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EXECUTIVE SUMMARY 

 

This study is conducted on “A STUDY ON EFFECT OF DIGITAL MARKETING 

STRATEGIES ON SALES WITH REFERENCE TO KLASSIK ENTERPRISES PVT LTD 

BANGALORE” This project report provides comprehensive insights into the effectiveness of 

digital marketing initiatives by Klassik Enterprises and their influence on sales outcomes. 

The study was conducted over a period of 6 weeks, focusing on the objectives of understanding 

the various digital marketing strategies utilized by the company and assessing their impact on 

customer engagement and sales performance. 

In the first chapter, you will find an introduction to Klassik Enterprises, including its vision, 

mission, and a SWOT analysis that highlights the company's strengths, weaknesses, opportunities, 

and threats in the competitive landscape. 

The second chapter delves into the conceptual background of the study, providing a literature 

review that contextualizes the importance of digital marketing in the real estate sector. 

The third chapter outlines the research design, including the problem statement, the need for the 

study, objectives, scope, research methodology, hypotheses, limitations, and the chapter scheme. 

In the fourth chapter, data analysis is presented, featuring graphical representations of the data 

collected from a sample population of 100 respondents. This analysis reveals key insights into 

customer perceptions and the effectiveness of various digital marketing channels. 

Chapter five discusses the findings, suggestions, and conclusions drawn from the research, 

emphasizing the successful implementation of digital marketing strategies and their correlation 

with improved sales performance. 

The report concludes with a bibliography and annexures related to the project. The data sources 

include both primary and secondary data. Primary data was collected through surveys and 

interviews with customers, while secondary data was sourced from industry publications, research 

studies, and online databases. Various statistical tools, including MS Excel and SPSS software, 

were employed for data analysis and interpretation. 

 

 

 

 

 

 


