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MTS initiatives for World Cup

Sistema Shyam TeleSer-

vices Limited (SSTL), un-
der MTS brand has rolled out
slew of initiatives for its voice
and data customers during
ICC Cricket World Cup.

On recharge of Rs 252, MTS
pre-paid customerswill get
talk time of Rs 300. They will
also get as many free SMS as
runs scored by India in each of
its matches. These can be sent
by customers to any local or
national number in India.

MTS Mobile Broadband cus-
tomers buying new MBlaze
connection can recharge with
special world cup pack starting
from Rs 497 to get 5 GB data
usage.

Additionally, they would win
250 MB data usage free when-
ever India wins during the ICC
Cricket World Cup. If India
wins all its matches including
final, customers would win
over 2 GB data usage free, the
company said.




Publication

Business Standard

Date

21% February 2011

Headline

Clean sweep for cricket across digital platforms

Clean sweep for cricket across digital platforms

AABHAS SHARMA
New Delhi

onsidering the growing popular-
ity of smartphones, tablets and
notebooks in India, it’s no sur-

prise that the digital medium is going to

be the next battle ground for companies
this cricket season.

Taking a cue from YouTube, lead-
ing cable and satellite broadcaster ES-
PN Star Sports has decided to stream all
matches live on its website for free.
YouTube saw 93,000 subscribers and
over 50 million views when it streamed
the last edition of Indian Premier League
matches.

Gaming companies like Zapak,
Nazara and Jump have launched several
games on the mobile and internet plat-
forms. Jump, the official partner of the
International Cricket Council (ICC)
for mobile gaming, has launched ICC
World Cup 2011 games. Apart from lo-
cal audience, it is targeting the Indian di-

aspora spread across the globe. The game

will be priced at ¥99 in India and $5 in
other markets. “We expect a million down-
loads within the month,” says Salil Bhar-
gava, CEO, Jump Games.

Mobile community mig33, too, has
launched migcricket, a chat-based crick-
et game, where players can join the game
by paying with mig33 credits. Mohit Gun-
decha, head of India op-
erations at mig33, says
they are looking to en-
gage users from Tier-
II cities. “The game is
easy to play and doesn’t
even require a smart-
phone,” explains Gun-
decha. mig33 has
launched special virtu-
al cricket merchandise
around the World Cup as well. It claims
it registered about 250,000 users last year
and expects the number to rise sub-
stantially during the World Cup.

Zapak Games, the licensing and mer-

ising arm of Zapak, has developed
Cricket Power, a PC game that will be

TAKING A CUE

FROM YOUTUBE,
leading cable and satellite
broadcaster ESPN Star
Sports has dedided to
stream all matches live on
its website for free

available for players through both on-
line and offline mediums. Vaibhav
Odhekar, business head of Zapak Games,
claims, “Even non-cricket enthusiasts
will be celebrating these events. We aim
to reach the masses with this official
game and have hence priced it reason-
ably at ¥299.” The game CDs are sched-
uled to hit 5,000 Zapak
retail stores this week.
For the cricket-crazy
nation, companies like
HCL Technologies have
launched a new appli-
cation, Xplore Cricket
WC2011, available both
for Android and iPhone
mobile devices. There
are four major sections
in the application: first one is informa-
tion related to matches, second is teams
and players, followed by match ven-
ues and live scores for fans to keep a
track of their teams’ performance.

Sistema Shyam TeleServices Ltd

(SSTL), which operates telecom serv-

ices under the MTS brand, will provide
all Meru cab users in New Delhi, Mum-
bai, Chennai, Kolkata, Bengaluru and

