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Summary 
During my internship at Het Nieuwe Logisch, an innovative e-commerce company 
focused on sustainability, I worked on improving product designs, creating online 
advertisements, optimizing the supply chain by finding new production partners and 
suppliers, and implementing customer surveys. I ended my internship with a 
presentation of my findings and a deep dive into data analysis from the ads and 
survey, ending with some actionable advice for the company. This enhanced the 
company's operational efficiency while developing my skills in design, marketing, 
data analysis, and business strategy.  

Introduction 
This report covers my internship at Het Nieuwe Logisch, an innovative e-commerce 
company specializing in sustainable products like fanny packs, weekend bags, and 
laptop sleeves made from upcycled materials.  
I set personal goals for my internship, including improving time management, creating 
a design portfolio, improving my knowledge in business and entrepreneurship, 
communicating with stakeholders, and using digital design software. This report 
reflects on these goals, the challenges faced, and the solutions developed, providing 
insights into my learning journey and practical applications of my academic 
knowledge.  
I will talk about my 7 main projects within the company and immediately reflect on 
them. I will end the report by showing my end-presentation to the internship company 
and a reflection on my time within the company.  
 

Company description 
My internship takes place at Het Nieuwe Logisch, an innovative e-commerce store 
focused on sustainability. The company specializes in selling fanny packs, weekend 
bags, and laptop sleeves made from upcycled materials such as bicycle inner tubes, 
advertising canvas, seatbelts, sheep wool from Dutch sheep, and hotel bedding. 
During my internship, the main focus is on expanding the company's reach. Het 
Nieuwe Logisch’s mission is to create stylish, eco-friendly products that reduce waste 
and promote a sustainable lifestyle. 

The company is distinguished by its commitment to local production in the 
Netherlands, employing workers from outside the traditional labour market. Their goal 
is to reduce the amount of waste in the world, and they emphasize creating bags with 
simple, practical designs that are built to last. Founded in 2021, Het Nieuwe Logisch 
successfully launched its first product line through a Kickstarter campaign. 

Het Nieuwe Logisch is a small team of four people, including myself, which provides 
the opportunity to work on a wide variety of tasks and to take on a large responsibility 
and freedom. This setup allows for a hands-on experience in various aspects of the 
business. The small size of the company also means that there is no big budget or a 
wide variety of tools available, presenting the challenge of doing a lot with limited 
resources and requiring a high level of creativity. 
 
Het Nieuwe Logisch is a sister company to The Bin, a sustainable design consultancy 
with a larger team. Both companies share the same office, and colleagues from The 
Bin are available for advice and assistance as well.  
During my internship, my role involves among other things conducting research to 
improve existing designs, assisting with both B2B and B2C marketing efforts, 
enhancing the supply chain, and setting up new methods for data collection. These 
responsibilities are aimed at supporting the company’s growth and operational 
efficiency. 

 

 

 

 

 

 

 

 



Goals 
Before the start of my internship journey I wrote down multiple goals for myself. These 
goals were not based on an internship location since I was not yet sure of what 
company to do my training at. These starting goals were: 
1. I will improve my time management skills by successfully delivering two design 
projects on or before the end of my internship if the situation allows.  
2. I will create a comprehensive design portfolio, showcasing three completed 
projects by the end of the internship. 
3. I will focus at least 30% of my time on tasks related to the expertise area business 
and entrepreneurship during the extend of my internship, to acquire better knowledge 
in the expertise area. 
4.  I will communicate with at least 5 different stakeholders during my internship so I 
learn to think outside of my own perspective and to learn about the dynamics of a 
design process in a real-world company.  
5. I will work with Adobe programs (illustrator, Photoshop, InDesign) for design 
projects at the internship company for at least 2 days a week, demonstrating 
improved proficiency trough completed tasks and projects.  
6. I will work with a 3D CAD design program like SolidWorks or Fusion 360 at least 4 
hours a week for the design projects at the internship company to deepen expertise in 
using CAD tools for industrial design, with the target of contributing to at least one 3D 
CAD project per month. I will also apply these skill to 3D print multiple (partial) 
prototypes before the end of my internship if the situation allows.  

Once I knew where my internship would take place, I adapted these learning goals to 
fit to my internship company and project briefing.  
Creating these goals: 
1. I will improve my time management skills by exploring and using 3 different time 
management tools by the end of my internship. I will document my experiences and 
evaluate each tool's effectiveness in a report . 
2. I will improve my knowledge of how to run a business by interviewing talking to at 
least two colleagues about their roles and experiences, attending at least one 
business evaluation meeting withing the company, and completing multiple diverse 
tasks before the end of my internship. I will summarize my learnings in a detailed 
report. 
3. I will create and perform my own marketing research with both primary and 
secondary data during my internship. By the end of the internship, I will present my 

findings and provide actionable recommendations to the company, aiming to identify 
at least three key insights. 
4. I will learn more about the relationship between marketing and behaviour change 
design by reading at least three scientific articles on the topic. I will then implement 
at least two behaviour change design techniques in the marketing campaigns I create, 
measuring their impact through the marketing research from goal 3. 
5. I will improve my knowledge on working with stakeholders by collaborating directly 
with at least three stakeholders from at least two different branches (e.g., marketing 
and product development) by the end of my internship. 
6. I will improve my digital design skills by working with Adobe programs (Illustrator, 
Photoshop) and other media/digital design tools at least once a week and asking for 
peer reviews on my projects within the company. By the end of my internship, I aim to 
complete at least four diverse projects, demonstrating my improved proficiency.  
 

 

 

 

 

 

 

 

 

 

 

 

 

 



Activities / Projects: 
In my time at Het Nieuwe Logisch, I worked on a wide variety of projects and activities. 
Some were directly assigned by my superiors while other projects I chose to do myself 
based on what I thought the company needed in the moment. This freedom to find my 
own tasks was a great leaning opportunity for me. I developed a critical eye for 
assessing the current situation and filtering tasks based on their importance and 
urgency.   
To manage these tasks, I began utilizing the Eisenhower Matrix, a tool designed to 
help prioritize tasks by urgency and importance (Allen, 2008), Figure 1 illustrates a 
filled-in matrix from week 9, with additional examples available in Appendix 1; 
(Eisenhower matrixes). The Eisenhower Matrix proved particularly useful during weeks 
filled with numerous small tasks. However, its utility diminished during weeks 
focused on a single large task subdivided into smaller components. 
 
Each Monday morning at the company, we started with a week start meeting, during 
which everyone outlined their tasks for the week. This routine pushed me to plan my 
week in advance. By incorporating the Eisenhower Matrix, I could better filter and 
prioritize the most crucial and urgent tasks.  
For managing my actual working hours, I experimented with the Pomodoro Technique, 
a time management method involving 25-minute work intervals 
 followed by 5-minute breaks, with a longer break of 20 to 30 minutes after every fifth 
interval (Cirillo, 2007), (Figure 2). I found this technique less effective for me 
personally. The frequent interruptions often caused me to lose focus, making it 
challenging to regain my concentration each time. A better option for me would be to 
take breaks each time I finish a task. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Survey  

 
Data is crucial for any business, as it forms the foundation for all actions and 
decisions (Davenport & Harris, 2006). At Het Nieuwe Logisch, this translates to 
understanding your target audience and gathering opinions on your services and 
products. When I joined the company, there was no system in place to collect this 
vital data. Recognizing the importance, I made it my first project to address this gap.  
I designed a survey to be sent out to customers one week after their purchase to 
gather their feedback and insights.  

I had to take multiple steps, starting with researching the correct questions.  
According to experts, it is important to collect data in 4 fields, Personal-, Engagement-
, Behavioural-, and Attitudinal data (What Is Customer Data?, n.d.) (Tejeda, 2023).  
So I started with looking into which of this data we already collected at the time, 
making a visual of my research in Miro (Sign up | MIRO | the Visual Workspace for 
Innovation, n.d.) (Figure 3).  
Then, I created a follow-up visualization with the data we aim to collect (Figure 4). I 
concluded with a plan for how we could gather this data (Figure 5). In these 

visualizations, I 
decided to combine 
the engagement and 
behavioral data and 
rename the 
attitudinal data as 
preference data. The 
full miro board can 
be found in 
Appendix 2.1 (Full 
miro-board). 

  
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Figure 5 demonstrated how most data could be collected through surveys or 
interviews.  
I set-up list of several questions for each of the data analyis topics (Appendix 2 ( 
Survey and data collection)and incorporated them into a survey using Jotform 
(Jotform, n.d.). I developed both a Dutch (Formulier Het Nieuwe Logisch 
(Nederlands), n.d.), and an English version (Formulier Het Nieuwe Logisch (English), 
n.d.). 

Additionally, made the survey aesthetically pleasing, limited the amount of 
mandatory questions and varied the phrasing  to keep respondents engaged, thereby 
increasing the likelihood of survey completion (Figure 5).  

 

 

 

 

 

 

 

 

 

 

After this, I designed an email to be sent out about the survey after purchase (Survey 
Mail Het Nieuwe Logisch, 2024). The email needed to capture the customer's 
attention and clearly convey what we want them to do (Figure 7). 

To achieve this, I kept the text minimal and included large, clear buttons linking to the 
surveys. I ensured that the text by using bold, colourful, or underlined formatting. 
Content-wise, I made sure to offer an incentive for completing the survey: a 10% 
discount code.  
The final step in launching this survey was linking the survey email to the Shopify 
customer database. To achieve this, I created an email subscription list on Shopify 

and connected it to the Mailchimp platform (Convert More Customers With a 
Powerful and Intuitive Platform, n.d.). I then integrated the email with Mailchimp and 
set up a timeline for the email to be sent out one week after a customer makes a 
purchase. 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
Reflection and Future Application: 
This project highlighted several crucial lessons. Gathering customer data is essential 
for making informed business decisions, and setting up a system for this is 
fundamental.  
The lack of a big budget and professional tools pushed me to develop a valuable skill: 
creating professional-looking results by thinking outside the box and solving problems 
creatively.  
I learned the importance of maximizing response rates by ensuring surveys are user-
friendly and engaging. Offering incentives like discount codes, using eye-catching 
designs, and being concise with clear call-to-action all contribute to encouraging user 
participation. 

For future applications, the skills developed in survey design can be transferred to my 
interest in behaviour change design in various projects. The ability to create 
something from nothing is invaluable, especially when starting your own company or 
working at a smaller company with limited resources in the future. By basing future 
project on valuable data, I can make informed decisions, better understand and meet 
customer needs, and maintain higher-quality standards.  

 

B2B marketing 

 
Choosing tools: 
After setting up data collection, my next goal was to establish my own marketing 
research. I began with brainstorming on Miro, exploring various Business to Customer 
(B2C) and Business to Business (B2B) (Saha et al., 2014) marketing strategies for each 
product (Figure 8).  

I then compared these tools based on factors such as cost, measurability, and setup 
time (Figure 9). Using these criteria, I eliminated unsuitable options, like those with 
lengthy setup times or difficulties in measurement (Figure 10).  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

This process resulted in eight viable marketing candidates. I analyzed each tool for 
potential behavior change design implementations (Figure 11) and chose to pursue 
these four: 

- Gift Guides (All bags): Websites providing gift recommendations. 
- Festivals (Fanny packs): Music festivals with a sustainability focus. 
- Refurbished Companies (Laptop sleeves): Sellers of refurbished laptops. 
- Ads (Fanny packs): Digital paid advertisements.  

Finding B2B companies: 
The success of the first three tools depends on other businesses’ willingness to 
collaborate. Therefore, I prioritized contacting these businesses to gauge interest 
early on. If no partnerships were formed, there would still be time to adjust the plan. 
And if they were interested, setting up collaborations would take time before 
marketing could commence. 

Through online research, I compiled a list of 10 
refurbished companies, 6 gift guide websites, and 10 
festivals (Appendix 3 (B2B companies list). For 
festivals, I delved deeper to identify key contacts, as 
they are often organized by larger companies like 
MOJO, Appendix 3 (B2B companies list). 

Mailing B2B companies: 
To enhance professionalism, I designed an email 
signature with links to the company website and a logo 

(Figure 12). I created tailored email templates for each B2B category (Appendix 4.1 
(Mail Templates)), focusing on clarity, conciseness, and appeal (Figure 13). All filled-in 
templates are in Appendix 4.2 (Filled-in mails)  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



After sending the emails, I received replies from two companies: ASM Festival (ASM 
Festival, n.d.) and Leapp, a refurbished tech company (leapp, n.d.). 

ASM festivals’  reply included follow-up questions: 

- What exactly do you have in mind regarding the collaboration and how does it 
work? 

- Do we need to purchase the fanny packs, and if so, what are the costs? 
- If you set up a stand, will the revenue be entirely yours? How do you envision 

it? 

I drafted a response, focusing on our preferred collaboration option while leaving 
room for other possibilities. I included estimated costs based on their desired level of 
customization and posed two questions of our own (Figure 14). Ensuring I addressed 
all their questions without limiting potential collaboration options. The full email 
exchange is in Appendix 4.3 (Mails BOD Events), along with the English translation. 

Unfortunately, they could only donate old banners for us to repurpose, nothing more. 
We decided this was not worth pursuing further, due to the high amount of extra effort 
and low amount of added reach in return.  
Leapp replied with interest in our laptop sleeves, focusing on price sensitivity and fast 
delivery. They inquired about dropshipping possibilities, and the ability to maintain 
same-day shipping. 
In response, I provided information on our dropshipping process, shipping options, 

and pricing. 
I explained that we could offer a purchase price of €32.50 per case for drop shipping, 
including shipping costs.  
Additionally, I proposed that they could stock the sleeves themselves to ensure same-
day shipping, offering a purchase price of €25 per case for this arrangement.  

I also suggested providing the first batch of laptop sleeves at a lower price to gauge 
product popularity. This negotiation process required me to think problem-solvingly to 
find solutions that could meet both our needs and theirs.. 

Despite our efforts to accommodate their needs, Leapp informed us that cases 
priced over €40 do not sell well for them, and their current price range is between €25 
and €29. Based on our provided purchase prices, there was not possibility to pursue 
this any further.  

The full email conversation and its translation are available in Appendix 4.4 (Mails 
Leapp)  

Due to the difficulty finding companies willing to partner-up , and the short amount of 
time in my internship, I decided to stop pursuing B2B in my marketing research any 
further. Focusing all my efforts on the Advertisements.  

Refelection and Future Application: 
I learned about various marketing strategies and how to evaluate them. 
One of the key insights was how to contact potential partners. I developed tailored 
emails and a professional email signature to enhance the appeal and clarity of my 
communications. Crafting persuasive and engaging messages is crucial in building 
business relationships and securing partnerships.  
I also learned the necessity of being adaptable and ready to pivot based on feedback. 
Effective negotiation skills and the ability to find mutually beneficial solutions were 
critical, even if it meant reassessing and redirecting efforts when initial plans didn’t 
pan out.  
For future applications, I will use what I learned from the marketing evaluation 
process to assess other areas of my work, helping me make informed decisions in my 
design processes. My improved communication and negotiation skills will be valuable 
when working with stakeholders from various backgrounds on future projects. 
Additionally, I have learned to critically evaluate situations and make necessary 
pivots, ensuring that I can adapt to changing circumstances and continue to achieve 
successful outcomes. 



Business visualizations 
Report: 
During the course, Design Innovation Methods (DAB200), I learned various tools and 
methods to, enhance my competency in business and entrepreneurship. The course 
concluded with a practical application of these concepts in a personal project. I 
chose to implement my learnings on the fannypacks at my internship company. 
I created a report analysing Het Nieuwe Logisch’s target audience, stakeholders, 
competitors, value, and service. Based on this analysis, I proposed an innovative 
design solution for a fanny pack. I employed five tools for company analysis and four 
tools for solution analysis (Figure 15). 

 

 
 

 

 

 

 

 

 

 

 

 

Presentation: 
The evaluations showed interesting insights and opportunities, so I decided to 
present them to my colleagues at the upcoming company evaluation meeting. To 
prepare, I made a PowerPoint presentation (Appendix 7.2). 
The presentation primarily focused on analysing the current company situation, with a 
brief mention of the proposed solution, which, while not immediately practical, could 
inspire significant improvements.  

For each analysis, I highlighted the main opportunities, such as these, based on the 
user journey map (Figure 16): 

- Promoting more reviews on the website, Instagram, and Trustpilot 
- Offering more design variations, like thicker straps 
- Providing free shipping for orders over a certain amount 
- Offering customization options for the design 
- Clearly stating the return and repair policies on the website 

 

 

 



My presented design solution focused on the recurring issues of limited design 
variation and trustworthiness. The solution features a modular fanny pack (Figure 17) 
with a base and several add-ons for comfort, storage, style, and gadgets. Additionally, 
it included an interactive Instagram community page for customer reviews and 
showcasing their creations. 

 

 

 

 

 

 

 

 

 

I concluded my presentation with my recommendations for the company, divided into 
two categories: value and trustworthiness (Figure 18). 

Feedback: 
The feedback from the company was predominantly positive, but there were concerns 
about information overload. Luckily, the summary and conclusion effectively wrapped 
up the presentation. My colleagues were intrigued by the findings, leading to decision 
to clarify the website and promote more reviews.  
We agreed to keep the extra style variations as a potential future option, as they do 
not align with the current business goals of expanding reach and sales of our existing 
products. 

Reflection and future application: 
The Design Innovation Methods course (DAB200) equipped me with essential tools for 
design innovation and business competency. Applying these skills to a real project 
during my internship at Het Nieuwe Logisch deepened my understanding of strategic 
business analysis.  
Preparing and delivering a presentation on my findings taught me how to 
communicate complex information clearly and concisely, making it actionable for my 
colleagues. 

In future projects, I will use the analytical tools and methods I learned to make 
informed decisions and propose innovative solutions. My improved presentation skills 
will help me effectively engage stakeholders from diverse backgrounds in the future.  

 

 

 

 

 

 

 

 

 



Seatbelt testing 
In the period before my internship, Het Nieuwe Logisch decided to change the 
seatbelts used for the weekend bags (Figure 19) to tree strap, which is used to tie 
young trees to a post.  

The reason for this switch was because tree tie is cheaper and can be bought on a 
roll. However, ever since the company made this switch, they got many complaints 
about the tree straps ripping.  
We sent the ripped bags to our sewing atelier for fixing, who found out that it’s actually 
the tree strap itself that is ripping, not the seams. 
At this point my supervisor asked me to look into this issue.  
So I started with a research plan, consisting of three main topics: 
1. Online research  
2. Contacting other companies using seatbelts/tree straps 
3. Testing various samples  

Online Research: 
According to Painter (2023), adding reinforcement stitching is crucial. . Another 
sources (Witt, 2024), (Sarma, 2023)  also talk about how the edges of the webbing are 
designed to withstand tension, but become vulnerable when punctured by stitches, 
leading to fraying and tearing under stress. 
Another source talks about the connection of stretch (tire) and stiff (seatbelt) 
materials (Stefanie, 2019). They distribute tension and stress differently. When joined 
together, this difference can lead to strain concentrations at the seam, resulting in the 

seam becoming a weak point. This research led me to implement different stitches 
and a buffer material for the stretch in my own testing later on. 

Contacting Companies:  
I researched online for companies using seatbelts or tree straps in their designs just 
like us. After finding 4 suitable companies (Airpaq, n.d.), (Zaspas, n.d.), (REBAGO, 
2024), (Ekodoki, n.d.) and contacting them trough mail about our problem, we got one 
company that replied. All mail contact can be found in Appendix 6.1. Ekodoki 
suggested it could be the fact that we use tree strap instead of seatbelts and that they 
never had any problem with using actual seatbelts before.  
This theory is made stronger by the fact that we got more complaints about this issue 
after switching to tree strap.  
So i chose to test different fabric (Figure 19) as well.  

Testing:  
Based on all previous research I created a testing plan based on three different 
topics. 
1. The type of fabric used  
2. The type of stitching used 
3. With or without stretch buffer 
 
For the fabrics, I gathered seatbelt, tree 
strap and twill tape (Figure 19), which is a 
cotton band woven differently than 
seatbelt or tree strap (Titchy Tips: Top Ten 
Uses for Twill Tape, 2014).  

For the stretch buffer I used the same 
advertising canvas used in the Het Nieuwe 
Logisch bags.  

All tests were done on the industrial leather 
sewing machine at the fabrics lab on the 
university (Figure 20).  

I tested al my samples by trying to pull 
them apart, rip them in or closely analyse 
its structure.  



 
 

I arranged all my tests in a schematic, including photos, drawings and and important 
notes (Figure 21).  

Stretch buffer: 
I began with a straight stitch (column 1), currently used to sew bands directly to the 
tire. Then, I tested the same stitch with a piece of stretch buffer (canvas) between the 
tire and band (column 2). It’s crucial that the canvas is attached to the tire at a second 
point to distribute tension across both seams, reducing stress on the seam holding 
the band to the tire. 

 

 

Weave Analysis: 
The final column shows my analysis of the weaving in both 

the tire and the tree strap. The horizontal weave loops 
around a vertical thread at the edges. If this vertical 
thread is damaged, the horizontal threads lose support, 
compromising the band's integrity. 
 
Emergency Stop: 
Based on the weave analysis, I added an emergency stop 
(crosswise stitch) in column 3. This stitch prevents 
further tearing if the edge rips. Another approach is to 
avoid stitching all the way to the edge. I applied this 
approach in column 4, together with different stitches 
along the tire’s length to distribute tension and a 
crosswise emergency stitch. 

Fast Stitching: 
Although the last stitch uses the correct techniques, it is 
time-consuming to create. Therefore, I experimented with 
faster stitches that can be done in one sitting (columns 5 
and 6, bottom row). I concluded that the stitch in column 
5 is the best option. Column 6 uses the same stitch with 
a stretch buffer. As far as I was able to test, this stitch will 
be the best stitch to implement in the bags. 
 
