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TEAM EVENTFAQS

Awards are usually based on the premise of rewarding excellence to a
person, organization or creation of work. But when there are several,
similar properties out to recognize the same excellence, it is hard to say
which among the winners are more deserving. Multiple award properties in a single category also often lead to each attempting, either consciously or unconsciously, to dilute the proposition of the other, making
it even harder to say which award was more rewarding.
While there is always talk about lobbying and guaranteeing awards
to those personalities whose attendance is imperative, there are some
nominees who will attend only if they’re winning the award. But these
are just aspects that break the credibility of a platform - not what makes
them.
EVENTFAQS took a closer look at multiple awards in categories like
film, television, auto and excellence, to understand the differentiator of
each. While each of the properties was created as a leverage to an existing business within the segment, only few have managed to make their
mark. Certain properties had the first mover advantage, while others

have created a comfortable niche through an effective differentiator.
Award properties that have been later entrants in more popular categories and have had no specific differentiator, have known what it takes to
draw an audience. The essential mix of celebrities and entertainment,
spiced with some controversy, has always managed to draw enough
audiences to ensure that both television partners and sponsors realize
their value on the investment.
When looked at, from an industry stand point, multiplicity has only contributed to the overall propagation of the industry, creating a bigger
buzz, leading to larger audiences. As far as recipients of the awards go,
there seems to be no complaint on the extra rewarding or the increased
opportunity for felicitation.
Excerpts from conversations with award property owners, media brands
that derive value from them, and some sponsors that have leveraged
their brand through these:
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FILM AWARDS
Zee Cine Awards

Filmfare
Tarun Rai, CEO, Worldwide Media
Filmfare Awards need not differentiate to stand out in the industry. When it was started more
than five decades ago, it was the first awards in the film category. Since then, it has been accepted by the audience as well as the industry. I feel, it is the other award property owners who
have to differentiate their properties.

Stardust
Shivendra Parihar, Marketing Head, Magna Publications
The Stardust Awards have been in existence for the last eight years. Being a late entrant in
this category, we decided to create a differentiator by focusing on only new talent in the film
industry. The awards were designed to celebrate individuals that made a debut in various
different fields and aspects of the film industry each year. Over the years, though the property
has gone on to include the mainstream categories as well, it has still retained fresh talent.
The Stardust Awards is a platform for new comers in the industry, because we felt they
were not getting adequate attention but still had a lot of potential. Many debut stars have first been recognized
through the Stardust Awards platform. They have made a mark in the industry and deserve to be celebrated.

IIFA
Sabbas Joseph, Director, Wizcraft
The most prominent differentiator IIFA has, is the credibility the property has built over the
years of its existence. IIFA is the only property that has an audit firm audit the votes that come
in, and Wizcraft doesn’t even get to know the winners till the day of the event. IIFA is also
the only awards that has gives equal weightage to the industry (50 percent) and the public (50
percent) voting, to determine the winners. Beyond this, IIFA’s vision in itself is a differentiator. The IIFA movement will attempt to build bridges between communities, but this cannot
be achieved in one year, in one event. It needs to happen year after year.
Through IIFA, the value of Indian cinema has gone up in international markets and the increase has come from
the markets that IIFA has gone to. We’re using the IIFA platform to introduce Indian cinema to newer audiences.
We also use the platform to introduce business communities and thereby the tourism, and investment of Indian
businesses in that destination increases. IIFA may have started from the award ceremony, but the brand has
extended well beyond that to include an entire IIFA weekend, while for others, the awards is an end in itself.

Television Partner for Filmfare Awards
Danish Khan, AVP Marketing, Sony Entertainement Television

