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Task 1: Questionnaire Analysis 
[bookmark: _Toc183979874]Introduction 
The questionnaire has been created to understand the perception of the consumers regarding their use of eco-friendly products. In this context, the focus is on the consumer perception regarding the quality of services and the price of eco-friendly products to understand the potential business for Green Clean Cleaners. The business plans to promote its own products and home services to improve its market position. In this section, the questionnaire developed to understand the cleaning products and services and their price perception has been understood. 
[bookmark: _Toc183979875]Analysis of the 3-4 important factors 
To understand the potential market growth position, it is essential to have a good understanding of the consumer requirement. A better understanding of consumers enhances the scope of the business (Behl et al. 2022). Hence, from question 4 important factors have been understood including the consumer's current use of eco-friendly products, their motivation, willingness to pay more for eco-friendly products and the types of cleaning services that they pursue. The understanding has been presented through different visual forms. At first, the type of cleaning products being preferred by the consumers was understood. 
[image: ]
Figure 1: Types of cleaning products preferred by consumers
The sample is collected from 10 participants and it can be seen that there are equal preferences for eco-friendly and the mix of both conventional and eco-friendly products with three responses going to each. As Mustafa et al. (2022) stated, consumers understand healthcare costs and thus, investing in healthy products creates financial benefits. However, it is also seen that three consumers do not have any particular preference but through this visualisation analysis, it is clear that conventional cleaning products are not desired by the consumers. Even though it does not conclusively show the potential of growth for Green Clean Cleaners, it is clear that conventional cleaners are often perceived to be a health hazard (De Matteis, Ronsmans and Nemery 2020). It signifies that there could be a higher demand for eco-friendly cleaners. 
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Figure 2: Motivation of the consumers to purchase eco-friendly cleaners
The above figure highlights that health and safety are the primary issues that instigate the usage of eco-friendly products. Moreover, consumers are showing traits of removing conventional cleansers with eco-friendly cleansers (Grappe et al. 2022). The company can use this intention to promote the services of the business and improve its market position. Now, it is essential to understand the perception of the consumers concerning their perception towards the cost of the product.  
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Figure 3: Willingness of the consumers to pay for eco-friendly cleaning services
Based on the above figure, it can be seen that the consumer expects the prices of the eco-friendly product to be the same while another significant percentage of the consumer rank is willing to pay more for the product. Only 1 consumer is not eager to pay more for eco-friendly products, which denotes that eco-friendly products are being perceived by a higher sample percentage. However, the business needs to be aware of consumer intention as higher prices often limit the green purchasing behaviour of consumers (Hollis 2020). As the expectation is more related to similar pricing with conventional cleaning products, the business needs to introduce discount schemes like quantity discounts (Bunyamin, Manda and Hadidu 2021). Here, the consumer receives a discount for purchasing larger bottles of the cleaning product. This way the business can protect their profit margin as their cost of production reduces. For proper designing of promotional events, it is also essential to understand the quality of services that are perceived by the consumers. 
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Figure 4: Kind of services perceived by the consumers
Based on the responses of the consumers, it is clear that a higher percentage of consumers are willing to take up the services for deep cleaning purposes. It includes services like the cleaning of carpets, upholstery and other indoor materials. However, as stated by Karr et al. (2021), full house cleaning services are also in high demand. Hence, the organisation must not focus only on deep cleaning services as move-in/move-out cleaning services or standard home cleaning is also a possible source of business for both the working and old population. 
[bookmark: _Toc183979876]Summary
The visualisation analysis shows that a higher percentage of consumers are willing to shift from conventional cleansers to eco-friendly cleansers. It has been observed that consumers are willing to pay similar or higher prices to obtain cleansing materials as they understand the long-term consequences of using harmful chemicals. The most popular service in demand is the deep cleaning service but full house cleaning service can also be a potential business for the Green Clean Cleaners. 

