Digital Reality
in India

Who' s online? What are they doing online?
What' s happening with social media?
What' s up with mobile internet?

And what do all these stats mean for your magazine?

Plus... a few samples of the current reality in
Indian and foreign digital publications
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l // A digital native?
the Digital WHO

A digital immigrant?
A digital alien?
A digital integrator?




Demographics 10-29 yrs
junior staff,
managers

Company position
a

Characteristics open, inventive,
responsive, flexible,
interactive

Digital approach think social;
live digital

Digital goal translate digital
mindset into
strategy

grow digital
presence,
innovate new
solutions

http://socialmediatoday.com/irakaufman/381667/marketing-digital-

Digital
Immigrants

30-60 yrs

senior executives,
managers

searching for

solutions, open to

change

think strategic

implement digital

expand digital
footprint with
Facebook,
Twitter, other
tools

Digital Aliens

45-70 yrs

C-Suite, senior
executives, owners

resistant, fearful,
bottom line
oriented,
overwhelmed,

think strategic,
long term

acknowledge
value of digital;
think digital

grow online
marketing
through pay per
click, online
advertising

Digital Integrators

25-60 yrs

consultants, designers,
journalists, marketing
executives

innovative, integrating,

experimenting, sharing,
collaborative

live digital; integrate
tools and strategy

innovate digital

design and implement
a Digital Marketing
Strategy-- high organic
search engine
positioning, strong
brand/customer
loyalty, social sharing,
thought leadership,
viral distribution

who-native-immigrant-alien
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Urban

Internet using Households (millions) 15.21 18.27 +3.06
Average Internet Users Per Household 2.6 2.7 0.08
Internet Using Individuals (millions) 39.56 48.96 «9.40
Rural

Internet using Households (millions) 8.50 10.88 +2.38
Average Internet Users Per Household 1.34 1.48 0.14
Internet Using Individuals (millions) 11.39 16.10 4.7
All India

Enmﬁm Households (millions) .Ln_n ][ 29.15 ][ .5.4]
e e -

‘c‘ Using Individuals (millions) -l 50.95 l - (140
T NGB 1 o 99 chenees over the lase yeor

28% Growth

Source: www.juxtconsult.com India Online 2011 Report

Based on a survey conducted among 201,839 individuals spread across all 4 regions of the country
between Apr-Mid June 2011.
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Of the world’ s 1.14 billion internet
users,

100 million
are Indian

Source: "##3%&'((&$)*+',"#$$

http://blogs.wsj.com/indiarealtime/2011/07/13/chief-mentor-five-internet-
trends-to-keep-an-eye-on/

http://www.internetworldstats.com/asia.htm
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Between now and 2015, internet users in India
will more than triple to 350 million.

This will make India’ s online population larger than the
entire current population of the United States.

Wall Street Journal

http://blogs.wsj.com/indiarealtime/2011/07/13/chief-mentor-five-internet-trends-to-
keep-an-eye-on/
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¥85% of internet users in India
are between ages 19-40.

¥Around 1 in 4 internet users in
India are women.

¥ee India Online 2011 http://www.juxtconsult.com/

Yhttp://blogs.wsj.com/indiarealtime/2011/07/13/chief-mentor-five-internet-trends-to-
keep-an-eye-on/
http://articles.timesofindia.indiatimes.com/2010-08-08/delhi/28297083_1_social-
networking-internet-users-new-mail




Young People Drive Internet Consumption in India,

Overall Time Online is Behind Global and Regional Averages

= 15-24 year olds in India are the heaviest Internet users

= Across the board, however, average time spent online is still well below regional
and global averages

Average Time Online by Age

Hours per Visitor

15-24 25-34 35-44 45-54 55+

mIndia mAsia Pacific ®mWorldwide

(. Com SCORE © comScore, Inc. Proprietary and Confidental. 1 Internet Audience 15+ accessing Intemet from Home or Work

Source: comScore Media Metrix, March 2011
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Andian males spend more time online than their
female counterparts, with one exception. Urban
Indian females age 35-44 are online 2 hours more
per week.

AVomen show a distinct proclivity to social network,
email and IM, more than their male counterparts.

