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Task 1 

The Significance of Storytelling in Building and Advancing a Brand 

 

In the context of building a personal or corporate brand identity, storytelling is the 

intentional application of narratives to express a brand's values, mission, and essence. 

This method entails telling captivating stories that connect with the target audience 

and encourage emotional ties and participation. Using tales, brands may portray their 

distinct personality and ethos, resulting in a consistent and memorable brand image 

across multiple platforms such as social media, commercials, websites, and other 

marketing materials (Hill, 2020). 

Storytelling is an effective marketing technique because it humanises brands, making 

them more relatable and memorable. Traditional marketing methods frequently focus 

on the characteristics and benefits of a product or service, whereas storytelling 

enables brands to convey their values and personalities, resulting in a stronger 

emotional connection with their target audience. This link is critical for creating a 

unique brand identity in a competitive market. Brands may foster trust, loyalty, and a 

feeling of community by providing tales that reflect their audience's values and 

experiences (Bahram, 2020). 

Green and Brock's (2000) Narrative Transportation Theory is a well-known theory that 

emphasises the power of storytelling. This idea holds that when people are immersed 

in a story, they are "transported" into the narrative world. This transit increases 

engagement and creates a greater emotional connection to the tale, which can alter 

beliefs, attitudes, and behaviours. In the context of branding, narrative transportation 

can enhance a brand's story, resulting in increased customer loyalty and advocacy. 

Nike is an excellent example of a brand that has successfully used narrative to engage 

its audience and establish a strong brand identity. Nike's "Just Do It" campaign, which 

debuted in 1988, is one of the most recognisable examples of brand storytelling. This 

ad did more than just sell sports gear; it offered stories of tenacity, determination, and 

the triumph of the human spirit. 
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Nike's compelling advertising showcasing athletes such as Michael Jordan, Serena 

Williams, and Colin Kaepernick has constantly portrayed a story of overcoming hurdles 

and pushing limits. These stories appeal to a wide range of people, from elite athletes 

to average people working towards personal ambitions. Nike's storytelling has 

established an emotional relationship with its customers, making the brand 

synonymous with motivation. 

 

In a saturated market with many similar products and services, storytelling is an 

important differentiation. It enables brands to distinguish by emphasising their 

distinctive values, history, and mission. This distinction is critical for recruiting and 

retaining clients in a competitive environment. According to Sandhu (2020), digital 

transformation and innovative business services emphasise the need for narrative in 

brand differentiation. Brands may establish a distinct identity by telling unique and 

authentic tales that set them apart from the competition. 

 

The development of digital media has changed the way brands convey their stories. 

Social media, blogs, and video content provide new ways for brands to express their 

stories and interact with their audiences in real-time. This digital change has made 

storytelling more dynamic and engaging, enabling brands to maintain an ongoing 

discussion with their customers. Soltanifar (2021) emphasise the impact of digital 

entrepreneurship on storytelling, pointing out that digital platforms allow firms to reach 

a worldwide audience and develop personalised, engaging content. By utilising digital 

tools, brands may improve their storytelling efforts and create a more engaging brand 

experience. 

 

Innovation in technology and marketing has increased the power of storytelling. 

Brands may create more engaging and immersive tales by using creative tools such 

as interactive multimedia, virtual reality, and augmented reality. Dadwal (2020) 

discusses the significance of innovation in technology and marketing for the connected 

customer, emphasising how businesses can leverage these technologies to improve 

their storytelling. Brands may use innovative technology to tell more memorable and 

engaging stories that engage with their target audience. 
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In addition to commercial applications, digital storytelling plays an important role in 

maintaining cultural stories. For example, Cunsolo Willox, Harper, and Edge (2012) 

demonstrate how digital storytelling can be utilised to preserve and promote 

indigenous oral wisdom. This strategy ensures that important cultural stories are not 

lost and may be shared with a wider audience, preserving cultural legacy in the digital 

era. 