Why has Sony associated with Filmfare over the other award properties in the
film category?
Filmfare Awards has been the biggest awards as far as the Hindi film industry is concerned. It
is the biggest, both in terms of perception in the industry and the kind of viewership it has on
television over the years. And, Sony being a General Entertainment Channel with interests in
the Hindi film industry, we have associated with them for the past fourteen years now.
What does Sony bring to the table for these awards?
If you look at Sony, it is a leader as far as movies and events on weekends. Over the last so many years, Sony
has got the maximum number of biggest movie titles and events. So, we bring that platform and the high viewership. We also have the ability to market these and ensure that the brand equity of Filmfare only increases and
does not decrease over the years.
How does the channel benefit through these properties?
Filmfare and other award properties are highly anticipated events in our markets. As such, Hindi films enjoy a
mass following and Filmfare is an awards that is anticipated every year with the audience looking forward to
who is winning the award, and who is doing what at the event. There is a huge amount of viewership, and we
get a huge amount of rub-off by associating with it.
What is your take on the existence of multiple award properties? Are they beneficial or harmful to the industry?
I think duplications has become a way of life. Filmfare started five decades ago, and there are hundreds of similar awards now. The audience is intelligent enough to understand which is original, and reject the rest. It’s not
a healthy phenomenon, as it doesn’t do good to anybody.

Mohan Gopinath,
Business Head, Zee Cinema

Why did you inititate
the Zee Cine Awards
when
other
Awards
were in existence in the
same category?
We started the property in
1998, which is almost eleven
years now. In those times,
films were a much smaller
industry as compared to the
present. Plus, we had Zee TV,
Zee Cinema and others operating under the Zee brand.
So, it was good enough reason to spread our wings in
that sphere.
How do you differentiate Zee Cine Awards
from rest of the other
award properties?
I think there were two basic ideas that went into the
development of Zee Cine
Awards. First was the democracy angle, where we
went to the public to vote for
their favourite stars for that
period. Second is, we went
abroad and had it at a larger
scale with more gloss and
grandeur at the event. Those
two aspects made it look really big.
How different is it to
market on-ground event
properties as compared
to the general programming content?
In terms of an Award, you just
have one day to showcase and
rest of the events have a continuity factor. So, in terms of
marketing, I wouldn’t say it
is easier or difficult. It is just
that the faces are more visible in the Hindi film industry, plus most of the people
would have already seen the
movie that we showcase. So,
it is a little bit of an easier
job. It also depends on the
market conditions that it is
operating in.
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TELEVISION AWARDS
Indian Telly Awards
Anil Wanvari,
Founder, CEO and Editor in chief, IndianTelevision.com Group
It all began in 1992 when I came to know
of Advertising Club Mumbai’s Awards The Abbies. I thought something similar
could be replicated for TV. I had heard of
the Emmys, which were the most prestigious TV awards in the world. I decided
then that I would institute one such award for the Indian TV
industry.
It took nine years (in 2000) to make that idea a reality, soon after we set up indiantelevision.com. The heads of the four leading channels – Star (Peter Mukerjea), Sony (Kunal Dasgupta,
Zee (Subhash Chandra) and Channel Nine Gold (Ravina Raj
Kohli) – pitched in to kick start the Indian Telly Awards. And
the property has grown in stature since then as the most credible recognition for excellent performance on TV in India. So
much so that since then indiantelevision.com and The Telly
Awards have been hosting the judging of the International

Emmy Awards in India for five years in a row.
We have attempted to instill the same values and principles in
The Telly Awards as the International Emmy Awards.
The Telly Awards are a way of recognizing and rewarding talent
on and behind the small screen. There are popular, technical,
programming, trade awards. Some are decided solely by several
juries, some by judging and polling, some entirely win based
on the popular vote. Our juries consist of senior professionals
from television, advertising, films, who cannot judge categories in which they might have entered.
The biggest names on TV have performed, anchored or presented at the Awards Nite: right from Ronit Roy to Karan Johar
to Pawan Shankar to Kunal Dasgupta to the Sagar family to
Madhur Bhandarkar to Yash Chopra.

Gold Awards
Vikaas Kalantri,
Director, Whiteleaf Entertainment
We take television on an international level. What we basically do is that we take
telvision onto a global platform. We have a three-day event as opposed to the single
day activity done by others. At even the event, it is not only the awards, there is lot
of excitement, touring, meet and greet sessions, shopping and lot of other things. It
is a complete weekend activity, and can even be called the Gold Weekend. And, we
also have a criteria in selecting people for the event. We don’t take each and everyone from the television
industry.

