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Executive Summalty

Digital Advertising simply put, is an extension of online advertisingncluding advertising
done onmobile phones and tablets Withthese devices core component of media today,

it has been necessary tencompass various form®gether into a category calle®igital
Advertising. In addition, classifiedshave also been included as a part of the total digital
advertising industry. Classifieds related to matrimonial/dating, jobs and other B2C classifieds
have been includedAMAI in association with IMRBternational is pleased to publish the

4™ Edition ofthe Digital Advertising report

As of March 2012, the total advertising spends including classifieds was valued at INR 2,850
crores. Of which, 20% are in search advertising, 13% in Portal/Vortaite®h3% in Social

Media ads, 5% in advertising on Ensaitvices 2% on video ads, 4% in mobile devices and

the major part (i.e. 53%klates to classified listings.

Base — FY2012 Total Online Ad Spend (incl. Classifieds) — INR 2,850 Crores

W Search
W Portals / Vortals

h m Social Media
W Email
H Video
\ H Mobile Ads

Online Classifieds
3%
5%
4% LZ%

Total Online Ad/Classifieds Spend (FY2012)

Since March 2010, there has been a strong growth of around 25% in abthponents of
digital advertisement (Search, Display, Classifieds and Mdslejepicted in the figure
below. Further, it is expected that this growth is going to contiqueeaching INR 3,535
Crores by this year end and INR 4,391 Crores by the nextiadgear (March 2013).
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All Figures are in Crores (INR)
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Digital Advertising Quick Findings

On Display Ads

V Travel (1), Auto (2% and Telecom (%, BFSI (4) are topverticals using Display
advertisng

V  39%of all Display Ads amf Simple Flash

V 24%of all Display Ads alenages

V 24%of all Display Ads afeich Media with Video

On SearchAds

V Travel (1), BFS(2"® and Online Publisher¢3®) are topverticals using Search
advertisng

V In FY201290%or INR525 Croresof Search spend is in terms S8EM(Search
Engine Marketing) i.e. buying or bidding for Adwords; this is in comparisiRo
58 Crores for SEO

On Mobile Ads

V FY2011 Total SizdNR 90 Crores

V FY2012 Total SizdNR105 Crores

V Main Types
o WAP / Browser Based Ad34%)of Total Mobile Ad Spend
o0 In-App Advertisementg20%)of Total Mobile Ad Spend
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On Social Media Ads

Total Spend ofNR 80 Crorem FY2011

Total Spend ofNR94 Croresin FY2012

Contextual Avertisements

Engagement with users througbbmpanyFan pages
Facebook leadSocialMediaRevenue charts
LinkedIn Ad#/ost Hfective

<<K<K<K<LKKL
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Research Methodology

The findingof the current edition of thereport have beerarrived at by conducting primary
andsecondary researciihe eport follows thelndianfinancial year and details information
captured fromvariousrespondents forFY201all (April 2010-March 2011) and FY2012
Estimates are for the ye&2012-13 (April 2012-March 2013).

Primary Reseach - Primary Researchhas beendone with Internet Users and Industry
Experts

Internet Users StructuredFace toFace (F2F)interviewshave beenconducted withalmost
800 individuals across9lcities during Cube 241, a syndicated product of eTech, IMRB
International.

Cities by Strata

Top 4 Metros Delhi,Mumbai, Chennai and Kolkata

Other 4 Metros Bangalore, Hyderabad, Ahmedabad dPuhe

Small Metros (More than 1 Million Population) Patna, CochirBaroda,LucknowCoimbatore Indore
Non Metros (Between 0.5 to 1 Million Population) | Surat, NagpurGGuwahati, Bhubaneshwa€handigarh

Industry Experts Depth interviewshave beenconducted with industry expertsom various
stakeholder categories dhe DigitalAdvertisingindustry in India. Respondents for the depth
interviews included experts fromdAAgencies, Media Agencies, Ad Networks, Publishers,
Advertisersas well asiffiliate MarketingAgencies

SecondaryResearch- Secondary Researcivas doneto understand the structure and
dynamics of Indian Digital Advertising industry. Information from various published
resources was used to perform a data validation chedkformation collected from
Scondary as well aBrimary Researchhas beernthoroughly analyzed ithe preparation of

the report.

