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ABSTRACT 
The proliferation of digital payments has opened new avenues for virtual marketing, and 
Google Pay's Diwali 'Laddoos' campaign represents a notable example of leveraging 
festive occasions to engage users. This study aims to evaluate the virtual marketing 
strategies employed by Google Pay during its Diwali 'Laddoos' campaign, focusing on how 
digital engagement techniques were designed to attract and retain users during the 
festive season. The research examines the role of social sharing and referral incentives in 
driving user participation and community-driven brand growth. A sample of 100 
respondents provided data through structured questionnaires, which were analyzed to 
draw meaningful insights. The findings indicate high user engagement, satisfaction, and 
effective use of social sharing and referral incentives. Recommendations for future 
campaigns include diversifying awareness channels, simplifying participation mechanics, 
enhancing engagement tactics, boosting social sharing incentives, and optimizing referral 
programs. The study concludes that Google Pay’s campaign effectively utilized virtual 
marketing techniques to enhance festive engagement, setting a benchmark for future 
digital campaigns. 
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1. INTRODUCTION 
In an era where digital payments and fintech innovations have become integral to everyday transactions, virtual 

marketing campaigns have emerged as a powerful tool to engage users and drive brand growth. The Google Pay Diwali 
'Laddoos' campaign exemplifies the innovative use of digital engagement techniques to celebrate a significant cultural 
festival while fostering user interaction and retention. This study aims to evaluate the virtual marketing strategies 
employed by Google Pay during the Diwali 'Laddoos' campaign, focusing on how these strategies were designed to attract 
and retain users. By examining the role of social sharing and referral incentives, this study seeks to understand the 
impact of these techniques on user acquisition and community-driven brand growth.  
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Diwali, a major festival in India, presents an opportune moment for brands to connect with consumers through 
festive-themed campaigns. Google Pay leveraged this occasion to create a unique virtual engagement experience, offering 
users the chance to collect virtual 'Laddoos' through various transactions. This gamified approach not only encouraged 
frequent use of the app but also fostered a sense of community and festive spirit among users. The findings of this study 
provide insights into the effectiveness of Google Pay's campaign, shedding light on user behavior, engagement patterns, 
and overall satisfaction. By analyzing these elements, the study offers valuable recommendations for future virtual 
marketing campaigns, ensuring they are not only engaging but also culturally resonant and user-friendly. Through a 
comprehensive evaluation of the campaign mechanics, user engagement, social sharing, and referral incentives, this 
study contributes to the broader understanding of how virtual marketing can be optimized to enhance user experience 
and drive brand loyalty during significant cultural events.  
 
1.1. OBJECTIVES  

1) To evaluate the virtual marketing strategies employed by Google Pay in its Diwali 'Laddoos' campaign, focusing 
on how digital engagement techniques were designed to attract and retain users during the festive season.  

2) To assess the role of social sharing and referral incentives in Google Pay's virtual Diwali campaign, examining how 
these strategies contribute to user acquisition and community-driven brand growth.  

 
2. STATEMENT OF THE PROBLEM  

The challenge digital payment platforms face is sustaining user engagement and driving brand growth in an 
increasingly competitive market. Traditional marketing strategies often fail to capture the attention and interest of tech-
savvy users who seek innovative and rewarding experiences. The Google Pay Diwali 'Laddoos' campaign represents a 
novel approach to virtual marketing, leveraging festive themes and gamification to enhance user participation. This study 
aims to evaluate the effectiveness of such virtual marketing strategies, focusing on the role of social sharing and referral 
incentives in attracting and retaining users during the festive season.  

 
3. SCOPE OF THE STUDY   

This study focuses on the virtual marketing strategies employed by Google Pay during its Diwali 'Laddoos' campaign. 
It examines the campaign mechanics, user engagement, social sharing behaviors, referral incentives, and overall user 
satisfaction. The geographical scope is limited to users in India, where Diwali is widely celebrated. The temporal scope 
covers the duration of the campaign, including pre-campaign awareness and post-campaign feedback. The study utilizes 
a sample of 100 respondents who participated in the campaign to gather data through structured questionnaires. 

  
4. SIGNIFICANCE OF THE STUDY  

Insight into Digital Marketing: It provides valuable insights into the effectiveness of virtual marketing strategies in 
the digital payments sector, highlighting best practices and areas for improvement.  

1) Understanding User Behavior: By analyzing user engagement and satisfaction, the study offers a deeper 
understanding of what motivates users to participate in such campaigns and how they interact with digital 
platforms.  

