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#HTgetsMumbai 

#MumbaiMeriHai 



Objective: is to drive brand association and connect 
with Mumbaiites, readers as well as non-readers, to 
make it clear that HT belongs to Mumbai and it 
understands Mumbai best. 

Insight: In a socially charged context where 
Mumbaiites have been exposed to serious 
messages, citizens would welcome a bit of cheer, 
positivity and entertainment. Such messages are 
often shared, giving momentum to the message. 

HT Mumbai Meri Hai 

HT selectively picked up facets of Mumbai which 
evokes passion and emotion in every Mumbaiite; 
facets which display the ‘spirit of Mumbai’ 
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Video Release 
Digital 

Amplification 
Surround Sound 

Reader 
Engagement 

• Using a digital first 
approach, staggered 
the MMH film to gain 
maximum eyeballs.  
 

• Trended nationally & 
in Mumbai on Twitter 
garnering over  

• Facebook/YouTube: 
key medium to 
promote video and 
engage with viewers 

• Instagram: Social 
media influencers to 
write about MMH and 
their story 

• Twitter: Engagement 
with readers/non 
readers with 
#MumbaiMeriHai 

• Editorial 

o 12 part MMH series 
in main book + 6 
part series in HT 
Café  

o Celeb/Social 
influencers bytes on 
MMH 

• Reader Contest 

o Inviting entries from 
readers 

HT Mumbai Meri Hai 

• Cinema: MMH films 
playing across PVR 
screens in key 
geography (Western 
suburbs + SoBo) 
 

• Radio: Jingle spots on 
Fever + Nasha + RJ’s 
interacting with 
listeners on the 
slogan ‘Mumbai Meri 
Hai’ 



Reach and Visibility 

5.4 mn 

3.4 mn 

18k 

93k 

1.7k 

82% 

18% 

28% 

46% 

26% 

females 

males 

18 – 24 yr 

25 – 34 yr 

35+ yr 

https://www.facebook.com/HTMum
bai/videos/221182751893241/ 

Reach 

Views 

Shares 

Likes 

Comments 

Demographic break up of paid views 

https://www.youtube.com/wat
ch?v=OeV8CjzSmG8&t=6s 
 

969k 

389k 

Impressions 

Views 
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Social Media Engagement 



Mumbai is singing to #MumbaiMeriHai 

https://www.instagram.com/p/B
m_FUHegijQ/?utm_source=ig_sh
are_sheet&igshid=jsub1kf1gg7q 
 

https://www.instagram.com
/p/Bm2cLAXFL1k/?utm_sour
ce=ig_share_sheet&igshid=c
fb2wzj5lmku 
 

https://www.instagram.com
/p/Bm-
VKBdhjin/?utm_source=ig_s
hare_sheet&igshid=vq8htoc
g1iuw 
 

https://www.instagram.com/p/Bm
-
zgCmHnjt/?utm_source=ig_share_
sheet&igshid=12tn2ejg8jf92 
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Print campaign 

Campaign launch with French window followed by thematic ads 



Edit series 

12 part edit series in MB 
Celebrating Mumbai through it’s people 
Profiling 12 Mumbaikars and their stories 

6 part edit series in Cafe 
Explore Mumbai’s food, grounds, night life 
through these listicles 



Hindustantimes.com 

Special page made for MMH with all Edit content 
https://www.hindustantimes.com/mumbai-meri-hai 
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Outdoor 

7 key sites in Mumbai 
 
Marine drive 
Lower Parel 
Bandra 
Andheri 
Vikhroli 
Santacruz 



Other mediums 

Cinema 
2 weeks long 
PVR, Cinemax, 
Inox 

Radio 
300 spots of 30 
secs 

WR trains 
Jingle to be played 
40 times a day 

Cinema :31st Aug – 14th 
sep 
2 weeks 
 
10 screens 
PVR Phoenix 
PVR Andheri 
Cinemax Infinity Malad 
Sangam Big Cinema 
Regal Colaba 
 

Spots 17th Aug – 20th 
Sep 
12 spots per day on 
Fever & Nasha 
 
MMH Jingle 
Sing and Dance with 
MMH 

15 second Jingle made 
for local trains  
 
Duration – 
20th – 24th Aug, 27th – 
31st Aug 
 
15 trains I 10 days I 40 
times a day 

TV 

CNBC TV 18 
 
30th Aug – 7th Sep 
2 weeks duration 
1 min jingle to be 
played 10 times a day 



#MumbaiMeriHai Contest 
Create a movement  
• 31st Aug – 24th Sep 
• Invite people to share their Mumbai Meri Hai stories through videos and 

pictures 
• Entries to be submitted to special contest page -

https://www.hindustantimes.com/mumbai-meri-hai-contest/ 
• Promote contest on print, digital and radio 
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782k 
Impressions 

Clicks 

Number of 
entries 

https://www.facebook.com/delectable.reveries/videos/683
833638668683/ 
 
 

5335 

450   

#MumbaiMeriHai Contest – Reader Engagement 

https://www.facebook.com/delectable.reveries/videos/683833638668683/
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CAMPAIGN RESULTS IMPACTING BRAND 
ADVOCACY 



PRINT + DIGITAL IMPACTING NPS – Increase in NPS 
among Digital readers led by Social Media Campaign 

Impact of the MMH campaign has led to the increased Brand advocacy 

R2 – Previous dipstick 
R3 – Current dipstick 


