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Dear Reader,

The exceptional circumstances brought about by the coronavirus
have led to the suspension of FICCI Frames which was to be held
in March 2020.

This report and the forewords were written before this develop-
ment took place. Accordingly, estimates for calendar 2020
provided in the report have not been updated for the impact of
the coronavirus.

We will come back to the community when we are in a better po-
sition to articulate the impact with updated future forecasts.

Till such time, do enjoy the report and its analysis of 2019 as well
as our view of key trends which will define the future.

Regards,

FICCI & EY India
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If content is queen (yes…it’s 2020), then technology is the golden 
chariot that is carrying her treasures far and wide.  While stories 
from India have always had an audience globally, the advent of new 
distribution channels like streaming platforms and a shift in the kind of 
stories we’re telling, is a very positive sign for the Indian entertainment 
industry.  

The advances in technology are blurring global borders for 
entertainment. And enabling India's media and entertainment industry 
to be one of the pivots that could help achieve India's goal of becoming 
a $5 trillion economy.

Storytelling is decidedly one of India’s key soft powers and the creation 
of these stories has taken many forms. While India's VFX and technical 
work have been growing from strength to strength, we are now seeing 
international recognition for Indian talent being expanded to include 
actors, writers, directors, musicians and other key contributors to our 
art and craft. 

Technology has revolutionized the way we think of content and has 
allowed us to cater to  a wider audience base in a more niche funnel 
which includes varied languages and genres.  It’s no longer a situation 
of ‘one for all’.  The Indian entertainment industry has responded to 
this in a positive, creative manner, investing in all forms of content 
which today is witnessing a surge in interest even from global 
audiences.  

The world is indeed our stage. And it's showtime folks.

Priyanka Chopra Jonas

The world is our stage.







Welcome to the 2020 edition of the FICCI-EY report on the Indian 
media and entertainment (M&E) sector.

The M&E sector witnessed a surge in content consumption as 
digital infrastructure, quantum of content produced and per-
xv¦~ªv ~¤x¥£z v¢¢ ~¤x¨zv©zy ~¤ GEFNC  X¥¤©z§«z¤ª¢ Ā y¨~¬z¤ w¯ 
the ability to create direct-to-customer relationships, the sector 
ē¨£¢¯ ¦~¬¥ªzy ª¥­v¨y© v WGX ¥¦z¨vª~¤| £¥yz¢A x}v¤|~¤| ª}z 
­v¯ ~ª £zv©«¨zy ~ª©z¢{C  Y~|~ªv¢ vy¬z¨ª~©~¤| x¥¤ª~¤«zy ª¥ ¥«ª¦vxz 
traditional ad spends during the year, while certain traditional 
©z|£z¤ª© ­~ª¤z©©zy v {v¢¢ ~¤ vy ¨z¬z¤«z©C  

While the economy felt the effects of a slowdown during the 
second half of 2019, the M&E sector continued to grow at 
v {v©ªz¨ ¦vxz ª}v¤ ^¤y~vĊ© \YeA y¨~¬z¤ ¦¨~£v¨~¢¯ w¯ |¨¥­ª} ~¤ 
©«w©x¨~¦ª~¥¤ ¨z¬z¤«z©C

i}z x«¨¨z¤ª ©~ª«vª~¥¤ v¨¥«¤y ª}z x¥¨¥¤v¬~¨«© ­~¢¢A «¤{¥¨ª«¤vªz¢ Ā 
~£¦vxª ª}z GEGE z©ª~£vªz© ­z }v¬z ¦¨¥¬~yzy ~¤ ª}~© ¨z¦¥¨ªA v¤y 
we will update the same as soon as we can reasonably estimate 
its impact.

As entertainment and information options grew and choice 
~¤x¨zv©zy {¥¨ x¥¤©«£z Ä ©«xxz©© ­v© ~¤x¨zv©~¤|¢¯ y¨~¬z¤ w¯ 
abilities around consumer Acquisition, Retention and Transaction 
(ART). Technology was increasingly applied to support and 
£¥¤zª~°z x¨zvª~¬~ª¯ wzªªz Ä vª v |¢¥wv¢ ¢z¬z¢C

^¤ ª}~© ¨z¦¥¨ª ­z }v¬z v¤v¢¯©zy ª}z ©zxª¥¨Ċ© ¦z¨{¥¨£v¤xz ~¤ 
GEFNA ~yz¤ª~{¯~¤| ¡z¯ ª¨z¤y© ­}~x} ­z wz¢~z¬z ­~¢¢ y¨~¬z ª}z 
{«ª«¨zC  V© ­z £¥¬z ~¤ª¥ v ¤z­ yzxvyzA ­z }v¬z v¢©¥ ª¨~zy ª¥ 
w¨~¤| ¥«ª ª}z ~£¦z¨vª~¬z© ¥{ x¥¤©«£z¨ Vgi ­}~x} ­z {zz¢ ­~¢¢ wz 
¨z¢z¬v¤ª vx¨¥©© zvx} ©z|£z¤ª ¥{ ª}z b;Z ©zxª¥ C̈ lz v¨z xz¨ªv~¤ 
¯¥« ­¥«¢y ē¤y ª}~© ¨z¦¥¨ª ª¥ wz ~¤©~|}ª{«¢C

How will the M&E sector 
¤v¬~|vªz ª}z z¨v ¥{ x¥¤©«£z¨ 
A.R.T.?

Ashish Pherwani 
M&E Sector Leader 

EY India

i}z©z {¥¨z­¥¨y© v¤y ª}z ¨z©ª ¥{ ª}z ¨z¦¥¨ª y¥ ¤¥ª ¨zĔzxª ª}z ¨zxz¤ª yz¬z¢¥¦£z¤ª© y«z ª¥ x¥¨¥¤v¬~¨«©C
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X¥¨¥¤v¬~¨«© ~© z®¦zxªzy ª¥ ~£¦vxª ^¤y~vĊ© zx¥¤¥£¯
OECD's GDP growth forecast for the world's largest economies in 2020
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While it is too early to gauge the economic impact of the 
x¥¨¥¤v¬~¨«© ¥«ªw¨zv¡A ª}z dZXY ¨zy«xzy ~ª© |¨¥­ª} {¥¨zxv©ª 
for India by 1.1% for 2020, though still showing India as the 
{v©ªz©ª |¨¥­~¤| £v ¥¨ zx¥¤¥£¯ ~¤ ª}z ­¥¨¢y C  i}~© x¥«¢y 
~£¦vxª ª}z vy¬z¨ª~©~¤| ¨z¬z¤«z© ­z }v¬z {¥¨zxv©ªzy {¥¨ 
2020.

i}z x¥¨¥¤v¬~¨«©Ċ ~£¦vxª ¥¤ ¬v¨~¥«© ©z|£z¤ª© ¥{ b;Z x¥«¢y 
~¤x¢«yz ¦¥©ª¦¥¤z£z¤ª D xv¤xz¢¢vª~¥¤ ¥{ z¬z¤ª©A ~£¦vxª ¥¤ 
ª}zvª¨~xv¢ ¨z¬z¤«z© y«z ª¥ ¢¥©© ¥{ ­zz¡z¤y©A ©ª¥¦¦v|z ¥{ 
print production / circulation in impacted areas, newsprint 
import blockage, stoppage / delay of content production and 
¦¥©ª ¦¨¥y«xª~¥¤A zªxC  e¥©~ª~¬z© x¥«¢y ~¤x¢«yz ~¤x¨zv©zy ª~£z 
spent with media in the home.



