
 

 

 

 

 

 

A PLATAFORM FOR READING, WATCHING AND LISTENING.  

 

EXECUTIVE SUMMARY: 

Two of the most credible brands in Brazilian journalism in different media, the 

newspaper Zero Hora and Radio Gaúcha, both of Grupo RBS, joined forces in the digital 

universe to launch the GaúchaZH platform in September of 2017. The platform delivers an 

ecosystem of digital products packed with exclusive content, focused on proximity to the public, 

covering local news and sports. Digital unification, named after the co-branding of the two 

brands, in addition to simplifying the search for reliable information in a scenario where rumors 

and false news proliferate, also seeks to combine the recognized depth of Zero Hora with the 

characteristic instantaneousness of Radio Gaúcha. The websites of Rádio Gaúcha and Zero Hora 

had similar content for the same audience in the state of Rio Grande do Sul, with very different 

strategies and business models - ZH focused on monetization by content subscription, using the 

paywall model, and Gaúcha exclusively focused on monetization through advertising. As for the 

B2C offer, the brands ended up competing with each other, and both let other players move into 

market spaces that Grupo RBS has always dominated. It was time to join and conquer. 

GaúchaZH, created a sustainable model and a consistent offer for both the B2B and 

users/subscribers market that is more relevant and profitable, with a much clearer value 

proposition, in an ecosystem that makes the union of the traditional Gaúcha and ZH vehicles 

tangible, using new products/content anchored by the main communicators of both brands. This 

model makes one brand value the other and does not create fragility between them. GaúchaZH 

delivers the best exclusive digital content to the public in a single location. All the news, sports 

content, and the opinion of the columnists of both brands are now offered by the best team of 

journalists for the Gaúchos, our local audience, combining credibility with instantaneity. It is a 

newspaper with a radio and a radio with a newspaper, where it is possible to read, watch, and 

listen to the content in an innovative process within the newsrooms, done with lots of curating 

and integration.  

 



 

 

 

 

 

 

CONTEXT:  

Almost 64% of Brazilian households have access to the internet (and 95% have at least 

one resident with a mobile phone). The South region has the third highest percentage of the 

country, 66%, above the national average. In Rio Grande do Sul, at least 60% of households have 

web access. It is worth mentioning that Porto Alegre, the host city of both brands, is the capital 

of Brazil with the second highest newspaper readership levels (49%). Rio Grande do Sul is the 

state that most reads newspapers in all of Brazil. 

 

In this context, the Rádio Gaúcha and Zero Hora websites had similar products and 

content, often made by the same team of journalists and for same audience in the state of Rio 

Grande do Sul, with opposite strategies and business models, one with completely free access, 

and the other with a paywall. The two vehicles already had great acceptance and access, but they 

divided the attention of 12 million users (there was at least 70% overlap, i.e., of each 100 users, 

70 accessed both sites before the merger).  

 

Zero Hora newspaper, also known as ZH, is the largest in Rio Grande do Sul and the fifth 

largest in the country, with 5.7 million readers on all platforms and 204,000 copies distributed 

daily during the week. For always seeking what is local, ZH is the most widely read newspaper 

in Brazil in small cities, with less than 20 thousand inhabitants. Until the launch of GaúchaZH, 

the site zerohora.com was already the largest online newspaper in RS, and had the highest 

national engagement rate on social networks. ZH has more than 200 journalists and 100 

columnists, and is among the most awarded newspapers in Brazil. At the end of 2016, it 

launched the Investigation Group. The 32 reports published during the Group's first year led to 

the opening of 30 investigation by agencies such as the Civil and Federal police, the Public 

Prosecutor's Office, and the General Accounting Office. The readership was about 50 thousand 

pageviews per month.  

 

Rádio Gaúcha is the audience leader in the city of Porto Alegre, which, in addition to 

reading a lot, also has one of the largest radio listener markets in Brazil: more than one million 

people are reached monthly by the station, with an average audience of 59 thousand listeners per 



 

 

 

 

 

minute. In December, Gaúcha reached the mark of 33 consecutive months as the audience 

leader. The morning program guarantees audience peaks in local journalism for the radio 

segment, with 112 thousand listeners per minute. Jornada Esportiva also stands out in the 

programming, occupying the top spot on the charts in the sports segment, with 169 thousand 

listeners per minute. Before the digital fusion, the Gaúcha website (gaucha.com.br) offered radio 

streaming, making the radio programming always available to users. In 2017, the website 

reached an average of 10 million pageviews per month. 

 

GaúchaZH combines the best of both worlds in digital format: the depth of Zero Hora 

with the real-time agility of Gaúcha. The paid content model used in GaúchaZH is a 

combination of "freemium" with the "metered" model, with a modern paywall system, which 

allows testing of conversion hypotheses, with flexible parameter management and using different 

rules per platform.  

