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Executive Summary
This report provides an overview of the Marketing Mix Strategy of Shubornobhumi Housing
Ltd with a focus on the 4Ps (Product, Price, Promotion, and Place) and STP (Segmentation,

Targeting, and Positioning) analysis.

By analyzing the 4Ps, it explores how the company manages its product portfolio, pricing
strategies, promotional activities and distribution channels. In terms of product analysis,
Shubornobhumi Housing Ltd. demonstrates a diverse product portfolio, encompassing a
range of consumer goods. Regarding pricing strategies, Shubornobhumi Housing Ltd sets
competitive prices based on market dynamics and consumer preferences. In terms of
promotion, Shubornobhumi Housing Ltd. adopts an integrated marketing communication
approach. Moreover, it has effectively embraced digital marketing and social media platforms
to engage with its target audience. Regarding place, Shubornobhumi Housing Ltd. focuses on

an efficient distribution system to ensure timely and wide spread product availability.

The report also includes an STP analysis to assess the company's segmentation, targeting, and
positioning strategies. Shubornobhumi Housing Ltd. segments its market based on various
demographic and psychographic factors, allowing for effective targeting of specific consumer
groups. The company positions its products as high-quality, reliable, and affordable options

for the target market.

Based on the analysis, several recommendations are provided to enhance the marketing mix
strategy of Shubornobhumi Housing Ltd. These recommendations include investing in
research and development for product innovation, conducting regular market research for
pricing optimization, exploring new promotional channels, and expanding distribution

channels.

In conclusion, the internship report provides a comprehensive analysis of Shubornobhumi
Housing Ltd.’s marketing mix strategy, focusing on the 4Ps and STP analysis. The report
offers valuable insights into the company's strengths and areas for improvement, providing

recommendations to enhance its marketing efforts.
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Chapter: 1

Introduction
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1.1Introduction

The marketing mix is a fundamental framework for businesses to make strategic decisions
regarding their product, pricing, distribution, and promotion strategies. A well-defined and
executed marketing mix strategy is crucial for any company to remain competitive and achieve
its marketing goals. In this context, this study delves into the analysis of the marketing mix
strategy of Shubornobhumi Housing Ltd, a prominent real estate industry. The marketing mix,
also known as the 4Ps (Product, Price, Place, Promotion), plays a pivotal role in shaping a
company's brand image and market positioning. This study aims to evaluate how
Shubornobhumi Housing Ltd has applied its marketing mix strategy to achieve its objectives,

and to provide insights for potential improvements.

1.2Background of the Study

The real estate industry, marked by its dynamic nature and ever-evolving consumer
preferences, necessitates a thorough understanding of marketing strategies for sustainable
growth and competitive advantage. Shubornobhumi Housing Ltd, a prominent player in the
real estate sector, operates in a landscape where factors such as changing demographics,
economic conditions, and urbanization profoundly influence market dynamics.

As markets become increasingly competitive, companies are compelled to adopt
comprehensive marketing approaches to not only attract potential homebuyers but also to retain
and satisfy existing clients. Against this backdrop, the study focuses on Shubornobhumi
Housing Ltd, delving into an in-depth assessment of its marketing mix and STP (Segmentation,

Targeting, Positioning) strategies.

1.3 Objectives of the Study
Broad Objective:
To assess the marketing mix strategy of Shubornobhumi Housing Ltd.
Specific Objectives:
The specific objectives of these study are as follows:
i.  To find out the STP strategy of Shubornobhumi Housing Ltd.
ii.  To assess the marketing mix strategy of Shubornobhumi Housing Ltd.
iii. To find out the major problems in the marketing mix and STP analysis of
Shubornobhumi Housing Ltd.

iv.  To provide some recommendations to overcome the problems from the findings.
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1.4 Methodology of the study

This study will employ a mixed-method research approach, including both quantitative and

qualitative methods:

Data Collection:

Primary Data: Interviews with key personnel from Ltd, including marketing managers and
executives, to gain insights into their marketing mix strategies.

Secondary Data: Analysis of company reports, industry publications, and market research data.

Data Analysis:

Quantitative Analysis: Utilization of statistical tools and software to assess the effectiveness of
pricing strategies and promotional campaigns.

Qualitative Analysis: Content analysis of interview transcripts to understand the company's
product development and distribution strategies.

Limitations of the study acknowledge the potential limitations and constraints that might affect

the research.

1.5 Limitations of the study

The major limitations of this study are discussed below:

Data Availability: The study is dependent on the availability and accessibility of relevant data

and cooperation from Ltd.

Time Constraints: The study duration may impose limitations on the depth of analysis and

the comprehensiveness of data collection.

Subjective Elements: Interpretation of qualitative data, such as interview responses, may be

influenced by subjectivity.

Competitive Data: Access to specific competitor data for benchmarking may be limited.
Addressing these limitations, the study will make every effort to provide a comprehensive and

insightful analysis of Shubornobhumi’s marketing mix strategy.
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Chapter: 2

Company Overview
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2.1 About Shubornobhumi

Frequently recognized as SHL, Shubornobhumi Housing Ltd. takes its place as a significant
associate beneath the expansive umbrella of the (PSG). PSG stands as a renowned emblem of
Bangladesh’s private sector enterprises, celebrated for its wide-ranging diversification. The
inception of this conglomerate finds its roots in 1962, guided by the visionary leadership of
M.A. Hashem, a stalwart industrialist etched into the annals of the nation’s industrial evolution.
M.A. Hashem role as the Founder Chairman of Partex Group ignited the spark that set ablaze
PSG’s journey. This conglomerate’s path was marked by his leadership, shaping it into the
powerhouse it is today.

Within this influential conglomerate, Shubornobhumi Housing Ltd stands out as a leading real
estate entity. As a concern of renowned for its diversified business portfolio, SHL embraces a
mission of excellence and innovation. It is committed to ensuring the delivery of sustainable,

modern and aristocratic living place.

2.2 Description of the Business of the Organization

Partex Star Group (PSG), through its ownership and efficient operation of over twenty-four
Manufacturing, Service, and Trading Concerns, including Associate Companies, is dedicated
to delivering unparalleled value to customers across its products and services. PSG’s dynamic
presence is most pronounced in Three Key Domains:

Building Materials & Consumer Durables: PSG is a vanguard in this domain, offering an
extensive range of products such as Particle Board, Veneer Board, Melamine Faced Chip
Board, Plywood, PVC Sheet, Doors and Door frames, Furniture, Real Estate projects, Shipping
services, Cables, Steel, and even Fashion Wears. The flagship brand responsible for driving
excellence here is none other than Partex.

Consumer Packaged Foods: PSG extends its reach to the realm of consumables, providing a
diverse assortment of dairy products, tea, biscuits, candies, and a variety of other confectionery
delights. Danish, a well-known brand, takes center stage in this category.

Banking, NBFIs & Beyond: Through its Associate Companies, PSG maintains a robust
presence in the realm of Banking, Non-Banking Financial Institutions (NBFIs), and other
related sectors. Notable entities that find their place here include The City Bank, City Bank

Capital, Phoenix Insurance, IDLC Finance, Janata Insurance, and Voice Tel.

5Page
© Daffodil International University



2.3 Shubornobhumi’s Vision, Mission and Values

Vision:

By 2030 Shubornobhumi Housing Ltd. will be the country’s first residential dreamland in the
private sector offering housing solutions with the choicest plots around greater metropolitan

Dhaka for the ultimate comfort and luxury of city life.

Mission
Shubornobhumi Housing Ltd. is designed as a highly reliable satellite city in the private sector
is offering residential plots to aspiring residents of Dhaka metropolis in an open, safe, green

and waterfront environment.

Values
e Consistency,
e Commitment,
e Innovation,
e Aesthetics,
e Efficiency and eco-friendliness are guiding principles,

e Shubornobhumi Housing to present an aristocrat level living experience.

