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ABSTRACT

A nation of over one billion people, India is a country of many contrasts and contradictions.  A visitor may witness signs of a progressive economy in infrastructure, media and indicators like cell phone use.  However, institutions such as marriage and the role of women continue to be dominated by traditions and as a result, arranged marriage is still the dominant way for families and individuals to find partners. Globalization of the economy, urbanization, increased influence of western culture and the decline in the influence of extended and joint family ties has resulted in structural holes in family networks, making it difficult for families to find suitable spouses for their children. Traditionally, this was done through contacts via family, friends, local temples, then came the concept of matrimonial advertisements in newspapers but with the advent of the Internet, a new channel in the form of Matrimonial web sites has emerged. Online matrimonial advertising has a distinct advantage over other mediums because of its reach, choice, and speed of communication, convenience and privacy. Consequently online matchmaking has become an attractive option; the industry's growth and the optimism of the players are fuelled by multiple factors. It is estimated that there are around 450 million people in India currently below the age of 21and with over 300 million people estimated to get married in  the next 30 years in India, matrimonial services is a fast growing market in India. Despite low Internet penetration, India boasts the fifth-largest absolute number of Internet users in the world behind the US, China, Japan and Germany. Although the online market in these services is only a small fraction of the estimated $500 million spent on offline matrimonial services, this segment is expected to grow at an annual rate of 50% to 70% as per report by Juxt-Consult.

There are a growing number of web sites that are dedicated to provide matrimonial services in India and one of the major players is Bharat Matrimony. The journey of Bharat Matrimony began in New Jersey in 1997 when Murugavel Janakiraman started a community portal in his free time. The community portal was an instant hit especially the matrimonial section, which was the favorite and gained very good response. This inspired him to create a matrimonial portal for Indians, which is how Bharat Matrimony.com was formed. Starting off with a member base of 4000 members, today it is making waves as prominent Indian matrimonial portal with a world record of 1 million marriages through the portal. It has within its folds 15 regional linguistic portals and has won the trust of millions of members worldwide. The company has an ever-growing work force of over 700 people and the traffic at the bharatmatrimony.com site, is ranked 2424 in the world and 109 in India by alexa.com. It has been adjudged among the fastest growing 50 technology companies in India by Deloitte. Bharatmatrimony.com and its two major competitors, shadi.com and jeevansaathi.com and the new entrants like m4marry.com, secondshadi.com and freemainshadi.com collectively constitute a new segment of $ 40 million (Rs 185 Cr.) named the online matrimony sector in India. Venture capitalists, too, have shown great interest in this sector, Yahoo along with Cannan Partners, invested US$8.65 million in BharatMatrimony.com in 2006, Sequoia Capital India; have invested US$8 million in Shaadi.com. Juxt-Consult pegs matrimonial search as one of the top-10 online activities among Internet users in India. The firm's online matrimony report estimated that there were around 15 million users for the year ending March 2008. The latest data shows that the online matrimony sector will be around $63 million (285 Cr.) in 2010-11.  Bharat Matrimony and the other major player Shadi.com hold 70% of the market between them in terms of user base.

MARRIAGES ARE MADE IN HEAVEN AND CELEBRATED ON EARTH

For many Indians, they are now increasingly being arranged on the Internet through matrimonial portals. Although still a fledgling medium, online matrimonial matchmaking, a uniquely Indian phenomenon, is seen by many to be brimming with potential. Online matrimonial services in India started in 1990's and by early 2000 it had become a major force to reckon with. Traditionally, Indians searched for prospective matches through family, friends, priests at the local temple or by intermediaries. Then came the concept of matrimonial pages in newspapers and, finally the concept graduated to the virtual space — initially with a focus on the non-resident Indian (NRI) community. This medium has a distinct advantage over its competitors, the newspapers and other traditional forms. First, is its global reach, the advantage of much larger storage space, faster speed of communication, the medium is interactive and allows images and privacy etc. Consequently, internet is rapidly becoming the vehicle of matrimonial search, this is partly driven by swift urbanization and breakdown of traditional networks. This new way of finding the life partners has taken another turn; it has phenomenally changed the social traits of communities representing a substantive transformation, disowning superstitions and rituals. However, it still remains highly segmented — relying on local, religious, regional, linguistic and caste-based factors. Success in this market will be determined by the service provider’s ability to provide tailor made solutions that meet the specific requirements of the different segments in the market. The reason for this success can be, the sheer reach and convenience that internet provides. "As more and more people go online, they find that the medium lends itself very well to matchmaking because it takes away geographical limitations and is more efficient and more effective than the traditional avenues," says Anupam Mittal, founder of Shaadi.com. Shaadi, incidentally, is the Hindi word for marriage.

