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3‘When the good folks from FICCI and EY asked me to do this foreword, I told 
them I’m more about stories than about numbers. 

But when they shared some key numbers with me, an interesting story 
emerged. 

India’s media and entertainment industry tends to outpace the nation’s GDP 
growth. Last year, the industry grew over 8%, despite global headwinds. While 
traditional media, such as television and radio, continue to dominate the 
market reaching 800 and 400 million consumers respectively, digital has truly 
caught up, recording a reach of 600 million. While print, with a reach of 300 
million, and cinema with 100 million, may appear smaller, they continue to 
remain essential in shaping the future of the industry. 

What is clear from 2023 is that digital is not eating away share from the other 
mediums but is additive to the industry. The reach of online news is higher 
than that of newspapers or news television. Digital video is now larger than 
television in certain areas of the country, with online sports setting global 
viewership records. And online entertainment platforms cater to audience 
segments both from an original content perspective as well as for catch-up 
television.

Yet, untapped opportunities abound. A third of India does not have a 
television, and over half do not yet use social media. 90% of Indians do not 
visit cinemas, and only one in 10 Indian households has a wired broadband 
connection. The potential for growth is immense, and both digital and 
traditional media have significant headroom to scale in the years ahead. 

The numbers tell a story. And the world is sitting up and taking note of India’s 
amazing story. 

It is not a digital divide, 
but a digital multiplier!
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The integration of digital technologies in the Indian M&E sector is at a scale 
without parallel amongst the comity of nations.  The sector is witnessing a massive 
transformation, fuelled by the Government of India’s thrust on improving digital 
infrastructure in the country. In 2024, digital media is poised for explosive growth, 
potentially overtaking television to become the leading segment of the M&E sector. 
This surge in digital media is forecasted to propel the M&E sector’s growth to a 10% 
annual rate, crossing INR3 trillion ($37.1 billion) by 2026.  This growth is buoyed by a 
robust digital infrastructure, widespread adoption of OTT platforms, significant growth 
in the gaming segment, and the availability of cost-effective options for consumers. 
Despite this digital boom, traditional media is also experiencing steady growth and 
thus India is a “Linear and Digital Market” rather than “Linear or Digital Market”. 
This resilience also serves as evidence of the enduring relevance of print, radio, 
out-of-home advertising, and regional television, illustrating India’s diverse media 
consumption habits. 

India produces a staggering 200,000 hours of content annually. This includes 
over 1,700 films, 3,000 hours of premium OTT content, and 20,000 songs.   It is 
noteworthy to acknowledge that Indian content has crossed international boundaries, 
captivating audiences in more than 160 countries and topping streaming charts on 
global platforms. Even within India the traditional boundaries separating regional 
and national content are increasingly becoming indistinct. This shift indicates a new 
era where local flavors and stories are showcasing the universal appeal of Indian 
storytelling. 

Accessibility and affordability of the internet is driving the growth of the M&E 
sector. Ad-supported video on demand platforms have transformed viewership 
in India by providing easy and affordable access to live sporting events. The 
democratisation of content consumption will be further strengthened through 
supportive developments in the all-critical triad of infrastructure readiness, consumer 
market growth, and enabling public policies. India’s burgeoning talent pool in content 
creation which includes post-production, VFX, animation, and gaming, is transforming 
it as a hub for creative the industry. As we navigate towards a billion active screens by 
2030, with mobile screens comprising over 75% of them, the need to innovate content 
creation, distribution, and monetization strategies becomes paramount.

The 2024 Report encapsulates the spirit of resilience, innovation, and collaboration 
that are the hallmarks of our M&E sector. As we navigate towards a bright and 
dynamic future, it is crucial to leverage the synergy of creativity and technology with 
forward-looking policy and regulatory regimes. This can position India as the content 
hub of the world - bringing its unique stories, rich culture, and diverse perspectives to 
the global stage.  

The stage is set, and the Indian Media and 
Entertainment (M&E) sector is poised to 
captivate the world. 
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It has been a while since the media and entertainment (M&E) sector grew 
slower than Indian GDP, but that was 2023 in a nutshell! Headwinds from 
geopolitics, the uncertainty of war, a funding scarcity and regulatory 
implications impacted advertising spends and reduced consumption. Yet the 
M&E sector grew, outpacing that of many developed countries.

Consumption trends continued to favor digital media, social media, video and 
audio streaming and online gaming. Yet traditional media – regional television, 
print, radio, OOH and cinema – also grew and were profitable.

Although phone prices increased, India added over 30 million more 
smartphone users. Airfares increased, yet so did the uptake of travel and 
events.  Ticket prices went up, but India sold over 900 million movie tickets 
and ticketed events had their best year, ever.

I believe we are at that “inflection point” we have been speaking of since 
2018, when digital finally overtakes traditional media.  In 2023, new media 
comprised 52% of total advertising revenues, and digital subscription, if 
corresponding data charges are included, would also comprise a majority of 
subscription revenues. 70% of the M&E sector’s growth in 2023 was driven by 
new media.

This report aims to understand the quality of change and tries to paint a 
picture of the next three years. We have included over a hundred ideas 
for businesses to consider, taking advantage of the many trends and 
opportunities we expect to see.

We hope you enjoy reading this report as much as we enjoyed putting it 
together for you.  We are certain you would find this report to be insightful.

A year of change. 
A time to #reinvent.
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The surging ascent of Connected TVs marks a pivotal shift 
in media consumption, providing unparalleled engagement 
for audiences and a wealth of opportunities for Advertisers. 
This trajectory sets the stage for an era characterized by 
innovation and seamless connectivity

Arjun Nohwar
Warner Bros. Discovery

The M&E landscape in India is conducive for businesses 
to build robust and scalable models for the future that 
amalgam creativity, technology and monetization in a 
seamless manner. Amidst this, understanding the pulse 
of the audience, to deliver personalised and innovative 
experiences across platforms, will play a crucial role in 
determining success.

Punit Goenka
ZEE Entertainment 
Enterprises Ltd.

This year marks a pivotal moment for the M&E industry, 
with companies recalibrating strategies with a focus 
on scaling for long-term growth, enhancing viewer 
choices at diverse price points, and embracing emerging 
technologies, including Gen AI.

NP Singh
Culver Max Entertainment

The Indian economy is displaying immense buoyancy, 
and the continued growth momentum will spur revenue 
maximisation opportunities for the sector going. The 
real potential of the industry is set to unlock as content 
distribution and monetization models evolve, resulting in 
higher ROI for all partners in the media value chain.

Rahul Johri
ZEE Entertainment 
Enterprises Ltd.



The challenges of the news television industry are 
only going to grow, and they need to be addressed. 
Our focus going forward will be on cost reduction, 
boosting alternative sources of revenue like subscription 
revenue, and adoption of technologies like AI for better 
productivity and innovation.

