	
	
	




           DIGITAL SKILLS for PERSONAL DEVELOPMENT and BUSINESS GROTH (BMSW40008_SWAN)  
      
              E-PORTOFOLIO



[image: ]

 Nela Frunza Haham 2210514	
                            Lecturer: Gareth Hughes
                            Date of Submission:28/03/2024




No table of contents entries found.


Content

Introduction.............................................................................................................1
Task 1 – About me summary    ……….........................................................................1 Task 2 – Storytelling (750 words) ……..........................................................................5 Task 3 – Questionnaire analysis ................................................................................7
[bookmark: _Hlk161318708][bookmark: _Hlk161318683]Task 4 – Website & Marketing materials….................................................................13 Summary of questionnaire analysis and target demographic ....................................14 Use of AI to build content .......................................................................................15 Reference list.........................................................................................................22











List of Figures
Figure 1 - Age of Respondents	1

[bookmark: _Int_kGUoHjHK]Figure2- Gender response  .......................................................................................................................................................................9
Figure3-How often do you eat frozen sweets................................................................................10
Figure4-Which snow cone is your favourite?...........................................................10
Figure5-How much do you spend on frozen dessert on average?...............................10
Figure6-Where do you purchase snow cone?............................................................11
Figure7-What factors influence your decision when choosing where to purchase snow cones?....................................................................................................................11
Figure8-If given the chance, how likely are you to try new snow cone flavours?.........12
Figure9-If you were to buy snow cones, would you be interested in a loyalty programme?...........................................................................................................................................12
Figure10 -What improvements or additional features would you like to see in snow cone offerings?...............12



	
	
	






Introduction

This E-portfolio will examine my biography, employing real-world examples and theoretical frameworks to provide context, the diverse ways that storytelling helps with brand building, summary of questionnaire analysis and target demographic, website & marketing materials and how AI affects the economy, culture, and society, considering how it might promote innovation but also signal social change. 

Task 1 – About me summary 

Health and Care Support Worker (HCSW) with an intense sense of compassion and dedication, striving to improve the lives of both individuals and communities. My path in healthcare and support services has been characterised by dedication to provide the top care treatment while showing compassion and respect. I have had the honour of working in a variety of healthcare environments as an HCSW, supporting people's general well-being and helping them with their specific needs. 

I have had 20 years of experience working within acute medical wards, supporting children and families with additional support needs, and working within a secure unit establishment, working alongside mental health teams, substance misuse and primary care.

My experiences have improved my professional skill set and increased my awareness of how important the industry is I work in. I am excited about growing my professional and personal connection in the healthcare industry because teamwork is incredibly powerful. Networking is an opportunity to build connections that support individual and group development rather than merely exchanging business cards. I am happy to connect with you if you are a career, another healthcare professional, or someone who is enthusiastic about changing the world.
I got a degree in nursing from University of Christiana Romania, where I developed essential competencies in medical operations, healthcare administration, and patient care. 

Throughout my career, I have been a committed support worker providing invaluable assistance to individuals in needs. In a variety of healthcare settings, including hospitals and community care centres, I have proven to be incredibly professional, empathetic, and resilient.

As a health care support worker, need consistently improve critical employability skills including teamwork, communication, adaptability, and problem-solving. It is important to have good relationship with both patients and colleagues. A commitment to providing high-quality care and assistance is to continuous learning and professional growth.

Through my experience working as a nurse and support worker, I have developed a broad skill set in addition to a profound comprehension of the human experience throughout illness and recovery.

There are countless opportunities in the future for me to keep having a significant impact on people's lives and communities, creating a better and healthier tomorrow for everyone.
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Task 2 – Storytelling

Brand storytelling is the intentional application of narratives and storytelling techniques to communicate a brand's identity, values, and distinctive qualities to its intended audience. The brand's history, founders, clientele, and intended global influence are all potential sources of inspiration for these tales (Escalas,2018).

