Being Successfulin one businessvertical d o e sgwedhe guarantee of
becoming successfulin every vertical an organisation ventures into. Ansalhad
been an extremely successfulRealestate developer but unfortunately

education businessw a s warking out that welll T h a wheére we stepped in
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AnsalUniversity wasestablished in 2012 under the HaryanaPrivate Universities
Act 2006. Located in the heart of Gurugram,| n d largest Bub of National and
Fortune 500 companies, They have eight schoolsoffering programmesin
Architecture, Design, Law, Management, Hospitality, Engineering, Health
Sciencesand Planning & Development.

They are a university with the core ideology of being futuristic with the mission
"AHEAD FOR LIFE"The curriculum designis guided by inter and trans-
disciplinary approach incorporating pedagogiesthat expand learning

opportunities, ensuring higher order learning outcomes.
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Various Schoolsunder AnsalUniversity

SushantSchool ofArchitecture

Vatel Hotel and Tourism BusinessSchool
SushantSchool ofBusiness

Schoolof engineering and technology
School of Law

SushantSchool ofDesign
SushantSchoolof Health Sciences

SushantSchoolof Planningand Development

flagscom.in



WE'RE A

Google .
Partner =

V Google Partners work directly with
Google
Google Partners are experts
Google Partners stay up to date with the
latest PPC(Pay Per Click) information
V Google Partners practice what they
Specialized in: preach

A @ 3 ﬂ Do Google Partners can help you quickly

Google Partners provide great service

Google Partners have access to beta
features

Search ads Mobile ads Video ads Display ads Shopping ads
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About Our Director
Mr P.K.D Nambiar

Armed with over 18 years of experience as an Entrepreneur, Marketing
Strategist and a Political Analyst,

PKD Nambiar, Managing Director & CEO, Flags Communications and
Chairman, B-Square Group of Companies, is a name to reckon with in the
industry. ]

He is also renowned as a startup, turn around & growth specialist in the
corporate sector. Furthermore, he is a sharp communication strategist for the
SME sector.

He has addressed various prominent political debates, forums, colleges

& corporates across the country.

He shares his valuable opinions on political, social and business issues and
has appeared on numerous news channels including NewsX, NDTV, NDTV
24x7, News18 and CNBC to name a few. Some of his well-known programs
i nclude ONew Age Leadershipd, o0The Br
Entrepreneur.’



OUR TEAM

PANIndia Presencewith One International Office,
DELHI| MUMBAI| BANGALORH QATAR

More than 100 employees. 3 ~
23w

We have a team of experienced professionals who are
Passionate, Hard Working, Responsive, Progressive, 7
Futuristic and always strive to provide the best value
addition in all MARCOMctivities for the Clients.
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agencies, where it's easy to get lost in the shuffle &

We have dedicated professionals who provide 24x7

support for all your projects/queries resulting in a & /,’/,_

superior output and delighting customers eachtime. | BT/ "
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Google Partner Certificate

Badge status

Status: Partner Specializations: 1 achieved

Google Q|
Partner

o We're updating our Google Partners requirements for 2027. View
details to see if your status will change.

VIEW DETAILS

Community

Stay up to date with the latest agency news, connect with industry
leaders, and share your experience with other professionals. Learn
more

Promotional offers

When promotional offers are "On", they will be automatically applied
to eligible new accounts that have started spending. Learn more

ON

1 promotion has been automatically applied in the last 90 days: Uptown

VIEW DETAILS

Company details

Flags Communications Pvt Ltd Keep your company details up
Pocket A, Okhla Phase | A 283, to date to ensure that your
New Delhi New Delhi, Delhi Google Partner badge is on
110020 India display.

http://flagscommu.. + 1 more

VIEW DETAILS
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FlagsCommunications Rolein the Organization

FlagsCommservedasi n st i Markeling andAlvertising agency and
was responsible for aliteral turnaround. Flagswas hired to do the rebranding
exercise for the whole university, not just externally but alsointemally. Areas
we looked after:

A Marketing Strategies
A Advertising
A BrandManagement

A Digital Marketing

flagscom.in
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Initial
Challenges.

AnsalUniversity had multiple challengeswhen we came on board.
It required major makeover not just externally but also internally.
We worked extremely closely with the Trustee, VC, Marketing
team, Deansof various schoolsto bring about the change:

A First and the biggest challenge waslow admissionsand empty

seats.