Additions to CurrentEdition of the Report - Since2007, the DigitalAdvertisingReport has
beenupdatedyear on yeato encompass changing market dynamit&w sections added in
the current edition of the report include

1 Mobile Advertising
1 Advertising on Social Media
1 Online AassifiedsAdvertising
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Inter net Usage inUrban India

The Internet, arguably the most exciting medium of the modern generation is witnessing
appreciable growth in India since the turn of the centuAs per {Cube 2011 estimates,
there are nearly 100 Mn Active Internet users in Indm of December 2011; of this 73
Million users reside in urban citig€Source: ICube 20)1 This represents a growth of almost
20%as compared to September 2010, when the number of Active Internet Userd9vas
Million. In terms of the number of Claimeédternet Users, the numbers have risen frai@
Million in 2010 to88 Million over the same period. This represents a growth of aldk@%oin
the last year. For a similar time frame, the number of PC Literates also exhibli2&%
increase with the totahumber of PC literates going up frob@6 Million to 119 Million In
simpler words, once an individual is exposed to the Internet, quite likely that he or she
would continue using it like any other media as television, newspapers or radio.

Source- IMRB International(All Figures in Milliony

sani B RHTHT
jaﬁﬂii i i i

s 67 70 73
55

) Illl
jliill

2004 2006 Mar-07 Mar-08 Mar-09 Mar-10 Mar-11 June-11 Sep-11 Dec-11

Urban Internet Users (In Million)

- PCLliterate - Claimed Internet Users . ActiveInternet Users = = Estimations

Figue (1)- Indian Urban Internet Users

The traditional devices for Internet access India have been Personal Computers and
Laptops. Increasingly now, Mobilkevices like mobile phones and tablet® devicesused
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regularlyfor Internet access With mobile phone penetration reaching dizzying levelsin.e.
excess of 70%cross India, this is not so surprising. Moreover, the cost of owning a feature
rich (and Internet enabledmobile phone is decigsingevery day As per various industry
estimates, one can avail of an Internet enabled phone for as littlRsa3000 (~%0 USD)in

India! Above all, mobile Internet subscription plans are also very affordable, starting at
about Rs. 50 £$1 USD per month. In addition, mobile telecom service providers are
bundling Internet services to various prepadd postpaid plans. As a consequence, mobile
phones are increasingly serving as an entry level access point for many Internet users today.

Once an individual realizes the power of the Internet, and its ability to offer real time
information so conveniently, it igelativelyunlikely that an individual would give up Internet
usage. Therefore even though traditional media such as televisitin remains the
preferred medium for information, entertainment and leisure, the Internet is catching up
fast Therefore understandably still, traditional media forms such as television, newspapers
and radio command majority of the Indian advertising piéncreasing penetration of
Internet has the potential to appreciably alter this landscape. While it is likely that television
will continue to dominate the bulk of Indian advertising revenues in the near future, the
Internet will make its presence felt drincrease its overall share in the currenthR50,000
CQrores (USD $10Billion) valued Indian advertisingdustry.

IMRB




Digital Advertising: Components

Introduction

Online advertisingnaybe defined as form of marketing communicationon the Internet
intended topersuade an Internet usefviewers, readers or listeners) to purchase or take an
actionbased oncontent displayed on a websi{@r welpage) Thiscommunicationmay be

in relation to products, ideals or services.

Advertisingviewed or consumel on mobile phones andablets is increasinglyan inherent
component ofonline advertising today k is therefore necessary t@ncompassheseforms
of advertisingogetherunder a categoryhich iscalledDigital Advertising In other words,
Digital Advertising issimply an extension of online advertisingcludingadvertisements on
mobile phones and tablets

Main Components oDigital Advertising

DigitalAdvertising can be classifiedtinthe followingmaincomponents

Display Ads Advertisementsthat are placed at various points on a web page that typically
contain logos, photographsther imagesor even text Banner ads are priced slightly higher
than Search Adandare known to have higher effectiveness.

SearchAds- Advertisements made up oéxt (displayed largely as sponsored links on search
engines)constitute this category. Thesee backed by hyperlinkbat when clicked on, take
the potential wistomer to the advertiser's wedite. Search Adare usuallylower in cost than
banners, as tay are simple and a lot of welbss accept them.

Online Classifiedg, Classifiedsnclude variouslistings that are posted on various websites
that are meant to attract consumers and sellers at a sisgke These listingare posted on
matrimonial/dating job or other B2Glassifiedvebsites.

