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I remember standing in a single-screen theater in Hyderabad in 
the late 1980s, watching a thousand people react to a film I had 
produced. The laughter, the tears, the collective gasp at the interval 
cliffhanger. That is the business we are still in: emotion at scale. 
Stories rooted in our land, our culture and our people continue to 
travel the furthest. That is not sentiment. It is fact.

Today, I see that same audience on a dashboard. Completion rates, 
drop-off points, language preferences. The goal remains emotion, but 
the way we create and deliver it has transformed completely.

India’s OTT market crossed INR272 billion in 2025. Digital media has 
overtaken television as the largest segment of our INR2.8 trillion M&E 
industry, according to the FICCI-EY report. The biggest shift within 
that growth is the rise of regional languages. Their share in OTT has 
increased from 27% in 2020 to 56% in 2025. Regional cinema now 
contributes over 65% of all films produced in India. The South is no 
longer a regional footnote. It is the chapter everyone is reading, and it 
has set a new benchmark for the Indian M&E sector.

After five decades in this industry, I see India at its most consequential 
creative moment. We have talent, technology, and a global appetite 
for our stories. The next step is not only exporting content. It is 
building world-class intellectual property owned by us: Indian 
characters, Indian universes, Indian franchises, shaped by our best 
creative minds in the writer’s room, the director’s chair, and on the 
studio floor. This conversation needs to begin now.

Paid subscriptions are expected to grow by nearly 30% over the next 
two years. Co-production treaties, production-linked incentives, and 
dedicated content investment funds are not luxuries. They are the 
infrastructure required to compete globally. Government and private 
capital must act together, and with intent and urgency, to make India a 
true global production destination, not only a promising market.

This report asks the harder questions. It should be read with that 
seriousness.

The best is still ahead.
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It lives in our festivals, our prayers, our celebrations, our silences — 
and in the everyday moments that bind this country together. Over 
the last five decades, I have watched with wonder as Indian music has 
travelled from gramophone records to cassettes, from CDs to digital 
streaming, from sabhas to global concert arenas. Yet through all these 
transformations, one truth has remained unchanged: music continues 
to unite us in ways nothing else can.

The world is listening to India — from classical to folk, film to 
independent, devotional to experimental. Our artists are collaborating 
across borders, and our audiences are embracing music without 
boundaries of language or geography. The rise of paid subscribers, 
the expansion of regional music, and the emergence of artist driven 
communities show how deeply music remains woven into our cultural 
and emotional fabric. 

Equally inspiring is the growth of India’s live events ecosystem. Across 
the country, music has once again found its home in open grounds, 
intimate auditoriums, cultural festivals and community gatherings. 
Whether it is the energy of young audiences discovering new sounds, 
the devotion of spiritual congregations, or the quiet discipline of 
classical performances, every stage has become a space where people 
come together to celebrate art.

As technology reshapes the way music is created, distributed and 
experienced, we must remember that at the heart of it all is the human 
spirit. Algorithms may recommend songs, but only artists can create 
the emotions that move people. As AI, immersive experiences, and 
global platforms evolve, it becomes even more important for us to 
preserve the authenticity, purity and emotional depth that defines 
Indian music.

The future of India’s creative industries will be built on three pillars: 
culture, talent and technology. If we nurture them, India can become 
not only the world’s largest music listening nation, but also one of its 
most influential cultural voices. 

As we look ahead, my hope is simple:

May our music remain fearless in creation, limitless in imagination, and 
timeless in its ability to touch the human heart.

Music has always been the 
soul of India.
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The year 2025 marked a pivotal inflection point for India’s 
Media & Entertainment industry, as it entered a new 
phase of scale, innovation and transformation. Beyond 
growth in numbers, this year reflected evolving audiences’ 
engagement with the convergence of technology with 
storytelling.
The industry continued its steady year-on-year growth 
in 2025, reaching INR2.78 trillion (US$32 billion), a 9% 
increase that outpaced India’s nominal GDP per capita 
growth of 7%. Importantly, the industry’s performance 
surpassed last year’s estimates, reinforcing confidence in 
the sector’s long-term trajectory and its ability to adapt to 
evolving market dynamics.
India’s storytelling ecosystem continues to thrive, 
producing nearly 200,000 hours of content in 2025, with 
96% created for television (excluding news bulletins). OTT 
platforms, films, and short-form formats also complement 
this scale, creating a rich multi-platform ecosystem where 
audiences consume stories on their terms.
The film industry delivered record results, with over 
1,900 releases and 37 films crossing INR1 billion or 
more at the box office, underscoring the continued 
strength of theatrical entertainment alongside television 
and digital platforms. Films like Dhurandhar shattered 
records, highlighting the continued strength of theatrical 
entertainment alongside television and digital platforms.
Digital platforms are driving exponential growth, 
transforming revenue models and audience engagement. 
Digital advertising, e-commerce and long-tail SME 
campaigns are unlocking new monetization avenues, 
while paid subscriptions across video and music platforms 
continue to grow rapidly, underscoring digital’s central role 
in the sector’s future.
Traditional media remains resilient even as consumption 
evolves. Linear TV is transitioning from a regulated 
utility to a dynamic, lifestyle-integrated ecosystem that 
complements digital growth. While Network Capacity Fee 
forbearance has provided a foundation, the next step 
is ‘Business Model Forbearance’. Moving beyond rigid 
pricing constraints can enable flexible, bundled offerings, 
encouraging “Linear AND Digital” households. Currently 

2025: A year of scale, 
innovation, and transformation

growth remains anchored in converting ‘TV dark’ rural 
markets and expanding multi-TV connections, while 
long-term opportunities lie in bundled services, cross-
industry partnerships and monetizing commercial 
establishments. With greater regulatory flexibility, 
Linear TV can leverage its unmatched reach to 
remain a strong pillar of Indian entertainment. The 
print segment remained largely stable in 2025, 
with advertising revenues growing, highlighting its 
continued relevance alongside digital platforms.
Sports and live experiences are becoming more 
immersive. Events like the ICC Women’s Cricket World 
Cup 2025 set new benchmarks, drawing millions of 
viewers across screens, while the IPL continues to 
scale. Live events are gaining traction, attracting 
international artists and opening new immersive 
experiences for audiences. Live events surged in 
double-digit, reflecting a rising appetite for shared, 
experiential entertainment.
Technology is becoming increasingly central to India’s 
Media & Entertainment industry. In 2025, artificial 
intelligence accelerated efficiency, personalization 
and localization. Productions like Mahabharat: Ek 
Dharmayudh showcase how tradition and innovation 
are converging, while sports broadcasts are becoming 
more immersive through analytics, live streaming and 
AI-driven highlights. These developments reflect how 
creators and organizations are leveraging technology 
to deepen audience engagement.
Together, these trends highlight an industry that is 
expanding in scale, innovating across platforms and 
embracing technology, positioning India as a leader 
in the M&E sector. Looking ahead, the industry is 
expected to cross INR3 trillion by 2027, signaling 
significant opportunities for growth, innovation and 
value creation across the ecosystem.
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Anant Goenka
President, FICCI

India’s Media and Entertainment (M&E) sector stands 
at the forefront of the country’s creative and digital 
transformation. As audiences evolve and technology 
reshapes how stories are created, distributed, and 
consumed, the industry continues to demonstrate 
remarkable resilience, innovation, and global 
ambition.

For over 26 years, Federation of Indian Chambers of 
Commerce and Industry (FICCI) has been a strong 
voice of industry and a committed cheerleader for 
the M&E sector. Through sustained engagement 
with government, industry leaders, creators, and 
innovators, FICCI has worked to strengthen the 
ecosystem, promote policy dialogue, and create 
platforms that enable collaboration and growth.

Our flagship convention, FICCI FRAMES, has played 
a pivotal role in shaping conversations around the 
future of media, entertainment, and digital creativity 
in India. Over the years, it has emerged as a global 
forum bringing together policymakers, industry 
leaders, storytellers, technologists, and investors to 
exchange ideas and chart the course for the sector.

