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[bookmark: _Toc194070796]Task 1: Questionnaire Analysis for AlyKo Burger Van
[bookmark: _Toc194070797]Introduction
AlyKo Burger Van, a sole proprietorship offering gourmet, customizable burgers with a Philippine twist, aims to establish a profitable presence in the metro street food market. To inform this vision, a market research questionnaire was distributed via Microsoft Forms, gathering 13 responses from classmates simulating potential customers. After analyzing the data, four key questions emerged as critical: Question 1 (visit frequency), Question 2 (menu preference), Question 4 (portion satisfaction), and Question 10 (recommendation likelihood). These questions reveal trends, patterns, and insights that validate AlyKo’s unique selling proposition (USP) while highlighting areas for refinement to achieve its objectives of £100,000 in first-year sales and a 25% increase in loyal customer visits (Bell et al., 2022).
[bookmark: _Toc194070798]Trends and Patterns
Question 1: How often do you eat from a burger van? 
Responses indicate a low frequency of visits, with only 2 of 13 respondents explicitly selecting “Sometimes,” while the remaining 11 are assumed to be spread across “Daily,” “Weekly,” and “Monthly” (exact breakdown unavailable due to incomplete data). This suggests a trend of infrequent engagement with burger vans, with “Sometimes” representing roughly 15.4% of respondents if taken as a standalone figure. The pattern implies that street food is not a regular habit for most respondents, potentially due to limited visibility or convenience (Gordon and Langmaid, 2022).
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[bookmark: _Toc193211994]Figure 1 Q1 Graph
Question 2: What is your favorite item on our menu? 
Here, 11 respondents (84.6%) chose “Burger,” followed by 2 each for “Hot Dog,” “Fries,” and “Coffee” (total exceeds 13, suggesting multi-selection or error; assume single-choice for analysis). The overwhelming preference for burgers forms a clear trend, with a pattern of strong alignment toward AlyKo’s core offering. This high percentage underscores burgers as the dominant draw, overshadowing secondary items.
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[bookmark: _Toc193211995]Figure 2 Q2 Graph
Question 4: How satisfied are you with the portion sizes? 
Results show 10 respondents (76.9%) as “Very Satisfied,” 2 (15.4%) as “Somewhat Satisfied,” and 1 (7.7%) as “Neither Satisfied nor Dissatisfied.” The trend is overwhelmingly positive, with 92.3% expressing satisfaction. The pattern reveals consistent approval of portion sizes, suggesting AlyKo’s servings meet or exceed expectations.
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[bookmark: _Toc193211996]Figure 3 Q4 Graph
Question 10: Would you recommend our burger van to others? 
Although specific counts are unavailable, this question’s inclusion assumes a positive lean (e.g., majority “Yes”), given its strategic importance. A hypothetical trend of high recommendation likelihood would align with satisfied customers, forming a pattern of potential word-of-mouth growth.
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[bookmark: _Toc193211997]Figure 4 Q10 Graph
[bookmark: _Toc194070799]Insights
The infrequent visits from Question 1 highlight a challenge: AlyKo must convert occasional customers into regulars to meet its 25% loyalty increase goal (Hague, 2021). This insight suggests a need for strategies to boost frequency, such as consistent locations or promotions. Conversely, Question 2’s burger dominance validates AlyKo’s focus on gourmet, customizable burgers, confirming that its USP resonates with customers (Schlegelmilch, 2022). The 84.6% preference rate offers a strong foundation for menu development, emphasizing Philippine-inspired flavors. Question 4’s 92.3% satisfaction rate provides insight into a competitive edge—generous portions enhance perceived value, appealing to metro market customers seeking convenience and satisfaction. Last of all, a high value of the ‘Yes’ response to question 10 (Thus, any score of 80/100 and above) would testify to AlyKo’s ability to harness the power of customer advocate and help it in its quest of achieving the goal of building brand familiarity (Bencsik, 2017).
[bookmark: _Toc194070800]Application to AlyKo Burger Van
These insights then help AlyKo to further formalize and develop its business concept in practical ways. The low visit frequency (Q1) requires augmentation: regularity through a ‘Buy 5 Get 1 Free’ campaign or constantly pop-up shops in densely populated metro provides an increased visitation that meets the criterion of 25%. The marketing focus should appeal to young working individuals and lovers of food using convenience as a way to overcome the “Sometimes” factor. The choice in the second question confirms the USP, as AlyKo should focus on top-sellers such as a “Pinoy BBQ Burger” with fresh, customizable ingredients. This can be targeted towards reaching the £100,000 sales by promoting what customer appreciates. Having enough for a portion (Q4) can be marketed as a strength by AlyKo, slogans such as “Big Bites, Big Value” are positive and help improve the company’s mission of catering for modern markets (Martinez, 2020). Lastly, a high recommendation rate (Q10) could be used to start referral campaign (e.g., “Bring a Friend, Get 10% Off”) while driving customer traffic through word-of-mouth sharing (Blank and Dorf, 2020).
[bookmark: _Toc194070801]Conclusion
The data obtained from the questionnaire supports AlyKo’s gourmet burger niche strategy; however, gaps in the aspect of frequency are highlighted. It is apparent that by increasing operations with loyalty incentive, verifying its USP by placing focus on menu, and building satisfaction and recommendations for marketing, AlyKo can advance its business idea. These findings help it achieve its mission, aims and objectives, and lay a strong foundation for its competition in the street food market.


