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Task 1: Market Research and Website Development Project
Introduction
In this report, the creation of the proposed natural skincare brand, GlowNest Skincare, in the UK is presented because of the major market research. The questionnaire was structured as a questionnaire, and it contained ten questions and was constructed using Google Forms that generated 30 responses. The statistical data was analysed by exporting the data that had been collected into Microsoft Excel. This was meant to investigate demographic features, purchase behaviour, price and sustainability attitudes sensitivity in order to undertake strategic business decisions (NIQ, 2023). Therefore, GlowNest will take the low-cost, vegan, and sustainable skincare product that aligns with the current needs of the market.
Authoritative Analysis of Statistics.
To compute descriptive statistics and summarise such variables of the survey as the importance rating and purchase behaviour, Excel was used. Descriptive trends like standard deviation and mean were decoded. The descriptive findings indicate that the mean scores of the importance of being natural ingredients and eco-friendly packaging are high, and this is a good consumer attitude towards sustainability. The advantage of statistical summarisation lies in improved comprehensibility of the information and in the possibility of making evidence-based decisions (Kumar, 2023).
[image: ]
[bookmark: _Toc223096156]Figure 1: Overview of Descriptive Statistics
Sustainability-related issues are shown to be central in the consumer evaluation processes are demonstrated by the accuracy of the answers.
Demographic Analysis
As can be observed in the figure above, 40 per cent of the participants belong to the 25-30 age bracket, followed by 33 per cent belonging to the age of 18-24. Smaller shares are less than 18 and above 30. This confirms the information that the basic intended market of GlowNest is young adults. Sustainable and natural skincare products are of more interest to the young consumer (Hakulinen, 2025).
[image: ]
[bookmark: _Toc223096157]Figure 2: Age Distribution of the respondents
It is also well distributed among the age groups, which means that this brand can pursue an inclusive strategy and focus on targeting young consumers who are digitally active and position the brand as the main orientation.
Purchase Behaviour
The purchase frequency pivot chart indicates that most of the respondents buy the skincare products after two or three months, then periodically buy them. Such allocation of genders presents similarities in behaviour and confirms that it is not gender-specific when it comes to consuming skincare. The shift in customer preference is indicative of the increased interest in skin care by the demographics (Patil et al., 2024).
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[bookmark: _Toc223096158]Figure 3: Purchase Frequency by gender
Furthermore, online buying channels are most preferred as the outcome of the surveys. The further evolution of the digital retail in the beauty industry of the UK validates this trend (Euromonitor International, 2024). There had also been high ratings of social media, which proved the relevance of the digital engagement strategies. The purchase intention of green cosmetics is highly influenced by exposure to the internet and social media (Limbu and Ahamed, 2023).
Pricing Attitudes and Preferences and Sustainability Attitudes.
Among the lessons was the lesson on the sensitivity of prices. A large proportion of the respondents like the products that are less than £10 or the ones whose prices are between 10 and £ 20. Even in the markets that are sustainability-oriented, reasonable cost is of the essence. Economic accessibility is often influenced by the measure, which determines the feature of ethical consumption (Jani et al., 2026).
The opinion poll also showed that a majority of the respondents (80 per cent) trust in natural ingredients. Consumers are associated with plant-based formulations and are becoming more inclined to these products in terms of health and efficiency (Adam et al., 2025). In addition, 70 per cent of them placed environmentally friendly packaging. The long-run brand credibility and competition will be assisted by the sustainable packaging (Szalaiova and Vidrinskas, 2023). Circular economy is being increasingly used in the cosmetics industry (Mondello et al., 2024).
These findings confirm that GlowNest ought to synthesise low-cost and environmental friendliness.
Correlation Analysis
A correlation analysis was conducted in Excel, whereby the relationship between key variables was tested. The correlation table depicts that the two variables, the importance of natural ingredients and the importance of eco-friendly packaging, have a positive correlation. This means that the respondents also attach a lot of importance to the plant-based formulations, therefore, having sustainable packaging solutions.
[image: ]
[bookmark: _Toc223096159]Figure 4: Correlation Matrix
The observed relationship is inclined towards integrated sustainability positioning. Consumer attitudes continue to strengthen both the UK market of natural beauty products (Mintel, 2025). Therefore, consistency of the brand is achieved through aligning the product formulation strategy with the packaging strategy.
Application of the website and Marketing Strategy.
The direct contribution to the work of the results of the research was reflected in the creation of the site of the business, GlowNest Wix. The location is dedicated to clean design, natural ingredients, low prices, and sustainability messages. It was achieved through the assistance of elaborated principles of digital marketing planning (Chaffey, 2023).
[image: ]
[bookmark: _Toc223096160]Figure 5: Web Site Home Page of GlowNest
The e-commerce platform informs about the fact that people would prefer online avenues of shopping.
[image: ]
[bookmark: _Toc223096161]Figure 6: GlowNest Online Product Page.
There was also a development of a Canva marketing grounded on the findings of research. Sustainability-oriented messages improve eco-concerned positioning.
[image: ]
[bookmark: _Toc223096162]Figure 7: Canva Poster Sustainable Beauty Matters
The information in the promotion focuses on the product and highlights the plant-based products and low prices.
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[bookmark: _Toc223096163]Figure 8: Instagram Poster of Glow Nest Vitamin C Brightening Serum
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[bookmark: _Toc223096164]Figure 9: Infographic Poster
Based on the findings of the surveys as an instrument to create their websites and marketing graphics, GlowNest can demonstrate how primary data can be translated into a business strategy to be adopted.



