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Times Internet, the digital arm of media conglomerate Times of India Group, has expanded
beyond digital media to provide a host of services to consumers in India, from food delivery to
music streaming. eMarketer ’s David Green spoke with Times Internet’s chief revenue officer
Gulshan Verma about the company’s current revenue breakdown and what trends are driving
the growth of digital advertising in India.

eMarketer: You describe Times Internet as a digital product tech company. What does that
mean?

Gulshan Verma: We’re more than a digital media company. We’re moving in the direction of
being a comprehensive utility—services with media attached to it as well. For example, [Times
Internet-owned] Magicbricks is probably the largest classifieds site in India right now, and
through that we help 80% of people who want to move find a property. We have apps that help
students revise for exams, as well as a spending aggregator that helps you find where your
money is. Basically, we started in media and then headed out in a variety of different directions.

eMarketer: What’s the revenue breakdown for the business across advertising, classifieds
and ecommerce?

Verma: Advertising is about 49% of our revenue, about a quarter is classifieds, 17% comes
from subscriptions and the rest is transactions. Our transaction-subscription businesses are
growing much faster than other segments right now, at about 50% a year.

“Our transaction-subscription businesses are growing much
faster than other segments right now, at about 50% a year.”



eMarketer: What trends are inciting growth in the digital advertising business in India?

Verma: Video is growing very fast and more than doubling in size. But there are two other
unusual areas: One is brand content experiences, which are growing very fast, and the other is
that we built out a strong native performance network where we leverage our first-party data.
For example, one user might go to Magicbricks to look for a house and make a restaurant
reservation on [table booking service] Dineout—[these data profiles] have become strong
assets for us, because they are businesses we weren’t traditionally involved in.

eMarketer: Is your native performance network proprietary? What’s the benefit of building it
yourself?

Verma: Yes, it was developed in-house. It’s a platform called Colombia. Then we built our
publisher network called The Colombia Audience Network, which includes more than 60
external publishers and partners and more than a hundred publishing brands.

The advantage of having our own platform is that we own the whole stack. We see third-party
stacks where your analytics package doesn’t talk to your customer relations management
[CRM], your ad tech or your ad server. An integrated ad tech stack allows us to customize a lot
faster.

eMarketer: Regarding video, what’s driving the growth in video content in India?

Verma: After the launch of the Reliance Jio 4G network in India, we’ve seen audio on streaming
apps grow by 300% in the last 18 months. Some of our clients post more video content on
social platforms than on YouTube, and vice versa. Both are valuable.

“Vernacular, or local language, is driving a lot of our growth.
It’s actually bigger than English content now.”

eMarketer: Is that video content primarily in English or local languages?

Verma: Vernacular, or local language, is driving a lot of our growth. It’s actually bigger than
English content now. Historically, the internet in India was seen as a high-end audience with
computers and laptops and streaming video, and so it was no shocker that English is where the
market was. But 80% of the content on YouTube in India is in Hindi. Bengali itself is one of the
top languages in the world. There’s a strong push towards localized content.

We’re talking with some brands about creating not only English-language content, but also
content in local languages like Hindi and Telugu. Those languages have 50 million to 60 million
speakers in India, out of a total of 400 million people on the internet, which is now the second
largest internet user base in the world. But most people are not producing enough content in
local languages.

 

Interview conducted David Peter Green on June 19, 2017.
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