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DIGITAL MARKETING 

DIGITAL MARKETING 

Y!in 
lCoogle You D 

Digital marketing is the marketing of products or services using digital technoiogies, mainiy 
on the Internet, but also including mobile phones, display advertising and ay after áigital 
medium. Digital marketing encompasses all marketing efforts that use an electroic �evice or 
the internet. Businesses leverage digital channels such as search engines, social meáia, email 
and their websites to connect with current and prospective customers. 

marketing 

Marketing has alvways been about connecting with audience in the night place and at the nght 

time. Today, that means companies need to meet customers where they are alreaty spending 

tíme that is on the internet. 

The main objective is to reach consumers through digital media and to promote bramás 
through various forms of digital media. Most experts believe that �igital is not just yet 

another channel for marketing It requires a new approach 1o marketing and 2 ew 

understanding of customer behaviour. For example, it requires companies 1o analyse and 
quantify the value of downloads of apps on mobile devioes, tweets on Twiter. Hikes on 
Facebook and so on. 

Digital includes search engine optimization (SEO). search engine 
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marketing (SEM), content marketing, influencer marketing. conternt automation, campaign 



marketing data driven marketing, eomnesE Masing, sri a atkein 

media optimization, e-mail direct markeding, display adverising ths 

There are a number of ways brasds can wse digtald markeing o bnen bi maicig 
efforts. The use of digital markeúng in the digial era sot ondy alkows tor rands o mate 
their products and services, but also alows fos ondine eustmes supgort thxnvy 261 serics 
to make customers feed supported and valued. The use of id meia itetm allms 
brands to receive both positive and neygtive fesdbak from theit eustmners 5 wl 
determining what media platorms wok wdl for them hs suh, digitad mattiy has 
become an inereased advantage for brands and businesses. t is now umnn tor erS 
to post feedback online through swcial media souos, blogs and wesites on teit epetie 
with a product or brand. It has beome inereasingdy poplas for businesES 10 w ad 
encourage these conversations through their scial media channes to have dires Untt ith 

the customers and manage the feedback they seive appropriaely 

Digital marketing includes following channeis: -

SEM 

DIGITAL 
MARKETING 

WEB 
DEVELOPMENT DESION 

SEO 

BRANOING 

PRODIGTON) 

SOCIAL 
MEOIA 

CONTENT 



Search Engine Optimization (SEO): 

Search engine optimization (SEO) is the process of affecting the online visibility of 
a website or a web page in a web search engine's unpaid results often referred to as "natural", 
"organic", or "earned" results. In general, the earlier (or higher ranked on the search results 
page), and more frequently a website appears in the search results list, the more visitors it will 
receive from the search engine's users; these visitors can then be converted into customers. 
The channels that benefit from SEO include: 

Websites. 

" Blogs. 

Info graphics 

Search Engine Marketing (SEM): 

Search engine marketing (SEM) is a form of Internet marketing that involves the promotion 
of websites by increasing their visibility in search engine results pages (SERPS) primarily 
through paid advertising. SEM may incorporate search engine optimization (SEO), which 
adjusts or rewrites website content and site architecture to achieve a higher ranking in search 
engine results pages to enhance pay per click (PPC) listings. 

Content Marketing: 

This term denotes the creation and promotion of content assets for the purpose of generating 

brand awareness, traffic growth, lead generation, and customers. The channels that can play a 
part in your content marketing strategy include: 

Blog posts. 

EBooks and whitepapers. 

Info graphics. 
Online brochures and lookbooks 
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Social Media Marketing: 

Social media marketing is the use of social medía platforms and websites to promote a 

product or service. This practice promotes your brand and your content on social media 
channels to increase brand awareness., drive traffic, and generate leads for your business. The 

channels you can use in social media marketing include: 

Facebook 
Twitter. 

Linkedin. 

Instagrarm. 
Snapchat. 

Pinterest. 

