
Brand Strategy
 



Real estate has always been considered transactional & speculative 
in nature, with opaque practices a very common industry norm. 

Also, most players thrive on faster developments,  rapid scaling and 
build & sell model.

         What if a brand chose people over pipeline?

The Status Quo
THE CONTEXT



MISSION

THE FOUNDATION



We are

   Ventures



What? 

Concept-led & purpose-built 
real estate projects with a 
service-driven approach 
appealing to a discerning 
audience. 

POSITIONING 

Elevation 
image

THE FOUNDATION



Elevation 
image

Why?

Turning a brick-and-mortar 
business into thoughtful, 
purpose-driven  thriving 
communities, by  developing 
meaningful spaces that 
interact and engage. 

Purpose Of Existence/
Shared Belief with customers

THE FOUNDATION



For ? 

Discerning audience who is 
value-conscious rather than price 
conscious. 

           Breakdown: 

Investors, HNI’s, Accomplished Independent 
Professionals (Lawyers, CAs, Ex Servicemen, 
Doctors etc), Business Owners

Legacy Businesses, Corporate MNCs, Pharma 
& Biotech firms, Retail & F&B brands

Target Audience

THE FOUNDATION



We don’t build projects.
 We build conviction.



CONVERSATION               
STARTERS



Collated's enemy is not a 
competitor. It is the 
sterile, soulless built 
environment — spaces 
that exist to be sold, not 
lived in.







Brand Personality



CHARACTER SKETCH



Brand Tone Scale

Formal Humane/
Conversational

Direct Empathetic

Confused Clear & 
Confident

Authoritative/
Directive

Inspiring





Brand Tonality Usage

 

Promote an existing product:

         A life of peace after 55

                  Ikaria
              Premium Senior Living Apartments 

Ask people to sign up for your newsletter:

Experience the dynamism of Ahmedabad’s 
ever evolving real estate scene, at your 
comfort. Sign-up now for monthly updates, 
early deals and a design-led perspective. 

A product insert to go inside the package:

Option 1: Thank you for making us a partner 
to your dreams & ambitions.     Happy Diwali

Option 2: For believing in us, Thank you. 

                 {Happy Diwali/greeting}



CONTENT 
EXTENSIONS





Monthly Snippet Video Series

Expert-Led Content

A 2-minute monthly video series featuring company's subject matter experts 
sharing insights from their domain expertise, aligned with brand positioning.

Format: Short-form educational videos for LinkedIn and social platforms

Goal: Position team as thought leaders while humanising the brand

PS: The guys to follow already put out titbits on their Linked-In posts; would be of value to feature 
them and give them a spot on the company pages. 

Sample {Content Marketing Roadmap}

A strategic plan to amplify brand presence and engage stakeholders through compelling content that showcases expertise and builds 
trust.



Expert Video Series Lineup

Ingid

Construction process, 

challenges, solution 

approaches, and quality 

benchmarks

Shivan

Closing deals, negotiation 

strategies, and client 

relationship management

Dhruv

Facility management best 

practices and operational 

excellence

https://gamma.app/?utm_source=made-with-gamma


Owned Content: Snippet videos, articles, social media, website, whatsapp 
business, emailers, pitch decks, concept films

Shared Content: Clips from published talks, event gatherings where SZ has shared 
his opinion, shared updates on Linked-In, news pieces on key developments and 
CV’s take on it

Paid Content: Amplifying the content to right set of audience, to spread brand 
awareness and initiate brand affinity 

Earned Content: Reach out to influencers, journalists, industry veterans and more 
to earn mentions

Production Plan
A strategic plan to amplify brand presence and engage stakeholders through compelling content that showcases expertise and builds trust.



           
           Building trust. 
                Designing value. 
                     Creating legacy. 
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