






























































SET MAX - IPL

For its third season, the India Premier League is back in India and this time broadcaster SET Max has started early to get
maximum number of sponsors and advertisers on board. By Sangeeta Tanwar

NEWSMEDIA

Happy To Be Home

I
PL (Indian Premier League) Season 3 has
proved to be a sell-out, with the official broad-
caster of the sporting event already having sold

85 per cent of its advertising inventory.
With nearly three months to go for IPL 3, SET

Max has got on board two co-presenting sponsors
and eight associate sponsors for the Twenty20
tournament. Vodafone and Videocon are the two
co-presenting sponsors and others including Pepsi,
LG, Hyundai, Samsung, HUL, Godrej and TATA
Photon have been roped in as associate sponsors.

Rohit Gupta, president, network sales, licensing
and telephony, MSM, says, “The critical season 3
of IPL is back in India as a six week sporting
extravaganza. With the tournament moving back
to the country from South Africa, we started sales
in July-August. This time, marketers have enough
time on hand to create and plan extensive creative
or marketing communication related to the
brands.”

For IPL 3, SETMax is commanding a premium
of 20 per cent over last year’s edition. The broad-
caster is commanding Rs 5 lakh for a 10 second ad
spot for the matches. Last year, the aver-
age cost of a 10-second ad spot on SET
Max was about Rs 3.75 lakh. Besides the
co-presenting sponsors and associate
sponsors, the 10 second ad spots have
been filled up by brands such as Aircel,
Spice Mobile, TVS, Virgin Mobile and
Coca-Cola, amongst others.

Commenting on the buzz and expec-
tations around IPL 3, Nandini Dias,
chief operating officer, Lodestar
Universal, says, “The tournament being
played in India stands to generate a dif-
ferent kind of excitement and
enthusiasm - as was proved by the popu-
larity and success of the first edition of
IPL. In fact, there is always higher
curiosity and far more interest in a
domestic cricket series in comparison to

cricketing spectacles that are scheduled outside the
country.”

Also, factors such as the involvement and pres-
ence of Bollywood stars, interest in the lives of the
franchise owners (since most of them are celebri-
ties in their own rights), merchandising and
cheerleaders further make the event far more
appealing when played at home.

In addition to selling the inventory for the
T20 matches, the broadcaster has also finalised
brand associations for its show, Extraa Innings.
The brands that have aligned with the show
include advertisers such as Whirlpool, Park

Avenue and Raymond.
It is learnt that IPL 3 has on offer 2,100 to 2,200

secondages of advertising. Out of this, around
1500 secondages will go to sponsors and another
500 secondages will be consumed by advertisers
who have opted for spot buys (10 second ad-
spots). The rest of the ad inventory has been held
back by SET Max, to be sold at a premium of
about 10 per cent when the tournament is at its
peak.

Basabdutta Chowdhury, chief executive officer,
Platinum Media, shares, “Coming back to India,
IPL 3 is poised to be a bigger sporting spectacle on
account of the enthusiasm created by ground
events and the consumer connect, which was
missing in previous year’s edition. This time, fan
based club activities will be renewed and this, cou-
pled with the Bollywood connect, will result in
IPL 3 turning out to be bigger.”

Another senior media planner says that the
sponsorship tag for IPL 3 endows on brands value
add-ons and leads to blocking of a category, where-
by the competing brand can only get as much

limited exposure.
Bringing out the value and the bene-

fits of the tournament being held in the
country, especially for advertisers, Gupta
explains, “Last year, IPL teams could not
leverage their on-ground associations
simply because the game shifted to
South Africa. However, this time, with
teams set to play in front of their home
crowd, each team has got at least three-
four on-ground sponsors. The total
number of on-ground associations could
be anything between 40 and 45.”

Gupta adds that soon a marketing
blitzkrieg will hit the media, involving
different stakeholders including team
franchisees, BCCI, sponsors and promo-
tional campaigns by the broadcaster. �
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“This season
marketers have

enough time in hand
to create extensive
communication.”

ROHIT GUPTA
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MEDIA
> Vizeum India has roped in Josraj Arakkal as general
manager, west. Earlier, Arakkal was associate director, media
services, Triton Communications. He comes on board with 23
years of experience in media planning and buying in India and
West Asia. In the Gulf, he’s worked for agencies such as
Dynamic Advertising in Jeddah and Mindshare in Bahrain. In
India, he worked with Rediffusion and moved on to Mudra,
Karishma Advertising and Enterprise Nexus Communications.

> Sanjeev Srivastava has been
appointed CEO and editor-in-chief of
Sahara News Media. Srivastava has more
than 25 years of experience in journalism
and has been associated with organisa-
tions such as The Times of India, Indian
Express, STAR News. For the past 16
years, he was with BBC.

> Vynsley Fernandes, group director,
network operations, INX Media has quit.
He has held the position since INX Media
was launched in March 2007. Earlier,
Fernandes was associated with Tata Sky
as a principal consultant. He also served
as operations director at STAR India.

ADVERTISING
> Kartik Smetacek, senior creative
director, Publicis Ambience has moved to
Draftfcb Ulka as creative director (at the
level of an executive creative director).
With an experience of 10 years, he has
worked with agencies such as Rediffusion
Y&R, Ideas@work and Contract
Advertising.

