
Tuning into 
consumer

March 2022

Indian M&E rebounds with a 
customer-centric approach



FORE

‘
Akshay Kumar



‘I had read these lines somewhere, and I would like to say the same for our film 
industry. The past few years have been times of intense struggle for the Indian 
Media & Entertainment sector. COVID-19 rained a flurry of problems and 
challenges all over the world. 

But we never gave up. 

With our utmost hardwork and dedication, we continued to produce films, web 
series, digital programs and music, and remained on our path to make our 
industry self-reliant.

I’m happy that today India’s media and entertainment sector is flourishing 
worldwide. The industry’s value is likely to touch INR2.3 trillion by 2024. The 
extraordinary digital achievements of our country have made this possible.

Today, people in every corner of the country, whether in cities or villages, 
have smartphones. Using these smartphones, they are now able to access 
OTT, TV, YouTube, Instagram, Facebook, Twitter through which they can watch 
all kinds of content, including films, sports, news, music and more. 

And people’s desire to watch ever more content is increasing all the time. 
What’s also growing is their desire to watch content related to the culture of 
our country.

When I was in school and used to watch English films, I was convinced that 
if superheroes existed, they could only be foreigners. And that only an 
international/ foreign power could save the world from war and destruction.

It’s today that we have come to understand/ realise the value of the treasures 
that are in our books like the Panchatantra, the Amar Chitra Kathas and 
all our heroic historical stories! A treasure never valued, never appreciated 
enough.

The content, which is being made in India today, makes us feel proud to tell 
the stories of our heroes, scientists, and mighty superheroes to the world. The 
world is impatient for the stories of India. 

Our technology also has made such advancements, that whether it’s VFX or 
animation, we are right up there with the best.

We have waited for long and now, our time is here. 

I hope this informative report will tell you how fast we are progressing.

I feel so proud!

Jai Hind! 

The one who walks the path of 
struggle changes the world...
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After two tumultuous years of unprecedented global crisis, uncertainty 
and personal losses, the ever - resilient Indians bounced back and how. As 
the M&E sector stepped in to educate, inform and entertain, time spent 
on entertainment, news and sports was higher than ever. Seamlessly 
integrated into our daily lives, every home actively interacted with some or 
the other part of M&E across multiple screens, to relax, to work or to study. 
Our lives have admittedly changed permanently. 

TV became connected and interactive, films released online, news went 
hyper-local, 390 million Indian gamed online, over 150 billon songs were 
streamed, subscription OTT scaled to 40 million households, and digital 
media cemented its position as the second largest segment of Indian M&E. 

In doing so, digital and other technologies played a large role – and 
consequently, changed the power equation in favour of consumers. 
Consumer data became the crux for all decision making, and media 
companies started to take more and more data-backed decisions. The 
media company of yesterday became the media-science company of today.

The M&E sector had de-grown 24% in 2020 but rebounded with a 16% 
growth to reach INR1.6 trillion, just 11% short of its 2019 pre-pandemic 
numbers. Except for cinema advertising, all segments of the M&E sector 
grew in 2021, though experiential segments – like events and films – are 
yet to get back to normal. What’s more, the sector should reach and exceed 
its pre-pandemic levels in 2022 itself.

Also, the year saw an explosion in the Indian creator economy where more 
than half a million bloggers, vloggers, content creators, artists, educators, 
musicians, influencers etc were actively posting content on their various 
social media channels to directly build an audience around their niche. 

Another success story is the large growth in content support that India’s 
animation and VFX segment provides leading global content studios. This 
combination of technical know-how and creativity could propel Indian 
stories and storytellers on to the world stage powering the ‘Make in India 
and Show the World’ mantra.

We have only just begun to reimagine life in the Metaverse - where our 
digital and physical lives converge; a world with infinite creativity, a world 
that connects people without geographical barriers. 

The hyper-adoption of a digital ecosystem, an endless supply of creative 
and technically skilled workforce, governmental focus on ease of doing 
business and sectoral winds of consolidation – all point towards a supply 
pool capable of fuelling global content needs.

All the momentum and tailwinds are likely to hurtle the Indian M&E sector 
to INR2.3 trillion by 2024. 

On behalf of FICCI we wish to thank everyone who has contributed towards 
making this report rich and insightful. 

Television to Mobile to Metaverse. 
Watch. Interact. Immerse.

Jyoti Deshpande 
Co-Chairman, FICCI Media and 

Entertainment Committee

Sanjay Gupta 
Chairman, FICCI Media and 
Entertainment Committee
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India has always been a different kind of media and 
entertainment market.  High on volume and low on ARPU, yet up 
top with the rest on technology and ahead of the pack when it 
comes to digital adoption. 

We love quantity and bundles; but we pay for value. We are 
amongst the top smartphone markets; and a large feature 
phone base. We subscribe to global OTT platforms; yet binge 
on YouTube and watch free satellite TV. And we are thirsting 
for curated knowledge and escapism, while creating millions of 
pieces of content each day ourselves.

