THE ECONOMIC TIMESBANGALORE FRIDAY 16 JANUARY 2009

INDIA EMERGING

13

ONLINEADVERTISING.COM

Site Map

T
"
P

UITE unlike his peersinthe
traditional advertising
agencies, Harsha J is grate-
fulfor the downturn. As ad-
vertising budgets come un-
der intense scrutiny in a de-
pressed market, his
Bangalore-based web marketing firm
Adventure is making the best of the sit-
uation, convincing his clients to increase
their spends on the online and mobile
platforms. Adventure designs web-
based marketing material such as e-
mailers and websites, along with devel-
oping and running Google AdWords
campaigns for its clients. “Almost two-
thirds of our clients are thinking differ-
ently now. Earlier the focus was more
on conventional mass media but they
gradually realised that online and mo-
bile advertising could be effective and
measurable modes to reach their de-
sired target group. We have seen a
growth of at least 10-15% over the last
couple of months,” he says.

It's not hard to see why. Compared to
television, print, radio and even out-of-
home advertising, Internet and mobile
based communication is more easily
measurable and interactive. And while
the share of such media in overall budg-
etsis still small, it's growing significantly.
Areport by IMRB International and the
Internet and Mobile Advertising Associ-
ation of India (IAMAI) estimates that
online advertising—including display,
search-based and other methods—in-
creased from Rs 425 crore in 2006-07 to
Rs 700 crore in the current year. The
250-million mobile user population too
makes mobile marketing a lucrative
communication channel for brands.
Digital marketing firm Pinstorm esti-
mates that the mobile advertising indus-
try including WAP and SMS has grown
from Rs 20 crore in 2006-07 to Rs 50
crore in 2008-09. And while the digital
advertising industry has not observed
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shrinkage its current rate of growth at
24% s slower than the anticipated 35%.

Ask Samsung’s director marketing
for South-West Asia YY Kim who’s
sold on the benefits of this new age
medium. “Online advertising works
very well for our technology-based
products like MP3 players, notebook

PCs, mobile phones, LCD and Plasma

TVs. Our online campaign for note-
book PCs in November, 2008 was a
success as it doubled visitor traffic to
one lakh in the following month,” he
says. Online advertising comprises 1%
of Samsung adspend in India and is
likely to grow to 2% this year.

Al this spells good news for the scores
of startup firms that have emerged
around Internet and mobile advertising
in India. Aashish Solanki, founder of yet
another Bangalore company Net
Bramha Studio is among them. It works
with other startups to help build their
online brand presence from scratch. “We
work for startup companies like Game
Kraver, My Piction and Nemo Solutions,

Our online campaign for
notebook PCs in Novem-
ber 2008 was a success as
it doubled visitor traffic

to 1 lakh in the following
month

YY Kim
Director-Marketing, Samsung SW Asia
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As advertisers seek better returns on their spends, startups in Internet and mobile

advertising are poised to make the best of the opportunlty reports Abhljeet Mukherjee
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helping position them and conducting

viral marketing campaigns. It helps them

get better ROI,” says Solanki. “Even our
big clients like Shell are investing in on-

line advertising.”

Accountability is one of the biggest
draws of such tech-based media. “Today
every advertiser wants to know where
each dollar is being spent and the result
of it. In a recessionary time, advertisers
move money to more measurable medi-
ums,” says Naveen Tewari, CEO of
mKhoj, a mobile advertising firm started
two years year ago. “We have grown 10
times inthe last six months and expand-
ed to 25 countries.” mKhoj's campaign
for Reebok involved creating a WAP por-
tal where visitors could participate in a
lucky draw to get a phone call from their
favorite stars, and also allowed them to
locate the nearest exclusive outlet. Ac-
cording to the company’s website, this
campaign drove 450,000 visits to the
WAP portal, with over 12% of them lo-
cating the nearest Reebok store.

“Around 70to 80 per cent of abrand’s
audience can be reached oninternetand
henceitis upto advertisers, agencies and
publishers to churn outinnovative ways
to address the users effectively. Only
then we can hope that the medium can
grow faster,” agrees Rahul J Jethva, CEO
of Spring Communications, which is
also into this space.

“There’s agood 30%-35% cost saving
onweb vis-a-vis print,” says Subhash Lal
of Thinkingdesign, a Delhi-based start-
up. Launched five months ago by Lal, an
NID graduate, the firm provides brand
identity, language and strategy services
to clients in the fashion, home decor and
jewellery businesses.

However, web ads were not a big ini-
tial priority for the five-man company.
“The downturn forced three or four real-
ly good clients to put their plans on hold;
others, started insisting on web adver-
tisements instead of print to save on
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costs,” Lal says. The company is current-
ly designing an online campaign for Tau-
rus, a newwomen’s wear brand.

