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DIPLOMA IN MASS COMMUNICATION PROGRAMME (DMCN)
COM2131: DIGITAL MEDIA COMMUNICATION
FINAL ALTERNATIVE ASSESSMENT: APRIL 2021 SESSION
24 HOURS TAKE-HOME ASSIGNMENT

This Alternate Assessment contains 2 (TWO) parts :
Part A : Article Review (40 marks)
Part B : Case Scenario (60 marks), Answer all questions.

Instruction Part A: Produce an article review based on the digital-media-communication related
article given. You need to analyse the article content, compare the findings with other related
scholars’ articles and summarize the article. The words range is from 1000 words to 1100 words
only. The article review assignment contains 40 marks. Download the article from the Final
Assessment folder. Minimum references are 10. Students are required to use APA reference style.

Article Title: Can You Measure the ROI of Your Social Media Marketing?
Article Author: Donna Hoffman
Article Year Publish: 2010

Publisher: MIT Sloan Management Review Journal
Instruction Part B: Answer all questions. Each question is 20 marks.

1) Case Scenario 1: TikTok Launches New #FactCheckYourFeed Initiative to Promote
Digital Literacy

Misinformation has become a key focus for every digital platform, and this week, TikTok has
announced a new initiative to help improve digital literacy, and stop the spread of misleading
reports within its app.

Called #FactCheckYourFeed, the new campaign aims to help equip TikTok users with the skills
they need to "critically engage with content, navigate our platform safely and guard themselves
against potential harms."

The new initiative will use TikTok clips from a range of creators and public figures to outline
key lessons in how to detect and avoid misleading info online, all presented in TikTok's unique
style.
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As explained by TikTok:

"We take the responsibility to help educate our users seriously, which means making sure that
everyone has access to good, accurate information whenever they need it. To achieve this, it's
important that our users are able to correctly identify what they are watching and to know if they
are being given potentially inaccurate or harmful information."

Digital literacy is now a critical consideration for social media platforms specifically, with
around 71% of people now getting at least some of their news input from social media apps.
That makes all social platforms key news sources, and with the real-time, public nature of social
feeds, that also lends the medium to misinformation campaigns, and targeted pushes aimed to
influence public action based on variable agendas. And while TikTok is not considered a key
source of such efforts, it is being targeted by misinformation and disinformation groups. As per
the platform's most recent transparency report, TikTok removed over 340,000 videos in the US
in the second half of last year for breaking its rules around election misinformation, while it's
also being used to spread propaganda and politically-focused content in various regions.

In some ways, TikTok may actually be even more important for such efforts, given its popularity
among younger audiences. If TikTok can play a role in providing such education to younger
user groups, that can help to increase awareness moving forward, which will better position
people to view such content with a more critical eye in future. I mean, really, we should be
teaching digital literacy in schools as a matter of course - as is now done in Finland - given the
significance of its role in influencing political movements and voter activity around the polls.
But with that still seemingly a long way off, programs like this will have to do, and it's good to
see TikTok taking the initiative and looking to provide more guidance to users on the key things
to watch for, while also communicating that to them in the ways they're more comfortable with,
and responsive to.

"Our ambition is for #FactCheckYourFeed to encourage our community to dig a little deeper
and think a little wider. Developing these important skills will not only help people while online,
but in their everyday lives."

An important, and valuable, aim, which could have a range of flow-on benefits.

- taken from Social Media Today.com (2021)

Question 1

Based on the case scenario above, explain in detail the TEN (10) negative consequences of fake
information.
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2) Case Scenario 2: Alibaba Fuses Digital Stores with Livestreaming

As livestream e-commerce — a trend accelerated by the Covid-19 pandemic — continues to
heat up, Taobao Live pumped out a series of measures for brands to supercharge their growth
through its immersive technology. One way that the Alibaba Group-owned livestreaming
platform has sought to do this is by deeply integrating its livestream technology with brands’
e-commerce stores. Slated to roll out soon, the upgraded “live stores” will be highly
customizable, the platform said. Brands will be able to display their streams prominently on
their store homepage and can also tailor special experiences for different tiers of customers.
For example, they can create invite-only VIP programs and interactive features and vouchers
that only pop up for their loyalty-club members.