Technology has led to the democratization of M&E in India – 
content is now created for the people, by the people and of the 
people.  The flow of consumer data provides rich and real-time 
insights on what the consumer likes and dislikes, when where 
and how it is being consumed, and whether the price-points are 
appropriate.  

Never have Indian consumers been more powerful in 
determining what content and experiences are produced, when 
and where they need to be delivered, and how they need to 
be marketed. This report aims to provide an insight into the 
changing M&E needs of Indian consumers and what the sector 
can do to embrace them.

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.

That unique Indian consumer, 
yet again.

Ashish Pherwani 
M&E Sector Leader 
Ernst & Young LLP
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John Harrison
EY Americas Media & Entertainment Leader

Over the last 12 months, the media and entertainment 
industry saw the biggest players execute on a variety of 
transactions – landscape-shifting megamergers, bolt-on 
acquisitions of smaller studios including properties located 
in international markets that produce localized content, 
targeted deals for niche IP assets that can be leveraged to 
create fresh programming, and innovative joint ventures 
meant to accelerate global streaming growth on a capital-
efficient basis. 

In 2022, the consolidation of studios and networks will 
continue as companies seek to build content, capabilities 
and scale needed to battle the digital-native behemoths who 
reap the benefits of tremendous financial and operational 
advantages. 

After deal headlines fade, management teams will face a 
heavy lift of integration, right-sizing and realigning front 
office operations, IT systems and corporate infrastructure 
to achieve ambitious efficiency goals.  Cost savings realized 
through integration will fund future growth investment and 
boost profits, a key objective as the industry transitions 
from the stable, high-margin linear world to a streaming 
ecosystem that drives less-profitable revenue (for now).

Robust conditions in private and public capital markets are 
enabling companies to sell non-core businesses and other 
corporate assets that no longer fit their evolving growth 

M&A remains a popular item on the 
menu

strategies or capital allocation priorities. Accordingly, asset 
divestitures will be a key trend in 2022 as well. Activist 
investors will play a role in some of these transactions, 
serving as another catalyst for change.

The media and entertainment industry has always been a 
whirlwind of strategic activity as companies build, renovate, 
and tear down business portfolios in response to market 
developments, and 2022 will be no different. These five 
trends indicate that the media industry is poised for another 
year of exciting change, as companies drive innovation, 
tackle new challenges and capture opportunities to position 
themselves for growth.



29Media and entertainment



Segmental 
trends



Engagement

eeEE

Freedish

ffFF gg

Global reach

GG hh

Handheld

HH
Influencer

iiII

25
890890

kk

K-POP

KK ll

Likes

LL
Quality of service

qqQQ

Recommendation
engine

rrRR ss

Social 
commerce

SS tt

Time-shifted

TT

yy

Youth

YY

JAM 
(Jandhan, 

Aadhar, Mobile)

jjJJ

zz

Zero budget 
marketing  

ZZ
0

Sharing

# # 

Attention span

!!
@@



Television



Archana Kodati 
Technology Consuting
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Two 
advertisers 

contributed 26% 
of TV advertising 

volumes

40 Sec>_

20-40 Sec

<20 Sec

Ad length (Overall)

2020 2021

10%

7%

64%

66%

27%

27%

Ad length (Prime time)

40 Sec>_

20-40 Sec

<20 Sec

2020 2021

9%

6%

63%

65%

28%

28%

Commercials with 
20-40 second length 

were most preferred

Advertising 2020 2021

Only commercial 64% 68%

Only promotional 36% 32%

Rank Top 5 advertisers Share

1 Hindustan Unilever 14%

2 Reckitt Benckiser (India) 12%

3 Brooke Bond Lipton India 2%

4 Cadbury India 2%

5 Ponds India 2%

Commercial ad 
space grew at 

the cost of channel 
promos
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k “The advent of innovations in the digital realm, coupled 
with consumers’ propensity for consumption, have 

created newer growth avenues for businesses. This has
enabled them to transform and broaden business models 
offering much more than unidimensional offerings. The 
future of this sector will be determined by consolidation,
to compete more effectively, with strategic investments 
in content and technology that will act as catalysts for 

exponential growth.”

“With SVoD services in India expected to continue their 
growth momentum, we will see the industry pivoting towards 
a more mature and competitive market. The customer is now 
finally paying for content and is empowered more than ever 
to determine their own content mix. Content and Cost would 
be the key differentiating factors as customers will gravitate 

towards getting most value for least price in a cluttered 
market.”

“Post the pandemic, the fluidity of media content delivery 
has gathered pace. Success in M&E in the coming years will 
depend on how networks balance their investments between 

platform and long term content IP assets.”

Punit Goenka 

Megha Tata

Aditya Pittie

MD & CEO, Zee Entertainment 
Enterprises Limited  

Managing Director – South Asia, 
Discovery Communications

Managing Director 
IN10 Media
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