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Abstract 
 

Today, the idea of DTH has truly become extremely famous in India and individuals are 

anticipating procure such administrations to bring diversion and information into their homes. The 

current investigations toss lights on to study the financial foundation of the Users and to examine 

the reasons and satisfaction level regarding the DTH and Cable TV Users. The information 

gathered from every 50 customers of DTH and Cable TV administrations dwelling in Saibabas 

Colony and K.K. Pudur in Coimbatore city. The review uncovers that most of the respondents like 

to purchase DTH administrations on account of its image quality, sensible cost, different sorts of 

bundles and more channels. Consequently the DTH specialist co-ops should focus on customer 

administration, picture quality, sensible cost rather than different variables to make their business 

more fruitful and fulfill the consumers. 
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1. Introduction 
 

Today, the idea of DTH has truly become extremely famous in India and individuals are 

anticipating obtain such administrations to bring amusement and information into their homes. 

Cable TV is through cable organizations and DTH is remote, coming to direct to the consumer 

through a little dish and a set-top box. Albeit the public authority has guaranteed that allowed 

to-air stations on cable are conveyed to the consumer without a set-top box, DTH signals 

can't be gotten without the set-top box. DTH offers preferred quality picture over cable TV. 

Notwithstanding computerized transmission and gathering, the cable transmission is as yet 

simple. DTH offers stereophonic audio cues. It can likewise arrive at distant regions where 

earthbound transmission and cable TV have neglected to infiltrate. Aside from improved 

picture quality, DTH additionally considers intuitive TV 
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administrations, for example, film on-request, web access, video conferencing and email. 

Accordingly, a relative report on the cable and DTH specialist organizations in Coimbatore 

was led among the customers to comprehend the customers point of view on help quality, their 

inclination and the degree of satisfaction experienced by the customers. 

1.1Different DTH services in India 

Videocon d2h: 

 

 

 
d2h is an Indian compensation TV brand, a piece of Dish TV India Ltd giving direct transmission 

satellite assistance including satellite TV, sound programming, and intelligent TV administrations 

to business and private customers in India. As of December 31, 2017, d2h has a piece of the pie of 

19% among the compensation DTH operators.[2] Dish TV India and d2h consolidation has been 

finished up, which has made the biggest DTH specialist organization in the country with a 

supporter base of around 29 million. 

Dish TV: 
 

 

 
 

 

 
 

Dish TV India Ltd. is an organization giving Direct to Home (DTH) TV administration in India. 

It is an auxiliary of Zee Entertainment Enterprises. It was positioned # 437 and # 5 on the rundown 

of media organizations in Fortune India 500 list of India's biggest partnerships in 2011. Dish TV 

was likewise casted a ballot India's most believed DTH brand as indicated by the Brand 
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Trust Report 2014, a review directed by Trust Research Advisory. On 22 March 2018, Dish TV 

finished a consolidation with Videocon d2h, making the biggest DTH supplier in India. 

 

 
Tata Sky: 

 

 

 
Tata Sky is an immediate transmission satellite TV supplier in India, utilizing MPEG-4 advanced 

pressure innovation, sending utilizing INSAT-4A and GSAT-10 satellite. Consolidated in 2004, 

Tata Sky is a joint endeavor between the Tata Group, and 21st Century Fox. Its essential rivals in 

satellite TV and other DTH (direct-to-home) specialist co-ops are Dish TV, Airtel Digital TV, Sun 

Direct, DD Free Dish and Videocon D2H. It right now offers complete 600 channels, 495 SD 

channels and 84 HD channels and administrations, alongside other numerous dynamic 

administrations. Tata Sky went into a concurrence with French firm Technicolor to supply 4K set 

top boxes from mid 2015. 

Airtel Digital TV: 
 

 

 
 

Bharti Telemedia Limited d/b/an Airtel computerized TV is an Indian direct-communicated 

satellite specialist co-op possessed and worked by Bharti Airtel. Its satellite help, sent off in 

October 2008, communicates computerized satellite TV and sound to families in India. It has 

an all out supporter base of 10.07 million starting at 30 March 2015. On 4 May 2010, Airtel 
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computerized TV declared the send off of its HD+ recorder. On 24 May 2011, Airtel reported 

that its advanced TV HD and HD-DVR boxes are programming empowered to see standard 

definition (SD) content up-scaled to 1080i HD. 

