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The growth of PC and Internet penetration in India has been impressive in the past few years. However, the bulk of this 

growth has mostly been in urban India thereby widening the gap between rural and urban India in terms of adoption of 

Information and Communication Technologies (ICT). Considering this divide, the report examines aspects of 

localisation and regional content provided over the Internet. The premise this report attempts to evaluate is that the 

traditional media (i.e. television) adoption rates increased once the content offered was more regional in nature, a similar 

spurt in usage can be expected once the digital media such as the Internet provides localized and regional content. Upon 

conducting primary as well as secondary research, we arrived at the following conclusions: 

 

�  The characteristics and orientation of Indian populace towards consuming print, audio and visual 

communication is regional and localized in nature. They seem to be more amenable to communicate in 

the language they are more familiar with. English seems to be their less preferred choice of language. 

 

�  Following the patterns in television and radio medium, the key to unlocking the doors to widespread 

adoption of ICT in India lies in achieving the mix of infrastructure, application and content. 

 

�  There is a difference in the usage as well as demand of vernacular content among the Indian populace. 

While the urban population is predominantly occasional user of vernacular content and indulge in local 

language access and exchange on a cyclical basis, the rural population uses the vernacular content very 

infrequently. The reason for this difference is primarily because of the non-availability of infrastructure as 

well as content in vernacular language. 

 

�  For the digital localisation or vernacular industry to take-off in a big way, there is a need for digital 

content that is designed to serve daily and important informational needs of rural as well as urban 

population. For rural areas, as an example, an apt application would be providing medical information 

through public access computers.  

 

�  Research and development efforts are also needed to provide predictive translation initiatives such as 

context-specific literal translation as well as advanced solutions such as Optical Character Recognition 

(OCR) and Text-to-Speech. Given these initiatives by the public as well as private sector, we expect that 

India will catch up with the highly developed localized markets across the world. 
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India poses a unique challenge in terms of diversity in languages spoken. There are 22 constitutionally approved 

languages spoken in India and over 1600 regional dialects. Even though Hindi is the official language, many people in 

India do not speak it at all. Almost every state in India has more than one dialect. Most languages have their own script.  

 

This diversity in languages spoken across the length and breadth of 

India indicates that Indian language content/technology is not 

synonymous with any one language. There is a need for promoting 

different languages across regions in order to reach out to the masses. 

 

 

 

Understanding of the language diversity is not complete 

without an understanding of the potential of these languages. 

Out of the total literate population in India, 37% are English 

literate in urban areas and 17% in rural. The remaining (i.e. 

63% in urban areas and 83% in rural) are not familiar with 

English. This population is spread across different socio-

economic classes and speaks and read different languages. 

Their non familiarity with English has alienated them from 

using technology tools such as Internet and mobiles. This 

opens an opportunity for vernacular content to increase and tap 

the non-English knowing literate people. 
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The exhibit below shows the number of speakers for each language. Hindi and Bengali rank among the top 10 language 

spoken across the world. Not only this, other Indian languages also have a huge speaker base. This shows that Indian 

languages are widely popular in the country and across the world. Expectedly, this has largely been the case due to vast 

Indian population. 

 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

However, when we compare the 
above tables with the Top 10 
languages on the Internet we find 
none of the Indian languages figure 
as the Top 10 languages on the web.  
 
This mismatch in the number of 
speakers and the language consumed 
on the web shows that the potential of 
Indian languages is far from being 
appropriately utilized. 

Top 10 Languages in the Internet 

(Source:http://www.vistawide.com/languages) 

220.9  21.8% Others 

34.7  0.9% Italian 

34.8  1.1% Korean 

58.1 3.6% Portuguese 

59.8  5.4% Arabic 

61.2 1.4% German 

68.2  6.1% French 

94  1.9% Japanese 

124.7 6.8% Spanish 

276.2 20.4% Chinese 

430.8  30.5% English 

No. of Users % of Internet Users Language 
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Traditional media have been successful in generating a mass appeal by offering content in Indian languages They have 

recognized the potential of Indian language content as a tool to reach out to the masses and increase their user base. In 

fact the popularity of these languages is so high that they surpass the user base of English. 

 

 

 

If we take into account the top magazines read in India the 

list includes only one weekly magazine in English. The 

others are all in vernacular language. The Hindi television 

channels have achieved exceptional success compared to 

their English counterparts. For example, Star TV, which 

came to India as an English channel has now slowly 

converted into a completely Hindi one.  
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Television seems to be the most evolved medium of communication and access in India, in recent times. Various 

organisations and public institutions that intend to communicate their messages to individuals have used this medium 

effectively. Similarly, seekers of information and entertainment have always tended to use television as one of their 

preferred sources.  Radio has enjoyed a similar success, albeit in limited ways. Historically, radio is the one of the oldest 

form, of mass communication in India. The spread of this medium is wide and all-inclusive. Radio is popularly known as 

the most personal of all media. It seeks to reach the individuals and not the masses. Although in existence for a long time 

and expanding to all sections of our society, Radio’s role in including different formats of content has been quite recent.  