Stories, scale and impact: 
FICCI-EY Report 2026

The FICCI–EY Media & Entertainment Industry Report 
has become an authoritative knowledge resource for 
the sector, offering insights into emerging trends, 
evolving business models, and the transformative role 
of technology. As India advances toward becoming 
a leading global hub for content creation and digital 
innovation, the insights presented in this report will 
help guide stakeholders in navigating opportunities 
and challenges in an increasingly dynamic landscape.

FICCI remains committed to supporting the continued 
growth of India’s creative economy and to ensuring 
that the M&E sector remains a powerful driver of 
innovation, employment, cultural influence, and 
economic growth.

I congratulate the teams at FICCI and EY for bringing 
together this comprehensive report and hope it will 
serve as a valuable reference for industry leaders, 
policymakers, and stakeholders alike.
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Ashish Pherwani 
M&E Sector Leader 
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The world feels louder, faster and more complex—shaped by economic 
uncertainty, social volatility and a constantly connected digital ecosystem. 
In this environment, media and entertainment (M&E) are no longer 
discretionary pursuits; they have become essential frameworks through 
which people interpret the world, find relief from it, and increasingly 
express who they are within it.
The first of these human needs is information. Audiences today expect 
immediacy, relevance and utility. News, analysis and community-
driven conversations are no longer passively consumed but actively 
interrogated, shared and shaped. Information is expected not only to 
inform, but to empower—helping people make choices about their careers, 
finances, identity and daily lives in an increasingly complex landscape.
Equally strong is the need for escapism. As daily pressures intensify, 
audiences are drawn to immersive experiences—cinema, gaming, music, 
live events and short-form content—that offer relief, inspiration and 
emotional connection. Escapism has evolved from simple distraction into 
deeply personalized, interactive experiences that allow individuals to 
momentarily step outside reality and return replenished.
Finally, a powerful force reshaping the media landscape is the rise of 
digital self expression. Audiences today are not only consumers, but 
creators, curators and brands in their own right. Social platforms, creator 
tools and professional networks allow individuals to project identity, 
aspiration and influence at scale. Media is no longer simply watched—it 
is used to participate, to build community and to shape one’s personal 
narrative.
This report explores how these three forces—information, escapism and 
digital self expression—are transforming India’s media and entertainment 
ecosystem. It examines an industry navigating not just technological 
disruption, but profound shifts in audience behavior and motivation. 
As the boundaries between consumer and creator continue to blur, 
understanding not only what people watch but why they do so becomes 
central to unlocking the next phase of growth.
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.

We live in an age of relentless 
acceleration and deceleration. 
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The Indian app story
Trends

but ranked 21st in terms of mobile spend

Indians spent the most amount of time on 
their phones in 2025,

37%
of app downloads and 

a mere 9% of total 
app revenue accrued 
to Indian publishers 

in 2025 

India continued to have the highest 
number of app downloads in the world

Social media time spent and consumer spend increased by 10% and 29%, respectively, in 2025

India shows great discrepancies between MAUs and consumer spend

1 Instagram Google One Google
2 ChatGPT ChatGPT WhatsApp Messenger
3 Kuku TV LinkedIn Google Chrome
4 Meesho YouTube YouTube
5 JioHotstar Sony Liv Gmail
6 Facebook Facebook Google Maps
7 Seekho Amazon Shopping Google Messages
8 PhonePe Amazon Prime Video Instagram

9 WhatsApp Messenger JioHotstar Facebook

10 Flipkart Instagram Google Calendar

MAUBy consumer spendBy downloadsRank

Powered by

25.5 billion 
new app downloads 

in 2025

+3.7% compared 
to 2024

1.23 trillion 
hours 

spent by Indians 
on their mobile 
phones in 2025 

US$1.06 
billion

app store spend 
in 2025

+27% compared 
to 2024

10.1 
billion hours

were spent 
by Indians on 

shopping apps in 
2025

15%
growth in mobile 

game in-app 
revenues vs.2024 

as RMG players 
migrated to mid-

core genres

10%
growth in time 
spent on social 

media apps 
compared 
to 2024
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India United States Brazil

App downloads (billion)

2023 2024 2025

1.00

0.38 0.37 0.37 0.39

1.13

0.40

1.23

0.41

India Indonesia United States

Time spent (trillion hours)

2023 2024 2025

Time spent (billion hours)

620

2022

708

2023

801

2024

880

2025

Consumer spend (US$ million)

2022 2023 2024 2025

39
51

65
84

Excludes side-loaded apps and non-app store revenues









YouTube India
Trends

Reach and time spent

YouTube Shorts

ad-supported 
online video 

platform in India 
for reach and total 

watch time

of logged-in YouTube 
Shorts users watched 
both Shorts and VOD/ 

livestream content within 
a one-week period 

Monthly logged-in 
viewers as of June 2025

of creators who upload 
content on YouTube in 

India also upload content 
on YouTube Shorts 

is the number one 
content category 

watched on YouTube 
Shorts by surveyed GenZ

of the 18 years 
or above YouTube 

audience was 
incremental to TV

of Indian viewers 
watch YouTube or 
YouTube Shorts 
in their shopping 

journeyinternet users 
in India aged 18 
years or above 
are reached by 

YouTube

Average daily 
YouTube 

consumption 
by online adults 

aged 18 years or 
above

#1

85% 85%650 
million+

Comedy

>65% 87%

4 out of 5
72+ 

minutes

Source: Comscore

Source: Comscore Source: Comscore

Source: Material







As traditional TV fades, the growth of CTV ensures the 
living room survives, but the always-on nature of mobile 
has redefined the consumer. We are no longer just 
viewers; we are multi-screen orchestrators, navigating 
a democratized world where the story starts on the big 
screen and lives forever in our pockets.

Umang Bedi
VerSe Innovation

Digital convergence is redefining content creation, 
distribution, and monetization. Industry leaders will 
focus on scalable technology infrastructure, trusted brand 
ecosystems, and personalized engagement strategies 
to build enduring value in an increasingly competitive 
marketplace.

Pawan Agarwal
DB Corp

India is a global powerhouse both from a content 
consumption and  creation standpoint. OTT in India is 
moving beyond passive streaming toward interactive multi-
screen ecosystems. Gen Z doesn’t only just want to watch, 
they want to engage live and share the experience with 
others instantly. Platforms that embed these experiences 
will define the next decade of growth.

Pulkit Trivedi
Snap Inc.

A prudent lens on capital allocation and cost optimization 
remains essential as the evolving industry landscape 
demands an increased focus on omni-channel content 
strategies. Driving efficiencies to build scale and tap 
emerging consumer cohorts through new-age formats such 
as micro dramas, regional sports and live experiences will 
determine long-term revenue sustainability.

Mukund Galgali
ZEE Entertainment 
Enterprises

We are firmly at the start of the Infinite Content era, 
where AI makes what was premium content into UGC - 
the challenge for creators, studios and platforms is now 
to find truly novel ideas, IP and moats that machines cant 
easily copy.

Vishnu Mohta
HoiChoi

We are moving from a Finite to an Infinite world of 
Content, driven by Gen AI. This abundance of content 
will lead to personalised formats and the need to bring 
in community to commerce, at scale, as advertising 
and subscriptions will not be enough to aid growth. By 
2030, the camera will no longer be the primary tool of 
storytelling. Intelligence will.

Neeraj Roy
Hungama Digital Media



Attention is reorganising, not fragmenting. With 
Connected TV anchoring the household and AI scaling 
operations and smart creation, the digital landscape 
is maturing. As platforms refine their local strategies, 
differentiation and relevance remain the only true 
benchmarks for leadership.

Hiren Gada
Shemaroo Entertainment

Every five years, content formats reinvent themselves 
entirely. Micro-dramas are that next inflection point - 
short, immersive, and built for how the next billion users 
consume stories.

