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Battling several demons
on many fronts—be it
the vagaries over dates

and locations in an election
year and the uncertainty over
reach in thewake of the TRAI
order—Star India is going all
out to get viewers on
its sideof the turf for
the Vivo Indian
PremierLeague2019
that starts next
month. In a set of
teasers releasedover
the weekend, the
broadcasteruses the
league’s trademark
bellicosity, pitting
mentor against
mentee, to get the buzz going
around Brand IPL.

Thisyear, thenetwork says
ithasconceptualised the tour-
nament as a set of games
where the best take on the
best.The tagline“YehVivoIPL
hai, yahaan game banayega
name” (This is Vivo IPL, here
your game defines you) is in

keepingwith thenarrative that
the tournamenthasemployed
in thepast. That the IPL is one
of the biggest equal-opportu-
nity talentplatforms for crick-
et in the country.

Star Sports CEO Gautam
Thakar explains the creative
process underlining the cam-
paign. “The trophy has the

lines ‘yatra pratib-
ha avsar prapnoti-
hi’ inscribedon it. It
translates as ‘where
talentmeets oppor-
tunity’. Viewers
strongly resonate
with the belief that
this is a platform
thatoffersanoppor-
tunity foryoung tal-
ent to shine under

the mentorship of stars from
across theglobe.Nootherplat-
form in India has provided as
manyopportunities toyoung-
sters as the IPL has, for over a
decade,” he said.

The two 30-second films
build on thiswith youngplay-
ersRishabhPantandJaspreet
Bumrahchallenging stalwarts

M S Dhoni and Virat Kohli
respectively. More films to be
released in the coming days
will have the veterans
responding to the challenge
and closer to the start of the
tournament, the network will
release televisioncommercials
specific to the Chennai Super
Kings (CSK) and Royal
Challengers Bangalore (RCB)
clash,which is theopening tie
onMarch 23.

Along with the IPL cam-
paigns, Star is also pushing
communication around the
new channel packs in order to
counter the challenges posed
by the implementation of the
new tariff order mandated by
TRAI.Thakarsaysthat insome
markets the two campaigns
willbeclubbedtogetherbutby
and large, the two communi-
cation strategies will function
separately.

Star India is also focusing

onitsdistributionstrategygiv-
en the new tariff order. It has
increased the number of
regional sports channels in its
portfolio and will leverage its
presence in these markets
through customized packag-
ing. It has a panel of close to
100commentators for thissea-
son, across languages.

The network will also use
its entertainment channels in
different languages on
Sundays to expand the scope
of the tournament’s viewer-
ship. The Select Dugout feed
introduced last year will also
continue into this year, albeit
with some additions based on
the insightsgathered fromlast
year. And a new segment
will be introduced to make
the game more engaging for
children.

Thenetwork’s assuranceof
a growth in reach and viewer-
ship over last year is the basis
for selling advertising inven-
tory on the IPL. Thakkar says,
“I cannotget intospecifics,but
I cansay thatweare inamuch
betterplace thisyearevenafter
setting higher goals than last
year.” Industry estimates peg
Star India’s revenue from the
IPL in 2018 at around ~2,000
crore. This year, sources esti-
mate that the network has
already signed close to ~1,100
crore worth of sponsorships.

Thakar says that he and
his teamareworking toensure
that the Star Sports bouquet
is available on as many sub-
scriptions across the country
as possible by the time the
tournament launches. “That
there is consumer inertia is
true. That we have a lot at
stake (incaseof the IPL) is also
true.Butwehaveavery strong
cricket calendar, startingwith
the ongoing India-Australia
series, going into the IPL and
thenof course theWorldCup.
So we are confident that
people will want to watch
cricket on our platforms.
Additionally,weare constant-
ly working with cable and
DTH (direct-to-home) opera-
tors to be included on their
base packs,” he says. Given
that the IPL is themost expen-
sive cricket property in the
country, there is little that
broadcaster and the brands
backing the tournamentwant
to leave to chance.

Star Indiagets the
game on for IPL
RishabhPant,JaspreetBumrahflagoffthe2019campaign
withcheekychallengestoMSDhoniandViratKohli,set
theballrollingfortheupcomingface-off

“We are in a
much better
place this year
even after
setting higher
goals than
last year”

GAUTAM THAKAR
CEO, Star Sports

M S Dhoni (CSK) andRishabPant (DD)banterover their
cricketing skills aspart of thenewly launchedcampaign for IPL
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India strikes back
Tuesday’sretaliatoryairstrikesarethefirst
time since the 1971 Indo-Pakistanwar that
Indian combat aircraft crossed into
Pakistan-held territory. Even during the
Kargilwarin1999,whenIAFfightersrepeat-
edlystruckPakistanArmysoldierswhohad
crossedintotheIndiansideoftheLOC,great
carewastakentoensureIndianaircraftdid
notviolatetheLoC.Butinthiscase,military
plannersrealisedearlythatPakistanwould
bepreparedforgroundstrikes.Besides,the
political need was for a more forceful
response. That left air strikes as the only
acceptableoption.

Both sides have signed onto a confi-
dence-building measure (CBM) that pro-
hibitsfixedwingaircraftfromflyingwithin
10kmoftheLoC,andhelicoptersfromcom-
ingcloser than5kmwithout informingthe
othersidebeforehand.Bydisregardingthis,
the IAF has sent a stern message to
Islamabad. Since there are two Balakot
towns, there was initial confusion over
which target was struck, and how deep
acrosstheLoCitwas.However,sourceslat-
er confirmed that the strike occurred in
BalakotinPakistan’sKhyberPakhtunkhwa
(KPK)province.

