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Task1

Key Insights and Implications
Since the market research questionnaire involves consumer purchasing behavior, choices, and decisions, it offers considerable information for the market. This way businesses would be able to develop more effective responses to what their target market is looking for and improve products and services being delivered accordingly. Four main questions stand out from the survey results: what kind of product consumers use most often, the primary aspects that affect purchasing behavior, how consumers know about products, and how often they use these products. These research specializations help comprehend the market and develop appropriate strategies for the business.
What Type of Product Do You Most Frequently Purchase?
The first section of the survey, specifically the question “What type of product do you most frequently purchase?” gave electronics food and beverages, etc beauty products but with electronics being the most popular category, especially among those shoppers who are in the age group of 18-24 years. This trend shows that there is a technology market with young people continually seeking new technologies in the market irrespective of the type of technology (North, 2008). We also observed that although Food and Beverages was another major category, it booked higher sales from the 25-34 age group, signifying consumers’ shifting preferences for quality and healthy food. This affords firms in such sectors a chance to offer specific age group-related commodities that effectively address the needs of their most loyal clientele (Luo, 2019).
What is the most important factor influencing your purchasing decision?
The second significant question, “Which of the following aspects do you consider most important while making a purchase?” revealed that Quality is the most critical factor, particularly in Electronics and Beauty Products. It can be stated that consumers are more likely to spend their money to buy those products that they consider are of high quality and durability. This is followed by Brand Reputation, through which companies can win the trust of consumers. Price is less important compared to product quality and brand trust, suggesting that consumers would prefer long-term returns than short-term gains (Edwar, 2018). It is thus incumbent upon businesses to produce reliable brands and good quality products to be able to capture the above market tendencies (Rouzbahani, 2013).
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How do you typically discover new products?
“In what way do you, as consumers, get to know about new products?” is another important question, with the majority of respondents indicating that they discover new products through Social Media (particularly Instagram and Facebook) and Online Ads (Google, YouTube). The focus is made on digital as most of the customers nowadays use social media in the search for the product, especially those in the younger generation (Chaffey, 2019). Visual sites such as Instagram are particularly suitable for items for which appearance matters and which fall under a category such as Beauty Products and Electronics. Thus, brands targeted at these consumers should invest in improving brand awareness and creating paid social media campaigns on Instagram, Facebook, and YouTube to advertise specific products with genuine influencers.
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How often do you make purchases of your preferred product category?
It also reveals the recurring frequency of consumers’ purchasing activities. The question, “In how many weeks, months, or days do you usually buy something from your desired product category?” revealed that consumers in the 25-34 age group tend to make purchases more frequently, with many opting for weekly or daily purchases, especially in the Electronics and Beauty Products categories. This shows that companies in the category encouraging this trend should provide subscription services, loyalty programs, or special promotions to attract and retain customers (Peña-Garcí, 2020). On the other hand, the 18-24 age group seems to have either seasonal or monthly buying behavior patterns, indicating that businesses that target this age group ought to reel in consumers during the months or seasons of their purchase power (Mbete, 2020).
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Conclusion
The answers to these key questions offer insights that firms can apply to improve their products and services. For instance, firms in the Electronics industry can concentrate on creating better and new products that are well-suited to young consumers. This demographic is more interested in quality and the innovative aspect of the product than they are in the price. Similarly, the products of businesses in the Beauty Products sector should also aim at quality and brand image by meeting the expectations of the 25-34 age group. It can also be useful to introduce promotions from time to time like Having new products for some specific time or having offers on certain products during certain months of the year.
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Task 2
Website Summary
The questionnaire information has been crucial in defining the design, content, and approach to the website of the Superior Marketplace and the related promotional materials. Through this research, we were able to devise an efficient strategy to address the needs of the audience using data from their purchasing habits and demographics. Some of the applied techniques included defining target markets potentially offering more customized content, and incorporating search engine optimization to optimize customer access. Such an approach guaranteed the ultimate website and other marketing materials were relevant to the intended audience to provide the best online shopping experience.
segmentation: Targeting Specific Audience Groups