Ankush Sachdeva
ShareChat, Moj & Quick TV

Deeper regional‑language adoption has helped in market 
penetration beyond the metros. With users demanding 
deeper and emotional storytelling without OTT-length 
commitment, democratizing access to the format, 
subscriptions and innovative brand integrations will define 
sustainable monetization for the next wave of short-
form‑video growth. 

Manohar Singh Charan
ShareChat & Moj

Micro-drama is emerging as a distinct consumption 
category that sits at the intersection of mobile-first 
behaviour, regional storytelling and low-commitment, 
high-emotion viewing. Scale will depend on effectively 
understanding local cultural nuances, offer transparent 
monetisation choices, and build trust with users. The long-
term winners will be those that approach micro-drama as 
an ecosystem play, not just a content format.

Azim Lalani
Bullet

Building choice for consumers through personalized 
experiences, language-focused offerings and sharper 
monetization pathways will continue to drive digital 
entertainment. Acquisition and retention will depend 
on engaging newer consumer cohorts and leveraging 
technology-led innovations to enhance user experience, 
content discovery and monetization.

Siju Prabhakaran
Zee5

New formats like microdramas are creating alternate 
consumption behaviors, while creator-led unscripted 
content is increasingly becoming part of mainstream 
streaming. Together, these shifts are redefining how 
audiences discover and engage with entertainment.

Amogh Dusad
Amazon MX Player

The future of entertainment isn’t about the decline of the 
living room; it’s about the democratization of delivery. 
While traditional linear signals may fade, the synergy 
of broadband and Connected TV ensures the big screen 
remains the heartbeat of the home, harmonizing with 
a world where consumers manage their own personal 
‘content orbits’ across multiple devices.

Anuj Gandhi
Jio Platforms



The core theme for the upcoming year will be AI and how 
media companies adopt it. It will be all pervasive across 
the value chain from content to product to technology to 
creativity and will enable frameworks for exciting new ways 
of building audience and monetization levers. Innovation 
and Efficiency will go hand in hand.

Puneet Singhvi
Network 18 Media & 
Investments 

For short-video platforms, monetisation is now the 
defining growth driver. Live and video commerce will be 
game-changers, seamlessly blending content, creators 
and transactions. This shift will convert engagement into 
revenue, enabling platforms to build scalable, profitable 
digital businesses across India’s rapidly expanding creator 
economy.

Deepak Salvi
Chingari

Audio series are emerging as a global storytelling 
category, driven by shifting consumption and demand for 
immersive long form formats. AI is transforming creation, 
personalization, and distribution, unlocking exponential 
supply and deeper audience engagement.

Micro-drama market in India has massive potential with 
900M+ internet users and a clear shift towards mobile-
first, story-driven short-form content. Early monetisation 
signals are encouraging with users willing to pay for 
premium narratives. The real challenge (and opportunity) 
is differentiation and retention at scale. The platform that 
cracks this will define the category.

Rohan Nayak
Pocket FM

Kushal Singhal
Flick TV

In the micro-drama ecosystem, content—not technology—
ultimately defines platforms. Technology enables scale and 
user acquisition, but true differentiation lies in storytelling. 
As the category matures, sustainable growth and long-term 
audience retention will increasingly depend on content 
quality and creative excellence.

Anshuman Misraa
Reelies

Media has always shaped how societies learn and 
entertain themselves. In an AI-driven era of infinite 
content, enduring value will come from experiences that 
earn trust, attention, and meaning.

Deepit Purkayastha
Inshorts
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“Amul – The Taste of India”, “Vicco Turmeric, Nahi 
Cosmetic…”, “Washing Powder Nirma…” — these 
iconic 90s jingles entertained us and built brands into 
household names. Television delivered unmatched 
reach and recall in a linguistically diverse, fragmented 
market. Nearly three decades later, this core strength 
remains unchanged. TV continues to anchor brand 
building and advertising in India.

Over the past decade, thousands of new brands have 
emerged, many powered by new technology and 
innovative supply chains. TV ensures these brands 
achieve awareness at scale. In 2025, TV reached 745 
million Indians every week. It also extended that reach 
deep into Tier-II and III markets, where digital access 
can still be uneven.

As a predominantly family-viewing medium, TV 
enables brands to connect with diverse demographic 
groups at once. Viewing remains a shared cultural 
ritual in Indian households, creating stronger 
emotional resonance. It also builds trust —TV 
advertising is widely perceived as more authentic and 
vetted.

Beyond delivering scale, TV offers reliability. 
Standardized audience measurement systems allow 
predictable planning and benchmarking. Flexible 
pricing and the lowest cost-per-reach among media 
formats help brands maximize return on investment 
while positioning their messages effectively.

TV continues to evolve with the times, reinforcing 
its place in the advertising value chain amid intense 
competition. Advances in technology have made 
TV advertising more interactive and immersive. 
Today, brands can embed QR codes into campaigns, 
prompting viewers to visit websites or make purchases 
instantly.

Innovative formats such as L-band ads during live 
programming— especially sports— offer short, high-
visibility engagement at a lower cost. These formats 
help brands avoid expensive prime-time slots while 
still reaching millions tuned in to cricket or kabaddi.

India remains a market where traditional and new 
media coexist seamlessly, with brands continuing to 
leverage TV’s unmatched scale and impact. With over 
200 million TV screens on the horizon, the medium’s 
reach and relevance are only set to deepen. To sustain 
this momentum, the industry is working closely 
with policymakers to build an efficient, future-ready 
ecosystem; one that strengthens TV’s role as a force 
multiplier.

However, unlocking the next phase of growth requires 
greater regulatory flexibility. Unlike digital and user-
generated content platforms, TV stakeholders remain 
constrained by rigid, channel-based pricing models 
that limit innovation. Easing these restrictions will 
enable broadcasters and distributors to compete 
more effectively, evolve beyond a traditional utility, 
and deliver a more dynamic, lifestyle-integrated 
experience.

What the industry needs from the regulator now 
is the freedom to price, bundle, and partner. This 
includes the ability to create cross-platform “super 
bundles” that combine linear TV with digital services 
for a seamless consumer experience, as well as 
partnerships across sectors like retail, F&B, and travel 
to drive engagement through rewards. Additionally, 
unlocking commercial monetization opportunities — 
across hotels, pubs and restaurants for genres like 
sports, music and news — can unlock true value. The 
result: a more accessible, competitive, and consumer-
centric medium, aligned with the demands of the 
modern age.

From reach to recall:

Compiled by the Indian Broadcasting and Digital Foundation
The TV advantage
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The Doordarshan network reached 700 million viewers 
in 2025 across FreeDish and paid platforms. We will 
continue to engage with audiences and provide greater 
avenues to India’s creative economy. DD will also expand 
its digital presence to reach viewers through their preferred 
mediums.  

Gaurav Dwivedi
Prasar Bharati

The real strength of content will lie in its ability to blend 
cultural depth with narrative clarity, creating stories that 
audiences stay with, return to, and build a habit around.

Nachiket Pantvaidya
Sony Pictures Network India

India’s media industry is entering a phase where scale, 
technology and creativity must work together. The focus 
will be on building platform-agnostic content engines 
from shorts to cinema that empower creators, optimise 
production infrastructure and enable Indian stories to 
travel further, faster and more consistently across every 
screen.

Aditya Pittie
The EPIC Company

The increasing convergence between content and 
technology is enabling players to build new models of 
content creation, delivery, monetization and experience. At 
the heart of this transformation lie ever-evolving consumer 
preferences, making it imperative for the industry to adopt 
a platform-agnostic approach to garner significant mind 
and wallet share at every entertainment touchpoint.

Punit Goenka
ZEE Entertainment 
Enterprises 

Television still sets India’s content agenda. However, 
the consumption and monetisation of this content is 
proliferating across linear, OTT platforms, CTV channels 
and even YouTube, signalling a re-think of legacy 
broadcaster economic models.

