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OUR BRAND POSITIONING PROCESS

A strategic, insight-led approach to define, position and communicate a brand that creates impact.

O ¢

DEFINING THE PRODUCT

Understand what the product
fundamentally is and what it
physically delivers at its core.

Examples:

¢ McDonald's = Restaurant

* Real estate project =
Residential lifestyle offering

° @

TASK AT HAND +
BUSINESS OBJECTIVE

—>

e What needs to change?
 What perception needs to be built?

 What business challenge
are we solving?

e Awareness / Trust /
Premiumisation / Differentiation /
Adoption?

© @

PROBLEM STATEMENT

>

Identifying the gap between
current perception and
desired perception.

e Product seen as functional,
not aspirational

e Market clutter with weak
differentiation

e Consumer distrust

e Lack of emotional connect

O

TARGET AUDIENCE DEFINITION

DEMOGRAPHIC

Age, income, profession,
geography, spending
power, lifestyle, etc.

PSYCHOGRAPHIC

Aspirations, beliefs,
motivations, lifestyle,
attitudes, etc.

¢
CONSUMER & MARKET INSIGHT

Research-led understanding of
consumer mindset and

market dynamics.

e Market dipstick

e Category behaviour

e Competitor positioning

¢ Consumer motivations

¢ Purchase triggers

* White spaces in communication
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POSITIONING TERRITORIES

—

Exploring all possible spaces
where the brand can live in
the consumer's mind.
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Trust Convenience

@D S & 3¢

Freedom

Empowerment

Aspirational
Lifestyle

Simplicity Speed

Luxury

Q
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Innovation

9 A

FINAL BRAND POSITIONING

Selecting the most ownable,
differentiated and relevant positioning.

This becomes:

@ The strategic brand thought
@ Communication foundation

@ Long-term perception driver

o

COMMUNICATION ECOSYSTEM

— >

Taking the positioning consistently
across key touchpoints.
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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.

01 BRAND AWARENESS GOALS: 03 THE STRATEGIC CHALLENGE FOR ASSOTECH:

Strengthen Assotech's brand presence within » Create strong differentiation in a premium

target demographics by highlighting its novel housing segment

offering in that particular market » Build an aspirational identity beyond just

Infrastructure and amenities
MARKET REALITY
« Emotionally connect with the emerging

02

e RapidIT inf h i
apid IT and infrastructure growt affluent Odia consumer

¢ Ris] ffl t and globall d " .
ISing atriuent and globally exposead consumers » Position Assotech Pride as a symbol of

* Increasing demand for premium lifestyle elevated and international-standard living
housing



TARGET AUDIENCE

Understanding the people we are building for—
their aspirations, lifestyles and what drives their choice.

& DEMOGRAPHIC @ PSYCHOGRAPHIC
\:‘/ IT professionals Aspirational and globally exposed
& service class employees with high ambitions

A Business and mining-linked O Proud of Odia identity,

nﬂ.ﬂﬂ affluent families deeply rooted yet forward-looking

@\ NRI Odia consumers ﬁ Wanted visible symbols

3« and globally exposed families of success and achievement

30~ 50 @ Desired elevated lifestyle

HQ% e experiences and international standards
Age group

/\/1 Emotionally driven by social mobility
% Upper middle class and the desire to be seen as having “arrived”

and affluent buyers

Wanted Odisha to be seen differently
on the national and global stage

m.




Campaign GOALS &

CONSUMER INSIGHT

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

O.I The new affluent Odia consumer saw premium Consumers were emotionally ready for a new

02

housing not merely as ownership but as: narrative:

« a statement of aspiration not modest living...
- a reflection of achievement but elevated living.
 a symbol of social rise Not catching up...

- an expression of modern Odia’s confidence but rising globally.

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

rernariona, Global lifestyle standards and
LIVING exposure

xRy s A statement of success and
STATUS achievement

A new confident identity for a rising

ODIA ASMITA .
Odisha
p— A\ Modern infrastructure, ambition
FORWARD =)
URBAN LIFE and elevated living
TGN Homes as a symbol of having

AV VA VR VR Vi




FINAL POSITIONING o

RISE

Rise to international-class living.

The positioning transformed Assotech Pride
into more than a residential development.

It became:

‘ a symbol of aspiration
‘ a statement of arrival
| a reflection of modern Odisha's confidence

an expression of elevated urban living

a narrative that connected global lifestyle
with regional pride

The thought of “RISE”
emotionally aligned with:

the city's rapid
transformation

the ambitions of the
new affluent Odia
consumer

the larger sentiment of

@ Odisha stepping onto a
bigger national and

global stage
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CAMPAIGN

The Rise of Majestic
Living!




TEASER PRINT AD |
~ This 2022
oef reaay to.experience

THE RISE

OF MAJESTIC LIVING

#0wnTheThrone

Prepare yourselfto witness
the mesmerizingrise of world class opulence!

