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MARKETING AND ANALYTICS PORTFOLIO


ohemaa.club
mailto:contact@ohemaa.club
http://linkedin.com/in/ohemaa-asante

@MEZMA ATA

'l '\t

| *Key Achievements:

' *Increased event attendance by 200% during tenure as ASA
Vice President through strategic social media campaigns.
*Spearheaded data-driven marketing strategies for How
Bazar’s "BIG" music festival, enhancing community
engagement and visibility.

*Developed data-driven financial tracking systems using SQL
and Excel, showcasing strong analytical skills and the ability
to extract actionable insights from data.

Managed a large-scale research project involving 79,960
participants, using STATA and SPSS for data analysis and
insights.

M.A. in Digital Marketing and Audience Analytics, University of Florida (2024 -

o Present)
[ ]
Ed u cat on. B.A. in Psychology, University of South Florida (2018 - 2022) with minors in
Anthropology and Forensic Behavioral Health
Google Digital Marketing & E-commerce Professional Certificate
ege . . Meta Certified Marketing Science Professional Credential
Certifications:

Google Analytics (Basic and Advanced)
Google UX Design Professional Certificate (In Progress)



PAST MARKETING EXPERIENCE

How my past experience aligns with the goals of this role:



"ASSIST IN EXECUTION OF MARKETING
CAMPAIGNS ACROSS ALL PLATFORMS”

Use of integrated marketing techniques to execute a campaign:

To increase event attendance by 200% with the African Student’s Association :

;- « The introduction of Email marketing

o T - Interactive social media and in-person marketing

— « Utilized data insights from Instagram insights to tailor campaigns, leading to increased
engagement.

To Design and execute successful campaigns for "BIG" music festival, utilizing social
media, local outreach, and data insights.

« The introduction and use of Google Search and Display

« Tag Manager and Google Analytics




Case Study Example:
Sample Marketing Strategy

The Future of Silverstone (Copywriting Assignment)
*Trend Analysis & Content Strategy: Developed marketing strategies for a
made-up data brand to increase brand awareness for a data platform, targeting
Ohemaa Peprah-Asante influencers and companies. Used trend data to create effective, engaging content
:;;’;;’::9’“”’""'°'M“‘°gi"" for blogs, social media, and emails.

*Forecasted Metrics: Created projections for growth using analytics tools to track
engagement and ROI.
*Visuals: Screenshots of campaign strategy slides or sample content ideas.

The Future of #Silverstone

LVMH CRM PROJECT // EUTURE OF SILVERSTONE PROJECT

OHEMAA PEPRAH-ASANTE 2024

, S
LVMH and 1ItS LVMH CRM Project

*Lead Generation & Data Integration: Designed strategies to attract younger
CR M b ase audiences through personalized CRM campaigns, focusing on social media
engagement and streetwear collaborations.
«Automation with HubSpot: Utilized HubSpot for automated marketing to
streamline lead nurturing and measure campaign performance.
*Visuals: Examples of lead generation flow, and data analytics charts.

MMC 5737 Lead Generation and Management,
Summer 2024

Showcases skills in strategic planning, data analysis, and integrating marketing technology—key for driving results
in marketing campaigns.


https://www.ohemaa.club/2024/08/27/lvmh-crm-techniques/
https://www.ohemaa.club/2024/08/27/the-future-of-silverstone/

"A FOCUS ON BRAND PARTNERSHIPS”

» Collaborated with other student
organizations to boost event
participation and expand reach.

« Partnered with local artists and
vendors, integrating their brands
into different events and
experiences.

« Engaged local community leaders
in collaborative outreach
programs.

Community Marketing and collaboration with like-minded organizations
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3 ?Every city needs a Bazar a la Carte,gHeller

> says. "Events like this foster creativi®y in all
its forms and provide a local community
for like-minded individuals. Bazar a la
Carte also nrovides an amazine nlatform




"ADMINISTRATIVE SUPPORT?”

Use of innovative administrative tools to streamline communication and
sharing of relevant documents for marketing campaigns:

N &

* Organized team meetings, created event schedules, and
coordinated logistics for major events.

« Set up Slack, Notion, or other tools for efficient communication,
ensuring timely updates and resource sharing.

« Coordinated executive meetings, managing agendas, and follow-
ups.
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“COORDINATING SUCCESSFUL PRODUCT
LAUNCHES & EVENTS”

Led creative direction, marketing strategy, and logistical planning, ensuring cohesive branding and messaging.

