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ABSTRACT

There is a high demand for residential real estate because of India's 12,75 million backlogin
2020, which indicates that 12,75 million families do not own a home. Numerous residential real
estate firms cater to the low-income market. One of them, a residential property developer for
'whom the author conducts research, is among the residential property firms currently facing a
drop insales. They sell homes in Chennai's low-income neighborhood. Therefore, this segment's
purchasingpowerdecreases when a pandemic strikes. They prioritize purchasingnecessities like
food and drink, delaying the purchase of a home until their economy improves. In this case, the
business needs to either modify the product to remain affordable for this market segment or
change the market segment to target new potential customers. According to initial research, the
author discoveredthatpeople are increasinglyusingonline channels instead of offline ones when
looking for a home. Finding the elements that affectresidential property company home sales
and boosting home product sales are the goals of this study. Both qualitative and quantitative
methods are used in this study. The business owner and employees were interviewed as part of
the qualitative method used in the initial research. The quantitative approach used in
questionnaires given to prospective clients. 200 respondents were selected for the study's sample
using non-probability sampling. A five-level Likert scale, which represents an interval scale,
will be used in the survey. Validity tests, reliability tests, and hypothesis testing with SPSS are
the data analysis techniques that are employed. According to the study's findings, purchase
intention is significantly influenced by product attributes, online and social media marketing,
sales promotion, and advertising.

Keywords: Advertising, Online and Social Media Marketing, Product Attributes,

Purchase Intention, Sales promotion

INTRODUCTION:

Forlivingpurposes or simply as an alternative investment,
everyone needs a home. Susenas data indicates that
Chennai has a 12.75 million backlog. This indicates that
12.75 million families lack a home. This fact indicates that
there are numerous demands for residential real estate.
This figure will also rise due to the estimated 700,000—
800,000 new families that are created each year. On the
otherhand, thereal estate industry contributes up to 60.5%
of the GDP. 96.9% of the total national employment
absorption is also a factor in employment absorption.
Thus, the Indian economy depends heavily on the real
estate sector. Many sectors are affected when a pandemic
strikes. With residential property construction accounting
for 87.4% of the total, construction is one of the most
affected industries in India. One of the Chennai-based
residential real estate firms the author studied was
categorized as a medium-sized business. To promote their
product, they have a residential property project that
focuses on low-income individuals. Particularly in
Chennai, a sizable portion of the population is low-
income. Chennaiis home to 270 million people, making it
an intriguing target market for numerous businesses.
However, as this virus spreads, the economy deteriorates,
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with low-income individuals beingthe mostaffected. This
requires more attention in light of the data showing that
the pandemic has had a major impact on the real estate
industry and the facts observed by researchers in the field
after speaking with a property industry employee who
reported that their sales have dropped in comparison to
pre-pandemic levels. People are unable to move around
easily due to the pandemic, as is well known. Therefore,
the business must modify its marketing plan to
accommodate this circumstance. Many marketing
initiatives are unable to be carried out due to Chennai's
regulations thatrestrict public activity. Additionally, they
are unable to set up exhibition booths in public areas to
draw customers and encourage purchases. Additionally,
they are unable to use brochures to promote the product
because many people choose not to enter public areas.
Accordingto the findings of the interviews I conducted,
their sales' primary issue was that they fell short of the
goal and showed a downward trend. They added that
reaching the potential market is challenging. The
pandemic era is over, and as the economy improves,
people's purchasing power increases. To take advantage
of this chance, the business must employ the best
marketing plan possible to connect with potential clients
and reverse the sales decline. The property developer
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needs to understand the elements that affect consumers'
intentions to buy in order to boost sales of their product.
They canthen use that informationto develop a marketing
plan that successfully reaches the intended audience.

Business Issues

Saleshave decreased since the pandemic era, accordingto
the business owner's interview. The final six months of
2020 saw the largest decline. According to the interview,
the company has not met its sales goal for several months.
This trend has the potential to increase the company's risk
and result in financial losses. Since they still have to pay
the bank for the capital loan to construct the property
project, sales are declining as fewer customers purchase
the property. Finding the underlying cause of this must be
a priority for the author and stakeholders, as a decline in
sales can significantly affect the company's ability to
survive. It is essential to comprehend the fundamental
causes of declining sales in order to create a marketing
plan that can be used to boost sales and advance the
business.