2.4 Present Project Status
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2.5 Departments of Shubornobhumi

1) Reception Desk: The Reception Desk is responsible for handling both internal and external
registration, managing office operations, and answering phone calls. This department
maintains a daily log known as the Central Observation System, which records key events and
activities.

2) Marketing & Sales Department: The Marketing & Sales Department at Shubornobhumi
Housing Ltd. is a highly successful division. With a strong sales team and aggressive marketing
campaigns, it has achieved impressive sales results and captured a significant market share. As
a result, Shubornobhumi Housing Ltd. has become a leader in the real estate industry.

3) Administration & Business Department: The Administration & Business Department
oversees the overall functioning of the organization. It ensures smooth operations and addresses
any employee issues. If an employee makes an error, this department takes corrective action.
Additionally, employees who perform well are recognized and awarded by the department.

4) Finance & Accounts Department: The Finance & Accounts Department is responsible for
the final review of bank reconciliations, verification of bank debtor order vouchers, and
overseeing the company's financial accounts. This department also provides clearance for
transactions such as withdrawals and registrations.

5) Documentation & Recovery Department: This department handles client payment issues,
particularly when payments are not made by the due date. It offers extensions of time for clients
and manages communication regarding overdue payments. If a client modifies their payment
schedule by changing their plot, the department facilitates the necessary changes. Furthermore,

it manages registration fees for clients and creates note sheets for registration purposes.

2.6 Features of the Project

e The project of Shubornobhumi Housing Ltd. is officially approved by RAJUK
(Rajdhani Unnayan Kartripakkha).

e Thelocations of Shubornobhumi Housing Ltd. are situated outside of flood-prone areas.

e The projects feature abundant natural greenery, enhancing the aesthetic appeal.

e The locations promote an eco-friendly environment, focusing on sustainability and
conservation.

e The administrative office and CCTV surveillance facilities are integrated within the
project for enhanced security and management.

e Registration is conducted only after the full payment has been received.
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2.8 SWOT Analysis of Shubornobhumi
2.7.1| Strengths

Professional management team.
Competitive pricing with lower costs.
Prime, strategic location.

Strong brand presence in the market.
Wide range of product offerings.
Established corporate network.

Robust legal documentation and paperwork.

2.7.2 | Weaknesses

Relatively weak brand recognition.
Suboptimal location compared to competitors.
Land still under development.

Limited promotional and marketing efforts.

The company is only few years old with limited market experience.

Underdeveloped customer relationship management.
No completed or ready-to-hand-over products.

2.7.3 | Opportunities

Favorable changes in regulations that could benefit the company.
Untapped markets offering new growth potential.
Competitors exiting the market, opening opportunities.

Potential benefits from the economic cycle.

2.7.4 | Threats

Unfavorable changes in regulations that could impact business.
Entry of strong new competitors into the market.
Potential market contraction or shrinkage.

Shifting buyer behavior and changing market preferences.

© Daffodil International University
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STP Analysis
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3.1Segmentation
Segmentation refers to the process of dividing a broad consumer or business market, normally
consisting of existing and potential customers, into sub-groups of consumers based on some
type of shared characteristics. In the context of Shubornobhumi Housing Ltd., a real estate
company, segmentation involves identifying different customer groups to tailor their
marketing and offerings.
Segmentation of Shubornobhumi Housing Ltd.

1. Geographic Segmentation:
Shubornobhumi Housing Ltd. can segment its market based on geographic location. For
instance, they could target customers in specific cities, regions, or even local neighborhoods
within Bangladesh. Urban buyers may be more interested in apartment complexes in city
centers, while suburban buyers may prefer villas or larger homes in quieter areas.
Example: If they target people in Dhaka, they may focus on offering high-rise apartments in
the city center. For those living in smaller towns or outlying areas, they may offer more
affordable, spacious housing options.

2. Demographic Segmentation:
This segmentation focuses on the characteristics of the customer, such as age, income, family
size, education, and occupation. Shubornobhumi Housing Ltd. could target different segments
based on their ability to afford different types of housing.
Example:
Young professionals (aged 25-35) with higher incomes might be targeted for premium
apartments with modern amenities in central locations.
Middle-income families with children might be attracted to larger homes in suburban areas,
offering more space and green surroundings.
Retirees might be targeted for smaller, low-maintenance apartments in quieter parts of the
city, or even in areas with more health care facilities.

3. Psychographic Segmentation:
This segmentation takes into account the lifestyle, values, and social status of the potential
buyers. Shubornobhumi Housing Ltd. could offer different housing options for people with
distinct lifestyles, such as eco-conscious buyers, luxury-seeking individuals, or those looking

for simple, functional living spaces.
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Example:
Eco-conscious consumers might be attracted to energy-efficient homes with sustainable
building materials and green technologies.
Affluent buyers might prefer luxurious penthouses or villas with high-end finishes, private
amenities, and premium locations.
4. Behavioral Segmentation:
Behavioral segmentation considers the behavior of the customer, such as their purchasing
habits, benefits sought, or decision-making process. Shubornobhumi Housing Ltd. could
target customers based on how likely they are to buy a house, how often they move, and what
features or benefits they prioritize in a home.
Example:
First-time homebuyers might be interested in affordable homes with lower down payments
and government incentives.
Investors may be targeted with luxury properties in high-demand areas, with the potential for
high returns on investment.
Empty-nesters or retirees might be more interested in downsizing to smaller homes or
apartments with fewer maintenance requirements.
Real-Life Example:
Shubornobhumi Housing Ltd. might be working on a project where they have developed a
residential complex in a growing city like Dhaka. They could segment the market as follows:
e Young professionals: Apartments in the city center with modern amenities such as
gyms, co-working spaces, and cafes. The target customers are likely to be tech-savvy
and career-focused.
« Middle-class families: Offering townhouses or suburban homes in quieter areas, close
to schools and parks, and at a more affordable price point.
e High-net-worth individuals: Exclusive luxury villas or penthouses with private

pools, gardens, and security, located in prestigious neighborhoods.

3.2 Targeting
Targeting refers to the process of selecting the market segments that a company will focus on
with its marketing efforts and product offerings. After identifying potential market segments

through segmentation, a company like Shubornobhumi Housing Ltd. would choose which
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segments to prioritize based on their attractiveness, the company's strengths, and overall
business goals.

Targeting for Shubornobhumi Housing Ltd.

In the case of Shubornobhumi Housing Ltd., targeting could involve selecting specific market
segments to focus on based on factors like affordability, lifestyle preferences, geographic
location, and purchasing behavior. Here's how Shubornobhumi Housing Ltd. might approach
targeting:

1. Mass Market Targeting (Undifferentiated Targeting):

Shubornobhumi Housing Ltd. may opt for a mass market strategy, targeting a broad audience
with a general product offering that appeals to a wide variety of customers. This approach
involves offering housing projects that cater to a large segment of people, regardless of their
specific demographic or lifestyle traits.

Example:

If they develop a mid-range apartment complex with essential amenities like 24/7 security, a
small community center, and accessible public transport, they may target the general middle-
class population in a large city like Dhaka. This type of project would attract people from
different walks of life, including young professionals, small families, and retirees, all looking
for an affordable and safe living space.

2. Differentiated Targeting (Segmented Targeting):

A more refined approach involves creating different housing options for various segments and
targeting them with tailored marketing messages. Shubornobhumi Housing Ltd. could design
distinct properties for different market segments, such as luxury homes, affordable
apartments, and eco-friendly homes.

Example:

Young Professionals: Shubornobhumi Housing Ltd. may focus on offering high-rise
apartments in prime city areas equipped with modern amenities like gyms, coworking spaces,
and cafes. These homes would appeal to urban professionals who value convenience and a
modern lifestyle.

