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Lenovo SmarterED

HT BRAND STUDIO x GLEN

The assets thus created were amplified with a holistic digital 
distribution strategy involving HT’s digital properties

Lenovo partnered with HT to create one of its kind Scholarship 
Program Lenovo SmarterED for school going children stressing 
on the fact that their opinion matters and can bring about a 
major positive change in todays education system 

Campaign invited entries from school children about their 
opinion on the “Current Online Education System” in the form 
of Essay, Video or PowerPoint which was judged by Senior HT 
Editors & 100 best entries were featured on HT & awarded

Campaign Objective



Campaign was hosted on Microsite. Social
media platforms & Articles were used to
amplify the campaign to reach larger &
relevant audience

Campaign Details

Platforms for Amplification  

Properties Platforms

1- Placeholder

7 – Web Articles

Campaign
Microsite1 -Webinar

10- Static Promo’s

9- Video Promo’s

Duration 

Mar’21 to Jun’21 

*Count of Posts Mentioned is unique & is of 1 Platform (Not Cumulative of all platforms )



Campaign Snapshots

Microsite

Article Facebook Twitter

https://www.lenovoscholarship.com/index.php
https://www.lenovoscholarship.com/index.php
https://www.hindustantimes.com/brand-stories/pushed-online-during-covid-19-teachers-remained-a-class-apart-101615441372203.html
https://www.facebook.com/hindustantimes/videos/256627019262203/
https://twitter.com/htTweets/status/1368918385547866113
https://www.facebook.com/hindustantimes/videos/256627019262203/
https://twitter.com/htTweets/status/1368918385547866113
https://www.hindustantimes.com/brand-stories/pushed-online-during-covid-19-teachers-remained-a-class-apart-101615441372203.html


Campaign received an overwhelming response 
with more than 60K Registrations & 30K
entries from students across the country

7.8L+ 
Video Views

3.5K Hrs

Watch Time

40K 
Engagements

1M+
Page Views

8.6M 
Reach

Who’s Watching
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Decent Split of Audience 
across all Parental Age 
Groups & Gender

High Female Audience 
shows effectiveness of 
the campaign considering 
Indian Household 
Scenarios (Managed by 
Females )

High Avg. Time Spent by audience ( 3+ Min’s ) on 

HT Articles & Microsite going though ~75% of the 

content shows people interest towards the 
campaign topic

”

“



97%

3%

Neutral /
Positive
Not Rated

Campaign was successful in generating good amount of social

buzz , not only through branded posts rather a good amount of

UGC content was also created by Influencers/Creators

across platforms giving details about the scholarship

Sentiment Analysis

*Source : Meltwater & CrowdTangle, Duration – Mar’21 to Jun’21

50 Posts 450 Posts 

21 Posts 

Campaign Social Listening*

18 Posts 7 Posts 

20 Posts 

No negative content created 
around this campaign
Both Branded & UGC content  
is Positive / Neutral

Top Entities**

Top Entities – All are related to 
or speaking about the 
campaign i.e. Related to 
Lenovo as a Brand , Campaign 
or Schools

** Entities are keywords referred as Noun



Brand Impact

Website Traffic – Semrush , Google Trends , Keyword Volume – Google Keyword Planner

Impact on Brand was measured on 3 aspects (Feb-Jun’21)
• +32% Increase in Interest on Google Trends

• +23% Increase in Website Traffic (India) Lenovo

• +70% Increase in “Lenovo Related” Keyword Search 

Volume                 

27.1

33.1 33.1

40.5

60.5

Positive impact was observed on Brand Awareness measured in 
terms of Keyword Search volume* measured across Feb’21 to 
Jun’21 i.e. Search Volume around “Lenovo and related 
keywords” , “Lenovo” & “Lenovo India” all 3 keyword sets 
showed positive slope
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Thank You !

Lenovo SmarterED


