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was quictly sniggering, After all, they

were happily adding to thei
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and October, even as advertisers were
Aecing from rival ESPN Stag Sports’
Champions ‘Tropy and Champion:
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25/10/09 Neo Cricket
28/10/09 Neo Cricket
31/10/09 Neo Cricket
02/11/09 Neo Cricket
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ons u|-.}|1., (thee CH ten

nament weith ewght interna

trontal teans wherve i
madde an early exit) got an
average of 11 and Champi-
ons League, which was
betting big on the 'T°20 for-
mat, got an average of just
1.7 TRPs. Even ESPN's
Rs. 100) marketing
buzz fatled to give a push

crore

to the tournament ratings.,
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entirely unwarranted. Ad

vertisers have teamed up i1
hordes and Neo's strategy
to buy up rights of all crick

et extravaganzas in India
has seemingly paid otf, So
how did Neo Sports try 1o
liven up the damp mood ol
hoth the viewers and adves

tisers and give a boost to 1ts
six month-long ericketing
season (which }.J'H.J.I’f'rf_;.’.i.'..f
after the e ponts

ays are still in vogue!
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marketing of

cussed largely on print
and television (a 6040 re
fra), It also roped-in con
troversial  yet  populas

cricketer Harbhajan Singh as the brand
ambassador to promote the tourna

ment.. And it was not just advertising!
Neo has activated a lot of PR activities,
“We orgamised lots of media imterac-
tions with players and other key people.
T'his generated extra mterest amongst
the audience and boosted their confi-
dence in ericket.”

And the good start of the ODI tour
nament reflects that the channel’s el-
forts have worked, As per aMap, the
fourth India-Australia QDI got a "T'RP
of 2, Neo Sports” Marketing Head Ab-

hishek Verma, says, “We are very happy

with the initial response to the tourna-
ment. And these are aMap ratings...
The TAM ratings for ericket matches
are penerally double of that of aMap.
hlml'{-m-m‘, as it is becoming a close
fight for the series we are expecting at

average 'TAM ratings ol 8-0 points tor

the entire tournament, ‘The advertis-
ers' response 1o the tournament has
qlso been good, Neo bports gol eight
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Ponsors on board, including
brands like Herg | fonda, Tata
DoCoMo, Gillete ¢f al. In
fact, DaCoMo has ioined in
45 A sponsor for the entire six
month season on Neo cricket
I'he ad rates are Rs.3.5 lakh
tor a 10-second slot for bulk
buyers and for usual buyers,
It 15 Rs.4 lakh. This is at par
with the much h'.']:r-ri P 2
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the warm re ponse from ad-
vertisers for the Hero Honda
Cup despite the recent bad
performance of cricketing events on
TV, a media planner said, “Anv India
playing cricket attract eveballs. That's
why bilateral tournaments with India
get a very high rating and wider reach,
compared to a4 tournament or a Twen-
ty20) cricket (excluding IPL). This is
because there 18 no fear of India get-
ting knocked out. And that's why ad-
vertisers are excited about the India-
\ustralia series.” Neo ericket 18 ex-
pecting Rs. 150 crore revenues from the
ongoing HH Cup alone. For the six
month long season the channel expects
ad revenues approximating to Rs.500-
600 crore. This figure 1s close to 40%
of the entire advertising spend on
cricket in a vear (Rs. [J00-1500 crore).

But the question is with channels
like ESPN (seasoned in sports broad-
casting elobally) and SETMAX (that
has some of the hottest ericket proper-
ties). will a two vear-old channel like
Neo cricket be able to make a space tor
> (O the face of 1L, this may look
like a herculean task, but
N e has been doing well on
the back of the telecast
rights for all international
;u-u.i domestie cricket
plaved India. In tact, the
channel became the most
watched sports channel in
2008, with a market share

el

of almaost 28%.
And keeping mind In-
dha's faseination tor ericket

(cat least when the .'I-.’ie'u in
lue are around), Neo 18

gitting on a gold mine... at
least till it owns those tele-

cast rights! 1Y
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