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W
ith brands 
battling to capture 
roving minds 
and meandering 
consumer gazes 
the stage is all set 

for a mighty game of tug-of-
war. Only thing is that while 
the rope is always stretched 
in this game, the pull has 
become even stronger amidst 
the thawing global economy. 
And the advertisers are busy 
digging for fresher ideas and 
platforms that can powerfully 
strike their consumer’s hearts 
in infinitesimal money. The 
new kid on the block is in-game 
advertising, a phenomenon that 
even inspired then presidential 
candidate Barrack Obama to 
invest some precious dollars in 
the game Burnout Paradise. Well, 
though one may not know if the 
game worked any wonders for 
President Obama, on the Indian 
landscape this burgeoning 
medium is seeing a wide gamut 
of brands experimenting with it. 
These brands include everything 
from Gillette to Pepsi to Intel 
to Maybelline. And some in 
the industry note that even the 
financial institutions are slowly 
waking up to the fact that they 
need to explain their complex 
products in a fun and interactive 
manner.

Gaming companies offer 
content on mobile and web 
space, whereby they either 

dexterously insert brands into 
games or create advergames 
around the attributes of brands 
so that consumers can ‘virtually’ 
touch or experience the brand. 
For instance, Zapak Digital 
Entertainment Limited created 
an advergame around Tata Nano 
where the player had to drive 
Nano through the congested 
city road and maneuver the car 
between crossing pedestrians, 
and obstacles like manholes and 
reach the destination before the 
time runs out. Contest2Win too 
had developed the ‘Pepsi Cricket 
Challenge’ and ‘Rapid Core,’ for 
Intel Core2Duo processor. While 
the first advergame was aimed 
at creating an online extension 
to the Blue Billion campaign 
highlighting the connect with 
cricket for the ICC Champions 
Trophy, the second was  built on 
the idea of racing and picking 
Intel Core2Duo boosters on the 
way to defeat the opponent. 

On the mobile platform, 
Synqua Games a Mumbai-
based mobile game studio is 
developing and distributing 
mobile games based on popular 
comic book characters such as 
Arjuna, Bheema, Suppandi and 
Shikari Shambu. Indiagames 
too captured the mobile space 
with a cricket game in which it 
strategically embedded Gillette.

Developers and distributors 
of these games feel that the 
success mantra lies in perfect 
sync of brand with the game. 
“Online gaming sites allure the 

brand with the figures of users 
visiting the site. But until the 
game is actually relevant to the 
brand, it is as bad as people seeing 
your hoarding,” says Nikhil 
Sarup, Senior Vice President, 
Digital Marketing of Solutions I 
Digitas. Vishal Gondal, CEO of 
Indiagames also says, “Primary 
entertainment auction is the 
game and the brand should be 
integrated into the game without 
compromising on the essence of 
the game.”

And these gaming companies 
endeavour to integrate the brand 
strategically into the game 
offering an interaction between 
the consumer and the brand that 
last for few minutes unlike other 
mediums. 

The exhilarating factor
Many in the industry believe 

that unlike television this 
medium does not throw the 
message down the consumer’s 
throat neither does it intrude 
the user’s gaming experience. 
So, with all the goodies it has 
to offer has the medium cast 
a good spell on the Indian 
marketers and advertisers? 
“The response has been great 
in India. The reason is simple - 
the performance of the ads - in-
game ads (pre game, mid game 
and post game) generate about 
2-3% CTR’s compared to 0.2 % 
of regular ads, so advertisers love 
buying ads that work 10 times 
better,” says Alok Kejriwal, CEO 
and Co-Founder of Games2win. 

He points out since the target 
audience is defined it reduces 
spillage and wastage. 

Also, since the medium 
engages the player it brings 
about visibility and brand 
exposure. “Online games are 
a lean-forward medium that 
allows the brand to interact with 
the medium for a much longer 
time and unlike television ads 
it’s not intrusive,” says Quentin 
Staes-Polet, CEO of Kreeda 
games. He points out that even 
in the online world it gives 
better ROI than the normal web 
advertisements. Salil Bhargava, 
CEO of Jump Games says, “It is 
an ideal platform for any brand 
targeting consumers in age 
group of 10 to 30 years as male 
populace particularly spends a 
considerable time gaming.” 