A Low profile asa University and Competitors dint really treat the
University asa competition, Brand had extremely low visibility

other than Gurgaonor nearby areas.

A Highly disconnected Schoolswith very low interactions between
them. No Campusfeeling in the University and majority students

and teachers also lacked confidence in the university.

flagscom.in



A Exceptone school, rest all the other schoolswere struggling

for keeping afloat their existence.

Initial A International students were extremely low and students were

only coming from very close proximity
Challenges.

A Various schoolswere doing good jobs but nothing was
reaching the stakeholders and target students aseverything
wasvery scattered and eventhe managementw a S aware

of many internal acheivements.

N GS® flagscom.in
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How FHagsplayed the role of a MarcomAgency?

Asan integrated MARCONgency, Flagsundertook the complete exercise for
AnsalUniversity to transform the university and to work toward achieving the
admissionnumbers for the year 2019. Stepsfollowed were:

Understandingthe Delhi- NCRHigher education industry .
Elaborate SWOTanalysisof university wasdone.

A

A

A Competition analysiswascarried out

A Bothinternal and external challengeswere figured out.
A

Everyschoolwasa different sector in itself. Individual meetings and brainstorming
sessionsnere carried out for all the schoolswith the respective key members.
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How FHagsplayed the role of a MarcomAgency?

Mostof the schoolswere renamedwith 6 S u s hsdhat hatl a better recall

becauseof SushantSchoolof Architecture.

Detailed previous year admissionlist of all the schoolswasstudied and SWOT

analysisfor individual schoolswasdone.

Separate TGand separate markets were zeroed in for all the coursesand

annual marketing budget was being worked upon.

Crafting marketing and communication strategies accordingto the TGof

individual schooland markets was undertaken.

Tr u s &and\é ©asonwaswell understood for further working.

flagscom.in
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How FHagsplayed the role of a MarcomAgency?

Multiple waysand mediums of doing internal branding were suggestedto bring
in alot of uniformity and confidence in students and the faculty and in the

university asawhole.

\Varioustraining sessionswere done.

A Allimportant and strategic decisionsfor the admissionyear were taken

together with the Deansand the trustee.

A Admissiontarget wasset for the upcoming session.

flagscom.in
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How FHagsplayed the role of a MarcomAgency?

A Transforming the brand look and feel

Establishingthe brand spokespersonasthe industry expert through rigorous PR

exercise

Salesand businesseviews

Crafting customised marketing strategies according to the needsof the market

andneed of the sector

Generating salesleadsfor the companythrough aggressiveDigital marketing

exercise with extremely focusedapproach

flagscom.in



The Objective

A AnsalUniversity wadooking for speedy improvement in its SERP results positionirigdis GoogleSearch
Engine.

Increase Brand name Value

Increasequality inquiries through organic and paid traffic

Maintain ORM Service.

Increase Conversion Ratio

Increase ROI

o o o To o o

Establish a Better Response Rate

N GS® flagscom.in
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A SEO
A SMO
A Paid advertising

AAAAAAAAAAAAA

Digital Marketing Activities
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We accomplished our targe't by implementing the following solutions

A Website analysis and refinement suggestions
A Competitors analysis

A Right keyword and Audience Target

A On page Optimization

A Off Page Submission

A User friendly Landing Page creation

A Setup all possible call to actigrChat, form, WhatsApp and Call etc.
A Maintain ORM

A Create Best SMO Strategy

A Add all tags on website

A Retargeting Audience through platform

N GS® flagscom.in
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The SEO Challenge

With thousands of online searches for important keywords%ka . ! /[ 2t € SIS I yR a! NODKA U
Delhi'every month, the company lost precious leads because of poor search engine rankings. Online user
engagement with the brand was minimal, with a skeletal website and negligible online presence.

Ansaluniversity approacheétlags tooptimizeits website, so that it looked more professional, usendly
and inline with its positioning as a premium windows solution provider.

In addition to the websiteAnsalUniversity wakeen that it must show up in top search results for heavily
searched keywords such#d NODKA 1S Ol dzNB [/ 2t €t S3Sa Ay DanNdhpirkeefiigcz a! N
College in Delht'.