Barun Das
TV9 Network

The battle for eyeballs between TV and digital will only 
intensify. Collaboration between media companies, 
telecom operators, and tech giants will become more 
common as stakeholders seek to leverage each other’s 
strengths and resources to add impetus to the entire 
media value chain.

Aditya Pittie
IN10 Media Network

In the absence of a reliable census since 13 years and 
Covid-induced disruptions, most data points are extra-
extrapolations. Digital is no different with adex and user 
data largely self-declared. Data is the bedrock of the 
media business for objective in decision making which is 
otherwise prone to the sensitivities of the chief decision 
maker in organisations.

Avinash Kaul
Network18

I foresee a data-driven future and ISEC migration will 
be crucial in establishing quality audiences on the news 
genre. Responsible content will  bolster news brands - 
brands built around trust will combat misinformation. 
D2M is another big lever that could exponentially boost 
the reach of the genre.

Kalli Purie
India Today Group 

In the evolving media landscape, visionary storytellers 
unite diverse audiences. Embracing tech and diverse 
narratives will create connections, unlocking opportunities. 
Innovation and collaboration will be essential for thriving 
in our ever-changing media ecosystem.

Avinash Pandey
ABP Network

India’s ME sector stands at a cusp of embracing new age 
content, platforms and audience profile. This evolution 
provides industry leaders an exciting opportunity to 
create a society that is aware, agile and adaptive.

Gaurav Dwivedi
Prasar Bharati



Television viewership in 2023 has grown smartly versus 
2022 and currently exceeds even 2021 ratings. Marquee 
events like IPL have seen large growth in viewership. Not 
to take away the performance of other screens – but TV 
continues be the definitive screen for Indian homes.

Nakul Chopra
BARC

The year ahead should be more balanced, bringing with it 
coexistence of traditional and new age products with an 
enhanced customer experience. Strategic agility will be 
critical for success.

Manoj Dobhal
DishTV India Limited

Availability of same content as pay and free has been 
behind the stagnation of the pay industry, TV and OTT. If 
content owners correct that, the industry will grow again.

Harit Nagpal
Tata Play Ltd.

Vynsley Fernandes
Hinduja Global Solutions 
Limited

With digital saturation expected to slowly envelop the 
consumer footprint, distribution companies are directing 
their focus on retention strategies that extend well beyond 
the realm of discounts. Integrated product offerings – like 
bundled broadband, television, & OTT could soon become 
the “de rigeur” offering to consumers.

Evolving consumer preferences, increased internet access, 
and emerging technologies are fast reshaping M&E in 
India. With the emergence of access to technologies like 
5G, Fiber, and Satellite, a sizeable section of consumers 
are enjoying seamless streaming of higher quality 
content, thus unlocking new opportunities for the sector.

Siddharth Sharma
Airtel



Regulatory forbearance is critical for the Pay TV universe, 
allowing broadcasters to unleash their creativity and 
produce top-quality sports and entertainment content. 
An environment of choice and flexibility will enable an 
ecosystem which will continuously engage and captivate 
consumers, driving growth and innovation in the 
industry.

Gurjeev Singh Kapoor
Disney Star

Linear TV being economic, having easy content 
accessibility and stable connectivity continues to be a 
platform of choice for the masses. With media penetration 
less than 70% and increased disposable income, rural 
India provides the next big opportunity for growth.

Rajesh Kaul
Culver Max Entertainment

Subscribers continue to be discerning and opt for 
distribution platforms that they think are the best for their 
needs. The landscape is throwing up challenges every day 
but in the mid to long term all forms of video distribution 
shall co-exist.

Amit Arora
Indiacast

The focus on an AVOD ecosystem (especially on sports) 
will continue, but will have to be balanced with SVOD 
economics, as AVOD will remain brutal with Big Tech 
dictating the CPMs. Aggregation/ bundling of apps and 
consumer convenience will be a key focus to grow the 
SVOD business.

Anuj Gandhi
Plug & Play Entertainment

The implementation of NTO 3.0 coupled with the growth 
of the pay-TV ecosystem across households, signifies 
positive mid to long-term growth for linear subscription 
revenues. A well-balanced approach towards pricing and 
quality content will determine the consumer’s platform of 
choice.

Atul Das
ZEE Entertainment 
Enterprises Ltd.



As India leans into premiumization, high-quality 
content and immersive experiences ensure growth 
across traditional and modern platforms, supported 
by integrated technology, AI, and data privacy. Brands 
will be willing to invest more for stronger consumer 
connections and transactions compared to alternative 
content or data aggregation methods.

Ajit Varghese
Disney Star

All macro-economic indicators are pointing towards 
higher consumption levels, which will lead to a significant 
rise in AdEx across markets. Leveraging the synergies 
between TV & digital to improve yield and generate high 
ROI will enable advertisers to have a sustained presence 
throughout the year.

Ashish Sehgal
ZEE Entertainment 
Enterprises Ltd.

While a digital presence grabs attention in today’s fast-
paced world, television brings credibility and prestige 
that helps build enduring brands. Key is to shift from 
digital vs. TV to a digital and TV mindset for powerful 
brand impact.

Sandeep Mehrotra
Culver Max Entertainment

The industry anticipates sustained growth, fueled by 
India’s resilience amidst global challenges and a positive 
consumer outlook. Consumer demand is expected to be 
strong across urban and rural markets. Advertisers will 
continue to invest in growth with increased ad spends,  
making 2024 a promising year.”

Mahesh Shetty
Viacom18 Media
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2024 is the year AdEx will pivot to becoming a strategic 
enabler of business and top line growth for advertisers. 
Brand-formance, Generative AI and Micro-market 
targeting are the trends to focus on.

Satya Raghavan
YouTube

External factors such as the ease of paying with UPI, awareness 
around subscriptions, and the inclination to pay for experiences 
will contribute to the growth of paid music streaming. 
In addition, the rise of Indian pop stars with strong fan 
communities that are seeking ways to seamlessly connect  
to their favourite artists, will also boost this growth.

Amarjit Batra
Spotify

AI, short video, business messaging and immersive tech 
have fundamentally transformed the future of how studio 
led movies, OTT content and linear TV are marketed and 
consumed in India. The power of  these tech solutions can 
make a material contribution to the industry’s growth.

Sandhya Devanathan
Meta India

Whilst consolidation seems to be the theme within M&E in India,  
to thrive for the next decade with a renewed focus on advertising, 
we need to reinforce subscriptions and indeed explore other 
revenue models as Gen AI will lead to abundance in short  
video and hence dent monetization in the medium term.

Neeraj Roy
Hungama

Media today no longer conforms to a type as audiences 
demand content that is consistent across platforms and 
personalized. Even traditional media like radio are 
using streaming, podcasts, etc. to innovate and engage 
audiences globally. Digital media is further adding to how 
we connect, engage, and inspire audiences worldwide.