Rohit Sharma, COO of 
Zapak says large chunk of their 
revenue comes from in-game 
and advergaming. He observes 
that this medium is extremely 
crucial for any brand trying 
to connect with the youth as 
it has huge potential on the 
internet and mobile medium. 
“Gaming attracts smarter people 
who have higher intelligence 
than average audience and any 
brand that wants to build long-
term brand loyalty amongst 
the youth must explore this 
conduit of communication,” says 
Rajnish, founder of Lightworx 
Media. Abhijit Jayapal of Synqua 
Games also explains, “Strategic 
in-game placement of brands 
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allows recall and reinforcement 
of brand in a non-intrusive 
manner.” He points out that 
mostly ads are placed while 
the game is loading or during 
the transition from one level to 
other, which doesn’t impede the 
gaming experience. 

What attracts marketers is 
the potential of gaming that 
allows consumers to interact 
with the brand before actually 
walking into a store. Kanika 
Mathur, President & Co-founder, 
Solutions I Digitas points at 
Denuo’s approach of inserting 
the Cadillac into Project 
Gotham racing videogame on 
the Xbox 360. Cadillac offered 
free downloadable content 
pack on the Xbox 360 for the 
Project Gotham Racing 3 (PGR3) 
videogame title. Mathur says, 
“Gaming allows the user to 
actually test drive the car and 
experience thrill of driving a 

Cadillac, which enhances the 
image of the car.” Amardeep 
Singh of Interactive Avenues 
says, “Intel is heavily promoting 
itself on the internet as it wants 
to catch the younger audience. 
And gaming allows the audience 
to interact with the brand so 
when they actually go to buy a 
PC they are familiar with Intel.”  

As for the mobile space, many 
have high expectations with the 
roll out of 3G. “3G will definitely 
make network and downloading 
speed better. Though I don’t see 
an overnight revolution it will 
make the consumption of the 
content much easier and faster,” 
says Bhargava. 

Gondal points out that 
currently there are 4 million 
paid downloads and another 4 
million free gaming downloads, 
which allow 15 to 60 minutes of 
interaction with the gamer. With 
3G coming in mobile gaming 

penetration will increase to six 
to seven percent.

Both Sharma and Polet also 
believe it will open new doors 
as it offers huge opportunity 
for mobile advertisement 
and good revenue stream for 
game developers. With mobile 
becoming ubiquitous in India, 
Jayapal feels that this new 
technology will make navigation 
and downloading of games as 
well as delivering of ads much 
faster and easier.

Are media agencies effectively 
harnessing the new medium?

Polet says it is not that 
advertisers and media agencies 
are not ready, the issue is we have 
relative small gamer base and 
in wake of economic meltdown 
there is a harder battle for the 
advertising dollar. Jayapal says, 
“Media agencies are definitely 
more comfortable and just as 

online ads have picked up, 
in-game advertising will also 
strengthen its foothold in the 
media mix once the planners 
become more aware of its 
potential.” Kejriwal says, “Most 
agencies have given us release 
orders, and this is now a regular 
feature in the online media 
mix though it’s another matter 
that online media itself has a 
little share in the total ad spend 
plan.” Bhargava also says, “I 
think the agencies have become 
more receptive of gaming and 
gradually there will be a shift in 
approach that focuses currently 
more on mass media.”

However, some in the 
industry also believe that 
the media agencies still need 
to embrace this budding 
advertising avenue. “Media 
agencies lack the understanding 
of the medium. They are 
currently content with flash 
games and they equate games 
to banners on the website,” says 
Gondal. Bhargava also says, “I 
think though the agencies have 
become more receptive the bulk 
of focus still remains on mass 
media.” Punitha Arumugam, 
CEO of Madison Media group 
says, “Youth and male oriented 
brands would love to explore 
the medium but media agencies 
are ill-equipped to meet clients 
expectations.” Singh points out 
that though most online agencies 
can tackle in-game advertising, 
traditional agencies still don’t 
understand the medium and the 
audience that can be reached 
with it. As gaming market 
matures experts believe that 
media agencies and advertisers 
will begin to take a deeper look 
at in-game advertising. 

What’s the stumbling block?
Yet like every budding 

medium, in-gaming advertising 
too has its own challenges. 

While countries like Korea, 
China and Japan are bang on 
in gaming, this medium faces 
hiccups in its development in 
India. Many experts believe 
that the Indian gaming market 
lacks serious gamers and mature 
audiences. So it is still struggling 
to find a place in the media mix. 