Band types: 
 When tension is applied on the twill tape, the tension  
 spreads unevenly over the stitch, because the twill tape  

    in not stiff enough to keep its shape. In the tests, I was  
    not able to see a difference between the seatbelt and  
    Tree stap, as neither ripped or got damaged. Both appear  
    to be woven similarly according to the weave analysis. 
 



 

Results: 
I sent the schematic with test results to our sewing atelier, Atelier Jungels, with the 
following recommendations: 

- Use the stitch from column 5. 
- Avoid using twill tape. 
- Both tree strap and seatbelt seem fine, but further testing is advised. Based 

on online research, I recommend using a seatbelt. 
- Canvas can help relieve tension, but its effect will be minimal with the 

recommended stitch. 

I also sent a video to the atelier demonstrating how to sew the stitch pattern from 
column 5, (Bente Elst, 2024). 
This video can be found in the reference list and Appendix 6.2 (Video seatbelt 
stitching). 

Reflection and Future Application: 
This experience taught me  how problems can arise unexpectedly, requiring flexibility 
and quick adjustments. My initial plan had to change as new information came in, 
proving the value of being flexible and proactive. 

The switch to tree straps introduced issues, showing the need for thorough material 
testing to ensure durability. From this, I learned the importance of focusing on design 
details, and continuous learning and improvement.  

Communication and collaboration were crucial. Consulting with other companies 
and our sewing atelier provided useful insights and led to better solutions.  

In future work, I will focus on detailed design evaluation, proactive communication, 
and continuous learning to improve the quality and reliability of my designs. I will also 
keep room for flexibility, knowing unexpected issues can always arise.  

 

 

Siza 
Atelier Jungels, produces the weekend bags and laptop sleeves (Kleding Laten 
Produceren En Upcyclen in Nederland, n.d.) and atelier Khalil produces the fanny 

packs (atelier.khalil, n.d.). During a meeting with  atelier Khalil we discussed a 
potential €2.50 price reduction per item if tire preparation could be moved elsewhere. 
This cause my supervisor to task me with finding a new partner.  

Mailing Ateliers:  
To find a suitable partner, I researched various Dutch ateliers and emailed them with 
our proposal, as shown in Figure 22.. English translation can be found in Appendix 5.1 
(Email proposal Ateliers, translation). 
Our proposal being: 
-cutting the tires open and on size (100 to 150 tires per month) 
- cleaning the tires 
- if possible, sewing the tires together in the length to form a big sheet 

- cutting seatbelts to length  
 
While most ateliers declined, van Hulley (Wie Wij Zijn - Vanhulley, 2024) and Siza  (De 
Buitenplaats Arnhem, n.d.) expressed interest in further discussions. 

After meeting with van Hulley, we decided not to use them for tire preparation, since 
they expressed interested in only the sewing. However, we were impressed by their 
professionalism and capability, considering them a potential future partner for sewing 
our bags. 
 



 
For Siza, after many calls, I decided to send them a test package to evaluate their 
ability to handle tire preparation. This package included some tires and a detailed 
guide I created in Canva on how to prep them (Figure 23). (English translation in 

Appendix 5.2 (Tire-preperation guide translation)).  
 

How to? 
One of the main challenges in creating the guide was dealing with the two types of 
tires the company uses: those from NS  OV-fiets (OV-fiets Krijgt Tweede Leven | NS, 
n.d.), and those from the theater show Checkpoint (Checkpoint in Het Theater - Vetter 
Dan Ooit!, n.d.). The Checkpoint tires are already cut through once, due to the nature 
of the show, meaning that when you cut out the valve, you are left with two pieces of 
random lengths (Figure 24)(Figure 25).   
 

 

 

To address this, I focused on a range of 
lengths rather than exact measurements 
for the test package: 
- Cut all pieces longer than 100 cm down to 
100 cm. 
- Filter out all pieces shorter than 15 cm. 

A week after sending the test package, I 
had a phone meeting with Siza and 
received positive feedback. We discussed 
further details, including:  

 

 

- Sending another test package with more tires to see if they can handle the 
volume. 

- Including both types of tires in the next test package (the first one only 
contained the checkpoint tires). 

- Cutting the tires to the exact lengths required for the bags (I will consult our 
ateliers for these measurements). 

- For now, only focusing on tire preparation, not seatbelt preparation (due to 
seatbelt ripping problem). 



- Scheduling a visit the following week to bring additional test materials in 
person. 

After receiving replies from the sewing ateliers regarding the tire lengths, I created an 
Excel sheet (Figure 26). In this sheet, I listed the tire lengths and number of pieces 
needed for each length. 

I 

created another table below, calculating the amount and type of tires required for the 
ordered bags. To do this, I needed  
- The total tire sizes → measured myself 
- How many pieces on average to get out of checkpoint tires → measuring out  
   10 tires and taking the average 
- The type of tire needed for each bag → discussed with the sewing ateliers.  
For example, the bottom of the fanny pack uses Checkpoint tires because these are 
wider, and one tire exactly covers the needed size, eliminating the need to sew tires 
together. 

The weekend bag leaves some large scrap tire pieces that can be cut to the length of 
the laptop sleeves, indicated in blue text (Figure 26). 

In a meeting with Siza based on the last package, we agreed on 50 cents per tire. We 
also decided to send our tires in two boxes, one for each sewing atelier. In these 
boxes, we would include a note detailing the number of tires, the type, and the 
required lengths. 
Based on these agreements, I created two new tables (Figure 26): 
(Full agreements with Siza can be found in Appendix 5.3) 

Distribution Boxes: Calculates the number of tires needed per type for each box, 
specifying exactly what to write on the paper to include in each box. 
Cost: This table calculates the estimated total cost, including both shipping and tire 
preparation costs. 

The full interactive excel sheet can be found in Appendix 5.4 (Full excel sheet tire 
prep). 

 

Reflection and Future Application: 
This project taught me valuable lessons in supply chain management. Collaborating 
with various ateliers improved my communication and negotiation skills. I learned the 
importance of thorough research and flexibility, adapting to challenges when initial 
proposals were declined. 

Managing logistics and creating detailed guides enhanced my organizational skills 
and attention to detail. Additionally, this project helped me convert complex 
views/tasks into simplified, clear communication for non-experts, ensuring all 
stakeholders could understand and engage effectively. 

Overall, this project reinforced the need for clear communication, strategic planning, 
and adaptability. These lessons will help me approach future challenges with a 
solution-oriented mindset, contributing to more efficient and sustainable business 
practices. 

 

 



Haberdashery 
In the same meeting with atelier Khalil leading to the decision to look at other 
production partners for the tire preparation, we also discussed moving the 
haberdashery inventory in to our control. 
This decision had one main reason. This decision was driven by frequent production 
delays caused by insufficient inventory at the sewing atelier. 

Comparing suppliers: 
To tackle this project, I first compiled a list of all necessary haberdashery items. Using 
this list, I began researching various suppliers. I created a table comparing each 
supplier's price for haberdashery based on an order of 50 fanny packs (Figure 27). 

Several suppliers were ruled out because our Chamber of Commerce number did not 
align with their requirements. Esails (eSails, n.d.), our current supplier for advertising 
canvas, was also ruled out due to high prices. This left Fourniturenzakelijk (Online 
Fournituren Groothandel, n.d.) and Fournituren4fun (Fournituren4Fun® - Goedkoop & 
Snel Geleverd, n.d.)  as the primary options. However: 
 
1. Both required a minimum order quantity for some items. 
2. Fourniturenzakelijk did not offer the correct buckle and clip width.  
3. One is cheaper for bands and zippers, the other for clips and buckels. 

To address these issues, I split the order between the two suppliers. Allowing the 
company to purchase all necessary items in the required quantities at the lowest 
possible cost. In the same Excel sheet as Figure 27, I created another table detailing 
this division (Figure 28). This included the item name, supplier, order quantity for 100 

fanny packs, and price. I also noted any leftover material and the reduced price for 
bulk zipper orders, since this option comes with significant price reduction. 

The full excel sheet can be found in Appendix 8 (Haberdashery excel sheet). 

 

 

 

 

 

 

 

 

 

 

 



Adding the slide buckle: 
At this stage, the customer Survey had already gathered some responses. One 
comment highlighted the issue of the "tail" when the fanny packs are worn on a 
smaller size (circled in red in Figure 29). Taking control of the haberdashery inventory 
provided an opportunity to address this issue. I found a sliding buckle to hold the 
excess band together (Figure 30). 

I added the sliding buckle to the necessary haberdashery list (Figure 27, 28). 

I ordered samples to the office and assembled the band, quick release clip, and 
sliding buckle as they would be in the bag (Figure 29). The clip fit around the band, 
stayed in place, and was easy to use, passing the test. All other haberdashery items 
also looked, felt, and worked great, passing the test. 

Ordering:  
Together with my supervisor, we selected all items according to the table in Figure  28. 
To ensure atelier Khalil knew how to insert the sliding buckle correctly, I created a 
video (benteelst6938, n.d.). This video (Figure 31) showed how and when to connect 
the buckle in the assembly process.   

Since taking on the haberdashery for atelier Kahlil was a positive experience, the 
company may be looking into translating this to the atelier for the weekend bags and 
laptop sleeves as well. In this case, the company can build on my supplier research 
and excel tables, making this a quick and easy process.  

Reflection and future application: 
The process of taking control of the haberdashery inventory build upon the supply 
chain knowledge and skills gained by Siza. Whereas tire preparation focused more on 
the production side of the supply chain, this centered on the supplier side.  
Implementing a video guide instruction for Atelier Khalil, showed the importance of 
clear communication to ensure a smooth production process.   

Additionally, addressing customer feedback by integrating the sliding buckle into the 
design highlighted the value of user-centered design and the need for continuous 
improvement based on real-world usage and customer feedback. 

In future projects, I will prioritize clear communication with all stakeholders, utilizing 
various platforms such as sketching and videos to achieve this.  
I will use my broadened experience with supply chain management to establish  

 

 

 

 

 

 

smooth and high-quality production processes, 
ensuring the final design is of great value. Another 
way I will add value to my design is by  
consistently engaging with end-users and 
incorporating their feedback. Aiming to create 
products that genuinely meet their needs and 
enhance their experiences. Figure 31, Installation video,  

sliding buckle 

https://www.youtube.com/embed/DE8F0w4vYaU?feature=oembed


Advertisements 
Where the B2B marketing is relying on the willingness of businesses to partner-up, 
advertisements, a form of B2C marketing, are not (Saha et al., 2014).  
This makes the chance of setting up advertisements more probable than B2B 
marketing types. However, to create marketing research on advertisements, there are 
a lot of steps to be taken.   

1. Choose the type of advertisements  
2. How to create  
3. Design advertisement, including behaviour change design implementation 
4. Shoot/Create   
5. Set up a way to collect data on advertisements  
6. Place advertisements 
7. Collect data  
8. Analyse and Visualise data 

Due to the many steps, I created a timeframe to keep on schedule (Figure 32)  

Choosing advertisement type: 
According to online research there are 5 main advertisement sections (Anwar, 2017). 
Those section can in turn be divided into even more sections (“14 Types of 
Advertising,” 2023). Those being:  

- Online advertisement 
        - Social media advertising 
       -  Paid search advertising 
        - Native advertising 
        - Display advertising 
- Broadcast advertisement 
        - Television advertising 
        - Radio advertising 
        - Podcast advertising 
- Product placement advertising 
- Outdoor advertisement 
        - Guerrilla advertising 
- Print advertisement  
         - Direct mail advertising 
From this list, I chose to focus on online advertising, since this can collect real-time 
analytics and has a quick set-up time (Qualprint, 2023), ideal for my situation.  
To choose the type of Oline advertisement and the accompanying platfom(s), I used 
the advice form Mendhe (2022) who explains how to choose the correct type based 
on these five topics: 

 

 



• Audience Size & Segments → Dutch people from 18-40 years old  
• How does the Platform Target their Audience → Interest and Age 
• Ad Objective & Ad format Type → Lead to the website & photo or video  

(to work on my digital design skills) 
• Placement of your ads →  two place, to be able to compare 
• Budget & Bidding → Below 100 euros 

Based on this, I went for social media advertising (Rehman & Al-Ghazali, 2022) trough 
Facebook and Instagram. Both platforms work with meta analytics, meaning they will 
collect the same data, making them easier to compare.  
I chose to focus on creating videos (reels), since reel are better at capturing attention 
and reaching a broader audience (Reeves, 2024).  

How to create: 
I did not have much previous experiences shooting video content.  
So I started researching a wide array of tips, tricks and tools to help me create 
professional looking advertisement videos.  
Here are some of the videos I watched (Wistia Studios, 2022), (Content Creators, 
2021), (Simon d’Entremont, 2023), (Josh Winiarski, 2021) and some articles I read 
(Video Shooting Guide | Making Video Ads | Medstar Media, 2024), (Joelwarren, 2024) 
covering how to shoot professional looking videos without professional gear.  
The main take-aways were:  

- Use good lighting (artificial or natural), you want the light source to be 
sideways behind the camera 

- Shoot a wide variety of short, also plenty of b-roll footage 
- Stabilize shots, by using a tripod, or keeping the phone upside down and 

using a platform to guide your hand/movement 
- Use sound design  
- Don’t artificially zoom (during shooting)  
- Switch clips at the point of impact of the action 

Based on these tips and tricks I started of with researching what type of lighting would 
be suitable for me to use (Paul Heimlund, 2023). At the office of Het Nieuwe Logisch, 
we have big softboxes, but for my use, these won’t be suitable, since they are not 
portable and need to be plugged in to an outlet to use, eliminating al outdoor and 
moving shots. The best option for me based on Paul Heimund (2023) would be a 
handheld softbox. This is a small bright light that can often produce various degrees 

of lighting and works on a battery.  
I watched two more videos diving deeper into handheld softboxes (Camera Zone, 
2023), (Anthony Gugliotta, 2023). 
Based on the videos I ordered the Aputure MC mini (Aputure  MC LED Mini Light, n.d.) 
and the zhiyun Fiveray M40 (Zhiyun FIVERAY M40, n.d.).  
After testing both items, I concluded that the zhiyun (Figure 33) would be best, since 
this got brighter and had more warmth settings. Sending back the Aputute MC mini.  

 
 

 

 

 

 

 

 

 

 

 

 

 
Designing the advertisement / implementing Behavior change design: 
One of my internship goals focused on implementing behavior change design in 
marketing. To achieve this, I decided to create two advertisement videos, each 
focusing on a different type of behavior change. Drawing from Robert Cialdini's book 
“Influence: The Psychology of Persuasion,” (Cialdini, 1993) I considered several 
techniques to influence people's behavior in advertising: 

 

 



o Reciprocity: People feel obligated to return favors, so by giving something to 
others first, you can influence them to reciprocate. 

o Commitment and Consistency: Once people commit to something, they 
are more likely to follow through, even if the initial commitment was small. 

o Social Proof: People tend to follow the actions of others, especially in 
uncertain situations. Showing evidence of others’ behavior can influence 
individuals to take similar actions. 

o Authority: People are more likely to comply with requests from authority 
figures or those perceived as experts in their field. 

o Liking: People are more likely to say “yes” to those they know and like. 
Building rapport and finding common ground can increase your influence. 

o Scarcity: People perceive items or opportunities as more valuable when they 
are limited or in high demand. Highlighting scarcity can increase the 
perceived value and desirability of a product or offer. 

I ruled out Authority as an option since I did not have an authority figure readily 
available to endorse Het Nieuwe Logisch, and finding one would take too long. The 
company already employs Commitment by asking users to fill out a one-time survey, 
so I chose not to focus on this for the ads. Reciprocity was difficult to implement due 
to the nature of the online shop, making it hard to give something in advance. 

Considering that 40% of an advertisement's success is attributed to targeting 
(Brunelle, 2023), it was crucial to keep our target segments in mind, targeting also 
covers the principle of Liking since the advertisement will only be shown to people 
with common interests. 

This left Social Proof and Scarcity as my best options.  
For  Social Proof, I created a video showcasing various uses for the fanny pack by 
filming people using them in different settings such as sports, walking the dog, and 
travel. 

For Scarcity, I implemented a limited-time discount code, with the rest of the video 
styled as a product review, showing different ways to wear the fanny pack and 
demonstrating its capacity. 

The Social Proof video featured music, while the Scarcity video included a voice-over. 

For both videos I created a script in Canva (Wat Ga Je Vandaag Ontwerpen?, n.d.), 
planning the scenes, their visuals, location, actors, and shooting date (Figure 34, 35).   

 
 



 

Shooting and editing: 
Using all the tips and tricks I learned, I began shooting my planned scenes. For the "In 
Use" (social proof) shoot; the dog walking, travel, and sports scenes went smoothly. 
However, I had to scrap the festival scene because filming in a large crowd at night 
proved difficult. I couldn't get a stable shot from the right angle, and the content 
wasn't sharp. 
The group gathering content initially went well; I filmed this at a campfire with some 
friends. Unfortunately, I had to discard this scene later when I realized many of the 
actors still had beers in their hands. This oversight made all the footage, except for 
one shot, unusable. 

Shooting the discount (scarcity) video was easier since the setting and content were 
simpler. However, I had to scrap some scenes later during the editing phase too, due 
to the video being too long. 

Before editing, I sifted through all the footage to create a folder with all usable clips 
(Appendix 9.1). Next, I needed to find the right audio, so I explored various royalty-free 
music websites and selected eight songs that matched the desired vibe. After asking 
feedback and testing the songs with some video clips, I chose to use "Just the Way 
You Like It" by Guesthouse (Guesthouse, n.d.). All songs can be found in Appendix 9.2 
(All songs tested in advertisements) 

For the discount video voice-over, I experimented with an AI voice. I wrote the 
following script: 
 
‘’ We are Het Nieuwe Logisch, and our goal is to create socially and sustainably 
responsible bags of good quality.  
With an adjustable strap, our fanny packs can be worn in different ways and they 
come in no less than seven different colors! The bags are locally produced using 
leftover materials that are waterproof and therefore easy to keep clean.  
You can store everything you need in the large main compartment and small front 
pocket, making it ideal for wherever you go. And for a limited time, enjoy a 15% 
discount with the code: Logisch15! ‘’ 

 
I experimented with various AI voices on several websites and eventually chose one of 
the multi-lingual voices on Natural Reader (Create Voiceover Audio Using AI Text to 
Speech | NaturalReader, n.d.). 
The original Dutch script and sound can be found in Appendix 9.3. 
I also chose an instrumental background song to play under the voice-over (Mornings 
by Swoop • Uppbeat, n.d.).   

After researching various editing programs (Jenn Jager, 2023; Clark & Paris, 2024; 
Primal Video, 2024), I decided on LumaFusion. LumaFusion is a professional video 
editing tool, I followed a tutorial on the basic features (Create with LumaTouch, 2023) 
before diving in. As I edited (Figure 37, 38), I looked up additional tutorials and tips as 
needed, such as:  

o "10 Easy Transitions" (Nathan Lemoine, 2022) 
o "How to Seamlessly Zoom In & Out" (RobHK, 2019) 



o "Audio Ducking Explanation" (Air Photography, 2019) 
o "Stabilizing Videos" (Kayla Le Roux, 2021) 
o "HDR vs SDR" (Create with LumaTouch, 2023b) 

 

 

 

 

 

 

 

 

 

 

 

 

 

I made sure to switch clips at the point of impact and match the video with the audio 
timing to create a smooth final product (Figure 38, 39).  
Videos can also be found in Appendix 9.4. 

 

                

 

 

 

 

 

 

 

 

Placing Advertisements:  
To keep track of the advertisement data not only on the ads themselves, but also after 
the viewers end up on the website, I linked the ads to google analytics. To achieve this, 
I created trackable links to the website, using the campaign URL builder from google 
analytics (Campaign URL Builder, n.d.).  
Together with my supervisor, I decided to spend 35 euros per advertisement, 5 euros 
each day for a week. Using Meta Business Suite, Facebook and Instagram's analytics 
platform (Meta Business Suite, n.d.), I filled in the following details: 
Videos, URL’s, Target audience (interests, dutch, all ages), Budget, Duration, Title and 
description, Layout, and Platform placement. 
I then placed the advertisements. 
 

Figure 39, Final video discount ad 
(benteelst6938, 2024a) 

Figure 38, Final video, In Use ad 
(benteelst6938, 2024b)   

https://www.youtube.com/embed/BduG81XGb_g?feature=oembed
https://www.youtube.com/embed/fPxyFuLUeb4?feature=oembed


Collect Data: 
During the advertisements runtime, both Meta Business Suite and Google Analytics 
collected a broad range of live data.  
Once the ads were finished, I created two data reports in Meta Ads Manager (Ads 
Manager, n.d.). In a data rapport, you fill in the type of data you want and for which 
advertisements and period of time (Figure 40). 

One data report contained:  
- Campaign name 
- Day 
- Age 
- Sex 
- Reach (number of accounts seen at least once) 
- Views  
- Frequency (average amount of views per account) 
- Clicks on link 
- Budget spent 
- Cost per click 
- cost per 1000 views 
- Views to 25%, 50%, 75%, 95% and 100%  

The other rapport contained: 
-Campaign name 
- Day 

- Platform (Facebook or Instagram) 
- Reach 
- Views  
- Budget spent 
- Click per link 
- Cost per click  

The reason the data is divided over two rapports is because the platform data could fit 
in the structure of the first report, forcing me split the data up into two rapports. The 
full rapports can be found in Appendix 9.5 (Raw excel data sheets). 

