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Assignment 1: Video Vlog 
1. The storyboard 

 

2. The Vlog 

Link to the video: https://youtu.be/Ld6m_RTyyr0 

https://youtu.be/Ld6m_RTyyr0
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Assignment 2: Market research 

methods 
1. Mobile research 
- Explanation: 

Mobile research is a technique that help to collect and analysis research data through 

customers’ mobile devices 

- Example:  

Companies (for example – Devitt) getting feedback from customers through their 

phone immediately after they purchase. 
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2. Blogs and social media analyses 
- Explanation: 

 Social media analytics implies gathering data from social media, including any 

place online on which consumers can express their feelings and opinions on 

various topics concerning the brand, product or service of a company, and 

assessing this data to create valuable insights and based on them implement 

actionable steps to better the performance of the product and increase the 

income. 

- Example:  

For social media analytics different metrics can be applied. Two of them are social 

media listening and sentiment analyses.  Using social media listening, a 

professional can investigate ‘deeper’ about what comments and opinions people 

are expressing towards a particular brand on social media and ‘measure the 

sentiments of those conversations (positive, neutral, or negative)’ (Ward, 2019). 

 An example for the usage of this metrics in social media analytics serves Figure 1. 

 

 

 

 

 

 

 

 

 

 

It is also believed that ‘”by monitoring and analysing conversations, you can determine how to 
respond as the brand, and address customer issues or give thanks and praise when needed”. 
(Ward, 2019) 

  

Figure 1. Social media listening. (Ward, 2019) 
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3. Neuroscience 
- Explanation: Neuroscience in marketing field is used by marketers to understand how 

the consumers’ brains behave and reciprocate when they face a particular stimuli. 
Consumers purchasing decisions are often made on a subconscious level and by 
utilizing neuroscience in online market research, professionals can gain better 
impression of their customers’ behaviour and motivation so they can come up with 
the right products or services.  

- Example: Some of the techniques used in neuroscience are concentrating on 

emotions and using ‘visual stimuli’ (Couchman, 2017). 
 

1) It is proposed that colour is important instrument. For example, ‘cool blue is the best hue 

for conveying professionalism’ while ‘red and yellow are more likely to provoke hunger’ 
(Couchman, 2017). 

 

 

2) When consumers attach a specific emotion to a brand, then the brand “appeals to the 

subconscious mind of its customers”. It is vital to ensure that the brand is “appealing to the 

right emotions”. (Couchman, 2017) . 

 Visceral emotion technique can be implemented to attain greater outcome.  That is because 

“our brains are more likely to kick into action when we are stimulated by intense emotions, 

like anger, excitement, or even fear” (Couchman, 2017). An example of World Wildlife Fund 

advertisement is provided: 

 

 

 

 
 

Figure 2. Colour Psychology (Couchman, 2017) 
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4. Mouse tracking 
- Explanation:  

Mouse tracking is monitoring the position of the mouse cursor on the screen and for how long 

it stays on a certain position. It is used for understanding of how visitors of a website interact 

with it and their experience. It can provide insights about what pages people visit the most, 

which elements of the website are attractive for them, if they orientate themselves eaily and 

consequently upgrade the website in according with the results. 

- Example:  

To get an idea of a mouse’ movements, mouse heatmap is used. It utilizes thermal imaging 

and depicts the user scrolling, clicking, or where they pause in their experience. 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

Figure 3. Visceral emotion usage. (Couchman, 2017) 

                                                                                                           (Khongthaw, 2020)  
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5. Eye tracking 
- Explanation: 

This means that movements of the eyes of a website visitor or their focus on certain website 

element is tracked so that insights about customer’s behaviour are gained. 

- Example:  

‘The homepage of a truck service’ was explored by the Canadian marketing agency 

TechWyse with a heat map. In this way, they realized what information distracted the website 

users and changed it so that the focus was consequently directed     at the most important part 

of the page: 

  

                    (Patel, n.d.) 
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6. Online Website Measurement 
- Explanation: 

Online Website Measurement is a technique that helps us to monitor the performance of 
our website by using the browser to capture the website visit. After getting the permission 
from the panellist, we can gain insight into who visits which websites. 