In conclusion, storytelling is an essential tool for organisations seeking to establish a 

distinct identity, build consumer loyalty, and stand out in a competitive industry. Brands 

may establish a loyal customer base, differentiate themselves from competitors, and 

foster an emotional connection with their audience by crafting captivating and real 

storytelling. Nike exemplifies the power of narrative in captivating consumers and 

establishing a strong brand identity. As digital transformation and innovation continue 

to shape the marketing landscape, organisations must take advantage of these 

innovations to improve their storytelling efforts and provide more immersive and 

powerful experiences to their customers. 

 

 

 

 

 

 

 

 

 

 

 

 

 



5 
 

References  

Bahram, H. (2020). Digital Storytelling and Creative Destruction. Storytelling, Self, 

Society, 16(2), pp. 157-164. https://doi.org/10.13110/storselfsoci.16.2.0157 

Byrd, L. S. (2021). Cultivating Entrepreneurial Changemakers Through Digital Media 

Education. IGI Global. http://doi:10.4018/978-1-7998-5808-9 

Burgess, J., Marwick, A., & Poell, T. (2018). The SAGE Handbook of Social Media. 

SAGE Publications Ltd. http://doi:10.4135/9781473984066 

Cunsolo Willox, A., Harper, S. L. & Edge, V. L. (2012). Storytelling in a digital age: 

digital storytelling as an emerging narrative method for preserving and promoting 

indigenous oral wisdom. Qualitative Research, 13(2), pp. 127-147. 

https://doi.org/10.1177/1468794112446105 

Dadwal, S. S. (2020). Handbook of Research on Innovations in Technology and 

Marketing for the Connected Consumer. IGI Global. http://doi:10.4018/978-1-7998-

0131-3 

Hill, M. (2020). Introduction to the Special Issue: Looking to the Digital: An Introduction 

to Digital Storytelling. Storytelling, Self, Society, 16(2), pp. 153-156. 

https://doi.org/10.13110/storselfsoci.16.2.0153 

Ostmeier, E. & Strobel, M. (2022). Building skills in the context of digital transformation: 

How industry digital maturity drives proactive skill development. Journal of Business 

Research, 139, pp. 718-730. https://doi.org/10.1016/j.jbusres.2021.09.020 

Pinto, F. M., & Guarda, T. (2020). Digital Marketing Strategies and Models for 

Competitive Business. IGI Global. http://doi:10.4018/978-1-7998-2963-8 

Reedy, K., & Parker, J. (2017). Digital Literacy Unpacked. Facet Publishing. 

https://ebookcentral.proquest.com/lib/trinity/detail.action?docID=5490897 

Sandhu, K. (2020). Digital Transformation and Innovative Services for Business and 

Learning. IGI Global. http://doi:10.4018/978-1-7998-5175-2 

Soltanifar, M., Hughes, M. & Gocke, L. (2021). Digital Entrepreneurship. Springer. 

http://doi:10.1007/978-3-030-53914-6 

 

https://doi.org/10.13110/storselfsoci.16.2.0157
http://doi:10.4018/978-1-7998-5808-9
http://doi:10.4135/9781473984066
https://doi.org/10.1177/1468794112446105
http://doi:10.4018/978-1-7998-0131-3
http://doi:10.4018/978-1-7998-0131-3
https://doi.org/10.13110/storselfsoci.16.2.0153
https://doi.org/10.1016/j.jbusres.2021.09.020
http://doi:10.4018/978-1-7998-2963-8
https://ebookcentral.proquest.com/lib/trinity/detail.action?docID=5490897
http://doi:10.4018/978-1-7998-5175-2
http://doi:10.1007/978-3-030-53914-6


6 
 

Task 2 

Video  

https://youtu.be/u4obeeaosqc?si=NJ2NRfx-ZrRf4lHZ 
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Task 3 

Questionnaire Analysis  

Introduction 

This market research questionnaire was designed to collect valuable information from 

potential clients to modify and improve the business concept of a beauty salon that 

provides specialised facial care and makeup services. The questionnaire comprised 

ten well-crafted questions created with Microsoft Forms and distributed to classmates 

for responses. After gathering the data, the analysis concentrated on identifying the 

three or four most important questions that provided significant results. These findings 

can assist design and improving the business idea. 