“Media agencies 
lack understanding 

of the medium. They 
are currently content 
with flash games and 
they equate games 
to banners on the 

website.”
Vishal Gondal, 

CEO, Indiagames

“Youth and male 
oriented brands would 

love to explore the 
medium but media 

agencies are ill-
equipped to 
meet clients 

expectations.”
Punitha Arumugam, CEO, 

Madison Media group

“In-game has not been 
very successful as ads 
are sold on impression. 
On this platform only 

one person sees many 
ads, while the media 
agencies want to buy 

many viewers.” 
Mahesh Murthy, 

Founder & CEO, Pinstorm

“In India the time 
spent on a game is an 
important parameter. 
Though number of 

visitors may be less, the 
time for which visitors 

are exposed to the brand 
is a vital factor.” 
Rajnish, founder, 
Lightworx Media
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“In India gaming still remains 
embryonic, as these games are 
more like contests rather than 
engaging games that offer an 
exiting experience to the user,” 
says Gondal. Singh says, “There 
are not many brands whose 
target audience fit the in-game 
category as gaming has not 
penetrated beyond youth.” 

“There are a slim number 
of consumers playing games 
compared to those searching or 
checking mails, so we need more 
consumers playing games,” 
explains Kejriwal. He points out 
that the category needs at least 
another 10-20 game companies 
in the market to scale up its 
visibility. Polet also notes that in 
absence of enough players and 
intriguing gaming concepts it is 
difficult to justify the medium. 

So, is there a talent crunch 
when it comes to developing 
games? Bhargava says, “I 
believe on the engineering or 
aesthetic front there is no dearth 
of talent. But when it comes to 
design aspect you feel the lack.” 
However, he quickly points out 
that’s more to do with the fact 
that gaming is fairly new in 
this country. Sharma points out 
that many of their games are 
developed outside India as they 
don’t find enough talent for 
creating cutting-edge games in 
the country. Kejriwal says, “It 
depends on what kind of games 
you want to make. For flash 
online games and mobile games, 
India is perfect!” 

Rajnish also does not see a 
real lack of talented people. For 
him the predicament lies in the 
low PC percolation. He points 
that PC penetration remains low 

in India as out of 200 million 
urban households only four to 
seven million are PC homes. 
And whatever gaming happens 
online, slow connections 
hampers it. Mathur says gaming 
has not taken off yet, as we are 
mostly seeing small flash games 
being developed and the whole 
gaming culture still needs to 
penetrate in India.

She points out though 
seeds of promise can be seen 
in children going to cyber 
cafes to play games, but lack 
of infrastructure douses this 
interest before they can become 
serious gamers. Well, the list of 
trouble-makers doesn’t end here 
as the entire ecology of online 
marketing needs to restore the 
balance. “Internet marketing 
is completely spoilt as the CPM 
rates remain low and the media 
agencies intend to apply the 
same metrics to the gaming 
experience,” says Gondal.

According to the TAM, our 

industry still does not have any 
measure that tells you the impact 
of in-game advertising. Sharma 
says you can measure the 
consumption of ads and content 
through the game play, that is 
the number of times the game 
is played. While Jayapal points 
out that traditionally there were 
mobile websites from where the 
user downloaded the game on 
the handset. You could calculate 
the page view, the number of 
time the game was downloaded 
and there were some calculation 
on how many ads were seen in 
certain duration of the game. 

But now he says there are 
backend servers through which 
they can capture more accurately 
the number of times a game was 
downloaded or viewed. However, 
parameters like unique visitors, 
time spent, brand engagement, 
reach and frequency are some of 
the prevalent yardsticks. Rajnish 
says, “In India the time spent 
on the game is an important 
parameter. Though number of 
visitors may be less, the time for 
which these visitors are exposed 
to the brand is a vital factor.” 

Some experts observe that 
gaming is a frequency building 
tool, as a gamer might see the 
same brand a number of times. 
But Mahesh Murthy, Founder 
and CEO of Pinstorm, points 
out that frequency is a “luxury,” 
while reach is the “necessity,” 
for advertisers and marketers. 
He says, “In-game has not been 
a very successful as ads are sold 
on impression. On this platform 
only one person sees many ads, 
while the media agencies want 
to buy many viewers.” 

