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Manifesto Writing
My Beliefs
1. Unless I am in control, I am never happy.
2. Any person who is not happy annoy me.
3. It is my responsibility to take care of other people.
4. Individuals who fail to try new things are losers
5. I do not know or understand everything. 
6. Men are smarter than women.
7. It is pointless to complain about the universe.
8. Without clear set of goals, one is bound to fail. 
Beliefs are defined as the thoughts or ideas predicated on people convictions and experiences and may not essentially be based on fact or logic. These beliefs are usually formed through rigorous research; however, one tends to hold them as significant features of self. In this case, beliefs act as point of references that human beings interpret the globe (Ricco, Gualerzi and Ranzieri, 2020, p.13). Even though beliefs are likely to change, it usually takes strong evidence or long time to convince an individual to change in what they believe in. 
[bookmark: _Hlk61280138]I believe in having a degree of control over my destiny. This control belief dictates that I should satisfy the inner psychology strivings of self rather than pursuing tasks or goals for external satisfaction. Individuals who have external focus tend to feel that their fate isn’t in their explicit control (Lombardi, Heddy and Matewos, 2020, p.67). In this case, diminished control belief usually results in ascribing life accomplishments and events to luck, fate or situations that one is unable to influence, such as what takes place if individuals believe they are stuck in monotonous job due to unfavourable market condition (Chonody, Sultzman and Hippie, 2020, p.811). I usually seek challenges and set stretch goals rather than settling for the status quo. Since I have strong control beliefs I tend to feel in command of my perceptual world. As such, I believe I can orchestrate my lifestyle, social relationship and career because I take responsibility and I can account for my failures or success.  
I believe in achieving desired outcomes and reflecting on micro-level assessments of the perceived abilities and skills needed to finish tasks like installing computer software. As such, I always appraise my degree of competence on actual knowledge and ability, but upon assumed competence beliefs, comprising the perspectives of other people (Lombardi, Heddy and Matewos, 2020, p.83). Competency assessment is likely to influence perspectives of self-worth and can be the decisive aspect in determining if I work on the task or choose to withdraw, defer or avoid it (Chonody, Sultzman and Hippie, 2020, p.817). Through this, I believe in working at tasks at hand because I am regularly motivated by preparedness to accept failures based on perceived possibility of desirable evaluations from other persons.  
I also believe in setting goals and passionately pursuing them. Goal setting helps to represent the alleged aim of engaging in learning. Naturally sited as an elucidation of academic conduct, I usually prefer to pursue personal development and academic knowledge for intrinsic satisfaction of mastering ability or skill and based on appearance (Clancy and Binkert, 2017, p77). In the pursuit of goals based on appearance, I am always focused on looking presentable in the eyes of my colleagues. Through this approach, I am more concerned about the productivity as well as assessment of my ability from other people (Clancy and Binkert, 2017, p.79).  I also show more interest in knowledge accumulation, unlike the superficial intents of relative expertise prevalent to a standardizing performer. Based on this, I believe in seeking help if needed and I always believe in monitoring my task progress and prepared to try novel or optional strategies to attain the desired results than focusing on my egotistical peers. 
Observational Writing
[bookmark: _Hlk61280757]The preferred image for observation writing is advertisement poster for channel no.5 perfume. This image has significant features that differ in complexity and intricacy of implementing suitable deal and provide an exceptional platform for semiotic analysis. There are critical questions that ought to be considered when analysing the image such as: how the posture of the models on the poster convey desired meaning of the advertisement; how facial expressions play key role and if they might be taken into consideration as part of the sign system; the role or significance of clothes worn in the advertisement (Kerslake and Wegerif, 2017, p.75).

[bookmark: _Hlk61280606]3 key aspects of semiotics that will be used to simplify my writing are: signs, codes and referent.  Signs are defined as signifiers also known as forms that are shown, and signifier which are concepts represented (Pelkey, 2017, p.47). On the other hand, codes are derived from the society.
Thus, in this ad, cultural and social patterns were painstakingly studied before creating an advertisement to convey specific message needed.
