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who need to work from office to ensure their safety and 

security during the pandemic. Hence, after implementing 

the plan, the scenario did not create any business-related 

panic for us. 

That said, we had to navigate through some challenges 

related to services outsourced to our servicing partners (e.g., 

the partners who managed call centres for us) who were not 

being able to travel to their workplaces due to movement 

restrictions. Moreover, providing them laptops or other 

required IT set-up to enable them to Work From Home 

(WFH), was a challenge. Thus, most call centres were 

functioning with reduced staff during the initial weeks and 

our call abandon rate went up during this period. Our teams 

quickly worked on it to bring it back to normal levels within 

a few weeks. We worked with third parties to ensure IT 

security was in place for call centre agents to WFH. 

2. How do you see the industry reinventing itself in the 

foreseeable future? What innovations can a 

customer/viewer look forward to? 

We have four Digital Addressable System-1 (DAS-1) notified 

cities and 37 DAS-2 notified cities. The customer viewing 

habits (in terms of the type of content) in DAS-1 and 2 cities 

are vastly different compared with customers in DAS-3 and 

DAS-4 cities. DAS-3 and 4 cities form the larger chunk of 

business. They constitute rural markets where TV is still 

considered a luxury item. To date, only about 65 percent 

Indian households have TV; of which, more than 50 percent 

are Cathode-Ray Tube (CRT) TVs. 

1. How did the COVID-19 crisis affect your business, given 

that multiplexes, theatres, and other outdoor activities 

remained closed for most of the past 8 months and are 

still not fully functional? Did you experience a significant 

uptick in subscription revenue?

As the lockdown was announced, people were hungry for 

news (TV is the most important medium for news), and 

newspaper supplies were disrupted. As one may be aware, a 

majority of the Indian population still watches TV and the 

penetration of the Over the Top (OTT) platform (for live 

news) is not quite high. During the lockdown period, many 

people resumed their TV subscriptions. As a result, the 

industry experienced a surge in reactivations beyond 

expectations. However, new customer intake was quite low 

during the initial months as the movement of people was 

restricted. Moreover, for the first six months, no new 

content was being produced and news was the main 

content for customers. 

Due to the pandemic-induced disruption, Tata Sky’s staff 

had to stay at home from the first day of the national 

lockdown. Fortunately, our MD had the foresight to plan 

and prepare for this scenario two weeks before the actual 

event. We had identified Information Technology 

(IT)/servers related needs and listed down people’s names 

who had to be in office to ensure uninterrupted service 

delivery and our systems are operational. We had made 

suitable arrangements (providing them everything ranging 

from food to bed) for essential staff members



never-ending process, but the idea is to keep improving 

with automation and reducing manual intervention. As we 

go along, this will improve employees’ work-life balance, 

and we have already seen an improvement in this area. 

Earlier the employee engagement score was 52 for the 

finance team (2014) that has improved to 86 (in 2020), 

while the organisation score is 79 (up from 71). 

That said, various new skill sets are required for the finance 

team in next 3-4 years as we implement our future of 

finance strategy:

- Becoming a strategic business partner

- Adapting and using latest technologies, such as Robotic 

Process Automation (RPA), Artificial Intelligence (AI), 

and Machine Learning (ML) 

- Improving storytelling and communication of finance 

team members with various stakeholders (internal and 

external) to bring more insights on the table and 

support decision-making

- Using data analytics to support our storytelling

5. As a CFO, what challenges did you face during the 

COVID-19-induced lockdown and what are some of 

your key learnings?

We as the finance team worked seamlessly in the WFH 

environment. No report was delayed or stopped even on 

the first day of the lockdown as we had IT support in place. 

Our IT team has done a tremendous job during this 

lockdown to ensure that the business and customers are 

not disrupted even for a single day. We have been 

investing on building IT and automation assets for a few 

years. These assets were put to test during the pandemic. 