Indian economy and 
its impact on M&E

h n¥«©«{ V¢~ ² j¤ª~ª¢zy ² V«¨v V¨ª KEFTo view more by the artist; click on the picture

https://www.auraart.in/artist/detail/569ccb29c59450ed6bdc85ec
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Despite a growth slowdown 
in 2019 and 2020, India is 
expected to regain its position as 
a global growth leader 

^¤y~v }v© wzz¤ ª}z |¨¥­ª} ¢zvyz¨ v£¥¤|©ª £v ¥¨ zx¥¤¥£~z© 
~¤x¢«y~¤| Z£z¨|~¤| bv¨¡zª© v¤y Yz¬z¢¥¦~¤| Zx¥¤¥£~z© 
=ZbYZ©> ¥¬z¨ ª}z ¢v©ª ē¬z ¯zv¨© =X}v¨ª F>1. It surpassed 
China in terms of real GDP growth in 2014 and has remained 
vw¥¬z ©~¤xzC ]¥­z¬z Ä ª}z ¨zxz¤ª¢¯ ¨z¢zv©zy ē¨©ª ¨z¬~©zy 
z©ª~£vªz© {¥¨ [nFN x¥£w~¤zy ­~ª} ª}z vy¬v¤xzy z©ª~£vªz© 
for FY20 indicate a fall in the real GDP growth in 2019-20 to 
v ¢z¬z¢ wz¢¥­ ª}vª ¥{ X}~¤vC \¨¥­ª} ~¤ ª}z ^¤y~v¤ zx¥¤¥£¯ ~© 
expected to pick-up thereafter1.

Chart 1: GDP growth: Cross-country comparison
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1.	   IMF World Economic Outlook October 2019; CSO, MoSPI
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^¤y~v ¨z£v~¤zy ª}z ē{ª} ¢v¨|z©ª 
economy in 2019
India shares 17.7% of the total world population and 2.4% 
of the world’s surface area. According to International 
Monetary Fund World Economic Outlook (October-2019), 
India’s nominal GDP is estimated at US$2,936 billion in 
GEFNA £v¡~¤| ~ª ª}z ē{ª} ¢v¨|z©ª zx¥¤¥£¯ ~¤ ª}z ­¥¨¢yC ^¤y~v 
contributed 3.39% of the world's GDP measured in nominal 
US$ exchange rate basis. When measured on the basis of 
purchasing power parity (PPP), India is estimated to be the 
third largest economy at PPP$11,326 in 2019.

Country
GDP 2019 (US$ billion)

Nominal Rank PPP Rank

United 
States

21,439 1 21,439 2

China 14,140 2 27,309 1

_v¦v¤ 5,154 3 5,747 4

Germany 3,863 4 4,444 5

India 2,936 5 11,326 3

United 
Kingdom

2,744 6 3,131 9

France 2,707 7 3,061 10

Table 1: Nominal GDP in US$ and PPP dollar terms: 
Cross-country comparison

Source: IMF

Per capita nominal GDP grew by 
8.5% in 20191

^¤y~vĊ© ¦z¨ xv¦~ªv ¤¥£~¤v¢ \Ye ~© z©ª~£vªzy ª¥ }v¬z |¨¥­¤ 
by 8.5% in 2019 to INR154,600, as compared to a growth 
of 7.6% in China in the same year. Growth in India’s per 
xv¦~ªv ¤¥£~¤v¢ \Ye ~© ¦¨¥ zxªzy ª¥ ~¤x¨zv©z ª¥ NCM: ~¤ GEGE 
and further to 10.2% in 2021 and remain stable thereafter.  
]~|}z¨ ¦z¨ xv¦~ªv ~¤x¥£z y¨~¬z© x¥¤©«£¦ª~¥¤ |¨¥­ª} 
including that in the media and entertainment sector.

Advertising growth fell below nominal GDP 
growth in 2019

X}v¨ª G yz¦~xª© ª}z ª¨z¤y ~¤ |¨¥­ª} ¥{ vy¬z¨ª~©~¤| ¨z¬z¤«z© 
v¤y ¤¥£~¤v¢ \YeC [̈ ¥£ GEFG ª~¢¢ GEFJA z¬z¤ v© ¤¥£~¤v¢ 
\Ye |¨¥­ª} ­v© {v¢¢~¤|A |¨¥­ª} ~¤ vy¬z¨ª~©~¤| ¨z¬z¤«z© ­v© 
¨~©~¤|C ]¥­z¬z Ä |¨¥­ª} ~¤ vy¬z¨ª~©~¤| ¨z¬z¤«z© }v© {v¢¢z¤ 
©~¤xz ª}z¤ w«ª ¨zx¥¬z¨zy ª¥ v ¢z¬z¢ }~|}z¨ ª}v¤ ¤¥£~¤v¢ 
growth in 2018.  In 2019, it fell to 5.8%, trailing nominal 
\Ye |¨¥­ª} w¯ G:C  Vy¬z¨ª~©~¤| ¨z£v~¤zy vª v¨¥«¤y ECI: ¥{ 
GDP in 2019.

Chart 2: Growth in advertising revenues and Nominal 
GDP
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h¥«¨xzO Vy¬z¨ª~©~¤| gz¬z¤«zO [^XX^ b;Z ¨z¦¥¨ª©

\¨¥­ª} =Wv©~x yvªv>O [~¨©ª gz¬~©zy Z©ª~£vªz©A cVh yvªzy HF _v¤ GEGE v¤y 
Vy¬v¤xz Z©ª~£vªz©A cVh yvªzy EL _v¤«v¨¯ GEGEA XhdA b¥he^

c¥ªzO l}~¢z vy¬z¨ª~©~¤| ¨z¬z¤«z© v¨z z©ª~£vªzy {¥¨ v xv¢z¤yv¨ ¯zv Ä \Ye 
z©ª~£vªz© v¨z {¥¨ v ē©xv¢ ¯zv¨ ~CzCA V¦¨~¢ ª¥ bv¨x}C 