> Rupam Ganguly, branch head, Grey
Worldwide, Delhi has decided to move on.
He will be serving his notice period till the
end of this month. In his career, Ganguly
has worked at agencies such as McCann
Erickson, Everest Brand Solutions, Mudra
and Lowe Bengaluru. He has also had a
marketing stint at Philips Electronics,
Singapore.

> Mukesh Anand has joined RK Swamy
BBDO as principal consultant. In the past,
he has worked with agencies such as
McCann-Erickson and JWT (then HTA).
Additionally, he has also been on the Heroes
Project (HP) in Mumbai as creative director.

> BBDO India is all set to make a new
beginning with Arindam Sarkar, its new
vice-president, strategic planning. Earlier,
Sarkar was senior planning director, Ogilvy
Delhi, handling businesses such as Coke
and Max Life. “I am really looking forward
to working with Ajai (Jhala) and Josy
(Paul). My first priority will be to focus on
work, intensify the effectiveness of com-
munication and build more business,” states Sarkar.

>>MOVEMENTS/APPOINTMENTS<< A compilation of some major people movements in the last fortnight

> 22 Feet, the digital agency that start-
ed early last year, has welcomed
Vineet Gupta as managing partner.
He will be based in Bengaluru. He has
had marketing and sales stints at
Microsoft Advertising, STAR Movies,
STAR World and was also associated
with Radio City.

> Vinita Bangard, chief operating
officer, Percept Talent Management has
put in her papers. Having spent close to
15 years with the Percept Group,
Bangard was part of the team that start-
ed the event and celebrity management
arm, Percept D’Mark, about a decade
ago, which later became Percept Talent Management (PTM).

DIGITAL

OOH
> Gautam Jhanjee has joined MOMS, Madison’s outdoor
division as deputy general manager, north. He takes over the
reins from Krishnendu Ghosh, who has moved to Milestone
Brandcom, Nabendu Bhattacharyya’s OOH venture, as regional
head, north. Jhanjee has worked with Selvel Media, Primesite,
Portland Outdoor, OAP and Clear Channel Outdoor.

> OOH firm, Serve & Volley’s soft-spoken
chief operating officer, J Vishwanath
has put in his papers after spending three
years at the organisation. Vishwanath has
three decades of work experience. He
started out as a management trainee with
Voltas. Serve & Volley was Vishwanath’s
first tryst with media. He has also worked
at a real estate firm in Bengaluru.

> Anirban Ghosh is business director,
Mumbai, MOMS, the outdoor division of
Madison Media. Starting with Anandabazar
Patrika as ad sales executive, Ghosh
worked with Living Media and Navbharat
Times. In outdoors, he was with Laqshya
Digital, Big Street and Percept Outdoor.
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R
ajeev Ravindranathan is the senior in 3 Idiots whose ragging experi-
ment backfires when he gets electrocuted. How did the
Bengaluru-based ex-creative director of Saatchi & Saatchi land the

role in the movie that has proved to be a rage in more ways than one?
Ravindranathan almost didn’t make it into the film. When he auditioned

“they were looking for a fresh face for the role of Chatur (the bookworm).
Later, there was a possibility that I might be cast as one of the other two
idiots. But from the financial perspective, it didn’t seem to be a safe bet to

have such a big banner film, with two unknown faces flanking Aamir Khan,
so the idea was dropped, which meant that I lost out on both the roles,”
shares Ravindranathan.

In December 2008, while on a holiday, he got a call from Rajkumar
Hirani (director of 3 Idiots) asking him to play the role of the senior. “I just
jumped for it!” But for Ravindranathan, theatre has been the first love. The
actor who dabbles in stand-up comedy, finds theatre - which he started off
with in 1999 - a more challenging medium of entertainment. 

“I love the whole concept of a live audience that theatre offers. And
whatever I do, I do it for the curtain call, the applause. For me, if people are
paying money and committing their time – you jolly well entertain them.”
What about advertising then? Why did the entertainer choose advertising as
a career?

“I love advertising for what it is. It is about helping consumers make a
choice, creating a brand that the consumer resonates with. Hopefully, it
would help bring some improvement to their life and help them make a
better choice.” Besides 3 Idiots, Ravindranathan has done roles in Freaky
Chakra (2003), Bas Yun Hi (2003) and Phir Milenge (2004). He got his first
break with Bas Yun Hi. “I was more of a starry-eyed fan on the sets. These
were tiny roles - people wanted me to come and I would go,” he says.

At the time of the economic slowdown during 1997-98, he was trying to
make it to the advertising industry. He took up a job in HSBC to please his
dad. “It was sheer horror! I realised that I was losing my spontaneity, mad-
ness and energy. That’s when theatre happened. I got hooked.”

His first play was based on Ayn Rand’s Night of January 16. He is part of
Black Coffee Productions, a theatre group in Bengaluru run by the theatre
personality Pritam Koiltillai. Ravindranthan is quite proud about a play,
Filth, in which he enacted 30 characters. He has set up his own creative
shop. He has modelled for brands such as TVS Victor, Sprite and Prestige. 
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“I love theatre for the whole concept of a
live audience and the instant applause

that the medium offers.”

Different Strokes
Advertising, theatre, films - Rajeev Ravindranathan
has a lot to keep him going. By Neha Kalra
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