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Abstract: 

Swiggy, a popular food delivery platform in India, launched a unique digital 

marketing campaign in 2019 called "Voice of Hunger". The campaign 

involved using artificial intelligence (AI) and machine learning (ML) 

algorithms to analyse customer behaviour and personalize the food 

recommendations.  
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Introduction: 

Swiggy is a popular food delivery platform in India. The company was 

founded in 2014 by SriharshaMajety, Nandan Reddy, and Rahul Jaimini. 

The platform allows users to order food from restaurants and cafes in their 

area, and have it delivered to their doorstep. Swiggy has been able to grow 

rapidly in India due to its user-friendly interface, quick delivery times, and 

reliable service. However, with increasing competition in the food delivery 

market, Swiggy needed to find ways to differentiate itself from its 

competitors. In 2019, the company launched a unique digital marketing 

campaign called "Voice of Hunger" to address this challenge. 

Background 

Swiggy was facing several challenges in the highly competitive Indian food 

delivery market. The company was facing stiff competition from other 

players such as Zomato and Uber Eats. These players were offering similar 

services and were also expanding rapidly across the country. Swiggy needed 

to find ways to differentiate itself from its competitors and retain its market 

share. 
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Problem 

One of the main challenges faced by Swiggy was how to personalize its food 

recommendations for its users. Swiggy had a large user base, and each user 

had different preferences and tastes. Swiggy needed to find ways to 

understand its users' preferences better and offer personalized 

recommendations. The company had tried several methods to personalize its 

recommendations, but these methods were not very effective. 

Through Process 

The marketing team at Swiggy came up with the idea of using artificial 

intelligence (AI) and machine learning (ML) algorithms to analyze customer 

behavior and personalize food recommendations. The team called this 

campaign "Voice of Hunger." The aim of the campaign was to provide users 

with personalized food recommendations based on their previous orders, 

food choices, and delivery location. 

Solution and Expected Outcome 

The "Voice of Hunger" campaign used AI and ML algorithms to analyze 

users' behavior and preferences. The algorithms analyzed various factors, 

such as the user's previous orders, search history, location, time of day, and 

day of the week. Based on these factors, the algorithms would suggest 

personalized food recommendations to the users. 

The expected outcome of the campaign was to increase user engagement, 

increase the number of orders, and improve customer satisfaction. Swiggy 

expected that the personalized recommendations would make users more 

likely to order from the platform, and that this would help the company 

retain its market share and gain an edge over its competitors. 

Features of the Campaign 

Here are a number of the important thing functions of Swiggy`s "Voice of 

Hunger" marketing campaign: 
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Humorous and relatable movies: The marketing campaign featured a 

sequence of movies that used humor and relatable conditions to hook up 

with clients. 

Customer engagement: The marketing campaign covered numerous 

purchaser engagement tasks inclusive of contests and challenges, 

encouraging clients to proportion their personal starvation memories and 

experiences. 

Collaboration with eating places and meals influencers:Swiggy 

collaborated with famous eating places and meals influencers to create 

unique menus and meals recommendations, supplying clients with a much 

wider variety of options. 

24/7 meals transport: The marketing campaign highlighted Swiggy`s 24/7 

meals transport service, positioning the emblem because the go-to 

alternative for late-night time cravings. 

Viral marketing: The marketing campaign generated quite a few buzz on 

social media, with the movies being shared broadly and accomplishing a 

huge audience. 

Overall, the "Voice of Hunger" marketing campaign turned into aa hit 

instance of the way a emblem can hook up with clients thru a relatable 

human perception and create enticing content material that resonates with 

their goal audience. 

Promotion of Swiggy's "Voice of Hunger" Campaign 

Swiggy`s "Voice of Hunger" marketing campaign turned into promoted via 

numerous channels to attain a huge audience. Here are a number of the 

methods wherein the marketing campaign turned into promoted: 

Social media: The marketing campaign films had been shared on Swiggy`s 

social media channels, which includes Facebook, Twitter, Instagram, and 

YouTube. The business enterprise used social media to construct buzz 

across the marketing campaign and inspire clients to have interaction with 

the brand. 



 

20 
© 2019, IRJET Volume: 02 Issue: 06 | June-2019 

Influencer advertising and marketing:Swiggy partnered with famous 

meals bloggers, vloggers, and influencers to sell the marketing campaign 

and attain a much broader audience. The influencers shared their studies 

with Swiggy`smeals transport provider and advocated their fans to take part 

with inside the marketing campaign. 

Email advertising and marketing:Swiggy despatched out e-mail 

newsletters to its subscribers, highlighting the marketing campaign and 

inspiring them to take part in contests and challenges. 

Offline promotions:Swiggy additionally promoted the marketing campaign 

via offline channels which include billboards, flyers, and activities. The 

business enterprise prepared meals fairs and pop-up activities in numerous 

cities, supplying clients with a hazard to attempt out Swiggy`s meals 

transport provider and have interaction with the brand. 