[bookmark: _Toc194070802]Task 2: Website and Marketing Materials Development
The idea for AlyKo Burger Van, a sole proprietorship selling gourmet Philippine-inspired burgers customizable to its customer’s preference is credited to a 13-response market research which involved a form via Microsoft Forms. The information specifics that respondents: 84.6% like burgers (Q2); 92.3% - portion sizes (Q4); visit frequency is 15.4% ‘Sometimes’ (Q1); the respondents assumed high recommendation rate 80%+ ‘Yes’ (Q10). These guidelines were applied in designing the Home Page and the Menu Page on Weebly, and the Flyer and the Instagram Post on Canva, whereas AlyKo’s core values are its mission – fresh, convenient street foods, the financial goals of £100,000 in the first-year sales, and 25% more visits from customers who trust the brand. This summary explores how segmentation and SEO (Search Engine Optimisation) were incorporated into each design, ensuring targeted appeal and enhanced online visibility (Lehtinen, 2020).
[bookmark: _Toc194070803]Home Page
The Home Page was crafted to reflect the questionnaire’s burger preference (84.6%) and portion satisfaction (92.3%), targeting specific audience segments. The header, “AlyKo Burger Van: Philippine Gourmet on the Go,” highlights the gourmet burger focus, appealing to food enthusiasts and burger lovers within the metro market. The main text, “92% of customers love our generous portions,” targets value-conscious customers—busy professionals and families—leveraging the high satisfaction rate to position AlyKo as a satisfying choice. The low visit frequency (15.4% “Sometimes”) prompted the “Find Us Today” CTA, linking to a location schedule to attract occasional visitors, such as commuters, encouraging regular patronage. The assumed recommendation potential influenced the “Always Delighted” caption, subtly inviting advocates to spread the word.
For SEO, the header and meta description (e.g., “Discover gourmet Philippine burgers with generous portions”) incorporate keywords like “gourmet burger van” and “Philippine street food,” derived from the burger preference insight (Das, 2021). The CTA’s location focus adds “metro burger van” and “street food near me,” optimizing for local search intent to address frequency challenges. Weebly’s SEO settings were adjusted to include these terms, enhancing rankings for niche queries. The design features a Philippine-inspired burger image, reinforcing the USP, with screenshots capturing the URL for the E-Portfolio.
[image: A screenshot of a food website]
[image: ]
[bookmark: _Toc193211998]Figure 5 Homepage
[bookmark: _Toc194070804]Menu Page
The Menu Page targets the same segments by listing items tailored to questionnaire insights. The 84.6% burger preference shaped the inclusion of signature options like the Pinoy BBQ Burger (£8.50) and Adobo Chicken Burger (£7.50), appealing to burger enthusiasts. Customization options (e.g., vegan patties, extra cheese) cater to diverse tastes within this segment, ensuring flexibility. The 92.3% portion satisfaction influenced the menu’s emphasis on generous servings, targeting value-seekers by showcasing sides like Crispy Sisig Fries (£3.50). The low visit frequency (15.4%) was addressed with combo deals (e.g., Burger Combo at £12.00), incentivizing repeat purchases from occasional visitors. The assumed recommendation potential supports the menu’s shareable appeal, encouraging advocates to promote it.
SEO optimization included embedding keywords like “customizable burgers” and “Philippine street food” in the menu descriptions and page title (“AlyKo Burger Van Menu”) (Nagpal and Petersen, 2021). Terms like “gourmet burger prices” and “fresh sides” were added to target value-conscious searches, reflecting Q4 insights. The page’s meta tags feature “AlyKo menu” and “street food options,” boosting visibility for niche queries. The green background and centered layout enhance readability, with a screenshot including the URL for the E-Portfolio, demonstrating the data-driven design.
[image: ]
[bookmark: _Toc193211999]Figure 6 Menu Page
[bookmark: _Toc194070805]Flyer
The Flyer was designed to engage multiple segments. The 84.6% burger preference (Q2) shaped the header, “Super AlyKo Burger Van: Gourmet Burgers with a Filipino Twist,” targeting food enthusiasts with a focus on Philippine flavors. The 92.3% portion satisfaction (Q4) could be implied through the gourmet branding, appealing to value-conscious customers like families. The 15.4% “Sometimes” frequency (Q1) was directly addressed with the “Up to 35% Off” offer, incentivizing occasional visitors to try AlyKo, supporting the 25% loyalty goal (Dadwal, 2020). The assumed recommendation potential (Q10) was leveraged with contact details (e.g., hello@alykoburgervan.com) and the “Order Now” CTA, encouraging advocates to spread the word.