Pawan Aggarwal
db.com

India’s youth are embracing technological advancements, 
disrupting the publishing industry. Projected for a $5.2 
trillion economy with a low ad-to-GDP ratio, digital 
advertising is expected to reach 80K crores. Collaborative 
efforts towards youth inclusion, audience science, and 
disruptive technologies will shape M&E’s future.

Bharat Gupta
Jagran New Media

As short-video content continues to gain popularity, tier II 
cities have emerged as trend setters. In 2024, short-video 
content is expected to expand its reach, becoming highly 
personalized, with technology playing a pivotal role in 
elevating user engagement and satisfaction.

Umang Bedi
VerSe Innovation Private 
Limited

Social first news brands have blurred the fine line between news 
and content.  AI further increases the risk of misinformation 
spreading on social media posing itself as news. Digital first 
news brands hence need to work on trust and transparency  
to create the next wave of growth. The serious news  
consumer will reward those who do.

Deepit Purkayastha
InShorts



The year ahead looks exciting with widespread UPI 
AutoPay adoption, enabling seamless recurring payments 
for a majority of transactions in India.

Vishnu Mohta
SVF (HoiChoi)

The big challenge ahead for regional OTTs is finding a 
road to sustainable profitability. This will not be easy 
but I believe in the “power of local”. Hybrid revenue 
models, smarter content ecosystems to drive down costs, 
go-to-market consolidation and sharply focused geo-
targeted storytelling will be important.

Ajit Thakur
Arha Media

For decades, readers have been accustomed to the unified 
voice of newspapers. When they turn to a digital source, 
they seek the same consistency and reliability they’ve 
come to expect. However, the fragmented nature of digital 
news often falls short of delivering this consistent, one-
experience that newspapers offer. 

Raju Vanapala
Way2News

This last year has been punctuated by the rapid 
consumer shift towards online video and increasing 
market consolidation. It has also been a year of 
immense reckoning for streaming, with the industry 
being forced to ramp up revenue while rationalizing 
spends, or quite simply ceasing to exist. 

Archana Anand
ZEE5 Global

2024 will see pivotal change in digital publishing on back 
of adopting and adapting to AI and the disruptions it will 
bring in every aspect of business. Themes of hyper-local 
and video will take centre stage in plans.

Puneet Singhvi
Network18

In the next few years, there will be a massive increase in 
micropayment-led monetization for digital influencers 
through livestream gifting. This will help grow the creator 
ecosystem in the country by allowing creators to have a 
steady monetization stream beyond ads.

Ankush Sachdeva
Sharechat and Moj



2024 will see two significant but seemingly contradictory 
trends – the growth of Connected TV beyond the top 30M 
households into mainstream and at the same enabling the 
250M mobile users who don’t have a 4G connection with 
their own personalized devices.

Gulshan Verma
Jio Ads

Our country is an interesting melting pot of India and 
Bharat where technological advances and consumer 
preferences, stories and audiences, feed off each other. 
Our industry needs to create platform symbiotic content 
and explore additional business models to profitably 
operate at scale. 

Alok Jain
Viacom18

The next era of social interaction is LIVE conversations. 
From expert insights to entertaining content, live video 
and audio will redefine engagement.

Deepak Salvi
Chingari

With the speed and cost advantages of generative AI, we 
will see a marked acceleration of the best stories and IPs 
moving across formats and languages. 

Ranjeet Pratap Singh
Pratilipi
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Not daily

News is consumed at a high frequency

Social media was the most preferred method for consuming news

YouTube and Meta were the favourite social 
media platforms for news consumption

Smartphones remain the most preferred 
device for online news consumption

60% of respondents spent more than 20 minutes 
a day consuming news

In collaboration with ABP News and VerSe
News consumption 
Trends

88% of respondents 
consumed news at least 
once a day, while 69% 

consumed news multiple 
times a day 

Older audiences consumed news more often than 
younger audiences

Older audiences spent more time consuming news than 
younger audiences

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

Older audiences accessed news on TV and in print more than younger audiences, while both demographics consumed news 
equally on social media, which had the largest reach across both segments
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Unfiltered and unverified news creates misinformation 
and is degrading the news journalism ecosystem. It’s 
important for advertisers to support credible news 
journalism as that provides the environment which 
creates the right context for their communication 
campaigns and ensures brand safety. The only way 
forward for the news industry is to bring back the focus 
on trusting verified content from credible news sources.

Sanjay Gupta
Jagran Prakashan Ltd.

In an era of constant change and uncertainty, the 
continuing trust in newspapers is remarkable. As events 
unfold around us, the timeless appeal of newspapers for 
their credibility, content, and knowledge is experiencing a 
renaissance, leading to increased reader engagement and 
strong financial performance for newspaper companies.

Girish Aggarwal
Dainik Bhaskar

Subscriptions growth will continue to be the top priority 
for Indian magazine publishers. The industry has taken 
several initiatives to improve the subs eco-system like 
introduction of ‘magazine post’ with India Post, delivery 
partnerships with several e-commerce players, and joint 
effort for subs marketing.

Anant Nath
Delhi Press

The Convergence of physical and digital worlds is giving 
birth to new Phygital models for most industry verticals. 
Now AI will add another layer to this. This new ecosystem 
will present many exciting opportunities for growth.

Tanmay Maheshwari
Amar Ujala Limited

As ‘Time’ gains currency, consumer preference will shift 
from cluttered social feeds to curated, credible news 
sources. Media companies will invest in building strong 
newsrooms, improving timely distribution, and scaling up 
subscription to ring fence ‘consumer time investment’.

Sivakumar S
BCCL



Praveen Someshwar
HT Media Group

The M&E sector has seen consistent growth over the 
last few years. While overall volumes are up, we need 
to continue to work to on pricing. In the second half of 
2024, it will be interesting to see how AI will impact M&E. 
Overall I see growth across segments in 2024.

Print continues to be an effective and relevant medium 
for a large number of advertisers because of its credibility 
and reach. I believe the Lok Sabha elections and our 
robust economy will greatly benefit Print.

Jayant Mamen Matthew
Malayala Manorama

Major print players have had a year of growth in both 
revenue and readership. Digital news is going through 
some stress, however. Across both, smaller players will 
consolidate, which is both overdue and welcome. India 
has 500 news channels and 1.5 lakh printed periodicals. 
Only those with a clearly differentiated, unique and 
consistent value proposition, an honest, “reason to 
be”, will thrive.

Anant Goenka
Express Group

2024 promises to be a year of good growth for print. A 
focus on communities and engaging with communities 
with purpose and with profitability will help the industry 
to solve for the future.