Television Partner for Indian Telly Awards
Danish Khan,
AVP Marketing, Sony Entertainement Television
Why has Sony associated with Indian Telly Awards over the other
properties in the television category?
Our association with Indian Telly has been fantastic, to say the least. Over the last
three years, the Indian Telly Awards has grown in stature. They have got exceptional viewership numbers over the years, and has been managed very well.
How different is it to market on-ground event properties as compared to the general
programming content?
With every Award property, there is an anticipation on what will happen. And, after the awards night,
it goes away. However, the scripting of awards holds the key in increasing the value of repeat telecast.
Audiences know that if they go to a website or read the newspaper in the morning, they will get to know
the winners. This is where scripting comes into the picture, which hooks the viewers.
Finally, do you see the value of award properties diluting with the presence of multiple
properties in the same category? How can it be overcome?
Yes it does. I don’t think there is any short term way out of this. People keep coming back with different
properties, and over a period of time, one of two properties will find its niche and image.

Television Awards
( Zee Network )

Mohan Gopinath,
Business Head, Zee Cinema
What is your take on the
existence of multiple award
properties in the same category? Are they beneficial
or harmful to the industry?
I wouldn’t say it is harmful. Everybody have their own set of categories and nomination criteria to
fulfill. So, there is no harm in coexisting with these awards.
Finally, do you see the value of award properties diluting with the presence of
multiple properties in the
same category? How can it
be overcome?
I don’t think there is any dilution of the Awards. It is just that
what is the position that you will
take. If there was any dilution in
these at any point in time, some
awards would not be in existence
now. The very fact that, five to six
awards are co-existing means that
everybody has managed to find a
niche in the same space.
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EXCELLENCE AWARDS
NDTV Indian of the Year
Raj Nayak,
CEO, NDTV Media
When it was launched, NDTV Indian of
the Year was the only property of its
kind. In many ways, it still is. When we
launched it, we were confident that it
would be a property that fits well with
the brand equity of the channel, and reaches well to the
English, Hindi and Corporate viewer segments we address. In the first year, it was an on air property, and there
was no on-ground event involved. But the response that
we received was beautiful. It made us believe that there
was an opportunity to take it on-grou nd.
Obviously, when a property is succes sful, people will try
to copy it. It’s a good thing. I am absolutely flattered that
people have copied Indian of the Year. But what I was
flabbergasted by was that they chose to call it by the same
name. I wouldn’t do it, but that’s fine!

impact Person of the Year
Anurag Batra,
Chairman and Editor-in-Chief , exchange4media
group
Impact Person is unique as it rati fies the achievement and the establishment of an impactful initiative in
the year by an individual who is in
the marketing,advertising and media
domain, someone who impacts audiences and the busi ness of audiences. It has established itself as a benchmark award for recognition in our industry. Its tight, and
growing in stature every year.

CNN-IBN Indian of the Year
Dilip Venkatraman,
Chief Marketing Officer, IBN Network
CNN-IBN Indian of the Year is the
most credible award in the country,
which uses an unparalleled 4-tier
process. The tier includes the Editorial Board, the Jury members consisting only of Padma Awardees, the
Electoral College and the citizens.
The same process have been executed across all three
years of the property. In the process, 50 percent weightage is given to Electoral college w hile the remaining
50 percent weightage goes to the citizens’ vote. Over
and above which, we have the jury. So one has to get
popular votes as well as the vote from the intelligentsia.
Also, the trophy given out is designed by crystallized
elements from Swarowski.

Having said that, each property owner would like to say
that his or her property is better. What really matters is
the quality of the audience that you are able to attract, the
positioning of the program a nd the property, the commitment and consistency of the sponsor. LIC has sponsored
the NDTV Indian of the Year since its inception.
While we have tried to innovate, it has always been within the definition of the property, and only to add to the
stature of the property. We’ve set very, very high benchmarks. From year one, look at the people who have been at
the Indian of the Year. Whether it was the Prime Minister,
or Shah Rukh Khan or Rajnikant, they were all there. The
vision with which we launched NDTV Indian of the Year
was that there are several individuals in this country who
have contributed immensely in their respective spheres.
And that we need to celebrate their contribution. We’ve
not deviated from that vision.