[bookmark: _Toc183979877]Task 2: Website Design and Marketing Materials
[bookmark: _Toc183979878]Introduction 
The website of the brand, Green Clean Cleaners, along with marketing materials has been designed utilising data from client responses through survey questionnaires. The insights of the questionnaire help the new business in segmenting itself which includes targeting the audiences and positioning itself as well. The data also assists the new venture in framing SEO tactics that are practically fruitful for them.  
[bookmark: _Toc183979879]Segmentation
Segmenting and Targeting 
For any business unit, the aspect of segmentation is very crucial for consideration. Segmentation is a procedure that encloses segregating a target market into clusters and units of consumers with identical attributes or requirements. Morley (2024) asserts that it is an influential strategy for firms to understand their base of consumers and develop compelling plans for marketing. It authorises businesses to get familiarised with the customer base they require to target which can be fruitful for them. Considering the similar aspect, for the proposed new business, Green Clean Cleaners, the conduction of a survey with the help of a questionnaire assists a lot in determining the target market and segmenting the audience base that the firm needs to target. The firm used different types of segmentation with the help of data collected.   
The new cleaning business will be targeting millennials between the age bracket of 26-40 years. The response in the questionnaire indicates a similar age group which may assist the firm in deciding that the cited age group would be beneficial if targetted and segmented properly. This may help the business in enhancing marketing. This can be aligned with the approach of demographic segmentation. Carter (2024) also articulates that through appropriate market segmentation, businesses can enhance their marketing as they can target the correct individuals with the correct message at the correct moment. This assists in improving the performance of the campaign and satisfies the customer base as well. Adding to it, the data from the questionnaire demonstrate that they live in family households or couples primarily in cities. This insight delivered a straightforward approach for segmenting and targeting the clients by family type and geographic area. This is associated with the approach of geographic segmentation. Further, families with children usually focus on fitness and safety, especially on non-toxic cleaning formulas which links with the approach of psychographic segmentation. This corresponds well with the assertions made by England NHS UK (2021) which highlight that protection is a preliminary concern for homes when selecting cleaning offerings. To handle this aspect, the website prominently displays a label named ‘Family Safe’ on cleaning solutions that are eco-friendly, highlighting the usage of chemical-free products. Since the brand uses social media as well as websites to target the audience effectively, it uses the approach of differentiated targeting.     
Positioning 
Moving ahead, the questionnaire insights reveal that most respondents appreciate fitness and safety, selecting products that are non-toxic as well as chemical-free for their households and residences. Due to this, the brand positioned itself as a high-end, environmentally friendly cleaning service, specially developed for ecologically conscious clients. By concentrating on these matters, the brand distinguishes itself from traditional cleaning assistance, strengthening its rank as a trusted provider for clients looking for quality and environmental commitment in its cleaning offerings. This helped the businesses by adding extra descriptions on the website regarding the eco-friendliness and organicness of the products used for cleaning. Thus, through the help of data from the questionnaire, Green Clean Cleaners has been able to target the correct audience.           
[bookmark: _Toc183979880]SEO
In designing the website and marketing materials for the new business venture, the data from the questionnaire played a critical function in guiding techniques connected to search engine optimisation (SEO). Through the understanding from the questionnaire, the brand has been able to know the preferences and choices of the audience base which eventually helped the brand in the formulation of SEO strategies so that the audience base can effortlessly discover the brand and its services. Sela (2024) enunciates that effectual SEO improves the visibility of a company, which makes it convenient for people exploring it. The data from the questionnaire suggests a powerful interest in distinctive cleaning services, particularly ‘deep cleaning’ and ‘move-in/move-out cleaning’. The effective and appropriate selection of keywords can help a brand reach the proper target audience (Ijomah et al., 2024). This may help the brand in figuring out the appropriate keywords and terms which can suit best and generate traffic to the website. 
Moving ahead, the questionnaire demonstrated that many respondents were city residents, so the brand leveraged the local SEO approach to target buyers within the locations where the business operates which is in Wales, United Kingdom. Adding keywords such as ‘eco-friendly cleaning services in Wales/UK’ and ‘chemical-free cleaners near me’ to the content allows the brand to target local inquiries. Siebert (2024) adds that local SEO improves discoverability for businesses that provide services, especially when blended with public reviews and keywords that are location-precise. This makes it more effortless to entice neighbourhood clients. Apart from the usage of keywords properly, the website made sure that it functions properly on devices like mobile phones. Appropriate image optimisation was again a priority, with ‘alt text’ utilising appropriate keywords to enhance approachability and search order. Tubig (2024) found that technological SEO adjustments, particularly on-page facets such as ‘load rate and mobile compatibility’, can greatly affect user attention and orders. However, the usage of technical SEO has been done to a limited extent because of certain constraints like no or less existence and budget.     
[bookmark: _Toc183979881]Two-page website  
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Figure 5: Website of the brand 
Website link: https://gc-cleaners.weebly.com 
[bookmark: _Toc183979882]Images of the marketing materials
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Figure 6: Sample Instagram Post of the brand 
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Figure 7: Sample Facebook Post of the brand 
[bookmark: _Toc183979883]Summary 
The task summarises that including the insights of the questionnaire into segmentation and SEO may help the firm materialise an influential online existence. By using insights from questionnaires, the brand might amplify its applicability and accessibility in search outcomes. This not only improves visibility but likewise assembles faith with eco-conscious clients, establishing the brand as a sustainable option in the cleaning sector.
[bookmark: _heading=h.3rdcrjn]

