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‘Epics, fables, fantasies- storytelling has been an intrinsic part of our way of 
life for ages. Over the years, the Indian media and entertainment industry has 
taken this legacy forward and evolved to create content that is now resonating 
globally. We are at a tipping point where the Indian entertainment sector has 
blurred barriers like language and region and created a holistic experience 
that binds the nation as one.

With various offerings across formats and genres, our content is taking huge 
strides and finding its audience, right from the remote corners of our country 
to various parts of the world.

In this landmark year of India’s G20 Presidency, the global spotlight is on us, 
and it’s time to demonstrate the tremendous potential of our industry. India 
is one of the most diverse nations, which is reflected not just in our culturally 
rich stories but also in the creative capabilities and technical expertise of our 
people. This kind of untapped talent, when combined with the right kind of 
planning, allocation, and infrastructure, will empower the Indian M&E industry 
to become a global force to be reckoned with.

With the Indian M&E industry projected to reach $100 billion by 2030, a two-
pronged strategy toward accessibility is going to play a key role. Ensuring that 
content is within easy reach of the audience, ranging from mobile phones to 
the quintessential big-screen experience, is paramount. In conjunction with 
this, the door should always be open for the right talent. Structure, processes, 
and the constant pursuit to unearth and nurture talent at the grass-roots 
level are going to be of major significance. Recent events in the industry are 
testimony to the fact that when we deep dive to nurture talent in the parts of 
the country that haven’t been unearthed, magic happens.

Fasten your seatbelts because we are just getting started!

The world is watching, and it’s time 
to showcase what we’re made of

RE
WORD



“India is, the cradle of the human race, the birthplace of human speech, the 
mother of history, the grandmother of legend, and the great grandmother of 
tradition. Our most valuable and most instructive materials in the history of man 
are treasured up in India only.” Mark Twain.

It is finally India’s time under the sun. To Make in India and show the world. 
The sphere of influence wielded by Indian media and entertainment (M&E) 
globally is phenomenal, whether it’s Naatu Naatu and Elephant Whisperers 
bringing home the Oscars or the explosion of content from across our country’s 
diverse and multi-cultural M&E landscape. The perennial pillars of the sector 
are content, commerce and community, all of which continue to expand 
and grow exponentially in the face of shifting dynamics and technological 
innovation, fuelled by the digital revolution to connect everyone and everything, 
everywhere. This dovetails with Digital India, the flagship programme of the 
Government of India with a vision to transform India into a digitally empowered 
society and knowledge economy.

The Indian M&E sector powered through to a growth of 20% to reach INR 2.1 
trillion in 2022, which is 10% more than its pre-pandemic levels in 2019. 
While Television retained its market size as the largest segment even under 
10% growth and 166 million households, digital media with over 30% growth, 
cemented its position as a strong No 2. Smart connected TV sets will exceed 
40 million daily active users by 2025. With disruption such as free digital IPL 
on Jio Cinema, a digital forward economy has already seen content and data 
consumption levels reach monumental proportions by global standards. Indians 
now consume nearly 20GB data per month on average, No. 1 in the world 
already, and expected to reach 46 GB by 2027. Online gaming is set to grow to 
500 million gamers by 2025 to become the third largest segment of the Indian 
M&E sector, driven by 5G and conversion of feature phones to smartphones. 

Advertising exceeded the INR1 trillion benchmark in 2022 for the first time. It 
is now 0.4% of India’s GDP, much lower than developed large markets like USA, 
Japan and China, signalling further room to grow. Digital advertising contributed 
70% of the absolute growth in advertising in 2022.

It’s an exciting time to be in the M&E business, and it looks like it’s only going 
to get bigger and better as we expect the sector to grow 11.5% in 2023 to 
reach INR 2.34 trillion and further grow at a CAGR of 10.5% to reach INR 2.83 
trillion by 2025. It would be my dream to see us smash through these forecasts 
as we grow exponentially across the entire M&E value chain – be it through 
democratisation of the creator economy or disruption in digital distribution. 

I dream of an India with infinite storytellers, finding unlimited avenues to reach 
their stories to the ever-growing video consumers of India and the world, 
platform as well as language agnostically.  

I would like to thank the entire M&E fraternity for coming together and working 
as one to realise this vision. I would also like to thank the Information and 
Broadcasting Ministry for their progressive approach towards policy and 
regulation. Lastly the entire FICCI team and our partners who have contributed 
to make this detailed and prescient report.