Title Sponsor of impact Person of the Year
Abraham Thomas,
COO, RED FM
What is the ‘brand connect’ for Red
FM in this association?
“You have heard the leaders, now see them”.
This was what Red FM wanted to achieve
through this association with ‘Impact Person of the Year’. Red
FM, a leading radio station and a media entity, celebrates the
success of the highest achievers of the most dynamic business
markets. The recipients of the awards are visionaries who epitomize strength and inspiration. Through this platform, Red FM
acknowledges these individuals for their contribution to the industry.
How important is association with an award property
for a brand?
Any brand association solely depends on the essence of the
awards and the purpose for which they have been established. If
an award property is in line with our business philosophy and upholds the same standards of excellence that we strive to achieve,
then we have no qualms in associating with the same.
Which is a better option – self owned awards property
or an association? Why?
We are in the business of entertainment, while awards have their
own purpose. If an award fits the brand philosophy, we will be
happy to be associated with it. Self-owned properties are unique
to the brand. Red FM launched the ‘Red FM Bajaate Raho
Awards’, a first-of-its-kind people’s choice awards celebrating
the ‘dazzling depths of excellence’ in entertainment. The reason
it makes sense is because the Awards cater to an audience which
is interested in entertainment, while at the same time keeping
them engaged in our brand.
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AUTO AWARDS

Bhavesh Thakore,
Publisher, Haymarket SAC
The Autocar awards stand out from the others and is truly the oscars of
the automotive industry because:
1) The jury consists of the most respected names in the industry. Unlike
other awards which have succumbed to including their sponsors in the
jury, we have ensured that all our jury members have the the experience
and knowledge to evaluate cars.
2) Consistency of the jury: No other award can claim to have the same
jury members for the span of time we have. Since 2004, we have the
same jury members. Not one of them has changed. This ensures that the
judging process and evaluation does not vary from year to year.
3) The award winners speak for themselves. Each one of our Cars of
the Year has been a success in the market soon after it won our award.
This highlights the credibility of our award which recognises the true
the winners in the Indian car market.

Television Partner of Overdrive Awards

Neel Chowdhury
VP Marketing, CNBC-TV18 and CNBC AWAAZ
We at CNBC-TV18 and Overdrive, in keeping with our focus
on the automotive industry and its contribution to the growth
and industrial and consumer dynamism in the country, take
great pleasure in organizing the most definitive awards in this
sector - the CNBC-TV18 Overdrive Awards 2009.

Siddhartha Pathankar,
Editor - Auto, NDTV Group
We wanted our property to stand out from the cache of other award
properties. We put a lot of thought into the categories that have been
created with constant modifications and changes year on year, to ensure that we changed with the times. We were the first organisers to
recognise the need for a category in the environment space, and created the Environment Green Award. From this year, we have recognised
the promotional and marketing efforts undertaken by the companies
for their vehicles by including new awards for Brand Ambassador of
the Year, Best Integrated Campaign and Best PR and Communications Team.
Along with these new categories, we have also differentiated at the
actual on-ground event by bringing all nominated vehicles on-stage
rather than just the winning entrants as done by the other property
owners. As a result, no one knows who will be the winner till they are
actually announced.

The Global Auto Industry has embraced the GREEN revolution-from lower emissions and hybrid engines to a GREENER manufacturing process and we at the CNBC Universe applaud this affirmative action at this year’s awards. It is with
this perspective that the “Future is Green” forms the theme
and the context for the 8th edition of these very prestigious
awards.
Since inception, the processes and expertise behind these
awards ensure that they truly reflect the choices and sentiment of all stakeholders and justify their stature as benchmarks in Auto excellence. Our methodology as always analyses an exhaustive list of parameters with the objective of
picking a single decisive winner. The voting process is hence
designed to pick one outstanding contender and not just to
provide a scale of merit of competing cars. Each of our jury
members is an expert in evaluating cars and has a fair amount
of experience with a wide range of cars. We are proud of the
fact that our jury has remained unchanged for several years
and this gives consistency to our ratings and verdicts.
Not surprisingly, these awards are the most trusted word on
automobiles for consumers, manufacturers and auto experts
alike. To underscore the credibility of these awards, for 2009
we have included additional categories to ensure that the
automobile market is comprehensively covered.

