
History
The pay-TV channel, M-Net - an analogue 
subscriber-based channel, was the forerunner to 
DStv. In 1995, MultiChoice launched the DStv 
satellite platform with 16 channels. These included 
11 entertainment channels; SuperSport 1, 3, 5 and 
6; and the audio offering that gave subscribers 39 
CD-quality music channels to choose from.

The brand has moved ahead quickly since 
those early days, continually launching new 
channels, bouquets and technologies. 

tHe Product
•	 DStv	 Premium:	 +80	 channels	 (incl.	 4	 HD)	
aimed	at	LSM	8-10.

•	 DStv	 Compact	 +35	 channels,	 launched	 in	
2005	 and	 growing	 very	 quickly.	 Aimed	 at	
LSM 5-7. It is predicted to reach one million 
subscribers	by	2012

•	 DStv	 Select	 	 +26	 channels.	Not	 as	 popular	
as Compact due to no live sport channels but 
fulfilling	a	market	need	at	less	than	150	rand	
per month

•	 DStv	 Commercial:	 DStv	 offers	 a	 number	

tHe Market
DStv is now 15 years old, having brought satellite 
viewing	to	the	Africa	continent	in	1995.	It	is	seen	
in	48	countries	and	boasts	an	African	subscriber	
base of more than three million subscribers.
Although	competition	is	expected	in	S.A.	in	

2010,	DStv	 still	 has	 100	percent	market	 share.	
Its	 South	African	 base	 has	 continued,	 through	
good and lean years, to grow by double digit 
numbers.

DStv’s success has been around the strength 
of its offering. It has continued to acquire 
world class channels in all major pay-tv genres. 
(General	 entertainment,	 sport,	 documentaries,	
local	programming	and	kids)	While	catering	for	
large market segments, it doesn’t forget the need 
for a number of niche language channels.
DStv	has	become	one	of	South	Africa’s	most	

recognizable brands. Its “so much more” promise 
is strongly embedded in the top ten list of South 
Africa’s	most	popular	pay-off	lines.	Amongst	the	
younger	population	(9-22)	DStv	is	4th	on	the	list	
of “Things I couldn’t live without”.

DStv’s greatest achievement over the last 

few years is that it has managed to move itself 
from an elite brand, mainly for the richer white 
population, to a brand much more broadly based 
- and attracting a far more diverse demographic.  
The	 success	 of	 DStv	 Compact,	 at	 700,000	
subscribers,	 and	 now	making	 up	 30	 percent	 of	
the DStv base, attests to this.

acHieveMents
During the last few years, DStv has achieved many 
milestones:
•	 The	 DStv	 Compact	 base	 has	 reached	 
700,000	subscribers	in	only	five	years

•	 The	 PVR	 launched	 in	 2005,	 has	made	way	
for	 the	HD	PVR.	Already	DStv	 offers	 four	
HD	channels	and	more	are	in	the	pipeline

•	 The	brand	has	received	local	and	international	
recognition with a number of Loerie 
Advertising	 Awards,	 Promax	 International	
Awards,	and	various	others.

•	 The	 Total	 DStv	 S.A.	 base,	 in	 early	 2010,	
stands	 at	 2.4m.	 A	 market	 penetration	 of		
approximately	24	percent
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of packages to commercial establishments. 
Although	 only	 about	 five	 percent	 of	 the	
business, the DStv product is seen and 
sampled through this medium. 

•	 DStv	 Indian/Portuguese:	 These	 bouquets	
target	subscribers	of	African	and	Portuguese	
descent and can be bought “stand alone” or 
as	a	sell	through	with	DStv	Premium,	Select	
or Compact

 

recent develoPMents
The	 brand	 continuously	 expands	 its	 offerings.	
Channels	added	in	the	last	few	years	include:
•	 Vuzu
•	 	eNews
•	 	SS	Blitz
•	 	Discovery	World
The	 PVR,	 with	 its	 recording,	 pausing	 and	

replay capabilities, changed the way an ever 
growing part of the base was now able to view 
television.
The	HD	 PVR	with	 its	 crystal	 clear	M-Net,	

SuperSport and Discovery channels will soon 
become	the	norm.	More	HD	channels	are	planned	
to	heighten	the	DStv	experience.

ProMotion
Like any major brand, good, creative advertising 
and promotion is vital. The brand must have a 
personality which attracts subscribers and non-
subscribers alike. 
At	the	same	time,	it	must	be	able	to	inform	the	

uninformed as to the benefits of having DStv.
In	general,	brand	promotion	must:

•	 	Grow	the	subscriber	base
•	 Increase	(positive)	brand	awareness
•	 Maintain	 brand	 relevance	 to	 what	 are	

sometimes very different demographics.

Brand values
The mother brand is now 15 years old and although 
mature, is fresh, world class, culturally resonant, 
compelling and entertaining. “So much more” is 

THINGS YOU DIDN’T KNOW ABOUT 
DSTv

m	Apart	 from	 world	 famous	 channels	 in	
each	genre,	 it	also	has	40	DMX	24Hr	a	
day audio music channels

m	DStv was the second satellite platform to 
be	launched	worldwide	(after	BSkyB)

m	The	Total	DStv	S.A.	base,	in	early	2010,	
stands	at	2.4	million.	A	market	penetration	
of		approximately	24	percent

m	DStv’s	Dish	Magazine	 is	South	Africa’s	
2nd biggest monthly magazine

m	The DStv Select base has reached  
700,	000	subscribers	in	only	five	years

m	The brand has received local and 
international recognition with a number 
of	 Loerie	 Advertising	 Awards,	 Promax	
International	Awards,	and	various	others

not only about quantity, but quality as well.
The DStv Compact brand, although topping 

into all DStv values, also concentrates on 
“affordable	 luxury”	 -	 It	also	stresses	 the	power	
of the home in today’s home - “make your home 
the place to be”.
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