LV Navaneeth
The Hindu

Sitaraman Shankar
The Printers (Mysore)

We’re actively looking at harnessing efficiencies from 
various AI tools across the newsrooms, right from 
translation to page-making. This is also aimed at helping 
move our journalists up the value chain.

It has been very encouraging that leading regional 
language newspapers have bounced back from circulation 
losses due to the Covid lockdown and are holding on to the 
gains. Advertising revenues bounced back faster and are 
trending higher.

Karan Darda
Lokmat Media Group
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In 2023, India’s film industry rebounded to surpass pre-
pandemic levels, demonstrating remarkable resilience. The 
Hindi box office, in particular, saw a significant comeback with 
four films breaking records, reflecting the enduring appeal 
of Indian cinema as a preferred source of entertainment. We 
anticipate continued success in the coming years.

Ajay Bijli
PVR INOX

Technology and connectivity are propelling consumption 
growth and shaping the emergence of new formats and 
platforms in the M&E sector, spanning both traditional and 
digital mediums. In traditional media, we are seeing a  
steady transition of viewership towards FTA, while on the 
digital platforms, there is a shift towards shorter formats,  
with an increasing share of audience engagement.

Hiren Gada
Shemaroo

2023 was the year when Hindi cinema answered the call 
and reclaimed its lost glory. The Industry will continue to 
see a shift towards a more cinematic storytelling, creation of 
greater franchises and innovations. Growing footfalls back 
to the 2019 high of 340 million remains the key challenge for 
the industry amidst the presence of OTTs.

Ajit Andhare
Viacom18 Motion Pictures

In today’s uncertain landscape, we stand at a threshold of 
endless possibilities. History will applaud today’s filmmakers 
for ushering in an era where creativity, technology, and 
audience engagement converged to redefine entertainment.

Shibashish Sarkar
International Media  
Acquisition Corp

The Indian box office is among the fastest to recover globally and 
recorded the highest ever gross collections in the past year. 2024 
looks equally exciting for us, particularly due to the blockbuster 
sequels coming from the South Indian cinema industry! 

Devang Sampat
Cinepolis India

Cinema will continue to be split between large format audio-
visual spectacles playing out in theatres and long-format 
narratives on streaming platforms. All of this will be propelled 
by technology, especially of an immersive nature, while stories 
will gravitate towards being regional and rooted, while being 
made for global resonance.

Rahul Puri
Mukta Arts

2023’s record box office put paid to the premature 
obituaries of Hindi cinema. However, many areas of 
concern need addressing across exhibition, television and 
streaming before producers can truly celebrate.

Nitin Tej Ahuja
Producers Guild of India



In the global media landscape, India stands out by 
merging fresh storytelling and technology to transform 
entertainment… making it immersive, inclusive, and 
globally resonant.

Apoorva Mehta 
Dharma Productions

In 2023, despite the cricket world cup, the industry thrived on 
captivating content that resonated well with audiences. The 
revival of Hindi Cinema marked a pivotal moment, accompanied 
by a notable increase in the number of screens. This progression 
highlights the industry’s resilience and adaptability, laying  
the groundwork for an upward momentum.

Rajesh Mishra
UFO Moviez

Everything will now be about ‘pull’ content (defined by the 
story and the maker) and ‘push’ content will be relegated 
to the minimum. Focus on format-agnostic sports content 
(films, docu-series, television, etc.) will gain traction and 
become one of the key differentiators across platforms.

Devendra Deshpande
Friday Filmworks

Big spectacle movies are drawing people back to the 
theatre as much as women-led stories. Cultural lines are 
blurring and the number of pan-India films is growing as 
regional movies continue to tell entertaining stories with a 
universal acceptance.

Naveen Chandra
91 Film Studios

Box-office’s stellar run in 2023 reiterates our belief that 
the Indian audience is hungry for good quality content 
that is best experienced on the large screen. Going ahead, 
film producers and exhibitors should explore innovative 
marketing strategies for upcoming movies.

Amit Sharma
Miraj Group

Achievements at the Oscars signal a growing recognition of 
India’s diverse storytelling prowess, spanning fiction, non-
fiction, and animation. Blending local stories with innovative 
technology promises to elevate Indian cinema to new heights.

Shobu Yarlagadda
Arka Mediaworks

Multiplex audiences are not loyal as they have many 
entertainment options but for cine-goers in smaller cities, going 
to movies with family is a ritual. Hindi cinema needs to invest 
in a writing ecosystem that focuses on telling stories that  
are rooted in our cultural ethos and resonate with theatre  
going audiences in Tier II and III cities.

Vivek Krishnani
MovieVerse Studios
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Frequency of game play

Multiplayer games were the most 
preferred

40% played online games almost on a daily 
basis in 2023

43%  indicated that their playing time 
increased over last year

On any given day 87% played games at 
least once

53% of respondents grew bored of their 
games within a year

Popularity and play store ratings remained 
the most important factors in choosing games

How do you decide on which game to play?
(% of respondents)

32%

23%
18%

14%
11%

2%

Popularity Play 
store 
rating

Recommended 
by a popular 
gamer during 
live streams

Own 
selection

Recommended
by friends

Reviews 
on

forums

% of respondents who played games

Multiplayer
games

Casual/ 
hyper
casual 
gaming

Fantasy
sports

Other 
skill 

based
real 

money 
games

Online 
games

of 
chance

Online 
card

games

60%

28%

4% 3% 3% 2%

 

What best describes your online game play in 2023?
(% of respondents)

40%

Almost
daily

17%

At least once
every week

21%

A few times
every month

22%

A few times
this year

Frequency of play during a day
(% of respondents)

49%

Once or
twice a day

25%

3 to 5 times

13%

>5 times

13%

Not usually
daily

Change in time spent playing games in 2023 vs. 2022
(% of respondents)

43%

Increased

38%

No change

19%

Reduced

How quickly do you get bored of your game?
(% of respondents)

15%

Within a 
month

18%

Less than
3 months

20%

Within 9 
months 
to a year

15%

in 2
years

32%

Never
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The last 12 months have provided significant businesses 
clarity and therefore the opportunity to reconstruct and 
revitalise. The next 12 months are expected to offer similar 
clarity through well-crafted regulations. Online gaming 
stands as a cornerstone of entertainment, embodying 
India’s digital progress and will continue to significantly 
contribute in advancing India’s trillion dollar digital 
economy.

Bhavin Pandya
Games24x7

‘Gamertainment’ is the future of entertainment - 
Interactive, personalised, immersive and deeply engaging 
- thereby bringing about behavioural changes and 
shaping choices in people around the world. In India, 
mid-core games and esports will see an increasing trend 
in engagement.

