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�Nestle to Buy 26% 
Stake in Indocon Agro
NEW DELHI FMCG major Nestle India on Mon-

day said the company has inked a pact to ac-

quire a 26% stake in Indocon Agro and Allied

Activities . In a BSE filing, the company said it

“has entered into agreement for acquiring 26%

minority stake in Indocon Agro and Allied Ac-

tivities.” “This business investment will con-

tribute to creating shared value with farmers

engaged in milk,” it added. Shares of Nestle In-

dia closed at .̀ 4,749 on the BSE, up 0.63% from

their previous close.

�Nissan Motor India Hikes
Prices of Three Models
CHENNAI The Indian subsidiary of Japanese

automobile maker Nissan Motor Company on

Monday raised the prices of its three models -

Micra, Sunny and Evalia. Nissan Motor India in

a statement said the price hike applied to all

the variants of the models and ranged between

1.5% to 2.5%.
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R
avi Jaipuria-promoted RJ Corp has
become one of PepsiCo’s top three
franchise bottlers in the world after

buying out CK Jaipuria's bottling business
in Delhi-NCR, the largest market for aerated
drinks in the country. 

Both the Jaipuria brothers confirmed the
deal, but declined to divulge the deal size. 

“We have existing plants around Delhi, so
servicing the market becomes more effi-
cient,” Ravi Jaipuria told ET.

CK Jaipuria said he sold off the business
because of accumulated liabilities. He also
blamed high VAT rates in Delhi as well as lo-
gistic problems for his decision to quit the
business. “I continue to be a PepsiCo bottler
in Andhra Pradesh,” he said.

An official involved with the development
said RJ Corp has spent an estimated .̀ 350-400
crore, including liabilities paid to CK Jaipu-
ria’s creditors, on the buyout. The deal gives
RJ Corp the manufacturing and distribu-
tion of rights of PepsiCo in the Delhi-NCR
market and includes CK Jaipuria’s bottling
plant at Noida.

“PepsiCo is looking to scale up the busi-
ness in Delhi-NCR, besides stepping up mar-
ket share and distribution,” the official
quoted earlier said.

The Delhi market has a per capita con-
sumption of 110 bottles per person per year,
while Gurgaon in the National Capital Re-
gion has the country’s highest per capita
consumption of soft drinks at 240 bottles per
person per year. PepsiCo’s biggest franchi-
see bottlers include Tingyi-Asahi Beverage
in China and Brazil-based Ambev, which is a
subsidiary of brewing company Anheuser

Busch InBev that distributes PepsiCo bever-
ages in Brazil and other Latin American
countries. PBG, PepsiCo’s biggest bottler in
the US, is owned by the company. Before the
latest buyout, RJ Corp had only a small ter-
ritory of Delhi market. 

“The consolidation brings operational effi-
ciencies and a healthy bottom line,” RP Gand-
hi, company president and group CFO, said.

A PepsiCo spokesman said the re-organi-
sation of the Delhi territory franchise ar-
rangement has been done for realising grea-
ter operating efficiencies through
geographic re-alignment. 

The deal underlines RJ
Corp’s growing clout in the
PepsiCo business. Its bot-
tling business arm, Varun
Beverages, manages 10 Pep-
siCo bottling plants across
Haryana, Western UP, Ra-
jasthan, the North East, Goa

and Delhi-NCR. 
Overseas, RJ Corp operates PepsiCo bot-

tling operations in Nepal, Sri Lanka, Mo-
zambique, Zambia and Morocco.

RJ Corp has been consolidating its posi-
tion as a scale PepsiCo bottler both in India
and overseas, especially Africa that is seen
as the next growth frontier for consumer
companies. Two years back, it acquired the
beverage maker’s entire franchisee bottling
operations in Morocco for an estimated $100
million in one of its largest acquisitions
that gave it access to the entire North Africa
market. Close to 55-60% of RJ Corp’s overall
business comes from PepsiCo. The group,
with a turnover of $1 billion, expects to close
2013 on a turnover of $1.5 billion. Jaipuria’s
other businesses include restaurants, beer,
ice cream, education, hotels and real estate. 

