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Task 1
[bookmark: _Toc184408641]Analysis of Questionnaire Results on Eco-Friendly Water Bottles
The data collected through the questionnaire provided valuable insights into consumer preferences, highlighting key trends and patterns in the market for eco-friendly water bottles. Based on the results of four specific questions, the study identifies potential indicators for impacting both product design and promotion.
[bookmark: _Toc184408642]Importance of Environmental Sustainability
The survey data pointed out that 70% of the consumers regard environmental sustainability as “Very Important” or “Important” factor while buying something (Galati et al., 2022). This is an indication of increased consumer sensitivity to environmental questions and the increasing interest in products that are safe for the environment. From this, the business can be urged to ensure that its eco-friendly water bottle is marketed as a product that is environmentally friendly. As seen in the competition between water brands, water bottles that claim to be environment-friendly such as those made from recyclable or biodegradable material has a competitive advantage (De Marchi et al. 2020). The company can use this data to shape marketing campaigns that focus on reducing plastic waste and promoting sustainable living [Form link: 
https://forms.office.com/Pages/ResponsePage.aspx?id=-REPTm4EBUWcuNshUjEeIV1STHv07D5Pv1KODbKVRDdUQ0hZSjRSTzNQNlYzWVRRNlNNNTVHRjlXWi4u ]
[image: ]
Figure 1: Survey Form
(Source: Microsoft form)
[bookmark: _Toc184408643]Price Sensitivity
By the survey, it was also concluded that 50% respondents and 30\% of respondents are ready to pay within the range of £10-£20 and £20-£30, respectively. As for paying more than £30 only 15% said that they would do so (Prihandono et al., 2020). 
[image: ]
Figure 2: Price Sensitivity
(Source: Microsoft form)
This suggests moderate price sensitivity, with most consumers seeking affordable options without sacrificing sustainability. The business should ensure the eco-friendly water bottle is priced competitively, ideally between £10 and £30, and consider offering different products within this price range to cater to various budgets.
[bookmark: _Toc184408644]Usage Context
The questionnaire also explored when consumers would most likely use an eco-friendly water bottle. A substantial 40% of respondents mentioned that they would use the bottle primarily while exercising, followed by 30% who would use it while traveling, and 20% who would use it at work. Only 10% of respondents said they would use it at home.
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Figure 3: Usage Context
(Source: Microsoft form)
These responses highlight the primary contexts in which the eco-friendly water bottle would be most useful (Sun and Moon, 2024). The large proportion of users who plan to use the product during exercise and travel suggests that the water bottle must be portable, durable, and convenient to carry. This target market is likely to be interested in lower profile design features including a leak proof cap, a carrying handle, and insulation that maintains the desired temperature of the contents (Borusiak et al., 2021).
The answers to this question bring similar implications regarding the ecological water bottles for people can buy the bottles for distinct reasons rather than perceiving them as a mere utility item. For instance, presenting some kind of promotion of the product as focused on fitness might help the product find favor in this consumer segment. Further, the higher portability in form and size of some toothbrushes, such as collapsible or lightweight toothbrushes, could satisfy the large number of respondents who consider convenience during travel as important.
[bookmark: _Toc184408645]Features Sought in an Eco-Friendly Water Bottle
The questionnaire showed that respondents prefer material with no BPA (60%), followed by material made from recycled content (50%), and durability (45%) in an eco-friendly water bottle. Similarly, these preferences can be viewed as pointing to such ever increasing concerns of the consumers as health and environmental consciousness. BPA free call for less health hazards linked to plastic and on the other hand recycled material are close to buyer that has sustainability concern (Suryono et al., 2023). Reliability is suggestive of customer’s desire for high product quality that can last longer and best value for his or her money (Setiawan et al., 2022).
[bookmark: _Toc184408646]Conclusion
The data from the questionnaire highlights key consumer preferences, including a strong demand for sustainable, affordable, and practical water bottles. Respondents prioritize eco-friendly materials, durability, and portability, with a price range of £10 to £30 being most acceptable. By aligning the product with these insights, the company can position itself as a brand that meets both environmental and practical needs, ensuring a successful market entry with a high-quality, eco-friendly offering.


[bookmark: _Toc184408647]Task 2- Using Questionnaire Data to Develop a Website and Marketing Materials

The development of the website and marketing materials in relation to the target audience’s needs is crucial. Questionnaire data was very helpful in identifying consumer values, which guided the development of the strategy for the eco-friendly water bottle project. This paper discusses how the data was applied to define the audience, improve SEO strategies, and create marketing content that would be relevant to the target audience. 
 
