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Executive Summary

foodpanda is an online food delivery platform that connects customers with a wide range of
restaurants, shops, and grocery outlets, allowing them to order their favorite meals, necessary
grocery items, or medications with just a few clicks. foodpanda's user-friendly app interface and
trustworthy delivery service makes it popular among the users. Ambareen Reza and Zubair B. A.
Siddiky, both co-founders and managing directors of the company, are responsible for different
teams.

The first chapter of this project includes my overview of the internship in foodpanda Bangladesh
where I have described my roles and responsibilities and what I have learned from the internship.
Furthermore, in the second chapter I have discussed the organization and its practices and
departments. Lastly, in the third chapter I have discussed the project part where I tried to prove
my hypothesis by taking responses from users of foodpanda who are always exposed to the
facebook campaigns.
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Chapter 1: Overview of Internship

1.1 Student Information:

Name: Rayisa Rayhana
ID: 19304054
Program: Bachelor of Business Administration

Majors: Marketing and Finance

1.2 Internship Information

1.2.1 Employment Details

Name of the Company: foodpanda Bangladesh
Address: Navana Pristine Pavilion, 8th Floor, Plot-128, Block-CEN, Gulshan Ave, Dhaka 1212
Period of Working: July 16, 2021 - Present

Department of Internship: Service Operations

1.2.2 Supervisor Details

Name of the Supervisor: Faritha Ahmed

Designation of the Supervisor: Senior Manager, Service Operations

1.2.3 Job responsibilities

I have been working as a customer experience representative for the social media team since
January 1, 2022. I was working on the email team before that. I have listened to a great deal of
customer issues and resolved them through Facebook Messenger. My responsibilities are given

below:

I. Answering client questions: I am accountable for giving timely answers to questions from



customers about foodpanda's services, rider recruitment, restaurant partnership and job
opportunities. This also includes responding to inquiries on the delivery procedure, menu
items, or promotional offers.

II. Customer complaint management: I have to manage customer complaints effectively and
properly. I pay attention to the client's complaints, determine the underlying source of the
problem, empathize with that problem and try to provide a resolution that satisfies the
individual's dissatisfaction. For instance, if a customer comes with a complaint of stale
food received in their order, I have to apologize, give empathy to the customer, take the
order code and refund accordingly.

III. Offering technical support: I am in charge of helping users who might be having problems
with the foodpanda app or website. For instance, a customer came saying that his app is
not working. I have to acknowledge the issue and ask for a screenshot to scrutinize the
problem and help him/her accordingly. Such technical issues are being diagnosed by me.

I'V. Working with several other departments: In order to guarantee that customers are not waiting
for a resolution and their concerns are dealt with quickly and efficiently, I work with other
departments including operations, marketing, and finance. For instance, if a customer
complains that they didn’t get the refund in their bank account, I immediately reach out to
the finance team regarding the refund status if it has been processed or not.

V. Overseeing social media activity: I am in charge of keeping an eye on foodpanda
Bangladesh-related social media activity, including comments, reviews, and feedback
from customers. Sometimes people put bad comments in the post, which I have to hide
immediately.

VI. Managing customer databases: I am in charge of keeping track of customer contact details,
order histories, and feedback. The data provided by the customers helps me to pinpoint

areas of improvement which I can tell in the meetings with my team lead and manager.

1.3 Internship Outcomes

1.3.1 Student’s contribution to the company

One of foodpanda's most important departments, service operations works directly with client
happiness and their pain points. [ have worked in email and am currently working in social media

as an agent for more than a year. My performance statistics as an agent throughout the whole time



shows that I was among the best at attending to customers' dissatisfactory experiences and
resolving their problems. I have received ‘“Panda of the Month” as a performance appraisal
certificate from the management. Moreover, the largest project I worked on during my 23 months
with foodpanda Bangladesh was the training sessions for batches 10, 11, 12, 13, and 14. Since
every employee must undergo a 36-hour training procedure with their particular team trainers
after the hiring process is complete, the new employees' are introduced to shadow and live
sessions which is the on the job training where a tenured agent works and new employees watch
and learn from them. I participated in five distinct projects and onboarding cycles and this
responsibility was given to me by the management. Each batch's shadow and live sessions lasted
over a month, and the new employees always thanked me for my relentless help and mentorship.
Furthermore, I have always been keen towards the social media activity of the official page of
foodpanda and how customers react to it. I helped my team lead identify several issues with the
contents, which were then rectified. A recent issue that I noticed was unwanted and irrelevant
comments of youtube video links posted by random people under foodpanda’s official facebook
pages’s contents. | immediately flagged the issue to my team lead and a new rule of checking the
facebook page every hour was introduced to the whole team, so that we can hide such irrelevant
comments. My team lead Mr. Mustafiz thanked me for this special contribution as the irrelevant

comments would directly hamper the company's image.

1.3.2 Benefits to the student

Through this role in foodpanda, I have gained a lot of experience in working with customer
issues and understanding them. I have become more empathetic towards everyone. I got to see
how Multinational companies carry out their day to day operations so smoothly. I have learnt to
manage my time effectively and multitask to meet deadlines. I learnt to work in several other
softwares, such as Salesforce, Hurrier, Backend, Ops portal, Pandacare etc which enhance my

skills further.
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1.3.3 Problems/Difficulties (faced during the internship period)

As [ started to work in foodpanda during lockdown for Covid’19, I mostly had to work online from
home. The training hours were very long and tiring as I did it online. During the very first few
weeks, the initial learning of several tools used by foodpanda like Salesforce, Hurrier, and the
Backend was a bit tough for me to cope with. However, after the first week, I learned it with the

help of my teammates and leads.

Furthermore, foodpanda has a standard operating procedure (SOP) for every issue that customers
come across and informs us (the customer service team) to resolve. As an agent, | had to memorize
more than 50+ SOPs, in order to provide customers instant resolution within 3 minutes. Memorizing
all the SOP was hard at first, but within time I overcame this issue. In addition to that, SOPs of each
issue are constantly updated and such frequent changes can be hard to keep up sometimes. Hence, I
had to prefer back to the SOP (which is in a large database) and navigate my way through it and
provide correct resolutions to the customers. For example, a customer claiming that the rider didn’t
give back the change for an order, I had to check in our dashboard if the customer was fraud or
genuine, then ask the customer for how much we owe to the customer, verify the issue by calling
him/her and provide a voucher or a bank refund of that amount of money (only if customer agrees to
that). Previously there was no verification call in such a scenario, it has been newly updated and I

had to follow the updated ones.

Besides, each case should be resolved within 3 minutes after I get that case in Salesforce. |
couldn’t complete one case within this 3 minute time frame, in the beginning of my journey in
foodpanda and used to take more than 3 minutes. However, after several days my speed of
writing automatically increased and I was able to understand the issue, provide apology, empathy,

and resolve the issue within the 3 minutes time frame.

Lastly, as people are becoming more data driven, managers sometimes expect equal contribution
and efficiency from everyone regardless of their time in foodpanda, their age or gender. Standing

up against such expectations was really hard for me as a new employee.
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1.3.4 Recommendations (to the company on future internships)

When I started working in foodpanda during Covid’19, lockdown restrictions were imposed.
Now that Bangladesh doesn’t have any Covid restrictions, the company should focus more on
employees' better understanding of the softwares and their usage. Furthermore, training hours of
employees should be lessened and more time for on the job training should be allocated. For
instance, instead of 9 hours training each day, employees should get 5 hours training and trainers

should assess the understanding of the employees via small quizzes.

Moreover, expecting every employee to work at the same speed is an infeasible thing. Hence, the
company should focus more on proper training and less on the outcomes of training. New

employees should not be evaluated whether they can do one case within the 3 minute time frame.

Lastly, SOPs should be made available to the employees in an easier format. For example, a
website containing all the procedures where employees can just use the search bar and get

directly to the flow chart.
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Chapter 2: Organization Part

2.1 Introduction

We live in a digital world today. Because of the increase in internet and mobile phone use, the
entire globe is now in the palm of your hands. To buy food or groceries, people don't have to
leave their homes. Platforms for online delivery take care of it for us. Online purchases without
physical inspection or touch were unheard of fifteen years ago. foodpanda provided us with the
chance to live in total independence and with technology that enables people to purchase food

and grocery online in Bangladesh.

2.2 Overview of the organization

foodpanda is an international online food ordering and delivery platform that is currently active
and fully operational in 40 nations in all five continents. The company is one of the top food
delivery platforms in Bangladesh. Since foodpanda Bangladesh is a subsidiary of Delivery Hero,
it is mostly managed, supervised, and regulated from the Delivery Hero SE headquarters in
Berlin, Germany. Team Bangladesh, on the other hand, is directly accountable to the Asia and
Pacific Regional Team (APAC). Under the direction of Ambareen Reza and Zubair B. A. Siddiky,
foodpanda began operating in Bangladesh in 2013. The mission of the company is to bring good
food into their customers' everyday lives (foodpanda, 2013). The company prioritizes excellent
customer service in addition to delivering food right to customers' doors and calls for going the

extra mile to guarantee customer satisfaction.

Users have access to four ordering options, including food delivery, pick-up, pandamart, and
shops. One must select the "food delivery" option if they want their restaurant order delivered
right to their door. Orders placed in the pickup section can be picked up by the customer
themselves. In addition, our riders will deliver pandamart, the newest addition to our grocery
delivery service, to customers' houses. Last but not least, the app also includes a list of nearby
local businesses so users can purchase essentials like groceries, electronics, and other necessities

like medicine.
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With the use of the website or mobile app for foodpanda Bangladesh, customers can quickly
order meals from a variety of restaurants. Consumers may use the platform's menus, reviews, and
ratings of various restaurants to guide their ordering decisions. The ordering process is simple,

and customers may choose to pay online or with cash when their meal is delivered.

2.3 Management Practices

2.3.1 Leadership style

The leadership style at foodpanda is constantly participative. On a weekly basis, a town hall
meeting is held in each department to get feedback from the team, which directs the company’s
authorities to take future actions. For instance, customer service (CS) team lead Mr. Mustafiz sets
a meeting with all the sub teams (Risk and Fraud Management, Social Media, Email, Service
Recovery, Escalation BD) and talks about the improvements in team scores, the issues that
employees are facing in terms of softwares used or customers issue that needs a special attention,
any upcoming projects that we might be seeing and takes feedbacks from all the employees. In
addition to being receptive to criticism, he encourages his team members to express their
thoughts. Also, it offers team members of all ranks the chance to exchange suggestions for the
business's future development. The managers will ask their team members for thoughts and
comments if a project or new growth strategy is on the line in order to increase the feasibility of
the initiative. Because of participative leadership, interns and other staff members get a greater
chance to express their ideas and thoughts to upper management. For instance, digiGO, a new
mobile app to track employees' timely attendance was about to be introduced, before doing it the
managers took time to get employee feedback and make them aware about this app and how it

works through a meeting.

At foodpanda, managers heavily rely exclusively on an employee's performance and do not
interfere with how each person works. As a result, employees have the authority to make a

decision for the betterment of the team. For instance, my line manager instructed the employees
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of the CS team to conduct a survey for the online payment issue failures. Some employees chose
to actually resolve the issue as they conducted the survey through a phone call. However, there
were no direct instructions that the issue had to be solved immediately, after gathering the data,
management took a closer look and improved the online payment gateway to fix the failures, and
customers got their refunds back (for or that which were not successful). Furthermore, the
company uses KPI (Key Performance Indicator) as a tool to motivate personnel to consider
methods to carry out their duties more efficiently or to provide suggestions for how work may be
carried out more successfully. For the customer service team, KPIs are the quality of each
employee, the number of cases solved, and the average time it took to finish cases or the average
handling time (AHT). Based on the KPI, a financial incentive is given to each employee. For
instance, if the overall score of an employee is 95% and above, he/she gets the full KPI which is
4000 for my role. On the other hand, if an employee's quality score goes down, the KPI goes
down and he/she gets 3000 taka. This financial reward based on the KPI of an employee helps
them maintain a certain performance standard while also helping the company to provide a great
customer service experience. Additionally, foodpanda keeps daily, weekly, and monthly records
to track employee development by the quality score, number of cases done and average handling
time (AHT). Each week meetings are set with team leads and quality assurance team members
where the performances of each team are analyzed and agents get their feedback on what to
improve, in order to provide better resolution. Weekly meetings to review and analyze
performance makes sure that an exchange of feedback is going on between the higher
management and employees for any future betterment. Also, the way that teams work together
cohesively and support one another in times of need is equally impressive. Such practice makes it

really beneficial for the whole company.