Ravi Jaipuria Joins PepsiCo’s
Top 3 Franchisee Bottlers 
Buys out brother CK Jaipuria’s Delhi-NCR bottling business 
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Recent quarterly results from
Indian IT companies suggest
that they have turned the cor-
ner for another phase of
strong performance. So how
best to capitalise on this
growth and to compete with
the world’s leading brands in
the sector? This growth is in
spite of many Indian IT firms’
relatively poor brand aware-
ness and international statu-
re. As the CEO of Tata Com-
munications, Vinod Kumar,
recently highlighted, despite
$2.8billion sales in 2012 the
consistent challenge faced by
his company, particularly
amongst large target MNCs
outside India, is “Who is Tata
Communications?” Encou-
ragingly Mr Kumar has been
proactive in addressing this
through a high profile sports
sponsorship, becoming a For-
mula 1 Global Partner.

This is the type of activity
the established global tech-
nology brands have already
been involved with for dec-
ades and represents a great
opportunity for India’s ambi-
tious companies too. IT busi-
nesses including HP, IBM, In-
tel, Oracle, SAP, Autonomy,
Accenture, Samsung and LG
have used sports sponsor-
ships for many years now as
an integral component of
their sales and marketing
strategy investing as much as
$80m-$100m per annum. Why?
A recent analysis, conducted
by Prof. Jensen of Columbia
College, of 50 major US corpo-
rations’ KPIs over a five-year
period (stock price apprecia-
tion, total revenue, net income
and earnings per share) found
sponsors clearly outperform-
ed other S&P companies
across net income growth,
growth in earnings per share
and stock price appreciation.
Prof. Jensen concluded, “A
long term commitment to
sponsorship as a powerful tool
in a brand’s marketing arse-
nal is indicative that a brand
will surpass competitors over
the long term.” So a high pro-
file, well-executed sponsor-
ship will accelerate enter-
prise value growth. Its time
that Indian technology com-
panies entered the big league
of sports sponsorship.

What’s more, sponsorship
today may be even more effec-
tive for IT brands. Sports
sponsorship is now far more
than a ‘media buy’ to raise
brand awareness and drive
association. In 2013 the best
sports sponsorships are true
partnerships in which the
sponsors’ actually participa-
te - an IT firm may provide
products or services that en-
hance performance, facili-
tate successful delivery of an
event, and or enhance the au-
dience’s enjoyment and expe-
rience. As Mr Kumar of Tata
Communications explained
in a recent Wall Street Jour-
nal interview “We provide
connectivity for the 20 race lo-
cations around the world,
and that enables both F1 and
some of the race teams to op-
timize and fully leverage the
data that's being collected
from the track and the races
to improve the performance
of cars on the circuit [the

business showcase]. Coupled
with this, we host the F1.com
website, where users are pull-
ing all kinds of videos and in-
formation and stats on the
drivers and the teams and
weather conditions and all of
that [enhancing the audienc-
e’s experience].”

Participating rather than
just associating with the
sport enables all sponsors to
truly tap into the passion and
excitement of sports fans.
Sponsors consistently find
this approach drives brand
awareness, trust, preference
and loyalty far more effec-
tively than any traditional
marketing campaign could
hope for. These benefits are
certainly not limited to con-
sumer brands. In 2009, the In-
stitute of Practitioners in Ad-
vertising analyzed 880
international case studies
and concluded that even for
B2B companies emotional
campaigns are twice as likely
to generate large profit gains
than rational ones. Similar
research has found sports
sponsorship themed adver-
tising is on average 25% more
effective than brand led cam-
paigns. So sponsors may ben-
efit from more efficient ad-
vertising that generates

longer-term
sales benefits.

For the IT sec-
tor, Formula 1
has to be the
sport of
choice. The
world’s favou-
rite sport on
TV has attract-
ed an average
annual audi-
ence of 561 mil-
lion since 2005

and indexes highly amongst
corporate IT decision mak-
ers. Comperio Research
found that across key global
markets 66% of Information
and Communications Tech-
nology decision makers ex-
pressed an interest in Formu-
la 1. Even in India’s domestic
market 16% stated they had a
“passionate” or “strong” in-
terest in Formula 1. The
sports’ relentless and explicit
technology race provides an
ideal platform for IT brands
to showcase their latest inno-
vations and services in a mis-
sion critical high perform-
ance environment that never
fails to impress. 

The good news even for In-
dia’s most successful IT
brands is that IT sector spon-
sorships need not be expen-
sive. Sports now use technolo-
gy to manage the delivery of
successful events and to en-
hance their audience’s experi-
ence whilst teams and ath-
letes increasingly rely on
technology and cutting-edge
analytics to gain an advan-
tage over their competition.
In a sport where a single tenth
of a second separates winners
from losers, Formula 1 Teams
collectively spend multi-mil-
lion dollar IT budgets on high-
speed data analysis, data net-
working, efficient storage,
process improvement, auto-
mation, testing, CAD, CAM
and bespoke software devel-
opment. So smart IT brands
may offset the costs of their
sponsorship, in some cases
even entirely, through the pro-
vision of “value in kind” for
sponsorship rights or the sub-
sequent exclusive provision
of product or services to the
team’s requirements at mar-
ket rate. For example TCS has
enjoyed a successful supplier
based relationship with the
Ferrari F1 Team for the past
few years, as has Mahindra
Satyam with FIFA.

