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Campaign Objective

The campaign aimed to connect with regional audiences through DIY-themed content, using 
micro-influencers to drive authentic engagement.

Phase 1 targeted Surat and Lucknow, focusing on region-specific storytelling and relatable 
hacks to continue building brand visibility and affinity.



Location | Surat

In Surat, creator Kashish Chhabada’s reel on trending bathroom designs received 26.9k views with a reach of 
24.8k. Engagement stood at 0.92%, with 198 likes and 6 comments, reflecting decent interaction.



Location | Surat

In Surat, creator Kriya Doshi’s reel on bathroom fitting issues and solutions generated 56.4k views and a 
reach of 50.7k. The reel got 181 likes and 3 comments, indicating decent audience interaction.



Location | Lucknow

In Lucknow, creator Ayush Srivastav’s reel on bathroom fitting issues and solutions generated 42.7k views 
and a reach of 38.74k. Despite high visibility, engagement was low at just 0.01%.



Campaign Performance - Overall

Both cities showed strong traction, with 
Surat performing stronger overall. The 
results validated the strategy of micro-
influencer-driven grassroots visibility.









For the three creators, our target cities are Surat and Lucknow – out of that Surat dominated in terms of reach and 
engagement. 



The campaign engaged 
predominantly 25–34-
year-olds (52.09%), 
followed by 18–24-year-
olds (32.43%), together 
forming over 84% of the 
audience. 



The campaign audience was 62.35% male and 37.65% female, showing a stronger pull among men (our 
target audience). Conversations centered on bathroom-related terms like fittings, faucets, showers, comfort, 
and hashtags such as #bathroomdesign, #bathroommakeover, #lifestyle dominated engagement, 
reinforcing the DIY and home-improvement theme.



THANK YOU