Google+ 

Pay-Per-Click (PPC): 

PPC is a method of drivíng traffic to your website by paying a publisher every time your ad is 
clicked. One of the most common types of PPC is Google AdWords, which allows you to pay 

for top slots on Google's search engine results pages at a price "per click" of the links you 
place. Other channels where you can use PPC include: 

Paid ads on Facebook 

Promoted Tweets on Twitter. 

Sponsored Messages on Linkedin 

Affiliate Marketing: 

This is a type of performance-based advertising where you receive commission for promoting 

Someone else's products or services on your website. Affiliate marketing channels include: 

Hosting video ads through the YouTube Partner Program. 
" Posting affiliate links from your social media accounts. 

10 



Native Advertising: 

Native advertising refers to advertisements that are primarily content-led and featured on a 

platform alongside other, non-paid content. BuzzFeed-sponsored posts are a good example, 

but many people also consider social media advertising to be "native" -- Facebook 

advertising and Instagram advertising, for example. 

Marketing Automation: 

Marketing automation refers to the software that serves to automate your basic marketing 

operations. Many marketing departments can automate repetitive tasks they would otherwise 

do manually, such as: 

Email newsletters. 

Social media post scheduling. 

Contact list updating. 

" Lead-nurturing workflows. 

Campaign tracking and reporting. 

Email Marketing: 

Companies use email marketing as a way of communicating with their audiences. Email is 

often used to promote content, discounts and events, as well as to direct people toward the 

business's website. The types of emails you might send in an email marketing campaign 

include: 

" Blog subscription newsletters. 

" Follow-up emails to website visitors who downloaded something. 
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Customer welcone emails. 

" Holiday promotions to loyalty progran members. 
" Tips or sirmilar series enails for customer nurturing 

Online PR: 

Online PR ís the practice of securing carned online coverage with digítal publications, blogs, 
and other content-based websites, I's much like traditional PR, but ín the online space. The 
channels you can use to maxímíze your PR efforts ínclude 

Reporter outreach vía socíal media. 

Engaging onlíne reviews of your company 

" Engaging comments on your personal website or blog 

Inbound Marketing: 

Inbound marketíng refers to the "full-funnel" approach to attractíng, engaging, and delighting 

custormers using online content You can use every digital marketing tactic listed above 
throughout an inbound marketing strategy. 
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Ola 

COMPANY PROFILE 

OLA CABS 

Cabs (stylised as OLA), is an Indian origin online transportation network 

company developed by ANI Technologies Pvt Lid As of December 2018, Ola was valued at 

O OLA 

HISTORY: -

Ola Cabs was founded on 3 December 2010 2s an online cab agregztor in Murmbai and is 

now based in Bangalore. As of 2018, the company has expanded to 2 network of more than 

10, 00,000 vehicles across 169 cities. In November 2014, Ola diversified to incorporate auto 

rickshaws on a trial basis in Bangalore. After the trial phase, Ola Auto expanded to other 

cities like Delhi, Pune, Chennai, Hyderabad and Kolkata starting in December 2014. 

In January 2018, Ola extended into its first overseas market, Australia, and in New Zealand in 
September 2018. It also has presence in UK 

In March 2014, Ola Cabs acquired Bengaluru based taxí service Taxi For Sure for 
approximately 1.394 crore (US$200 million) From 25 June 2015, Ola users gained zcoess 
to TFS cabs via the Ola mobile application. In November 2015, Ola zcquíred Geotagg, a trip 
planning applications company, for an undisclosed sum. 
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about $5.7 billion. 



In Decenber 2017, Ola acquired Foodpanda's business in India. In April 2018, Ola made its second acquisition with Ridlr (formerly TrafMine), a public transport ticketing app. In August 2018 Ola financed Series a funding of the scooter rent start-upVogo, and in December, Ola invested another $100 million. 

PRODUCTS AND SERVICES: 
1, Ola Prime (Prine Sedan, Prime Play & Prime Sub) 
2, Ola Mini 
3, Ola micro 

4, Ola Share and Ola Share Express 
5, Ola Rentals 

6, Ola shuttle 

7. Ola outstations 

8, Yellow taxí 

SERVICES: -

Ola offers different levels of service, ranging from economic to luxury travel. The cabs are 
reserved through a mobile app and also through their website and the service accepts both 
cash and cashless payments with Ola money. It claims to clock an average of more than 
1,500,000 bookings per day and commands 60% of the market share in India. 

