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KeyPoints:

DigitalTechnologyismosteffectivecommunityconversation

Facebook,Instagram,Youtub,Google,emailaretheeffectivemeansofcommunications.

Pinterestisalsonewbeautyaspirationplatform

Inthislockdownwholeuniverseisusingdigitaltechnology.LikeGoogleisthe1stintent

toalltosearch.

Nowadaywhatweseewehavedifferentavenuestodisplayadvertisement.

TOBUILDTRUSTandeffectivelycommunicatethesituation.

 Keytocommunicationstrategy:

Buildtrust

Breakthemyth

Education

Transparencyandclarity

TherearetwotypesofMarketing,digitalMarketingandTraditionalMarketing.

 InTraditionaladvertisinggivesuslessreturns,e.g.hoardingsarenotgoingwell

inmonsoons.

WHATISTRADITIONALMARKETING

 BlanketCost

 Notangibleeffectiveness

 Payingforeyeballsbuttheeyeballsaregoingtoconsiderablyreducegiventhe

currentcircumstances.

BENEFITSOFDIGITAL

 Granularinterestlevels

 Changeincustomerpatterns

InIndiadigitalpopulationisapproximately688millionasofJanuary2020.
‘SCROLLINGISTHENEW SMOKING’(Peopleareopeningmultipletimeonlyfor
scrolling)

 WhatsAppisthe‘New’NewsChannel

 Effectivenessofcampaign

 Trackinganalytics

 Analysingengagementlevels



 Mediauseasaneffectivemeans

PERCEPTIONVSRECEPTION

 Consolidateatagrouplevel

 Talktoourpreviouscustomersviasocialmedia

 BreakthemythoftheIndustrytotelltherealstory

 Usingthistochangetheperceptionintheconsumer’smind

BUILDINGTRUST

 FindingopportunityinAdversity

 Constructionupdates

 Communicatethatthesalesareongoing

 Communicatethedeferredproject/completionplan

SALESSTRATEGY

Innext4-6months’salesaregoingtobelow.

 InRealEstatenextcoupleofyearconsumerneedtocustomisetheinteriorofthe

project,usethistechnologytodoso.

 Digitalmarketingischeaperthanthetraditionalmarketingandmoreeffective

 Changetheformatofadvertising(useIpadgivedemotocustomer,show

footageofinternalarea;3Dmapetc.)

OBJECTIVE–TOSTAYRELEVANT

 Lookingfordifferentconsumerpattern

 Wehavetoseeallcategoryofpeople

 Tomoveinfutureadvertisement

SALESFUNNELSTAGE

Followingarethetopprocess

1.Awareness

2.Interest

3.Consideration

4.Intent

5.Evaluation

6.Purchase

AVENUESTOADVERTISE

 Alwaysunderstandthecycologyofuser

 Whateveradvertisingshouldbereachtorelevantpeople

 Spreadpositivityisveryimportant

 InRealEstateweneedtosaleexperiencemoderndayoftechnology.

 Userwanttoseemore,usedigitaltechnologywithlaunchingofbrochuresof

project