Families: For middle-income families with children, they may target larger homes in suburban
areas with features like proximity to good schools, parks, and safe neighborhoods. The
company may advertise these homes as ideal for families looking for spacious living.
Luxury Buyers: For high-net-worth individuals, they may target the luxury housing market
with exclusive villas or penthouses that offer privacy, premium finishes, and high-end

features. This would attract buyers looking for status and prestige in their homes.
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3. Concentrated Targeting (Niche Marketing):

In concentrated targeting, Shubornobhumi Housing Ltd. would focus on one specific market
segment, allowing it to specialize and tailor its products and marketing efforts more precisely
to meet the needs of that particular group. This strategy is ideal if the company believes that
one particular segment is underserved or particularly profitable.

Example:

Eco-conscious Consumers: Shubornobhumi Housing Ltd. may target a niche group of
environmentally conscious buyers by developing homes with sustainable building materials,
solar panels, and green spaces. This segment might consist of buyers willing to pay a premium
for homes that align with their values and commitment to sustainability.

First-time Homebuyers: Alternatively, Shubornobhumi Housing Ltd. could target first-time
homebuyers with affordable housing options, offering smaller apartments or houses with
lower prices, government subsidies, and easy financing options. This group typically seeks
affordability and ease of purchase.

4. Micromarketing (Local or Individualized Targeting):

In micromarketing, the company might target a very specific, localized group or even focus
on individualized marketing. This strategy could be useful for large housing projects in
specific locations where they can personalize offers based on individual customer needs.
Example:

Targeting a specific neighborhood or locality: In an emerging city or new urban area,
Shubornobhumi Housing Ltd. could focus on small communities or even individual
households that have specific requirements. For instance, they might offer tailored financing
or home customization services for buyers in a specific city district.

Real-Life Example of Targeting:

Shubornobhumi Housing Ltd. might launch a project called "Green Acres Residences"
specifically aimed at environmentally-conscious urban professionals and families. This
development would feature eco-friendly homes with solar panels, rainwater harvesting
systems, energy-efficient appliances, and landscaped gardens.

The marketing for this project would target people who value sustainability, have the
disposable income to invest in green technologies, and prefer living in areas that offer a mix
of nature and modern conveniences. Shubornobhumi Housing Ltd. could promote this
development through online platforms focused on green living, as well as advertising in eco-

conscious communities or organizations.
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In another case, they could launch "Luxury Heights," a high-end residential complex in a
prime area like Dhaka's Gulshan, offering luxurious amenities like a private gym, swimming
pool, and personalized concierge services. This would be marketed to affluent buyers who are
looking for exclusivity and high-end living.

3.3 Positioning

Positioning refers to how a company differentiates its brand, products, or services in the minds
of its target customers. It is about creating a distinct and appealing image of the company’s
offerings relative to competitors in the market. Positioning focuses on highlighting unique
features or benefits that resonate with the target audience's needs and desires.

For Shubornobhumi Housing Ltd., positioning would involve strategically defining how their
housing products stand out in the competitive real estate market and how they are perceived by
different customer segments.

Positioning of Shubornobhumi Housing Ltd.

Value-Based Positioning: Shubornobhumi Housing Ltd. could position itself as a provider of
affordable yet high-quality housing for middle-income families and young professionals. This
would appeal to those seeking value for money—quality living spaces that are still within their
budget.

Example:

Shubornobhumi Housing Ltd. could market a residential project like "Shubornobhumi
Gardens" as a cost-effective yet comfortable living option. The focus would be on spacious
homes with essential amenities like parks, reliable security, and proximity to public
transportation, which makes the product highly appealing to cost-conscious buyers looking for
good value.

Positioning Statement:

"Affordable, spacious homes for families and young professionals who value both quality and
budget-conscious living."”

Luxury & Premium Positioning: On the other hand, Shubornobhumi Housing Ltd. could
position itself as a premium real estate developer, offering exclusive, high-end residential
projects targeting affluent buyers. This positioning would emphasize luxury, exclusivity, and
superior quality.

Example:

A development like "Shubornobhumi Heights" (luxury villas or penthouses) could be
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positioned as a luxury retreat in the heart of Dhaka or another key urban location. The project
could offer high-end finishes, private amenities (swimming pool, gym, spa), 24/7 concierge
services, and security. The emphasis would be on providing a prestigious lifestyle for
individuals seeking an exceptional living experience.

Positioning Statement:

"Elite homes for those who desire the best in quality, luxury, and a life of exclusivity."
Sustainability & Green Living Positioning: With increasing awareness around environmental
issues, Shubornobhumi Housing Ltd. could position itself as a sustainable housing developer
catering to eco-conscious buyers. This approach would target buyers who prioritize
environmental responsibility while seeking modern conveniences.

Example:

A project like "Green Acres Residences" could be marketed as eco-friendly homes with
features such as solar energy, rainwater harvesting systems, and energy-efficient appliances.
The marketing message would appeal to people who are looking for a greener lifestyle without
compromising on comfort and technology.

Positioning Statement:

"Sustainable living without compromise—homes designed for those who care about the
environment and want to live in harmony with nature.”

1. Family-Oriented Positioning: Shubornobhumi Housing Ltd. can also position its
offerings as ideal for growing families by emphasizing space, safety, and community-
oriented living. This would be appealing to families with children, seeking a peaceful
and secure environment.

Example:

A development such as "Shubornobhumi Family Homes" could be designed with spacious
homes, private gardens, playgrounds, and proximity to schools. The focus would be on the
well-being of families with kids, ensuring a family-friendly environment with plenty of green
spaces.

Positioning Statement:

"Your family’s perfect home—spacious, secure, and surrounded by nature.”

Convenience & Accessibility Positioning: Another positioning strategy could focus on
convenience—offering homes that are well-located near major business hubs, transportation,
and essential services. This would appeal to professionals, retirees, and those who prioritize

accessibility.
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Example:

A project like "Shubornobhumi Urban Living" could be positioned as affordable apartments in
prime locations—close to major roads, schools, hospitals, and shopping centers. The messaging
would stress the convenience of living in a well-connected area.

Positioning Statement:

"Modern, accessible living in the heart of the city—where everything you need is just around
the corner.”

Real-Life Example of Positioning:

Let’s say Shubornobhumi Housing Ltd. is launching a new project called "Shubornobhumi
Prime Villas", which is intended for the high-income, luxury-seeking segment of the market.
To position this offering, the company might focus on several key differentiators:

e Premium Location: The villas could be located in one of Dhaka’s most prestigious
neighborhoods, which itself enhances the luxury perception of the project.

o High-End Amenities: The villas could include features such as private pools, spacious
gardens, smart home technology, and personalized interior design. These elements
would appeal to affluent buyers looking for a luxurious lifestyle.

o Exclusivity: Only a limited number of villas would be available, ensuring that each
resident enjoys privacy and prestige.

Positioning Strategy:

Shubornobhumi Housing Ltd. might position these villas as "for those who demand the
finest"—a prestigious and sophisticated living experience for the elite who want to live in style
and exclusivity.

Marketing Messaging:

o "Experience a life of luxury with Shubornobhumi Prime Villas—where sophistication
meets exclusivity."

e "Indulge in a home that matches your success. Only a few villas left.”
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Chapter: 4

Analysis of Marketing Mix Strategy
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4.1 Marketing Activities Decision of Shubornobhumi Housing Ltd.
Shubornobhumi Housing Ltd. marketing strategy outlines how a company plans to meet the
needs and demands of its customers. This strategy may also include activities designed to build
and maintain relationships with other stakeholders, such as employees and suppliers.
Essentially, it is a plan detailing how an organization will leverage its strengths and capabilities
while addressing the marketing needs and requirements.

A marketing strategy typically consists of one or more programs, each of which has two key
components: a target market and a marketing mix (often referred to as the 4Ps: product, price,
place, and promotion). To develop an effective marketing strategy, an organization must
carefully choose the right combination of target market and marketing mix to gain a

competitive advantage.

