


WRM At A Glance

Link Link Link

https://www.instagram.com/p/C1Je-jxt7Nb/
https://www.instagram.com/p/C1bt58uIvHg/
https://www.instagram.com/p/C1ErvqOorgM/
https://www.instagram.com/p/C1bt58uIvHg/
https://www.instagram.com/p/C1Je-jxt7Nb/
https://www.instagram.com/p/C1ErvqOorgM/


Based out of Mumbai and Delhi, we are now 

a team of 600+ passionate digital marketers



Globally credited as the Best Independent Digital Agency 



Top Awards Won for our Campaigns



Key
Clientele





SPORTS & FITNESS GROOMING & FASHION

FOOD & BEVERAGE REAL ESTATE

SKIN & HEALTHCARE B2B/Tech

8

SECTOR SPECIALISTS
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SECTOR SPECIALISTS

MEDIA & ENTERTAINMENT BANKING, FINANCIAL SERVICES & INSURANCE

E COMMERCE LIFESTYLE & RETAIL

BEVERAGE



RELEVANT WORK
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J K Tyre X IPL  
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https://www.instagram.com/p/C7bbLefBpjQ/
https://www.instagram.com/p/C6mKb15hfMH/
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https://www.instagram.com/p/C7HKOuDBs6V/
https://www.instagram.com/p/C6otTycCI77/


IPL 2024
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VIDA X IPL  

HERO VIDA 
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https://www.instagram.com/p/CsnZ-rpra64/?utm_source=ig_web_copy_link&igshid=MzRlODBiNWFlZA==
https://www.instagram.com/p/Cq3ZX74yP9V/?utm_source=ig_web_copy_link&igshid=MzRlODBiNWFlZA==
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HERO VIDA IN
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http://drive.google.com/file/d/1RtH6WfuplNB6kM0XHyo-OKVRV1etVZfF/view
http://drive.google.com/file/d/1Obfw9tSnIFYL55dZpZCINxAA1TXPYI2y/view
http://drive.google.com/file/d/1q21xq_kzpKrxNzXfRVNoR9dpSM8MyGXt/view
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BKT Tyre X IPL  

BKT TYRES 
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BKT GROUP 
TV

C

https://youtu.be/WuLo8wUfO9o?feature=shared
https://youtu.be/WuLo8wUfO9o?feature=shared


Exclusive Access to the
Biggest Global Sensations 

Khaby Lame The Quick Style iShow Speed Noel Robinson

https://www.instagram.com/khaby00?utm_source=ig_web_button_share_sheet&igsh=ZDNlZDc0MzIxNw==
https://www.instagram.com/thequickstyle?utm_source=ig_web_button_share_sheet&igsh=ZDNlZDc0MzIxNw==
https://www.instagram.com/ishowspeed?utm_source=ig_web_button_share_sheet&igsh=ZDNlZDc0MzIxNw==
https://www.instagram.com/ishowspeed?utm_source=ig_web_button_share_sheet&igsh=ZDNlZDc0MzIxNw==
https://www.instagram.com/noelgoescrazy?utm_source=ig_web_button_share_sheet&igsh=ZDNlZDc0MzIxNw==


IShowSpeed - World's Biggest E-Gaming Influencer

http://drive.google.com/file/d/1eEXYhUqqReSnCRQ00j5scqdsYoQqPSCO/view


Crocs x The Quick Style Coca Cola x The Quick Style BoAt x The Quick Style

http://drive.google.com/file/d/18CEC3CUaj3hKi9zQpxAuuOUSwhDWzBIo/view
http://drive.google.com/file/d/1q0wcKspevBqxQ1Fbtoge-_gTt7MRPURr/view
http://drive.google.com/file/d/1M9u-hlo2P1TePD-IGV7UtGEuiEiz85_s/view


Raveena Tandon x The Quick 
Style

Virat Kohli x  The Quick 
Style

Suniel Shetty x  The Quick 
Style

http://drive.google.com/file/d/1G4GtwHwu1sl1a0zq14oWIaSRpJ5y7Wwq/view
http://drive.google.com/file/d/1RrfopfJyQ0Sr10swM01OsROhzYEXH9CJ/view
http://drive.google.com/file/d/1Tc75r51jihyhcrPNNLwIMZRJL7Rix1z3/view


Dream11 X Khaby 
Lame

http://drive.google.com/file/d/1dyfOySHwW6arJ3V6dviaV1fkgQfs9CMX/view


CASE STUDIES 
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ASTRAL PIPES 

(Click to View)