In addition to using offline advertising tools like
billboards and brochures to market their business, this
property developer sellstheir goods through B2CChannel.
However, they did not engage in online advertising
through social media or house marketplaces. They didn't
do the online promotion since they lacked the skills and
expertise to begin using this kind of advertising. The
author further investigates the marketing and sales
division based on the symptoms. They believed that the
company's inability to reach potential customers was the
reason it struggled to meet its sales goals. According to
the author, post-pandemic circumstances cause people to
alter their behavior and look for information about
properties. Additionally, millennial, who may have
different product preferences and aremore internet-savvy,
now make up the majority of first-time residential
property buyers. This will force this generation to spend
most of their time online and on social media. The author
conducted preliminary research with five currentand five
potential customers in order to gather more information.
Accordingto the author's initial research, consumers are
increasingly turning to online advertising over offline
forms of advertising when they are looking for
information aboutresidential properties. Additionally, the
author discovered that prospective clients prefer the
property company's discounts, which fall under the
category of sales promotions. Additionally, the author
discovered that the prospective buyer has a better design,
which fallsunder the category of product attributes. Based
on this early research, the author believes that product
attributes, online and social media marketing, sales
promotion, and advertising are the elements that could
influence potential customers' purchase intentions. These
initial research findings will need to be refined and
validated through additional investigation and analysis.
Understandingthe purchase intention factor will boost the
likelihood that real estate company housing products will
be sold. In order to thrive in this new environment, the
business can also alter its target market.

METHODOLOGY

Accordingto the goalsto be accomplished, this study falls
under the category of applied research since it seeks to
address the issues facing the business. The approach is
cross-sectional in terms of time. Cross-sectional data
collection involves gathering information on multiple
variables simultaneously. A series of questions pertaining
to multiple items taken simultaneously were used to
collect the data. To determine the relationship between
independent and dependent variables, the data will be
quantitatively tested and analyzed using SPSS software.

There are 200 responders in the sample size for this study.
The sample must meet certain criteria in order to be
selected from the population because the sample is taken
using the judgment sampling method. The requirements
include being in Chennai, having an income between 4
and 10 million rupiah, and being interested in purchasing
residential real estate. A Likert scale with five interval
levels will be used in the survey. One test to determine
whether the measuring device is appropriate for the
variables in the study is validity. Thirty respondents will
complete the questionnaire, and the data's Pearson
correlation score will be examined as part of the validity
test.

The questionnaire is validif the r count is greater than the
r table. Thirty respondents with a 5% confidence level
have a r table of 0.361. Reliability testing indicates
consistency and stability with concept-measuring tools
and aids in determining whether a measure is accurate.
The coefficient alpha method will be used to perform the
reliability test. The average of all potential split-half
coefficients resulting from various splitting of the scale
itemis the coefficientalpha, whichis a measure of internal
consistency reliability. 200 respondents will receive the
questionnaire once the validity and reliability tests have
been completed, and the author will then use multiple
linear regressions to test the hypothesis.

Table 1: Variable and Question for Questionnaire

Variable Ttem Question

Advettising . Ifee] that property advertising on billboards i interesting for e, (ADV 1)

. Tfeel that property advertising in print media 1s inferesting for me. (ADV 2)
. feel that real estate advertising on television is interesting for me. (ADV 3)
. [fee] that real estate advertising on the radio s inferesting for me. (ADV 4)

. Tfeel that discount or cashback is ieresting for me. (SP 1)

. 1 feel that low mortgages is interesting for me. (SP 2)

. Ifeel that free giffs or produets are somefhing that interests me. (SP J)

Sales Promotion

RS R

Ouline & Social Media
Marketing

T feel that property advertising on social media is ineresting for me, (0SM_1)

. Lfeel that property advertisements on the company's website are of interesting
forme. (0SM 1)

3, Tfeel that property advertising on the property marketplace platform is what

nteests e, (OSM 3)

Home design is mmportan to me. (PA 1)

The mumber of floars in a house is important to me. (PA 1)

The building area size of the house is fmportant to e, (PA 3)

The lond area size of the houss is important to me. (PA 4)

e

Product Attributes

Purchase Intention Twantto live in residential area that hias a centralized water system. (PL 1)

Ll el o A A

Twant to buy a house in a residential area that hias a centrelized water system
i the forure, (PL 2)

3. Tam planning to buy a house in a housing estate that has a centralized water
system. (P13)
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RESULT AND DISCUSSION
A. Validity Test
One test to determine if the measuring device is
appropriate for the variablesin the study is validity. The
questionnaire is valid if the r count is greater than the r
table. The r table is 0.36 with n = 30 and a significance
level of 5%.

