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ABSTRACT:
In a generation led by millennials, technologies are becoming redundant each year. The organizations are competing on a global scale and newer and innovative strategies are introduced in the field of marketing to reach out to the potential buyers. Real Estate, being one of the biggest business sectors, needs more efficiently targeted marketing campaigns as this is a very niche and unexplored field in the Indian scenario. Real Estate projects are highly priced products which cannot be sold efficiently without a well strategized marketing campaign so as to reach out to the exact targeted market. The unsold inventories in various metro cities range from 15-60%. The stipulated real estate sector growth trends by government do not go hand in hand with the on-ground realities of the piled-up inventories. The marketing strategies have not evolved with the digitization boom, and still the real estate marketing techniques are conventional and financially heavy. Through this study, efforts have been made to pin point the existing supply-demand problems in the cities of Ahmedabad and Mumbai in the affordable and HIG housing sector specifically. Also, suitable solutions for marketing campaigns have been proposed considering the current market realities for both cities.




EXISTING SYSTEM:
Earlier studies examining house pricing have mainly focused on the secondary market and have often overlooked the primary market and newly produced housing units. This paper studies the pricing strategies in the primary housing market, as that segment differs from the secondary market. By using data from one newly produced housing project, we are able to exclude a number of project-specific factors, as they are nearly identical for all observations. This allows us to focus on factors that are directly observable and require very little assessment or evaluation in our estimations of list prices, selling prices and selling times. The empirical results exhibit a close relationship between list- and selling prices, but a few factors differ significantly between the two. Such differences could indicate a misinterpretation of the market by the seller. The time-on-market model shows that a number of factors affect selling times as well. 
DISADVANTAGES:
· Chances of getting stuck in a loop are high
· Algorithms is Time consuming.
· Difficult to show Branching and Looping in Algorithms.
· Big tasks are difficult to put in Algorithms.





PROPOSED SYSTEM:
In a generation led by millennials, technologies are becoming redundant each year. The organizations are competing on a global scale and newer and innovative strategies are introduced in the field of marketing to reach out to the potential buyers. Real Estate, being one of the biggest business sectors, needs more efficiently targeted marketing campaigns as this is a very niche and unexplored field in the Indian scenario. Real Estate projects are highly priced products which cannot be sold efficiently without a well strategized marketing campaign so as to reach out to the exact targeted market. The unsold inventories in various metro cities range from 15-60%. The stipulated real estate sector growth trends by government do not go hand in hand with the on-ground realities of the piled-up inventories. The marketing strategies have not evolved with the digitization boom, and still the real estate marketing techniques are conventional and financially heavy. Through this study, efforts have been made to pin point the existing supply-demand problems in the cities of Ahmedabad and Mumbai in the affordable and HIG housing sector specifically. Also, suitable solutions for marketing campaigns have been proposed considering the current market realities for both cities.
ADVANTAGES:
· When comparing the real estate sector to other sectors, it becomes clear that pricing strategies are just as important when selling housing units as when selling other goods



SYSTEM SPECIFICATION
HARDWARE CONFIGURATION:
1. Processor         -	 I5
1. Speed		-    	3 GHz
1. RAM		-    	8 GB(min)
1. Hard Disk        -         500 GB
1. Key Board	-        Standard Windows Keyboard
1. Mouse		-    	Two or Three Button Mouse
1. Monitor	          -    	LCD


SOFTWARE CONFIGURATION
1. Operating System: Linux, Windows/7/10
1. Server: Anaconda, Jupyter,pycharm
1. Front End: tkinter |GUI toolkit
1. Server side Script: Python , AIML
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