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[bookmark: _gjdgxs]1.0 Questionnaire Analysis
Following the data collection using online questionnaire (Appendix 1) and analysis of 30 participants' responses, important insights were extracted from the data in order to improve and validate the AI-assisted retail business. Four questions were particularly noteworthy because they were highly correlated with respondents' comfort levels, preferences, and worries about the use of AI in shopping. These questions include (1) comfort level with AI-assisted shopping, (2) most appealing AI-assisted shopping features, (3) privacy concerns, and (4) likelihood of trying an AI-assisted shopping service. These enquiries yielded insightful data about user expectations, possible adoption roadblocks, and areas in need of development.
[bookmark: _30j0zll]1.1 Comfort Level with AI-Assisted Shopping
An interesting trend emerged from the survey results about respondents' comfort levels with AI technology in shopping revealed an interesting trend. Of those surveyed, 60% responded that they were "comfortable" with AI support, and 20% responded that they were "very comfortable.” Nonetheless, 13% of those surveyed indicated that they were "uncomfortable," and 7% indicated that they were "very uncomfortable" with the use of AI in their shopping. These statistics show that even though most potential users of AI have actually a moderate-to-high comfort with it, a considerable number of users are still skeptical or reluctant.

This insight into comfort levels suggests a need for our business to develop strategies for easing users into AI interaction. According to Chui, Manyika and Miremadi (2018), establishing trust is critical when introducing AI-driven services, as customers are more likely to use the technology when they feel their needs and concerns are respected. To increase comfort and engagement, our business could integrate introductory tutorials or a “human backup” service, allowing users to switch to a live representative if they feel uncertain. Furthermore, creating an AI interface that is unambiguous and easy to use and explains how it helps clients could improve user comfort even more (Huang and Rust, 2021).
[bookmark: _1fob9te]1.2 Most Appealing AI-Assisted Shopping Features
70% of the respondents chose “personalised product recommendations," 55% chose “real-time assistance with questions," 30% chose “automated price comparisons," and 30% chose “automated styling/fashion advice."  Thus, the top preferences were “personalised product recommendations” and “real-time assistance with questions.” This indicates that although users are receptive to artificial intelligence recommendations and support, they prefer proactively useful help that relates to their choices around purchases more than reasonable features such as price differences.

Based on these results, the business needs to focus on the explanation that AI presents recommendations and offers for products and services tailored directly to the user’s needs and can respond instantly to enquiries (Dadwal, 2020). Personalisation can therefore act as a competitive advantage, thus supporting Davenport, Guha and Grewal’s (2020) assertion that AI’s biggest value is the possibility to create tailored customer experiences. Improving the algorithm to take into account individual preferences and in advance answering their queries will make the service itself more attractive and increase the frequencies of use significantly.
[bookmark: _3znysh7]1.3 Privacy Concerns with AI Technology in Shopping
Data privacy turned out to be a significant factor as 40% of the respondents expressed that they were "very concerned" and 33% highlighted that they were "extremely concerned”. This result highlights a pervasive concern regarding the security of personal data, which is indicative of larger consumer worries in the current digital economy. 

To address these concerns, the business model has to include strong privacy guarantees and clear data use policies. As consumers become keener on data usage, focusing on security will create the much-needed trust for the applications to grow with repeat users (Westerman, Bonnet and McAfee, 2014). Furthermore, having a clear data management and privacy policy and explaining it to the users through the platform removes barriers of doubt from their side (Acquisti, Brandimarte and Loewenstein, 2015).
[bookmark: _2et92p0]1.4 Likelihood of Trying an AI-Assisted Shopping Service
For this question, 50% of the respondents opted for “very likely," 30% opted for "likely," 10% opted for "unlikely,” and none of the respondents opted for “very unlikely.” This positive trend is a clear indication of increased appreciation of AI, especially by consumers who see it making their shopping experience a better one.

The widespread inclination to test out AI-assisted shopping services points to a bright future for the business. This finding is consistent with studies showing that when users see observable advantages like convenience and personalisation, they are more likely to embrace AI-driven services (Lemon and Verhoef, 2016). In order to leverage this interest, we would highlight in our marketing campaigns the useful features of our service, such as time savings, better recommendations, and 24/7 assistance (Pinto and Guarda, 2020). Furthermore, providing a free trial or introduction period might draw in customers who are "somewhat likely" to test the service but might require confirmation of its efficacy before making a complete commitment.