[bookmark: _Toc183979884]Task 3: Financial Projection for three months 
Based on the observation from the first two tasks, it is well perceived that having a concrete understanding of consumer perception is beneficial to the business. After gaining a good understanding of the market scenario, the company estimated its profit and loss statement for the first three months of operation, which is provided below. 
[image: ]
Figure 8: Profit and loss statement for the first three months
The above table is created on Microsoft Excel and discusses the financial metrics achieved by Green Clean Cleaners in the first three months. The maintenance of the financial metrics is related to accounting tasks and it is essential to have a strong proficiency in maintaining efficient skills over handling Microsoft Excel. It makes it easy to summarise and extract meaningful visualisation of each metric that is used for decision-making (Parra, Jacobs and Trevino 2021). One of the pieces of evidence represents the comparison of the income and expenses over the first three months. 
[image: ]
Figure 9: Bar Graph representing a comparison between total income and total cost. 
The above figure shows a simple comparison of the total revenue against the total cost for each month. It provides a clear indication that the cost exceeds income in the first month but is exceeded by income in the following two months by a large margin. Microsoft Excel provides different instant templates with which it is easy to create a data visualisation chart (Qin et al. 2020). In this digital era, the maintenance of finances, accounts and records is done mostly on spreadsheets where the user can put sales, banking, invoices and other records from different sources into one file. Thus, it reduces the issues of maintaining different files and record areas through which book-keeping mistakes are reduced (Pascual Pedreño, Gelashvili and Pascual Nebreda 2021). Hence, the knowledge of Excel or spreadsheets is extremely important as every company prefers to maintain digital records instead of manual records. 
The global market is extremely competitive, which is the reason that businesses are required to strategise their investments. It would require constant feeding of information, which is only possible through the maintenance of every record over spreadsheets and understanding patterns of changes that support the analysis process (Rusthollkarhu et al. 2022; Dadwal 2019). The use of spreadsheets has removed a lot of manual labour. Now, in the digital era, the development of software is successful in removing different forms of manual labour. One of the advancements is the maintenance of real-time dashboards. For this instance, the record of the first three months has been provided and any addition to the table is going to change the bar graph automatically. Hence, it is easy for the analysis to generate information easily and effectively (Kambartsumjan 2021; Byrd 2021). The understanding suggests that the knowledge of Microsoft Excel or Spreadsheet is not just important for the record-keepers but also the analyst. It improves the connectivity between the two departments and improves interactive capability that enhances operative efficiency. 
The implication of the spreadsheets signifies the growth of data interaction, which is perceived to be critical in the case of business development programs. Interactive dashboards, narration and communication of the findings are often termed as data communication that allows a business to understand its position irrespective of the demand (Tory et al. 2021; Soltanifar, Hughes and Göcke 2021). In a simpler sense, all the departments are now connected digitally which not only improves decision-making but also makes it easier to understand the business position. The above graphical representation demonstrates the financial position of the company for the first three months, which highlights the success rate of its marketing and R&D campaign. Initial successes instigate a company to make further investments in research development to generate a competitive advantage. Improved capabilities to utilise Microsoft Excel or similar platform enhances data-driven decisions and collaboration of different teams and generate an environment where data becomes the primary tool for decision-making (Žilka et al. 2024). This means practicality dictates the decision-making process. Fact-based decision-making is often linked to business analytics and performance management, which creates an environment of rational decision-making that allows a competitive advantage (Grandhi, Patwa and Saleem 2021). This is the reason handling and managing data through Excel is critical to maintaining promising business in this digital era. 
The understanding dictates that Microsoft Excel is a platform that allows a business to maintain a clean and efficient record of every transaction or activity taking place in the system. Not only does it maintain a good record, but it also provides different visualisation templates as well as generates an interactive dashboard that involves every department in the decision-making process.  

[bookmark: _Toc183979885]Task 4: Advertisement Of The Brand

YoutubeVideo Advertising Link:
https://youtu.be/LMyhMWZxHFQ 

Explanation of Storytelling Techniques

.The advertisement video for the brand utilizes storytelling techniques to captivate and engage the audience. Recorded using PowerPoint, the video effectively combines visual storytelling with compelling brand messages to leave a lasting impact. To emphasize the brand’s identity, the logo and tagline are integrated consistently throughout the presentation, ensuring strong recognition. Following a narrative structure, the video begins with a hook to grab attention, identifies the audience’s needs, and concludes with a call-to-action that highlights the brand’s unique value proposition.

A key technique applied in the video is the use of emotional appeal, aligning the narrative with the target audience’s aspirations and challenges. Additionally, the video incorporates elements of the “Hero’s Journey,” where the brand takes on the role of an enabler or guide in the viewer’s journey of transformation. Visual elements, such as vibrant images and text animations, are synchronized with voice narration to create a dynamic and engaging experience. This approach aligns with storytelling principles discussed by Fog et al. (2005), who emphasize the importance of emotional resonance in brand storytelling. Insights from Lundqvist et al. (2013) further enhance the video by ensuring the narrative feels authentic and relatable. The design also follows Clark’s (2002) guidelines on multimedia learning, balancing cognitive load to make the content accessible and memorable.
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SERVICES

Know about our services and offerings here!

WE’RE A FULL SERVICE START-UP

At Green Clean Cleaners, we emphasize in delivery high-quality, eco-friendly cleaning services that guarantee your
home stays clean while encouraging a healthier surrounding. Our professional team is pledged to using non-toxic,
chemical free sustainable cleaning products that are safe for your family and the planet.

Here’s a look at the services we offer:
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