 (
Submission deadline: 28 March 2025
Word count: 2707
     
) (
Digital 
S
kills for 
P
ersonal and 
P
rofessional Growth 
( BMSW
4008) 
Module lead: Philippa Fitzgerald 
Student Name: Iustina Rusei Iustina 
( 1905308
) 
) (
INCLUSIVITY FASHION
Evidence of Learning (E-
Portofolio
)
)


Contents
Task 1: Market Research Analysis for Inclusivity Clothing Line	2
Introduction	2
Q: How satisfied are you with the quality of the clothing you purchased?	2
Figure 1: Screenshot graph question 4	2
Q: Did the product meet your expectations in terms of fir, comfort, and style?	4
Figure 2: Screenshot graph question 5	4
Q: Do you feel that INCLUSIVITY’s clothing line reflects a divers range of body types, sizes, and styles?	5
Figure 3: Screenshot graph question 7	5
Conclusion	6
Task 2: Website Design and Marketing Materials	7
Customer Segmentation	7
Search Engine Optimization (SEO) Strategy	8
Content Strategy and Brand Storytelling	9
Conclusion	10
Figure 4: Website Screenshots	11
Task 3: Importance of Excel in Digital Era	13
Figure 4: Excel Spreadsheet	13
Excel: A Core Digital Competency	13
Excel for Decision-Making and Analytics	14
Excel in Business and Marketing	14
Hands-On Learning Through Business Projects	14
Building Analytical Skills Step-by-Step	15
Excel’s Role in Engineering and Technical Fields	15
Strengths and Drawbacks Compared to Other Tools	15
Conclusion	16
Task 4: Storytelling time	17
YouTube Link:	17
Reference list:	18



[bookmark: _Toc194071370]Task 1: Market Research Analysis for Inclusivity Clothing Line

[bookmark: _Toc194071371]Introduction

The fashion industry is currently experiencing a major transformation, moving towards more sustainable practices, increased digital engagement, and a stronger focus on inclusivity. In this shifting landscape, understanding consumer expectations is essential for brands to remain competitive and relevant. This report presents an analysis of customer feedback gathered from a recent survey focused on the Inclusivity clothing line. Specifically, the feedback covers key areas such as product quality, fit, comfort, style, and inclusivity. To provide meaningful insights and actionable recommendations, the findings are supported by recent academic research that reflects broader industry trends.

[bookmark: _Toc194071372]Q: How satisfied are you with the quality of the clothing you purchased? 
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Summary & Analysis:
An overwhelming majority—15 out of 16 customers—expressed satisfaction with the quality of the clothing. This suggests that the brand is performing exceptionally well in terms of fabric choice, durability, and overall craftsmanship.
Industry Context:
Today’s consumers, particularly those concerned with sustainability, closely associate product quality with ethical production. Gu et al. (2024) showed that customers perceive sustainable clothing as higher in value and quality. Similarly, research by Lyon et al. (2025) found that small fashion entrepreneurs often prioritize long-lasting quality and authenticity over rapid growth, aligning their values with responsible business practices.

Strategic Recommendations:
· Monitor fashion trends and consumer sentiment using social media data analytics Rudna et al., (2024).
· Continue sourcing sustainable materials and ensure ethical production to maintain consumer trust.
· Incorporate customer testimonials in campaigns to reinforce perceptions of high quality and reliability.
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Summary & Analysis:
Most customers were happy with the fit, comfort, and style of the products. However, a small number of participants (19%) felt the product only partially met their expectations. This suggests that while the core offering is strong, there may be room to accommodate more diverse preferences or body shapes.
Industry Context:
Consumer preferences are influenced by a combination of personal needs and external factors such as social media and fashion trends. Nash (2019) points out that consumers often make decisions based on a mix of emotional and practical motivations. Fit and comfort are particularly important for everyday wear, and as Fiore et al. (2021) emphasize, modern consumers are increasingly looking for personalization and adaptability in fashion.

