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Task 1 - Questionnaire Analysis 
[bookmark: _iglr69847h1i]Introduction 
This research aimed to explore consumer perceptions of women’s designer clothing brands in the United Kingdom. A survey containing ten questions was designed and distributed through Microsoft Forms, with 45 respondents completing it. The questions focused on attitudes towards brand importance, designer appeal, pricing expectations, and willingness to pay a premium. These areas were chosen because they reflect key factors that influence purchase decisions in the fashion industry. From the full set of questions, four were identified as generating the most significant findings and are discussed in detail below. 

Question 1: Importance of Supporting Designer Clothing Brands 
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Figure 1: Percentage of respondents for Importance of Supporting Designer Clothing Brands
Responses showed that 21 percent found supporting designer brands "very important," 25 percent "somewhat important," 29 percent were neutral, and 25 percent considered it "not important." Crucially, no one dismissed it entirely. This suggests brand image alone is insufficient. As Cabigiosu (2020) explains, luxury branding adds intangible value—but remains contingent on perceived uniqueness and symbolic status. Consumers also consider quality, trust, and affordability when evaluating designer goods.
Question 2: Choosing a Brand Based on Designer Appeal 
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Figure 2: Percentage of respondents for choosing a Brand on designer Appeal
Here, 46 percent chose a brand for its designer identity, 46 percent did not, and 8 percent were uncertain. The split indicates that while exclusivity attracts, it is not sole motivation. Luxury value is co‑created through quality, narrative, and consumer engagement (Tynan et al., 2010) designer branding must be complemented by substance. 
[bookmark: _lgclqg2lc6ke]Question 3: Ideal Price Premium for Designer Clothes 
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Figure 3: Percentage of respondents for choosing ideal price premium for designer clothes
Nearly 67 percent of respondents deemed a 1–6 percent premium reasonable, with 25 percent specifying 4–6 percent, while 34 percent considered a 7–10 percent premium acceptable. Moderate pricing can enhance perceived value without causing alienation. Premium pricing, when communicated transparently, reinforces exclusivity and builds credibility (Kotler & Armstrong, 2021). 
Question 4: Willingness to Pay More for Exclusive Designer Wear 
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Figure 2: Percentage of respondents for willingness to pay more 

Respondents showed cautious openness to paying more: 46 percent would definitely pay more for exclusive designer pieces, 29 percent possibly would, and 25 percent would not. This indicates that exclusivity alone doesn't guarantee additional spending; consumers need clear evidence of quality and value. Social influence and perceived authenticity also play a role (Efendioglu & Durmaz, 2022).
Discussion and Theoretical Context
These findings align with established branding models. Brand equity allows firms to command higher prices, but credibility and consistent quality are essential (Aaker, 1991; Keller, 1993). Luxury brands benefit from symbolic consumption, where prestige and meaning justify premium pricing. Moreover, sustainability is increasingly important: consumers willing to pay more for eco-conscious luxury strengthen brand reputation (Wang, 2024). Social media also plays a key role—platforms such as Instagram and TikTok enable brands to build community, showcase authenticity, and influence purchasing behaviour (Nash, 2019).

Strategic Recommendations
For women's designer clothing brands in the UK, the following steps are suggested:
1. Adopt moderate price premiums (1–6 percent), clearly tied to quality, craftsmanship, or exclusivity.
2. Highlight craftsmanship and heritage through storytelling and attention to detail—key luxury indicators.
3. Integrate sustainability to align with consumer values and justify pricing.
4. Leverage social media and influencer marketing to build narrative credibility and engage younger audiences through authentic content (Efendioglu & Durmaz, 2022; Nash, 2019).


Conclusion 
The survey indicates that while designer branding strengthens appeal, long-term consumer loyalty depends on tangible value, fair pricing, and meaningful brand communication. UK designer clothing brands can succeed by combining exclusivity with transparency, quality, and ethical values—this balanced approach resonates with both style-focused and value-conscious consumers.