1.	   IMF World Economic Outlook October 2019; CSO, MoSPI
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\¥¬z¨¤£z¤ª ~¤~ª~vª~¬z© ~¤ 
the telecom and media and 
entertainment space
i}z |¥¬z¨¤£z¤ª }v© ¦¢v¯zy v¤ vxª~¬z ¨¥¢z ~¤ ©«¦¦¥¨ª~¤| 
the media and entertainment sector, especially through 
¬v¨~¥«© ¦¥¢~x~z© v~£zy vª ~¤x¨zv©~¤| y~|~ª~°vª~¥¤ ~¤x¢«y~¤| 
yz¬z¢¥¦£z¤ª ¥{ y~|~ªv¢ x¥££«¤~xvª~¥¤ ~¤{¨v©ª¨«xª«¨zC l~ª} 
ª}z ¥w zxª~¬z ¥{ w¨~¤|~¤| ~¤ ª}z ¤z®ª |z¤z¨vª~¥¤ ªzx}¤¥¢¥| Ā 
ª}z |¥¬z¨¤£z¤ª ~¤ªz¤y© ª¥ }¥¢y J\ ©¦zxª¨«£ v«xª~¥¤© 
in 2020-213C Vxx¥¨y~¤| ª¥ ª}z |¥¬z¨¤£z¤ª4, 5G based 
ªzx}¤¥¢¥|¯ ­¥«¢y }z¢¦ ~¤ ª}z vx}~z¬z£z¤ª ¥{ ~ª© Y~|~ªv¢ ^¤y~v 
¬~©~¥¤C i}z zx¥¤¥£~x ~£¦vxª ¥{ ~¤ª¨¥y«x~¤| J\ ªzx}¤¥¢¥|¯ ~© 
estimated to reach US$1trillion by 2035. Some of the other 
~£¦¥¨ªv¤ª ~¤~ª~vª~¬z© «¤yz¨ªv¡z¤ w¯ ª}z |¥¬z¨¤£z¤ª v¨z 
|~¬z¤ wz¢¥­C

National Digital Communications 
Policy-2018

W¥ª} ª}z ªz¢zx¥££«¤~xvª~¥¤© v¤y ª}z £zy~v v¤y 
z¤ªz¨ªv~¤£z¤ª ©zxª¥¨© v¨z ¦v¨ª ¥{ ª}z x«¨¨z¤ª |¥¬z¨¤£z¤ªĊ© 
bv¡z ~¤ ^¤y~v ¦¢v¤ v¤y ª}z¨z{¥¨z }v¬z wzz¤ |~¬z¤ ©¦zx~v¢ 
vªªz¤ª~¥¤C ^¤ hz¦ªz£wz¨ GEFMA ª}z |¥¬z¨¤£z¤ª ¨z¢zv©zy ª}z 
National Digital Communications Policy-2018 (NDCP 2018) 
catered towards the establishment of a “ubiquitous, resilient 
and affordable digital communications infrastructure and 
©z¨¬~xz©ĈC ^ª© ¡z¯ ¥w zxª~¬z© ~¤x¢«yzO =F> ¦¨¥¬~y~¤| «¤~¬z¨©v¢ 
w¨¥vywv¤y x¥¤¤zxª~¬~ª¯ vª JE bw¦© ª¥ z¬z¨¯ x~ª~°z¤A =G> 
¦¨¥¬~y~¤| F \w¦© x¥¤¤zxª~¬~ª¯ ª¥ v¢¢ |¨v£ ¦v¤x}v¯vª© w¯ 
GEGE v¤y FE \w¦© w¯ GEGGA =H> z¤©«¨~¤| x¥¤¤zxª~¬~ª¯ ª¥ v¢¢ 
«¤x¥¬z¨zy v¨zv©A =I> vªª¨vxª ~¤¬z©ª£z¤ª© ¥{ jh9FEE w~¢¢~¥¤ 
in the digital communications sector, (5) training one million 
manpower for building new age skills, (6) expanding the 
^¤ªz¨¤zª ¥{ i}~¤|© =^¥i> zx¥©¯©ªz£ ª¥ ē¬z w~¢¢~¥¤ x¥¤¤zxªzy 
yz¬~xz© v¤y =L> {vx~¢~ªvª~¤| ^¤y~v<© z{{zxª~¬z ¦v¨ª~x~¦vª~¥¤ ~¤ 
the global digital economy.

Investment under NIP

i}z |¥¬z¨¤£z¤ª }v© ªv¨|zªzy v¤ ~¤¬z©ª£z¤ª ¥{ x¢¥©z ª¥ 
^cgHCG ª¨~¢¢~¥¤ ~¤ y~|~ªv¢ ~¤{¨v©ª¨«xª«¨z ¥¬z¨ ª}z ¤z®ª ©~® ¯zv¨© 
from FY20 to FY25 as part of the recently proposed NIP, of 
­}~x} ª}z ¦¨~¬vªz ©zxª¥¨ ~© z®¦zxªzy ª¥ x¥¤ª¨~w«ªz LF:C i}z 
c^e }v© ©zª v |¥v¢ ¥{ y~|~ªv¢ ©z¨¬~xz© vxxz©© {¥¨ v¢¢ v¢¥¤| ­~ª} 
v ª­¥B{¥¢y ©ª¨vªz|¯ ª¥ vx}~z¬z ª}~© |¥v¢A ¤v£z¢¯O v> FEE: 
¦¥¦«¢vª~¥¤ x¥¬z¨v|z {¥¨ ªz¢zx¥£ v¤y }~|}B§«v¢~ª¯ w¨¥vywv¤y 
©z¨¬~xz© {¥¨ ©¥x~¥Bzx¥¤¥£~x z£¦¥­z¨£z¤ª ¥{ z¬z¨¯ x~ª~°z¤P 
w> y~|~ªv¢ ¦v¯£z¤ª© v¤y zB|¥¬z¨¤v¤xz ~¤{¨v©ª¨«xª«¨z {¥¨ 
yz¢~¬z¨¯ ¥{ wv¤¡~¤| v¤y ¦«w¢~x ©z¨¬~xz©C [«¨ª}z¨ ª}z c^e ¢v¯© 
y¥­¤ k~©~¥¤ GEGJ {¥¨ yz¬z¢¥¦£z¤ª ¥{ y~|~ªv¢ ~¤{¨v©ª¨«xª«¨z 
v© |~¬z¤ ~¤ ivw¢z GC3.	 V© ¦z¨ z®x}v¤|z ¨vªz yz¨~¬zy «©~¤| yvªv {¨¥£ ^b[ l¥¨¢y 

Economic Outlook October 2019

4.	 https://www.indiatoday.in/technology/news/story/5g-
rollout-in-india-may-face-potential-delay-due-to-
x¥¨¥¤v¬~¨«©BFKIKIHEBGEGEBEGBFI