Rajan Navani
JetSynthesys

The government’s efforts to formulate a regulatory 
framework will provide certainty and structure to an 
industry that is keen to grow in a responsible manner, 
leading to increased employment opportunities, tax 
revenues and investments. With the right support, we 
will see online gaming leading the charge in the global 
economy and cement India’s position as a world leader.

Sai Srinivas
Mobile Premier League

The integration of AI and machine learning will 
personalize gaming experiences, making them more 
engaging, while blockchain promises enhanced security. 
5G will significantly reduce latency, opening up new 
possibilities. These technological shifts, coupled with 
India’s digital adoption and regulatory clarity, position 
the industry positively, and we anticipate a surge in both 
casual and real money gaming. 

Ankur Dewani
RummyVerse

India’s time has come. Expect to see one or two breakout 
Indian games that will go global in a few years, as India 
becomes a prominent game development hub.

Nitish Mittersain
Nazara Technologies



The future of online gaming in India is a dynamic 
tapestry of ‘Made in India for the world’ innovation, 
driving unparalleled IP creation and leveraging deep 
tech to redefine interactive experiences. It’s not just about 
domestic consumption, but also about exporting our 
creativity and expertise globally. India stands poised to 
emerge as a powerhouse in the global gaming arena.

Paavan Nanda
Winzo

Last year was disappointing for the industry, no hiding 
that fact, however as gamers we are optimists. We look 
forward to the future and believe that everyone will find 
their growth path.

Shivanandan Pare
Gaussian Networks  
(Adda52)

Gaming and game development will be integral for India 
as it grows to a US$5 trillion economy. Taxation clarity 
and a progressive regulatory regime centred around 
user protection and innovation, will enable a new era for 
the creation of innovative gaming products. Mobile-first 
gaming will continue to be the key segment and the way 
forward for India to become a key player globally.

Roland Landers
All India Gaming Federation 
(AIGF)

In 2023, the Indian govt. laid out clear guidelines for 
releasing games and the AVGC committee took shape. 
The successful return of the most popular title in Indian 
gaming took place. From a consumer perspective, we 
saw strong willingness to pay - both for games and live 
streaming. The combination of clear regulations and 
appetite to pay, creates promising conditions for growth. 

Anirudh Pandita/ 
Ashwin Suresh
Loco

Esports has firmly cemented its status as a mainstream 
sport in India, with India’s participation at the Asian 
Games last year. States are actively getting involved in 
the development of esports infrastructure, establishing 
academies, and organizing tournaments. The inclusion of 
esports in educational curriculums is empowering youth 
and legitimizing it as a career option. 

Lokesh Suji
Asian Esports Federation

Worldwide gaming and esports markets underwent 
massive consolidation in 2023, which will accelerate in 
2024. The business model will evolve to address a wider 
TAM as gamers become a superset indicative of youth. 
Esports will become closer to sports entertainment like 
Formula 1 with a multi-faceted entertainment approach.

Akshat Rathee
NODWIN Games
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India stands to gain from global disruptions, showcasing talent 
and deploying infrastructure at scale. The surge in demand for 
high-end computer graphics content has led to the evolution of 
global value chains, with India being positioned as the ‘engine 
room’ for scalable content production on the world stage.

Biren Ghose
Technicolor Creative Studios

In 2023, the Animation and VFX sectors struggled due to the 
writers’ strike and Indian kids TV broadcasters’ issues. This 
forced Indian studios to focus on overseas and domestic OTT 
and film projects. Improvement is expected in early 2024.

Ashish SK
Punnaryug Artvision

VFX is blurring reality, AI is animating dreams, and 
narratives unbound. This isn’t animation’s future, it’s 
happening now.

P. Jayakumar
Toonz Media Group

In the rapidly evolving AVGC industry, the convergence of 
pre-visualization, real-time techniques, and post-production 
is reshaping the future. AI emerges as a pivotal enabler, 
augmenting skillsets and driving innovation, defining the 
next frontier of creativity and technology.

Anand Bhanushali
philm CGI

Today we have a clear opportunity to bring India’s proud 
100-year history of film heritage and world-class industry 
expertise to the global market. Now is the time to bring 
our stories and our talent to the world.

Namit Malhotra
Prime Focus

In the current digital age, all content and storytelling will 
need some amount of technological enhancements. With 
new areas like Virtual Production Stage and AI along 
with advancements in VFX coming our way, it is up to the 
directors and the conceptualizers to use all that is available 
to amplify the experience of the viewer.

Supriya Yarlagadda
Annapurna Studios



While the demand for VFX is robust and will grow 
exponentially, studios and artists will need to skill up and 
offer a turnkey VFX/ CGI solution to studios which will 
include offerings in pre-production, production and post-
production. The role and involvement of the VFX studio will 
extend to all phases of content creation and delivery.

Anant Roongta
Famous Studios

The good news is that the Indian animation industry is transforming from service work 
to original IP which can travel globally. The VFX business is facing a bit of a slowdown 
because of delayed productions courtesy the US writers’ strike. However, things should 
start looking up in the next six months helping kickstart growth.

Anil Wanvari
AnimationXpress.com

As we move into 2024, new technology, global expansion, and 
creative storytelling can help create a future where India will 
continue to be a leader in high-quality productions across CG, 
2D animation, premium VFX, and advanced technology-led 
formats such as game-engine/ virtual productions. Within 
this artistic and technological mosaic, India stands out as a 
formidable force, ready to cater to the diverse demands of  
the global M&E sector.

Arjun Madhavan
Assemblage Entertainment

It is crucial to emphasize that Artificial Intelligence cannot 
replace Creative Intelligence. In AVGC, our engineers 
are inherently creative, not mechanical. The essence lies 
in leveraging technology as a supportive tool, enhancing 
and advancing the capabilities of our content creators.

Tejonidhi Bhandare
Reliance Animation

Localisation of content is the currency of commerce for the 
entertainment industry. AI will not disrupt but enhance 
the post-production process including VFX & dubbing 
and make the content experience a visual delight for the 
viewers and creators alike.

Mandar Natekar
NeuralGarage

The past year has seen Indian content winning globally. 
The trend will continue as Indian content creators dream 
bigger. We will also witness disruptions in production tech 
and business models. New business models will be key for 
the growth of the industry and the new co-production fund 
will definitely aid Indian producers.

Munjal Shroff
AVGC Forum/ Graphiti Studios

In India, animation has been perceived as a kids medium. 
Globally, however, animation has already been widely 
explored and accepted through relevant thematics and 
storylines for adult audiences. The next milestone of growth 
for Indian animation will be to present our rich array of 
compelling stories in animation, especially for adults.

Leena Lele Dutta
Sony YAY!
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Limitless but personal. Mass scale execution but cohort driven, a 
billion touch points but individual consumers that you can know 
and listen to… and then respond to. This is the need of today….
and it’s best met by the experience industry. The new events 
industry is creating global experiences and at heart has the 
individual’s experience uppermost on the agenda. 