DIRECT-TO-HOME Television in India 

 
Direct-to-Home (DTH) TV is a strategy for getting satellite TV through signals communicated 

from direct-broadcast satellites. The Government of India allowed the gathering and dissemination 

of satellite TV signals in November 2000. The main DTH administration in the nation was sent 

off by Dish TV on 2 October 2003. DD Free Dish, the first free DTH administration in Quite a 

while, was sent off by open telecaster Prasar Bharati in December 2004. 

 

India is the biggest DTH market on the planet by number of endorsers. As on 31 December 

2017, there were 67.56 million dynamic compensation DTH supporters in the country. These 

figures do exclude supporters of free DTH administrations. The market is adjusted by 4 

compensation DTH suppliers and one free DTH supplier. 

 

BACKGROUND: 

 
DTH administrations were first proposed in Quite a while in 1996. The proposition was not 

supported to because of worries over public safety and negative social impact. In 1997, the 

Government of India restricted DTH administrations when Rupert Murdoch-claimed Indian Sky 

Broadcasting (ISkyB) was going to send off its DTH administrations in the country. After thoughts 

among gatherings of pastors, DTH administrations were allowed by the NDA government in 

November 2000. The pastors made four vital suggestions to administer DTH administrations: no 

single element, either private or state-claimed, ought to be allowed a restraining infrastructure in 

DTH administrations; the upward coordination of DTH and cable TV administrations ought to be 

monitored to forestall the arrangement of an imposing business model in TV appropriation; the 

upward mix of DTH operators and TV slots ought to be stayed away from to guarantee fair rivalry 

among TV stations. 

 

The new approach declared in November 2000 expected all DTH operators to set up earth stations 

in India inside a year of getting a permit. DTH licenses were evaluated at $2.14 million with a 

legitimacy of 10 years. As far as possible in the DTH sector was covered at 49%, and the 

organization working the administrations was expected to be going by an Indian resident. 

 

EARLY YEARS: 

 
The first DTH administration was sent off in Quite a while on 2 October 2003 by Dish TV 

possessed by Zee. The organization chose not to contend with dug in cable operators in metros and 

metropolitan regions, and on second thought zeroed in on offering types of assistance to country 

regions and districts not overhauled by cable TV. Dish TV procured 350,000 supporters 
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inside 2 years of the send off. Public telecaster Prasar Bharati sent off DD Direct Plus (presently 

DD Free Dish) in December 2004. The assistance is free and offers simply allowed to-air channels. 

Tata Sky was consolidated in 2004 as joint endeavor between the Tata Group and the British Sky 

Broadcasting. Tata Sky sent off DTH administrations in August 2006. Dissimilar to Dish TV, Tata 

Sky zeroed in on metros and enormous urban communities expecting to draw in customers from 

cable by offering better picture and sound quality and more extensive choice of stations. Following 

official actions among STAR and Zee, in 2007, the two organizations settled on some kind of 

peace agreement and started offering their channels on one another's administrations. This choice 

and Dish TV's procurement of more transponders empowered them to offer 150 channels on their 

administration, more than some other DTH administration in India at that point. 

 

Sun Direct and Airtel computerized TV sent off administrations in 2007 and 2008 separately. 

Dependence Big TV (presently Independent TV) was sent off in August 2008. The help procured 

1 million endorsers inside 90 days of send off, the quickest increase at any point accomplished 

by any DTH operator on the planet. Videocon d2h sent off its administrations in June 2009. 

 

The total number of DTH supporters in India rose from 1.5 million out of 2005 to 23 million out 

of 2010. Sun Direct turned into the main DTH supplier to offer top quality (HD) diverts in mid 

2010. Tata Sky started offering HD channels sometime thereafter. Other DTH suppliers in this 

manner started conveying HD channels. 

 

A-LA-CARTE: 

 
On 3 September 2007, the Telecom Regulatory Authority of India (TRAI) gave the 

Telecommunication (Broadcasting and Cable Services) Interconnection (Fourth Amendment) 

Regulation 2007, which went into regulation on December 1; the standards require all telecasters 

to offer stations on an individually premise. The guideline expresses, "All telecasters will 

obligatorily offer every one of their stations on individually premise to DTH operators. Moreover, 

they may likewise offer flower bundles, however they won't constrain any DTH operator to 

remember the whole bouquet for any bundle being presented by DTH operators to their endorsers". 