 

In 1990s, due to liberalisation, India witnessed introduction of satellite television. Gradually channels were introduced 

and by 1996 there were more than 60 television channels. Presently, there are more than 300 channels available for 

viewing on television in India. The striking development during these years have been the audience’s clear choice of 

watching regional and local content than foreign content. The number of hours of television programming produced in 

India increased 500% from 1991 to 1996. From 1996, this number has been growing at even faster rate. Following such 

demands, television content is increasingly being provided that has local information such as local community news, 

prices of agricultural produce for farmers, climate, local entertainment programs. Such content is being provided in 

languages and dialects the locals are familiar with. As a result, there has been spurt in regional and localised content on 

the television. 
 

Radio, due to its earliest introduction in our society, has primarily focussed on localised and regional content for quite 

sometime. This is evident from the fact that AIR has 215 broadcasting centres covering almost 100% of the India’s 

population. Liberalisation policies in this medium have been a gradual occurrence. These policies have been initiated 

since 1999 where in the government decided to privatise the FM radio sector. Recent policies (in 2003 and 2005) have 

allowed operators to air diverse program formats and have also eased up regulations to include radio programs aired by 

not-for-profit organisations such as universities and civil society organisations. The radio industry is projected to grow to 

INR 17 Billion by 2011.  
 

The most common factors in widespread deployment of the above medium are spurt in consumption and provision of 

local and regional content as well as liberalised initiatives by government. Audience groups in India are varied in 

characteristics due to demanding and contextualised patterns of communication. It has been well described in previous 

sections that India’s language characteristics are extremely varied as can be found anywhere else around the globe. 

Further, these groups are located in different geographical conditions as well. They also belong to different socio- 

economic classes causing a different perspective and outlook of the society. Television and radio have recognised these 

and are responding to such demands. The content on these mediums, as a result, are regional and localised in deliveries – 

resulting in high penetration. Internet can take cues from such development and gear its content towards these specialised  
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markets if it expects to increase its penetration rates in the country. It is with this premise the current report explores the 

viability of regional content over the Internet.  
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Consumption of Indian language content over emerging media such as Internet is largely dependent on the availability of 

content in Indian language.  

Generally, News has been the most common 

type of information being provided online. 

Indian language portals are not limited to 

providing news and information but are 

rapidly expanding across verticals such as 

email, live cricket scores, matchmaking, 

content aggregation and search.  

 

We have outlined major types of content 

available in Indian language as follows: 

1. Search Engines 

2.  Portals (mainly email and chat) 

3.  User Generated Content 

4.  Vortals 

 

1. Search Engines 

The Indian language offerings on search include the following types of search engines: 

 

Search engines that support both English and Indian languages. 

These search engines use machine translation or transliteration tools to convert the existing content in English to Indian 

language and produce a mix of English and Indian language in its search results. 

 

Search engines that search content in Indian languages and do not support English search 

In these search engines the interface is in Indian language and the search result is also displayed in Indian language. 

These search engines, essentially, search for content in Indian language. The drawback, here, is that there is a very small 

percentage of the Internet content, which is in Indian language. 
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2. Portals  

Another common offering on the Internet is email and chat in Indian language. These are facilitated via transliteration 

tools and the user has to input local language text through English language alphabets. This is then converted into the 

local language text and displayed on screen in the required language. Some portals also offer direct interface in local 

language. This is done through virtual key boards providing interface in various Indian languages. It allows the user to 

directly key in Indian text. 

 

 

3. User Generated Content 

There are about 40,000 Indian blogs, and they can be categorized mostly as personal blogs and collaborative blogs. 

Personal Blogs comprise of sharing experiences about products and technologies, talking about Bollywood, sharing 

thoughts in forms of poems and short stories, etc. 

 

Disaster blogging is another facet of this phenomenon that came to the fore during the time of the Chennai tsunami, 

Mumbai flood/rains, Mumbai blasts and the like. In addition to above, almost all the major media houses such as NDTV, 

CNN-IBN and Business Standard, are trying out blogging to tap stories and comments from citizens. CNN-IBN has gone 

ahead and announced a citizen journalist award for posting best story.  

 

4. Vortals 

The current bouquet of Indian language offerings is mostly news. These vortals offer news in Indian language as follows:  

·  International news sites offering international news in Indian language. 

 

·  Websites of traditional newspapers and news channels offering news in Indian language. The web versions of 

their newspapers include Indian language papers like Dainik Jagran, Navbharat Times, LokTej, etc. Their USP is 

in providing not only local language interface but also news at local level in addition national and international 

level news. 

 

·  Portals collating news from various sources like international news from Reuters, national news from PTI and 

publishing them in Indian language. 