Sabbas Joseph
Wizcraft

Embracing purposeful cultural integration, the live events 
and experiential industry is poised to offer unprecedented 
immersive experiences, blending technology with 
traditional touchpoints, redefining audience engagement 
in 2024 and beyond.

Samit Garg
E-Factor Experiences Ltd.

Mohomed Morani
Cineyug Group of Companies

While the entertainment business is growing across the 
board, PM Modi’s call to “marry in India” has resulted in a 
boost to the wedding industry. Indian destination weddings 
are on a new high, and wedding planners and hospitality  
are benefitting. In addition, Bollywood shows, music  
concerts and international artists are in heavy demand.

Live is seeing a shift: Millennials prioritize quality 
experiences, while Gen Z’s spend is driven by impulse and 
cost. There lies the opportunity.

Roshan Abbas
VMLYR Encompas

The Creative Sector is destined for exponential growth 
driven by weddings and live entertainment, even as 
audiences look for unique experiences and are happy to 
pay for the same.

Sanjoy Roy
Teamwork Arts

There will be more innovation to produce better 
experiences as the growth continues. Government events 
have seen increase in quantity and quality, as have 
personal events. Weddings lead the way in the business of 
celebrations. This trend will continue, and ticketed events 
also see a steady rise.

Mandeep Singh
CPM India



These are super exciting times for ‘Experience Creation’. 
With so much in a state of flux around us, there are no 
rules and there are opportunities galore to break new 
ground, and create value. In the inevitable pursuit 
for scale, the industry would do well to build a strong 
foundation of integrity, depth and long-term stability.

Atul Nath
Candid Marketing

Innovative formats that seamlessly blend local sensibilities 
with global trends are driving a surge in ticket sales, 
attracting significant sponsor interest. This potent 
combination is fueling the industry’s growth. Looking 
ahead, hyper-targeted experiences, powered by data-driven 
ticketing and tech-savvy sponsorships, will be the hallmark.

Deepak Choudhary
XPRNC, eventfaqs

Irrespective of demographic or psychographic profiles of the 
target group, live engagement has always, and continues 
to be an integral part of our lives. Focus and accountability 
on purpose, process and attaining objectives is the ongoing 
need of the hour.

Brian Tellis
Radioactive Ventures

AI in event management optimizes logistics, enhances 
attendee experiences, and drives data-driven decisions, 
crucial for staying competitive in the experiential event 
industry’s future landscape. Embrace AI for operational 
excellence and innovative engagement.

Deepak Pawar
Midas Next Media

Strategic alliances, immersive customer experience, ground-
breaking technology leveraging AI & VR, the revolutionary 
Un-booth Concept going beyond the 4 corners of a stand, 
and deeper integration with social media platforms are 
bound to elevate exhibitions in the years ahead.

Yogesh Mudras
Informa Markets in India
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Digital screens by state

Pricing is evolving
Average price per month per ad slot (average 200 ad plays per day) in INR 

Small screen
(<36 inches)

Large screen
(60 to 100)

Medium screen
(36-60 inches)

Spectacular
(>100 inches)

3,500-
9000

100,000-
600,000

15,000-
30,000

1,500,000-
5,500,000

Uttarakhand
309

Himachal Pradesh
195

Uttar Pradesh

Andhra Pradesh
1,665

Odisha
876

West 
Bengal

Jharkhand

9,090

Delhi 10,785

117

Bihar
60

Madhya Pradesh

1,518

Rajasthan

2,112

Telangana
21,288

Chhattisgarh
468

Assam
117

Maharashtra
33,348

Gujarat
5,175

Punjab
702

Haryana
10,953

Chandigarh (UT)
201

Karnataka
27,381

Goa
258

Kerala
1,863 Tamil Nadu

13,533

23,379

Jammu and Kashmir
12
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DOOH has given our industry a wonderful opportunity 
to get our fundamentals in order. If we can automate our 
buying process, give reliable audience data and provide 
proof of performance through third party monitoring, I 
think we can double our share of the advertising pie.

Jahan Mehta
Selvel

AR, VR, CGI, holograms and other new technologies 
are reshaping advertising strategies, with brands 
increasingly embracing OOH. DOOH provides 
advertisers with flexibility, engagement and more 
importantly measurability. Major events like the Lok 
Sabha election, the IPL and T20 World Cup will inject 
significant spending into the sector in 2024.

N Shekhar
Times OOH

Indian OOH media is going through a huge 
transformation right now where DOOH is taking over 
conventional static billboards. With connected screens, 
immersive technology and engaging content, OOH is 
becoming a medium of choice for advertisers who want to 
target young and constantly mobile consumers.

Alok Jalan
Laqshya Media Group

OOH has been an overwhelmingly under used medium. 
To drive growth through ethical practices, inclusivity and 
innovation, the IOAA has introduced “RoadStar” an OOH 
media evaluation platform. More tech innovations are 
also in the pipeline. These innovations would enable OOH 
to gain its rightful place in the media landscape.

Pawan Bansal
Jagran Engage



Out of home media will continue to grow, with premium 
inventory providing a cost-effective means to target 
affluent audiences.

Sunil Vasudeva
Pioneer Publicity

With the advancement of technology and the rapid pace 
of urbanization, OOH and DOOH are not only becoming 
widespread but also more adaptable and precise. This 
trend provides advertisers with exceptional avenues 
to connect with audiences in meaningful and effective 
manners, fostering engagement and impact.

Rishabh Mehta
LOCAD

DOOH is being propelled by the confidence in 
programmatic technology and advanced measurement. 
From enhanced creativity (3D and anamorphic ads) 
to technological strides (pDOOH), screen expansion, 
and quality, DOOH has become a pivotal element in 
both traditional and digital media plans, shaping the 
advertising landscape.

Gulab Patil
Lemma Technologies

Throughout India, new developments are being 
planned with digital signage in mind. The only missing 
development is around a common measurement 
standard, which is bound to happen soon. Indian brands 
are embracing digital OOH not just in India but running 
outbound campaigns in markets where there is demand 
for their products and services.

Mehul Mandalia
Moving Walls
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While the focus on growing paid subscribers will cause 
short-term stress, I believe that in the mid-term, revenues 
will double and we can expect around 50 million 
subscribers in a few years.

Vikram Mehra
Saregama

India continues to top the global list of most important growth 
markets. While the market saw consolidation with huge 
corrections, it will continue to grow aggressively on the back 
of technology, regional penetration, newer younger genres 
popping faster and Indian Independent Popular music and 
artists that we’re now calling I-Pop compared to film music.

Devraj Sanyal
Universal Music Group

In the upcoming year, a prominent trend emerges in 
the Indian music industry. An artist-centric ecosystem 
where superstars dominate charts and shows, along with 
streaming services pivoting to a paid ecosystem, will 
reshape consumption in India.

