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Abstract 

It is predicted that the advertising sector in India will enjoy a strong run. The Indian advertising market is projected to be the 
fastest growing advertising market in Asia over the next few years due to some favourable factors such as rapid smartphone and 
internet penetration in the region, growing population, favourable government regulations that encourage the use of digital advertising. 
This study paper discusses different segments of advertising media such as television, print, radio, internet, mobile, and outdoor. This 
research paper will serve as an excellent guide for investors, media analysts, corporate consultants, marketing strategy makers, media 
planners, marketers, radio and TV broadcasters and researchers.  
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Introduction 

India, with its growing economy, offers several possibilities to advertisers to sell their services and products via the 
increasing media channels within the region. The economic growth has also led to an increase in the spending power of a significant 
portion of the population, creating an affluent brand conscious consumer-base. As a result, the companies are focusing on creating a 
strong brand-image for themselves by advertising broadly.  

Although the pandemic of covid-19 affects the market badly, the Indian government has given tremendous support to the 
advertising and marketing industry. Advertising expenditure is likely to increase in the financial sector, driven by Reserve Bank of 
India (RBI) policies which could result in a more favorable business environment. Also, proposed licenses for brand new banks and 
higher marketplace sentiments render the marketing and marketing and advertising and marketing enterprise in India a fertile space. 
 
Indian Advertising Media Scenario 

In India, illiteracy and rural perspective are obstacles to successful media selection, unlike in advanced countries. Even then, 
outdoor advertising placards or sign- boards, cinema slides and radio broadcasting play significant role. In recent years, of course, 
television has become an important medium for advertisements of products as well as social or political messages not only in the cities 
and towns but also in the rural areas. While selecting a particular newspaper or a magazine, one has to consider its readership, cost, 
usage, frequency, popularity and language. In India, since literacy is poor, regional vernacular newspapers and magazines are typically 
chosen, which are common among the lower middle class. 

The selection of advertisement media is a difficult task in India, as there are no definite details. Many markets therefore rely 
on their own experience, judgment, demographic characteristics and geographical position. Sometimes the companies switch back and 
forth among the media because of change of advertising copy and want to emphasize the quality of products. But in recent years, 
advertising agencies suggest T.V. as it is a visual display of new look products.Media planners requires an intricate understanding of 
the strengths and weaknesses of each of the main media options. The media industry is dynamic as new advertising media options are 
constantly emerging. Digital and social media are changing the way consumers use the media and are also affecting how consumers 
access product information. Indian advertising and media splits up into ten segments they are like… 

 
Fig. 1 Segments of Indian Media & Entertainment Industry (Source: FICCI report, 2018) 
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All above ten segments contributes to the advertising media industry. The Indian media industry has immense potential for 
growth in all segments due to growing incomes and shifting lifestyles. Media is consumed by audience across demographics and 
various avenues such as television, films, out-of-home (OOH), radio, animation, and visual effect (VFX), music, gaming, digital 
advertising, and print. India's media and entertainment (M&E) industry is expected to expand at a CAGR of 3.24% between 2019-20 
and 2021-22 to reach US$ 25.56 billion by 2021-22 due to acceleration of digital adoption among users across geographies. 

 
Growth of Advertising Media 

India's sustained monetary boom and the common acceleration of digital adoption with the aid of using customers throughout 
geographies are the two regions that provide encouragement. India could be home to a billion digital users by 2028, instead of the 
earlier projected 2030 timeline. The advertising Media sector has been substantially affected, by the types of outdoor entertainment 
coming to a standstill, due to the extended lockdown and slowdown in media spending and supply chain of content. 

 
Fig. 2 Advertising Media Sector (Source: KPMG Report, India’s digital future, Media Report 2020) 

 
As per the graph, it is expected that the advertising media sector would contract in FY 2021 by 20 percentage points with 

segments such as television, films and print experiencing major declines. On the other hand, extended lockdowns accelerated data 
usage and consumption. Segments such as digital and gaming are seeing rapid growth in user penetration and engagement levels. 
Advertising media sector is projected to bounce back in FY 2022, with the fastest growing segments being gaming and digital. 
 