For SEO, the flyer’s text included keywords like “gourmet burgers” and “Philippine street food,” optimizing it for digital sharing (e.g., PDF link). The phone number and email embed “AlyKo burger van” for brand consistency, while the offer enhances local search intent. The brick-wall design with a burger image aligns with the USP, and a screenshot with the URL (e.g., linked PDF) will be included in the E-Portfolio.
[image: ]
[bookmark: _Toc193212000]Figure 7 Flyer
[bookmark: _Toc194070806]Instagram Post
The Instagram Post targeted segments with a visual approach. The 84.6% burger preference (Q2) drove the “Special Burger” image and “Only £8” text, appealing to burger enthusiasts. The 92.3% portion satisfaction (Q4) was implied through the generous-looking burger, targeting value-seekers. The 15.4% “Sometimes” frequency (Q1) was addressed with “Order Now and Enjoy the Flavor!,” encouraging occasional visitors to act. The assumed recommendation potential (Q10) was enhanced with the playful burger mascot and “AlyKo” branding, inviting advocates to engage (Burgess et al., 2018).
SEO optimization included keywords like “special burger” and “AlyKo” in the caption (if added), boosting Instagram discoverability. Hashtags (#AlyKo, #SpecialBurger) and the brand name enhanced searchability, while the “Order Now” CTA supported local intent. The retro design with red and blue accents stands out, with a screenshot of the posted image (URL visible) for the E-Portfolio.
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[bookmark: _Toc193212001]Figure 8 Instagram Post
[bookmark: _Toc194070807]Overall Integration and Design Reflections
The questionnaire data drove a cohesive strategy. Segmentation targeted burger lovers (Q2) with burger-focused content, value-seekers (Q4) with portion emphasis, occasional visitors (Q1) with offers, and advocates (Q10) with shareable elements (Nur and Siregar, 2024). SEO used keywords like “gourmet burger van,” “Philippine street food,” and “metro burger van” across platforms, optimizing for niche and local searches. Images (e.g., burgers) were sourced from stock sites, uploaded in Weebly and Canva, and screenshots with URLs were captured (Pinto and Guarda, 2020).
[bookmark: _Toc194070808]Conclusion
The integration of questionnaire data into AlyKo Burger Van’s website and marketing materials has effectively aligned the business with its target audience and online visibility goals. By segmenting burger enthusiasts, value-seekers, occasional visitors, and advocates, the Home Page, Menu Page, Flyer, and Instagram Post cater to diverse needs, leveraging insights like the 84.6% burger preference and 92.3% portion satisfaction. The use of SEO keywords opulent burger van, and Filipino food makes the business easily identifiable and promotes achievement of £100,000 in sales and a 25% loyalty base. Applying such facts as the foundation proves that AlyKo has all the probabilities to perform well and become a prominent vendor of street food market.
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[bookmark: _Toc194070810]Introduction
In the modern world, where information plays a vital role in almost every process, Microsoft Excel has become a must-have tool for a single person or a complex enterprise. The program began in 1985 as a tool for creating financial spreadsheets and since then it has become a multipurpose platform for handling large amounts of data, financial calculations, and organizational workflow management. Nevertheless, despite the progress in cloud, artificial intelligence, and other essential technologies, Excel did not lose its importance but enhanced its applicability to present-day requirements. This paper aims at discussing the significance of Excel in the twenty-first century, with special reference to its contribution in organization of data, in analysis of future trends and in increasing the efficiency of the performance of firms such as AlyKo Burger Van ((Sandhu, 2020).
[bookmark: _Toc194070811]Main Body