What's even more hot on the scene
now is a host of mobile-based applica-
tions that enable brands to target cus-
tomer better, wherever they may be.
“There is a high number of mobile and
Internet connections and even 3G is
round the corner, which would increase
activity in that space. With the mobile
handset functioning almost like a com-
puter and more user friendly applica-
tions available, advertisers see an oppor-
tunity for their brands in that space,”
says Prathap Suthan, NCD, Cheil Com-
munications.

HSBC conducted a mobile-based pro-
motion with High Networth Individuals
(HNIs) at international airports’s depar-
ture lounges, offering them applications
that would be useful in the country they
were travelling to—such as tips on com-
municating better in the new language
or locating a bank branch. According to
Vinod Thadani, regional head, mobile,
Group M, South Asia, which conducted
the campaign for HSBC, a valid database
of 14,000 was generated of which almost
30% was converted. “The reach and en-
gagement of mobile is an important fac-
tor for this medium. Initially it used
more by the finance and travelindustries
but in 2008 other sectors like lifestyle,
apparels and FMCG also joined in. At
least 10-15% of digital ad budgets are
now planned for the mobile medium,”
says Thadani. But while startups are get-
ting a significant share of the online and
mobile advertising pie, he cautions that it
could be difficult for them to sustain. This
is because of the infrastructure require-
ments as well as the reputation that most
large to average level advertisers require
to put in their money. “Another chal-
lenge, especially for mobile advertising
companies is providing a non-intrusive
platform as they are considered very per-
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Initially mobile advertis-
Ing was used more in the
finance and travel indus-
tries but last year other
sectors like lifestyle,
apparel and FMCG also
joined in. 10-15% of digi-
tal ad budgets are now
planned for the mobile
medium

Vinod Thadani
Regional Head, Mobile, Group M,
South Asia

sonal media,” he adds.

According to Suresh Narasimha, co-
founder of TeliBrahma, a provider of
Bluetooth-based communication servic-
es to brands, the penetration of Blue-
tooth-enabled mobile phonesis increas-
ing. He says acceptance of Bluetooth ad-
vertising is 10-15% n retail locations, 30
- 40% in hangout places and more than
60% in events. “There’s more value in
digital media, and brands can benefit if
they can integrate planning and meas-
urement. Small companies would bene-
fit with increased penetration and
change inthe mindset,” he says.

With inputs from

Monica Behura, Nikhil Menon
& Ravi Teja Sharma,
abhijeet.mukherjee@timesgroup.ca
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HETHER you have been inside
a roadside public toilet or not,
you wouldn't have missed the
unbearable odourwhile walking downthe
mroad or while waiting at a traffic signal. Not
anymore. Arklite, a Pune-based company,
willensure odour-free toilets (well, almost)
and save you from literally running for cov-
er. The company, which manufactures
high-performance lamps, has come up
withatechnology that helps deodorise and
disinfect the air, making for a tolerable use
oftoilets.

Based on the germicidal properties of
ozone and ultraviolet (UV) light, the air pu-
rifier developed by this company neutralis-
es any odour generated by an organic
source. Arklite’s chairman and chief tech-
nology officer Avinash Kulkarni
says, “Togetrid of bad odour like
inatoilet, people normally tend
to overpower it with a much
stronger good odour, like a per-
fume or room freshener. This
does not deodorise bad odour
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Odour Blasters

Had it with stinky public toilets? Pune-based Arklite h

solution that could make them smell fresh like thenfjfgeidsbinare weuoed

but only reduces its intensity by adding
good odour to the air, which is again over-
powered by bad odourin notime. Howev-
er, our technology deodorises the bad
odour, and also disinfects the air using
ozone and UV light.”

He goes on to explain: “UV light of all
wavelengths neutralise all living organisms
like bacteria, fungi and virus,
when they are exposed to it.
Some wavelengths of UV light
(such as 185 nanometre), if not
absorbed by the glass of the
bulb, generate ozone when ex-
posed to air. Apart from germi-

cidal properties, this 0zone neutralises any
volatile organic compound (VOC), which
is any smell generated from an organic
source, like vegetables, tobacco smoke, rot-
ting flesh, urine, fresh flowers, etc. Achem-
ical reaction between an acid and a base,
produces salt and water. Similarly a chem-
ical reaction between ozone and a VOC
produces carbon dioxide and water
(vapour). Depending on the glass used to
make the UV bulb inside it, the machine
can be used for air purification or odour re-
moving purposes.”