Trends in Advertising Media Segment Wise 
(i) Key indicators in 2019 

As per the graph the online gaming platform is the most acceptable advertising media showing growth of 39.8%, followed by 
digital media with growth rate of 30.9%, remaining segments shows less than 30% growth. Only print & radio media of advertising 
shows negative growth i.e., -3.2% and -7.5% respectively.  

 
Fig. 3 Trends in Advertising Media in 2019 
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Online gaming, especially fantasy sports, and a 31 percent growth in online gamers, continued as the fastest growing segment 
on the back of transaction-based games. The largest share of incremental and performance-driven advertisement expenditures by 
advertisers was aggregated by digital advertising, rising 24 percent in 2019 to command the highest share ever of 24 percent of total 
advertising revenue.  

 
As sports and quality video content went behind a pay wall and telecoms paid more to bundle content with their data packs, 

digital subscription rose over 100 percent in 2019; it now accounts for 13 percent of total digital segment revenues. 
 

Due to increased demand from domestic content companies producing over 1,600 hours of original OTT content, 1,800+ 
movies and over 200,000 hours of entertainment television, as well as foreign content companies producing ever greater quantities of 
content for both established and development markets, the animation and VFX segment benefited.  
 

In 2019, live events continued to entertain India, with the number of event IPs launched growing, international formats 
coming to India, ticket event development and digital activation. The filmed entertainment segment saw its best ever domestic 
theatrical revenues and digital rights value growth, while revenues from overseas decreased slightly.  
 

Music increased to about 200 million on the back of digital streamers due to the launch of a variety of audio streaming 
platforms in 2019 and the improved implementation of performance rights collection mechanisms. Television advertisement saw 5 
percent growth in 2019 due to broad impact assets such as the ICC World Cup and the general elections, while subscription grew 7.5 
percent due to the rise in final elections. 
 

In 2019, Out of Home (OOH) growth was guided by airport ads, naming rights for metro stations and the effort by Indian 
Railways to increase non-fare revenues.  
 

 In 2019, print readership decreased slightly and experienced a 3 percent decline in sales, with advertisement revenue 
dropping 5 percent, while subscription revenue increased 2 percent. Due to the downturn in economic activity, which influenced ad 
spending by retail advertisers in the second half of 2019, the radio segment witnessed a 7.5 percent decline in revenue, while we 
expect revenues to rise once economic growth revives.  
 
(ii) Share of Major segments in advertising media industry 

The following figures show the share of major segments in the advertising media industry in 2020 and the same projection 
for 2022.  The TV industry has a large share of 44.4 percent in the total segments in financial year 2020. 17.5%, led by print media. 
The percentage of interactive and OTT media is 12.5 percent, 10.5 percent for films and less than 10 percent for the remaining 
segments.  
 

 

 
Fig. 4 Share of major industry segments Financial Year 2020 
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Fig. 5 Share of major industry segments Financial Year 2022 

 
 TV, print and digital platforms and OTT platforms stood at Rs.778 billion (US$ 10.66 billion), Rs.306 billion (US$ 4.19 
billion) and Rs.218 billion (US$ 2.99 billion) respectively in the financial year 2020. They are expected to cross Rs.769 billion (US$ 
10.53 billion), Rs.296 billion (US$ 4.05 billion) and Rs.338 billion (US$ 4.63 billion) by the financial year 2022, respectively. Due to 
the rise in the paying user base across all OTT channels, the Indian digital segment grew by 35 percent in the financial year 2020.  
 
(iii) Television, one of the largest and fastest growing segment 

The television market size was Rs.778 billion (US$ 10.66 billion) in 2020 and is projected to reach Rs.769 billion (US$ 10.53 
billion) by 2022. In the financial year 2020, TV broadcasters saw an increase of 13 percent to reach annual revenues of Rs.420 billion 
(US$ 5.75 billion).  
 