2) Impact on Future Campaigns: The findings can inform the design of future marketing campaigns, ensuring 
they are more engaging, user-friendly, and effective in achieving their objectives.  

3) Enhancing Brand Loyalty: By identifying the factors that drive user satisfaction and loyalty, the study can help 
digital payment platforms like Google Pay enhance their brand loyalty and user retention strategies.  

4) Broader Application: While focused on a specific campaign, the insights gained can be applied to other festive 
or themed marketing campaigns across various industries, making the study broadly applicable and valuable to 
marketers.  

By addressing these aspects, the study contributes to the broader understanding of how virtual marketing can be 
optimized to create meaningful and engaging user experiences, ultimately driving brand growth and customer loyalty.  
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5. REVIEWS OF LITERATURE  

Mocanu, M., & Szakal, R. (2023). This comprehensive literature review explores the evolution of digital marketing 
strategies, highlighting the shift from traditional marketing to digital solutions. It categorizes the most common and 
effective digital marketing strategies, including content marketing, social media marketing, and search engine 
optimization. The review provides a thorough analysis of how digital marketing has transformed over the years and its 
impact on consumer behavior and business outcomes. The study contributes to the academic understanding of digital 
marketing by offering a framework for future research and practical applications.  

Cioppi, M., Misani, N., Rossetti, F., & Vignola, M. (2023). This systematic review identifies the main themes and 
perspectives studied in digital transformation and marketing literature. The authors present a multidimensional 
framework that synthesizes digital transformation and marketing strategies, focusing on technological advancements, 
organizational changes, and customer-centric approaches. The review offers theoretical and managerial implications, 
providing insights into how businesses can leverage digital transformation to enhance their marketing efforts and 
achieve competitive advantage.  

Jha, M., & Verma, S. (2023). This study examines the impact of social media communication strategies on user 
engagement, focusing on sustainability-related communication on platforms like Twitter and Facebook. The authors 
analyze how different communication strategies influence user interaction and engagement across these platforms. The 
study highlights the differences in user preferences and behaviors, suggesting tailored strategies for each platform to 
maximize engagement and reach. The findings provide valuable insights for marketers looking to optimize their social 
media strategies.  

Britten, A. (2024). This review discusses the principles for designing high-converting referral incentives, 
emphasizing the importance of understanding the audience, balancing value and cost, and rewarding both referrers and 
new customers. The author provides case studies and examples of successful referral programs, highlighting key factors 
that contribute to their effectiveness. The review offers practical guidelines for marketers to design and implement 
referral incentives that drive user acquisition and retention.  

Singh, R., & Thakur, S. (2023). This literature review explores the effectiveness of gamification techniques in 
marketing campaigns, discussing how gamification can enhance user engagement and satisfaction. The authors conduct 
a meta-analysis of existing studies on gamification, identifying key elements such as game mechanics, rewards, and user 
experience. The review provides insights into best practices for implementing gamification strategies and highlights the 
potential benefits and challenges in marketing campaigns.  

  
6. RESEARCH METHODOLOGY   

Research Design  
The research utilized a descriptive design to evaluate the virtual marketing strategies employed by Google Pay in its 

Diwali 'Laddoos' campaign. The study focused on digital engagement techniques aimed at attracting and retaining users 
during the festive season.  

Sampling  
A sample size of 100 respondents was selected for the study. The respondents were Google Pay users who had 

engaged with the Diwali 'Laddoos' campaign. A random sampling method was employed to ensure a diverse and 
representative sample.  

Data Collection   
Data was collected using a structured questionnaire designed to capture various aspects of the campaign. The 

questionnaire included both closed-ended and open-ended questions to gather quantitative and qualitative data.  
Data Analysis  
The collected data was analyzed using statistical methods to identify patterns and draw inferences. Descriptive 

statistics, such as frequencies and percentages, were used to summarize the data. Graphical representations, including 
pie charts, bar charts, and line charts, were created to visualize the findings.  
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Interpretation of Results   
The results were interpreted to draw meaningful insights about the effectiveness of the Google Pay Diwali 'Laddoos' 

campaign. Key factors such as user engagement, social sharing, referral incentives, and overall satisfaction were analyzed 
to provide a comprehensive understanding of the campaign's impact.  

  
7. LIMITATIONS   

The study had some limitations, including the sample size and the potential for response bias. Additionally, the 
findings were based on the responses of participants who engaged with the campaign, which may not represent the 
experiences of all Google Pay users.  

By following this methodology, the study provided valuable insights into the virtual marketing strategies of Google 
Pay and their effectiveness in engaging users during the festive season.  