(The author is Country Head
- Rush Sports Marketing)
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another Corner
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Engagement
with high
profile sports
sponsorship
can help in
addressing
the problem
of branding 
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Research in Motion must
chart a tough course in its two
key emerging markets of In-
dia and Indonesia: quickly
launching cheaper handsets
to woo lower-end subscribers
while restoring its tattered
brand among the countries'
status-conscious.

The company, which is re-
branding itself BlackBerry af-
ter its best-known smart-
phone, has won millions of
followers in these two Asian
countries, mostly by selling
cheaper handsets and offering
service packages as low as $2 a
month. So it's unlikely that the

Z10 model introduced last
week, which operators in In-
dia expect to sell for around
$750, will appeal to the users.

“It's clear that not only are In-
dia and Indonesia among the
largest markets but in terms of
future smartphone growth,
they're amongst the ones with
the most potential,” said Melis-

sa Chau, senior
research man-
ager at technol-
ogy research
group IDC in
Singapore.
“But the two
devices that
have been

launched are not well aligned to
the needs of these two markets.”

While the company does not
break down its sales by coun-
try, data from IDC shows that
Indonesia was BlackBerry's
biggest market outside the
United States and Britain last
year, while India was ninth.

ABI Research said that
BlackBerry accounted for
nearly half of Indonesia's
smartphone shipments in

2012. Compare this with a glob-
al share of just 5.3%. In India,
the world's second-largest mo-
bile phone market, BlackBer-
ry ranks third after Samsung
and Nokia.

In both countries, young peo-
ple are drawn by low-cost
handsets allowing them to
communicate for free on the
BlackBerry Messaging Ser-
vice. Almost all carriers offer
services for the device. Indo-
nesia's XL Axiata Tbk PT, for
example, saw a 45% jump in
BlackBerry subscribers last
financial year after offering
packages for as little as 20
cents per day.

But this picture is changing
rapidly. The rise of messaging
services such as WhatsApp
that are not confined to any
single operating system and
the proliferation of cheap An-
droid devices have diluted the
BlackBerry's appeal. Mickey
Nayoan, a 32-year old product
designer in Jakarta, swapped
his BlackBerry for a Samsung
phone six months ago and isn't
missing it.—Reuters

BlackBerry Searching High
and Low in India, Indonesia
Two markets hold

great importance 

in RIM’s efforts of

brand rebuilding 
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Global consumer confidence
dipped at the end of last year, a sur-
vey showed on Monday, and more
than 60% of respondents said the
next 12 months would not be a good
time to spend.

Concerns about US budget talks,
which have since eased, and wor-
ries about the euro zone crisis
weighed on consumer sentiment
in the final quarter of 2012, accord-
ing to the survey by global infor-
mation and insights company
Nielsen.

Sixty three percent of respon-
dents said it was not a good time to
buy discretionary or non-discre-
tionary things over the next 12
months, with spending restraint
most notable among Europeans.

Consumers in the Asia Pacific

were most upbeat but even there
59% said the next 12 months would
not be a good time to spend, the sur-
vey showed. India remained the
most optimistic consumer market
globally for a second straight quar-
ter, followed by the Philippines, In-
donesia and Thailand.

The Nielsen Global Consumer
Confidence Index dipped 1 point in
the fourth quarter to 91, after ris-
ing 1 point in the third quarter, and
was 2 points higher than a year
earlier. A reading below 100 sig-
nals consumers are pessimistic
about the outlook. Only 10 of the 58
markets surveyed reported a read-

ing above 100.
Confidence was

worst in euro zone
countries grap-
pling with debt
problems, notably
Greece, where
consumer senti-
ment fell sharply
in the fourth quar-
ter from the previ-
ous three months.

“With continuing
uncertainty con-

cerning the United States debt ceil-
ing and mandated spending cuts,
along with as-yet tentative signs of
economic stabilization in Europe,
we can expect continued caution
and moderate growth in the first
quarter of 2013,” said Venkatesh Ba-
la, chief economist at The Cam-
bridge Group, a part of Nielsen.

