What is the new system?

The new system is based on two variables:

= Education of chief wage earner

= Number of “consumer durables” (from a predefined list)
owned by the family The list has 11 items, ranging from
‘electricity connection’ and ‘agricultural land’- to ‘car’
and ‘air conditioners’

We evaluated manyalternatives, based onvarious demographic
variables, assets and amenities at home. While dealing with
two sets of variables, the analysis relies heavily on the LIFE
scoring method. This is a standard of living measure that
awards points based on ownership/usership of a product - with
points inversely related to the penetration level. To compare
two alternative systems, we used the Lorenz curve and the
associated Gini-coefficient as a measure of discrimination.

What are the advantages of the new system?

The advantages of the New SEC system are:

* The new system will provide more discrimination as
compared with the current systems: more than the
current urban system, and much more than the current
rural system

* We now have a single system for urban and rural India

= The new system is less subjective- as we no longer
use occupation. There is some room for subjectivity in
deciding whether a person is "senior/middle" or “junior”
executive, or in distinguishing between a businessman,
shopkeeper and a petty trader

= |t's simple-easy to answer short and easy to classify.

Story & Storytelling

Are there any drawbacks associated with the

new system?

We believe there are no serious problems:

however, the new systemwill require updating
from time to time, because penetration of
consumer durables will change faster
than education or occupation.

To sum up:

The user of market research benefits
from having a powerful, discriminating
variable that is used across all surveys
and databases. All major databases are
working on incorporating the new SEC
system: including MarketPulse (IMRB's
household panel), TAM, IRS and NCAER
surveys.

Conclusion:

We now have a system that is simple
and easy to administer. It gives us good
discrimination and the social grades created
are more homogenous. It's also very easy
to use the new SEC: just the question on
durables/assets needs to be added. It's time to
begin using this in all surveys.

For more information on SEC

write to ashutosh.sinha@imrbint.com
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We have 12 grades in the New SEC system, ranging from A1 to E3; the modal grade is E1. The figure above shows the
distribution of households for India as a whole (urban +rural). Data Source: MRUC/Hansa-IRS2008 (round?20)
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Happenings
Effective implementation of ISO
9001 Quality Management System

By Ashutosh Sinha
with imputs from Vikrant Dogra
and Prashant Raikuni

For several years, the marketing and research industry in India has been working to move away
from the current system of socio-economic classification.

The current system of classification goes back to 1988, when the Market Research Society of
India (MRSI) proposed a system for classifying urban households. based on the education
and occupation of the chief earner. In this system, households are classified into 8 grades,
ranging from A1 to E2. A parallel system was developed a few years later for rural India, based
on education of chief earner and material used in construction of dwelling.

The main reason for wanting to move away from the current system was a desire for more
discrimination. But it's also evident that the dual approach to rural-urban was unwieldy. As
someone said: “rural and urban are not two countries with a border running in the middle..."”
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We are glad to share with you our next issue of IMRE IMPRINT,
an endeavour designed specifically to keep all our valued clients
updated on happenings at IMRB & in the MR fraternity and to solicit
your views.

With this issue of IMPRINT we are glad to share with you some
interesting insights & information on the New SEC system and
some more interesting articles written by our senior researchers.

Do leave your comments and queries on imprint@imrbint.com
and we will be glad to interact via this platform.

IMRB IMPRINT has once again being awarded Gold by PRCI
(Public Relations council of India) in the tabloid category. Our
success is based on your constant encouragement and support.
We also take this opportunity to reaffirm our commitment and
add value to your business through innovation and the latest in
research methodology.

Do read this information-packed issue. As ever, | look forward to
receiving your feedback.

Best Regards,
Seema Saini
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a framework?

“STORY” AND “STORYTELLING”

Why movies like Rang De Basanti, which is essentially ‘old wine in new bottle formula’
work and others, fail to make any impact on the audiences? There are few important
aspects that could decide the fate of a movie — Story, Screenplay, Actors, Director,
Editors, & ‘The audience’.

Imagine linking Bollywood to Research — Can there be a crosspollination of learning’s
from these two distinct yet similar industries? The authors found that this process could
offer enriched learning’s as to why some research findings are well received by clients
and some just fail to make any impact?

In the research fraternity, Insight Managers play the key role of directors and respective
MR companies become lead actors out in the market. Like any movie, considerable
amount of resources get invested, however only two — three hours are made available to
communicate the message.

The authors have experienced that the current state of presentations in business and
academia causes its own degree of suffering for audiences and for presenters alike. The
challenge is further magnified in MR industry where the client usually gets exposed to
the tip and not the complete ice-berg.