Before the guideline, just customers in regions covered by the contingent access framework (CAS), 

and cable frameworks offering the types of assistance, had the choice of deciding to purchase just 

the stations they were keen on. TRAI mediated after DTH operators griped that telecasters were 

driving them to convey stations that they didn't need. 

 

A few telecasters, for example, STAR India, Zee Turner, Set Discovery and Sun TV, tested TRAI's 

organization in the Telecom Disputes Settlement Appellate Tribunal (TDSAT). On 15 January 

2008, TDSAT wouldn't concede a stay on the allure testing TRAI's directive; TDSAT overruled 

the telecasters' complaints. The office later put away TRAI's December 2007 tax system. TRAI 

tested TDSAT's structure in the Supreme Court, and expressed in procedures on 22 July 2010 

that "in the simple, non-addressable climate, the authority is of the view that individually ought 

not be made mandatory at the discount level as mechanical requirements 
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regardless make it unthinkable for the advantages of individually provisioning to be given to 

endorsers". 

 

TRAI requested that pay TV customers in India should be given a free selection of channels instead 

of being compelled to pick complete bundles, upholding a January 2011 cutoff time to carry out 

the changes. The request expressed, "Each specialist co-op giving telecom administrations or cable 

administrations to its endorsers utilizing an addressable framework will offer all pay stations to its 

supporters on individually premise and will determine the greatest retail cost for each pay station". 

Tata Sky, Airtel computerized TV, Videocon d2h, and Reliance Digital TV sent off A la carte 

choices in January 2011. 

 

METHODOLOGY 

 
The information for the current endeavor had been gathered from customers living in Saibaba 

Colony and K.K.Pudur in Coimbatore city. Among the clients of DTH and Cable TV network 50 

clients from each were chosen by taking on purposive testing. Before information assortment, very 

much organized poll was ready and was pre-tried to checked for compactness and exactness of the 

data. Subsequent to fusing the essential changes in the pre-tried survey, it was regulated and 

required data about DTH and Cable TV utilization were gathered from the chose respondents. 

Information was gathered during November 2012 to the January 2013. 

 

SOCIO-ECONOMIC PROFILE OF THE SELECTED RESPONDENTS 

 
An unmistakable understanding into the socio-economic factors is of central importance to lay out 

the impact of these factors on the life and exercises of the respondents. Out of 100 respondents 

overviewed 50% of them were having DTH association and the leftover 50% of them were having 

cable association. Accordingly, the respondents having DTH and Cable association were giving 

equivalent inclination to both. The greatest inclination for both DTH and cable TV clients are seen 

among populace matured between 40-50 years (55 percent). The review uncovered that wedded 

customers confirmed a high level of portrayal in both the administrations. Larger part (96%) of 

the clients are literates. Among the clients, 92% have a place with family unit and staying 8% were 

in joint family framework. Sector-wise, supporters by and large had a place with independently 

employed classification among both the organizations. The clients for the most part have a place 

with the lower pay layers. Among the respondents, larger part (63%) of them have own home. 

Among the studied populace 100% of them have TV in their home. In the quickly developing 

mechanical world everybody needs a type of diversion to get by in this mechanical world. 
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CHI-SQUARE TEST 

 
The demography attributes of DTH and Cable TV customers were examined by utilizing chi- 

square test and the outcomes are introduced in Table-1. The invalid theory outlined was: Ho: There 

is no relationship between the sort of client and Socio-economic factors. H1: There is relationship 

between the kind of client and Socio Economic factors. 

 

Table 1: Association of type of users with Socio-Economic Factors 

 
Variables Chi square value Degrees of 

freedom 

Significant level Inference 

Age 3.182 2 0.368 Accept 

Marital status 0.352 1 0.562 Accept 

Education 6.910 5 0.143 Accept 

Type of family 0.000 2 1.101 Accept 

Occupation 0.634 3 0.737 Accept 

Income 0.47 5 0.989 Accept 

 

From the above table it is apparent that the segment attributes of DTH clients didn't contrast 

fundamentally from that of cable TV clients. Independent of their socio-economic foundation 

every one of the respondents are clients of some type of TV network association. 