Conclusion
The first analysis indicates that the consumers have a high demand for natural contents, environmental packaging, low costs and the convenience of shopping online. Descriptive statistics results depict that the sustainability attitudes are congruent, and correlation analysis justifies the association between preference for plant-based formulation and packaging responsibility.
The general demographics of the target market are young adults. Trends of purchase frequency show that it is a recurrent demand that has a positive influence on the viability of the business in the long run. Analysis of the data using Excel, the website creation and the marketing tools demonstrate a clear improvement between the data and the strategic implementation.
Generally speaking, GlowNest Skincare is placed strategically to satisfy the current trends and consumer demands in the UK in sustainable beauty.






Task 2: Financial Projection Using Microsoft Excel and the Importance of Excel in the Digital Era


[bookmark: _Toc223096713]Introduction
In the contemporary digital business environment, financial forecasting and the use of data to make business decisions are crucial as far as the sustainability of enterprises is concerned. Microsoft Excel has remained one of the most used spreadsheet programs to prepare the budget, financial model and performance analysis. Excel continues to be the foundation of the basis of the analytical tool in the procedures of the digital transformations (Cera, 2023).
A financial projection of one year has been prepared in this assignment for one of the start-ups of Natural skincare, GlowNest Skincare, a start-up based in the UK. This spreadsheet has been founded on the approximations of monthly revenue, costs and profit to demonstrate that Excel may assist in the methodical budgeting of money in small enterprises.
Formulas and Structure with a Spreadsheet.
The spreadsheet was configured with the monthly column header, which consisted of January to December. The rows have been divided into Income, Expenses and Profit/Loss to enable rational financial monitoring.
The section Income included the Product Sales and Promotional Revenue, and then the Total Income. Expenses were then added with Raw Materials and Packaging, followed by Website Hosting, Marketing (Instagram Advertising), and Miscellaneous Costs and then the final category showed the Total Expenses. This systematic categorisation is aligned with the principles of financial management of entrepreneurs since it is required to have a clear understanding of who can sustain through business by having costs to survive (Burns, 2022).
Basic Excel formulas were applied in creating automated calculations. 
· Total Income was determined as; =SUM(B2:B3)
· Calculating the total Expenses: =SUM(B6:B10).
· Profit/Loss = B4 -B11.
An automated formula is used to minimise human error, and the accuracy of analysis is increased. The Excel computation capability enables the company to make financial adjustments in real time in case they might be certain adjustments in the sales figures or costs.
To simplify the data to comprehend it, we used the currency formatting (£) and bold font was applied under the headers and colour coding was applied to indicate that it was the income (green), or the expenses (red). 
Financial Visualization
To enable comparison of the performance, the bar chart was created to compare the Total Income and the Total Expenses per month.
[image: ]
[bookmark: _Toc223096165]Figure 10: Bar Chart -Monthly income/Monthly expenses (Jan -Dec)
The comparison in graphs makes it easy to determine the profitable and the low-performing months. The information visualisation also enhances the aspect of the manager in making decisions, as the numerical data can be transformed into understandable data (Al Maruf et al., 2022). These visual tools are necessary in monitoring growth patterns and performance in the case of small companies.
[bookmark: _Toc223096716]The applicability of Excel in the Digital Age.
Microsoft Excel can be said to be highly applicable in the digital era due to its availability, plasticity, and analytical ability. Since organisations are transitioning to more sophisticated digital systems, Excel is often selected as the first destination of digital transformation work (Gontcharov, 2023). The manner in which it has evolved not only as a simple spreadsheet utility but as a versatile analytics tool is very representative of how it can bring in flexibility in the contemporary business environment (Cera, 2023).
Enterprises that are small, like GlowNest Skincare, can afford to utilise Excel as their tool of financial management. Spreadsheet software is commonly used by many entrepreneurs to create budgets and prognosis and invest in advanced accounting software (Burns, 2022). It is particularly applicable to start-ups that have minimal finances and have utilised Excel because of its accessibility.
Besides that, financial planning must be consistent with the marketing strategy. The models of digital marketing are oriented toward the goals and performance monitoring that can be measured (Chaffey, 2023). Excel could be applied to determine whether the marketing budget, which consists of Instagram advertisements, has the capacity to generate the projected revenue for GlowNest.
The UK market also has a growing need to use beauty products at competitive prices, according to the consumer research. By exceeding the revenue forecasts in Excel, GlowNest will be in a position of analyzing the price strategy as competitive and at the same time profitable. In addition to that, internet marketing and company positioning are essential in fostering the buying behaviour in skincare markets (Malakiano and Susila, 2025). Marketing returns on investment can be evaluated by means of using Excel and comparing the cost of promotion to the gains in income.
In its turn, Excel facilitates data literacy, business financial openness, and alignment (Kumar, 2023).
Conclusion
The financial projection spreadsheet shows that Microsoft Excel may be applied in managing formal management of financial matters in small businesses. Precision, business acumen and understanding are enhanced in Excel by formula automation, professional formatting and data visualisation.
Excel is a significant business tool in the digital era, although it is low-priced, has analytical power and is flexible. Excel is a strategic management tool in the case of GlowNest Skincare, which enhances both the growth and expansion of the business in a sustainable way and informs decision-making.
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Sheet1