As gaming industry develops, 

Kejriwal points out that we 
need to have micro sites and 
landing sites to absorb the clicks 
and make the consumers do 
something interesting. He says, 
at the moment the clicks are 
just for branding or they lead to 
the some irrelevant site, which 
is not productive. Jayapal also 
notes that mobile ecosystem is 
still complicated as there are 
no agencies really focusing on 
mobile advertisements. For 
advertisers to explore in-gaming 
on mobile platform it needs 
to get streamlined and more 
accountable. 

Yet many in the industry 
note that gaming gives a stiff 
competition to television during 
prime time, particularly where 
male audience is concerned. 
And even women have some 
bent towards casual gaming. 
Bhargava points out that though 
women may not play car racing 
or shooting games, they are 
exploring genres like puzzle 
games or indulge in games 
built around beauty brands like 
Maybelline.

With mobile handsets too 
supporting games and gaming 
being a revenue generator for 
companies like Zapak and the 
others, and a key feature of VAS, 
in-game advertising still has a 
long way to go. As the market 
matures and infrastructural 
developments happens and 
creative masterminds evoke their 
muse, gaming will definitely 
see the rolling in of unlimited 
advertising bucks. The question 
here is, how long till this noble 
venture comes of age?

produced goods, stock markets 
were thrown open to portfolio 
investment, the telecom and IT 
revolution kicked off by Rajiv 
Gandhi was given new impetus, 
gold controls were freed, trade 
was reformed and generally 
speaking a spanking new 
environment was put in place. 
Entrepreneurship bloomed, old 
industrial houses began to decay. 
The Harshad Mehta scam and 
the Babri Masjid demolition and 
resultant bloodletting almost 
waylaid all the hard work, but 
Rao carried on regardless. Thrice 
FM Manmohan Singh tendered 
in his resignation, all three times 
Rao turned him down.

When Rao passed away, Dr 

Singh in his lavish eulogy said 
that he had lost his political 
father, “Whatever politics I have 
learnt is because of him. He was 
the father of economic reforms 
in India. A scholar, a poly 
linguist and a man of letters.” 
Incidentally, Rao’s first choice for 
FM was not Singh but IG Patel 
who declined the job. It was clear 
that Rao wanted a technocrat 
and his second choice was Singh, 
a former RBI Governor. Rao 
called Singh on the telephone 
inviting him to be the next 
finance minister. As simple as 
that. Soon after taking over, on 
June 23 Rao told an aide that 
he was under pressure from the 
IMF to cut subsidies and devalue 
the rupee. By July 1, the rupee 
had been devlaued by 9.5 per 
cent to spur exports. On June 29, 
Singh signed off a letter to the 

IMF agreeing to raise fertiliser, 
sugar and petroleum prices and 
cutting the fiscal deficit. On July 
3, the RBI devalued the rupee 
by 10.6 per cent. On July 4, 
Chidambaram announced a new 
trade policy. Between July 7 and 
12, 30 tonnes of gold is shipped 
to the Bank of England. A new 
industrial policy was unveiled, 
but it met with stiff resistance 
within the Cabinet. Within the 
first 100 days, Rao had moved 
with such alacrity that he 
inextricably altered the business 
and industrial landscape of the 
country forever. There were 
many other key decisions, but 
they are not the subject of this 
treatise. Loosening controls on 
foreign investment were perhaps 
the most significant for capital 
chases economic development. 
And India had no access to 

capital. All this was turned on its 
head. The reforms were rammed 
through.

By the mid 1990s, India 
had become an investment 
destination. But then came the 
Jain hawala diaries and that 
dragged the Congress into the 
dark ages. These were allegedly 
payments made to politicians 
through hawala brokers, the Jain 
brothers. The $18 million dollar 
bribery scandal had the Indian 
political class in the throes of 
consternation. It also put paid 
to the Congress at the hustings 
till they managed to claw back in 
2004.

Surely, a man like Rao also 
deserves his place in the Congress 
sun. His sterling contribution in 
saving India economically is well 
documented, but we choose to 
ignore it. Wonder why? 
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“The response has 
been great in India. The 
reason is simple - the 

performance of the ads - 
in-game ads (pre game, 

mid game and post 
game) - generate about 

2-3% CTR’s compared to 
0.2 % of regular ads, so 

advertisers love buying ads 
that work 10 times better.”

Alok Kejriwal, CEO & 
Co-Founder, Games2win
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