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Seeking approval for the digital campzign budget for : E_This is a ccntinuation of the curren: 01going campaign, which has been instrumental in maintaining consistent
Description brand presence, and supporting overall marketi12 objectives. tis essentiat to ensure there’s no discor nect or downtime in our digital visibility, as any pausz in the campaign may
resultin a drop in engagement and campaigr 2er’armance. The approved budget will be utilized across platforms for lead generation, remarketing, znc brand awareness.
Date 01-08-2025

Document Ref No.

HO/MKT/FY25-26/056
S.No. Description of item Vendor Cost Taxes Total
Cigitat Campaign for August 2025
Bucg=2tto be spent on the campaign: T30 00,0G0/Month .
1 R Two99 Tech Marketing Pvt Ltd %32,40,000.00 35,83,200.00 338,23,200.00
8% Azency Cammission on the Approved Campaign Budget
338,23,200
R ks: *» 100% =zdvance will be paid against Tax Invoice along with the applicasle taxes for the campaign sudget and the agency cammision & taxes will be paid post comrpletion of the campaign
SHTATRSS » Urgent & immediale payments (without ERP process) required fo- the acvance payment.
Total
. Consumed till date | This Approval Noze Total Till Now Balance
Matketing Budgat
351.63,03,80C ¥8,02,78,630 338B,25,200 38,41,01,830 %43,28,01,970
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Krisumi

Geo ~ PAN India

Month Aug . | : B

Total Budget _ 33,000,000.00 Total Budget

Tentative start : . .
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S.No Account Campaign Type Total Budget Budget X Expected CTR Expected Impressions
1 Google Ads Search Ads 750,000 ©60% 324,675
2 Remarketing Ads 500,000 13.84% 30,899
3 Youtube Ads 475,000 8.50% 15,34,060
330,00,000.0

4 Meta Ads Brand Awareness 750,000 C.80% 48,38,462
5 Remarketing Ads 425,000 3.50% 3,555,556
7 Linkedin, Sponsered Image Ads 100,000 3.50% 157,692

Please note -
--- The average cost per Clicks (CPC) may vary depending on the industry and level of competition.

--- the CTR (Click Through rate) is depend on the messaging we are proving, We should Aim for the engaging text which can increase tne engagement
--- the Conv Rate is depend or the krand positining the the value that we are giving to the customers

*Budget allocation is flexible depending upon the performing campaigns & the final deliveries may change as per the performance across the medium

*Campaign deliveries also depend upon the creative, landing page/website and the geo being targeted hence final delivery might vary
*Taxes & Agency commision extra as applicable




Campaign Type Funnel Campaign Details Exomple Brands of Affinity Audiences C { & Text | 1ts

q
Ghjectivei® o

Brand Only
knisurmi, krisumi corporation, knsurmi gurgaon, krisumi dvarka expressveay, kisu y, krisurmi sector 36 gurgaon,
krisurmi project. knisurmi project gurgaon. keisutmi cily gurgaon, krisumi group, krsumi apartments, krshna maruti

. L Avid Investors

Bloomberg, CNBC, Financial Times
< Tl Pk, Fidelity Investments

Stock Market Apps, Rabinhood, E*TRADE, TD Ameritrade

products kisurn cily sector 36a gurgaon, krisumi com, keisumi curporate office
L D T G T O T e O . .. . 2 Avid News Readers
DSA News Qutlets; The New York Times BBC Neas, The Guardian
3 Dynamic Search Ads News Google Neas, Flipboard, Feedly Ad Sizes
Target - erstalectavittor S s <.IE_._.|_ i Lt The Economist, Nalional Geographic . 200x200
)

Generic Ads 1 Investment Sarvices - 300x250
luxury apailments gurgaon, luaury flats in gurgaen, luxuy flats in gurgaen india, penthouse apartment gurgaon, ready Firms: Metrill Lynch, Morgan Stanley, Edward Jonces - 336x=80
lo move fats (n gurgaon most espensive lats in gurgaon, Most expensive apartment 1N gurgaon, ready o move Betterment, Wealthfrunt, Personal Coprtal - 580%x200
aparLments in gurgaon, ready to move flats n gurugram sk Mint, YNAB {You Need A Budgel), 250x360

. . Quicken -

Affinity Audiences 4. Resldential Properties

{properucs for sale, Avid lavestors Avid Ne as Roaders, Investment Scrvices, Residencial Propertics, Moving & Relocation) File types

in-market Audiences ' Company, AvalonBay Commu - Formats {GIF JPG, PNG)
(Residenual Properties, Air Travel, Moving soon, Purchasing a Home Soon, Recently Retired) Home Builders Lennar, O R Horlon, PulleGroup - Max. Size 150KB)

Top Funnel

5 Moving & Ralocation
Moyi
{Awareness & Engagement)

Custom Intent Audiences : U-Haul Mayflower, Tvio Men and a Truck
e Relocalion Assislance: SIRVA, Cartus, Gracbel
i Storage Extra Space Slorage

. Lusury apariments in Gurgacn,” it !

