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‘About me’ section for LinkedIn Profile

Hello! I'm Raluca, a dynamic professional who is passionate about lifelong learning, leadership, and cross-cultural communication. With a diverse background in architecture, business improvement strategies, and retail leadership, I bring a distinct set of talents and perspectives to each organisation.
My educational journey began at Music and Arts High School "Sigismund Toduta" in Deva, Romania, where I cultivated a love for architecture and design.  I furthered my knowledge through a rigorous apprenticeship program in Business Improvement Techniques, gaining invaluable skills in process optimization and project management.

Currently, I am pursuing the Level 4 Certificate in Employability Skills from the University of Wales Trinity Saint David, furthering my commitment to personal and professional development. This program equips me with essential skills in communication, teamwork, and problem-solving, preparing me for success in today's dynamic workplace.

My career path led me to Amazon Swansea, where I had the privilege of serving as a Team Leader in two critical departments: Customer Returns and Inventory Control & Quality Assurance. In these roles, I led diverse teams ranging from 30 to 150 (220 in peak time) individuals.
In addition, I've gained valuable experience working in Germany at a schoolbooks warehouse (Klett). This role provided me with insights into warehouse operations and logistics, further enhancing my expertise in inventory management and quality assurance.

At Amazon, I thrived in a fast-paced environment, leveraging my leadership skills to optimize workflows, enhance productivity, and drive performance excellence. I spearheaded initiatives to improve efficiency, reduce waste, and elevate quality standards, resulting in tangible improvements in team performance and customer satisfaction.

In addition to my professional achievements, I am fluent in four languages: Romanian, English, German, and Spanish. This proficiency in multiple languages has enabled me to effectively communicate and collaborate with colleagues and clients from diverse cultural backgrounds, fostering strong relationships and driving successful outcomes.
As I continue to expand my horizons and pursue new opportunities, I am driven by a passion for growth, innovation, and making a positive impact. I am open to new challenges and collaborations, and I welcome connections with fellow professionals who share my dedication to excellence and continuous improvement.

Let's connect and explore how we can work together to achieve our goals and create meaningful change in the world!

Storytelling

In today's corporate environment, storytelling has emerged as a significant tool for developing and promoting companies. As discussed by Lämmermann and Gerlach (2022) in the Journal of Brand Management, “the power of storytelling lies in its conceptual foundations and implications for brand strategy”. Brands may differentiate themselves from competition by utilising storytelling potential to create captivating stories that appeal with their audience, generate emotions, and capture their attention (Escalas, 2018; Holt, 2016; Brown, 2019). 
According to Cangie (2020), storytelling in branding refers to the carefully planned creation of authentic and consistent narratives that which humanise the brand. These storylines encourage empathy and connection with the target audience, helping brands effectively communicate their essential values.
Qu and Li (2021) and Klaußner (2018) define brand storytelling as the strategic use of storylines to communicate a company's identity, values, and commitments to customers. It involves creating captivating stories that generate emotional responses, produce memorable experiences, and promote brand loyalty. Brand storytelling goes beyond regular advertisements by developing real connections with customers, improving brand perception and increasing customer engagement.
Compelling stories that are memorable and shareable, which boosts brand recall and perception, brands can leave a long-lasting impression on their customer's minds by creating emotional stories and memorable experiences, resulting in greater brand awareness and engagement. According to Fertik (2017), strong stories have the ability to connect with audiences on a human level, resulting in word-of-mouth marketing and greater brand reach.
Storytelling stimulates active consumer participation and engagement, resulting in increased brand advocacy and loyalty. Brands could promote a sense of community and belonging by including customers in the brand narrative and encouraging them to share their own stories. Sangal (2020) emphasises the importance of brand storytelling in shaping consumer purchase intentions, with real storylines creating emotional engagement and influencing customer behaviour.
Authentic storytelling strengthens trust and loyalty from customers by proving transparency, honesty, and integrity. By providing unique and accessible experiences, brands can humanise their image and promote themselves as reputable allies rather than unknown corporations. Brown (2019) points out that vulnerability in brand storytelling may trigger strong emotional responses from customers, fostering stronger connections and long-term commitment.