There was no disruption in the year-end closing or audit 

too. In the finance team, we had a WFH culture earlier too. 

However, this time it was for a longer period. We saw the 

team was able to seamlessly adapt to this new way of 

working. 

The challenge during this WFH period was to ensure that 

we communicate effectively with each other and do not 

overburden our team members. In the initial days of WFH, 

the working hours went up significantly as a considerable 

amount of time was devoted in communicating and 

discussing issues with people. Further, to avoid burn-out 

situations, we maintain a work-life balance. I have 

personally ensured 3 things in the past few months:

- I do not initiate any meetings after 6 PM (barring 

exceptions of say a couple of days), to ensure that the 

team gets their personal time after office hours.

- I ensure not to conduct meetings longer than an hour, 

as people’s attention span reduces when a meeting 

lasts longer. If something requires more detailing, we 

break the meeting into parts.

- I have taken a conscious decision of not blocking 

anyone’s time between 1-2 PM, to ensure that we give 

one hour for lunch. Being healthy is equally important.

For us, a significant proportion of new customers come 

from these DAS-3 and 4 cities (as is for the industry). 

Regional content viewing is more popular in rural markets. 

Thus, we have worked towards providing appropriate 

services for this market. For example, we need to provide 

regional channels, information messages in regional 

language, and call centre support in their preferred 

regional languages. We have also seen a pattern that in 

rural markets, a greater proportion of customers are 

upgrading from FTA to DTH and cable customers are also 

moving onto DTH. On the OTT front, the company has 

come out with Binge plus (set-top box with OTT 

capabilities) and Binge (for OTT viewing) as innovative 

products that will address customers’ viewership needs. 

This would also help the company augment its revenues 

and protect the existing customer base. The company is 

also moving into selling only HD boxes to the customers 

that would further enhance viewing quality for customers.

3. What is your view on the regulatory framework for the 

media and entertainment industry? What additional 

measures you think the government should take to 

make the industry more competitive?

We are constantly working with regulators and requesting 

for a level-playing field vis-a-vis OTT, cable, and the DTH 

industry. To date, OTT operators are not subject to 

regulations under Telecom Regulatory Authority of India 

(TRAI). We continuously share our views with TRAI and are 

confident that the industry will be able to achieve the level-

playing field in the near future, as it is essential for the 

long-term sustainability of the DTH industry. The recent 

announcement by Ministry of Information and 

Broadcasting  gives us hope that some issues are being 

addressed.

4. With changing demands and digital playing an 

important role in our day-to-day working, how do you 

see the finance workforce evolving in the foreseeable 

future?

We have been working on the transformation of our 

finance function since the past 5-6 years. And, it is an 

ongoing process. In my view, over time, the function will 

largely become invisible. Finance is usually the most chased 

function. Hence, we are monitoring our turnaround time 

and how many times we are being chased from both 

internal and external stakeholders for any particular task. 

Our objective is to minimise the number of such instances 

and proactively resolve issues. The first step, in line with 

this objective, is to gather the required information and 

remove bottlenecks to make the system simpler and 

efficient. For example, we have simplified our processes 

around staff travel and claims, and now the process is more 

efficient. Employees do not need to wait now for their 

original claims to reach the company before the claim is 

settled. We reconcile it subsequently. We also have a portal 

for vendors wherein they can track the current status of 

their invoices and if required, follow-up with the particular 

desk. Although we have already done quite a bit around 

such processes, there is scope to do more. This is a



I am doing these meetings more frequently. I plan to 

connect with my people at least twice a year. Ensuring that 

the team does not feel demotivated in the current work 

environment (where we are not able to personally meet 

each other every day), is important.