Public relations:Swiggy`s "Voice of Hunger" marketing campaign turned 

into protected significantly via way of means of the media, which includes 

on line publications, newspapers, and TV channels. The business enterprise 

additionally issued press releases and statements to sell the marketing 

campaign and construct focus across the brand. 

Overall, Swiggy`s "Voice of Hunger" marketing campaign turned into 

promoted via a mixture of on line and offline channels, leveraging the energy 

of social media and influencer advertising and marketing to create buzz and 

have interaction with clients. 

Communication strategy 

Swiggy`s "Voice of Hunger" marketing campaign become released to inspire 

human beings to meet their starvation cravings with their preferred meals. 

The marketing campaign become aimed toward highlighting the ease of 

ordering meals on line thru Swiggy`s platform. The conversation approach 

for the marketing campaign become designed to attain a huge target target 

market and generate buzz on social media. 

Teaching Notes:  
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Learning objectives: 

 To understand the importance of personalization in digital marketing 

campaigns 

 To analyze the impact of artificial intelligence and machine learning 

on marketing strategies 

 To evaluate the effectiveness of Swiggy's "Voice of Hunger" campaign 

in achieving its marketing objectives 

 To apply the SERVQUAL model to identify and address service gaps in 

marketing strategies 

Introduction: 

Start by introducing Swiggy as a popular food delivery platform in India. 

Provide some background information on the company, such as its mission, 

target audience, and key competitors. Explain that Swiggy launched a 

unique digital marketing campaign in 2019 called "Voice of Hunger" that 

used artificial intelligence and machine learning algorithms to analyze 

customer behavior and personalize food recommendations. 

Problem: 

Explain that Swiggy faced a challenge in providing personalized 

recommendations to its customers, which is a key differentiator in the 

highly competitive food delivery market. The company needed a marketing 

campaign that would not only engage customers but also improve their 

overall experience with the platform. 

Marketing strategy: 

Discuss how Swiggy's marketing team came up with the "Voice of Hunger" 

campaign as a solution to the problem. Explain how the campaign involved 

using AI and ML algorithms to analyze customer behavior and personalize 

food recommendations. Provide details on how the campaign was executed, 

including the use of voice assistants, interactive billboards, and social media 

ads. 

Expected outcome: 



 

22 
© 2019, IRJET Volume: 02 Issue: 06 | June-2019 

Explain that the expected outcome of the "Voice of Hunger" campaign was to 

increase customer engagement, improve customer satisfaction, and 

ultimately drive more sales for the company. Provide some data to support 

these expected outcomes, such as expected increases in website traffic, 

social media engagement, and sales revenue. 

Actual outcome: 

Discuss the actual outcome of the campaign and compare it against the 

expected outcome. Provide data on the campaign's impact, such as 

increases in website traffic, social media engagement, and sales revenue. 

Also, discuss any challenges or issues that arose during the campaign, such 

as service gaps in the reliability and tangibles dimensions identified by the 

SERVQUAL model. 

Service gaps and solutions: 

Introduce the SERVQUAL model and explain how it can be used to identify 

and address service gaps in marketing strategies. Apply the model to 

Swiggy's "Voice of Hunger" campaign and discuss any service gaps that may 

have existed, such as reliability and tangibles. Provide solutions that could 

have been implemented to address these gaps, such as a feedback 

mechanism for inaccurate recommendations and improved delivery 

processes. 

Discussion: 

Apart from social media, Swiggy extensively utilized conventional advertising 

channels, along with out of doors marketing and marketing and tv 

advertisements, to attain a broader target target market. The employer 

positioned hoardings and billboards in high-site visitors regions throughout 

essential towns in India. The tv advertisements featured famous celebrities 

and showcased the convenience of ordering meals on line thru Swiggy. 

Overall, Swiggy`s "Voice of Hunger" marketing campaign`s conversation 

approach become designed to create a buzz on social media and attain a 

much broader target target market thru conventional advertising channels. 
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The messaging become centred on convenience, humour, and reliability, 

making it notably powerful in connecting with the target market. 

 

SWOT Analysis: 

Strengths: 

 Swiggy's use of AI and ML algorithms to personalize food 

recommendations was a unique and innovative approach. 

 Swiggy's strong brand image and reputation as a reliable food delivery 

platform helped in promoting the campaign. 

 Swiggy's multi-channel approach, including social media, email 

marketing, and influencer marketing, helped in reaching a wider 

audience. 

 A large audience was touched by the campaign's successful 

highlighting of the emotional bond that people have with their 

favourite cuisine. 

 Short movies and memorable tunes were used to build a strong brand 

image and raise brand awareness. 

 Due to the campaign's timing and rollout over the Indian holiday 

season, engagement and sales were boosted. 

Weaknesses: 

 Swiggy's dependence on technology for food recommendations may 

have been a barrier for customers who preferred to make their own 

choices. 

 The personalized recommendations were limited to a certain extent as 

the algorithm could only analyze the customer's past orders and 

behavior on the app. 