Z®x}v¤|z ¨vªz Ĕ«xª«vª~¥¤© v¨z 
expected to be muted
Starting February 2019, India’s exchange rate appreciated 
continuously reaching a 12-month high of INR68.8/US$ 
~¤ _«¢¯ GEFN ¦v¨ª¢¯ y«z ª¥ {¥¨z~|¤ ¦¥¨ª{¥¢~¥ ~¤Ĕ¥­© =X}v¨ª 
I>C ]¥­z¬z Ä ~ª {z¢¢ ª¥ ^cgLFCFDjh9 ~¤ V«|«©ª GEFN ¥¤ 
account of domestic growth concerns and global trade 
ªz¤©~¥¤C ^ª }v© ¨z£v~¤zy x¢¥©z ª¥ ª}~© ¢z¬z¢ ©~¤xz ª}z¤ v¤y 
v¬z¨v|zy ^cgLFCHDjh9 ~¤ _v¤«v¨¯ GEGEC i}¥«|} ª}z ¨«¦zz 
yz¦¨zx~vªzy ª¥ ^cgLJDjh9 y«z ª¥ ª}z ~£¦vxª ¥{ x¥¨¥¤v¬~¨«©A 
~ª ~© ¦¨¥ zxªzy ª¥ ©ªvw~¢~©z vª v¤ v¬z¨v|z ¥{ ^ciLGCKDjh9 ~¤ 
20202.
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Chart 4: Exchange rate movement

2.	 V© ¦z¨ z®x}v¤|z ¨vªz yz¨~¬zy «©~¤| yvªv {¨¥£ ^b[ l¥¨¢y 
Economic Outlook October 2019
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Table 2: Digital infrastructure vision as per National Infrastructure Pipeline

# Target Current status

1
^¤y~v ¨v¤¡© ē¨©ª ~¤ ªz¨£© ¥{ £¥w~¢z ¦}¥¤z© ­~ª} 
FEE: ªz¢zByz¤©~ª Ā z¬z¤ ~¤ ¨«¨v¢ v¨zv©

India ranks second in terms of mobile phones and has 
89% tele-density 

2
Higher internet penetration of more than 80% 
¦¨¥¬~y~¤| ©zv£¢z©© x¥¤¤zxª~¬~ª¯ ¥{ ¨«¨v¢ v¤y ¨z£¥ªz 
ª}¨¥«|} ©x}z£z© ©«x} v© W}v¨vª czª

Internet penetration is around 40%

3
V¬v~¢vw~¢~ª¯ ¥{ |¥¬z¨¤£z¤ª ©z¨¬~xz© ~¤ ¨zv¢ ª~£z ¥¤ 
mobile — access to quality education, healthcare 
{vx~¢~ª~z© v¤y ē¤v¤x~v¢ ~¤x¢«©~¥¤

^©©«z© ©«x} v© ¦¥¥¨ x¥¤¤zxª~¬~ª¯ v¤y yvªv ©¦zzy© 
¦¨z¬v~¢ y«z ª¥ ¦¥¥¨ ¥¦z¨vª~¥¤ v¤y £v~¤ªz¤v¤xz

4

5G technology to fuel industry growth and 
~¤¤¥¬vª~¥¤A }v¨¤z©©~¤| ª}z ¦¥­z¨ ¥{ z£z¨|~¤| 
digital technologies, such as IoT, cloud, AI, big data, 
payment gateways, FinTech

I\ ªzx}¤¥¢¥|¯ }v© z¤vw¢zy ^¤y~v ª¥ £¥¬z ª¥­v¨y© 
v y~|~ªv¢ zx¥¤¥£¯ w¯ ¦¨¥¬~y~¤| {v©ªz¨ ~¤ªz¨¤zª 
x¥¤¤zxª~¬~ª¯ vª v{{¥¨yvw¢z ¦¨~xz©

5
India to emerge as data-center hub fuelling growth 
of FinTech, ecommerce, OTT sectors

e¨~¬vªz w«©~¤z©© {¥x«©~¤| ª¥ w«~¢y £v©©~¬z yvªv 
centers on the back of data localization, uptake of 
x¢¥«y x¥£¦«ª~¤| v¤y |¨¥­~¤| zB|¥¬z¨¤v¤xz

Source: National Infrastructure Pipeline, Ministry of Finance, GoI, TRAI
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\¢¥wv¢ ¦¥~¤ª ¥{ ¬~z­

j£v¡v¤ª `v¤vyz ² cvª«¨z  ² V«¨v V¨ª GEIETo view more by the artist; click on the picture

https://www.auraart.in/artist/detail/569ccb77c59450ed6bdcab62
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M&E, made in India

h n¥«©«{ V¢~ ² j¤ª~ª¢zy ² V«¨v V¨ª KEITo view more by the artist; click on the picture

https://www.auraart.in/artist/detail/569ccb29c59450ed6bdc85ec
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While we expect the Indian M&E sector to grow at a CAGR 
¥{ v¨¥«¤y FEBFF: ª~¢¢ GEGJA ª}z¨z v¨z ¬v¨~¥«© ¥¦¦¥¨ª«¤~ª~z© 
{¥¨ ~ª ª¥ ©z¨¬z |¢¥wv¢ v«y~z¤xz© v¤y ~¤ªz¨¤vª~¥¤v¢ £zy~v 
companies to increase its rate of growth and contribute 
more toward India’s aspiration of becoming a US$5 trillion 
economy.  

Produce content with global 
appeal
i}z ª¥¦ £zy~v x¥£¦v¤~z© ~¤ ª}z jhV ©¦z¤ª ¥¬z¨ jh9LE 
w~¢¢~¥¤ ¥¤ x¥¤ªz¤ª ~¤ GEFN v¤y ª}vª ē|«¨z ~© z®¦zxªzy ª¥ |¨¥­ 
further.  In comparison, the entire Indian M&E sector stands 
at less than US$30 billion!

1

2

2.6

3.8

5.8

8.8

9.2

12.2

15.9

18.7

AMC

Apple

Discovery

Fox

Amazon

CBS Viacom

NetĔix

AT&T

Comcast

Disney

Indian content production companies so far garner around 
US$250 to US$350 million from this pot but can try for 
more by telling stories that resonate across the world and 
¤¥ª  «©ª ~¤ ^¤y~vC  lz wz¢~z¬z ª}~© x¥«¢y wz v¤ ¥¦¦¥¨ª«¤~ª¯ ¥{ 
up to US$4 billion.

As per our estimates India could be between 40% and 60% 
¢z©© z®¦z¤©~¬z {¥¨ ª}z ©v£z §«v¢~ª¯ ¥{ x¥¤ªz¤ªC  ]¥­z¬z Ä 
vx}~z¬~¤| ª}~© ¥w zxª~¬z ­¥«¢y ¨z§«~¨z ~¤x¨zv©zy ªzv£~¤| 
­~ª} |¢¥wv¢ ªv¢z¤ªA zv©~¤| ē¢£~¤| ¦z¨£~©©~¥¤©A ¦¨¥¬~y~¤| 
easier access to locations and simplifying and speeding up 
tax procedures. 

