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THE NEW AGE CONSUMER

SPOILT FOR • Limited Brands to Brand Influx
• Brand Relationships not committed

CHOICE
Brand Relationships not committed

INFORMATION 
EXPLOSION

• High Media Exposure
• Ease of Access

EXPLOSION

VALUE FOR
TIME

• Less Patience
• High Stress, Less Time
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EVOLUTION OF THE NEW AGE 
CONSUMERCONSUMER

3/15/2010Yahoo! Presentation, Confidential 3



Internet is growing rapidly

Active Internet Users (M) & Growth Rate (%)

S IMRB I C bSource: IMRB I‐Cube 

• Share of time is increasing 
versus other media 
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THE SCREENS OF HIS 
LIFE ARE EXPANDINGLIFE ARE EXPANDING



Mobile will become the primary 
access pointaccess point

Source: IMRB I‐Cube Data Users ‐ Mobile

• Tariff wars

• 3G / Superior access3G / Superior access 
quality     
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Internet Advertising: Under-leveraged

Advertising Expenditure by Media (2009)

Audience 
Opportunity

g p y ( )

Ad
Spend

Source: GroupM Media Study 2009Source: GroupM Media Study 2009



Myth# 1Myth# 1

Advertising 
b d tbudget 

allocation isallocation is 
rationalrational



•Leading auto brand

•80% of this brand’s prospective consumers are online

•Just 3% of the budget is invested online

•Leading insurance brandLeading insurance brand

•62% of their customer database has EMAIL

•Just 0.7% of the budget is invested online



Myth# 2

Internet isInternet is
a niche medium



INTERNET ADVERTISING –
UNTAPPED OPPORTUNITY!UNTAPPED OPPORTUNITY! 

No. of Users (MM) Ad Revenue (INR Crores)( ) ( )
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Myth# 3Myth# 3

Internet is
ll b tall about young 

audienceaudience



NOT JUST YOUTH!NOT JUST YOUTH!
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NOT JUST YOUTH!

22.0
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Internet Users 25+ Years
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Source: Icube, comScore

22 Million Users 25 Years+ on the Internet
And Growing !
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And Growing !  



Internet offers diverse audience
Lets take a Segment: Males 25+ SEC AB Top 8 MetrosLets take a Segment: Males, 25+, SEC AB, Top 8 Metros

4788

Average Daily Users / Readers

Internet Users

1622

4788

Internet 
Vs

Hindustan Times (All Edn)

Times of India (All Edn)

821

1622

English newspapers

The Economic Times - (All Edn) 241

Mint 61

Figures in ‘000s
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Source: IRS 2009,R2, comScore Jan 2010
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Internet offers diverse audience
Segment: Males 25+ SEC AB Top 8 MetrosSegment: Males, 25+, SEC AB, Top 8 Metros

Internet Users 4788

Average Daily Users / Listeners

Big FM

Red FM

Radio Mirchi

988

1044

2045

F

AIR FM Rainbow

AIR FM Gold

Radio City

416

442

510

963

Internet 
Vs

Aamar FM 

Radio Meow

Radio One 

Fever

230

314

410

416 s
Radio

Power FM 

Suryan FM

a a

205

213

Figures in ‘000s

3/15/2010Yahoo! Presentation, Confidential 16

g

Source: IRS 2009,R2, comScore Jan 2010



NOT JUST SEC A
5.2 Mn 6.5 Mn 9.4 Mn 17.4 Mn 21.9 Mn 25 Mn

Base: 
30 cities in 2007-2008
26 cities in 2006
22 cities in 2004
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22 cities in 2004
16 cities in 2000-2003Source: IMRB I-Cube Study 2008



Myth# 4

Internet isInternet is
fragmentedg



IT’S NOT JUST ABOUT 
DEMOGRAPHICSDEMOGRAPHICS.
IT’S ABOUT INTERESTSIT S ABOUT INTERESTS.

Adults:
25-54

Women:
50+

Men:
18+



TARGETING. AN INTERNET ADVANTAGE

• Efficient Targeting Opportunities
• Only Connect with Consumers that “Matter”
• Minimal Spilloverp
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SMART ADS!

Dynamically generate a million 
advertising combinations:

•Target consumer
•Message
•Visuals

NEW AGE CUSTOMER IS CONTINUOUSLY EVOLVING. 
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SO IS INTERNET ADVERTISING



Myth# 5y

You canYou can 
advertise onlineadvertise online 

with small 
budgets



Minimum threshold needed for 
any mediumany medium

Try out Radio Advertising with a 
budget of 5 Lacs?

2 Billboards will tell me if Outdoors 
Works?



Myth# 6Myth# 6

Internet is good 
f l dfor lead 

generation onlygeneration only



UNLEARN THE CLICKS 
MEASUREMENT
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CREATIVE IMPACT ON INTERNET IS 
POSSIBLEPOSSIBLE