2.3.2 Human resource planning process: recruitment and selection

foodpanda Bangladesh has a rigorous process of planning, recruiting, and selecting employees.
As the business expands, the company needs to hire more and more people. Managers feel the
need of hiring additional people or when an employee is leaving their job, they talk to the hiring
managers regarding this need. Human resources professionals take the first step and do a job

analysis, which involves determining the essential qualifications for the position. The steps in the
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job analysis process entail gathering and examining data on the tasks, commitments, abilities, and
knowledge needed for a certain position. The data is typically gathered using a variety of
techniques, such as interviews with the manager of the department in question and current
employees, observation of job duties, and reviewing job-related documents like performance
reviews, job descriptions, and training manuals. The next step is to attract candidates through job
sites, social media, etc. For instance, foodpanda uses LinkedIn to look for potential candidates
and posts vacancies there. After seeing the vacancy position, candidates have to apply through
LinkedIn, and they will be shortlisted based on their educational background, job experience, and
expertise. After the CV sorting is done based on their abilities, expertise, and experience, an
interview invitation is sent to the shortlisted individuals. Furthermore, a small test is taken where
employees have to prove their analytical and basic knowledge of customer handling. From my
personal experience, in this test I had to write an email offering a customer who got stale food in
his order within 10 minutes. The above mentioned example is for the employees who applied for
a position in the customer service team. After that, the top applicants are then chosen based on
their qualifications, experience, and competency. After the screening procedure and selection of
the potential employee are done by interviewing and examining them, the chosen individuals are
put through a background investigation to confirm their credentials. For the background
investigation, HR sends a form to fill up which requires an employee's scanned copies of National
Identity Card (NID), TIN (Tax Identification Number) certificate, passport, certificates of
graduation or post graduation, references, experience letter, present and permanent address,
emergency contacts etc. Next, HR sends the candidate an official offer letter once the proper
investigation is finished. Lastly, HR does the onboarding which is incorporating newly recruited
workers into foodpanda’s company culture and operations. HR gives a presentation with slides
opened to the new workers about foodpanda. A corporate orientation is given as the initial stage
of onboarding. During this time, new recruits are taught about the company’s history, mission,
and goals. They also get a rundown on the expectations, culture, and framework of foodpanda.
Moreover, new employees get to meet their co-workers, HR professionals and their managers.
For instance, I met some of my coworkers during the onboarding session and made some great

friends.
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2.3.3 The compensation system

Regarding the compensation system, information has not been disclosed by the HR and below
provided information are given from what I have seen and received in the service operations
department. foodpanda has a base salary for every employee which is maintained as industry
average. Furthermore, financial incentives depending on employees KPI is also given. The
financial incentive based on the performance of employees for the customer service team is BDT
4000. If an employee’s performance is maintained 95% and above, he/she is given the full
financial incentive. Moreover, there are two festival bonuses provided by the company during Eid

al-Fitr and Eid al Adha.

2.3.4 The training and development initiatives

As previously mentioned, the SOPs are ever changing and it is significant that every employee is
aware of the new update, so that they can provide customers with good service (in time of need).
Hence, training and developments are crucial for the team I work in. There is a designated trainer
for the team who is responsible for all the training given to the employees. The new updates
come from the regional team (APAC) and Bangladeshi trainer is responsible for the rollout and
making employees understand it correctly. For instance, a change in partial refund issue has been
rolled out by the APAC team and the trainer of my team is Mr. Hazari, he calls an online meeting
with employees and makes them (employees) understand the terms and conditions, when partial
refunds should be initiated and how to provide partial refunds in Salesforce software. All new

employees must go through training sessions with the trainers of their designated department.

2.3.5 Performance appraisal system

The company provides verbal performance appraisals in the weekly meetings as the team lead
looks at the quality scores, case count and AHT. Moreover, foodpanda has a unique appraisal in a
form of certificate and recognition which is “Panda of the Month”. Every month a top scorer of
the team is given this recognition and certificate of appreciation. I have received it after scoring
100% in a month of quality. Furthermore, there are also financial incentives of BDT 5000 for the

person who maintains such a high score consecutively for 3 months and is given the recognition
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of “Panda of the Quarter”. This motivates employees to go above and beyond their performance

level to achieve the title and incentive.

2.4 Marketing practices

2.4.1 Marketing strategy

foodpanda uses a variety of marketing techniques to guarantee the reach of their service to the right
customers.

e Digital marketing: To reach its target audience, foodpanda Bangladesh uses a variety of digital
marketing methods, including social media platforms, promotional emails, and search engine
marketing. On their social media profiles, they frequently publish interesting material and undertake
marketing efforts to draw in prospective customers. For instance, making customers aware of the new
campaign with Eastern Bank Ltd which includes a BDT 150 worth voucher (EBLFP150) through a
facebook post on their official facebook page.

e Affiliate marketing: foodpanda uses instagram influencers, food bloggers etc to make sure that
customers are aware of all the new facilities or vouchers. For example, a famous food blogger of
Bangladesh, Faiza, is using her platform (facebook, youtube blogs to promote foodpanda’s grand iftar
takeaway fest.

e Offline marketing: This strategy includes constantly exposing people to ads of foodpanda or its
promotional deals in newspapers, magazines, billboards, shopping mall entrance, flyers etc to promote
the service and attract more customers. For instance, anyone entering the premises of Shimanto Square,
a very famous shopping mall in Dhanmondi can see a giant picture of foodpanda’s mascot “Pau Pau”.

e Partnership marketing: foodpanda partners with the famous mobile financial service provider bKash
to promote hassle free online payments and amazing discounts and cashback offers on using it. For
instance, a recent campaign of BDT 100 cashback on every order above BDT 500, placed using the
bKash payment method through the foodpanda app in between 3pm to 9pm. Using this strategy several

banks have provided vouchers on using their credit cards and debit cards.
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2.4.2 Target customers, targeting and positioning strategy

The main target customers are urban residents, who have a comparatively higher disposable income
and are comfortable using food delivery services. Moreover, urban and suburban locations with a
large number of eateries and potential consumers are also targeted through their marketing
strategies. Next, working professionals, young adults, and individuals who might not have the time
or desire to prepare a meal at home or eat out are among its target markets. However, the print
media strategies are targeted towards everyone living in Bangladesh, and the advertisements
provided in social media like Facebook are for everyone who has access to Facebook. From my
working experience, the amount of interactions through Facebook is the highest among customers

of foodpanda in Bangladesh.

foodpanda Bangladesh promotes itself as an efficient and reasonably priced meal delivery service
with access to a wide range of ethnic cuisines from neighborhood eateries. Convenience, low prices,
and trustworthiness are the cornerstones of its brand identity. They highlight their quick and
dependable delivery service, user-friendly website and app, and simple payment methods. By
collaborating with neighborhood eateries and highlighting their menu items, foodpanda Bangladesh
also portrays itself as a platform that encourages small local businesses. They stress their dedication

to offering customers a variety of cuisines and supporting both international and local eateries.

2.4.3 Marketing channels

In the recent age of globalization, everyone uses marketing channels to their advantage, and
foodpanda is no different. In order to reach out to its target customers and promote its services,
foodpanda uses the following channels:
e Social Media: Facebook is the most popular social media platform in Bangladesh and
foodpanda uses it the most to promote their service. Furthermore, they provide pop up ads in
between videos played in youtube and facebook. Also, instagram is highly used for the
hashtag trend and influencers to tag or promote any specific restaurants. For instance,

Madchef partnered up with foodpanda and introduced a new burger named ‘Chick got fried”



which was promoted by several instagram influencers like Shoumik Ahmed, Salman
Mugqtadir etc using the hashtags.

e Email: Customers are sent updates of vouchers and deals by emails as they sign up with
their email address. They mostly distribute newsletters, promotional offers, and discounts in
order to keep the customers interested in and updated on their offerings.

e Events: foodpanda organizes live events like workshops, concerts, or meet-and-greets
which help them draw in new customers and persuade them to try their other services or
attend next events.For instance, the recent Grand iftar takeaway fest emphasizes on pickup
orders and how to use it.

e Sponsorship: Using sponsorship as a marketing tool, foodpanda draws customers towards
the company by giving them exposure of the service, the company name in sponsored content
or at sponsored events. Through such sponsorship for foodpanda, both brand awareness and
brand image are developed in potential and existing customers' minds. For instance,
foodpanda sponsored Bangladesh at Street Child World Cup 2022, who represented
Bangladesh in Doha.

2.4.4 Product development

Data regarding new product or service development is confidential and was not given permission to

be disclosed.

2.4.5 Branding activities

foodpanda introduced a very cheerful mascot, “Pau Pau” recently as they kept expanding business in
the country. The introduction of foodpanda's new brand concept, personified by its brand ambassador
Pau-Pau, intends to give the firm a human touch and make it more accessible to consumers' everyday
lives. Pau-Pau, a playful and daring panda who was first introduced last year, has gained a lot of
popularity. Moreover, over the years, foodpanda has changed its color palette. When foodpanda
originally started in Bangladesh, the color of the mascot, app interface, and rider's dress code were a
distinct orange color. However, foodpanda decided to change it and make it pink for a colorful brand

refresh and new visuals. This is how the branding activities are separating foodpanda from the other
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delivery service providers in Bangladesh. Furthermore, to promote brand awareness and connect with
its target audience, foodpanda Bangladesh collaborates with and supports a range of occasions and
associations. For instance, they collaborated with the Bangladeshi literary event, Dhaka Lit Fest, to
serve cuisine to visitors. Moreover, the business also operates a number of social media initiatives to
advertise its brand and interact with clients. For instance, they now have a promotion dubbed
"#HungryBunch" that invites patrons to post photos of their meals on social media. Additionally, brand
ambassadors who work for the business promote the brand on social media and other platforms.

Celebrities like Safa Kabir and Tamim Igbal are used to market the company and its unique offerings.

2.4.6 Advertising and promotion strategies

foodpanda Bangladesh employs a number of important tactics, including:

e Discounts and Offers: To draw customers and appeal to them to utilize its services, the
company runs a number of promotions and discounts. Typically, social media, email
marketing, and in-app alerts are used to promote these deals. For instance, a notification from
the app at 12 pm on what to order for your lunch at the office tempts customers to go to the
app and search for their favorite foods.

e TV Advertising: foodpanda has also used attractive TV commercials to promote their
products and services. For instance, one of their advertisements showed a consumer who was
depressed but became uplifted after receiving his Foodpanda delivery.

e [ oyalty programs: Customers may earn points for each order they place through foodpanda
Bangladesh's loyalty program, which is available to all customers. These reward points can
be exchanged for savings on subsequent purchases. For instance, ordering 3 consecutive days
from the local cuisines will make sure that you get 1000 points which will be stored in a

pandabox and a customer can redeem it and get a voucher.
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2.4.7 Critical marketing issues and gaps

The company didn’t provide information regarding critical marketing issues and gaps. Moreover, due

to confidentiality issues, the employees didn’t want to talk about the gap. However, from my personal

experience I have seen many campaigns fail and unable to get people’s attention and generate the

amount of revenue as the company expected. Hence, I focused on social media campaigns and

analyzed the effectiveness of those campaigns on people’s purchase behavior.

2.5 Financial Performance and Accounting Practices

2.5.1 Finance Performance

foodpanda Bangladesh doesn’t publish its financial reports. The mother company (Delivery Hero)
provides the financial report of all the businesses together in their financial report which I will
analyze. The latest financial report that has been found in the website of Delivery Hero, is the half
yearly financial report, 2022. The 2022’s full financial report has not been published yet. I will be
taking 2021, 2020 and 2019, three years of data for my analysis part.

Liquidity: In order to measure a company's liquidity, first the current ratio has to be calculated. As

per the provided graph, in 2020 the company had a higher liquidity ratio which indicates a greater
degree of liquidity compared to other years. Even though the ratio indicates that the firm can pay its
obligations, it also means that the company is not using its current assets efficiently. In 2021, the
ratio decreased which means the company started using its assets efficiently and became less liquid

compared to the previous year 2020.

Efficiency: In order to interpret the efficiency of the company, I am going to look at the inventory
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turnover ratio. As we can see from the chart, all the ratios are in negative form, meaning that the
company is not doing enough to turn its inventory into sales. We can conclude that the company is

not being efficient.

Another ratio used here to interpret the efficiency is the Asset turnover ratio. Asset turnover ratio

indicates the efficiency with which the firm uses its assets to generate sales. Here, 3 years have
Tiotal Asset Turnover Ratio vs, Years

=2-]

o4

as

a2

Todal Aasiod Tumowe Bomo

20 e Fargl

Years
almost the same asset turnover ratio but in 2020 the ratio dropped a bit. However, as food delivery
service companies have more rapid sales, the company has a higher asset turnover ratio. Hence, the

company is using its assets efficiently.

Profitability: For the profitability ratio, firstly gross profit margin ratio is being calculated for 3 years.
Gross profit margin indicates the percentage of each sales dollar remaining after the firm has paid for
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its goods. After seeing the ratio, 3 years shows that the ratio is above 1 which indicates that the

company is profitable.
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From the operating profit margin ratio, we can see that it is going down consecutively. In recent
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years it came down to -0.18% indicating that the company can pay its fixed costs like employees

salaries, rents etc. The company is becoming profitable each year.