		INCOME SECTION

		Category		Jan		Feb		Mar		Apr		May		Jun		Jul		Aug		Sep		Oct		Nov		Dec

		Sales Revenue		£   2,500.00		£   2,800.00		£   3,200.00		£   3,600.00		£   4,000.00		£   4,500.00		£   5,000.00		£   5,500.00		£   6,000.00		£   6,500.00		£   7,500.00		£   9,000.00

		Other Income		£   - 0		£   - 0		£   200.00		£   - 0		£   - 0		£   300.00		£   - 0		£   - 0		£   500.00		£   - 0		£   - 0		£   800.00

		Total Income		£   2,500.00		£   2,800.00		£   3,400.00		£   3,600.00		£   4,000.00		£   4,800.00		£   5,000.00		£   5,500.00		£   6,500.00		£   6,500.00		£   7,500.00		£   9,800.00

		EXPENSES SECTION

		Category		Jan		Feb		Mar		Apr		May		Jun		Jul		Aug		Sep		Oct		Nov		Dec

		Inventory/Production		£   1,000.00		£   1,100.00		£   1,300.00		£   1,500.00		£   1,700.00		£   1,900.00		£   2,100.00		£   2,300.00		£   2,500.00		£   2,700.00		£   3,000.00		£   3,500.00

		Marketing (Social Media Ads)		£   800.00		£   700.00		£   700.00		£   600.00		£   600.00		£   600.00		£   700.00		£   700.00		£   800.00		£   900.00		£   1,200.00		£   1,500.00

		Website Hosting & Maintenance		£   100.00		£   100.00		£   100.00		£   100.00		£   100.00		£   100.00		£   100.00		£   100.00		£   100.00		£   100.00		£   100.00		£   100.00

		Packaging & Shipping		£   300.00		£   350.00		£   400.00		£   450.00		£   500.00		£   550.00		£   600.00		£   650.00		£   700.00		£   750.00		£   850.00		£   1,000.00

		Utilities / Misc		£   200.00		£   200.00		£   200.00		£   200.00		£   200.00		£   200.00		£   200.00		£   200.00		£   200.00		£   200.00		£   200.00		£   200.00

		Total Expenses		£   2,400.00		£   2,450.00		£   2,700.00		£   2,850.00		£   3,100.00		£   3,350.00		£   3,700.00		£   3,950.00		£   4,300.00		£   4,650.00		£   5,350.00		£   6,300.00

		FINAL ROW

		Category		Jan		Feb		Mar		Apr		May		Jun		Jul		Aug		Sep		Oct		Nov		Dec

		Profit / Loss		£   100.00		£   350.00		£   700.00		£   750.00		£   900.00		£   1,450.00		£   1,300.00		£   1,550.00		£   2,200.00		£   1,850.00		£   2,150.00		£   3,500.00



Total Income & Expenses



Total Income	2500	2800	3400	3600	4000	4800	5000	5500	6500	6500	7500	9800	Total Expenses	2400	2450	2700	2850	3100	3350	3700	3950	4300	4650	5350	6300	
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