Arjun Nohwar
Warner Bros. Discovery

India’s digital surge hasn’t just shifted the landscape; it’s 
handed us the ultimate creative playground. Today, there 
aren’t just tools in a newsroom; we are jumping in feet-
first to redefine how stories travel. By mastering the ‘AI 
Sandwich’ that ensures human accountability at both ends, 
we’ve proved that technology doesn’t replace authenticity; 
it amplifies it. 

Kalli Purie
India Today Group



The ongoing transformation of the media industry 
reflects deeper changes in technology, shifting consumer 
behaviour and rising brand expectations. Embracing 
digital-first models, AI-powered innovation and immersive 
entertainment is now essential for relevance and growth. 
Media companies must prioritise relevance at scale while 
maintaining cost discipline and capital efficiency across 
business models and platforms.

N Subramanian
The Times Group

The news television industry needs a total revamp: new 
audiences, new ways of delivering advertising value and 
new human-in-AI newsrooms. We may also need some 
favourable consideration from the government as the print 
industry has got. Anything less is certain extinction.

India’s media and entertainment sector is entering a new 
growth phase driven by digital consumption, regional 
storytelling, and technology innovation. Platforms that 
combine creativity with data-driven insights will unlock 
deeper audience engagement and long-term industry 
value.

Barun Das
TV9 Network

Sumanta Datta
ABP Network

The media industry is entering a technology-defined 
decade where AI, data intelligence, and platforms will 
reshape discovery, engagement, economics, and influence 
— making credibility and context more valuable than 
ever.

Rahul Kanwal
NDTV

AI will not replace storytelling, it will industrialise it. 
The winners in Indian media will be those who harness 
AI to personalise content at scale while preserving the 
cultural authenticity that audiences trust. Expect content 
personalization to peak and newer monetisation models to 
emerge in news which blends human storytelling and AI 
industrial scale .

Entertainment is entering a phase where relevance and 
trust will matter more than scale alone. The winners will be 
those who build credible platforms, create strong content 
legacy and deliver long-term value for audiences and 
advertisers.

Avinash Kaul
Network18

Ashish Sehgal
Times Network



The next tech decade is truly underway. With automation 
streamlining workflows, analytics revealing deep 
audience insights and AI powering intelligent creation; 
media organisations from content and broadcasting to 
distribution, are leveraging technology to sustain growth 
and acquire a competitive edge.

The drop in PayTV subscribers is higher than the rise in 
B2C PayOTT subscriptions. TV viewing is shifting to free 
B2B2C while the industry debates shrinking revenues. 
Needs discussion.

Today’s distribution landscape spans formats and 
screens, from CTV and GECs to micro-dramas, regional 
and international content. Relevance is driven by the 
coexistence of snackable and long-form storytelling. 
Across the industry, efforts are focused on building a 
holistic entertainment ecosystem through collaborative 
partnerships, multi-platform distribution, and affordable, 
relevant programming.

Vynsley Fernandes
Hinduja Global Solutions 

Harit Nagpal
Tata Play

Manoj Dobhal
Dish TV India 

India’s cable TV networks remain a critical pillar of the 
country’s digital infrastructure. By leveraging strong 
last-mile connectivity and evolving into broadband-led 
platforms, the industry will continue to drive affordable 
access and digital inclusion.

AI ecosystems turn products into smart, adaptive 
experiences. They predict what consumers need, spark 
creativity, grow with purpose, and create new ways for 
businesses to deliver value

While India’s younger population is often discussed, with 
~100 million over 65 years, and the 60+ age group its 
fastest growing segment, India offers interesting contrasts. 
This cohort likes its old habits- morning newspaper and 
easy to use linear TV. Linear TV still has legs.

Tejinder Singh Panesar
Hathway Cable and Datacom

Siddharth Sharma
Bharti Airtel

Murthy Chaganti
Asianet Satellite 
Communications



A deeper understanding of the consumer’s increasing 
propensity to pay remains crucial for the overall 
subscription revenue growth across the industry. The 
interplay of linear and digital platforms to build innovative 
monetization and engagement models will help deliver 
relevance and consistent value across every screen.

Advertising is moving towards outcome-led investments, 
but scale and trust remain critical in building brands. 
The opportunity lies in blending television’s reach with 
stories and solutions to create sustained,measurable and 
meaningful impact for marketers.

Anil Malhotra
ZEE Entertainment Enterprises 

Akshay Agrawal
Sony Pictures Network India

With 831 million monthly viewers, and 244 million tuning 
in on all 7 days of the week, Television remains the most 
preferred medium to reach mass audiences. Engagement 
with young audiences remains high, with 173 million in 
the 22-40 age group tuning into TV daily. BARC’s CTV 
measurement initiative will add further strength to the 
currency, delivering a verifiable view of engagement across 
Linear & Connected TV.

Nakul Chopra
BARC

For decades, India’s television industry operated on a ‘One 
Screen, One Pipe’ model. But consumer behaviour has 
decisively moved to ‘Any Screen, Any Pipe.’ The future 
of linear TV lies in enabling a unified ecosystem where 
content is device-agnostic, distribution is technology-led 
and partnerships across DPOs, platforms and broadcasters 
are aligned around consumer convenience. 

Piyush Goyal
JioStar

Advertisement revenue is consolidating into a unified 
currency with linear and digital environments delivering 
stronger measurable outcomes and higher interactivity. 
Increasing CTV adoption is further unlocking new layers of 
audience targeting. The real opportunity lies in combining 
these strengths to enhance value generation for advertisers 
beyond impressions.

Sandeep Mehrotra
ZEE Entertainment 
Enterprises

The advertising market is entering a more confident 
phase of growth. Core sectors like FMCG, auto, and 
infrastructure are stepping up investments, signaling 
renewed business optimism. AI-led and tech-native 
platforms are expected to boost the adex, with investments 
on both brand building and rapid adoption. The next 
phase of growth will be defined by how effectively 
advertisers blend brand storytelling with adoption-led 
performance.

Mahesh Shetty
JioStar
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Print is resilient. Circulation is trending up. Revenue from 
both national and local advertisers is growing. Political 
advertising, events and activation provide extra buoyancy 
to revenues. AI adoption, while at early stages, will drive 
huge efficiencies. The one area of concern is newsprint 
pricing and availability.

Karan Darda
Lokmat Media Group

The growth engine lies in Bharat. By blending hyper-local 
vernacular journalism with smart digital delivery, we can 
empower regional communities and create unparalleled, 
targeted value for partners.

Using technology with internal processes to prioritise long-
term trust is critical to create sustainable business models. 
Trust is not generated by technology;  it is produced by 
Institutions.

Tanmay Maheshwari
Amar Ujala

L V Navaneeth
The Hindu

Print’s future lies in evolving into a high-reach, high-
impact credibility platform where trust, depth, and 
precision converge to drive reader engagement, while 
delivering the attention quality and measurable outcomes 
advertisers increasingly demand.

Sanjay Gupta
Jagran Prakashan 

In an AI-saturated world where truth blurs, print becomes 
more premium: a trust-led, privacy-respecting enduring 
refuge. Digital merely reports events; print assigns 
importance through curated depth, tech-enabled efficiency, 
and brand-safe advertiser partnerships.

Sivakumar Sundaram
BCCL Publishing

Media is transforming rapidly, but trust in Print remains 
constant. For Indian Language Print, readership loyalty, 
language affinity and advertiser effectiveness remain 
strong. Rising literacy, local entrepreneurship and regional 
consumption growth further reinforce this opportunity. 
The future lies in integrated media ecosystems that 
combine print authority with digital scale, data intelligence, 
radio reach and on-ground engagement.

Girish Agarwal 
DB Corp
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Old certainties have collapsed. New ones haven’t arrived. 
The future belongs to those who embrace viable disruption. 
Disruption in stories, in storytelling, in the use of 
technology. From cinema screens to mobile phones, the 
canvas has never been wider. The opportunity is to tell 
more stories, reach wider audiences across every screen, 
and build an ecosystem where the entire chain doesn’t just 
survive but thrives.