 

Another emerging Indian language vortal is matrimony. In addition to providing a platform for people to find their 

partners these vortals have started offering a platform for people to browse the website in their language. 
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The above table was compiled using a website that crawls and consolidates websites in different languages. After this 

compilation, a manual search was done on search engines to obtain list of relevant websites in Indian languages. It will 

be prudent not to consider this list as a finality of the Indian language websites on the Internet universe. Manual searches 

and compilation have been always found to fall short against an ever-growing medium like the Internet. It can be seen 

from the above table that Hindi websites far outnumber websites in other Indian languages. However, a common trend 

across Indian language websites is the high number of personal websites, blogs or entertainment/news websites. This 

indicates that initiatives over the web are not focussed on providing utility applications such as search engines, 

ecommerce or social networking. Wide adoption of Indian languages could get a fillip if task-oriented websites are 

offered over the Internet. Internet content in Indian languages seem to be driven by people’s “love” and association with 

their language. The “need of the hour”, though, is a strong push by content creators to offer interactive tasks an 

individual undertakes in his daily life like making payments and searching for local language information. 
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Usage of applications across townclass

45%

31%

50%

63%

47%

60%

All 30 cities Top 4 Metros Other 4 Metros Small Me tros 5-10 lakh
population cities

< 5 lakh
population cities

 

The consumption of content available over the Internet is quite 

restrictive in nature. The table, besides, illustrates various 

applications used in vernacular language by active Internet users. 

In spite of the high popularity of Indian languages in the traditional 

media these languages do not show a significant performance 

when it comes to the World Wide Web. Email and News are the 

top 2 applications used in Indian languages. 

 

Our research on the Internet market shows that consumption of 

Indian language content is high among the Internet users in the 

Non Metros. The town class wise growth of the Internet users in 

India shows that even the smaller cities are seeing an influx of 

Internet users. People in the non metros have a higher propensity towards using local languages in their daily lives as 

compared to their 

counterparts in the Top 

Metros. This growth 

coming from non-metros is 

a good sign for the Indian 

language content over the 

Internet as the need for 

Indian languages increase 

with increase in the number 

of internet users from non-

metros. As evident from the 

graph, the geographical market for online vernacular content is largely concentrated in the Non Metros. While at an 

overall level 45% of the Indian-language aware people translate into actual users the conversion is higher in the Small 

Metros and cities with less than 5 lakh population. Out of every 10 Indian-language aware users in these cities 6 people 

have translated into actual users. Even though the awareness of online vernacular content is over 80% in the Top 4 

metros the awareness to usage ratio is lowest in these cities. 

�� �� 

 �� �� 		 �� �� �� �� 

 �� �� �� �� �� �� �� 

 �� �� �� �� �� �� �� �� �� 

 �� �� 

 �� �� �� �� �� �� �� �� �� �� �� �� 

 �� �� �� 

 �� �� ��



 

 

 

Although most of the Internet users in India are familiar with more than one language, it is only that users in smaller 

cities are avid users of applications and services offered in local language. The table below enumerates applications 

utilized in various town-class. 

 

 All applications have a higher usage in the cities beyond the Top 8 Metros. These cities are witnessing a high growth of 

Internet users; resulting into higher demand for Indian language content over the Internet. Email is the most used 

application across all cities. However there is a marked difference between the usage of Indian language email and 

across cities. Online news, followed by Text chat is the next sought after application in Indic language. The awareness 

v/s usage is low for applications like Online ticket bookings, Online banking, Online job search and Matrimony. Less 

than 3 % of the people who are aware of these Indic applications translate into users of these contents. Usage of search 

engines in Hindi is driven by the relevance of the content searched.  
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Television in India has witnessed enormous growth in last couple of decades. With only two channels 

broadcasted by Doordarshan till 1991, the number of channels increased to more than 50 by 1996. After 

more than a decade, the television broadcasting facility reaches over 60% of the country’s urban as well 

as rural population and is expected to reach 176 million households by 2010. With more than 22,000 

cable operators as well as more than 100 channels, the broadcasting sector revenue is estimated to be 

INR 16,500 crores. The programmes beamed over channels on television have been found to be varied 

in nature as well as in different regional languages. The graph, below, charts the trend of growing 

number of channels. 

  

This growth in the number of channels has also been accompanied by growth in the television ownership across homes 

and also in the penetration of cable and satellite television. The graph below shows the penetration of television and  C& 

S in Indian homes.  
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Recently, there has been an increase in the regional content in television. The table, below, lists 

regional language channels that are available for viewing on Indian television. This has led to an 

increase in advertising in the regional markets in recent times. While national advertising grew 14.6 % 

in 2007-08, regional advertising recorded a growth rate of 22.7%. Advertising in regional markets 

ensure that it is cost-effective and is focused on desired audiences in their environment. Advertisers 

have acknowledged the importance of localisation and are endorsing their products through local 

heroes. 
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Mass Entertainment Hindi and regional language channels attract almost 80% of the total  

TV viewership in India. Not only this even the Hollywood films are dubbed in Hindi and other regional 

languages to tap into the maximum potential market.In addition, a deciding aspect in ensuring 

widespread penetration of television has been the fact that the government in the past ensured that they 

provide regional and multi-lingual content through state-sponsored television channels. 

 

Television ownership has been increasing in the past few years. Penetration of television stands at more than 50% on a 

national basis as per recent National Readership Survey (2006). In urban households, this penetration is at 75% and in 

rural areas the penetration is at nearly 40%. 

 

In sum, for television, content and infrastructure has played an important role in ensuring high percent of penetration in 

the country. Penetration of Internet and its services, similarly, can be provided a filip by providing appropriate 

infrastructure and relevant content to citizens of the country. 
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Offering digital  services in regional and local languages is increasingly becoming an active agenda among participants 

in the Internet and telecommunications industry rather than just an ancillary activity. This trend has been observed to be 

growing on a yearly basis.  

