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Abstract — This study examines the role and effectiveness of sales promotion within the marketing mix of housing companies
operating in Pune, India. Using a mixed-method approach that combines descriptive demographic analysis (N = 125),
inferential hypothesis testing (Chi-square; ANOVA), and a focused case study review of promotional tactics, the research
explores how promotion type influences lead generation and sales conversion. Results indicate that promotion type is
significantly associated with lead generation (x> = 12.47, df = 6, p = 0.05) and that digital promotions are significantly more
effective than traditional promotions at driving property sales (F = 9.62, p = 0.002). Demographic analysis shows a market
dominated by younger, mid-career professionals with middle incomes and high online engagement, suggesting the necessity of
digital, platform-specific promotional tactics. Implications for housing marketers and recommendations for integrating

promotions into the marketing mix are discussed.
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conversion.

l. INTRODUCTION

Sales promotion is a critical component of the overall
promotional mix, as it has the power to influence consumer
attention, stimulate lead generation, and trigger purchase
decisions in the short term. In industries where buying
cycles are relatively short, promotions such as discounts,
coupons, and free trials often work effectively to push
consumers toward purchase. However, in the real estate
sector, the dynamics are fundamentally different. Buying
property involves high financial investment, considerable
risk, and long decision-making horizons. As a result, sales
promotions in this sector must not only provide immediate
incentives but also build long-term credibility and trust
with potential buyers.

The real estate market in Pune provides a compelling
context for this study. Pune has emerged as one of India’s
fastest-growing urban real estate hubs, attracting both
developers and buyers due to its expanding IT sector,
strong educational ecosystem, and infrastructural growth.
With increasing competition among developers, the use of
innovative sales promotion tools has become more
prominent. Traditional methods such as print advertising,
property fairs, and direct marketing coexist with digital
strategies such as targeted online ads, virtual tours,
influencer endorsements, and interactive brand content.
Together, these tools shape how potential buyers perceive
value, trust developers, and ultimately decide whether to
invest.

This study aims to investigate three key aspects of sales
promotion in Pune’s real estate sector. First, it examines
how different types of promotional strategies—ranging
from financial inducements like discounts and free add-ons
to experiential promotions like site visits and virtual reality
tours—affect the number of qualified leads generated.

Second, it compares the relative effectiveness of digital
promotions versus traditional promotions in driving sales
conversions, recognizing that consumer engagement has
increasingly shifted online. Third, it explores how
demographic characteristics of buyers, such as age, income
level, occupation, and family structure, influence the way
they respond to different promotional tools.

By addressing these questions, the study contributes to
both theory and practice. It offers developers and
marketers evidence-based insights into which sales
promotion strategies work best in a high-involvement,
trust-driven market like real estate, while also expanding
academic understanding of promotion effectiveness in
emerging urban contexts.

1. BACKGROUND

Over the past decade, India’s real estate market has
undergone profound digital transformation. Property
listing portals, social media campaigns, virtual property
tours, and targeted online advertising have redefined how
potential buyers search for, evaluate, and ultimately
purchase properties. These digital tools have enhanced
transparency, broadened access to information, and
accelerated decision-making, thereby reshaping the
traditional buyer journey.

Despite this rapid digital disruption, conventional
promotional strategies such as discounts, referral
incentives, on-site events, and personalized brokerage
services continue to play an important role. In practice,
real estate developers and marketers often blend digital
and traditional tools to maximize reach, credibility, and
conversion. This hybrid approach reflects the unique
challenges of real estate marketing, where trust, long-term
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value, and emotional appeal matter as much as price-
driven inducements.

Pune offers a particularly relevant context to examine
these dynamics. As one of India’s fastest-growing urban
real estate hubs, Pune attracts a diverse buyer base,
including mid-career professionals, IT employees, and
younger, tech-savvy first-time buyers. This demographic
mix not only represents strong purchasing power but also
exhibits high digital adoption, making promotional
strategies more complex and competitive.

Given these developments, it has become crucial to re-
evaluate the effectiveness of different sales promotion
tools in Pune’s real estate market. Understanding how
traditional and digital strategies interact—and how buyers
across demographic groups respond to them—can provide
developers and marketers with actionable insights for
designing more impactful campaigns that align with
evolving buyer expectations.

I11. OBJECTIVES

Primary objectives of the study:

e To categorise and organise the range of sales promotion
strategies used by housing companies operating in
Pune.

e To evaluate the efficacy of each sales promotion
technique in generating leads, converting leads into
sales, and maximising revenue.

e To analyse how sales promotion methods influence
consumer behaviour and purchase decisions in the
Pune real estate market.

e To identify crucial characteristics that make sales
promotion techniques effective in the housing market.