Next, the net profit margin which indicates how much profit the company earned for every dollar of

MNet profit margin vs. Year
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revenue generated. It was negative in 2021 and 2022, indicating the money the company is generating

is not enough to cover the cost of the operating expenses. The company is in loss.

Next, we look at the return on equity ratio. This ratio measures the return earned on the common

ROE ws, Year

L
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stockholders investment in the firm. As the company has a negative return on equity (ROE), its net
income is less than the equity that its shareholders have placed in it. The company has low profitability

from the provided ratios.
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Leverage: For understanding the company’s leverage debt to equity ratio has to be calculated. The
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ratio has gotten up in 2020, but it decreased in 2021. This indicates the risk comparatively lower than
the previous years. A very high debt to equity ratio means that the company cannot fulfill its liabilities

to the common stockholders.

2.5.2 Accounting Practices

In an effort to preserve a global standard and make unifying several statements simple, IFRS and
IAS are utilized to generate the financial statements. To ensure openness and make financial records
easily auditable for the government, all fundamental accounting standards are used and have been
generated in accordance with IAS 34 Interim Financial Reporting and are in compliance with the
International Financial Reporting Standards (IFRS) (Financial Reports and Presentations — Delivery
Hero, 2022). Moreover, the company uses accrual basis accounting. Furthermore, the delivery hero

uses accumulated depreciation method for its plants, property and equipment.

2.6 Operations Management and Information System Practices

2.6.1 Operations Management

As mentioned before, foodpanda has diversified their operations in many ways from food delivery to

grocery delivery platform pandamart, from pandago service of providing riders for any business’s
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parcel delivery to dine in option in restaurants with additional benefits. Almost every other service
involves effective rider distribution, communication with our vendors, and the operation of each
service by a specialized team at foodpanda. Direct field operations, which are the riders' jobs, are
monitored and supervised by the Operations and Rider Compliance team. Area Operations Manager,
Fleet Management Executive, and other individuals make up the team and look after it. On behalf of
the business, they are in charge of collecting the daily cash that the riders have taken from the
customers after delivering the food at the end of each working day. The business intelligence team
assigns timetables and operational tasks to the riders based on forecasts and capacity reports. In the

event that a rider engages in wrongdoing, they also take harsh measures.

Even though the computerized procedure of alerting and allocating the available riders occurs when
an order has been placed, occasionally attentive supervision is inevitable. The dispatch team must
occasionally manually allocate riders in cases of urgency or issues. The riders are supported by the
Rider Service staff. Rider Service has a live support team that they can contact if they run into any
problems while delivering. The team can also keep an eye on and manage all of the riders who are
currently active. This gives them the ability to actively assign riders depending on their proximity to

the restaurants and the rider's locations.

Any matters involving vendors or partners are handled by the Partner Service Team. It is essential
for the vendor to speak with an employee of the company if they face any critical situations. When
such a situation arises, the Partner Service Team's assistance is needed. Also, the partner suppliers
are given the required technology, such as cellphones, tablets, and receipt (GPRS) printers. A
specialized staff is also in place to keep an eye on pandamart's operations. Given that pandamart is
the sole channel through which foodpanda conducts B2C purchases directly. pandamart has a
distinct management team to oversee imports, suppliers, distribution, transportation, and supply
chain management. In order to ensure effective distribution throughout the pandamart locations,

foodpanda contracts out the logistics services.

2.6.2 Information system practices

In particular, foodpanda is mindful of the safety of its data. Foodpanda uses a range of applications

since it needs to preserve data. It is possible to use custom and third-party programs. Software is
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used in many sectors to safeguard data. Slack, Salesforce, Work Chat, Tableau, and other programs
are used by departments. They assessed the performance of their staff using software that was
designed just for them. On the contrary, the HR division uses different types of HRMS software.

The data protection policy of the company prohibits disclosing the identities of such softwares.

2.7 Industry and competitive analysis

In recent years, many companies have come up with the idea of online shopping and food delivery
services. Due to COVID'19, the country saw a massive change in people’s purchasing behavior and
a shift towards online platforms. During the pandemic, foodpanda expanded its business all over
Bangladesh, covering almost 50+ districts. The industry has some common competitors like
HungryNaki, Pathao food, etc. According to Zubair Siddiky, a co-founder of foodpanda Bangladesh,
the sector generates somewhere between 175-200 crores BDT annually. In the next two to three
years, he predicts that the market for food delivery will increase by five times, to 1,000 crore BDT
(Startup, 2021).

In comparison to other economic heavyweights like India, the Bangladeshi food sector hasn't
advanced very far. Bangladesh's food delivery business only generates 43 million USD, compared to

India's more than 6 billion USD (Bhattacharjee, 2021).

2.7.1 Porter’s five forces:

e Threat of substitutes (medium): The substitute of foodpanda’s service are the
Home-cooking pages found online and Private-chef services. Furthermore, people are getting
more accustomed with the takeaway service as they enjoy eating food in their comfort zone
(home, office). For instance, many home makers started their home made food business by
opening a page on facebook where customers can order or pre order their favorite food and
get delivery in their (customer’s) home.

e Threat of new entrants (low): Currently the food delivery service industry has very few
companies (foodpanda, Pathao food, HungryNaki). However, the number has been reduced as

Uber eats, Shohoz food etc shut down their business. Hence, sustaining in the market is really
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tough for companies as companies need to put a lot of capital in the business. However,
according to an interview with Fahim Mashroor, the former president of the Bangladesh
Association of Software & Information Services (BASIS), small domestic firms find it
challenging to thrive in the food delivery service industry owing to a lack of capital (Hossain,
2023). Hence, the threat of new entrants are comparatively lower.

e Competitive rivalry (high): Pathao food and Hungrynaki hold a significant rivalry as they
are constantly trying to beat foodpanda. As Hungrynaki has the investments of Daraz and
Pathao food has the investments from the ride sharing app, both the competitors are growing
their business. However, foodpanda has some unique propositions which other services don’t
have, like pick-up, g-commerce shops etc.

e Bargaining power of suppliers (medium): Restaurants and shops that partner up with
foodpanda are considered the business's suppliers. The partner service team works to make
sure the vendors are satisfied with foodpanda. If they are not, they can switch to another
business like Pathao food and hamper our business. For instance, foodpanda requires a
certain amount of commission for each order (the exact number cannot be revealed due to
confidentiality) from the restaurants that are partnered with foodpanda, if the restaurant
decides to not pay high commission and partner up with other delivery services like Pathao
food or Hungrynaki for their low commission policy, foodpanda loses significant amount of
money.

e Bargaining power of buyer (high): The consumer is the most powerful force because
they're the main focus of any business. Customers' needs must be met, especially when it
comes to food delivery services. Now that there are several other food delivery services
available, customers can choose to stay or leave foodpanda any time they want. Furthermore,
unfavorable customer comments on social media sites can be sensitive areas where there

might be a big loss of sales.

2.7.2 SWOT Analysis:

Strengths:

L.

Compared to any other online food delivery service, foodpanda has expanded its business
from cities to rural areas including 64 districts in Bangladesh. For instance, people living in

Sylhet’s Habiganj can get access to foodpanda’s service, they cannot access Hungrynaki or
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II.

III.

IV.

Pathao food in the Habiganj area.

foodpanda has a unique customer service feature which sets them apart from the other
competitors. For instance, the help center option in the app which connects instantly to a
customer service agent and doesn’t require additional information from customers. This live
chat service of foodpanda ensures customers issues or problems are immediately resolved.
User-friendly app interface makes it easier for people to order. The app is really easy to use
regardless of generational gaps in between people. For example, a millennial finds it easier
to use the app, the same way gen z finds it easier to use it.

Local and international restaurants, chains partnering up with foodpanda to provide
customers taste of various cuisines. This partnership ensures that people from different

backgrounds and preferences can easily enjoy meals by orderinging through foodpanda.

Weakness:

L.

II.

III.

Poor attitude of riders sometimes leads to customer dissatisfaction which eventually hampers
the image of the company. Even though the riders are properly trained, some riders show
disrespect towards customers. From my recent experience, I have come upon a case where a
customer complained that the rider called the customer several times on the phone to come
downstairs to receive the food. Even though riders are instructed to deliver at the customers
doorsteps such issues hamper the company’s reputation and image.

Due to the expansion of business, the management of every sector, every team is tough. For
instance, there are separate teams who look after the operations of different cities like
Khulna, Barisal, Sylhet etc and managers have to keep track of every aspect which is time
consuming.

Partner restaurants / shops sometimes provide poor quality food or items for which
customers get dissatisfied and lose faith in the company’s service. For example, when a
customer gets stale food from a famous restaurant in the app with a 4.7 rating, they are more

likely to not order in future.

Opportunities:

L.
II.

Expanding to more rural areas to cater the market better.
Further expansion into new businesses to offer customers a wider range of services like

healthy diet tips and suggestions of healthy foods in the app / website.
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II1.

Integrating with mobile financial service providers like Nagad, for customers ease of paying
through for the order. From my working experience, I have seen a lot of customers come and
ask if we take Nagad payments, and after saying that we don't, they provide us with feedback

that we should provide options for Nagad payment.

Threats:

L.

II.

Threats of other existing businesses providing the service with lower prices in the market,
can be harmful. For instance, if Pathao decides to give a unified delivery charge of 30 taka
for every order regardless of the distance. On the other hand, foodpanda takes delivery
charges based on the distance from the restaurant and customers location.

Harmful threats can be possessed by the customers themselves if they decide to badmouth
the company for any particular issue like order being late or any item being missing from the
order. For instance, if restaurants take more time to prepare a food, foodpanda’s riders have
nothing to do but wait for the order to be prepared. However, from my working experience |
have seen people blaming foodpanda for the delay, even though it is not the company's fault

and giving negative reviews in social media platforms.

2.8 Summary and Conclusions

foodpanda has been providing good service in our country. However, customers expect even
more from an organization with this kind of international exposure. Overall, Foodpanda has
transformed the way people place food orders and has emerged as a practical and well-liked
option for individuals looking to experience restaurant-caliber meals in the convenience of their
own homes. However, the market has other competitors named Pathao Food and Hungrynaki.
There are threats and opportunities for any business, and foodpanda has to make sure that they

use them properly.

2.9 Recommendations

I. foodpanda should invest more on the riders' training and abide by rules to make sure that
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customers don’t have to face anything bad from them. For instance, 3 weeks training and
monthly performance reviews can help riders to be in their best behavior.

II. Enhancing partner incentives should be a priority in addition to focusing on increasing
customer happiness. If the partner restaurants are not happy doing business with
foodpanda, that will have a huge impact on the business.

1. Partnering up with more mobile financial service providers to help customers achieve a
hassle free payment option.

IV. The app should be more frequently updated and technical teams should work on optimizing
the app to its fullest potential. For instance, technical teams can use efficient code to
make sure that the app runs smoothly.

V. Furthermore, for navigation a better version of the maps should be implemented as it will
ensure that customers can see where the rider is and the rider can see where to deliver

clearly.
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Chapter 3: Project Part

3.1 Introduction

During my working period, I have seen foodpanda receive criticism in a number of social media
campaigns. As per the company’s projected revenue, it didn’t achieve the target sales. Hence, the
marketing team is trying their best to overcome this issue and make advertisements and
campaigns on Facebook more interactive. Researchers discovered that Facebook is a very good
platform to boost a company's brand value and subsequently client acquisition in a study of the
effects of consumer engagement behavior (Bitter & Grabner-Kriuter, 2016). The majority of the
marketing is done through the Facebook page of foodpanda. According to studies, marketing
initiatives significantly affect e-commerce users and stimulate the urge for buyers to place
additional orders (Xiao et al., 2023). If campaigns don’t generate enough engagement and result

in more people ordering, the company loses profits.

3.1.1 Literature review

foodpanda Bangladesh has been known for its online food and grocery delivery facilities within
30 minutes. It has expanded throughout Bangladesh as they started their operations in several

other cities outside of Dhaka, like Cumilla, Cox’s Bazaar, Rajshahi, Sylhet, etc.

The campaigns made by foodpanda are constantly shown on Facebook, whether scrolling
through the news feed or watching a video. In a study of Facebook campaigns mothers ran to
encourage their daughters to get the HPV vaccine, the researchers discovered a significant
correlation between Facebook efforts and increased engagement and vaccination rates (Chodick
et al., 2021). However, for foodpanda some campaigns seem to bring profit, while others don’t,
as per the company database. In another study, the efficiency of incentive-based social media
campaigns for a Fortune 500 company's brand was examined, and it was discovered that not all

promotional postings receive the same levels of engagement. Instead, some posts received far
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more engagement than others, indicating that not all incentive-based programs are the same (Razi
et al., 2019). foodpanda Bangladesh is constantly using influencers and actors/actresses to make
campaigns more interactive. According to the company’s Facebook page, foodpanda partnered up
with actress Safa Kabir for a pandamart promotion where they offered people who had the
highest amount of grocery item orders from pandamart within a 3-day time frame. In my
experience, customers were not at all interested in meeting Safa Kabir; instead, they were making
fun of the actress. According to posts on foodpanda's official Facebook page, however, emotional
films of riders' struggles and restaurant owners' experiences were well received on Facebook

(heroes of foodpanda, 2022).