 

The expectation in the industry is that by 

offering services in different languages the 

growth rates of the ICT adoption will increase in 

the country. The companies are comparing the 

ICT  adoption stage with the digital cable 

growth. The key to unlocking the gate to a 

widespread information society lies in achieving the following objectives. 

 

Providing adequate Infrastructure to the potential users. 

Infrastructure  comprises of access points, such as 

kiosks, public access, mobile phones and enabling 

devices such as keyboards and peripheral devices. 

These sets of infrastructure need to be in the Indian 

language interface so that it is easier for the users to 

interact with the technology in the language they are 

comfortable to them. 

 

To ensure an end-to-end local language delivery, 

Applications as well as Content need to be provisioned in localized language. Exemplar applications in ICT include 

facilities such as messaging, web browsing and the like. Content are sets of information that could be exchanged and 

accessed through these applications. The content that is available today on the Internet is largely in English and is 

location independent. The task is to make this content available in the dialects spoken in India. However, given the 

diverse socio cultural background in India this is a complicated task. Mere literal translation of the content in local 

language might not ensure adoption. A context-aware translation, on the other hand, is needed to guarantee widespread 

acceptance of ICT. Once infrastructure, application and content is available in Indian language a bulk of the population 

which is not literate in English would be able to relish the benefits of technology. 
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PC usage in the country is limited by the fact 

that operations require knowledge of English 

language. This has affected the penetration of 

PCs within lower Socio Economic Classes and 

smaller towns as these cities have a higher 

proportion of non English literate population. 

 

The exhibit alongside shows the PC literate 

population in the country. In spite of the huge 

urban population, the PC literate population is 

only 62 Mn which is 26% of the entire urban 

population.  

 

This would be even lower if we take into account the penetration of 

computers at an all India level as PC literacy is abysmally low in 

rural India.  

 

Apart from access and affordability another deterrent for the adoption of computers is the absence of local language 

computing. To market computers to the masses, breaking the language barrier is essential. In the medium and long-term, 

multiple (Indian) language software and content are essential so that penetration extends beyond the limited English-

savvy population. 

 

 

'' 

 �� �� �� �� �� �� 

 �� �� 

 �� �� �� �� �� �� �� 		 �� �� �� �� �� �� �� �� �� �� �� �� �� �� �� �� 

 �� �� �� �� �� �� �� �� 		 �� �� �� �� 

 �� ��



 

 

PC Users Non-PC Users 

Fear of Technology 

Hardware Limitations 

Software Limitations 

Content Limitations 

Need for Convenient Usage  
of Technology 

No Hardware for Input 

Limited Software Available  
for Usage 

Limited Availability of Relevant Content  

 

The exhibit besides illustrates role of language 

in influencing the usage of PC. Non familiarity 

with English distances individuals from learning 

to operate computers. The role of language in 

PC usage is critical in two stages: 

 

Firstly in pushing the individuals to learn 

computers and subsequently pulling them to 

continue with their usage. 

 

In the absence of Indian language 

hardware/software there is no push factor 

driving the individuals towards PC usage.  

Those who try to learn operating PC find it hard 

to use a PC with hardware/software in an alien 

language interface.  

 

This alienates them from PC usage and keeps 

this segment of users out of the subset of PC users. 

 

Among those who are PC literates the usage is limited due to the 

problems faced with content. Learning new applications is 

difficult for these users since knowledge of English is a pre 

requisite for most of the activities on the computer. 

 

Thus, it is quite evident that localisation plays an important role in influencing the usage of PCs.  
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Localisation can be defined as “the process of developing, tailoring and/or enhancing the capability of hardware and 

software to input, process and output information in the language, norms and metaphors used by a community” (Source: 

Digital Review of Asia Pacific 2007-08)  

 

The exhibit, below, shows the extent of localisation in Asia Pacific countries. 

 

 

The above comparison is based on the level of work on national language and research and development 

capacity in the areas of script, speech and language processing. It is evident that China, Japan and Korea are the 

most matured markets in terms of localisation. These countries have been very active in their efforts towards 

standardized localisation. The result of this is that most of the software is already localized in these languages 

and now these countries are moving towards localizing cutting edge technology applications such as OCR and 

Text to Speech.  

Linguistic  
Analysis 

(This is the first and basic step 
towards localization. It involves the 
analysis of the linguistic details in 

the form of script, speech as well as 
grammar) 

Standardization  
&  

Basic support 
(This is the next step after linguistic analysis. 

In this stage the linguistic details are 
converted into relevant standards for 

computing. Once this is done it is possible to 
develop software and hardware to enable 

local language computing) 

Advanced support 
(This involves high end 

localization. This stage requires in 
depth speech and linguistic 
analysis as well as complex 

programming to develop these 
applications) 
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Countries like Thailand have also shown significant localisation though it is not as developed as Korea, China and Japan. 

On the other hand in countries such as Bangladesh there is low localisation and mostly limited to basic applications.  