Hansal Mehta
True Story Films LLP

The record box office collection in 2025 was due to growing 
depth of theatrical demand across languages, formats 
and price points. The Indian film industry should build 
for consistency, not relying solely on tentpole releases. 
A strong slate of regional cinema, mid-budget films with 
strong storytelling, and a diversified content strategy will 
be key to sustaining theatrical performance.

Domestic box office collections made 2025 the highest 
grossing year in history, signalling a strong resurgence and 
sustained momentum toward long term structural growth 
and higher peaks ahead.

Devang Sampat
Cinepolis India

Shibasish Sarkar
Reliance Entertainment 
Studios; Producers Guild 

The future of Indian entertainment lies in our ability to 
turn diverse stories into world-class spectacles. By scaling 
our creative infrastructure for a billion-plus audience, we 
are transforming India into a global hub for immersive, 
large-screen content.

Ajay Bijli
PVR INOX

India is at a defining moment in storytelling. Our 
culture, our mythology, our emotions, these are the raw 
material the world is hungry for. Strong IPs built on these 
foundations will define who leads global cinema. And with 
AI now reshaping how stories are made, the possibilities 
for Indian film are truly limitless.

Dinesh Vijan
Maddock Films

India’s theatrical exhibition is entering a renewed phase 
of structural growth, driven by multilingual storytelling, 
premiumisation and deeper market penetration beyond 
metros. Continued policy support for infrastructure 
expansion and content innovation and a highly 
anticipated line up for films in the coming year will 
sustain this momentum.

Rajesh Mishra
UFO Moviez



India’s M&E industry has always focused on compelling 
storytelling, technology-led distribution and data-driven 
marketing. We have now seen audience behaviour 
changing, along with disruptive developments in 
technology, particularly AI, which will challenge the 
industry in ways not experienced before. The ability of the 
industry to adapt quickly will unlock new global audiences 
and create new opportunites.

Venky Mysore
Red chillies Entertainment

The future of cinema lies in authentic storytelling with 
scale and purpose. Technology will enhance decision-
making, but human creativity and culturally rooted stories 
will drive lasting impact on audience.

The future of Indian cinema lies in telling stories 
deeply rooted in our culture, crafted with ambition and 
world-class filmmaking. By backing original voices and 
nurturing talent, we can take India to the world and allow 
homegrown stories to find a truly global audience.

Shiv Chanana
T-Series

Guneet Monga
Sikhya Entertainment

Taste and creative vision will become all the more 
important and the single biggest differentiator as we go 
into an era of mass content production enabled by AI and 
newer technologies.

Shobu Yarlagadda
Arka Media Works & Mihira 
Visual Labs

Forward-looking trends in the film industry point 
toward event-scale theatrical cinema, stronger regional 
storytelling, global distribution, and advanced viewing 
technologies. Films driven by star power, cultural 
authenticity and immersive experiences will remain key to 
sustaining theatrical audiences alongside expanding digital 
platforms.

The rise of language-based cinema validates the fact 
that quality content no longer depends on budgets or 
star power. Audiences reward compelling scripts across 
every platform, and movie consumption will be redefined 
as theatrical viewing and digital reach evolve into 
complementary engines of content discovery.

Vivek Kuchibhotla
Producer-TFI

Umesh Bansal
Zee Studios 



From a distributor, producer and exhibitor standpoint, 
the future lies in strong theatrical event films, disciplined 
budgets, strategic release planning and deeper audience 
engagement. Enhanced cinema infrastructure, including 
better sound systems and premium viewing experiences, 
will play a key role in attracting audiences back to theatres.

Technology is making content creation more democratic, 
expanding access beyond traditional centers. However, 
a resilient media ecosystem requires balancing creativity 
with commercial discipline; aligning production costs to 
realistic recovery benchmarks to ensure sustainable growth 
and long term stability.

Suniel Narang
Asian Group

Vishnu Induri
Vibri Media

The future of cinema will be shaped by stories that are 
deeply rooted in culture yet resonate with global audiences. 
Theatres will continue to thrive when films deliver scale, 
emotion and experiences that cannot be replicated 
elsewhere. As technology expands opportunities for new 
voices, the industry must balance creative ambition with 
commercial discipline.

While by no means perfect, 2025 delivered often enough 
at the box office - Chhaava, Saiyaara, Mahavtar Narsimha, 
Kantara: Chapter 1 and of course, the record-breaking 
Dhurandhar- to give rise to a sense of cautious optimism 
for the future. 

Ashwini Puneeth Rajkumar
PRK Productions

Nitin Tej Ahuja
Producers Guild of India

Success will be defined by hyper-personalised storytelling 
driven largely by digital penetration and regional 
language led scale. Scalable IP’s and smarter content bets 
produced and licensed/ sold at the right price points will 
become imperative.

Neeraj Vyas
Bhanushali Studios

India’s film industry is entering a phase of survival driven 
reinvention. Sustainable growth will require rethinking 
business models, disciplined production economics, and 
laser focus on the creative narratives that drive people 
to theaters. When ticket prices are high and streaming 
windows are short, audiences reserve theaters for 
tentpole films.

Vivek Krishnani
MovieVerse Studios 



Regional cinema is breaking new boundaries with original 
stories and pan-India appeal. As AI gets smarter, it will 
make it easier to scale stories for bigger box office returns.

Regional cinema today is no longer niche. Strong local 
stories, backed by better distribution and digital reach, 
are allowing films to cross language barriers and find 
audiences across India and beyond.

Navin Chandra
91 Film Studios

Abhishek Agarwal
Abhishek Agarwal Arts
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AI, storytelling depth, and a new generation of developers 
are enabling the creation of globally relevant gaming IP 
from India. India has the potential to emerge not just as 
a large gaming market, but as a global hub for interactive 
content and digital entertainment. As AI transforms 
how games are built, distributed, and monetised, India’s 
gaming companies have a unique opportunity to leapfrog 
and create global IP. The focus must now shift from 
consumption to creation, with Indian studios building 
scalable franchises that can compete on the world stage.

Nitish Mittersain
Nazara Technologies

The future of India’s M&E sector will be shaped by 
innovation, interactivity and experiences that resonate with 
an evolving digital audience. Gaming is a powerful force 
within this ecosystem, redefining how audiences engage 
with and consume content. Sustaining India’s leadership 
in digital entertainment will require continued investment 
in creative talent, technology and a collaborative ecosystem 
that enables globally competitive and immersive 
experiences.

Sean Hyunil Sohn
Krafton India

India’s gaming industry is at an inflection point, with scale, 
talent and digital adoption coming together to create global 
opportunities. Indian companies are well positioned to 
build products and platforms that resonate with audiences 
worldwide. The next phase of growth will see India emerge 
not just as a large gaming market, but as a meaningful 
contributor to the global gaming economy.

Sai Srinivas
M - League

Indian esports is entering a consolidation phase where 
stable, title-specific ecosystems will matter more than rapid 
expansion. The growing prominence of Moba Legends: 
5v5! and Honor of Kings will diversify participation, while 
events like Esports Nations Cup 2026 will strengthen 
India’s global competitive presence.

Akshat Rathee
NODWIN Gaming



The interactive entertainment and online gaming sector 
is entering a phase where scale can be driven by AI-
powered experiences, vernacular content, and responsible 
regulatory frameworks. As digital natives deepen their 
engagement, we are  witnessing a gradual increase in in-
app purchases and newer monetisation models. Gaming, 
creator economies and social platforms will blend in to 
mainstream entertainment and digital culture.

Roland Landers
All India Game Developers 
Forum

Video gaming and esports are no longer subcultures, 
they are mainstream community ecosystems. Future 
ready brands that embed themselves authentically within 
gaming IPs, and not just in campaigns around them, can 
build deeper loyalty, real-time engagement and cultural 
relevance with Gen Z and digital-first India.