#BehtarKalWithAstral C
A

S
E
 S

TU
D

Y

https://drive.google.com/file/d/1AdE6UOuFH-lnn7n-lIaGBavS4kg5tzmj/view?usp=sharing
https://drive.google.com/file/d/1AdE6UOuFH-lnn7n-lIaGBavS4kg5tzmj/view?usp=sharing
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HERSHEY’S 

(Click to View)

WOMEN’S DAY CAMPAIGN C
A

S
E
 S

TU
D

Y

https://www.youtube.com/watch?v=JbUmO1xP6Wk
https://www.youtube.com/watch?v=JbUmO1xP6Wk
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SHARK TANK INDIA
(Click to View)

C
A

S
E
 S

TU
D

Y

https://www.youtube.com/watch?v=pekMtK2xFJM
https://www.youtube.com/watch?v=bk7UpAsKJTs
https://www.youtube.com/watch?v=bk7UpAsKJTs
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DREAM11 x KHABY LAME
C

A
S
E
 S

TU
D

Y
(Click to View)

https://www.youtube.com/watch?v=xe19OIZCxGw
https://www.youtube.com/watch?v=xe19OIZCxGw
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#bestUseOfGIF   

DREAM11 C
A

S
E
 S

TU
D

Y

(Click to View)

https://www.youtube.com/watch?v=OwLy4Dc2Uh4
https://www.youtube.com/watch?v=OwLy4Dc2Uh4
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TVCs
With an in-house video and media production team, we have deftly 

weaved witty stories in moving images, that bring out the brand 

essence on integrated platforms including TV.
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TV
C
#DettolProtectsIndia

DETTOL INDIA

https://www.youtube.com/watch?v=YfPTOWpY1Zs
https://www.youtube.com/watch?v=YfPTOWpY1Zs
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#DettolProtectsIndia

DETTOL INDIA
TV

C

https://youtu.be/keINhWPuKQ4
https://youtu.be/keINhWPuKQ4
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#KamBillZyada

VIJAY SALES  
TV

C

https://youtu.be/GX9quObjEyo?si=HN2mAwetC333pLcO
https://youtu.be/GX9quObjEyo?si=HN2mAwetC333pLcO
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CROCS INDIA
TV

C

https://vimeo.com/934768156
https://vimeo.com/934768156
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VASTRADO 

ANTHEM

TV
C

https://vimeo.com/917925711
https://vimeo.com/917925711
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#AbTohSabkoPataHai    
5PAISA.COM 

TV
C

https://www.youtube.com/watch?v=y5qDeN3P0zY&
https://www.youtube.com/watch?v=SGQB-8OMSGU
https://www.youtube.com/watch?v=SGQB-8OMSGU
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Digital Videos
Widely known for creating market-leading content that creates 

effective and deep links between brands and consumers using 

anything from six-second bumper ads to a completely digital film.
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ZOMATO D
IG

ITA
L V

ID
E
O

http://drive.google.com/file/d/13uWfhWBEIo4kc21o4el0AvOyIujcORm3/view
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ASTRAL
TV

C

https://vimeo.com/937018575
https://vimeo.com/937018575
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ASTRAL
TV

C

https://vimeo.com/935935963
https://vimeo.com/935935963
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Narzo Anthem

REALME INDIA
D

IG
ITA

L V
ID

E
O

S

https://www.youtube.com/watch?v=8u4X27Gskm4
https://www.youtube.com/watch?v=8u4X27Gskm4
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D
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O

S

https://youtu.be/orTOCb_WIuo?si=zFUssLNPg_KNicv7
https://youtu.be/orTOCb_WIuo?si=zFUssLNPg_KNicv7
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BrandFilm   

ASTRAL FOUNDATION
D

IG
ITA

L V
ID

E
O

S

https://www.youtube.com/watch?v=jAghZDyaxY0
https://www.youtube.com/watch?v=jAghZDyaxY0
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Valentine’s Day 2024   

REALME INDIA
D

IG
ITA

L V
ID

E
O

S

https://youtu.be/LrpPFaoiPVY?feature=shared
https://youtu.be/LrpPFaoiPVY?feature=shared
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#HERSHE – Celebrating Sheroes  
HERSHEYS

D
IG

ITA
L V

ID
E
O

S

https://www.youtube.com/watch?v=gZbSgIxRg3U
https://www.youtube.com/watch?v=gZbSgIxRg3U
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Influencers & 
Integrations
With access to multiple categories of influencers/content creators, 

both exclusive and otherwise, we have launched efficient and 

creative campaigns for clients ranging from apps to consumer 

durables.
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https://www.instagram.com/reel/CyJQBxxsdTS/?utm_source=ig_web_copy_link
https://www.instagram.com/reel/CyJQBxxsdTS/?utm_source=ig_web_copy_link
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IN
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N
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https://www.instagram.com/reel/CyYRkDkRHxI/?igshid=MTc4MmM1YmI2Ng%3D%3D
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with The Quick Style 