  
8. ANALYSIS AND INTERPRETATION  

Ease of Participation  
 

Ease Level  
  

Count  
  

Percentage  
  

Very Difficult  
5  7%  

  
Difficult  

10  14%  

  
Neutral  

15  21%  

  
Easy  

20  29%  

  
Very Easy  

20  29%  

   

 
  
Interpretation: A significant majority found the campaign easy or very easy to participate in (58%). The data 

indicates that most participants found the tasks easy or very easy, with a combined 58%. A notable 21% felt neutral, 
suggesting that some tasks were perceived as straightforward for many. Only 21% categorized the tasks as difficult or 
very difficult, indicating minimal challenges for most. This suggests effective task design, but there may be opportunities 
to increase difficulty for a more diverse skill range. Overall, the sentiment leans positively, with most respondents 
managing the tasks well.  

https://www.granthaalayahpublication.org/Arts-Journal/index.php/ShodhKosh


Dr. P. Radhakrishnan, and Vishnu MS 
 

ShodhKosh: Journal of Visual and Performing Arts 2134 
 

  
9. CORRELATION  

Identify relationships between campaign engagement, social sharing, referral likelihood, and brand perception.  
Variables for Correlation Analysis:  

• Engagement: Measures users' interaction and enjoyment levels.  
• Social Sharing Frequency: Frequency with which users shared the campaign.  
• Referral Likelihood: Users’ likelihood of referring others to the campaign.  
• Brand Perception Change: Users’ change in brand perception due to the campaign.  

Correlation Matrix: 
Variable    

Engageme  

nt  

Social  

Sharing Frequen cy  

  
Referral Likeliho od  

Brand Percepti on  

Change  

 Engagement    
1.00  

  
0.68  

  
0.60  

  
0.55  

  
Social Sharing Frequency  

  
  

0.68  

  
  

1.00  

  
  

0.72  

  

0.62  

  
Referral Likelihoo d  

  
  

0.60  

  
  

0.72  

  
  

1.00  

  

0.64  

  
Brand  

Perception  

Change  

  
  

0.55  

  
  

0.62  

  
  

0.64  

  

1.00  

 
Interpretation:  
• High positive correlations between social sharing frequency and referral likelihood (0.72) suggest that users 

who share frequently are more likely to refer others.  
• Engagement also correlates strongly with social sharing frequency (0.68) and referral likelihood (0.60), 

implying that users who found the campaign engaging were more likely to promote it.  
• Brand perception change shows moderate positive correlations with all other variables, suggesting that 

improved engagement and referral activity could positively influence brand perception.  
 

10. MULTIPLE REGRESSION ANALYSIS  
Identify which factors significantly predict referral likelihood and brand perception change, helping to understand 

what drives campaign success.  
Regression Model 1: Predicting Referral Likelihood  
  

• Dependent Variable: Referral Likelihood  
• Independent  Variables: Engagement,  Social  Sharing  Frequency,  Incentive  

Attractiveness, Festive Enjoyability  
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10.1 REGRESSION MODEL EQUATION 

Referral Likelihood=β0+β1(Engagement)+β2(Social Sharing Frequency)  
+β3(Incentive Attractiveness) +β4(Festive Enjoyability) +ϵ  
 

11. RESULTS SUMMARY  
• Engagement (β = 0.35, p < 0.01): Positive and significant, indicating that higher engagement increases referral 

likelihood.  
• Social Sharing Frequency (β = 0.45, p < 0.01): Strong positive effect, suggesting users who share more are more 

likely to refer.  
• Incentive Attractiveness (β = 0.30, p < 0.05): Positive and significant, showing that appealing incentives 

encourage referrals.  
• Festive Enjoyability (β = 0.20, p = 0.06): A positive but marginally significant effect, implying that the 

campaign’s alignment with Diwali slightly affects referral likelihood.  
  
Interpretation   

• Engagement, social sharing, and incentive attractiveness are strong predictors of referral likelihood.  
• This suggests that enhancing interactive elements, social incentives, and appealing rewards could lead to 

higher referral rates, expanding the campaign’s reach.  
  
Regression Model 2: Predicting Brand Perception Change  

• Dependent Variable: Brand Perception Change  
• Independent Variables: Engagement, Social Sharing Frequency, Referral Likelihood, Festive Enjoyability  

  
Regression Model Equation:  
Brand Perception Change=α0+α1(Engagement)+α2(Social Sharing Frequency)  
+α3(Referral Likelihood) +α4(Festive Enjoyability) +ϵ   
 
Results Summary 

• Engagement (α = 0.25, p < 0.05): Positive and significant, indicating that engaging campaigns improve brand 
perception.  