Strategic Recommendations:
· Partner with micro-influencers who share the brand’s values to reach niche communities authentically (Nash, 2019).
· Follow up with partially satisfied customers to identify specific concerns (e.g., tightness in certain areas, sleeve length, or material feel).
· Expand styling options to cater to different fashion tastes and emerging trends.
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[bookmark: _Toc194071377]Figure 3: Screenshot graph question 7
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Summary & Analysis:
Most participants felt the clothing line reflected a diverse range of body types, sizes, and styles. A few respondents, however, suggested there is room to be more inclusive indicating potential to further broaden representation across product lines and marketing materials.
Industry Context:
In recent years, inclusivity has become a core value for fashion consumers. Studies by Petrescu et al. (2024) and Ryding et al. (2022) emphasize that younger shoppers, especially Millennials and Gen Z, are more likely to support brands that actively reflect body diversity, gender fluidity, and cultural representation. Lyon et al. (2025) also highlight how empowerment through fashion is central to responsible entrepreneurship in the sector.

Strategic Recommendations:
· Analyse sales and feedback data to identify which body types or sizes might be underrepresented in the current offerings.
· Incorporate a more diverse range of model’s different shapes, ethnic backgrounds, ages, and abilities into advertising campaigns.
· Regularly assess brand representation in imagery and product names to reflect evolving standards of inclusivity (Ryding et al., 2022).

[bookmark: _Toc194071378]Conclusion

To maintain high customer satisfaction, Inclusivity should continue its strong quality control practices. Additionally, adopting circular fashion initiatives such as resale, rental, and recycling will align the brand with sustainability trends and strengthen its appeal to eco-conscious consumers (Fiore et al., 2021).
Overall, customer feedback highlights Inclusivity’s strengths in quality, comfort, and inclusivity. However, there is room to improve in areas such as style diversity, personalized sizing, and broader representation. By incorporating sustainable practices and aligning with modern consumer values, Inclusivity can further strengthen its brand identity and foster long-term customer loyalty.


[bookmark: _Toc194071379]Task 2: Website Design and Marketing Materials


Gaining a deep understanding of customer behaviour through structured data collection has become a cornerstone of building meaningful and impactful digital experiences. This document outlines how customer survey insights were actively used in shaping both the website and marketing materials for INCLUSIVITY, a brand centred around diversity, comfort, and connection. By drawing on a blend of customer feedback and academic research in the areas of customer segmentation, search engine optimization (SEO), and digital marketing, the brand was able to craft a responsive, user-centric strategy that speaks directly to its audience's needs and values. This approach ensured that every design and communication decision was grounded in real-world evidence.

[bookmark: _Toc194071380]Customer Segmentation

Customer segmentation is a well-established practice in market analysis, and for good reason it enables brands to tailor their offerings and messaging to specific subsets of their audience. In their study, Kadam et al. (2023) demonstrate how machine learning clustering algorithms can uncover behavioural patterns and preferences among customers, making it easier for brands to deliver targeted solutions. INCLUSIVITY adopted a similar strategy, categorizing customers based on factors like their purchase history, perceived alignment with brand values, age group, and satisfaction levels recorded in the survey.
For example, the data showed that the most dominant age segment was 35–44 years, suggesting a more mature audience likely to prioritize practicality, durability, and style versatility. As a result, product development leaned toward everyday essentials with a long shelf life. Customers who had made repeat purchases were identified as brand advocates and were strategically engaged through loyalty incentives and early product previews.
Meanwhile, those who strongly resonated with the brand’s inclusivity mission were directed toward value-driven storytelling and messaging. These strategies were in line with Arnett’s (2024) exploration of segmentation’s role not just in targeting customers but also in differentiating from competitors through meaningful, value-based branding. Additionally, insights from Bonilla-Quijada et al. (2024) highlighted the power of emotional connection and tailored engagement in building brand loyalty guiding our decision to create content that reflects real people and authentic experiences.

