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In Chennai recently t participate in an
eveat involving Tata Sky's South braed am-
bassador actor Asin, Vikram Kaushik, #a-
nsging Dlroctur&:CEQ, Twa Sky Lt spung
Ea about the DTH provider's prospects. Set
o cross the four-miliian marik in subscrib-
ers, Kaushil says e competitive landsca
has changed dramatically since Tata Sky
Iaunched its service twa years ago with five
pav DTF plavers sligeing it out. Kaushik
spoke to Biand Line o 4 sariety of issues
confronting the industry. Excerpts:

Onadson Tata Sky

It is o revenue spinner. Advertisers be-
lieve thatina tergeted fashion they can reach
2.7 million homes. And more Jmporbarﬂ\
thmugh interactive applications,
L Bl
only an demand, net ke any ather 30-sec-
ond spot which you may ses or skip. it Tata
the ud could be parLufinteractive chan
when you switch on the power. On
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"~ ‘More the activity, faster

the category grows’

Vikram Kaushik, MD & CEO, Tata Sky, on the growth of the DTH industry, competition and more

business of the (erms in which the business
is dome. There are questions being asked
o i e
tunities such as direct-to-home offer plat-
forms like Tata Sky where you have o
guaranteed  addressable audience, and
where you can actually pin down how many
people setually watched a movie to the last
number. Tt makes sense for us to give areve-
nue share tathe producer of the film. We say
youl take 50 per cent and we keep 50 per. cenr
depending upon the number of peo
who buy fhis specific movie, o, i€'s an np-n
addressable revere model for them, But,
what s really attructive fur content owners
isthatit cuts inta piracy.

On Industry growth

Cable connections in the country ave esti-
mated at 8185 million. OF this, DTH is 20
million, including Doordarshan’s seven mil-
Lo, Su, pay DTEL alone is about 12 million ..
we are ts]iﬂnp of 25 per cent of the pay TV
marker having moved to the DTF platform

in the space of twe-and-ahall vears, I's 2 Wilowal

gallaping growth. And, 1 always like to malce
thiz. at it took mobile tele-

Al the conventional relationships be-
teen different Hoks i the chain in the
media industry are undergning changes. Far
example, there is a standofl betwreen film
producers and sultiples owners on reve-
muse-sharing. And, ithas to do-with the whale

phony in India six years to reach 13 million
c ueseas it ool LYPEL five yeats

numper.
On competition in the industry
There are five significant cnmpeumu
novw. Tn 2007 there was Tata Sky

MD and
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discount player - Dish TV. Today, along
with Tata 8ky, there are foue discount
players. All the four, without exception, are
operatingon price. But, what has changed, i
happens fn every category,Is the more netiv
ity you have the faster the atesory grws,

The benefits of professional pay relevision
e i

ness, we have undertaken some serious cost-
fee

youget
‘hetter pieture quality and sous
value-added services .. TV from being just a
one-way experience becomes a two-wy iu-
teractive experience.
duct pricing

Our products ice priced ata premium, und
there i value for money. That's because we
are targeting a better quality subscriber base.
Tfyon look at our subseriber base nationally,

70 per cent of all Tata Sky syb-
seribers belong to the SEC-A It's a hird
rhmcewe had o make
of the subscriber base

m-.{.d our first million in 11 menths, the
s2c0) lion i5s aine months, the third in
seven months and we should be crossing
four million in a month or twe. The growt
e 1t picked up. The category
bas expl

nmmmescm it plans

The number of Bs 2,000 crore that I dis-
cussed in 2007 is seriously absolete. The
mwnmm in this business has gone up sig-
mificantly, There are good chanees that it
w]llbe joubled. Because, it's an infrasimie-
tural business, it requires timt kind of in-
vestment upfront. There s obviously ot of
cancern with the economic dowmurn,
the higher interest costs, with the foreign
exehange costs. 5o, like in every other busi-

cf

spectrum of aetivitie: ;
change lzel'mtbxtr}m isahigh-investment
busines: very dependent on ARPI
‘That is why we have d.emded not to partici-
pate in the mindless price war. Because of
the subsidy, more subscribers mean more
investment 1t like atreadmill, v cen'eget
off, That's vehy we are not in the business of
building volume marker share but in build-
ing valse market share, Despite the five com-
petitors today, I believe our market share
n:dwexverd“-ﬂ per cent in terms of value.
Tata Sky is by for the market leader in value.
n the volume market, we are elose to 27 to
30 per cent.
On when the company iz likely to
break even
In this business, typically break even
.mum take five toseven years, depending on
haw many subscribess you have and the
?\nlny of your subscribers. And the ather
actor uursulxmhzmcqms]imcbs!.
Onwhetherits services
are well rec:lvcdl:ywhmherq
Typically, Tata Sley hames waich TV for
ay. OF this, 35 minutes are
spent on our interactive channels such as
education, learning, kids programming and
ur ather services such as matrimony, cook-
ing, Darshan...

1t took
mobile
telephony
six years to
reach 13
million
connections
in the
country; it
took DTH
five years
to reach
the same
number.