3.1.2 Objectives

The purpose of this research is to find out whether the facebook campaigns influence consumers

purchase decisions or not.

3.1.3 Research questions

1. To test whether facebook live with celebrities makes consumers order from the app / website.

2. To understand if discounts and deals published on facebook page influence customers to order

from app / website.

3. Assess if facebook pop up video ads makes consumers more likely to order from app / website.

3.1.4 Significance

This report will shed light on whether social media campaigns are effective or not. As per my
research, I have seen no other studies done on the effectiveness of social media campaigns for

foodpanda Bangladesh. Hence, this study will have significant perspectives.
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3. 2 Methodology

As primary data, I will be collecting responses from people through a survey via Google Form. I
will be using convenience sampling for the research. Convenience sampling will help me collect
data faster as I have a time constraint, and it will be affordable too. The target population for this
research is general consumers who are exposed to Facebook campaigns. I will be using both
primary and secondary data. For secondary data, I am relying mostly on research papers previously

published on related topics and articles published online.

3.3 Findings and Analysis

In this survey 205 responses were collected, from all sorts of people to generate an unbiased report.

Whal is your age range?
205 redpngeg

& 1519
o 2024
@ 2530
@ 2
@ 404

Age demography: This question was provided in the survey to understand the age demography.
Most of the respondents are between 20-24 years old. Around 61% of respondents belong to that
group, and everyone in that age group is somehow exposed to the marketing campaigns of
foodpanda Bangladesh. The next highest percentage was 24.9%, who are between 25-30 years
old. As a student of Brac University, it was easier for me to reach out to the people of my age
group. The age group of 31-39 were 5.9% who participated in this survey. The respondents of

other age groups were significantly lower than 5%.
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Occupation
205 reapainaeg

Esudern 147 (71, %)
Emplcyea 83 (28 40}
Businessman
Haimesmake
1 50 100 50

Occupation: Most of the respondents were students, as previously seen in the age demography.
71.7% of the respondents are students, 25.4% people are employees, mostly fresh graduates,
7.3% are businessmen, and 5.9% are homemakers. All of them are aware of foodpanda and its

advertisements.

App usage: Most of the respondents use the foodpanda app to order food from restaurants or

How many times a week you use foodpanda app to order?
205 responses

B -1 tme o week

B 24 limes 8 wesk

B 5-T fmes a wesk

B klore than 8 imes o week
B 34 fmes a wesk

grocery items at least once a week. As the data shows, 57.1% of the respondents use it 0—1 time a
week. 25.4% of the respondents use the app to order 2-4 times a week, more than 10% people
and to be exact around 21 people regularly use the app as they use it 5-7 times a week. People

love the idea of food being delivered to them with just a few taps.

Efficiency of marketing efforts: In foodpanda’s official Facebook page, several vouchers and

Buy 1 Get 1 offers, as well as several promotional deals, are always posted. The majority of the
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people, 45.4%, believe that foodpanda’s marketing team is able to provide all the updates through

their page.

Do you believe that focdpanda's marketing team is able to provide you all the updated vouchers,

offers and discount information through facebook campaigns?
205 respanses

B es
@ Maybe
2 Mo

These are the people who constantly check the page for updates. However, 43.4% of respondents
said maybe, which means that they don’t always look through the page for updates. On the other
hand, 11.2% of the respondents believe that foodpanda’s marketing team has not been sufficient

enough to provide all the updates.

Customer attraction: The majority of the respondents were neutral about the foodpanda’s
strategies to attract customers. 35.1% respondents responded with a point of 3 that means not

bad, not good either.

0n a scale from 1 to 5 how much would you scale foodpanda's online marketing strategies to

attract customers?
2015 redponses

RO

g

18 (9.3%)

However, almost the same percentage can be seen when giving 4 out of 5 for the strategies used

to attract customers. 34.1% of respondents gave 4 out of 5. Additionally, 13.7% of respondents
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gave full points (5 out of 5) to the online marketing strategies. On the other hand, 9.3% and 7.8%
of respondents gave 2 and 1 points, respectively, to the strategies, meaning that they don’t like

them.

Advertisements' efficiency on people’s online experience: 40% of people said that they see ads

2-3 times a day. However, 26.8% of respondents feel very frustrated as foodpanda’s ads pop up

How many times foodpanda’s ads comes show up in between your cnline experience in a day? (via

social media platforms)
205 respanses

i B doesn't hampsar, | anjoy tha acs
@ 2-3 vmes B day
2 4-T tmes a day

@ More than B imes which i very
frustrating

@ 57 urnas & day

more than eight times in between their online activities and hamper their experience. Next,
22.4% of the respondents say that they see ads 4-7 times a day. Surprisingly, 9.8% of

respondents said they enjoyed the ads, and they said it didn’t hamper their online experience.

Ads influence on purchasing decisions: Less than half the respondents were neutral as 39.5% of

the sample said that ads influence was neutral in their purchasing decision or ordering habits.

Does foodpanda's online ads influence you to order from the app / website?

205 responses

@ strongly Agree
@ Agree

@ Neutral

@ Disagree

@ Strongly Disagree

24.2% of respondents agreed that the online ads influenced them to order from the app / website.
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Next, 17.1% of the respondents strongly agreed with the fact that ads did make them order from
the app. On the other hand, 12.2% disagreed, and 6.8% strongly disagreed, that ads didn’t

influence them to order from the app.

Efficiency of celebrity promoted campaigns: Most respondents said that they skip those
campaigns where foodpanda brings celebrities to promote campaigns and the number is 35.6% of
them. However, 34.1% of respondents sometimes enjoy those campaigns that celebrities promote

in foodpanda’s Facebook page which indicates how people can associate with celebrities now.

Do you enjoy the campaigns that celebrities promote through the facebook page of foodpanda and

take part in the campaign by ordering from the app? e.g. chance to meet and shop with Safa Kabir
205 responses

® Always

@ Sometimes

@ Hardly

@ | skip those campaigns

19.5% of respondents hardly enjoy these types of contents. Only 10.7% of respondents, a very

little amount of respondents said that they always enjoy those campaigns.

Promotional discounts and vouchers influence people's purchase decisions (orders): 41% of
the respondents sometimes feel intrigued by the vouchers and order from the app. However,
34.6% of respondents responded, saying they obviously take advantage of vouchers and amazing
deals published on the Facebook page of foodpanda. Furthermore, 18.5% of respondents said

that they do get intrigued by the offers but don’t order sometimes.
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Amazing discounts, vouchers and deals published on the facebook page intrigues me to order from
the app

205 responses

Yes, obviously —71 (34.6%)

Sometimes | do get intrigued by
the discounts and order

Sometimes | do get intrigued by

the discounts but don't order 28185

| don't get intrigued at all 32 (15.6%)

0 20 40 60 80 100

Lastly, 15.6% of respondents said that they don't get intrigued at all by the amazing vouchers and

offers.

Efficiency of pop up ads: 34.6% of respondents responded that they feel neutral about the
facebook pop up ads. However, 26.3% of respondents agreed that the pop up ads make them

crave the food shown in the advertisement and influence them to order.

Facebook pop up ads given by foodpanda instantly makes me crave the food shown on that

advertisement and influences me to order from the app / website
205 responses

Strongly agree

Agree 54 (26.3%)
Neutral —71(34.6%)
Disagree —40 (19.5%)
Strongly Disagree 21 (10.2%)
0 20 40 60 80

11.2% of respondents strongly agree with that, which means they order frequently after seeing
those pop up ads. However, 19.5% and 10.2% of the respondents disagree and strongly disagree

that pop up ads make them crave the food shown in the ads and influence them to order.



Contribution in everyday life:

Do you think foodpanda's contribution in your day to day life significant?
205 responses

® Yes
@® Maybe
) No

The majority of the respondents, around 46.3% of them, agreed that foodpanda’s contribution in
their daily life is significant. However, 34.1% of the respondents said that foodpanda contributes
to their lives. On the other hand, 19.5% of the respondents think that foodpanda’s contribution is

not significant in their day-to-day lives.

3.4 Summary and Conclusions

For the first research question, whether facebook live with celebrities makes consumers order from
the app / website, | have asked the respondents if they enjoyed the campaigns that celebrities
promote through the facebook page of foodpanda and take part by ordering in it. For instance, a
recent campaigns was introduced by foodpanda where several celebrities like Safa Kabir, Keto bhai
(Mashrur Enan) did facebook live in the official page of foodpanda and people shopping with them
through pandamart will get a chance to meet and win amazing gifts. However, most respondents said
that they skipped those campaigns. The reason behind this could be the respondents don’t like the

celebrities that are doing the promotion. On the other hand, the campaigns could be boring as well.
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As per a recent research, celebrity endorsed announcements for business tend to be more successful
than non celebrity endorsed ones (Li et al., 2022). Even though such celebrity involvement showed
promising results, in the case of foodpanda it slightly backfired, and almost half the respondents

were not fond of it.

Secondly, in order for us to understand if discounts and deals published on facebook page influence
customers to order from app / website, I have asked the respondents if amazing discounts, vouchers
and deals published on the facebook page intrigue customers to order from the app. In response,
most people love vouchers and discounts, and place orders using those vouchers. As per a recent
report, it is seen that Bangladeshi people are most intrigued by the vouchers and keep on switching
from one platform to another, in quest of discounts and less priced foods (Hossain, 2023). Hence, it

is a great indication of the customers’ needs and wants from a food delivery service.

Lastly, I wanted to assess if facebook pop up video ads makes consumers more likely to order from
app / website and for this question, I asked the respondents whether the pop ups worked on them or
not. Most respondents responded neutrally about this and said that they neither disagreed nor agreed.

This indicates that foodpanda’s pop up ads are not generating more orders in the app / website.

From the data analyzed, it can be concluded that foodpanda needs to work on their online marketing
strategies. Moreover, most campaigns with celebrities are not generating many orders and enough
revenue for the company. Even though a huge number of people like the campaigns with celebrities
and order more by seeing such contents (facebook live, deals etc). Proper allocation of money
should be done while making the campaigns, as sometimes they may not help the company to reach
its potential. On the other hand, promotional vouchers and discounts provided by the company are

definitely influencing more customers to order. Hence, the company should capitalize on this part.

3.5 Recommendations

I have some recommendations to make for the company, after analyzing the report.

L. foodpanda should be investing more on vouchers, promotional deals and discounts. As people
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II.

III.

IV.

love having discounts in their ordered food, it has the power to generate more revenue for the
company.

The company should also focus more on efficient online marketing strategies. Recent celebrity
endorsements did not generate the expected amount of profit for the company. For instance, one
advertisement done by Tamim Igbal and his wife, couldn’t raise the order number by the
amount expected. Rather than spending too much money on celebrity endorsement, foodpanda
should focus on using more influencers and bloggers who are currently trending on social media
platforms.

The company should focus on reducing pop ups in between facebook videos and blogs. Instead
of repeated pop up ads being shown several times, it can be shown fewer times which will
ensure that potential customers are reached and no customer feels irritated by those pop ups.
Also, foodpanda should promote more reels through social media platforms by bloggers and
influencers which will be short, precise but very efficient for the company and it’s image.
According to a blog, 72% of users of social media feel more connected by the usage of small
reels by the businesses (Digivizer, 2022).

Lastly, partnerships with banks, restaurants should be strengthened by providing customers with
both small and large vouchers as different people have different food preferences and quantity.
For instance, someone who lives alone is less likely to order dinner above BDT 300 for them,
and providing them with a 65 / 80 taka voucher can help them significantly for small amounts.
On the other hand, someone with a large family of 4 orders dinner which should be more than

1000 taka, and can be offered a 150 taka discount voucher by the restaurant.
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Appendix

Final Proposal Part

Problem Statement

During my working period, I have seen foodpanda receive criticism in a number of social media
campaigns. As per the company’s projected revenue, it didn’t achieve the target sales. Hence, the
marketing team is trying their best to overcome this issue and make advertisements and campaigns on
Facebook more interactive. Researchers discovered that Facebook is a very good platform to boost a
company's brand value and subsequently client acquisition in a study of the effects of consumer
engagement behavior (Bitter & Grabner-Kriuter, 2016). The majority of the marketing is done through
the Facebook page of foodpanda. According to studies, marketing initiatives significantly affect
e-commerce users and stimulate the urge for buyers to place additional orders (Xiao et al., 2023). If
campaigns don’t generate enough engagement and result in more people ordering, the company loses
profits.