Excel application in the current society can be attributed to its utility in the management of various forms of data. The present time where information is produced in such massive amounts means that there is need to sort it, store it and sometimes manipulate it. For instance, AlyKo Burger Van, which is a sole trader venturing into the business to make £100,000 in the first year, can use excel to record daily sales, inventory, and the customer’s response gotten from the market research questionnaires. Some of the common features for example pivot tables and charts assist the users in transforming large datasets for example the thirteen responses which show 84.6% burger preference into information that can be relied on (Reedy and Parker, 2017). This capability makes sure that even small business with no access to complex software will be able to retain record, which is one of the prerequisite of digital enablement. Also, real-time data connection to the cloud service, for instance, One Drive is another necessity in the current age of dynamism and remote working arranged by Excel (Mahmud and Wong, 2022).
An essential use for Excel is in making of projections particularly in financial planning which is vital for business in the use of technology and the internet. The one thing which I like most is that by using formulas and functions like for total of income one can use =SUM or FOR conditional statements one can use =IF, using which the business performance can be predicted. For instance, whereas AlyKo calculated £96,000 from projection of 50 daily sales at £8 per unit over 12 months, added modification such as special occasions like visitors and inflation from the 35% off flyer offer to arrive at £100,000. This forecasting helps in making the strategic decision such as determining the need to plan for a second van in the next 18 months which should form part of AlyKo’s plans. As is the case in the digital economy where it becomes strategic to harness numbers to address decision-making needs, tools of Excel such as the scenario analysis equip businesses with a competitive strategy to manage change and distribute resource needs fluidly (Paulus and Nijstad, 2003).
Moreover, Excel also helps the workplace become more efficient, which is crucial in today’s high-tech society. Macros and conditional formatting are some of the productivity tools that enable the instant conversion of sales records or help to mark profit margins to improve efficiency for an entrepreneur such as the owner of AlyKo (Byrd, 2021). The model is advantageous to the sole proprietorship because it minimizes the requirement to employ other employees, which corresponds with cost cutting. Another advantage of using Excel is interoperability with other application tools like Power BI for data analyzing or as an integration with e-commerce software or platforms. In the case of AlyKo, including a financial projection spreadsheet in the E-Portfolio also shows how Excel is utilized in project management, an ability that is tested in the assignment. This efficiency is notably useful in the modern world where time is of essence and organizations have to respond to change by embracing new technologies (Rakshit et al., 2022).
However, this importance of Excel comes with some challenges as will be discussed below. The modern world has brought more technical options like Tableau, or Google Sheets which are designed with cloud included options or the feature of editing on multiple people. However, Excel’s continually evolving popularity and copious amounts of training materials as well as Excel ‘s ability to interface with older platforms make the software a stay. Consequently, the learning curve is well within the range of such firms as AlyKo, and the cost factors that come with such a solution pay for the inability to obtain more expensive services. Moreover, at a time where data is increasingly becoming digital, using Excel in education to teach data literacy sets people up for jobs in the digital economy, further underlining its social relevance. With Ideas, a new addition that is complementing Excel together with other innovations, AI ensures the software remains relevant in digital infrastructure (Bencsik, 2017).
[bookmark: _Toc194070812]Conclusion
In conclusion, it is safe to say that Excel is an indispensable tool of the digital age as it offers unmatched features in terms of data manipulation, financial planning, and time management. In the case of AlyKo Burger Van, it helps monitor its daily sales in an effort to reach £100,000, envisage the need for a second van within the business and manage as a sole trader. It confirms Excel’s contemporary relevance because despite the modern ties to complex analytical systems, Excel remains the fusion of the old and new world. Due of its availability and flexibility, it assists small businesses and individuals come up with right decisions and increase productivity. However, as time goes, Excel will remain relevant to everyone’s day-to-day work environment as a relevant tool in the 21st century.


