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R
ajivDubey is senior general
manager andheadofmedia at
Dabur India. Fromhoneyand
hair oil to candyandcough
drops, the ~11,975 crore

(revenue)Dabur sells anarrayof consumer
products to Indians. In the financial year
endingMarch2023, it spent ~640crore
onadvertising.About 70per cent of this
was spenton television.Howthendoes
Dubeyview themergingof theReliance
Industries (RIL) andBodhiTreeSystems-
ownedViacom18, into theDisney-owned
Star India?

Themerger, announced lastweek,will
create abroadcasterwith 110 channels such
asStarPlus andColors anda streamingapp
thatwill be roughlyhalf ofYouTube.The
~23,000crore firm thus createdwill be
India’s second largest afterGoogle. Itwill
havea leading32per cent shareof all
televisionviewership in Indiawith large
slices of theHindi,Marathi, Teluguand
Bengali speakingmarkets (see chart).

“Whatmatters tome ishow inexpensive
it is to reachconsumers. If thismergerhelps
meget audiences cheaper then it is good; if
it becomesmoreexpensive then it is
difficult,” saysDubey.

KrishnaraoBuddha is senior category
head,marketing, at ParleProducts. The
makerofParleG,Monacoandotherbrands,
spendsabout 85per cent of its advertising
moneyon television.Rao reckonsnothing
will change for abit. “It is only after IPL
(IndianPremierLeague,
due inApril), Elections
(due inApril/May), and
the ICCT20Men’sCup
(due inJune),will they
start pushingup rates (if
theydo),” sayshe.

These are among the
biggestmedia events in
2024. Star Indiaowns the
broadcast anddigital
rights for ICCMen’s
cricket. It alsoowns the
broadcast rights of the IPL
whileViacom18has
streaming. If they
combine the twoandhike
upad rates, “I can still
operatewithSony,Zee,
FaktMarathi,Dangal and
Goldmines, amongother
channels. They (theother
players)will reaphuge
dividends.There is
substitutability (for the
reach that Star and
Viacom18provide) in all
languages,” saysRao.

Rao’s answer tackles
onepart of thebig
question that lawyers and
analystshavebeen
raisingabout themerger.
Can it pass regulatory
scrutiny?

AbhinavShrivastava, partnerwith
Bangalore-basedLawNK, tackles theother
part. “AreOTT (streaming) andbroadcast
separate?Theonlyway thismergerwill go
through is if Star argues for complete
convergence; thatOTTandbroadcast are
onemarket. Then it isnotdominant in
broadcast,” sayshe.

Shrivastavahasputhis finger on the
business reality thatmakes consolidation
an imperative—the redefiningof the
media andentertainmentmarket.

ThepowerofTVplusstreaming
Video—read that as television, streaming,
films—isby far the largest part of the
media andentertainmentbusiness
globally.Over the last decade it hasbeen
redefinedbyGoogle andMetawith
billionsofuser-generated, sometimes
professionally created, longandshort
piecesof video.Google,with revenues
of $278billion in the financial year
endingSeptember 2023, uses search
andYouTube toget audiences.

The$127billionMetauses socialising to

keep themcoming toWhatsApp,Facebook
or Instagram, thebrands it owns.These
firmsoffer billionsof terabytes of
advertising inventory across genres,
audiences andgeographies at rates that
areone-fourth thoseof broadcast.Across
theworldGoogle andMeta command
anywhere from70-80per cent of all
digital advertising.

Broadcasting,which relies on
professionally generated shows, filmsand
sports, brings in roughlyhalf the total
revenues—~2.1 trillion—of the Indian
media andentertainment andbusiness. It
is alsohugelyprofitable.

DisneyStar’s entertainment television
businesswillmakeanoperatingprofit of
almost ~5,000crore in the financial year
endingMarch2024andMarch2025,
according toMediaPartnersAsia’s
estimates. Its sports anddigital businesses,
however, push the firm into losses.
Therefore, even if audiencesmoveonline to
the samebroadcaster, theyarenowpart of
anecosystemwhere the ruleshavebeen set
by the tech-mediamajorswith theirhuge
ad-techmachines, low rates, and
humongous reach.

“Howdoyou redefine theadvertising
pie?Nooneyet in Indiahasbeenable touse
TVviewershipand reach, combinedwith
onlinevideo to reframe the conversation
andcurrency formonetisationwith

advertisers. Connected
TVwill be a significant
part of this reframing,”
saysVivekCouto,
executivedirector and
co-founder,MPA.