« ASA: Planned and executed events like the Mr. and Ms. Africa Pageant and Africa Week, driving
attendance through cohesive marketing

« How Bazar: Directed event logistics and promotional strategy for the "BIG" music festival, ensuring
brand consistency.

« NCCER: Supported
product launch
initiatives by aligning
financial planning with
marketing strategies.

Watch here:

PATHWAYS

A JOURNEY UNRAVELED



https://youtu.be/h0BV5S64dNg

“COLLABORATE WITH INFLUENCERS,
CONTENT CREATORS, AND BRAND
PARTNERS” @

Use of innovative administrative tools to streamline communication and o,
sharing of relevant documents for marketing campaigns: ar
e
 Managed ambassador programs, engaging influencers to ..
promote events, and raising brand visibility. ' . SUEET 220K

* . APPLICATIONS

* Worked with local artists to co-create promotional content,
enhancing event reach.

» Facilitated community programs, collaborating with local
. About ASA Street Team
influencers to spread awareness.

students to be involved with ASA, allowing us to

spread the African diaspora and facilitate
opportunities that will aid the development of

African and Non-African students as a whole.

MIAMI
— N BWTImes SUPPORT US *Scan the QR to find the application*
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Bazar a Ia Carte Qf.h Liked by heffskii and others
C b‘ Art' asa_usf INTERESTED IN JOINING THE STREET TEAM 1?

Om Ines an Isan The Street Team creates an opportunity for students to be involved

ith ASA, allowi d the African di d facili

Market, Workshops, and e bt e e
Music Under One Roof
Bazar a la Carte is heading to Miami to #OneAfrica ) @

cultivate culture, connection, and commerce
amona South Floridian makers.



“DATA-DRIVEN MARKET RESEARCH
TREND ANALYSIS”

The use of data-driven skills to take a fresh look at marketing
campaigns and strategies.

Conducted trend analysis to tailor event marketing strategies
to student interests and engagement patterns.

Used Google Analytics to understand. community
demographics, informing campaign decisions.

Analyzed trends, applying market research skills to forecast
emerging patterns.

Applied quantitative techniques
like logistic regression to uncover
trends, translating these into high-
quality insights and
visualizations.
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“QUANTITATIVE RESEARCH & DATA

ANALYTICS”

The use of data-driven skills to translate data into insights and findings
with a life of their own.

* Lead Quantitative Researcher, SMART LAB @ USF: Oversaw a
quantitative research project involving 79,960 participants focused
on substance misuse prevention.

« Used programming languages and statistical tools like STATA
and SPSS for advanced data analysis, including logistic
regression and univariate analysis.

* Presented findings at the CPDD conference, showing my ability to
translate insights into digestible information for all audiences.

» Created data visualizations such as tables and graphs to
communicate findings.

* @ NCCER: Developed and utilized automated financial tracking
systems using SQL and Excel at NCCER, enhancing accuracy in
accounts receivable.

» Created detailed reports to identify trends in customer
payments, optimizing receivables.

UNIVERSITY of

SOUTH FLORIDA

SMART

Substance Misuse & Addiction
Research Traineeship

Racial Differences in the Impact of Adverse Childhood Experiences
on Opioid Misuse Among Justice-involved Adolescents

Ohemaa Peprah-Asante, B.A}, Gina Micciche?’, and Micah E. Johnson, Ph.D?
1SMART Lab, Department of Mental Health Law & Policy, University of South Florida, Tampa, FL

Introduction

Systemic racism may be directly and indirectly associated with opioid misuse
among justice-involved adolescents (JIA) through racially charged
incarceration rates.

The associations between race and family structure and function could
possibly explain the recent stark increase in opioid deaths among Black
individuals.

Certain racial and ethnic minority groups are predisposed to higher rates of
incarceration, resulting in less family cohesion and structure. There is a deficit
of research on how race and trauma impact risk for opioid misuse among JIA.

We hypothesize that: (H1) higher scores in household dysfunction will be
associated with a higher likelihood of Opioid Misuse; and (H2) The impact of
these factors are affected by race, having a greater impact for minority JIA
populations.

Cross-sectional data on 79,960 from the Florida Department of Juvenile
Justice (FLDJJ) were examined. A stratified logistic regression was conducted
using StataBE 17.0. The sample of Justice Involved Adolescents represented
minors who were arrested for delinquency, completed the full intake PACT
assessment, and those who reached the age of 18 by 2016,

The more cohesion found within a family can lead to less future deviance
and heavy drinking in JIA (Farell 1995).