Jay Mehta
Warner Music

Indian music industry has emerged from the legacy 
shadow of the film industry and there is nothing called 
‘Regional music’ – it’s all national and mainstream. 
The industry is shapeshifting structurally into an artist 
and talent centric industry. Smaller but highly engaged 
communities of superfans (rather than consumers) will 
drive consumption of music and surrounding experiences.

Mandar Thakur
Times Music

DSPs efforts have started to show results in terms of incentivising 
free subscribers to upgrade to paid streaming, and we expect  
this trend to significantly grow during the next three years. 
Substantial product differentiation is needed between free  
and paid tiers. Exorbitant cost of content in both film and  
non-film albums is making this transition difficult . 

Neeraj Kalyan
T-Series

2024 will have challenging trends as far as ad-supported 
revenue is concerned, however, we expect a steady growth 
in music subscriptions in India.  In 2023 only the top 
theatrical successes gave a push to music consumption, 
and 2024 could see similar results. 2024 will provide 
opportunities for M&A and strategic partnerships.

Vivek Raina
Believe Digital



Moving towards a paid ecosystem with multiple paid tier 
options to the consumer is the surest way to #reinvent 
the recorded music industry. Baby steps have been taken 
towards a paid ecosystem, a glass half full, half empty 
situation. I would like to look at the glass as half full.

Blaise Fernandes
Indian Music Industry  

The rise of Music Publishing is leading a shift of control 
to songwriters, enabling them to retain copyrights in 
their compositions and lyrics. This helps them share in the 
success of their songs, and retain a say in how their music 
can be used by labels and publishers across  versions, 
adaptations, sampling and synchronisation. 

Dinraj Shetty
Sony Music Publishing

Fuelled by soundtracks and a focus on artists, India’s music 
scene will soar as digitally connected youth forge a fan-led 
ecosystem, opening a vibrant new chapter for the industry.

Vinit Thakkar
Sony Music India

As technology reshapes music, the industry and creators 
must harness its benefits for enhanced creativity. It is also 
vital to have robust laws ensuring IP rights, granting 
human creators and rights holders their deserved credit 
and fair remuneration.

Rakesh Nigam
IPRS

Indians are now consuming more music, and the industry is 
expanding beyond conventional film music. We have seen an 
upsurge of new talent, offering a new landscape of music. In the 
short term, we may see a slow down with some services going 
pay and others shutting down, but can expect to see stellar 
expansion in the long term as overall consumption grows.

Anurag Bedi
ZEE Music Company

Overcoming widespread avoidance of Public Performance 
Rights is crucial for a thriving music ecosystem. Collaborating 
with the government is going to ensure compliance, 
safeguarding rightful dues for copyright owners and artists.

GB Ayeer
PPL
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In 2024 we anticipate growth from new clients, higher 
retail contributions, and a festive season price increase. 
Key drivers will be solutions-oriented sales, events, 
activations, digital platforms, and influencers. The 
industry’s well-being hinges on government support for 
TRAI recommendations, like the mandatory FM tuner 
activation in mobiles and detaching radio license fees 
from NOTEF.

Yatish Mehrishi 
ENIL - Mirchi

The fusion of content and tech has redefined how 
consumers engage with content, delivering solutions 
for brands. Through AI-driven personalization, virtual 
influencers, experiential AR/ VR, on-ground activation 
and micro marketing, a new era unfolds, creating 
precisely tailored authentic content and connections with 
audiences.

Abe Thomas 
Reliance Broadcast Network Ltd.

As consumer behaviour continues to shift towards 
digital platforms, the media industry is undergoing 
a transformative journey, where adaptability and 
innovation are paramount.  A fundamental restructuring 
with the fusion of traditional and digital media is 
evolving. Radio is strategically placed and will create 
a new radigitalized face for itself in this changed 
environment.

Ashit Kukian
Radio City  

In the M&E sector, radio may be small, but its power in 
reaching the masses is unparalleled. We are embracing 
innovation to ensure our space in the digital landscape, 
creating a level-playing field to coexist.

Nisha Narayan 
Red FM and Magic FM

Extremely upbeat about Radio for the upcoming year, 
the current FY went as per our expectation. Radio has an 
edge over other mediums, owing to the hyperlocal nature 
of the business resulting in high ROI to advertisers.

Rahul Namjoshi 
My FM
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2023 saw sports broadcasts touching record viewership 
levels across linear and digital platforms. Despite 
audience fragmentation and attention attrition, sports 
continues to demonstrate strong capacity for aggregation 
and immersive engagement. Fuelled by growing fandom, 
increasing private investment and government support, 
the industry is poised for unprecedented growth.

Sanjog Gupta
Disney Star

AVOD model for live sports serves the best interest of all 
key stakeholders – consumers, advertisers, rights owners 
and media platforms, and in the process helps maximize 
reach and monetization.

Anil Jayaraj
Viacom18 Sports

Sports continues to be the reach driver for both TV & OTT 
platforms with pan india reach higher than any other 
genre. The growing popularity of non-cricket sports 
has ensured that. Live sports is still largely consumed 
on bigger screens with more than 700 million viewers 
watching sports on TV in 2023.

Rajesh Kaul
Culver Max Entertainment

India’s sporting future will thrive on optimizing existing 
infrastructure, prioritizing maintenance, and entrusting 
new builds to governments. By embracing CSR, 
transparency and community engagement - perhaps 
through retail investing in sport - India will produce 
champions in sports beyond cricket.

Jalaj Dani
Vijayi Bharat Foundation
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Viewership and engagement Content development

Prime Video Channels Movie rentals on Prime Video

Global consumption; local stories

miniTV - Amazon’s free AVOD service saw sharp growth

Indians consumed 
international content 

All data has been provided by Prime Video and miniTV. It has not been validated by EY, and presented in summary form for representation purposes only

of India’s pin codes generate 
viewership for Prime Video

of Indian PV customers watch international 
shows and movies (in English or local languages)

India has the highest percentage of 
Prime members who watch Prime 

Video each month across all locales

of the total viewing time of international shows 
and movies is now in Indian languages

Prime Video India
Trends

y-o-y growth of overall 
watch time for the 

service in 2023

4x

miniTV viewers buy 2.5 
times more units compared 
to other online shoppers on 

Amazon.in

2.5x

hours of exclusive 
content to be added 

across genres in 2024

900+

of miniTV viewers shop 
online at least once a month, 
and 40% of them are top 20 

percentile spenders

87%

99%

75%+

#1

25%+

new channels 
launched in 2023

titles are offered in 
the movie catalogue

of customers on 
Prime Video stream 
content in four or 

more 
languages

of the audience for 
Indian titles comes from 

outside India 

rentals take place 
across 95% of India’s 

pin codes

Indian content 
trends in the Top 

10 on Prime Video 
worldwide for 43 

out of 52 
weeks

Made in Heaven 
S2 entered the Top 
10 lists in over 20 

countries

titles premiered in 
India for Prime Video 

customers 
in 2023

original series and 
movies are in various 
stages of production 

and development

hours of additional 
content selection are offered 

through 20+ 
channel partners

of titles get rented at 
least once every month

of viewership of 
local language 

content comes from 
outside the home 

states

Farzi was 
released in 

37 languages and 
streamed in over 
170 countries

awards won in 
2023 for its original 
series and movies. 