Mobile Ads- The number ofActive Mobile Internet usershas touchedabout 35 Million
users(Source- ICube 2011pby March 2011 Thishasreached 48 Million by March 2012as
per latest reports As a result, dvertisements placed on mobile phones and tablets are
increasingly becoming commonplacgdditionally, Internet accessibilitys another reason
why Mobile Adsare increasingly gaining prominenc&loreover, alvertisers have realized
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that end users of suctievices predominantly belong highersocio economic classifications

(SEG) i.e. usually SEC A and SEC B. Therefore placemadvestisements to alesired
target groupcan beeffective.
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Market Sizeand Growth

As per the previous edition of tHadianDigital Advertisingreport by MRB Internationaind
IAMAL the Indian market wasNR 1,623Croresas of March 2010¢ comprisingdisplay,
search and classifiedAs perour primary research findings, the industry size has increased
to INR 2,27 Croresby March 2011and toINR 2,851 Croreas ofMarch 2012

It is expectedhat by FY2013he digital advertisement spends will bR 4,391 CroresOn
an average, the digital ad spends have been growing at 25%oyegar basisThe graph
below, showcaseghis industrygrowth.

All Figures are in Crores (INR)
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Figure (2) Indian Digital Advertising Market

It must be noted that Mobile Ad types have been additionally covered in this edition of the
report. So theFY201land FY2012indings include Displaysearchas well as Mobile Ads.
The FY2010 findings consisted of Display $&archAds, which were the dominant ad types

at the time.The findings foFY2012 includell three types.

Thetotal online advertising spend can be subdividedongthe following categades-

V Search
V Portals / Vortals

IMRB erech
11




AlAMAL

Internet And Mobile Association Of India

V Social Media

V Emalil

V Video

V Online Classifieds

Base — FY2012 Total Online Ad Spend (incl. Classifieds) — INR 2,850 Crores

B Search

W Portals / Vortals
H Social Media

H Email

H Video

H Mobile Ads

M Online Classifieds

Figure (3) Online Advertising SpendShare

As seen aboveSearchadvertisingconstitutes about20% of the total online advertising
spend or aboutNR570 Crores Display advertisementhich has many components form a
sizeable portion of advertising spends. Advertisements on portals and vortalslf@vhof
the overall pie (i.eINR 369 Crorgs Advertisements on Social Media, Email &fakos over
the Internet form 3% (INR 94 Croresp% (INR 144 Croregnd 2% (INR 59 Crores)
respectively Mobile ads form nearly% (INR 90 Crores) major proportioni.e around53%
of the overall digital advertising spendse classifieds listindNR 1,496 Crores)

IMRB erech
12 ‘




AlAMAL

Internet And Mobile Association Of India

Types ofDigital Ads and Growth

Display,Searchand Mobile Ads are thdominantonline ad types todaynot only in India,
but also globally As per primary researcim this phase of the researcibisplay andGearch
Ads are still the popular ones. Howevafpbile Adsare nowwidely increasing thanks to
the proliferation of mobile phonesn India as well ascreasedinternet connectivity.

The graph belowshowcasesthe growth in the online ads industry as per different
advertisement types.

All Figures are in Crores (INR)
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Figure (4} Main Types of Digital Advertising and Growth

Since 2010, spends in Search Ads have grown from INR 367 Crores to INR 574 Crores in
March 2012¢ an average “6-Y growth of 25%. Spends in Display ads have grown from INR
418 Crores to INR 676 Crores with an ager Yo-Y growth of 27%. Spends in online

classifieds have grown at 34%0Y on an average reaching INR 1,496 Crores as of March

2012.