Hyderabad a MBlaze dongle for free in-
ternet surfing with unlimited data down-
load. Leonid Musatov, chief markefing
officer, SSTL, says, “With the Cricket
round the corner, such a serv-

ice would also enable cricket enthusi-

asts travelling through the city to con-
ect their laptops via mobile broadband

and check out the latest matctggoores
and updates.” \
Even Smith and Jones, the com-"
pany which has instant noodles, soups,
ketchups in ts portfolio, has launched
a special YouTube ¢hannel, ‘Cricket ka
Tadka’. The internet channel sports se-
ries of videos that teach basic crick-
et. The company is also launching this
across other platforms like videos on
demand on DTH, IPTV and mobile net-
works. According to Ajay Gupta, CMD,
Capital Foods, this is first of the many
such initiatives the company plans

to launch.
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Internet in cabs

MTS, Sistema Shyam Teleservices'’
mobile service, has tied up with

Meru Cabs to offer customers high
speed mobile internet access while

they travel in the cabs. The service,
which is being launched in Delhi
and Mumbai first, will subsequent-
ly be extended to Chennai, Kolkata,
Bengaluru and Hyderabad. The in-
ternet service is free — Meru cus-
tomers just need to ask the cab
driver for an MBlaze dongle for in-
ternet surfing and unlimited data
downloads. This innovation, the
company says, is designed to serv-
ice the growing demand for ‘inter-
net on the go’. The company is also
hoping that with cricket season on
in India, consumers will adopt the
cab internet service more quickly.
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Meru Cabs plans
overseas foray

Press Trust of India
Mumbai, Feb. 20
Having cornered close to a 50
per cent market share in In-
dia, radio cab service provid-
er Meru Cabs plans to venture
overseas by the end of this

year.

“We have about 50 per cent
share in the domestic market.
We think this is the right time
to enter the global market,”
Meru Cabs Chief Executive
Mr Rajesh Puri told PTT here.

“We are in talks with the
Governments ‘of three-four
countries and plan to start our
operations by 2011-end,” he
said. Mr Puri, however, did
not identify the markets the
company plans to enter.

RAMP UP OPERATIONS
The country’s largest radio
cab service provider wants to
ramp up its operations by
adding 2.000 cars and hiring
an equal number of drivers by
2011-end to meet consumer
demand.

“We plan to add 2,000 cabs
at an investment of around Rs

200 crore by December, 2011,
to cater to customer de-
mand,” he said, adding that
the company also plans to
recruit an equal number of
drivers by the year-end.

At present, Meru has 5,300
cars and 5,000 drivers pan-
India.

It receives around 5,000
requests for cabbookings ona
single day across Mumbai,
Delhi, Bangalore and
Hyderabad.

“We receive around 15 lakh
requests every month,” Mr
Puri said, adding, “During
peak hours, the company
finds itself rejecting nearly 40
per cent requests.”

Mr Puri said Sistema Shy-
am  Teleservices  (SSTL),
which offers mobile _phone

services under the MTS
brand, has partnered with
Meru to offer free Internet
services to its passengers in
New Delhi and Mumbai.

“The company is likely to
soon launch similar services
in other major towns as well,”
he said.
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Network, tariff drive operator shift

Rupali Mukherjee | T

Mumbai: Network-related
concerns and tariff issues
have emerged as primary
reasons which may prompt
subscribers to migrate to an-
other service provider. Al-
ready, over 1.7 million sub-
scribers  have  switched
operators in the one month
since the nationwide roll-out
of the mobile number porta-
bility (MNP) service.

A study by cellular oper-
ator MTS—carried out in 11
circles, including Mumbai
and Delhi—which surveyed
nearly 15,000 consumers
wanting to change their
numbers through MNP.

The survey says another
reason for subscribers want-
ingtoswitchoperatorsisbill-
ingissuesfaced on accountof
subscribing to value-added

BETTER OPTION

» Subscribers wantto switch
operators is billingissues on
value-added services

» Some consumers wish to
migrate to another operator to
experiment with MNP

services (like ring tones or

astrological services) of the
existing operator. The study
observed that a small num-
ber of consumers wished to

‘migrate to another cellular

operator as they wanted to
experiment with MNP.

Lastly, a very small secti-
on of consumers had certain
customer service related is-
sues, and hence wanted to
change their operator

The study wascarried out
in Rajasthan, Tamil Nadu,
Kerala, Kolkata, West Ben-
gal, Karnataka, Andhra Pra-
desh, Haryanaand Bihar.

Says MTS India chief ma-
rketing officer Leonid Musa-
tov: “The roll-out of mobile
number portability marks
yetanother milestone for the
highly competitive telecom
market in the country. It rep-
resents a very good opportu-
nity for customers to experi-
ence MTS’s high speed
network”™ In case of MTS,
the primary driver for port-
in has happened because of
MTS’s half-a-paisa per sec-

ond tariff plan.