Audience Segmentation 
Audience segmentation is the process of dividing a market into several segments according to certain characteristics to address them appropriately. The findings of the questionnaire showed that the population could be categorized into three main categories: sustainability-conscious consumers, budget-conscious buyers, and active users. 
Sustainability-Conscious Consumers 
Of the respondents, 70% considered environmental sustainability to be "very important" or "important" when buying products (Galati et al., 2022). This group was particularly interested in products that aim to save the environment and do not produce plastic waste. Consequently, the website included a lot of content that promoted the environmental advantages of the product, such as its use of BPA-free and recyclable materials. Moreover, blogs and articles on green lifestyles and conservation were developed to further target this audience. This type of material was also used in the marketing campaigns, where the product was portrayed as a must-have for people who care for the environment. 
 
Active Users (Fitness and Travel Enthusiasts) 
The questionnaire revealed that 40% of respondents would use the bottles for exercise and 30% for travel (Sun & Moon, 2024). This segment prioritized portability, durability, and usability. The website emphasized these features, such as leak-proof caps, insulation, and ergonomic designs, in product details and visuals. Marketing campaigns included pictures of the bottles being used in gyms, while walking, running, during workouts, traveling, or even at work. These promotional approaches effectively addressed the specific needs of active consumers. 
By using different content and categorizations, the project addressed the various needs of the audience, making the website and marketing materials more suitable for consumers. 
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Search Engine Optimization (SEO) 
SEO was very important to ensure the website and marketing materials reached the right people. The information collected from the questionnaire was useful in shaping the SEO strategy, which included content optimization, user experience (UX), and technical aspects. 
Content Optimization 
Content optimization involved using keywords relevant to consumers' focus areas. Some targeted keywords included "eco-friendly water bottles," "BPA-free materials," and "sustainable hydration." For example, blogs titled "Why It Is Good to Use BPA-Free Water Bottles" and "How Reusable Bottles Can Help Save the Environment" were created to capture commonly searched terms while addressing consumers’ concerns (Borusiak et al., 2021). 
 
User Experience and Navigation 
Based on the segmentation data, the website's structure and navigation were developed with landing pages for each segment. Sustainability-conscious consumers were directed to pages highlighting environmental impacts, while active users were led to sections focusing on durability and portability. This segmented approach increased user engagement, lowered bounce rates, and improved conversion rates. The site's loading speed and mobile responsiveness were also enhanced, as a good user experience is critical for retaining visitors and improving search engine rankings. 
Technical SEO 
Consumer demand for environmentally friendly materials drove the technical SEO strategy. For instance, image alt tags included phrases such as "recycled material" and "durable construction" to improve discoverability in search engine results. The site's loading speed and mobile-friendliness were improved to ensure a seamless visitor experience, which is essential for higher search rankings. 

Local and Global SEO 
Localization of keywords targeted local consumers, while general keywords reached a global audience. Search terms such as "eco-friendly water bottles near me" helped attract local buyers, while broader phrases like "best travel water bottles" engaged a wider audience. Linguistic localization ensured the website was accessible and understandable to a global population, enhancing its popularity worldwide. 
These SEO strategies improved the website's visibility and engagement, successfully attracting the target audience and increasing organic traffic. 
 
Marketing Material Development 
The questionnaire data also helped develop marketing materials that reflected consumer values, with an emphasis on sustainability, affordability, and usability. 
Messaging and Storytelling 
Most respondents expressed concerns about sustainability, which shaped the messaging used in marketing campaigns. The materials highlighted the product’s ability to reduce plastic waste and promote environmental health. To gain trust, testimonials and user-generated content were used to tell real-life stories of how the product supported a green lifestyle. 
Visual Design 
The images used in marketing materials were carefully selected to depict the product in action, as mentioned by respondents. For instance, fitness enthusiasts saw images of the bottles being used during workouts, while environmentalists saw visuals of clean oceans and forests. Green and blue color schemes enhanced the environmental theme, reinforcing the brand's eco-conscious identity. 
Social Media Campaigns 
All the social media platforms were utilized to meet the needs of the audience. Instagram ads aimed at fitness conscious people, providing tips on how to stay hydrated during a workout while Facebook ads focused on the aspect of affordability to attract the price conscious consumers. Social media influencers for instance eco-friendly bloggers and fitness gurus to promote the product through their social pages. 
[image: A screenshot of a social media app
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Educational Content 
To address consumer concerns about health and environmental impact, educational content such as infographics, videos, and articles was created. Topics included the dangers of BPA and the benefits of using recycled materials. These were explained in simple language and shared across multiple platforms to reach a wider audience (Borusiak et al., 2021). 
 
Email Marketing 
Email campaigns were also segmented to address different consumer groups. Sustainability-focused consumers received information about environmental initiatives, cost-conscious buyers were informed about special offers, and active users received fitness tips and travel hacks. 
By applying the findings of the questionnaire to marketing materials, the project effectively conveyed the product’s value proposition to consumers. 
 