 

In that past over 20 years, Indian Language Computing has evolved into a growing market. India has performed well in 

terms of development of basic support functions for local language computing. Most of the localized computing takes 

place in the government sector. However commercial grade applications for end users are not very rampant in India 

because of their complexity in usage. Working models of TTS,MT,OCR and ASR are available in a few Indian 

languages such as Hindi, Tamil and Marathi. Other language resources such as lexica and corpora are also available. 

However, a lot more is yet to be done in the development of localized cutting edge technology solutions such as OCR, 

Text to Speech, ASR and MT. Some of the developments in localisation are as  follows: 

Technologies available to enable writing in Indian languages 

There are three technologies that enable typing in Indian languages. These are: 

Remington: It is suitable for those who have learnt typing on Indian language typewriter 

Inscript: The inscript keyboard that enables typing in Indic language from the standard keyboard is being provided by 

Windows, Linux and Macintosh operating systems. It also includes Virtual keyboards being provided by Indic content 

websites.  

Phonetic: It works on the transliteration from the Indic text written in English into Indic text written in the same Indic 

language. This technology is preferred by the Bloggers and the segment of professional writers that publish stories or 

poems online. 

Brahmi: A recent innovation has been the offering of Brahmi-based keyboard. In this type of keyboard, vowels and 

consonants are arranged based on the organisation of Hindi characters. 

 

Hardware: Type of Indian Language Keyboards 

Bilingual Keyboard are available in different languages, in addition to English. The bilingual keyboards find their usage 

in government departments for exchanging bills from rural sections, maintaining a copy of official communication in 

Hindi and or local languages and interoffice work at lower level.PSUs also use bilingual keyboards as they require 

Indian language for written communication, report generation, etc. Households find usage of these keyboards limited to 

children’s project work and interactions (written) with government departments. Another localized offering on the 

keyboard market is a Gesture-Based Keyboard (GKB). It uses a pen-based technology that allows the Indian script to be 

recorded and stored directly on the computer. 

 

Virtual Keyboards 

Certain virtual keyboards or web-based plug-ins are offered to users who intend to provide content in localised language. 

These keyboards or plug-ins enable users to enter their preferred language across any websites. 
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Transliteration Tool & Word Processors: 

Transliteration and word processing technologies are offered through the online as well as offline medium. Online tool 

comprise of those that help in writing in any other language apart from English. Offline Tools comprise of applications 

such as embedded Operating Systems which supports typing of Indian languages. The free software can be used for 

creating, opening, saving and modifying text files, taking print-outs, sending email and surfing a Hindi website.  

 

Operating Systems in Indian Language:  

Indian language enabled Operating systems are available in Linux and Windows platform. This enables a lot of users to 

use computers. Marketers have realized that by offering an operating platform in Indian language they might be able to 

increase their market. 
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The barriers towards widespread adoption of ICT can be divided into two major groups. Firstly, infrastructural barriers in 

using computing technologies and secondly, barriers in using online content. The former sets of barriers are enumerated, 

below: 

 

Limited PC penetration in the country  

Though falling prices of PC have fueled the growth of PC usage in the country, but this growth is limited to the affluent 

sections of the society. At the current price level, PC remains a far fetched phenomena for the ‘not so affluent’ sections 

in the country. 

 

Availability and awareness of local language applications 

In most cases localisation is considered synonymous with translation. There is limited awareness as well as availability 

of localized applications beyond translations. The need is to acknowledge that localisation also encompasses significant, 

non-textual components of products or services in addition to strict translation. 

 

Non-standardization  

There is absence of proper standardization in Indian language computing with respect to the following: 

Script level standardization 

Font level standardization 

Standardized transliteration  

This absence of standardization results leads to usage propriety technology which further deters standardization. Also, 

this limits the scalability and flexibility of the solutions and creates dependence on a single vendor. 

 

Lack of formal language based IT training  

In India all computer based training is imparted in English language. Not only this in most schools and colleges where 

the medium of teaching is  vernacular computers are taught in English. There is no formal training in vernacular 

language for usage of Computers. 

 

Difficulties in product design 

Ever since its computers have been having a Western-centric product architecture with keyboards in English. Countries 

with localized offerings on keyboards have successfully created keyboards in their vernacular language. But for a 

multilingual country like India the situation of language standardization is difficult. All relevant input methods must be 

supported if local users are to have access to the equipment.  
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Belief that PC and the Internet are for English literates 

A common perception amongst the non English speaking population is that PC and Internet is only for those ho know 

English. This is more rampant especially among the house wives and older men. They feel that there is a limited scope of 

what they can do online as they associate Internet and PC with the English language. 
 

Low awareness level for availability of content in local language 

As per I-Cube 2007 data, almost 35% of the Internet users are not aware of the availability of content in the Indian 

languages online. This number increases to 53% for Internet users in Non-Metros. In order to increase the usage for 

Indian language content and in turn drive more traffic online, the masses need to be made aware of the content and 

applications available in their language. 
 

Lack of supporting hardware 

Even though content and applications are available in vernacular language, the absence of adequate infrastructure creates 

a hurdle for its usage. For example, for inputs related to text in vernacular language the user has to type the phonetically 

similar English alphabets so as to get the right word in vernacular language. So it is more of a trial and error rather than 

systematic input of text through supporting hardware. 
 