The next wave of growth will come from interactive 
and immersive formats built around user choice and 
personalisation. Media is moving from lean-back broadcast 
to lean forward participation across games, micro-dramas, 
short  video, live streaming and interactive content. The 
next 10 years will be propelled by the “Swipe Before Type” 
generation and  formats will be built around the individual 
consumer.

Rajan Navani
Jetline Group of Companies

Salone Sehgal
Lumikai

India’s M&E sector will be driven by AI-powered content 
and distribution, alongside ‘Made in India’ IP scaling 
globally. Video gaming and esports will accelerate growth, 
while regional storytelling and data intelligence reshape 
monetization and influence.

Lokesh Suji
Electronic Sports Federation of 
India, Asian Esports Federation
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Live events grew in 2025 Fun facts!

Live events in 2025
34,086 

Non-metros powered some of the biggest growths in live events in 2025

Ticketed events
Trends

Powered by BookMyShow

fans who 
attended 

events solo

increase in 
footfalls for 

premium 
experiences

fans traveled to 
another city for 

concerts, an 18% 
increase from 

2024

1.8

million

2x

562,032

17%

Growth in 
live events 

consumption

409%
Vizag

230%
Vadodara

213%
Shillong

159%
Rajkot

94%
Nashik

64%
Kanpur

143%
Kokrajhar 33%

Jaipur

214%
Indore

188%
Guwahati

47%
Goa

155%
Dehradun

31%
Bhubaneswar

BookMyShow Throwback 2025. All data has been provided by BookMyShowIndia and is based on their research. It has not been validated by EY and 
presented in summary form for representation purposes only.





One of the largest-ever concert tours by an Indian artist

An economic impact of INR943 crore

Fans came from almost all states of India and extended their stay

Over 118,000 man days of employment were generated

Dil-Luminati India tour 2024
Socio-economic impact

fans attended more than one concert

6%
26%
38%
43%
44%
49%

inter-city fans traveled by air
traveled from other cities to attend concerts
inter-city fans extended their stay by 2 to 3 days beyond the concert
fans were less than 25 years or above 60 years old
were from Tier-II and Tier-III cities

69,000+
direct man days

48,000+
indirect man days

118,000+
total man days

All data is the from the EY, Saregama India and Ripple Effect report of the same name released March 2026

INR276 
crore

INR111 
crore

INR2.5 
crore

INR553 
crore

Direct revenue Indirect revenue revenue to 
local bodies

Total measurable 
impact

GST

INR943 
crore

2
months

14
events

13
cities

320,000+ 
tickets sold
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2025 has been a year of caution for VFX studios across 
India. Margins continue to erode as VFX budgets shrink. 
There’s been no real growth in revenues — only higher 
volumes delivered at lower price points, with budgets 
getting increasingly compressed. Animation continues to 
struggle through a slow recovery. We expect some growth 
and stabilisation only by mid-2026 onwards.

Anand Bhanushali
Philm CGI

The M&E industry is being reshaped by AI-driven 
production efficiency, evolving monetization and changing 
consumption patterns. Co-viewing in animation is 
influencing commissioning, while transmedia expansion 
and gaming growth redefine IP value. As new skills emerge, 
India has a generational opportunity: create in India, and 
create for the world.

Munjal Shroff
Graphiti, FICCI AVGC XR forum

The animation, VFX and post-production industries are 
on the brink of a creative renaissance. Powered by AI, 
real-time production, and global collaboration, they will 
redefine storytelling, expand economies and unlock a new 
era of digital imagination.

Our industry is on the brink of a new era defined by global 
alliances, real-time production innovation and AI-driven 
creativity. With immersive narratives and agile digital 
workflows, India stands poised to emerge as a global 
content giant. Indian-made animated/ VFX films are 
destined to set new global benchmarks soon. 

P. Jayakumar
Kynzo Media Group

Rajiv Chilaka
Green Gold Animation 

Central and state AVGC‑XR policies are accelerating 
the transformation of India’s creative industries and 
strengthening the Orange Economy. The 2026–27 Union 
Budget prioritizes creative and performing arts education, 
advanced design and technical skills, and establishing 
well‑equipped labs and IICT-led trainer programs — laying 
a strong foundation for India’s future with vital support 
from the MIB.  

Ashish SK
Punnaryug Artvision

As AI proliferates, we must ensure that there are strong 
ethical guardrails in place, and that consent, transparency, 
fairness, and safety are prioritised. Rights must be 
secured and protected for IP owners and AI tools should 
be designed to amplify, not replace, human intelligence, 
keeping humans at the centre to ensure oversight and 
responsibility.

Namit Malhotra
DNEG/ Prime Focus



In the age of AI, production will accelerate, but IP 
remains the sovereign asset. Nations and studios that 
own original stories, characters, and worlds will capture 
disproportionate value in the next phase of the AVGC 
economy.

Biren Ghosh
Astra Studios

The animation and VFX industry is entering a new growth 
phase driven by global demand, real-time workflows, and 
advanced pipelines like Blender and Unreal. India’s skilled 
talent and expanding capabilities position studios to deliver 
high-quality content through the integration of creativity 
and technology.

The future belongs to those who blend creativity with 
cutting-edge technology. True transformation demands 
bold clarity and purpose. At the intersection of imagination 
and innovation, India’s animation and VFX industry is 
no longer following trends; it’s defining them, leveraging 
local storytelling brilliance, frontier technology, and 
collaborative strength to craft stories that resonate globally.

Vikas Kumar
DIGITOONZ

Arjun Madhavan
Assemblage Entertainment

The animation, VFX and post-production landscape is 
entering a phase of renewed growth, shaped by stronger 
storytelling discipline, global integration, rising Indian 
capability and smarter incentives—an ecosystem steadily 
evolving toward higher quality, sustainable scale, and 
truly borderless creative collaboration.

Kiran Prasad
Industrial Light & Magic

Change is inevitable. Driven by technological 
advancements and evolving content consumption, we are 
poised to re-imagine, re-define and re-position the sector. 
With unprecedented growth opportunities, we will rebuild 
through a 360-degree approach rooted in innovation, 
creativity and cross-platform collaboration.

Innovation is driving the future of animation, VFX and 
post-production as real-time workflows, cloud platforms, 
and continuous R&D, especially around emerging tools like 
AI, expand creative possibilities and redefine how global 
teams bring stories to life.

Tejonidhi Bhandare
Reliance Animation

Gaurav Gupta
FutureWorks
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Small screen sizes accounted for more 
than 75% of the total share

Digital OOH
Trends

Powered by Lemma Technologies

73% of screens were residential and transit

75% of screens were in metro cities Share of programmatic ad deals doubled 
in 2025

India has over 220,000 digital screens 
Screen count increased  21% over 2024

145
165

185
223

2022 2023 2024 2025

Digital screens (000s) Screens by size (2025)

76%

10% 14%

1%

Small
(under 36 

inches)

Medium
(36 inches to 

60 inches)

Large
(60 inches to 
100 inches)

Spectacular 
(>100 inches)

Screen count (000s) by location

120 

95

44 37

19 18 10 8

31 28

Residential Transit Entertainment/ mall Corporate Others

20252024

Metro vs. non- metro screen split

Metro
(Top 12 cities) Non-metro

25%

75%
15%

30%

85%
70%

2024 2025

Share of direct and programmatic deals

Direct deals Programmatic deals
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Out of the 58% who had ever paid for 
music streaming, younger demographics 
were more likely to pay

Out of the 42% FREE music streaming customers,

were willing to pay
if their free music streaming 
service became fully paid, 
subject to:

FREE users would be willing to pay for:
(Respondents could select up to 5 answer options)

16-25 years

Shift to YouTube (Free)

26-40 years

Use pirated sources

40+ years

Stop listening on apps

41%

66%

40%

25%

19%

19%

Motivators for ever paid respondents were:

36% were not willing to pay if their service 
went paid, and would rather:

(Respondents could select up to 3 answer options)

The survey was conducted using online means of smartphone owners. The sample comprised 60% males and 60% metro audiences. 80% of respondents were below 
40 years of age.

