


THE BRIEF 

to promote NATIONAL GEOGRAPHIC’s documentary 

ONE STRANGE ROCK 
through breathtaking visuals in the out of home space.

BREAK THE & “No ordinary outdoor …”

AIM  

CAMPIAGN|2Cities|14 innovations

“CLUTTER”



THE INNOVATION 









MEDIA STRATEGY 

The TG for the show were | F/M 14-45 | SECA,B+| working professionals/
Students in professional courses .

Touch Points : Hangout areas and major arterial roads travelled by TG twice a day.

DLF CYBER HUB

The mandate was to create larger than life 

imagery with INNOVATION , and billboards 
served the purpose being both huge and 
effective.
To make the campaign even more dramatic we 
created corridors with back to back sites, 
showcasing all the 3 innovation on the same 
stretch.



APPROACH 
The strategy adopted was to create high 

impact within a very short duration

The vision was to replicate the adventure of the show by leveraging the OOH
media to attract the masses so that they follow the documentary series on TV. 



THE CHALLENGE 

PERMISSIONS

COMPLAINTS
SAFETY 

COORDINATIONINNOVATION

MONITORING

Creating 14 innovations simultaneously and all 14 going live 
at the same time was the biggest task

There were complaints from pedestrians who 
mistook the VOLCANO smoke  for fire

BUT THIS ONLY WORKED IN OUR FAVOUR & MORE PEOPLE SAW OUR INNOVATION AND SPOKE ABOUT US



THE EXECUTION 



CYBER CITY: more that 90% of all major brands have offices here, so a TG MECCA



CYBER HUB: The entire Gurgaon population comes here to rewind & relax, 
a hub for our target TG 



SEALINK – major stretch and the innovations are not miss able.



Mahim – major junction connecting town with suburbs, 
sites which cannot be missed



PLAY





HOPE YOU LOVED IT!
WE LOVED THE JOURNEY!