4.2 Marketing Mix Development

PRICE

PROMOTION

4Ps of Marketing Mix

a) Product:
The product refers to the physical housing units (apartments, villas, houses) that
Shubornobhumi Housing Ltd. develops and sells. It also includes the amenities, design
features, and the overall living experience offered by these properties.
Example:
e Luxury Villas: For high-net-worth individuals, Shubornobhumi could design luxury
villas with premium features such as smart home technologies, private pools, exclusive

security services, and panoramic views.
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e Affordable Apartments: For middle-income families or young professionals, they could
offer affordable apartments with functional amenities like gyms, community centers,

and eco-friendly features, while ensuring the price remains competitive.

b) Price:

The price is how much the customers are expected to pay for the product. The pricing strategy
depends on the target market and the perceived value of the product.
Example:

e For the luxury villas aimed at the affluent market, Shubornobhumi Housing Ltd. might
adopt a premium pricing strategy, setting a high price to match the exclusivity and
quality of the property.

e For the affordable apartments, the company could use a penetration pricing strategy,
offering lower prices or financing options to attract middle-income buyers and gain a

foothold in the competitive market.

c) Place:

Place refers to how and where the product is sold. This includes the distribution channels,
locations of properties, and how they are made accessible to the target market.
Example:

e Prime Urban Locations: Shubornobhumi Housing Ltd. could build properties in high-
demand urban areas like Dhaka or Chittagong, ensuring that buyers can easily access
these homes due to proximity to business hubs, schools, and public transportation.

e Online Platforms: To cater to younger, tech-savvy buyers, Shubornobhumi could utilize
online property portals, social media, and a user-friendly website for property listings,

allowing potential buyers to explore homes virtually and even schedule visits.

d) Promotion:
Promotion refers to the activities that communicate the benefits of the product to the target
market. It includes advertising, public relations, direct marketing, social media marketing, and
other promotional efforts.
Example:
e Social Media Campaigns: For reaching young professionals, Shubornobhumi Housing
Ltd. could run targeted ad campaigns on platforms like Facebook, Instagram, and
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LinkedIn, highlighting the modern amenities and convenient locations of their
apartments.

e Open Houses and Events: To attract potential buyers for luxury villas, the company
could host exclusive preview events or private tours of the properties to provide a
hands-on experience of the luxury offerings.

e Referral Programs: Shubornobhumi Housing Ltd. could introduce a referral program
where current homeowners receive a commission or discount for referring new buyers

to the company.

Real-Life Example:

Let’s consider a real estate project by Shubornobhumi Housing Ltd. aimed at middle-income
families who are looking for affordable homes in Dhaka. Here's how the marketing strategy
could unfold:

Product:

Shubornobhumi Housing Ltd. could offer affordable apartments with basic amenities like
security, 24/7 maintenance, parking, and community spaces such as parks and playgrounds.
The design could be modern and spacious but cost-effective, appealing to families who want
comfort within a reasonable budget.

Price:

The price would be set using a competitive pricing strategy. The apartments would be priced
to make them affordable for middle-income families, with flexible financing options (e.g.,
installment plans or collaboration with banks for mortgage loans). The company could also
offer special discounts or subsidized rates for first-time homebuyers.

Place:

The apartments would be located in suburban areas of Dhaka, close to schools, markets, and
public transportation. This makes it easier for families to access essential services while also
offering a more tranquil living environment compared to the busy city center. The company
could also list the properties on online platforms and maintain a sales office in the area for
on-site consultations.

Promotion:

Shubornobhumi Housing Ltd. could promote the project through:

Digital Marketing: Targeted ads on Facebook and Google to reach young families who are

actively searching for homes.
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Traditional Advertising: Billboards in high-traffic areas and newspapers with discount
offers and financing options.

Open House Events: Hosting an open house event for prospective buyers to visit model
apartments and learn about payment plans, creating a direct engagement with customers.

4.3 Organizational Aspects of the Marketing Plan of Shubornobhumi
Housing Ltd.

In Shubornobhumi Housing Ltd. the Marketing Manager, Brand Manager, or Product Manager
typically writes the marketing plan. Some organizations develop their marketing plans through
a committee, while others hire professional marketing consultants. However, in most
organizations, the responsibility for the marketing plan lies with the Vice President of Marketing
or the Directorate of Marketing. Senior directors typically create the overarching marketing
strategies, which should align with and support the plans of the brand or product managers. In
smaller organizations, one person may develop and evaluate the plan, but in larger companies,
the approval of the marketing plan is usually granted to higher-level executives.
At this stage, top management typically asks two key questions:

1. Will the proposed marketing plan achieve the desired marketing objectives, as well as

the business unit and corporate goals?
2. Arethere alternative uses of resources that would better serve the corporation or business

unit compared to the proposed marketing plan?

4.4 Four Ps of Marketing Activities of Shubornobhumi Housing Ltd.

1) Product

Belch and Belch define a product as anything that can be offered to a market for consideration,
procurement, use, or utilization, and that may fulfill a need or want. Products include not only
physical goods but also services, events, individuals, places, organizations, ideas, or
combinations of these elements. In the context of Shubornobhumi Housing Ltd. their primary
product is land, specifically plots of land. Currently, the company is managing the construction
of three projects, with more than two ongoing projects already in place. Before selling plots,
Shubornobhumi Housing Ltd. acquires land from landowners. Customers can purchase plots
either through one-time payments or installment plans.

Types of Products Offered:

e Consumer Products: Products bought by the general public for personal use.
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o Convenience Products: Products that are purchased frequently and with minimal effort.

e Shopping Products: Products that consumers compare based on quality, price, and style.

e Specialty Products: Unique products that have significant brand loyalty and require
special effort to purchase.

e Unsought Products: Products that customers do not think about frequently or do not
plan to purchase.

e Industrial Products: Products used in production or business operations.

o Materials and Parts: Raw materials and component parts used in manufacturing.

o Capital Items: Equipment and machinery used in the production of other goods and

services.

2) Product Market Analysis
Shubornobhumi Housing Ltd. operates in segmented markets, focusing on specific areas where
they have ongoing and upcoming projects. The company currently has the following market
segments:

e Segment 1: Narayangaj— A key location for Shubornobhumi Housing Ltd. with

ongoing and future development projects.

3) Price
Price is a key factor influencing purchasing decisions. It refers to the monetary value exchanged
for a product or service and encompasses the total value a customer perceives when obtaining
the product. Price can vary based on various factors, such as location, land development costs,
and payment options.
Shubornobhumi Housing Ltd. uses a pricing strategy that considers factors such as land
development costs, installation fees, and other expenses. The company offers two payment
options:
1. One-Time Payment: Customers who choose to pay upfront receive a 10% discount on
the total cost.
2. Installment Plan: Customers who prefer installment payments must pay 30% of the cost
within 30 days, with the remaining balance paid in 18 monthly installments.
Additionally, Real Capita Developments Ltd. applies a markup pricing strategy, common in the