[bookmark: _tyjcwt]2.0 Design of Website and Marketing Materials
The overall success of a business specifically depends on the level at which a business understands the needs of its target market (Bencsik, 2017). The information gathered from the survey was helpful in creating user-friendly marketing materials (Appendix 2), constructing the website (Appendix 3), and segmenting the audience. Furthermore, my search engine optimisation (SEO) tactics were informed by the insights to guarantee that the website and its content successfully reached the target audience.
[bookmark: _3dy6vkm]2.1 Segmentation
According to Camilleri (2017), segmentation of the target market is essential when mapping a specific marketing mechanism to a specific consumer audience. The results of the questionnaire analysis showed certain trends characteristic of user preferences, which allowed distinguishing different customer niches. Three primary segments emerged from the analysis:
· Tech-savvy early adopters: The respondents of this group appeared to have a favourable attitude towards AI in shopping and a special keenness in options like personalised recommendations and real-time assistance. These customers are more inclined to embrace new technology and appreciate creative shopping approaches.
· Privacy-conscious users: Responses showed that a large segment of the sample was concerned about data privacy. This segment needs to be assured about security and the management of the data they submit to the applications.
· Skeptical traditional shoppers: This demographic was less inclined to try AI-assisted shopping since they felt less at ease using it. Although they expressed interest in useful features like automatic price comparisons, they need persuasion over the benefits of integrating AI into their purchasing process.
In the light of these insights, I structured the website and the marketing materials to meet the demands of these segments. For instance, for tech-savvy users, I emphasised innovative AI features and provided testimonials of satisfied early adopters of the new technology. For those who are concerned for data privacy, I focused on the security aspects, outlining the measures put in place with regard to data security. For skeptical shoppers, I emphasised the observable advantages of AI-assisted shopping, like convenience and cost savings.
[bookmark: _1t3h5sf]2.2 Website Content and Design
The preferences and issues found in the questionnaire were taken into consideration when designing the website. Important designs based on the data include:
· User-friendly navigation and accessibility: The website was created with a user-friendly interface, guaranteeing that information on AI features, security guidelines, and advantages could be readily accessed by visitors. To improve use, a clear, clickable menu and a tidy layout were given top priority.
· Visual appeal and personalisation: Tech-savvy users appreciate visually appealing components; therefore, I included interactive AI feature demonstrations. Personalised suggestions and real-time help options were prominently displayed on the homepage, demonstrating how technology enhances the buying experience (Chui, Manyika and Miremadi, 2018).
· Dedicated privacy section: To address the data privacy concerns, I developed a segment that describes how the data of users is gathered, stored, and secured. 
· Testimonials: Due to the doubts that some users have about AI-assisted shopping, I included testimonials from satisfied customers showcasing the useful advantages of AI-assisted shopping. These components were clearly located on the home page.
By adjusting the website's layout and content to suit the requirements of various user groups, I made sure that every visitor felt appreciated and understood, which will raise conversion rates and user retention.
[bookmark: _4d34og8]2.3 Marketing Materials
The results from the questionnaires were also used in creating marketing materials, including social media posts and marketing ads (Pinto and Guarda, 2020). For each segment, I created targeted campaigns:
· Tech-savvy users: Marketing materials that were visually appealing and highlighted the cutting-edge characteristics of the AI shopping service were designed particularly for this sector. On social media sites like YouTube and Instagram, where tech aficionados are active, videos showcasing tailored suggestions and real-time support were shared (Burgess, Marwick and Poell, 2018).
· Privacy-conscious users: For this demographic, marketing materials focused on security and trust. Posts on social media emphasised the business's dedication to data security and included links to the privacy policy page. This approach immediately addressed users' concerns and gave them reassurance.
· Skeptical shoppers: Practicality and value were the main points of emphasis for this audience. Campaigns used realistic instances to emphasise cost-saving capabilities like automated pricing comparisons. On social media sites like Facebook and LinkedIn, infographics that outlined the precise steps to use AI in shopping were circulated (Byrd, 2021).
Through audience segmentation and customised content creation, we made sure that marketing initiatives were successful and pertinent, increasing interaction across various user groups.
[bookmark: _2s8eyo1]2.4 SEO
SEO was an important factor in making sure the website and marketing materials reached the target demographic (Moz, 2024). Based on the results of the questionnaires, information about the behaviour and search preferences of the respondents was obtained and influenced the SEO strategy. Key aspects of the SEO approach included:
· Keyword research and integration: The survey identified terms and phrases that were commonly used, including "secure online shopping," "AI price comparison tools," and "personalised shopping recommendations.” To raise search engine ranks, these keywords were incorporated into blog entries, meta descriptions, and website content.
· Content strategy: It was important to come up with fresh materials, the topics of which would interest users and would hopefully drive organic traffic to blogs and articles addressing user concerns. For example, an article with the headline “How AI Shopping Improves Your Experience?” was marketed to tech-savvy audiences, while another, “Your Data Privacy in Online Shopping,” to privacy-conscious users. These posts were optimised for search engine algorithms and readability, and they included pertinent keywords.
· Technical SEO improvements: A smooth experience across devices was ensured by optimising the website for speed and mobile responsiveness. Furthermore, photos were enhanced with informative alt text to improve accessibility and rankings.
· Link building: I worked with technical blogs and business websites to add backlinks to the website in order to build credibility. I found that this strategy helped drive up referral traffic and boost the relevancy of the domain.
Due to the SEO efforts, the website was able to rank highly in search results, attracting visitors from both sponsored and organic searches.
Essentially, the importance of data-driven decision-making was illustrated by the incorporation of audience insights into every facet of the business’ visibility and marketing (Dadwal, 2020; Westerman, Bonnet and McAfee, 2014). In order to improve our services, the organisation will keep gathering and evaluating consumer feedback. Regular revisions to the website and marketing materials will guarantee that the company stays competitive and relevant as consumer preferences and technology change. Maintaining an emphasis on data-driven tactics and user-centric design puts the company in a strong position to thrive in the ever-changing digital marketplace.