To use the data effectively, I had to clean it. I filled in zeros for empty cells and 
removed any outliers. 
Then I spent most of the time, correcting decimal separators. Some parts of the data 
used a period while others used a comma, which caused small numbers like 1.25648 
to be misinterpreted as 125648 (Figure 41).  

 

 



 

To quickly fix this, I used Ctrl + H to replace all points with commas (Figure 42).  

 

This corrected most of the 
numbers, but there were still some 
numbers that I could not seem to 
get right. I tried to copy the whole 
column of numbers and pasted 
them as ‘’value only’’ in another 
column, this seemed to fix the 
problem.  
Leaving me with two clean 
datasheet that I could start using 
for my analysis (Appendix 9.6 

(Cleaned excel data sheets)).   

Data Analysis and visualisation: 
Halfway through the advertisement's runtime, I reviewed a quick data overview on 
Meta Ads Manager. This preview showed the number of viewers reached in each age 
group, and to my surprise, most people reached were of older ages (Figure 43, top 
graphs). This contradicted our target audience of young adults, so I manually adjusted 
the ads to focus on a younger audience (Figure 43, bottom graphs). 

Once the runtime ended, I used Power BI (Gegevensvisualisatie Met Power BI | 
Microsoft Power Platform, n.d.) to visualize the data. Power BI is a Microsoft program 
that I had not used before, so it came with a bit of a learning curve, like changing titles 
or sorting graphics by different values.  
I focused on keeping the colours consistent for the same values across different 
graphs (Figure 44) and adding a wide variety of visuals for: 
- Target Audience 
- Platform 
- Costs 

 

 

 

 

 

 

 

 

 

 

 



All visuals can be found in Appendix 9.7 (Visualisations advertisement data). 
To analyze the data, I concentrated on only including visualizations with interesting 
insights. When I found an insight, I explored various other visualizations to further 
explain the findings. 
For example, the situation where Meta focused on an older audience (Figure 43). 
When looking at Figures 45 and 46,  you can see that the older age group watched the 
video for longer, and a higher percentage of those viewers clicked on the link. This 
could explain why Meta shifted its focus to an older demographic. 

 Further Insights from the data analysis are explained in Results.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Reflection and Future Application: 
I started by choosing which type 
of advertisement to use. I settled on online advertising because it offers real-time 
analytics and a fast setup time. This played a crucial role in the project's success and 
pinpointed the importance of being critical about the tools, time, and skills available, 
and your goals at the start of each project. 

One of the new skills that I developed was shooting and editing professional-looking 
videos. This was particularly challenging given my limited prior experience with video 
content creation. Intensive gave me techniques, tips, and tools for producing good-
quality videos without professional equipment. I learned to utilize lighting, shot 
stabilization, sound design, and compelling video editing. This hands-on experience 
of shooting and editing videos honed my technical skills and added to my creative 
abilities in visual storytelling. Moreover, I learned to approach behaviour change 
design from a business point of view and not strictly from a designer's view. This 
helped me create mor impactful advertisements.  
Another enlightening part of this project was realizing how complicated it was to 
place ads. I underestimated the amount of steps required, but the schedule helped 
me get an overview and stay on track. 
I learned to recognize when something was not working and it was time to move on: 
like scrapping certain scenes or deciding to work with two datasheets instead of 
forcing one to work. 

I learned to effectively implement my data analysis and visualization knowledge by 
using new tools like Power BI, Meta Business Suite, and Google Analytics. Translating 
my knowledge to a real world setting, like utilizing trackable links.  

In the future I will start every project by critically reviewing my goals, time, and tools, 
ensuring that I choose effective strategies. Preparing a plan at different iterative 
processes would support me in remaining on track and having a view of all the steps. 
My enhanced skills in video shooting and editing will be useful in making captivating, 
professional content through which I can share my designs with all the stakeholders. 
Using a new perspective on behaviour change design will help me make my designs 
more desirable to customers. While using tools like Power BI, Meta Business Suite, 
and Google Analytics will allow me to gather and interpret customer data, from which 
I can find actionable insights.  
Lastly, I wont let certain iterations that wont work out, consume my time and energy, 
by knowing when to switch to another tactic if needed. 



Other 
Besides the 7 main projects, I spent a lot of my time during my internship, focusing on 
various small other tasks, related to marketing, keeping the business going, 
optimizing sales, and working on already standing projects.  

For marketing: 
I created a Poster in Adobe InDesign to be presented during NS pop-up shops, where 
we display our products.  
The company wanted an extra poster to accompany another already existing poster, 
to focus more on the relationship between NS and Het Nieuwe Logisch. I used a 
photo with and NS train in the background, together with the Ov-fiets logo and a short 
and clear quote (Figure 47). In this poster I also focused on keeping everything in the 
company house style, so it matched witch other poster. In figure 48, the poster can be 
seen hanging at one of the NS-pop-up stores.  
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

Regarding marketing, I also did photoshoot 
(Figure 49) for the companies Instagram 
page. I did this shoot in an urban place, to 
match the other posts on the Instagram’s 
esthetic Appendix 10 (Instagram Photoshoot 
content).  

I also created an het Nieuwe Logisch 
Facebook account (Het Nieuwe Logisch, 
n.d.) and linked this to the het Nieuwe 
Logisch Instagram page 
(Het_Nieuwe_Logisch, n.d.). This way al 
posts on Instagram are automatically 
reflected on the Facebook account.  
 
 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

To improve sales: 
For Instagram, I created a way to ad our products from the website, directly to the 
post, making it easy to immediately buy the items visible in the photo (Figure 50, 51) 
 
  

 

 

 
 

 

 

 

 

 



I also changed the het Nieuwe Logisch website (Het Nieuwe Logisch | Samen Op Weg 
Naar Een Logische Wereld, n.d.). I added in the Delivery time and the return policy. 
And I added the green laptop sleeve to the website and created product photos this 
laptop sleeves as well (Figure 52). I also had to edit these product Foto’s using adobe 
photoshop.  

 
 

Keeping the company going: 
I sent out orders, updated the supply on the company website, checked new 
deliveries from our sewing ateliers for defects, and  contacted mails from customers 
and others. These mails could range from a product that broke or a request when a 
bag went back in stock, to the question if our products are vegan.  

You can find a full view of my activities, including non-described once, in my logbook 
in Appendix 0 (Logbook) 
 

 

 

 

Results 
I ended my internship with a presentation on my findings from the data analysis of the 
advertisements and internship. In this presentation I also added some of my main 
projects, their outcome and I ended with my advice towards the company for the 
future. To present this all, I created a PowerPoint (Appendix 11). Since the PowerPoint 
contains many moving parts and animations, I would advise to look at them in 
presentation mode. 

 



 

 



 

 



 
 

 

 

 

 



 
 

 

 

 

 



 
 

 

 

 

 

 



 



 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Reflection 
While interning at Het Nieuwe Logisch, I acquired various skills, like running small 
businesses, marketing and behaviour change design, data collection and analysis, 
supply chains, communication with various stakeholders, presenting, and time 
management. Directly applying my learnings in a real world setting. 

Using the week start meeting and Eisenhower Matrix to prioritize my tasks, enabled 
me to manage my workload in the best way possible, especially during weeks with 
numerous small tasks. This helped improve my ability to manage time more 
effectively.  

Business and Entrepreneurship  
I have grown the most in business and entrepreneurship. I learned to do market 
research with primary and secondary data. Setting up the survey taught me the 
importance of collecting and analysing data to make informed decisions. 
Communicating with external partners like Siza and potential B2B partners showed 
me the importance of sustainable business networking. This taught me to 
communicate with various stakeholders through email, physical meetings, video 
calls, presentations, and phone calls. Furthermore, I learned how to implement 
several business analysis tools I learned in Design Innovation Methods. 

Creativity and Aesthetics  
Aaesthetics was the main tool for me to reach the behaviour change goals for the 
survey and advertisements. I used compelling layouts and visual storytelling via 
video. This process has shown the importance and effect of aesthetics on behavior 
change. 

Math, Data, and Computing  
Data was central to my internship. From collecting data, to cleaning, visualizing, and 
presenting it. I learned to transform data into actionable plans or future advice for the 
company. Showing me the usefulness and impotency of data when handled correctly. 

Technology and Realization 
In line with my internship goals, I focused on digital design, using for example,  
InDesign, Photoshop, LumaFusion, and JotForm. I also used video shooting tools 
enhancing my understanding of content creation. But also non-digital like an 
industrial sewing machine to test the seatbelts. Such experiences will help me 
translate my ideas across various platforms. 

User and Society  
The survey highlighted the importance of understanding user needs. The involvement 
of customers in the feedback is what made the changes influence the user 
experience positively. This taught me to incorporate user-feedback for devising 
products that cater to their needs. 

Professional Identity and Vision  
In a difficulty situation before my internship I informed a company I went with another, 
better-fitting internship company, they reacted negatively. This experience and the 
subsequent meeting with Linda martens taught me to maintain professionalism and 
to not feel guilty. It also reinforced the significance of seeking an environment where I 
can develop professionally.  

A crucial learning was the importance of clear communication and collaboration. 
Whether working with colleagues, coordinating with external partners, or 
communicating with suppliers, effective communication through various platforms 
was key to successful outcomes. 

Another lesson was the need for adaptability and problem-solving. Researching the 
haberdashery and seatbelts demonstrated the importance of a proactive and flexible 
approach in design processes. 

I will continue to apply the skills developed during this internship, focusing on 
communication, time management, and adaptability in my future roles.  
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Appendix 0 (Logbook) 

 

 



 

 

 

 



 

 

 



 

 

 

 



 

 
 



  



 

 



 

 



 
 



 

 



 

 

Appendix 1; (Eisenhower matrixes) 

 
 

 
 



 
 

 
 

 

 

 
 

Appendix 2 ( Survey and data collection) 

Appendix 2.1 (Full miro-board) 
Link to full miro board, containing data analysis, marketing analysis and 
advertisement schedule:  

https://miro.com/app/board/uXjVKdtIhu0=/?share_link_id=9080697948
95  

Appendix 2.2 (Full customer survey) 
Dutch Survey: https://form.jotform.com/240793436939369  
English Survey: https://form.jotform.com/240774378748371  

https://miro.com/app/board/uXjVKdtIhu0=/?share_link_id=908069794895
https://miro.com/app/board/uXjVKdtIhu0=/?share_link_id=908069794895
https://form.jotform.com/240793436939369
https://form.jotform.com/240774378748371


 

  

 



  

Appendix 3 (B2B companies list) 

Company  Field of 
work 

URL 

Computerzaak Refurbished 
tech 

https://www.computerzaak.nl/?gad_source=1&
gclid=Cj0KCQjw9vqyBhCKARIsAIIcLMGkbJl9zsJ
7ZmPHZHVGf9qdplcsjA9d4NdsnupawGYMaVEe
Un78KAsaAiN_EALw_wcB  

Asbas computers Refurbished 
tech 

https://www.asbascomputers.nl/gebruikte-
laptops?gad_source=1&gclid=Cj0KCQjw9vqyBh
CKARIsAIIcLMGl0rnYMoKhiqK2rCULsbUcYk4Kn
oMkzWCjED5uh1FGfi4SNW32rVAaAgIcEALw_w
cB  

Refurbished direct Refurbished 
tech 

https://refurbisheddirect.com/?gad_source=1&
gclid=Cj0KCQjw9vqyBhCKARIsAIIcLMG88oG7G
rwfXO2Wvtvqt-
_UyXQiBoscmAUTYeEAPgxtxtqdFR9W7VAaAsziE
ALw_wcB  

Refurbished.nl Refurbished 
tech 

https://www.refurbished.nl/  

Remarkt Refurbished 
tech 

https://www.remarkt.nl/?gad_source=1&gclid=
Cj0KCQjw9vqyBhCKARIsAIIcLMEkbktKpJKxMmj
OUahccFq72z9I-
YiAjehN6TKM7VV9XzKh0mZ9sbAaAnu_EALw_w
cB  

Refurbo Refurbished 
tech 

https://www.greenchoicerefurb.nl/  

Alpha-shop Refurbished 
tech 

https://www.alpha-shop.nl/refurbished-
laptops.html?gad_source=1&gclid=Cj0KCQjw9v
qyBhCKARIsAIIcLMHLMdjCrx6DQtg9HO1xTxp15
UXWEffhguJo_8OPLkbib760LcdQGNIaAvz6EAL
w_wcB  

Laptoprefurbished Refurbished 
tech 

https://laptoprefurbished.nl/  

Leapp Refurbished 
tech 

https://leapp.nl/?CMP=&utm_medium=cpc&ut
m_source=google&utm_campaign=&gad_sourc
e=1&gclid=Cj0KCQjw9vqyBhCKARIsAIIcLME8iD
uLUbvlR1eNrXsRPVGZ8UhqnE_RvIRVkz1uqksVb
Nc8wSNb2VcaAjReEALw_wcB  

Daans magazijn Refurbished 
tech 

https://www.daansmagazijn.nl/?gad_sour
ce=1&gclid=Cj0KCQjw9vqyBhCKARIsAIIcL
METk_9qqz5X1-
PXBdJ1W5NLS7vgHkPqWpSYLtnxjFDdGlr_
xTlvCw0aAsBFEALw_wcB  

Natures gift Gift guide  https://www.naturesgift.nl/?gad_source=1&gcli
d=Cj0KCQjw9vqyBhCKARIsAIIcLMHGapVa2sb5
2pyz-
B2foDQ8rCaOLSzOKQ6ZcbtIoXfXRKNcDLnUCjA
aApmXEALw_wcB  

Made trade Gift guide https://www.madetrade.com/  

Radbag Gift guide https://www.radbag.nl/cadeau-
idee?gad_source=1&gclid=Cj0KCQjw9vqyBhCK
ARIsAIIcLMH-
aTU7mJw4vX34V2kYQ5kbeNMGnnEmm_p2PYA
qz8ckLig7V9z_IUoaAt38EALw_wcB&cvg_adid=6

https://www.computerzaak.nl/?gad_source=1&gclid=Cj0KCQjw9vqyBhCKARIsAIIcLMGkbJl9zsJ7ZmPHZHVGf9qdplcsjA9d4NdsnupawGYMaVEeUn78KAsaAiN_EALw_wcB
https://www.computerzaak.nl/?gad_source=1&gclid=Cj0KCQjw9vqyBhCKARIsAIIcLMGkbJl9zsJ7ZmPHZHVGf9qdplcsjA9d4NdsnupawGYMaVEeUn78KAsaAiN_EALw_wcB
https://www.computerzaak.nl/?gad_source=1&gclid=Cj0KCQjw9vqyBhCKARIsAIIcLMGkbJl9zsJ7ZmPHZHVGf9qdplcsjA9d4NdsnupawGYMaVEeUn78KAsaAiN_EALw_wcB
https://www.computerzaak.nl/?gad_source=1&gclid=Cj0KCQjw9vqyBhCKARIsAIIcLMGkbJl9zsJ7ZmPHZHVGf9qdplcsjA9d4NdsnupawGYMaVEeUn78KAsaAiN_EALw_wcB
https://www.asbascomputers.nl/gebruikte-laptops?gad_source=1&gclid=Cj0KCQjw9vqyBhCKARIsAIIcLMGl0rnYMoKhiqK2rCULsbUcYk4KnoMkzWCjED5uh1FGfi4SNW32rVAaAgIcEALw_wcB
https://www.asbascomputers.nl/gebruikte-laptops?gad_source=1&gclid=Cj0KCQjw9vqyBhCKARIsAIIcLMGl0rnYMoKhiqK2rCULsbUcYk4KnoMkzWCjED5uh1FGfi4SNW32rVAaAgIcEALw_wcB
https://www.asbascomputers.nl/gebruikte-laptops?gad_source=1&gclid=Cj0KCQjw9vqyBhCKARIsAIIcLMGl0rnYMoKhiqK2rCULsbUcYk4KnoMkzWCjED5uh1FGfi4SNW32rVAaAgIcEALw_wcB
https://www.asbascomputers.nl/gebruikte-laptops?gad_source=1&gclid=Cj0KCQjw9vqyBhCKARIsAIIcLMGl0rnYMoKhiqK2rCULsbUcYk4KnoMkzWCjED5uh1FGfi4SNW32rVAaAgIcEALw_wcB
https://www.asbascomputers.nl/gebruikte-laptops?gad_source=1&gclid=Cj0KCQjw9vqyBhCKARIsAIIcLMGl0rnYMoKhiqK2rCULsbUcYk4KnoMkzWCjED5uh1FGfi4SNW32rVAaAgIcEALw_wcB
https://refurbisheddirect.com/?gad_source=1&gclid=Cj0KCQjw9vqyBhCKARIsAIIcLMG88oG7GrwfXO2Wvtvqt-_UyXQiBoscmAUTYeEAPgxtxtqdFR9W7VAaAsziEALw_wcB
https://refurbisheddirect.com/?gad_source=1&gclid=Cj0KCQjw9vqyBhCKARIsAIIcLMG88oG7GrwfXO2Wvtvqt-_UyXQiBoscmAUTYeEAPgxtxtqdFR9W7VAaAsziEALw_wcB
https://refurbisheddirect.com/?gad_source=1&gclid=Cj0KCQjw9vqyBhCKARIsAIIcLMG88oG7GrwfXO2Wvtvqt-_UyXQiBoscmAUTYeEAPgxtxtqdFR9W7VAaAsziEALw_wcB
https://refurbisheddirect.com/?gad_source=1&gclid=Cj0KCQjw9vqyBhCKARIsAIIcLMG88oG7GrwfXO2Wvtvqt-_UyXQiBoscmAUTYeEAPgxtxtqdFR9W7VAaAsziEALw_wcB
https://refurbisheddirect.com/?gad_source=1&gclid=Cj0KCQjw9vqyBhCKARIsAIIcLMG88oG7GrwfXO2Wvtvqt-_UyXQiBoscmAUTYeEAPgxtxtqdFR9W7VAaAsziEALw_wcB
https://www.refurbished.nl/
https://www.remarkt.nl/?gad_source=1&gclid=Cj0KCQjw9vqyBhCKARIsAIIcLMEkbktKpJKxMmjOUahccFq72z9I-YiAjehN6TKM7VV9XzKh0mZ9sbAaAnu_EALw_wcB
https://www.remarkt.nl/?gad_source=1&gclid=Cj0KCQjw9vqyBhCKARIsAIIcLMEkbktKpJKxMmjOUahccFq72z9I-YiAjehN6TKM7VV9XzKh0mZ9sbAaAnu_EALw_wcB
https://www.remarkt.nl/?gad_source=1&gclid=Cj0KCQjw9vqyBhCKARIsAIIcLMEkbktKpJKxMmjOUahccFq72z9I-YiAjehN6TKM7VV9XzKh0mZ9sbAaAnu_EALw_wcB
https://www.remarkt.nl/?gad_source=1&gclid=Cj0KCQjw9vqyBhCKARIsAIIcLMEkbktKpJKxMmjOUahccFq72z9I-YiAjehN6TKM7VV9XzKh0mZ9sbAaAnu_EALw_wcB
https://www.remarkt.nl/?gad_source=1&gclid=Cj0KCQjw9vqyBhCKARIsAIIcLMEkbktKpJKxMmjOUahccFq72z9I-YiAjehN6TKM7VV9XzKh0mZ9sbAaAnu_EALw_wcB
https://www.greenchoicerefurb.nl/
https://www.alpha-shop.nl/refurbished-laptops.html?gad_source=1&gclid=Cj0KCQjw9vqyBhCKARIsAIIcLMHLMdjCrx6DQtg9HO1xTxp15UXWEffhguJo_8OPLkbib760LcdQGNIaAvz6EALw_wcB
https://www.alpha-shop.nl/refurbished-laptops.html?gad_source=1&gclid=Cj0KCQjw9vqyBhCKARIsAIIcLMHLMdjCrx6DQtg9HO1xTxp15UXWEffhguJo_8OPLkbib760LcdQGNIaAvz6EALw_wcB
https://www.alpha-shop.nl/refurbished-laptops.html?gad_source=1&gclid=Cj0KCQjw9vqyBhCKARIsAIIcLMHLMdjCrx6DQtg9HO1xTxp15UXWEffhguJo_8OPLkbib760LcdQGNIaAvz6EALw_wcB
https://www.alpha-shop.nl/refurbished-laptops.html?gad_source=1&gclid=Cj0KCQjw9vqyBhCKARIsAIIcLMHLMdjCrx6DQtg9HO1xTxp15UXWEffhguJo_8OPLkbib760LcdQGNIaAvz6EALw_wcB
https://www.alpha-shop.nl/refurbished-laptops.html?gad_source=1&gclid=Cj0KCQjw9vqyBhCKARIsAIIcLMHLMdjCrx6DQtg9HO1xTxp15UXWEffhguJo_8OPLkbib760LcdQGNIaAvz6EALw_wcB
https://laptoprefurbished.nl/
https://leapp.nl/?CMP=&utm_medium=cpc&utm_source=google&utm_campaign=&gad_source=1&gclid=Cj0KCQjw9vqyBhCKARIsAIIcLME8iDuLUbvlR1eNrXsRPVGZ8UhqnE_RvIRVkz1uqksVbNc8wSNb2VcaAjReEALw_wcB
https://leapp.nl/?CMP=&utm_medium=cpc&utm_source=google&utm_campaign=&gad_source=1&gclid=Cj0KCQjw9vqyBhCKARIsAIIcLME8iDuLUbvlR1eNrXsRPVGZ8UhqnE_RvIRVkz1uqksVbNc8wSNb2VcaAjReEALw_wcB
https://leapp.nl/?CMP=&utm_medium=cpc&utm_source=google&utm_campaign=&gad_source=1&gclid=Cj0KCQjw9vqyBhCKARIsAIIcLME8iDuLUbvlR1eNrXsRPVGZ8UhqnE_RvIRVkz1uqksVbNc8wSNb2VcaAjReEALw_wcB
https://leapp.nl/?CMP=&utm_medium=cpc&utm_source=google&utm_campaign=&gad_source=1&gclid=Cj0KCQjw9vqyBhCKARIsAIIcLME8iDuLUbvlR1eNrXsRPVGZ8UhqnE_RvIRVkz1uqksVbNc8wSNb2VcaAjReEALw_wcB
https://leapp.nl/?CMP=&utm_medium=cpc&utm_source=google&utm_campaign=&gad_source=1&gclid=Cj0KCQjw9vqyBhCKARIsAIIcLME8iDuLUbvlR1eNrXsRPVGZ8UhqnE_RvIRVkz1uqksVbNc8wSNb2VcaAjReEALw_wcB
https://www.daansmagazijn.nl/?gad_source=1&gclid=Cj0KCQjw9vqyBhCKARIsAIIcLMETk_9qqz5X1-PXBdJ1W5NLS7vgHkPqWpSYLtnxjFDdGlr_xTlvCw0aAsBFEALw_wcB
https://www.daansmagazijn.nl/?gad_source=1&gclid=Cj0KCQjw9vqyBhCKARIsAIIcLMETk_9qqz5X1-PXBdJ1W5NLS7vgHkPqWpSYLtnxjFDdGlr_xTlvCw0aAsBFEALw_wcB
https://www.daansmagazijn.nl/?gad_source=1&gclid=Cj0KCQjw9vqyBhCKARIsAIIcLMETk_9qqz5X1-PXBdJ1W5NLS7vgHkPqWpSYLtnxjFDdGlr_xTlvCw0aAsBFEALw_wcB
https://www.daansmagazijn.nl/?gad_source=1&gclid=Cj0KCQjw9vqyBhCKARIsAIIcLMETk_9qqz5X1-PXBdJ1W5NLS7vgHkPqWpSYLtnxjFDdGlr_xTlvCw0aAsBFEALw_wcB
https://www.daansmagazijn.nl/?gad_source=1&gclid=Cj0KCQjw9vqyBhCKARIsAIIcLMETk_9qqz5X1-PXBdJ1W5NLS7vgHkPqWpSYLtnxjFDdGlr_xTlvCw0aAsBFEALw_wcB
https://www.naturesgift.nl/?gad_source=1&gclid=Cj0KCQjw9vqyBhCKARIsAIIcLMHGapVa2sb52pyz-B2foDQ8rCaOLSzOKQ6ZcbtIoXfXRKNcDLnUCjAaApmXEALw_wcB
https://www.naturesgift.nl/?gad_source=1&gclid=Cj0KCQjw9vqyBhCKARIsAIIcLMHGapVa2sb52pyz-B2foDQ8rCaOLSzOKQ6ZcbtIoXfXRKNcDLnUCjAaApmXEALw_wcB
https://www.naturesgift.nl/?gad_source=1&gclid=Cj0KCQjw9vqyBhCKARIsAIIcLMHGapVa2sb52pyz-B2foDQ8rCaOLSzOKQ6ZcbtIoXfXRKNcDLnUCjAaApmXEALw_wcB
https://www.naturesgift.nl/?gad_source=1&gclid=Cj0KCQjw9vqyBhCKARIsAIIcLMHGapVa2sb52pyz-B2foDQ8rCaOLSzOKQ6ZcbtIoXfXRKNcDLnUCjAaApmXEALw_wcB
https://www.naturesgift.nl/?gad_source=1&gclid=Cj0KCQjw9vqyBhCKARIsAIIcLMHGapVa2sb52pyz-B2foDQ8rCaOLSzOKQ6ZcbtIoXfXRKNcDLnUCjAaApmXEALw_wcB
https://www.madetrade.com/
https://www.radbag.nl/cadeau-idee?gad_source=1&gclid=Cj0KCQjw9vqyBhCKARIsAIIcLMH-aTU7mJw4vX34V2kYQ5kbeNMGnnEmm_p2PYAqz8ckLig7V9z_IUoaAt38EALw_wcB&cvg_adid=608388857927&cvg_source=google&cvg_cid=205585095
https://www.radbag.nl/cadeau-idee?gad_source=1&gclid=Cj0KCQjw9vqyBhCKARIsAIIcLMH-aTU7mJw4vX34V2kYQ5kbeNMGnnEmm_p2PYAqz8ckLig7V9z_IUoaAt38EALw_wcB&cvg_adid=608388857927&cvg_source=google&cvg_cid=205585095
https://www.radbag.nl/cadeau-idee?gad_source=1&gclid=Cj0KCQjw9vqyBhCKARIsAIIcLMH-aTU7mJw4vX34V2kYQ5kbeNMGnnEmm_p2PYAqz8ckLig7V9z_IUoaAt38EALw_wcB&cvg_adid=608388857927&cvg_source=google&cvg_cid=205585095
https://www.radbag.nl/cadeau-idee?gad_source=1&gclid=Cj0KCQjw9vqyBhCKARIsAIIcLMH-aTU7mJw4vX34V2kYQ5kbeNMGnnEmm_p2PYAqz8ckLig7V9z_IUoaAt38EALw_wcB&cvg_adid=608388857927&cvg_source=google&cvg_cid=205585095
https://www.radbag.nl/cadeau-idee?gad_source=1&gclid=Cj0KCQjw9vqyBhCKARIsAIIcLMH-aTU7mJw4vX34V2kYQ5kbeNMGnnEmm_p2PYAqz8ckLig7V9z_IUoaAt38EALw_wcB&cvg_adid=608388857927&cvg_source=google&cvg_cid=205585095