IV: 5 ACE-items in the household dysfunction domain (mental illness,
incarcerated relatives, mother treated violently, substance abuse®, and
divorce)

DV: past 30-day OM.

Table 1. Factors Associated with Opioid Misuse
P30D OM (Ref = No)
aO0R a
Family Violence (Ref=no)
2.35%* [1.97,2.79)
Household Substance Abuse* (Ref=no)
167%** (151,184
Household Mental lliness (Ref=no)
111 (0.99,1.25)
Parental Separation or Divorce (Ref=no)
0.86 [0.78,095]
Household Member Incarceration (Ref=no)
1.09 [0.97,1.21]
Note: *p<0.05, ** p <0.01, *** p<0.001
By acknowledging the offects that are observed, resources can be introduced that intend to

target children who fomnily high levels of fomnily violence and/or household substance
abuse, as they are the most prone to opioid misuse risk.

Discussion and Conclusions

Certain racial and ethnic minority groups have more odds present to face a
break in family cohesion and structure due to many instances influenced by
race, such as lack of access to quality treatment and fair justice rates when it
comes to opioid use and rehabilitation. As a result, JIA have a higher odds
rate to turn to opioid misuse.

Certain ACE scores in the household dysfunction domain were associated
with a higher likelihood of 30-day OM. Family violence and household
substance abuse* were shown to be statistically significant.

Regardless of race, JJA who encountered factors in the household
dysfunction domain, accounted for higher rates of turning to opioid use.
Those who encountered Family Violence had the highest main effect for

ot S

Table 2. Factors Associated with Opioid Misuse Stratified by Race
Race White Black Latin
P30D OM (Ref = No)
aOR e] a0R c a0R el
Family Violence (Ref=no)
217*** [179,2.64] 335*** [175642] 3.01*** [1.77,5.09]
Household Substance Abuse* (Ref=no)

164** [147,1.83] 185°* [133258) 174** [128237)
Household Mental lliness (Ref=no)

107  [094122) 117 [0.74,1.86] 151* [1.03,222]
Parental Separation or Divorce (Ref=no)
082** [0.73091) 101 [067,154] 116 [0.84,1.60)
Household Member Incarceration (Ref=no)
113* [1.00,129) 084 [058123] 096 (0.70,1.32)
Note: *p <0.05, ** p <0.01, *** p<0.001

Household Dysfunction: Family Violence showed the highest main effect with 2.35,
Household Substance Abuse® showed a significant 1.67 times effect rate on JIA,
Household Mental lliness showed for a 1.1 times main effect, Parental Separation
accounted for a 0.86, and Household Member Incarceration accounted for a 1.08
times effect rate (Table 1).

Race: Family violence, and household substance abuse*® are statistically significant
and have a higher likelihood of OM than the other factors. When accounting for
race Family Violence still showed the highest main effect, although Black JIA saw an
average of a 20.3% increase in the ACEs having a main effect than their white
counterparts. Latinx JIA also saw an average of a 22.7% increase in the ACEs having
a main effect than white JIA (Table 2).

The National Institute on Drug Abuse supported this research under award
8 (Rl s i Do o e Ll S S o



I » Home H » VISUALS || » drooling over a marketing campaign? | » turning brands into celebrity: the paparazzi effect on new age marketin
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turning brands into celebrity: the paparazzi effect on new age marketing

Read here:

*Market Research & Trend Analysis: Conducted scholarly-level
research on new-age marketing trends, launching an investigation
on how brands leverage nostalgia, celebrity appeal, and influencer
culture to engage audiences.

«Content Strategy: Developed a narrative that explains complex
marketing tactics, and highlighted how brands can turn products
into "celebrities" through strategic campaigns.

*Branding & Partnerships: Explored strategic use of influencer
collaborations, showing how authentic, paparazzi-like content can
create buzz and drive engagement.

*Creative Insights: Demonstrated how blending aspirational and
relatable elements enhances marketing effectiveness, offering
actionable strategies for brands to follow.

Case Study Example:

Marketing Tactics Investigation for

Personal Blog

Showcases skills in market research, strategic content creation, and partnership management—key for executing

innovative marketing campaigns.


https://www.educationofmo.com/turning-brands-into-celebs-the-paparazzi-effect-on-new-age-marketing/

CROWN TROPHY

“MAINTAIN A TALENT DATABASE &
TRACK EXPENSES” o

Maintained both the budget and contacts for the African Student’s 813.975.9000

[ Name / Address Ship To PICK-UP DATE
Rep Terms

Association and the How Bazar. Used Excel to create financial-focused R
reports for NCCER.