Hence effective delivery of results and presentation should become the creative magnifier
forthe Insight Managers and the intelligence should be communicated in a manner that
affects client's perception of its validity.

Exhibit 1: - Research Communication Process
Unlike Bollywood, The

MR industry in India has @?
evolved and developed . = = = = =3 Audience -qf'za = =  Information over load
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quality controls and data
analysis yet more often

“the story” however, lays
lesser emphasis on “the
story telling”. If creating
the story is a science,

= Mature of Findings: Data heawy,
Qualitative findings, New Ideas
The
- = b3lance
being a good storyteller is
an art. From the research

perspective the story constitutes of research methods, analysis tools, action points or
insights directly impacting the clients offering whereas story telling refers to the method
in which the story is communicated. An effective story teller takes into account three key
factors (i) The receiver — for e.g. an Expert/ General, Many/Few etc (ii) Type of Content:
Data intensive, Conceptual etc (iii) Mode of communication — for e.g. traditional forms,
dashboards, interactive workshops etc
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Exhibit 1 above explicates the bottlenecks in the research communication process.

The Insights Managers (Story Tellers) will have to play bigger role of balancing the weights
between “Story Telling” and “The story .

The key question that requires immediate attention is that “Are we overselling one
and underselling the other?” The imbalance between the two is the root cause of
dissatisfaction, low impact presentations and low productivity among the managers.

People will forget what you said, people will forget what you did but people will never
forget how you made them feel. Hence, softer aspects for e.g. emotions, trust, and
empathy cannot be ignored as they play an equally important role in determining the
effectiveness of the communication process.

Although it is important to focus on the story, there is still room for innovation in the art
of storytelling, which will be the key differentiator in the future. The authors
are practitioners of art forms and new wave technology,
and have been experimenting by adopting several
creative forms of communication in delivering
research findings to clients.

Confusion leading to

= Analysis tools: Maultivariate analysis

To understand the

effectiveness of

communication in various
environments a systematic
approach is essentially required. A case
in point is illustrated below .

The 2X2 framework elucidates solutions
to Insights Managers for presenting data
intensive research findings to varied
forms of audiences. The framework also
captures the emotional & content appeal
required for impactful delivery. For e.g.
new form of communication having an
element of infotainment (information
plus entertainment) will be useful tool for

How can Insight managers align their teams to
effective delivery? Is there a winning formula or

Exhibit 2: Delivery Framework for Data Intensive Study:

£
=

Strength of Audience

Emaotional Appeal -
Y Egnless communication

Infotainment {puppetry,
theater, videos ete)

| Emational Appeal -
Collaborative

Focused Workshops
(Past It, drawing boards)

Traditional forms
(power paints, case studies)

Interactive Dashboards

Content Appeal

Content Appeal

Sticky

General

Knowledge levels of Audience

disseminating information to a large group comprising of non research stakeholders. Further it
becomes imperative that the message should be communicated with an egoless tool and content
should have a sticky appeal in order to enable desired process improvement for the businesses.
Dealer deployment workshops (Typical in Customer Satisfaction Survey), NGOs Training &
Implementation Workshops (Rural surveys) etc are live illustrations where these forms can be

applied effectively.

Further, fusion of technology in the delivery can be deployed as a powerful tool for enhancing
the receiver’'s experience. From popular open sources (videos, you tube, audio, Google Maps) to
freewares available on web can be harnessed and used to not only to convey the message but also
to create visual delight for the audience. For e.g. Google Maps can be useful in depicting
catchment area for typical studies conducted in the real estate sector and a stick animation

freeware can help in conveying banal messages in more lively and impact form.

The Research Offer

The detailed paper will not be
restricted to framework and
dimensions explained above,
rather it will draw frameworks
based on several other
dimensions explained along
side.

Likewise there can be different frameworks and dimensions which can guide Insight
Managers on how to use different communication methods in different environments
(conceptual studies, brainstorming exercises, strategy papers etc).

Moreover the relevance,
efficacy and viability of several
communication tools on
live research projects would
be covered detailing the impact
of innovations through direct
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interactions with client and various stakeholders. The authors plan for live demonstrations during
the seminar across various types of studies to showcase the untapped potential of several creative
forms of communication and its applicability in effective presentation delivery.

Through this paper, the authors wish to address the key area of concern for MR industry and strike
the perfect balance between “The story” and “The story telling” thus enabling agencies to create

an everlasting trust and relationship with their customers.