The idea of segmenting the audience enabled us to sort it based on age, income, product preferences, and shopping habits. Every segment required specific facilities and concerns that shaped the outlook and focus of the website. For instance, electronic and beauty care products were preferred more by younger consumers in the age bracket of 18 to 24 years. Their major concerns were on quality and cost, therefore it will be critical to ensure that the cheap and quality products are well marketed on the site (Schlegelmilch, 2022). To address this segment, these major product categories were displayed prominently on the homepage through appealing banners with specific call-to-action phrases like ‘Shop Now’ and ‘Discover Discounts.
It was clear that the electronics and home goods categories were the most preferred for the 25-to-34 age group. This group also focused on the quality of the products, along with factors such as free shipping, ease of returning products, etc. These realizations then culminated in the inclusion of concise communications that promote shipping advantages and easy returns across the whole website. On the other hand, the 45+ group was more interested in food and beverages and, accordingly, valued brand image and customer satisfaction. These shoppers were given a special part of the website where they could find information on brands and products that met high reliability and quality standards, in addition to customer comments and guarantees from the company.
Income levels were another key to the successful implementation of a segmentation strategy. Whereas, for the consumers with income below $30000, the planned motivating factors included discounts and promotion prices. This group was associated with bold advertisements of ongoing stock sales/discounts and the use of first-time buyer promotions. On the other hand, high-income earners those who have an income of more than 10000 place high importance on quality and Convenience. Thus, for the consideration of the attended audience, the website emphasized premium collections and special offers, including free shipping and fast delivery (Adıgüzel, 2020). This style of configuring the products ensured that both the LQ customers and the luxury quiche were locked into the marketplace.
It also affected marketing strategies apart from the website, which included the following. The current generation of viewers preferred advertisements present on social media channels, particularly Instagram and Facebook, which emerged the trendy, appealing, short-form videos (He, 2016). On the other hand, the older shoppers were more receptive towards conventional media such as the television and recommendations from the store, therefore the creation of fliers and posters with appeals based on credibility, the solidity of the brand, and the added convenience service. Such targeted approaches formulated from the results of the questionnaire facilitated addressing distinct segments in the business and interacting with them through multiple platforms (Purwaningrum, 2022).
SEO: Optimizing for Search Engines
SEO was another crucial factor in the project, which aimed at making the produced website and its promotional materials visible to potential buyers. The data from the questionnaire proved rather useful in terms of establishing guidelines for the SEO plan since it was designed to include customers’ preferences as well as popular search terms (Das, 2021). And, when integrating the content of the website with the outlined insights, we increased its ranking among search engines and drew more traffic from the targeted visitors.
Keyword research was the first step in the SEO campaign. The answers to the questionnaire recalled the constant issues and clients’ concerns, namely “quality”, “better prices,” “discounts”, and “free shipping”. They were smoothly embedded into textual content and headers as well as meta-descriptions corresponding to frequent search terms. For instance, they used terms such as ‘cheap electronics,’ ‘electronics for low price,’ ‘beauty products with free UK shipping, and many more to ensure that their website was well-ranked for the terms that customers were inclined towards (Nagpal, 2021). Campaign-specific landing pages were also fostered by targeted keywords that include ‘cheap electronics in the UK,’ ‘luxury home accessories, free delivery.’
The content strategy did not end at the product category but also focused on informative and engaging material that might lead to organic traffic. Blog posts were introduced as a way to cover typical customer problems and popular topics, like a guide to finding the best promo deals on electronics in the UK or how to shop for clothes online without the stress of unwanted returns. In addition to SEO keywords, these posts were also helpful to readers, thereby increasing the site’s legitimacy and traffic for future posts (Leung, 2021). Addressing the concerns or meeting the queries of the users turned the website into an online platform that went beyond the basic function of purchasing products, thus enhancing the prospects of customer engagement.
Other EchoVely concerns that required technical SEO solutions were also implemented in order to enhance the site’s functionality and positioning. The site was developed to be effective on mobile devices, as it was understood that many younger customer use their phones to shop. The loading time was fast and the layout of the site was easily understandable, there were no problems with navigation and this plays a very important role in getting a high ranking in search engine results. Furthermore, to make the website more visually appealing on the search engine, structured data was incorporated so that items such as reviews and discounts would be more easily seen by consumers.
Conclusion
Superior Marketplace questionnaire results integration into the website creation and promotional material development process was deliberate. Segmentation enabled us to respect the needs and requirements of the clients so that every member of the target audience would find something they would like. To achieve this goal, we focused on aspects such as demographics and behavior that would enable the website to post relevant information and marketing messages to the appropriate audiences. On the same note, a solid SEO plan makes sure that customers can easily find the business through the products and services it provides. Regarding the content, each keyword was integrated, from the main website to the leaflets and flyers, technical optimization was provided for any aspect of the website, down to the very design and language used in all promotional material.
