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MILLION: The number of
people who watched IPL-2
on TV by match 31, as
against 95 million last year.108 The average number of

sponsors per team, which
will bring is nearly Rs 15-20
crore to each team.6-7 MILLION: The number of

page views reported by
the Chennai Super Kings
website so far. 1.5 The revenue that the

TV channel MAX is 
expected to earn from
on-air advertising. Rs850cr

The cost per
10 seconds
for an ad spot
on MAX .Rs4lakh

The TRP for the Kings XI
versus KKR match on
April 27, beating those
of popular soaps.6.29 NUMBERS

THAT 
MATTER

The second season of the Indian
Premier League has proved
doomsayers wrong, beating 
the economic recession with
runs, glamour and money

THE IPL, someone said, is recession-
proof.” Sneha Rajani, the business
head of MAX (now called Multi
Screen Media) isn’t way of the mark
when she says that. After all, even
after the whopping Rs 8,200 crore

her channel had spent in securing the broad-
cast rights of IPL-2 from the Board of Con-
trol for Cricket in India (BCCI), it is still
laughing its way to the bank — it is expected
to rake in three times the moolah it did last
season from advertising revenues alone (Rs
238 crore). With the extravaganza half-way
down its journey this year, doomsday pre-
dictions about a tepid IPL-2 — due to rea-
sons as varied as the general elections in
India, the relocation of the venue to South
Africa, competition from popular soaps on
other channels — have been proved wrong.

The channel’s ad slots are going for an estimated Rs
4 lakh per 10 seconds, compared to Rs 2 lakh per 10 se-
conds for primetime soaps. As many as 38 companies
have bought air time of around 24,500 seconds. “The
strategic break time at the end of 10 overs of each
side’s innings will help Sony garner even more reve-
nues,” says Nandini Dias, general manager, Lodestar
Media, one of the biggest media buying agencies in the
country that purchases airtime on channels on behalf
of various brands.

Vodafone alone has bought about 300 seconds per
game to launch its own IPL stars, the Zoozoos — the
cute white things that look like aliens but laugh out
loud. Vodafone has spent money worth four months of
its media spend on creating these ads specifically for
IPL-2. Thirty commercials have been made on a record
budget of Rs 3 crore. And they’ve paid off, considering
the brand has been the most visible between April 19
and 25, according to TAM AdEx data. Says Vodafone
Essar director (marketing and new business) Harit
Nagpal, “The IPL is where we aim to showcase our
products and services to the eyeballs on TV. If there
are 10,000 on the ground, there are 10 lakh tuned in to
television. We have invested in 10 lakh, not 10,000.”

Even though the channel’s TRPs have been margin-
ally lower this year, the IPL-2 has recorded a substan-
tially higher number of viewers tuning in compared
with the previous season. “Our cumulative reach in 15
days has been close to 106 million, compared with 102
million in 44 days at last year’s IPL,” says a triumphant
Rajani. By the 31st match (played on May 5 between
Delhi Daredevils and Kolkata Knight Riders), 108 mil-
lion people had tuned in to the IPL, compared to 95
million last year. In the week April 26 to May 2, the
match between Kolkata Knight Riders and Kings XI
Punjab had the highest rating of 6.29 — way ahead of
reigning soaps like Bidaai (Star Plus, 5.13), Yeh Rishta
Kya Kehlata Hai (Star Plus, 4.73) and Balika Vadhu
(Colors, 4.17) in cable and satellite homes.

Looks like all those who had doubted the genius of
Lalit Modi’s million-dollar baby can now sit back and
chew their nails. As Anil Wanvari, founder-CEO and
editor-in-chief of indiantelevision.com, points out, “In
such a competitive environment, getting such ratings
is commendable. The tournament has been a brutal
contest with very close matches. It has made for de-
lightful viewing. Other countries are talking about
forming their own leagues, thanks to the success of
the IPL.”