“Creating good stories is important for MR companies... Spreading it through story telling is
another”

Authored by:

Saurabh Sardana,

Gurpratap Ratra. with inputs from
Mohan Krishnan

An e-Tale of India’s

World Cup Final Match

Online Property Reach / Unique Visitors

Espnstar.com/cweclive
Espncricinfo.com 1.7 Mn
Cricket,yahoo.com 1.6 Mn
Cricbuzz.com

Online Property

Espnstar.com/cweclive

Cricbuzz.com

Cricket.yahoo.com
Espnericinfo.com

Average Time Spent (in Mins)
41 Mins
30 Mins
25 Mins
21 Mins
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Twitter and beyond

Follow us on Twitter @imrbspeaks for the latest

news, insights, research and much more from
IMRB International.
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Group.

understanding of HomeMakers.

The women of today are more educated, & nas very high self confidenc _ n
confident, determined, demanding with . en of today : . hat happens i
high aspirations. About 30-35 per cent of the i 1 responsib'le for evenything 1

estimated 480 million jobs are performed by
women and 54% of television advertising is
targeted towards housewives making them
the most targeted and sought after Target

Presenting our New Syndicated

Offering: HomeMaker Bioscope
Adecisionsupportsystemforacomprehensive *

Did you know o - 60% of women in Urban

India strongly agrees they are

their life - __. - :
« Every third urban women is open to send their girl child to another fow

for higher education | |

EO\:e'rygthi-rd urban women believes their children would be pbetter off being

educated than being rich

es in insurance policies for their children

rban women believ L
o 34% of urban wom lieves in vegan food for their family

31% of urban women strongly be

To know more write to homemakers@imrbint.com

Those who do things well, will be honored from

generation to _(_third) generalion

a ;
services, such as video
streaming, movie downloads,
video calls, etc. which were not
present till now. With as much
as Rs.67,719 crores invested by
the operators in 3G spectrum,
they are bound to follow Tao Te
Ching's wisdom, in introducing
3G services in the market.

Bharti  Airtel, is using
experiential marketing wherein
it has several bright red colored 3G buses on the move in top cities in India. Here
mobile users can experience firsthand - 3G mobile services such as telephony
such as Mobile TV, Video Call and High Speed Download among others. Many
of us would be familiar with the print and outdoor ads that scream “Airtel 3G is
here". Tata DoCoMao - known to have one of the largest footprint in retail stores
amongst telecom operators, is turning thousands of its shops into “experience
stores”. Consumers can walk in and experience services like video SMS, video
streaming, maobile television, ultra-high-speed data transfers, routefinder, and
live aarti. This assisted experiential marketing would help in making

the millions who have not used GPRS yet more familiar with

what 3G is all about.

Many of us would be familiar by now with the
Superhero ZooZoo flying all over our TV screens.

lute perfection comes from the absolu

§ o 2G
perhaps helped in weaning away
subscribers from competition.
However this did not lead to
higher data ARPU vis-a-vis 26
network. In Japan, innovative
data plans and highlighting the
relevance for 3G services has
enabled high penetration and
data ARPU. Moreover these
PSUs were not able to provide

enough marketing thrust to 3G services - thus
leading to lack of awareness of their 3G services.
It must not be forgotten that the target customers
for a service like 3G prefers young and energetic
brands like Airtel, Vodafone etc.

To provide critical insights to close in the strategy
for deployment of 3G services, the elech Group@
IMRB, active in the area of Telecom
related market research for
several vyears now, recently
carried out a Syndicated Study on 3G Mobile
Services in India christened “The World Of 3nity”.

That was Vodafone's 3G launch strategy i.e. use That which is well built The first round of the study has been conducted
its TV ads which have been much appreciated to will never be forn down. amongst as man).( as 10,000 mobile subs.c.ribers
announce introduction of 3G services in India. That which is well latched and 1,520 establishments across top cities in
The superhero ZooZoo stands for the brand £ sli India which are Delhi, Mumbai, Chennai, Kolkata,
personality of 3G - Faster, smarter and better and CATRIS: S a.way' Pune, Ahmadabad, Bangalore and Hyderabad.

helps in educating subscribers on this 1 Those be’do’fbmgs well The study also covers views of several industry

new technology in a simple manner. The ' be honored fmm generation to gener: experts on the India 3G market. The mobile operators

different things the ZooZoo does in the TVC
are indirectly pointing to the gquality of the 3G
network that Vodafone aspires to offer. Vodafone is

also offering free time bound 3G trial to its current GPRS

subscribers. This not only serves purpose of pre-purchase service
trail but also provides Vlodafone with valuable usage data from
which they can infer which services are more sought after, how
the data consumption is likely to change after mass introduction

of 3G services etc.

