


With global trends indicating continuing decline of ad spends in the 
traditional media, budget spends on interactive media continue to grow 





A lot of optimism is associated with the Internet as an advertising 
medium in India. The dot com bust in the 90s wiped out a substantial 
number of online properties and businesses, but it is heartening to see 
the relentless effort of folks who survived, in driving the medium to 
reach where it has today.
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It is interesting that while almost 82% of the top 500 marketers 
allocate ad spends to the Internet, the spend share of this medium is 
just 5%. We estimated that the top 500 advertisers in India spent 
close to Rs. 5,163.26 crore in advertising, during FY 2008-09. From 
this, only 5.4% was spent on the Internet - approximately Rs. 278 
crore. We expect this Rs. 278 crore to be not more than 64% of total 
spends on the Internet by all marketers (making the total online ad 
spend to be over Rs. 435 crore or so).

Current Scenario
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While mapping marketers’ perception of the Internet as a medium 
of advertising the emerging ‘mis-perception’ is evident. The 
perceptual map clearly depicts how marketers from almost all 





It is ironical to see that while marketers look at the Internet for ‘lead 
generation’ as their objective, they feel that it is not as effective in 
generating leads vis-a-vis conventional mediums. This innate 
contradiction in marketers’ mind-set is the real reason for ‘Mis-
perceptions’ arising around the medium. Marketers in India still need 
to decide which side of the telescope they choose to view their online 
consumers.

The good news is that they feel it is equally adept as the other 









The fact that marketers are looking at increasing their digital 

marketing efforts is highly encouraging. The Internet provides an 

appropriate and effective platform for consumer marketing, 

communication and engagement. Marketers also need to embrace the 

medium on its current ‘strength’ and not on its perceived ‘weakness’. 

They need to broaden their horizon beyond ‘reaching’ consumers on 

the net and beyond ‘generating leads’.

Marketers must see 

the Internet from the 

‘right side’ of 

the telescope