Commenting on the success of these portals, CEO of Bharatmatrimony.com Janakiraman said, “Considering the significance, the institution of marriage holds in the life of an Indian, online matrimony is sure to be a winner.” 

EMERGING INDUSTRY:

A recent study pegs matrimonial search as one of the top-10 online activities among internet users in India, there were around 10 million users for these services by year ending March 2008. According to Sanjay Tiwari, director of JuxtConsult,research firm tracking this sector, "This category is very brand driven and prefers specialized portals. Only 11% of matrimony users visit general portals like MSN or Yahoo. This clearly indicates the seriousness of their intent." The latest data shows that the online matrimony sector will touch $63 million, which is around Rs. 280 crores in revenue and a user base of 21 million registrations by the year 2010-11. For a market currently valued at Rs. 165 crores, this translates into a cumulative growth of 70%,which is impressive. In 2005, matrimonial ads business transacted Rs. 58 crore which rose to Rs. 85 crore, showing growth rate of 48% in 2006. Online subscriber for matrimonial-alliances which stood at 5.5 million in 2005 rose by 2 million and reached 7.5 million numbers in 2006, it further grew by another 2.5 million to exceed 10 million users by 2007. Janakiraman and Mittal say that over the past five years, the online matrimonial market in India, which they estimate to be currently around US$50 million, has grown at a compounded annual growth rate of 70%. They anticipate the same pace of growth in the coming years. They should know: The two are not only the founders of their respective matrimonial portals but also pioneered this segment a decade ago. Together Shadi.com and Bharatmatrimony account for nearly 70% of the market between them in terms of the user base.

The industry has a host of small players, including those with extremely niche positioning like secondshaadi.com (for second marriages), idontwantdowry.com (for those against the practice of dowry),hIbmarriages.com and positivesaathi.com (for HIV-positive people) and so on. The significant ones, however, with financial muscle and good brand recognition are few. These include JeevanSaathi.com from Info Edge, which runs India's leading job site, Naukri.com; and SimplyMarry.com from the Times Group, a leading Indian media house. A recent entrant is the Kerala-based Malayala Manorama Group which owns the Malayala Manorama newspaper, the largest selling regional daily in India with a circulation of over 1.6 million. With a view to leverage its reach and brand value, earlier this year Malayala Manorama launched its own matrimonial portal called m4marry.com, exclusively for users from the Malayalee community.

ORIGIN (Bharatmatrimony.com)

"It's a perfect match between tradition and technology," says Murugavel Janakiraman, founder of BharatMatrimony.com, Janakiraman has a personal reason for his enthusiasm about the medium: He found his wife, Deepa, on BharatMatrimony. This matrimonial venture began its journey in New Jersey in 1997 when Janaki started a community portal in his spare time. The community portal was an instant hit gaining good recognition especially from the NRI's, the matrimonial section was the most favorite and gained good response. This inspired the creation of a separate matrimonial portal for Indians, which is how Bharat Matrimony.com was formed. Janakiraman firmly believed that the Internet’s power lies in its enormous flexibility and reach. He decided to leverage this power to provide an innovative service by launching Bharatmatrimony.com in 1997. Starting off with a member base of 4000 members, today it is making waves as a prominent Indian Matrimonial Portal with a world record in number of marriages through the portal. Though it started as a way to pass  free time, it became an instant hit even when there were just 14,000 internet users in India. Over a period of time it has  become the premier online matrimonial portal in the country with millions of profiles on their site. Bharatmatrimony.com generates ad revenue of $1399.57 daily and traffic at the bharatmatrimony.com site, is ranked 2424 in the world and 109 in India by alexa.com, an online traffic monitoring site. It has within its folds 15 regional linguistic portals and has won the trust of millions of members worldwide and has more than 10 lakh successful marriages to its credit. The company has an ever-growing work force of over 700 people at BharatMatrimony.com. The company has extended its services to cater to the NRI community by setting up operations in USA, Dubai, Canada and recently in UK. The group believes in Innovation & understanding of the consumers needs to keep the company ahead of competition. Services like Active Matrimony on DTH with Tata Sky, Matrimony on mobile with Nokia, WAP are few examples where they have taken matrimony beyond the internet. 