Background Information

foodpanda Bangladesh has been known for its online food and grocery delivery facilities within 30
minutes. It has expanded throughout Bangladesh as they started their operations in several other cities
outside of Dhaka, like Cumilla, Cox’s Bazaar, Rajshahi, Sylhet, etc.

The campaigns made by foodpanda are constantly shown on Facebook, whether scrolling through the
news feed or watching a video. In a study of Facebook campaigns moms ran to encourage their
daughters to get the HPV vaccine, the researchers discovered a significant correlation between
Facebook efforts and increased engagement and vaccination rates (Chodick et al., 2021). However, for
foodpanda some campaigns seem to bring profit, while others don’t, as per the company database. In
another study, the efficiency of incentive-based social media campaigns for a Fortune 500 company's
brand was examined, and it was discovered that not all promotional postings receive the same levels of
engagement. Instead, some posts received far more engagement than others, indicating that not all
incentive-based programs are the same (Razi et al., 2019). foodpanda Bangladesh is constantly using
influencers and actors/actresses to make campaigns more interactive. According to the company’s
Facebook page, foodpanda partnered up with actress Safa Kabir for a pandamart promotion where they
offered people who had the highest amount of grocery item orders from pandamart within a 3 day time
frame. In my experience, customers were not at all interested in meeting Safa Kabir; instead, they were
making fun of the actress. According to posts on foodpanda's official Facebook page, however,
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emotional films of riders' struggles and restaurant owners' experiences were well received on Facebook
(meet our heroes | MD. Belal Hossain - Pizzaology | heroes of foodpanda, 2022).

Research objective

The purpose of this research is to find out whether the facebook campaigns influence consumers
purchase decision or not

Research questions

1. To test whether facebook live with celebrities makes consumers order from the app / website.

2. To understand if discounts and deals published on facebook page influence customers to order
from app / website.

3. Assess if facebook pop up video ads makes consumers more likely to order from app / website

Preliminary Methodology

As primary data, I will be collecting responses of people through a survey by google form. I will be
using convenience sampling for the research. The target population for this research is general people
who are exposed to facebook campaigns. I will be using both primary and secondary data. For
secondary data [ am relying mostly on research papers previously published on related topics.

Significance of the study

This report will shed light on whether social media campaigns are effective or not. As per my research,
I have seen no other studies done on the effectiveness of social media campaigns for foodpanda
Bangladesh. Hence, this study will have significant perspectives.

Timeline of the report work
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I plan to provide my first draft to my supervisor within the 11th week, (6th April, 2023). After

receiving the feedback on April 10, 2023, I will make the necessary changes to the first draft. Next, I
will submit the second draft by April 16, 2023. After receiving feedback on my second draft on April
17,2023, I will incorporate that feedback into my final draft, which I will submit on April 30, 2023. In
order to receive a similarity index report, I will submit the final draft to the library on the same day.

Financial reports used:

T e e e p—

3. Results of Operations, Net Assets and

Financial Position

a) Performance of the Group

Consolidated statement of profit or loss and other

comprehensive income

The 2021 Group result developed as follows:

Change

EUR
EUR million 2021 2020*  million %
Revenue 5,855.6 2,471.9  3,383.7 >100
Cost of sales -45976 -1,9778 -2,6198 >100
Gross profit 1,258.0 494.2 763.9 >100
Marketing expenses -1,300.3 -6324 -667.8 >100
IT expenses -3109 =152.3 -158.6 >100
General administrative
exXpenses -1,317.5 -615.3 =702.1 >100
Other operating income 7321 36.0 696.1 >100
Other operating
exXpenses =105.6 -4.5 -101.1 >100
Impairment losses on
trade receivables and
other assets -35.4 -19.7 -15.6 79.2
Operating result -1,079.4 -894.2 -185.2 20.7
Net interest cost =120.1 =73.2 -46.9 64.1
Other financial result 4206 -3344 755.0 >100
Share of the profit or loss
of associates accounted
for using the equity
method =~179.4 -91.2 -88.2 96.7
Earnings before income
taxes -958.3 -1,393.0 434.7 -31.2
Income taxes =138.2 =142 -124.1 >100
Net result -1,096.5 -1,407.2 310.7 >100

Change

EUR
EUR million 2021 2020° million %
Adjusted EBITDA
of the Segments =795.6 -567.7 -227.9 40.1
Consolidation
adjustments =33.8 - =33.8 >100
Management
adjustments -140.7 -92.1 -42.6 52.7
Expenses for share-
based
compensation -303.1 -86.1 -217.0 >100
Other reconcilia-
tion items 561.8 2.4 559.4 >100
Amortization and
depreciation?® -367.9 =150.7 -217.2 >100
Financial result? 1211 -498.9 620.0 >100
Earnings before
income taxes -958.3 =1,393.0 434.7 =-31.2

1 Restated
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d) Net assets

The Group's balance sheet is structured as follows:

EUR million Dec. 31, 2021 % Dec. 31, 2020 % Change
Non-current assets 9,108.9 717 24277 421 6,681.2
Current assets 3,504.8 283 3,330 579 255.8
Total assets 12,703.7 100.0 5,766.7 100.0 6,937.0
1 Restated
EUR million Dec. 31, 2021 % Dec. 31, 2020* % Change
Equity 5,490.9 432 1,160.8 20.1 4,330.1
Non-current liabilities 5,458.1 43.0 3,607.0 62.5 1,851.2
Current liabilities 1,7547 13.8 998.9 17.3 755.8
Total liabilities and equity 12,703.7 100.0 5,766.7 100.0 6,937.0
Change
EUR
EUR million 2021 2020 million %
Revenue 241.5 146.7 94.8 64.6
Increase or decrea-
se in finished and
unfinished pro-
ducts and services 0.2 0.3 -01 -333
Other own work
capitalized 170 175 -05 29
Other operating
income 818.4 114.3 7041 =100
Material expenses -229 -136 —93 684
Personnel
EBXpEenses —348.4 —225.3 -123.1 54.6
Depreciation,
amortization and
impairments —-2,632.1 —640.3 -1,991.8 100
Other operating
EXpEnses —678.4 -517.0 —161.4 31.2
Net interest result -191 39 —23.0 =100
Income from
investments 0.0 0.4 —0.4 —100.0
Earnings before
taxes (EBT) -2,623.8 -1,113.1 —1,510.7 100
Taxes -63.4 371 -100.5 =100
Net loss -2,687.2 -1,076.0 -1,6111 100
CONSOLIDATED STATEMENT OF FINANCIAL POSITION
as of December 31, 2021
ASSETS EQUITY AND LIABILITIES
EUR million MNote Dec. 31, 2021 Dec. 31, 2020° EUR million Note Dec. 31, 2021 Dec. 31, 20207
NON-CURRENT ASSETS EqurTy: = - - -
Intangible assets e Ea = Share capitalfsubscribed capital F.9.3) and b) 2510 199.4
- Capital reserves Faq) 89018 3,485.4
Property, plant and equipment F.2. 681.0 342.7
prre—— I — o Retained eamings and other reserves F.9.d) -3,670.2 -2,527.7
P N— s . o1 Treasury shares Foe) 7.8 -0.1
Equity attributable to shareholders of the
Deferred tax assets FE 52 0.1 parent company 54748 11571
:ﬁ;;mdents accounted for using the equity o . _— Non-contralling Interests 160 17
5,430.9 1,160.8
9,108.9 2,427.7
NON-CURRENT LIABILITIES
CURRENT ASSETS
Pension arovisiens F0. 322 0.4
Inventories F7. 79.5 36.1
— e Other provisions F11 269 121
Trade and other receivables F4 437.1 1382
== Trade and other payables Fi2, 9356 598.5
Other financial assets F.3. 4.5 23.1
Convertible bonds B 4,159.6 2,949.5
Other assets [ 1798 79.5
" Other liabilities F14 371 200
Income tax receivables F.15. 14.1 7.3
e Deferred tax liabilities . 2667 264
Cash and cash equivalents F.8. 2,446.7 2,922.2
s - — = - = 5,458.1 3,607.0
Assets of disposal group classified as held for sale D.2.el/D.3.¢) 433.0 1326 Current liabilities
3,594.8 3,339.0 Liabilities to banks. 232 —
OlhE[ provisions N F11 1186 65.1
Trade and other payables Fa2. 1,206.9 655.8
Other liabilities F14 3353 124.8
Income tax liabilities Ris B69 36.3
Liabilities of dispasal group classified as held
for sale D.2.e) a7 117.0
1,754.6 S98.9
Total assets 12,703.7 5,766.7 Total equity and liabilities 12,703.7 5,766.7

1 The comparative infarmation s restated dus o carrection of erors. See Section B.17. for further details.
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CONSOLIDATED STATEMENT OF PROFIT OR LOS5 AND OTHER

COMPREHENSIVE INCOME

for the period from January 1 to December 31, 2021

EUR million Note 2021 20200 EUR million Note 2021 2020
Revenue G 58556 24713  OTHER COMPREHENSIVE INCOME [NET)
Cost of sales G.2 -4,597.6 -1,977.8 Items not reclassified to profit or loss:
Gross profit 1,258.0 494.2 Remeasurement of net liability {asset)

arising on defined benefit pension plang F.9.d) -35 =25
Marketing expenses G3. -1,3003 -632.4 -

- Items reclassified to profit or loss

IT expenses G.4 -310.9 -152.3 in the future:
General administrative expenses G5 -1,3175 -615.3 Effect of movements in exchange rates Fa.d) -25.5 -48.2
Other operating income G.6. 7321 36.0 Other comprehensive income -29.0 -50.8
Other operating expenses [k -1056 -4.5 Total comprehensive income for
e i ~ the period -1,125.5 -1,358.0
Impairment losses on trade receivables and
other assets G.7. -35.4 -18.7 Met result for the period attributable to:
Operating result -1,075.4 -894.2 Shareholders of the parent -1,100.1 -1,409.1
Met interest result G.8. -120.1 -73.2 Mon-controlling interests 36 19
Other financial result G.9. 420.6 -334.4 Total comprehensive income attributable to:
Share of profit or loss of asseciates accounted shareholders of the parent -1,125.3 -1,463.8
for using the equity method D.3.e) -179.4 -91.2

Non-controlling interests -0.2 58
Earnings before income taxes -958.3 -1,393.0 = - -
Income taxes G.11 -138.2 -14.2
Net result -1,096.5 -1,407.2 Diluted and basic earnings per share in EUR -4.47 -7.03

1 The comparative information is restated due to correction of errors. Ses Section B.17. for further details
CONSOLIDATED STATEMENT OF CHANGES IN EQUITY
for the period from January 1 to December 31, 2021

Attributable to the owners of the parent
Retained earnings and other reserves
Currency Revaluation
Subscribed Retained translation far pension Minority

EUR million capital Capital reserves earnings reserve commitments  Treasury shares Total interests Total equity
NOTES F.9.a) and b) F.o9.c) F.9.d} F.a.d) Fo.d) F.9.e)
Balance as of Jan. 1, 2021* 199.4 3,485.4 -2,159.1 -363.8 -4.8 -0.1 1,157.1 3.7 1,160.8
Net result - - -1,100.1 - - - -1,100.1 36 -1,086.5
Other comprehensive income - - - -20.6 -45 - -25.1 -39 -29.0
Total comprehensive income - - ~-1,100.1 ~20.6 -4.5 - =-1,125.2 -0.3 -1,125.5
Transactions with owners-payment received
and change in non-controlling interests
Capital increases 516 45336 - - - - 4,5852 - 4,585.2
Equity-settled share-based payments - 396.4 - - - - 396.4 - 396.4
Equity-compound instrument - 48B4 - - - - 486.4 - 4864
Other changes to equity” - - =123 - - -77 -25.0 2.4 -12.6
Transactions with owners 51.6 5,416.5 -17.3 - - =77 5,443.0 12.4 5,455.4
Balance as of Dec. 31, 2021 251.0 8,901.9 -3,276.4 -384.4 -9.3 -1.8 5,474.9 16.0 5,490.8

1 Retained earnings as of lanuary 1, 2021, are restated due to correction of errors. See Section B.17. for further detalls.

