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TASK ONE
Hello! My name is Cosmin Bdac and I am a barista with seven years of experience who spends a lot of time making unique espresso shots. My series began with a love for coffee that quickly evolved into a grounding energy in coffee planning every step of the way, from blending knowledge to impressive serving techniques. Throughout my career, I have strived to perfect my craft while teaching everyone I met the joy and complexity of espresso. As Head Barista, I have the privilege of overseeing a comprehensive coffee program. I make sure every cup of coffee we serve is great - from making espresso to designing lattes. My love for meaning doesn't end with arranging; connecting with our clients, telling the story of our mixes, and providing personalized advice is where my success lies. As a result, we gained regular customers and created a local space around our bistro. Working at Bistro Zvon in Romania further developed my skills in different aging systems and pushed me to further develop our menu commitments. My efforts to introduce occasional blends and specialty blends have collectively expanded the product range and further strengthened consumer loyalty. My career is based on training and continuing education. I'm a certified barista and I'm constantly researching the latest espresso trends, techniques, and connections. This thirst for information led me to organize espresso tasting studies to increase customer appreciation of specialty espresso coffees. Through these workshops, coffee lovers can learn more about the complex world of coffee, its origins and flavours. After crossing the boundaries of the bistro, the energy of espresso spread into my life. I love meeting new espresso chefs, attending espresso parties, and following role models in the industry. These meetings fueled my passion and motivated my professional endeavors. By planning ahead, I want to expand my professional organization and connect with individual espresso enthusiasts, industry professionals, and anyone who appreciates the extraordinary help and skill of espresso. In my opinion, coffee has the power to connect people, inspire creativity and provide unforgettable experiences. Let's get in touch and discuss unlimited coffee options. You can contact me at cosmin_budac@yahoo.com or phone 07683223456. Whether you're an espresso expert or just share your love of espresso, I hope we brew something special together.
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Storytelling is an ancient art that is vital to human interaction, communication and understanding. From ancient cave compositions to modern computer reports, storytelling has always been an effective way to convey information, evoke emotion, and create associations. When it comes to a brand, whether it’s an individual or a business, storytelling elevates it above a simple representation of reality or management; blending the brand’s content, values and vision and turning it into an engaging, impactful works, the audience can interact with them on a deeper level (Falchetti, Cattani, & Ferriani, 2022). From a brand perspective, storytelling is a fundamental way to create and share stories that showcase a brand’s core personality and strengths. It's about telling a compelling brand story, connecting with your audience, and making your brand memorable and unique. The story doesn’t just promote a service or product; It creates an emotional connection with the public by communicating the brand’s mission, the problems it seeks to solve, and the experiences it offers. Effective storytelling can elevate a brand from just another thing on the market to a valuable and necessary part of a shopper’s life (King, Smith, Wilson, & Williams, 2021).
Storytelling is incredible because it taps into emotions and makes your brand more engaging and relevant. Stories tend to attract people because they see a part of themselves in the story, and they create associations that are close to them in a way that would not be possible through reasoning and information alone. This strong connection fosters loyalty and trust, turning shoppers into brand advocates. For organizations, the narrative isn’t just about the products they sell, it’s about their journey, their struggles, their triumphs, and the qualities that inspire them. This includes sharing their vision for the future and how they see customers as part of that journey. For individual brands, storytelling involves sharing your journey, beliefs and the unique value they bring to your industry, and then engaging your audience in a special way (Bordes et al., 2021).
Apple is a prime example of a compelling story in the development of a brand. The story of Apple is not just about invention and innovation; It involves changing the way individuals collaborate to innovate, making it open, accessible and a fundamental part of everyday life. Apple’s story exemplifies its desire to disrupt the status quo, overcome existing limitations, and empower people to innovate. Steve Occupations is Mike's main supporter and a great storyteller. He realized that people were interested in not only understanding how an innovation worked, but also why it had an impact. Entering the competition involves more than just submitting a project; They recount encounters in which each item displayed is a person in Apple's ever-evolving story of simplicity and style. Mac’s infamous 1984 promotional campaign reflected this perfectly, positioning the Mac as an image of uniqueness and possibility, even versatility and control (Luoma-Aho et al., 2021).
Apple's storytelling connects with audiences on a deep level, making them feel part of a larger evolution toward progress and greatness. This close connection creates a loyal customer base who eagerly awaits each new chapter in Apple's history. The case of Apple demonstrates the extraordinary power of storytelling in shaping brand character and having a profound impact on the masses. Storytelling can transform a brand into a legacy whose stories can move, move and resonate across centuries (Terho, Mero, Siutla, & Jaakkola, 2022). Through storytelling, brands can express their specific propositions and values and distance themselves from the crowded mall. Additionally, stories are critical to brand credibility. When shoppers feel an authentic connection to a brand's story, they are confident they will remain loyal customers despite the competition. This credibility is based not only on the nature of the product or management, but also on the meaningful relationships the brand builds with its audience through stories.
