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THE PROBLEM (CONSUMER

B s GHT) HYDROPULSE SATISFIES THE CONSUMER
NEED GAP FOR A SIMPLE, PLUG-AND-PLAY
B sotenelsasdlow” SOLUTION, ADDRESSING APPROACH-
e Traditional s;)?tenegrs :Oequire he.qu plumbing, ongoing AVUIDANGE CUNFLIBT [DESIRING WATER
moi.ntendnce, and high upfront costs, triggering TREATMENT BUT A\IUIDING
avoidance valence. HASSLE/CUST]

e Consumers face buyer’'s remorse due to hidden costs
and the complexity of traditional solutions.

THE SOLUTION - HYDROPULSE THE KEY DIFFERENTIATORS
e Electronic water conditioning technology designed to f Customizable for B2B clients (pipe sizes up to 24”)
eliminate limescale without modifying plumbing.
( Zero salt/chemical usage

e Compact, maintenance-free, eco-friendly, and

energy-efficient device. « Self-installable (DIY)

' '



MARKET UPPDRTUNITIES GTM Strategy (AIDA and Distribution)

e 8% CAGR growth: Demand rising due to water

e Launch nationwide educational campaigns on water quality &

quqlity concerns and urban equnsion, AWARENESS scaling issues (Google Ads, YouTube demos, explainer videos).

5 11 e Influencer endorsements lumbers, a liance experts) and
* Urban housing boom: Compact living spaces T (P A Beits)
authority figures to overcome dogmatism.

need easy-install solutions like Hydropulse.

* Eco-awareness selrigjet Preference Shlftlng to e Educate consumers on how Hydropulse solves limescale issues

chemical-free, eco-friendly products. effortlessly compared to traditional softeners. INTEREST

s AffOI‘dCIbi”ty gap: Traditional softeners are COStly e Leverage case studies and success stories to demonstrate real-

. . . world benefits (energy savings & convenience).
& complex, creating room for innovation.

e DIY consumer trend: Urban consumers prefer
P e Position Hydropulse as an eco-friendly, cost-saving, and

plug-and-play tech requiring no professional DESIRE maintenance-free alternative.
help. e Highlight ROI, such as lower energy bills and longer appliance
. . life, to create strong purchase motivation.
* Industrial cost pressure: Factories & hotels need

scaling prevention to cut energy & maintenance :
e 100-day money-back guarantee for B2C, free trials for

costs. industries, and referral programs.
* Govt. focus on conservation: Policies promoting * DistributiohSeiiEINEE,
. - o Online: Amazon, Flipkart, D2C website.
water & Shzreh efflCIenCy create tailwinds. o Offline: Appliance & plumbing retailers, partnerships with ACTIUN
e Behavioral shift: Consumers are moving from real estate developers.

. . B2B | T t ti factori hotel |
avoidance valence to approach valence, seeking ° B2B Sales Team targe N g G e

facilities.
smart, sustainable purchases.



BARRIER 1 — UNFAMILIAR TECHNOLOGY & MARKET
DOGMATISM:

e Traditional consumers show dogmatic behavior (hesitant to trust new
tech).

e Perception of Hydropulse as “too innovative” vs. known water softeners.

Solution:

e Leverage vicarious conditioning by sharing case studies from early
adopters.

e Influencer & authority endorsements (e.g., water treatment engineers,
sustainability advocates) to reduce psychological resistance.

BARRIER 2 — LOW CONSUMER INVOLVEMENT:

e Consumers view water conditioning as a low-priority purchase (grudge
purchase mindset).
e Minimal differentiation seen between traditional softeners and
innovative solutions like Hydropulse.
Solution:
e Elevate Hydropulse to approach valence via messaging:
o “Hydropulse protects your home'’s appliances and saves you energy
effortlessly.”
o Use operant conditioning: Incentivize behavior change with
discounts, bundling offers, and loyalty rewards.

OVERCOMING MARKET BARRIERS

@ MARKETING PSYCHOLOGY

MARKETING STRATEGY:

Positioning:
e Hydropulse as a “smart, eco-friendly, and low-maintenance” water
conditioning solution for homes and industries.
e Appeals to sustainability-driven and cost-conscious buyers looking
for innovation.
Digital Approach:
e Targeted ads highlighting eco-friendliness and long-term savings
across Google & social media.
e B2B content (whitepapers, case studies) for industries focusing on
ROI and ESG compliance.
Offline Approach:
e Trade fairs and industrial expos with live demos to build credibility.
e Partnerships with plumbing & maintenance contractors to
recommend Hydropulse at the point of service.
e Retail displays and in-store demos at appliance and hardware
stores.



PHASED EXECUTION PLAN &
SECTORAL STRATEGY

BEHAVIORAL

PHASE 1 (0-6 MONTHS) -

DOMESTIC & SMALL BUSINESSES: PHASE 3 (1-3 YEARS) -

AGRICULTURE & EXPORTS:

FOCUS

e Target urban

households & SMBs with
DIY-friendly positioning
and e-commerce-first
rollout.