• Social Sharing Frequency (α = 0.20, p = 0.05): Positive and significant, showing that frequent sharing impacts 
brand perception.  

• Referral Likelihood (α = 0.30, p < 0.01): Strongest positive effect, implying that referrals enhance brand 
perception.  

• Festive Enjoyability (α = 0.22, p < 0.05): Positive and significant, suggesting that campaign relevance to Diwali 
positively affects brand perception.  

  
Interpretation 

• Engagement, social sharing, and referral likelihood are the most influential predictors of positive brand 
perception change.  

• This implies that campaigns designed to be highly engaging and shareable, with cultural alignment, can 
enhance brand loyalty.  
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12. FINDINGS OF THE STUDY  

The campaign achieved significant visibility primarily through the Google Pay app, with 35% of respondents 
discovering it there, while 30% learned about it via social media. A notable 70% of participants engaged in the campaign, 
and many found the joining process straightforward, as 58% rated it as easy or very easy. User engagement was 
moderate, with participants frequently checking the app for updates; 71% were motivated to participate by the rewards 
offered, and the campaign's design successfully maintained their interest and encouraged ongoing involvement. Social 
sharing played a vital role in expanding the campaign's reach, with 57% of participants sharing their experiences on 
social media, primarily on Facebook (50%) and Instagram (38%). This sharing demonstrated a moderate influence on 
encouraging others to join, suggesting a potential for organic growth through peer interactions. Referral incentives were 
also effective, with 43% of participants considering them successful, largely driven by the additional rewards offered, 
like Laddoos and cashback. Overall, user satisfaction was high, with 72% reporting satisfaction or high satisfaction levels, 
and feedback indicated only minor areas for improvement, reflecting the campaign's effective execution. Additionally, 
correlation analysis revealed strong relationships among engagement, sharing, referrals, and brand perception, while 
regression analysis indicated that engagement, social sharing, referral likelihood, and thematic relevance significantly 
contributed to the campaign's success.  

 
13. CONCLUSION  

The Google Pay Diwali 'Laddoos' campaign successfully captured user interest and engagement throughout the 
festive season. Its design featured straightforward participation mechanisms, attractive rewards, and effective referral 
incentives, all contributing to its success. High engagement levels on the Google Pay app and social media platforms like 
Facebook and Instagram highlighted the significance of digital channels in contemporary marketing strategies. Positive 
user satisfaction and enthusiasm for the referral incentives demonstrated the campaign's effectiveness in boosting both 
user acquisition and retention. Moreover, social sharing played a crucial role in amplifying the campaign's reach, 
underscoring the influence of peer recommendations and community-driven growth. Overall, the Diwali 'Laddoos' 
campaign showcased the effective use of virtual marketing techniques to enhance engagement during the festivities, 
setting a strong foundation for future initiatives. The insights derived from this endeavor can inform the planning and 
execution of subsequent marketing strategies, ensuring sustained user engagement and satisfaction. By maintaining 
user-friendly participation methods, leveraging powerful channels, and providing compelling incentives, future 
campaigns can build upon this achievement to create even more impactful and engaging user experiences.  

 
14. SUGGESTIONS   

1) Enhanced Awareness Strategies: Continue using the Google Pay app and social media to maximize outreach. 
Explore additional word-of-mouth strategies and community events to boost organic growth.  

2) Simplified Participation: Maintain user-friendly participation mechanics. Promptly address any reported issues 
to ensure a smooth user experience.  

3) Increased Engagement: Offer a variety of rewards and introduce interactive elements to keep users engaged. 
Encourage frequent interactions through notifications and app updates.  

4) Boost Social Sharing: Provide incentives for sharing on social media to further amplify reach. Focus on popular 
platforms like Facebook and Instagram for targeted campaigns.  

5) Optimize Referral Programs: Strengthen and diversify referral incentives. Monitor and adjust referral strategies 
based on user feedback to maximize effectiveness.  

6) Enhance Interactive Features: Given that engagement is a strong predictor of success, adding more interactive 
elements could improve the overall user experience.  

7) Strengthen Social and Referral Incentives: As there is a high correlation and significant impact on performance, 
maximizing social sharing and referral incentives should be prioritized.  
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8) Cultural Alignment: Aligning campaigns with cultural themes, such as Diwali, can enhance brand perception and 
engagement. 
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