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INSTRUCTIONS: 
[bookmark: _GoBack]1.Cheating during exam may seems to be easy option but please remember that the institute have a software which checks plagiarism “WORD OF CAUTION” “DON’T CHEAT” ‘’#originalistrending
2. Instructor will be extremely interested to look at your creativity and thought process while answering question so keep that in mind
3. Time management is important therefore kindly adhere to the time limit set by exam office
4. WE HAVENT USED ANY BOOKS. Advice from gray hair professor: ATTEMPT THE PAPER LIKE A DIGITAL MARKETER. 
5. Students can bring their laptop, Use Canva to create the campaign for Q. 2, and submit to the id exam.indorea@jaipuria.ac.in
PART A (20 Marks)
Q.1 You are the Digital Marketing Manager of a travel and tourism company named #tourwithus. Using the POEM framework come up with a Digital marketing mix for your company. 
Details about the company:
It is a North India based company which have offices in all metro cities and before the pandemic their business was soaring. The business was badly hit due to the closure of major tourist places. They target both business client and individual customers. They want to promote places like Goa, Thailand and North east were the Covid cases are less.                                                                                               	(10 Marks)
Q.2 The online penetration of food services in India is set to double by 2025 — clocking a gross merchandise value of nearly $13 billion, management consultancy RedSeer Consulting said in a report dated August 30. Imagine that Zomato and Swiggy announce their merger to curtail competition 
Using CANVA design a creative campaign for either of the one platform FB/Insta announcing the merger. 
                                                                                                                                                   	(10 Marks)






PART B (20 Marks)
Case Study- Domino’s India
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Q.1 Who are the competitors of Brand Domino’s in India? What are the target consumer segments that Brand Domino’s hopes to reach through its virtual presence?	(10 Marks)
Q.2 What situations influence a consumer to use the online medium to purchase a pizza? How useful would a mobile application be in ordering a pizza? Compare based on example of domino’s and pizza hut.										(10 Marks)
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m Domino’s India—Building Traffic through Content Propagation

Organizations are fast waking up to the methods of generating greater traffic to their
company websites by creating content on social media sites. These content can propagate
virally by virtue of being significantly important and interesting to the potential
consumers. One such organization is Domino’s India.

Domino’s India has a distinct social media presence across its corporate blog and
Facebook and continuously keeps hosting online campaigns on special themes, right
across the year. Across 2010-2013, Domino’s posted several interesting campaigns on
their Facebook page. Domino’s has been running campaigns of three types. An analysis
of the likes, shares, and comments would be the appropriate indicator of the success of
those individual campaigns.

Relational campaigns Which aim at building inter-personal = relationships with
customers by hosting content concerning topics of their interest. Example: Mothers’
day celebrations.

Organizational campaigns Whose objectives are to build a certain identity around
the brand. They comprise a pre-determined professional communication intended
to share information concerning the achievements of the organization, with the
customers. 3

Promotional campaigns Whose objectives are to promote a new product, or to
induce awareness about a certain product or maybe induce sales with various
schemes, etc.
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Table7.7a Domino’s India—Campaigns

Teachers' day (30 August-5 September 2013) 11,907 1192 229
| Father's day (7 June 2013) 1214 33 20

Mother’s day (15 May 2012) 5653 82 63

Relationship

Rishta of the day (21 September-5 October 2012) 6790 164 12

Domino's Rakhi contest (13 August 2011) 917 34

Domino’s Friendship contest (24 July-3 September 2010) 542 156

Total 27,023 1661 424

Pizza mania ad contest (5 April-10 April 2013) 2017 85 56

Biggest partycon contest (29 May-31 May 2011) " 293 127
| Biggest Domnicon contest for lazycons 885 102

(18 May-23 May 2011) %

Domino’s pizza maniacs contest (25 April-28 April 2011) 1202 130

Domino’s pizza yummilicious photo initiative 557 74

(25 January-1 February 2011)
| 22 Sepember-50acber 200 55 Fomuionet
| Domino’s model of the week 2213 1689
' Domino’s happy fan contest 1546 889

(1 September-12 September 2010)

Total 11,669 3922 56

Domino’s pizza coke studio contest (18 June 2011) 1804 171

Rapid fire quiz (25 November-4 December 2011) 1788 2135 Brand building
| Model hunt for TV ads (15 June-19 June 2010) 12 42

Total 3704 2348 [}

Tables 7.7a and 7.7b show the various campaigns under the aforementioned heads
and the number of likes, comments, and shares the campaigns received. Initiatives refer
to the individual campaigns hosted, for a particular theme.
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Table 7.7b  Domino’s India—Campaigns

November 105 148,392 59,105
October 90 119,377 69,796
September 98 183,112 55,815
August 89 99,890 19,191
July 95 109,082 27,092
June 65 52,654 13,660
May 85 103,145 9,456
April 103 176,114 75,946
March 87 59,824 29,562
February 7 19,590 4,186
January 68 43,853 11,421

An empirical analysis revealed a positive correlation between likes and shares, a positive
correlation between comments and likes and comments and shares. This shows that a person
liking a Facebook post is most probably, also commenting on the post. In other words
likes trigger the increase in number of comments and increase in number of shares is also
dependent on number of comments.

Further empirical analysis was used to establish the dependency of total comments,
posts, and likes on each other.

The progressive incremental relationship between the number of lkes and commentsindicates
that comments are dependent on the number of likes a post is able to generate. It goes without
saying that liking a post requires less effort than commenting on a post. In a ‘click’ a post
hosted by the organizational page, receives a ‘heads-up’ or attestation by its customers and as
soon as it multiplies in number, customer engagement in terms of comments also increases.
This happens because a post with more number of likes draws more eyeballs to it and reflects
that the post has been interesting enough to have successfully drawn customer attention.

Further, an incremental progressive relationship between the number of likes and posts can
be observed. The increase in number of likes has been proved dependent on the increasing
number of posts which is indicative of better consumer engagement and greater traffic at the
organizational page as and when the company indulges in consumer engagement activities
in terms of hosting content at their Facebook page. This implies that the more the number
of posts, the more the attraction for customers which eventually results in better consumer
engagement.

Domino’s has been able to generate maximum traffic because of the ‘relational’
category of campaigns. ‘Relational’ content touches a chord with the audience.
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More than in the face or push marketing, and promotional gimmicks, users at Facebook still look
for posts, campaigns, activities that create a sense of involvement for them as customers
of a particular brand. The consumers first take a social networking website as a place
where they want to create a space of their own and do things they can endorse proudly,
than be constantly subjected to brands blowing their own trumpet all the time.

The consumer engagement continuum (Fig. 7.6) hence sees that once a consumer
logs into an organizational Facebook page, that is, essentially their brand page or a
particular post at the page, and the customer happens to click a like which is the primary
stage of virtual brand engagement, there is a chance that the first few posts that catch
his eye will make him either stay or walk ‘away. The kind of environment built around
the brand page, which is determined through the type of content it hosts, will affect the
engagement levels of a customer.

Involvement stage
Liking stage Consumer shares
Consumer likes a post content on his own wall

Engagement stage
Consumer comments on the posts

Fig.7.6 Consumer online (Facebook) engagement continuum

The customer engagement continuum reflects that having liked a particular brand
page or a particular post, the consumer will comment if the post fits his psychological
desires, that is, he feels in sync with the brand. The peer-to-peer interaction which then
happens due to increased number of comments on that post will increase electronic
word of mouth, thus giving way to brand loyalty.