BOAT
IN

F
LU

E
N

C
E
R

https://www.instagram.com/reel/Cpxy2slLlCc/?igshid=MDJmNzVkMjY%3D
https://www.instagram.com/reel/Cpxy2slLlCc/?igshid=MDJmNzVkMjY%3D
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with The Quick Style 

COCA COLA
IN

F
LU

E
N

C
E
R

                       

http://drive.google.com/file/d/1o8JgBBqqb4IcClzQDuR6SORGyJCZsc2O/view
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#Dream11peDimaagLagana   

DREAM11
IN

F
LU

E
N

C
E
R

https://www.youtube.com/watch?v=yVnASXzfTWI
https://www.youtube.com/watch?v=yVnASXzfTWI
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#NoiseOffPowerOn   
REALME

IN
F
LU

E
N

C
E
R

https://www.instagram.com/reel/CQVUhCCDqWV/?utm_medium=copy_link
https://www.instagram.com/reel/CQVUhCCDqWV/?utm_medium=copy_link
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#MeriJaanRecreation    

NETFLIX (INDIA)
IN

F
LU

E
N

C
E
R

https://www.instagram.com/p/Cc2-A0KIAVQ/
https://www.instagram.com/p/Cc2-A0KIAVQ/
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THUMS UP
IN

F
LU

E
N

C
E
R

https://www.instagram.com/reel/C5GH-gOo0Qw/?utm_source=ig_web_copy_link
https://www.instagram.com/reel/C5GH-gOo0Qw/?utm_source=ig_web_copy_link
https://www.instagram.com/reel/C55HgkcMK05/?utm_source=ig_web_copy_link
https://www.instagram.com/reel/C55HgkcMK05/?utm_source=ig_web_copy_link
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PUMA
IN

F
LU

E
N

C
E
R

https://www.instagram.com/reel/C6iPCGIqpy4/?utm_source=ig_web_copy_link
https://www.instagram.com/reel/C6iPCGIqpy4/?utm_source=ig_web_copy_link
https://www.instagram.com/reel/C6a0_8bSy_b/?utm_source=ig_web_copy_link
https://www.instagram.com/reel/C6a0_8bSy_b/?utm_source=ig_web_copy_link
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VIJAY SALES
IN

F
LU

E
N

C
E
R

https://www.instagram.com/reel/C7ZMUSdSrMB/?utm_source=ig_web_copy_link
https://www.instagram.com/reel/C7ZMUSdSrMB/?utm_source=ig_web_copy_link
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CROCS
IN

F
LU

E
N

C
E
R

https://www.instagram.com/reel/C7d_ezSvZUJ/?utm_source=ig_web_copy_link
https://www.instagram.com/reel/C7d_ezSvZUJ/?utm_source=ig_web_copy_link
https://www.instagram.com/reel/C7OpjrsxxMv/?utm_source=ig_web_copy_link
https://www.instagram.com/reel/C7OpjrsxxMv/?utm_source=ig_web_copy_link
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Innovation- Media 

With the help of technology , we are able to explore platforms and 

help brands increase their visibility
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http://drive.google.com/file/d/1OC1YenmzFxWxp-dn3U0FkBE8-O4ciKWF/view
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OUTDOOR ACTIVATION 
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GADAR 2 MURAL ART  

ZEE STUDIOS 

O
U
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O

O
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A

C
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A
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#JourneyOfGangubai

NETFLIX (INDIA)

O
U

TD
O

O
R

 
A

C
TIV

A
TIO

N

https://www.instagram.com/p/Cc0JhyoD9f-/
https://www.instagram.com/p/Cc0JhyoD9f-/




THE GEN Z LAB 

86

Indian Gen Z have emerged as the dominant players in influence and decision making 

but brands have limited representation and understanding of the cohort. Therefore, we 

bring to you, India’s first Gen Z focused knowledge reserve that brings the voice of the 

Generation at the forefront of conversations.