I have a team of 90 people and used to do one-on-one 

meetings with everyone at least once in a year. These 

meetings do not have a fixed agenda; these were more of 

general discussions to understand employees’ work and 

keep them motivated. However, in the WFH environment



Expert views

Demystifying the Indian consumer behaviour

As the global economy is gradually transitioning from the 

respond phase to the recovery phase, India is also looking at 

riding on the positive consumer sentiments to return to 

normalcy. Between the complete lockdown, the relaxed stay at-

home orders, and the gradual unlocking of the economy, quite 

a few things have changed in the consumer industry landscape 

and economic activity has picked up. Although economies 

across the world are in various stages of re-opening, workplaces 

and factory floors in India have again started bustling with 

increasing levels of activity. However, the normal acts of visiting 

a store, eating out, staying in a hotel, or taking a flight have 

become a cause of concern for people across different age 

groups. Consumers are likely to spend with caution and save 

more to prepare for worse times. On the other hand, businesses 

will likely be averse to investing in capital-intensive projects 

and have curtailed hiring due to economic uncertainties. The 

journey to resume normalcy seen before COVID-19 hit the 

economy will be fraught with challenges related to personal and 

financial well-being. The interplay between personal safety and 

consumer sentiment is affecting consumers’ spending 

behaviour.

Improvement in net spending intent 

The pandemic has not only taken over the world economy by 

surprise but has also altered spending and shopping behaviour

and plans of consumers for both discretionary and non-

discretionary items. Economies across the world are at different 

stages of recovery and reopening, and have varying pending 

intent.

Source: Deloitte State of Consumer Tracker, Wave 12



3. Ensure customers’ safety: The travel industry has started 

offering touchless onboarding and following every safety 

protocol to promise travellers a safe and comfortable 

experience. Hence, ‘health and hygiene’ will play a big role 

in transforming brands evolve and innovate, collaborate, 

and market themselves.

4. Automotive sector to drive on the two- and three-

wheelers and small car segments: The sector may focus 

on these segments in the short term to stay afloat. It 

should also expect an upsurge in the used vehicle segment 

in large and small towns.

5. Adopt omni-channel approach: The retail segment 

should embrace this approach that involves a mix of the 

offline (physical stores) and online (e-commerce, digital) 

channels. In other words, retailers need to connect with 

consumers at every touchpoint and offer them a 

wholesome “phygital (physical+digital)” experience to 

attract and retain them.

This Deloitte report captures interesting findings for India. It 

reveals that overall anxiety levels are dropping noticeably for 

the first time since the onset of the COVID-19 pandemic. To 

download or read the complete report, click here.

E-commerce will transform the landscape

In the retail segment, there is a visible transition towards the e-

commerce and digital platforms, and contactless retail formats, 

such as Buy-Online-Pickup-In-Store (BOPIS). E-commerce is 

picking up as consumers prefer touchless transactions and are 

averse to using point-of-sale terminals to avoid risk of catching 

infection. Since the onset of the pandemic, some retailers have 

started offering the BOPIS option. The trend of BOPIS is 

consistently increasing as this option offers a win-win 

proposition for both consumers and retailers. Customers can 

get better deals and find it convenient as they may return the 

item on the spot if needed. The factors fueling this transition 

include health and safety concerns, convenience, and increased 

tech-savviness amongst people across age groups. 

The way forward 

Although it is evident that the retail industry will keep on 

encountering challenges on the road to recovery, retailers’ 

traditional approach to attract customers may become obsolete 

in this “new normal” scenario. Thus, here are the top five 

suggestions that may help the consumer and retail segment to 

thrive in the new normal:

1. Resetting priorities: Realigning and rebooting their 

business models, and adapting (by being agile) to changes 

faster are what retailers need to rebuild a growth path.

2. Going beyond traditional hiring models: The pandemic 

has introduced a transformation in the work culture. Quite 

a few organisations have permanently moved to the work 

from home models, cutting their real estate cost (rent, etc.) 

and administrative overheads. Now organisations are 

actively engaging gig economy (freelancers) and 

contractual workers.

https://www2.deloitte.com/content/dam/Deloitte/in/Documents/consumer-business/in-cb-consumer-tracker-analysis-report-noexp.pdf
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