real estate industry, to sell plots of land.
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'%iw r% Sector-A EFFECTIVE DATE: 1 January 2025
PLOT SIZE: 5, 6,7, 8, 9, 10 & 20 Katha 1 years
~ T Cash price (100%) Price for Booking Rest of 20% Down Total Price Monthly
{Rate per Katha} Instalment Money (Tk) Amount (Tk) payment (Tk) Rest Amount{Tk) Instaiment (Tk)
1 | 30 feet North, East & West 1,560,730.15 20,000.00 1,540,730.15 308.146.03 1,232,584.12 102,715.34
2 | 30 feet South 1,605,345.72 20,000.00 1.585,345.72 317,069.14 1.268,276.58 105.689.71
3 | 30 feet General Corner 1,769,559.55 20,000.00 1.749,5659.55 349,911.91 1,399,647.64 116,637.30
4 | 30 feet South Corner 1,869,559.55 20,000.00 1,849,559.55 369.911.91 1.479,647.64 123,303.97
5 | 40 feet North, West & East 1.972,770.24 20,000.00 1,962,770.24 390,554.05 1,562,216.19 130,184.68
6 | 40 feet South 2,074,776.92 20,000.00 2,054,776.92 410,955.38 1,643,821.54 136,985.13
7 | 40 feet General Comer 2,175,579.60 20,000.00 2,155,579.60 431,115.92 1.724,463.68 143,705.31
8 | 40 feet South Corner 2,277,586.28 20,000.00 2,257,586.28 451,5617.26 1.806,069.03 150,506.75
9 | 60 feet North, West & East 2,384,810.34 20,000.00 2,364,810.34 472,962.07 1,891,848.27 157,654.02
10 | 60 feet South 2,499,991.85 20,000.00 2,479,991.85 495,998.37 1,983,993.48 165,332.79
11 | 60 feet General Comer 2,598,653.38 20,000.00 2,578,653.38 515,730.68 2,062,922.71 171.910.23
12 | 60 feet South Corner 2,804,204.87 20,000.00 2,784,204 87 556,840.97 2,227,363.89 185,613.66
13 | Park / Play Ground North, East, West & South 2.919,722.53 20,000.00 2,899,722.53 579.944.51 2,319,778.02 193.314.84
14 | Park / Play Ground Side Corner 3.136,511.43 20,000.00 3,116,511.43 623,302.29 2,493,209.14 207,767.43
15 | Lake side North West, East & South 3.236,511.43 20,000.00 3,216,511.43 643,302.29 2,573,209.14 214,434.10
16 | Lake side General Corner 3,336,511.43 20,000.00 3,316,511.43 663,302.29 2,663,209.14 221,100.76
17 | Lake side South Corner 3.436,511.43 20,000.00 3.416,511.43 683,302.29 2,733,209.14 227,767 43
18 | 100 feet North, East, West & South(Com) 3.,521,727.17 20,000.00 3,501,727.17 700,345.43 2,801,381.74 233,448.48
19 | 100 feet General / South Gomer (com) 3.884,936.64 20,000.00 3,864,936.64 772,987.33 3,091,949.31 257.662.44

Nots: Company rassrves the right fo change the orice at any time without prior nofice.

All Prices are in lakh per Katha
For instalment sale, 20% of total amount

will be paid as down payment within 30 (Thirty} days of baoking.
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Booking Money Tk. 20.000 per Katha.
For full payment sale, Total amount will be paid within
45 (Forty five) days from the date of booking.
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Sector-B EFFECTIVE DATE: 1% January 2025
PLOT SIZE: 3,4,5,6,7,9, 10, 11, 12, 13, 14,19 & 20 Katha tal 1year 6 Monts | 2 years
Cash price (100%) Price for Booking Restof 20% Down | Total Price WMonthly Monthly

=4 [fip=cipae {Rate per Katha) Instalmant Money (Tk) | Amount(Tk) | Payment(Tk) |RestAmount(Tk)| Instalment (Tk} | Instaiment (Tk)
1| 30 feet North, East & West 1,384,399.45 | 2000000 | 136439945 | 27287989 | 1.091519.56 | 60.639.95 45.479.98
2 | 30 fest South 149025950 | 2000000 | 147025950 | 20405190 | 1176207.60 | 6534487 49,008.65
3 | 30 feet General Comer 1591,324.83 | 2000000 | 157132483 | 31426497 | 125705086 | 69.836.66 5237749
4| 30 feet South Comer 169185749 | 2000000 | 167185749 | 33437150 | 133748600 | 7430478 5672858
5 | 40 feet North, East & West 179239016 | 2000000 | 177239046 | 35447603 | 141791213 | 7877290 5007967
6 | 40 feet South 189372183 | 2000000 | 187372183 | 37474437 | 149897746 | 8327653 62.457.39
7 | 40 fest General Comer 199425449 | 2000000 | 197425449 | 394,850.90 | 157940359 | 87.744.64 55,808.48
8 | 40 feet South Comer 209658616 | 2000000 | 207558616 | 415117.23 | 166046893 | 92.248.27 69.186.21
8 | 60 feet North, West, East 220038015 | 2000000 | 2180,38015 | 43607603 | 174430412 | 9690578 72,679.34
10 | 60 feet South 230890281 | 2000000 | 228890281 | 457.780.56 | 1.831,122.25 | 101,729.01 76.206.76
11| 60 feet General Comer 241662647 | 2000000 | 2,296,62647 | 47932520 | 1917,30118 | 10651673 | 7988755
12 | 60 foet South Corner 251769181 | 2000000 | 2497,69181 | 499,538.36 | 199615344 | 11100852 | 8325639
13 | 80 feet North, West, East 261968220 | 2000000 | 259968220 | 51993644 | 207974576 | 11554143 | 86,656.07
14 | 80 foot General Comer 272168320 | 2000000 | 270168320 | 540,336.64 | 2,161,346.56 | 120,074.81 90.056.11
15 | 80 feet South Comner 282268370 | 2000000 | 280268370 | 56053674 | 224214696 | 12456372 | 93.422.79
16| Park / Play Ground North, East, Wost & South 284764620 | 2000000 | 2827,64620 | 56552924 | 226211696 | 12567316 | 94,254.87
17 | Park / Play Ground Side Comer 302768620 | 2000000 | 3.007,68620 | 601537.24 | 240614896 | 13367494 | 100,256.21
18 | Lake side North West, East & South 312768620 | 2000000 | 3107.68620 | 621,537.24 | 248614896 | 13811939 | 10358054
19 | Lake side General Comer 322768620 | 2000000 | 320768620 | 641,537.24 | 2.566,148.96 | 142563.83 | 106,922.87
20 | Lake side South Corner 332768620 | 2000000 | 3,307,68620 | 661,537.24 | 264614896 | 14700828 | 110,256.21
21 | Gommercial & Others 342766620 | 2000000 | 3.407,68620 | 661,537.24 | 272614896 | 15145272 | 11358054

Gt Company reseoves e gnit 10 CHange e price ai any time wilkout prio otice
All Prices are in lakh per Kalha,

Far instalment sale, 20% of tatal amount
will be paid as down payment within 30 (Thirty) days of booking.

