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ÇSurge in users to sports sites over the last 2 years

ÇExtent of user engagement: Unmatched in terms of time 
spent and intensity of following when compared to other 
content offering sites

ÇTypical digital sports consumer Υ  άƳŜŘƛŀ Ƴǳƭǘƛ ǘŀǎƪƛƴƎέ Σ 
socially active and a more well informed/ rounded game 
follower, demanding

ÇConsumer choice driven screen: Choice of best available 
screen driving usage 

hƴƭƛƴŜ ǎǇƻǊǘǎ ǳǎŜǊǎΧ
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Best available screen



Best available screen

Usage of TV, Internet and Mobile is place-based: 
users select the best available screen

Source: Nielsen NPOWER Reach (ESPN, ESPN2, ESPNEWS, ESPN Deportes) for TV,
Omniturefor Web/Mobile; Week of Nov 15-21, 2010
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Best available screen

Usage of TV, Internet and Mobile is place-based: 
users select the best available screen

Source: Nielsen NPOWER Reach (ESPN, ESPN2, ESPNEWS, ESPN Deportes) for TV,
Omniture for Web/Mobile; Week of Nov 15-21, 2010

From 1-7PM,
Half of Web 

Usage is Mobile
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Source: Knowledge NetworksTotal Touch June 11-July 11, 2010; Other sources include: TV or Internet, Radio, Magazine and Mobile

AV G  D A I LY  U S A G E :   T E L E V I S I O N  B A S E  ( H : M M )

More screens = more time

Media Usage Is Not Zero-Sum

Non-TV Media

TV



Opportunity for sports websites

ÇBuilding a sticky consumer base :

Áά/ƘŀƴƴŜƭ ƭƻȅŀƭǘȅέ ƛǎ ƘƛƎƘŜǊ ƛƴ ǎǇƻǊǘǎ ǿŜōǎƛǘŜǎ

ÁFor live content ςfor ease and economics, online 
and /or mobile platform will be the preferred choice

Ç{ŜǊǾŜ άƭƻƴƎ ǘŀƛƭέ ƻŦ ǎƳŀƭƭ ŀǳŘƛŜƴŎŜǎ

ÇTailored for the new age consumer: On demand, plethora 
of options, geography/location independent etc.

Ç In depth coverage:  live and/or highlights and in 
multimedia formats (text, audio and video), more details, 
better picture, more information



ADVERTISING ON SPORTS WEBSITES 
SPORTS AND BRANDS

JOINT AT THE HIPS



Advertising on sports websites

ÇMost efficient way for brands to target upmarket men

ÇReach guaranteed : Most online sports fans follow their teams, 
star players, clubs or grand events overcoming geographical 
and traditional media constraints

ÇPlethora of targetting options : Across geography, 
ŘŜƳƻƎǊŀǇƘƛŎǎΣ ŎƻƴǎǳƳŜǊ ōŜƘŀǾƛƻǊΣ άŎƻƴǎǳƳŜǊ ƳƻƻŘέΣ ǘƛƳŜ ƻŦ 
day etc

Ç Integrated media package leverages sports sponsorships 
investments most effectively



Source: OTX

A F F I N I T Y/ FA V O R A B I L I T Y P U R C H A S E  I N T E N T

There is a positive correlation between multimedia and advertising effectiveness

More screens = More effectiveness

Client 1

Client 2

Client 3

Taken from 2010 World Cup Cross-Platform Study



Advertising on sports websites

ÇOnline sports sponsorships can be used to reinforce brand 
positioning and also in some cases help in brand repositioning

ÇCreating virtual brand champions :  Positive brand 
experience passed  on in social media interactions

ÇBrands can emotionally bond with their consumers through 
an effective sponsorship on sports websites 



insatiable

ǘƘŜ ǘǊǳŜ Ŧŀƴ ŎŀƴΩǘ ƎŜǘ ŜƴƻǳƎƘ -ǎǇƻǊǘ ƛǎ ŀƴ ŀǇǇŜǘƛǘŜ ǘƘŀǘΩǎ ƴŜǾŜǊ-ending



Satisfying the insatiable demands of the passionate Indian cricket fan
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Nokia objectives

BUILD
an engaging, effective and long-term partnership during high decibel events

REACH
the most highly engaged, tech-savvy consumers of mobile devices & services in 
India and reinforce leadership position of Nokia 

CONNECT
to build emotional and personal connect with the TG to ensure 
preferred brand always

COMMUNICATE
bƻƪƛŀΩǎ ƘƛƎƘ ŜƴŘ ƘŀƴŘǎŜǘǎΣ ŎƻƴǾŜǊƎŜŘ ŘŜǾƛŎŜǎ ŀƴŘ ƛƴǘŜǊƴŜǘ ǎŜǊǾƛŎŜǎ 
to highly evolved sports fans

SELL
Create a platform for Nokia to sell devices and services to 
ESPNcricinfofans 



ESPNcricinfo strategy for 
Nokia detailed out

Creating digital touch points within 
ESPNcricinfo to ensure top-of-mind 
brand consideration

Creating sponsorship products to aid 
consumer discovery (product reviews, 
positive brand recall)

Creating loyalty programs for Nokia 
customer

- Co-presenting sponsorship for key India and 
International cricket

- Potential engagement with 15 million users

-{ǇƻƴǎƻǊǎƘƛǇ ƻŦ ǇǊƻŘǳŎǘ ǿƛǘƘ άLbbh±!¢L±9έ 
association (Chatterbox)

- Other sponsorship options (ESPNcricinfo Page2)

- ESPNcricinfo-Nokia Partnership across 
Product and Media 



ESPNcricinfo-Nokia partnership

CHATTERBOX SPONSORSHIPCO-PRESENTING SPONSORSHIP PAGE2 SPONSORSHIP

STANDARD BANNERS ON CRICINFO MOBILE EXPANDABLE BANNER



ά9ƳǇƻǿŜǊƛƴƎέ Cƻƻǘōŀƭƭ Cŀƴǎ
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Castrol Rankings & Predictor

ÇKey components:

Á Castrol Rankings -HP Poll, rankings blog, editorial, FB promotion to get user 

conversation

Á Castrol Predictor ςpredictor integration with coverage, microsite, blogs, 

forums, celebrity chats and podcasts



Homepage topical Poll
results and conversations



Editorial spotlights