*Female users are most likely to check social media
at 9 pm and email at 11 am!

http://www.indiasocial.in/state-of-the-internet-in-india-report-by-comscore-report/
http://www.vizisense.com/html|/press/ol_womenBehav26Jul10.html July 2010
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¥Almost 9 out of 10 Indian internet users (86%) utilize

some social media (networking, communities, blogs,
tweets, reviews)

“Growth of 16% in social networking usage in India
(from 73% in 2010 to 85% in 2011)

Y¥Facebook’ s popularity is at a high with around 31.5
million users, double of what it was in 2010.

http://www.juxtconsult.com/
http://www.indiasocial.in/state-of-the-internet-in-india-report-by-
comscore-report/ (June 2011)
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13-15 5%
16-17 7%=
18- 24 47%

25- 34 29% =
35-44 8% m
45-54 3% =
55-64 1%m»
65-0 1% =

47%

= » socialbakers

http://www.socialbakers.com/facebook-statistics/india




5-6"94 )(")($0+(/12&6 )(I26(:1)%(
)1>"%&(>13-$2'(

TQP 5 Social Countries Country Facebook LinkedIn

United States

1. o ebook Statictice 155981460 54296 510
2. L:gg:fli'sa Facebook 1 599 720 742 896

3. L:‘;L?S:iiieb”k 38 045 000 11 994 527
4. Ea”!i‘ig(”gf;f:ﬁcs 30 481 300 7 625 386
5. ;:;Eié::ceb“k 30 473 280 793 882

Source: http://www.socialbakers.com/
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*Mumbai has the highest Facebook user base in
India with 3.7 million FB users (18th in the world),
while Delhi (1.6 mln) & Bangalore (1.3 min) rank
36th & 38th respectively.

*¥Interestingly Chennai has 1.2 million FB users

showing 101.64% penetration (among internet
users). So at an average, every Chennai internet user
has at least 1 profile / page on FB.

http://trak.in/tags/business/2011/06/24/facebook-india-statistics/




India Est: - - - Publish a blog

« Publish your own Web pages
Creators G - Upload video you created
24% . 3
Creators: - Upload audio/music you created
o - Write articles or stories and post them
3m (7%)
Conversationalists ® - Update status on a social networking site*
. 33% « Post updates on Twitter*
Conversati
f
: . - - Post ratings/reviews of products or services
onalists: Critics O - Comment on someone else’s blog
5m ( 1 2%) 37% - Contribute to online forums
Groups include - Contribute to/edit articles in a wiki
consumers \ /
.. participating - ~N
Critics: 5m in at least one of the Collectors (®—— - Use RSS feeds
indicated activities 20% - Vote for Web sites online
( 1 2%) at least monthly. & Add “tags” to Web pages or photos
# Maintain profile on a social networking site
Joi o .
Collectors: %'8&'5 ¢ - Visit social networking sites )
0
5m (126) (s Read blogs h
- Listen to podcasts
. Spectators ®—— . Watch video from other users
Joiners: 70% - Read online forums
- Read customer ratings/reviews .
0
20m (476) .+ Read tweets )
Inactives
17% ®—— None of the above ]
Spectators:
20m (47%)
http://socialmediatoday.com/gauravmishra/
105400/forrester-report-social-
Inactives: ) LU technographics-india
15m (35%) Base: US online adults

Source: North American Technographics® Empowerment Online Survey, Q4 2009 (US)
*Conversationalists participate in at least one of the indicated activities at least weekly.

56291 Source: Forrester Research, Inc.
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Have any of these statistics surprised you so far?

Anything you want to study further?

What are the implications of these statistics for
your digital publication?
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Online Activity % Internet Users % Change From

Undertaking last Year

Emaiting. N B

Search or buy non-travel products

Web info search (text, images) 2%
Download music 69% -3%

Search or buy travel products I A\
Instant messaging/chatting 57% i

Pay bills online 51%

Source: www.juxtconsult.com

Based on a survey conducted among 201,839 individuals
spread across all 4 regions of the country between Apr-Mid
June 2011.




LIVING WITH THE INTERNET

WHAT IS DRIVING WEB BEHAVIOR
LEGEND: (i) information (@) Communication (%) Creation (@) Transaction () Entertainment (@) Surfing

© PLANNED VS SPONTANEOUS ONLINE ACTIVITY
Internet users in India are planning the majority of their online visits better, although online shopping and creative activities remain

Indians’ online
routines begin social

o 2 m m and end social.
I UNPUNNED o e 56% 52%

® ® ® ® © ,
72% of online

activity is planned —
spontaneous activity

© INTERNET ‘ROUTINE’
All web sessions begin in the more personal/intimate zones then move to public destinations before returning back to the intimate zones.

