
HT Gurugram Launch
June – September 2018

Objective: 
• Launch of HT-GURUGRAM on various Digital properties
• Reach out to the right TG with the most relevant information and 

get the most desired response

Target Audience:
• Age – 20+ years
• Socio-Economic Class – A

Corporates Families & Women Millennials
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• Print

• Day 1: French-window + Letter from EIC on POP + Special Candy-bar on Front page 

• Day 2 – 5: POP Special continues, HT for Gurugram continues 

• Regular communication, including the core themes – “Gurugram Matters” 

• Outdoor: 

• 12 key sites across Gurgaon

• Installing boards across Gurguram in public places & RWAs

• B2B 
• Roadblocks across B2B community via trade-media-websites and Emailers

• Branded collaterals   

• Emailers / Whatsapp messages / FAQs 

• Special Editions for B2B Clients

• Digital

• Geo-targeted, social campaign on various digital platforms

• Leveraging strength & reach of hindustantimes.com

A 360-degree Launch Campaign

http://www.hindustantimes.com/
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• Ads highlighting the 
various content 
themes for Gurugram

• CTA includes beat-
wise reporters names 
& email address to 
start conversations

Print Ads
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HT

TOI
Front page rating, %

Average score of 3 week
HT  =  41
TOI =  31

DUAL HT > TOI HT = TOI HT < TOI

June 2018 (Till 27th) 10 12 1

Net Wins
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Wk 1 Avg Wk 2 Avg Wk 3 Avg Wk 4

HT 30 39 43 55
TOI 30 34 27 32

Product Ratings increasing steadily



Core Content Pillars
Avg Weekly Cols

HT TOI Diff

Crime 40 37 3

Commuting Infrastructure & Traffic 11 9 2

Communities 3 1 2

Lifestyle & Entertainment 28 7 21

Corruption 0.63 1.4 -0.77

Local Administration / Politics Concerns 36 37 -1

Pollution & Environment 17 14 3

Others 94 72 22

TOTAL 229 179 50

*Col Data for June 2018 in HT GGM & TOI GGN

Lead on all major content pillars
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Cyber Hub

Galleria

Golf Course Road

Outdoor campaign across key Gurugram sites
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• 28 Govt Offices
• 70% of Police Stations
• 41% of Govt Colleges
• Hospital, Stadiums & other prominent locations

Police Station Sadar Sector 14 Girls College 

Haryana Vidyut Prasaran Nigam Tau Devilal Stadium 

Commissioner Office

Rao Narbir Singh(MLA)

200 Boards across key sites of Gurugram
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Site-captures + PR + Emailers: Reach 15 lakhs 

Site-captures PRs Emailers

Roadblock across ALL B2B platforms
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Advertisers + Influencers

• A special edition is curated for the important 
stakeholders of HT
• Priority List of Circulation
• Delhi-NCR Influencers from Media 

Marketing
• A 4-pager Jacket including the letter to the 

reader is enveloped over the June 01 release 
and sent separately

Custom Edition for 800 stakeholders



Establishing HT Gurugram as the dominant newspaper in the geography

CAMPAIGN DURATION 
JUNE - SEP

Objective

Mediums
And others

Targets
Circulation Leads

4000
Target Impressions 

25 Mn

Target Engagement
1.8 Mn

Targets 
Achieved

so far

Engagement: 
2.6 Mn

Impressions: 
25 Mn

Leads:
3741

OTS 12.5

74% OF TOTAL MEDIA SPENDS

100% ACHIEVED 144% ACHIEVED 94% ACHIEVED

Budget Spent

Gurugram Pop.
2 Mn

~50 LEADS/DAY

Reach: 
11 Mn

Digital KPIs Achievements @ 74% Budget
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Paid media

New Users      Existing User          

• Re-marketing through 

Website Visitors

• App notifications through 

web and WAP

• Custom Audience 

targeting on Google, 

Facebook

• Social Engagement

• Facebook new user 

targeting 

• Google Display 

network

• Twitter engagement

Direct Buys         Machine Managed

• Presence on high affinity 

sites

• Leverage mass media 

channels like True caller, 

Bookmyshow, inshorts

etc.

Media Vehicles



GOOGLE DISPLAY

Google ads 
targeting
Gurgaon 
residents on 
Google Search 
+ Gmail based 
on their 
Interests AND 
media 
consumption

PAID SOCIAL

Reaching the 
right audiences 
through 
precise interest 
& demographic 
targeting
Also including 
Beta ad 
formats

VIDEO

Building 
awareness 
through 
Youtube & 
other video 
platforms 
through ads 
6sec Trueview
ads + Bumper 
ads

MOBILE APPS

Reaching 
discerning 
users through 
app & mobile 
browser 
targeting 
BookMyShow
Snapchat and 
inMobi

HT.com

- Improved 
Discoverability 
of HT 
Gurugram 
Content on 
HT.com 
- Home page 
Widget + 
Banners

MAILERS

Emailers based 
on interest
Specifically to 
Gurgaon 
audiences 
including key 
MM contacts + 
Trade Media 
databases

HT Gurugram Launch: Digital Overview



In-house Banners
• Hindustan Times Website
Social Media Platforms
• Facebook
• Instagram
• Linkedin
• Twitter
• Youtube
In-app Integrations
• Inshorts
• Bookmyshow
Lead Generation Campaign

In-house Website Banners driving subscriptions

Reaching out to the city – digitally



In-house Banners
• Hindustan Times Website
Social Media Platforms
• Facebook
• Instagram
• Linkedin
• Twitter
• Youtube
In-app Integrations
• Inshorts
• Bookmyshow
Lead Generation Campaign

Leveraging HT’s handles across 
Social

Reaching out to the city – digitally.  