In case ofAnsalUniversitythere were a large number of sellers offering close substitutes (including some
fraudulently using théAnsalUniversity namg There was competition from few, large organized players as well
as from small, unorganized players

N GS® flagscom.in
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SEO Marketing

SEO Activities:

oy _ : A We began SEO Activities on Ansal University Website which
Within 3 months of working with Flags Company, grew by over 200% in succeeding months.

AnsalUniversity startedto enjoy Page 1 ranking A Ansal University SEO began in Jun 2018. An initial slow

on Search Engine for Several of its keywords. take-off not with standing, extensive optimization work
resulted in a huge leap with the number of overall SEO
Ranking and Traffic.

A With the number steadily increasing, the quality of leads was
constantly maintained. We also began to see higher
Conversion with the number of enquiries, i.e. positive ROI
and growth.

BetweenJun 2018&; Jan 2019¢verall leads foAnsalUniversity grewby over 0% and CosPerAcquisition was
reduced by nearly 50%. We had acquifétimes the number of leads at half the cost.

N GS® flagscom.in
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Ranking Improvement

Initial Ranking After 3 Ranking
(Jun2018) (Sep2018)

Keywords

Architecture Colleges in Gurgaon NA S

Architecture Schools in Delhi NA 7

Architecture University in India NA

NA
Law University in Gurgaon

NA

Law College in Gurgaon

N GS® flagscom.in
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Ranking Improvement

After 6 Month AnsalUniversity SEO Keyw
date o

ords Rankiigiatus which is maintain till

No. Of Keywords

50 Keywords
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Calculating ROI for an SEO Campaign

| SNBFQa || 3ISYSNIt ¢gle G2 OFfOdAFdS whL FTNRBY |y {9h
Anticipated ROI = (Anticipated Revenue from SEO effqi&roposed Cost of SEO Project)/Proposed cost of
the SEO project :

[ SGQa al & &2dz NMzy I ohnbé salcfated hagedaithieeyagenOmkhlylvisitStR yow kitk
and average conversion rate of the site.
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The SMO Challenge

Increased visibility with higher brand recognition.

Larger community with a substantially higher number of Page Likes and Followers.
Higher engagement on the content being posted on their pages and community.
Increase referral traffic using social media

Higher Social Traffic on site withcreased conversion rates

Maintain Response rate

Maintain ORM on Social Media

o o o o o To I»
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Aggressive Digital marketing was carried out to reach out to the target massesin target regions

School of
Health Sciences -

R
,4-;

ansalL = .

annual conference

CSR&HTY

Grand Rounds on Advance Vision Innovation & Therapy

FLAGS
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University

\ for Humanity
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University
Gurgaon

SUSHANT SCHOOL

OF BUSINESS, GURGAON

Academic collaboration with the University of Warwick, UK*

INVITING STUDENTS

for
MBA* | BBA (Hons)* | B.Com (Hons)* | Ph.D

“ADMISSIONS OPEN

Endowing Vision

\ 2 4
WARWICK

ELI 5?1:5v1l;’51ty

| School of
Engineering
&Technology

EXPLORE THE INFINITE
POSSIBILITIES OF CYBERSPACE

" " Date: 15th April 2019

Ve I Timings: 11 AM Onwards

Exciting Winter Coutses”
in Architecture’and Plcmn
at SSAA '

Conta
shortco!
Sector

ct v
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The Results: SMO

% Increase in monthly Facebook Traff
to Site compared

Twitter Follower FB New Page Like LinkedIn Followers

406 34986 2354 56%

N GS® flagscom.in
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SI\/IO Solution

Solution

country-wide campaigns using Social Media 1 one for

The Facebook 'Lke' andlinkedinkad Campaign:

Engagement and the other for display advertising - were divided We began a "Like" campaign on Facebook which grew 1000 to 34K in
into 40 smaller, targeted campaigns based on: succeeding months. Twitter 10 to 2300 Followers

: ; i : . Ansal University Facebook and LinkedIn campaign began in Jun 2018.
Geoglraphy.ttCamparllgnhs_W(tare dmded U reglonfmt;ased.on An initial slow take-off notwithstanding, extensive optimization work
weather patterns which inturni n p u e n c epatterasy i n g resulted in a huge leap with the number of overall likes, Followers and

: ey e e
Audience Categories: leads, simulaneously bringing the Cost-Per-Like down by 50%.