[bookmark: _17dp8vu]3.0 Microsoft Excel 
[bookmark: _3rdcrjn]3.1 Three Months Financial Projection
	 
	Jan
	Feb
	Mar

	Income
	 
	 
	 

	Sales Revenue 
	£10,000.00
	£12,000.00
	£15,000.00

	Loan
	£100,000.00
	 
	 

	Equity Investment
	£150,000.00
	 
	 

	Total Income
	£260,000.00
	£12,000.00
	£15,000.00

	 
	 
	 
	 

	Expenses
	 
	 
	 

	Initial Setup
	£200,000.00
	 
	 

	Salaries
	£10,000.00
	£10,000.00
	£10,000.00

	Operating Expenses
	£8,000.00
	£8,000.00
	£8,000.00

	Marketing Expenses
	£2,000.00
	£2,000.00
	£2,000.00

	AI Maintenance
	 
	£5,000.00
	£5,000.00

	Loan Repayment
	£4,500.00
	£4,500.00
	£4,500.00

	Miscellaneous
	£500.00
	£500.00
	£500.00

	Total Expenses
	£225,000.00
	£30,000.00
	£30,000.00

	 
	 
	 
	 

	Profit/Loss
	£35,000.00
	(£18,000.00)
	(£15,000.00)



[bookmark: _26in1rg]3.2 The Importance of Excel in the Digital Era
Microsoft Excel, which was developed in the 1980s, is today one of the most crucial applications for managing data. It is most commonly known for its ability to organise data, calculate, and perform analyses. Excel's function has expanded to cover a range of intricate tasks, as companies, academic organisations, and even individual users produce and rely more on data. Specifically, Excel provides users with structured columns and rows that make processing data easier and more intuitive, making it an approachable yet effective option for various jobs (Chakraborty and Dey, 2020; Zhou, 2019). This structure aids in day-to-day operations for organisations and facilitates rapid access to important data, which improves decision-making.
According to Reedy and Parker (2017), the digital age emphasises data-driven decision-making, where organisations depend on quantitative insights to inform strategic planning. Accurate data analysis is made possible in large part by Excel's analytical and computational features. Numerous formulas are supported by the software, enabling users to simulate possible outcomes and compute intricate measurements. For instance, financial analysts use Excel to build prediction models that assist in predicting project growth or revenue (O’Keefe and McCarthy, 2021). Additionally, users can visually highlight important indicators using Excel's conditional formatting features, which facilitate trend interpretation and conclusion drawing.
Apart from enabling fundamental analysis, Excel can be used with more sophisticated statistical software and add-ins for data analysis, making it a versatile tool that accommodates analytics at both the novice and expert levels. Hence, users can conduct in-depth analysis without the need for additional, specialised software as a result of this flexibility in data management, which has greatly increased productivity. Rodriguez and Fisher (2021) note that due to its ease of use, productivity across teams improves, making Excel widely used for reporting and analysis both in big firms and start-ups. Excel also plays an important role in terms of data visualisation. Where the stakeholders of an organisation in a digital age expect the information to be presented in a compact and aesthetic format, Excel provides a number of options for charting, graphical, and dashboard presentations that allow users to present data in such a manner that can be easily understood and interpreted (Borkin et al., 2020).
Excel enables businesses to build dynamic dashboards that are updated instantly, giving decision-makers a quick overview of performance measures or important indicators. This capability is in line with the digital transformation trend, which emphasises the need for responsiveness and real-time data availability. According to McGowan and Waterson (2020), Excel's data visualisation features are extremely useful in operations management, marketing, and finance, where it is frequently important to make fast adjustments based on fresh information.