Task 2: Design and Marketing Materials
This section explains how insights from the questionnaire informed the design of a two-page website and accompanying marketing materials for a women’s designer-wear concept. The survey (n=45) showed that designer identity matters to many respondents, but value and comfort also influence decisions. Most participants were comfortable with only a modest price premium and just under half said they would definitely pay more for exclusive items. These findings guided the brand position, page structure, content choices, and the search-engine optimisation (SEO) set-up.

Key Insights from Questionnaire
Four findings were most useful for design decisions. First, visual appeal matters. Participants were attracted to designer identity, which implies that imagery, layout, and typography must signal quality immediately. Research shows that visual design and clarity of layout build trust and encourage exploration (Cyr, 2008). Second, respondents valued comfort and affordability, so the site and copy needed to communicate quality and wearability rather than hype alone. Third, the acceptable premium clustered at the lower end, so the offer should feel attainable. Finally, a substantial group indicated they might pay more, which suggested the need for persuasive elements (proof points, craft cues, limited collections).
	 
[bookmark: _moziuneiih1w]Segmentation and targeting
Using STP principles (Kotler and Armstrong, 2021), the audience was split into three practical segments:
Style-first, value-aware: attracted by designer aesthetics but sensitive to price. The homepage hero copy emphasises “comfort” and “style” and the grid shows outfits that look wearable day-to-day. Clear prices, shipping info, and a “Shop now” call-to-action address their need for transparency.
Exclusivity seekers: open to paying a premium if uniqueness is clear. For this group, the site and poster highlight “Limited Edition Drops Every Season”. Luxury branding literature recommends signalling scarcity and craft to justify higher willingness to pay (Kapferer and Bastien, 2012; Tynan, McKechnie and Chhuon, 2010).
Undecided browsers: the survey’s “maybe pay more” group. Trust-building elements target them: consistent typography, clean navigation, and an email sign-up for updates. Clarity and consistency reduce friction and encourage return visits (Cyr, 2008; Chaffey and Ellis-Chadwick, 2022).
Positioning integrates these segments: a designer label that feels exclusive yet approachable. Brand-equity theory supports this balance: strong brands can command a premium only when consumers perceive real added value (Aaker, 1991; Keller, 1993). Copy choices such as “crafted with comfort and style in mind” translate this idea into benefits.
Website design choices informed by data
Structure and navigation. The main menu focuses on “Home”, “Shop”, “Lookbook/Blog”, and “Contact”. This keeps paths simple and supports intent-based journeys (browse inspiration vs. buy). A persistent CTA on the hero section reduces the steps to product exploration (Chaffey and Ellis-Chadwick, 2022).
Visual system. Warm, earthy tones and soft serif headings create a premium but calm feel. Large hero photography with cohesive art direction foregrounds fabric texture and drape, aligning with the comfort theme. Consistent spacing and clear section breaks follow best practice for scannability and trust (Cyr, 2008).
Copy and value cues. Short paragraphs and benefit-led headings (“Elegance redefined”, “Be the first to know”) reflect the survey’s call for exclusivity tempered by value. Micro-copy avoids hype and focuses on craft, fit and versatility. Newsletter sign-up offers early access to drops, which both rewards exclusivity seekers and grows an owned audience for lower-cost remarketing (Chaffey and Ellis-Chadwick, 2022).
Social proof and reassurance. The layout leaves space for future testimonials and garment-care details. These elements speak to the hesitant “maybe pay more” group and align with brand-equity logic that credibility sustains premiums (Keller, 1993).
Marketing materials (Canva poster)
The poster carries the same typography and colour palette to reinforce recognition. The headline “FABRISSE” uses generous letter-spacing to signal premium positioning, while the sub-lines emphasise wearability and attainable luxury. A QR code links directly to the homepage, reducing friction on mobile. The “Limited Edition Drops Every Season” line appeals to scarcity motives found in luxury research (Kapferer and Bastien, 2012), while the closing URL increases memorability. Photography is lifestyle-led rather than runway-led, which reflects the survey’s value-for-money and comfort concerns.
SEO approach 
The SEO setup follows Google’s starter guidance and textbook practice (Google, 2024; Chaffey and Ellis-Chadwick, 2022):