The main signifier in the image is a female. Her clothes are predisposed to convey a specific message regarding her class or social status. One can construe to assume that she belongs to upper class just by looking at the dress she is putting on (Diel and Katsinas, 2018, p.173). This is considered to be something that women put on for company functions. Her jewellery maker is elusive; yet the other status symbol.  The creator of the image understood the secret desires and wishes of the target audience in order to appeal to those audience in ad by fully maximizing the predominant cultural codes (Zhang and Yu, 2020, p.517). These codes of culture act as the transmitters of sign systems to the customers. In the image of Channel no.5 advert, the image depicts specific values commonly present in the societies (Pelkey, 2017, p.53). The producer was required to appeal to consumers through the perfume advert and overcome competitions. As such, the image was created so that the perfume could act a signifier (Kerslake and Wegerif, 2017, p.77). 
The semiology provides different perspectives about the message image is created to convey. In this case, the viewer can find it easier to draw line between the qualities of status, beauty as well as elegance of the product and the company is marketing. These are considered to be the signified concepts of the image (Diel and Katsinas, 2018, p.179). Chanel No 5 perfume illustrates these epitomes.  This means that acquiring this commodity, one can hope to assist in these necessary features themselves. No 5 Chanel perfume is considered to be a signifier of these epitomes. Beauty together with elegance now become ‘the signified’ perceptions (Koptseva and Reznikova, 2017, p.251). Clients focus on buying the commodity hoping that they will be able to acquire these features.
In general, this image has a worldwide appeal. The image of attractive, rich as well as elegant woman is not envisioned to reach audiences who have these similar attributes; it is intended to generate an imagination for customers to look up to. This means that there is an inconsistency in the content of the image since the regular consumers cannot look like Kidman Nicole, however, through the usage of No 5 Chanel, an audience can seepage into imagination that shall permit one to coexist with one’s fictional self.
[bookmark: _Hlk61280874][image: ]
Practice-based Writing
Key features of the artefact include the following: the model who is a woman, strikingly beautiful and elegant. Those who watch western films can easily identify who the model is– not different from the famous, award-winning actress Kidman Nicole. With these features, many visuals automatically spring in mind which include desirable, famous and rich.  
[bookmark: _Hlk61281997]The way model has displayed in the artefact can similarly be observed as the other signifier. She has provided the spectators with her profile and tilted her head to focus on the camera. It is virtually as if she desires to entice the onlookers devoid of being too explicit about it (Olteanu, 2017, p.195). This body language is suggestive of the artefact’s qualities. Possibly the producers needed or desired to inform the public and customers that their perfume is more appealing (Bell and Taheri, 2017, p.101).
The necklet act as the connection between the model and the commodity she is promoting and recommending. However, the clothes of the women similarly have sexual elements in them (Hawreliak, 2018, p.87). It is a low-cut clothing that discloses a significant part of her back. Looking at the image it is easier to be instantly drawn to her body’s faultlessness as exposed through the clothing (Bell and Taheri, 2017, p.121). Definitely, most promoters have the habit of using sexuality as the spectator’s captivator, and the creator of this image is one of them.
She displays more confidence through her face, but has un-overdone this. It can be presumed that the advertiser sought to describe a strong female figure. Societies have the habit of accepting of females who show subtle strength as compared to absolute aggression (Olteanu, 2017, p.197). Most likely the envisioned target audience have higher chances of admiring this woman and some of them might essentially desire to ‘be her’.
[bookmark: _Hlk61282145]Makers of this artefact have coagulated that message by using a celeb. Kidman Nicole was at one time an award-winning artiste; western fans or spectators liken her with affluence and wealth (Almeida and da Silva, 2018, p.883). Subsequently, it can be assumed that if she is able to promote or recommend the commodity, then she is exemplifying that this commodity or good is for consumers or persons like her (Hawreliak, 2018, p.97). Targeted spectators might think of themselves as being distinct for the reason that a celeb has promoted the perfume.
Owing to globalization, numerous persons have higher chances of identifying themselves with the body language, dress as well as expressions put on by the model (Almeida and da Silva, 2018, p.889). Nevertheless, not all global or worldwide spectators shall instantly recognize that the photographed female is a celeb. This might take away the envisioned impact of such commendation (Olteanu, 2017, p.201). Nevertheless, females in the globe are likely to appreciate and recognize envisioned denotations in the ad through other traits.
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