[bookmark: _Toc194071381]Search Engine Optimization (SEO) Strategy

A powerful digital presence hinges on visibility, and that’s where Search Engine Optimization (SEO) plays a key role. Drawing on the work of Verma et al. (2022), who emphasize a structured approach to both on-page and off-page SEO techniques, INCLUSIVITY adopted a holistic strategy to increase discoverability and engagement.
We implemented keyword research that reflected the actual language of our customers. Based on survey responses, product categories like “cotton clothing” surfaced as popular and desirable. These insights directly influenced long-tail keyword selection throughout the website, especially in product descriptions, metadata, and blog content.
Taking things a step further, Wang (2024) proposes the use of machine learning for keyword analysis, offering more accurate predictions of user intent. We integrated this logic by tracking user behaviour trends, search patterns, and interest clustering, allowing us to fine-tune our content for SEO. The result was a structured, semantically rich, and well-linked website architecture that not only improved keyword rankings but also enhanced the user journey.
As seen in case studies like the one referenced by Verma et al., we also monitored the results using analytics tools and adjusted SEO strategies on a quarterly basis tracking key performance indicator such as session count, referrals, and engagement spikes across various channels.

[bookmark: _Toc194071382]Content Strategy and Brand Storytelling

A brand is more than its products it is the narrative it tells. According to Chang (2025), brand storytelling has a measurable impact on purchase intention, particularly when it is perceived as credible, emotionally resonant, and adaptable to various platforms. INCLUSIVITY applied these principles by weaving storytelling into its core digital presence. The homepage featured genuine testimonials, diverse imagery, and behind-the-scenes looks at how the products are made all of which fostered trust and emotional connection. Customer stories were chosen based on real survey input, ensuring that marketing remained grounded in authentic voices. This approach helped boost not only brand image but also loyalty an effect that Chang identifies as crucial in influencing consumer behaviour. Furthermore, the open-ended feedback from the survey served as a goldmine for iterative improvement. Customers requested greater product variety, more natural fabrics like cotton, and unique family-themed outfits. In response, INCLUSIVITY’s design team expanded its catalogue and refined its product categorization for easier navigation. This customer-centric adaptation strategy aligns with the insights from Trappey et al. (2020), who demonstrate how web mining and perceptual mapping can help brands fine-tune product offerings. By listening to customers and interpreting feedback through a data lens, INCLUSIVITY not only evolved its product range but also enhanced the shopping experience in a way that felt personal and responsive.






[bookmark: _Toc194071383]Conclusion

By integrating customer survey insights with academic research, INCLUSIVITY developed a website and marketing strategy that is not only effective but also deeply aligned with the expectations and values of its target audience. Through thoughtful analysis of survey responses, the brand identified key themes such as the importance of inclusive sizing, sustainable materials, and emotionally resonant branding which became central to both its digital presence and promotional campaigns.
Building on the principles of behavioural segmentation (Kadam et al., 2023), INCLUSIVITY was able to tailor its content and offerings to specific customer groups, creating a more personalized and relevant user journey. In parallel, the adoption of machine learning-powered SEO strategies (Wang, 2024; Verma et al., 2022) allowed the brand to optimize visibility and improve organic search rankings by using keywords that truly reflect customer interests such as “cotton clothing” and “matching family outfits.”
Furthermore, the brand’s commitment to storytelling rooted in authenticity and credibility strengthened emotional engagement and customer loyalty, in line with Chang’s (2025) findings on the role of brand narrative in influencing purchase intention. Rather than relying on assumptions or industry trends alone, INCLUSIVITY used direct customer feedback to shape every aspect of its strategy from page layout and product categorization to campaign themes and tone of voice.
This user-centric, research-informed approach not only differentiates the brand in a competitive market but also demonstrates a genuine commitment to listening, adapting, and growing with its community.
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[bookmark: _Toc194071386]Figure 4: Excel Spreadsheet




In the digital era, Microsoft Excel plays a far more significant role than just managing spreadsheets. It has become an essential platform for organizing data, conducting financial analysis, modelling decisions, and supporting business intelligence tasks. Its flexibility, ease of use, and wide application across industries—from education to corporate settings—make Excel a key tool for building digital literacy and improving workplace efficiency.

