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Introduction:
Questionnaires are valuable in business planning because they gather direct feedback from potential customers, allowing companies to better understand preferences, behaviours, and market gaps (Brace, 2018). They are cost-effective, scalable, and provide both quantitative and qualitative data. As the dessert market grows more competitive, understanding customer needs is essential for building a strong and relevant brand (Kotler & Keller, 2016).
Halwa is a small dessert company creating high-quality, personalised sweets designed for modern gifting habits and individual tastes. To shape our product range, branding, and marketing, we conducted a detailed customer questionnaire. This focused on buying behaviour, expectations, and trends, with four key questions offering the most valuable insights.

1. What customers look for in a sweets brand?
2. How do they prefer to shop for desserts?
3. Which occasions prompt dessert or gift purchases?
4. Are customers interested in building custom dessert boxes?

This analysis systematically reviews the responses to these four key questions, identifying major trends that can guide Halwa in making sound business decisions. The primary objective is to produce a customer experience that is both thoughtful and engaging, encompassing everything from product development to packaging and sales strategies (Kotler & Keller, 2016).

Finding and analysis:
The survey responses showed clear trends. The four highlighted questions gave the most useful insights for guiding Halwa’s business decisions




Figure1:  What do you usually look for in a sweet brand?
[image: ]In Figure1, the survey results indicate that great taste and flavour are the leading priority for 29% of respondents, closely followed by affordable prices at 23%. This shows that while customers desire the happiness that desserts bring, practical factors like cost and perceived worth are also very important (Kotler et al., 2017). 
This dual emphasis on indulgence and affordability highlights a consumer desire for desserts that are both satisfying treats and economically accessible.
Diagnostic analysis suggests that the prioritisation of flavour stems from the inherently emotional nature of dessert purchases, which are often linked to pleasure and comfort. 
Affordability, on the other hand, deals with real worries about spending and getting good value for what you pay (Kotler et al., 2017). Predictive analysis anticipates that these priorities will remain consistent, as consumers are likely to continue seeking comfort foods that offer a favourable cost-benefit ratio, particularly during periods of economic uncertainty (Mintel, 2023a).
For Halwa, this finding necessitates strategies that emphasise both value and sensory interest. This could involve offering treat-sized portions, bundle deals, or loyalty discounts to enhance affordability. Marketing efforts should evoke emotional connection, utilising taglines such as “Made for great taste, priced to put a smile on your face” paired with visually appealing imagery that conveys both deliciousness and value. By aligning product development, pricing, and branding with these insights, Halwa can effectively address core customer needs and establish a competitive dessert offering (Thompson and Malaviya, 2013). 
Figure2: Preferred shopping channels for desserts:
[image: ]
Figure2 shows a clear preference for visually appealing, mobile-friendly platforms, with Instagram and TikTok accounting for 35% of the preferred channels for discovering and shopping for desserts. These platforms are especially powerful due to their focus on eye-catching visuals, short-form videos, and influencer-led content that drives quick and emotional purchasing decisions (Smith, 2022). This trend focuses on how important digital segmentation is right now—especially when it comes to reaching younger, visually-oriented groups like Gen Z, who are turning to social media more and more to look for food and gift ideas. With TikTok continuing to grow in popularity among this demographic (Mintel, 2023b), Halwa must adopt a bold digital marketing strategy. This should include fun and engaging dessert videos, influencer collaborations, customer-generated content, and referral rewards. In addition, Halwa should implement strong Search Engine Optimization (SEO) strategies using keywords like “Arabic sweets”. “create your own box” and “affordable price” across its website and social platforms to increase visibility (Chaffey and Ellis-Chadwick, 2019). By combining SEO with audience segmentation, Halwa can improve its connection with target consumers, boost online reach, and stay competitive in the digital marketplace.




Figure 3: Occasions for Dessert Purchases:
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Figure 3, the top reasons people buy desserts, and sweet gifts are for holidays (19 responses) and to surprise someone (16 responses). This shows that while traditional celebrations are still important, many purchases are also made on impulse to show care or appreciation. Desserts are not only for special occasions but are often used to express emotions in everyday moments (Bainbridge, 2022). The strong interest in surprise gifting reflects a broader trend where people are increasingly driven by emotional connections and spontaneous acts of kindness when making purchases (Nielsen IQ, 2023).
Looking ahead, both planned holiday gifting and everyday surprises are expected to become even more popular. To meet this demand, Halwa should offer special packaging and themed gift boxes for holidays. At the same time, marketing should focus on smaller, beautifully packaged treats ideal for spontaneous gifts, using messages like “Brighten someone’s day” or “A sweet surprise, just because.” This balanced approach will help Halwa stay relevant year-round, appeal to a range of emotions, and build stronger customer loyalty.