- Example:  

Nowadays, lots of Insight pages allow advertisers to get insight into website visits. 
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Assignment 3: Social media monitoring 

& Infographic 
Social Media Monitoring 

1. Explanation:  
Artificial behaviour is described as a category of computer science which strive to 
“replicate or stimulate human intelligence in a machine, so machines can perform 
tasks that typically require human intelligence“. (O'Carroll, 2017) 

2. Used monitoring tools: Twitter search, Reddit search, Google Alerts. 
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3. What is the current discussion on the topic? 

 Topic:  discussion about the interconnection between AI and cybersecurity and its 

influence on the banking industry and finance sector. 

Segment:  

- Utilization of AI for ‘identity fraud, theft, phishing attacks or development of new 
malware’ is observed (Balboni, 2020). 

- A survey carried out by European Union Agency for fundamental rights concludes 
that 55% of the European Union dwellers are bothered by the fact that their data is 
‘accessed by criminals and fraudsters’ (Balboni, 2020). 

+ AI is utilized to combat ‘cyber-attacks’ by its effectiveness of inspecting enormous 

quantity information and diagnosing ‘patterns and anomalies’ (Balboni, 2020). 

(Announcer: Ph.D.- a top tier European ICT, Privacy & Data Protection lawyer. 

Professor of Privacy, Cybersecurity, and IT Contract Law) 

+ The significance if AI for the economy and the population is stressed by the European 

Commission (ENISA , 2020) . 

+ It is mentioned that AI brings significantly favourable chances to ‘enhance customer 

experience, democratize financial services, improve cybersecurity and consumer 

protection and strengthen risk management’. (Europian Banking Federation, 2019). 

The ethical worries caused by AI are acknowledged. However, the initial idea of 

creation of helpful to the society technologies is supported and the opinion that ‘the 

likely benefits of its use substantially exceed the foreseeable risks’ is expressed 

(Europian Banking Federation, 2019). 

+  Tim Sloane, VP, Payments Innovation at Mercator Advisory group provides a food 

for think while elaborating on the topic of biometrics on our ban card. Although 
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‘putting a fingerprint on the payment card’ is fairly costly, he presents the estimation 

made by ‘manufacturers of card-based fingerprint readers’. They allege that ‘by 2026 

3 billion biometric payment devices will be shipped every year, including wearables 

and USB dongles’ (Sloane, 2020).  

                                                                                                                                                                                                                                                                                                                                                                                                              

 Topic: AI in Healthcare Industry 

Segment:  

+ Dr. James Somauroo, Founder of somX, believes that AI ‘makes a genuine difference to 
care’ by utilizing data for enhancing ‘clinical pathways, intervention and treatment’. AI’s 
contributions are tangible in areas such as ‘radiology, pathology and dermatology’ as well 
as various ‘clinical processes like decision support, diagnosis, drug discovery…patient 
engagement and adherence to medication’ (Amy Molten, 2020). 

+ Richard Marcil, Chief Customer Officer of conversationHEALTH, observes that AI is 
extremely valuable in facilitating ‘ask and answer interaction’, transforming ‘medical 
information’ in accessible and applicable portions and leads to substantial ‘business 
value’. It is also effective in reducing costs (Amy Molten, 2020). 

+ Vivienne Winborne, Director of Communications in Alphalake Ai proposes that ‘machine 
learning, natural language processing and computer vision’ can be deployed to assure that 
‘patient data will be available in an emergency scenario’ (Amy Molten, 2020). 

+  Lakrai Healthcare states that Ai can be used not only for ‘optimising the yield of 
therapeutics and large-scale manufacturing sites’, but it can also be a tool for tracing 
‘COVID-19 vaccine development worldwide’ (Lakai Healthcare, 2020). 
Announcer: ‘young minds operating on AI technology to develop biomedics’ (Lakai 
Healthcare, 2020) 

 

 Topic: AI and transportation 

  Segment: 

Example: Autonomous driving has been implemented in China. Dominant self-driving 

organisations in this land are ‘Baidu, ride-hailing giant Didi Chuxing and start-up AutoX’. 

The author suggests that ‘driverless future’ is turning into ‘one of the key factories in 

artificial intelligence’ and states that in the countries which seek and exhibit 

predominance are China and the USA (Pan, 2020). 

