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CORPORATE & TEASER CAMPAIGN

ASSOTECH PRIDE (Atlas & Kronos)

BRAND 
Building & 
EOI Generation





BRAND AWARENESS GOALS: 

Strengthen Assotech's brand presence within 

target demographics by highlighting its novel 

offering in that particular market

MARKET REALITY

• Rapid IT and infrastructure growth 

• Rising affluent and globally exposed consumers 

• Increasing demand for premium lifestyle 

housing 

THE STRATEGIC CHALLENGE FOR ASSOTECH:

• Create strong differentiation in a premium 

housing segment

• Build an aspirational identity beyond just  

infrastructure and amenities 

• Emotionally connect with the emerging 

affluent Odia consumer 

• Position Assotech Pride as a symbol of 

elevated and international-standard living
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Campaign GOALS &

THE PROBLEM STATEMENT
Assotech was entering a rapidly evolving Bhubaneswar market that was becoming 
increasingly competitive with rising premium aspirations.





The new affluent Odia consumer saw premium 

housing not merely as ownership but as:

• a statement of aspiration 

• a reflection of achievement 

• a symbol of social rise 

• an expression of modern Odia’s confidence

Consumers were emotionally ready for a new 

narrative: 

not modest living...

but elevated living.

Not catching up...

but rising globally.
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Campaign GOALS &

CONSUMER INSIGHT
People did not just want a better home. They wanted to prove that Odisha had arrived.

In other words, Odisha’s ‘asmita’ had to asserted in the order of the RE 
universe.
And all Assotech needed was to dip into this unsaid demand



BRAND

POSITIONING SPACES EXPLORED
INTERNATIONAL 

LIVING
Global lifestyle standards and 

exposure

LUXURY & 
STATUS

A statement of success and 
achievement

ODIA ASMITA
A new confident identity for a rising 

Odisha

FUTURE-
FORWARD 

URBAN LIFE

Modern infrastructure, ambition 
and elevated living

ASPIRATIONAL 
SOCIAL RISE

Homes as a symbol of having 
“arrived”





ROUTE
CAMPAIGN

The Rise of Majestic 

Living!



TEASER PRINT AD
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TEASER PRINT AD



MAINLINE 
CAMPAIGN



MAIN PRINT ADS



COMMUNICATION STRATEGY & 

COMMUNICATION CHANNELS
The “RISE” narrative was amplified consistently across multiple touchpoints to build both 
aspiration and recall.

COMMUNICATION CHANNELS
❑ Teaser campaigns 
❑ Print 
❑ Digital 
❑ Social Media (NRI-focused communication)
❑ OOH 

The campaign language, visual identity and messaging continuously reinforced the idea of 
Odisha rising towards a more global and aspirational future.





OUTCOME
CAMPAIGN

Created differentiation in a rapidly growing 
premium housing market 

Connected emotionally with Odisha’s 
emerging affluent class 

Positioned Assotech Pride as a symbol of 
elevated urban living

So much so that next phase got pre-booked!

FIRST PHASE 

SOLD 
OUT 
WITHIN 3 YEARS!



THANK
YOU
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