Wvx¡ ¥{ēxz ª¥ ª}z |¢¥wv¢ b;Z 
sector
V© x¥¤ªz¤ª |¥z© |¢¥wv¢A ª}z ¤zzy {¥¨ x¥¤ªz¤ª ©z¨¬~xz© 
~¤x¨zv©z© ©~|¤~ēxv¤ª¢ C̄  X¥¤ªz¤ª ©z¨¬~xz© ~¤x¢«yz wz}~¤y 
the camera operations like editing, cleaning, coloring, 
¦¥©ª ¦¨¥y«xª~¥¤A k[mA v¤~£vª~¥¤A zªxC v© ­z¢¢ v© ¨z¬z¤«z 
D y~©ª¨~w«ª~¥¤ z¤vw¢z£z¤ª ©z¨¬~xz© ¢~¡z «¦¢~¤¡A x¥¤ªz¤ª 
analytics, tagging, titling, dubbing, formatting, etc.  In 
vyy~ª~¥¤A VgA kg v¤y |v£~¤| ©z¨¬~xz© xv¤ wz v¤¥ª}z¨ 
opportunity, as well as e-commerce related media support 
for education apps, shopping apps, utility apps and the 
¢~¡zC  lz wz¢~z¬z ª}~© x¥«¢y wz v jh9GCJ ª¥ jh9H w~¢¢~¥¤ 
opportunity by 2025.

Access to international markets
X}~¤z©z x¥£¦v¤~z© }v¬z v¤ v¢£¥©ª «¤¢~£~ªzy vxxz©© ª¥ ^¤y~v¤ 
£v¨¡zª© v¤y }v¬zA {¥¨ z®v£¦¢zA v LG: ©}v¨z ¥{ ©£v¨ª¦}¥¤z 
sales in 20191C ^¤y~v¤ ē¢£© v¨z vxx¥¨yzy v ¬z¨¯ ¢~£~ªzy 
¤«£wz¨ ¥{ ¨z¢zv©z© ~¤ X}~¤vA w«ª £¥©ª ē¢£© }v¬z y¥¤z ­z¢¢C 
Z¤vw¢~¤| ¢z©© ¨z©ª¨~xªzy vxxz©© ª¥ ^¤y~v¤ ē¢£© x¥«¢y ¦¨¥¬~yz v 
boost of up to US$0.5 billion.  

^¤ªz¨¤vª~¥¤v¢ z¬z¤ª© v¤y ē¢£ 
tourism
i}z z¬z¤ª© ©z|£z¤ª ~© «©«v¢¢¯ ¨zxz©©~¥¤B¦¨¥¥{ v¤y ­}~¢z ~ª ~© 
z®¦zxªzy ª¥ |¨¥­A ^¤y~vĊ© ©}v¨z ¥{ |¢¥wv¢ z¬z¤ª© ~© x«¨¨z¤ª¢¯ 
£~¤~©x«¢zC  V¦v¨ª {¨¥£ ª}z _v~¦«¨ a~ªz¨vª«¨z [z©ª~¬v¢A ª}z 
`«£w} bz¢v v¤y v {z­ ¥ª}z¨©A ^¤y~v¤ z¬z¤ª© y¥ ¤¥ª |z¤z¨vªz 
~¤ªz¨z©ª {¨¥£ ~¤ªz¨¤vª~¥¤v¢ ¬~©~ª¥¨©C  ^¤ x¥£¦v¨~©¥¤A ª}z jhA 
ª}z j`A \z¨£v¤ Ā h~¤|v¦¥¨z v¤y Y«wv~ }v¬z ~¤ z®xz©© ¥{ FEE 
z¬z¤ª© ¥{ |¢¥wv¢ ©ªvª«¨z zvx}2.

The need of the hour is to globalize Indian themes like 
¯¥|vA x«¢ª«¨z v¤y ª¨v¬z¢A yv¤xzA ~¤{¥¨£vª~¥¤ ªzx}¤¥¢¥| Ā 
ª}z ]~£v¢v¯v©A W¥¢¢¯­¥¥yA zªxC v¤y w«~¢y v ¤vª~¥¤v¢ z¬z¤ª© 
¦¥¢~x¯ ª¥ ~¤¬z©ª ~¤ ~¤{¨v©ª¨«xª«¨zA z¤vw¢z ¦z¨£~©©~¥¤© ª}¨¥«|} 
a central single window mechanism, simplify customs and 
ªv® v©¦zxª© v¤y z¤vw¢z v ©¢z­ ¥{ z¬z¤ª© {¥x«©~¤| ¥¤ ª}z 
hVVgX ¨z|~¥¤ ª¥ ©ªv¨ª ­~ª} v¤y V©~v ª}z¨zv{ªz C̈  lz wz¢~z¬z 
this could be a US$3 billion opportunity by 2025, including 
ancillary income like ticketing, stay and local expenses.

1.	 Counterpoint Research

2.	 Industry discussions

Estimated non-sports video programming expense of 
selected companies in 2019 (US$ billion)*

?V¢¢ z®¦z¤©z© v¨z ¥¤ v ¦¨¥ēª v¤y ¢¥©© wv©~© A ~zC V© ¨zx¥|¤~©zy ~¤ ª}z ~¤x¥£z 
statement  
Sources: Statista, MoffettNathanson, Company reports

Z®¦z¨~z¤xz x¥¤ªz¤ªA £vyz ~¤ ^¤y~vC  X¢~x¡ ª}z ¦~xª«¨z© vw¥¬z ª¥ ¬~z­ 
©¥£z ©v£¦¢z© ¥¤ ¦«w¢~x ¬~yz¥ ¦¢vª{¥¨£©C



https://www.youtube.com/watch?v=U15sCqscZAk
https://www.youtube.com/watch?v=AkUgf2jIPyI
https://www.youtube.com/watch?v=rlSEkqkMckQ&t=61s
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i¥¥¤° }v© y¥¤z £¥¨z ª}v¤ FEE ~¤ªz¨¤vª~¥¤v¢ ¦¨¥ zxª© 
­}~x} }v¬z |¥ª y~©ª¨~w«ªzy ª¥ ¥¬z¨ FJE ¦¢«© x¥«¤ª¨~z©C

Amazon Original Inside Edge Season 1 was nominated 
{¥¨ ª}z GEFM ^¤ªz¨¤vª~¥¤v¢ Z££¯ V­v¨y© ~¤ ª}z ćWz©ª 
Y¨v£v hz¨~z©Ĉ xvªz|¥¨ C̄

izx}¤~x¥¢¥¨ v¤y ~ª© {v£~¢¯ ¥{ w¨v¤y© ©«¦¦¥¨ªzy ¥¬z¨ 
GE ~¤ªz¨¤vª~¥¤v¢ ē¢£©Ċ k[m ~¤ GEFN ¥«ª ¥{ ^¤y~vC  
Two were nominated for Oscars.

h¥«¨xzO V£v°¥¤A izx}¤~x¥¢¥ Ä czªĔ~®A n¥«i«wzA [[dA zªx

Toonz Animation

Inside Edge Season 1

Technicolor and its brands

V£v°¥¤ d¨~|~¤v¢ W¨zvª}z hzv©¥¤ F ©v­ ¥¬z¨ v ª}~¨y ¥{ ~ª© 
¬~z­z¨©}~¦ {¨¥£ ~¤ªz¨¤vª~¥¤v¢ |z¥|¨v¦}~z©C d¬z¨v¢¢A F ¥{ 
J x«©ª¥£z¨© z¤ ¥¯~¤| ^¤y~v¤ V£v°¥¤ d¨~|~¤v¢© v¨z {¨¥£ 

outside India, and these numbers continue to grow.