In the context of branding, storytelling goes beyond simply promoting products or services; it seeks to create meaningful experiences and narratives that align with the brand's values and mission. These stories may draw inspiration from the brand's history, founders, customers, or the impact it aims to make in the world.

In the context of branding, storytelling goes beyond simply promoting products or services; it seeks to create meaningful experiences and narratives that align with the brand's values and mission. These stories may draw inspiration from the brand's history, founders, customers, or the impact it aims to make in the world.

Plot development, characters, conflict, and resolution are all common components of effective brand storytelling. These aspects are expertly structured to captivate the audience and effectively communicate a message or meaning. Brands can connect emotionally with customers, humanise their identity, and set themselves apart from rivals through storytelling. (Brown,2019).

Advertising campaigns, social media content, website message, product packaging, and customer interactions are just a few of the platforms and mediums that may be used to communicate brand storytelling. Brands can craft a coherent tale that captivates, motivates, and ultimately fosters consumer advocacy and loyalty by utilising the power of storytelling (Brown,2018).


Nike Swoosh Chronicles: An Expert Guide to Brand Narrative
Nike is one of the few organisations that has effectively used narrative in the always changing field of brand building (Scott, 2019). The recognisable Swoosh logo is more than simply a symbol; it conveys a story that goes beyond athletic apparel and sportswear. This investigation explores the role that narrative plays in creating and advancing the Nike brand, with an emphasis on both individual and corporate brand building viewpoint to demonstrate how Nike's storytelling has genuinely connected with audiences and cemented the company's position as a global powerhouse, will examine a well-known example.
Storytelling as it Relates to Brand Building: A Personal Branding Viewpoint
The intentional creation of a narrative that conveys one's path, ideals, and distinctive qualities is the foundation of personal branding through storytelling for individuals. When it comes to Nike athletes, personal branding goes beyond on-field accomplishments to include personal challenges, perseverance, and victories. Nike has established a strong emotional bond with customers who view the swoosh as a sign of achievement and personal strength by deftly incorporating these personal tales into the fabric of its brand (Nike,2022).

The Link: Nike's Storytelling Creates an Emotional Connection
Nike's audience has developed a strong emotional connection because to their narrative technique. Nike presents itself as a company that appreciates and honours the human spirit by narrating the experiences of actual people, including both famous athletes and common people. The "Just Do It" ad promoted a way of thinking rather than only items. Nike came to represent inspiration, tenacity, and the idea that everyone can achieve greatness no matter what their circumstances or background (Vincent 2019). Nike has been able to build a global community of devoted customers who view the brand as a partner in their own personal journeys of growth and self-discovery because to this emotional resonance 

[bookmark: _Toc161908098]Nike's "Just Do It" Campaign - Inspiring Action through Stories
Nike's "Just Do It" campaign, which debuted in 1988, is among their most recognisable examples of storytelling skill (DelVecchio,2019). The campaign evolved from a marketing slogan to a catchphrase that summed up the brand's values. The philosophy of "Just Do It" is to overcome obstacles, push limits, and realise one's full potential—not the product itself. The campaign told inspiring stories of actual individuals overcoming hardships to show how athletics and a can-do mentality can change lives. Michael Jordan's tale, who is considered by many to be one of the best basketball players of all time, is a prime example from the campaign. Nike did more than just sponsor Jordan; they created a story around his path that included his setbacks, his unwavering work ethic, and his eventual victories. Nike portrayed Jordan's devotion, his fortitude in the face of adversity, and his constant commitment to greatness in powerful ads and advertisements. The narrative encouraged people to take on obstacles, follow their passions, and go beyond their comfort zones rather than just being a shoe commercial. The audience's emotional response to these stories was so strong that "Just Do It" transcended into the field of sports and became a cultural motto (Vincent, 2019).


