500.00		£70.00		£30.00		£80.00		£20.00		£700.00		£700.00				November		£1,400.00		£700.00

		December		£1,500.00		£550.00		£70.00		£30.00		£100.00		£20.00		£770.00		£730.00				December		£1,500.00		£770.00

		Totals		£12,200.00		£4,290.00		£625.00		£350.00		£680.00		£240.00		£6,185.00		£6,015.00









Yovella Hair: Sales vs. Expenses (2025)





January 	February	March	April	May	June	July	August	September	October	November	December	500	700	800	850	900	950	1000	1100	1200	1300	1400	1500	

January 	February	March	April	May	June	July	August	September	October	November	December	300	370	400	415	450	470	510	570	600	630	700	770	Month
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