❏ A one stop ideation and execution of digital strategies rooted in firsthand Indian 

Gen Z insights

❏ Capabilities for custom, action research and consumer-based solutions for real 

brand challenges

❏ Tremendously passionate team of researchers and strategists 



THE GEN Z LAB 

87

‘Scrolling With Feelings’

‘Scrolling With Feelings’ by Capital Z, White Rivers 

Media’s Gen Z focused knowledge reserve is a 

game changing report that is a must-read for 

every Indian marketer eager to gain deeper 

insights into the Gen Z perspective

This report encapsulates the essence of the 

emotional tapestry of the generation and shed 

lights on intel that can help unlock the secrets to 

captivate and connect with the next generation of 

consumers. 

http://bit.ly/CapitalZ-ReportByWRM


The WRM HQ
88



The 15,000 square-feet 

WRM HQ is designed for 

ideas to flow without 

barriers and be based 

upon clear, creative 

judgment and complete 

humanity. 

There is plenty of space 

for comfort, happiness 

and vibrance
89

Agency’s 400 Seater Office in Vidyavihar, Mumbai





The Big Ask

A comprehensive social media strategy that cultivates deep connections with our audience, 
fostering brand affinity, driving engagement, and ultimately nurturing brand love. 

Foster meaningful connections with the youth to build brand loyalty and advocacy to ensure 
HMI’s place at the forefront of automotive innovation and cultural relevance in the eyes of the 
next generation.

Creating enduring connections with today's and tomorrow's India



















Let’s begin by understanding 
the evolving needs of modern 
automotive customers







How do we connect with 
the young India?





The Inferences



What about a car appeals the Youth?

First Impressions Matter:
For the youth, the allure lies in sleek, modern designs with bold features. They crave that "wow" factor—the 
kind that makes heads turn and whispers of "Kya mast gaadi hai" inevitable. It's all about the aesthetics, the 
lines, the curves, the style that speaks volumes before the engine even starts

Technological Integration:
Tech-savvy and connected, The youth values cars that are as smart as their smartphones. High-end 
infotainment systems, digital displays, and seamless connectivity aren't just features—they're necessities. 
These advanced tech elements add to the car's coolness and appeal.

The Fame Game:
From the BTS army, to Fortnite and the Indian Cricket Team, 90% of the youth belong to a particular fandom. 
The youth is heavily influenced by what they see on their feeds. Cars that frequently feature in stylish, visually 
appealing posts are deemed more desirable.

Personal Expression:
For the youth, a car is more than just a vehicle; it's a reflection of who they are. Customization options that 
allow for personal expression are highly valued. They want their cars to mirror their unique styles, preferences, 
and identities.

Legacy and Trust :
The Youth values a brand's legacy and the trust it represents. Hyundai has a long-standing history in India. 
This legacy adds reliability and authenticity, making the brand more appealing. Knowing their families have 
trusted Hyundai enhances its appeal, blending innovation with heritage.



Hyundai, cars for Young India to DRIVE



DRIVE stands for…

Design
Hyundai’s sleek, 

bold designs 
create an 

immediate "wow" 
factor, making a 

powerful first 
impression with 
the youth. Our 

vehicles' striking 
aesthetics, from 

sharp lines to 
smooth curves, 
turn heads and 

spark admiration.

Reliability
Hyundai's long-
standing history 
in India offers a 
foundation of 
reliability and 

authenticity. This 
trusted legacy 
appeals to the 
youth, assuring 

them that they’re 
choosing a brand 
their families have 

loved for 
generations.

Innovation
Hyundai’s 

advanced tech 
features, resonate 

with the tech-
savvy youth. Our 

cars offer a 
smarter, more 

connected driving 
experience, 

highlighting the 
coolness of 

cutting-edge 
innovation.

Versatility
For the young 

population, a car 
reflects their 

identity. Hyundai 
offers a wide 

range of models 
and variations, 

with 
customization 
options. This 

allows people to 
showcase their 

unique styles and 
preferences.

These form our Content Pillars, the foundation of our content strategy

Eco-
Friendly

Hyundai’s 
commitment to 

sustainability 
aligns with Gen 

Z's environmental 
values. Our 

electric vehicles 
demonstrate our 
dedication to a 
greener future, 
promoting eco-
friendly driving 

solutions.



Communication Objectives



Objective 1: To Highlight 
Hyundai's Innovation, 

Individuality, and Authenticity
1. Innovation:
Showcasing Hyundai’s cutting-edge technology and 
advancements appeals to the youth’s love for the 
latest tech.
Importance: Demonstrates Hyundai's commitment 
to staying ahead and offering advanced features.
2. Individuality:
Emphasizing personal expression that connects with 
the youth’s desire to reflect their unique identity 
through their cars.
Importance: Attracts consumers who value 
customization and uniqueness.
3. Authenticity:
Highlighting genuine and transparent brand values 
builds trust with discerning young consumers.
Importance: Establishes Hyundai as a trustworthy 
and honest brand.