Panchayat S2 won the 
Best Web Series 

Award @ IFFI

of the top 10 
highest-rated Indian 

streaming shows on IMDb 
(since streaming began 

in India) are on 
Prime Video

9 6,000

60%

25%

95%

1,000+
~100

28,000 75%

50%

124 6







Production houses are going to see a challenging year 
ahead, with industry consolidation leading to a slowdown 
in decision making and rapidly changing audience 
consumption patterns. Content creators face minimal 
margins for error, both creatively and commercially.

Abhimanyu Singh
Contiloe Pictures

In the dynamic entertainment landscape, the key is to not 
just anticipate the trends, but to shape them. The focus 
should be on creating stories with purpose and content 
that bridges cultures, yet stays relevant. Content creators 
should be at the forefront of innovative, diverse, and 
impactful stories that resonate with audiences.

Sameer Gogate 
BBC Studios - India Productions 

2024 will witness a sea change - the consolidation phase 
will finish and the race for complete domination will 
commence in every segment, from platforms to studios 
to content production houses.  Players who develop not 
just a content edge but a tech edge with AR, VR, AI will be 
ones that will emerge winners. 

Mautik Tolia
Bodhi Tree Multimedia

Consolidation would be the key-word for the coming 
year with mergers creating larger entities. Box Office will 
consolidate after gains of 2023. Regulated AI infusion will 
lead to an irreversible, positive change overall. 

Shariq Patel
ZEE Studios

The viewer is spoilt for choice as content is increasingly, 
no longer bound by form, language, geography, or 
screens/ mediums. Innovation in storytelling and business 
models including multiple revenue streams will define the 
M&E growth story.

Aradhna Bhola
Fremantle India Television 
Productions Pvt. Ltd
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The Indian AdEx story continues to be strong at the macro 
level, though in 2024 we may face some headwinds in the 
first half on account of global uncertainties.

Sam Balsara
Madison World

The Indian market will continue to remain robust despite 
global economic headwinds. That being said, the fast 
transforming media and marketing landscape will need 
both novel and expert navigation to succeed, through 
innovation and  technology.

Anupriya Acharya
Publicis Groupe South Asia

Our talent base coupled with strong adoption of all the 
latest technologies including AI, makes it a very exciting 
future for the Indian M&E industry on the global stage. 

CVL Srinivas
WPP

Growth will be the dominant theme for the industry. 
Competitiveness will accelerate. Driving and ensuring 
smart profitability will be the mantra. The Indian 
consumer wins!

Sunil Lulla
The Linus Adventures

Personalization & momentization are creating 
contextualization to content and communications across 
new media platforms. It is drawing audience attention 
and advertisers are leveraging these opportunities for 
instant transactions to maximize ROI.

LV Krishnan
TAM Media Research



As India leads global discourse with its economic surge 
and demographic dividend, the future hinges on impactful 
human-centric progress. AI’s role in simplifying lives 
and igniting creativity heralds a new era. Sustainable 
growth demands innovative communication, simplifying 
experiences, and fostering meaningful connections.

Rana Barua
Havas Group India

Shashi Sinha
Mediabrands India

We expect the M&E business to grow due to the coming 
elections and some recovery in rural markets. Further, 
with consolidation amongst players, there will be a push 
to increase value.

AI will be the driving force in advertising, reshaping 
every facet from the personalization of ad creative to 
precise targeting and seamless ad delivery. Further, 
phone lock screens will become screen zero for AI-
powered serendipitous discoveries. 

Abhay Singhal
InMobi Group

AI transcends mere buzzwords and trends; it’s 
a formidable force reshaping our daily lives, 
communication, creativity, and connectivity. 
Empowering us to delve into uncharted realms of 
storytelling and immersive experiences, AI is the 
unequivocal future, with our industry leading the charge.

Harsha Razdan
DENTSU
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Deal values were, therefore, driven 
by traditional media

Private equity and venture capital 
deals accounted for 61% of the total 
transactions

Traditional media New media

Deal count and value analysis

86% 35%

65%

14%

By count By value

M&A Private equity

Deal count and value analysis

61% 41%

59%

By count By value

39%
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‘’Content is the King’ is at the core of the M&E industry; 
a revolution is in the offing that will herald a tsunami of 
high-quality content, courtesy Gen AI!

Rajeev Batra
Bennett, Coleman & Co Ltd 

We have seen tech disruptions for many decades but 
the next three years will be pivotal. GenAI, VR/XR and 
interactive/gaming content will make the most impact in 
media.

Rajmohan Shrinivasan
Culver Max Entertainment

Data - and the way we leverage data - will become a key 
driver of competitive advantage in the industry and will 
help us create differentiated experiences for our users.

Nitin Mittal
ZEE Entertainment  
Enterprises Ltd.

Gen AI is the biggest innovation for mankind after the 
internet. The two focussed underlines for media industry 
today, creativity and costs, would get benefitted by 
application of its algorithms,  enhancing workflow 
efficiencies. Policies, practices and protocols to thwart 
possible deep fakes and ill-effects is a responsibility 
bestowed on technologists in media.

Rajat Nigam
Network18
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About FICCI
Established in 1927, FICCI is the largest and 
oldest apex business organisation in India. Its 
history is closely interwoven with India's struggle 
for independence, its industrialization, and its 
emergence as one of the most rapidly growing 
global economies. 

A non-government, not-for-profit organisation, 
FICCI is the voice of India's business and 
industry. From influencing policy to encouraging 
debate, engaging with policy makers and civil 
society, FICCI articulates the views and concerns 
of industry. It serves its members from the 
Indian private and public corporate sectors and 
multinational companies, drawing its strength 
from diverse regional chambers of commerce 
and industry across states, reaching out to over 
2,50,000 companies. 

FICCI provides a platform for networking and 
consensus building within and across sectors 
and is the first port of call for Indian industry, 
policy makers and the international business 
community.
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Ernst & Young LLP is one of the Indian client serving member 
firms of EYGM Limited. For more information about our 
organization, please visit www.ey.com/en_in. 

Ernst & Young LLP is a Limited Liability Partnership, registered 
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