The share of subscription revenues in broadcasters' total revenues rose from 32.4% in the financial year 2019 to 37.7% in the 
financial year 2020. Subscription revenue grew by 11.4 percent to reach Rs.516 billion (US$7.07 billion) in the financial year 2020.  

 
(iv) Gaming and digital advertising on high growth phase 

As the fastest growing segments, gaming and digital advertising are emerging. These segments are expected to experience 
growth rates in Digital Advertising (20.6 percent), Animation and VFX (-13.1 percent), Gaming (25.5 percent), Out of Home, between 
Financial Year 2020 and Financial Year 2022, (-5.4 percent). Due to the rapid rise in consumption, India's gaming market is expected 
to cross Rs.143 billion (US$1.96 billion) by the financial year 2022. In Financial Year 2020, the online gaming segment reported a 
45% growth in revenue with the user base surpassing 365 million by March 2020, with real money games (RMG), both card-based 
and fantasy-based witnessing strong traction. Casual gaming also reported high consumption adoption, seeing momentum in the 
Financial Year 2020 within-app monetization.  
 
(v) Notable trends in advertising media industry  
a)  Television 

Direct-to-home (DTH) broadcasting accounts for 37% of India's total television subscribers and is forecast in the financial 
year 2021 to be Rs. 220 billion (US$ 3 billion). TV penetration in India stood at 69 percent in the financial year 2020, led by the DTH 
market. DTH reported a market share of 37 percent of the total TV market in the financial year 2020, compared to 34 percent in the 
financial year 2019.  
 
b) Emerging stakeholders in cloud gaming 
In the Indian cloud gaming industry, Reliance Jio is likely to be one of the great original players. The firm has partnered with 
Microsoft to launch, by the end of 2020, Projectx Online, a cloud gaming service in India. Google launched its cloud game streaming 
service, Stadia, in November 2019 and announced the streaming of games on 4G and 5G mobile data in 2020.  
 
c) Digital and OTT Video 

Strong growth in digital infrastructure and content supply, despite the slowing economy, allowed the digital segment to report 
a 26 percent rise in the financial year 2020, with digital and OTT advertising growing by 24 percent. Digital subscription continued to 

41.2%

15.9%

18.1%

9.7%

4.1%
7.7%

1.5% 0.9% 0.9%
Share of major  industry segments in F.Y. 2022

Television

Print

Digital & OTT

Films

Animation & VFX

Gaming

Out of Home

Radio



 

  

  
 

INTERNATIONALJOURNALOF MULTIDISCIPLINARYEDUCATIONALRESEARCH 

ISSN:2277-7881; IMPACT FACTOR :6.514(2020); IC VALUE:5.16; ISI VALUE:2.286 
Peer Reviewed and Refereed Journal: VOLUME:10, ISSUE:2(2), February:2021 

Online Copy Available: www.ijmer.in 

 

 
113 

 

rise sharply to 47 percent in the financial year 2020, on the back of rising consumer adoption, although there was some resistance due 
to the combined factors of OTT video players increasing their package prices and the sales effect of a slowing economy.  

 
d) Out-of-home (OOH) and digital 

The OOH segment has contributed to the entertainment industry as a whole, and will see substantial development in the 
coming years. In the financial year 2020, the demand for OOH entertainment stood at Rs.31 billion (US$420 million).  
 
Conclusion 

Apart from the impact to rising income, widening of the consumer base will also be aided by the expansion of the middle-
class, increasing urbanization and changing life styles. The advertising and media industry will also benefit from a continued rise in 
the propensity to spend among individuals. Empirical evidences point to the fact that decreasing dependency ratio leads to higher 
discretionary spending on advertising and media.  Traditionally, only advertising has been a key source of revenue for the advertising 
media industry, but off late, revenue from subscription and value-added services has also contributed significantly. With consumers 
willing to pay for content and extra services, the subscription segment is going to play an important role in the post-digitization era. 
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