FOUNDERS: 

BhavishAggarwal: BhavishAggarwal is an IIT-Bombay alumni and has worked with 
Microsoft Research two years. At Microsoft, Bhavish published 3 papers and filed 2 patents 
in international journals, He is also working as the CEO of the company. Fun fact about 

Bhavish is that he doesn't own a car and vows that he never will. 
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AnkitBhati AnkitBhati is also an llT Bombay alumni in fact iihavish and Ankit are Bach 

tmates At Ola Ankit leads produet, engineering, and data seienees, ensuring a strong back 

end svstem that powers the experience of iders and driver partrners alike. 

STORY BEHIND OLA: 

The founder and CEOofOla once took a car rental from Bangalore to Bandipur The diver 
stopped his car in the middle and demanded extra money from Bhavish from what they 

settled carlier. After refusing the driver abandoned him at the middle of the road on the 
way. This is when Bhavish realise the need of quality cab service in India and Joined hand 
with his batchmateAnkitBhati to start cab ola. 

STRATEGY ADOPTED BY OLA: 

Ola Cabs is today among the fastest growing businesses in fndia and all this happened over s 
short period of time because of the right marketing and operational strategies adopted by the 
company. 



Ola's initial offline CHALO NIKLO brand campaign �id not get the desired esutts f 
increasing brand awareness. In October 2014, it chose to shift t0 omime Marketing om 

Facebook campaign to meet its specific business goals. Oia heing an ap-áriven company. i 
made sense for the company to user into Facebook network to meet ts obyectves Sut s 

increasing brand awareness as part of its CHALO NIKLO brand campuiEn on a wite scale in 

terms of targeting the right audience. inoreasing sales, boosting onine seartes ant 
eventually increasing its customer base. Through the Marketing on Facehook patm. fíe 
company took advantage of Facebook's wide range of ad formats and custamer argeting 
both powerful tools of promoting brand and apps. 

AD CAMPAIGNS ON FACEBOOK: 

Ola started its campaign by running multiple Facebook reach biocks which aliw 
advertisers to reach all of a specified demographic ona given day. This mciuied igtiy 

targeted video ads and photo ads also featuring content from its intial campan CHALO 

NIKLO. It encouraged people to download Ola's mobile app. Ola also directed peopie to ts 

website with link ads in the News Feed and right column, and ran mobiie app ads to arNE 

people directly to its mobile app. 

Primarily, Ola targeted people who were working professionals aged between 21 to 40. 

Further segregated target people on demographic and gender basis. In addition for generating 
quick outcome the company targeted consumers on Jocation basis, particularly leading Indian 
cities. 

In January-March 2014, the monthly active users (MAU) on Facebook were 100 milio by 

January-March 2015, this figure jumped to 125 million. Out of this, 114 million were motile 
MAUs. Facebook undoubtedly offered Ola a captive audience in terms of number of motile 
users who could be used to promote their app. From when they started in 2010, the saies heve 

doubled month on month and the graph is a super upward trend and surprisingly during the 
year z014, the revenues grew more than 10 times over past year. They aim io cross the 

Coveted $1 billion gross revenue by next quarter by clocking at least 5 lakh trips every ey 
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UBER CABS 

DUber 
Uber is a transportation network company (TNC) headquartered in San Francisco, California. 
Uber offers services including peer-to-peer ridesharing, taxi cab hailing, food delivery, and 
a bicycle-sharing system. The company has operations in 785 metropolitan areas 
worldwide. Its platforms can be accessed via its websites and mobile apps. Uber has been so 
prominent in the sharing economy that the changes in industries as a result of it have been 
referred to as Uberisation and many start-ups have described their products as "Uber for X"., 
The name "Uber" is a reference to the common (and somewhat colloquial) word uber, 
meaning "topmost" or "super", and having its origins in the German word uber, cognate 
with over, meaning "above". 