Figure 4: Interest in Customised dessert boxes
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As shown in Figure 4, the survey results clearly indicate strong interest in customised dessert options, with 61% of respondents saying they would like to build their own dessert box, and another 21% saying “maybe.” This shows that many customers want more control and personalisation when buying desserts. Research also shows that today’s consumers value unique and personalised experiences, especially when treating themselves or buying gifts, as they look for emotional satisfaction and something different (Pine & Gilmore, 2019). This shows a larger figure in both the retail and food industries, where people choose products that match their preferences and beliefs (Deloitte, 2023). Purchasing behaviour also varies by occasion—holiday buyers differ from spontaneous gift purchasers. Grouping customers by the occasions they buy things for helps Halwa create specific product bundles and marketing messages that really connect. Looking ahead, Halwa should develop a user-friendly online tool that allows customers to customise flavours, themes, and add personal touches. This approach helps encourage customer loyalty by offering experiences that feel special and personally meaningful (Accenture, 2022).


Conclusion: 
The insights from the customer questionnaire provide a clear strategic pathway for Halwa. They consistently emphasize the importance of three main areas: offering delicious treats at accessible prices, using visually appealing digital platforms like Instagram and TikTok to engage and attract customers, and taking advantage of both planned and spontaneous gifting occasions. Besides, there's a strong emphasis on satisfying the increasing demand for personalized options. By focusing on developing tasty, affordable products, investing in eye-catching social media marketing, introducing unique gifting options, and implementing a smooth customizable dessert box feature, Halwa can build a brand that truly resonates with modern consumers. This customer-centric approach will not only meet current expectations but also position Halwa for continued growth and success in the energetic dessert market.

Website: https://y1kxs1-rz.myshopify.com/
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Excel: Financial plan for 1 year
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The importance of Excel in the digital era : 
To get accurate financial results and make informed decisions, small businesses need to plan carefully, stay organized, and respond quickly to changes. One of the most effective tools for this is Microsoft Excel. It remains one of the most widely used business programs due to its ability to manage data, perform calculations, and support decision-making (Pryor, 2021). For Halwa, a handmade dessert business that blends traditional sweets with modern presentation, Excel has played a key role in managing finances, tracking performance, and planning for future growth. Excel helps small enterprises improve efficiency, reduce errors, and gain insights that support strategic planning (Curtis, 2020).
Excel is very useful for small businesses because it is easy to use, adaptable, and highly customizable. It helps track income, record expenses, analyse patterns, and make predictions (Pryor, 2021). Excel makes it simple to turn raw data into charts and graphs, making information easier to understand and present. These visual tools are important for sharing financial performance or understanding customer behaviour (Curtis, 2020). In addition, Excel has built-in formulas such as SUM, AVERAGE, IF, and VLOOKUP, which help save time and reduce errors (Walkenbach, 2015). Whether creating a basic budget or a detailed cash flow statement, Excel supports business owners in staying organized and in control of their finances.
At Halwa, Excel has been extremely helpful in developing the business plan and monitoring financial health. For example, when a 12-month cash flow forecast was created, Excel was used to track monthly cash inflows—such as sales from in-person visits and online orders—and cash outflows, including rent, salaries, ingredients, packaging, and marketing costs. By organising this data in a spreadsheet and applying formulas, it was possible to calculate the monthly net cash flow and identify periods where shortfalls might occur. This enabled better preparation for low-income months and supported forward planning through savings or additional financial support. The ability to spot potential financial issues early is essential for small businesses like Halwa, particularly those with seasonal income and limited budgets (Horngren et al., 2015; McKinney, 2020). Excel’s capabilities for financial modelling and data analysis make it a powerful tool for informed decision-making and strategic planning (Winston & Albright, 2016).
Excel also supports effective sales and inventory management. In the case of Halwa, tracking which products perform best—such as pistachio truffles or rose-flavoured mammoul—enables more efficient planning for restocking. Excel allows the creation of structured tables to log units sold, monitor stock levels, and establish predefined reorder points. When inventory reaches a low threshold, conditional formatting can be applied to highlight the item automatically, drawing attention to potential shortages. This feature allows businesses like Halwa to respond quickly, restock in time, reduce waste, and meet customer demand—especially during peak gifting seasons such as Eid and Christmas (Liebowitz, 2017; Powell, Baker & Lawson, 2018).
Another important use of Excel in Halwa’s business is analysing marketing performance. Since Halwa’s desserts are highly visual and rely on social media platforms like Instagram and TikTok to attract customers, tracking engagement metrics is essential. Excel is used to record data such as the number of views, likes, shares, and comments on each post. This information provides valuable insights into which types of content resonate most with the audience, such as behind-the-scenes preparation videos or displays of customised gift boxes (Chaffey, 2022). By converting this raw data into clear bar charts and line graphs, Excel offers a visual summary that helps the team evaluate how well the marketing strategy is performing over time (Walkenbach, 2018). Excel is also useful for monitoring advertising costs and calculating the actual profit from paid campaigns. This ensures the marketing budget is spent wisely and helps prevent overspending on ineffective ads (Ryan, 2016). The ability to organise and analyse marketing data in one place enables Halwa to adapt quickly to changing trends, focus on content that drives engagement, and maximise the impact of promotional efforts. This structured way of tracking marketing outcomes helps make smart choices, enabling Halwa to keep a solid online presence and draw in more customers. Excel's flexibility makes it easy for the marketing team to compare different campaigns, spot trends over time, or see how they perform with over different time periods or demographics. This deepens understanding of customer preferences and supports strategic planning for future marketing activities, ensuring sustained business growth and competitive advantage.
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What is Halwa

Halwa is a proud family-owned business that
began in 2010 with a passion for crafting exquisite
handmade chocolates and traditional Arabic
sweets. Rooted in our heritage and guided by a love
for quality and authenticity, we bring together
timeless flavors and elegant presentation to create
memorable experiences. Each creation is made
with care, reflecting our family’s dedication to
excellence and tradition.