A Master’s Degree Holder in Computer Science, from the University of Madras, Murugavel Janakiraman (Janaki), started his career at the Chennai based Nucleus Software, from where he moved to Singapore for a brief stint. He worked as a consultant in the U.S for leading companies on software projects. It is here, he acquired valuable insights on Internet technologies. All of just 37, Janaki is happily married to Deepa and the couple is blessed with a 5-year-old son Arjun. Gifted with an entrepreneurial mind & innovative business sense, he believes in maximizing the opportunity Internet has to offer. Janaki is keen to build a diversified business model for the group by leveraging the strong base laid by BharatMatrimony.com.  His vision to give back to society through the Internet also spurred him to launch a  corporate social responsibility initiative BharatBloodBank.com.   

CHANGING MARKET (Changing social norms & Demographics)

The industry's growth and the optimism of the players is fuelled by multiple factors. Considering India's demographics, it is estimated that there are around 450 million people in India currently below the age of 21. With over 300 million people estimated to get married in  the next 30 years in India, matrimonial services is a fast growing market in India. On the socio-cultural front, the dominant tradition is that of arranged marriages, where the parents or family elders find a suitable match for the young adults. Though matrimonial portals are a fairly recent phenomenon, the trend has picked up. Match the demographics and the tradition of arranged marriages and there is clearly a huge market for match-making – whatever the medium. With its reach, convenience, speed and relative privacy, the Internet provides a superior alternative to any other medium. Users need to simply log on to a matrimonial portal and upload their profiles, sharing as much or as little information as they choose. They can then search for partners according to their individual preferences. They also have the option of exploring the medium by registering without any charge and then becoming paid users only if they see value in the portal by way of ease of use and suitable responses.  NRIs are zeroing in on their dream partners through the various tools that can be accessed via the web. These sites are proving to be a big draw for expatriates, living in the US, UK, Australia, New Zealand & Middle East. 

Narendra Agrawal, professor of organizational behavior at the Indian Institute of Management, Bangalore, points out that the increasing mobility of younger professionals and the breaking down of traditional family networks are also responsible for driving the traffic on matrimonial portals. "Today's young adults see this as the cool, new-generation medium, one that puts them in control of choosing their life partners and at the pace that they want," he says.

India has one of the youngest population pool and the fifth largest Internet Population in the world with present figure crossing 40 million online Indians, which is estimated to grow furhter. Matrimonial websites are increasingly turning into a better option for the younger generation in their search for the perfect life partner. India has low level of Internet penetration compared to other countries, many of whom have seen, as a result, the growth of a large number successful Internet businesses over the past decade. Despite its low Internet penetration, India nonetheless boasts the fifth-largest absolute number of Internet users in the world, behind the US, China, Japan, Germany and ahead of the UK, France and South Korea.

COMPETITION:

Bharatmatrimony.com and its two major competitors, shaadi.com and jeevansaathi.com and the new entrants like m4marry.com, secondshadi.com and other small players together constitute a market worth Rs 183 crore in the online matrimony segment in India. The three main competitors of bharatmartimony.com are simplymarry.com, shaadi.com and jeevansathi.com.  Bharatmatrimony.com stands second to shaadi.com, which is south Asia’s biggest matrimonial portal. It has got the highest reach, the reason could be its name which is simple and most relevant and the search is pretty simple. It is most popular in NRI’s and BM is most popular in South Indians. The third most popular site is jeevansathi.com and the next one is simplymarry.com which is in competition. Jeevansathi.com comes from the house of InfoEgde (Naukri.com) and it has been giving tough competition to both Shaadi.com as well as BM. JeevanSathi.com has been doing well and according to statistics they get good traffic at least in India. But the reason why they are lacking behind is the charges of paid membership. SimplyMarry.com started off with a bang – as it belonged to the print media powerhouse (Times of India Group). They are in a great position to be eventual leaders if they can utilize the newspaper matrimonial classifieds. The back end support they are getting from the experience of classified in the newspapers is helping them. The tactic followed by them i.e. – show the benefit of a free listing on SimplyMarry.com when a person buys a listing for the matrimonial classified in the newspaper and later on try to convert it into a paid online customer. This will increase the traffic as well the no. of users on the site.