When switched on in toilets, both the
odour and ozone are being simultaneous-

ly produced and keep neutralising each
other. So the toilets will smell fresh evenin
the absence of any ventilation. The small
range (6W) one works for a small toilet
with upto seven people usingitevery hour,
while the 21W model can suffice for up to
50 people an hour, within a 300 sq ft area.
Interestingly, the purifier works best in
places with less ventilation. “A human
nose can smell ozone, above 20 parts per
billion (PPB). Atthis concentration, it gives
afeeling of fresh air, normally experienced
on hilltops. So for efficient working, ozone
should be allowed to build up in the room.
This also reduces the expenditure on venti-

were used,in water purifiers for
asadlbase

lation mechanisms like an exhaust fan,”
says Kulkarni.

The thought of such a machine crossed
Kulkarni's mind during a company meet-
ing. “We were aware that our UV lamps
thejr ger-

ermi-
cidal action could also be used to purify air,

ears and finally came upwith
this design,” he says, adding thatthey have
been granted two patents for the applica-
tion, while one is pending. It has sold 150
units in the last six months under a test
marketing exercise to multiplexes, corpo-
rates and public toilets in Pune. Deepak
Kapre, sales and marketing manager said
that though the purifier could be usedina
variety of applications like hospitals, food
processing units, and meat and poultry
farms, Arklite will primarily target the toilet
segment. The company now plansto make
larger models for industrial use.
Omkar Sapre
omkar.sapre@timesgroup.con
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With the country’s first multip
PVR'’s Ajay Bijli changed tt
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CROSS India, the way we watch movies today has changed
completely, thanks to Ajay Bijliwho came up with India’s first
multiplex at Saket in New Delhiin 1997. Today, his company

PVR is notjust a film exhibitor but also a producer and distributor un-
derthe PVR Pictures banner. Bijli's father Kishan Mohan Bijli ran Am-
ritsar Transport Company with a fleet of over 500 trucks and had
bought Priya Cinema in 1978. After his graduation from Hindu Col-
lege, Ajay Bijlijoined the family trucking business. “But | realised soon
enough that | needed to do something different and was not satisfied
with the traditional way of doing business,” he recalls.

Priya Cinema became Bijli's experimenting ground. Inspired by the
success of Regal Cinemain Mumbai after it had installed a Dolby-based
sound system, he approached his father with the idea of renovating
Priya, and got a go-ahead. The total cost of renovating Priya with new
chairs, carpets, screen and Dolby came to Rs 40 lakhs. “I had the total
supportof my father who would sometimesaskme* Ajay agar Dolby la-
gayenge, to log ayeRdit we installed Dolby, would people come?)'.
Priya opened in 1991 with the comedy Three Men and a Baby.

Avyear later Bijli met up with Mike Macclesfield, the then president
of Universal Pictures. “He suggested that | should think about setting up
amultiplex and talk to an Australian company called Village Roadshow
(one of the largest multiplex in Australia). The idea sounded exciting
and | visited Australia twice to meet the management of Village Road-
show,” he says. In 1995, Priya and Village Roadshow entered into a
60:40 joint venture and Priya Village Roadshow (PVR) was born.

The new partner wanted Bijli to convert Priya into a multiplex, but
hewanted torunitas asingle screen theatre only. So they began scout-
ing for another location and met Gopal Ansal, owner of Anupam Cin-
emaat Saket. Theresultwas India’s first 1,000-seater multiplex at Saket
in 1997. Later when Village Roadshow pulled out in 2003, Bijli
changed the name of his company to PVR Limited.
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The exitofthe international partner did
not stop Bijli from pursuing his expansion
plans andinthe same year he raised Rs 38
crore from ICICI Venture as part of the
funding to supporthis Rs 100 crore expan-
sion plan. PVR at that time had four cine- ™
ma complexes in Delhi and was planning
to launch a seven-screen multiplex in

Gurgaon and an 11-screen multiplex in Bangalore, which it later did.
As India’'s economic growth story caught on, so did Bijli's ambitions
to become more than just a cinema exhibitor. In 2001, PVR ventured

into film production and distribution by floating a wholly owned sub-

sidiary called PVR Pictures. “From the exhibition business, backward
integration into distribution and production was a natural progression
for us,” he says. Since 2001, PVR Pictures has distributed about 150
English movies and 75 Hindi and other regional language movies.

Onthe production front, Taare Zameen Par, India’s nominee for the
Oscars last year, was PVR Pictures’ maiden venture into production
along with Aamir Khan. That made waves and so did the subsequent-
ly co-production with Aamir on Jaane Tu Ya Jaane Na. Another movie
Contract didn’t work too well but two out of three is not a bad count.
“Our next film Mere Khwabon Me Jo Aaye is due for release soon,”
says Bijli. ICICI Venture and JPMorgan put in another Rs 120 crore in
the subsidiary in June last year to pick up an undisclosed stake.