This raises serious questions over the
capability of Pakistani air defences. Their
porousnesswasfirstdramaticallyexposedin
theUSoperationagainstOsamabinLaden
inAbbottabadin2011.Theyhavenowbeen
exposedagainbytheIAF’sabilitytostrike80

kmintoPakistanwithoutbeingintercepted
or incurringcasualties.

WithPTIinputs

Nation in safe hands: PM
This poem, which he himself has written
and used to great effect in 2014, set his
speech firmly against the backdrop of the
IAF strike. He, however, never directly
referred to Pakistan, Jaish-e-Mohammed
or India’s strikesacross theborder.

Appealing to the people to bring back
the BJP to power (the party won all the 25
Lok Sabha seats in Rajasthan in 2014), he
saidhis government’s policy interventions
should speak for themselves and took a
swipe at the Congress government in the
state.“Itisveryunfortunatethatnotasingle
farmer fromRajasthan and Churu has got
anymoney,”hesaid,referringtothescheme
ofdirect transferof funds to small farmers.
“Doyouknowwhy?Because the state gov-
ernmenthasnotevensentalistofthefarm-
ers. They are not cooperating with the
Centre. Within the next 10 years, ~7.5 tril-
lion will be deposited in the accounts of
farmers. Theywill not have todoanything
for it. They will directly get a notification
on their mobile phones, saying that they
havereceivedtheamount.Mygovernment
hasmadetheimpossible,possible.Thestate
government must not hinder the Centre's
support to farmers,” he said. Emphasising

whyitwasimportanttobringthe
BJPbacktopower,hesaid:“India
needsastronggovernmentandI
amsure that your vote this time
willgiveusevenmorestrengthto
carryonourworktotakeIndiato
newheights.”

SBIemergency
meetonJet
It has sought the right of first
refusal after oneyear in the case
of a sale of shares andhas asked
SBI to get an endorsement from
the Securities and Exchange
Boardof India (Sebi) that incase
itexercisesthisright,themanda-
toryopenoffer requirementwill
notbe triggered.

However, Sebi is not willing
to make an exemption and nei-
therisSBIwillingtogivetheright
of first refusal.

A Jet Airways spokesperson,
when contacted, said: “In line
with its policy, Jet Airways does
notcommentonspeculation”.

AnemailquerytoEtihaddid
notelicitanyresponse.

However,inajointstatement
on Monday Jet Airways and
Etihad said they were working
together on a resolution plan to
make the airline robust and

viable. Etihad Airways is learnt to have
abstainedfromvotingonresolutionstocon-
vert Jet Airways’ debt into equity in the
extraordinarygeneralmeetingonThursday.

The airlines wanted clarity on all the
questions they had raised before they
endorsedtheresolutionplan.

The lenders, however, may seek addi-
tionalsecurities,includingsharepledgesor
guarantees from promoters, while sanc-
tioningloans,andarenotplanningtomove
theNationalCompanyLawTribunal(NCLT)
atpresent.Adelayinclearingtheresolution
planwouldmake itdifficult for theairlines
to negotiate interim funding from banks.
The lenders’ consortium is considering a
~500-croreloan,butafinaldecisionisyetto
be taken, PunjabNational BankManaging
DirectorSunilMehtahadsaidonFriday.

Mahindrabankson
SsangYong-derivedcar
InafinancialyearthatsawtheUVcategory
growby21percentinvolumes,accordingto
Society of Indian Automobile Manu-
facturers,Mahindra, which has the largest
fleetofdieselSUVsinitsportfolio,hasseen
sales stay flat and hovering under 250,000
units a year for the last three years, despite
thesegmentgrowingandreachingamillion
cars.Mahindra'smarketsharedroppeddras-
ticallygoingfromover50percentin2011to
under 40 per cent in 2015 and reaching a
newlowof25percentlastyear.Themissing
products haven't been just city SUVs but
alsocompetentpetrolvehicles.

Thisyear that'sexpectedtostayaround
the same, officials at Mahindra say, and
that'saproblem.“Autoisavolumegame,the
higher your number the better the prof-
itability.HenceMahindrahastoregainlost
market shareevenat thecostof somemar-
gin.Marketsharegainwillalsoboostmorale
for channel partners that include dealers
and components suppliers,” said Chirag
Shah, associate director, Institutional
Equities,EdelweissSecurities.

So what went wrong? Goenka says the
singular reason is this: “The compact SUV
segmentisat50percentshareofthevolume
of UVs andwe had no product in that seg-
mentandwehavearoundhalf the shareof
theremainingvolume.”

Did they not plan for it? “Frankly, we
startedwiththeKUV100atthebeginningof
2016,andifitdeliveredvolumesasplanned
then it would have been a different story.”
Hispointistheybetonasegmentwithacar
thatdidn't takeoff. Fornow,Mahindrahas
tobecarefulbecausewith theBSVInorms
kicking in in thenear future, every carwill
have to be rejigged to meet that, which
means more expenditure, especially
becausedieseloverhaulsareexpectedtobe
moreexpensive thanpetrolupgrades.

“Wearenotsittingidle,andIcan'tshare
product plansbutwedohave aplan in the
pipeline,"Goenkasays.
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