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SHUCHI BANSAL
New Delhi

With an eye on the explo-
A sion in new media plat-
. forms, an Australian company
. Invented a media vehicle two
: years ago. On Product Pub-
: lishing — as the name explains
: —is acompany that created a
: novel packaging communica-
: tions tool by integrating con-
: sumer or customised maga-
¢ zines with fast moving con-
¢ sumer goods. The mini-sized
‘i magazines are pasted or la-
i belled on products sold in PET
i or glass bottles or even tetra-
'+ paks through a technology
i patented by the company.
i On Product Publishing,
: which found its first major client
: in Coca- Cola in Belgium last
i year, isnowin India through a

i licensing arrangement with,

: surprise, surprise, the hospl-
tallty company Select Group.
Arjun Sharma managmg

director of Select Group that

owns a travel agency, hotels and

a premium shopping mall in
Delhi, claims that On Product
Publishing licence fits in with

his existing businesses. “We @i

will announce our first
client shortly but we will
also use On Product Pub- ¢
lishing concept in our £
travel business.” Forin- §
stance, Select receives {
45,000 foreign tourists {
and welcomes each one |
with a bottle of water. @

“We could promote our i =

ury holidays througha

el

magazine labelled on
the bottle. It could be ¥

an effective advertising " %
tool,” he explains.

Alex McKinnon, CEO, On
Product Publishing, who was
here to announce the licensing

agreement, says the company
‘was launched in 2005 with Joa-
nna WO]tallk Whﬂ mvanted the,_

. concept. The duo first test-mar-

keted the concept in Australia

on its own by launching bottled
water and a fashion magazine

under the “I Love” name. The
32-page magazine came lab-

L clledonbottled water and be-
= came the second largest-sell-
2, Ing magazine in Melbourne.

However, On Product

"\ Publishing got its first ma-

. Jor break with Co-
4 ; ca-Colain Belgium
¢ where the soft
8§ drinks major la-
4 belled an issue of
¢ afashion magazine
' GLAMIT on 500,000
# 4] bottles. “The Coke
e 42 Light sales grew by

close to 5 per cent that

month,” recalls McKinnon. In

the last one year, the compa-
ny has worked with numer-

~ ous brands of companies such

as Nestle Tetra Pak, Kimber-
ly Clarke and the Virgin Group.
TQ be sune On Product Pub-

lishing helps both — the mag-
azines as well as the FMCG
brand. For instance, a parent-
Ing magazine could promote it-
self through a special mini mag-
azine labelled on, say, a pack of
diapers. The diaper brand could
differentiate itself from other
products 1n this manner as well
as generate revenue from the
magazine publisher. The mag-
azine would also benefit by ac-
tually reaching the consumer
home through a pack of dia-
pers, explains McKinnon.
Sharma has high hopes
from FMCG as well as print
media brands in India, He feels
that the opportunity could be
exploited by consumer prod-
uct companies and, may be
even the other hospitality com-
panies during the Commeon-

- wealth Games. He also sees

It as a promotion opportuni-
ty for products categories like

liquor which are not allowed
to advertise in India.