08388857927&cvg_source=google&cvg_cid=205
585095  

Eco giving Gift guide https://www.ecogiving.nl/  

Eco goodies Gift guide https://ecogoodies.nl/  

Ecomondo  Gift guide Ecomondo | Duurzame webshop en winkel: eco, 
bio & zero waste  

Freshtival 
(Absolutely fresh) 

Festival https://www.freshtival.nl/  

Down the rabbit 
hole (MoJo events) 

Festival https://downtherabbithole.nl/  

Paaspop Festival https://www.stichtingpaaspop.nl/page/contact  

Lowlands Festival https://lowlands.nl/  

Lente Kabinet 
(Pouw events)  

Festival https://www.hetkabinetfestival.nl/  

Kwijt Festival https://www.instagram.com/kwijtevents/  

DGTL (Apenkooi 
events)  

Festival https://dgtl.nl/  

ASM (BOD events)  Festival https://asmfestival.nl/  

Le guess who Festival https://leguesswho.com/  

Film festival  Festival https://www.filmfestival.nl/  

 

Appendix 4 (B2B mails) 

Appendix 4.1 (Mail Templates) 
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https://www.radbag.nl/cadeau-idee?gad_source=1&gclid=Cj0KCQjw9vqyBhCKARIsAIIcLMH-aTU7mJw4vX34V2kYQ5kbeNMGnnEmm_p2PYAqz8ckLig7V9z_IUoaAt38EALw_wcB&cvg_adid=608388857927&cvg_source=google&cvg_cid=205585095
https://www.radbag.nl/cadeau-idee?gad_source=1&gclid=Cj0KCQjw9vqyBhCKARIsAIIcLMH-aTU7mJw4vX34V2kYQ5kbeNMGnnEmm_p2PYAqz8ckLig7V9z_IUoaAt38EALw_wcB&cvg_adid=608388857927&cvg_source=google&cvg_cid=205585095
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https://www.stichtingpaaspop.nl/page/contact
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https://www.hetkabinetfestival.nl/
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https://leguesswho.com/
https://www.filmfestival.nl/


  
 

 
 
 
 



Appendix 4.2 (Filled-in mails) 
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Appendix 4.3 (Mails BOD Events) 

 
Mail conversation: 

 

 



 

 

English translation mail conversation:  

 
Hi Bente, 

Thank you for your email. What exactly do you have in mind regarding the 

collaboration and how does it work? Do we need to purchase the fanny 

packs, and if so, what are the costs? If you set up a stand, will the revenue 

be entirely yours? How do you envision it? 

At the moment, we don't have any old promotional materials left. Of course, 

we can look at the banners that will be destroyed after this edition. 

Looking forward to hearing from you. 

Best regards, 

Corinde 

ASM Festival 

 

Hi Corinde, 

Thank you for your response. We would prefer a Business to Business 

collaboration, which means that you purchase our fanny packs in advance 

and then sell them as merchandise. It is also possible to add your logo or 

name on a label to the bag. Other personalization options can also be 

discussed. The fanny packs make a great keepsake for festival-goers and 

extra advertising for the festival. This would be especially cool for next year 

with your old banners! The purchase costs depend on how you want the 

fanny pack and the quantities, but we can give a rough guideline. 

• Without print, we are around 30 euros 

• With a personal label, it adds a few euros, depending on the 

quantities. 

• Other personalizations also depend on the quantities and type. 

If this is not possible for you, we are definitely open to discussing the 

possibilities of setting up a stand ourselves. For this option, we still have 

some questions: 

• Do you provide the stand, or do we need to arrange it ourselves? 

• Is there a minimum percentage of the profit that we need to give to 

you? 

I hope I have informed you enough for now. Looking forward to hearing 

from you. 

Best regards, Bente Elst 

Het Nieuwe Logisch 

 

Hi Bente, 

My response took a bit longer, apologies for that. I have discussed your 

proposal again internally, but unfortunately, we don't see any possibilities to 

sell the fanny packs on our premises. 

What we can do is provide you with the banners that will be destroyed after 

the event. You can then make products to sell from these. We are happy to 

donate them. Of course, we can make a reference to this on our website in 



the context of sustainability. I look forward to hearing if this is of interest to 

you. 

Best regards, 

Corinde den Toonder 

 

Appendix 4.4 (Mails Leapp) 
Mail conversation: 

 

 

  

 

 
 
English translation mail conversation:  
Leapp: 

Good afternoon Bente, 

Thank you for your email! 

You certainly have fun and sustainable products. We might have a match. 



Our customers are mainly price-focused, combined with fast delivery. We 

currently offer cases for between €30 and €40, with a 22:00 cut-off for 

same-day shipping. 

We have a dropshipping arrangement with various parties, allowing us to 

sell from their stock. 

Would this be possible with you? 

What would your prices be for purchasing 20 to 30 cases per month? 

Initially, we could keep a few items in stock to meet our shipping promise. 

 

Looking forward to your response! 

Best regards, 

 
 

Dear Danny, 

It's great to hear that there is interest in collaborating and that our laptop 

sleeves are well-received! 

To answer your questions: 

Dropshipping: 

Can you provide more details on how dropshipping works for you? Who 

bears the shipping costs and is there a specific profit margin you maintain? 

If we handle dropshipping and send the products directly to customers 

without you holding stock, we can offer you a purchase price of €32.50 per 

case, including shipping costs to the customer. You can add your preferred 

margin on this price. Our retail price on our website and in stores is €40. 

Shipping Options: 

Currently, as a small brand, we cannot guarantee same-day shipping but can 

offer up to 3 days. 

 

Own Storage and Shipping: 

To provide same-day shipping, it's possible for you to keep the sleeves in 

your own storage and ship them yourselves or through one of your other 

partners. In this case, we ask for a purchase price of €25 per case. 

 

First Batch Sales: 

We can offer the first batch of 20 to 30 laptop sleeves at a lower price to 

explore the product's popularity. We are also very curious to see how the 

laptop sleeves will be received by your customers. 

I hope these answers address your questions! I look forward to your 

response. We can also arrange an online meeting to discuss further. My 

colleague will also join. 

Best regards, 

Bente Elst 

 
 

Good morning Bente, 

Thank you for your email with the detailed information. In the past, we 

have had many diverse accessories.  

Now we try to keep as little stock as possible and only stock well-selling 

products. 

Cases priced over €40 do not sell well for us. Our current price range is 

between €25 and €29. 

Based on the given purchase prices, I see no match. 

Best regards, 

Appendix 5 (Siza) 

Appendix 5.1 (Email proposal Ateliers, translation)  
Dear Van Hulley, 

I am Bente from Het Nieuwe Logisch, a sustainable bag brand with the mission of 
making material reuse the new normal. We sell weekend bags, fanny packs, and 



laptop sleeves made from old bicycle tires, seatbelts, and tarpaulins, and we are also 
busy developing new products. 

Currently, we are actively seeking a suitable atelier that can support us in cutting 
seatbelts to size, opening and cutting inner tubes to size, and washing them. We are 
very interested in the possibilities you can offer in this regard and hope that you are as 
enthusiastic about this as we are. 

We would like to receive more information about what your atelier can do for us. 
Could you let us know what services your atelier offers and what steps we can take to 
initiate this process? Additionally, we are curious about any requirements your atelier 
may need from us that we should consider. 

We believe that a joint effort between Het Nieuwe Logisch and your atelier will not 
only advance our goals but also contribute to more sustainable production. 

We look forward to your response and hope for a fruitful collaboration. 

 

Kind regards, 

Bente Elst 
Het Nieuwe Logisch 
info@hetnieuwelogisch.nl 

Appendix 5.2 (Tire-preperation guide translation) 
Currently, only tires that have already burst open have been delivered. As a result, you 
get pieces of various lengths after cutting out the valves. When production starts, 
intact tires will also be delivered. These should not be cut to 100 cm but should retain 
their full length and be sewn together in this full length into a “sheet.” 

1. Cut the valves out of the tires, as shown in the photo. 
2. Cut pieces longer than 100 cm to 100 cm. Keep the smaller pieces 

the length they are. Pieces shorter than 15 cm are unusable and can 
be discarded. 

3. Cut all tires open along their length. 
4. Clean the inside of the tires with a dry cloth. (They can also be 

washed in a washing machine). 

5. Sew 8 tires of 100 cm length together along their length. (The inside 
of the tires will later become the outside of the bag, so this side 
should look neat). A sewn example is provided. 

6. The end product is a “sheet” of 8 tires, each 100 cm long, sewn 
together lengthwise. Additionally, there will be loose pieces of open 
and clean tires between 15 and 100 cm in length. 

 

Appendix 5.3 (Agreements with Siza) 
 

Dear Siza, 

We are following up on everything discussed last Wednesday during our meeting. 

Regarding the tire distribution system, we have come up with the following plan: 

To keep it simple, we will switch the destination each month. This means you don’t 
need to divide the tires but will receive just one box (or two for ease of shipping) and 
can send all those tires to the same location. We will include a shipping label and a 
note with the dimensions to which the tires should be cut. It will look approximately 
as follows: 

• 100 Tires (30 Whole, 70 Exploded) 
• Cut whole tires into 5x 40cm pieces 
• Cut exploded tires into pieces of 50cm and remaining pieces above 15cm 
• Shipping label sticker(s) 

We will send our boxes to you at the start of each month so that you can send 
everything to our sewing ateliers at the end of the month. 

As far as we have found, the maximum package dimensions are 100 x 50 x 50 cm and 
10 kg. Does this match what you have found? 

Start Month: 
Next month, we will send to both ateliers to have a starting inventory at both 
locations. For this, we will send you two boxes, each with its own dimension note and 
shipping label. It is important that the tires are returned in the box they were delivered 
in. In addition to the two boxes we send, one of our ateliers will also send a box with a 

mailto:info@hetnieuwelogisch.nl


few tires to you. These belong to the large box and can also be included in the large 
box. 

 

We will send the two boxes next Friday so that they are with you before the start of the 
month. One box has 20 tires and the other has 50 (plus the extra tires from our 
atelier). 

Additional Information: 

Sewing Atelier Khalil 
Klinkerstraat 11 
3077 MA 
Rotterdam 

Sewing Atelier Jungels 
Saturnusstraat 14 
2516 AH 
The Hague 

Het Nieuwe Logisch (us) 
Hooghiemstraplein 142 
3514 AZ 
Utrecht 

I will only be at Het Nieuwe Logisch for two more weeks as my internship is coming to 
an end. From now on, the contact will be via Elina Eikelenboom (who was also 
present at the online meeting). 

Her contact details are: 
Elina@thebin.nl 
+316 31278185 

For the billing address, you can also contact Elina. 

 
Best regards, 

Bente Elst 
Het Nieuwe Logisch 

 

Appendix 5.4 (Full excel sheet tire prep) 
https://docs.google.com/spreadsheets/d/16mhfhY06xB0ZDaUQ_dGwKZAO9NuGakl6
6pOFQxwSUzQ/edit?usp=sharing  

Appendix 5.5 (Minutes meeting atelier Khalil, march 7th) 
 

Here are the things we discussed with Khorsheed at march 7th  

- We will now order the haberdashery ourselves and ensure that Khorsheed 
always has enough for the orders we place. (Khorsheed gets them from 
Kleinvakhuis B.V.) khorsheed now asks 2,50 euros for hardasher. 

- We are also looking for a party to clean and cut the bands. If we supply the 
bands and canvas clean and cut, the production price can go down to €12.50 
(Khorsheed knows of a machine at Stunt that can clean the bands well). 

- We will order in quantities of 50 pieces or more. 
- We order at the beginning of the month, and by the end of the month, the 

fanny packs will be at our office. 
- Khorsheed will use stronger thread for sewing the fanny packs in black. 
- We will inquire about the bands Checkpoint uses, as these are wide enough 

so that two do not need to be sewn together for the bottom of the fanny pack. 

mailto:Elina@thebin.nl
https://docs.google.com/spreadsheets/d/16mhfhY06xB0ZDaUQ_dGwKZAO9NuGakl66pOFQxwSUzQ/edit?usp=sharing
https://docs.google.com/spreadsheets/d/16mhfhY06xB0ZDaUQ_dGwKZAO9NuGakl66pOFQxwSUzQ/edit?usp=sharing


Appendix 6 (Seatbelt testing) 

Appendix 6.1(Mail contact about seatbelt useage) 

 

 

 

Appendix 6.2 (Video seatbelt stitching) 

 

 

Appendix 7 (Business analysis) 

Appendix 7.1 (Report Design innovation methods) 
 

C:\Users\20202440\Downloads\Dim induvidual assignment.pdf 

file:///C:/Users/20202440/Downloads/Dim%20induvidual%20assignment.pdf
https://www.youtube.com/embed/zgICh2LC0G4?feature=oembed


 

 

 

 



 

 

 

 



 

 

 

 



 

 

 

 

Appendix 7.2 (Powerpoint slides business evaluation meeting) 
https://tuenl-
my.sharepoint.com/:p:/r/personal/b_elst_student_tue_nl/Documents/HNL%20evalu
ation%20PP%20english.pptx?d=we435dbbffa7b4d4985f7ade143729ed0&csf=1&we
b=1&e=uhk9Zd  

 

https://tuenl-my.sharepoint.com/:p:/r/personal/b_elst_student_tue_nl/Documents/HNL%20evaluation%20PP%20english.pptx?d=we435dbbffa7b4d4985f7ade143729ed0&csf=1&web=1&e=uhk9Zd
https://tuenl-my.sharepoint.com/:p:/r/personal/b_elst_student_tue_nl/Documents/HNL%20evaluation%20PP%20english.pptx?d=we435dbbffa7b4d4985f7ade143729ed0&csf=1&web=1&e=uhk9Zd
https://tuenl-my.sharepoint.com/:p:/r/personal/b_elst_student_tue_nl/Documents/HNL%20evaluation%20PP%20english.pptx?d=we435dbbffa7b4d4985f7ade143729ed0&csf=1&web=1&e=uhk9Zd
https://tuenl-my.sharepoint.com/:p:/r/personal/b_elst_student_tue_nl/Documents/HNL%20evaluation%20PP%20english.pptx?d=we435dbbffa7b4d4985f7ade143729ed0&csf=1&web=1&e=uhk9Zd


 

 

 

 



 

  

 

 



 

 

 

 

 



 

 
 



 

 

 

Appendix 8 (Haberdashery excel sheet) 
https://tuenl-
my.sharepoint.com/:x:/r/personal/b_elst_student_tue_nl/Documents/Excel%20sheet
%20haberdashery.xlsx?d=wcf1eb08387f543febc0ca0cd86ae668f&csf=1&web=1&e=
1bBSgN  

Cost per bag for 50 pieces

Onderdeel Kosten Esails

Kosten 

fourniturezakelijk Fournituren4Fun Elga fournituren

Fournituren 

groothandel

Zipper = min. 200 

meter, so 625 bags, 

runner = min. 100 

pieces.