Breathe

The Remix, an unscripted music show, was 
¤¥£~¤vªzy {¥¨ ĉWz©ª c¥¤Bhx¨~¦ªzy iz¢z¬~©~¥¤ hz¨~z©Ċ 

in 2019. 

The Remix

https://vimeopro.com/toonzentertainment/toonz-3d-reel-2020
https://www.youtube.com/watch?v=OstwwYcz8nI
https://www.youtube.com/watch?v=T1y3aIfZXJ8
https://www.youtube.com/watch?v=WtNfRyWlO_c


The era of consumer A.R.T.

czz¤v h~¤|} ² j¤ª~ª¢zy ² V«¨v V¨ª INMLTo view more by the artist; click on the picture

https://www.auraart.in/artist/detail/569ccb55c59450ed6bdc9abc
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The era of consumer ART– 
acquisition, retention and 
transaction
i}z z¨v ¥{ x¥¤©«£z¨ Vgi ~© yzē¤zy w¯ v ©z|£z¤ªBv|¤¥©ª~x 
media landscape, focus on direct-to-consumer (D2C) 
products and differential techniques for acquiring, retaining 
and transacting / monetizing the D2C relationship.

Segment-agnostic media landscape

bzy~v ­v© v¢­v¯© ¬z¨ª~xv¢~°zy ~¤ ªz¨£© ¥{ ©z|£z¤ª© =ikA 
¨vy~¥A ¦¨~¤ªA ē¢£A y~|~ªv¢> ­~ª} zvx} ¦¨¥y«x~¤| x¥¤ªz¤ªA 
editing, packaging and distributing with distinct ecosystems. 
^¤ v y~|~ªv¢~°zy ­¥¨¢yA ª}z £zy~v ¥{ ª¥yv¯ ~© yzē¤zy w¯ ē¬z ho-
rizontal (i.e., segment-agnostic) sections:

Content producer or IP owner: Entity which owns the 
¢~xz¤©z ª¥ ª}z x¥¤ªz¤ª =zC|CA Y~©¤z Ā Wv¢v ~A V¦¦¢v«©z 
Entertainment)

Aggregator: Entity which aggregates different pieces of 
content and often repurposes it (e.g., Sony, Hungama)

Distributor: Entity which builds and operates the network to 
y~©ª¨~w«ªz ª}z x¥¤ªz¤ª ¥¨ ©z¨¬~xz =zC|CA ªz¢x¥© ¥¨ ^he© ¢~¡z _~¥A 
Airtel, TataSky)

Platform: Z¤ª~ª¯ ­}~x} ¥¦z¨vªz© v x¥¤ªz¤ªBwv©zy ©z¨¬~xz v¤y 
builds its brand – a brand which the end consumer recognizes 
=zC|CA n¥«i«wzA czªĔ~®A ozzJA gvy~¥ b~¨x}~>

Device: i}z yz¬~xzD ¥¦z¨vª~¤| ©¯©ªz£ D ē¨£­v¨z ¥¤ ­}~x} 
ª}z ©z¨¬~xz ¥¨ x¥¤ªz¤ª ~© x¥¤©«£zy =zC|CA V¦¦¢z dhA V¤y¨¥~yA 
Kai, Samsung) including smart mirrors, speakers and 
anything with a screen, microphone and/or a speaker

bzy~v z¤ª~ª~z© xv¤ wz ¦¨z©z¤ª ~¤ ¥¤z ¥¨ £¥¨z ¥{ ª}z vw¥¬z 
sections.

Zvx} ¥{ ª}z vw¥¬z ©zxª~¥¤© }v© v y~{{z¨z¤ª £zª¨~x ¥{ 
success. For the content owner the metric is IP licenses 
owned multiplied by number of platforms/ aggregators it is 
y~©ª¨~w«ªzy ª¥C [¥¨ v ¦¢vª{¥¨£ ~ª ~© vxª~¬z «©z¨© £«¢ª~¦¢~zy w¯ 
VgejA |~¬~¤| ¨~©z ª¥ x¥£¦¢zªz¢¯ y~{{z¨z¤ª w«©~¤z©© £¥yz¢© 
and operating skills required by each of them.

The segment-agnostic media landscape

Traditional B2B M&E The future: D2C M&E

Content producers

Television Film Print Radio Digital, etc

Content producers

Content aggregators

Content distributors

Content platforms

Devices

Dedicated aggregation and distribution; 
disparate consumption with almost no end-customer data

Multi-platform aggregation, 
distribution and consumption

with ability to collect and analyse
end-customer data
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A.R.T. of consumption and monetization

Broadcast to narrowcast to unicast  

X¥¤©«£¦ª~¥¤ ª¥yv¯ ~© ¨zyzē¤zy w¯ x}v¤¤z¢© v¤y ¬~yz¥ 
©ª¨zv£© x«©ª¥£~°zy {¥¨ v¤ ~¤y~¬~y«v¢C l}zª}z¨ ~ª ~© ©ª¨zv£~¤| 
v«y~¥A ¤z­©A |v£~¤| ¥¨ ¬~yz¥A x¥¤ªz¤ª ~© ª«¤zy ª¥ x¥¤©«£z¨ 
preferences. From broadcasting a few pieces of content to 
millions of people to narrow casting many pieces of content 
to niche audiences to unicasting millions of pieces of content 
tailored to one unique consumer, media has come a long 
way. Media companies which are used to mass consumption 
v¨z ¤¥­ }v¬~¤| ª¥ ¢zv¨¤ ª}z v¨ª ¥{ ~¤y~¬~y«v¢ x¥¤©«£¦ª~¥¤A 
¨z¢¯~¤| }zv¬~¢¯ ¥¤ ªzx}¤¥¢¥|¯ {¥¨ ª}z ©v£zC

Combining technology with the human creative  

X¥¤©«£¦ª~¥¤ v¤y £¥¤zª~°vª~¥¤ v¨z y¨~¬z¤ w¯ v¤v¢¯ª~x©C 
Engagement requires churn management tools and 
recommendation engines. Monetization needs programmatic 
¦¢vª{¥¨£©A vy ©z¨¬z¨©A zªxC V^ ~© ~¤x¨zv©~¤|¢¯ «©zy ª¥ 
recognize images and understand consumption patterns, 
machine learning is used for faster tagging and curation 
of content, robotics / blockchain can make release order 
¦¨¥xz©©~¤| z{ēx~z¤ªA zªxC 

Technology is now a core part of any media operation and 
its importance will continue to grow. Technology is still not 
ª}z ¦v¤vxzv {¥¨ ©«xxz©© v¤y xv¤¤¥ª ¨z¦¢vxz ª}z x¨zvª~¬z 
elements in the content pipeline. The art of determining right 
£~® ¥{ ªzx}¤¥¢¥|¯ ­}~¢z ¨zªv~¤~¤| ª}z }«£v¤ x¨zvª~¬z ­~¢¢ 
decide success for many media companies.