-   In a surveyed conducted by WeRide and Tsinghua University’s Institute of 

Transportation Engineering, WeRide’s customers voiced their dissatisfaction with 

‘RoboTaxi’s fixed pick-up and drop-off spots as well as the limited number of vehicles 

in service’ (Pan, 2020) 

+  The survey made about the riding aspects of RoboTaxis rendered high scores for ‘in-

vehicle cleanliness, courtesy to pedestrians and non-motorised vehicles and safety 

driver performance’ (Pan, 2020). 

+ According to the CTO of AMCONSOFT (Worldwide IT provider & consulting company),  

AI can be used for tackling ‘traffic problems and driver fatigue’ as well as with the aim 

to ‘avoid accidents on the road or to provide emergency help’. When AI gathers 
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information from cameras, it can lead to distinguishing ‘a faster route and avoids lights 

to reach the destination faster’ (Vyacheslav, 2020) 
 

 

 

 

 

 

 Topic: Fashion Industry 

Segment: 

+ AI is utilized for designing clothing. It helps identifying customer’s personality and 

industry when it comes to fashion. It not only ‘analyses the customer sentiment with 

each clothing item and runway images’, but also discerns key themes in patterns, 

silhouettes, colours and styles.  

According to Chris Palmer, the global cognitive offerings lead at IBM, it shrinks the time 

spend on ‘laborious tasks that delay the creative process’.  

AI is used to minimize the ‘forecasting errors by as much as 50%’ when the future 

trends and customers’ propensity should be recognized. (Stone, 2020) 

+  AI is used in the textile manufacturing as ‘AI-enabled machines and robots’ can 

readily both ‘stitch the fabrics with perfection’ and ‘detect faults in fabric’ (Stone, 2020) 

+ It is of great importance in online shopping and Ecommerce busines since it can 

‘recommend items as per your colour preference, budget, and other attributes.’ 

Moreover, AI chatbots are used as virtual assistants and communications with a 

website’s visitors. (Stone, 2020) 

+ AI plays a significant role in ‘inventory and supply chain management’. It makes the 

process easier by refining ‘routes, cutting the logistic supply and shipping cost’ (Stone, 

2020) 

Figure 4.  

Figure 4. WeRide robotaxis in operation in Guangzhou (Pan, 2020) 
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Arti Zeighami, Head of advanced analytics and AI for H&M Group, discusses how AI 

can be incorporated in the Fashion field. He shares that the company tried to make use 

of AI analytics to improve ‘the communication, the personalization, the offering’ to 

their customers. (Anonymous, 2020) 

 

Best practices: 

It is stated that AI’s best application takes place in 

1) Banking sector 

• Improving customers’ intercommunication and contact – ‘chatbots, robo-advice, 

biometric authentication and authorisation’ 

• Betterment of ‘security and risk control’ such as ‘compliance monitoring, AML(Anti-

Money Laundry) detection and monitoring, fraud prevention, payment transaction 

monitoring, cyber risk prevention’ 

• Improving the performance of ‘banking processes’ such as ‘process 

automation/optimisation, complaints management, automated data extraction, KYC 

(Know-Your-Customer document processing, credit scoring)’ (ENISA , 2020) 

2) Healthcare Industry: 

• Is said that AI is of utmost importance when talking to ‘self-service solutions to health 

professionals, patients, and consumers’ (Amy Molten, 2020) 

• AI finds application in ‘earlier diagnosis of rare diseases’, ‘eye health’, ‘ear and 

hearing care’. (Amy Molten, 2020) 

• ‘radiology, pathology and dermatology’ are also indicated as key areas 

• Surgical robots play an important part in this industry- they can be used for 

Kyphoplasty, Spinal Fusion, Biopsy, Scoliosis surgery, Retinal surgery or remote 

surgery. (Stone, 2020) 

3) In transportation technology 

• The main influenced by AI segments in terms of transportation and logistics are 

‘traffic management, drone control, life-saving-cars, public transportation and 

shipment data’ (Vyacheslav, 2020). 