Patagonia’s "Don't Buy This Jacket" campaign. 

Patagonia, an outdoor clothing, and gear company, exemplifies the transformative power of storytelling in brand development. Patagonia was founded in 1973 by Yvon Chouinard and has developed a brand identity that is heavily based in environmental advocacy and sustainability. Patagonia's brand narrative revolves around its commitment to "cause marketing," which aligns the company's business activities with environmental advocacy (Tronvoll & Skard 2019).

One famous example of Patagonia's brand storytelling is the "Don't Buy This Jacket" campaign, which debuted in 2011. The campaign, which ran as a full-page ad in The New York Times on Black Friday, asked readers to reassess their purchasing patterns and choose sustainability over consumerism. Rather of encouraging excessive purchasing, the advertisement urged people to repair, reuse, and recycle their items, reflecting Patagonia's values of responsible consumption and environmental care (Holt 2016).

According to Si-Mba (2022), Patagonia effectively positioned itself as a champion of environmental sustainability by using storytelling as a strategic tool, connecting with customers who share similar values and views. The "Don't Buy This Jacket" campaign drew extensive media attention while also eliciting a strong emotional response from consumers, encouraging brand loyalty and advocacy among its targeted audience.

Connecting with the Audience: The Emotional Resonance of Patagonia’s Storytelling

Patagonia's storytelling strength originates from its ability to create genuine connections with its audience by tapping into common values and ideas. According to Escalas (2018), customer storytelling has a significant impact on brand experiences and perception. Brands may build stronger emotional connections with consumers by crafting storylines that speak to their personal experiences and aspirations, resulting in brand loyalty and advocacy.

In the case of Patagonia, its brand storytelling extends beyond traditional marketing channels to encompass a range of multimedia platforms, including social media, documentaries, and interactive campaigns. For instance, Patagonia's "Worn Wear" initiative, which showcases stories of customers' well-loved and repaired Patagonia gear, serves as a testament to the enduring quality and durability of its products, while reinforcing its commitment to sustainability and mindful consumption (Si-Mba,2022).

Storytelling serves as a powerful tool in building and promoting a brand, enabling companies to establish authentic connections with their audience, foster brand loyalty, and differentiate themselves in a crowded marketplace. Through compelling narratives that evoke emotion and resonate with consumers' values and beliefs, brands can transcend transactional relationships and cultivate a sense of community and belonging. As exemplified by Patagonia's brand storytelling efforts, the strategic use of storytelling can not only drive brand awareness and engagement but also effect positive social change, demonstrating the transformative potential of narratives in shaping consumer behaviour and perceptions.

Questionnaire Analysis

The research task focused on questionnaire that was distributed to the first-hand potential customers. The key aspect was the result data analysis, specifically obtaining relevant insights to inform strategic decision-making processes in the business. The objective was to identify patterns and trends in the data that might be used to build a strong business plan.

The methodology involved a comprehensive review of three critical questions from the questionnaire, with the goal of extracting important insights. By methodically analysing the responses, the study attempted to develop a data-driven approach that would improve the organization's ability to make informed decisions. This method allowed for a better understanding of client preferences, market dynamics, and upcoming trends (Kumar & Reinartz, 2016).

*For the entire questionnaire please see Appendix A


Figure 1 - Interest

The huge interest shown by 91% of respondents in buying items created from their children's favourite clothes is a big opportunity for the memory blanket market. This significant level of interest highlights the demand for personalised and nostalgic products, which complements the company's speciality in making memory blankets from cherished clothing pieces. This great interest emphasises the need of customising marketing efforts to highlight the product's emotional value and uniqueness, appealing to parents' desire to preserve memories and create significant keepsakes for their families. Leveraging user-generated content and storytelling on social media platforms can improve brand authenticity and establish better connections with the target audience, resulting in increased engagement and conversion rates (Kim & Ko, 2012; Lipsman et al., 2012; Stelzner, 2017). Understanding and responding to consumer interest is critical in designing the memory blanket company's marketing strategy so that it may effectively capitalise on market potential.