Google Search

Google Display 
Network

The All New HT Gurugram is here

Communities of Gurugram

Leveraging strength of Google + Using Prerolls on Youtube



Facebook Paid Campaign Facebook Top Organic Posts

Power Cut Edit Series

Community-based story

Leveraging & Recreating Editorial Content



Videos GIFs Static Posts Insta / FB stories

Leveraging FIFA WC News Cycle for Gurugram

Cross-Promoting HT Friday Jam



Engaging Influencer Columnists



In-house Banners
• Hindustan Times Website
Social Media Platforms
• Facebook
• Instagram
• Linkedin
• Twitter
• Youtube
In-app Integrations
• Inshorts
• Bookmyshow
Lead Generation Campaign

Geo-based targeting on Inshorts & Bookmyshow

Reaching out to the city – digitally.  



In-house Banners
• Hindustan Times Website
Social Media Platforms
• Facebook
• Instagram
• Linkedin
• Twitter
• Youtube
In-app Integrations
• Inshorts
• Bookmyshow
Lead Generation Campaign

In-house Website Banners to drive 
subscriptions

Reaching out to the city – digitally.  



Starting Conversations



Starting Conversations

2- way conversations Citizen Journalism
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Phase

Targets Achieved

Impressions Reach 
Engagement + Clicks 

+ Views
Leads Impressions Reach 

Engagement + Clicks 
+ Views

Leads

Phase 1 10,652,274 2,484,284 725,969 1,858 13,102,564 6,875,345 1,167,682 1,653

Phase 2 8,565,735 3,033,318 584,212 3,480 5,503,448 1,895,079 664,130 958

Phase 3 5,779,682 2,559,136 513,668 797 4,113,083 1,938,526 148,479 1,130

TOTAL 24,997,691 8,076,738 1,823,849 6,135 22,719,095 10,708,950 1,980,291 3,741

• Over 300 posts created in 3 months covering various buckets

• Have reached 10.7Million+ audience in Gurugram generating 3.7K leads with a validation ratio of 8%

• Around 2 Million engagements & views generated so far

• Revenue Generated over 1 Cr in first quarter

92%
People engaged 

are Men
80% of them are in the fan 

category

3.37 Million+
Impressions
On Instagram stories

18-24
62% of engaging 

audience
25-34 is next with 29% of 

engaging audience

KPIs achieved on 74% budget consumption



Sentiment Analysis

33%

37%

30%

Audience
Sentiments

Positive Negative Neutral

Source: Keyhole



To become No 1 in Gurugram within 12 months

Identified 120 key condo’s and plan to dominate them
• Society Activation 

• Insert Detailers
• Various brand & event activities 
• Early Delivery through premium societies: Legend, Close North, Close 

South 
• Innovations

• HT Ambassador with Full Cover Price Offer – Westend Heights 
• Sampling Activity
• Early Delivery through premium societies: Legend, Close North, Close 

South 
• Domination in new societies / upcoming areas 

• Golf Course Extension roadR
• Dwarka Expressway

• Overall Impact on Circulation – On Track
PO at Start: 62.5 K | DEC Exit : 70 K+ | May 2019: 74 K



Gurugram Revenue Going up

L2L: 
Special team created for L2L revenues in Gurugram
56 Features done resulting in 36 L of revenue

N2L:
Standalone pricing for N2L
Focused efforts to get additional standalone ads

Total Target:  15 Cr Annual
Achieved: 5.2 Cr YTD Nov On Track

Friendship Day
&

Rakshabandhan

Independence Day
LifestyleEducation

4 Page Restaurant 
Feature

World Heart Day



• Gurgaon offering was Delhi Edition + 2 pages of 
local content inserted after Delhi metro coverage

• Lower daily local content viz a viz competition  

Edit Col GGN Edit Col Delhi Total 

HT 13 24 37

TOI 20 19 39

Edit Manpower 

HT 7

TOI 21

• Inadequate edit strength vs competition  

Core Content Pillars in Jun
Avg Weekly Cols

HT TOI Diff

Crime 40 37 3
Commuting Infrastructure & Traffic 11 9 2
Communities 3 1 2
Lifestyle & Entertainment 28 7 21
Pollution & Environment 17 14 3
Others 94 72 22

Local Coverage hierarchy based on reader research
• Crime, Commute and Infrastructure 
• Lifestyle and Entertainment 
• Community Connect 
• Corporates and Real Estate 

• No flexibility in local ads placement beyond 2 pages

Created standalone Gurugram Bureau with 
Increased strength of 20

1 Bureau Chief | 1 Dy. Bureau Chief | 13 Reporters | 
2 Photographers | 3 Desk

Opened Revenue opportunities across Metro 
Section & HT City Edition

Before The Launch After The Launch
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• Product & Brand

• Short-term: Weekly Product Panel Target: +4 wins / week Current: +3 wins

• Quantum of stories in Core Content Areas On track

• Revenue

• L2L + N2L extraction Target: 15 Cr Current: 5.20 Cr

• Market Share Target: 50% Current: 45%

• Circulation

• Total Copies Target: 74 K copies (May 19) Current: 70 K + (Dec 2018)

Gurugram Keys to Success


