Advemsem cheer as India-Og sertes a hit

Priyanka matches, the risk of getting a good re-
~ sponseisusuallylowascomparedto
Mumbai, Nov 4: The Champions the matches where India is com-

League T20 (CLT20) and Champions
Trophy may have failed to meet the ex- R
pectationsof advertisers, butthe cur-
rent India-Australia ODI series has
broughtback thecheers, With Team 8
Indiaalready having won twomatch-
o8, NeoSportsiseyeingabiggerpleof
advertising revenue from the series.
Indian Premier League 2 (IPL2)
generated over Rs 400 crore ad rev-
enue for SET Max, while ESPN Star

peting against teams like Aus-
tralia. Investment in the
‘% ongoing India-Australia

% - movebyadvertisers,

since it has the two
top teams playing
¢ sevenmatches. There
~ isalreadyalotof excite-
" mentaround the series.”

Aiming at an advertis-
Sports was looking at Rs 500 crove ad ingrevenueof Rs150crore,
revenue from Champions Trophy and ) thebroadcaster hasroped
Champions League. While the compa-

ny refused to comment on the actual ym

in FMCG major Procter & Gamble's
Gillette brand as one of the advertisers.
Abhishek Verma, head, marketing and
communications, Neo Sports, said, “Af-
teragapof twoyears, Gillette has come
on board to advertise in the game of
cricket, For the pastfew months, FMCG
firms were notinvestingmuch in erick-
‘etand telecomand autocompanieshave
beenshowingmoreinterest.

Neo has also signed Hero Honda as

‘thetitlesponsorfor theODIseries, while

it has roped in Tata Docomo, Tata Mo-
tors, HP, Samsung, Perfetti and Airtel

DTHasadvertisers. AmitRay, president -

and COO, Lintas Media Group, said,

revenue generated, sources said the
poor response of the two tournaments
made it impossible for ESPN to meet
thesettarget.

On the low viewer appeal for CLT20,
MaheshRanka, generalmanager, Relay
Worldwide, Starcom MediaVest Group,
said, “The fundamental shructure of
CLT20 was not very appealing. In such

TataMotors,

= With India already having won two matches in the series, Neo Sports is
eyeing a bigger pie of the advertising revenue from the series

« Alming at advertising revenue of Rs 150 crore, the broadcaster has
roped in Procter & Gamble's Gillette brand as one of the advertisers:

» Neo has also signed Hero Honda as title sponsor and Tata Docoma,
HP, Samsung, Perfett] and Airtel DTH as advertisers

« Recent aMap ratings show the previous three matches have already
garnered TVRs of above 5

C

‘200

“The target of Rs 150 crore set by the
broadeaster will be easily met as the se-
rieshashighinterestrate.”

ESPN charged around Rs 2-3 lakh for
the 10-second ad spots for CLT20 and Rs
1.5 lakh for Champions Trophy. While
the Champions Trophy didn't look ap-
pealingduetoIndia'searly exitfromthe
tournament, ESPN had unsold invento-
ryinexcessof 30% despitelowpricingof
the ad spots. Meanwhile, ESPN's own
property, Twenty2( World Cup, thisyear
sold the 10-second spots at Rs 2.75 lakh.

“For bulk ads, we are charging Rs 3.5
Jakh for a 10-second ad spot, while the
normal 10-secondad standsat Rs4lakh.
This amount could be increased in the
ramainlmruatcheaasweareupentoad
vertisers investing in the last three
matches,” Abhishek Vermaadded.

Recent aMap ratings show the previ-
ous three matches of the series have al-
ready garnered TVRs of above 6§,
compared to1.16 TVRe infirstsixmatch-
esof CLT20. The India-Australia ODI se-
ries started on October 25 and the final
matchwillbeplayedonNovember11.
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