A.R.T. of distribution

Partnerships and collaborations 

YGX ¨z¢vª~¥¤©}~¦© ¤zzy ¤z­ ©¡~¢¢© ª¥ £v¨¡zª ª}z ©z¨¬~xz ª¥ 
the consumer, get them to download apps, share personal 
yvªvA x¥¤©«£z x¥¤ªz¤ªA w~¢¢ {¥¨ ª}z ©z¨¬~xz v¤y ¡zz¦ ª}z£ 
{¨¥£ x}«¨¤~¤| v­v C̄ i}z©z ©¡~¢¢© v¨z ~¤¬z©ªzy ~¤ y~{{z¨z¤ª 
sets of companies. For example, telcos are good at billing 
v¤y x¥¢¢zxª~¥¤©A yz¬~xz© D dh xv¤ y~©ª¨~w«ªz z£wzyyzy v¦¦© 
z{{zxª~¬z¢¯ =zC|CA n¥«i«wz ~© ª}z £¥©ª ­~yz¢¯ y~©ª¨~w«ªzy 
¬~yz¥ ©z¨¬~xz ¦v¨ª¢¯ y«z ª¥ v¤y¨¥~y ~¤ªz|¨vª~¥¤> v¤y £zy~v 
x¥£¦v¤~z© xv¤ x«¨vªz x¥¤ªz¤ª v¤y ©z¢¢ vy© z{ēx~z¤ª¢ C̄

In a traditional media ecosystem these skills mostly rested 
with a distributor (e.g., DPO, ISP, telcos). In the age of D2C 
media, partnerships between telcos, content producers, 
yz¬~xz©A ¦v¯£z¤ª ­v¢¢zª©A zªxC {«¢ē¢ ª}z©z ©¡~¢¢©C ev¨ª¤z¨©}~¦© 
and collaborations are a key piece of the art which media 
x¥£¦v¤~z© ¤zzy ª¥ yz¬z¢¥¦ v¤y ¢zv¨¤ ª¥ ­¥¨¡ ª}¨¥«|}A 
rather than work with.

Reach vs. depth of data

Collaboration will be critical for success in future. Media 
©z¨¬~xz© v¨z ª¥yv¯ w«¤y¢zy ­~ª} ¦v¯£z¤ª ­v¢¢zª© =zC|CA 
ev¯ib [~¨©ª>A ªv®~ ©z¨¬~xz© =zC|CA d¢v e¢v >̄A ªz¢x¥ w«¤y¢z© 
(e.g., Vodafone Red), TV subscriptions (e.g., TataSky TV 
Z¬z¨¯­}z¨z>A zBx¥££z¨xz ¦¢vª{¥¨£© =zC|CA V£v°¥¤ e¨~£zA 
{¥¥y ¥¨yz¨~¤| v¦¦© ¢~¡z o¥£vª¥>A zªxC [«¨ª}z Ä £v¤¯ v¦¦© 
aggregate different media content (like news aggregator 
v¦¦©> ~¤ª¥ ¥¤z ©z¨¬~xzC bzy~v ©z¨¬~xz© zv¨¤ ©¯¤y~xvª~¥¤ 
income from many of these aggregator apps but often do not 
|zª z¤yBx«©ª¥£z¨ yvªvC i}~© ª¨vyzB¥{{ wzª­zz¤ ¨z¬z¤«z v¤y 
yz¦ª} ¥{ yvªv ~© v y~{ēx«¢ª wv¢v¤xz wzª­zz¤ ©xv¢z v¤y ¬v¢«z 
x¨zvª~¥¤C W«~¢y~¤| YGX ¨z¢vª~¥¤©}~¦© ~¤ v w«¤y¢zy zx¥©¯©ªz£ 
~© v ¤z­ v¨ª {¥¨£ ­}~x} £zy~v x¥£¦v¤~z© ¤zzy ª¥ yz¬z¢¥¦C
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Segmental 
trends



iz¢z¬~©~¥¤

To view more by the artist; click on the picture

https://www.auraart.in/artist/detail/569ccb2cc59450ed6bdc8741


h}v~¢z©} evªz¢  ² h«¨{vxz© ­~ª}~¤ v ©«¨{vxz ² V«¨v V¨ª MJ

https://www.auraart.in/artist/detail/569ccb2cc59450ed6bdc8741
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Media and entertainment

iz¢z¬~©~¥¤  
Trendbook

V¢¢ yvªv }v© wzz¤ ¦¨¥¬~yzy w¯ WVgX v¤y ~© wv©zy ¥¤ ª}z~¨ ¨z©zv¨x}C  i}z yvªv }v© ¤¥ª wzz¤ ~¤yz¦z¤yz¤ª¢¯ ¬v¢~yvªzy w¯ Zn v¤y ~© ¦¨z©z¤ªzy  

~¤ ©«££v¨¯ {¥¨£ {¥¨ ¨z¦¨z©z¤ªvª~¬z ¦«¨¦¥©z© ¥¤¢ C̄

Powered by

d¬z¨v¢¢ ¬~z­z¨©}~¦ ¥¤ ik ¨z£v~¤zy 
stable in 2019…

ÿ}¥­z¬z Ä v {v¢¢ ­v© ­~ª¤z©©zy ~¤ 
the second half of the year

1,410 
1,604 1,614 

858 

552 594 608

1,010 1,007 

2017 2018 2019

Impressions (in billions)

Universe
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South

25

30

35

week
27

week
52

Overall impressions fell by approx. 5% in H2 

2018

2019

All India, 2+

All India, 2+, Wk27 to Wk52 2018 & 2019, Impressions in billion
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cid wz¤zēªzy ¨z|~¥¤v¢ ¢v¤|«v|z© ¢~¡z j¨y«A 
e«¤ vw~A W}¥ ¦«¨~A bv¨vª}~ ; \« v¨vª~ ­}¥©z 
x¥¤©«£¦ª~¥¤ ~¤x¨zv©zy ¥¬z¨ GE:

Viewership change by language
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TV viewership (impressions in billion)

850 

172 
270 265 

79 63 

850 

157 
241 245 

77 62 

782 

2-14 15-30 31-50 51-60 61+ All India

Jul - Dec 2018 Jul - Dec 2019

All India, 2+, Wk27 to Wk52 2018 & 2019

Viewership by 
age group

All India, 2+, Wk1 to Wk52 2018 & 2019, change in impressions



Media and entertainment

Average time spent 
per viewer

 Impressions 
(billion)

Weekly tune-ins 
(coverage)

Daily tune-ins 
(reach)