“A major trend going forward will be elevated livestream experiences,” said Alibaba Group
Vice President Yu Feng, who oversees content e-commerce at Taobao. “More and more
consumers have adopted livestreaming as a way to shop. It has become an irreversible trend
and, at the same time, an increasingly competitive space.”Brands’ original livestreams, as
opposed to those created by influencers, have surged since 2019, as an increasing number of
brands have mastered the popular medium to connect with Chinese consumers. Some
companies have even invited celebrities or their CEOs and senior executives to appear on
camera to answer viewers’ questions. Others, like Dior or Cartier, have broadcast private
jewelry exhibitions and fashion shows for consumers to “see now, buy now.” These brand-
operated livestream accounts have since become among the top performers on Taobao Live
— representing over half of the 1,000-plus livestreaming accounts that raked in RMB100
million (USD $15.4 million) in transactions in the 12 months ended March 31, 2021.

Meanwhile, ahead of the 6.18 Mid-Year Shopping Festival, Alibaba is looking to upgrade its
search algorithms and layout across its apps to boost the exposure of brand-produced
livestreams throughout the entire user journey. Livestreaming has also become especially
popular with those looking to build up their presence. Over 90% of new brands — those that
have joined Alibaba’s e-commerce site Tmall within the past three years — have tapped
Taobao Live to engage consumers, the company said. Amid the growing popularity of its
platform, Taobao Live has continued to roll out new, experimental New Retail experiences
within its streams, including artificial intelligence-powered hosts, augmented-reality beauty
tests, 3D home decoration and mix-and-match features for clothing. The platform is also
partnering with DAMO Academy, Alibaba’s research arm, to develop a smart livestreaming
camera capable of processing real-time speech, visual cues and hand gestures. The launch of
this device will reimagine how livestream presenters interact with fans. Launched in 2016,
Taobao Live has become an indispensable branding, marketing and sales tool for merchants
and influencers across Alibaba’s platforms. During the pandemic, restaurant owners on
Ele.me made use of Taobao Live to stream cooking tutorials and stay connected with their
customers. Tourism companies and cultural heritage sites on Fliggy also tapped
livestreaming to offer virtual tours to Chinese shoppers amid Covid-19 lockdowns and travel
bans.
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According to Alibaba’s financial results released in February, Taobao Live generated over
RMB400 billion in gross merchandise volume in 2020. Per Taobao Live’s latest figures,
users had access to over 500,000 combined hours of livestreaming content each day in 2020.
Also, loyal users who tuned into livestreaming six times a day placed an average of more
than 10 orders per month, translating to roughly over RMB1,500 in monthly spending.
During its industry event on Wednesday, Taobao Live announced its aim to help 2,000
livestreaming channels on the platform and 200 of its ecosystem partners each achieve annual
sales of RMB100 million. It will also give livestream presenters access to an official pool of
products listed from Taobao and Tmall. All products are prescreened and offer livestreamers,
who might not have the capability to have their own quality-control team, an efficient
resource to find and explore quality products to recommend to their followers. This year,
Taobao Live also plans to build 300 physical livestreaming centers, which will serve as
workspaces and professional filming studios for influencers and merchants. It will also
continue to train farmers and aspiring livestream hosts from rural regions through its 102
dedicated training facilities across the country, which have helped cultivate 10,000 new
livestreamers so far. As of March, a total of more than 100,000 farmers and rural
livestreamers have broadcast 2.52 million sessions via the platform.

“This past year, we’ve made not only digital advances, but we’ve also made heartwarming
memories by innovating for good,” said Alibaba’s Yu Feng.

“Looking ahead, we are committed to further investing in and developing innovative
technologies and services to better support our partners.”

- taken from Alizila.com (2021)

Question 2

Based on the case scenario above, explain in detail the FIVE (5) advantages and FIVE (5)
disadvantages of live-streaming application in E-commerce.
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3) Case Scenario 3: Trump’s Attempts To Ban Tiktok And Other Chinese Tech Undermine
Global Democracy