How India listens, streams and pays for music
Insights from the IMI-EY survey of 5,171 digital content consumers

Survey

of which
of which

96%
smartphone users 
listened to music

77%
listened to music on 

legal digital platforms

58%

42%

had ever paid for music 
streaming (including bundles)

were FREE music 
streaming customers

the price 
being low

No ads 
at all

all free options 
disappearing

Full control 
over playback

being bundled 
with a popular 
subscription

High/ lossless 
audio quality

To avoid ads

For high audio 
quality

To play songs 
in any order

49%

35%

26%

42%

40%

38%

33%

21%

31%

64%
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The glut of AI generated music will further enhance the 
value of real-life artiste connections and premium music.

Vikram Mehra
Saregama

The era of the superfan has begun. Global fandom 
is becoming the industry’s growth engine—fuelling 
premium engagement, deeper artist connections, and new 
monetization across live, ticketing, merchandising, and 
fan experiences, while progressively unlocking the path to 
India’s premium subscription economy.

Devraj Sanyal
Universal Music Group

During COVID, OTT platform missteps caused 
certain setbacks, but the industry’s challenges are 
temporary.  With streaming, short‑form content and 
public‑performance revenues rising—just like CRBT once 
did—the future remains strong. Stay positive.

Kumar Taurani
Tips Industries

In 2026, we are evolving from a film-centric industry to a 
diverse IP powerhouse. By leveraging short-form content 
as a primary discovery engine and transitioning audiences 
toward a subscription-led ecosystem, we’re ensuring 
sustainable, premium growth for both cinematic and 
independent music.

Neeraj Kalyan
T-Series

India’s music industry is pivoting from ad-supported 
growth to a subscription-led monetization model, anchored 
by premium differentiation. The scalable expansion of 
artist services will be essential to delivering sustained, 
long-term value for artists, fans, and stakeholders.

Vinit Thakkar
Sony Music India

Whilst business models morph, music consumption grows 
beyond traditional streaming. Subscription growth will 
define the new era — data cognizant, artist-powered, fan-
led and future-focused. This era is not following the trend; 
it’s shaping the rhythm of what’s next.

Mandar Thakur
Times Music

As India’s markets mature, regional music will further 
drive the next wave of growth, with south markets 
emerging as breakout forces, powered by platform-native 
storytelling, fan communities, and globally scalable artist 
ecosystems.

Vivek Raina
Believe India and South Asia



The most important signal in Indian music right now 
is coming from listeners. While playback music long 
dominated through cinema, we’re now seeing the rise of a 
playfront culture — where artists build direct relationships 
with audiences beyond film cycles. The artists who are 
winning are those building fanbases around a sound.

Amarjit Batra
Spotify

India’s music streaming market has confidently pivoted 
towards paid subscriptions and is poised to triple in the 
next three years. With streaming now ubiquitous and 
curbing piracy, growth will be driven by accelerating 
subscription adoption, the right mix of subscription 
offerings, disciplined rationalization of free-tier economics 
and sharp, consumer-centric value propositions.

Sahas Malhotra
JioSaavn

India’s music industry is entering a decisive growth 
phase, driven by streaming scale, regional language 
expansion, and global demand for Indian repertoire. The 
next decade will be defined by stronger IP ownership, 
data-led monetisation, and deeper collaboration between 
creators, platforms, and investors.

Sujal Parekh
Zee Music

As India’s digital transformation and AI adoption position 
it as a global creative hub - success will hinge on robust 
rights frameworks, where technology, transparency, rights 
recognition and fair remuneration together ensure creators 
and owners thrive in a rapidly scaling creative economy.

Rakesh Nigam
IPRS

Audio streaming growth in India will increasingly be 
shaped by subscription models built on strong content 
affinity, personalization, deeper fan–artist engagement, 
and everyday utility. The platforms that win will be those 
that create differentiated value that keeps users coming 
back—and willing to pay for that habit.

Yatish Mehrishi
Gaana

With subscriptions accelerating and live scaling rapidly, 
India is becoming a global growth engine. The next phase 
will be shaped by holistic ecosystems that back artists 
across multiple touchpoints.

Jay Mehta
Warner Music India and 
SAARC

The launch of Sangeet Dwar an all industry initiative will 
be a game changer for on ground public performance 
revenues which has a 4% compliance rate pan-India, and 
generate a paltry INR5 billion. With the launch of Sangeet 
Dwar we are confident that revenues could treble in the 
next few years. This increase will benefit creators.

Blaise Fernandes
The Indian Music Industry

Public performance revenues can multiply manifold if 
compliance becomes frictionless, accountability is clearly 
defined, and creators’ capital risk is fairly monetised.

G B Aayeer
Phonographic Performance 
Limited (PPL)
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As India becomes a Digital-majority market, radio’s 
role is not diminishing—it is sharpening. Radio is the 
activation engine, driving hyperlocal trust and integrated 
city ecosystems that deliver accountable growth! It’s real 
time nature allows for immediate engagement, driving 
commerce and community interaction.

Abe Thomas
Music Broadcast

As audiences move seamlessly across audio, video, 
digital and on-ground experiences, radio holds a distinct 
advantage with trusted voices, powerful storytelling and 
deep hyperlocal affinity. When radio expands across 
platforms, it shifts from a frequency to an experience 
brand. In a fragmented market, community will 
outperform scale and radio-led ecosystems will drive the 
next phase of growth.

Ashit Kukian
Big FM

The shift to digital radio will enable transparency, data-led 
insights and enhanced audience engagement, all of which 
are key drivers of advertiser confidence and sustainable 
growth. The challenge for the industry today is not content 
or creativity; but long-overdue regulatory reforms that 
must come into effect at the earliest to position radio as a 
future-ready, multi-platform medium.

Nisha Narayanan
Red FM  

Radio’s next phase of growth will come from reinventing 
its strengths: trusted voices, local relevance and habitual 
reach, through deeper integration with digital, data and 
on-ground consumer engagement.

Yatish Mehrishi
Mirchi



The challenge for Indian radio is not relevance—it is 
structural economics. The solution lies in smarter policy, 
modern measurement, and monetisation flexibility.

Rahul Namjoshi
My FM



Media and entertainment

Sports
Revenue estimates powered by WPP Media



























SPEAK
Expert

Sports broadcasting is entering an AI-powered era, 
where hyper-personalised feeds, real-time data insights, 
and rapid technological innovation will redefine fan 
engagement, making experiences smarter, faster, and more 
immersive than ever before.

Yannick Colaco
FanCode

The convergence of sports and digital broadcasting is 
reshaping how India consumes media. From second-
screen engagement to regional language commentary, 
sports will drive the next great leap in broadcast innovation 
and reach.

Jalaj Dani
Dani Sports Foundation

India’s M&E sector stands at an inflection point where AI-
powered storytelling, live sports and entertainment at scale 
are creating opportunities that will redefine global content 
consumption.

Vinit Karnik
WPP Media

As we move into 2026, sports consumption will continue to 
set new benchmarks through synergies between platforms 
where digital screens will be the accelerator and linear TV 
the foundational anchor. The opportunity lies in powering 
this hybrid engine to engage a billion viewers through 
culturally resonant, regionalized content.

Sports is emerging as one of the most powerful drivers of 
engagement in the media ecosystem, with the ability to 
deliver scale, immediacy, and community. The next phase 
of growth will be shaped by deeper monetisation, multi-
platform experiences, and year-round fan engagement.