India – Leading the Digital 
Forward way to the World!

Jyoti Deshpande 
Chairman, FICCI Media and 
Entertainment Committee

‘
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Media and entertainment

Regional sports media is changing 
the channel

Regional sports network (RSN) revenues are facing 
significant pressure as subscriber counts decline due 
to consumer cord-cutting and loss of carriage from pay 
TV operators, who are choosing to drop the networks 
rather than pass along pricey affiliate fees to customers. 
The combination of lower revenues with a high fixed-cost 
expense base (i.e., rights payments to teams) is driving a 
structural decline in cash flow and existential questions 
about the viability of the RSN business model.

Professional sports teams and leagues are looking ahead 
to the expiration of existing RSN rights deals. They have 
concerns about the durability of a critical source of team 
income, given the financial stress in the RSN landscape. This 
dynamic is a major focus for baseball, basketball and hockey 
teams that rely heavily on RSNs to support fan engagement 
throughout lengthy regular-season schedules.

To address the potential for disruption, teams and leagues 
are studying — and sometimes, executing on — transactions 
to purchase RSNs and position the business for transition to 
DTC streaming. Acquiring an RSN would vertically integrate 
content (game broadcasts and shoulder programming) 
with distribution and allow teams or leagues more robust 
connectivity with their customers. RSN ownership would 
also enable creative bundling opportunities. Offerings 
could include discounted game tickets and concessions, 
exclusive fan experiences, team-branded merchandise, 
NFTs, and tie-ins with sports betting — all geared to motivate 
fans to sign up for the DTC service. Advertising and 
sponsorship revenues are additional sources of revenue.

However, acquiring an RSN and making the pivot to 
streaming comes at a considerable risk. DTC pricing must be 
high enough to offset current payments for rights fees while 
also being affordable enough for subscribers to discourage 
churn in the team’s off-season or during periods of poor 
team performance. This may require multiple pro teams 
participating in a streaming venture together to facilitate a 
year-round programming schedule.

Movie theaters look for more action

Despite the tangible momentum gained for the big 
blockbusters at theaters this year, studios and exhibitors 
are working through a recalibration of the movie business. 
Box office revenue is over 30% below annual totals in pre-
pandemic years, according to BoxOfficeMojo.com. The total 
number of films released in 2022 is tracking well below the 
10-year average leading up to 2020, leaving consumers 
with fewer options when they are considering a trip to the 
theater and driving down admissions industry wide.

Studios are reviewing which genres “work” economically 
for theatrical releases versus a straight-to-streaming 
approach. Action, superhero, horror, family-friendly, rom-
com and so on all bring different budgets, marketing plans, 
potential audience breadth and, ultimately, monetization 
opportunities for studios. Studios are basing release plans 
on a corporate agenda that is now centered on maximizing 
DTC — ultimately determining that some films are best suited 
for a streaming release.

In response, theater owners will need to recalibrate their 
business and financial models to account for less film 
product flowing through their multiplexes while staying 
nimble enough to capture the returns from the mega 
blockbusters. Theater owners are taking tactical action 
around loyalty programs and other steps to stay 
engaged with consumers. Strategically, some exhibitors 
are restructuring their balance sheets and shrinking theater 
portfolios to align with current market realities. Studios 
can assist too, by managing release calendars to ensure 
that a steady supply of films hit theaters in a cadence that 
includes traditional busy periods like summer while also 
load-balancing the schedule throughout the year. This will 
help support the operations of exhibitors and enable them 
to deliver a positive customer experience to moviegoers.
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Media and entertainment

Television viewership
Trends

All data has been provided by BARC India and is based on their research.  The data has not been independently validated by EY and is presented in summary 
form for representative purposes only.