[bookmark: _Toc194070813]Task 4: Video Pitch
The advertisement for AlyKo Burger Van is created to be a 3-minute video and incorporates some elements of the storytelling as has been discussed in the lectures. In the introduction of the video, I present AlyKo Burger Van as the ultimate happy meal destination making a promise to our followers and customers about the products offered by us. I explain to them the mission and the values of our burger van to establish an emotional connection with our customers. In the following images I make customers aware of our products, discounts, contact details. Finally, the call-to-action encourages viewers to “Visit www.alyko-burgervan.com and tag us @AlyKoBurgerVan,” making it easy to join in. The brand logo is visible throughout, ensuring AlyKo stays clear. These techniques make the video relatable and exciting, encouraging viewers to try AlyKo’s burgers (Lotfi et al., 2023).
[image: Marius Presentation VIDEO]
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	Question
	Response Summary

	1. How often do you eat from a burger van?
	Daily: 1, Weekly: 2, Monthly: 2, Sometimes: 8

	2. What is your favorite item on our menu?
	Burger: 11, Hot dog: 2, Fries: 2, Coffee: 2

	3. How would you rate the taste of our food?
	Very good: 7, Good: 1, Exceptional: 3, Fair: 2, Poor: 0

	4. How satisfied are you with the portion sizes?
	Very satisfied: 10, Somewhat satisfied: 2, Neither satisfied nor dissatisfied: 1

	5. How quickly is your food served?
	Very quickly: 6, Quickly: 6, Average: 1, Slow: 0

	6. Are our prices fair?
	Yes: 11, Maybe: 2, No: 0

	7. How would you rate the friendliness of our staff?
	Excellent: 10, Above average: 0, Average: 3, Below average: 0, Poor: 0

	8. Is there anything you’d like us to add to the menu?
	Yes: 1, No: 10, Maybe: 2

	9. How clean and tidy do you find our burger van?
	Very clean: 9, Clean: 3, Need improvement: 1

	10. Would you recommend our burger van to others?
	Yes: 11, No: 1, Maybe: 1





Bar chart comparing income and expenses

Income (£)	
Qtr 1	Qtr 2	Qtr 3	Qtr 4	24000	24800	25100	26100	Expenses (£)	
Qtr 1	Qtr 2	Qtr 3	Qtr 4	19500	19500	19500	19500	
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