The other competitors are the new entrants that are basically regional and niche players like m4marry.com, secondshaadi.com, secondchance.com who gave the widows or divorcee a chance to find a new life partner for them. Each and every company is trying to expand the presence as Shaadi.com has launched a TV show on Star Plus, simplymarry.com has launched an online magazine and BM is planning to launch an online TV for their users. The major advantage that BM has got is the first mover advantage and the presence it has registered into the mind of people.

But still a vast majority of people are more into the traditional means of finding a soul-mate and the reason behind this is present social norms and low internet penetration rate in India. The online portals are mostly used by people living in metro cities only. So the major competitor for bharatmatrimony.com and other online players is the traditional means and the print media. 

FUNDING:

Venture capitalists, have shown great interest in this sector, Sandeep Singhal, managing director at Sequoia Capital India, who invested US$8 million in Shaadi.com, says: "So far in India, the internet has panned out things that are 'must have' rather than 'nice to have.' The two main verticals that have seen strong internet adoption in India are online jobs and online matrimony, and this is because they fulfill very strong customer needs." Gopal Krishna, vice president and head of audience for emerging markets at Yahoo, which along with Cannan Partners, invested US$8.65 million in BharatMatrimony.com in 2006 said while explaining the rationale behind Yahoo's investment in Bharatmatrimony. "Our primary audience is the youngster and the young adult  anything that is relevant to their lives and can be made more efficient by digital medium is of interest to us, we see a great opportunity in the online matrimonial space."

Bharatmatrimony raised USD 11.75 Million from Mayfield Fund, Yahoo and Canaan Partners in the 2nd round of funding. Mayfield Fund, a US based venture capital firm, has joined as new investor with Yahoo & Canaan who have once again participated in the second round. Veda Corporate advisor acted as the strategic advisor for the transaction. The company had earlier raised an initial funding of USD $ 8.65 million in 2006 from Yahoo and Canaan Partners. Nikhil Khattau joined the Board of Bharatmatrimony as Director and Navin Chaddha of Mayfield Fund will be an observer on the Board. Alok Mittal, Managing Director, Canaan Partners, India says, "Bharatmatrimony is a leader in online matrimony segment, and we are confident that the additional investment will help it to expand its leadership and range of services. India is a key market for Canaan Partners and we will continue to look at strengthening and creating lasting partnerships with entrepreneurs in the technology space in the coming years.” Janakiraman on receiving this funding said, "Receiving investments from global players like Mayfield Fund, Yahoo, and Canaan Partners is a recognition of our company. We plan to use this money to expand our matrimony business in the international markets and  strengthen our other classifides offerings. We believe that the global knowledge and experience of our investors will help us scale our business strategically." The company plans to take the online matrimony business to international markets with the launch of country specific & religion based matrimony sites. 