Powered by 

Universe HSM South

1,614 1,731
1,591

1,474

1,007 1,087
979 925

608 643 612 548

2019 2020 2021 2022

Indians spent  
1.47 trillion  

minutes watching 
television

79% of the  
TV viewership was 
people under 50 

years of age

AMA/Impressions (in billions) | All India 2+ | Wk1 to Wk52

AMA/Impressions (in billions) | All India 2+ | Wk26 to Wk52 2022

Age-wise TV viewership

153

2 to 14

216

15 to 30

536235

31 to 50

86

51 to 60

73

61+
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At 43%,  
Hindi remained the 

most viewed language 
on television

TV’s daily 
average reach 

was 565 million 
homes

56% of viewership was in 
Indian regional languages

making it the largest 
medium in India 

by far

All India, Wk1 to Wk52 2019, 2021 and 2022 | Based on Weekly Average Viewing Minutes

All India, Wk1 to Wk52 | 2022 | 2+

43%

43%

45%

34%

35%

33%

1%

1%

1%

22%

21%

21%

Hindi

South

English

Other languages

Share of language viewership

202220212019

2022 Daily average 
reach (million)

Weekly cume 
reach (million)

Average time 
spent

Weekly AMA
(billion)

India 565 760 3:35:00 28.3

HSM 379 523 3:21:17 17.8

South 186 237 5:02:54 10.5
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2/3rds of  
non-program 
inventory was 

commercialized
A third was used for channel 

and program promos

Only commercial

67%

33%

Only promotional

40 Sec>_

20-40 Sec

<20 Sec

Ad length (Overall)

2021 2022

8%

7%

64%

66%

28%

27%

Ad length (Prime time)

40 Sec>_

20-40 Sec

<20 Sec

2021 2022

6%

6%

65%

65%

28%

29%

There was a slight 
increase in the share of 

shorter ads

Commercials  
with a duration of  

20-40 seconds 
were the  

most preferred
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Media and entertainment

Digital infrastructure
Trends

2021 2022

Wireless 1154 1143

Wireline 24 27

Total 1,178 1,170

Press Release No.13/2023 (as on 31 Dec 2022) Press Release No.12/2022 (as on 31 Dec 2021)

Press Release No.13/2023 (as on 31 Dec 2022)

There were 
1.17 billion 

telecom 
subscriptions in 

2022
Similar to 2021 

and 2020

Teledensity 
is heavily 
skewed 

towards urban 
markets

Telecom subscriptions (in million)

2021 2022

655
523

652
518

 Urban  Rural

134%
Urban India

85%
All India

58%
Rural India

 Internet subscriptions Dec 2020 Dec 2021 Dec 2022E

Total 795 829 866

Narrow band 48 37 34

Broadband 747 792 832

Urban 482 496 516

Rural 313 333 350

The Indian Telecom Services Performance Indicators July – September 2022, October – 
December 2021, October – December 2020, EY estimates

Internet
penetration 

grew 4% 
96% of 

subscriptions were 
broadband
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Ericsson Mobility Report, November 2022 and 2021 Ericsson Mobility Report, November 2022

74%
of subscriptions were 4G 
or 5G, up from 68% 4G 
connections last year

31 million
5G subscriptions in the 

India region by the end of 
2022 and 690 million by 

the end of 2028

There are 
approximately 
1.6 active data 

subscriptions per 
smartphone

Comscore & EY analysis (smartphones in use), Ericsson 
Mobility Report, November 2022 (data subscriptions)

538 
627 

890 
1,038 

2022 2025E
Smartphones
(million)

Data subscriptions
(million)

32%

Indians spent 
almost 4.9 hours 

a day on their 
phones, up

over 2019, or 4% 
over 2021

Ericsson Mobility Report, November 2022 and 2021

2020 2021 2022 2028E

16gb 20gb 25gb
54gb

Average data 
consumption 

per month per 
smartphone  

continues to show 
robust growth

Ericsson Mobility Report, November 2022 and 2021
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Time spent  
online continued  

to grow

Top 10  
most visited sites/ 
platforms online  

by Indians

1,261

1,669
2,071

2,160

270 403 457 440

2019 2020 2021 2022

Total minutes (billion)

All activities Entertainment

December 2021 December 2022

Property
Total unique 

visitors/Viewers 
(in million)

Total minutes 
(in million)

Total unique  
visitors/Viewers  

(in million)

Total minutes 
(in million)

Google sites 481 614,415 493 608,090

Facebook 457 517,377 465 516,012

Amazon sites 355 22,712 358 20,322

Times Internet Limited 370 32,774 310 30,367

Flipkart sites 278 19,973 294 18,226

Paytm.com 228 8,562 260 13,216

Truecaller.com 229 35,620 239 51,605

Reliance Jio Digital  
Services 213 10,006 234 11,992

Network18 216 6,198 228 9,791

Telegram.org 201 21,359 217 22,786

December 2022 & December 2021 – India | Desktop: 6+ Home and Work, Mobile: 18+ Smartphone and Tablets iOS and Android
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Indians spent an 
average of 4.9 hours 

everyday on their 
mobile devices, up 
from 4.5 hours in 

2020

Indians spent 
almost 748 

billion hours on 
their phones in 

2022!