Lack of websites offering interface along with content in Indian language 

The most popular technology used by various websites providing content in Indian language is transliteration. It requires 

user to type Indian text in English language, which is then converted in the desired Indian language. The current segment 

of the Internet users using Indian content online is the English speaking population. However, to attract and retain the 

non-English speaking population, the platform needs to be provided in the Indian language. This is currently being 

provided by very few players. 
 

Limited revenues from advertising 

According to a leading portal, there are few Indian language specific websites. As a result, advertising on Indian 

language sites is yet to take off. The web versions of newspapers have an edge over others since they already have 

relationship with advertisers. But stand-alone sites may take some time to get any traction. 

 

Lack of contextual delivery 

At present transliteration and machine translation are the most popular technologies used by major websites in providing 

content in the desired language. However, such translation lose the context around the message that is being 

communicated resulting into a non-cohesive delivery.  
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The local language IT market in India is in a nascent stage. With a projected growth rate of 30%-60%, the market is 

expected to grow to USD 100 million in 2010**. A measured part of these are the factors driven by local language 

adoption in digital technologies. As mentioned earlier in the report, to ensure such adoption a cohesive offering in 

infrastructure, application and content need to be provided. we need to have a mix of content as well as infrastructure to 

bring about the desired growth in the market. The exhibit, below, illustrates the dilemma in the PC market. 

 

The availability of hardware and software in Indian languages 

would serve to induce users to use PC and Internet. Once these 

users are initiated into the PC literate population the next task 

would be to push them towards usage through content in Indian 

languages. Content in Indian language would ensure there is 

usage and this will usher more demand for Indian language tools 

and technologies. 

To further evaluate detailed aspects of adoption, it is necessary to 

evaluate the user characteristics and examine various segments 

of the users. These segments of users belong to different levels in 

continuum of adoption of local language content. The next section details these characteristics and their nature of 

adoption.  

 

The report concludes with the outlook on various aspects of providing infrastructure, enabling applications and the 

content provided by digital technologies. Certain recommendations have also been included.  
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The users of digital content can be categorized into different segments based on their textual literacy in vernacular and 

English language. These are: 

– Regular Users 

– Occasional Users 

– Potential Users 

– Rare Users 

Regular users 

These are the Internet users who 

consume most of the digital 

content in vernacular language. 

Most of these users would 

comprise of SEC B and C class 

segment users from cities in states 

like Bihar, Punjab, Haryana, 

Karnataka, Tamil Nadu. These 

users have discomfort with English 

language hardware as well as 

software.  

However, at the same time they are keen on using Internet and its related 

offerings. Main applications accessed over the Internet by them include 

cricket (updates/ commentary), news, entertainment, religion, astrology and 

communication applications such as email and text chat. In mobile 

telephony, these types of users obtain news, entertainment as well as sport 

content 

 

Occasional users  

This segment comprises sections of users where need for 

vernacular content is occasional and need based. These 

users are comfortable in the use of English; they 

communicate in English but like to consume entertainment and relaxation content like jokes, short stories, astrology and 

local news in Indian languages.  

 

 

“I use English search Engine every time whenever I 
want business related information. But If I want to 
read “Gita Shlokas” in Hindi I would go to  search 

engine that facilitates search in Hindi” 
-Occasional User 

“..occasional users tend to be 
seasonal. Their contribution in 

social networking sites is 
vernacular during diwali times…” 

-Localisation expert 
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These users are mostly professional in the age group of 24-58 years. Applications gaining prominence amongst these 

users are blogs and online search. This segment would also include NRIs who want to stay connected with India through 

consumption of specific content in Indian languages. 

 

Rare Users 

These users form the segment of Internet users whose need for Indian language content is very limited and “episodical”. 

They have sufficient proficiency in English and are satisfied with most of the offerings over the Internet. Also since this 

segment does not have a high stickiness to the Internet it is less probable that these users would try and explore 

applications in languages apart from English. Most of these users would be in schools and some may even be college-

going students. These users access Internet services for a specific activity for example listening to music or watching 

videos online. 

 

Potential Users 

This segment is the most promising segment for vernacular content over the Internet. This would include: 

People from small towns: These users are not comfortable interacting in English. And thus do not have much stickiness 

to the Internet. Even though there exists a need for using vernacular applications over the Internet there are not many 

tools or softwares available to cater to their needs. 

People from rural areas: They would form a potential segment for consumption of Indian language content. However, 

most of these users have still not used Internet owing to the language barrier. The motivator for these users for initiating 

their Internet usage would be mainly occupation-based activities such as information on crops, fertilizers, weather in 

regional languages. Currently, this is being provided through kiosks set up by governments through Private-Public 

Partnership (PPP) initiatives. However, access is a key deterrent unless e-Governance is rolled out fully across India. 
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There are contradictory requirements in ensuring that PC penetration is spread across uniformly in the country. The PC 

market in the urban market has been chequered in the past. This market is giving way to demand of portable notebooks 

and mobile web. Rural market, however, has been always slow in adopting informational technologies. One of the major 

drivers in promoting PC in rural areas is augmented purchase by governments. Apart from this another thrust area for 

localisation is the initiatives adopted by the government. Government is the one of the biggest users of vernacular 

language computing. Apart from the mandatory usage of bilingual language in its operational activities, the Government 

is shifting to e-governance to reach the masses. This has made local language computing very important. The Citizen 

service Centers (CSC) and rural knowledge centers are major hubs for beneficiaries of such local language software. It is 

the important that Gram Panchayats, help them connect better at the block levels, thereby giving the whole state a tool 

for seamless and comfortable internal information interchange. The table below outlines the demand for PCs due to 

initiatives taken up by the government 

 