GROWTH: (Expansion & Reach) The company has got the first mover advantage since they were the ones who started this online matrimony segment in India. The company has strengthened its customer reach by establishing 22 offices across India. It has launched its offline version the ‘BharatMatrimony Centres’, these centers will be single window access to the best potential profiles available not just in India but from around the world. The Group plans to launch 300 such centers in India and around the world, currently there are 100 centers across the country. Apart from the regional offices they also have about 3,300 payment outlets across the country. For this they have tie-ups with Sify I-way, IDBI Bank and e-seva, an AP government initiative, among others. They have also tie-ups with almost all the cellular operators in India for matrimony-on-mobile. They have sponsored relevant programmes on television channels such as Zee TV’s Hum aur Tum, Asianet’s Mana Porutham and Maa TV’s Pelli Pustulu to increase their visibility. Tata Sky & BharatMatrimony recently launched 'ActveTM Matrimony' a matrimony based interactive service on Tata Sky. The first-of-its-kind globally, ActveTM Matrimony is very effective and simple for users featuring 1000 new matrimonial listings every week classified according to multiple languages and communities. The advantage of this service over other traditional matrimonial classifieds is that Tata Sky subscribers can access the listings on their TV on a 24x7 basis. This tie-up will further help to consolidate their position by adding direct access to over 2 million homes in addition to the existing base. ActveTM Matrimony is a perfect platform, which simplifies matrimony search process of people who do not have access either to the internet or the offline initiative "BharatMatrimony Center" in their city. The company has launched "Virtual Matrimony Meet" for more than 50 Indian communities. Virtual Matrimony Meet i.e. "Virtual Swayamvar" is a unique  innovation from Bharatmatrimony.com which provides a platform for members of the same community to interact with their prospective partners from across the globe on a chosen date and time. Talking about the enhanced version of Virtual Matrimony Meet, Janaki said, “we have now added a new dimension to the match making thus taking it to the next paradigm. Our experience of conducting 100's of matrimony meets across the globe paved the way for this unique innovation. Unlike offline matrimony meets where participation is highly localized, Virtual Matrimony Meets provide a platform for people to interact with members of their particular community from around the world”. The company also launched an exclusive matrimony website for the super-rich, celebrities, royalty and the who's who of society. The new website, www.elitematrimony.com, will offer a differentiated experience for handpicked and select customers through a comprehensive range of premium benefits and personal attention that their lifestyle demands. Bharat Matrimony.com, launched its matrimony services on Airtel, India's leading mobile telecom service provider with over 77 million subscribers. Access to the service is absolutely free; there are no charges for activating the service or browsing the portal. Bharatmatrimony.com has customized its services for IDEA Cellular keeping in mind the unique needs of subscribers. A range of services and sections on the website, such as searching for prospective brides and grooms; viewing individual profile, 'Express interest' etc will be available.

Business Model: The portal runs on LAMP, the acronym LAMP refers to a solution stack of software, usually free and open source software, used to run dynamic web sites or servers. The original composition is as follows:

· Linux, referring to the operating system; 

· Apache, the Web server; 

· MySQL , the database management system (or database server). 

· PHP or others, i.e. Perl, Python, the programming languages. 

The combination of these technologies is used primarily to define a web server infrastructure, define a programming paradigm of developing software, and establish a software distribution package. This is a very user-friendly portal which can be assessed by each and everybody with somewhat same level of convenience, which makes it a very popular marriage portal. To cater to the needs of all the communities of India it has designed various portals for those communities like gujratis, hindus, muslims, tamils, telugus, marwaris, punjabi, kannada etc. They have different links in the website with the names like the following so that the user can get the desired information:

· Gujaratimatrimony
·  Hindimatrimony
·  Kannadamatrimony
·  Keralamatrimony
·  Marathimatrimony
·  Marwarimatrimony
Services & Pricing: Online matrimony sites offer multiple user-driven services. The trend has found high acceptance now that even parents agree and are willing to pay for services on an ongoing basis. Most sites promote both free and paid subscription for a range of services (Rs 400 - Rs 950). The business model is simple and straightforward where users utilize website interface to first create catchy profiles and then pay for it. Content is available for free to any visitor at any point in time. However, to make contact with the person listed in the profile, the user has to start paying various fees depending on the services subscribed. The free membership allows users to create an online portfolio of yours or anyone you know. The benefits of free membership is that they can send an automated messages to another members with ‘Express Interest’ and also respond to the personalized messages through chats from paid members. The paid membership allows one to send personalized e-mails to members instead of sending Express Interest. BharatMatrimony has an instant messenger where one can initiate chat with prospects one is interested in and have a conversation instantly. One can protect ones photo, video and horoscope with a password, view the contact details of the referees and take the contact number of members. One can contact any one from millions of members across the 15 regional portals. 