All India 03:42 30        91.5% 70.2%

HSM 03:27 19        90.7% 67.9%

South 04:12 11        93.4% 75.2%

64% \¨¥­ª} ~¤ ]Y ¬~z­z¨©}~¦ ~¤ GEFN

74% of time spent 
watching TV was on 
escapism

Kids watch a 
lot more than 
kids channels

50%

24%

9%
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News

Music & Youth

Kids

Sports

Others

News grew from 7% to 
9% in 2019
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h¥«¨xzO V¢¢ ^¤y~v G@²nzv¨ GEFN 
?c¥ªzO W«©~¤z©© cz­© x¥¤©~yz¨zy «¤yz¨ cz­© 
ćb«©~xĈ v¤y ćn¥«ª}Ĉ x}v¤¤z¢© x¢«wwzy v© ćb«©~x v¤y n¥«ª}Ĉ  

All India, 2-14, 2018 and 2019

Three of four people in south markets watch TV 
z¬z¨¯ yv¯
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i¥¦ FE vy¬z¨ª~©~¤| sectors in 2019

Advertising landscape 
in 2019

Cricket gained on the 
back of the IPL and the 
ICC World Cup in 2019

0  50  100  150  200  250  300

Personal care/personal hygiene

Food & beverages

Miscellaneous

Services

Household products

Hair care

Personal healthcare

Auto

Laundry

FCT in million

Building, industrial & land 
materials/equipments

762 mn 
Audiences 
sample TV 
in a week

98.5%  
(751 mn)  

Audiences watch 
ads on TV

11,525 
Vy¬z¨ª~©z¨©  

on TV 
(11,973 in 2018)

1.59 bn  
secs 

Total FCT played 
on TV 

(1.64 bn secs 
in 2018)

Percentage share of viewing minutes by sport 

Cricket Wrestling Kabaddi Soccer Others

69%

12%
8% 7% 4%

79%

6% 8%
3% 3%

2018 2019

All India 2+,2018 and 2019 full years considered
All India 2+, Year 2019
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ik vy¬z¨ª~©~¤|  
Trendbook

TV ad volumes fell 4% in 2019, mainly due to 
economic slowdown fears in the last quarter

183m | 197m
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In 2019,  
regional 
channels 

¨zxz~¬zy 13% 
£¥¨z vy¬z¨ª~©~¤| 

compared 
to national 
channels

615 
hours 
/ year

542  
hours  
/ year

Regional National
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Ads became shorter
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that increased 
spends on TV 
compared to 

other media in 
2019

Toilet soaps Tooth  
pastes

Rubs and  
balms

Hair oils

Perfumes/
deodorant

Fairness 
creams

Shampoos

i¥~¢zªDĔ¥¥¨ 
cleaners

Washing 
powders/

liquids

Milk 
wz¬z¨v|z©

1

2

3

4

5

6

7

8

9

10

25%

65%

10%

23%

67%

10%

< 20 Sec

20 - 40 Sec

é 40 Sec

Ad lengths (overall)

2018 2019

27%

64%

9%

25%

66%

9%

< 20 Sec

20 - 40 Sec

é 40 Sec

Ad lengths (prime time)
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i¥¦ ē¬z vy¬z¨ª~©~¤| sectors contributed 62% of 
¬¥¢«£z©

i}z ª¥¦ ē¬z vy categories resonated with 
“Swacchata”

2018 2019

Rank Top 5 sectors  %Share Top 5 sectors %Share

1 Personal care/Personal 
hygiene 19% Personal care/Personal 

hygiene 19%

2 [¥¥y ; wz¬z¨v|z© 17% [¥¥y ; wz¬z¨v|z© 18%

3 hz¨¬~xz© 13% hz¨¬~xz© 13%

4 Personal healthcare 6% Household products 6%

5 Household products 6% Hair care 6%

2018 2019

Rank Top 5 categories  %Share Top 5 categories %Share

1 Toilet soaps 6% Toilet soaps 7%

2 Toothpastes 3% Shampoos 3%

3 Shampoos 3% i¥~¢zªDĔ¥¥¨ x¢zv¤z¨© 3%

4 Washing powders/liquids 3% Washing powders/liquids 3%

5 i¥~¢zªDĔ¥¥¨ x¢zv¤z¨© 2% Toothpastes 3%



Expert  
speak

I believe each industry goes through a journey of growth, 
consolidation and renewed growth. In the short to mid-term, 
I see consolidation as main-stay that will funnel growth 
�L�Q���W�K�H���O�R�Q�J���W�H�U�P�����7�K�H���V�X�E�V�L�V�W�H�Q�F�H���R�I���W�K�H���¿�Q�H�V�W���D�Q�G���¿�W�W�H�V�W��
will take precedence. In addition, relatively stable business 
environment will encourage fresh investments in the sector.

NP Singh  
MD & CEO,  Sony Pictures 
Networks India

The M&E industry at large is certainly at an interesting 
juncture, with rapidly changing content consumption 
patterns at one end and disruptions in technology at 
the other. It is extremely imperative to delve deeper into 
consumers’ cultural nuances and deliver entertainment 
solutions respecting her beliefs and value system. The 
industry has certainly witnessed a transient slowdown 
phase, which should be soon behind us. It is an era of 
co-opetition and not competition, wherein extraordinary 
is possible if the required synergies are drawn, keeping 
consumers at the epicenter. 

Punit Goenka 
MD & CEO, ZEEL

Television is the Screen of the Indian home, deeply engaging 
all individuals in the home, in terms of increased time 
spent over the last 4 years. It is the dominant medium for 
advertisers. With many homes to yet get a TV Set – growth is 
ahead of us.

Sunil Lulla 
�;�`�a�]�^���=�p�]�[�m�l�a�n�]���G�^�Õ�[�]�j�$��
BARC India

We are in the middle of a transformational phase for the 
media industry as new ways of content consumption and 
engagement emerge across the world.  This opens up 
innumerable opportunities for broadcasters and content 
creators, to expand and look at the business in a new light. 
�7�K�H���F�K�D�O�O�H�Q�J�H���L�V���L�Q���E�H�L�Q�J���D���S�U�R�¿�W�D�E�O�H���O�L�Q�H�D�U���W�H�O�H�Y�L�V�L�R�Q��
company and yet being a digital growth company of the 
future! 

Megha Tata 
Managing Director – South Asia,  
Discovery Communications India

The Indian TV industry has mature cord cutters at one end 
�Z�K�L�O�H���P�L�O�O�L�R�Q�V���D�U�H���S�X�U�F�K�D�V�L�Q�J���W�K�H�L�U���¿�U�V�W���7�9���V�H�W�V���D�W���W�K�H���R�W�K�H�U��
end of the spectrum! This last mile of television adopters and 
�W�K�H���F�O�R�V�H���W�R���������P�L�O�O�L�R�Q���R�Q���)�U�H�H�'�L�V�K���R�c�H�U���X�Q�L�T�X�H���D�Q�G���H�[�F�L�W�L�Q�J��
opportunities for businesses in general, and to the M&E 
industry in particular. It will be a combination of creative 
application of content, marketing, and distribution with a 
conscious and sustained investment in digital that will forge 
the behemoths of the future. 

Aditya Pittie 
Managing Director, 
IN10 Media 


































































































































































































































































































































































































































































