Shop Now
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Halwa%20Cashflow1.xlsx
Sheet1

		Category		Month-1		Month-2		Month-3		Month-4		Month-5		Month-6		Month-7		Month-8		Month-9		Month-10		Month-11		Month-12		Totals

		Inflow

		Starting capital		£1,350		£0		£0		£0		£0		£0		£0		£0		£0		£0		£0		£0		£1,350

		Grant from Business Wales		£2,450		£0		£0		£0		£0		£0		£0		£0		£0		£0		£0		£0		£2,450

		Savings		£1,600		£0		£0		£0		£0		£0		£0		£0		£0		£0		£0		£0		£1,600

		Online orders		£1,500		£1,000		£400		£1,200		£1,300		£400		£700		£800		£300		£400		£350		£1,500		£9,850

		Pop ins sale		£2,500		£2,335		£1,000		£2,400		£1,950		£1,000		£2,600		£2,700		£1,350		£1,200		£1,200		£3,000		£23,235

		Total inflow		£9,400		£3,335		£1,400		£3,600		£3,250		£1,400		£3,300		£3,500		£1,650		£1,600		£1,550		£4,500		£38,485

		Outflow

		License and Permit		£60		£0		£0		£0		£0		£0		£0		£0		£0		£0		£0		£0		£60

		Rent		£500		£500		£500		£500		£500		£500		£500		£500		£500		£500		£500		£500		£6,000

		Utilities		£200		£200		£200		£200		£200		£200		£200		£200		£200		£200		£200		£200		£2,400

		Internet Bills		£60		£60		£60		£60		£60		£60		£60		£60		£60		£60		£60		£60		£720

		Shopfy Subscription		£50		£50		£50		£50		£50		£50		£50		£50		£50		£50		£50		£50		£600

		Salaries &  Prime		£700		£700		£700		£700		£700		£700		£700		£700		£700		£700		£700		£700		£8,400

		Ingredients 		£500		£400		£200		£450		£320		£200		£390		£400		£250		£250		£210		£550		£4,120

		Packaging		£150		£110		£60		£110		£130		£60		£140		£110		£70		£70		£60		£150		£1,220

		Shipping		£100		£70		£35		£80		£95		£35		£70		£80		£25		£35		£30		£100		£755

		Marketing & Advertising		£100		£0		£0		£70		£0		£0		£0		£0		£0		£100		£0		£0		£270

		Customisation Materials 		£30		£25		£10		£30		£25		£10		£25		£20		£15		£15		£10		£40		£255

		Equipments 		£1,500		£0		£0		£0		£0		£0		£0		£0		£0		£0		£0		£0		£1,500

		Furniture & Fixtures		£1,500		£0		£0		£0		£0		£0		£0		£0		£0		£0		£0		£0		£1,500

		Initial Branding & Design		£350		£0		£0		£0		£0		£0		£0		£0		£0		£0		£0		£0		£350

		Total outflow		£5,800		£2,115		£1,815		£2,250		£2,080		£1,815		£2,135		£2,120		£1,870		£1,980		£1,820		£2,350		£28,150

		Net Casfflow		£3,600		£4,820		£8,005		£1,350		£1,170		-£415		£1,165		£1,380		-£220		-£380		-£270		£2,150		£22,355

		Opening balance 		£0		£3,600		£8,420		£16,425		£17,775		£18,945		£18,530		£19,695		£21,075		£20,855		£20,475		£20,205

		Closing Balance		£3,600		£8,420		£16,425		£17,775		£18,945		£18,530		£19,695		£21,075		£20,855		£20,475		£20,205		£22,355



Inflow/outflow



Total inflow	9400	3335	1400	3600	3250	1400	3300	3500	1650	1600	1550	4500	38485	Total outflow	5800	2115	1815	2250	2080	1815	2135	2120	1870	1980	1820	2350	28150	
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6. What do you usually look for in a dessert or sweet brand? (Select up to 3)

Creative packaging
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10. Where do you usually find out about new dessert brands? (Select all that apply)

Instagram
Facebook
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Food delivery apps
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8. For which occasions do you usually buy sweets or dessert gifts? ( Select all that apply )

Birthdays
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Holidays (Eid, Christmas, New Year, etc)
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13. Would you be interested in building your own dessert box (custom mix)? More details
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