Revenue Model: The bulk of the revenues comes from subscription fees. On offer are various membership plans that differ according to the length of time a profile is posted, and features like level of personalization, special highlighting of the profile, access to verified phone numbers and so on. At BharatMatrimony.com for instance, the membership fee ranges from a minimum of Rs. 1,790 (US$38) for three months to Rs. 5,790 (US$125) for nine months. It also offers a premium service at Rs. 8,650 (US$180) for three months, under this plan "a personalized match maker works exclusively" with the member. At Shaadi.com, the price ranges from Rs. 1,950 (US$40) for three months to Rs. 4,450 (US$95) for 12 months. At Jeevansaathi.com, it ranges from Rs. 1,295 (US$25) for two months to Rs. 3,500 (US$75) for nine months. The other model of generating revenues for the company is based on the franchisee system, advertising on the portal, registrations made by the users and donations/gifts given by the person getting married with the help of bharatmatrimony. For Bharatmatrimony housewives and retirees are the potential business partners, offline centers are most likely to be visited by parents of prospective brides and grooms, studies show that less than 20 per cent of website traffic is from parents seeking matches for their children. The company felt that this group would probably be more comfortable knowing an older person was in charge of the centre; women, in particular, would be better equipped to deal with sensitive issue like marriage, and offer personalized advice to parents. These offline centres offers better services as the customer feel an ease and the people there better understand the requirements of the parents. The franchisee model for BharatMartimony's offline centre works on a 50:50 revenue sharing basis. The company advertises in newspapers in local languages and rely on word-of-mouth publicity to drive franchisee business. Bharat Matrimony staff also scrutinize visitors to the centers to pinpoint potential business partners. The offline services, including finding suitable profiles through counseling, or updating profiles, come at a price. The other way in which the company earns money is getting ads in the portals related to the matrimony like tours and travel companies, catering and other services. The major chunk of the revenue comes from the donations made by the people who get married through the portal.

Achievements: The effectiveness of this venture was visible in 1999 when the creator of this  portal Janakiraman,  had his taste of success by finding his life partner Deepa on the site he created and tied the knot on 28th November 1999. BharatMatrimony has been recognized as THE MOST USED MATRIMONY PORTAL in 2009 by Internet research firm, JuxtConsult in its findings of its annual study, India Online 2009. It has been recognized by Limca Book of Records, the Indian equivalent of Guinness Book of records, for record number of documented marriages online. The company has been profiled in NASSCOM's Showcase of Innovation Book 2006; the book showcases the top 100 IT innovators in India. The company has been ranked as the "Fastest growing 50 technology companies in India" by Deloitte. Janaki has been honored by the Asian Indian Chamber of Commerce as one of the Top 5 Asian Indian Businessmen below the age of 40. He was also honored by the India Today Group as the “Business Icon of the Year”.

Growth Plans: Bharatmatrimony has been a profit-making company right from the beginning and is currently growing at the rate of 300 % per annum. Initially they started out with tie-ups through all internet channels and then moved on to other platforms. Currently they are expanding their tie-ups with print publications and have already branded and co-branded matrimonial sections in about 70 % of publications in India. Bharatmatrimony have tie-ups with Hindustan Times, Indian Express, Dainik Bhaskar, Divya Bhaskar, Loksatta, Kannada Prabha, etc., and have also run contests. They also branded a programme called Radio Match last year on radio. Their motive is to associate their brand and own any property related to marriage. They wish to create a strong awareness using all possible platforms and ensure optimum reach. 
They are planning to launch a new campaign to take their brand even closer to the masses. It is a promotion plan which is a kind of franchise model. If an individual has an office space with high visibility, then he can partner with them and have a Bharat Matrimony office in that space. “Own Bharatmatrimony.com” is the slogan of the campaign. Apart from their current promotional initiatives, they would also be getting into new domains as they understand the potential of the Internet very well. The company is planning to come up with an IPO by 2011 and are planning to come up with bharatmatrimony.tv where they are planning to help people in their marriage related issues and queries. 