Zipper comes from 

zeildoekshop (free 

shipping)

Need KvK paper to 

order

account denied 

because of unfit 

KvK branch

Band (185cm) € 1,40 € 1,07 € 1,27 / /

Quick release clip (1x) € 3,32 € 0,69 € 0,81 / /

Spiral Zipper on roll 5 mm (32 cm)
€ 0,58 € 0,50 € 1,67 / /

Runner for siral zipper (1x) € 0,98 € 0,46 € 1,25 / /

Slide buckle (1x) / € 0,40 € 0,28 /

/ incl. VAT = €3,78 / /

Total amount € 6,28 € 3,12 € 5,28 / /

Onderdeel Supplier Amount Price Restmaterial

Name of product + amount needed 

per fannypack 

login = in notion 100 fannypacks

Tassenband nylon 2 cm (185cm)

Fournituren 

zakelijk 250 meter € 139,15

65 meter (35 

fannypacks)

Parachute gesp 20 mm zwart 

heavy duty (1x) Fournituren4fun 100 pcs € 81,00

Spiraalrits van de rol zwart 6 mm 

(32 cm) Zeildoekshop 35 meter € 58,27

3 meter (9 

fannypacks) € 100

Runner voor spiraal (1x)

Fournituren 

zakelijk 100 pcs € 46,00

schuifgesp 20mm zwart kunststof 

(1x) Fournituren4Fun 100 pcs € 28,00

Total € 352,42 € 394

Total - Rest material € 311,23 € 273,97

Ordering haberdashery for 100 fannypacks

If 

fourniturenzakelijk 

used for zipper

168 meter 

rest 

material

 

 

Appendix 9 (advertisements) 

Appendix 9.1 (Usable video clips for ads) 
https://drive.google.com/drive/folders/1lAoZLmIPVeTmSwoB7AmoRE0
ElgXGxaFR?usp=sharing  

Appendix 9.2 (All songs tested in advertisements) 

BalloonPlanet - Fun in the Sun.mp3  

Ben Fox - Break It Down.mp3  

https://tuenl-my.sharepoint.com/:x:/r/personal/b_elst_student_tue_nl/Documents/Excel%20sheet%20haberdashery.xlsx?d=wcf1eb08387f543febc0ca0cd86ae668f&csf=1&web=1&e=1bBSgN
https://tuenl-my.sharepoint.com/:x:/r/personal/b_elst_student_tue_nl/Documents/Excel%20sheet%20haberdashery.xlsx?d=wcf1eb08387f543febc0ca0cd86ae668f&csf=1&web=1&e=1bBSgN
https://tuenl-my.sharepoint.com/:x:/r/personal/b_elst_student_tue_nl/Documents/Excel%20sheet%20haberdashery.xlsx?d=wcf1eb08387f543febc0ca0cd86ae668f&csf=1&web=1&e=1bBSgN
https://tuenl-my.sharepoint.com/:x:/r/personal/b_elst_student_tue_nl/Documents/Excel%20sheet%20haberdashery.xlsx?d=wcf1eb08387f543febc0ca0cd86ae668f&csf=1&web=1&e=1bBSgN
https://drive.google.com/drive/folders/1lAoZLmIPVeTmSwoB7AmoRE0ElgXGxaFR?usp=sharing
https://drive.google.com/drive/folders/1lAoZLmIPVeTmSwoB7AmoRE0ElgXGxaFR?usp=sharing


D Fine Us - Howling at the Moon - Stripped Version.mp3  

Dirty Front Yards - Share It with the World.mp3  

ES_There's a Heatwave.mp3  

Gidon Schocken - I Owe It to You.mp3  

Guesthouse - Just the Way You Like It.mp3  

Ian Post - Everybody Get Up.mp3  

Yarin Primak - Game Changer - Instrumental Version.mp3  

 

Appendix 9.3 (Ai voice-over for discount ad) 
Dutch script:  
‘’ Wij zijn het nieuwe logisch, en ons streven is om sociaal en duurzaam verantwoorde 
tassen te maken van goede kwaliteit. 

Door de verstelbare band zijn onze fennypacks op verschillende manieren te dragen, 
en ze komen in maar liefst 7 

verschillende kleuren! 

De tassen worden lokaal geproduceerd met rest materialen die waterdicht zijn en 
daardoor ook lekker makkelijk schoon te 

houden. 

Je kan alles wat je nodig hebt kwijt in het grote hoofdvak en kleine voorvakje, ideaal 
voor waar je ook naartoe gaat. 

En tijdelijk met maarliefst 15% korting! met de Code: Logisch15’’ 

Voice-over mp3: 
 

voiceover discount ad.mp3
 

Appendix 9.4 (Advertisement videos) 
Discount (Scarecity) video 

My project (4) (1).mp4
 https://youtube.com/shorts/fPxyFuLUeb4  

In Use (Social Proof) video 

My project (3) (1).mp4
https://youtube.com/shorts/BduG81XGb_g  

Appendix 9.5 (Raw excel data sheets) 
Raw data excel 1 (ads internship).xlsx 

raw excel platform data (internship ads) 

 

https://youtube.com/shorts/fPxyFuLUeb4
https://youtube.com/shorts/BduG81XGb_g
https://tuenl-my.sharepoint.com/:x:/g/personal/b_elst_student_tue_nl/EREwm0vO0qdMm_hFNs34WgMBUgENena4dzi7jHLj0_gQ_Q?e=yZDqhG
https://tuenl-my.sharepoint.com/:x:/g/personal/b_elst_student_tue_nl/EdsQOQArpDJMqkcB6EGTV_oBMU8-vhqYBwJaoVNp9caEYg?e=Sg87zv


Campagnenaam Dag Platform Bereik Weergaven Besteed bedrag (EUR) Klikken op links CPC (kosten per klik op link)Start rapportage Einde rapportage

beperkte korting 2024-05-16 facebook 452 457 2,65 9 0,29450749 2024-05-16 2024-05-31

beperkte korting 2024-05-17 facebook 627 652 3,91 20 0,19562472 2024-05-16 2024-05-31

beperkte korting 2024-05-18 facebook 749 777 4,27 26 0,16423077 2024-05-16 2024-05-31

beperkte korting 2024-05-19 facebook 869 900 5,08 32 0,15875 2024-05-16 2024-05-31

beperkte korting 2024-05-20 facebook 1039 1063 5,01 31 0,1616129 2024-05-16 2024-05-31

beperkte korting 2024-05-21 facebook 869 901 4,15 22 0,18863636 2024-05-16 2024-05-31

beperkte korting 2024-05-22 facebook 958 1023 5,03 15 0,33533333 2024-05-16 2024-05-31

beperkte korting 2024-05-23 facebook 333 341 1,83 5 0,366 2024-05-16 2024-05-31

social proof 2024-05-16 facebook 408 417 2,73 14 0,195 2024-05-16 2024-05-31

social proof 2024-05-17 facebook 555 600 4,40 31 0,14193548 2024-05-16 2024-05-31

social proof 2024-05-18 facebook 719 786 4,86 33 0,14727273 2024-05-16 2024-05-31

social proof 2024-05-19 facebook 844 933 5,28 43 0,1227907 2024-05-16 2024-05-31

social proof 2024-05-20 facebook 1028 1137 5,15 44 0,11704545 2024-05-16 2024-05-31

social proof 2024-05-21 facebook 723 754 3,97 24 0,1654318 2024-05-16 2024-05-31

social proof 2024-05-22 facebook 858 919 5,34 20 0,267 2024-05-16 2024-05-31

social proof 2024-05-23 facebook 323 343 1,88 8 0,23509191 2024-05-16 2024-05-31

beperkte korting 2024-05-16 instagram 27 28 0,16 2 0,07971631 2024-05-16 2024-05-31

beperkte korting 2024-05-17 instagram 63 65 0,56 3 0,18583519 2024-05-16 2024-05-31

beperkte korting 2024-05-18 instagram 77 77 0,57 2024-05-16 2024-05-31

beperkte korting 2024-05-19 instagram 46 46 0,31 2 0,155 2024-05-16 2024-05-31

beperkte korting 2024-05-20 instagram 47 49 0,29 2024-05-16 2024-05-31

beperkte korting 2024-05-21 instagram 42 42 0,22 1 0,22 2024-05-16 2024-05-31

beperkte korting 2024-05-22 instagram 104 107 0,53 2 0,265 2024-05-16 2024-05-31

beperkte korting 2024-05-23 instagram 26 26 0,16 2024-05-16 2024-05-31

social proof 2024-05-16 instagram 2 2 0,01 2024-05-16 2024-05-31

social proof 2024-05-17 instagram 2 2 0,02 2024-05-16 2024-05-31

social proof 2024-05-18 instagram 7 7 0,04 1 0,04 2024-05-16 2024-05-31

social proof 2024-05-19 instagram 9 9 0,05 1 0,05 2024-05-16 2024-05-31

social proof 2024-05-20 instagram 5 5 0,03 2024-05-16 2024-05-31

social proof 2024-05-21 instagram 32 32 0,15 2024-05-16 2024-05-31

social proof 2024-05-22 instagram 138 143 0,84 4 0,21 2024-05-16 2024-05-31

social proof 2024-05-23 instagram 26 26 0,15 2024-05-16 2024-05-31  

Campagnenaam Dag Leeftijd Geslacht Weergavestatus Weergaveniveau Bereik Weergaven Frequentie Toeschrijvingsinstelling Resultaattype Resultaten Besteed bedrag (EUR) Kosten per resultaat Begint op Eindigt op CPC (kosten per klik op link)CPM (kosten per 1000 weergaven)Videoweergaven tot 25% Videoweergaven tot 50% Videoweergaven tot 75% Videoweergaven tot 95% Videoweergaven tot 100% Start rapportage Einde rapportage

social proof 2024-05-23 25-34 unknown inactive campaign 1 1 1 7 dagen na klikken of 1 dag na weergave 0,00 0 2024-05-23 2024-05-23

beperkte korting 2024-05-23 35-44 unknown inactive campaign 1 1 1 7 dagen na klikken of 1 dag na weergave 0,00 0 2024-05-23 2024-05-23

beperkte korting 2024-05-23 25-34 male inactive campaign 39 40 1,02564103 7 dagen na klikken of 1 dag na weergave 0,17 4,25 2 1 1 2024-05-23 2024-05-23

beperkte korting 2024-05-23 18-24 female inactive campaign 18 19 1,05555556 7 dagen na klikken of 1 dag na weergave 0,10 5,26315789 2 2 1 2024-05-23 2024-05-23

beperkte korting 2024-05-23 35-44 female inactive campaign 153 157 1,02614379 7 dagen na klikken of 1 dag na weergaveKlikken op links 3 0,88 0,29 0,29333333 5,60509554 9 7 3 1 1 2024-05-23 2024-05-23

beperkte korting 2024-05-23 35-44 male inactive campaign 33 34 1,03030303 7 dagen na klikken of 1 dag na weergave 0,23 6,76470588 1 1 1 2024-05-23 2024-05-23

beperkte korting 2024-05-23 25-34 unknown inactive campaign 3 3 1 7 dagen na klikken of 1 dag na weergave 0,01 3,33333333 2024-05-23 2024-05-23

beperkte korting 2024-05-23 18-24 male inactive campaign 8 8 1 7 dagen na klikken of 1 dag na weergave 0,04 5 2024-05-23 2024-05-23

beperkte korting 2024-05-23 25-34 female inactive campaign 103 105 1,01941748 7 dagen na klikken of 1 dag na weergaveKlikken op links 2 0,56 0,28 0,28 5,33333333 4 4 2 1 1 2024-05-23 2024-05-23

social proof 2024-05-23 18-24 unknown inactive campaign 2 2 1 7 dagen na klikken of 1 dag na weergave 0,03 14,92647059 2024-05-23 2024-05-23

social proof 2024-05-23 18-24 female inactive campaign 12 12 1 7 dagen na klikken of 1 dag na weergave 0,09 7,46323529 1 2024-05-23 2024-05-23

social proof 2024-05-23 25-34 female inactive campaign 35 35 1 7 dagen na klikken of 1 dag na weergave 0,35 9,95098039 3 2 2 1 1 2024-05-23 2024-05-23

social proof 2024-05-23 25-34 male inactive campaign 111 121 1,09009009 7 dagen na klikken of 1 dag na weergaveKlikken op links 1 0,59 0,59 0,58710784 4,85213094 6 2 1 2024-05-23 2024-05-23

social proof 2024-05-23 35-44 female inactive campaign 20 21 1,05 7 dagen na klikken of 1 dag na weergaveKlikken op links 2 0,12 0,06 0,05970588 5,68627451 1 2024-05-23 2024-05-23

social proof 2024-05-23 35-44 male inactive campaign 112 117 1,04464286 7 dagen na klikken of 1 dag na weergaveKlikken op links 3 0,53 0,18 0,17580065 4,50770907 6 2 1 1 1 2024-05-23 2024-05-23

social proof 2024-05-23 18-24 male inactive campaign 57 60 1,05263158 7 dagen na klikken of 1 dag na weergaveKlikken op links 2 0,33 0,16 0,16419118 5,47303922 2024-05-23 2024-05-23

beperkte korting 2024-05-22 25-34 unknown inactive campaign 4 4 1 7 dagen na klikken of 1 dag na weergave 0,02 5 1 1 2024-05-22 2024-05-22

beperkte korting 2024-05-22 18-24 unknown inactive campaign 4 4 1 7 dagen na klikken of 1 dag na weergave 0,02 5 2024-05-22 2024-05-22

beperkte korting 2024-05-22 18-24 male inactive campaign 11 12 1,09090909 7 dagen na klikken of 1 dag na weergave 0,08 6,66666667 2024-05-22 2024-05-22

beperkte korting 2024-05-22 35-44 male inactive campaign 139 144 1,03597122 7 dagen na klikken of 1 dag na weergaveKlikken op links 2 0,71 0,36 0,355 4,93055556 3 1 1 1 1 2024-05-22 2024-05-22

beperkte korting 2024-05-22 35-44 female inactive campaign 455 494 1,08571429 7 dagen na klikken of 1 dag na weergaveKlikken op links 4 2,35 0,59 0,5875 4,75708502 39 24 16 8 8 2024-05-22 2024-05-22

beperkte korting 2024-05-22 25-34 female inactive campaign 289 309 1,06920415 7 dagen na klikken of 1 dag na weergaveKlikken op links 8 1,48 0,19 0,185 4,78964401 9 3 4 2 1 2024-05-22 2024-05-22

beperkte korting 2024-05-22 25-34 male inactive campaign 111 117 1,05405405 7 dagen na klikken of 1 dag na weergaveKlikken op links 1 0,56 0,56 0,56 4,78632479 5 2024-05-22 2024-05-22

beperkte korting 2024-05-22 35-44 unknown inactive campaign 5 6 1,2 7 dagen na klikken of 1 dag na weergave 0,03 5 2024-05-22 2024-05-22

beperkte korting 2024-05-22 18-24 female inactive campaign 39 40 1,02564103 7 dagen na klikken of 1 dag na weergaveKlikken op links 2 0,31 0,16 0,155 7,75 2 1 2024-05-22 2024-05-22

social proof 2024-05-22 25-34 unknown inactive campaign 5 6 1,2 7 dagen na klikken of 1 dag na weergave 0,00 0 2024-05-22 2024-05-22

social proof 2024-05-22 18-24 unknown inactive campaign 1 1 1 7 dagen na klikken of 1 dag na weergave 0,00 0 2024-05-22 2024-05-22

social proof 2024-05-22 35-44 female inactive campaign 92 98 1,06521739 7 dagen na klikken of 1 dag na weergave 0,58 5,91836735 7 5 3 1 2024-05-22 2024-05-22

social proof 2024-05-22 35-44 male inactive campaign 316 340 1,07594937 7 dagen na klikken of 1 dag na weergaveKlikken op links 7 2,08 0,30 0,29714286 6,11764706 18 4 2024-05-22 2024-05-22

social proof 2024-05-22 35-44 unknown inactive campaign 3 4 1,33333333 7 dagen na klikken of 1 dag na weergaveKlikken op links 1 0,01 0,01 0,01 2,5 2024-05-22 2024-05-22

social proof 2024-05-22 25-34 male inactive campaign 325 349 1,07384615 7 dagen na klikken of 1 dag na weergaveKlikken op links 9 1,93 0,21 0,21444444 5,53008596 11 4 2 2024-05-22 2024-05-22

social proof 2024-05-22 25-34 female inactive campaign 116 124 1,06896552 7 dagen na klikken of 1 dag na weergaveKlikken op links 2 0,76 0,38 0,38 6,12903226 8 4 3 2024-05-22 2024-05-22

social proof 2024-05-22 18-24 male inactive campaign 78 82 1,05128205 7 dagen na klikken of 1 dag na weergaveKlikken op links 2 0,55 0,28 0,275 6,70731707 2024-05-22 2024-05-22

social proof 2024-05-22 18-24 female inactive campaign 57 58 1,01754386 7 dagen na klikken of 1 dag na weergaveKlikken op links 3 0,27 0,09 0,09 4,65517241 1 2024-05-22 2024-05-22

beperkte korting 2024-05-21 65+ male inactive campaign 40 41 1,025 7 dagen na klikken of 1 dag na weergaveKlikken op links 1 0,21 0,21 0,21 5,12195122 7 4 2 1 1 2024-05-21 2024-05-21

beperkte korting 2024-05-21 55-64 unknown inactive campaign 2 2 1 7 dagen na klikken of 1 dag na weergave 0,02 10 2024-05-21 2024-05-21

beperkte korting 2024-05-21 35-44 female inactive campaign 283 294 1,03886926 7 dagen na klikken of 1 dag na weergaveKlikken op links 10 1,47 0,15 0,147 5 20 16 11 6 5 2024-05-21 2024-05-21

beperkte korting 2024-05-21 45-54 male inactive campaign 6 6 1 7 dagen na klikken of 1 dag na weergave 0,02 3,33333333 2024-05-21 2024-05-21

beperkte korting 2024-05-21 55-64 female inactive campaign 57 57 1 7 dagen na klikken of 1 dag na weergaveKlikken op links 1 0,29 0,29 0,29 5,0877193 12 7 5 1 1 2024-05-21 2024-05-21

beperkte korting 2024-05-21 45-54 female inactive campaign 27 27 1 7 dagen na klikken of 1 dag na weergave 0,09 3,33333333 5 5 5 2 1 2024-05-21 2024-05-21

beperkte korting 2024-05-21 25-34 male inactive campaign 76 80 1,05263158 7 dagen na klikken of 1 dag na weergave 0,31 3,875 4 2024-05-21 2024-05-21

beperkte korting 2024-05-21 65+ female inactive campaign 87 89 1,02298851 7 dagen na klikken of 1 dag na weergaveKlikken op links 3 0,50 0,17 0,16666667 5,61797753 19 12 6 3 1 2024-05-21 2024-05-21

beperkte korting 2024-05-21 55-64 male inactive campaign 37 39 1,05405405 7 dagen na klikken of 1 dag na weergaveKlikken op links 1 0,22 0,22 0,22 5,64102564 2 1 1 2024-05-21 2024-05-21

beperkte korting 2024-05-21 35-44 male inactive campaign 118 120 1,01694915 7 dagen na klikken of 1 dag na weergaveKlikken op links 3 0,48 0,16 0,16 4 3 3 2 2024-05-21 2024-05-21

beperkte korting 2024-05-21 35-44 unknown inactive campaign 2 5 2,5 7 dagen na klikken of 1 dag na weergave 0,00 0 2024-05-21 2024-05-21

beperkte korting 2024-05-21 18-24 male inactive campaign 12 12 1 7 dagen na klikken of 1 dag na weergave 0,04 3,33333333 1 2024-05-21 2024-05-21

beperkte korting 2024-05-21 25-34 unknown inactive campaign 4 4 1 7 dagen na klikken of 1 dag na weergave 0,03 7,5 1 1 1 2024-05-21 2024-05-21

beperkte korting 2024-05-21 18-24 female inactive campaign 26 28 1,07692308 7 dagen na klikken of 1 dag na weergave 0,16 5,71428571 4 2024-05-21 2024-05-21

beperkte korting 2024-05-21 25-34 female inactive campaign 133 138 1,03759398 7 dagen na klikken of 1 dag na weergaveKlikken op links 4 0,52 0,13 0,13 3,76811594 7 7 6 2 2 2024-05-21 2024-05-21

beperkte korting 2024-05-21 18-24 unknown inactive campaign 1 1 1 7 dagen na klikken of 1 dag na weergave 0,01 10 2024-05-21 2024-05-21

social proof 2024-05-21 25-34 male inactive campaign 163 174 1,06748466 7 dagen na klikken of 1 dag na weergaveKlikken op links 3 0,91 0,30 0,30259887 5,2172219 7 1 1 2024-05-21 2024-05-21

social proof 2024-05-21 18-24 male inactive campaign 39 39 1 7 dagen na klikken of 1 dag na weergave 0,25 6,39473521 2024-05-21 2024-05-21

social proof 2024-05-21 55-64 male inactive campaign 85 86 1,01176471 7 dagen na klikken of 1 dag na weergaveKlikken op links 5 0,40 0,08 0,0798063 4,6399009 5 2024-05-21 2024-05-21

social proof 2024-05-21 65+ male inactive campaign 98 100 1,02040816 7 dagen na klikken of 1 dag na weergaveKlikken op links 6 0,49 0,08 0,08146893 4,88813559 12 7 4 2024-05-21 2024-05-21

social proof 2024-05-21 45-54 male inactive campaign 44 46 1,04545455 7 dagen na klikken of 1 dag na weergaveKlikken op links 2 0,13 0,06 0,06484262 2,81924413 3 2 2 2024-05-21 2024-05-21

social proof 2024-05-21 35-44 male inactive campaign 172 182 1,05813953 7 dagen na klikken of 1 dag na weergaveKlikken op links 1 0,91 0,91 0,90779661 4,98789346 8 2 1 2024-05-21 2024-05-21

social proof 2024-05-21 65+ unknown inactive campaign 1 1 1 7 dagen na klikken of 1 dag na weergave 0,00 0 2024-05-21 2024-05-21

social proof 2024-05-21 65+ female inactive campaign 20 20 1 7 dagen na klikken of 1 dag na weergaveKlikken op links 1 0,13 0,13 0,12968523 6,4842615 2 2024-05-21 2024-05-21

social proof 2024-05-21 55-64 female inactive campaign 13 13 1 7 dagen na klikken of 1 dag na weergaveKlikken op links 1 0,02 0,02 0,01995157 1,53473645 2024-05-21 2024-05-21

social proof 2024-05-21 45-54 female inactive campaign 3 3 1 7 dagen na klikken of 1 dag na weergave 0,02 6,65052462 2024-05-21 2024-05-21

social proof 2024-05-21 25-34 female inactive campaign 59 61 1,03389831 7 dagen na klikken of 1 dag na weergaveKlikken op links 2 0,42 0,21 0,20949153 6,8685746 7 3 1 2024-05-21 2024-05-21