Although smartphones have been in the global market as early as 2007, the lauadihetf
devicesasthe iPad by mid 201@s well as favorable economic conditiomave paved the
way for theMobile Adsecosystem to grow appreciably. By March 2QEY2011)Mobile Ads
accouned for aboutINR9O0 Croresof the total Indian Digital advertising industrin F2012,
the share of Mobile Adsave grown 17% and is BMR 105 Crores
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The graphdelow illustrate the share of revenue between the threeain advertisement
typesfor FY2010FY201hnd FY2012

FY 2010 FY 2011 FY 2012
4%

1B

sexe | ot || Gms ] s |

Figure (5) Share of Revenue among Types of Digaalvertisements

Thus, he percentageshare ofOnline Displayadvertising in the overalharket seems to be
increasing albeit only slightly Companies are trying to develop content similar to television,
whichcouldbe a reasorattributed for the same

Snartphones andlablets are gaining popularity. Sothe upcoming years withuch devices
becoming increasingly affordabte a largerbaseof people the share of mobile advertising
is sure to rise The opportunitiesfor individual mobile app developersas well as

organizationgo tap this market further argherefore worth considering

IMRB crech
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Display Ads

Online Display aslertisinghas matured quite an extent today. Various technologies are
being used to develop such ads. Disphalg usuallyare in the form of web banners that
contain imagesflash objects omteractive media using audio or video. The imagas be
static ordynamic. In terms ofTechnologyFormats, Display Ads areategorizedas follows-

V Image (GIF/JPEG)

V SimpleFlash

V Rich media with video

V Rich media without video

Display Adsre further classified intosub categories based ofiize of the Advertisement
They are broadly classified into the following typesth an illustration below

Banners & Leaderboards
Buttons

Rectangles & Boxes
Skyscrapers

< <K<

www jannat.canada.travel

Win a dream holiday to Canada. ot
Plus loads of exciting prizes & Tz
=

Canada e

Banners and Leaderboards

- - LIC

mﬂﬂda&u‘vﬂmﬁvm

Complete your Tropi wwwlicindia.in
breakfast with | = &

’Tropkam_'

| = From dreaming to cherishing...
o We nurture every need of yours!

.

vy

veurace s e stieamoverctsoiorecn. [

Now Breakfast Shall Win!

Buttons Rectangles and Boxes Skyscrapers

Figure (6) Display Advertising Types
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Display Ads Industry Wise Spend

A comparative chart below showcases the share of Display adverspieigd by various
industry verticalsfor the two financial years i.¢:Y201 and FY202.

Source — IMRB International

FY2011 - Base INR 571 Crores FY2012 — Base INR 676 Crores
Travel 17% 8%
BFSI 11% I 11%

Telecom 12% P 12%

Auto — 13% I 14%
6 I z%

N 3%

. 8%

. 8%

I 5%

I 5%

. 2

M 1%

I

Online Publishers
Others

Consumer Durables
IT

FMCG

Education

Electronic Media

Share of Display Ad Type Spend by Industry

Print Media

Figure (7} Share of Display Ad Type Spenbhdustrywise

As seen abovelravel and BFSlontinued to be the main spenders as farRisplayAds are
concerned. TheDisplayAd spend byAutomotive companieshas appreciably increasedts
overall share has risen fro8%in FY201@0 13%in FY20110 14%in FY2012

Ad Placemenbn Webpage

Banners and Leaderboardsre almost always placed on thiep of the webpage On the

other hand, rectangle and boxescan be placed either on théeft or right sidesof a
webpage. However, as per various research studies, these ad types are usually placed on
the right side of the web page.

Skyscrapersre another popular display ad type. These tend to be also placeatiexight
side of the webpage

IMRB eTech
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Display Ads Spend as pefechnology Format

As perFY202 survey findings, the manner in which Displayspend is dividedin terms of
technology formas) is explained by the following illustratian

Base — FY2012 Display Ad Spend — INR 676 Crores

H Image (GIF/JPEG)

B Simple Flash

1 Rich media with video

B Rich media without video

m Text

v Source — IMRB International

Figure (8) Display Ads By Technology Format

As seen aboveDisplay Adsusing Simple Flashforms the majority of online display
advertisements. They contribute abod®%to the total online display advertising spend.

IMRB :efedl
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Search Ads

Search advertisements type forms an important component of digital advertising.
Companies belonging to various verticals continue to invest in such advertisefoethgir
cost effectiveness A fewillustrations of Search Ads are given below

Examples of Search Advertisements

g fravel deals “

Adds - Why these ads! Ads - Why these ads?

Great Deals at Cleartrip - Flight Offers - Upto Rs 1500 Off .
www_cleartrip_com/Call- 1860-233-9000 Club Mahindra Holidays

Now Pay Back in Easy EMI. Book Now! woww, clubmahindra, com/Holiday_Packages
30% Instant CashBack on Flights - Travel Now & Pay Later in 3/5/9 EMI

Enjoy Holidays in Dream Destination
Quality Resorts @ Amazing Locations
Trip Deals - 90% Off - Get the Daily Best DEALS, Everyday.

www. shapdeal.comd_Trip+Deals Cheag Flights Ticket

Up To 90% Discount. Check Now! wrirer. yatra. comfAir-Tickets
Cheapest Prices. Fly Anywhere.