[bookmark: _Toc194071387]Excel: A Core Digital Competency
The value of Excel as a fundamental digital skill is well demonstrated in the research by Yi and Deng (2023). Their study explored how an online Excel training program using a “Train-the-Trainer” model empowered underserved college students. Not only did these students improve their own Excel skills, but those who became peer trainers also gained confidence and leadership experience. This shows that Excel isn't just a technical tool—it’s also a means to promote inclusivity and upward mobility. As more students prepare for professional careers, being proficient in Excel gives them a competitive edge by boosting their productivity and problem-solving skills.

[bookmark: _Toc194071388]Excel for Decision-Making and Analytics
Deshmukh (2016) highlights Excel’s strengths in analytical decision-making. His course in business analytics centres on Excel’s ability to solve real-world problems like allocating resources, analysing risk, and making forecasts. Using built-in tools and add-ins, students are guided to approach challenges in finance, marketing, and operations. Excel's intuitive design makes it easier for learners and professionals alike to carry out complex analysis and “what-if” simulations without requiring advanced coding or software knowledge.


[bookmark: _Toc194071389]Excel in Business and Marketing
A study by Mareş, et al (2013) in Bihor County, Romania, found that many companies rely on Excel for making marketing decisions. While it’s widely used to organize and present data, the study notes that many businesses underuse Excel’s deeper analytical features, such as regression models and time-series analysis. By not tapping into these capabilities, companies miss out on insights that could help them better understand their customers or predict market trends. Excel has the tools to turn raw data into clear, actionable information—it just needs to be fully leveraged.

[bookmark: _Toc194071390]Hands-On Learning Through Business Projects
Grenci (2022) takes Excel into the classroom with a practical, project-based learning model. Students work on analysing product sales and inventory to make smarter purchase decisions, using functions like PivotTables and regression trendlines. This method not only teaches the technical aspects of Excel, but also how to apply them in real business scenarios. It shows how Excel can bridge academic concepts with hands-on experience, preparing students for the challenges they’ll face in the workplace.

[bookmark: _Toc194071391]Building Analytical Skills Step-by-Step
Many learners enter higher education with limited experience in essential tools like Microsoft Excel, despite being digitally native. As highlighted by Rubin and Abrams (2015), first-year university students often struggle in quantitative analysis courses because they lack foundational Excel skills needed to input, analyse, and visualize experimental data. This gap not only increases student anxiety but also hinders their ability to focus on core subject matter like chemistry. The authors advocate for the integration of version-agnostic, discipline-specific spreadsheet labs to help students acquire practical Excel skills through relevant scientific contexts. Feedback from students revealed that these hands-on labs not only improved their performance in class but also gave them skills they perceived as essential for future careers.


[bookmark: _Toc194071392]Excel’s Role in Engineering and Technical Fields
Excel also holds its own in more technical areas, such as engineering. Alden (2022) describes how Excel and PivotTables were used to develop reliability models for product launches. While specialized software existed, Excel’s flexibility and control made it more suitable for certain tasks. It allowed engineers to quickly create, test, and adjust models—highlighting Excel’s value as a practical, hands-on tool in technical environments where agility is essential.

[bookmark: _Toc194071393]Strengths and Drawbacks Compared to Other Tools
Although Excel is versatile, it lacks some advanced features found in tools like Power BI and Tableau, such as real-time dashboards, complex data modelling, and seamless integration with cloud sources (Gotay, 2024). However, these alternatives often require more training and come at a higher cost. Excel, by contrast, remains a practical and accessible solution—especially for students, small businesses, and professionals seeking a reliable tool for everyday data tasks and foundational analysis.