Objective 2: To Showcase 
Hyundai's Legacy and Its 

Evolution Alongside India's 
Journey

1. Legacy:
Highlighting Hyundai's history in India, like the iconic 
Santro, reinforces its longstanding presence and 
reliability.
Importance: Builds trust and brand loyalty by 
showcasing Hyundai’s deep roots in India.
2. Evolution:
Demonstrating Hyundai's adaptability to changing 
consumer needs underscores its commitment to 
innovation.
Importance: Appeal to the youth’s appreciation for 
brands that grow and evolve with the times.
3. Alongside India's Journey:
Positioning Hyundai as part of India’s growth creates 
an emotional connection with consumers.
Importance: Fosters national pride and personal 
connection, making Hyundai more than just a car 
brand.



Route 1



The creative objective:

To Highlight Hyundai's Innovation, Individuality, and Authenticity

The Insight:

The youth want innovation, freedom in choice and expression, from a 
brand they trust. 

The challenge:

To show Hyundai not just as a brand for older generations but as the 
one that is bold, innovative and carries the same adventurous spirit as 
the youth.



The Idea: Break The Mold



Hyundai Breaks The Mold With:

1. Design & Creativity 
2. Innovation & Modernity
3. Trust and Service
4. Sustainability 

‘BREAK THE MOLD’



"Break the mold" is a narrative that signifies setting new benchmarks, challenging conventional 
norms, and striving for excellence in both grand and everyday endeavors. 

It embodies the spirit of innovation, resilience, and the drive to make a difference, no matter the scale 
of the achievement. 

Breaking the mold isn't limited to extraordinary feats but includes the small, everyday victories 
that collectively contribute to progress and personal growth.

Defining ‘Break The Mold’

Setting New Standards in 
Innovation

Personal Growth and 
Everyday Wins

Overcoming 
Adversity

Advancing Sustainable 
Practices

Exceeding Customer 
Expectations

Challenging Personal 
Limits

TL/DR Breaking the Mold means



Break The mold is not the positioning or tagline for Hyundai. 
It is a strategic direction that sets the tone for our content and the 
overall approach on social media. 
Break the mold not only signifies the brand values of Hyundai but 
also hints at a groundbreaking approach to content on social 
through CGI and ASMR.



















http://drive.google.com/file/d/1rYIApS_yxZW_1Tql0GpjFxnWu1vU7BLJ/view


http://drive.google.com/file/d/1qhj58YH0kpguB1dDPIwB0KELuoEWGnE_/view


Route 2



The Creative Objective:

To Showcase Hyundai's Legacy and Its Evolution Alongside India's Journey

The Insight:

Hyundai has an enduring legacy in India spans generations, reflecting its evolution 
from pioneering the Santro to innovating with the IONIQ 5

The Challenge:

To show Hyundai as a trusted brand through it’s legacy and moments of cultural 
significance.



The Idea:
The Generations That Chose Hyundai



The enduring legacy of Hyundai in India resonates with consumers 
who value reliability and trustworthiness. Highlighting Hyundai's 
evolution alongside India's growth, from the iconic Santro to the 
modern IONIQ, connects with the youth’s sense of heritage and 

pride, showing how the brand has continually adapted to meet the 
needs of each new generation.



1. Historical Milestones
○ Key moments in Hyundai’s journey in India, such as the launch of the Santro by SRK, 

evolving to the latest IONIQ.
○ Use of nostalgia and archival footage to highlight these milestones.

2. Family Legacy
○ Stories of families who have owned Hyundai cars across generations.
○ Testimonials and user-generated content showing the passing down of Hyundai cars from 

parents to children.
3. Technological Evolution

○ Technological advancements in Hyundai vehicles over the years.
○ Comparison of old models with new ones to show progress and innovation.

4. Cultural Integration
○ Hyundai's involvement in Indian culture through festivals, partnerships, and community 

initiatives.
○ Hyundai cars in various cultural settings, reflecting their importance in Indian daily life.

5. Future Forward
○ Showcase new models like the IONIQ, emphasizing sustainability and innovation.

Celebrating Hyundai’s Values



The Execution



Suhana Khan x Ioniq

The idea leverages the iconic launch of the Santro in 1998 by Shah Rukh Khan (SRK) and 
transitions to the present where his daughter, Suhana Khan, becomes the face of the Ioniq, 

symbolizing the brand's evolution and continued relevance.

Historical Context and Legacy:

● In 1998, Bollywood superstar Shah Rukh 
Khan launched the Hyundai Santro, 
marking a significant moment in the 
brand's history in India. The Santro 
quickly became a beloved model, 
symbolizing Hyundai's entry and success 
in the Indian market.

