DIGITAL MARKETING STRATEGY
FOR REAL ESTATE

Boost Brand Visibility, Generate Leads, Convert Buyers into Customers

. " -
s W i‘"’ _ Increase Brand y Generate Quality 4 Convert Leads
T M il e re ' =
SR s gl b i Awareness Leads to
R ol || s ] g = TIp——
o / % .I | :q= 3 :‘;p -~ Boost online visibility Attract & capture _ _ ¥
ﬁ"':/ i "I y i *: 0 & reach target audience mterested pruperty buyers:.. _for hrgher sales cunversmns t*’r‘"‘i-__ ’
o : I} i s ! . o e e ey
| il = _ Wl h,_i. - hﬂ*" - = "'..:.':. - o -*"_r_i.', "5,- Py ¥ L '" : 1-"'"_. e ol
. r.. i = 3 :T: ; :-;- . "'" *‘Eﬁ“ .:d.m- m m*ﬁ— ':":;L“'I - n’_-'.'.-:_‘f;..f _.,Ef::,f.ln_.:_;-__;__.' F:.""'. v,
..ﬂ“:r-"'" - : J ; Tapd : i hﬁhhr,ﬂlﬂ‘.: "'"' - 'J'h:';' - 3




3
|

4
= ’H‘ -

T

|

;|
|

:

:

=
n
g
I
L]
H .

-'!E" I
. R I
ll
o ;i
: |

S

}

v

o Y ]
k

Lead lGeneration Y, .

ILRE

LN
, ;
e B
m

o -
- =
» =
=

¥ &

}'




OBJECTIVES

OVERVIEW

MARKETING CHANNELS
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Clear business and digital marketing goals for brand growth and lead generation.
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e Improve brand recognition in key locations
® Increase social media reach, engagement,

e Establish Vaishno Builders as a reliable:

e Strengthen brand recall through consistent

OBJECTIVES

@, Brand Awareness Objective

To increase visibility of Vaishno Builders among home buyers

and strategic online marketing activities.

and investors in Bangalore through consistent digital presence

-

Goals:

such as KR Puram, Whitefield, and East Bangalore

and audience interaction

and quality-focused residential developer e

Why Important:

Real estate buyers research online
before contacting builders. Strong
digital visibility builds trust,
improves brand credibility,

and increases enquiry g

opportunities.
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digital communication

Why Important: Real estate buyers research online before contacting builders.

Higher visibility leads to stronger trust and better conversion opportunities.
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SWOT ANALYSIS

Strengths, Weaknesses, Opportunities, Threats
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Higher visibility leads to stronger trust and better conversion opportunities. m-** -




TARGET MARKET

Primary segments targeted for Vaishno Builders in Bangalore
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BUDGET ALLOCATION

Strategic distribution of budget for Vaishno Builders’ digital marketing plan,

. Digital Marketing Channels

(=<} Social Media

30%

Social Media




COMPETITOR ANALYSIS

Understanding the Competition for Vaishno Builders in Bangalore
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regular updates

Objective: Reach Target Audiences & Nurture Potential Buyers
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MARKETING CHANNELS
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e Targeted ads on e Google Ads & keyword e Personalized email ¢ In-depth blogs &
Facebook, Instagram targeting campaigns & case studies
& Linkedin e Optimizing for relevant ~ Newsletters e Success stories &
e Engaging content & searches e Automated follow-ups project highlights

for leads



MARKETING TOOLS o
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CONCLUSION

e "y 2

. o Vaishno Builders is well-positioned for growth in Bangalore

* Focus on targeted marketing to reach ideal buyers

8% . e Utilize advanced tools to drive sales and visibility
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