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Direct and daring

With more direct-to-home TV players in the fray, subscribers are being wooed with value-added
services. Growing by leaps and bounds, DTH expects to take share from the cable industry.

R.RAVIKUMAR

he slowdown could well have
had 0 unintended impact on
nascent direct-ro-hama TV
industry. As Consumers <ut
back 7 visits a cinemas and
plonk chemselses in font of their TV
sereens, the DTH industey his seen growth
xpxraLI.ng
coriing tathe Telecom Regulatory Au-
mmwoffnms CLRAL) recent report, the
pay DTH market was at 111 million sub-
seribers by end-2008. Industy sources say
this has now geown closerg 13.5 million
Tndia has aver 130 mil TV hommes and
¢loseto 14 million are beingadded every year
{industcy experts say part of the srowth
comes from additiosal TVs and the replace-
ment market, 8o it should be at least 10 mil-
lion). OFthe averall T homes, £0-85 millior
ure cable & satellite homes, OF this, DTIL
aceounts for 20 million, ineluding Doordar-
shaws seven millios, Pay DTE alone is 13

ion.
“We are talking of 25 per cent of the pay

TV market having moved to the DTH pl:t—

form in the space af cwe-and-a-tall years,”

savs Vikram Keushik, Managing Director
and CEO of Tara Sky. The DTH marker,
which had been adding ahout three’ lakh
subseribers a month in early 2008, now adds
over 7-8 lakh subscribers a month on an
average, says Ajul Puri, Director and GO,
Bhart) Airte] DTH.

mand', intesactive channels on matrimonial
m::fh-r.ukmg and edueation add fo the.ap-
pen

Digh TV alone currently has five million
subseribers und expeers o reach 7.5 million
by the year-end

While the indusery is witacssiag growth.

om ull wver, with metros and big cities
aceanting for 25 ner ceat ol it, and the rest

coming from smaller citles and ter [T towas, |

Dish TV focuses more on rural markets. 1t
has an equel disteibution of subseribers in
nrban and rural markets. *Che cable-try and
cable-frustrared rural markets have been
e stvengtl as vie lnnched o service first
in these markets,” s L.
Taea Sy has 7 million subsceibers, Ac-
conling to Kaushik, while it trok 11 manths
o reach ehe firstailion, the second millinn
wag achieved innine manths and the third in
seven ouths. And "we hope t cruss (e
4 miflion mark fn the next two months”. 1t
sims b cightmillion in the neve three yesrs.
Sun Direct, which initially launched

semces in Tamil Nadu i December 2007
dbeganits pan-Tndia rallout in September

8, has secuced 3.0 million mb«mhm 50

f-u “Aw:ﬂ we are adding close 10 o lakh
subscribers month on mant T re-
runt, Relinnee Big TV, has =
5 million subscribers in lass than 8

& resmonse 0 pur seryice in spite of
being & lale enimant.” He says that eeey fifll
new customer o the DTH nerwork comes ta
Airtel and that the number is pcrensing ev-
ery month. “We sre extremely happy um?e
the acquisition figures and see grawth com:

ingin from cable-darl areas,” Videoeon, to,

Tlys year even in March, April and May,
usually ‘slack men(hs’ fur Lie entercainment
sector due to exams, the DTH indugtey wit-
‘essed tremendous growth, says Tony IVSil-
va, Chiel Operatanig Officer of Sun Direct, 2
o player dn Uhe solthern marker.

‘SWEETENING THE DEAL

This prowth can be artribured mainly to the
entry of multiple eperators, vhich bas cre-
ated much greater awareness of the secvice,
0w séen 05 AN e48Y-T0-use rechnalogy. The
compestion inthe industey Basalso resulted
in “low and affordshle” entry prices offered
i A attesct

fray xery saen.
The seory dues a0t stop with-neguiring
nes subscribers. With TRAL mullmg inte-

tention veould be a bigger ch
would players do to retain Rty

“Buday, consumers know exactly what
they want, doing much vesearch prior w
purchase. Industey experts suy Uic in the

lenge,

absence of exchustvity of content, pay-er-
view ud Interactive features are the core
differentiaturs for YIE uperators and they
expect this s where the mostinnovalion
Happen.

viewing an enriching experience. The atten-
tion wouid beon introducing impraved val-
ue-added-services, inmovative  product
afferings such o5 interactive services and
movie-on-demand, says Sanjay Behl, CEO,
Reliance Rig TV, “The industry will also look.
some of the services to ensure
‘multiple revenue streams. He seys Big TVis
looking ar offering “robuse value-added ser-
viges in the near %ﬂnne This will include s
st of fneruifve ectires and giobsl