While, a majority of peo-
plewhomigrated toother cel-
lular operator from MTS,
have been low-usage custom-
ers, a company official add-
ed. The Telecom Regulatory
Authority of India recently
said that about 17.11 lakh
subscribers have submitted
their requests to different
service providers for porting
their mobile number (as on
February 5). The country’s
total subscriber base is esti-
matedat 752 million.

Says Vodafone Essar stra-
tegy director Samaresh Pari-
da: “Network can be a major
issue for people wanting to
opt for MNP. But it (MNP) is
notlikely tobeagame-chang-
er for the industry as only a
small section has ported till
now. This is also in line with
our expectations.”
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Chandigarh Cos
Draw Up Tools |
of Empowerment

VINEY SHARMA
CHANDIGARH
At first glance, there is nothing
unusual about Thankan Gomez,
g superintendent at For
re, having a conversa-
tion with the company i
director, Ashish Bhat
cup of tea at a five-star hotel. But
in a corporate culture where jun-
iorsrarely getto interact with top
management, Gomez has the
chance to not only discuss her ca-
reer growth and goals, but also get
Bhatia’s valuable insights into
how to charther career path.
She is clearly comfortable doing
this because this sortof interac-
tionhasbecome routine at heror-
ganisation, thanks to a
Leadership Development
Initiative (LLDI) Fortis has kicked
off. The idea is to create more op-
portunities for the juniormost
employees to have regular chats
with the company’s CEO or sen-
iors managers. All with an eye to
spotting a ‘leader’ in the ranks
early enough to be groomed and
prepared to take responsibility.
To decrease the gap between sen-
ior management and employees
in the lower rungs, corporates like
Fortis, Mobile TeleSystems-
Sistema Shyam TeleServices.
Sonalika Tractors, Webcom
group in Chandigarh have come
up with a host of new HR prac-
tices. Some companies use these
as tools for retaining and manag-
ing younger employees as well.
Fortis Healthcare's LDI includes
mentoring voungsters, a 360-de-
gree Feedback Survey from sen-
iors and engagement surveys to
groom leaders who will head re-
spective departments in the com-
ing years. “We do many things to
engage employvees. Every
Saturday, we organise an event at
a city hotel to meet doctors, non-
medical staff, vice presidents and
function heads,” Fortisre-
gional director Bhatia.

At MTS-Sistema Shyam
TeleServices, employees are con-
nected to the CEO through a hot-
line and regular hunches. “These
are ways in which we canmeasure
theengagementatall times,” says
Sistema’s chief human resources
officer Manish Kharbanda. The
company alsofrequently conducts
internal surveys to assess the
quality of the relationship be-
tween employees and their super-
visors. Allemployees are assessed
on MTS’ listof competencies, and
individual development plansare
posted on an online Learning
Management System.

Each employee has a username
and password tologon to hisplan,
select the suggested e-learning
programme or simulation, and
then book seat. Most pro-
grammes carry points which the
employee can accumulate toqual-

ify for taking the certification
evaluations test. If an employee is
successfully certified in the desig-
nated programmes as per hislev-
el, he is eligible for promotion,
says Kharbanda.

Webcom Technologies, whic|
has recently diversified into busi-
ness consultancy under the brand
name IBS, believes ‘experience’
needs toberedefined. The compa-
ny has conducted a plethora of
workshops in the past fewmonths
to bring in a synergy between old-
er and younger managers. “The
perception thatexperience comes
only with age is changing,
managing director Sharad
Karma. “Times have changed,
and information istoday available
at the click of mouse,” he adds.
= The leade
Fromgetting Programme
CEOS to various compa-
interactwith nies have al-
the ready started
juniormost showing results.
employeesto Under its men-
conducting toring IO
leadership gramme, Fortis
programmes, 1as started see-
companies ing many of §hc
aredoing trainees being
their best to escalated to new

retain talent positions in the
past few months.

“They have been given new 1t
sponsibiliti ays Fortis chi
people officer Harshvendra Soin.