social proof 2024-05-21 18-24 female inactive campaign 19 19 1 7 dagen na klikken of 1 dag na weergaveKlikken op links 1 0,18 0,18 0,17956416 9,45074551 2 2024-05-21 2024-05-21

social proof 2024-05-21 35-44 female inactive campaign 39 42 1,07692308 7 dagen na klikken of 1 dag na weergaveKlikken op links 2 0,27 0,13 0,13467312 6,41300588 4 1 2024-05-21 2024-05-21

beperkte korting 2024-05-20 55-64 female inactive campaign 257 262 1,01945525 7 dagen na klikken of 1 dag na weergaveKlikken op links 9 1,40 0,16 0,15555556 5,34351145 48 29 24 13 10 2024-05-20 2024-05-20

beperkte korting 2024-05-20 25-34 male inactive campaign 7 7 1 7 dagen na klikken of 1 dag na weergave 0,01 1,42857143 2024-05-20 2024-05-20

beperkte korting 2024-05-20 45-54 male inactive campaign 56 62 1,10714286 7 dagen na klikken of 1 dag na weergaveKlikken op links 3 0,29 0,10 0,09666667 4,67741935 7 3 1 2024-05-20 2024-05-20

beperkte korting 2024-05-20 25-34 female inactive campaign 12 13 1,08333333 7 dagen na klikken of 1 dag na weergave 0,03 2,30769231 1 2024-05-20 2024-05-20

beperkte korting 2024-05-20 55-64 male inactive campaign 91 94 1,03296703 7 dagen na klikken of 1 dag na weergaveKlikken op links 3 0,33 0,11 0,11 3,5106383 10 3 3 1 2024-05-20 2024-05-20

beperkte korting 2024-05-20 35-44 female inactive campaign 44 45 1,02272727 7 dagen na klikken of 1 dag na weergaveKlikken op links 1 0,18 0,18 0,18 4 6 2 2 2024-05-20 2024-05-20

beperkte korting 2024-05-20 45-54 female inactive campaign 108 115 1,06481481 7 dagen na klikken of 1 dag na weergaveKlikken op links 4 0,52 0,13 0,13 4,52173913 19 10 5 4 3 2024-05-20 2024-05-20

beperkte korting 2024-05-20 65+ female inactive campaign 328 333 1,0152439 7 dagen na klikken of 1 dag na weergaveKlikken op links 6 1,66 0,28 0,27666667 4,98498498 46 28 20 13 9 2024-05-20 2024-05-20

beperkte korting 2024-05-20 65+ male inactive campaign 149 149 1 7 dagen na klikken of 1 dag na weergaveKlikken op links 5 0,73 0,15 0,146 4,89932886 21 10 7 3 3 2024-05-20 2024-05-20

beperkte korting 2024-05-20 18-24 male inactive campaign 2 2 1 7 dagen na klikken of 1 dag na weergave 0,00 0 2024-05-20 2024-05-20

beperkte korting 2024-05-20 18-24 female inactive campaign 3 3 1 7 dagen na klikken of 1 dag na weergave 0,01 3,33333333 1 2024-05-20 2024-05-20

beperkte korting 2024-05-20 65+ unknown inactive campaign 3 3 1 7 dagen na klikken of 1 dag na weergave 0,03 10 2024-05-20 2024-05-20

beperkte korting 2024-05-20 45-54 unknown inactive campaign 3 3 1 7 dagen na klikken of 1 dag na weergave 0,02 6,66666667 2024-05-20 2024-05-20

beperkte korting 2024-05-20 35-44 male inactive campaign 20 21 1,05 7 dagen na klikken of 1 dag na weergave 0,09 4,28571429 1 1 1 2024-05-20 2024-05-20

social proof 2024-05-20 45-54 female inactive campaign 30 32 1,06666667 7 dagen na klikken of 1 dag na weergaveKlikken op links 2 0,16 0,08 0,08 5 1 2024-05-20 2024-05-20

social proof 2024-05-20 55-64 unknown inactive campaign 1 1 1 7 dagen na klikken of 1 dag na weergave 0,00 0 2024-05-20 2024-05-20

social proof 2024-05-20 35-44 male inactive campaign 68 73 1,07352941 7 dagen na klikken of 1 dag na weergaveKlikken op links 2 0,27 0,14 0,135 3,69863014 3 2 2024-05-20 2024-05-20

social proof 2024-05-20 65+ unknown inactive campaign 1 1 1 7 dagen na klikken of 1 dag na weergave 0,01 10 2024-05-20 2024-05-20

social proof 2024-05-20 25-34 female inactive campaign 8 10 1,25 7 dagen na klikken of 1 dag na weergaveKlikken op links 1 0,02 0,02 0,02 2 1 1 2024-05-20 2024-05-20

social proof 2024-05-20 35-44 female inactive campaign 9 13 1,44444444 7 dagen na klikken of 1 dag na weergave 0,05 3,84615385 2024-05-20 2024-05-20

social proof 2024-05-20 65+ female inactive campaign 76 80 1,05263158 7 dagen na klikken of 1 dag na weergaveKlikken op links 4 0,57 0,14 0,1425 7,125 5 1 2024-05-20 2024-05-20

social proof 2024-05-20 55-64 male inactive campaign 269 305 1,133829 7 dagen na klikken of 1 dag na weergaveKlikken op links 12 1,18 0,10 0,09833333 3,86885246 13 2 1 2024-05-20 2024-05-20

social proof 2024-05-20 18-24 female inactive campaign 2 2 1 7 dagen na klikken of 1 dag na weergave 0,01 5 2024-05-20 2024-05-20

social proof 2024-05-20 65+ male inactive campaign 354 391 1,10451977 7 dagen na klikken of 1 dag na weergaveKlikken op links 15 1,97 0,13 0,13133333 5,03836317 29 7 3 1 1 2024-05-20 2024-05-20

social proof 2024-05-20 45-54 male inactive campaign 133 140 1,05263158 7 dagen na klikken of 1 dag na weergaveKlikken op links 5 0,52 0,10 0,104 3,71428571 6 2024-05-20 2024-05-20

social proof 2024-05-20 25-34 male inactive campaign 34 37 1,08823529 7 dagen na klikken of 1 dag na weergave 0,18 4,86486486 3 1 2024-05-20 2024-05-20

social proof 2024-05-20 55-64 female inactive campaign 42 51 1,21428571 7 dagen na klikken of 1 dag na weergaveKlikken op links 3 0,19 0,06 0,06333333 3,7254902 1 1 1 2024-05-20 2024-05-20

social proof 2024-05-20 18-24 male inactive campaign 6 6 1 7 dagen na klikken of 1 dag na weergave 0,05 8,33333333 2024-05-20 2024-05-20

social proof 2024-05-19 45-54 female inactive campaign 18 20 1,11111111 7 dagen na klikken of 1 dag na weergaveKlikken op links 1 0,11 0,11 0,11 5,5 1 1 1 2024-05-19 2024-05-19

social proof 2024-05-19 65+ unknown inactive campaign 2 2 1 7 dagen na klikken of 1 dag na weergave 0,01 5 2024-05-19 2024-05-19

social proof 2024-05-19 35-44 female inactive campaign 2 2 1 7 dagen na klikken of 1 dag na weergaveKlikken op links 1 0,01 0,01 0,01 5 2024-05-19 2024-05-19

social proof 2024-05-19 18-24 female inactive campaign 3 3 1 7 dagen na klikken of 1 dag na weergave 0,02 6,66666667 2024-05-19 2024-05-19

social proof 2024-05-19 18-24 male inactive campaign 5 6 1,2 7 dagen na klikken of 1 dag na weergave 0,04 6,66666667 2024-05-19 2024-05-19

social proof 2024-05-19 55-64 female inactive campaign 32 37 1,15625 7 dagen na klikken of 1 dag na weergaveKlikken op links 1 0,26 0,26 0,26 7,02702703 3 2024-05-19 2024-05-19

social proof 2024-05-19 35-44 male inactive campaign 48 52 1,08333333 7 dagen na klikken of 1 dag na weergaveKlikken op links 2 0,19 0,10 0,095 3,65384615 2 1 1 2024-05-19 2024-05-19

social proof 2024-05-19 25-34 male inactive campaign 27 30 1,11111111 7 dagen na klikken of 1 dag na weergaveKlikken op links 3 0,09 0,03 0,03 3 1 2024-05-19 2024-05-19

social proof 2024-05-19 55-64 male inactive campaign 225 252 1,12 7 dagen na klikken of 1 dag na weergaveKlikken op links 9 1,32 0,15 0,14666667 5,23809524 13 4 2 2 1 2024-05-19 2024-05-19

social proof 2024-05-19 65+ male inactive campaign 295 317 1,07457627 7 dagen na klikken of 1 dag na weergaveKlikken op links 14 2,10 0,15 0,15 6,62460568 31 7 3 1 1 2024-05-19 2024-05-19

social proof 2024-05-19 65+ female inactive campaign 65 78 1,2 7 dagen na klikken of 1 dag na weergaveKlikken op links 5 0,49 0,10 0,098 6,28205128 6 2 2 2024-05-19 2024-05-19

beperkte korting 2024-05-19 25-34 female inactive campaign 12 12 1 7 dagen na klikken of 1 dag na weergave 0,06 5 2 2 1 2024-05-19 2024-05-19

beperkte korting 2024-05-19 55-64 female inactive campaign 205 215 1,04878049 7 dagen na klikken of 1 dag na weergaveKlikken op links 7 1,43 0,20 0,20428571 6,65116279 32 12 10 5 3 2024-05-19 2024-05-19

social proof 2024-05-19 45-54 male inactive campaign 124 136 1,09677419 7 dagen na klikken of 1 dag na weergaveKlikken op links 8 0,65 0,08 0,08125 4,77941176 8 4 3 1 1 2024-05-19 2024-05-19

beperkte korting 2024-05-19 35-44 unknown inactive campaign 1 1 1 7 dagen na klikken of 1 dag na weergave 0,00 0 2024-05-19 2024-05-19

beperkte korting 2024-05-19 35-44 male inactive campaign 17 18 1,05882353 7 dagen na klikken of 1 dag na weergave 0,06 3,33333333 2024-05-19 2024-05-19

beperkte korting 2024-05-19 35-44 female inactive campaign 40 41 1,025 7 dagen na klikken of 1 dag na weergaveKlikken op links 1 0,18 0,18 0,18 4,3902439 2 3 3 2 1 2024-05-19 2024-05-19

beperkte korting 2024-05-19 45-54 male inactive campaign 52 55 1,05769231 7 dagen na klikken of 1 dag na weergaveKlikken op links 2 0,27 0,14 0,135 4,90909091 8 5 4 1 1 2024-05-19 2024-05-19

beperkte korting 2024-05-19 65+ female inactive campaign 258 263 1,01937984 7 dagen na klikken of 1 dag na weergaveKlikken op links 13 1,62 0,12 0,12461538 6,15969582 61 34 23 12 5 2024-05-19 2024-05-19

beperkte korting 2024-05-19 45-54 female inactive campaign 95 99 1,04210526 7 dagen na klikken of 1 dag na weergaveKlikken op links 5 0,52 0,10 0,104 5,25252525 10 8 6 3 1 2024-05-19 2024-05-19

beperkte korting 2024-05-19 65+ male inactive campaign 119 124 1,04201681 7 dagen na klikken of 1 dag na weergaveKlikken op links 6 0,66 0,11 0,11 5,32258065 15 10 6 4 1 2024-05-19 2024-05-19

beperkte korting 2024-05-19 55-64 male inactive campaign 99 102 1,03030303 7 dagen na klikken of 1 dag na weergave 0,49 4,80392157 10 2 1 2024-05-19 2024-05-19

beperkte korting 2024-05-19 55-64 unknown inactive campaign 4 4 1 7 dagen na klikken of 1 dag na weergave 0,04 10 2024-05-19 2024-05-19

beperkte korting 2024-05-19 25-34 male inactive campaign 7 7 1 7 dagen na klikken of 1 dag na weergave 0,04 5,71428571 2024-05-19 2024-05-19

beperkte korting 2024-05-19 18-24 female inactive campaign 2 2 1 7 dagen na klikken of 1 dag na weergave 0,00 0 2024-05-19 2024-05-19

beperkte korting 2024-05-19 45-54 unknown inactive campaign 3 3 1 7 dagen na klikken of 1 dag na weergave 0,02 6,66666667 1 2024-05-19 2024-05-19

social proof 2024-05-19 55-64 unknown inactive campaign 1 1 1 7 dagen na klikken of 1 dag na weergave 0,01 10 2024-05-19 2024-05-19

social proof 2024-05-19 25-34 female inactive campaign 6 6 1 7 dagen na klikken of 1 dag na weergave 0,03 5 2024-05-19 2024-05-19

beperkte korting 2024-05-18 45-54 male inactive campaign 36 38 1,05555556 7 dagen na klikken of 1 dag na weergaveKlikken op links 2 0,19 0,10 0,095 5 4 2 1 1 1 2024-05-18 2024-05-18

beperkte korting 2024-05-18 45-54 female inactive campaign 135 139 1,02962963 7 dagen na klikken of 1 dag na weergaveKlikken op links 1 0,70 0,70 0,7 5,03597122 10 8 4 1 1 2024-05-18 2024-05-18

beperkte korting 2024-05-18 55-64 female inactive campaign 213 223 1,04694836 7 dagen na klikken of 1 dag na weergaveKlikken op links 7 1,25 0,18 0,17857143 5,60538117 38 22 11 1 1 2024-05-18 2024-05-18

beperkte korting 2024-05-18 55-64 male inactive campaign 56 57 1,01785714 7 dagen na klikken of 1 dag na weergaveKlikken op links 1 0,35 0,35 0,35 6,14035088 4 3 1 1 1 2024-05-18 2024-05-18

beperkte korting 2024-05-18 65+ male inactive campaign 68 70 1,02941176 7 dagen na klikken of 1 dag na weergaveKlikken op links 5 0,39 0,08 0,078 5,57142857 12 4 3 2 2 2024-05-18 2024-05-18

beperkte korting 2024-05-18 65+ female inactive campaign 242 251 1,03719008 7 dagen na klikken of 1 dag na weergaveKlikken op links 9 1,44 0,16 0,16 5,73705179 45 26 17 10 8 2024-05-18 2024-05-18

beperkte korting 2024-05-18 18-24 male inactive campaign 2 2 1 7 dagen na klikken of 1 dag na weergave 0,12 60 2024-05-18 2024-05-18

beperkte korting 2024-05-18 25-34 female inactive campaign 12 12 1 7 dagen na klikken of 1 dag na weergave 0,08 6,66666667 2024-05-18 2024-05-18

beperkte korting 2024-05-18 35-44 male inactive campaign 12 12 1 7 dagen na klikken of 1 dag na weergaveKlikken op links 1 0,04 0,04 0,04 3,33333333 3 1 1 2024-05-18 2024-05-18

beperkte korting 2024-05-18 25-34 male inactive campaign 7 7 1 7 dagen na klikken of 1 dag na weergave 0,05 7,14285714 2024-05-18 2024-05-18

beperkte korting 2024-05-18 25-34 unknown inactive campaign 1 1 1 7 dagen na klikken of 1 dag na weergave 0,01 10 2024-05-18 2024-05-18

beperkte korting 2024-05-18 35-44 unknown inactive campaign 1 1 1 7 dagen na klikken of 1 dag na weergave 0,00 0 2024-05-18 2024-05-18

beperkte korting 2024-05-18 18-24 female inactive campaign 4 4 1 7 dagen na klikken of 1 dag na weergave 0,01 2,5 2024-05-18 2024-05-18

beperkte korting 2024-05-18 35-44 female inactive campaign 33 34 1,03030303 7 dagen na klikken of 1 dag na weergave 0,20 5,88235294 3 3 2 2 2024-05-18 2024-05-18

social proof 2024-05-18 18-24 female inactive campaign 3 3 1 7 dagen na klikken of 1 dag na weergave 0,03 10 1 1 2024-05-18 2024-05-18

beperkte korting 2024-05-18 45-54 unknown inactive campaign 3 3 1 7 dagen na klikken of 1 dag na weergave 0,01 3,33333333 2024-05-18 2024-05-18

social proof 2024-05-18 65+ male inactive campaign 280 300 1,07142857 7 dagen na klikken of 1 dag na weergaveKlikken op links 11 1,99 0,18 0,18090909 6,63333333 17 4 3 1 1 2024-05-18 2024-05-18

social proof 2024-05-18 65+ unknown inactive campaign 1 1 1 7 dagen na klikken of 1 dag na weergave 0,00 0 2024-05-18 2024-05-18

social proof 2024-05-18 25-34 female inactive campaign 5 5 1 7 dagen na klikken of 1 dag na weergave 0,02 4 2024-05-18 2024-05-18

social proof 2024-05-18 18-24 unknown inactive campaign 1 1 1 7 dagen na klikken of 1 dag na weergave 0,01 10 2024-05-18 2024-05-18

social proof 2024-05-18 35-44 male inactive campaign 43 48 1,11627907 7 dagen na klikken of 1 dag na weergave 0,27 5,625 1 1 1 2024-05-18 2024-05-18

social proof 2024-05-18 55-64 male inactive campaign 180 194 1,07777778 7 dagen na klikken of 1 dag na weergaveKlikken op links 8 1,18 0,15 0,1475 6,08247423 3 1 1 1 1 2024-05-18 2024-05-18

social proof 2024-05-18 25-34 male inactive campaign 17 17 1 7 dagen na klikken of 1 dag na weergaveKlikken op links 2 0,11 0,06 0,055 6,47058824 1 2024-05-18 2024-05-18

social proof 2024-05-18 45-54 male inactive campaign 90 105 1,16666667 7 dagen na klikken of 1 dag na weergaveKlikken op links 5 0,44 0,09 0,088 4,19047619 3 1 1 1 1 2024-05-18 2024-05-18

social proof 2024-05-18 65+ female inactive campaign 57 64 1,12280702 7 dagen na klikken of 1 dag na weergaveKlikken op links 5 0,51 0,10 0,102 7,96875 5 2 2024-05-18 2024-05-18

social proof 2024-05-18 55-64 female inactive campaign 24 29 1,20833333 7 dagen na klikken of 1 dag na weergave 0,17 5,86206897 1 1 2024-05-18 2024-05-18

social proof 2024-05-18 45-54 female inactive campaign 12 13 1,08333333 7 dagen na klikken of 1 dag na weergaveKlikken op links 1 0,09 0,09 0,09 6,92307692 2 2 1 2024-05-18 2024-05-18

social proof 2024-05-18 35-44 female inactive campaign 7 7 1 7 dagen na klikken of 1 dag na weergaveKlikken op links 1 0,04 0,04 0,04 5,71428571 2024-05-18 2024-05-18

social proof 2024-05-18 18-24 male inactive campaign 6 6 1 7 dagen na klikken of 1 dag na weergaveKlikken op links 1 0,04 0,04 0,04 6,66666667 1 1 1 2024-05-18 2024-05-18

beperkte korting 2024-05-17 55-64 male inactive campaign 60 63 1,05 7 dagen na klikken of 1 dag na weergaveKlikken op links 1 0,29 0,29 0,28870824 4,58267048 5 3 3 2 2 2024-05-17 2024-05-17

beperkte korting 2024-05-17 35-44 male inactive campaign 14 16 1,14285714 7 dagen na klikken of 1 dag na weergave 0,06 3,73329621 2024-05-17 2024-05-17

beperkte korting 2024-05-17 65+ male inactive campaign 83 87 1,04819277 7 dagen na klikken of 1 dag na weergave 0,51 5,8359573 8 1 1 1 1 2024-05-17 2024-05-17

beperkte korting 2024-05-17 45-54 female inactive campaign 91 95 1,04395604 7 dagen na klikken of 1 dag na weergaveKlikken op links 8 0,61 0,08 0,07591036 6,39245106 17 16 9 6 4 2024-05-17 2024-05-17

beperkte korting 2024-05-17 45-54 male inactive campaign 24 24 1 7 dagen na klikken of 1 dag na weergaveKlikken op links 1 0,21 0,21 0,20906459 8,7110245 2 3 3 2024-05-17 2024-05-17

beperkte korting 2024-05-17 18-24 female inactive campaign 2 2 1 7 dagen na klikken of 1 dag na weergave 0,01 4,97772829 2024-05-17 2024-05-17

beperkte korting 2024-05-17 55-64 female inactive campaign 178 182 1,02247191 7 dagen na klikken of 1 dag na weergaveKlikken op links 9 1,19 0,13 0,13273942 6,5640373 27 21 13 8 7 2024-05-17 2024-05-17

beperkte korting 2024-05-17 65+ female inactive campaign 197 204 1,03553299 7 dagen na klikken of 1 dag na weergaveKlikken op links 4 1,41 0,35 0,35341871 6,92977859 32 16 10 4 2 2024-05-17 2024-05-17

beperkte korting 2024-05-17 35-44 female inactive campaign 26 27 1,03846154 7 dagen na klikken of 1 dag na weergave 0,13 4,79336798 2 2 2 1 2024-05-17 2024-05-17

beperkte korting 2024-05-17 18-24 male inactive campaign 1 1 1 7 dagen na klikken of 1 dag na weergave 0,00 0 2024-05-17 2024-05-17

beperkte korting 2024-05-17 25-34 female inactive campaign 8 8 1 7 dagen na klikken of 1 dag na weergave 0,03 3,73329621 2024-05-17 2024-05-17

beperkte korting 2024-05-17 18-24 unknown inactive campaign 1 1 1 7 dagen na klikken of 1 dag na weergave 0,01 9,95545657 2024-05-17 2024-05-17