34 YEARS OF DELIVERING HOMES & HAPPINESS & 15 YEARS OF GROWING LEGACY IN ODISHA
» Over 45+ Projects Delivered « Presence in 6 States « 40,000+ Units Delivered

&\ RSSOTECH ©) 8505 882 882

CREDAI @




ORERA MP/19/2021/00585

TEASER PRINT AD

This 2022
oel ready to experience

THE RISE

OF MAJESTIC LIVING

#0wnTheThrone

Behold the Grandiose of Space & Design

34 YEARS OF DELIVERING HOMES & HAPPINESS & 15 YEARS OF GROWING LECACY I NGNS
* Over 45+ Projects Delivered » Presence in 6 States « 40,000+ Units Delivered

Siralegic Partas:

£\ ASSOTECH Q) 8505 882 882 capdeal

Assotech Bhubasneswar Office: Assotech Pride, Plot No. 274, Rudrapur, Adjacent to NH- 14, Bhubaneswar - 752101
Assotech Coprorate Office: H-127, Sector-63, Noida | www.assotechlimited.com

s CREDAL | robwison [ 18




TEASER PRINT AD

This 2022
oef ready to experience

THE RISE

OF MAJESTIC LIVING

#0wnTheThrone

Embrace yourself to witness the masterpiece
& Own the Luxury that you seek!

34 YEARS OF DELIVERING HOMES & HAPPINESS & 15 YEARSOF GROWING LEGACYINODISHA
» Over 45+ Projects Delivered » Presence in é States » 40,000+ Units Delivered

&, RASSOTECH Y8505 882 882

CREDAI HOE




MAINLINE
CAMPAIGN




MAIN PRINT ADS

£, ASSOTECH | | R
val' GENERATION SPACES HSSOTGCH
PRIDE

THE PRIDE OF ODISHA!

Located on Bhubaneshwar-Cuttack
&-lane Expressway, NH-14, Rudrapur

Inside Out,
THE RISE IS IiHIiA’I‘H'IE\I\"I\’(;

Presenting...
LIMITED EDITION LUXURY APARTMENTS

¢ Y

(RONOS ATLAS

45BHK | 23.00Cr. 358MK|22.30Cr.
332 sq mir. | 3575 sq 1t 259 sq. mtr. | 2795 sq. ft.

:;{5 TALL.
{ = ICONIC.
3 LUXURIOUS.
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R4 \ !
For an exclusive & indulging experience, call our dedicated Luxury Relationship Manager at +91 8505 882 882 NOW!
—— ORERA No.: MP/19/2021/00585 | This project is approved by Bhubaneswar Municipal Corporation, Bhubsneswar vide letter No. 71780/ Date 20002021
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A ASSOTCECH

NEXT OCENERATION SPACES

The Rising Landmark

of Luxury & Exclusivity,

bigger than the biggest in Odisha,
at 123 mtr. across 33 floors,

& international style elevation.

| 1.

= o

Assotech Pride -

A City In Making,

thoughtfully planned, sprawling
across 16 acres...& more

P\

ASSOTECH
PRIDE

THE PRIDE OF ODISHA!

Located on Bhebaneshwar-Cuttack
6-lane Expressway, NH-16, Rudrapur

Ultra luxury select apartments
with upscale neighbourhood

37000 sq ft . plush club house
with 5-Star facilities

Aerial deck equivalent the size of a 2BHK

Grand double height entrance lounge
with high-speed elevators

Climate controlled air conditioned apts,
with premium wardrobe & modular kitchen

Exquisitely designed (andscape & features

For an exclusive & indulging experience, call our dedicated Luxury Relationship Manager at +91 8505 882 882 NOW!

ASSOTECH LEGACY - BUILDING TO BELONG

34 YEARS OF DELIVERING HOMES & HAPPINESS & 15 YEARS OF GROWING LEGACY IN ODISHA
* Over 45+ Projects Delivered » Presence in 6 States » 40,000+ Units Delivered

ORERA No. : MP/1W2021/0058S | This project is approved by Bhubaneswar Municipal Corporation, Bhubaneswar vide letter No, 71780/ Date 20-09-2021
City Office: Assotech Pride, Plot No. 274, Rudrapur, Adjacent to NH- 16, Bhubaneswar - 752101

CREDAT Coprorate Office: H-127, Sector-63, Noida | www.assotechlimited.com
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COMMUNICATION STRATEGY &

COMMUNICATION CHANNELS

The "RISE" narrative was amplified consistently across multiple touchpoints to build both

aspiration and recall.

COMMUNICATION CHANNELS
J Teaser campaigns

d Print

d Digital

J OOH

d Social Media (NRI-focused communication)

The campaign language, visual identity anc

messaging continuously reinforced the idea of

Odisha rising towards a more global and as

oirational future.



WHY RISE CAMPAIGN WORKED

RIS

WORKED BECAUSE IT MET

A RISING ASPIRATION.
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ELEVATED GLOBAL VISIBLE MODERN
LIFESTYLES STANDARDS SUCCESS IDENTITY

The campaignh became a

EMOTIONAL

between aspiration and ownership.

BRIDGE




CAMPAIGN

OUTCOME

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!
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