	
	
	




Task-3 Questionnaire analysis 
 
 This section provides an analysis of the questionnaire used in our research study in this study. The purpose of the questionnaire was to obtain information on snow cone research.
 The most important questions will be analysed in this section, along with any prospective components that might help set the business apart from competitors. Analysis of the questionnaire results will aid in identifying the perfect client.
[image: A green circle with a white background]
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  Figure 2 –gender response
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Figure 3 –How often do you eat frozen sweets?
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Figure 4-which snow cone flavour are your favourite?
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Figure 5-how much do you spend each month




[image: ]Figure 6 - Where do you usually purchase snow cones from
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Figure10- What improvements or additional features would you like to see in snow cone offerings?
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One of the most important indicators of consumer behaviour and market demand is the frequency of consumption of frozen desserts (Nguyen, Yan, and Zheng 2017), a variety of factors, including taste preferences, lifestyle decisions, and seasonal variations, can have a significant impact on the frequency of consumption by consumers. Businesses can efficiently segment their target market, customise marketing techniques for distinct customer segments, and optimise inventory management to accommodate swings in demand by analysing data on consumption frequency. In the competitive frozen dessert business, having this knowledge is critical to increasing sales and cultivating client loyalty.
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Examining the question above, it is evident that flavour preferences of consumers have a significant impact on what products companies sell and how they market them. According to research by Thompson, Lutz, and Delafosse (2018) indicates that cultural influences and shifting consumer trends frequently cause popular snow cone flavours to fluctuate seasonally and geographically. Common flavours include more unusual selections like mango, pineapple, and watermelon, as well as more conventional ones like lemon, cherry, and blue raspberry. Businesses can adapt their product portfolio to suit regional tastes, try out creative flavour combinations, and take advantage of latest trends by having a thorough understanding of these preferences. Snow cone companies can enhance their flavour selections to increase appeal and customer satisfaction by examining industry trends and customer feedback.
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Analysing the above question, it is evident there are several elements that consumers take into consideration when deciding where to buy snow cones. Consumer preference favours places that are easily accessible and provide prompt service, therefore convenience and accessibility rank as the major considerations (Smith and Jones 2019). Affordability is another principal factor that many consumers consider when making purchasing decisions. Also, a key factor in influencing consumers decisions to buy is the products quality, which includes the snow cones flavour and the freshness of its contents. Additional elements that influence consumer decisions include the range of flavours offered, the accessibility of toppings, and the total quality of the customer experience (Brown and Davis 2018). Businesses that sell snow cones may gain a competitive edge in the market by positioning themselves strategically to respond to consumer requirements and preferences by recognising these driving variables.
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  Customers strongly want more flavour variety and healthier options when it comes to snow cone products, according to an analysis of their preferences. These results are corroborated by research by (Brown and Smith 2018), who show that consumers are becoming more interested in making health-conscious decisions and enjoying the chance to try out new and interesting taste combinations. Further, consumers value being able to customise their snow cone experience to suit their own interests and preferences, making customisation a principal factor. Snow cone companies can better distinguish themselves from the competition and meet changing customer demands by implementing these insights into their product development plans. Additionally, companies can expand their clientele and cultivate enduring patronage by realising the value of providing a diverse range of flavours and healthier options.





	
	
	




Task 4- Website and Marketing materials

Preamble
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The target demographic and a summary of the questionnaire analysis:

     Understanding customer preferences and behaviours around snow cones was the goal of the questionnaire. The following important conclusions were drawn from the responses:
   -  Fruity flavours like cherry, chocolate and blue raspberry were the most popular among respondents, suggesting a desire for light and tropical flavours. 

 - Texture and Consistency: In keeping with the importance of texture in the snow cone experience, most respondents preferred finely shaved ice to chunky ice. 

 -  The most popular toppings were syrup and whipped cream, but there was also a noticeable demand for more unusual toppings including gummy candy, fresh fruit pieces, and flavouring powders.
[bookmark: _Int_sEeg1DE5]- The examination of snow cone consumption showed a seasonal pattern, with the hot summer months and outdoor events like fairs and festivals seeing the most demand (Smith and Johnson 2023).