Key Questions and Analysis. 

Question 1: Age Group. 

What is your age group? 

18-24: Two replies 

25-34: One response. 

35-44: One response. 

45-54: three replies. 

55-64: 0 answers. 

Analysis shows that most respondents are between the ages of 18-24 and 45-54. This 

implies that the beauty shop should adjust its services to appeal to both young adults 

and middle-aged clientele. The interests and skincare needs of both age groups can 

differ greatly; therefore, the salon should consider offering a varied selection of 

treatments to appeal to both generations. 

Trends and insights: 

Younger adults (18–24) may be more interested in acne treatments and preventative 

skincare. 
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Customers aged 45 to 54 may be more interested in anti-ageing treatments and 

products that enhance skin hydration and renewal (Ostmeier & Strobel, 2022) 

 

 

Question 3: Frequency of salon visits 

How often do you typically visit a beauty salon for facial care and makeup services? 

Daily: 0 responses. 

Weekly: One response. 

Monthly: four answers. 

Seasonal: 0 responses. 

Yearly: 0 responses. 

Never: two responses. 

Analysis: Most respondents attend beauty salons every month, indicating regular but 

not excessive participation in facial care services. This monthly frequency indicates 

that customers place a high priority on consistent skin care. The two respondents who 

have never visited a salon represent a potential market niche that can be reached 

through awareness campaigns and introductory offers (Byrd, 2021). 

Trends and insights: 

Regular monthly visits indicate a consistent demand for continued facial care services. 

Marketing efforts should highlight the benefits of regular treatments and, if possible, 

offer membership or subscription programmes to encourage return visits. 
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For individuals who have never visited, offering introductory discounts or trial services 

may attract new clients. 

 

 

Question 6: The importance of natural ingredients. 

How important is it to you that the facial products used contain natural ingredients like 

fruit extracts, seaweed, etc.? 

Very important: four responses. 

Somewhat important: one response. 

Neutral: Two replies. 

Somewhat unimportant: 0 answers. 

Extremely unimportant: zero answers 

Analysis: 4 out of 7 respondents rated the usage of natural components in cosmetic 

products as extremely important. This research indicates that potential clients have a 

strong preference for natural and organic skincare products (Cunsolo Willox, Harper 

& Edge, 2012). 

Trends and insights: 

The beauty salon's marketing and branding activities should highlight the use of 

natural ingredients. 
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Offering a variety of treatments with natural components can appeal to this preference, 

potentially attracting more environmentally conscientious and health-sensitive 

customers. 

Highlighting the benefits of natural components, such as lower risk of irritation and 

improved skin compatibility, may appeal to the target demographic. 

 

 

 

Question 8: Interested in Makeup Services. 

Are you interested in makeup services along with facial treatments? 

Yes: five responses. 

No: One response. 

Maybe: one response. 

Analysis: The majority of respondents exhibited interest in both makeup and face 

treatments. This demonstrates a need for comprehensive beauty services that 

encompass both skincare and makeup applications (Sandhu, 2020). 

Trends and insights: 

Offering combination packages of facial treatments and cosmetics services may 

attract more customers seeking a one-stop beauty solution. 

Providing makeup tutorials or personalised makeup sessions may improve the 

customer experience and add value to the salon's offerings. 
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Promoting unique events or occasions in which cosmetics services are combined with 

facial treatments may help increase business. 
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Conclusion 

The study of the questionnaire responses revealed significant information about the 

tastes and behaviours of potential beauty shop consumers. Key findings include the 

necessity of catering to both younger and middle-aged groups, the frequency of 

monthly facial care visits, a strong preference for natural materials, and an interest in 

combining facial and beauty services. 