 



 

 

 

 

 

THE PROJECT AND ITS SOLUTIONS: 

 

 OBJECTIVE 

The main objective of the project was to launch a digital product that combined the recognized 

depth Zero Hora with the characteristic instantaneousness of Rádio Gaúcha in a sustainable 

business model focused on exclusive and in depth content signed by communicators and 

columnists, where only subscribers have access.  

 

The idea was to have all the news, sports content, and opinion offered by the best team of 

journalists for the local public, combining credibility with instantaneity. To accomplish this, a 

digital ecosystem was created where it is possible to read, watch, and listen to the content 

through an innovative process within the two newsrooms (of a newspaper and a radio), done with 

a lot of curation and integration. The project involved the entire development of the new website 

(architecture to design) and publisher (CMS), updating the news app, which has been 

repaginated, and the merge in social networks. 

 

 STRATEGIES 

The integration of the two brands in the digital realm was designed to meet the interests of 

consumers and advertisers, as well as being connected to the premises of Grupo RBS of constant 

updating and investment in quality journalism and content. Designed to fit any screen size, the 

new product was inspired by user surveys and successful experiences in the global publishing 

market.  

 

The site was built entirely with internal development, focusing on user experience. Traditional 

segments went from five to 17 in the new product to help the user find the content that interests 

them more quickly. The definition of the segments was constructed by observing user navigation 

and using the card sorting methodology. GaúchaZH is a much more organized product than the 

two predecessors, with search bars, a side menu that facilitates navigation, and highlighted main 

topics (editable hot topics). This possibility of doing curation delivers the user a more updated 

and contextualized website. 

 



 

 

 

 

 

The new product us more that the simple sum of a newspaper and a radio station. It is translated 

by the formula 1 + 1 = 3 This is not a mathematical misunderstanding, but an indication of the 

offer of more content than was already on the of ZH and Gaúcha platforms. In other words, in 

addition to bringing everything the newspaper and radio already offered individually in the 

digital environment, the new site adds unique content in text, audio, video, and live broadcasts to 

viewers. The website now has much more content made from the integration of the 

communicators and the team of journalists. While accessing the site, the user can listen to all the 

radio programming live. In the footer of the site, in addition to the fixed player, there is a direct 

link to our WhatsApp account, making it easier for the user to contact the newsroom. They are 

unique live experiences in video and audio, in a single platform that unites the two brands.  

 

One of GaúchaZH's main banners is proximity. We understand ourselves as part of the 

community and we built this new product along with the community because it is destined to be 

near, ultra-local, and prioritizes collaboration and integration. With the merger, we offer a more 

robust set of opinions and identities, much more complete. 

 

The paid content model used in GaúchaZH is a combination of "freemium" - which gives free 

access to basic content (streaming Gaúcha radio on a player attached to all pages of the website, 

covers, weather forecasts, lists of articles, and soccer tables, for example) and charge for special 

and exclusive content (such as the opinion columns, marked with the gold seal "Exclusive 

GZH") - with the "metered" model giving limited access to a certain amount of content per 

month, after which they are charged. It is important to note that GaúchaZH has a modern 

paywall system, which allows testing of conversion hypotheses, with flexible parameter 

management and using different rules per platform. 

 

Radio Gaúcha and ZH profiles on social networks also came together to deliver the user the best 

content on their timelines. The accounts on Facebook, Twitter and Instagram continue to follow 

the premises already adopted by the two vehicles - dissemination of quality journalistic content, 

agility in information and intense relationship with the public - but now joined and renamed 

GaúchaZH. The merge was planned so that at the launch of the website, social networks would 

already reflect the new identity.  

https://www.facebook.com/zerohora
https://twitter.com/zerohora
https://www.instagram.com/zerohora/


 

 

 

 

 

 

In addition to distributing material focused on day-to-day affairs and user needs, the networks 

now have special programming. Live Facebook broadcasts of Radio's top shows are now on the 

official page, and exclusive social networking products have also been launched (a one-minute 

daily news video and a weekly live discussion program) with radio and newspaper 

communicators.  

 

 ACTIONS 

We spent 18 months preparing to put a digital platform on the air that unites the best of Zero 

Hora and Gaúcha in a complete ecosystem to deliver the best local journalism. One of the 

highlights of the launch was collaboration. Throughout the development, the new product 

received suggestions, was tested, and was evaluated by almost 2 thousand users, who helped us 

define everything from the type of content to the navigation format. The new website is totally 

responsive and prioritizes mobile content, a device accessed by at least 63% of users. 

 

The execution team included at least 120 people, planning and designing GaúchaZH according 

to the best international models, but always focused on local expectations and needs. At the 

launch, we put a series of video programs on the air, with the promise of renewing the portfolio 

very frequently In 3 months we have reached a record audience and feedback from the public 

that confirms our daily belief in utility and excellence. 

