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Things that will impact the

Marketing of Television, on
the road to 2010

S h and track record count for little in the new,
1Z echanging world.

There has been a fundamental shift in the way both
viewers and clients build, nurture, refine and assess their
relationships with broadcasters, leading them to think
differently about media.

A part of it could be attributed to the new profile of
people entering agencies and marketers these days, with
less orientation towards traditional media and more towards
digital. But those who have actually embraced online are the
exception rather than the rule.

TV remains the base buy and by a wide margin. Carat
CEO David Verklin, in his book, Watch This, Listen Up, Click
Here, asserts that two-thirds of the advertising budgets of
many of the world’s largest brands are spent on television,
despite the plethora of options available across media to
the modern day marketer. The picture holds stronger in our
marketplace.

However, increasingly, this has become a game of
diminishing returns - higher costs at lower returns. The
fracturing of our TV medium, which was initiated with the
introduction of remote control, has been propelled by a slew
of launches. Leading to a glut of content and inventory on
one hand and surging input costs on the other hand.

With no sign of a slowdown in the entrants and an
inevitable fragmentation of viewing and revenues, the road
to 2010 presents a challenging puzzle to TV marketers new
and existing alike. There are several critical areas that I
foresee as impacting the marketing of television.

Addressability & Interactivity

Viewers want to exert control. Viewers don’t care about
“platforms” they just want their favourite content. They want
quality beyond multi camera set-ups and glossy sets, and in
the form of creativity and humanity. They want choice.

CAS has been the baby step forward in the effort to
provide choice to viewers through addressable digital pay TV
Systems. The success of the effort in giving viewer choice
and control can only be measured post a comprehensive roll
out. However the growth in set top boxes, whether through
CAS or DTH or (the soon to be rolled out) IPTV opens up the
avenue for viewers to interact with broadcasters, and control
consumption in myriad ways.

Viewer interaction would evolve from the simple SMS
response system to choice of individual channels / programs
to more complex choice of variants /languages / formats etc.
The enhanced interactivity would see its gradual influence
on content form, quality and delivery.

Whilst addressability is the endeavor, by 2010 the
medium would continue to be accessed by viewers through
Terrestrial, Cable — Analog & Digital, DTH, Net. Viewer
segments would develop based on viewing consumption and
geographic dispersion.

TV Marketers would direct independent efforts to the
non-addressable viewer and the addressable viewer. The
latter segment would also afford new revenue streams for
broadcasters - options beyond the 30-second spot - offering
advertisers a dream opportunity to engage targeted viewer
groups and assess response. These however might largely be
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limited to Metros and Class I towns. A distinct effort would
be needed for the viewers in rural & Tier 11, III towns.

Measurement Systems

The industry would see a pressing need for reliable,
accurate and expansive measurement systems that are
capable of:

1)Coverage of all viewers from across the
multiple analog, digital addressable systems and
platforms.

2)Expansive coverage of viewer growth across
the country. Representing viewers in Tier I, II towns
and rural areas

3)With  addressability, viewer engagement
and comprehension would rise. The ability for the
industry to monetize these quality viewers would
be significantly affected by the availability of newer
engagement metrics to capture quality viewing beyond
the current “mass” measures.

TV marketing effort would focus on these engaged
viewers and the engagement process. The touch points in
the process and the ability to access them for commercial
benefit.

With no sign
of a slowdown
in the
entrants and
an inevitable
fragmentation
of viewing and
revenues, the
road to 2010
presents a
challenging
puzzle to TV
marketers new
and existing
alike.

Alliances

A fractured market - where growth in players would far
outstrip industry ad-revenue growth and dispersed viewing
negates delivery edge - puts several independent channels
at revenue risk.

Currently, the market holds only one player with multi
segment and multi regional offerings as a one-stop solution
to advertisers. The future could see 4 to 5 such “networks”.
A future where a host of independent channels could band
together or align themselves with an existing “group” to
form “Sales Alliances” akin to the current Distribution
Alliances. In an effort to achieve the multiple purposes of
offering one-stop comprehensive solutions of targeting and
coverage to advertisers, maximizing share of ad-budgets,
increasing rates, regulating supply (clutter) and gaining a
degree of profitability.

A scenario that might work well with clients and agencies
by providing a certain measure of comfort in accountability,
value gained and ease of buying.

Localization

Localization has almost become a synonym for Relevance
in the Indian context. The industry has seen a distinct shift
towards becoming relevant to local audience groups and
related advertisers at three levels.

Linguistic switch from one-two language scenario
(English — Hindi) to a multi language scenario (Other
languages / Dialects)

Regional focus of content to appeal to different regions —
Not just News, but soaps with regional storylines — Regional
Music, News, Movies etc

Localization to emerging micro segments (Kids, Young

working adults, mobile owning, etc.) or platforms like
Mobile TV.

@ 7/17/2007 6:30:39 PM




<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /All
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveEPSInfo true
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageDownsampleThreshold 1.16667
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageDownsampleThreshold 1.16667
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.33333
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile (None)
  /PDFXOutputCondition ()
  /PDFXRegistryName (http://www.color.org)
  /PDFXTrapped /Unknown

  /Description <<
    /FRA <>
    /JPN <FEFF3053306e8a2d5b9a306f30019ad889e350cf5ea6753b50cf3092542b308000200050004400460020658766f830924f5c62103059308b3068304d306b4f7f75283057307e30593002537052376642306e753b8cea3092670059279650306b4fdd306430533068304c3067304d307e305930023053306e8a2d5b9a30674f5c62103057305f00200050004400460020658766f8306f0020004100630072006f0062006100740020304a30883073002000520065006100640065007200200035002e003000204ee5964d30678868793a3067304d307e30593002>
    /DEU <>
    /PTB <>
    /DAN <>
    /NLD <>
    /ESP <>
    /SUO <>
    /ITA <>
    /NOR <>
    /SVE <>
    /ENU <>
  >>
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