Uber is estimated to have 100 million worldwide users and a 69% market share in the United 
States. 

Uber is a gold member of the Linux Foundation and has a five star privacy rating from the Electronic Frontier Foundation. 

On Jan. 30, UberBOAT was launched in Mumbai for short trips from the Gateway of India jetty to Alibaug and other islands aroundits first major announcement in India in months. And in June 2018, Uber launched a pared-down version of its app, Uber Lite, in the country that struggles with poor internet speeds. 

HISTORY OF UBER: 
Uber was first founded in 2009 by Garrett Camp and Travis Kalanick under the name UberCab. At the time, Camp had recently spent $800 hiring a private car to transport. Camp reasoned that allowing multiple people to share the cost of the service would drive it down, and UberCab was born. 



In 2010, a man named Ryan Graves responded to a tweet sent out by Travis Kalanick and becarne the first UberCab employee. He was made a general manager and was given between 5-10% of the company. Not long after, he was named the company's CEO. 
In 2011, the company's name was shortened to Uber, and in 2012, Uber rolled out UberX -a service which allowed people to work for Uber driving their own car. Since then, Uber has been on the cutting edge of a number of transportation services and technologies, from self driving cars, to a carpooling service, and even a helicopter service. Today, Uber operates in 300 cíties across 6 continents, and in 2016 Uber grossed $20 billion. 

PRODUCT AND SERVICES 

UberX 

UberBlack 

UberXL 

UberPlus 

UberSUV 

UberSelect 

UberEats 

STRATEGY ADOPTED BY OLA: 

Uber uses different social media for targeting its customers, which are as follows: 
Facebook: 

Uber's first stop is Facebook where ít has more than 8 million followers. Even Ford has less 
than & million followers in its main Facebook account. Uber's Facebook account is more of a 
broadcastíng account to ínform customers of all the latest deals and offers. 

Twitter: 

Uber has not stopped at Facebook in its customer connection formula. Its customer 
Connection has grown deeper with Twitter. It has 698K followers on twitter. There are a few 
really great thíngs about Twitter. 
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Instagram: 
An Instagram account is also a must for the marketers trying to deepen their reach. Uber's 
beautiful showcase on Instagram has 433K followers. Sometimes stories are better told in 
pictures. 

Youtube: 

Uber's Youtube account has an appreciable number of followers. As 2017 begins, there are 
more than 88,500 followers of the brand on YouTube. It has posted 989 videos till date which 
have gathered more than 40 million views. 

Apart from these channels, Uber has also utilized the other channels like Pinterest to broaden 
its base of followers. 



OLA VS UBER: The latest score in the great Indian taxi-app game. 

Six years into their fierce rivalry in India, call-taxi majors Ola and Uber are still trying out various routes to seck dominance in the S1O billion market. 
When Uber entered India in 2013. Ola already had a three-year head start. And over the 
years, Uber has faced a slew of adversities from sexual assault allegations against drivers to 
home-grown start-ups playing the nationalism card, calling for protectionist laws. 
However, it has played catch up successfuly. 
As per the latest data Uber is a clear winner among Indian drivers. The numbers of Uber's 
driver app installs are way higher than Ola now, which could prove to be a massive 
advantage for the US fim in the long run. 

The taxi industry is all about availability. If more drivers go to Uber than to Ola, it shows 
you drivers trust Uber more, and Ola should wory about that." said Aman Kumar, chief 

business officer at market research firm Kalagato. 

in 2018, Uber's driver app instalis in india overtook Ola's by a mile 

MOa opertor spp maet share Uber drier app market share 

656 

Mar. 



Ola 

Share of customers who installed Uber, Ola apps (Sept- Nov 2018) 

Uber 

Sep 

Oa Uber 

User recommendations for both ride-hailing apps in India 

Net promoter Score (NPs) out of 1 

|Rider app NPS 

|Driver app NPS 

3.96 

While Oia is making big headines with its global expansion and acquisitions, Uber has been 

fiming up its technological backbone. experts said. 