2 Retzined earnings Include results from hyperinflationary economies of €-17.3 million. Minority Interests include treasury shares anributable to Woowa {€12.8 million} and a reduction of the non-cantralling interest in Sweetheart Kitchen
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3. Net Assets, Financial Position and T
Results of Operations t
a) Financial performance of the Group
2
Consolidated statement of profit or loss and other E
comprehensive income
The 2020 Group result developed as follows: -
Change .
EUR
EUR million 2020 2019 million in% A
<}
Revenue 2,471.9  1,2376  1,2343 997 C
a
Cost of sales -1977.8 -926.4 -1,051.4 =100 "
Gross profit 494.2 311.2 183.0 58.8 fi
Marketing expenses -632.4 -495.2 -137.2 277 P
N
IT expenses -152.3 -94.8 -57.5 60.6 3
General administra- E
tive expenses -615.3 -3735 -241.8 64.7 b
Other operating c
income 36.0 19.9 16.1 811 it
Other operating ;
expenses -4.5 -6.7 2.2 -32.3 d
Impairment losses on N
trade receivables fi
and other receivables -19.7 -88 -11.0 >100 E
Operating result -894.2 -648.0 -246.2 380 @
Net interest cost -73.2 -9.4 -63.8 >100
Other financial result -334.4 93.7 -428.2 =100 C
Share of the profit or T
loss of associates
accounted for using £
the equity method -86.7 -95.7 13.0 -131 c
Earnings before v
income taxes -1,388.5 -663.4 -725.1 >100 il
Income taxes -14.2 -26.5 123 -46.4 a
Net loss from con- E
tinuing operations -1,402.7 -689.9 -712.9 2100
Net income from c
discontinued
operations - 920.2 -920.2 =100 r
Net result -1,402.7 230.2 -1,633.1 >100
ad) Net assets
The Group's balance sheet is structured as follows:
EUR million Dec. 31, 2020 in % Dec. 31, 2019 in % Change
Mon-current assets 2,435.4 42.2 1,723.0 B4.5 7123
Current assets 3,339.0 578 59497 55 2,3859.3
Total assets 5,774.3 100.0 2,672.8 100.0 3,101.6
EUR million Dec. 31, 2020 in % Dec. 31, 2019 in % Change
Equity 1,168.5 20.2 1,869.5 69.9 =701.0
Non-current liabilities 3,607.0 625 185.4 6.9 3,4216
Current liabilities 998.9 173 617.9 231 381.0
Total liabilities and equity 5,774.3 100.0 2,672.8 100.0 3,101.6
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DELIVERY HERO SE, BERLIN

BALANCE SHEET AS OF DECEMBER 31, 2020

ASSETS
1N MILLION EUR 31122000 31122019
A FIXED ASSETS.
L INTANGIELE ASSETS
1. INTERMALLY GENERATED INTANGISLE ASSETS 120 42
2. PURCHASED TRADEMARKS AND SOFTWARE a5 s
3. ADVANCE PAYMENTS AND
ASSETS UINDER DEVELOPMENT LE] £ 24 180
L PROPERTY, PLANT AND ECUAPMENT
1. PLANT AND MACHINERY 0.4 LE]
2. OFFICE AND OTHER OPERATING
ECHLNPMENT 132 &3
3. ADVANCE PAYMENTS AND
TioN ] us 13 5
WL FINANCIAL ASSETS
1. SHARES IN AFFILIATED COMPANIES 15468 14790
2. LOANS TO AFFILIATED
COMPAN 12463 76639
3. INVESTMENTS 5137 257
4. SECURITIES HELD AS FIXED ASSETS 13565 4643
5. SHARES IN OTHER INVESTMENTS 617 5154 a7 29735
51737 30054
B. CLRRENT ASSETS.
L INVENTORIES
1. UNFINISHED SERVICES 12 10
2. ANISHED GOODS AND MERCHANINSE 20 16
3. ADVANCE PAYMENTS 19 51 22 4z
I RECEIVAELES AND OTHER ASSETS
1. TRADE RECENVABLES. 0.5 47
2. RECEIVABLES FROM
AFFILIATED COMPANIES 1626 w22
3. OTHER ASSETS 4508 (= 574 1642
WL CASH ON HANDS AND BANK BALANCES. 17013 2521
23802 211
C. DEFERRED EXPENSES 010 103
18458 34368
BALANCE SHEET
ANSLIAL FINANCIAL STATEMENT 2020
SHAREHOLOER'S EQUITY AND LAABILTIES
1N MILLION EUR 31123000 31123019
A SHAREHOLDER'S EGLITY
L ISSUED CARITAL
1. SUBSCRIBED CAPITAL 1994 Isag
2. OWN SHARES. [NOMINAL VALUE) 0.1 123 01 1887
B CAPITAL RESERVE 37000 27851
WL FROFIT/ LOSS CARRYFORWARD 1004 3461
V. METLOSS/ PROFIT FOR THE YEAR LmreD 4455
a3 30743
B. PROVISIONS
1 TAX PROVISIONS 167 LE]
2. OTHER PROMISIONS 1264 1312
1431 1335
C LIABRLITES
1 CONVERTISLE BONDS 32611 oo
2. LWABILTIES TO BANSS 13779 2080
3 TRADE PAYABLES 20 o4
4. LUABILITIES TO AFFALIATED COMPANIES. A5 27
5. OTHER LIABILITIES 798 109
- THEREDF FOR TAXES EUR 5.508.729.00
[PY: EUR LE46.674,80 | -
= THEREOF FOR SOCIAL SECLIRITY
EUR 91 677,87 (PY: ELR 268.136.95 ] -
4723 220
D. DEFERRED INCOME os 10
E TIE: =7 ao
78343 34368
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DELIVERY HERD SE, BERLIN
IHCQNE STATEMENT FOR THE PERICD
FROM JARUARY 1 T DECEMEER 31, 2020
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CONSOLIDATED STATEMENT OF CHANGES IN EQUITY

for the period from lanuary 1 to December

31, 2020

Attributable to the owners of the parent

Retained earnings and other reserves

Currency Revaluation

Subscribed Retained transiation for pension Minority
EUR million capital Capital reserves earnings reserve commitments  Treasury shares Total interests Total equity
NOTES F.5.a) and b) F.ac) F.a.d) F.9.d) Fo.d) F.9.e)
Balance as of Jan. 1, 2020 188.8 2,745.6 ~749.0 -311.6 -2.2 -0.1 1,871.5 -2.0 1,869.5
Impact from restatement® - - -31* - ~ - =31 - -31
Balance as of Jan. 1, 2020 restated 188.8 2,745.6 =752.1 -311.6 -2.2 -0.1 1,868.4 =2.0 1,866.4
Net result* - - -1,408.1 = s = -1,409.1 19 -1407.2
Other comprehensive income - - - -521 -15 - -54.7 Ei-] -50.8
Total comprehensive income® - - -1,400.1 =521 -25 - -1,463.3 5.8 -1,458.0
Tr: ions with owner fved
and change in non-controlling interests
Capital increases 106 579.2 - = o = 589.8 = 5838
IEquity-sellled share-based payments - 76.6 - - - - T6.6 - 76.6
Equity-compound instrument - 84.0 - - - - B4.0 - B4.0
Other changes to equity* - - 2.1 - = - 21 - 21
Transactions with owners 10.6 739.9 2.1 - - - 752.5 - 7525
Balance as of Dec. 31, 2020° 199.4 3,485.4 =2,159.1 -363.8 -4.8 -0.1 1,157.1 37 1,160.8

1 Restated dus to corractian of errors. Sea Section B.17. for further datails.

2 Includes results from hyperinflationary econamies of €2.4 m

ilfbon.

53



Responses collected from survey:

z

=gialsnlnataal=

[
=
]

S

2:3iy

3=l

a

Etnﬂsnlxa‘!sauasztesr

CHCE IO E 1

CHE SR SR E R B a1

. teeaton
| i

°

[ et

] "

D0 up 808 90 Do jou

W

Tii??ig;fgg§f§§55if§i§§55iiif§iii§§ififig

"

sour day 4 day e pgnfcant?

iiiiiiiii?ii?iigi

5

Tinestams, wunrwm-m'm mmmamhmmmmmnmim|bsmmmmmmrymmm&mmmmm

T B Sitmen s M FETrr ey r——— S r—
AR 70811 2024 Emploes 34 times 2 week o 4 23 bmes aday Agres Somatmes ‘s, atviously, Sometms Agree
£27033 170828 204 Eaderd 01 bim ek e 3 33 aday Vieukal 1 these comprigns Serebmes | g gl inkig ekl
407 17 1208 3430 mpicys Bhark than £ 1mas & it Veu 4 Wiz T B e witich Stioaghy Deiagies 1 kg o cxmpagny nmg-muuwmu
L0002 171357 2630 Sudent Empieyee 01 me a week Yex 1 Mazre han X femes whieh Sirosgly Disagree gy atak Shwosgly Disagy
S20073 17 1534 2074 et Bk b 4 ek Mayte 3 2.3 b 3ty give Wy e otreocaly Dragren
A2 T AT 20 Sudert Emgiayee 57 tmes a week Mares % 57 tmes a day Feaural Hardy ‘Fomatmes | 20 gt inirig Neutral
2272020 172454 2024 Shoderd Empieyee 57 mes 2 werk o 3 5T bmes 2 day Crasgme Sometimes Bermetmes | €0 get inkrig Agree
AQEOTY AT A8 J0.34 Fhudand 0.1 B & ek Mapta 3 Misrs M 5 limes which Dutbgras T alop theas campagns  Somabmad | 8a ga intng Dinsgres
400029 180234 2024 Sausent 2.4 bimes 3 vk My 4 aTEmesanay Dagree 0
L2071 84T 18 T34 Bovravuman o4 bmas 4 vk Myt 487 b 3 cay ageen Sometmes Sermatran | 2 gut st agree
A2A0TI AT A 2024 Snoent 01 tme @ wesk Mayse & 2.3 mes a cay Agree Hardy Sometmes | 99 ge1 inirg Agree
£27029 194802 2034 Bt 01 b  wesh: Mt 4 23 e a day Vesual 1 these compiigny e, cbouty Heuksl
A0 W07 3034 e 0.1t 8 st Mg 4 23 lne 3 2ay taurs 1t ahs campaged e, bty Agrea
40002 184530 2024 Empleyee 01 me 3 week Mayee 4 23mmesazay e kg hoae campagns Ves, sbsenty g
230707 18 1948 3530 Homemaker 5.7 vmes 3 ek My 3 4.7 b 3 ey Crisgme £
422023192054 201 Sacent 01 tme a ek Mares 3 Miare han & times which Strongly Csageee | v those campaigns | dant get inirgued af abl Neutral
420019 193538 353 Shoderd Empieyee 24 bmes 2 werk Marts 2 W dotant Barrper, | ooy Diasgroe Bemetmes Servabires | & gl inkrig Mkl
420071 193801 0.4 Bt Uinploras. 24 b 3 vkek ar & 23 tmae s day taaueal Hometmes Somabenas 184 gt intrig Naukend
£00029 203831 2024 Sadert Emzieyee 2.4 bmes a week Yes 4 23 bmes agay Agres Semebmes ‘Ves. otviously g
ST TTIT 08 3530 Emptoryen 0.1 b & emak Maytn 7 4.7 e 3 2y Shumgly Dmageen Sematmes ] got a3 48 Shosgly Dsagren
42201 225200 35K Cmplores 24 times a ek s 4 23 times a cay Agree ‘Someames ‘Sometimes | 9 get inirig Strangly apree
4220 IMWIT 251 Fhuderd 01 e & ek ey 3 AT bmes s day Crasgroe. Bometmes 1 dort gl inbrigued al of Disagree
AT NS 02 Umtpiesaa 0.1t o st or EEETL NPT Agres Semetmas i, Strsealy, Saratera Agies
40002 739543 2014 Sudent 0.1 tme 3 week e 2 23mmesazay tisumeal Hary 12 et mirguesa at ak Dusapree
3007 3192 43 2074 Sastard 0.1 b ok s 3 Wastn Buan & i iz Agiee ] Sematrres | 2 gel i eagran
AN 05550 250 Erployes 1 tme @ week Marbs 323 bmea a day. Cisagree Maidy |dan? get inirgued at ab Disagres
435003 11 Employes 57 bimea & ek Ve £ 4T ey s day Strongly Agree. Abrars Ve, sbrverealy Shuegly sgres
13071 109228 2074 e 0.1 time 3 sk (Y 7 Miss Mhan & limes sehich Ditagras sy Soeratenad | 8 541 g Maskesd
A0 110223 2024 Exarasamn 0.1 tme 3 week Ve 1 Mizre mhan 5 mes which Stioagly Desapee 1 3kip Bhese eampaigns  es. obvaly Strengly Disagres
AVTEEE 11T 10 2530 Saoent 24 brrees 3 vtk " 3 Mzt Shan § tenes. etich Cotagras s
A I 20 Sncent Empiayee 57 bmes a veek Mayte 4 Ware han § times which euial Semsemes Somabmes | 50 get inkrig Agres.
4720 14324 5N Emeree 01 bim ek e £ 23l 2 day Vieukal Handy Borvetimes | €0 ool ki Agree
A0 129523 2034 Shusact Gmpagss 0.1 tma s west Mg 423 b s g [ 14k hsas campagnt Semalend |55 541 nirg Maukal
430029123720 2530 Empieyes 24 tmes 3 werk Mayee 4 23mmesazay Daagree Mardy et ges mirgued t 3k Dagree
£3403073 17 3408 2074 Sastard 5.7 bmes 3 ek My & 11 dowarrt marroote, | wryen Shoeghy Agree anrs . otrsaty Snoegry apeen
A0 1252103 20 Sacent 01 tme a ek Yes 4 2dtmesaday Feaural
L2202 1253 58 204 Employes 01 bme @ week Marts HNNI i Sempbmes
4307 124837 3630 Beeansmin 57 b 3 vtk var Sematmes vin. sty Agrea
470029 130008 1519 Eausent 0.1 tme 3 week e um\mmlmsumw Abraya Ve, ety Swengly apeee
i ar A 8 n 2 Seneris SN s et i AT s me Py, Dsto s sod s @ st s g Lot s
. Tt

