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For the next
few months,
Indiawill be
living cricket
—withthe
1CC World

Stuthi Radhakrishnan & Rajiv Banerjee

HE build-up has all the ingredients of an eyeball-
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ferent, The ICC World Cup is a nation game, while the IPL is
about cltes or cubs, almost a realiy share packed with
ddrama, entertainment and of course, a game of 20-over crick-
et he Workd Cup happensevery four yearsand s he mst
coveted trophy for any test playing nation and hence,
unuln]mlak»lr tothelIL.
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ing. PepsiCo ndia says “We are lookingata pres-
ence in both. Of cours, it's not enough be-
ing presentin either the World Cup or the
IPL It's about maximising the platiorms
to communicate the big idea” For

Reebok, the focus is the World Cup
CUD and ”!e” and Sajid Shamim, executive director
theIndian  marketingand salesat Reebok say
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portant MO, LG Electronics says the World
Cupallowsalarge ran; ssumers to be connected, while for
the IPL the durable brand is only a broadcast sponsor. “With the
World Cup e concenirating morecn onine andon-ground
activation. Whereas, for the IPL, it's more of TV spots,” says
G 1CC forthe

ors,itisa big risk. With the IPL, there isa certain
m R andone} k.mm what oneis getting into. At least,
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Sure, the mega eventis coming back 10T
after more than a decade and there's
buzz all over the subcontinent, but on
team India’s shoulders rests not only the
Hopes of a biion Indians but milios of
v dollars. “World Cup s serous
ket wle s entetanment labs
ket The imercaticve It
p hinges on India’s perform-
ance? says Marh Shiyan, managing
partrier, OMD. “The World Cup is high
igh retun, Indiadrops out then
‘sasunken cause,” agrees Gururaj of Me-
diacom, Market observers say that World
Cupoffcial broadcaster ESPN realises this
and the strategy of selling packages is a
wise move. “They also understand the
budget pressure of a dient as IPL follows
immediately after the World Cup,” saysa
senormarkete: usicysouresndicte
spi looming large, TS
Looking 1 pamacr T30 oo i el e
With joint presenting sponsors paying 255
crore and associate sponsors shelling out
crore, the channel s charging 3.5
Lk for (0 ssconds, saysomces. Aloke
ESPN ‘Software says_ that
lhe) R Gl posive bout the Word
Cup. “The response we've received from
brands for the World Cup s very encour-
aging. Tn fact, we're almost sold out.”
(Read il interview below)

Dot Punitha Arumisgam; Group CEO,
Madison World. says that though the
World Cup s alarget event a far o sale
is concemed, IPL spotsare selling ata pre-
‘mium this year when compared to last
year. “The IPL is more or less sold out
They (the broadcasters) hardly have 300.
400 seconds eft, The World Cup s slowly
Hoting up now. RoliL Gupta president,
Sony Entertainment Televisic
conbdent that TEL wil be = igaes pley
than the World Cup. “All sponsorships of
IPLwere sold six months n advance and
because of the overwhelming response
that we gotthis yerr we had o ncrease
hesponsorlipslos fom 1010 11,5035
Gupta (Read il interview ielow).
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fair between 0 properties and ob-
el Sl g
mouraswell. Wilthe Word Cupprovid-
inga full twomonths of cricket, the Indian
Subcontnent milbe headlog it into
another two-month cricket carival. “TPL
willhave74 matchesandie e of ioo
much eri
ellec i he g saysanother aeda
managerfrom alcading consunnerbrand

itsnotjust thelndian cricket team
that shusy strategising, but marketers 100

the World Cup falls inside the current f
nancial year, while the PL i in the next
Hence, marketing budgets et divided and

ut its known 1o be a
sameof gorious uncertaintiesand one can
never be sure until thelast bal.
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Inacluttered ad space, on-ground activation could provide marketers
the bang for the buck’

his World Cup, marketers want to
have a conversation with the target
audence, ot that ifsany diffrent
on_any other occasion, but crid
Wil it high.decbel maketlng Spends e
quires that Kind of engagement,
creating excitement around mul-
tple touchpoints.

For PepsiCo, activation means
reaching out to two sets of con-
sumers. One set s touched upon
by 2 thematic campalgn acros
print, television, s while
another set is a more involved
one. Pepsco has come up with a
seality show in partnership with a

channel that allows con-
sumers to participate and share
their xperience of waiching n-
e World Cup. “So the,
willwatch and share thel exper.
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vation as the most important part of it all. Big
his themerchandise partnerfor
social media
and the digital medium strongly to support
them in their activation plans, *Our Fac
book page has received a lot of
positive response and we expect
1o scll a million pieces of mer-
chandise this season”, says San-
eev Agraval, Joint
tail. Tntere
.\.,m.‘»kmwum e
investmnent opportunity.
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Singh Arora, |:w - marketing, proach for the World Cup. “With
Pepsico, ad: at social an the World Cup its 360 degree acti-
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The use of technology of plat-

brainer, say marketers,
mediaare Where the target andl
ence is also present. “There are 17 million
users of \oual networks in India and il only
hall of the; 1 these networ
i e vent, i 3 buge base o stk
ing abouwt,” says Arora.

A number of brands associated with the
World Cupare placing their social media acti-
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Vdopla, at online and. =
video monetisation company as
the exclusive sales agent for live
Sresaingof e matihes an et
website. Brands like Perfetti,
Spice Digital, Spicciet,
Hindustan Unilever have already
come on board to maximise their
online presence.
Debadutia Upadhyaya, VE.
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utes on the site. Brands are trying
tobuild an ecosystem around it”,

she says. “Consumers are evoly
sumption of online streamin,
0

Be it online or ground-level activation,
s e sping thelc o for s ioid
Cup. After all, it is the cup that cveryone
wahistowin,