INTIMATE ZONES PUBLIC ZONES

START OF
FORUMS RSS
JOURNEY NETWORS e @ @ @

Check for messages Log in and reply : YosTube etc.
and respoed Wanymessages -

Thmugnut the journey, lnstzm Messenger is amys on as is music (iTunes/YouTube)

END OF BLOGS,
FORUMS, RSS
JOURNEY & SPACES

rnmuu hr-:::a'; Check emas again
@ MOTIVATIONS FOR GOING ONLINE BY DEVICE

Handheld devices are used for specific, one-off tasks rather than accomplishing
a lot of activities in one sitting.

ALL DEVICES
DESKTOPS

LAPTOPS
HANDHELDS

INFORMATION g
SEARCH BANIKING

© Google, Wikipeda .

@ MATCHING MODES AND MOODS

Different motivations for using the internet associated
with certain moods

FRUSTRATED () @

OPEN MINOED 600D MOOO
O® ®
BAD MO0O BORED
©® ®®
UGHT-HEARTED INQUISITIVE
®o® ®
SERus @

&z, MEeC: weww@

has halved in the
last year.

Microsoft Advertising -
India, June 2011

http://www.microsoft.com/india/msindia

Internet Behavior

pressreleases/72-per-cent-of-the-time-s

online-by-indians-is-planned-not-

spontaneous/301/
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1. Google India

2. Google 11
3. Facebook 12
4. YouTube '
5. Yahoo 13.
6. Blogger.com 14.
7. Wikipedia 15.
8. LinkedIn 16
9. Rediff.com 17
10. IndiaTimes 18

. Twitter

WordPress

Zedo

Google User Content
IN.com

. Windows Live
. ESPN Cric Info
. Indian Railways

http://www.alexa.com/topsites/countries/IN
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Traffic growth (impressions): past 18 months
1,800,000,000
1,600,000,000 o

1,400,000,000 ~ ,/
1,200,000,000 =
1,000,000,000

800,000,000
600,000,000 /

400,000,000 /1
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India has witnessed a high growth of 233% year-
on-year in terms of mobile internet usage driven

by cheaper data rates and much improved
handsets.

http://www.buzzcity.com/f/
pr20110214 Global Mobile User Survey From BuzzCity.html
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Demographics (age and gender)
¥ 87% of the mobile Under 20
web users are under
age 30. Over 35
5%
¥ 89% are male. 30 - 34

(Opera’ s research
saysonly 1in 20 are
female.)

http://www.buzzcity.com/f/

pr20110214 Global_Mobile_User_Survey From_BuzzCity.html
http://www.infographicsarchive.com/tech-and-gadgets/india%E2%80%99s-
mobile-only-internet-generation/
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Handheld devices
are prlmarlly used The growing numbers What do they do?

for specific one-off | sadaatdbifi 550
taSkS. NNRNNE m 9550 Mitien ::snet-

users

Top uses:
. Who are they?
entertainment,
. 18% _16%
search, social EW
n etW O r ki n g’ e m a i | MOD!I& Intemet users are : Mobile mteynet US2rs are
and news. A RS

http://www.goospoos.com/2011/05/mobile-internet-usage-in-india/
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PC Based Internet Users Mobile Based Internet Users
Only 3% 97% 22%
63.27 million (+13.97 mn) 14.40 million (+2.85 mn)

are solely mobile
internet users

PC Only

78%

50.66 million
(+11.26 mn)

All Internet Users - 65.06 million (-14.11 mn)

www.juxtconsult.com India Online 2011 Report
Based on a survey conducted among 201,839 individuals spread across all 4
regions of the country between Apr-Mid June 2011.
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Nokia says that:

“Indian subscribe”rs are not really *using* the mobile internet, they are
merely tasting it.

But... “The immediate future is going to change considerably the way we
see it getting used. For a vast majority of the next 100 million subscribers
who will start using only the mobile internet- this is the *only* internet
they know.”

Nokia says that the ABCs for mobile content in India are Astrology,
Bollywood and Cricket.

http://research.nokia.com/files/MobilelnternetUsagelnIindia.pdf




O0+(:1G"&+Q1-&'("-$+2-+%(
H+-+2%$"1-(")(>1:"-#(

Today only 8% of Indian households have access to a
PC.