Conclusion 
The questionnaire data was very helpful in creating the website and marketing materials for the eco-friendly water bottle  project. With the help of this data, the project was able to effectively define key audience segments,  enhance the website’s SEO, and develop specific marketing content that would meet the consumers’ requirements and  wants. This data-based strategy increased participation, increased the product’s ranking, and made it more recognizable as  a sustainable option for hydration devices.  
  
 
 
 











[bookmark: _Toc184408648]Task 3
[bookmark: _Toc184408649]The Importance of Excel in the Digital Era
In the digital era, tools that enable individuals and organizations to organize, analyze, and interpret data efficiently are indispensable. Among these tools, Microsoft Excel stands out as a versatile and powerful application that has transformed the way data is managed (Schmidt et al., 2020). Excel's widespread use across industries underscores its significance in empowering users to streamline processes, enhance productivity, and make data-driven decisions.
[image: ]
Figure 2: Finance project spreed sheet
(Source: Microsoft excel)
[bookmark: _Toc184408650]Data Management and Organization
Excel is integral to managing vast amounts of data in a structured manner. Its format enables the user to record data systematically in rows and columns for ease in searching for specific data (Diseiye et al., 2024). Excel is applied to track every aspect of an organization from the company’s records, and employees’ details to the inventory, and project schedules. It works well with simple tasks such as making construction of simple to-do list and it works well with the complex tasks like building a sophisticated model of the financial expenditure. 
[bookmark: _Toc184408651]Analytical Capabilities
The analysis tools in the tab Wolves Excel Top Tools: These analytical functions are a cornerstone of utilization in the digital age. That is, it has built-in formulas and tools such as the PivotTables that enable users to analyse data to discover patterns. These capabilities are employed to make some financial predictions, to control businesses’ sales dynamics and to analyse trends in the market (ElSayary, 2024). Furthermore, Excel has efficient statistical and mathematical packages as well as sophisticated mathematical formulas that help employees in the finance arena, engineering, research, and many others. 
[bookmark: _Toc184408652]Visualization of Data
Success in passing on data information is critical, and in communication, Excel is unique for data visualization. It is useful to know that charts, graph, and conditional formatting allow for data visualization in viewable form (Borges et al., 2021). Not only do these allow data to be conveniently described but they also increase the effectiveness of presentations and reportage. If it is a simple bar chart required to compare monthly income and expenses or a complex line graph to analyse the trends in the sales, Excel provides an opportunity to visualize results.
[image: ]
Figure 3: Visualization of Data
(Source: Microsoft excel)
[bookmark: _Toc184408653]Automation and Efficiency
In today’s world, automation is relevant to boost efficiency, and Excel helps with this goal by means of tools such as macros. Routine tasks such as report preparation, loading new data, can be performed by the users themselves and therefore the workload is decreased and the probability of errors is lower (Russydia et al., 2020). However, the integration of excel with other applications like the MS PowerPoint and Word guarantees, smooth workflow interconnection. 
[bookmark: _Toc184408654]Versatility Across Industries
Excel continues to remain relevant in businesses of all industries due to its efficiency in its offerings. It is used in financial organization for budgeting, projecting along with financial analysis of any business. In healthcare, patient data as well as basic statistical analysis are done using Excel (Perifanis and Kitsios 2023). Likewise, Excel is used to monitor students’ performance by educators or teachers while in the supply chain field it is used for inventory and supply chain management. This means that Excel can be applied in all fields as seen from the list above thus making it versatile.
Skill Development and Accessibility
Proficiency in Excel is a highly sought-after skill in the modern workforce. Many employers consider it as a core skill for any working professional, especially those who work in organisations that deal with data. However, due to the simplicity of the application, Excel is useful to users at different levels of proficiency (Widana 2020). Microsoft Office Word is designed with easy-to-use interface where beginners can perform simple operations while the experienced users can command innovative features such as VBA for coding and macro uses. 
[bookmark: _Toc184408655]Role in Decision-Making
In today’s fast-paced environment, data-driven decision-making is a competitive advantage. It does this in a way that Excel makes it easy for users to model different events and assess the impacts. For example, while working on an investment plan, the financial analysts utilize excel to do some generalization work regarding the effects of various strategies on their investments, while the marketers make similar computations in the same platform in order to evaluate various advertising and communication campaigns’ performances with an aim of making the most suitable strategies. 
[bookmark: _Toc184408656]Adaptation to Technological Advances
The nook has added to excel vast and extends the abilities with more and techniques in present technology. Compatibility with other cloud solutions like the outlook Microsoft 365 enables the use of their utilities in real time even with different geolocation. Also, Excels compatibility with data visualization tools such as power BI and independent data processing capability from different sources mean that this tool is inevitable in the contemporary business world. All these changes show how Excel has been capable of standing firm in the middle of changing technological environment and remains crucial tool for learning and working.
[bookmark: _Toc184408657]Conclusion
In the digital era, Excel is indispensable for managing, analyzing, and visualizing data, making it a cornerstone of productivity across industries. Work, treatment, and responsiveness make it possible to maximize flows, decisions, and application of skills. In this sense, by linking details on the one hand and beneficiaries’ information on the other side, Excel assists people and organisations in coping with the contemporary realities. This is particularly informative learning how Excel has endured technological advancement highlighting why a tool is crucial where there is complicated work.