O.46 

NOV 

0.54 

4.44 

0.64 
0.72 

The $4.3 billion Ola operates in nearly 125 lndian cities, offering cabs, auto rickshaws, and 
even two-wheelers. And that is one metric that puts it far ahead of Uber, whose services are 
available only in just 36 cities. That explains the wide gap between the shares of lndian 
smartphone holders using the tvwo apps. 



OBJECTIVE OF STUDY 

The basic objective of the project is to know the impact and effectiveness of the 

digital marketing on the business of OLA and UBER cabs. 

To study various digital media and its effectiveness in cab business. 

To know the digital marketing strategies uses by the company. 



SCOPE OF STUDY 

The scope of given study is, it will help in systematic probiem analysis reiateri to igita marketing and fact finding for the purpose of effective digital marketing oe anine chs 
The study is purely based on the survey conducted in Nagpur city atd tas focset an 
customer who use online cabs. The study covers the information of tte effecnvene# f te 
digital marketing on the business of Ola and Uber cabs 

The study will help in formulating the new strategies for the gromotion and atetisemet through digital media Digital media plays an important role in choosing the prucr nt 
services by the customers. It also helps to know that at what extent digitzal metia heicsin t1é 
growth of online cab companies. 



LIMITATION 

Sample unit selected for survey is limited. 

The study is restricted to theNagpur city only, so the finding may not be applicable to 
other geographical arca. 

There is limited period of timne and moncy for the study of the project. 

The information collected by the survey is limitcd and most of the data ís ollected 

from the internet. 
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-Brand Amareness and Customers Satisfaction towards OLA Cabs in 

Bengzluru North and South Region" 

ProE sanGric 
VasiVigvarrkethan Trust VVN Evening College. 3. Vani 

*Tas Rcai Visesarapuran Bengaluru 

That N aET 3 a aey 0 expiore the brand awareness and customer 

satistaciKn is Oa Cats n Begzury region (South and North regions). The market 

or OiA Cats eds o e ustner peference. oreating awareness and customer 

SatsiaN 
torand ostioning and Customer satisfaction will take 

tras0aon seTiDes (Cab sevices) differentiate in terms of 

finatca iait. te maanet 2sT accessibility and other services. To conclude, 

OLA s hzs KOEd ts orzand nd tas crezted a good brand image in the ninds of 

cSRTETs pErsIal trasporation serices cornpare to Uber and Meru cabs 

pizcz E 

aittr ip 

ICETE 

*A omparative study of Ola and Uber cabs customers in Mumbai" 

Dr Ri Ryesh SeteiChincholker favuiry Of Management, Vivekanand 

Eora Scies Lstitne f Maragement Studies And Research Mumbai. India 

Orgazet retz ca s uei m Indian market in 2004 with Meru cab service 

d Ee p g osuMers on metrOpolitan cities but actual revolution 

Uber in 2013. 
caE 2010 20 besed enKA staed its operation followed by 

Sron marces bAe Umgete and onsuners becarme more dermanding.. This study is 

focei om ietfy the diirae beta een Ola and Uber customers. After data collection. 

"0LA VS UBER: The Battle of Dominance* 

Dr. RuchiShuk la. Dr. Ashish Chandra &Ms. Himanshi Jain 

India's mars ractivness ies in its market size and increased purchasing power resulting 

in pliftng ietyses on the otser hard Indian consumers are smart, very demanding and 
igiy prceAtive wt K brerd lovzity: manzging such market is not an easy task. 

AT Et reed to coSAtiy be o their toes 2nd keep designing new packages and offers to 
26 

staCTal a M soed t femaie prefer Uber serVice over Ola but while it comes to 

safety cSIA f more safe mth Ola tan Uber. Result of this study nay help the taxi 

sEr ir w design tei future marketing strategies. 



allure the customers for long which at times result in a lot of cash burn. Therefore, it would 

not be that easy for both the companies Ola and Uber to operate in such an environment. 
They have to optimize their costs at all levels; need to be more customer-centric & target 
oriented:; highly innovative; resistant to pressure from the regulatory authorities and above all 
keep delighting their customers as �,customer is the king. 