. 0 % o 3 v 3 " ] )

VBt 1t yor g range Cocupabin mmmim«Nmmummnmmmsmmmmmmmmmmmmnsmwmm;mfmmnmnwmmmnmnmmumnw

SAT07I 1307 56 1034 Employen 24 e a werk. Ha 4 &7 e a day Shiegh Dnageen g
U202 139733 26H Sucen Empiayee 1 tme @ wesk es A 4.7 bmes a day Sirongly Dsagies
47002 153006 3139 Beseassman 24 mes 3 week e 123mmesazay e Sometmes ‘Vea, sty agiee.
207 1530 48 40e Bermanamn 5.7 tmes 8 vk " 787 b 3 ey Crisgme ey Sematrres | 2 gut i Deagran
AA02 153048 1513 Saugent 24 tmes 3 week Mares % Mhara o § tmes which Haural Hardy ‘s, atrously Heutral
£22023 153140 1513 Shoderd 57 e a werk Yer 5 23 bmer aday Stroaghy Agres. Abways e, obriounly Shoegly sgree
430079 15 4606 3530 Fuderd 0.1 e & ek e LERL T Shongly Dagen 1 ahop thenm campaigm | g gel nligued ol a8 Stongly Dsagres
430053 163740 2530 Empiogee 01 time 8 week Ver 3 47 bmen a day Heural
432013 1648 43 2024 Sudent 0.4 bme a werek ta 3 Msre an & limes which Hovkal Bemebmrs it ged inbigued al 4B Disagren
07172977 2530 Sausect imgisyss 0.1 e s st e 4 2.3 mes 3 day tisual e wa Streegly sy
L0002 1805 55 40+ Exainessman Hememak 5.7 tmes a week ves 4 47 bmenagay Hauval Semetmes ‘¥ea, obviousty. Sometme Agiee
EATOTI 1B 0624 3510 Empioren 2+ bmes a ek e & 23 e a day Dsagron ey Scrnetrmes | S0 get infrig Neukal
42071 100031 40+ Beeasaman Mare than § 1mes 3 wee fia. 1 Msre Man § limes which Stosgly Dasgree §3k0 ok campaigny | o1 gel mingued at ab Strongl Desagies
430023 18,0855 2024 Sutent 57 imes 3 week Mayee 3 23emes asay }’u Hany Ve otraounty Strongly ageee
£AT07 18,0038 2530 Eearmmumn 0.1 teme 8 et Mgt 3 4.7 b 3 cay Sometmet Sermatiran | €0 gat i Daagren
422013 100047 40+ Homemaker @1 bme a wesk Maye INM‘MMII'MQIHI" Hardy Sometmes | 5o gt ining Neuwral
4320231810 52 2530 Emplores 24 e @ woek. Marbe AT bmer adey Stonghy Agree Semetmes Forraimes | 89 gl inkig Neubal
L0072 21 7530 Sastaea 0.1 1 8 et e 3 Bioin Mt & e watich Slrisgly Estagivn 100 ek ampagnn T, obvely Stoagly Oiagies
400071 90T 2T 2034 Emplojes 01 me & week e 3 23 bmes a cay Daagre ‘Somenmes ‘Sometimes | 5 gt inirig Heulal
43202 WITI5H Employes 01 bimg @ woch Mayte 4 Mizrg than & bimes wheh Keubal Somebmen e, shiewaly. Sometims Dadgee
LAT07) ITAR4E 2020 Sudent 0.1 Bered & bk Mate 3 23 bmes s day Kl Sometmes Wha bty Sarabind Agies. taursl
S4T0FI 04421 2024 Sagent 01 time & week Maroe 3 47 pmes a say Shongly Daagren aiy
wannzazosanz Sucen 0.1 b ek en 4 3.5 b a cay temural re— [y P p——
S4T02I 222407 20240 BT 0.1 b 8 weah e 4 4.7 bmes 2 2y teurs Sometimes Vi, Grecualy. Sartatind ekl
440029 272820 2024 Sausent 01 bime 3 week My 3 & Temesasay ‘Shoagly Desagres My | darit ged mingued 3t af Disagren
£4071 233 2W 2530 Sastard 0.1 trmp 3 e Mgt 3 s ik e setich Dxbigrns Semetmes Semstimes | 20 gut g Dnsgren
401323050 2024 Snucent Mare than & tmes a wee o 3 47 mes aday Strengly Dnageen A 3kpihcae campagns | dent get nirigued af all Disagose
247029 324726 2014 Shdeed Busnesarsan 01 e o wesk ™ T Where han & ks wibich Disagrae 1340 o compaigny Servstroes | 40 3ol nkig Daagree
4TI 20431 1818 Susert 0.1 tene 8 owak s 1 domen T Barepee 1 ity Agies Aby ‘o, oty Shongly ageem
450021190501 204 ET 0.1 tme 3 week Ve 5 23 mes a cay Neural Handy Ve, otviouaty Agies
£57023 19,1331 2034 Fauderd 01 b ek Ve 4 4T b a day Nisubol Semetes Servabres | 8 gel kg Dot
L0 192079 2034 Saaan 0.1 1 3 etk Ve 44T b 3 2y tiausal 1 heas Shmpsged e, sbuiualy Stoagly Ciesgins
45002 192705 2034 ] 01 tme 3 week es 5 &7 bmes a gay tieual agns  Somatmes
440023 13707 338 Ervrrsamn 57 bty a ek er 4 dnestmarmper, | eriy Siongly Agrme Hanay smmm.-mgs-mw—
440071 194023 2530 Eepiees 0.1t 8 vl ar [EETENP gt Semetmss Vo, oty
450023 200040 2024 T 24 bmes 3 etk My 2 Mare han £ bemea wtich Agres §3iop these exmpagns mlﬂﬁm;’u
£53073 200202 2024 et P e—p— ™ 3 &7 e a day tisual i e campag e, oty tieuksl
S0 203200 25W Sudent 1 bme a wesk Marbe 1 Mara han § mes which Stioegly Disages 1 skap thises campagna | dan't gt inbrigued atab Steegly Disagres
£50023 200548 204 £ 01 e 3 weat: ey 2 23Emesagay e Eometmes Sometmes | €0 gol i Nevew
L4707 037 47 7074 Susard 0.1 trme n omat o 4 2.3 b 3 22y Agere iy [rp— agie
34 4n a2 44 detect = e I Y [y i o e ey

. fx Tresann

A
!M Vihat s your age range” Cocupatn

447073 70 64 8 7530
452023 210215 2550
ASTIINANI BT
AL 1M B2
£50023 221218 2530
ARTO7ITI IO AW 7024
AGI2TSO N 2024
4520721055 2022
ALV TIONIA 2B
ASTOII 2D 0145 T4
SST0TITITIN D024
AR IILIM 24
L5023 23039 224
RO FIMETT I8
ABT01 G050 2530
AB2073 30544 2530
RO A TR0 224
ABD01 TIEES 2008
ARIOIIBININ 224
AB2023 90233 139
ARTOII 1S3 22
AR 18I214 N0
L6023 102515 2028
SBT3 1053TS N-A9
AG02 1050 1138
AB2023 112005 1519
ABT023 18T B2
ABT02D 1504:36 124
SB0TI 150471 2024
ARG 1500 2024
AETOTNGANAT 228
AR TR I8 TR I03a
ABT023 15 5507 1518
487073 195819 2024
ARP0TI 1R EE IB
S62023 195504 2430
SRTOTI1RERET 2e
AB02I 200011 NI
LB 004T B

AB073 701H 30

L}

¢

& t r
Mg mamy fmes 3 week Do you bedeve tha foody On 2 scals bem 1

] W

3 &

Efi*gigiiiigifgiiggii

[

N

Drete fiwganda’s snkea Do you nio e campad Amasing dasqurts. vow mmwwmwnemmwnmmmmwmnmf

i

0.1 tie 1 ok
01 b 3 week.
24 b 2 vrock,
0.1 bima & ek
2.4 bmes 3 week
0.1 trme 3 ek
0.1 tme a vieek
01 e @ wweh
0.1 b 3 sk
0.1 tme 3 week
001 bt vimek
0.1 tme a week
24 bmes 3 voek
0.1 tiren 3 e
0.1 tme 3 week
01 b 5 wiek
0.1 bme a visek
2.4 bmes a week
o4 b v
24 times a week
01 b 4 ek
0.1 b 3 ek
0.1 tme 3 week
o4 ey & vmek.
204 tmes a week
24 e a ek
2ok b 3 et
2.4 tmes 3 week
24 e & ek
0.1 time a week
01 bme a week
0.1 b 3 ek
0.1 tme 3 week
o4 bames a vnek.
24 bemak 8 ek
Mhsre man & imes 3 wee e
0.1 tere 1 ek
204 tmes a week
0-1 e & week
D1 bima & ik

;fiiiiggi?;iii;ii‘ii?iigi;i;;ii;?;ii

ifig

i

4 2.3 bt 4y Heutin awiays . oty e
5 Mare han & bmes whih Neatral '
5 23 hees ey Haree Sarahmer Somebmes | 82 el i Newbial
3 1 aoaant Rampes | angy Nasts sy Seebatimse | £ g intrig Nestis
423tmesacay Mot Tomatmes Sometmas | &1 gl iotng Agiee
§ 4.7 brw 3 cay Onagern |8k Pcen campagns s, oty Cmagies.
4 23 bmes a day Hewiral Haesty Sometmes | 63 gt g Hestra
4 Merg han B limes which Divagees Husdlty Sorratimes | g2 gel inig Dagres.
EEETE N [ o, Somatimas | 6 gl intig Agras
4 2:3tmes acay Hegirat Sometmes Vs otreouaty Hestiw
4 47 Bmes aday Neutat errs Semetmes | 63 gl ing Aginn
4 4.7 bmes 3 day Heutrat Somatmes ‘i, atreosaly
4 23bmeyacay Agree. 19k hase campaigs  Yes, obveously Metrat
4 Msrw s b et Agren
5 Agree ' ‘fea. otvioely Agree
5 L Ve, ool Agree
4 2.3 6mes 2 day Aot Sometmis Soenetimas | 8 gl 0 Aqree
3 Mazre ham £ limes whieh Newls Sevetmes Sometmes 1 8 gl iomg Nestiad
4 2.3 e 3 4y agine adseary e otrvmaty Swsrly s
4 2.3 tmes 2 day Heutral Sometmes Sometmes | 62 gel iniig Agree
4 ase e & e which Agree. Semebimn Toemelims | € gl ik Hesbisl
7 s 8 2y Hetiat Sartatinas Soerabes | 83 g intig Hestral
2 e m gy Disag a3 at an Hestrat
3 23 mmen &y Neuba sy en, trmaly Cmagers
4 23 bmes aday Heutral | skip thase campaigns | dan get ntrued at al Hestial
3 H dosanthamger. | arjoy Newbial Foretires 1t gel inbgued a lf Newbsl
323 e 3 cay [ Soeratiras ‘e otreomaly Mactin
3 WMcre han § tmes which Hearal | 3hp Fase Campags Y. oty Hestrat
3 Mste B & e which. Biguli 134 Ihese compagmy Vs, oty Nestis
4 Weare than & bmes which Cisagees !
4+ 2.3 tmes g say agree Somatmes Somatmes | 22 gl inig Hestia
3 4.7 peans 3 20y Sacogly Greagres Sormbimes Soratmes 165 el ing Agiee
3 Mcre than & limes which Agree Sometmes Someimes | 6a gel intig Aqree
3 23 e 2 ey Aqie Sermebmes s, obraly e
3 23 bee s sy Hasti Soratmas Soenatmes 184 g inig Nastrs
4 Where shan £ tmes whien Meciral Hansy Sometmes | 62 pel intg Disagres
433 s a g Dagien
& H dossnt hamper | anyoy Swangly Apree A ew. gty Swangly agres.
1 i doeemt harmpes | riay Swenghy Agree Her en, obrverealy Sxomy sgres
§ 1 dosant Rampas | anpsy SHangly gres Aiisys va, sttty Swzngly sgre
i b e i e