Keyword focus. Primary phrases: “designer women’s clothing UK”, “affordable designer womenswear”, “limited-edition women’s fashion”. Secondary phrases: “comfortable designer dresses”, “craftsmanship womenswear”. These mirror the survey themes (designer appeal, comfort, modest premium).
On-page optimisation. Each page has a concise title tag (under ~60 characters) and a descriptive meta description that includes one primary keyword and a benefit (e.g., “Limited-edition women’s designer wear that blends comfort and style”). Headings use a single H1 describing the page purpose, with logical H2/H3s for scannability. Alt text describes images in plain language (fabric, colour, garment type) to aid accessibility and image search (Google, 2024).
Internal linking. The homepage hero and image tiles link to key product categories to concentrate relevance and reduce bounce. A footer link to “About/Our story” supports brand queries and reassures undecided visitors (Chaffey and Ellis-Chadwick, 2022).
Performance and mobile. Images are exported at appropriate dimensions and compressed to improve load times. A responsive grid and touch-friendly buttons align with Google’s mobile-first indexing recommendations (Google, 2024).
Content plan. A lightweight Lookbook/Blog will feature short posts on fabric choices, behind-the-scenes craft, and drop announcements. This approach builds authority over time and supports long-tail search (Chaffey and Ellis-Chadwick, 2022). It also reinforces brand meaning, a driver of equity and premium tolerance (Aaker, 1991; Keller, 1993).
How the website reflects each insight
Designer appeal with substance: high-quality photography and elegant type signal “designer”, while copy and close-ups emphasise comfort and fabric quality (Cyr, 2008).
Modest acceptable premium: tone is refined but not ostentatious; messaging stresses “value through craft”.
Exclusivity seekers: limited-edition language appears on both the site and poster, consistent with luxury-branding guidance (Kapferer and Bastien, 2012; Tynan, McKechnie and Chhuon, 2010).
Hesitant “maybe” group: clear navigation, transparent info, consistent visual system, and a newsletter path reduce decision risk (Chaffey and Ellis-Chadwick, 2022).
Conclusion 
The final materials present a coherent brand that is exclusive but approachable. The questionnaire steered visual and copy choices toward comfort, quality and modest premiums, while segmentation ensured each audience had a clear path: shop now, learn about craft, or subscribe for drops. SEO was implemented at page-build stage rather than as an afterthought, using keyword focus, clean structure, descriptive alt text, and internal links in line with Google’s guidance. Together, these choices support awareness, trust and conversion, which are prerequisites for building brand equity and sustaining a small but credible price premium (Aaker, 1991; Keller, 1993).
	 


[bookmark: _m30re182jlmx]Task 3: Financial Projection for Designer Wear Brand Using Microsoft Excel
Introduction
This task uses Microsoft Excel to build a one-year projection for Fabrisse, the women’s designer-wear concept developed in Tasks 1 and 2. Excel is appropriate for small businesses because it combines modelling, analysis, and communication in a single, familiar tool. In management practice and teaching, spreadsheet modelling is still treated as a core decision-support skill for entrepreneurs and analysts (Winston, 2019; Powell and Baker, 2017; Camm et al., 2021). 
Model set-up in Excel
The workbook uses monthly columns (Jan–Dec) and rows for Sales Revenue, Cost of Goods Sold (COGS), gross profit (labelled Total Revenue in the sheet), operating expenses (administrative, salaries, digital software, miscellaneous), Total Expenses, and Profit. Core formulas are straightforward:
Gross profit = Sales − COGS
Total expenses = SUM(admin, salaries, software, misc)
Profit = Gross profit − Total expenses
Annual totals = SUM across months.
To reduce error and improve readability, currency formatting, bold totals, and consistent decimals are applied. A simple column chart then compares annual Sales, COGS, and Profit, following Microsoft’s guidance to use Recommended Charts for quick, legible comparisons (Microsoft, 2024a). 

