HINDUSTAN

Going Anchorless




Communication Goal

ZEE Hindustan wanted to differentiate itself from
the cluttered TRP-chasing news channels with the
anchor overshadowing real news and real
opinions. For this we launched a channel with no
Anchors and mandated LIQVD ASIA to
conceptualize an idea and amplify this bold
initiative of ZEE Hindustan.




Challenge

ZEE Hindustan was a non-existing brand in the market and
was always perceived as a second feet channel of ZEE News
and had no distinctive identity of its own.

Objective

To create an awareness about the channel while effectively
communicate ANCHORLESS News broadcasting’s advantages &
create enough of a stir to drive sampling.




Insight

As, in news industry, News and anchors go hand-
in-hand, more than often anchors start forcing
their ideologies/opinions on camera.

e Rachna Bhola >
@rachnabhola

In a Twitter poll Will you prefer watching a news channel
conducted, more without an anchor?
than 50% audience 56% Yes
would prefer 22% No
watching news 22% Maybe
without an anchor.




Single Minded Proposition of Zee Hindustan

An anchorless format. Means the news content will directly
reach the audience without any mediator or filter.

THE HERO —NEWS CONTENT

Because viewers are smart



Creative Approach

From the insight, the core message which was
cracked was “ZEE Hindustan goes anchorless,
because viewers are smart”.

To establish the irrelevance of anchors the
campaign also took a different and quirky creative
route by touching India’s top anchors to
communicate the benefit of news without views.

@HINDUSTAN



Media Strategy

@HINDUSTAN

Distribution
BZC Ads in Avishkar Group

B2B

OOH, Mailers, Trade

Magazines Print, TVCs magazines targeting

MSOs & LCOs




j

A combination of media, message and guerrilla tactics was used to set
out to launch a nationwide stir.

1) The message was established through High Visibility TVCs on ZEE
group channels; Print ads on front page of leading national dailies

2) The OOH sites were strategically chosen outside prominent high-
footfall areas for an impactful campaign.
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Media Vehicles used

Zee TV, Zee TV HD, Zee

ZecliChaRnED Anmol & Big Magic

200 Promos
All Channels-Except Zee
ZMCL Network Channel News 4300 Promos
Print Ad DNA 3 Insertions (All Edition)
Print Magazine IMPACT Page Extension
AFR Back Page
ITV 3 Emailers
edm 6 Emailers
. Campaign India 2 Emailers
Emailers .
Adgully 3 Emailers
BMI 5 Emailers
afags 6 Emailers

Print Ad in Avishakar
Magazine and Avishkar
Distribution Avishakar Darpan

Reaching More than

3 Million People

2 week long dedicated
campaign to disseminate
a strong message now
content is the face of
Channel
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Promotion on Entertainment and News Cluster e

ZEE Hindustan

WION 24 4o 3
ZEE 24 Ghanta 24 40 15
24 40
Zee Business 15 Frequency(Pe| Duration
24 40
10 40 Zee TV
24 40 Zee TV HD 5 40 11
Jee UPUK 15 Zee Anmol 4 40 11
ee 24 Big Magic 4 40 11
40
24 40
24 4o
ZEE Salam
m-z--_-_
4200 + promos on our News 200 promos on

Network Entertainment Cluster




Media Vehicles used

Print

OOH

Print Magazine

Emailers

MSO

TOIl + NBT

HT + Hindustan

DNA

80 Sites
IMPACT
Avishakar + Darpan
Afaqgs Reporter
BMI
Afags
E4M
MXM
Mediaavtar
ITV
Adgully

Avishakar

Verticle Half (
Delhi+ Mumbai)
Full Page All
Edition
1 Insertion (All
Editions)

13 cities
2 Insertions
2 Insertions
1 Back Page
3 Emailers
3 Emailers
3 Emailers
3 Emailers
2 Emailers
2 Emailers
1 Emailers
Print Ad in
Avishakar
Magazine and
Avishkar Darpan

Reaching More than

Extending the campaign with
taking a different and a quirky
creative route by touching India’s
top anchors creating the
maximum exposure for the
campaign.



Media Effectiveness

Combining media, message and guerrilla tactics, the campaign went
viral and gave us mileage far beyond our media spends. Without any
spends on digital, the idea took the medium by strorm.

Ravish instagrammed
Anjana tweeted
Rajat sharma’s extreme reaction

and the Public got involved and we earned over 8.5 mn impressions on
digital, 1.9X growth in search volumes for ZEE Hindustan
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Impact on Channel Share

Post Campaign Share:

Pre Campaign Share:

3.2%

2.8% Marginal Growth In Share

Source: BARC; All 15+; HSM; 0600 to 2400 hrs.
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Mad Over
Marketing

Creating Buzz
- s —— - Amongst Opinion
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Zee Hindustan to go anchor-less. Thank god for small mercies I ' la ke rS

~ = “I'must say this is a very bold and nicely thought strategy.
There is definitely a white space for this kind of innovative
- - attempt. However, | am of the opinion that a lot will depend
%mﬁ'mmm " ﬂ on the editorial head of the channel. One has to have a very
strong nose for news and an immense understanding of

s R what works in news and what works on TV screens,” said a
Zee Hindustan Goes Anchorless: Smart Move or Desperate One? senior media expert.
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I moiantekevision
REGULATORS

Delhi HC orders Zee Hindustan to stop using
Rajat Sharma's name in ads

The ads were a part of Zee Hinduskan's ac campaign Lo promole iLs
anchoerless channel
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Digital Buzz ! é

# ZeeHindustan —Tweet Exposure

Increase in conversation around #ZEEHindustan on 9’Jan, when the marketing campaign
was launched ( Data Source: Tweet Reach)

27 22 7

TWEETS CONTRIBUTORS DAYS EXPOSURE

157,285 seeccone

Jan 4 Jan 5 Jan & Jan 7 Jan & Jan 9 ,

e = [*] i)
= [4;] =T, =T

(=1}
=
(=)

Daily Tweet Impression Trend



@ZeeHindustan —Tweet Exposure , @Hmnusm

People started talking about and mentioning ZEE Hindustan with the graphics of the Ad.
A discussion on social platforms was initiated ( Data Source: Tweet Reach)

Total Impressions on #ZeeHindustan & @ZeeHindustan within 24 Hrs = < 5 Lakhs
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THANK YOU