beperkte korting 2024-05-17 25-34 male inactive campaign 3 3 1 7 dagen na klikken of 1 dag na weergave 0,01 3,31848552 2024-05-17 2024-05-17

social proof 2024-05-17 55-64 female inactive campaign 26 27 1,03846154 7 dagen na klikken of 1 dag na weergaveKlikken op links 2 0,16 0,08 0,08 5,92592593 1 1 2024-05-17 2024-05-17

beperkte korting 2024-05-17 45-54 unknown inactive campaign 2 3 1,5 7 dagen na klikken of 1 dag na weergave 0,00 0 2024-05-17 2024-05-17

social proof 2024-05-17 65+ male inactive campaign 223 245 1,09865471 7 dagen na klikken of 1 dag na weergaveKlikken op links 13 1,81 0,14 0,13923077 7,3877551 22 5 2024-05-17 2024-05-17

beperkte korting 2024-05-17 55-64 unknown inactive campaign 1 1 1 7 dagen na klikken of 1 dag na weergave 0,00 0 2024-05-17 2024-05-17

social proof 2024-05-17 35-44 unknown inactive campaign 1 1 1 7 dagen na klikken of 1 dag na weergave 0,01 10 2024-05-17 2024-05-17

social proof 2024-05-17 65+ unknown inactive campaign 2 2 1 7 dagen na klikken of 1 dag na weergave 0,02 10 1 1 2024-05-17 2024-05-17

social proof 2024-05-17 25-34 female inactive campaign 3 3 1 7 dagen na klikken of 1 dag na weergave 0,04 13,33333333 2024-05-17 2024-05-17

social proof 2024-05-17 55-64 male inactive campaign 135 146 1,08148148 7 dagen na klikken of 1 dag na weergaveKlikken op links 10 1,03 0,10 0,103 7,05479452 2 2024-05-17 2024-05-17

social proof 2024-05-17 35-44 male inactive campaign 24 26 1,08333333 7 dagen na klikken of 1 dag na weergaveKlikken op links 1 0,19 0,19 0,19 7,30769231 2 2024-05-17 2024-05-17

social proof 2024-05-17 25-34 male inactive campaign 13 16 1,23076923 7 dagen na klikken of 1 dag na weergaveKlikken op links 1 0,11 0,11 0,11 6,875 2024-05-17 2024-05-17

social proof 2024-05-17 45-54 male inactive campaign 61 62 1,01639344 7 dagen na klikken of 1 dag na weergaveKlikken op links 2 0,41 0,21 0,205 6,61290323 3 1 1 2024-05-17 2024-05-17

social proof 2024-05-17 65+ female inactive campaign 58 63 1,0862069 7 dagen na klikken of 1 dag na weergaveKlikken op links 2 0,56 0,28 0,28 8,88888889 7 3 1 2024-05-17 2024-05-17

social proof 2024-05-17 45-54 female inactive campaign 8 8 1 7 dagen na klikken of 1 dag na weergave 0,06 7,5 1 2024-05-17 2024-05-17

social proof 2024-05-17 35-44 female inactive campaign 3 3 1 7 dagen na klikken of 1 dag na weergave 0,02 6,66666667 1 2024-05-17 2024-05-17

beperkte korting 2024-05-16 55-64 female inactive campaign 93 93 1 7 dagen na klikken of 1 dag na weergaveKlikken op links 2 0,55 0,27 0,27402482 5,89300694 12 8 6 2 1 2024-05-16 2024-05-16

beperkte korting 2024-05-16 25-34 female inactive campaign 5 5 1 7 dagen na klikken of 1 dag na weergave 0,01 1,9929078 1 2 2 2024-05-16 2024-05-16

beperkte korting 2024-05-16 35-44 male inactive campaign 13 13 1 7 dagen na klikken of 1 dag na weergave 0,07 5,365521 1 1 1 2024-05-16 2024-05-16

beperkte korting 2024-05-16 25-34 male inactive campaign 4 4 1 7 dagen na klikken of 1 dag na weergave 0,02 4,9822695 2024-05-16 2024-05-16

beperkte korting 2024-05-16 65+ female inactive campaign 124 124 1 7 dagen na klikken of 1 dag na weergaveKlikken op links 5 0,82 0,16 0,16341844 6,58945321 20 12 8 3 3 2024-05-16 2024-05-16

beperkte korting 2024-05-16 65+ unknown inactive campaign 1 1 1 7 dagen na klikken of 1 dag na weergave 0,01 9,96453901 2024-05-16 2024-05-16

beperkte korting 2024-05-16 65+ male inactive campaign 111 112 1,00900901 7 dagen na klikken of 1 dag na weergaveKlikken op links 1 0,62 0,62 0,61780142 5,51608409 11 4 4 2 1 2024-05-16 2024-05-16

beperkte korting 2024-05-16 45-54 female inactive campaign 29 32 1,10344828 7 dagen na klikken of 1 dag na weergave 0,20 6,22783688 3 1 2024-05-16 2024-05-16

beperkte korting 2024-05-16 45-54 male inactive campaign 26 26 1 7 dagen na klikken of 1 dag na weergaveKlikken op links 1 0,14 0,14 0,13950355 5,365521 3 2 1 2024-05-16 2024-05-16

beperkte korting 2024-05-16 55-64 male inactive campaign 59 60 1,01694915 7 dagen na klikken of 1 dag na weergaveKlikken op links 1 0,32 0,32 0,31886525 5,3144208 1 2024-05-16 2024-05-16

beperkte korting 2024-05-16 55-64 unknown inactive campaign 2 2 1 7 dagen na klikken of 1 dag na weergave 0,00 0 2024-05-16 2024-05-16

beperkte korting 2024-05-16 35-44 female inactive campaign 8 9 1,125 7 dagen na klikken of 1 dag na weergaveKlikken op links 1 0,05 0,05 0,0498227 5,535855 1 1 1 2024-05-16 2024-05-16

beperkte korting 2024-05-16 18-24 male inactive campaign 2 2 1 7 dagen na klikken of 1 dag na weergave 0,00 0 2024-05-16 2024-05-16

beperkte korting 2024-05-16 35-44 unknown inactive campaign 1 1 1 7 dagen na klikken of 1 dag na weergave 0,00 0 2024-05-16 2024-05-16

social proof 2024-05-16 18-24 male inactive campaign 2 2 1 7 dagen na klikken of 1 dag na weergave 0,03 15 2024-05-16 2024-05-16

social proof 2024-05-16 35-44 unknown inactive campaign 1 2 2 7 dagen na klikken of 1 dag na weergave 0,00 0 2024-05-16 2024-05-16

social proof 2024-05-16 45-54 male inactive campaign 36 37 1,02777778 7 dagen na klikken of 1 dag na weergaveKlikken op links 1 0,19 0,19 0,19 5,13513514 2024-05-16 2024-05-16

social proof 2024-05-16 25-34 female inactive campaign 2 2 1 7 dagen na klikken of 1 dag na weergave 0,01 5 2024-05-16 2024-05-16

social proof 2024-05-16 25-34 male inactive campaign 6 6 1 7 dagen na klikken of 1 dag na weergave 0,02 3,33333333 2024-05-16 2024-05-16

social proof 2024-05-16 45-54 female inactive campaign 8 8 1 7 dagen na klikken of 1 dag na weergave 0,04 5 2024-05-16 2024-05-16

social proof 2024-05-16 35-44 female inactive campaign 3 3 1 7 dagen na klikken of 1 dag na weergave 0,02 6,66666667 2024-05-16 2024-05-16

social proof 2024-05-16 65+ female inactive campaign 63 63 1 7 dagen na klikken of 1 dag na weergave 0,50 7,93650794 4 2 1 1 2024-05-16 2024-05-16

social proof 2024-05-16 65+ male inactive campaign 151 155 1,02649007 7 dagen na klikken of 1 dag na weergaveKlikken op links 8 1,08 0,14 0,135 6,96774194 11 3 2 1 1 2024-05-16 2024-05-16

social proof 2024-05-16 55-64 male inactive campaign 87 90 1,03448276 7 dagen na klikken of 1 dag na weergaveKlikken op links 3 0,53 0,18 0,17666667 5,88888889 2 1 2024-05-16 2024-05-16

social proof 2024-05-16 55-64 female inactive campaign 36 36 1 7 dagen na klikken of 1 dag na weergaveKlikken op links 2 0,22 0,11 0,11 6,11111111 2 2024-05-16 2024-05-16

social proof 2024-05-16 35-44 male inactive campaign 14 14 1 7 dagen na klikken of 1 dag na weergave 0,09 6,42857143 1 1 2024-05-16 2024-05-16

social proof 2024-05-16 25-34 unknown inactive campaign 1 1 1 7 dagen na klikken of 1 dag na weergave 0,01 10 2024-05-16 2024-05-16

beperkte korting 2024-05-16 18-24 female inactive campaign 1 1 1 7 dagen na klikken of 1 dag na weergave 0,01 9,96453901 2024-05-16 2024-05-16  



Appendix 9.6 (Cleaned excel data sheets) 
final data sheet 1.xlsx 

final data sheet 2 (platform).xlsx 

Campagnenaam Dag Platform Bereik Weergaven Besteed bedrag (EUR)

beperkte korting 22/05/2024 facebook 361 376 1,88

beperkte korting 22/05/2024 instagram 31 31 0,16

social proof 22/05/2024 facebook 390 406 2,19

social proof 22/05/2024 instagram 61 63 0,38

beperkte korting 21/05/2024 facebook 869 901 4,15

beperkte korting 21/05/2024 instagram 42 42 0,22

social proof 21/05/2024 facebook 723 754 3,97

social proof 21/05/2024 instagram 32 32 0,15

beperkte korting 20/05/2024 facebook 1039 1063 5,01

beperkte korting 20/05/2024 instagram 47 49 0,29

social proof 20/05/2024 facebook 1028 1137 5,15

social proof 20/05/2024 instagram 5 5 0,03

beperkte korting 19/05/2024 facebook 869 900 5,08

beperkte korting 19/05/2024 instagram 46 46 0,31

social proof 19/05/2024 facebook 844 933 5,28

social proof 19/05/2024 instagram 9 9 0,05

beperkte korting 18/05/2024 facebook 749 777 4,27

beperkte korting 18/05/2024 instagram 77 77 0,57

social proof 18/05/2024 facebook 719 786 4,86

social proof 18/05/2024 instagram 7 7 0,04

beperkte korting 17/05/2024 facebook 627 652 3,91

beperkte korting 17/05/2024 instagram 63 65 0,56

social proof 17/05/2024 facebook 555 600 4,40

social proof 17/05/2024 instagram 2 2 0,02

beperkte korting 16/05/2024 facebook 452 457 2,65

beperkte korting 16/05/2024 instagram 27 28 0,16

social proof 16/05/2024 facebook 408 417 2,73

social proof 16/05/2024 instagram 2 2 0,01

beperkte korting 22/05/2024 facebook 958 1023 5,03

beperkte korting 22/05/2024 instagram 104 107 0,53

beperkte korting 23/05/2024 facebook 332 340 1,83

beperkte korting 23/05/2024 instagram 26 26 0,16

social proof 22/05/2024 facebook 858 919 5,34

social proof 22/05/2024 instagram 137 142 0,84

social proof 23/05/2024 facebook 317 336 1,88

social proof 23/05/2024 instagram 26 26 0,15  

Campagnenaam Day Age Sex Reach Views Frequency Clicks on link Amount spent Cost per click Cost pet 1000 views views to 25% views to 50% views to 75% views to 95% views to 100%

Limited discount 2024-05-23 35-44 unknown 1 1 1,00 0 € 0,00 0 0,00 0 0,00 0 0 0

Limited discount 2024-05-23 35-44 female 152 156 1026,00 3 € 0,87 0,29 5,58 0,87 0,29 5,58 1 1

Limited discount 2024-05-23 35-44 male 33 34 1.03 0 € 0,23 0 6,76 0,23 0,00 6,76 0 0

Limited discount 2024-05-23 18-24 female 18 19 1.06 0 € 0,10 0 5,26 0,1 0,00 5,26 0 0

Limited discount 2024-05-23 18-24 male 8 8 1,00 0 € 0,04 0 5,00 0,04 0,00 5 0 0

Limited discount 2024-05-23 25-34 male 39 40 1.03 0 € 0,17 0 4,25 0,17 0,00 4,25 0 0

Limited discount 2024-05-23 25-34 unknown 3 3 1,00 0 € 0,01 0 3,33 0,01 0,00 3,33 0 0

Limited discount 2024-05-23 25-34 female 102 104 1.02 2 € 0,56 0,28 5,38 0,56 0,28 5,38 1 1

Limited discount 2024-05-22 18-24 unknown 4 4 1,00 0 € 0,02 0 5,00 0,02 0,00 5 0 0

Limited discount 2024-05-22 18-24 female 39 40 1.03 2 € 0,31 0,155 7,75 0,31 0,16 7,75 0 0

Limited discount 2024-05-22 18-24 male 11 12 1.09 0 € 0,08 0 6,67 0,08 0,00 6,67 0 0

Limited discount 2024-05-22 25-34 unknown 4 4 1,00 0 € 0,02 0 5,00 0,02 0,00 5 0 0

Limited discount 2024-05-22 25-34 male 111 117 1.05 1 € 0,56 0,56 4,79 0,56 0,56 4,79 0 0

Limited discount 2024-05-22 25-34 female 289 309 1.07 8 € 1,48 0,185 4,79 1,48 0,19 4,79 2 1

Limited discount 2024-05-22 35-44 unknown 5 6 1.20 0 € 0,03 0 5,00 0,03 0,00 5 0 0

Limited discount 2024-05-22 35-44 female 455 494 1.09 4 € 2,35 0,5875 4,76 2,35 0,59 4,76 8 8

Limited discount 2024-05-22 35-44 male 139 144 1.04 2 € 0,71 0,355 4,93 0,71 0,36 4,93 1 1

social proof 2024-05-23 25-34 unknown 1 1 1,00 0 € 0,00 0 0,00 0 0,00 0 0 0

social proof 2024-05-23 25-34 female 34 34 1,00 0 € 0,35 0 10,24 0,35 0,00 10,24 1 1

social proof 2024-05-23 25-34 male 110 120 1.10 1 € 0,59 0,5870936 4,89 0,59 0,59 4,89 0 0

social proof 2024-05-23 18-24 unknown 2 2 1,00 0 € 0,03 0 14,93 0,03 0,00 14,93 0 0

social proof 2024-05-23 18-24 female 12 12 1,00 0 € 0,09 0 7,46 0,09 0,00 7,46 0 0

social proof 2024-05-23 18-24 male 54 57 1.06 2 € 0,33 0,16418719 5,76 0,33 0,16 5,76 0 0

social proof 2024-05-23 35-44 female 20 21 1.05 2 € 0,12 0,05970443 5,69 0,12 0,06 5,69 0 0

social proof 2024-05-23 35-44 male 110 114 1.04 3 € 0,52 0,17247947 4,54 0,52 0,17 4,54 1 1

social proof 2024-05-22 25-34 female 116 124 1.07 2 € 0,76 0,38 6,13 0,76 0,38 6,13 0 0

social proof 2024-05-22 25-34 male 325 349 1.07 9 € 1,93 0,21444444 5,53 1,93 0,21 5,53 0 0

social proof 2024-05-22 25-34 unknown 5 6 1.20 0 € 0,00 0 0,00 0 0,00 0 0 0

social proof 2024-05-22 35-44 unknown 3 4 1.33 1 € 0,01 0,01 2,50 0,01 0,01 2,5 0 0

social proof 2024-05-22 35-44 male 316 340 1.08 7 € 2,08 0,29714286 6,11 2,08 0,30 6,11 0 0

social proof 2024-05-22 35-44 female 92 98 1.07 € 0,58 0 5,92 0,58 0,00 5,92 1 0

social proof 2024-05-22 18-24 male 78 82 1.05 2 € 0,55 0,275 6,71 0,55 0,28 6,71 0 0

social proof 2024-05-22 18-24 female 56 57 1.02 3 € 0,27 0,09 4,74 0,27 0,09 4,74 0 0

social proof 2024-05-22 18-24 unknown 1 1 1,00 0 € 0,00 0 0,00 0 0,00 0 0 0

Limited discount 2024-05-21 65+ male 40 41 1.03 1 € 0,21 0,21 5,64 0,21 0,21 5,64 1 1

Limited discount 2024-05-21 55-64 unknown 2 2 1,00 0 € 0,02 0 10,00 0,02 0,00 10 0 0

Limited discount 2024-05-21 35-44 female 283 294 1.04 10 € 1,47 0,147 5,00 1,47 0,15 5 6 5

Limited discount 2024-05-21 45-54 male 6 6 1,00 0 € 0,02 0 3,33 0,02 0,00 3,33 0 0

Limited discount 2024-05-21 55-64 female 57 57 1,00 1 € 0,29 0,29 5,09 0,29 0,29 5,09 1 1

Limited discount 2024-05-21 45-54 female 27 27 1,00 0 € 0,09 0 3,33 0,09 0,00 3,33 2 1

Limited discount 2024-05-21 25-34 male 76 80 1.05 0 € 0,31 0 3,89 0,31 0,00 3,89 0 0

Limited discount 2024-05-21 65+ female 87 89 1.02 3 € 0,50 0,16666667 5,62 0,5 0,17 5,62 3 1

Limited discount 2024-05-21 55-64 male 37 39 1.05 1 € 0,22 0,22 5,64 0,22 0,22 5,64 0 0

Limited discount 2024-05-21 35-44 male 118 120 1.02 3 € 0,48 0,16 4,00 0,48 0,16 4 0 0

Limited discount 2024-05-21 18-24 male 12 12 1,00 0 € 0,04 0 3,33 0,04 0,00 3,33 0 0

Limited discount 2024-05-21 25-34 unknown 4 4 1,00 0 € 0,03 0 7,50 0,03 0,00 7,5 0 0

Limited discount 2024-05-21 25-34 female 133 138 1.04 4 € 0,52 0,13 3,77 0,52 0,13 3,77 2 2

Limited discount 2024-05-21 18-24 female 26 28 1.08 0 € 0,16 0 5,71 0,16 0,00 5,71 0 0

social proof 2024-05-21 18-24 female 19 19 1,00 1 € 0,18 0,17956416 9,45 0,18 0,18 9,45 0 0

Limited discount 2024-05-21 35-44 unknown 2 5 2.5 0 € 0,00 0 0,00 0 0,00 0 0 0

social proof 2024-05-21 35-44 male 172 182 1.06 1 € 0,91 0,90779661 4,99 0,91 0,91 4,99 0 0

Limited discount 2024-05-21 18-24 unknown 1 1 1,00 0 € 0,01 0 10,00 0,01 0,00 10 0 0

social proof 2024-05-21 18-24 male 39 39 1,00 0 € 0,25 0 6,39 0,25 0,00 6,39 0 0

social proof 2024-05-21 55-64 male 85 86 1.01 5 € 0,40 0,0798063 4,64 0,4 0,08 4,64 0 0

social proof 2024-05-21 65+ male 98 100 1.02 6 € 0,49 0,08146893 4,89 0,49 0,08 4,89 0 0

social proof 2024-05-21 45-54 male 44 46 1.05 2 € 0,13 0,06484262 2,82 0,13 0,06 2,82 0 0

social proof 2024-05-21 65+ unknown 1 1 1,00 0 € 0,00 0 0,00 0 0,00 0 0 0

social proof 2024-05-21 25-34 male 163 174 1.07 3 € 0,91 0,30259887 5,21 0,91 0,30 5,21 0 0

social proof 2024-05-21 35-44 female 39 42 1.08 2 € 0,27 0,13467312 6,41 0,27 0,13 6,41 0 0

social proof 2024-05-21 55-64 female 13 13 1,00 1 € 0,02 0,01995157 1,53 0,02 0,02 1,53 0 0

social proof 2024-05-21 45-54 female 3 3 1,00 0 € 0,02 0 6,65 0,02 0,00 6,65052462 0 0

social proof 2024-05-21 25-34 female 59 61 1.03 2 € 0,42 0,20949153 6,86 0,42 0,21 6,86 0 0

social proof 2024-05-21 65+ female 20 20 1,00 1 € 0,13 0,12968523 6,48 0,13 0,13 6,48 0 0

Limited discount 2024-05-20 55-64 female 257 262 1.02 9 € 1,40 0,15555556 5,34 1,4 0,16 5,34 13 10

Limited discount 2024-05-20 25-34 male 7 7 1,00 0 € 0,01 0 1,43 0,01 0,00 1,43 0 0

Limited discount 2024-05-20 45-54 male 56 62 1.11 3 € 0,29 0,09666667 4,68 0,29 0,10 4,68 0 0

Limited discount 2024-05-20 25-34 female 12 13 1.08 0 € 0,03 0 2,31 0,03 0,00 2,31 0 0

Limited discount 2024-05-20 55-64 male 91 94 1.03 3 € 0,33 0,11 3,51 0,33 0,11 3,51 1 0

Limited discount 2024-05-20 35-44 female 44 45 1.02 1 € 0,18 0,18 4,00 0,18 0,18 4 0 0

Limited discount 2024-05-20 45-54 female 108 115 1.06 4 € 0,52 0,13 4,52 0,52 0,13 4,52 4 3

Limited discount 2024-05-20 65+ female 328 333 1.02 6 € 1,66 0,27666667 4,98 1,66 0,28 4,98 13 9

Limited discount 2024-05-20 65+ male 149 149 1,00 5 € 0,73 0,146 4,90 0,73 0,15 4,9 3 3

Limited discount 2024-05-20 18-24 male 2 2 1,00 0 € 0,00 0 0,00 0 0,00 0 0 0

Limited discount 2024-05-20 18-24 female 3 3 1,00 0 € 0,01 0 3,33 0,01 0,00 3,33 0 0