On the other hand, Reliance is focusing more on partnerships
to offer popular VAS. It has tied up with Universal Music Group so as to

offer music streaming and is promoting its new App Store on Reliance 3G that

enables you to get directions while on the road, cocking to yoga tips etc.

There are some lessons to be learned from BSNL/MTNL in terms of 3G Services
strategiesthat did notworkverywell. Usersfound their2Gto 3G SIM Card exchange
system complicated since one was required to send a SMS as “M3G120 to 53733

(Tao Te Ching).

seem to be on the right track since as many as /2%
of mobile users assume understanding how to use 3G

services usage would be complicated and someone would
need to demonstrate to them first.

The study reveals that only 9% own a 3G enabled handset, but 82% are willing
to switch to a new (3G enabled) handset to avail 3G services, provided it lies in
the Rs. 4200- 6400 price band. This is in line with the fact that Indian handset
manufacturers have already started offering 3G enabled handsets at ‘middle
class affordable’ prices. With a plethora of handsets in the market, the bigger
issue is the pricing of the 3G services. As we know India is a price sensitive
market and for 3G to percolate to the masses the price would need to be quite low
and attractive - to start with. However that is unlikely to happen given the huge
cost of spectrum which itself is scarce and the fact that some of the winners
are currently already operating in the low ARPU voice market. The Consumer
segment study was carried out using random sampling with a minimum quota
for some aspects such as SEC A, B, C & D and subscribers of the 3G spectrum
winners while the fieldwork was completed in Dec 2010.

Contd. on page 5...
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...contd. from page 4.
Those who do things well,

will be honored from
generation to (third) generation

As per the IMRB study, 32% are aware of 3G mobile

services. Amongst those who are aware, as many as 93%
associate video calling with 3G. Here is what an industry expert
had to say about other 3G services “Purely utilitarian stuff like
traffic signal, map, directions, facilities, restaurants and purely
entertainment stuff like gaming, infotainment will be very big. Casual
gaming will dominate.” The report also reveals even more interesting
information - that while video calling may be the most awaited 3G
application, the main reason why people would even consider
subscribing to 3G services is that 73% of the mobile subscribers
believe it will mean better voice quality. . Experts believe that in the
first instance, 3G will be used by many operators to improve their
overall network quality and retain voice customers.

Video Calling could well emerge as the next big mobile application,
however there are certain constraints —e.g. both sides need a double
camera phone. Moreover it is a way that even the illiterate can use to
communicate. It is ironical that rural citizens who require high speed
. applications (telemedicine, e-education)

the most can afford it the least. In
. Korea, the Government accelerated
the adoption of 3G with subsidies for

. operators as well as mobile phone
manufacturers. In India too, the
Government and the industry
" would need to work together to

. take 3G to the villages.

The Business segment study
was done purposively amongst
involved with mobile/telecom
decision making. In case of SMEs, the mobile usage today,

those

is more restricted to voice. Other than that messaging is also being
used especially by small enterprises. However the awareness of
specialized enterprise applications such as ERP and CRM on mobile
was found to be abysmally low. In order to increase penetration of
3G amongst enterprises, it is important to create higher awareness
about how they can utilize 3G for business purposes.

We have seen in global markets that it takes time for 3G to transcend
from a technology to becoming a household need. The recent rollout
of 3G in China has seen only 4% adoption after two years of aggressive
marketing by the players and evident government backing. Since
none of the operators have a national footprint we are likely to see
partnerships being forged amongst operators to weave together a
national offering. And with consolidation in the telecom industry on

the cards in next few years, only time will tell who religiously followed
Tao Te Ching's wisdom.
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BY SANJEEV KOTNALA

VICE PRESIDENT,
DAINIK BHASKAR GROUP

OURS ARE THE
STREETS

by SUNJEEV SAHOTA

Untouched by the potential havoc

hisactions of being a suicide bomber

will create, young IMITIAZ RAINA, is
busy writing his confession, so that his young
daughter from his British wife Becka may
know the true him and not something that will
be thrust on her face from the news clippings
and social speak.

Imtiaz, is a young father full of romantic
ideas. He is happily married or something like
that. His father is a taxi driver easily adapts to
life in England and overlooks repeated racial
behaviour. Imtiaz's visit to Pakistan to bury his
father, brings in certain changes more of a result
of external forces and his own changing outlook.
The confession are his own way of making. He
now believes in the cause. More he believes that his action will be catalyst
for the change. You expect a series hardliner thoughts and rationalisation
for his transformation- but surprisingly it is a smooth walk. This is the most
interesting and relevant part of the book.