Taxi Drivers and Taxidars: A Case Study ofUber and Ola in Delhi 
RinaKashyap and Anjali Bhatiya 

This article examines the role of the sharing economy in India's development through the 
examples of aggregated taxis such as Uber and Ola in Delhi. Based on a general survey of 
Uber and Ola drivers and users in Delhi, we argue that Uber and Ola do not measure up to 
their expected potential in the development of India's economy on the parameters of 
ecological sustainability, employment through renting out assets and reduction in the need to 
own assets. Yet, Uber and Ola are notable for the creation of viable employment 
opportunities for drivers, and their many benefits for urban middle class users. Unique to the 
Uber and Ola phenomenon in India is the interception of driver opportunities by taxidars 
(taxi-owners). This tweaked Uber model for the Indian market allows the middle class 
individualthe police official, bureaucrat, property dealer, transporter or a professional-an entry into the aggregated taxi market. 

Comparative Study of Service Quality of Uber and Ola 

VanishreeSah* (Associate Professor, Humanities and Sciences Department, CVR College of 
Engineering, Ibrahimpatnam, India) *Corresponding author's Email 

The study was undertaken for customers of Uber and Ola in India to assess the Service 
quality of Uber and Ola from the customer's perspective. The study also aimed to identify 
differences between expectations and perceptions of customers from service quality 
dimensions and compares differences between Uber and Ola. The results demonstrated that 

ere was a gap between expectations and perceptions of customers from dimensions of 

SerVice quality of Uber and Ola. The gap was even more in case of Ola when compared to 

Uber with respect to almost all the dimensions of service quality. 
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RESEARCH 

METHODOLOGY 

28 



The proKSS Nd a colict intomatikoa and data for the purpose of making business deC ISSCTs The tethdoogy mav nchude publication research, interviews, surveys and other esearc rhniqueS, and coud include both present and historical infonation. 

Rpechesis: 

H# -0LA digital mmark eting strategies are better than UBER 
Hi: BER drgital mart eting strategies are better than OLA 

Researcà design: 

A seseach design is the set of methods and procedures used in collecting and analy sing 
tieures of the varabies specified in the rescarch problem research. Bere, the descriptive 
searh des ethod s used as the study is based on surve 

ampiag sait: 

n Cs staty thc sannpsng unt used is the existing customer base who uses online cab 

Sampie sze: 

Sae se oe thc staty wrll be 50 respondcnts 

ampling P rocedure: 
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DATA COLLECTION 

The sors oi data olleion are both primary and secondary. 

Primarn data:Prìmary data consist of original data collected by survey by filling 

QSDOnnair 

Serendarn data:Secondary data is collected from the social sites, magazines, 

IWKpanes, books various websites, previously carried out survey and the company 



ANALYSIS & 

INTERPRETATION OF 

DATA 

31 



Q1. Have you ever ridden in online cab as a customer? 

Interpretation: 

1086 

Sure 

No. of Responses 

8% 

829% 

Yes 

No 

Maybe 

ACCording to survey it is interpreted that 82% respondent has ridden in online cab, 
10% respondent has not ridden in online cab and remaining 8% respondents are not 
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02. Do you have online cab application on your phone? 

Interpretation: 

4% 0 

No. of Responses 

28% 

Yes, I regularly use it 

Yes, but I rarly use it 
Yes, I have not used it 

No 

From above chart it is interpreted that 68% respondent are having online cab 
application in their mobile phone and they regularly use it. Whereas, 28% respondent 
Tarly use it and 4% repondent are having application in their mobile phone but they 
have not used it. 
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03 lf ves, which online cab application you have on your phone. 

Interpretation: 

OLA 

UBER 

BOTH 

24% 

No. of Responses 

10% 

66% 

33 

12 

BOLA 

UBER 

BOTH 

From total respondents, 66% are having Ola cab application, 24% are having Uber cab 
application and remaining 10% are havingboth the applications in there mobile phone. 
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Q4. How do you normally book cab? 

Interpretation: 

plication. 

