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INSTRUCTIONS: 
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. 
PART A (20 Marks)
Q.1 Consumer behaviour due to the pandemic has shifted towards online buying. You are a startup company which sells range of organic product like spices, grains, fruits and vegetables. Your business is confined to Indore as of now. Design the Digital Marketing Mix for your company.                  (10 Marks)

Q.2 Analyze the campaign in terms of its popularity, success and relevance            	      (10 Marks)

BMW India has launched the #JustCantWait campaign. The new campaign talks about the things we love doing and we can't wait to get back to. It tries to capture the sentiment of the public that is waiting to come out of the lockdown and get back on the road.

Ritu Sharda, CCO, Ogilvy North, said, "This campaign speaks to people on a personal level. It captures the human feeling of restlessness that has resulted from being kept away from the things we love doing most. #JustCantWait is a beautiful way to express that craving and desire of wanting to get back to or begin doing those things." Pallavi Singh, director- marketing, BMW India, said, "BMW has always championed driving pleasure. At the start of the campaign we looked at multiple data sources to get an insight into the sentiment of our users. Contrary to what many believe, most people have a very positive outlook towards the near future – in fact people are busy planning their next vacation -and experiences they have been longing for over the last few months. We decided that we just had to dial this positivity up. #JustCantWait captures the current sentiment where people are longing to get back to life and the joy of driving – but from the seat of a BMW."
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Q.1 How is Shoppers Stop making use of the following to leverage the virtual medium to build consumer engagement and drive sales?						(10 Marks)
Q.2 How does the Perfect for Me App facilitate the consumer experience on the Shoppers Stop Facebook page?									(10 Marks) 
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CHRIIY Shoppers Stop—Facebook and Apps for Marketing

Retailing is a thriving business in India and Shoppers Stop is among the first retailers in
India to acknowledge and use the potential of digital and social media to connect and
engage with its customers. The brand has increasingly focussed on social media and the
digital space to market its products. Shoppers Stop has a well-entrenched presence on
major social media platforms such as Facebook, Twitter, and YouTube.
Shoppers Stop is using a ‘Perfect for Me App’ on Facebook to build consumer
. engagement and drive sales, and approached this objective by celebrating the acquisition
of a million fans on Facebook by giving a 200 discount to all their Facebook fans.
Loyalty analytics has enabled the retail giant to get repeat business from Facebook, as
this activity earned the brand %2 crore business from 10,000 customers. The retail player
has been successfully able to leverage its online presence to expand its consumer base.
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By using business intelligence technology, the company is able to garner consumer-
specific intelligence and is now moving towards integrating social media data with
customer buying behaviour to understand consumer trends and behaviour, and to
churn out more well-directed, targeted consumer-specific campaigns. The Perfect for Me
(Fig. 15.10) App is a step further in this direction. ’

Fig. 15.10 The Perfect for Me App—The benefits

The Perfect for Me App

The Pefect for Me App is a dedicated Facebook App which is hosted on the Shoppers
Stop Facebook page. The idea behind the App is to help a consumer discern what he/
she and his/her friends like the most from a catalogue of clothes made just for them. The
consumers have to like the page to use the App. While they wait for the App to launch,
they can watch a video that pops up on the screen. As a consumer enters the App, he/she
is given access to a variety of videos showcasing Shoppers Stop offerings. The consumer
can traverse through a collection of apparel and accessories that pop up on the screen.
The App allows consumers to choose their favourites and also see what their friends like.
Once a consumer likes a particular product, a pop up screen stimulates the consumer to
share the product on his/her wall, also telling others why he/she likes it.
The advantages of using the Facebook App are as follows:

® The App allows organizations to gain insights into consumer behaviour online.
® Ease of navigation allows consumers to identify products on offer, make choices,
and share their choices with their friends. While enhancing consumer self-belief and
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garnering peer appreciation for the consumer, Apps like these serve as excellent tools
to influence the consumer thought process.

® The process of sharing on Facebook sparks conversations related to products in
the virtual space and may intrigue consumer’s friends enough to stimulate trial and
purchase.

® Consumers can like certain things from the App, following which the App shortlists the
same, making it easier for consumers to take buying decisions. The benefit to Shoppers
Stop accrues in the form of insights on what is popular and what consumers like.

® Apps like these are effective in driving traffic to the website.

Social media sites have launched a series of new features to try to cater to businesses looking
to ride the social media revolution. Facebook recently launched Facebook Exchange to
target users more precisely with campaigns for those searching for home loans with ad
campaigns on their news feeds. Elsewhere, LinkedIn launched a targeting tool used by the
likes of American Express to target affluent users with bespoke programmes. Even newer
sites such as Pinterest have seen a heightened corporate interest to observe the social
media interest of young and middle-aged women’s social media habits. While Twitter
has become the place to track politicians, celebrities, and sportsmen, businesses too are
sensing an opportunity to use promoted tweets, trends, and accounts to build their brands.