Figure 2 – Customer Preferences

The favourable questionnaire result, showing customers' desire in purchasing other goods manufactured from their children's preferred clothes, represents a big opportunity for the memory blanket company to expand its business. This observation shows that product offers could be diversified to meet the target customer's broader wishes and preferences. This finding emphasises the need of undertaking extensive market research to identify additional product prospects and capitalise on consumer preferences (Keller, 2016). Expanding the product range to include complementing items such as stuffed animals, pillows, or quilts produced from beloved clothes can enhance customer satisfaction, increase customer lifetime value, and reinforce brand loyalty (Datta et al., 2017). This emphasises the importance of adaptability and innovation in developing the company's marketing strategy in order to capitalise on emerging opportunities and achieve its success.



Figure 3 – Social media preference

The overwhelming preference among responders for Facebook, with 82% using the network, highlights its critical position in the memory blanket company's marketing approach. This statistic highlights the importance of using Facebook to properly engage the targeted audience. Facebook's large user base and solid advertising features make it an excellent resource for businesses looking to increase visibility, boost website traffic, and develop leads (Li, Larimo and Leonidou, 2022). Through targeted advertising options, the memory blanket company can adapt their messaging to certain demographics, assuring connection with their ideal clients. (Mangold and Faulds, 2009).
Furthermore, Facebook's wide analytics offer significant insights into enhancing advertising strategies and optimising key metrics such as engagement, reach, and conversion rates over time This emphasises Facebook's essential role in the memory blanket company's marketing strategy, as well as the need of using its features and resources to form meaningful connections and engage with the target audience (Kabadayi and Price,  2014).


Website and marketing materials
The questionnaire handed out to potential clients is an example of primary marketing research, as it provides direct insights into the target market. Primary research entails gathering data directly from the source, allowing firms such as Cuddle Buddy to obtain particular information tailored to their needs. Businesses can acquire a better understanding of client preferences, behaviours, and motivations by conducting direct customer engagement surveys or interviews (Tegan, 2024).
Analysis of the questionnaire answers revealed that the majority of potential Cuddle Buddy customers are between the ages of 35 and 44, indicating a specific demographic category with distinct needs and interests. This information has influenced the segmentation of the target market, allowing Cuddle Buddy to adapt its marketing messaging and product offerings to this specific group of parents. Cuddle Buddy may create personalised marketing efforts that appeal directly to the interests and needs of this group by segmenting the market (Chen & Dubinsky, 2018).
Search Engine Optimisation (SEO) is the practice of optimising a website or online content to improve its organic exposure and ranking on search engine results pages (SERPs), with the goal of increasing traffic and online presence. SEO tactics include keyword optimisation, content production, link building, and technical optimisation to improve a website's relevance and authority for search engines like Google, Bing, and Yahoo (Cooper, 2023; Mladenović et al., 2023; Santiago, 2024).
The study results also revealed that the vast majority of respondents are Facebook users who shop both in-store and online. This information guides the creation of SEO strategies aimed at optimising Cuddle Buddy's online presence across a variety of digital platforms, including social media retailers such as Facebook, Vinted or e-bay . Cuddle Buddy can boost its search engine ranks and exposure among potential customers looking for personalised memory keepsakes by using relevant keywords and optimising website content (Santiago, 2024).

