Do’s & Don’ts OF MARKETING
AFFORDABLE HOUSING PROJECTS




G‘ @ Brand Positioning

« Brand positioning remains highly crucial to face the cut
throat competition in the highly volatile and dynamic
markets.

« Abrand can only succeed if it is able to capture a unique
and specific image and position in relation to its
competitors.

« The main dimensions of branding are brand positioning
and brand image.

 Both are the psychological attributes but play a crucial
role when it comes to success or failure of a brand in
market

 Positioning is a marketing method for creating the
perception of product, brand or identity. Positioning is
where your product's image is placed in relation to image
of your competitor‘s products.

« Brand positioning is the sum of all activities that position
the brand in the mind of the customer relative to its
competition.

 Positioning is not about creating something new or
different, but to manipulate the mind set and to retie
existing connections

« The product can be a leader in the market, when the
product attributes are coupled with marketing efforts.



9 @) TATA NANO - A CASE STUDY

Ratan Tata announces his vision
of the small car. Says ideal price level of an affordable
family car should be about $2500 or 31 Lakh.
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Tata motors Ltd.- Brand established
in INDIA announces
it’s another milestone-A SMALL CAR



9 @) TATA NANO - A CASE STUDY

« Tata Nano popularly known as people‘s car was
launched — it was not just a business opportunity, but
also a tool to improve quality of lives of millions of
Common Indian who were facing the dangers of fast
paced roads and everyday were being exposed to
accidents due to non-affordable four wheelers.

« The Tata Nano is a small car manufactured by Tata
Motors made and sold in India. Nano was initially
launched with a price tag of 100,000 (USS1,600)
which was ultimately increased with time. Designed
to lure India's burgeoning middle classes away from
two-wheelers, itreceived much publicity




9 @) TATA NANO - Failure Reasons
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9 @) TATA NANO - Failure Reasons
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9 @) TATA NANO - Failure Reasons
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Looks like it might be the end of the road for Tata
Nano

The entry-level car developed by Tata Motors, envisaging a safer and affordable two-wheeler alternative to familfies,
sold just three units last month
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9 @) TATA NANO - Failure Reasons

Ratan Tata had admitted that the company made the
mistake of
promoting the Nano as ‘THE CHEAPEST CAR’

Without a customer’s context even A GREAT
PRODUCT CAN FAIL.

Indian Customers want ‘VALUE FOR MONEY’, they
want key features but at a certain value and this is
where the NANO missed consumer aspiration.




9 @) AIR DECCAN (2003-2008)

“I want every common man in India fly”

eCapt.Gopinath is credited with opening up the
aviation industry with India’s first low-fare carrier called

Air Deccan.
eAir Deccan was India's South West Airlines. It made air

travel affordable and many Indians had a chance to

experience traveling ina plane..
eKingfisher took over this brand followed by rebranding it

as Simplifly Deccan
eKingfisher got a larger marketshare to fight Jet Airways.

More over Air Deccan was creating huge problems for full

service airlines.
eThe death of this brand is a huge loss. All airlines have

jacked up prices, cut many routes and scaled down their

operations.
eCapt. Gopinath was very close to starting Air Deccan

Version 2, with a bunch of foreign investors early this year.
The investors developed cold feet after the surprise launch
of the much stronger AirAsia-Tata LCC.
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AIR DECCAN

Simplifly




9 @) AIR DECCAN (2003-2008)

The Reasons for Failure of Air Deccan

Problems of Micro-management — Non Delegation
of Authority

Mucked up operations - Operational mess due to
which it acquired a bad reputation for cancellations,
lost bags and very poor on time performance.

Poor Organization Structure/ Processes

Slow response to external changes - The airline
business is complex anywhere in the world and even
more so in India. It burns cash fast, is highly regulated
and produces a commodity that is worth nothing if not
soldintime
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AIR DECCAN

Simplifly




9 ®) concLusions

Dos & Don’ts of Marketing, Branding
& Selling of Affordable Housing




9 @) concLUSIONS-DO’S

Know Your Buyers WELL : Market Research

e Understand their needs, priorities, demands of the

TargetAudience.
e Know your competition well.
e Find out and fix the differentiation between our

productand competition.

Failure to identify underlying motivation:

morality,
creativity,
spontaneity,
problem solving,

[
gt

Self-actualization

self-asteem, _
confidence, achievement,
respect of others, respect by others)

/ friendship, family, sexual intimacy \

" security of body. of employment, of resources,
- of the of health, of proparty

Esteem

Safety

Physioclogical /£
Figure 2 Theory of Hierarchy of Needs



9 @) concLUSIONS-DO’S

Design your Product well:

e Aspertheresult of Market Research
e  Sustainability of the business Model
e (Costof production, profit margins

Product Leadership

» Best product

=  Product innovation
»  Flexible production
« RA&D is domirant

Customer intimacy

Laoyal customers
Bes| customer solution
Innovation at cusiomer lavel

CRM is dominant

Operational excelence
Reliable product

Lowest cost price

Ease of use / convenience
Logistlc is dominant



9 @) concLUSIONS-DO’S

Brand Positioning

 Hire AbestAdvertising Agency

« Have a very strong USP ( Unique selling
Proposition) and Differentiator e.g. Value for
money

 Create a strong perception about your product by
designing high quality marketing collaterals like
brochures, site brandings, brand language &
communication but should be understandable and
easily convincing the target group.