In2006, PVR raised Rs 128 crore through an IPO to fund its new ex-
pansion plans. Today, PVR has 101 screens across 14 cities and many
more in the offing. Bijli’s latest is an upcoming 24-lane bowling alley
and a karaoke bar at Ambience Mallin Gurgaon. He has a new inter-
national partner this time—a JV with Major Cineplex, Thailand’s largest
cinema chain operator.

Sheetal Gaur
sheetal.gaur@timesgroup.co

Garbage In, Compost Out

O you compost?” That's the
first question Poonam Kasturi
asks us. Most of us do not think
twice before dumping our garbage and
some of us like to believe thatitis being
converted, or recycled as compost by
one ofthefirms. Butfor Kasturithis has
become amission, one thathas spurred
a host of micro industries and makes
great business sense too. In just two
years since its inception, Kasturi's
brainchild Daily Dump is looking at an
annualturnover of Rs 12 lakh. Made of
terracotta and available in various sizes,
shapes and colours, the Daily Dump
composters make composting clean
and hassle-free. Her company retro-
fits composters at homes and also at
other establishments, and provides
maintenance advice and assistance. It
has got detailed service plans
for prompt and efficient
response to customers.
Daily Dump’s biggest
single order has been
through a Rotary club
in  Kottayam—they
were sold 300 units
and orders for anoth-
er 850 are being
readied. “The

Daily Dump makes your trash work for y¢siy: s gegs on vork heping
maybe make some money too

pointis to get local potters energised to
supply locally—we are developing a
group of potters in Belgaum now,” says
Kasturi. To getstartedis quite simple, as
is the rest of the process. The com-
posters consist of three pots placed on
top of the other. Kitchen waste should
be thrown into the top-most pot and
this pot should be replaced
by the second one once
itisfull. Ittakes about 90
days to get a whole pot
of compost. Apart from
homes using the com-
post for their own gar-
dens, some people
have also sold it
off to nurseries
that are willing
to buy it at
around Rs 20
akilo. Sogen-
erating more
compost is

actually profitable, points out Kasturi.
The composters are available in three
sizes, with a starting price of Rs 400.

It began with the simple personal
need. Did you knowthat if you cook at
home, your kitchen s likely to produce
at least 750g of natu-
ralwaste every day? If
recycled, it can make
compost and be used
to replenish the top
layerofany soil. Thisis
what the people in
her team are passion-
ate about. Kasturi does not like giving
motivational talks. “I believe that most
people | have employed are intelligent,
and have figured out the system and
don't need to be given organisational
spiel,” she says.

Kasturi, through her talks with
friends, figured that there are lots of
motivated people out there who only
need to see the simple power of this
idea and they will then run with it.
And they should be allowed to do it
their way—hence the clone mecha-
nism. Thisis building a mutually recip-
rocal network of self motivated people
who believe enough about doing di-
rectfirst steps to make change happen.
“l believe that this will generate
wealth for all of them in addition to
purpose, pride and dignity,” says Kas-
turi. She is not looking for venture
capital as such, and the initial invest-
ment in the company was from her
own savings and business advice from
her friends. “l want to run it my way,”
she says. Her unique working system
has kept her manpower costs pretty
low: she had invested Rs 22 lakhs to
startthis business.

starshi
ENTERPRISE

the Srishti School of Art of which she is
the co-founder and taught for twelve
years. The work timings are not nine to
five. “That kind of structure is not for
me,” says Kasturi. There are no fixed
work hours. Daily Dump’s teamisano-
madic bunch of youngsters.

Kasturi explains that many art and
design students, as well as those inter-

she says firmly. Interestingly, a couple
of people who started off as customers
are now part of herteam.

The Daily Dump team operates out
of a basement office in Kasturi's home
in Indiranagar in Bangalore. This is no
ordinary, dingy, unlit space but a big,
open room with flowers growing out-
side and a vibrantly coloured mural
made of broken tiles lighting up the
floor. The attention to design is not an
acquired taste, but is a result of her
training at the National Institute of De-
sign, Ahmedabad, from where she
graduated in 1986.

So what about expansion plans?
That would be through other people
‘cloning’ her composts, and she even
wants her current employees to ven-
ture forth and start their own compost-
machine ventures. The highpoint of
the company was when a 10-year-old
urged his mother to buy a composter.
“Yes, this business is my home ground,
itsallthe things | have talked to my stu-
dents about and thought about—it's a
life of practice,” she signs off.

ofherstudentsfrom

ested in recycling and
the environment, use
Daily Dump as a step-
ping stone, giving it
their energy and focus
for some months be-
fore moving on. ‘And
that'sthe way I like it’,

Anirvan Ghosh
anirvan.ghosh@timesgroup.com
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