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Peter Mukerjea is currently riding the wave of entrepreneurial excitement which is
sweeping India via the launch of the INX Network, a Mumbai basedelevision Company
that boasts three channels, including the Bdywood based music channel 9XM. Before
launching the network this year, he was a pivotal member of STARV India, where he
uclr dpmk “cgle Gl bg -9 g_jcg bgpcarmp rm °~ c¢camko¢
Scott Murphy, he saw the need for several cu af | 1l cjq gl rfc amslrpw
cj_ "mp_rgle ml _r Ksgqga K _rrcpaqt¢t

This will be your first time at Music Matters. Is there anything you want to achieve there?

Mukerijea:Rf ¢ gknpcqqggml G f_tc gq rf_r gmusg rfc jc_
business, be they marketing people,broadcasterss | _~cjq _ I b gm ml Gr - q
clrgpc camgwgrck gl rfc pcegml, Rf _r-q kw gknpecoc
broadcaster in India. We will be in Hong Kong and Singapore very soonOne of our

channels, 9XM, is a music channel steeped in Bollywood music and we are trying to

redefine and reposition ourselves. MTV and Channel <V> is what our parents watched.

Uc-pc _ oentesnpoeary petsion of MTV in India. We play Bollywood music it with

a certain degree ofirreverence We have no VJs. We play full complete songs wall to wall.

?21 wr fgle rf _r -olgisaodssifipd asclassic, and thepcljannelis for a variety of

reasons, gaining a fair degree of traction in India. As wembark on our international

distribution, | seeMusic Matters as a perfect opportunity to introduce the channel to people

who are themselves steeped in the music industry.

From a cultural standpoint, what is happening in India right now?

Mukerjea: G r -country where over 60 percent of the population is under 30 years old. The

under 30s tend to sit down and watch and listen to music more than any other
demographic. For us to get such good traction within the 1524 age segment is something

uc -pc t urgged by We gee this as a chance to not just expand the channel in one

language, but in several languages across India. These guys are more affluent and they

f _tc kmpc kmlcw rf _| ncmnjc gl rfc n_qr, ? j mr
centerg® _|I b rfcgc hm g | ctcp cvgqrchb gl rfc n_qr,
which is fuelling the ability for them to buy products, whereby they relied on pocket money

doled out by their parents before. They can buy motorbikes, good fashion and molad

nf ml cq, Rfc iglbg md "~ p_Ilbqg rf _risrdflectingour qccgl e
marketplace from a consumerbehavior perspective. It is absolutely crucial for us to be
_bbpcggqgle rfgg epmsn md ncmnjc uf m Saapsj ¢ r mk

and general entertainment.
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What do you expect to be addressing at Music Matters in terms of India?

Mukerjea: The big story in terms of India is that 50 percent of the homes have TV sets. This

kec_lI g rf_r 3. ncpaclr b ml near futute bTher oppontunity fgrj | ecr n
television in thismarketplace is extraordinary. In the UK for example, TV use is declining. In
Glbg_gr-qgqg | mr, Rcjct gqgml gg cvncpgclagle amlr
young one.

Why Bollywood musicas opposed to rock or pop on the other music channels?

Mukerjea: Bollywood has always been a benchmark for Indian music in many ways. As an

industry, it relies on the songs that are contained in the movies. Every film contains about

five songs,andthey@@c _ " msr rfpcc rm dmsp kglsrcqg jmle, R
in a three hour movie. In most cases, the music is the créme de la creme of the movie itself.

When you combine the concept of Bollywood music with consumers in terms of how
successfulammt gc gq* wms a _ | n_ai _ec gr glrm _ af _11c¢c
giving anything there which is nork s q g a , Lm kmpc afgr af _r, Rf cpc -
such. These things, in many wgs, pollute the music channel. The others are becoming

entertainment channels in the guise of a music channel. It was fine a few years ago

because it was all about promoting a channel in the form of videos. Now we have music

_I'b I mrfgle cjgc* wufgaf g9gq k_igle gclgc rm rfec
sense of encouragement from the music industry at Music Matters for them to do this in

other markets. Would they like to do something like 9XM in Singapore or Hong Kong?

K _w ¢ gmkc md rfc a_ppgcpg umsjb jgic rm nsr sq
like to do. Maybe there will be others who will take the same formula and do it for
themselves. If you have itflaunt g r I'b wuc f _tc _ epc_r af |1 cj,

Channel <V> in the ratings by a factor of three and the beauty is we run it with a gup of
eight people.

So you would like other markets to have this channel?

Mukeriea:? " gmj srcj w, Gr-q rcppgdga dmyndiggsdoegoo.l q gl Kk
Japanese love it and other markets love the movies. For them, they would be delitgd to
have a channel like this, | imagine.

How are you doing in terms of sponsors?
Mukerjea: We are gettingsponsors like Coca Cola and Vodabne and numerous advertisers

like Microsoftand the Uniever stablet Pepsi_ | b gm ml |, Ac prhorgdejofw* r f cpc
brands who want to come on to 9XM.
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