Results and interpretation
Your base scenario assumes monthly sales of 8,000, COGS of 5,500, and operating expenses of 2,100 (admin 800; salaries 1,000; software 100; misc 300). This yields a monthly gross profit of 2,500 and a monthly net profit of 400. Totals for the year are:
Sales 96,000; COGS 66,000; gross profit 30,000; operating expenses 25,200; net profit 4,800.
The gross margin is 31.25% (2,500 ÷ 8,000). The break-even sales level is therefore about 6,720 per month (expenses 2,100 ÷ 0.3125). This places the current sales assumption above break-even with a modest cushion, matching the brand strategy from Tasks 1–2: accessible pricing with careful cost control.
What-if analysis and forecasting
Excel’s value for small firms is the speed with which assumptions can be changed and the impact observed. Two simple scenarios show sensitivity:
+10% sales (8,800) with COGS proportional increases net profit to roughly 650 per month (7,800 per year).
−5% COGS (5,225) at current sales lifts profit to about 675 per month (8,100 per year).
For seasonality and limited-drop releases, the Forecast Sheet (FORECAST.ETS) can extend time-series once actuals accrue, automatically generating a forecast table and chart on a new worksheet (Microsoft, 2024b). Such quick “what-ifs” and smoothing-based forecasts are precisely the spreadsheet skills covered in mainstream analytics texts (Winston, 2019; Powell and Baker, 2017). 


Visualisation and communication
Your bar chart summarises the story in one view: strong sales, sizeable COGS, and a thin but positive profit. Microsoft recommends selecting the data range, inserting Recommended Charts, and adding data labels to support clear interpretation by non-specialists (Microsoft, 2024a). Keeping a single currency unit, titling the chart, and placing totals in an annual column are simple but effective reporting habits. 
Good practice and risk control
Spreadsheets are powerful and ubiquitous, but the research record shows that human error in formulas and references is common and non-trivial. Systematic reviews report that only rigorous inspection (cell-by-cell checking) has consistently demonstrated large error-reduction effects (Panko, 2008). Good hygiene for entrepreneurs includes using named ranges for key drivers, keeping a separate “Assumptions” block, and running spot checks before sharing the file. 
Why Excel remains important in the digital era
Although many cloud tools exist, spreadsheets remain central to day-to-day decision-making. Business analytics curricula continue to use Excel models to teach framing, scenario analysis, and data-driven decisions before moving to heavier platforms (Camm et al., 2021; Powell and Baker, 2017). More broadly, firms that adopt data-driven management practices outperform those relying on intuition, which underlines the value of accessible tools that embed analysis in routine work (McAfee and Brynjolfsson, 2012). Excel’s combination of modelling, charting, and quick iteration makes it a practical “first mile” for that culture in small teams.
Conclusion
The Fabrisse workbook demonstrates a cautious but viable plan: £4,800 annual profit on £96,000 sales, above break-even with scope to improve through modest volume growth or better buying terms. Excel makes these levers visible, supports scenario tests in seconds, and can project seasonal patterns once real data arrives. For a start-up fashion label that must balance exclusivity with affordability, this clarity enables evidence-based decisions about prices, assortment, and marketing spend (Winston, 2019; Microsoft, 2024b).