Migts
Mayte
Migta
Mt

{fi§fEifEiFTifiTiEEiiiiEfiEifEEEETie
el 1 | i TR SHE B

54



[ "

o sty e Bsectpar
4 Mare than £ times whieh Meubis

Maybe Ve
. 3 W Man £ e et Neutisl e Mayen
Masbe 4 47 bmes 3 cay sqree ey s
saayoe 3 23 4 cay nieuti ey )
Mayoe 323 tmes 2 gy Disagres Samatmes M
Ves 5 Mre than & lvnes which Disagres Hendy 1 gort et nbrgued al ab el ey
[T 423 bmas 3 20y N Somatmes Vo, ottty Hastrst Mugte
e 3 Mare han £ limes wheh Swenghy Dsagree  Haedy Sametmes | £ gel g Disagees. e
w SRTOTI IO MA0E 7830 Stustmed. T4 b g e . 4 4.7 bmes s day Agime Sorratmes. TS ottty agime e
] ABT07) 203518 2024 Stent 0.1 tme a week wayhe 3 47 tmes a say Agree ! e
w SH0TI D0 44 T34 Ermgicyen 8.1 e a ek taayne 323 b 4 sy Neubial e
w WO D ADS 1518 Stugent 57 tmes a week es 4 Mare than & times wihich Agree ' ies
4 22073204020 2930 Shutert R — Yeu 4 W doesnt harmpee, | arjoy Mokl Hrht e, oty Stromgly sgroe Magbe
" AR 0 4048 530 Shusanr ERp e 3 2.3 s 2y [ Seeratimas [y Swenghy sgies. e
m ABD023 204101 2008 Swisent 2.4 bmes 3 week Na 1 23 tmes asay Dasgee ages | at ab swengly Mo
e A7) 741 13 7830 Emgicyen 5.7 trmen 1 e aytn 347 b 3 cny Heutin Scrratiran o, oty agree -
i ABTOZI 04140 2530 Emsicyee 24 tmes a week es 4 47 bmes 3 gay agree Sometmes “ven. otvoeaty Agree Mayte
ik SRTOTITO AL 14 T4 Stutort. Mew Han S hmes 8 wee Wayte 3 M doesnthamper | eroy Neubal Sorrtmes. Wies, Obredualy Agres en
" AR HAIN 1120 Empeee 7 bmes a veek Maybe 2 23 mes a gay Heutral Hangty | alon't get mingued at all Agree es
v AR 204422 e Eusneasmin 11 e 0 ek e 123 temes 0 day Daages Handly Ldorft ot mbsgued of af Srongly Dinegree Mo
] LTI AEE 7020 Shsans 67 e & sk s 4 23 eman s day et Haamy 18501 Got trguad 310 Agras e
] £82023 204527 2630 Emgizyae Wsre han & tmes 2 wee Mayoe 3 aTemesasny Heutral Haey | e get mirgued al a0 Agree Maee
- W07 04413 2038 Shuseet 0.1 tre 3 ek Maytn 3 4.7 bean g cay ey Somatires | 2 gt e Dnagees o
" ABT0TI T0ATAS 2530 Emgioyee Wore man 5 tmes a wee o 1 Macte han & bmes which Agree 1 2y s
AN AT 21 P24 Stssnet 01 e a e, e 287 tes asay Gagees semetmes vea
AT DATET 200 Dusmessman 24 tmes a waek Wagbe 3 4.7 bmes 2 day Heutra | 8k trase campagrs | Sont get nirgued at bl Newtra Maybe
4B 20 4848 2020 Shudent 57 bimes o ek Vew 14T b a day Swoegly Dsogree  Handy 1dor oot inbrgued al of Skongh Diswgree  Mibe
ARTOTI IO AFIT 224 tutart A bmas 8 ek [ 11 Sekant Barrpae | A0y A Mayte
480021 205034 2530 Emsisyee Mhsre man £ imes 3 wee s © 230mes asay Dsagee Sometmes | Sont et mirgued atab Swengly Disagrse  Mayee
w AR 2087 11 7830 Stcnnt 0.7 bime vk [ 167 bmes aay Dasgen ety e ot e a1 38 Sworgy Dinagres Mo
i SE0) 205075 2530 Steent 24 tmes 3 week o 7 2.3 bmes a say Heutral Sometmes Sometimes | 60 gel inirig Srongly agree, Hewral Mo
i A2 05051 2024 P 1 B ek sayte 4 Misen Mt & mes it Newba o
- ARD02) 1096 3130 Hamemaker 11 time a week wate & 2.3 bmes a day Hewiral Sametmes es. obvosaly Heutral es
e Ssent Whote B & leres & e Vi 3 Mors then & limes which Nekl ] Sormatines | €9 ot inkg Mewbis Mibe
AR 2T 224 ] 24 B 3 et e El gl Dhbag Sonabiy e
w 08 2004 Sweent Mare man & imes 2 wee Maybe 3 Maerm han  fmes whien Meulral Sometmes Sometmes | 6 pel ing Agiee Magne
[ AT 211301 2028 Stucwrt 5.7 bmas 4 e ayr 3 Mst Mo i et Rputeal Sommtaran Sorvmberas | 8 gl i dgien Migtn
" ABTOIILITIT 1508 Shugent 57 tmes 2 week Mayoe 3 Mare than & bmes which Neuliat Sometimes Sometmes | 50 get iorg Agree Mayoe
s a0z 213 230 Emplojon Busnsssman 0.1 e 8 wriek e 4 2.3 e a cay et ey Vo, tvacusly, Sormabera S¥eegly doree ou
w A6 212146 2530 Emplysn 01 time a week Mayoe & 1 dossn’t hamper. | argoy Agres Ay en obvoualy Sarengly agiee. e
£ $sman 2 800 28 30 BN e e e = o, e b bt e
- | &
[ ] e I : 5 : I B = I 0 i 3 X
Timestamg Whit s your e range? Qccupsion Haw many imes @ woek, Do yau believe that facd) On & scals fram 1 % 5 he Haw many times faodais Does Rotpende's anline Do yau erjoy the campsl Amizing Secmnts. voue Faceback poa up siz g1 Da yau ik fpdmamen's seniriatan in year day (o dey e sianifcmn?

42023 212514 2550
482023 212605 2024
43023 212632 2034
482023 212954 2028
42023 719312 2024
w2028 713714 2024
42023 214250 20 24
462023 21:44:36 2024
w2028 2157:52 2530
482028 221047 2530
42023 221208 2024
42023 221708 2024
482023 223233 2024
462023 220527 2024
462028 224254 2024
4202 72 4553 2550
w2028 224756 20 24
482023 225357 2024
452023 225806 2024
482023 730026 2028
4023 739534 2024
482023239714 20 24
4712023.0:0358 20 24
47202303951 2024
47202304955 2024
71202305251 2530
47202512143 20 24
412023 12353 20 24
477202313025 2024
4712023 15544 2024
42023 20932 2020
wanasa 26s 2030
42023 6.40001 2024
4712023 64430 20 24
402385721 2024
472023 101204 1518
472028 130250 2024
472023 130538 20 24
472023 18:00:10 2024
472023 160335 2024
472023 180543 2024
472028 189950 2024
a72028 185208 2024
42023 191520 20 24

Erpayee 2.4 limes = weeks Maybe
Swden, Employee 24 limes o week Yes
Student Mare than 8 Simes 3 wee Maybe
Stugent 2.8 s 3 woek e
Stugent 01 lime 2 week Yes
Stuent Ha
Sutent Yes
Stugent Maybe
Stusenl, Employes Maybs
Stucent Yes
Stuent Yes
Sttent Yes
Stugent : Maybe
Sluent 01 lime & week Maybe
Stusenl, Employse | 01 lime 2 week. Maybe
Stuent 2.8t = week Maybe
Stusent, Employes |57 tmes & week Yes
Stugent 01 lime 3 week. Yes
Stugent 01 time 2 week e
Stugent 01t 2 week Maybo
Stugent 24 times = week Maybe
Stuent 07 time. o week Maybe
Sutent 1 time s weak iyt
‘Stutent Zdumesaweek Vs
Stuar 28 lmes 2 week Maybe
Empiayee 01 lime 3 week. Maybe
Stuent 07 time a week Moyt
Stutent 01 time s week Mayr
Stugent 01 time 2 week Maybe
Sluent 01 lime & week Na
Stugent 01 tme 2 week. Maybe
Stusent 07 time o week Mayte
Suert 01 time s week Yes
Swgent 01 time s week. Moyt
Stugent 01 lime 2 week Myt
Stugent 01t 2 woek e
Stugent 01 lime 2 week Yes
Stuent 57 times = week Ha
Sttent 1 time s weak Yes
Stutent 2dumezzwech Ve
Stuar More tran 8 fmes 3 wee Yes
Stucent 2t s 3 week Ha
Stuent 07 lime 2 week Maybe
Sttent 01 time s week Misye

323 times o gay e
4 2-3 times a day hgree

3 More than 8 smes which Strangly Disagees
427 times 2 day Neuta

323 times 2 sy Dimagree:

32 3iimes s say e

147 times o day

| Swongly Agres
Meuiral

Agee
323 limes 2 day. Neulat
1 More than 8 mes which Sirangly Disagres
523 times = day. Agree
347 limes o day. Heutrl

3 More than 8 fimes which Neulral
3 Mare han 8 Smes whish Neulral
3 More han 8 tmes which Disagres
4 More than & Smes which Agree

3/2-3 limes a day. | Agree
347 times a cay Strongly Agree
9 2.3 limes = day Dizage

3 23 limes = day. Agree

323 limes = day. Agree

4 Mare than 8 mex which Sirongly Disagree
4.l doen't hamaer, | erjay Agree

3 Mare than 8 mes which Strongly Disagree
23 limes 2 day.
323 limes o day
447 times = day. Meutral
4 More than 8 ey which Disagree
4 Mare than 8 mes which Agree

S 1o hamger, | erjay Agree

Strongly Disagree.
ree

2 23 times 2 day Neutra
447 times 5 day Heutral

447 times 5 sy Dizagree

123 times a day Meutal

5 lLdoosnt hamaer, | erjay Songly Agree
223 times = day et

3 23times sy Agree

4 Mare than & smes which Newiral

4 2.3 times 2 cay | hgre

4 Mare than 8 fimes which Neulral
2 Mare than 8 gmes which Strongly Disagees
3 23 times 2 sy Neutial
323 times o day Neural

Ay
Sornatmes
Sornatmes
Sonetmes

Hariy

iy

Ay

| skin Frose camgaigns
| hip Frose campaigns
arsy

I skip s campaigns
Somesmes

| shin Ev03e camgaigns
I skip those campaigns
1 ship Frose campaigns
1 skip Brose campaigns
Err—
Hardy

Alwayz

1 hip Frose camgaigns
1 ki Evose campaigns
Somasmes

| ship trose cmpaigns
| zkin Frose camgaigns
| hip Frose campaigns
| sk Brose camgaigns
I skip s campaigns
Somasmes

1 ship Ev03e camgaigns
I ki those campaigns
Sornesrn
Fardy
Ay
ardy

Somesmes

Somesmes
) £kip oge campaigns
Harsty

Somatmes
Somesmes

| hip Brose campaigns
Ay

I kip those campaigns
[Prpr—

Ve, abviously Meuirai
Somesmes | do get inrig Agrer

| Yes, abvicusly, Scmetimy Disagree
‘Somatimes | do gel inig Agre
Somesmes | dogel i Disagree:
Sometmes | o get inrig Neuirsl

1 dont et inigued at all Strongly Disagree,
Sometmes | do gel inirig Disagree.

e abvicusly, Somatem Agree

Yo, abvicusly Mewtral

| ot gt intrgued st all Strongly Dissee
Somatmes | do get inrig Dizagree.
Somesmes | do gel inrig Agrer:
Semetimes | do gel inkig Diagree.
‘Somatmes | do gel iz Neubal
Sometmes | do gel inirig Disagree:

Ve, abviousiy, Somatm Neursl

t Meutral
‘Sometmes | do gel g Dagres

Sornesmes | do gel g Neulrat

Somebmes | 5o gel niig Newlral

1 ' gt invigued atall Strongly Disagree
‘Somatmes | da gel inirig Neulral

| dontt et intigued atall Sirongly Disagres

| dont getintigued at il Stongly Disagree
Sometmes | o gel iz Strongly agree, Agree
Sometmes | do gel g Stongly ager
‘Stornesmes | do get inirig Strongly Disagrme.
es, avicusly MNewtral

Sumetmes | da gel nlig Disagree

Stmetmes | do gel nirig Neulrt

Ve, iy Neutrst

Somesmes | do gel g Newrra!

Sometmes | do gel nirig Neutral

es, abizsly Songly agee
Sornesmes | do gel g Newlral

e, sy Dizagree

21 o get g Newtrs!

Ve, abwiousy, Sometion Stongly agree, Agree
Semetmes | do gel inkig Disagres

Seeme

Yes, atwiously Agren
‘Sometmes | o gel inirig Neulral
Sematmes | do get nirig Dizagree

i

| Maybe

55