Ishan Chatterjee
JioStar

Rajesh Kaul
Sony Pictures Network India
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Inside the producer mindset
What is shaping production decisions across India

Respondents 
agreed that the 
biggest concern 

to address is 
the shortage of 

quality writers and 
compelling stories

Respondents agreed 
that the TV++ cost 

model will be a viable 
alternative for 
OTT platforms 
(2024: 70%)

Respondents agreed 
that the demand for 
reality shows and 

impact properties is 
expected to grow in 

2026

MonetizationXX% XX%XX% Consumption Production

78%

59%

50%

Respondents 
agreed that 

average 
per‑episode 

revenues for OTT 
content will decline 

in 2026

Respondents 
agreed that the 

time has come for 
Indian animated 

content

Respondents 
agreed that there 
is a need for more 
theatres to grow 

theatrical revenues 

69%

59%

50%

Respondents 
agreed that 

viewers’ minds 
are getting wired 
to prefer shorter 
duration content

Respondents 
agreed that direct-
to-digital releases 

will continue to 
reduce

Respondents 
agreed that the 

volume of tentpole 
properties on OTT 
will decline in 2026 

(16% believed it 
would increase)

63%

56%

44%

Respondents agreed 
that the ease of 
shooting across 
India—particularly 

with respect to 
permissions—is 

improving (2024: 35%)

Respondents agreed 
with the claim 

that AI‑generated 
content will not 
supersede native 
content produced

Respondents 
agreed that there 

is increased 
adoption of 

performance-linked 
compensation for 
actors in theatrical 

productions

59%

53%

44%

Respondents agreed 
that the four‑week 

digital release 
window negatively 
impacts theatrical 

performance

Respondents agreed 
that the implementation 

of Labour Codes 
increases production 
and compliance costs 
(72% of South Indian 

producers agreed with 
this statement)

Respondents believed 
that micro-dramas 
are here to stay 

(compared to 22% 
who did not). South 

Indian producers were 
less convinced of this 
than Hindi producers

59%

53%

38%





~90%
of India’s pin codes 

have a Prime member 
paying for an additional 

subscription

>68,000 
hours

of additional content 
selection, including 
>28,000 hours of 

English content and 
>13,000 hours of 

content for young adults

Prime Video India
Trends

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

Core metrics

Add-on subscriptions

TVOD

#1 >20% ~60%99%

~25% >85%

>8,500 60% 96%

India is the top 
market outside the 
US for new Prime 

memberships 
each year

of the streamers 
were new to the 

service in the last 
12 months

of Prime Video 
India customers 

stream content in 
four or more Indian 

languages

of India’s pin 
codes generate 
viewership for 
Prime Video

of total 
viewing time of 
international 

shows and movies 
is now in Indian 

languages

of Indian 
customers watch 

international 
shows and movies

Indian and 
international 
movie titles 

available for rent

of the catalogue 
being rented 

at least once a 
month

of India’s pin 
codes had 

customers renting 
movies on Prime 

Video in 2025

~30
Indian and international 
add-on subscriptions are 
available on the platform
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EY Marketer Survey 2025 I % of total respondents EY Marketer Survey 2025 I % of total respondents

EY Marketer Survey 2025 I % of total respondents

Marketers were most concerned about 
attribution and personalization

Only 31% of respondents had integrated their 
marketing teams until 2025

89% of respondents felt that GenAI had a high impact on marketing. However, implementation 
challenges remained 

0% 20% 40% 60% 80%100%

Brand metrics

Audience cohort

Conversion rate
optimization

Full funnel optimization

Consumer personalization

Multi-touch attribution

Martech maturity

Not present Present Evolved

Partially 
integrated 

Fully 
integrated

31%

17%

52%

Siloed

Level of 
integration 

68%

Unable to identify 
implementation partner

64%

Risks (data privacy, cyber 
security, etc.) seem to outweigh 

wz¤zēª© vª ª}~© ¦¥~¤ª

42%

Inability to build-up 
business case

25%

Biased or incorrect 
responses

Challenges in implementing Generative AI initiatives 
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Identity management, automation and customer journey orchestration were areas needing 
the highest focus

EY Marketer Survey 2025 I % of total respondents

12%

30%

30%

32%

35%

43%

45%

60%

56%

56%

49%

44%

45%

43%

28%

14%

14%

19%

21%

12%

11%

Analytics and data science

CRM

Marketing resource management

DMP/ CDP/ DSP

Next best action/ journey orchestration

Automation/ AI

Identity management

Not present/ nascent Present Evolved

QHow advanced is your organization in each of the below 
capabilities and systems compared to the rest of your industry? 
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As the advertising landscape converges, brands are 
increasingly engaging with consumers through innovative 
ways. An omni-channel approach will enable sharper 
integrations between linear reach and digital expansion 
to offer more converged and targeted value-centric 
propositions for brands.

Laxmi Shetty
ZEE Entertainment 
Enterprises

As AI scales rapidly across the media and entertainment 
ecosystem, the real differentiator will be how responsibly 
it is deployed. Strong data governance and ethical AI 
frameworks will define the industry’s ability to build trust 
while delivering measurable outcomes at scale.

Anupriya Acharya
Publicis Groupe South Asia

The market has taken a clear decision in favour of digital, 
with a clear 60%. CTV, QCommerce and MSME drive the 
change. But print continues to dominate as a premium 
English medium.

Sam Balsara
Madison World

The M&E industry is entering a bold new era, where 
technology and humanity converge to redefine connection. 
AI is transforming reach into resonance, enabling truly 
personalized engagement. By 2026, growth will be driven 
by mastering the ‘ands’ of modern marketing: scale and 
precision, culture and commerce, data and privacy. Leaders 
who embrace omnichannel strategies will unlock deeper 
engagement, enduring brand value, and sustainable growth. 
The future belongs to those who dare to lead with vision

Prasanth Kumar
WPP Media

The real impact of AI in media is unlikely to be speed 
alone, but rather how thoughtfully it is used to elevate 
human judgement, creativity and the quality of experience 
audiences ultimately derive.

Kartik Sharma
Omnicom Media



India’s media evolution mirrors the global shift toward 
intelligent ecosystems - where AI application enhances 
creativity, regional voices scale globally, and commerce 
integrates into daily content, transforming audiences from 
consumers into meaningful collaborators.

Rana Barua
Havas India, SEA and North 
Asia (Japan & South Korea)

Life in a living room is circling back to family viewing as 
Connected TV is amalgamating the fragmented audiences 
across personal devices to the big TV screen. As audiences 
toggle between Linear and streaming content, the new 
challenge to overcome will be seamless navigation

L V Krishnan
TAM Media Research

It is now obvious digital is the largest medium as far 
as media spends go , however with expected surge in 
MSME digital spends it will be interesting to see which 
component of digital spends takes the lead and will spends 
on ecomm platforms continue to grow as dramatically.

Shashi Sinha
Omnicom Media

Every major technological shift expands what societies 
can achieve. AI is the next chapter. The real opportunity is 
ensuring it empowers people, accelerates innovation and 
helps economies build industries that are more resilient, 
inclusive and future-ready.

Harsha Razdan
Dentsu
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It is remarkable to observe the rapid advancement 
of the media and marketing industry as it integrates 
technology and generative AI into its core practices, 
yielding significant outcomes for brands worldwide. Data 
and creativity wrapped with technology will undoubtedly 
continue to play the most pivotal role in our industry.

Vishal Srivastava 
Omnicom Global Solutions 

As the M&E industry evolves, success will be determined 
by how effectively organisations integrate creativity with 
advanced analytics and AI. GCCs in India are uniquely 
positioned to lead this shift — not just by delivering 
efficiency, but by shaping innovation, talent and 
responsible technology adoption at a global scale.

Geeta Gadekar
Publicis Re:Sources

As we pivot to Agentic AI across the integration of media 
and high-velocity hyper-personalized content production 
at scale, Indian GCCs have evolved from support hubs into 
strategic innovation hubs. GCCs are the engine driving the 
global brand’s transformation journey.

Prashant Mehta
WPP GDC
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environment
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Screens, streams and spending
India’s economy and its impact on the M&E sector









Media and entertainment

M&A activity




















































































