Finally, the project proved that with the support and use of data, it is possible to help companies develop a customer-oriented web presence. Based on the findings from the questionnaire, we designed a website and a marketing strategy that was relevant to customer goals and marketed Superior Marketplace as a reliable and convenient place to buy quality goods. It is not only beneficial in improving the quality of the shopping experience for customers but also in giving a solid foundation to the business prospects for success.
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Task 3
The Importance of Excel in the Digital Era
Introduction
Today, the need for information analysis, decision support, and automation is rapidly growing. Businesses incorporate assorted computer-based systems to store, process, and represent large volumes of data. Microsoft Excel – a tool, which appeared along with the development of computers in the early 1980s and has remained one of the most vital and widely used tools in the modern digital environment characterized by the predominance of such trends as cloud computing, artificial intelligence (AI), and machine learning (ML). Nevertheless, Excel remains an invaluable tool for various industries and sectors, such as finance, accounting, education, and healthcare despite the availability of various other eventual more comprehensive sophisticated software. In this essay, the author examines the versatility and portable availability and Excel’s analytical potential and reviews it in business decision-making processes.
A Universal Tool for Data Management
Some of Excel’s primary uses are: Data management is the most basic function of Excel. Fundamentally, Excel entails a means through which data can be presented using the row and column format. Regardless of whether one is keeping track of their finances, monitoring stocks, or reviewing compiled research materials, Excel’s cell functionality enables the software to take in various forms of data Entry (Hossain, 2021). Different from other specific software tools that can accept only a certain type of data or data format, Excel can accept almost any type of data input, including numbers, text, dates, etc. Also, it is evident that efficiency in the manipulation of large data is crucial in the current world that is shaped by data. Even though cloud-based platforms like Google Sheets are interoperable, Excel is still the most dominant across industries for tasks involving large-scale data processing, (Mahmud et al., 2024)
Data Analysis and Visualization
Indeed, one of the fortes of the Excel regime in the digital world is the option to analyze and visually display data. In light of this, the complexity of big data makes it imperative for professionals to not only gather data but also analyze data. However, Excel comes with pivot tables, complex formulas, and statistic functions that allow users to analyze data in detail without necessarily programming or using other software, (Ali, 2024). These capabilities offer entry to people with little or no technical background and enable them to make decisions based on data analytics. Some of these features include Excel’s pivot tables where users can analyze large datasets and summarize them into more workable types in a much easier and more efficient way. More complex formulas like VLOOKUP, INDEX/MATCH, and nested IFs enable working with data and data extraction to identify certain trends or patterns (Murray, 2022).
Automation and Efficiency
Another reason Excel is still considered a must-have is the capability to save time by automating clerical work. With efficiency being a key success factor in the market, most companies can greatly benefit from process automation as it means a cut of expenditure of time and money. In particular, Excel has flexible automation options related to macros and Visual Basic for Applications (Ramadhan et al., 2020). There are Macros which are recorded actions that help the users to accomplish similar tasks in one click only. This may be basic operations like formatting of the cells or advanced operations involving data importation, operations that result in the generation of reports among others. VBA, however, enables users to write custom scripts that can perform some rather complex operations and much more; thus, turning Excel into an actual automation tool.
Widespread Use in Business Decision-Making
Microsoft Excel has integrated itself into business planning and operations mainly because of its efficiency in processing financial data and data analysis. The programs and features of Excel from forecasting budgets to monitoring performance as well as modeling finances and markets are indispensable tools in business regardless of size. Among Excel’s functions, NPV, IRR, and scenario analysis expose decision-makers to numerous business models that they could incorporate into their decision-making processes supported by numerical evidence, as per Hastings (2021). Aside from its calculation capability, features such as shareability and collaborative work make Excel fit for use in the workplace. In contrast with Google Sheets, for instance, which has collaborative features, Excel seamlessly syncs with Microsoft Teams and SharePoint, whereby multiple contributors can indeed edit the same file simultaneously (McFedries, 2022). 
Conclusion
Overall, Microsoft Excel can still be considered relevant amid the emergence of new digital technologies because of its varied uses, strong data handling tools, and the ability to incorporate automation into calculations. Thus, Excel remains popular even with the growth of advanced programs and new technologies in the present economy across finance, education, and many other sectors as the base for data analysis. The position and the application of Excel as a tool for simplification and gathering of bigger and more complex data sets will likely remain an essential aspect of the digital workplace. Due to its availability, simplicity, and versatility, it will continue to be a critical tool for any practicing professional and organization in a world that is becoming dominated by data.
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Spreadsheet
	Category
	January
	February
	March
	