Referral discounts and
influencer marketing
focused on younger,
tech-savvy
homeowners.

Bundle Hydropulse with
real estate and
appliance sales.

PHASE 2 (6-12 MONTHS) -
INDUSTRIAL & COMMERCIAL:

e Target factories,
hospitals, and hotels
where ROI from energy
savings & scaling
prevention is high.

e Deploy corporate sales
teams, B2B-focused
collateral (case studies
+ energy audits).

o Offer bulk purchase
discounts and service-

level agreements.

e Enter agriculture
markets (irrigation
scaling prevention) with
government
partnerships and
subsidy programs.

e Target export markets
in Southeast Asia & the
Middle East, where
water scarcity and hard
water are prevalent.

Shift perception from a grudge purchase (avoidance
valence) to a smart, eco-conscious investment (approach
valence).

Ethnocentrism Strategy: Promote Hydropulse as a “Made in
India” innovation aligned with India’s sustainability goals.
Reduce dogmatism: Use authority endorsements (e.g., water
treatment experts, eco-influencers) to overcome resistance
to new technology.

Consumer Innovativeness: Target early adopters who seek
new tech and convenience (DIY-friendly solution).

Reinforce homeostasis: Position Hydropulse as the “peace of
mind” solution that restores consumer satisfaction through
ease and savings.

Vicarious learning: Leverage testimonials and social proof
from early adopters to influence hesitant buyers.

Emotional trigger: Highlight protection of family’s health and
home appliances to create emotional connection (appeal to
intrinsic motivation).



ANNEXURE




1. MARKET INSIGHTS & DATA

e India’s water softener market is growing at 8% CAGR (2023-2028), driven by
urbanization and water quality concerns.

e Growing eco-consciousness dmong urban consumers leads to higher demand
for chemical-free, sustainable products.

e Industries (hotels, hospitals, factories) face energy losses up to 15-20% due to
scaling in water systems (source: industry benchmarks).

e DIY trends are increasing among urban millennials and Gen Z, boosting
acceptance of plug-and-play devices.



2. MARKETING STRATEGY COMPONENTS

Component

Strategy Summary

Digital Approach

Google & Meta ads focusing on eco-friendly benefits
and cost savings; SEO blogs and case studies.

Offline Strategy

Trade fairs, industrial expos, in-store demos;
partnerships with plumbing & maintenance
contractors.

B2C Focus

Urban households & small businesses, leveraging DIY
positioning.

B2B Focus

Target hotels, hospitals, factories, and commercial
spaces with energy-saving ROI pitches.

Agriculture & Export Focus

Rural water projects, irrigation scaling solutions, and
entry into Middle East/Southeast Asian markets.




3.

CONSUMER BEHAVIOR FRAMEWORKS USED

Concept

Application in Strategy

AIDA Model

Awareness through digital campaigns, Interest via educational content, Desire
through ROI & eco benefits, Action via risk-free guarantees.

Consumer Decision-Making
Process (CDM)

Addressed full consumer journey from awareness to post-purchase satisfaction
(homeostasis).

Valence Theory

Shifted consumer motivation from avoidance valence (grudge purchase) to
approach valence (eco-smart investment).

Motivational Conflict
Resolution

Solved approach-avoidance conflict by offering Hydropulse as a low-risk, high-
reward innovation.

Dogmatism Reduction

Used influencers & authority figures to ease resistance to unfamiliar tech.

Operant & Vicarious
Conditioning

Incentivized adoption through discounts, loyalty programs, and social
proof/testimonials.

Ethnocentrism

Leveraged “Made in India” positioning to appeal to locally conscious buyers.

Consumer Innovativeness

Focused on early adopters willing to try a plug-and-play, maintenance-free solution.




4 .

KEY BEHAVIORAL INSIGHTS INTEGRATED

Grudge purchase — Aspirational solution: Hydropulse repositions water
conditioning as an eco-conscious lifestyle choice.

Emotional triggers: Framing Hydropulse as a protector of appliances and family
well-being.

Post-purchase reinforcement: Trial offers + after-sales support to reduce buyer’s
remorse.

Influencer endorsements to reduce perceptual barriers and increase consumer
trust.



5. PRODUCT DIFFERENTIATION MATRIX

Feature

Traditional Softeners

Hydropulse (Electronic
Conditioner)

Installation

Requires plumbing
modifications

Plug & Play, self-installable

Maintenance

High (salt refills, service)

Zero maintenance

Eco-Friendliness

Salt-based, waste discharge

Chemical-free, eco-friendly

Compatibility

Limited to certain systems

Fits pipes from %" to 24"
(customizable)

Cost (initial +
lifetime)

High upfront & recurring costs

Lower total cost of ownership
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