WHAT
CUSTOMERS WANT

WHAT YOu
HAVE TO OFFER

WHAT COMPETITION
HAS TO GIVE




9 @) concLUSIONS-DO’S

Marketing of a BRAND

Plan and Monitor- 360 degrees marketing and
sales campaign which can be easily penetrated,
understood & influence this segment. e.g. ads in
local news papers, outdoor media like hoardings,
bus and auto panels, and radio channels.

Sell the Surroundings — while advertising give
importance to surroundings and basic amenities
around the project, e.g. schools, colleges, market
area , hospitals, amenities in projects like open
areas, community space gardens etc.

Always highlight the point ‘ how buying this
product is going to change their life positively
‘in all the communications.




9 ®) CoNCLUSIONS-DO’S

Strong Sales and Marketing Team

e Strong Marketing Team - to handle these
prospective buyers.

e Tobeinarole of Councilorthan a Seller

e Make the Customerfeel important.

e Clear and Simple Messages with no Ambiguity —
To maintain transparency in the whole process of
buying and sellingto gain theirtrust.
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9 ®) CONCLUSIONS-DON’Ts

NEVER PROJECT YOUR PRODUCT AS
CHEAP OR CHEAPEST

Do not make the marketing material cheap or
non classy which will make them feel that
they are buying a cheap home with cheap
specifications of low quality

Do not use the language in your marketing
communication which can’t be understood
by the target buyers where it will look un
achievable forthe TG




9 ®) CONCLUSIONS-DON’Ts

Avoid Typical Sales Talk - Do not treat
the prospective client casually , and
create confusions

Do not hide the facts
Do not use any Advertising Media

which is beyond the reach of your target
audience.

Do not focus only on Press and digital
marketing’
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Call: 8657773377

CORPORATE OFFICE; 107, Lokus Plaza, Opp, Karishma Society, 0ff Karve Rd, Kathrud, Pung 36
SITE: 5, Mo, 422-422A, Opp, Vulkan Tochmologies, Lavasa Road, Firangut-Urawade, Pune 432108

HE= fvastushodh | wwwvastushodh.co.ln




9 @) BRAND LANGUAGE
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9 @) BRAND LANGUAGE

PRESENTING FIRST-EVER
VALUE HOMES BY VASCON.

AN INVALUABLE DPPORTUNITY FOR YOLUL AT KATVI, TALEGADN

#VASCON

GOOD
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PROMISE
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9 @) BRAND LANGUAGE
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LUXURY HOME
AFFORDABLE PRICE

Sector 10, Greater Noida (West)

ATS presents HomeKraft.




9 @) BRAND LANGUAGE

©) SIGNATURE"
) GLOBAL

HEALTY. ALY, MERFOH I TY

Designed by Padmabhushan
HAFEEZ CONTRACTOR

First Low Rise Floors (G+2)

1 BHK Starts @15.60 LAKHS
2 BHK Starts @21.60 LAKHS

b

at Sector 35, Karnal

Call : 8510 920 920




CREDAI NATIONAL - AFFORDABLE HOUSING COMMITTEE

CREDAT

Mr.Shantilal Kataria

Chairman, Affordable Housing Committee

Credai National
President, Credai Maharashtra
Email- i i i

Mr.Majid Kachhi

Convenor, Affordable Housing Commitlee
Credai Maharashtra

Email:- kachhigroup@gmail.com

Mr.Suhas Merchant

Chairman, RERA
ILegal Committee Credai Nationall
Email:- stmerchantidvsnl.com

Mr.Mayank Modi

Credai NCR-Delhi

Mr.Sanket Shah

Credai Ahmedabad , Gujarat

Supporting Partner

Contact Us:
CREDAI

Mr.Sachin Kulkarni

Convenor, Affordable Housing Committee
Credai National

Email:- sachinfivastushodh.co.in
Mr.Dilip Mittal

Convenor, Construction Cost Committee
Credai Maharashtra

Email:- dilip@mittalbrothers.com

Mr. Pankaj Kothari

Member Affordable Housing
Credai National
Email:- parkeakl@dgmail.com

Mr. Suresh Patel

Credai Surat, Gujarat

Mr. Sarvesh Javdekar

Credai Pune Metro

State Bank of India

THE BANKER TO EVERY INDIAN

5th Floor, PHD House, 4/2 Siri Institutional Area, August Kranti Marg, New Delhi-110016

Tel: (011) 43126262/ 43126200 / Fax: +91 11 43126211 / Email: info@credai.org

Disclaimer :- The information contained herein is of a general nature and is not intended to address the
circumstances of any particular individual or entity. Although we endeavour to provide accurate and timely
information, there can be no guarantee that such information is accurate as of the date it is received or that
it will continue to be accurate in the future. No one should act on such information without appropriate
professional advice after a thorough examination of the particular situation.