	
	
	

	Income
	
	
	
	

	Sales
	50000
	55000
	45000
	
	
	
	

	Other Revenue
	1000
	6000
	4000
	
	
	
	

	Total Income
	51000
	61000
	49000
	 
	 
	 
	 

	Expenses
	
	
	
	

	 Rent
	5000
	5000
	5000
	
	
	
	

	Utilities
	1000
	800
	1200
	
	
	
	

	Salaries
	21000
	21000
	21000
	
	
	
	

	Marketing
	500
	550
	400
	
	
	
	

	Miscellaneous
	100
	300
	200
	
	
	
	

	Total Expenses
	27600
	27650
	27800
	 
	 
	 
	 

	Profit/Loss
	23400
	33350
	21200
	 
	 
	 
	 

	
	
	
	
	
	
	
	

	
	



	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	



Task 4
The video starts with the Nike logo and a short inspirational message from the athlete or an ordinary person featured in the video. The first technique used is character development: Through the protagonist, who is a regular athlete trying to overcome his problems, the emotions of the spectators are engaged (Diefenbach, 2019). This character was the epitome of hard work and determination, two qualities Nike holds in high regard.

The second technique is conflict and resolution: the hero struggles with an obstacle (physical, mental, or both, i.e., a disability, lack of confidence, etc.) but perseveres, trains, and obtains the proper equipment (Nike brand products). This echoes Nike’s historical tagline of “Just Do It”, prompting the audience to go beyond their capacity (Nayak, 2017).
The third technique is visual storytelling: The appeal is simply the use of powerful images of dynamic athletes in action followed by effective shots of Nike products in use to cement the linkage of the brand with power and superior performance (Huang et al., 2016). The fast-paced editing and motivational music help in uplifting the emotional appeal of the advertisement greatly. Last but not least, the message at the end similar to the tagline ‘Just Do It’ makes the audience join Nike in the pursuit of goals, thus strengthening brand association. Thus, the video constructs a plot that is consistent with Nike brand values and themes of encouragement.
Youtube like to watch.
https://youtube.com/shorts/ehE4v2YULqY?si=u75k6bW7hsk3u5ks
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Income vs Expenses

Total Income	January	february	March	51000	61000	49000	Total Expenses	January	february	March	27600	27650	27800	
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