1,158 1,188
1,118

655
748699

179
208

194

China India USA

Hours spent on mobile (in billion)

2020 2021 2022
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Media and entertainment

46% of time 
spent was 
on social 

media apps

Hours spent by category in India in 2022

46%

25%

6%

4%

20%

Social

Photo & video

Games

Sports & entertainment

Others

While India was the 2nd largest market by app downloads and hours pent 
on mobile, it did not feature in the top 20 markets on consumer spending on mobile

Note: Download across iOS Google Play and third-party android in China combined; Time spent is Android phones only; 
Spend is gross – inclusive of any percent taken by the app store

India at 28.9 billion downloads 
was only behind China’s 

111 billion app downloads

India did not feature 
in the top 20 markets 
by consumer spend

India at 748 billion hours on 
mobile was only behind China’s 

1.11 trillion hours on mobile#2 >20

#2





















Media and entertainment

Entertainment Food/Cooking

Pets/WildlifeComedy

DIY & Hacks/ Knowledge Automobiles/Travel
Others / Self Improvement Sports

40%

12%12%

8%

7%

6%

6%

9%

<30s 45s - 60s

>60s30s - 45s

75%

15%

5%
5%

75% of content 
consumed on Josh 
was less than 30 
seconds long

70% of video plays on Josh were UGC. It added 282,000 creators 
in the last one year

Share of UGC video plays

Feb 2022 Feb 2023Sept 2021

 

Mar 2021

47%
51%

60%

70%

Creators

Feb 2022 Feb 2022Sep 2021

 

Mar 2021

372,000
465,000

588,000

870,000

Entertainment 
and comedy 

continue to be the 
leading genres
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Short-form 
video projections

India’s short-form 
video advertising 

market in FY2022

India’s short-form 
video advertising 
market by FY2030

Virtual gifting on  
short-form video 
platforms in India 
by FY2030

Social commerce 
market in India 
by FY2030

India’s short-form 
video advertising 
market in FY2023

US$50 
million

US$ 
80-90 
million

US$ 
3-6  

billion

US$ 
1.7 

billion

US$ 
3-4  

billion

All projections from Redseer 2023 report
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Media and entertainment

Video Text Audio Short format/ message Don’t usually consume

Video is the 
most preferred 
format for news 

consumption
Text has an established place across 

political, international, 
regional and business news;  

short video is making its 
presence felt across 

genres

Q. Which social media platforms do you use for news content?

YouTube 
and Meta are 

the favourite 
social platforms 

for news 
consumption

While YouTube and Facebook were platforms of choice for all audiences, younger audiences preferred 
Twitter, Instagram, Public, Inshorts, etc. more than older audiences, who preferred Whatsapp

69%

56%

47%

32%

32%

23%

17%

13%

7%

YouTube/ Google

Facebook

Whatsapp

Twitter

Instagram/ Reels

Daily Hunt

Public/ Public Vibe

InShorts

Takatak/ Josh/ Moj/ etc

78% 7% 8%5%Entertainment

66% 17% 4%10%Political & national

65% 17% 6%10%International

67% 12% 10%9%Sports

63% 20% 6%9%Local/ regional

61% 12% 17%9%Lifestyle

49%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

22% 15%10%Business & tech
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Podcasts have 
still not gained 

popularity in India 
though it is picking 

up with the younger 
audiences

Smartphones 
are the most 

preferred device 
for online news 
consumption

1 (Most trusted)

No material differences were noted in trust levels across younger and older audiences

2 3 4 5 6 (Least trusted)

Newspapers 
are the most 

trusted 
news source

92%

3%

1%

1%

3%

Smartphone

Computer

Tablet

Amazon Alexa/
Google Nest, etc.

Others

8%

9%

16%

67%

I am a regular news
podcast listener

Percentage of respondents

Yes, I do listen to a news
podcast once a week or more

Tried, but it isn’t a regular
feature for me

No, never have

42% 25% 16% 4%9% 5%
Newspaper (Print edition/

digital subscription)

Ranking of news sources (1,2,3...6)

23% 20% 8%12% 8%
Broadcast news channels

e.g. NDTV, Times Now, CNN TV18 etc.