© Daffodil International University

Booking Money Tk. 20.000 per Kalha.
For full paymant sale, Total amount will be paid within
45 (Forty five) days from the date of booking.
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Y W CM Sector-C EFFECTIVE DATE: 1 January 2025
PLOT SIZE: 3, 4,5, 6,7, 8,9, 10 & 20 Katha 3 years 4 years
sL Type of plots Cash price (100%) Price for Baoking Rest of 20Y% Down Tolal Price Manthly Monthly
JRE Rate per Katha) Instalment Money (Th) | Amount(TK) | payment(Tk) | RestAmoun(TK} | Instalment(Tk) | Instalment (Tk}
1 | 30 feet North, East & West 1,246,001.35 |  20,000.00 122600135 | 24520027 | 980,801.08 27,244.47 20,433.36
2 | 30 feet South 1,346,972.00 | 20,000.00 1,326,972.00 | 26539440 | 1.061577.60 | 29.488.27 22,116.20
3 | 30 feet General Comer 1,449,480.41 20,000.00 142946041 | 285892.08 | 1,143,568.33 | 31765.79 23,824.34
4 | 30 feet South Corner 1.549,726.44 | 20,000.00 1520,726.44 | 30594529 | 1,223,781.15 33,993.92 25,495.44
5 | 40 feot North, East & Wost 164999247 | 20,000.00 162999247 | 32599849 | 1,303,993.97 | 3622205 27,166.54
6 | 40 feet South 1,750,667.53 20,000.00 1,730,657.53 346,131.51 1,384,526.03 38,450.06 28,844.29
7 | 40 feet General Comer 1,850,923.56 20,000.00 1,830,923.56 | 366,184.71 1.464,738.85 40,687.19 30,515.39
8 | 40 feet South Comer 1,951,588.63 | 20,000.00 1931,568.63 | 386317.73 | 154527090 | 42,924.19 32,193.14
9 | 60 feet North, West, East 2,053,982.87 | 20,000.00 2,033,082.87 | 40679657 | 1627,186.30 | 45199.62 33,899.71
10 | 60 feet South 2,158,239.30 | 20,000.00 213823930 | 427,647.86 | 171059144 | 4751643 35,637.32
11 | 60 feet General Comer 2.262,096.69 | 20.000.00 224209669 | 44841934 | 1793677.35 | 49,824.37 37,368.28
12 | 60 feet South Corner 2,362,628.75 | 20,000.00 234262875 | 468,525.75 | 187410300 | 52,058.42 39,043.81
13 | 80 feet North, West, East 2,463,622.80 | 20,000.00 244362280 | 48872456 | 195489824 | 5430273 40,727.05
14 | 80 feel General Comer 2,564,622.15 | 20,000.00 254462215 | 50892443 | 203569772 | 56,547.16 42410.37
15 | 80 feet South Comer 2,665,121.83 |  20,000.00 264512183 | 52902437 | 2,116,097.46 | 58,780.49 44,085.36
16 | Park ! Play Ground North, East, West & South 2,766,353.12 |  20.000.00 2,746,353.12 | 549,270.62 | 2,197,08250 | 61,030.07 45,772.55
17 | Park / Play Ground Side Corner 2954919.83 | 20,000.00 293491983 | 58698397 | 234793586 | 6522044 48,915.33
18 | 100 feet North, East, West & South (Com) 3.360,695.14 | 20,000.00 3,340,695.14 | 668,139.03 | 2,672,556.11 74,237.67 55,678.25
19 | 100 feet General / South Corner {com) 3,463401.76 | 20,000.00 344340176 | 688,680.35 | 2,754,721.41 76,520.04 57,390.03
Note: Compsny ight to ohe pric y fime without prior notics.
All Prices are in lakh per Katha. Booking Money Tk. 20,000 per Katha.
For instalment sale, 20% of total amount For full payment sale. Total amount will be paid within
will be paid as down payment within 30 (Thirty) days of booking. 45 (Forly five) days lrom Lhe dale of booking.
Akoceof
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e f KL% 4 _M Sector-D EFFECTIVE DATE: 1 January 2025
PLOT SIZE: 3,4, 5,6,7,9,10, 11,12, 13, 14, 19 & 20 Katha Instalment: 5 years 6 years
Cash price (100%) Price for Booking Rest of 20% Down Total Price Monthly Monthly
£l etk (Rate por Katha) Instalmont Money (T} | Amount(Tk} | Payment(Tk) |RestAmount(Tk)| Instaiment (Tk) | Instalment (Tk)
1| 30 feet North, East & West 1,147,850.07 | 20,000.00 1127,850.07 | 225.570.01 | 902.280.05 15,038.00 12,531.67
2 | 30 feet South 1,251,071.09 |  20,000.00 123107109 | 24621422 | 984.856.87 16.414.28 13.678.57
3 | 30 feet General Comer 1,351,071.80 | 20,000.00 1,331,071.80 | 266,214.36 | 1,064,857.44 17,747.62 14,789.69
4 | 30 feet South Corner 1,451,071.80 |  20.000.00 1.431,071.80 | 286.214.36 | 1.144,857.44 19.080.96 15,900.80
5 | 40 feet North, East & West 1,552,243.08 | 20.000.00 1532,243.08 | 30644862 | 1.225794.46 20,429.91 17.024.92
6 | 40 feet South 1,652.975.13 |  20,000.00 1,632,975.13 | 326,505.03 | 1,306,380.10 21,773.00 18,144.17
7 | 40 feet General Comner 1,753.267.95 | 20,000.00 1.733.267.95 | 346,653.50 | 1,386,614.36 23.110.24 19,258.53
8 | 40 foot South Corner 1,854,000.00 | 20.000.00 1.834,000.00 | 366.800.00 | 1.467,200.00 24,453.33 20,377.78
9 | 60 feet North, West, Easl 1,956,635.38 |  20,000.00 1,936,635.38 | 387,327.08 | 1,549,308.30 25,821.81 2151817
10 | 60 feet South 2.061,320.50 | 20,000.00 | 2,041,320.50 | 408,264.10 | 1,633,056.40 27,217.61 22,681.34
11 | 60 feot General Corner 2,165566.39 | 2000000 | 2.145566.39 | 420113.28 | 1.716453.11 28,607.55 23,839.63
12 | 60 feet Sauth Cormer 2,266,152.03 | 20,00000 | 2,246,152.03 | 44923041 | 1.796,921.62 29,948.69 24,957.24
13 | 80 feet North, West, East 2,367,246.20 | 20,000.00 | 2,347,246.20 | 460,449.24 | 1,877,796.96 31,206.62 26,080.51
14 | 80 feet General Corner 246834620 | 2000000 | 2.448,346.20 | 489.669.24 | 1,958,676.96 32,644.62 27,203.85
15 | 80 fest South Corner 2,568,806.20 |  20,000.00 2,548,896.20 | 509,779.24 | 2.039,116.96 33,985.28 28.321.07
16 | Park  Play Ground North, East, West & South 267025151 | 20,00000 | 2,650,251.51 | 530,050.30 | 2,120,201.21 35,336.69 29.447.24
17 | Park ! Play Ground Side Gorner 277025151 | 2000000 | 2750.251.51 | 560,050.30 | 2,200,201.21 36,670.02 30,558.35
18 | Lake side Narth West, East & South 2,870,25151 | 2000000 | 2.850251.51 | 570.050.30 | 2.260,201.21 38,003.35 31.669.46
19 | Lake side General Comer 297025151 | 20,00000 | 2,950,251.51 | 590,050.30 | 2,360,201.21 39,336.69 32,780.57
20 | Lake side South Comer 307025151 | 20,00000 | 3.050.251.51 | 610,050.30 | 2,440,201.21 40,670.02 33,801.68
21 | 100 feet North, East, West & South (Com) 3.284336.15 | 2000000 | 3.264,336.15 | 652.867.23 | 2.611.468.92 43,524.48 36.270.40
22 | 100 feet General / South Corner (com) 2,408,863.82 | 20,000.00 | 3388863.82 | 67777276 | 2,711,091.06 45,184.85 37.654.04

ofe: Company right fo ohe prics atany 2 prior aofice.