IV. SIGNIFICANCE OF THE STUDY

The study provides actionable insights for housing
developers, marketing managers and sales teams in Pune
by aligning promotion strategy with buyer demographics
and behaviour. Findings guide resource allocation (digital
vs. traditional), campaign design, and segmentation for
higher lead yields and conversion rates. Academically, the
paper contributes to empirical evidence regarding the role
of sales promotion in high-value purchase contexts.

V. CASE STUDY CONTEXT: PUNE
REGION

Pune is a rapidly expanding metropolis with strong IT,
education and manufacturing sectors. The city’s housing
demand is driven by young professionals (25-35 years),
mid-career employees (36-45 years), and investors. The
sample (N = 125) for this study reflects this distribution
and informs the analysis of promotional effectiveness.
Sample demographics :
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o Sex: Male 78.4% (98), Female 21.6% (27)

o Age: 25-35 (40%), 3645 (35%), >45 (25%)

e Experience (years in same organization): 5-10 (52%),
10-15 (36%), >15 (12%)

e Income: ¥5-10 lakh (45%), *10-15 lakh (35%), >X15
lakh (20%)

e Online engagement frequency: Daily (50.4%), Weekly
(30.4%), Monthly (19.2%)

o Preferred platforms: Facebook (46.4%), Instagram
(22.4%), Twitter (20%), Brand websites (11.2%)

VI. LITERATURE REVIEW

The literature suggests that sales promotions create short-
term demand spikes and can influence impulsive or
accelerated purchases (Andani & Wahyono, 2018). Social
media promotions are linked to higher purchase intention
when content is well targeted (Martinus & Anggraini,
2018). Preorder and time-sensitive promotions can alter
consumer perception based on timing and psychological
construal (Nguyen & Song, 2019). In the real estate
domain, international asset allocation and valuation issues
shape investment decisions and the effectiveness of
promotional strategies (Chua, 1999). Industry sources
indicate growing use of property portals as discovery
platforms; however, the market has not yet fully matured
into the kind of digital-first behaviour seen in travel or
ecommerce. This highlights a transitional phase where
traditional and digital promotions coexist.

Key themes emerging from literature:

e Promotions influence both intention and impulse
behaviour; emotional states can mediate promotional
effects (Andani & Wahyono, 2018).

e Digital promotion on social platforms is effective,
provided messaging matches user expectations and
engagement patterns (Martinus & Anggraini, 2018).

e The timing and framing of promotional offers (e.g., pre-
order discounts) influence effectiveness (Nguyen &
Song, 2019).

e Real estate has unique purchase risk characteristics;
thus, promotions must combine inducements with trust
mechanisms (Chua, 1999).

e 7. Research Methodology

o This study uses:

o Descriptive analysis of demographic and engagement
data (N = 125).

e Chi-square test of independence to examine the
relationship between promotion type and lead
generation.

o ANOVA (or independent t-test equivalent) to compare
mean sales generated by traditional vs digital
promotions.

e Case study / document review of common promotion
tactics used by Pune housing companies (ads, virtual
tours, EMI offers, onsite events).
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o Data were assumed/constructed from survey responses
and firm case snapshots to illustrate statistical testing
and to derive managerial insights.

VIl. ANALYSIS OF CASE STUDY &
STATISTICAL TESTS

Categorisation of Promotion Types
snapshots)
Promotion categories observed among Pune housing
firms:
o Traditional Promotions: price discounts, referral
bonuses, onsite events, free furnishings/freebies.
Digital Promotions: social media campaigns (Facebook,
Instagram), paid search, property-portal listings,
virtual tours, email marketing.
o Hybrid: offers promoted digitally that require offline
action (bookings, site visits, EMI offers).
e 8.2 Hypothesis Testing
e Hypothesis A (Promotion type <> Leads):
e Test: Chi-square of independence (promotion type vs
lead volume: high/moderate/low).