Recommendations 

Based on these observations, the following suggestions can be made to modify and 

improve the company concept: 

Diverse Service Offerings: Customise services to meet the unique needs of different 

age groups, with a focus on acne treatments for younger consumers and anti-ageing 

treatments for middle-aged customers. 

Membership Plans: Introduce membership or subscription services that cater to 

monthly visitors, assuring repeat business and consumer loyalty. 

Natural components: Use natural and organic components in marketing materials to 

highlight their benefits and appeal to health-conscious consumers (Cunsolo Willox, 

Harper, & Edge, 2012). 

Comprehensive Beauty Packages: Create packages that include both facial 

treatments and makeup services, delivering a complete beauty solution to suit 

customer demand (Sandhu, 2020). 

By following these tactics, the beauty salon may better address the needs of its target 

audience, stand out in a competitive market, and establish a loyal customer base. 
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Task 4 

Design of the website and marketing materials. 

Introduction 

Creating an effective website and marketing materials for a beauty salon that provides 

specialised facial care and makeup services necessitates a deliberate, data-driven 

approach. This report describes how results from a questionnaire analysis influenced 

the development of a two-page website and marketing materials. It also incorporates 

important literature and theories on website design and digital marketing to ensure 

that the final product is user-friendly, engaging, and search engine optimised. 

Key Findings from Questionnaire Data 

The questionnaire revealed some important insights about the target audience's tastes 

and behaviours. The key questions analysed included: 

Age-Group Distribution: 

The predominant age groups are 18-24 and 45-54. 

Implication: Tailor your offerings to appeal to both young adults and middle-aged 

customers. 

Frequency of salon visits: 

The majority of respondents make monthly visits. 

Implication: Promote membership or subscription options for repeat clients. 

The importance of natural ingredients: 

A strong affinity for natural ingredients. 

Implication: Promote the usage of natural and organic products in marketing materials. 

Interest in combined services: 

Strong desire for both face treatments and cosmetic services. 

Implication: Promote comprehensive beauty packages. 
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Segmentation 

Age-based segmentation. 

The questionnaire identified two major age groups with differing preferences: 

Younger adults (18–24): 

I'm interested in acne treatment and preventative skincare. 

This segment's marketing materials feature current, youthful style and language, 

emphasising the benefits of early skincare and acne treatment options. 

Middle-aged adults (45-54): 

I am interested in anti-aging therapies and hydration products. 

Marketing materials for this area highlight anti-aging advantages, hydration, and 

rejuvenation, with more complex and professional graphics (Norman, 2013). 

Frequency-based Segmentation 

Understanding that the majority of respondents visit a salon once a month enables the 

promotion of membership and subscription programmes. This understanding led to 

the creation of: 

Monthly membership programmes give discounts for regular visits. 

Promotional materials and website sections explain the advantages of these schemes 

(Krug, 2014). 

SEO Optimisation 

To optimise the website and marketing materials for search engines, the following 

tactics were used: 

Keyword Research: 

According on questionnaire responses, keywords such as "natural facial treatments," 

"anti-aging skincare," "monthly beauty salon visits," and "comprehensive beauty 

packages" were found (Enge, Spencer, & Fishkin, 2015). 
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Content Optimisation: 

These keywords were used to optimise the website's content, including headings, 

meta descriptions, and picture alt text. 

The website's blog entries and articles were modified to naturally include these 

keywords, which improved search engine rankings. 

Local SEO: 

To attract local customers, use phrases like "best facial treatments in [City]". 

The salon address, phone number, and business hours were prominently displayed 

on the website (Enge et al., 2015). 

Web Design 

The two-page website developed with Weebly has the following sections: 

Home Page:  

An eye-catching banner with high-quality photographs of facial treatments and beauty 

services. 