 

In addition to the PC penetration, enabler or input devices such as keyboards are needed to promote local language 

usage. Innovations in various forms of keyboards are being offered for quite some time. However, none have been able 

to provide fillip for large scale adoption of PCs in rural areas. 
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The globalisation phenomenon has been on the rise for quite some time. It has enabled companies to charter into 

unknown boundaries by offering their services across the world. With increasing globalisation, it becomes imperative for 

entities to provide for content suited for different local markets. Content over mobile telephony and the Internet have 

always been delivered through various applications. For instance, information is generally searched using search engines; 

instant messages are delivered through messaging application and short messages are delivered over the mobile 

telephony using SMS facilities. The applications offered by various digital technologies need to be equipped with 

capabilities in handling localised content. The applications need to provide local content in a localised manner. In mobile 

telephony, devices need to be inherently capable of processing localised content to enable subscribers to transact and 

communicate in localised languages. Over the web, many developments have taken place that enable content creators to 

contribute in their local language such as Unicode standardisation, virtual keyboards and transliteration tools. Large web-

based companies have also undertaken initiatives in providing programming tools using which developers and content 

creators can transliterate their content on their websites. 

 

In addition, standards bodies such as Content Management professionals association have recommended three different 

levels in providing localised content. These levels differ in the extent and maturity of localisation implemented by the 

websites. The first level includes examining presence of selective translation and transactive accessibility in localised 

content. In the second level, a local user is able to select a language and whole site (including navigation and buttons) is 

presented in the selected language. All that is available in the primary language is made available in localised language. 

This second level facility is been increasingly offered by websites around the world in different regions. 

 

Such levels of localisation are being made available at all levels in software, even operating systems. Operating systems 

provide Indian language users into a whole new realm of usage by enabling them to undertake collaboration, promoting 

productivity and simplicity for various computing needs. 

�� 

 �� �� �� �� �� �� �� �� �� �� �� �� �� �� �� �� �� �� �� �� �� �� �� �� �� �� �� �� 

 �� �� 

 �� �� �� �� �� �� �� �� 

 �� �� �� �� �� �� �� �� �� �� �� �� �� 

 ��



 

 

 

The success of vernacular content on  print and television shows that the Internet and mobile telephony could also follow 

a similar trend. The limitation towards this is to solve the apparent deadlock between the demand and supply of 

vernacular content. At present, no one knows what will lead to the increase in market of Indian language 

tools/technologies. Is it content? OR Is it demand? This 

has created a deadlock situation in the Indian IT market 

and hindered the growth of localisation. 

 

It is difficult to ascertain whether it is actually low 

demand for Indian content that is affecting the 

availability or is it the absence of content that is not 

leading to any demand! The net result is that there is less 

content available in Indian languages over the Internet or in mobile telephony.  

 

Inclusion of Localised Dictionaries 

In addition to recent startups in infrastructure, there needs to be inclusion of dictionaries in local language and dialects in 

digital technologies. An analogy would be the presence of dictionaries in mobile devices for English language wherein 

the device “auto” corrects or completes, once a word or part of it is typed by a user. In addition to dictionaries, 

vernacular grammar reference might help users in adopting local language for digital technologies. 

 

Newer Business Models such as Ad-Supported Content 

Exchange of content over mobile telephony using SMS is a prime segment for appending context-specific 

advertisements. With recent mushrooming of mobile advertising networks in the country, the time is ripe to form an 

exhaustive ecosystem in including various stakeholders and provide a cohesive delivery for vernacular content in digital 

media. 

 

Gradual Dissemination of Content 

Vernacular content could be gradually introduced in mobile telephony. Entertainment and sports news could be a soft 

trigger in disseminating adoption of local language content. As indicated by a Yankee Group report, IVR could be 

another step in promoting local language-based VAS service followed by services such as LBS and mapping, which are 

specialised applications that neither operators nor VAS providers have done much to localise. This gradual adoption has 

been witnessed on the Internet in some measure.  

 

Certain properties have offered entertainment and news and more are following this path. Further, well established web 

properties are offering utility applications such as Maps on their portals. 
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Regulatory enablement 

Given such disparate usage scenario of local languages in India, it is important for regulatory authorities to initiate 

activities to ensure long-term adaptability of local language computing. One of the recent examples is the introduction of 

registration of websites in Indian language (popularly known as Internationalised Domain Names (IDNs) since January 

2008. 
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The likelihood of using vernacular applications in urban India is high and spread across different applications. The graph 

below shows the vernacular applications which would have a likely usage in future. These applications are not just 

limited to email or 

web 2.0 applications 

but extend to online 

transactional activates 

as well. This indicates 

that once the content 

is offered there is a 

likelihood of  demand 

for the applications in 

future. 