Next-Generation Representation:

● As a continuation of this legacy, Suhana 
Khan, SRK's daughter, will now become the 
face of Hyundai's latest model, the Ioniq. 
This transition not only highlights the 
brand's evolution in terms of technology 
and innovation but also underscores the 
enduring trust and loyalty that families 
place in Hyundai across generations.



TYING THIS WITH FATHER’S DAY

Launching this campaign around Father’s Day adds a sentimental value, 
emphasizing the bond between father and daughter. It illustrates how 
values, preferences, and brand loyalties are often passed down through 

generations. The narrative will focus on the emotional connection, 
showcasing how Suhana, inspired by her father’s association with 

Hyundai, proudly continues the legacy by endorsing the Ioniq.



Scenario 1: Nostalgic Reflection

● Setting: A cozy living room with 
family photos.

● Plot: SRK sits with Suhana, 
reminiscing about the day he 
launched the Santro in 1998. He 
talks about the excitement and 
significance of that moment. 
Suhana surprises SRK with the 
news that she will be the face of 
the Ioniq, continuing the legacy 
he started with the Santro. They 
share a warm moment, 
symbolizing the passing of the 
torch.

AI Generated only for Reference



Scenario 2: Driving Down Memory 

Lane

● Setting: A scenic drive through 
Mumbai.

● Plot: SRK and Suhana take a 
drive together, starting in a 
Santro,  they pass through a 
tunnel and the Santro 
transitions into an IONIQ with 
Suhana driving.  Along the way, 
they discuss how cars and 
technology have evolved. SRK 
shares stories from the past, 
while Suhana talks about the 
future of driving with Hyundai. 
The video ends with them 
parking the Ioniq in front of their 
home, emphasizing continuity 
and progress.

AI Generated only for Reference



Scenario 3: The Father’s Day Surprise

● Setting: A beautiful garden
● Plot: At the end of the drive, 

they reach a pretty garden 
which is decked up with flowers 
and balloons. 

A very party-like atmosphere 
with a huge sign that says 
Happy Father’s Day.  SRK is 
surprised again as Suhana 
throws him a surprise Father’s 
Day party, driving in the IONIQ.

AI Generated only for Reference



Content Buckets 



Design

Reliability

Innovation

Versatility

Design 
Highlights

Behind-the-Scenes 
Design Process

Style Comparisons
(Old vs. New Models)

Designer
Interviews

Customer 
Testimonials

Maintenance Tips Warranty and 
Service 
Highlights

Brand Heritage Stories

Tech Feature 
Spotlights

How-To Guides Tech Innovations in 
Development

Interactive Tech
Demos

Multi-Purpose 
Vehicle 
Highlights

Customer Stories Accessory and 
Customization Options

Family and Adventure-
Friendly Features

Eco-Friendly
Eco-Friendly 
Initiatives

Green Tips Sustainability 
Milestones

Employee Sustainability 
Stories



The tone is meant to be aspirational yet grounded, speaking to both the innovative 
spirit and the everyday realities of our audience. 

Our social media voice is confident and forward-thinking, reflecting Hyundai's 
commitment to innovation and progress. 

We avoid superficial platitudes and instead focus on meaningful engagement, 
celebrating the journey of progress and the values that define Hyundai. 

Our social media content designed to inspire confidence and trust, reinforcing 
Hyundai's position as a leader in the automotive industry while being relatable and 
accessible to our audience.

Voice and  Tonality



CGI videos offer an immersive way to showcase Hyundai vehicles through realistic 3D 
animations. 

This execution method allows for dynamic presentations of the car in various environments and 
scenarios, highlighting design, features, and performance in visually stunning ways. 

CGI can depict detailed close-ups of intricate parts, simulate driving experiences in different 
settings, and bring futuristic concepts to life. 

This approach ensures consistently high-quality visuals, free from real-world limitations, making 
the car's features and design stand out compellingly on social media.

CGI for BAU



CGI for BAU

http://drive.google.com/file/d/1n9x6aAbL0oBUXObI9BC-Rri9HbhU6Z_X/view


ASMR videos provide a unique sensory experience by focusing on the subtle sounds and tactile 
elements of Hyundai vehicles. 

This execution method highlights the calming and satisfying sounds associated with the car, 
such as the hum of the engine, the click of buttons, and the glide of windshield wipers. 

ASMR videos create a relaxing and immersive experience, emphasizing the craftsmanship and 
quality of the car. 

This content stands out by evoking a deeper emotional connection with viewers, making the 
sensory details of Hyundai vehicles memorable and engaging on social media.

