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Indian advertising agencies need to wake 
up to the challenges posed by global 
economic trends and emerging interactive 
technologies like the Internet, according 
to speakers ranging from. the Indian 
finance minister, Mr. P. Chidambaram, to 
academics and marketing executives from 
the U.S., Europe and Asia. 

The theme of the two-day convention in 
Chennai, called "Advertising's Future 
Shock," held earlier this week, was inspired 
by the highly-acclaimed business strategy 
bible 'Competing for the Future," co- 
authored by Chennai native and University 
of Michigan professor C.K. Prahalad. 

Prahalad said Indian companies need to 
pay attention to characteristics of the new 
economy like open standards, digita- 
lisation and volatility. The Internet- 
mediated commercial environment, via 
multiple migration paths like PC-TVs and 
W-PCs, offers 'tremendous new oppor- 
tunities for Indian companies via media 
convergence and reintermediation.' 

This also requires Indian advertising 
agencies to pay attention to the impor- 
tance of online market research, since new 
media like the Net are bound to affect 
people's perceptions of advertising, accor- 
ding to Nigel Hollis, group research and 
development director at Connecticut-based 
Millward Brown International. 

He said more money is spent on market re- 
search in the U.S. than anywhere else, for 
sectors ranging from retail outlets to World 
Wide Web sites and users. 'Our research 
has shown that interstitial Web ads can 
sometimes score twice better than TV ads.* 

'Consumers are getting access to more and 
more information via the Net, and are 
comparing brands and prices. This will lead 
to advertising on demand," Hollis said. 

Furthermore, the Internet is one of the 
'most wondefil ways" to get and distrib- 
ute information, according to Shunu Sen, 
CEO of Quadra Advisory Private Limited. 
*But the Net user base is still small in In- 
dia, and hence it is not yet on the radar 
screen of Indian ad agencies." India has 
an estimated 150.000 Internet users, but 
may have as many as 8 million by year 
2002, thanks to the newly liberalised ISP 
policy. 

The backdrop to the advertising conven- 
tion included the recent purchase of the 
Hotmail Internet e-mail service by 
Microsoft (Hotmail was founded by an 
Indian, Sabeer Bhatia) and the nomination 
of Intel CEO Andy Grove as Time 
magazine's man of the year in 1997, which 
clearly showed the growing importance of 
IT and the Net as media platforms and 
markets. 

Arnold Vlas, Intel's marketing manager for 
South and South East Asia, said the 
Internet has been an excellent platform 
for its marketing and advertising 
campaigns. 'Internet commerce in Asia 
will grow 100 times by the year 2001 from 
its present level," Vlas said, citing figures 
from International Data Corporation. 

Madanmohan Rao 
(madanr@planetasia.com) is the editor 

of IndiaLine (www.indialine.com - 
India'sprst Webzine about the Net) and 

Webvision [an Indian Express Group 
weekly about the Net), as well as an 

online correspondent for MecklerMedia's 
lnternetnews.com site and the Skali 

Webzine on the Altavista mirror site irt 
Kuala Lumpur. 

In India, Intel has been working on Internet 
commerce solutions for organisations like 
the National Film Development Corpo- 
ration, and various artists and publishers 
for the development of rich multimedia 
content and applications. 

'The Internet is creating new communi- 
ties of interest, new tribes, and new com- 
munication models. The age of true one- 
to-one interacrive communication is here, 
leading to new types of branding and ad- 
vertising strategies," said Chris Jacques, 
chairman of BBDO Asia Pacific. 

However, Internet diffusion patterns are 
at different stages in countries around the 
world, so online advertising may take some 
time to take off in India, Jacques said. 

'The challenge for Indian advertising 
agencies in the coming years is to be able 
to target the rural market as well as the 
sophisticated urban market who may have 
Internet access," said Kiran Khalap, CEO 
of Bates Clarion, which he claimed was 
one of the first ad agencies in India to set 
up an Internet presence. 

"Indian branches of worldwide ad agen- 
cies also need to harness Web technolo- 
gies internally, via Intranets," Khalap 
added. 

Indian ad agencies are faced with an 
exploding consumer base, unlike their 
counterparts in developed economies 
which face underpopulation in the future, 
as in the case of Japan and Italy, said 
Gautam Rakshit, managing director of 
Advertising Avenues India. 

Several publishers addressed the growing 
impact of the Net on their business models, 
and the role of advertising in the world of 
online news. 