 4) Fashion industry 

• A few key areas of the fashion industry in which AI is applied are ‘designing clothing, 

textile manufacturing, online shopping and Ecommerce busines, inventory and supply 

chain management’ (Stone, 2020). 
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INFOGRAPHIC 
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Assignment 4: Blogging 
1. First versions/drafts of our blogs 
• Alice ‘s blog: 
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• Antonia’s blog:  
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2. Blog Feedbacks 

• Feedback for Antonia’s blog 

 

• Feedback for Alice’s blog 
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3. The final blogs 
• Alice’s blog: 

 

  



Digital Marketing Portfolio 2020 – by: Alice & Antonia 
 

21 
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• Antonia’s blog:  

  

her YouTube channel 

https://www.youtube.com/watch?v=15OnkuWHcno
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Reflection on the feedbacks:  

• Alice’s Reflection:  

Antonia’s feedback surprised me a lot. At first, I thought I was doing well, there was nothing 
I could improve more. But then I was in a rush so I made many grammar and vocabulary 
mistakes, luckily, Antonia did find all of them and reminded me. She also thoroughly helped 
me to improve my sentences and phrases (based on the Cambridge dictionary) to make the 
blog sound softer and more fluent. My blog has been improved a lot thanks to her.   
 

• Antonia’s Reflection: 

Owing to the feedback, my blog became more legible and comprehensive. Based on it, I 
changed the fonts, space between lines, and the dark, purple-coloured heading into green, so 
that it can be more pleasant and not-distracting.   
In terms of meaning and clarity, I enriched it with one  additional picture, worked on confusing 
sentences and added an explanation of the topic ‘binge eating’.   
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Assignment 5: Ad sequence 
1.  Audience insights, interests and behaviours 
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Elaboration on our results: 

Little do they rely on the mere usage of Computers. Instead, their most preferred way of using 
Facebook is through both Desktop and Mobile. 56 % of them make use of iPhones while 35% 
utilize Android for that. 

Our target group’s hobbies seem to be shopping (Winkelcentrum Presikhaaf and 
Winkelcentrum Kronenburg), sport activities (they train in Sportcentrum Indoor Action 
Arnhem) and going out for drinks (in MAMS, Shooters, Watermelon and Plaza Arnhem).  
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2. Ad sequence Facebook campaign for ISIC & 

their connection to the funnel 

 
 

 

 This 1st ad suits the 

awareness phase because it 

introduces the opportunity for the 

target audience (which being 

seized by them, will lead to buying 

ISIC product) 
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 This ad corresponds to the 

capture phase because it shows 

the benefits of the opportunity 

which the card will give the target 

segment (staying healthy & active)  
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   This ad is suitable for the 

conversion rate as it shows 

information connected with the 

price and a call to action (get your 

card) 
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Assignment 6: ISIC case study 
 
 

LANDING PAGE 
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BANNERS DESIGN 
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1) Why and How ISIC can benefit from affiliate marketing? 

o ISIC can benefit from affiliate marketing because there are many stakeholders 

(restaurants, hotels, fitness gyms, zoos, travel agencies) who can become affiliates - 

can include banner ads or text links on their websites to entice their own customers 

to visit the ISIC website and eventually purchase the card. 

o How can it happen? Content makers for closely related topics and bloggers, such as 

travel bloggers, food bloggers, sport bloggers and students themselves can publish 

excerpts of information related to their experience with the ISIC product or refer to 

friends and family members who make use of it. If they are transparent, as well as 

they provide their readers with an engaging content and positive outlook on the ISIC 

product, the visitors will access the ISIC webpage and eventually turn into ISIC leads & 

clients. 

 

2) Why we choose to use CPC as a checkout model? 

o CPC - by measuring the cost per click on the advertisement, we can understand how 

well the advertisement is acted upon, whether it is enough alluring or it should be 

slightly altered. We can also recognize whether the results (clicks) exceed the price of 

the product, and therefore meet the expectations. 
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Assignment 7: HTML & SEO 

assignment 
 
Link to the HTML page:  
https://www.w3schools.com/code/tryit.asp?filename=GLNO8D81CNAT 

 

 

https://www.w3schools.com/code/tryit.asp?filename=GLNO8D81CNAT
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Keyword Analysis: 
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Assignment 8: Google Analytics  
 

 

Keywords: 
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Returning Visitors:  
 

 

 

 

Audience’s application: 
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Readers’ countries:  
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Popular Content: 
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Site:  
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Age: 
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Gender: 
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