) CubeSmart
Remarketing Audiences 6. Luxury Shoppsrs
LA Irgaliv (Website Visitors Target users wha A5 ftie fephriy Luxury Retail Brands Louis Vuitton, Guccy, Prada, Chanel,
Lierarbeting YouTube Engagement Retargel viewets who | b ’ Hermes
) iy Fercimmtia Net-a-Porter, Farletch,
T 7777 7 MatchesFashion

Affinity Audiences

Jewelry Beands Tiffany & Co Cartier Bulgan
{propeilies for sale, Auid Inestans Avid Neas Renders. Investment Services, Residencial Properties Mo ing K Relocation) 2 B Neiman Marcus Saks Fifth

Avenue Hatods

In-market Audiences 7. Luzury Travelers
(Residential Praperuies, Air Travel Moving soon, Purchasing a Hoime Soon, Recently lelired) xury Hotels & Besorls, Four Scasons, Ritz-Carlton, Aman

Youtube Video Link

Custom intent Audiences 16:9(video) & 9:16 (shorts) ascpect Ra: os

{Users searching for terms like
Luaury apartments in Guigaon!" "premium residences; "real estate imestiments
Remarketing Lists
(fouTube Engagement Retarget viewers who have interacted vath previous KEI v ideas or ads bul didn t convert )

Quir , Black Tomato,

risumi Walerside Residences * Emirales First Class, Netdets,

l.ersea Seabourn Regent Seven




Campaign Type

Facebook & Instagram
{Image Ads)

Facebook & Instagram
(Carousel and video Ads) |

Brand Awareness

i Engagement/Wehbsite Tralfic _

Funnel Campaign Goal S Trageting

Performance Goal -
Top Funnel Maximum number of
Landing Page Visits

Demaographics: 30-50 years old, income group Top 20%, interested in luxury real estate
Interests: Property investment, real estate, luxury brands, modern living

Mid Funnel Traffic / Video Views

Imzge Ads: High-resolution |
images of various
apartment layouts,

arrenities, lifestyle visuals

Carousel Ads: Showcase for
| festyle-based visuals |
showcasing amenities,
. gresn spaces, and interiors,
A so showcasing luxury
aspects and customer
testimonials.




Campaign ,_.m.um

Funnel

Campaign Details

Trageting

Sponsored Content (Image |

Ads & Carousel Ads)

Linkedin Ads (Sponsored
Content (Single Image Ads,
Video Ads))

Engagement

lLead Generation

Top Funnel

Mid Funnel

Brand Awareness /
Engagement

Target Lead Gen Form

Location Targetin
Primary: Gurugram, Delhi NCR, Mumbai, Bangalore, Hyderabad, Pune

Job Titles (Targeting HNIs & Decision-Makers)
CXOs (CEO, CFO, COO, CMO)
Managing Directors, Partners, Founders
VPs, Directors (Finance, Investments, Strategy, Real Estate)
Senior Consultants (Real Estate, Wealth Management, Financial Advisors)

Investment Banking & Financial Services
IT & Software Services
R=al Estate & Construction
Luxury Goods & Hospitality
Healthcare & Pharmaceuticals
Manufacturing & Automobiles

Interest & Behavioral Targetin:
Luxury Real Estate Investors
High-Net-Worth Professionals
Expat & NRI Investors
Luxury Lifestyle Enthusiasts
Investment & Wealth Management

Company Size

Target £00+ employees (higher purchasing power)

Linkedin Groups & Associations
Reai Estate Investment Groups
NRI & Global indian Business Networks
High-Valu= Property Investors & Developers

Custom Matched Audiences {For Retargetin:
Website Visitors (via LinkedIn Insight Tag}
Engaged LinkedIn Users (Video views, ad interactions)
Customer Lists (Existing inquiries & past buyers)
Lookalike Audiences {Based on top-performing leads)




= n.mn:_u|,....mmq._ Type i Funnel nm..:nm_m: Details Trageting . Creative m:.mammw y

Objective: Drive Uﬂw:a awareness among industry U,oqmmm_osm_m and potential U.._v\mﬂm Omzm:ﬁm _mwnm for Uc_r orders and i _Jnc_:mm ﬁoa m_mnﬁ:nm_ nmv_mm and wiring solutions

i Project Highlights: Visual

: banners of KrisLmi's project with

click-throughs to the landing
page

Display Banners Ads

Oo_.:omqmu:_nn. 30-50 years old, Income group Tep 20% interested in luxury real estate
(Engagenient: Mid Funnel (Consideration) - i Interests: Property investment, real estate, luxury brancs, modern living
. H website m Placement: Economic Times, MoneyControl, Financial Express, real estate blogs

To target user take action on

i Blog-style promoticnal content
Native Ads : i highlighting Krisumi's fuxury
; ] project ir Gurgaon,




Creatives & Text zmnmmqmrwmzﬁ.m
| Design recommendations
|Image file type: JFG or PNG
|Ratio: 9116
'Resolution: At least 1080 x 1080 pixels

- Text recommendations
Single Image Ads Primary text: 125 characters
Technical requirements i
Maximum file size 30 MB
Minimum width: 500 pixels
Aspect ratio tolerance; 1%

|File type: MP4, MOV or GIF

Ratio: 9116

Video settings: H.264 compression, square pixels, fixed frame rate, progressive scan and stereo AAC aLdio compression at 128 kbps+
Resolution: At least 1080 x 1080 pixels

Video captions: Optional, but recommended

Video sound: Optional, but recommended

Video Ads | Text recommendations
Primary text: 125 characters

| Technical requirements

Video duration: 1 second to 60 minutes
'Maximum file size 250 MB

iMinimum width: 500 pixels

|Aspect ratio tolerance: 1%




