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Entry Name: Gujarat Solutions Toolkit

Category Name: Marketing
The use of innovative marketing practices to enhance a media brand,
create excitement around it and help it stand out from the competition.

Duration: June 2019 (ongoing)

A case by

Divya Bhaskar



\‘ BHASKAR

EXCERPT

GUJARAT, IN INDIA WAS
A 3-PLAYER NEWSPAPER MARKET

Gujarat Samachar was a legacy player and a default choice of
advertisers; Sandesh, was a low-cost option. Divya Bhaskar,
though a dominant second player in reach, had an obfuscated
positioning. Thus, advertising budgets were largely getting
divided between Gujarat Samachar and Sandesh.
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SAMACHAR




TO CARVE A UNIQUE POSITION
FOR DIVYA BHASKAR IN THE
MINDS OF THE ADVERTISERS.



OPPORTUNITY

Institutionalise the competitive
advantage of the unique solution-centric
approach that Divya Bhaskar already
provided and drive value to its
advertisers in Gujarat, which is a high
priority market for all marketers.



- Become the one-stop destination for advertisers
e > seeking a solution-centric approach in Gujarat

> Increase advertising revenue

® O : :
A&F Al ) Increase engagement with the advertisers



Divya Bhaskar developed a unique pop-up book exhibiting solutions that

aided adevrtisers in achieving their brand KPls.

Solutions

® Sampling

e Native and Branded Content
e Activations

e Innovations

e Integrated Multimedia Plans
e Client Need Based Research
e Market Shared Linked Deals
e Madhurima Club

® Branded Events

e Flagship Events



The Unlock Gujarat pop-up book comprised of solution-driven cases that we had executed with our partners.



Sharply defined target lists were made to whom the book was presented.

Internal training was organised for the sales team to drive
solution-centric approach in the market.

The sales team was equipped with
support material to address queries.

PROCESS

Solutions to the briefs shared by marketers were
delivered within a turn around time of 48 hours.




RESULTS

&

The Gujarat Toolkit

carved the identity of being 8 4
a solution provider for
Divya Bhaskar. comigelt

pieces
delivered

The Gujarat Toolkit helped
Divya Bhaskar become
the one-stop destination
for advertisers, directly making
a big impact on revenue.
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REFERENCES
OF SOLUTIONS
DELIVERED

Bacti2isci Gullopii e, 1ARs1 1l absall [B2RAe13] 629, GliRdall B2 41 1%

Allbs2 A o), ctmgmm@z@m@

UPL- Native content

Reliance Mutual Funds- (¢

Sariz smagwimd
WHOR GG UIS] & i
[Bect2isel et
Ut 36 AR AR 24
'41 Azt Ny A A4
A A el ¥

Hn(HI U HeA (s2aas
Gudlorll e %A wsouy 3
w26 B, uell il M2 .
e el e G B.
et Nl 5 WRarAl
Rl Bict 2 M. uell
i %@l 54 dl At edsd
mad das A, ik
g o el g Yods
MR e N
wm%ua 5§, edlsd meu
el A 414 20 g 2 el
At sd v w3 2008
2018 sl Hsi2 avedll
il el 53l
QUM M 2 260 B4
Gztuaasell Mo FPadt Hives.
st ay Aaell.

2unddll ad A B 3
wysie Fu-pil wdan
03It ool v l2ins
. R A dl s
gl AL 201
2018 3B 1816 olFs
wsouz vl o
22 280 vt Beuas

Activation

o AGts ey Beatls Hoi
i Beaners FSSAI MRL
EE=
166 45 @7%)
4an
615
8%) 10 (1.6%)
1816 404 22%) 43(26%)