FUTURE CHALLENGES: When it comes to attracting new users in the first place, the biggest limitation that matrimonial portals face is that of low internet penetration. It is estimated that India has only 40 million Internet users. These are primarily in the metros and the large cities. The online matrimonial market can explode only when Internet penetration in India grows. The other related issue among many of the current Internet users is online payment, many Indians still don't have a credit card, and even if have, they are not completely comfortable with the concept of making payments online. As internet penetration grows, new users will come from smaller towns and semi urban areas, but it will be important to determine how these untapped users regard marriage and matchmaking and what it would take for them to think of online matchmaking as the primary channel for finding a life partner. Faced with these challenges, the portals are coming out with new and innovative ways of accessing and influencing their target group. For instance, Bharatmatrimony has extended its offerings through brick-and-mortar networks; organizing matrimony meets across the country; entering into tie-ups with mobile service providers, direct-to-home satellite television service providers; partnering with banks and post offices for payment collections and so on. According to Janakiraman, "The idea is to reach out to as many people as possible in an environment that they are most comfortable with." Another critical ingredient for success is building the brand and creating top-of-mind recall, as this is a once-in-a-lifetime service, and one does not know when the potential customer will need it. Herein lies another key challenge: The very nature of the matchmaking business is that of a one-time transaction, the moment a user finds a partner, he or she has no further reason to visit the portal. Krishna of Yahoo puts it succinctly: "It is one of the very interesting businesses where your efficiency is detrimental to your business health." Much of this market, however, is very logistics driven and local in nature and does not lend itself to scale. In areas where they see room for growth, players have been quick to set up shop. These include posting wedding directories and partnering for honeymoon packages, astrological services, etc. "Perhaps once wedding gift registries become popular in India, we will look at that, too," says Janaki. For the moment, though, matrimonial portals are thriving in space they are operating in. Says Bikchandani of JeevanSathi, “With India's young demographics, the online matchmaking market itself is big enough and holds immense promise." Janakiraman adds, "It's an evergreen business, it is not seasonal and is totally recession proof."

Appendix:

Exhibit-1: Fact File of online matrimonial Sector 

Market size - Year 2009 - Rs 140 crore 

Estimated market size - Year 2010 Rs 280 crore 

Online matrimonial search subscribers: Year 2009-10 – 10 million 

Estimated online matrimonial search subscribers: Year 2010-2011 – 15 million 

Age group: 20 - 55yrs and fastest growing age group: 25 - 34yrs 

Male / Female ratio matches current internet gender ratio is 69%/ 31% 

Exhibit-2

Alexa Ranking of Bharatmatrimony– 109(India), 2424(Worldwide) on November 26,2009
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Exhibit-3 : Comparison between Bharatmatrimony.com and other sites 26 November,2009
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Exhibit-4: Comparison between the features of bharatmatrimony.com, shaadi.com, jeevansathi.com and simplymarry.com

	.No.
	Features
	Shaadi.com
	Jeevansaathi.com
	Bharatmatrimony.com
	Simplymarry.com

	1.
	Create Your Profile
	√
	√
	√
	√

	2.
	Upload Pictures
	√
	√
	√
	√

	3.
	Upload Videos
	√
	√
	√
	√

	4.
	Password Protection
	√
	√
	√
	√

	5.
	Express Interest
	√
	√
	√
	√

	6.
	Send Messages
	√ (paid)
	√ (paid)
	√ (paid)
	√

	7.
	Interactiv Forums
	X
	X
	X
	√

	8.
	Member Blogs
	X
	X
	X
	√

	9
	Google Earth for search
	X
	X
	X
	√

	10.
	Privacy
	√
	√
	√
	√

	11.
	Advanced Search Options
	√
	√
	√
	√

	12.
	Friend Lists, Banned Lists
	√
	√
	√
	√

	13.
	Chat rooms
	X
	X
	X
	√

	14.
	Instant Messenger
	√
	√
	√
	√

	15.
	Speed
	Fast
	Fast
	Fast
	Slower 

	
	
	
	
	
	


Exhibit-5: Financial Data 2008-09

	
	September 2009 (estimates in Rs. million)

	Sales
	551

	Advertising Cost
	98.45

	Employee Cost
	209.45

	Net Profit
	147.36

	Other Income
	83.50



	Profit before Tax
	230.86


Exhibit-6

Internet Penetration in Major countries (Millions)
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