However, by 2015, the mobile phone is expected to
help unlock internet access, with more than half of the
anticipated 350 million internet users accessing the
internet from their mobile phones.

http://blogs.wsj.com/indiarealtime/2011/07/13/chief-mentor-five-
internet-trends-to-keep-an-eye-on/
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The four-step approach to the social strategy

People
Assess your customers' social activities

Objectives
Decide what you want to accomplish

Strateqy
Ptan for how relationships with customers will change

Technology
Decide which social technologies to use

RIS

http://www.forrester.com
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What are Indian Christian magazines doing already?

http://www.truthintl.org/main/Jeevavachanam.asp Posts pdfs of
previous issues.

http://lifevisiononline.com/ Recently started using WordPress and is
posting pdfs of current and previous issues. Password protected.

http://www.vedabhimani.com/puthiyalakkam/index.html

This Malayalam web site is using page-turn technology.

http://www.praisethealmighty.com Started using WordPress in Sept
and is posting individual articles.
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THE NEW
TABLETS

i o
g

Though | don’ t agree with all of -."'/01" ’“Otheology, |
admire its cutting edge approach to digital publishing.

http://www.charismamag.com/
http://www.imirus.com/fulfillment files/charisma/subscribe.html?
title=306

https://www.facebook.com/#!/charismamagazine
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SHELOVES/MAGAZINE.COM {5

YOU ARE READING

November 1, 2011 Down We Go: Leaving the Ninety-nine for

In Be the Change, the One

Down We Go, Faith, “Love doesn’t always come to us; often we have to go 3

Intimacy with God, toit” — | 32
Love, Spirit

Tuesdays By Kathy Escobar | Twitter: @kathyescobar retweet m

One comment

http://www.shelovesmagazine.com/

Sﬁmﬂo\/ﬂ,
HALF
MARATHON
FOR
LIVING
HOP

D

RECENTLY on TWITTER

Intoxicating: Living a Life that Smells Great
http:/ft.co/xrKzDRxy More updates.

SEARCH

Enter the query to search and hit ENTER.
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Editor of SheLovesMagazine.com, Idelette McVicker attended
the MTI training in the early 2000s. She edited some print
magazines with Campus Crusade, then launched the now
defunct www.globalgirlnetwork.com . More recently, she
started www.shelovesmagazine.com.

The vision of SheLovesMagazine?

“For me it’ s about telling the stories of how women around
the world are being the change.

*Fostering a strong sense of Sisterhood or community

*Sharing our own stories
¥*Mobilizing for change”
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January 2011 October 2011
*¥188 unique visitors per *¥312 unique visitors per
day day
*¥135,000 hits ¥603,119 hits

Launched in May 2010 at
LifeWomen conference.
However, the site really

only got a pulse in
January/February 2011.
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“l imagine 600+ people walking through our
doors every day. That’ s a rather big church.

Building community is one of our KEY objectives:

To not just go for ‘hits,” but watch who comes
through the door and actually visit the sites,
shares and comments. We measure it with
‘engagement.”
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“I burned out doing globalgirlnetwork.com,
because | felt like | was doing it alone.

“Also, I didn’ t quite figure out who the audience
was. The name was speaking to a specific group of
people with a global perspective, but | felt like |
didn’ t know exactly who these people were. It
was either not enough of a niche or not big
enough. | wanted both and that didn’ t work.”
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*#to start with a strong local base (ShelLoves
is connected with Relate Church)

¥to be clear about our audience and
message

*¥to grow our own writers (ldelette asks
people from her church to write.)
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*¥Most of our marketing is done through
Facebook and Twitter. Social media rules.

¥We have an email newsletter that | need to send
out more.

¥Word-of-mouth.
¥Mentions at LifeWomen and other networks.

¥We need to do more ...
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*¥Get a small, devoted group of people who will
share your stories on social media platforms.

*¥At the very least, get a Facebook page and a Twitter
handle. ShelLoves:
https://www.facebook.com/#!/ShelLovesMagazine
http://twitter.com/#!/shelovesmag

*¥Get your writers on Facebook and Twitter. (They will
share what they write with their friends. SheLoves
has a FB group for its writers:
https://www.facebook.com/#!/groups/
238204076206987/ )
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¥It’ s inexpensive.

¥It’ s environmentally friendly.

¥It' s current. |t’ s the future.