Flights at Rs. 2500 Flat - Fly Amwhere to Amywhere in India. Special Offers. Book Right Now!

weari,via, com/Flight-Offers _

Taxes Included. Book Now @ Via.com! 25 Year Holiday Package

Holiday for 25 yrs at Today's Price

Flights, Cheap Hotels at MakehyTrip - India's Mo 1 Travel Site ... EMI starts at Rs 2458, Signup Now!

wniw. makemytrip.com/
Find best deals on Flight Tickets, Hotel Bookings, Honeymoon Holiday Packages, Bus o
and Train / Railway reservations for your India and International Travel at ... Upto '?O*{O Fli htS.

Figure (9} lllustration of anOnline Search Ad

Google which is the industry leader as far as Search is considered, dominates the Search
advertising revenue.lt is widely expected to garnen excess of 75%f Search ad type
revenue.

Search Ad TypesSEO vs SEM

As per the primary findings, theearch Base - FY2012 Search Ad Spend - INR 574 Crores
ad type spend is shared betweSEM
and SEQ.e. Search EngenMarketing
and Search Engine Optimizatiol
respectively

W SEO (Optimization)

m SEM (Buying / Bidding
Adwords)

Search Spend - SEO vs SEM

As seen in the graph, SEM. buying or
bidding for Adwords forms the
majority of Search ad budget.

Source - IMRB International

Figure (10} Search Ads SEO vs SEM

|M RB elech
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About 90%of Search spend is in terms SEMi.e. INR525 Crores as compared tdNR B
Croresfor SEO

Search Ads Industry Wise Spend

A comparative chart below showcases theare of Search advertising spend by various
industry verticals for the two financial years /201 and FY202.

Source — IMRB International
FY2011 - Base INR 499 Crores FY2012 - Base INR 574 Crores

BFSI 20% I 20%

‘ X
N
w
X

§ Travel T 23%
w
S
2 Online Publishers 5 . 13%
>
2 IT 10% I 0%
o]
5 Telecom 9%
9%
o
n
g_ Others s 5%
=
= Auto — e
<
= Education I 4%
S
©
e FMCG I 2%
©
o Consumer Durables B 3%
s ) )
= Print Media B
Electronic Media M 2%

Figure (11) Share of Search Ad Type Speriddustrywise

As seen aboveBF$ Travel and Online Publishergere the main spenderas far asSearch
Adswere concerned. The Travel verticaQ sharehas increasedrom 20%in FY201Qo 23%
in FY201knd has beemelativelystable at23% in FY2012

In fact, the share by industry verticahas been virtually the same for both FY2011land
FY2012

|MRB erech
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Mobile Ads

Globally, theMobile Adsecosystem hasgeveloped withthe arrival ofSmartphonesin 2007,
when Apple formally launched thePhone Other companies lik&amsung, Nokia, Google
Microsoft etc are playing catch upbut are increasingly playing a major role in thar of
smartmobile phones and tablets

Mobile applications2 NJ W hsLtlieJa &e popularlknown as have playeda major role as
far as popularity of the digital medium is concernelah. India of course, ith the arrival of
tablet devices in 2010, the digital ecosystem kaslved TheiPad, Galaxy Tab have been
the front runners as far as tabletievicesare concerned.

Mobile Ad Types

a4 LISNJ Law. LYGSNY I GA 2y ItheQrain liypds YoF Nbbile & dzNIJ S &
advertisements include

1 WAP / Browser Based Ads
1 In-App Advertisements
1 Short Messaging Services (SMS)

As seen with the figure, the
advertising viewed onMobile

Browsers or WAPforms the

largest share of mobile
advertising af75%

This translates in absolute
spend of INR 79 Crores in
FY202.

Mobile Ads - Types

Source — IMRB International

Figure (12} Mobile Advertisement- Types
Comparatively, aboutNR 21 Croreswas spent onin-App Advertising and aboutINR 5

Croreson SMSoy various companies investing in mobile advertisements.
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