G of TatuSly says customer service
will also make abig difference. Though Tate
Sky products ave priced at a premium to
those of othes playersin the induistey it com-
mands close tn 30 per cent a
share, “Elficient customer service, superior
techaology und more Interactive feamres are

@ kays,” says Vikeam Mehra, Chief Mar-
keting Officer, Tatn Sky. The company re-
cently relled our “next generation sac-top.
Baxes™ with 160-GL ‘personal m!eu ‘Eo(!'—
ders' Behl of Reliance Big TV says, &
been swarching the DVR marker wnrldw:ﬂL
and how it has changed television viewing
sround the world, 1t will become an integral

&

ubseribers. They also bundl ith MAKING A pmmﬁhprﬂa\nmnemcnen:unjndmuo
regional s 6 pice them almost on par  Hlance, thevalue-for- and Wear DVR plan: sndslnrms]
with cabls TV Besides, anumberof  uflering w consimers will be more than juse mnuum-umm be expected so

walue-added serwz'es uch as ‘movie an de-

tariffs. The focus will be on making DTH

High definition will be mulh:r area all

those players will focus on, HD TV has en-
joved great success in all the markets where
it was introduced, such as the US end Eu-
rope, Most Asian gountries today carry HD
channels and these are well received. The
US is now phasing out standard definition
channels from many platforms,
n Indis, full 1D I was recently
Jaunched by sl the major TV players and
fotr-gix channels ars likely to come inas HD
chanmels by the year end, Sun TV hasshreddy
mLh_d.nut. G-k it chaninels.in sha HE
format

"Hn TV will find = merket among Users
willing 1o pay for video recording features
targeted specially for hume (heatre owners,”
says Rapoor of Dish TV. Big TV s also pl}\n-
ning to ol our FIT) set-top boxes oo And
Tata Sky's Kapoer (0o says to expect an sn-
nouncement soon

With all this coming up, the DTH market
is expected to grow even faster in the years.
o come. Ladustry ployers say thar By 2015,
DTH will enjoy at least 20 per cent share of
the C&8 market, Digital cable may have 20
per cent and analogue cable will fallow with
20 per cent. But, the spate of expansions is
only half the story: Considering that DT is
sniavestmenlintensive, long-haul business,
tha biggest chullenge would be o see return
on invesment.

Service with
a smile,
innovation and
interactivity
are the keys
to success

- moved-down. “This-is. the

According to Kavshil, apart from creating
back-end infrastucture, almo

are spending anywhere betw
and Rs 6,000 on every installation. However,
whilé soime companiss chargs 4 few hun-
dreds, sume eharge ja (e range of Rs LOOD-
2,04W). INTH subseription is today being di-
ven by large subsidies on sec-top boses
industry sources, all players
30 per cent subsidy) as well
ions ranging from Rs 100
300. This way, every company fuvests over
Rs 4,000 to acquire tvéry new subscril
Sun TV offers new connections at Rs 499,
And, it comes with free subseription. Other
players oo often come out with naw dis-
countoffers,

“Tts a big problem. Take a Tnok at the
dysmantics ol the business, Overal), whark
Fens is chat the revenye model of all DTH
plesers i v dependent on the
subscription thar the consumer pays every
monthy, which is average revenue per user
(ARPL). 1f the ARPU i Rs 75 1 monchs it will
‘take at Ieast five years to recover the costofa.
connection —that toe; provided the conisum-
e stays with ol an& continues o pay every

iPs u lumg piy-back business,
and semnd ifthe subscriber acyuisition cost
cumtinges (o be mordinately high, and the
D’T‘H player's ARPU is ceally jnordinately

ow, “ir's

And thathasbeen why we have refused to go
into the price Wi, Because ics averrdlngt
Tous business model. They are all trading on

. the future,” he adds.

Thie dollar is apprecisting, interest costs
have more oubled, and all the players
ave currently investing and 10t earning, 50,
casts have moved up, and the ARPU has
reason. why- we
Thave said, it's fine, we will fucus only on
geling the best-qualiny subseribers” edds
Ksus'h\l{ Hesays Fata Sky's ARPU is at least

cent higher than everybody else, Tt
hol 45 per cent of fthe market in value
terms. Tata Sky hopes to break even in the
et eauple of years,

O whether the merketwill see any thiét
the fomure, Dish TV's Kapoor
s, ese are much lower than
the Jevels prevailing in other counties. We
feel there is very lnlesmp for a price war
in the near future" Aee dmg 1o him, the
company hecame EBITA-positive in the
fourth quarter of the lasr fiscal, "which hap-
pened three quarters abend of our earlier
estimate, We look forward (o be cash-posi-
tive: by the third guerter of the cuerent
fiseal”,