All Prices are in lakh per Katha.
For instalment sale, 20% of total amount
will be paid as down payment within 30 {Thirly} days ol booking.
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Booking Money Tk. 20,000 per Katha.
For full payment sale, Total amount will be paid within
45 (Forly five) days from the dale of booking.
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I MO I Sector-E EFFECTIVE DATE: 1+ January 2025
PLOT SIZE: 3,4,5,6,7, 9,10, 11,12, 13, 14, 19 & 20 Katha Instalment: 7 years 8 years
Cash price (100%) Price for Booking Rest of ‘ 20% Down Total Price Monthly Monthly
el ypect pluts (Rato per Katha) Instalment Money (Tk) Amount(Tk) | Payment (Tk) |Rest Amount(Tk}| Instalment (Tk) | Instalment (Tk)
1| 30 feet North, East & West 1,047,390.87 |  20,000.00 1,027,390.87 | 205478.17 | 821.912.70 9,784.67 8,561.59
2 | 30 feet South 1,150,538.69 | 20,000.00 1,130,538.60 | 226107.74 | 904.430.95 10,767.04 9,421.16
3 |30 feet General Comner 125111173 | 20,000.00 123111173 | 24622235 | 984.889.38 11,724.87 10,259.26
4 | 30 feet South Comer 1,351,397.80 | 20,000.00 1,331,397.90 | 266,279.58 | 1.065118.32 | 12.679.98 11,094.98
5 | 40 feet Narth, East & West 1,451,684.06 | 20,000.00 143168406 | 286336.81 | 1.145347.25 | 13.635.09 11,930.70
6 | 40 fest South 1552,39947 | 2000000 | 153239947 | 30647989 | 122591958 | 14.594.28 12,770.00
7 | 40 feet General Corner 1,652,685.64 |  20,000.00 1,632,685.64 | 326,537.13 | 1,306,14851 | 15,549.39 13,605.71
8 | 40 feet South Comer 1,753401.05 |  20,000.00 1,733401.05 | 346,680.21 | 138672084 | 16.508.58 14,445.01
9 |60 foetNorth, East & Wost 1.855976.54 | 20,000.00 | 183597654 | 36719531 | 1.468.781.23 | 17.48549 15,299.80
10 | 60 feet South 1960,555.18 | 20,000.00 | 1940.555.18 | 388111.04 | 1552444.14 | 18.481.48 16,171.29
11 | 60 feet General Comer 2,064,704.57 | 20,000.00 2,044,704.57 | 40894091 | 163576365 | 1947338 17,039.20
12 | 60 feet South Comer 2,165276.90 |  20,000.00 2,145276.90 | 429,055.38 | 171622152 | 20431.21 17,877.31
13 | Park ! Play Ground North. East. West & South 2,269,283.21 20,000.00 224928321 | 44985664 | 179942657 | 2142174 18,744.02
14 | Park { Play Ground Side Comer 2.369,998.62 | 20,000.00 2,349,998.62 | 469,999.72 | 1,879,998.90 | 22,280.94 19,583.32
15 | Lake side North West. East & South 2.471,000.20 | 20,000.00 2,451,000.20 | 490.200.04 | 1,960,800.16 | 23,242.86 20,425.00
16 | Lake side South Corner 2.571,715.61 20,000.00 2,561,715.61 | 510,343.12 | 2,041,372.49 | 24,302.05 21,264.30
17 | Duplex- 30/4D feet North East, West & South 2.672717.19 |  20,000.00 2,652,717.19 | 530,543.44 | 2,122,173.75 | 25263.97 22,105.98
18 | Duplex- 60 feet North East, West & South 277343260 | 20,000.00 2,753,432.60 | 550,686.52 | 2,202,746.08 | 2622317 22,945.27
19 | Duplex General Comner 287443418 | 2000000 | 2,854,434.18 | 57088684 | 2,283547.34 | 27.186.08 23,786.95
20 | Duplex South comer 297443418 | 2000000 | 2,954,434.18 | 500,886.84 | 2,363,547.34 | 28,137.47 24,620.28
21 | Duplex Lake Side 307529267 | 20,000.00 3,055292.67 | 611,058.53 | 2,444,234.14 | 29,098.03 25,460.77
22 | Duplex Lake Side Cormer 317520267 | 20,000.00 3,155,202.67 | 631,058.53 | 2,524,234.14 | 30,050.41 26,294.11
23 | 100 feet North, East, West & South (Com) 3,275292.67 | 20,000.00 3,25528267 | 651,058.53 | 2,604,234.14 | 3100279 27.127.44
24 | 100 feet General / South Corner {com) 3,376,151.17 20,000.00 3,356,151.17 | 671,230.23 | 2684,920.93 31.963.34 27,967.93
ticts: Company reserves iha nght 1o changs the price st any ime wihout prior notics.
All Pricas ara in lakh per Katha Baoking Monay Tk. 20,000 par Katha.
For instalment sale. 20% of total amount For full payment sale, Total amount will be paid within
will be paid s down payment within 30 (Thirty) days of booking 45 (Forty five) days from the date of booking.
PARTE)(STAR"

4) Promotion

Promotion is a crucial part of Shubornobhumi Housing Ltd. marketing strategy. The company
uses a variety of promotional tools to communicate with potential customers and create
awareness about their projects. The key promotional strategies include:

o Sales Representatives: The company has a dedicated team of salespeople who engage
with customers, provide information, and facilitate sales.

e Advertising: Shubornobhumi Housing Ltd. utilizes various media channels to advertise
their projects. This includes newspaper advertisements in Prothom Alo, television ads,
and magazine promotions.

o Freebies and Special Offers: The company often provides free promotional items or
special packages for customers, including discounts, quick services, and attractive
hampers.

e Sales Promotions: Shubornobhumi Housing Ltd. organizes limited-time promotions to
encourage immediate purchasing decisions.

o Publicity: The company also uses public relations activities to build brand awareness and
enhance the company’s image.

The promotional budget for these activities is substantial, reflecting the competitive nature of the

real estate market.

25Page
© Daffodil International University



5) Place

Place (or location) refers to the strategies used to deliver the product to customers and make it
available at the right time and place. Shubornobhumi Housing Ltd. is mindful of its distribution
strategy, focusing on areas where there is demand and where customers are most likely to invest
in land.

Distribution Channels:

e Distribution Choices: Shubornobhumi Housing Ltd. carefully selects distribution
channels to reach potential customers. The channels include both direct and indirect sales
methods, including their sales team and marketing partners.

e Inventory Management: Efficient management of available land and plots is crucial.
The company handles land inventory and manages stock availability to meet customer
demand.

e Warehousing: Shubornobhumi Housing Ltd. manages storage and logistics to ensure
smooth operations in distributing land to customers.

e Order Handling and Transportation: Once a customer decides to purchase a plot, the
company manages the order process, ensuring smooth transactions and timely delivery.

o Reverse Logistics: In cases where land transactions are canceled or need to be revised,
the company has a system in place to handle reverse logistics.

Shubornobhumi Housing Ltd. is particularly focused on its target customers, the middle-class
and upper-middle-class demographic, who typically prefer residential plots in suburban and
developing areas. Currently, the company’s key project location is Narayanganj which are areas
of high demand for residential land. These locations are chosen based on their accessibility,

infrastructure development, and growing popularity among prospective buyers.

4.5 Real Estate Marketing Tools used by Shubornobhumi Housing Ltd.

1) Advertisement
Advertising refers to any paid form of promotion used to communicate information about real
estate products, services, or ideas to the target audience. It’s a tool not just for companies but
also for institutions like museums, government agencies, and charities to spread awareness or
promote initiatives. Advertising strategies encompass five essential elements:

1. Development: The process of creating the advertising campaign, including crafting the

message, designing visuals, and identifying the goals of the campaign.

2. Finance: The budgeting and financial planning needed to fund the campaign, ensuring
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that resources are allocated efficiently for maximum impact.

3. Messaging: Crafting the core message that will resonate with the audience, highlighting
the unique selling points and benefits of the product or service.

4. Media Selection: Choosing the appropriate media channels to reach the target
audience. This can include traditional media like TV and radio, or modern digital
platforms such as social media or websites.

5. Measurement: Evaluating the effectiveness of the campaign. This involves tracking
metrics such as engagement, sales conversions, and brand awareness to determine the
success of the advertising efforts.

Shubornobhumi Housing Ltd. also use TV, Radio, and Fencing etc. advertisement.

Real-Life Example Summary:

Suppose Shubornobhumi Housing Ltd. is launching a campaign for a new affordable housing
project in Narayanganj. Here's how the five elements might come together:

1. Development: The campaign focuses on affordable homes with family-friendly
amenities. The message will be "Affordable, spacious living for your growing family."

2. Finance: Budget allocated across digital ads, traditional media (newspapers, TV), and
local events like property tours.

3. Messaging: The core message emphasizes value, comfort, and convenience for middle-
class families, highlighting spacious homes and a safe neighborhood.

4. Media Selection: Digital ads on social media, Google Search ads, billboards in Dhaka’s
prime locations, and a TV commercial targeting the middle-income group.

5. Measurement: The success is measured by tracking engagement on ads, the number
of inquiries and visits to the website, and actual sales of properties.

Flowchart of the Advertisement development steps of the company:

Step-1 — Submission of Application by Branding Department
m — Approval from Management
m — Content Development

Approval of content from Managing Director

Sending to the Advertisement Agency/ Newspaper

Publication of Advertisement
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2) Implementing an Effective Social Media Marketing Program

Shubornobhumi Housing Ltd. one of the youngest companies in the real estate sector in
Bangladesh, recognizes the importance of social media marketing. Shubornobhumi Housing
Ltd. has invested heavily in creating a strong online presence. Given that millions of people
use social media every day, the company understands the significant role of the internet in
attracting potential customers. According to surveys, 50% of small business owners report that
internet marketing brings customers directly to their doors, emphasizing the value of an online
marketing strategy.