 

 

 

 

 

Source: I-Cube 2007 
15.4 Mn Active Internet Users in 30 cities India 

 

On the other hand the usage pattern for vernacular content in rural India would be driven mostly by need based 

activities. While conducting research for this study, a localisation expert indicated that rural needs can only  be 

served when the Internet offers facilities that has not been served in the past. For example, a parent of a 2-year 

old looking for a cure for an illness over the Internet accessed over a public kiosk instead of travelling 4 kms to 

a doctor. Internet initiatives, in rural areas, need to be geared towards offering such facilities through accessible 

outlets. 
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Television market in India received a strong momentum from the introduction of cable and satellite television in the 

early 90s. Prior to this, the Indian television industry was a monopoly of Doordarshan. The much needed spice in the 

market came only when cable and satellite broadcasting started in the country. Even though this initiation was done by 

foreign entities such as CNN and Star, the Indian channels quickly followed the suit. Indian broadcasters quickly realized 

that the key to achieving a greater market share was in delivering content that would touch the hearts of the Indian 

audience.  

 

With a lot of innovative programming content the face of the Indian television industry changed completely. Today there 

are more than 300 channels beaming over India’s sky and majority of these are in Indian languages. Be it news, sports or 

even pure entertainment the preferred language is Indian. Even Hollywood movies   are translated into Indian languages 

in order to cater to the tastes of  global India. 

 

We believe that PC and Internet would also have the same story to tell. Even though at present its availability  is mainly 

in English, in order to become familiar in India it has to adopt itself to the languages spoken across the world. In fact 

countries like Korea, China and Japan have already popularized Internet by using their own language. The advanced 

levels of localisation in these countries has made it possible for the masses to use PC and Internet. India is also showing 

signs of following the same trail as its Asian counterparts. Thus once it is possible to have ICT services especially PC 

and Internet in vernacular languages there will be a sea change in the   ICT adoption in India. 
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The research methodology adopted for the project comprised of the following: 

 

 

Qualitative Depth interviews were done with the key players in the Internet, computing as well as the mobile space. In 

order to understand the market, an initial discussion was carried with some of the major players in the industry. This was 

followed up with a detailed questionnaire which was designed to get insights into the dynamics of the market. 

 

 

The quantitative research findings were the result of the year on year research carried out by eTechnology@IMRB 

International on the Internet market in urban India. These annual syndicated set of reports on the Internet market in India 

are based on a large scale primary survey covering 65,000 individuals and 12,000 households across 30 cities in India.  

Apart from this secondary research was done using information from various published resources and other research 

bodies.  

 

�� �� �� �� �� �� �� �� �� ** �� �� �� �� �� �� �� �� �� %%��



 

 

 

PC Literate: PC Literates have been defined as those who know how to use a PC. While this term does 

not signify the extent of PC usage, it essentially means that a computer literate is able to work on a PC 

without assistance.  

 

Active User: Active user of Internet is someone who has used the Internet at least once in the last 1 

month. 

 

Internet Non User: Individual who has not accessed the Internet at any point in time. 

 

Top 8 Metros: The top 8 cities in India in terms of population i.e  Delhi, 

Mumbai,Kolkata,Chennai,Bangalore,Hyderabad,Pune and Ahmedabad  

 

Small Metros: Other towns which are not a part of top 8 metros but have more than 1 Million 

population.  

 

Socio Economic Classification: Socio-economic classification (SEC) indicates the affluence level of a 

household to which an individual belongs. Socio economic classification of an urban household is 

defined by the education and occupation of the chief wage earner (CWE) of a household. SEC is 

divided into 8 categories   A1, A2, B1, B2, C, D, E1, and E2. (In decreasing order of affluence). I-Cube 

2007 survey covers all the SECs in top 8 metros and SEC A, B and C in other centers.  
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eTechnology Group (a specialist unit of IMRB International) is a research based consultancy offering insights into IT, 
Internet, Telecom & emerging technology space.  Our continuous link with industry and a constant eye on the pulse 
of the consumer ensures that we can decode the movements of technology markets & consumers. To our clients we 
offer an understanding of the present market environment and a roadmap for the future. 

eTechnology Group@IMRB                                                               
IMRB International 
‘A’ Wing, Mhatre Pen Building 
Senapati Bapat Marg, Mumbai 
Tel : (91)-22-24323500 
Fax: (91)-22-24323900 
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The Internet & Mobile Association of India (IAMAI) is a not-for-profit industry body 
registered under the Societies Act, 1896. Its mandate is to expand and enhance the online and 
mobile value added services sectors. It is dedicated to presenting a unified voice of the 
businesses it represents to the government, investors, consumers and other stakeholders. The 
association addresses the issues, concerns and challenges of the Internet and Mobile economy 
and takes a leading role in its development. The association’s activities include promoting the 
inherent strengths of the digital economy, evaluating and recommending standards and 
practices to the industry, conducting research, creating platforms for its members, 
communicating on behalf of the industry and creating a favorable business environment for 
the industry. Founded in January 2004 by leading portals in India, IAMAI in the only 
specialized industry body in India representing the interests of online and mobile value added 
services industry. 
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