These leadership initiatives are
not limited to the larger players.
Small and mid-level companies
are also keen to bring in similar
programmes, and have reached
outtoconsulting firmslike Adizes
in the US, Australia-based
Impetus Global Consulting and
Yajnaa, which is in Chandigarh.
“Corporates seem to have realised
that they need to go beyond con-
ventional hierarchical relation-
ships,” says Yajnaa director Sneh
Bhardwaj, who has conducted
more than 700 workshops with dif-
ferent corporate houses over the
past few years.

Companies believe that pro-
grammes like ‘Leadership
Development Initiatigve’ are an
investment in future leaders. Over
the past year, former Fortis CEO
Bhavdeep Singh. who has recent-
ly relocated to the US, routinely
meetemployees other than the top
management, and had free-wheel-
ing discussions with them. Some
of the questions he would pose
them were: “Do you see a mentor
in your boss? When vice pres
dents are given lessresponsibility
and paid more, is the management
trying toconvey something?”

“These practices not only win
over employee’s loyalty and in-
crease their morale, butalso build
a stable emplovee force and re-
duce employee turnover and at-
trition,”says Bhatia. Insum, the
best way todo business.
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DTH, broadband players tap
World Cup fever with gusto

Dileep Athavale | inn

Pune: Direct to home (DTH) service pro-
viders as well as broadband players have
unleashed an aggressive initiative amid
the rising Cricket World Cup interest
with offers of new services backed by the
high technology.

1f DTH players such as Dish or Airtel
Digital TV have announced high defini-
tion (HD) programme streaming,
broandband mobile company MTS is
pitching for subscriber interest with free

SMS. higher data usage and internet ac-
cess madeavailable in taxis.

With the Indian broadcasting system
going in for a sea change, the Indian con-
sumersare showing a very positive accept-
ance towards HD enabled systems and the
availability of Full HD content through
the DTH platform. Though many of the
DTH plavers in the industry have
launched (the high definition format, most
of them do not have more than 3-5 HD
channels to offer to their subscribers,

DTH television service provider Dish
TV hasdecided to bank on the increasing
penetration of HD television sets in Indi
an homes and has announced the launch
of 30TV channels in High Definition for
its existing as well as new subscribers.

Anjali M Nanda, senior vice presi-
dent of Marketing at Dishtv India told

- o N O——
TOI, that the HD ready television market
has become very active over last few
months as the number of homes which
have installed these sets has risen to 5
million. “With 30 High Definition chan-
nels, Dishtv will be able to put forward a
significant differentiated offering to its
subscribers. We have the largest HD
channel portfolio giving us a significant
competitive advan-tage and quantum
leap over competition. We expect this to
translate into significant gains in terms
of market share, average revenue per us-
er (ARPU) as well as total revenue for the
company.” Nanda said.

Airte]l Digital TV, promoted by Bhara-
ti Airtel has also offered HD program-
ming of popular sports channel ESPN.
Interestingly, the subscribers have the
option of getting HD streamingonly dur-
ing the 2011 World Cup season which will
be over on 3 April. Sugato Baneriji, chief
marketing officer airtel digital TV,

Bharti airtel said, “We expect that a ma-
jor sporting spectacle as this will see
many customers going in for a technolo-
gyupgrade tc HD.”

Broadband mobile service provider
MTS too haslaunched a range of initia-
tives for its veice and data customers. Un-
der this offer MTS prepaid voice custom-
ers will get as many free SMS as the runs
scored by Incia in each of its matches in
this World Cup. On the other hand, MTS
data customers stand to win 250 MB data
usage free forevery Indian victory.

The company has tied up with taxi ser-
vice Meru Cabs to provide in the latter’s
taxis its MBlaze dongles to enable custom-
ers to follow cricket scores and updates on
the move. Leonid Musatoy, Chief Market-
ing Officer, Sistema Shyam Teleservices
Limited (8STL)— promoters of MTS, said
“Cricket unites customers across geogra-
phies and socio-economic boundaries in
the country. Given the iIncoming action on
thissport, MTS has launched a range of ex-
citing initiatives for its voice and mobile
broadband customers. These initiatives
have been specially designed to add to the
cheer of our customers every time Indian
winsamatch in this world cup.”