 The commercial fails to emphasise the practical advantages of 

Swiggy's meal delivery service and instead focuses heavily on 

appealing to emotions. 
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 The campaign's emphasis on choosing unhealthy foods, which can 

have detrimental effects on one's health, may turn off some people. 

 The campaign does not use any other marketing channels, such as 

influencer marketing or experiential marketing, and is primarily 

focused on internet and offline advertising. 

Opportunities: 

 The success of the campaign can inspire other food delivery platforms 

to adopt similar AI-based approaches. 

 Swiggy can continue to improve and refine its algorithms to provide 

even more personalized recommendations to customers. 

 Swiggy can increase the "Voice of Hunger" campaign's reach by 

working with bloggers, influencers, and celebrity chefs to produce 

more interesting material. made by a user. 

 In keeping with the expanding health and beauty trends in India, the 

ad might be expanded to promote healthier dietary options. 

 Swiggy may use the campaign to differentiate itself from its rivals and 

portray itself as a company that recognises the sentimental value that 

consumers attach to food. 

Threats: 

 Competitors may also adopt similar AI-based approaches, making it 

difficult for Swiggy to differentiate itself in the market. 

 The use of AI and ML may raise privacy concerns among customers 

who are wary of their personal data being shared. 

 Similar ads from rivals like Zomato and Uber Eats may lessen the 

impact of Swiggy's "Voice of Hunger" campaign. 

 A brand's reputation might be harmed by negative publicity or health 

issues associated to eating poorly. 

 Campaign success may be impacted by alterations in consumer 

behavior, such as a shift towards home cooking or eating out. 

Case Discussion Points: 
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 Advantages of personalization through AI/ML algorithms: The case 

highlights the effectiveness of using AI and ML algorithms to 

personalize food recommendations for customers. This approach can 

help to enhance customer experience and increase customer 

satisfaction. 

 The role of digital marketing in promoting the campaign: Swiggy used 

a combination of social media, email marketing, and influencer 

marketing to promote the "Voice of Hunger" campaign. This approach 

helped to reach a wider audience and generate interest in the 

campaign. 

 Measuring the success of the campaign: Swiggy saw a 30% increase in 

app downloads and a 25% increase in orders. These metrics 

demonstrate the effectiveness of the campaign in driving customer 

engagement and increasing sales. 

 Potential challenges: There may be challenges with the 

implementation of AI and ML algorithms, such as ensuring data 

privacy and accuracy of recommendations. Additionally, there may be 

challenges in managing the influencer marketing aspect of the 

campaign, such as finding the right influencers and measuring the 

impact of their promotions. 

 

It is possible that there may have been some service gaps in Swiggy's "Voice 

of Hunger" campaign. The SERVQUAL gap analysis model can be used to 

identify and address any service gaps that may exist in a company's 

marketing strategy. 

The SERVQUAL model identifies five dimensions of service quality that can 

impact customer satisfaction: reliability, responsiveness, assurance, 

empathy, and tangibles. By evaluating a company's performance in each of 

these dimensions, the model can help identify any gaps between customer 

expectations and the actual service provided. 

In the case of Swiggy's "Voice of Hunger" campaign, there may have been 

some service gaps in the reliability dimension. While the personalized 



 

26 
© 2019, IRJET Volume: 02 Issue: 06 | June-2019 

recommendations were effective for most users, there may have been 

instances where the algorithm did not provide accurate recommendations. 

This could lead to customer dissatisfaction and a decrease in trust in the 

reliability of Swiggy's service. 

Additionally, there may have been some service gaps in the tangibles 

dimension. Swiggy's delivery partners may not have always delivered food in 

a timely manner or the packaging quality may not have been up to the 

customer's expectations. This could lead to dissatisfaction and a decrease in 

the perceived quality of Swiggy's service. 

To address these gaps, Swiggy could have implemented several strategies 

based on the SERVQUAL model. For example, to improve reliability, Swiggy 

could have implemented a feedback mechanism for users to report any 

inaccuracies in their recommendations. The company could also have 

improved its delivery process to ensure that food was delivered on time and 

in good condition. 

To address any gaps in the tangibles dimension, Swiggy could have invested 

in better quality packaging and trained its delivery partners to handle food 

with care. Additionally, Swiggy could have offered compensation to users 

who experienced any issues with their delivery or food quality. 

Conclusion:  

While the "Voice of Hunger" campaign was successful overall, there may 

have been some service gaps that could have been addressed through the 

SERVQUAL model. By implementing strategies to improve reliability and 

tangibles, Swiggy could have further improved the customer experience and 

gained an even greater competitive advantage. 

The "Voice of Hunger" campaign by Swiggy is a great example of how 

businesses can leverage technology and digital marketing to enhance the 

customer experience and drive business growth. By using AI and ML 

algorithms to personalize food recommendations and leveraging digital 

marketing channels to promote the campaign, Swiggy was able to increase 

app downloads and orders. However, businesses must also be aware of the 
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challenges and limitations associated with using technology and digital 

marketing. By addressing these challenges, businesses can maximize the 

benefits of using technology and digital marketing to improve customer 

satisfaction and drive business growth. 
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