Limited discount 2024-05-20 65+ unknown 3 3 1,00 0 € 0,03 0 10,00 0,03 0,00 10 0 0

Limited discount 2024-05-20 45-54 unknown 3 3 1,00 0 € 0,02 0 6,67 0,02 0,00 6,67 0 0

Limited discount 2024-05-20 35-44 male 20 21 1.05 0 € 0,09 0 4,29 0,09 0,00 4,29 0 0

social proof 2024-05-20 65+ unknown 1 1 1,00 0 € 0,01 0 10,00 0,01 0,00 10 0 0

social proof 2024-05-20 55-64 unknown 1 1 1,00 0 € 0,00 0 0,00 0 0,00 0 0 0

social proof 2024-05-20 35-44 male 68 73 1.07 2 € 0,27 0,135 3,70 0,27 0,14 3,7 0 0

social proof 2024-05-20 35-44 female 9 13 1.44 0 € 0,05 0 3,85 0,05 0,00 3,85 0 0

social proof 2024-05-20 25-34 female 8 10 1.25 1 € 0,02 0,02 2,00 0,02 0,02 2 0 0

social proof 2024-05-20 18-24 female 2 2 1,00 0 € 0,01 0 5,00 0,01 0,00 5 0 0

social proof 2024-05-20 55-64 male 269 305 1.13 12 € 1,18 0,09833333 3,87 1,18 0,10 3,87 0 0

social proof 2024-05-20 65+ female 76 80 1.05 4 € 0,57 0,1425 7,12 0,57 0,14 7,12 0 0

social proof 2024-05-20 65+ male 354 391 1.10 15 € 1,97 0,13133333 5,04 1,97 0,13 5,04 1 1

social proof 2024-05-20 45-54 male 133 140 1.05 5 € 0,52 0,104 3,71 0,52 0,10 3,71 0 0

social proof 2024-05-20 25-34 male 34 37 1.09 0 € 0,18 0 4,86 0,18 0,00 4,86 0 0

social proof 2024-05-20 55-64 female 42 51 1.21 3 € 0,19 0,06333333 3,73 0,19 0,06 3,73 0 0

social proof 2024-05-20 18-24 male 6 6 1,00 0 € 0,05 0 8,33 0,05 0,00 8,33 0 0

social proof 2024-05-20 45-54 female 30 32 1.07 2 € 0,16 0,08 5,00 0,16 0,08 5 0 0

social proof 2024-05-19 45-54 female 18 20 1.11 1 € 0,11 0,11 5,50 0,11 0,11 5,5 0 0

Limited discount 2024-05-19 25-34 male 7 7 1,00 0 € 0,04 0 5,71 0,04 0,00 5,71 0 0

Limited discount 2024-05-19 18-24 female 2 2 1,00 0 € 0,00 0 0,00 0 0,00 0 0 0

Limited discount 2024-05-19 45-54 unknown 3 3 1,00 0 € 0,02 0 6,67 0,02 0,00 6,67 0 0

social proof 2024-05-19 55-64 unknown 1 1 1,00 0 € 0,01 0 10,00 0,01 0,00 10 0 0

social proof 2024-05-19 25-34 female 6 6 1,00 0 € 0,03 0 5,00 0,03 0,00 5 0 0

social proof 2024-05-19 45-54 male 124 136 1.10 8 € 0,65 0,08125 4,78 0,65 0,08 4,78 1 1

social proof 2024-05-19 65+ female 65 78 1.2 5 € 0,49 0,098 6,28 0,49 0,10 6,28 0 0

social proof 2024-05-19 18-24 female 3 3 1,00 0 € 0,02 0 6,67 0,02 0,00 6,67 0 0

social proof 2024-05-19 65+ male 295 317 1.07 14 € 2,10 0,15 6,62 2,1 0,15 6,62 1 1

social proof 2024-05-19 55-64 male 225 252 1.12 9 € 1,32 0,14666667 5,23 1,32 0,15 5,23 2 1

social proof 2024-05-19 25-34 male 27 30 1.11 3 € 0,09 0,03 3,00 0,09 0,03 3 0 0

social proof 2024-05-19 35-44 male 48 52 1.08 2 € 0,19 0,095 3,65 0,19 0,10 3,65 0 0

social proof 2024-05-19 55-64 female 32 37 1.16 1 € 0,26 0,26 7,03 0,26 0,26 7,03 0 0

social proof 2024-05-19 18-24 male 5 6 1.2 0 € 0,04 0 6,67 0,04 0,00 6,67 0 0

social proof 2024-05-19 35-44 female 2 2 1,00 1 € 0,01 0,01 5,00 0,01 0,01 5 0 0

social proof 2024-05-19 65+ unknown 2 2 1,00 0 € 0,01 0 5,00 0,01 0,00 5 0 0

Limited discount 2024-05-19 55-64 male 99 102 1.03 0 € 0,49 0 4,80 0,49 0,00 4,8 0 0

Limited discount 2024-05-19 55-64 unknown 4 4 1,00 0 € 0,04 0 10,00 0,04 0,00 10 0 0

Limited discount 2024-05-19 65+ male 119 124 1.04 6 € 0,66 0,11 5,32 0,66 0,11 5,32 4 1

Limited discount 2024-05-19 45-54 female 95 99 1.04 5 € 0,52 0,104 5,25 0,52 0,10 5,25 3 1

Limited discount 2024-05-19 65+ female 258 263 1.02 13 € 1,62 0,12461538 6,16 1,62 0,12 6,16 12 5

Limited discount 2024-05-19 45-54 male 52 55 1.06 2 € 0,27 0,135 4,91 0,27 0,14 4,91 1 1

Limited discount 2024-05-19 35-44 female 40 41 1.03 1 € 0,18 0,18 4,39 0,18 0,18 4,39 2 1

Limited discount 2024-05-19 25-34 female 12 12 1,00 0 € 0,06 0 5,00 0,06 0,00 5 0 0

Limited discount 2024-05-19 35-44 male 17 18 1.06 0 € 0,06 0 3,33 0,06 0,00 3,33 0 0

Limited discount 2024-05-19 35-44 unknown 1 1 1,00 0 € 0,00 0 0,00 0 0,00 0 0 0

Limited discount 2024-05-19 55-64 female 205 215 1.05 7 € 1,43 0,20428571 6,65 1,43 0,20 6,65 5 3

Limited discount 2024-05-18 35-44 female 33 34 1.03 0 € 0,20 0 5,88 0,2 0,00 5,88 2 0

Limited discount 2024-05-18 45-54 male 36 38 1.06 2 € 0,19 0,095 5,00 0,19 0,10 5 1 1

Limited discount 2024-05-18 55-64 female 213 223 1.05 7 € 1,25 0,17857143 5,61 1,25 0,18 5,61 1 1

Limited discount 2024-05-18 55-64 male 56 57 1.02 1 € 0,35 0,35 6,14 0,35 0,35 6,14 1 1

Limited discount 2024-05-18 65+ male 68 70 1.03 5 € 0,39 0,078 5,57 0,39 0,08 5,57 2 2

Limited discount 2024-05-18 65+ female 242 251 1.04 9 € 1,44 0,16 5,74 1,44 0,16 5,74 10 8

Limited discount 2024-05-18 25-34 unknown 1 1 1,00 0 € 0,01 0 10,00 0,01 0,00 10 0 0

Limited discount 2024-05-18 25-34 female 12 12 1,00 0 € 0,08 0 6,67 0,08 0,00 6,67 0 0

Limited discount 2024-05-18 35-44 male 12 12 1,00 1 € 0,04 0,04 3,33 0,04 0,04 3,33 0 0

Limited discount 2024-05-18 18-24 male 2 2 1,00 0 € 0,12 0 60,00 0,12 0,00 60 0 0

Limited discount 2024-05-18 25-34 male 7 7 1,00 0 € 0,05 0 7,14 0,05 0,00 7,14 0 0

Limited discount 2024-05-18 18-24 female 4 4 1,00 0 € 0,01 0 2,50 0,01 0,00 2,5 0 0

Limited discount 2024-05-18 35-44 unknown 1 1 1,00 0 € 0,00 0 0,00 0 0,00 0 0 0

Limited discount 2024-05-18 45-54 female 135 139 1.03 1 € 0,70 0,7 5,04 0,7 0,70 5,04 1 1

social proof 2024-05-18 18-24 male 6 6 1,00 1 € 0,04 0,04 6,67 0,04 0,04 6,67 0 0

Limited discount 2024-05-18 45-54 unknown 3 3 1,00 0 € 0,01 0 3,33 0,01 0,00 3,33 0 0

social proof 2024-05-18 18-24 unknown 1 1 1,00 0 € 0,01 0 10,00 0,01 0,00 10 0 0

social proof 2024-05-18 65+ unknown 1 1 1,00 0 € 0,00 0 0,00 0 0,00 0 0 0

social proof 2024-05-18 25-34 female 5 5 1,00 0 € 0,02 0 4,00 0,02 0,00 4 0 0

social proof 2024-05-18 25-34 male 17 17 1,00 2 € 0,11 0,055 6,47 0,11 0,06 6,47 0 0

social proof 2024-05-18 35-44 male 43 48 1.12 0 € 0,27 0 5,63 0,27 0,00 5,63 0 0

social proof 2024-05-18 55-64 male 180 194 1.08 8 € 1,18 0,1475 6,08 1,18 0,15 6,08 1 1

social proof 2024-05-18 65+ male 280 300 1.07 11 € 1,99 0,18090909 6,63 1,99 0,18 6,63 1 1

social proof 2024-05-18 45-54 male 90 105 1017,00 5 € 0,44 0,088 4,19 0,44 0,09 4,19 1 1

social proof 2024-05-18 35-44 female 7 7 1,00 1 € 0,04 0,04 5,71 0,04 0,04 5,71 0 0

social proof 2024-05-18 65+ female 57 64 1.12 5 € 0,51 0,102 7,97 0,51 0,10 7,97 0 0

social proof 2024-05-18 55-64 female 24 29 1.21 0 € 0,17 0 5,86 0,17 0,00 5,86 0 0

social proof 2024-05-18 45-54 female 12 13 1.08 1 € 0,09 0,09 6,92 0,09 0,09 6,92 0 0

social proof 2024-05-18 18-24 female 3 3 1,00 0 € 0,03 0 10,00 0,03 0,00 10 0 0

Limited discount 2024-05-17 55-64 male 60 63 1.05 1 € 0,29 0,28870824 4,58 0,29 0,29 4,58 2 2

Limited discount 2024-05-17 65+ male 83 87 1.05 0 € 0,51 0 5,84 0,51 0,00 5,84 1 1

Limited discount 2024-05-17 45-54 female 91 95 1.04 8 € 0,61 0,07591036 6,39 0,61 0,08 6,39 6 4

Limited discount 2024-05-17 35-44 male 14 16 1.14 0 € 0,06 0 3,73 0,06 0,00 3,73 0 0

Limited discount 2024-05-17 45-54 male 24 24 1,00 1 € 0,21 0,20906459 8,10 0,21 0,21 8,1 0 0

social proof 2024-05-17 45-54 male 61 62 1.02 2 € 0,41 0,205 6,61 0,41 0,21 6,61 0 0

Limited discount 2024-05-17 55-64 female 178 182 1.02 9 € 1,19 0,13273942 6,56 1,19 0,13 6,56 8 7

Limited discount 2024-05-17 65+ female 197 204 1.04 4 € 1,41 0,35341871 6,93 1,41 0,35 6,93 4 2

Limited discount 2024-05-17 18-24 female 2 2 1,00 0 € 0,01 0 4,98 0,01 0,00 4,98 0 0

Limited discount 2024-05-17 35-44 female 26 27 1.04 0 € 0,13 0 4,79 0,13 0,00 4,79 1 0

Limited discount 2024-05-17 18-24 male 1 1 1,00 0 € 0,00 0 0,00 0 0,00 0 0 0

Limited discount 2024-05-17 18-24 unknown 1 1 1,00 0 € 0,01 0 9,96 0,01 0,00 9,96 0 0

Limited discount 2024-05-17 25-34 female 8 8 1,00 0 € 0,03 0 3,73 0,03 0,00 3,73 0 0

Limited discount 2024-05-17 25-34 male 3 3 1,00 0 € 0,01 0 3,32 0,01 0,00 3,32 0 0

social proof 2024-05-17 35-44 unknown 1 1 1,00 0 € 0,01 0 10,00 0,01 0,00 10 0 0

Limited discount 2024-05-17 45-54 unknown 2 3 1.5 0 € 0,00 0 0,00 0 0,00 0 0 0

social proof 2024-05-17 65+ male 223 245 1.10 13 € 1,81 0,13923077 7,39 1,81 0,14 7,39 0 0

Limited discount 2024-05-17 55-64 unknown 1 1 1,00 0 € 0,00 0 0,00 0 0,00 0 0 0

social proof 2024-05-17 65+ unknown 2 2 1,00 0 € 0,02 0 10,00 0,02 0,00 10 0 0

social proof 2024-05-17 25-34 female 3 3 1,00 0 € 0,04 0 1,33 0,04 0,00 1,33 0 0

social proof 2024-05-17 55-64 female 26 27 1.04 2 € 0,16 0,08 5,93 0,16 0,08 5,93 0 0

social proof 2024-05-17 55-64 male 135 146 1.08 10 € 1,03 0,103 7,05 1,03 0,10 7,05 0 0

social proof 2024-05-17 35-44 male 24 26 1.08 1 € 0,19 0,19 7,31 0,19 0,19 7,31 0 0

social proof 2024-05-17 25-34 male 13 16 1.23 1 € 0,11 0,11 6,88 0,11 0,11 6,88 0 0

social proof 2024-05-17 65+ female 58 63 1.09 2 € 0,56 0,28 8,89 0,56 0,28 8,89 0 0

social proof 2024-05-17 45-54 female 8 8 1,00 0 € 0,06 0 7,50 0,06 0,00 7,5 0 0

social proof 2024-05-17 35-44 female 3 3 1,00 0 € 0,02 0 6,67 0,02 0,00 6,67 0 0

Limited discount 2024-05-16 55-64 female 93 93 1,00 2 € 0,55 0,27402482 5,78 0,55 0,27 5,78 2 1

Limited discount 2024-05-16 25-34 female 5 5 1,00 0 € 0,01 0 1,99 0,01 0,00 1,99 0 0

Limited discount 2024-05-16 35-44 male 13 13 1,00 0 € 0,07 0 5,37 0,07 0,00 5,37 0 0

Limited discount 2024-05-16 25-34 male 4 4 1,00 0 € 0,01 0 4,98 0,01 0,00 4,98 0 0

Limited discount 2024-05-16 65+ female 124 124 1,00 5 € 0,02 0,16341844 6,59 0,02 0,16 6,59 3 3

Limited discount 2024-05-16 65+ unknown 1 1 1,00 0 € 0,01 0 9,96 0,01 0,00 9,96 0 0

Limited discount 2024-05-16 65+ male 111 112 1.01 1 € 0,62 0,61780142 5,51 0,62 0,62 5,51 2 1

Limited discount 2024-05-16 45-54 female 29 32 1.10 0 € 0,20 0 6,23 0,2 0,00 6,23 0 0

Limited discount 2024-05-16 45-54 male 26 26 1,00 1 € 0,14 0,13950355 5,37 0,14 0,14 5,37 0 0

Limited discount 2024-05-16 55-64 male 59 60 1.02 1 € 0,32 0,31886525 5,31 0,32 0,32 5,31 0 0

Limited discount 2024-05-16 55-64 unknown 2 2 1,00 0 € 0,00 0 0,00 0 0,00 0 0 0

Limited discount 2024-05-16 35-44 female 8 9 1.13 1 € 0,05 0,0498227 5,54 0,05 0,05 5,54 0 0

Limited discount 2024-05-16 18-24 male 2 2 1,00 0 € 0,00 0 0,00 0 0 0 0 0

Limited discount 2024-05-16 35-44 unknown 1 1 1,00 0 € 0,00 0 0,00 0 0 0 0 0

social proof 2024-05-16 18-24 male 2 2 1,00 0 € 0,03 0 15,00 0,03 0 15 0 0

social proof 2024-05-16 35-44 unknown 1 2 2,00 0 € 0,00 0 0,00 0 0 0 0 0

social proof 2024-05-16 45-54 male 36 37 1.03 1 € 0,19 0,19 5,14 0,19 0,19 5,14 0 0

social proof 2024-05-16 25-34 female 2 2 1,00 0 € 0,01 0 5,00 0,01 0 5 0 0

social proof 2024-05-16 25-34 male 6 6 1,00 0 € 0,02 0 3,33 0,02 0 3,33 0 0

social proof 2024-05-16 45-54 female 8 8 1,00 0 € 0,04 0 5,00 0,04 0 5 0 0

social proof 2024-05-16 35-44 female 3 3 1,00 0 € 0,02 0 6,66 0,02 0 6,66 0 0

social proof 2024-05-16 65+ female 63 63 1,00 0 € 0,50 0 7,94 0,5 0,00 7,94 1 0

social proof 2024-05-16 65+ male 151 155 1.03 8 € 1,08 0,135 6,97 1,08 0,14 6,97 1 1

social proof 2024-05-16 55-64 male 87 90 1.03 3 € 0,53 0,17666667 5,89 0,53 0,18 5,89 0 0

social proof 2024-05-16 55-64 female 36 36 1,00 2 € 0,22 0,11 6,11 0,22 0.11 6,11 0 0

social proof 2024-05-16 35-44 male 14 14 1,00 0 € 0,09 0 6,43 0,09 0,00 6,43 0 0

social proof 2024-05-16 25-34 unknown 1 1 1,00 0 € 0,01 0 10,00 0,01 0,00 10 0 0

Limited discount 2024-05-16 18-24 female 1 1 1,00 0 € 0,01 0 9,96 0,01 0,00 9,96 0 0

1126,97 68,83 18,43   

https://tuenl-my.sharepoint.com/:x:/g/personal/b_elst_student_tue_nl/EZ9mMR56qq5CgkTImt_q-AEB481fl1w6fVRz_0p7oIIWhQ?e=MS1X4k
https://tuenl-my.sharepoint.com/:x:/g/personal/b_elst_student_tue_nl/Een5Hg_owPRHtUXr3NLc-nkBSfowi7cHefQEoRRNSFfmng?e=1B0Ljb


Appendix 9.7 (Visualisations advertisement data) 
 

visualizations ads.pdf 

 

 

 

 

Appendix 10 (Instagram Photoshoot content) 
Link to Full photoshoot content map: 

https://drive.google.com/file/d/1KNfNyJBkrsDshBKj4bbfxH-
LmBRmQWfe/view?usp=sharing 

Appendix 11 (PowerPoint End-presentation) 
Link to the end of internship presentation PowerPoint: 

https://tuenl-my.sharepoint.com/:b:/g/personal/b_elst_student_tue_nl/Eb_wgkQXeW1HrGRQLIQMKBEB8nT-QtVg6rXQrkqtPZahMw?e=o484l2
https://drive.google.com/file/d/1KNfNyJBkrsDshBKj4bbfxH-LmBRmQWfe/view?usp=sharing
https://drive.google.com/file/d/1KNfNyJBkrsDshBKj4bbfxH-LmBRmQWfe/view?usp=sharing


https://tuenl-
my.sharepoint.com/:p:/g/personal/b_elst_student_tue_nl/ERkaHWGih
PdBtU-Vfrvhpa4BUX0a5iJO0o6PqzuDg4B6hQ?e=B5p9rI  
 

Appendix 12 (Internship Portfolio) 

I link to my Internship portfolio, created using InDesign:  

https://acrobat.adobe.com/id/urn:aaid:sc:EU:c39dbf1d-593d-43b3-
922f-92931e0e422c  

Appendix 13 (PDP) 

Link to PDP pdf:  
https://tuenl-
my.sharepoint.com/:b:/g/personal/b_elst_student_tue_nl/EV9jd4n8y61
OkmqNzxCFqNoB2Rr2rX3dpAN1H_Vk9GXzxg?e=5St2KD  

 

https://tuenl-my.sharepoint.com/:p:/g/personal/b_elst_student_tue_nl/ERkaHWGihPdBtU-Vfrvhpa4BUX0a5iJO0o6PqzuDg4B6hQ?e=B5p9rI
https://tuenl-my.sharepoint.com/:p:/g/personal/b_elst_student_tue_nl/ERkaHWGihPdBtU-Vfrvhpa4BUX0a5iJO0o6PqzuDg4B6hQ?e=B5p9rI
https://tuenl-my.sharepoint.com/:p:/g/personal/b_elst_student_tue_nl/ERkaHWGihPdBtU-Vfrvhpa4BUX0a5iJO0o6PqzuDg4B6hQ?e=B5p9rI
https://acrobat.adobe.com/id/urn:aaid:sc:EU:c39dbf1d-593d-43b3-922f-92931e0e422c
https://acrobat.adobe.com/id/urn:aaid:sc:EU:c39dbf1d-593d-43b3-922f-92931e0e422c
https://tuenl-my.sharepoint.com/:b:/g/personal/b_elst_student_tue_nl/EV9jd4n8y61OkmqNzxCFqNoB2Rr2rX3dpAN1H_Vk9GXzxg?e=5St2KD
https://tuenl-my.sharepoint.com/:b:/g/personal/b_elst_student_tue_nl/EV9jd4n8y61OkmqNzxCFqNoB2Rr2rX3dpAN1H_Vk9GXzxg?e=5St2KD
https://tuenl-my.sharepoint.com/:b:/g/personal/b_elst_student_tue_nl/EV9jd4n8y61OkmqNzxCFqNoB2Rr2rX3dpAN1H_Vk9GXzxg?e=5St2KD
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