Table 2: Validity Test

Variable Item Question Pearson Correlation Description
Advertising ADV 1 0.711 Valid
ADV 2 0.732 Valid
ADV3 0657 Valig
ADV 4 0718 Valid
Sales Promotion Pl 0.734 Valid
2 0722 Valid
3 0.778 Valid
Online & Social Media | 0SM 1 0.750 Valid
Marketing 08M 2 0.770 Valid
0SM 3 0.757 Valid
Product Attributes PAL 0,765 Valid
PAD 0574 Valid
PA3 0.8 Valid
PAY 0.704 Valid
Purchase Intention nl 0.900 Valid
M2 0936 Valid
M3 0922 Valid

Based on the result above, all indicators in each variable
are valid.

B. Reliability Test

The average of all potential split-half coefficients
resulting from various splitting of the scale item is the
coefficient alpha, which is a measure of internal
consistency reliability. In general, unreliable data is
indicated by a coefficient of 0.6 or less.

Table 3: Reliability Test

Varbl Cronbach's Alpha eore Descrpton
Adverisng 0471 Relabe
Sl Promotn 05 Reluble
Onlin ¢ Sl Mo Mg | (61 Reluble
Proict Aot 0671 Reluble
P tenion 01 Reluble

Based on the result above, all indicators in each variable
are reliable.

C. Multiple Linear Regressions
1) R-Square

Table 4: Model Summary

Model Summary

Adjusted R~ Std. Error of
Madel R R Square Square the Estimate

1 735 540 530 120175

i i

a. Predictors: (Constant), Product Attributes (X4), Advertising
(X1), Sales Promotion (X2), Online & Social Media
Marketing (43)

According to the above table, the dependent variable in
this instance is advertising (X1), followed by sales
promotion (X2), online and social media marketing (X3),
and product attributes (X4), which together account for
54% of the dependent variables in this instance, which is
purchase intention (Y). The R Square is 0.540. There are
other factors thatare notcovered in the research model, as
evidenced by the remaining 46% that cannot be obtained
or presented using this model.

2) F-Test
Table 5: Anova
ANOVA'
Nodel Squarss | Maan Squar
! Fuaunn'n» ENTA i 8490 119 000
Renidual 36 018 145 14
Teml 1,580 149
i C;;p;nﬁeﬂl '-‘varvaluln Purchase Infandion {v)
b Prediciors (Constant, Product Attibatas (x4). Advertising (x4, Salés Promaton
O, Online & Social Media Mackelng (¢3)

According to the above table, the F test for this study is
displayedin this anovatable. As we can see, the F count
is 57.119, which is greater than the F-table (4.196), and
the significance is 0—which is less than 0.05. We can
conclude thatindependent variables (X1, X2, X3, and X4)
have a positive impact on independent variable (Y) at the
same time if we look at the criteria used for decision-
making.

3) T-Test

To ascertain whether the independent variable has a
partial impact on the dependent variable, this test will be
employed. The following criteria are used to decide
whether the hypothesis is correct: If the sig t table value is
positive, then the independent variable has an impact on
the dependent variable.

There is no influence of the independent variable on the
dependent variable if the sig value is greater than 0.05 or
the t count is less than the t table. The data that will be
utilized for this test is displayed below:
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0.05 is the confidence level/alpha.

200 is the sample size (n).

There are four independent variables (k).

T-table score = 1.9722 (0.025,195)
Table 6: Coefficient

Coeffcients”
Standardized
Unstandardized Coeficients  Coeficients
Madel B St Emar Beta { Sig.
1 (Constani) B2 B3 e
Advertising (x1) a3 03 oMo
Sales Promotion (X2) 87 i L A R

Oniing & Social Media i a7 B4R
Warkefing (%3)

Product Attibutes (14) 208 B I C R BRI
3. Dependent Variable: Purchase Intention (1)

Based on the outcome of the independent variable's partial
influence on the dependent variable, as shown in the
above table. The variables advertising (X1), sales
promotion (X2), online and social media marketing (X3),
and product attributes (X4) were found to have p values
0f0.17,0.43,and 0.003, respectively. Additionally, the t-
count for product attributes (X4) is 2.993, online & social
media marketing (X3) is 4.326, sales promotion (X2) is
2.035, and variable advertising (X1) is 2.417. The t-table
is 1.9722 as well. The dependent variables are then
somewhat influenced by each independent variable.

4) Hypotheses Testing

Based on the T-Testingthe summary of hypothesis testing
will be shown below:

Table 7: Hypothesis Testing Summary

Hypothesis | Description

H1 Advertising has a positive influence on Purchase Ir
H2 Sales promotion has a positive influence on Purcha
H3 Online & Social Media Marketing has a positive in
H4 Product attributes have a positive influence on Pur¢

Based on the result above, all hypotheses are accepted.

RECOMMENDATION

Theoretical Implication - There aren't many literature
reviews on Chennai's residential real estate market. The
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