MTS has also offered to its mobile
broadband customers special recharge
packages with added data usage entitle-
ment.
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HR PROFESSIONAL OF THE YEAR

el MANISH KMARBANDA, Chigl HR Officer. SISTEMA Shvam Teleservices Lif. receiving the award from
- BHASKAR CHATTERJEE, IAS. Sugrstary io the Governmant of India. Departent of Putlic Enferprises. Ministry of
- Haavy Indusines & Public Enferprses ARUN ARORA, Chiainnan, Edvance Learamy Pyl Lid. & HARISH MEHTA, |
; Ghairman & Managing Director, Onwand Technologies Lid, §
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MTS deals, discounts on online recharge

Sistema Shyam TeleServices Ltd (SSTL), which operates
under the brand name MTS, on Tuesday launched deals and
discounts on online recharge for both voice and data
customers. SSTL is a joint venture hetween Sistema of Russia
and the Shvam Group of India. "Our latest initiative has been
specially designed to offer great deals and discounts on a wide
variety of products and services.” SSTL Chief Marketing
Officer Leonid Musatov said in a statement, PTI
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_MTS chalks big data plan for State

| Dilip Maitra

| BANGALORE: India’s only pure-

play CDMA mobile service
\ provider Sistema Shyam Tele-

services Ltd (SSTL), has em-
| barked on a strategic plan to
strengthen its presence in Kar-
nataka which is among the
mostimportant telecom circles
of the company. In line with its
national strategy to focus more
on data service enabled with
voice, MTS plans to spend Rs 75
crore on data service in Kar-
nataka to further strengthen its
position.

Talking to Deccan Herald,
SSTL Chief Operating Officer
(Karnataka & Andhra Pradesh)

Suresh S Kumar claimed that
‘ MTS dongles (data cards) sold

under ‘Mblaze’ brand name, al-
ready has 35 per cent market
share in the state. “We cover
60 cities in the south and in that
26 towns are in Karnataka
where we offer our high speed
internet service,” Kumar said.

As the plug-n-play CDMA
dongles completely eliminate
wired line connections we see a
huge demand for wireless in-
ternet coming from many small
towns in the state, he said. To
reach out to consumers, MTS
has made recharge coupons
available from 1,000 outlets and
has kept minimum recharge
coupon value at Rs 198.

Unlike other operators offer-
ing dongles mainly to city
dwellers, MTS’ focus on small
towns has resulted in half the

customer base coming from
outside Bangalore.

MTS has also planned to up-
grade its network to compete
with faster mobile internet serv-
ices on 3G technology now be-
ing rolled out by many GSM op-
erators. Currently MTS’
network is EVD Rev A which
can offer amaximum download
speed of 3.1 mbps.

The plan now is to upgrade
its network to EVD Rev B plat-
form that offers highest speed
of 14.7 mbps. “We have already
started work in adopting this
next generation technology.
The roll out will happen in
phases but Karnataka will be |
one of the early states to get it,”
he said.

DH News Service
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M MTS Offers Discounts on
Online Recharge

NEW DELHISistema Shyam TeleSer-

vices Ltd (SSTL), which operatesun-

der the brand name MTS, on Tuesday
launched deals and discountson online re:
chargeonavariety of products and services
ranging from consumer electronics, travel
packages. beauty services, restaurantstoap
parelsand accessories — PTI
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SSTL gets FIPB nod for NLD licences

OURBUREAU

NEW DELHI

The Foreign Investment Promotion
Board (FIPB) has approved Sistema
Shyam Tele8ervices Lid’s applica
tion for offering national and inter-
nationallongdistance services in In-
dia. The FIPB, in a meeting held on
February 15, approved SSTL's pro-
posal to amend the foreign collabora-
tion approval on accountof addition-

al activities proposed, according to
an official statement.

SSTLisajoint venturebetween Rus-
sia’s Sistema and Shyam Group of In-
dia. Sistema holds majority share
(74%) in the JV, while Shyam Group
holds a 23.5% stake and
rest 2.5% is with public.

When contacted, SSTL
spokesperson said: “Tore-
main competitive in the
market in terms of car-

riage cost and to also offer a world
classservicetoitscustomers, acquir-
ing a National Long Distance (NLD)
licence for a pan-India telecom com-
pany like SSTL assumes a lot of’ sig-
nificance.”