[bookmark: _Toc184408658]Task 4- How story-telling techniques were used in my video


https://youtu.be/8RxouuqZApo?si=oAbtLhtoCrxxPemh
(link to advertising video)


In the video, I used several strategies to tell the story of Goldwell. First, I used a
personalized approach by describing my personal experience with Goldwell during my
practice as a hairdresser. This approach utilized storytelling, which Escalas (2004)
argues is effective in creating an emotional connection with the brand.
Secondly, I employed the problem-solution approach. I highlighted common issues such
as hair health and color maintenance and introduced Goldwell as the solution to these
problems. This technique aligns with Pulizzi’s (2012) claim that storytelling in marketing
should focus on addressing consumers, problems and presenting viable solutions.
Lastly, I incorporated sensory appeal by describing the products’ smell and texture to
help the audience visualize and imagine the experience. By doing this, I aimed to
transport viewers into a typical salon setting, making the story more relatable and
engaging. Guber (2007) notes that storytelling that engages the senses can create a
powerful connection. By emphasizing the comfort of a salon experience while evoking
the familiarity of home care, I effectively showcased the advantages of Goldwell. These
techniques not only explained the product benefits but also allowed viewers to
emotionally connect with the brand.
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Eco-Friendly Water Bottle Consumer Survey
Hi, Rozeta. When you submit this form, the owner will see your name and email address.
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6. How much would you be willing to spend on a high-quality eco-friendly water bottle?
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8. How likely are you to purchase an eco-friendly water bottle in the next 6 months?
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Getto
know us

At Eco, we're more than just a company—we're a movement toward
a healthier planet and a healthier you. Our mission is to create
innovative, eco-friendly water bottles that fit seamlessly into your
lifestyle, whether you're a fitness enthusiast, an avid traveler, or
someone who values sustainable living. With a commitment to
using BPA-free, recyclable materials, we design products that help
reduce plastic waste while keeping you hydrated on the go.
Affordable, durable, and thoughtfully crafted, our bottles are built to
meet the needs of every consumer, from budget-conscious buyers
to those seeking stylish, high-performance hydration. Join us as we
inspire change, one bottle at a time. Together, we can make

sustainability a part of everyday life.

LEARN MORE
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Category January  February March  April May June  July August  September October  November December
sales $1,000.00 $1,200.00 $1,100.00  $20,000 $350,000.00 $69,000.00 $85,000.00 $65,800.00 $63,920.00 $85,740.00 $69,582.00 $69,582.00

Otherincome  $1,500  $1,200  $1,300  $25,000 $2,900  $3,500  $1,600 $6,800 400 $6,930 $560
Rent $500.00 $600.00 $650.00  $750.00 $2,630.00  $680.00  $890.00  $695.00  $980.00  $375.00  $254.00  $158.00

$3,000.00 $3,100.00 $3,200.00 $4,500.00 $2,540.00 $58,920.00  $63.00  $485.00  $554.00  $647.00  $369.00  $475.00
Salaries $1,000.00 $900.00 $950.00  $630.00 $12,000.00 $13,000.00 $85,000.00 $8,500.00 $6,390.00 $6,398.00 $1,520.00 $1,698.00

Marketing $500.00 $600.00 $550.00  $890.00 $862.00  $963.00 $758.00 $412.00  $789.00  $152.00 $4,569.00  $789.00
Supplies | $200.00 $300.00 $250.00 $L000.00 60000 S7.800.00 $3,000.00 _ $700.00 _$900.00 _$500.00 $100.00 _$630.00
Total Expenses | $5,200.00 $5,500.00 $5,600.00 $7,770.00 $18,632.00 $81,363.00 $95,711.00 $10,792.00 $9,613.00 $8,072.00 $6,812.00 $3,750.00|
Profit/Loss -2,700.00 -3,100.00 -3,200.00 37,230.00 334,268.00 -§863.00 -9,111.00 62,408.00 61,107.00 85,068.00 69,700.00 66,392.00)
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