Furthermore, in the digital era, automation is useful for minimising work and enhancing productivity. Users can save time and effort by automating repetitive data activities with Excel's macros and scripting features (O’Keefe and McCarthy, 2021). These automated processes cut down on mistakes and free up resources, which may be used for more strategic endeavours. Excel's utility is further increased by its compatibility with other programs, including Microsoft Power BI, which makes cross-platform data integration possible.
Excel's integration with cloud services, such as Microsoft OneDrive, has increased flexibility even further by facilitating remote work and teamwork. Considering the fairly recent tendency for working from home, which has risen along with the formation of virtual teams all over the world, Excel supports work in the cloud, which allows users to edit documents simultaneously. This has increased work collaboration and coordination, especially in organisations with cross-located teams (Chakraborty and Dey, 2020). Lastly, as Excel is used for simple data cleaning and preparation before the information goes to the advanced tools that users with more digital skills use, it serves to help those with less digital skills as well and who need the end-to-end data analysis.


[bookmark: _lnxbz9]4.0 Storytelling Techniques
https://youtu.be/swRWPD_VJyg?si=uJqdn3pZMPkhkhv1

One of the most successful methods to engage an audience and convey messages is using storytelling (Keith, 2024; Dahlstrom, 2014; Sundin, Andersson and Watt, 2018).  I used two narrative techniques, the Monomyth and Nested Loops in my YouTube video on ShopGenies, an AI-assisted retail firm, to draw viewers in and emphasise the company's creative character. The Monomyth, also known as the Hero's Journey, organised the story by portraying ShopGenies as the "hero" and tackling a major issue in conventional retail. ShopGenies emerged as the answer hero that revolutionised the shopping experience by conquering these obstacles with its omnichannel strategy. The interrelated advantages of AI and human facilitators were shown using nested loops. For example, I used AI to overlay clients' specific narratives for fast merchandise details and how a retail staff member leveraged AI insights to provide a personalized service, showing how these components harmonize to enhance customer satisfaction.
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Likelihood of Trying an AI-assisted Shopping Service

Column1	50%
30%
10%
0%

Very likely	Likely	Neutral	Unlikely	Very unlikely	0.5	0.3	0.1	0.1	0	


Comparison of Income and Expenses across the Three Months

Income	
Month 1	Month 2	Month 3	260000	12000	15000	Expenses	
Month 1	Month 2	Month 3	225000	30000	30000	



Comfort Level with AI-assisted Shopping

Column1	20%
60%
13%
7%

Very  comfortable	Comfortable	Neutral	Uncomfortable	Very uncomfortable	0.2	0.6	0	0.13	7.0000000000000007E-2	


Most Appealing AI-assisted Shopping Features 

Column1	70%
[VALUE]
30%
7%

Personalised product recommendations	real-time assisted with questions	Automated price comparisons	Automated styling/fashion advice	0.7	0.55000000000000004	0.3	0.3	


Privavy Concerns with AI Technology in Shopping

Column1	0%
[VALUE]
40%
33%

Not concerned	Slightly concerned	Moderately concerned	Very concerned	Extremely concerned	0	0.1	0.13	0.4	0.33	
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Al-Assisted Shopping Experience
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Thank you for participating in our survey! Your feedback will
help us understand your needs and improve our Al-assisted
shopping service.

This questionnaire aims to gather insights into customer
preferences, expectations, and concerns about using Al in
their shopping experience.

Have you ever used Al technology in shopping (e.g.,
chatbots, recommendation systems)?

Yes
No

Not sure

How comfortable are you with Al technology assisting
you in your shopping experience?