  The following is the target demographic for snow cones, as determined by the questionnaire analysis.


-Age Group: The main group comprises kids, teens, and young adults. They exhibited the most interest in snow cones, probably because they associate them with enjoyable outdoor activities and delicious snacks.
 

-Location: There will be a greater demand for snow cones in regions with mild temperatures or in which outdoor events are frequent. This covers festival sites, amusement parks, and coastal towns.
-Income Level: Although snow cones are inexpensive desserts, households that have more cash to spend on leisure activities are more likely to regularly indulge, particularly in the busiest times of year. 

-Lifestyle: One important group is those who lead active lives and like being outside and engaging in recreational activities. Snow cones are a cool treat for these kinds of events.

-Social Media Users: Young individuals who use social media platforms may be especially likely to buy visually appealing snow cones with unusual flavours and toppings, given the prevalence of visually appealing food trends on sites like Instagram and TikTok (Brown and Garcia 2022).





AI-powered content creation


What are some successful tactics or objectives that a snow cone company may establish to better target their customer base, especially in terms of marketing and customer interaction, ChatGPT?"
   [image: A screenshot of a message
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  After confirming that ChatGPT had comprehended my request, I requested five Facebook post ideas, including slogans. I also requested specific suggestions for snow cones.



[image: A screenshot of a computer
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 According to Evans (2020) ChatGPT can simplify life and seems like a great post idea to get your readers interested. It calls attention to how refreshing snow cones are and extends an invitation to people to stop by your stand at a festival or event. In addition to adding a playful and eye-catching element, the usage of emojis and slogans enhances their visibility on social media networks.

  Using ChatGPT's recommendations, this poster serves as an example.







    Another request for ChatGPT's creation was a website landing page with a short form:
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Website and Marketing Plan for Snow Cone


A cool and nostalgic favourite, snow cones stand out in the busy world of frozen desserts. A strong website and a successful marketing plan might be the cornerstone for success in carving out a place in this market (Smith and Johnson 2020).

Development of Websites:
A snow cone website should be all on flavour, freshness, and good times. The homepage should have eye-catching pictures of rainbow-colored snow cones sparkling in the summer sun to instantly inspire joy and excitement. Visitors should be directed to various parts, such as menu choices, flavour variations, pricing, and ordering information, using clear navigation tabs. 

    User engagement can be increased by incorporating interactive components like a flavour mixer tool that allows customers to create personalised combinations of snow cones. Adding a blog area with interesting snow cone-related statistics, recipe suggestions, and client endorsements can also improve the content of the website and draw in visitors (Patel,2019).
    Using social media sites like Facebook, Instagram, and TikTok is essential for expanding one’s audience. (Smith and Yongjia, 2012). The audience can be captivated by posts that are visually appealing and include videos of snow cone preparation and consumption. Promoting user-generated content using hashtags and holding giveaways or contests can increase brand awareness and build a feeling of community among followers.
     Local Search Engine Optimisation (SEO): Using local SEO strategies makes sure that the snow cone company shows up high in search engine results when customers look for neighbouring businesses. Creating Google My Business listings, optimising website content with pertinent keywords, and obtaining favourable feedback from pleased clients are all part of this (Johnson,2019).
      Partnerships and Sponsorships: Reaching out to neighbourhood events like fairs, festivals, and get-togethers offers great chances for brand visibility. At these gatherings, putting up a snow cone stand enables networking and the development of contacts with clients in addition to direct sales. Additionally, you can build goodwill in the community and improve company reputation by supporting school events or youth sports teams (Lerman,2021).

     Email marketing campaigns: Developing an email marketing plan allows for direct contact with clients and informs them of future events, new flavour releases, and specials. It is possible to encourage continuous interaction and repeat business by building an email subscriber list using website sign-up forms and rewarding memberships with exclusive offers or freebies (Kinnard,2018).
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