RILalsoowns
stakes inanarrayof
distribution firms in
cable (Hathway,GTPL)
and telecom(Jio),
giving it access to
millionsof consumers.
Theoretically then it is
in thebest position to
fuseTVanddigital and
sell it to advertisers.

“TVplusdigital
makes it very
compelling,” agrees
Shrikant Shenoy,
associate vicepresident,
LodestarUM,amedia
buyingagency.The
challenge? “Data is
not available ina
unifiedmanner,”
points outDubey.
“The transparency in
TV isnot there indigital.
There is a lot of ad fraud,”
addsBuddha.

This timearound,
Disneyhas its back to
thewall.

Themetricmight just come though.
SonyandViacom18’s bidswerehalf or
less than that ofDisneyStar’s $3billion
for ICC rights from2024-2027. Last year
it paid$2.9billion for just thebroadcast
rights to the IPL.

That is almost $6billion for a firm that is
just over $2billion in topline. “These are the
two rights that brokeDisney’s commitment
to India,” says an insider. The thoughtof
explaining to aggressiveUS stockmarket
analysts and investors theyearlypayout for
sports rights iswhatpossiblyprompted the
fire sale of Star.Disney settled for avalueof
$3-3.5 billiononanasset it bought for
(reportedly) $10billion in2018.

“Theexpenditureon sports rights is
enormous.Tomakeback that outlay it
needs to capture a large shareof total
advertising revenue.And toenhance the
advertising revenuemarket bybuilding the
right techplatform,” saysDaoudJackson,
senior analyst,media andentertainment at
UK-basedOmdia.

That is thekindofmarketdevelopment
Starhasdoneever since it came to India in
theearlynineties, inmusic (ChannelV),

news (StarNews), programming (Kaun
BanegaCrorepati), and radio (RadioCity).
“Wewill see Star back inaction. It built the

IPL.Themerger shouldhelp it buildother
properties too.According toour research
thePro-KabaddiLeague is a good second-
lineproperty,” says Shenoy.

TheX factor, sayanalysts, isUday
Shankar.As chief executiveofficer of Star
India from2007 to 2020, Shankar took the
company from~1,600crore in revenue to
~18,000crore in 2020.Hebuilt the
entertainmentbusiness into a cash
spewingmachine, andpushedStar into
sports (IPL, PKL) anddigital (Hotstar). The
buzz ishewon’t bedoinganyoperational
stuff.However, as vice-chairpersonof the
merged firm,hewill remain theguiding
forceon strategy.Note that Shankar is also
an investor inBodhiTree.

Couto reckons that the companycould
go for an IPO (initial public offering), say

fiveyearsdown the line, at twice its current
valueof $8.5billion. If thathappens, this
mergerwouldhavehelped restore thevalue
Star lost in theDisney fold.

REMAKE IN
INDIA
TheDisney-Reliance
combinewillhave
enormousreach,
marketmuscle,anda
uniquecombination
ofbroadcastand
digital.Canit
redefinetheIndian
advertisingmarket?

Language Market As on Feb 23, 2024

Malayalam Kerala 32.7
Bengali West Bengal 29.6
Telugu Andhra Pradesh & Telangana 29.1
Kannada Karnataka 28.8
Hindi Hindi-speaking markets 19.1
Tamil Tamil Nadu 18.7
Marathi Maharashtra, Goa 18.4
The viewership % refers to share in that particular language or region only
Source: Lodestar UM, BARC

STAR + VIACOM18 DOMINATE ALMOST
EVERY MAJOR LANGUAGE
ShareinTVviewership(%)

Total internet audience 524
YouTube 456
Disney+ Hotstar 114
JioCinema 101
MX Player 93
Zee5 57
Netflix 42
Jio TV 29
SonyLIV 26
Amazon Prime Video 19
Voot 11
Note: Disney+ Hotstar, JioCinema, Jio TV and Voot will become one post-merger
Source: Comscore India

INDIA’S LARGEST STREAMING APPS
UniquevisitorsasofJan2024(millionpeople)

‘No one yet in India
has been able to use
TV viewership and
reach, combined
with online video
to reframe the
conversation with
advertisers,’ Vivek
Couto, executive
director and
co-founder,
Media Partners Asia