Simply put, the importance of storytelling in brand development cannot be overstated. Incredible assets enhance a brand, making it attractive and important. Through storytelling, brands can share their journey, values and vision in a way that resonates with people and cultivate deep associations that drive engagement and promotions. As with Apple, effective storytelling can elevate a brand from a mere supplier of labor and products to a compelling part of an individual's life, with a loyal customer base that trusts the brand's story and vision. In the age of computerization, when buyers are bombarded with data from all sides, storytelling becomes a sign of importance and relevance, demonstrating that at the heart of every successful brand there is a story to tell.
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Questionnaire Link: https://forms.office.com/r/qd9vEswA8K
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Recreated information and related charts provide insights into potential customer trends and behavior. Here is an overview of the study, including performance: The data shown in the chart may be derived from market survey responses (Shahbaznezhad, Dolan, & Rashidirad, 2021). They demonstrate interest in a project or management, satisfaction with the current project or management, a tendency to emphasize the thing (e.g., this is a cup of espresso), and a willingness to pay for quality projects or management. 
Enthusiasm for the product or service: Most responses expressed moderate interest (Level 3), and interest levels are fairly evenly distributed across the chart. This suggests that, despite the administrative status/advantage, there may be a severe lack of dynamism, indicating the need to make a convincing offer to increase interest rate levels (Jacob & Johnson, 2021). This information indicates a trend toward higher levels of current project/message fulfillment, with the majority of responses falling at Level 4. This indicates that current inputs meet customer needs to a certain extent. To make an impact, new entrants must differentiate themselves from the competition and provide added value to existing customers. Respondents focus on key membership events rather than “upcoming” and “online” events. This tendency of member governments focuses on a market model that favors the convenience and regular transportation of goods. This suggests that the company should consider using a subscription model to meet customer needs.
Responses were well balanced within the given price period, but slightly less so at the £10-£20 level. This shift indicates a change in willingness to pay, with many respondents willing to choose a more costly location given that the product/management is very good. The estimating process can then be adjusted to provide tiered incentives to suit different market segments that can afford the costs of switching. This study shows that the market generates modest revenue from new products/benefits but at the same time is very satisfied with current options (Bucklin, Asdigian, Hawkins, & Klein, 2021). This means the other company must clearly share its new value to drive readiness and adoption. Think of interest in a subscription service as an opportunity to ensure consistency and convenience, which may be particularly attractive to your target audience. The willingness to pay for data creates opportunities for premium pricing strategies as customers are willing to pay more for and invest in quality. However, a basic product may be needed to satisfy the more price-sensitive market segments. Together, these graphics provide a meaningful brand recognition experience that delivers unique and superior benefits through a flexible pricing model that suits a wide range of customers. When building a business system, emphasizing a membership-based model may be particularly attractive (Steffens, Dunn, Leask, & Wiley, 2020).
Interest in product/service industries
 The vast majority of respondents showed a high degree of interest in product/service industries, with scores 1 and 2 being the most typical, indicating a strong field of potential product/service industries.
Implementation of current topics/management
Performance levels are often adjusted for better quality, with most respondents rating it a 3 or 4. This suggests that while existing administration/positions have a certain level of performance, there may be room for new ones anyway. Better rankings or personal highlights.
Important Coffee Characteristics 
Preferences for important coffee characteristics are fairly scattered, with a slight preference for the “in-store” experience. This different tendency is characterized by the importance of offering different channels or attractions to focus specifically on new customer needs.
Willing to pay for quality goods/services
Willingness to continue indicates a variety of responses to costs among respondents. Many people on the market are willing to pay between £10 and £20, suggesting this is probably the best price range for a high-quality product.
Business Technology Proposal
Item/Message Offering: The Super Premium level emphasizes the importance of focusing on core belief recommendations and ensuring the item/message meets or exceeds market assumptions.
Consumer Loyalty: Understanding the factors behind high compliance levels for current projects/reports can clarify procedures for separating posts.
Include priorities: Given the changing tastes of espresso, offering a mix of upcoming conferences and online meetings can serve a broader market.
Pricing system: Pricing costs in the £10-20 range may seem reasonable, but offering different levels or options in a package may also include components that can cost quite a bit.
Based on repeated information, this study shows how authentic assessment responses can guide important decisions to support proven strategies. Changing these procedures based on information from real-world research will provide more precise direction for business thinking (Steffens, Dunn, Leask, & Wiley, 2020). 
Questionnaire 
1.Student first name Required to answer. Single line text. 
Enter your answer
2.Student last name Required to answer. Single line text. 
Enter your answer
3.Student ID number Required to answer. Single line text. 
Enter your answer
4.Your class name Required to answer. Single line text. 
Enter your answer
Section 2
5. Interest in Product/Service Area
Required to answer. Single choice. 
In a scale of 1-5 rate, 1 being the most interested and 5 being least interested 
1
2
3
4
5
6.Do you currently use any coffee similar to what we plan to offer? If yes, please specify Required to answer. Single line text. 
Yes or No
Enter your answer