A compelling title such as “Serenity Beauty Salon: A Haven of Beauty and Wellness 

Because everyone is beautiful!” with a subhead line emphasising natural ingredients 

and comprehensive treatment. 

Service Highlights: 

Brief descriptions of essential services aimed at young and middle-aged adults. 

Natural substances and anti-aging treatments are the main focus. 

Membership Plans: 

Information on monthly membership options, including features and pricing. 

Call-to-action buttons encourage visitors to register. 
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Testimonials: 

Quotes from delighted customers help to develop confidence and credibility. 

Contact Information: 

Contact information is easily accessible, and an inquiry form is straightforward to fill 

out. 

Services page provides detailed service descriptions. 

In-depth descriptions of each service categorised by age group. 

The emphasis is on natural chemicals and the benefits of regular treatments. 

Booking section: 

A simple booking form incorporated into the website (Krug, 2014). 

Marketing Materials 

Using Canva, the following marketing materials were created: 

Flyers: 

Designed to emphasise the salon's distinct selling characteristics, such as natural 

ingredients and full beauty packages. 

Contains appealing images and a clear call to action (Pulizzi, 2014). 

Social Media Graphics: 

Eye-catching images for Instagram and Facebook that promote special offers and 

membership plans. 

Consistent branding and colour scheme helps strengthen brand identity (Tuten & 

Solomon, 2017). 

Email Newsletters: 

Templates for monthly newsletters informing clients about new services, promotions, 

and beauty suggestions. 

Personalised content based on client segmentation (Pulizzi 2014). 



19 
 

Incorporating Questionnaire Data 

The findings from the questionnaire data were directly integrated into the website and 

marketing materials as follows: 

Natural Ingredient Emphasis: 

Both the website and marketing materials extensively emphasise the usage of natural 

and organic products, reflecting respondents' strong preference (Cunsolo Willox, 

Harper, & Edge, 2012). 

Age-Specific Content: 

The content on the website and in marketing materials is age-appropriate, assuring 

relevance to both young and middle-aged customers (Norman, 2013). 

Promotion of Combined Services: 

Highlighting full beauty packages in all materials satisfies the high demand for 

combined facial and cosmetic services (Sandhu, 2020). 

Membership Plans: 

Detailed information on membership plans is provided, appealing to the majority of 

respondents who visit weekly (Krug, 2014). 

Designing the User Experience (UX) 

According to Norman (2013), user-centred design is essential for building effective 

websites. This approach influenced the website's layout and functionality, making it 

intuitive and user-friendly. 

Responsive Web Design: 

Marcotte (2011) emphasises the necessity of creating websites that are accessible 

from a variety of devices. The website was created utilising responsive design 

principles to ensure that it works properly on both desktop and mobile devices. 
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Website Usability: 

Krug (2014) advocates for simple and intuitive navigation. These concepts were 

incorporated to the website's structure, making it simple for visitors to access 

information and execute tasks like booking appointments. 

SEO: 

Enge, Spencer, and Fishkin (2015) discussed ways for optimising website content for 

search engines. This included keyword research, content optimisation, and local SEO 

strategies. 

Content Marketing: 

Pulizzi (2014) emphasises the value of compelling content. The website features blog 

posts and articles that educate and inform clients about skincare and beauty 

treatments, hence increasing customer engagement. 

Social Media Marketing: 

Tuten and Solomon (2017) explore the proper use of social media platforms. The 

marketing materials contain social media visuals that aim to engage the audience and 

increase traffic to the website. 

Conclusion 

The beauty salon's online presence and advertising efforts are data-driven, targeted, 

and effective since they use questionnaire insights as well as proven literature and 

theories on website design and digital marketing. This method not only addresses 

potential customers' tastes and behaviours, but also adheres to best practices in digital 

marketing and user experience design. The outcome is a holistic plan that strengthens 

the salon's brand identity, attracts, and maintains consumers, and gives it a 

competitive advantage in the market. 
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Marketing materials: 
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Website Screenshots 
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