ASMR for BAU



ASMR for BAU

Shot at Hyundai Showroom

http://drive.google.com/file/d/1KdDChL3OPwh3PbRWDMSKJdVzmA_gy_zh/view


INFLUENCERS



Objective

● To increase engagement and brand awareness
● Leverage influencers for brand promotion & to create unique brand content 

and buzz Pan India.
● Build recall + increase brand loyalty 



Strategies

Leverage communities across Pan India to discuss innovation, covering a broad spectrum and highlighting 
its key benefits. Hyundai cars have become an experience, not just a mode of transport, showcasing how 
they stand out from other models.

Premium influencers will talk about the luxury aspect of the Ioniq car model, explaining how it adds a touch 
of luxury and why they prefer it, from technology to sustainability. 

Macro influencers will discuss the usage and importance of the Creta car model, focusing on its stellar looks 
and top-notch experience. 

Onboard Gen Z influencers will share why they believe in the sustainability and services that Hyundai offers, 
emphasizing the innovation and best price from an investment perspective.



Suggested Communities



BTS Band X Hyundai

Series with BTS band and popular host Sakshma Srivastav, where we will integrate discussions about 
Hyundai cars and their top picks. They will talk about (USPs) of the cars and highlight the brand. 

The series will include a small tour, presented by Hyundai 



Activity 2- Carpool Karaoke

Collaborate with communities like Mashable India or Curly Tales to integrate and build engaging content 
with internets fav influencers in a Carpool Karaoke series. This series will feature influencers from various 
categories, including actors and content creators, who will enjoy informal and casual jam sessions while 
driving in Hyundai Cars. 

The product + brand integrations will be subtle yet powerful. 

References - https://youtu.be/AFxCO_DyzYM

https://youtu.be/5aLQgRkkaus

https://youtu.be/AFxCO_DyzYM
https://youtu.be/5aLQgRkkaus


SUGGESTED COMMUNITIES 

CURLY TALES + KAMIYA JANI

1M + 680K
INSTAGRAM FOLLOWERS

4.67%
ENGAGEMENT RATE

INSTAGRAM LINK-
https://www.instagram.com/curly.tales/

https://www.instagram.com/kamiya_jani/

https://www.instagram.com/curly.tales/
https://www.instagram.com/kamiya_jani/


Activity 3 - Youtube review videos 

Improve YT search through content seedings 

Elevate influencers into powerful advocates by collaborating with them to produce exclusive review videos. 
These videos will center on Group Landmark's car dealership, showcasing their latest car releases, the local 
surroundings, and seamlessly incorporating the brand. 



MOTOR OCTANE

4.19M - YOUTUBE SUBSCRIBERS

URL - https://www.youtube.com/@motoroctane

https://www.youtube.com/@motoroctane


AUTOCAR INDIA

2.34M - YOUTUBE SUBSCRIBERS

URL - https://www.youtube.com/@autocarindia1

https://www.youtube.com/@autocarindia1


RAJNI CHAUDHARY

1.49M - YOUTUBE SUBSCRIBERS

URL - https://www.youtube.com/@RajniChaudhary/videos

https://www.youtube.com/@RajniChaudhary/videos


Hyundai EXPLORERS



Competition Analysis















Where do 
we stand?



Current Content:

1. High Quality Footages: Professional, well-shot videos and 
photos showcasing scenic drives and beautiful locations.

2. Access to Amazing Locations: Featuring breathtaking and 
diverse locations that appeal to travel enthusiasts.

3. Access to Explorers: Collaboration with explorers who bring 
their unique perspectives and experiences to the content.



What’s Missing?

1. Storytelling through Videos: The content lacks narrative depth and personal stories that engage the 
audience emotionally.

2. Engaging Formats of Content: Needs more interactive and varied content formats to keep the 
audience engaged.

3. BTS (Behind-the-Scenes): Missing behind-the-scenes content that adds authenticity and relatability.
4. Tapping into Cultural Nuances of the Locations: Lack of content that explores the cultural aspects 

of the destinations.
5. Trending Reels: Not utilizing trending formats and styles on platforms like Instagram and TikTok to 

increase reach and engagement.



The New 
Strategy



Take an Influencer First Approach

Narrative to the Entire Trip: 
Influencers can provide a 
continuous storyline, making the 
content more engaging by sharing 
their personal experiences and 
perspectives.

Known Faces with Established 
Communities: Influencers bring 
their own audience, increasing the 
reach and credibility of the 
content. Their followers are more 
likely to engage with the content 
due to the influencer’s established 
trust and rapport.