 

The technology behind GaúchaZH was based on some of the most modern web development 

concepts such as a focus on performance, ease of navigation, and responsiveness. With the use of 

new technologies, we have overcome some challenges, such as non-interrupted audio browsing 

and content loading on demand, and it has also been possible to deliver a fluid experience to our 

users and readers on all devices - in a secure navigation environment. 

 

Added to the coverage of local events, with 24-hour information, more than 100 columnists 

present exclusive content on the new site, as well as sports news, focusing on the Grêmio and 

Internacional soccer teams. The user also has access to series of video programs produced 



 

 

 

 

 

especially for the digital real. At launch, seven new programs were made available and since 

then, three new seasons of diverse content have already been distributed.  

 

GaúchaZH's homepage adapts to news and circumstances. If a topic has great repercussion it 

can be prioritized on the cover as defined by the editors, who now have a lot of independence in 

the management of the content formats.  The internal texts, from reports or columns, began to 

have new features and now value previous content, contextualizing a story, or content with 

higher readership.  

 

Another GaúchaZH service is the possibility to register and receive news by e-mail and opt for 

more content. The user can choose the topics to read, such as daily headlines, exclusive columns, 

news from the Grenal soccer duo, cultural programming, health tips, travel, and employment, as 

well as videos and digital specials. 

 

The change in processes for the integrated copywriting to be able to feed GaúchaZH began well 

before the launch. To ensure that the agility of the radio and the depth of the newspaper is 

reflected in the new digital product, we created an unprecedented function for journalists, the 

"editor of the hour."  This editor guarantees that all relevant local information, whether in news 

or sports, is in GaúchaZH. The "editors of the hour" are content quality guardians, encouraging 

the productions of videos, infographics, and complementary materials, so that the user can have 

the best experience. The main mission of this editor (who at GaúchaZH are three experienced 

journalists, who divide the day from 6am to 2am), is not only to guarantee the best content, but 

to distribute it at the right time, wherever the user looks for it, whether via social networks, 

newsletters, or on the cover of the website. This editor studies news consumption 24 hours a day 

and analyzes the most consumed content during each shift. An important tool for their work is 

the "consumer journey", also created internally by the Market Intelligence team. Open social 

network data is used to analyze how the national market distributes its content and what the 

consumption is hour by hour. This data is crossed with the date and time or content is published 

and also with the audience, all in real time. The consolidated data for each month is used by the 

"editors of the hour", helping make decisions for the planning of the publications. 

 



 

 

 

 

 

RESULTS: 

Internally, at RBS, GaúchaZH was recognized as the Best Innovation Initiative in the RBS 

Award for Journalism and Entertainment. It also received the Jayme Sirotsky Award, the Merit 

Shopkeeper Award, from FCDL-RS, and was considered the vehicle of the year at Advertising 

Hall of the Rio Grande Advertising Association (ARP). 

 

In the social networks, after the merge that united the brands, there was 16.8% growth in 

interactions, and the largest number of interactions with video, with 148 thousand just for Lives 

(that reproduce the Gaúcha radio programs on Facebook). The GaúchaZH fanpage  increased its 

video audience 17%, and in November alone, 6.9 thousand minutes were watched (42.7% more 

than the month of October). Its reach grew 41%. 

 

The old Zero Hora news app was also renamed as GaúchaZH and repaginated, with free access 

to radio streaming (through a player attached to all screens of the app). Just the first week after 

launch, the number of app downloads grew 700%. As a result, it has climbed 92 positions in the 

Brazilian news apps ranking. Compared to the previous year, it grew 136% in the month of 

November alone.  

 

In its second month of existence, GaúchaZH had the fourth best number of sessions for the year 

(5.5% when compared to the previous year). The number of sessions/user, which has grown 

since the launch, remains above 2.5. Reoccurrence - the number of times a user returns to our site 

- grew over 30% since the launch.  

 

The "Columnists", the new product's big bet, concentrated in the premium area of the site, are 

responsible for the largest audience share (more than 20%). The list of those registered to receive 

newsletters grew 5% and the number of registrees grew 7% since the website launch. The 

"GaúchaZH Specials" with the special exclusive reports for subscribers, another GaúchaZH 

focus, grew 452% in November in relation to October. At launch, the number of digital 

subscribers grew 35%, in comparison with the three weeks prior to GaúchaZH.  

 



 

 

 

 

 

In a survey conducted on the site itself, with more than 1,500 users, more than half answered that 

what they liked most about GaúchaZH was the practicality in finding the contents of Gaúcha 

and ZH in only one place. Also, for more than half, the ease of navigation is an important 

characteristic of the new website And almost 60% of those who answered considered 

GaúchaZH navigation agile or very agile. 

 

The positive results, coupled with the recognition of the market and the users, confirms our 

belief in this integrated product that combines the journalism of two of the most relevant brands 

in Brazil: GaúchaZH is the celebration of the depth of Zero Hora and the instantaneity of 

Gaúcha in the digital environment. 