Nearing his D-Day as a suicide bomber, Imtiaz is confused and a bit
depressed. This is beautifully captured in narration. He suspects his wife and
his cousin to be having an affair and that leads to the routine psychological
doubt: why me. .

Thankfully the book remains true to confession from a father’s point of view
and does not attempt providing any solution. The story is very fluid and is
well written. It grips you from page one. Even in pages which slow down
to explain his philosophy behind his actions, it just takes you along in
a flow of monologue. In my judgement when one starts seeing a book
like @ movie, it speaks volume of writer's ability to transfer you to the
site of action. In OURS ARE THE STREETS, | could (and believe you
would) see the house in Pakistan, the pump at the fields and the room at
Afghanistan — the story comes to life.

| am impressed with Sunjeev way of writing and will definitely read
whatever next he produces. Read it. 'Ours are the streets’ Rs 450
Published by Picador, this 312 pages are worth reading

If you want a book reviewed or volunteer to review an
interesting book write to imprint@imrbint.com
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Trends and Forecast

in the past one month
Figures in Mo
Growth Hate in %

As the gap between

Claimed Intarnes and

Active Internet users
From 2003 fill 2009, thens
has been an annual aversge
growth of 50% in Active
Internet users in the urban
cities across the years

expected to be
eonsistant for more
couple of years

closes in, the growth is

Active Internet user (Urban) -

Base: All India Active Internet users - Who have used Internet

However, if the content is
not targeted and the
accessibility an iscus, the
users in small cities might
not be persistent ones
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write to balendu.shrivastava@imrbint

IMRB International has been offering
specialised research services for more
than four decades to clientsin India and
overseas. IMRB International operates

out of its five full service offices in
Mumbai, Delhi, Kolkata, Chennai and
Bangalore and is supperted by 15 other
regional centers for collection of survey
information.

We have nine specialist units to cater to
various sectors. So if you have a query on
your sector or would like to take a view
on an area of concern or would like to
give us your view point, we will be glad to
have our sector specialist write to you.

ABACUS MARKET ANALYTICS unit
offers a wide range of services to all the
research units in IMRB.

BIRD,the Business&Industrial Research
Division of IMRE, is the market research
and consultancy division servicing B2B
and industrial markets.

The Brand Science Group (BSG)
is a new unit at IMRB that primarily
focuses on Brand and Communication
Research.

Customer Satisfaction Management
& Measurement (CSMM) provides
a range of consulting products and
services to manage external customer
and employee loyalty and imtegrate

stakeholder measurement and
management efforts into the companies

decision making process at all levels.

Media and Panel is an independent,
specialist unit of IMRB, incorporated
in 1992 and handles different kinds
of syndicated
customized.

Probe Qualitative Research (PQR)
is one of India's leading qualitative
research groups and has executives
specially trained in India and overseas in
qualitative research methods.

research both and

Customised Quantitative Research
Customised Quantitative Research at
IMRB offers custom research solutions
using quantitative methods to clients in
India and abroad.

MindTech Systems is the Software
development house and has been in
software development to enhance
Market Research services.

Social and Rural Research Institute
(SRl has been set up by IMRB
International in 1990 with the objective
servicing the clients in the development
sector with focused efforts.

Do send us gueries related to your sector on

imprint@imrbint.com and we will be glad to

If you are keen to understand more on t

IT Hardware and
Software practice

Social and Rural

W
Alcohol

have our Sector Specialist address the same.

Finance / Banking /Insurance
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PC Literates (Urban) -

Trends and Forecast
Figures in Mn

Base: All India PC Literates Erowth-Bate 00

Given that 250 Mn individuals reside in
urban cities, as per NRS 2006, this
growth is likely to taper-olf.

From 2003 till 2009, there has been
an average annual growth of 20% in
PC users/literates in the urban cities
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Claimed Internet users (Urban) -
Trends and Forecast

Base: All India Claimed Internet users- Who have used Internet
atleast once in their past

Figures in Mo
Growth Hate in %

However, if relevant
and localized content is
offered for non-English
speaking population,
there is a likelihood of
an increase

Considering that the first-
time users of the Internet
do not take-up the
medium as they do not
feel it is useful for them,
the growth is expected to
reduce in the near future

From 2003 till 2009, there
has been an average
annual growth of 40% in
Claimed Internet users in
the urban cities
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