REASONS FOR CHOOSING DTH AND CABLE TV SERVICES 
 

The Cable TV and DTH offers quality types of assistance to the supporters like picture clearness, 

low installment, simple to re-energize, more number of stations act. To uncover the significance 

of the variable in the positioning system, weight age has been relegated for the 7 thing. The 

outcomes have been given in table - 2. 

Table 2: Reasons for choosing Cable & DTH services 
 

Reasons DTH Cable All 
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 Average 

Score 

Rank Average 

Score 

Rank Average 

Score 

Rank 

Low payment 51.20 5 51.09 5 51.13 5 

Good clarity 60.99 2 61.69 2 62.28 2 

More number 
of channels 

65.3 1 65.17 1 64.17 1 

Easy to Pay 
recharge 

54.67 3 53.67 3 54.04 3 

Availability of 

all language 
channels 

52.34 4 51.28 4 52.26 4 

Good customer 
service 

40.02 6 41.04 6 39.99 6 

 
 

The significant push factor has been 'more number of free channels' (first position), trailed by 'great 

lucidity' (second position), 'simple to pay and re-energize' (third position) and 'accessibility of all 

languages'(4th rank) and 'low installment' (fifth position). These are the huge factors for rousing 

the respondents for picking the organization. It is fascinating to take note of that 'great customer 

administration' was least need in picking the administrations. There is no distinctions in assessment 

communicated by the DTH and Cable TV clients on utilizing the organization associations. 

SATISFACTION LEVEL OF DTH AND CABLE TV SERVICES 
 

Factor investigation was utilized in the current review to recognize the fundamental example 

of connection between different factors deciding the satisfaction level experienced by 

customer's utilizing DTH and cable associations and regardless of whether these builds can 

be gathered as far as a composite variable. The Cronbach's alpha to test the unwavering quality 

or inside consistency of the scale, gave a worth of 0.826 more prominent than the standard of 

0.70 showing great scope dependability. At long last to decide the suitability of applying factor 

investigation, the KMO and Bartlett's test measure were figured and the outcomes are 

introduced. KMO measurements was 0.753 which is implying higher than OK sufficiency of 

examining. The Bartlett's trial of Sphericity was additionally observed to be huge at one percent 

level giving proof of the presence of connection between factors to apply factor investigation. 

The communalities for every factor were surveyed to decide how much difference accounted 

by the variable to be remembered for the factor turns. Every one of the factors had esteem more 

prominent than 0.50 connoting significant bits of the fluctuation accounted by the factors. 

Table 6 enrolls the Eigen esteems, their general explanatory powers and factor loadings for 11 

direct parts distinguished inside the informational index. 
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Table 3: Rotated Component Matrix 
 

Reasons Components 

 1 2 3 

Adequate no. of channels  .609  

Satisfactory no. of 
channels 

.845   

No Payment for Extra 
channels 

 .738  

Rewinding options .696   

Uninterrupted services .756   

Low subscription amount   .675 

Eigen value 2.463 1.169 1.047 

Percentage of Variance 30.759 14.600 14.058 

Cumulative percentage 30.759 4.360 59.413 

 

The Kaiser pivoted part lattice introduced in table 6 uncovers that factor one had critical 

loadings on 3 aspects to be specific, 'satisfactory number of channel', 'rewinding choice and 

'continuous administrations' and clarifies almost 31% of the fluctuation. Factor 2 had critical 

loadings on two aspects specifically 'sufficient number of channels' 'no installment for 

additional channels', and clarifies just 15% of the difference. Factor 3 had critical loadings on 

one aspect to be specific 'low memberships sum' and clarifies 13% of fluctuation. 

CONCLUSION 
 

In the current innovation time it tends to be effectively said that all classes of individuals are 

involving the DTH administrations to their TV for consistent systems administration. By 

thinking about this the DTH makers are concocting different brand names. In any case, the 

consumers lean toward their cherished brands because of different reasons. The current review 

uncovers that most of the respondents like to purchase DTH administrations due to its image 

quality, sensible cost, different sorts of bundles and more channels. So the DTH specialist 

organizations should focus on customer administration, picture quality, sensible 
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cost rather than different factors to make their business more effective and fulfill the 

consumers. 