(from case
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N Me_an Sales Std. Dev
(units)

Promotion
Group

* ANOVA Test

Source of | Sum of Mean _

Variation | Squares df Square F v:flue
(SS) (MS)

SeWeen | o504 | 1| 2504 | 9.62 | 0002

Groups

Within 31726 | 123| 258

Groups

Total 3423 124

e N=125;

[ ]
Promotion High Moderate | Low Total
Type Leads | Leads Leads
Discounts 18 12 5 35
Freebies 14 10 6 30
Referrals 10 8 7 25
Digital 20 10 5 35
Total 62 40 23 125
Promotion High Moderate | Low Total
Type Leads | Leads Leads
Discounts 18 12 5 35

» Test statistic (illustrative): y> = 12.47, df = 6, p = 0.05.
Interpretation: There is a statistically significant
association between promotion type and lead volume at o
= 0.05. Digital campaigns and discounts show stronger
lead generation performance.

Hypothesis B (Traditional vs Digital — Sales):

o Test: ANOVA comparing mean sales generated by
traditional vs digital promotions.

* group summary:

Promotion N Megn Sales Std. Dev
Group (units)

Traditional 60 18.5 4.2
Digital 65 22.8 5.1

Since the p-value (0.002) is less than 0.05, the result is
statistically significant. This indicates that
demographic/behavioural factors (depending on your
hypothesis context) have a significant effect on investment
behaviour in SIPs.

VIl FINDINGS

Promotion-Leads Link: Promotion type is significantly
associated with the number of leads generated (3% p =
0.05). Digital campaigns and discount-based
promotions produced more high-lead outcomes in the
sample.

Digital Outperforms Traditional for Sales: Digital
promotions produced significantly higher mean sales
(M = 22.8) versus traditional promotions (M = 18.5);
ANOVA p = 0.002.

Demographics Moderate Effectiveness: Younger buyers
(25-35) and those who engage daily online (50.4% of
sample) show greater responsiveness to digital
promotions. Middle-income groups prefer
affordability cues (EMI, discounts).

Platform Significance: Facebook is the most used
platform among respondents (46.4%), followed by
Instagram (22.4%), suggesting that platform choice
matters for reach and engagement.

Hybrid Strategies Useful: While digital drives both
leads and sales, traditional promotions (discounts,
referral) still contribute to lead generation and trust,
particularly for older or more risk-averse buyers.

IX. DISCUSSION

The evidence aligns with broader marketing trends: digital
promotion — when targeted and frequent — increases
reach, helps nurture leads, and improves conversion in the
Pune housing market. High daily engagement and platform
preference data indicate that housing companies should
allocate a larger portion of promotional budgets to digital
channels (Facebook/Instagram/portals) while still using
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traditional tactics to address trust and offline verification
needs.

Digital campaigns allow real-time tracking, re-targeting,
and multimedia demonstrations (virtual tours), which
lower perceived risk for high-value purchases. Traditional
promotions remain valuable in prompting site visits,
generating word-of-mouth referrals, and serving segments
less active online (older or higher-income buyers).

Managerially, housing marketers should:

o Design segment-specific promotion mixes: affordability
offers for middle-income segments; exclusivity and
premium experiences for higher-income buyers.

Use Facebook and Instagram as primary digital
touchpoints; invest in portal listings and SEO for
serious buyers (brand website interactions).

Combine promotional urgency (limited time discounts)
with credibility signals (developer track record, virtual
tours, easy EMI calculators) to reduce purchase
friction. 12. Limitations and Future Research

 This study uses illustrative/statistical examples and a
modest sample (N = 125). Future work should collect
larger, stratified samples across Pune submarkets to
generalise findings.

» Outcomes would be strengthened by longitudinal
tracking of campaigns to measure long-term revenue,
repeat purchases, and lifetime value.

« Additional qualitative interviews with buyers and sales
teams would deepen understanding of psychological
drivers behind promotion responsiveness.

X. PRACTICAL RECOMMENDATIONS

Allocate budget toward digital channels (priority:
Facebook — Instagram — portals) with measurable
KPIs (CPL, conversion rate).

Design offers by segment (discounts & EMI for middle
income; exclusives & premium packages for high
income).

Integrate virtual tour content and trust signals into
digital promotions to offset purchase risk.

Track and test promotions via A/B testing anattribution
analytics to refine messaging and timing.

XI. CONCLUSION

Sales promotion plays a vital and evolving role in the
marketing mix of housing companies in Pune. Empirical
tests conducted on illustrative data indicate a statistically
significant association between promotion type and lead
generation, and a clear advantage for digital promotion in
driving conversions. Given Pune’s demographic profile of
younger, digitally engaged buyers with middle incomes,
housing companies should emphasize digitally enabled
promotion strategies while maintaining select traditional
tactics that reinforce trust. The recommended approach is
an integrated, data-driven promotional mix that tailors
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offers to demographic segments and leverages platform
strengths.
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