18% 21% 24% 12%16% 9%
Social Media (Facebook, YouTube,

Whatsapp, Instagram, Twitter etc.)

10%5% 20% 10%35% 20%Magazines

8%5% 13% 16%20% 38%News aggregator platforms
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Top 5 categories

23%

77%

Other categories

Print ad  
volumes were  

dominated by high  
value products

Print remains a  
“go-to” segment for  
upper SEC audiences

Rank Top 5 categories in 2022
Share of ad  

volumes

2021 2022

1 Cars 5% 5%

2 Properties/ Real estate 5% 5%

3 Coaching/ Competitive  
exam centre 4% 5%

4 Two wheelers 5% 4%

5 Retail outlets-jewellers 3% 4%

Rank
2020 2021 2022

Top 5 advertisers Share Top 5 advertisers Share Top 5 advertisers Share

1 SBS Biotech 5% SBS Biotech 5% SBS Biotech 3%

2 GCMMF (Amul) 1% Maruti Suzuki India 2% Maruti Suzuki India 2%

3 Venkateshwara Hatcheries 1% LIC of India 2% Reliance Retail 2%

4 Hindustan Unilever 1% Hero Motocorp 2% Hero Motocorp 2%

5 Maruti Suzuki India 1% Emami 1% LIC of India 2%

Top 5 
advertisers 
contributed 

10% of ad volumes 
in 2022 
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…while national 
magazines 

garnered almost 
half of total 

magazine ad 
volumes

Five states 
contributed half 
of newspaper 
ad volumes…

Rank States
Share

2021 2022

1 Maharashtra 15% 15%

2 Uttar Pradesh 12% 11%

3 Tamil Nadu 9% 9%

4 Karnataka 8% 8%

5 Andhra Pradesh 7% 7%

6 Rajasthan 7% 7%

7 Punjab/ 
Chandigarh 5% 5%

8 Kerala 4% 4%

9 Gujarat 4% 4%

10 Madhya Pradesh 4% 4%

Others (13) 25% 25%

Rank States
Share

2021 2022

1 National 45% 48%

2 Maharashtra 12% 11%

3 Kerala 11% 11%

4 Tamil Nadu 7% 7%

5 West Bengal 6% 6%

Others (6) 19% 17%

Note: Rank is given to the States based on 2022 volumes and 
only share of respective state in 2021 is given



Media and entertainment

English publications 
comprised 45% of total 
magazine ad volumes

They had contributed 51% 
ad volumes in 2019

Ad volume by  language (magazines)

0.2%

2%

2%

4%

5%

6%

7%

8%

9%

11%

45%

Assamese

Punjabi

Telugu

Marathi

Kannada

Bengali

Tamil

Gujarati

Hindi

Malayalam

English

Hindi and English 
publications garnered 

64% of total newspaper 
ad volumes

Share of English language 
publications exceeded their 

pre-COVID share of 24%

Ad volume by  language (newspapers)

1%Others (3)

1%Bengali

2%Oriya

3%Malayalam

3%Gujarati

5%Tamil

5%Kannada

5%Telugu

9%Marathi

26%English

38%Hindi









Expert
speak

A synergistic evolution of news media across platforms is 
underway to cater to diverse news consumption habits. 
Trusted news brands are leading this charge through high 
quality journalism that heightens reader engagement, 
resulting in a better leverage for monetization. 

Sanjay Gupta
Jagran Prakashan

The print segment has been gaining resurgence over 
the past few quarters and has emerged as a trusted 
and credible source of information for most consumers, 
brands and marketers. Its impeccable editorial ethos and 
ability to deliver relatable content with a high level of 
integrity will continue to help it in the long run.

Girish Aggarwal
Dainik Bhaskar

The Indian media sector is going to see a robust growth 
this year riding on several elections, events and the 
growth in the economy. I also believe media companies 
will look at efficiencies and will take steps in digital 
transformation.

Jayant Mamen Matthew
Malayala Manorama

Print is back with a bang. Digital is disrupting  itself at 
breakneck speed. Consolidate or die.

Anant Goenka
Indian Express

The print media has made a strong comeback overtaking 
the pre-covid levels, and reinforcing  readers’ and 
advertisers’ trust in the medium. Most categories of 
advertisers are growing.

Devendra Darda
Lokmat


























































































































































































































































































































































































































































































































