3) Website
Shubornobhumi Housing Ltd. has a dedicated, marketing-oriented website as part of its modern
marketing strategy in the real estate sector. The website is designed to attract and engage
potential land buyers. According to Shubornobhumi Housing Ltd., 22% of land buyers use the
internet during their search, with 50% accessing the site via mobile devices or apps. The
company highlights that 43% of land buyers begin their journey by visiting online listings, and
12% of first-time buyers learn about the purchasing process through online platforms.

4) Plot-Buying Fare
A key marketing tool for Shubornobhumi Housing Ltd. is the collaboration with real estate
agents. By hosting joint seminars with home inspectors or mortgage agents, the company can
attract a wide audience and create a full-fledged clientele. This approach provides abundant
opportunities for marketing and engagement, resulting in more substantial rewards compared

to traditional methods.

5) Direct-to-Door Contract Marketing Tools
Shubornobhumi Housing Ltd. uses direct-to-door contract marketing tools as a significant part
of its strategy. This method involves direct engagement with potential clients, fostering
personal relationships, and providing detailed public statements and personalized sales

interactions. These efforts help build trust and close deals with customers more effectively.

6) Billboard Marketing Tools
Billboards are a crucial marketing tool for Shubornobhumi Housing Ltd. They offer a powerful
way to reach the public in their everyday environments, whether at home, work, or while

traveling. Unlike other advertising mediums such as TV or radio, billboards remain visible and
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cannot be turned off, ensuring continuous exposure. Billboard marketing is a widespread and
essential strategy used by nearly all real estate companies in Bangladesh, and it remains one of

the most effective ways to communicate with potential clients.

4.6 Managing Customer Relationship

To build and sustain long-term customer relationships, organizations must look beyond
individual transactions and focus on the long-term value of customer engagement. The goal is
to establish ongoing relationships with customers rather than just creating a series of one-off
transactions. For these relationships to be mutually beneficial, both the company and the
customer must gain value. This approach is the foundation of Customer Relationship
Management (CRM), which is a business philosophy aimed at encouraging customer loyalty
by defining and increasing their value to the company. Essentially, CRM focuses on retaining
the right customers for sustained success.

It is important to note that CRM is not solely about customers. It involves several key groups,
including:

o Customers: Whether they are individual end users, businesses, or personal customers,
these are the people who buy and use products. CRM focuses on understanding and
fulfilling their needs to maintain long-term loyalty.

« Employees: Building strong relationships with employees is essential, especially in
service-oriented companies where employees directly interact with customers. Happy,
motivated employees are crucial in meeting customer needs effectively, making
employee relationship management an integral part of CRM.

e Supply Chain Partners: These are companies that provide materials or finished
products as part of the supply chain. Whether upstream or downstream, these partners
play a vital role in delivering products or services that satisfy customers. Maintaining
strong relationships with supply chain partners ensures smooth operations and helps
meet customer expectations.

o External Stakeholders: Key external stakeholders, such as government agencies,
nonprofit organizations, and service providers, must also be managed effectively. These
groups help organizations achieve their goals and should be nurtured to support the

business’s long-term success.
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Chapter: 5

Findings, Recommendations & Conclusion
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5.1 Findings of the Study

1) Product Range:
Shubornobhumi Housing Ltd. presents a diverse product range, focusing on both residential
and commercial land offerings. Lower middle-class people cannot effort the product in some
cases. The product categories encompass areas such as Narayangang, Dhaka Sylhet Highway
Road, opposite of Jaika Project.

2) Pricing Strategies:
The company employs various pricing strategies to address different market segments.
Notably, Shubornobhumi Housing Ltd. embraces economy pricing, ensuring affordability for
the majority of customers. The price of Shubornobhumi’s project so much different with the

competitors.

3) Promotion
Shubornobhumi Housing Ltd. places a strong emphasis on building and maintaining a robust
online presence. Through an optimized website and user-friendly interface, the company
ensures effective showcasing of products and services. Sometimes inactive engagement on
social media platforms, content marketing, and search engine optimization (SEO) could not
contribute to a comprehensive promotional strategy.

4) Lack of Content Marketing:
The utilization of content marketing strategies demonstrates the company's commitment to
educating and engaging its target market. But some contents are not acceptable to the customer

for weak presentations. That’s why contents should be made by relevant and strong ideas.

5) Social Media Utilization:
The company is not actively engaging with its audience through social media platforms,
leveraging them for communication, promotion, and community building. This aligns with

modern marketing trends, ensuring a direct line of communication with potential customers.
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5.2 Recommendations

1) Product Range:
Shubornobhumi Housing Ltd. presents a diverse product range, focusing on both residential
and commercial land offerings. All kind of people can effort the products that should be
considerable. The product should be acceptable to all kind of people. Which make the product
available and affordable.

2) Pricing Strategies:
The company employs various pricing strategies to address different market segments.
Notably, Shubornobhumi Housing Ltd. embraces economy pricing, ensuring affordability for
the majority of customers. The price of Shubornobhumi’s project should be less than another
competitor. SHL should be more flexible with their pricing strategy compare to others. So that
people will be more connected with their demand. Which increase the demand of land market

and fulfill consumer requirements.

3) Promotion
Shubornobhumi Housing Ltd. places a strong emphasis on building and maintaining a robust
online presence. Through an optimized website and user-friendly interface, the company
should ensure effective showcasing of products and services. Arranging active engagement on
social media platforms, Facebook marketing, YouTube marketing, content marketing, and

search engine optimization (SEO) could contribute to a comprehensive promotional strategy.

4) Lack of Content Marketing:
The utilization of content marketing becomes a powerful tool for building lasting connections
and establishing the company as a reliable and valuable resource within its market. So, contents

should be accurate and clean to the customer for better presentations.

5) Social Media Utilization:
Shubornobhumi Housing Ltd. strategically harnesses the power of social media as a pivotal
component of its marketing approach. The company recognizes the transformative impact of
social platforms in shaping consumer perceptions and fostering meaningful connections.
Through active social media utilization, Shubornobhumi extends its outreach to a vast

audience, effectively engaging with potential homebuyers and stakeholders. The company
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leverages platforms like Facebook with an official page boasting substantial likes, indicating a
robust online community. Daily interactions on these platforms, prompt responses to inquiries,
and the dissemination of visually compelling content contribute to a dynamic online presence.
Shubornobhumi's adept management of social media not only serves as a promotional tool but
also as a direct communication channel, enhancing customer relationships and providing real-
time updates on projects, promotions, and industry trends. This strategic social media
utilization aligns with contemporary marketing trends, amplifying the brand's visibility and
positioning Shubornobhumi Housing Ltd. as an approachable and customer-centric entity in

the competitive real estate landscape.

5.3 Conclusion

The internship report on analyzing the marketing mix and STP analysis of Shubornobhumi
Housing Ltd. has provided valuable insights into the company's marketing practices.
Shubornobhumi Housing Ltd. has demonstrated a strong understanding of its target market and
has effectively utilized the marketing mix elements to create a competitive advantage. The
analysis of the marketing mix components revealed that Shubornobhumi Housing Ltd. has
effectively employed the traditional elements of product, price, place, and promotion in its
marketing approach. The company has developed a diverse range of high-quality products that
cater to the needs and preferences of its target customers. Moreover, the pricing strategy
adopted by Shubornobhumi Housing Ltd. ensures competitive pricing while maintaining
profitability. The STP analysis shed light on Shubornobhumi Housing Ltd.'s segmentation,
targeting, and positioning strategies. The company has effectively identified and segmented its
target market based on various demographic, geographic, and psychographic factors. By doing
s0, Shubornobhumi Housing Ltd. can tailor its marketing efforts to specific customer groups
and meet their unique needs and preferences. By implementing the suggested improvements,
the company can further strengthen its market position and continue to thrive in the dynamic

business landscape of Bangladesh.
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