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m: ~1 ad every 4-5 posts

Who Targets Me With | e
DlngOl Adverhs'ng’) YouTube: 2 ads per video
e Google: Sponsored results at top

Over a 24-hour period, | observed digital advertis e  Spotify: 1 ad every ~15-20 minutes

MARKETING

Advertising Objectives Observed:
Most Frequent Advertisers: e Persuasive advertising (brand preference, differentiation)
Finance & Investing Apps (Roihood, SoFi, Fidelity) ° Sqles promotions (Imﬁed—hme discounts, promo codes)
Fitness & Wellness Brands ( ark. WHOOP. e Direct/digital marketing (retargeted ads)

supplements)
Tech Products (Apple a ries, gaming gear) Most ads appear to pursue:

Travel Deals (airlines, E
e  Graduate programs /

e Persuasive objectives (brand switching)
Slatforme e Immediate response objectives (click, sign up, purchase)
' e Data-driven retargeting
e Instagram (Storie ponsored posts) e  This suggests heavy reliance on pull strategy + direct
*  YouTube pre-roll digital marketing.
e  Google search ad
e  Spotify audio ads




Why Am | Being Targeted? Segmentation

Based on observed trends, | appear to be segmented as:

L
Demographic Segmentation: These advertisers likely perceive me as: I a rg et I n g

e  College student / young professional ¥ High lifetime value customer
e 18-25age range v Early-stage brand switcher
. v Digitally engaged consumer
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The value propositions emphasize: Pos I f I o n I n g

‘o Performance (fitness)
ks e “Productivity
e Financial growth
¢ Lifestyle enhancement

_ Psychographic Segmentation::

' Career-oriented

FifnessZconscious. 1 L R

*Techenthusiast :
Finance/interested'in investing

® 0 0P
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Behavioral'Segmentation: o
THéFGds reflect targeted value

propositﬁio_hSqligned with my predicted
lifestyle-and aspirational identity.

e  Frequent online shopper
e  Watches fitness + finance content
e Engages with product reviews



th‘l‘ Pld'l'forms Thlnk Observations:
A bOUT Me : ome co’rgzsctfievlevl:/ee?ecgg/;?ryebrood.

e Platforms use browsing behavior + engagement
data to infer lifestyle.

| reviewed ad preference settings on:
. This confirms that digital marketing relies heavily on:
e  Google Ad Settings

e Instagram Ad Preferences

' e  Behavioral targeting
e TikTok Ad Interests

e Data collection

Demographic e  Algorithmic personalization

o Digital marketing enables granular micromarketing.
Common Inferred Interests: Age: 18-24
Location: Boston /

e Investing Northeast

e Fitness Male

e  Business & Entrepr

e  Technology

e Travel

e  Education

Google Ads

dJ* TikTok Ads



- Strengths & Weaknesses of
Data-Driven Dlgl’ral Markehng

Biggest Strengths:

1. Personalization

Highly relevant ads increase click-through rates.

2. Measurable ROI

Advertisers frack impressions, CTR, conversions.

3. Cost Efficiency

Lower cost per impression vs TI’CIdITIOhG| media.”

4. Retargeting Power -
Ads follow users across platforms.

When using an ad blocker:

Fewer display ads

Less retargeting
More reliance on sponsored content
Reduced fracking data

b Bi iggest Weaknesses:

i .'.'|. Privacy Concerns
Do‘ra coIIec‘rlon creates distrust.

_ D _Qverquturqtion
- Ad fatigue reduces e_Ffec‘riveness.

g Do 05 T30 Algorithm Errors
(o (g Torge‘rlng ossump’rlons can be inaccurate.

4. AdBlockers
Reduce exposure and data collection.

Digital marketing is highly efficient
and data-driven, but its
effectiveness depends on balancing
personalization with consumer trust.




What This Reveals o p—
About Modern G e L
Marketing patorm | *zﬂ,f&glfgg
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This exercise illustrates that: - oo omazen

—— 4T TCSTAUTANLS
in your city

; CHECK EVERYONE
o NOT v, T sovewpro
S OUR AvEpa . B - y at sestourants
% m GE CHoco lAT:‘d ‘s b i yeur city

e  Digital marketing is deeply integr
e  Companies rely on behavioral

into daily life.
to refine

segmentation. e -
e  Most ads pursue persuasiverimmediate-response MATTRESSEIRM = vel * J» ;
ObjeCTives. Srve Money. Seep Mavoy. M ORRISTER v

e The promotion mix is incr
Overall, digital marketing app
v Precise than traditional ady,

v Immediate in response obj
v Pull-strategy oriented
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However, long-term brand t emains a key vulnerability.