The Trump administration aims to purge Chinese tech companies from the United States, and
that has consequences for all of us. U.S. President Donald Trump and his administration recently
issued three new national security measures: an expansion of the State Department’s Clean
Network initiative and two executive orders. The Clean Network initiative forbids the use of
Chinese tech in the U.S. telecom system and prevents app stores such as Google Play and the
Apple App Store from offering certain Chinese apps. The two executive orders ban U.S. persons
and businesses from doing business with two Chinese companies: Tencent Holdings, owner of
the WeChat app, and ByteDance Ltd., owner of the viral video-sharing app TikTok. At first
glance, it seems strange that a social media app aimed at teenagers could be at the centre of a
global controversy over national security and privacy concerns. TikTok is best known as a
platform for teens and young adults to share short videos of themselves dancing or lip-syncing
to their favourite songs. According to Trump, TikTok is collecting and sending personal data
about Americans directly to the Chinese government. The administration is also worried that, in
the future, the app can be used as a conduit for spreading disinformation to Americans. At this
point, all these fears are hypothetical. TikTok has consistently rejected these accusations — even
the Central Intelligence Agency agrees that the app does not pose a threat. Since 2018, TikTok
has been downloaded two billion times worldwide. Its success represents the first real challenge
to dominant U.S.-based social media platforms such as Facebook and Instagram. In the U.S.,
TikTok has been downloaded 165 million times. According to a new survey report, the “State
of Social Media in Canada 2020,” TikTok is now one of the top 10 most popular social media
apps in Canada. Fifteen per cent of online Canadians over the age of 18 reported having an
account; TikTok is the only Chinese-owned social media platform to achieve a 10 per cent
adoption rate in Canada. These actions by the U.S. government represent a major break along a
geopolitical and technological fault line between China and the U.S. that has been building for
over 20 years and could signal the beginning of a new Cold War between the two states. In
recent years, privacy has become a national security concern in Washington. U.S. policy-makers
have been alarmed about the volume of personal data gushing out of the U.S. via social media
apps, computer hacking and foreign acquisitions of American firms. This treasure trove of data
can be used to build profiles of Americans, commit all manner of financial fraud and even be
used for blackmail. In 2018, the U.S. prevented a company owned by Chinese billionaire Jack
Ma from buying MoneyGram over fears that American banking data would be leaked to the
Chinese government. In 2019, the U.S. ordered another Chinese company, Kunlun, to sell
Grindr, a dating app for gay, bi, trans and queer people, to an American investor group. The
argument was made that the app’s database contained sensitive personal information such as a
user’s location, messages and HIV status. According to the U.S. Department of State, these latest
decrees are part of “the Trump Administration’s comprehensive approach to safeguarding the
nation’s assets including citizens’ privacy and companies’ most sensitive information from
aggressive intrusions by malign actors, such as the Chinese Communist Party.”
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At first glance, these measures look like a reasonable response against a repressive government
with a reputation for using electronic data to control and imprison its own citizens. But in a bid
to divide the online world between itself and China, the U.S. government might have
inadvertently started the construction of a new “digital Berlin Wall.” And like all walls, this new
digital wall can lock people in just as well as it can keep people out. This lays the groundwork
for the end of an open and free internet and may accelerate the creation of a splinternet, whereby
a country or groups of countries fracture the world wide web into a series of walled sections
shaped according to their own politics. The splinternet is becoming a reality. These crude
measures by the U.S. brings U.S. tech policy in line with China and other authoritarian regimes.
In response to these moves, the Internet Society, a group founded in 1992 by internet pioneers
Vint Cerf and Bob Kahn, warned that “[h]aving a government dictate how networks interconnect
according to political considerations rather than technical considerations runs contrary to the
very idea of the internet. Such interventions will significantly impact the agility, resiliency and
flexibility of the internet.”

With these attempts to extend control over foreign ownership of social media apps and
platforms, the internet becomes a tool to limit democratic freedoms. These actions will further
legitimize and embolden governments around the world to interfere with or shut down the
internet whenever it is politically expedient. Long-term and frequent internet interference can
cause the systematic and structural erosion of freedom of expression and freedom of speech.
Platform ownership matters, especially the foreign kind. Trump’s action against TikTok is a gift
to Facebook, which recently launched TikTok copycat feature Instagram Reels. Forcing the sale
of TikTok in the U.S. will also be a win for whichever company purchases it. In the long run,
however, these executive orders likely will remind regulators around the world, but especially
those in the European Union, about the strategic importance of foreign ownership of
communication platforms. Citing data privacy and national security, many countries will likely
pass new cyber-sovereignty laws, making it more difficult for foreign companies to operate.
Long-term fallouts from this policy include increased operating costs, which in turn will impact
large tech companies such as Google and Facebook the most. With litigation pending and talks
of fire sales and shotgun weddings to Microsoft or some other western tech company, the fate
and legality of Trump’s executive measures are still in doubt. If cyber sovereignty and the
splinternet take root, we are in for some troubling times ahead for global democracy. Whether
Trump intended to or not, he has set in motion changes that might fundamentally undermine the
internet as we know it.

- taken from The Conversation.com (2020)

Question 3

Based on the case scenario above, list and explain in detail the TEN (10) reasons why protecting
internet data privacy is important.

~THE END~
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