7.How satisfied are you with the current [product/service] you are using?Single choice. 
answer in a scale of 1-4 
1
2
3
4
5
8.What features are most important to you in a coffee. Required to answer. Single choice. 
Online
In-store
Subscription-based
Others (please specify)
9.How much would you be willing to pay for a high-quality coffee?Required to answer. Single choice. 
1-10 pounds
10-20 pounds
20-25 pounds 
more than 25 pounds 
10.
What features are most important to you in a coffee, Required to answer. Multi Line Text. 
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Subscription Service Page:
Subscribe & Savor – Your Coffee, Your Schedule
Your love for convenience and quality is clear. Our subscription-based service is designed to put you in control, delivering your favorite roast to your doorstep with the reliability and excellence you deserve. Choose from our flexible plans and make every day a celebration of flavors that are curated just for you.
Products Page:
A Blend for Every Palate – Explore Our Range
Our diverse coffee range caters to every palate and price point, without compromising on quality. Whether you’re a connoisseur or just embarking on your coffee journey, our selection has something for everyone. And with a willingness to pay that varies, we've tailored our pricing to ensure that each of you can find the perfect coffee experience within your budget.

Why Choose Us Page:
A Taste of Trust – Why Coffee Stands Out
Your satisfaction is the most important to us, so we strive to exceed your expectations. We listen to what you want from your coffee and create our products based on those characteristics. From rich aroma to refined taste, our coffees are a testament to our commitment to quality and the art of coffee making.
Contact Us Page:
Get in Touch – Join the Conversation
We believe every voice matters. Share your coffee stories, preferences, or just say hello. Whether through our online portal or over a cup at one of our stores, we’re here to listen and engage with you. Together, let's build a coffee culture that celebrates every individual's taste and story.

Blog Section:
Coffee Insights – Stories from Bean to Cup
Dive into our blog where we share more than just the latest coffee trends. It's a space for stories that inspire us, the science behind our brewing methods, and tips on enjoying your coffee to the fullest. It's your backstage pass to understanding what makes [Brand Name] the brand that stands with you and for you. This content strategy incorporates the insights from the questionnaire analysis to build a narrative that aligns with the expectations and desires of the target audience, reinforcing the brand's credibility and inviting engagement and conversions.
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Home Page

Discover a world where quality meets craftsmanship, and every
cup of coffee is a journey in itself. At Barista Coffee, we
understand that coffee is more than just a beverage; it's an
experience that should be savored. Our market research shows
that while coffee lovers appreciate the current offerings, there's

a thirst for something more. We're here to quench that thirst.
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