References 
 

1. Pixalate, (2018) -blog.pixalate.com › What-is-OTT-connected-tv-video. 
 

2. Thomson Reuters (2020), “Digital disruption holds the virtual key to climate action”;The Times Of 

India, ET Panache personal p.03 1st col. Left dtd 14th March 
 

3. Campbell C(2007) The Easternisation of the West Boulder CO Paradigm 
 

4. Dr. Andal Narayanan “The impact of television on viewers”- Somaiya Publications Pvt Ltd 

(Bombay, New Delhi, 1987) p. 126. 
 

5. David L and Albert J D (2002) Consumer Behaviour New Delhi Tata Mc Graw Hill 
 

6. Drucker F.Peter (1954) The Practice of Management New York Harper and Row Publications 
 

7. Gurpreet Kaur (2012). “A study of customer satisfaction from various DTH service providers in 

INDIA’’. 

8. J. Jayashree and A Sivakumar (2013). “A study on customer perception towards DTH service in 

Coimbatore City”, Journal of Business and Management, Vol.8, No.1, pp.10-14. 

9. Senthil Kumar and Nagarajan (2012). “Subscribers’ attitude towards DTH service”, 

International Journal of Research of Commerce, IT and Management, Vol.2, No.12, pp. 69-72. 

10 . Smitha Poulose Misleading advertisements and its impact on Consumer Buying Behaviour with 

reference to Skin Care products Journal of Critical Reviews (Scopus Indexed) Vol.7, Iss.04 25th March 

2020 pp. 1639-1643 ISSN 2394-5125 
 

11. Philip Koler (2008) Principles of Marketing 5th Edn., Financial Times Prentice Hall. 
 

12. Myilswamy (2013); “Consumer brand preference towards using DTH services provider in 

Coimbatore City”, IOSR Journal of Business and management, Vol.8, No.5, pp. 46-49. 

13. Irin Sutha and Jayanthi (2013).“Comparative study on the various DTH service providers in 

Chennai”, Indian Journal of Applied Research, Vol.3, No.7, pp.146-148 

 
 

Author’s Declaration 
I as an author of the above research paper/article, hereby, declare that the content of this paper is 
prepared by me and if any person having copyright issue or patent or anything otherwise related to the 
content, I shall always be legally responsible for any issue. For the reason of invisibility of my research 



261 | P a g e 

 

 

paper on the website/amendments /updates, I have resubmitted my paper for publication on the same 
date. If any data or information given by me is not correct I shall always be legally responsible. With my 
whole responsibility legally and formally I have intimated the publisher (Publisher) that my paper has been 
checked by my guide (if any) or expert to make it sure that paper is technically right and there is no 
unaccepted plagiarism and the entire content is genuinely mine. If any issue arise related to Plagiarism / 
Guide Name / Educational Qualification / Designation/Address of my university/college/institution/ 
Structure or Formatting/ Resubmission / Submission /Copyright / Patent/ Submission for any higher 
degree or Job/ Primary Data/ Secondary Data Issues, I will be solely/entirely responsible for any legal 
issues. I have been informed that the most of the data from the website is invisible or shuffled or vanished 
from the data base due to some technical fault or hacking and therefore the process of resubmission is 
there for the scholars/students who finds trouble in getting their paper on the website. At the time of 
resubmission of my paper I take all the legal and formal responsibilities, If I hide or do not submit the copy 
of my original documents (Aadhar/Driving License/Any Identity Proof and Address Proof and Photo) in 
spite of demand from the publisher then my paper may be rejected or removed from the website anytime 
and may not be consider for verification. I accept the fact that as the content of this paper and the 
resubmission legal responsibilities and reasons are only mine then the Publisher (Airo International 
Journal/Airo National Research Journal) is never responsible. I also declare that if publisher finds any 
complication or error or anything hidden or implemented otherwise, my paper may be removed from the 
website or the watermark of remark/actuality may be mentioned on my paper. Even if anything is found 
illegal publisher may also take legal action against me. 

 
 

MUTTURAJ 

 

 

 

 

 

 
****** 