Daniel Okrent, new media editor at Time 
Inc., said that the dramatic explosion of 
the Net is an important lesson for 
publishers and advertisers to not under- 
estimate the march of technological 
progress. 
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ISSUE 2/98, VOL. 8, NO. 2. 1998: 
The spring edition will focus on Electronic 
Commerce in Europe. We intend to con- 
tinue our series commenced with last 
year's spring issue on Electronic Commerce 
in Asia. 

We look for articles dealing with the 
current status of related projects, visions 
and policies on Electronic Commerce, key 
players and their strategies to employ EC 
efficiently, leading and pursuing regions, 
range of planned investments and time 
schedules for implementation, regional 
aspects and governmental policies to 
promote the diffusion of EC, technologies 
used and the question of open versus 
closed platforms, the strategy for the 
future, etc. 

Deadline for submission: 
March 20, 1998. 

ISSUE 3/98, VOL. 8, NO. 3, 1998: 
The autumn edition will be dedicated to 
Electronic Contracting and Contracting 
Tools and Techniques. 

We focus on the need of contractual 
arrangements in electronic (trading) 
environments. Electronic Contracting 
involves electronic agreement or contract 
negotiations, hence the exchange of 
structured messages between prospective 
buyer and seller. A second important point 
is the signing of such contracts and its 
implications on the business at large. We 
are interested in papers describing the 
state-of-the-art, pilot projects, inter- 
national aspects, etc. 

Deadline for submission: 
June 20, 1998. 

ISSUE 4/98. VOL. 8, NO. 4, 1998: 
The last edition of the year will focus on 
rhe Convergence of the New Media and 
their implications on (electronic) busi- 
nesses. Another topic covered will be the 
Insurance Industry and Electronic Com- 
merce. 

Deadline for submission: 
September 20, 1998. 

ISSUE 2/98, VOL 8, NO. 2, 1998: 
May 28, 1998 
ISSUE 3/98, VOL. 8, NO. 3, 1998: 
August 28, 1998 
ISSUE 4/98, VOL 8, No. 4. 1998: 
November 28, 1998 

CALL FOR PAPERS: 
FIFTH EUROPEAN RESEARCH WORKSHOP 
ON ELECTRONIC MARKETS 

Brunel University, Uxbridge, London, Eng- 
land, September 14- 15, 1998 

The Fifth European Workshop on Elec- 
tronic Markets will be held at  Bmnel Uni- 
versity in September. The goal of the work- 
shop is to bring together researchers in all 
areas of electronic markets to present and 
discuss research in progress. 

Attendance is limited to a maximum of 
30 contributors. We seek a mix of partici- 
pants ranging from PhD students to sen- 
ior academics and practitioners. Every 
participant must be a contributor, i.e., 
present and/or be a discwant. Participants 
will pay a workshop fee that will include 
registration, accomodation for two nigths 
and meals; in the past this has been less 
than £200. 

We seek suggestions for: 
1. Brief o v e ~ e w s  of research at work- 

shop participating institutions. 
2. Research in progress papers. 
3. Case studies. 
4. Reviews of research topics. 

Areas that we wish to emphasise at this 
year's workshop include, but are not lim- 
ited to, 
1. Obstacles and facilitators of electronic 

commerce. Behavioural, cultural, regu- 
latory, and sector1 industry specific di- 
mensions. Gender issues. The role of 
the shadow economy. 

2. Structural changes in commerce. The 
impacts of ICT on market characteris- 
tics, innovative coordination mecha- 
nisms, business opportunities, organi- 
sation of commerce in an information 
society. The impact of electronic com- 
merce on the locational decision of 
companies. Competitive advantages of 
nations. The role and strategy of major 
corporations. 

3. Electronic commerce and media. The 
impact of new media, including the 
Web and digital television. The adop- 
tion patterns and experiences of cor- 
porations. 

Individuals interested in participating 
should e-mail an extended abstract to 
Bob.OKeefe@brunel.ac.uk before May 
15th. The abstract should be no more than 
500 words and included in the main body 
of the e-mail. Notification of acceptance 
will be made by June 26th. Participants 
are expected to register immediately after 
acceptance. 

Organising Committee: 
+ Bob O'Keefe (Chair), Brunel University 
+ Stefan Klein, University Muenster 
+ Ron Lee, Euridis Institute, 

Erasmus University 
+ Beat Schmid, University of St. Gallen 
+ Howard Williams, Strathclyde Business 

School 
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