[bookmark: _Toc194071394]Conclusion
Microsoft Excel has stood the test of time by combining simplicity with robust functionality. In our increasingly data-driven world, Excel continues to play a critical role in education and professional development. It’s not just a software program—it’s a vital tool for enabling smarter decisions, especially when taught in inclusive and empowering ways. With the right guidance and training, particularly for underserved communities, Excel can help bridge digital divides, prepare individuals for the workforce, and support success in any data-centric field.
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In creating the video advertisement for Inclusivity, I used storytelling as a key method to communicate the brand’s message effectively. This approach was guided by Denning’s (2006) idea that stories should serve a clear purpose in business communication. The video begins with a personal story my own struggle to find clothing that truly fit which represents what Denning describes as a “narrative to spark action.” By sharing my experience as a customer before becoming a founder, the message feels more genuine and relatable to viewers.
Emotional connection played an important role in shaping the narrative. Drawing on Hamby and Jones (2022), who apply appraisal theory to emotional engagement, I focused on emotions like frustration, relief, and empowerment to help viewers connect with the story. These emotions were woven into the video through a clear journey from problem to solution, supported by real testimonials from customers.
Lastly, the visual structure of the video was influenced by Mayr and Windhager’s (2018) work on narrative coherence. They highlight how connecting different moments smoothly helps people better understand and remember stories. Using this method, I linked personal experiences, behind-the-scenes visuals, and community moments to create a consistent and emotionally engaging brand message.

[bookmark: _Toc194071396]YouTube Link:
https://youtu.be/gYgXFsDjRes?si=cCpP2IYczEs3WGhz
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Inclusivity Monthly Expenses.xlsx
Inclusivity Monthly Expenses 

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

		Retail Sales		£7,000.00		£5,200.00		£5,400.00		£5,600.00		£5,800.00		£6,000.00		£6,200.00		£6,400.00		£6,600.00		£6,800.00		£7,000.00		£7,200.00

		Online Sales		£2,000.00		£2,100.00		£2,200.00		£2,300.00		£2,400.00		£2,500.00		£2,600.00		£2,700.00		£2,800.00		£2,900.00		£3,000.00		£3,100.00

		Total Income		£9,000.00		£7,300.00		£7,600.00		£7,900.00		£8,200.00		£8,500.00		£8,800.00		£9,100.00		£9,400.00		£9,700.00		£10,000.00		£10,300.00

		Materials		£1,500.00		£1,500.00		£1,500.00		£1,500.00		£1,500.00		£1,500.00		£1,500.00		£1,500.00		£1,500.00		£1,500.00		£1,500.00		£1,500.00

		Labor		£1,000.00		£1,000.00		£1,000.00		£1,000.00		£1,000.00		£1,000.00		£1,000.00		£1,000.00		£1,000.00		£1,000.00		£1,000.00		£1,000.00

		Rent		£1,200.00		£1,200.00		£1,200.00		£1,200.00		£1,200.00		£1,200.00		£1,200.00		£1,200.00		£1,350.00		£1,350.00		£1,350.00		£1,350.00

		Utilities		£300.00		£300.00		£300.00		£300.00		£300.00		£300.00		£300.00		£300.00		£300.00		£300.00		£300.00		£300.00

		Marketing		£500.00		£500.00		£500.00		£500.00		£500.00		£500.00		£500.00		£500.00		£500.00		£500.00		£500.00		£500.00

		Total Expenses		£4,500.00		£4,500.00		£4,500.00		£4,500.00		£4,500.00		£4,500.00		£4,500.00		£4,500.00		£4,650.00		£4,650.00		£4,650.00		£4,650.00

		Profit/Loss		£4,500.00		£2,800.00		£3,100.00		£3,400.00		£3,700.00		£4,000.00		£4,300.00		£4,600.00		£4,750.00		£5,050.00		£5,350.00		£5,650.00



Total Income	Jan	Feb	Mar	Apr	May	Jun	Jul	Aug	Sep	Oct	Nov	Dec	9000	7300	7600	7900	8200	8500	8800	9100	9400	9700	10000	10300	Total Expenses	Jan	Feb	Mar	Apr	May	Jun	Jul	Aug	Sep	Oct	Nov	Dec	4500	4500	4500	4500	4500	4500	4500	4500	4650	4650	4650	4650	
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4. How satisfied are you with the quality of the clothing you purchased?

Very satisfied

Somewhat satisfied

Neither satisfied nor dissatisfied
Somewhat dissatisfied

Very dissatisfied

10

31%

6%

63%

More details