By call 

Websites 

Mobile App 

All Of above 

No. of Respondents 

6% 4% 

88% 

2% 

2 

44 

3 

By calI 

Websites 

Mobile App 
All of Above 

From the above data, it is interpreted that most of the respondent's book cab by mobile 
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Which ene de vou think is mst effectve digital medis site for getting information and updates about cabs? 

Interpretatien: 
Sacordng 

Na. of Responses 

3) 

dsta coactad frm the sun, it is interrted that mast of the respntents 
k thu sxal meà s the most ettaive way ot getng ntomaton and uxiates about 

cahs 1 rendents says that search engne is ettenve and la resyondents 
s i wehstes and the rema1n1ng savs Email are est war ot getting ntomatom and 
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Q6. How do you know about Ola cabs? 

Newspaper 

Television 

Social media 

Social media 

Friends 

Relative 

Interpretation: 

Newspaper 

Television 

Friends 

Relative 

No. of Responses 

10 

-10 (20%) 

18 (36%) 

20 

22 

television and I their relatives helps tham to know about ola cab. 

18 

28 

28 

10 

-22 (44%) 

28 (56%) 

28 (56%) 

30 

om the above chart it is interpreted that 56% respondents know about ola cab from 
a media and their friends and the remaining respondents says that newspaper, 
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o7. For ect 

geutral tisagre 

tmegt 

Fu zoilow OLA cai n 

SOCIal eta 

OLA TOVIES DETEr encs 

man BER 

OLA MOoie upicatOn nc 

CBER 

LA Is PscKer iendlier 

You eei safe wirie tevellig 

in LA can, auring a 

Isu feet safe wrie ravlng 

Srsagy 

1 

tisae 

ig 



CONCLUSION & 
SUGGESTION 



Conclusion 

The study reveas that digtal media marketing is the great way attrat tR customers Ii heps Oa and Lbx O eNand its cab bsinNS * Ther are varnus digital madia marketing chanws ar availabk which hels th companies in different wavs 
Social media is more effecive than other chaneis as Frh hels Ola cats to everage its business. 
Cost is high but the seices are gi a 0mpar to otther cab seiCS * Customes feel safe whea riding in dey as well as at night. 2Cstomers find Ola more convenient that other cab 

Hence. it is concluded from the stu£i that nuil hohesis will e aetei 
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Suggestion 

Nagpurregion needs more attention by the Ola Company 

Proper customer satisfaction related to the cost and fares of rides should be 

provided as the fares are too high compared to other puble transport 
Ola has to focus more on its website and mohile application as many respondents 
find it less attractive. 
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ANNEXURES 



Digital Marketing: strategies of OLA in Comparison with Uber 
Name: 

Age: 

o 15-25 

o 25-35 

o 35 & above 

Occupation: 

2 

Student 

3 

Professional 

o Other 

4 

Salaried 

1. Have you ever ridden in online cab as a customer? (If not, you do not qualify to 

Self-employed 

participate in this survey). 
Yes 

No 

o May be 

Do you have online cab application on your phone? 
O Yes, I regularly use it 

Yes, but I rarely use it 
Yes. I have not used it 

No 

If yes, which online cab application you have on your phone? 

Ola 

Uber 

Other 

How do you normally book cab? 

o By call 

46 



5. 

6 

7. 

8 

o Mobile App 

Websites 

Which one do you think is most effective digital media site for gerting intumaricn 
and updates about cabs? 

o Social Site 

o Email 

o Search engine 

o Websites 

o Other 

How do you know about the OLA cabs? 

o Newspaper 
Television 

o Friends 

Social media 

Relatives 

For each statement please tell me if you strongly agree. agree. neutral. disagree & 
strongly disagree. 

o 

Other 

Statement 

o 

o OLA provides better services than UBER 

o Digital media helps you to know about the OLA cabs 

You follow OLA cab on social media 

o OLA mobile application and website is more attractive thar UBER 

You choose OLA in hurry 

i(poor) 

OLA is Pocket friendlier. 

You feel safe while travelling in OLA cab. during day? 
o You feel safe while travelling in OLA cabs, at night time 

How much overall rating you will give to OLA cab? 

S(Excellent) 
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