What’s more surprising is the fact that latecomers
are ready to ride the IPL bandwagon, even though the
tournament is half-way through. Says Rakesh Singh,
marketing head of Chennai Super Kings (CSK), “Peo-
ple have realised that the IPL gives them a lot of
mileage. That’s why we have more than double the
number of sponsors we had last year. Two came on
board after the venue was shifted to South Africa.
Half-way through the IPL, some are still
in talks with us.”

The IPL moneybags
Money is clearly pouring in — recession
be damned. Says Indranil Das Blah,
Vice President, Matchpoint Sports, a
Globosport company: “The number of
brands per team has increased, with
most teams roping in an average of six-
seven sponsors each. This translates
into an income of approximately Rs 15
crore to Rs 20 crore from sponsorships.”

Besides sponsors, the sub-industry of
IPL merchandising, too, is raking it in.
Industry estimates for the IPL-2 merch-
andising alone have pegged the sales at
more than Rs 80 crore. The CSK mer-
chandise is running out of stock every
three days, with Dhoni T-shirts leading
the sales. “We have created new fans in
Cape Town, Durban and Port Eliza-
beth,” says Singh, who now aims to earn
10 per cent of the team’s revenue tar-
gets from merchandise sales. 

Raghu Iyer, chief marketing officer of
the Emerging Media Group that owns
Rajasthan Royals, is hoping to earn 10-

15 per cent of the team’s revenue
through merchandise sales
over the next couple of
years as well. 

IPL merchandise, for
most fans, is as close
as they can get to
possessing a slice of
the cricket craze
that they all want
to be badly part of.
No wonder, fans
around the world
are lapping up the
merchandise with
Kings XI selling the
most out of the five
teams that have tied up
with eBay. Nearly 40 per
cent of the team’s tees, jer-
seys, mugs and caps are being sold
in international territory, including
countries like Finland, Germany, the US
and Spain, which have traditionally had
nothing to do with cricket, but have the
number of NRIs to support the mer-
chandise sales. 

More cash is flowing for the fran-

chisees as well, most of which lost
between Rs 5 crore and Rs 22.5

crore last year, says Samir
Kale, MD of the commu-

nications consultancy
CMCG India. Agrees
Blah, “With the new
broadcast agreement
between the BCCI
and Multi Screen
Media (Sony TV), the
BCCI will receive a lot
more than the initial
agreement signed by

the parties last year.
Eighty per cent of this

revenue will go to the
franchisees.” 

Kale estimates that each
team will make an additional Rs

13 crore from television alone
because of the steep upward revision in
the sum assured to BCCI by MSM.
“Some teams may break-even immedi-
ately,” he says. A couple of teams are
already exploring the option of going
public. Clearly, owning an IPL franchise
makes good business sense.

A big six for tourism
One of the biggest beneficiaries of IPL
economics has been the tourism indus-
try, specifically the traffic directed to
South Africa. Says P. Srinivas, Senior
Vice President Special Interest Tours,
SOTC, “The shift in the IPL venue to
South Africa has been a blessing in dis-
guise for the tourism industry. There
was a 75 per cent increase in tourist traf-
fic from India to South Africa last
month.” His travel company has sent a
thousand fans to South Africa so far
and expects to send at least 300 more
by the end of the season. 

Cox & Kings will send 1,500 passen-
gers to South Africa by the end of June,
says Thomas C. Thottathil, the com-
pany’s corporate communications
head. Another 1,000 have been sent by
Thomas Cook India. “All the negativi-
ties associated with travel in these
times of economic downturn have been
buffered by the IPL. In these days of
recession, can you imagine additional
flights going to South Africa from

India? Bigger aircraft and more flights
are operating between the two coun-
tries now,” says Nalini Gupta of Thom-
as Cook. What’s interesting, she says, is
that more business-class passengers
are travelling. “Till the 26th, the flights
are fairly full, and it’s not easy to get big
group bookings.”

The South African Tourism Board,
naturally, is on a song and hopes the
good phase continues. “We hope to see
a significant rise in the number of tou-
rist arrivals for 2009 with the ICC Crick-
et Champions Trophy that will also take
place in South Africa later this year,”
says Medha Sampat, country head,
South African Tourism – India. Clearly,
cricket has scored a six for the travel
industry.