Education With the number steadily increasing, the quality of leads was
constantly maintained. We also began to see higher sales with the

Mobil d desktop devi tc. ¢ S o
o i fo b s oL L number of enquiries, i.e. positive ROl and growth.

BetweenJun- Aug2018,overall leads foAnsalUniversity grewby over200% and CosPerAcquisition was
reduced by nearl$0%. We had acquired four times the number of leads at half the cost.

N GS® flagscom.in
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Calculating ROI for Social Media

Social media isne of the toughest areas of marketifig? 2dzatiAfeé (2 SESOdz2iA@Sa Ay
Y240 YINJSUSNE R2y Qi (1y26 K2g G2 OIFtOdAIGS NBFf w
Gt A188¢ 2NJ GFIF O2NRGSa v

A Reach

A Audience engagement

A Site traffic

A Leads generated

A Signups and conversions

A Revenue generated

FL / GS® flagscom.in
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The PPC Challenge

A The main challenge faknsalUniversity waseducing the PPC spentts-conversion ratio to makéhe
quality leadslt had to compete against established, There is neck to neck competition among players to
catch consumerdJnderthe circumstances, this was a tough ask.

A College name Trust

A Must be want fast response rate

A Placement record

A High competitions in education market

A

N GS® flagscom.in
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' PPC Marketing

Within 2 week of working with Flags Company, PPC Campsin

AnsaIUnlverS|ty startto Captured Qua“ty leads. We began a Paid Campaign on Google and others display platform
20to 25 leads da”y in Starting periodl__ater which grew by over 90% quality inquiries in succeeding months.

Increaseto 50 to 60 leads daily Ansal University campaign began in Jun 2018. An initial slow take-off

not with standing, extensive optimization work resulted in a huge leap

: i _ _ with the number of overall Quality leads simultaneously bringing the
Geography: Campaigns were divided into 5 regions based on Cost-Per-Lead down by 50%. ;

weather patterns which inturni n p u e n ¢ epatterasy i n g

With the number steadily increasing, the quality of leads was
constantly maintained. We also began to see higher conversion with
Student the number of enquiries, i.e. positive ROl and growth.

Parents

Audience Categories:

Mobile and desktop devices etc.

BetweenJun 2018&; Sep 2018pverall leads foAnsalUniversity grewby over20026 and CosPerAcquisition
was reduced by nearly 50%. We had acquired four times the number of leads at half th@ecgsnerated
1000to 1500Ileads per month irindia

N GS® flagscom.in
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The Results: PPC

3 Month Lead status details with quality ratio

% Increase in monthly Quality

TotalLeads  Qualityin % ConversiorRatio Traffic to Site compared to Las
Month
July 2018 088 70% Aboved0% 56%
Aug 2018 1050 70% Above40% 69%
Sep 2018 1246 70% , Aboved0% 81%

FLAGS
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Calculating ROI for an AdWords Campaign

Calculating your ROI for your AdWords Campaigny QG | & &aUN} AIKGF2NBI NR a A

|.
LT &2dz KIFI@S D223tS ! yIteuaA0as e2dzfft y20A0S GKFG

Google Analytics combines your total revenue from both your transactions and goals. This could potentially
lead to double counting. For example, if a user on your site adds something to their cart, it becomes a °
GY2YSGAT SR 321 t d¢

LY FTRRAGOAZY (2 0KAAX D223ftS |aadzySa GKIFG |ttt &2dzNJ

N GS® flagscom.in

MARCH AHEAD...



Results

BetweenJan 20150 Till Now, we saw

A ROI increase l300%

A Lead generation increase BP0%

A Leads generated frominkedInincrease byl 20%

A CostPerAcquisition reduced by 50%

A CostPerLead reduced by 50%

A Average CosPerClick on Google reduced by nearly 40% and corresponding Ad rankings improve by 20%
A Min 1000+ leadsgenerated per month

A 500+ posts created across social media platforms

A 100+ million impressions through social media

A 200+ million impressions through Google ads

A Increase response time

A Reduce customer complaint using Fast response rate and feedback

N GS® flagscom.in
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