Very comfortable

Comfortable

Neutral

Uncomfortable

Very uncomfortable

How important are the following features in an Al-
assisted shopping service?

1 2 3 4 5
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Privacy and dat..

What kind of Al shopping assistance do you find most
appealing?

Personalised product recommendations

Smart virtual assistant for questions

Shopping assistant that compares prices

Automated styling/fashion advice

Other.

How often do you make purchases online?
Daily
Weekly
Monthly
A few times a year

Rarely

What device(s) do you typically use for online
shopping? (Select all that apply)

Smartphone
Tablet
Laptop

Desktop computer

How concerned are you about data privacy when using
Al in shopping?
B I U & XY
Not concerned
Slightly concerned
Moderately concerned
Very concerned

Extremely concerned
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Very concerned

Extremely concerned

What potential benefits would motivate you to use an
Al-assisted shopping service? (Select up to three
options)

Saving time

Finding better deals

Discovering new products

Personalised recommendations

Assistance with complex purchases (e.g., tech products)

Other.

How would you rate your satisfaction with existing
online shopping services?
B I U &® Y
Very satisfied
Satisfied
Neutral
Dissatisfied

Very dissatisfied

What concerns, if any, do you have about Al in
shopping? (Select all that apply)

B I U & Y
Lack of human interaction
Data privacy and security
Inaccuracy of recommendations
Complex or confusing user experience

Other.

If available, how likely are you to try an Al-assisted
shopping service in the future?

1 2 3 4 5

Very likely (@) O (@) O O Very unlikely

Please provide any additional feedback or suggestions
for an ideal Al-assisted shopping experience

Long answer text
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The Great Wall

ShopGenie combines cutting-edge Al-based solutions with the warmth of human facilitators to
transform  your in-store ~shopping experience. Our technology offers ~personalized
recommendations, seamless navigation, and reak-time assistance, ensuring every visit is
efficient and enjoyable. Human facilitators add a personal touch, bridging the gap between
advanced tech and human connection. With ShopGenie, youl save time, discover new products
effortlessly, and enjoy unparalleled convenience. Revolutionize your shopping journey today—
where innovation meets customer care.
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SHOPGENIE Home

Price Alerts

Stay ahead of the sales with
ShopGenie's Al-powered price alerts.
Our smart system tracks your
favorite products and notifies you of
discounts and price drops in real
time. Shop smarter, save more, and
enjoy the convenience of effortless
deal hunting. Let ShopGenie keep
your wallet happy while you focus on
what you love!

About

Fast Profiling

ShopGenie's ~ Al-driven  fast  profiling
technology  quickly understands  your
preferences, creating  a
shopping experience tailored just for you. By
analyzing realtime data, it offers instant
recommendations and product suggestions
that match your stle and needs. Say
goodbye to guesswork and hello to smarter,
faster, and more enjoyable shopping with
ShopGenie.

personalized

Privacy Concerns

At ShopGenie, we take your privacy
seriously. Our Al solutions are
designed  with  robust  security
measures to protect your personal
information and shopping data. We
ensure full transparency, giving you
control over what is shared and used.
Your trust is the foundation of our
innovation, and- safeguarding your
privacy remains our top commitment.
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TESTIMONIALS

Happy People

"I was initially skeptical about using Al in my shopping experience, but
ShopGenie completely changed my perspective. With over 80% of people
expressing comfort with AI technology, I decided to give it a try—and I'm
so glad I did! The personalized recommendations and seamless assistance
made my shopping effortless and enjoyable. ShopGenie strikes the perfect
balance between innovation and ease, addressing both the excitement and

concerns of AI adoption. It’s truly a game-changer!”
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Our Story

ShopGenie is a unique omnichannel approach to retail established in 2024 which incorporates Al-based
solutions and human facilitators to enhance the shopping experience in brick-and-mortar stores. The
business integrates sophisticated Al technology with trained retail personnel to offer real-time and
customised product solutions, quick and easy product information, and virtual customer service. This
innovative retail solution aims to enhance customer satisfaction, streamline the purchasing process and
increase foot traffic to the retail stores.
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Our Founders

Manny Wise - CEO Tiffany Burke - COO Josh Smith - CTO e
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Let's Chat

Hours

Weekdays / 7:00 - 18:00
Saturday / 9:00 - 15:00

Contact Info

Phone / Fax: 234-559-4401
Email: office@shopgenie.com
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