Y/
gt @irRa sAi - (Aol meliﬂm s ﬁmneahm Besiaisiall Buziidl

fiGeuecniRiionzae Gawigor2017 _ Beati2isiall Gualdi 2016
eaded s Do Beeos -‘!ﬂ T el B | Geamcoe] P
Gueiopi 12518,
9686 28« 1 da 1763000  43x

fa }-sing-i 14013 | 124 ohfs 407779 10w

Reded 6 \3 aba 377176 9«
4\ 1 wi2a 207706
s 9 20 «6-« ml-mlmnlh
Beams 12 1n /b A AGRTOTLCD ..-uzm S S———y
Siall Rl el A 2.6 B i vuus‘l-\ 528 was wuad bl ad wd b 50 2sell ay Bail
250 el (52 sen sial 1: wifrolz 8. liumwﬁu\mdm g, B3 A g Y
TP el 2y Rt 5 xsss\xiﬂtﬁnhdleew Gl b aytal s G B, L G-
el o STGs oyt ay Ceuadu Al 2 a4 D, dl MR s
el 3 ot et erius 324 G D, W 43 3l bz Al 4B, o e sl
Butd et oua v ay du ABuAdwR 9 e MR B, i isad sred a\vll a\‘w‘\ GudloL w B,
. ol ace ol becls afine  ARad el i ell ell, L e e g A
Al g Betust SR A ARk Y sRA meEaels S Gl GudoL dy
Gudot 3 Wil fsdl P AR FRAL 70 TRl sl Adum DA wdl elu dl d eiftsis
Beaaill aid v il audl 24 B A 2-taisdl Ged sl 4l 330 06 ud B, v axg

ibauea 2 125

i

Gulot Wz Frolz 2 8. 4
s dlsld wa suaand st
A B ua A A LA ay
A dati s dl A4
e v uedl ud, sl édal

e WA el 549
dl Bl B, dysd wget
Agsel Ayt
201640 A 17.63 @t
2, wARsi 4,07 @M
2t 23 b 3.77 &
2t D2l Gudlot .
i g Geusui P
oflon i3 & g Buadlan
AU 1240 2
20164 Bl Bzl
Fedl Gudlol wdl QML 62
2t [l e, wARsL A
el . 2 izl
e ot 2sefl odl.
el @il B 3 Brzsldl
e w3 ad Y ana ¥
lsctell A1l B, et
PR .mmzml b
ot Rl B, il w3
B3 2@ oty @il
a1 @ alis o sz
4 ollort 83,
(somuasdsz)

s
BEAUTIFUL

D16l udc;acil A2 Yl
oaLa'I§c1 eiRr’gj[o1ze

I A WU S
JETTEA SRR Shart
T SEEnE SN
i

EiSamnR | §

——
b

At 3

B

SRR i

T . TERSE S
s T U b e R
A ST (e S

P
oy qoission [
et ———

ey Pt
n-‘?‘.“:‘.‘?}»:‘:}‘um i

g un ik
9723708708

o U2 MRS ) 53
——
Wps s
s

aRs2uRgld| oliosiellcaayshusdl aiestaai G iz ureels dadl Gulidisedi

clinsiel cruiel sndl Hifci s2dl nelA

A2
el & g, Brad e
a0 ol sl dl. 2l
s well 4x)
Rk AE Al
a

ot sl =
<m0 B ol gt um\»m Wi
b tzand sdawl .
i v s i
g s 353 AL e, e Gl
Gamifa{ bt du g, oI alual i bl
ettt o Baos o sl
tsf Als

ol sl el
sl el Bl 50w R4, 108 ] 5'4 " bt o
M o : ? p
’j}ﬂ? f]‘.{}f“é,,"}":“;‘ﬂ e e lana i qgat el mug, swsonin i s
& bt g gl e A R R e R A Y A
i b ] g e dalluka K X41:?«\‘4&‘«3’\"1
st wled casadl 25 o
et Raad = Gl = oy
u.mm\u,v«w. R AR o el
iy i s
A el mew s
W?ﬂ'\!«\"ﬂ%

] & ] ] e L]

Johnson & Johnson-
Post event coverage

Asian Paints- Branded content
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Jeep Research




FEEDBACK

Divya Bhaskar’s telemarketing team
conducted a research among 150 advertisers
to assess the success of the Gujarat Toolkit -

100% respondents shared a positive feedback.

“Seeing the toolkit was an eye opener for me.
Such innovative solutions explained in a very
simple manner.”

“I didn’t know Divya Bhaskar had such
a bouquet of solutions to offer. These will greatly
help my brand.”