Trending Formats: Influencers are 
up-to-date with the latest trends 
and can incorporate these into 
their content, ensuring that 
Hyundai Explorers stays relevant 
and visible on social media 
platforms.

Engaging Forms of Content: 
Influencers are adept at creating 
content that resonates with their 
audience, including interactive 
formats, challenges, and live 
sessions that can boost 
engagement.

Two-Way Conversation: With 
influencers, the content becomes 
more interactive and engaging. 
Instead of just talking to the 
camera, influencers can create 
dialogues, respond to comments, 
and make the audience feel more 
involved in the journey.



● Providing platforms to the audience where they can share their 
experiences, vlogs, short format videos. Ultimately acting as a 
canvas of authentic consumer story and meaningful moments

● Crafting immersive and relatable narratives, both verbally and 
visually, that enable the audience to vividly imagine themselves in 
the experience, igniting their deep desire to escape and fully 
immerse themselves in the escapades.

● Brands are bridging communities with diverse affinities like food, 
art, dance, and music to appeal to a broader audience. This approach 
fosters deeper connections with younger audiences by turning 
communities into a vibrant camaraderie of shared passions.

The Narratives



Behind-the-Scenes 
Footage

Travel Diaries Destination Highlights

User-Generated 
Content

Travel Tips and Guides Live Streams and Q&A Sessions

Cultural and Culinary 
Experiences

Vehicle Features in Action Travel Challenges and 
Campaigns

What will the Influencers do?



Who are the Influencers?



● Car enthusiasts - Talk about Hyundai’s performance, engineering, and innovative 
features appeals to those passionate about automotive details.

● Travellers - Subtle integrations through vlogs documenting their journeys, 
engaging with communities and how exciting it is being part of the explorer 
community

● Travel aspirer: Travel aspirers with busy work lives who vlog about exploring in 
their free time value Hyundai's blend of comfort and practicality, making every 
journey a seamless escape from their daily routine.

The Categories



Name: Karan Sehgal

Followers: 259,000

ER: 10.5%

Name: Gagan

Followers: 436,000

ER: 4.6%

Name: Mahak 

Followers: 906,000

ER: 9.4%

Suggested Car Enthusiasts:

https://www.instagram.com/karansehgal__/
https://www.instagram.com/ganikgagan/
https://www.instagram.com/her_garage_yt/


Suggested Car Enthusiasts:

Name: Ankit Sharma

Followers: 561,000

ER: 3.7%

Name: Mehreen Gandhi

Followers: 813,000

ER: 4.10%

Name: Faisal Khan

Followers: 966,000

ER: 2.70%

https://www.instagram.com/man_made_machines
https://www.instagram.com/mehreengandhi
https://www.instagram.com/fasbeam/


Name: Tanya Khanijow

Followers: 1,000,000

ER: 3.4%

Name: Richi Shah

Followers: 1,300,000

ER: 2.20%

Name: Shenaz Treasury

Followers: 1,200,000

ER: 2.70%

Suggested Travelers

https://www.instagram.com/tanyakhanijow
https://www.instagram.com/richi.shah/
https://www.instagram.com/shenaztreasury/


Name: Krishangi Saikia

Followers: 85,400

ER: 22.70%

Name: Jinali Sutaria

Followers: 227,200

ER: 4.30%

Name: Prabhjot

Followers: 2,100,000

ER: 10%

Suggested Travelers

https://www.instagram.com/krishangiisaikia?igsh=YjFzeDh5cWx1MXpj
http://instagram.com/travelstoriesbyus
https://www.instagram.com/jatt_prabhjot


Name: Ranveer Allahbadia

Followers: 400,0000

ER: 4.20%

Name: Sharan Hegde

Followers: 260,0000

ER: 5.6%

Name: Nikhil Kamath

Followers: 746,000

ER: 8.5%

Suggested Traveler Aspirees

https://www.instagram.com/beerbiceps/
https://www.instagram.com/financewithsharan/
https://www.instagram.com/nikhilkamathcio/


We Invite BTS who show their journey as explorers.. Experiences like them engaging with locals, eating local 
food 

The series will include a small tour in the cars, presented by Hyundai.

Name: Sakshma Shrivastav

Followers: 963,200

ER: 4.80%

BTS as Explorers



Hyundai Explorer Pre-Event

http://drive.google.com/file/d/190PAwp_4drB4S5Kfg1a6qgKn_P4jPTrN/view


Hyundai Explorer Post-Event

http://drive.google.com/file/d/14e6Q1sjjb4hRhHJabsHpel5603HTzk6U/view


THANK YOU