“The major downside risk con-
tinues to be in Europe, where pol-
icy missteps within the Europe-
an Union or within individual
countries could damage fragile
consumer confidence and take
hold globally.”

Confidence in China edged up
slightly while Norway was the on-
ly developed market to be ranked
among the top 10 most optimistic

consumer markets globally.
In the United States, confidence

dipped slightly between the third
and fourth quarters but job pro-
spects improved.

Since the survey was conducted
U.S. lawmakers have reached a
deal to avoid automatic tax rises
and spending cuts, although they
face more showdowns over fiscal
measures in coming months, and
economic data has pointed to a
sluggish recovery.

“North America is slowly, but
steadily heading in the right direc-
tion,” said Bala. “With continued
weakness in Europe and uneven
growth in Asia, it may well be that
with a brighter job market, the
United States serves as the critical
engine of improved global eco-
nomic activity in 2013.”

The U.S. economy unexpectedly
contracted in the fourth quarter of
2012 but has got off to an encourag-
ing start this year with manufac-
turing growing at the fastest pace
in nine months in January and
employment rising modestly.

The Nielsen survey was conduct-
ed between November 10-27, 2012
and covered more than 29,000 con-
sumers over the internet across 58
markets.—Reuters
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A stolen prom kiss and speeding
showgirls competed against an un-
expected blackout and a clever Oreo
post for online fans as the Baltimore
Ravens defeated the San Francisco
49ers in the Super Bowl.

The stakes were high for the cham-
pionship football game's advertis-
ing sponsors, who spent as much as
$133,333—a second for a half-minute
of airtime on Sunday, a record
marketers say was justified by the
expected repeat viewings and buzz
on the Web.

While no one could have predicted
a 35-minute midgame power failure,
advertisers used skills honed in the

social-media era to respond imme-
diately. Twitter Inc. said marketers
started bidding on “power outage”
as a search term minutes after the
lights went out. Mondelez Interna-
tional's digital ad agency, 360i, post-
ed a picture of an Oreo cookie on
Twitter with the tagline “You can
still dunk in the dark,” moving from
concept to posting in five minutes.

“They saw a real-time opportunity
with the power outage and jumped it,
doing so in a social voice true to the
Oreo brand,” Laurie Guzzinati, a
Mondelez spokeswoman in East Ha-
nover, New Jersey, wrote in an e-mail.
The snackmaker separated from the
former Kraft Foods in October.

The Oreo Twitter post was re-circu-
lated more than 13,100 times. Earlier
in the CBS Corp. broadcast, Monde-

lez ran a commercial asking viewers
to decide which part of an Oreo is
best, the cookie or the creme filling.

YOUTUBE ADS

Web surfers also went
to Google’s YouTube
to find commercials.
Candy-maker Mars's
M&M's had the most
searched-for com-
mercial, followed by
automaker Daimler
AG's Mercedes-Benz,
Google said in an e-
mailed statement. At
No. 3 was Walt Disney

Co.'s “Oz Great and Powerful,” a mo-
vie. Two automakers, Ford Motor
Co.'s Lincoln and Volkswagen AG's
Audi, rounded out the top five.

The “power outage” term proved to
be a draw. Twitter advertisers can
bid to locate so-called sponsored
tweets near popular search terms.
The 140-character messages appear
inside the streams of Twitter users
looking for information on the Su-
per Bowl or the blackout.

On Google, searches related to the
power outage rose during the game,
reaching No. 8 among most queried
terms during the game. Overall, the
top trending search during the game
was M&M's, which showed a com-
mercial early in the broadcast. Per-
former Beyonce, who provided half-
time entertainment, was No. 2 while
the Baltimore Ravens were No. 3 and
the San Francisco 49ers were No. 4.
While the 49ers didn't win, it was the
team's quarterback, Colin Kaeper-

nick, who rounded out the top five.

ADVERTISING DRAW

“Inthe last three to four years, brands
have been gearing up on the social
media front ahead of the game,” De-
rek D Rucker, marketing professor at
the Kellogg School of Management at
Northwestern University, said in an
interview. “But now more so than ev-
er we're seeing them take advantage
of it during the game.”

On Facebook's website, comments
mentioning “Dodge” jumped
151,000% after the airing of the ad-
vertisement for Chrysler Group
LLC's Dodge Ram brand, while the
count for Yum! Brands’ “Taco Bell”
surged 140,000% after its commer-
cial, the social-network operator
said in a statement.—Bloomberg 

Super Bowl Ads Face Off on Twitter in Brand Battle 
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