
1

Winning GenZ: HT School Edition Relaunch

• Problem Statement: Developing and fine-tuning current HT school product to 
drive sharper connect with Gen Z and the teaching fraternity

• Solution led by Design & Productized SKUs for advertising
• Digital Destination Rollout
• Challenges & Next Steps: Understanding core TG & increasing TOM for B2B
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HT PACE & School Edition – Since 1998

SCHOOL EDITION REACH:
3.5 L copies in Delhi-NCR + 

Mumbai + Chandigarh

CORE READERS:
Students from 

Std. IV to Std. XII

TIME SPENT:
Schools allocate 30-45 mins / 

day, for all students

SCHOOL NETWORK:
Over 1100 schools in D-NCR,  

700 in Mumbai & 600 in Tri-City

FREQUENCY:
~200 active days in a year when 
the school edition reaches out

100% PAID COPIES:
By students / parents/ schools

PLATFORMS:
4 key platforms

Teacher’s meet, Principal’s  meet, 
Inquisitive, Kaleidoscope 
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Winning the GenZ audience

Transactional
Relational Partners of 
growth 

▪ Pitch HT Pace as knowledge destination
▪ Brand Solutions Package for entire year incl. Digital
▪ More daily advertising in HT Pace
▪ Tweak content to create more options for 

advertisers in HT PACE edition, e.g.
▪ HP Tech Fridays
▪ Classmate Learning of the Week

PACE Brand Strategy

Objective

TG Customers: Advertisers Consumers: Students & Schools

Creating Brand Partners with PACE Stronger Engagement with PACE

Product 
Revamp

Scaling up 
Events

Digital & 
Social 

Presence

Embedded PACE Calendar with school curriculum

Evolving HT PACE as knowledge destination
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PACE Journey

Soft Launch
(Delhi 1-15 May)

GTM strategy formulated
Team initiates selling 
PACE 

• Hard Launch Delhi + Mumbai + TriCity
• Digital Destination Rollout
• Product Open for Advertising and 

discussed with Edit.
• New Selling Team Setup

Product Training of
• Brunch Sales Team
• MM Team

More IPR & Selling 
Opportunities being 
created & converted 
to Wins

Internal Alignments

MAY AUG OCT

JULY

SEP

NOV onwards

• Product Research

APR
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41

• SMALLER SIZE – easy to handle,
easy to read; in sync with trend of
compact sizing

• COLORFUL – vibrant look-feel to
shed the boring, mature imagery:
• Colourful fonts
• Pictures to support text

• BETTER QUALITY PAPER – more
magazine like
• Enhances flaunt/LAM value
• Helps differentiate from main

paper
• Would make pictures appear

more vibrant, attractive

DESIGN CUES

• RELEVANT YOUTH CONTENT –

topics of interest viz. School Buzz,

Fun facts/Trivia, Science &

Technology, Entertainment (Movies,

Music, Cartoons etc.), Games &

Puzzles, Sports etc.

• CONCISE, CRISP ARTICLES &

HEADINGS – Self explanatory,

catchy

• TRENDING TOPICS, SOCIAL

ISSUES – would aid school

assignments as well

• STUDENT GENERATED CONTENT

– Excites, motivates, drives connect

CONTENT CUES:

• PRODUCT – colourful, compact,

attractive

• CONTENT –

• Relevant topics

• Trendy, contemporary issues

• Youth connect issues,

information

• ON GROUND INITIATIVES,

ACTIVITIES – enhances buzz,

connect

• Student Internships

• Sponsorship, Association with

prominent school events

• Career Counselling fairs

IMAGE BUILDING CUES:

Insights Recommendations for a Student Edition Newspaper

Research done in Apr ‘19 with school students & teachers
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All New Product
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Product Launch Results

Insight
Need for a colorful, vibrant offering with crisp infographics, fun 
facts & Science & Tech, Entertainment

What’s Working

• High Consumer product acceptability
• More colors and infographics included
• Increased focus on Science & Technology
• UGCs in form of principals’ profiles, students’ profiles & events

Teens Parents B2B Media Planners

‘High perceived relevance; 
Colorful, Crisp, Looks cool, 

different from Main Edition’

‘This is the product which 
inculcates reading habit in 
children. Can’t be missed’

‘A must-have vehicle in all 
media plans targeting young 

kids’

Target Audience
1 2 3

I will increase time for reading the new HT school edition 62

I may or may not increase time for reading the new HT school edition 29

I will decrease time for reading the new HT school edition 5

Quant Top Line (800+ 
respondents)
(figures in % students 
who filled in feedback 
for the new School 
Edition)



8

HT School Digital Destination

Top Banner & In the News Section
1

Portraits Section
2

HT Chronicle
3

Mon-Thu

Fri
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HT School Digital Destination

Del, Mum, Chd & Inspiring Lives
4

Infographics
5
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PACE Monetization Strategy

Activations & Workshops Existing Events & IPRs

Creating new properties

At Hindustan Times, custom 360°
solutions are curated for brands 
to maximize the presence and 
reach across platforms

Some past examples where 
Brands have successfully 
leveraged HT Network

A host of Annual Events happen 
through HT PACE where you can 
partner and highlight your brand 
among the student-teachers 
community
• Principals’ Meet with 600 principals
• Inquisitive – India’s largest live attended 

quiz

• Code<a>thon-India’s 1st coding 
Olympiad

• Extending Inquizitive to All India
• HT Genius League-enabling School 

Edition-Mainbook crossover

Creating productized SKUs for 
monetization

Your brand can integrate 
seamlessly now with Hindustan 
Times throughout the year 
through multiple options:
• Display Advertisements
• Contextual Advertising
• Sponsorship & Partnership Model
• Enabling clients to sponsor entire 

sections in the edition
• Creating 360-degree solutions including 

Digital, On ground & HT Books

Digital Destination

• HT School digital destination gives 
unprecedented access to brands

• Partnering with HT properties equals 
Massive Social promotions 10



Display Advertisements Contextual Advertising
Sponsorship & Partnership 

Model

• Jacket Ads
• Flap Ads – 3 col / 4 col
• French window
• Embedded Slug ads on Page 1
• Floating Slug ads on any page
• Page 3/5/Backpage HP / QP

Contextual ad space for properties 
in the edition:
• Breaking it down
• How & Why?
• Inspiring Lives
• Mind Games
• Big Ticket

18.8 * 4

• Enabling clients to sponsor 
entire sections in the edition

• Creating 360-degree solutions 
including Digital, Onground & 
HT Books

HT Chronicle Brought to you by 
XYZ

In Partnership with XYZ

Slug 
Integra

tion33.2 * 5

CREATING PRODUCTIZED SKUs FOR ADVERTISING

Selling so far: 31 Lakhs | Pipeline with 30+ briefs in market: Rs. 2 Cr
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OLD Product

Front Page: 

• Highlights of the day

• Most important stories for every student

• Sanitized to eliminate crime

HT Beyond Books:
• Stories across school events 

• Includes cartoons & draw the dots

HT Know-how:

• Science & Technology: across the world 

HT Kaleidoscope:
• Relevant stories from across the country 

• Columns from school, teachers, and parents

HT Nation: including Politics

HT World

HT Sport:

• 2 pages of dedicated content 
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THANK-YOU