[bookmark: _3g14xdw2ufdx]Task 4: Storytelling Video and Reflection
The Fabrisse presentation video uses a slide-based structure with narration to introduce and position the brand. It opens with a title slide carrying the FABRISSE name and consistent warm colour palette. This establishes brand identity from the outset and aligns the visual system with the website and marketing poster, creating recognition across channels (Keller, 1993). The following slides use a problem–solution narrative: consumers often view designer fashion as expensive and inaccessible, and Fabrisse offers an alternative that combines style, comfort and limited-edition exclusivity. This storytelling arc follows classic branding advice to anchor communication in a clear challenge and resolution (Fog, Budtz and Yakaboylu, 2005).
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[bookmark: _mjcwdb2e0pgh]Appendix
[bookmark: _npxgbx7z1h73]Questionnaire
Q1. How often do you purchase women’s designer clothing?
· Weekly
· Monthly
· Every 2–3 months
· Rarely
Q2. What is the most important factor when choosing a fashion brand?
· Quality of fabric and design
· Price and affordability
· Exclusivity / uniqueness of styles
· Sustainability (eco-friendly practices)
· Brand reputation
Q3. Would you buy a brand primarily because of its designer appeal (exclusive identity)?
· Yes
· No
· Not sure
Q4. What price premium (extra cost compared to regular fashion) would you be willing to pay for designer clothing?
· 1–3%
· 4–6%
· 7–10%
· More than 10%
· I would not pay extra
Q5. If Fabrisse offered both affordable everyday wear and exclusive premium pieces, which would you prefer?
· Mostly affordable everyday wear
· Mostly exclusive premium pieces
· A mix of both
Q6. When shopping online, what feature matters most on a clothing website?
· Easy navigation and clear categories
· High-quality product images
· Detailed product descriptions (size, fabric, care)
· Customer reviews and ratings
· Discounts and promotions
Q7. How important is it for you that a brand website is SEO-optimised (easy to find on Google)?
· Very important – I rely on Google searches
· Somewhat important – I also follow brands directly
· Not important – I usually shop through social media links
Q8. Would sustainability (eco-friendly fabrics, ethical sourcing) influence your decision to purchase from Fabrisse?
· Yes, strongly
· Somewhat
· No, not really
Q9. Which type of marketing material would most influence your decision to shop at Fabrisse?
· Posters/Flyers (print or online)
· Social media posts (Instagram, Facebook)
· Email newsletters
· Storytelling videos
Q10. Would you be interested in joining the Fabrisse community (sign-ups for seasonal collections, early access, newsletters)?
· Yes, definitely
· Maybe
· No
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[bookmark: _mzx3j5s3liax]Financial Projections
	 
	Jan
	Feb
	Mar
	Apr
	May
	June
	July
	Aug
	Sept
	Oct
	Nov
	Dec
	Annual 
Total

	Sales Revenue
	 8000
	 8000
	 8000
	 8000
	 8000
	 8000
	 8000
	 8000
	 8000
	 8000
	 8000
	 8000
	 96,000 

	Cost of Goods Sold
	 5500 
	 5500 
	 5500 
	 5500 
	 5500 
	 5500 
	 5500 
	 5500 
	 5500 
	 5500 
	 5500 
	 5500 
	66,000 

	Total Revenue
	2500 
	2500 
	2500 
	2500 
	2500 
	2500 
	2500 
	2500 
	2500 
	2500 
	2500 
	2500 
	30,000 

	Expenses
	
	
	
	
	
	
	
	
	
	
	
	
	

	Administrative 
	800 
	800 
	800 
	800 
	800 
	800 
	800 
	800 
	800 
	800 
	800 
	800 
	9600 

	Salaries
	1000 
	1000 
	1000 
	1000 
	1000 
	1000 
	1000 
	1000 
	1000 
	1000 
	1000 
	1000 
	12,000 

	Digital software
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	1200 

	Miscellaneous
	300 
	300 
	300 
	300 
	300 
	300 
	300 
	300 
	300 
	300 
	300 
	300 
	3600 

	Total Expenses
	2100 
	2100 
	2100 
	2100 
	2100 
	2100 
	2100 
	2100 
	2100 
	2100 
	2100 
	2100 
	25,200 

	Profit
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	4,800 

	
	
	
	
	
	
	
	
	
	
	
	
	
	



[bookmark: _4yrd71v5vrx5]Bar Chart
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Link to video:
https://www.youtube.com/watch?v=TKUAhHQMRQc
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