To further explore the impact of questionnaire data on Cuddle Buddy's marketing materials, it is necessary to look into the precise insights acquired and how they were transformed into effective tactics (Smith & Zook, 2021). The data showing a desire in purchasing new goods manufactured from children's favoured garments highlights the possibility for product diversification within Cuddle Buddy's offers (Chen & Dubinsky, 2018). Cuddle Buddy may cater to a wider range of client tastes and enhance revenue streams by expanding its offerings beyond memory blankets to include plush animals, pillows, and even apparel items.
In addition, respondents' willingness to pay a greater price for customisation allows Cuddle Buddy to use a tiered pricing plan based on the level of personalisation supplied (Araujo et al., 2023). This could entail providing many customisation options at multiple price points, allowing clients to select the level of customisation that best suits their budget and needs.
Incorporating AI prompts into Cuddle Buddy's marketing materials provides a chance to increase consumer engagement and improve the purchase process for personalised memory blankets. The questionnaire results revealed that potential buyers are interested in acquiring other items produced from their children's favourite garments and are willing to pay a premium price for customisation. Using AI technology, Cuddle Buddy can build interactive prompts that help consumers through the customisation options offered, allowing them to modify their orders according to their preferences (Cooper, 2023).
The questionnaire analysis proved to be an effective method for ensuring that AI prompts are tailored to the audience's preferences and needs. It has increased the effectiveness of AI interactions by utilising the analysis' insights to create prompts that elicit more relevant, meaningful, and intriguing responses.
AI prompts are signals or instructions delivered to AI systems directing them to generate specific types of information. They serve as the user's input while communicating with ChatGPT and other AI models. 
Users can customise the AI-generated responses by making specific and clever suggestions. 
An AI model reads input and generates an output (text, image, sound, video, etc.) in response to a prompt (Cooper, 2023; Bozkurt and Sharma, 2023).
The questionnaire distributed to potential clients had an important part in creating Cuddle Buddy's marketing materials and strategies. Cuddle Buddy can efficiently reach and engage its target audience of 35-44-year-old parents who want to buy personalised memory keepsakes by leveraging primary research in marketing, market segmentation, SEO, and artificial intelligence. Cuddle Buddy's data-driven choices and marketing approaches enable it to connect with its target audience. (Hayes, 2022; Mladenović et al., 2023; Smith & Zook, 2021; Sugden et al., 2020). 

Chat GPT
ChatGPT, or Chat Generative Pre-Trained Transformer, is a chatbot created by OpenAI.  This chatbot is built on a vast language model, allowing users to customise and lead conversations based on length, format, style, level of information, and language. It is one of the fastest-growing consumer software apps ever (Gregersen, 2024).
For this task ChatGPT and the questionnaire results were put together to create relevant content for the Cuddle Buddy website. 


Based on the questionnaire, ChatGPT provided a lot of non-relevant content for the Cuddle-Buddy website, so I decided to change a little bit the content and to base the website more on the emotional part of the business.
When asked about the second page of the website ChatGPT provided better ideas. 


Website

Marketing Materials
Business card

Facebook ad

Flyer
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ChatGPT 3.5

@ You

For the memory blanket business named Cuddle Buddy- Turning memories into huggable
treasures, | made a questionnaire among some potential clients. The results showed that the
potential customers are parents between age of 35-44, the responders are also interested to buy
other items made of their children preferred clothes, they will be willing to pay a bigger price
depending of customisation. The results also showed that the majority of the responders are
Facebook users that shop both in stores and online. the majority of the responders also said that
they would recommend this items to family and friends. Can you make a website content based on
this information?

ChatGPT
Absolutely! Here's a draft for the website content for Cuddle Buddy, "Turning memories into

huggable treasures," based on the provided information:

Welcome to Cuddle Buddy - Where Memories Come Alive!

Are you a parent aged between 35 and 44, In~king to transform your child's cherished memories

into tangible treasures? Look no further lha.¢mddle Buddy! We specialize in crafting exquisite
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Based on this information can you provide some insights about the second page of the website.
What do you think it will be more appropriate, the story behind the business or the order form and
customisation of items

ChatGPT
Given the nature of the business, both options could be compelling for the second page of the

website. Here's a breakdown of the potential advantages of each:

Story Behind the Business:

* Providing the story behind the business can add a personal touch and help potential
customers connect with the brand on a deeper level.

* Sharing the inspiration behind starting Cuddle Buddy, anecdotes about memorable projects,
and the journey of turning memories into huggable treasures can evoke emotions and build
trust.

* Including testimonials or success stories from satisfied customers can further reinforce the
credibility and quality of the products offered by Cuddle Buddy.

Order Form and Customization of ltems:

* Offering an order form and showcasing the customization options prominently can cater to
customers who are ready to make a purchase immediately.

* Providing a seamless and user-friendly ordering process can enhance the overall customer

experience and encourage conversion |,
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