The KKR economics
The only dark cloud so far in the sunny
story of IPL-2 is the Apocalypse Now
situation for the extravaganza’s most
flamboyant star, Shah Rukh Khan.
King Khan was among the few fran-

chisees (by some estimates, the only
franchisee) who made money last year.
But this season, his star-crossed team
Kolkata Knight Riders (KKR) is des-
perately in need of a knight to rescue it
from total collapse. There are rumours
that he is contemplating dropping
‘Kolkata’ from the name of the team,
valued at Rs 300 crore, and even plan-
ning to sell 20 per cent stake. Though
he has denied the rumours, the
fact that the unhappy star
returned to India disap-
pointed after his boys
lost their fifth match,
says a lot.

Blah notes, “It’s
not just cricket
that has gone
wrong with the
team. There are
numerous other
things — the con-
troversial multi-
captain theory,
lack of leadership on
and off the field, the
mystery blogger … .” 

The team, though, will make money
this year as well, for the sponsorship
deals had been inked before their disas-
trous slide. Kale likens the IPL teams
to those that participate in F1 motor
sports.

“So many teams participate in the F1
and some never win. They still partici-
pate and retain a certain intrinsic value.
Even if KKR is struggling this year, they

have some good players and they can
put up a better performance next

year. Besides, SRK’s value is
still attached to the team.

It’s not as if the value of
SRK has gone down,”
says Kale.

The future of KKR de-
pends not just on SRK’s
brand value but also on
the team’s performance.
“If SRK sticks with the
team and plays a very
active role, brands

should stay with the team
since most of them have

already had a long history
with SRK,” says Blah. 

He adds a disclaimer, though. “KKR
have been perhaps the most hyped IPL
team over the last two years but the
bottom-line is that the team must per-
form, else even SRK’s charisma, charm
and hype will not save it,” he says.

As SRK writes in his last blog post,
which hasn’t been updated for the last
two weeks: “The best of us get hit…
Mohammad Ali got hit… Carl Lewis got
hit… John Buchanan must have been
hit… Sourav Ganguly here has been hit
several times...We have been hit and hit
hard, so the difficult part is over now.
We all should accept that we do lie at
this point very nearly on the floor. So
now comes the part, which is more
important. The part that we need to
show everyone around us, that we can
take a hit; we can fall down; but we also
know how to scrape ourselves from the
floor and continue to fight.”

As long as the fight brings in the big
bucks, the teams are ready to play it up
and the audience, as always, is ready to
lap it up.
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THE HIGHS

THE LOWS

ZOOZOOs
The Zoozoos have stood out in
the IPL jamboree. Vodafone
has exhausted its media spend
of four months on these ads.

Mandira Bedi
Her butch-with-cleavage look
isn’t a patch on her oomphy
noodle strap image during
World Cup 2003. Why’s she
trying so hard to sound like 
a cricket pundit?

Strategy Breaks
The mandatory 7.5-minute break
at the end of 10 overs, done enti-
rely for the TV partner, affect the
game’s momentum, inevitably
leading to a fall of wickets.

KKR
King Khan abandoned his kni-
ghts in South Africa after they
lost their fifth match. The buzz
is that he’s selling a 20 per cent
stake in his Rs 300-crore team.

The merchan-
dising sub-industry
is raking it in with

expected sales worth 
Rs 80 crore. Rajasthan

Royals hope to earn 10-15
per cent of the team’s

revenue from mer-
chandise sales over

the next couple 
of years.

The
tourism

industry is on a
song for there has

been a 50-75 per cent
increase in the flow of
tourists from India to

South Africa ever since
IPL-2 began. Three
additional flights

have also 
taken off.

BANG FOR
THE BUCKS?

HAS IPL 
DELIVERED

MERCHANDISE
M.S. Dhoni T-shirts are running
out of stock every three days.

TV AUDIENCES
The venue may be South Africa
but IPL-2 has been scoring big
on TV ratings back home.