10/28/20

Pick Up Custor
Proof l YES l paohemea
Item Quantity Description Price Each
Ordered by: Ohemaa Peprah-Asante
D . pachemaafi gmail com
ocu_>un. 50 2
© Mar2. Sx7BL3H 2 2.5x7 Black Marble 3 Hole 0.25
The Global Standard for eSignature Mar3x7.5BL3H 2 3x7.5 Black Marble 3 Hole 0.25
PTrophyS0 2 50 Trophy Price 24" Trophy*** 31.5€
FinsGid6 2 6' Gold Insert Figure 1.0¢
Riser 2 Clear Dismond 0.0¢
Trm Piece Rl Gold Ist Place 0.0¢
FigureA 2 Gold (Beauty Queen - 1) (1 King ) 0.0
Column 2 Gold Storm 0.0¢
FigureA 2 Loving Cup Gold 0.0¢
Insert Mylar 2 New Logo 0.0
A = A A TrEng5.75 2 Trophy E 5.7 0.0
« Maintained contact lists and tracked budgets f t °
alntained contact lISts ana tracke udgets 1or events, ensurin Aincan 4
Miss. Aln

efficient use of resources.

Mr. Africa 2020-2021
24" 2 Column Trophy With Figure, Riser, Insert Figure

* Developed SQL and Excel-based financial tracking systems, T——

. . . PiMylHolBIK2 ; 2' gold Mylar Holder With Logo 9.95
PBVBrSx7 8 5x7 Brown Veneer Plaque Board ).0C
improving budgeting accuracy. b e z,_;c

2 for each category

« Managed event budgets, coordinating with vendors to align costs N AP 20820 e’ v

Mr Africa Pageant 2020-2021 Most Improved Award
Mr Africa Pageant 2020-2021 Photogenic Award

W| th expected R OI . Mr and Miss Africa Pageant 2020.2021 Congeniality

Award

Miss Africa Pageant 2020-2021 People”s Choice Award
Miss Africa Pageant 2020-2021 Most Improved Award
Miss Africa Pageant 2020-2021 Photogensc Award
Miss Africa Pageant 2020-2021 Congeniality Award
PPlaque 8 Plagque Price 0.0¢
0.0¢




“SUPPORT IN-PERSON MARKETING
EFFORTS”

Increased efforts of using the Executive Board as “influencers”. The
personality of the officers became the brand and key to ASA's success.

Organized photoshoots, fashion shows, and events, creating engaging visual
content for promotion.

Coordinated marketing efforts during in-person events, enhancing on-site
brand engagement.

Facilitated community events, driving participation through strategic outreach.
Used data from SMS engagement metrics to optimize marketing strategies,
ensuring higher engagement during events.




7N Influencer Strategy: Used contestants

o as event influencers, leveraging their
= networks.

Event-Based Reveals: Introduced
contestants at key events like the Date

Auction to build anticipation.

Content Creation: Released trailers and
Instagram stories to generate buzz and

connect with audiences. /
WEE Engagement: "Get to Know the . IO 6 g ] [y £
PSIMA Contestants" stories increased audience gl N S A g
I BINAY  interaction pre-event. Al | 7 RS )
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NN b Case Study Example:
S AV .o ASA’s Mr. and Mrs. Africa
T Yy T Pageant 2022



HOW | CAN FIT INTO YOUR
TEAM

How my skills work with what your team is looking for:



| have experience in curating and managing marketing
strategies and campaigns across social media, emails,
and in-person marketing.

| would love to show you the skills that | can bring
to the team and grow both as a person and a
marketer and analyst as well.

| have a solid background in building relationships
between “influencers” and partners, an important skill to
have when working in this field, as it has a strong focus on
its collaborations with creators to garner brand reach.

Thank you for reading!

-Ohemaa

| have shown to have extensive skills in the data realm
and want to use the information found in data and
analytics to inform our marketing decisions, making
campaigns as effective as they can be.

Skilled in SQL, Excel, and Google Analytics, | utilize data
to inform such decisions, helping brands optimize their
outreach and achieve measurable growth.

| also have skills in creating content and/or managing
content that can be used to create a relationship with
target audiences, allowing for smooth storytelling to
commence.




CONTACT ME!

CONTACT@OHEMAA.CLUB


mailto:contact@ohemaa.club
http://linkedin.com/in/ohemaa-asante
ohemaa.club
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