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TV AUDIENCE
VIEWING PATTERNS

The audience television viewing pattern
has undergone a seachange. This article

focuses on the changing demographics of
the television viewing audience and

what drives them to watch TV.

TV OFFERS VALUE FOR MONEY BUT THERE
IS ROOM TO ENHANCE CONSUMER WELFARE

1. Consumers think TV channels offer value for
money

Consumers watch TV channels for a variety of
purposes. While they also avail of other modes of video
consumption, most prefer TV. The figure 1 below shows a
clear preference for TV as the preferred mode of video
consumption, particularly because of the value for money
on offer. Other factors include: the availability and quality
of content, ease of use/watching experience and quality of
service.

Interestingly the TRAI’s latest ‘Consultation Paper
on Issues related to New Regulatory Framework for

Note: Based on response of 10,053 respondents.

Figure 1: Preferred mode of video consumption
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kImat doto hO MkImat doto hO MkImat doto hO MkImat doto hO MkImat doto hO M
]pBaao@ta ivaiBanna ]_oSyaaoM ko ilae TIvaI doKto hOM.jabaik vao

vaIiDyaao doKnao ko Anya trIkaoM ka BaI laaBa ]zato hOM̧  laoikna AiQakaMSa
TIvaI psaMd krto hOM.naIcao idyaa gayaa ica~ 1 vaIiDyaao ]pBaaoga ko psaMdIda
maaoD ko $p maoM TIvaI ko ilae ek spYT varIyata idKata hO̧  ivaSaoYa $p
sao Aa^fr pr pOsao ko maUlya ko karNa.Anya karkaoM maoM Saaimala hO: saamaga`I
kI ]plabQata AaOr gauNava<aa¸ ]pyaaoga maoM AasaanaIÀdoKnao ka AnauBava
AaOr saovaa kI gauNava<aa.

idlacasp baat yah hO ik T/a[- ko navaInatma p`saarNa AaOr kobala
saovaaAaoM ko ilae nayao inayaamak Z,aMcao sao saMbaMiQat mau_aoM pr pramaSa- p~ maoM kha
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Broadcasting and Cable
Services’ notes that the
Authority had received
representations from Local
Cable Operators that highlight
the adverse impact of OTT
services on linear TV.

Specifically, the
consultation paper notes that
“consumer organizations have
highlighted likely increase in
their subscription due to the
price rise of popular channels,
consequent upon
implementation of proposed
RIOs filed by the broadcasters”.

It also states that “easy
availability of the TV content
on the OTT platforms/ apps is
also posing a serious challenge
to the traditional cable/dish TV
services”. However, it is clear
from our survey that
consumers prefer TV across
various relevant parameters,
including content availability.

2. There is room for
consumer welfare to
grow

Close to three fourth of
consumers pay around INR
200-400 as average monthly
subscription bill per TV. Most
have subscribed to up to 200
channels, which is the same
number as offered in the basic
service package. Therefore, it
is important to understand how
and if consumers exercise
effective choice and its
concomitant impact on
consumer welfare.

For instance, 67 percent
consumers said that their
average monthly bill for TV
channels increased in the past
1-2 years, during which a new

Figure 2: Number of channels desired by
consumers for the bill they pay

Note: Based on response of 10,053 respondents.

Figure 3: Average monthly subscription bill
paid by consumers

Note: Based on response of 10,053 respondents.

Figure 4: Perception about TV channel package
adequately catering to respondent's and

their family requirements

gayaa hO ik p`aiQakrNa kao sqaanaIya kobala
Aa^proTraoM sao AByaavaodna p`aPt hue qao
jaao ik ToroisT/yala TIvaI pr AaoTITI
saovaaAaoM ko p`itkUla p`Baava kao ]jaagar
krto hOM.

ivaSaoYa $p sao pramaSa- p~ maoM
kha gayaa hO ik ‘]pBaao@ta saMgaznaaoM nao
p`saark Wara dayar p`staivat iryaao ko
kayaa-nvayana ko pirNaamasva$p laaokip`ya
caOnalaaoM ko maUlya vaRiw ko karNa ]nakI
sabsaËIPSana maoM saMBaaivat vaRiw pr p`kaSa
Dala hO.’

[samaoM yah BaI kh gayaa hO
ik ‘AaoTITI PlaoTfa^ma-ÀeoPsa pr TIvaI
saamaga`I kI Aasaana ]plabQata BaI
parMpirk kobalaÀ iDSa TIvaI saovaaAaoM
ko ilae ek gaMBaIr caunaaOtI bana rhI
hO.’halaaMik¸ hmaaro savao-xaNa sao yah spYT
hO ik ]pBaao@ta saamagàI ]plabQata saiht
ivaiBanna p̀asaMigak maapdMDaoM pr TIvaI psaMd
krto hOM.

2º ]pBaa o@ta klyaaNa ko baZ,na o2º ]pBaa o@ta klyaaNa ko baZ,na o2º ]pBaa o@ta klyaaNa ko baZ,na o2º ]pBaa o@ta klyaaNa ko baZ,na o2º ]pBaa o@ta klyaaNa ko baZ,na o
kI ga u Mjaa[Sa hOkI ga u Mjaa[Sa hOkI ga u Mjaa[Sa hOkI ga u Mjaa[Sa hOkI ga u Mjaa[Sa hO

krIba tIna caaOqaa[- ]pBaao@ta
p`it TIvaI AaOsat maaisak sabsaËIPSana
ibala ko $p maoM lagaBaga 200–400
Épyao ka Baugatana krto hOM.AiQakaMSa
nao 200 caOnalaaoM tk kI sabsaËIPSana laI
hO¸ jaao maUla saovaa pOkoja maoM dI gayaI
saM#yaa ko samaana hO.[sailae yah samaJanaa
mah%vapUNa- hO ik ]pBaao@ta kOsao AaOr
@yaa p`BaavaI ivaklp ka p`yaaoga krto hOM
AaOr ]pBaao@ta klyaaNa pr [saka
sahvatI- p`Baava pD,ta hO.
]dahrNa ko ilae¸ 67 p ` itSat
]pBaao@taAaoM nao kha ik TIvaI caOnalaaoM
ko ilae ]naka AaOsat maaisak ibala
ipClao 1–2 vaYaao-M maoM baZ,a hO¸ ijasako
daOrana ek nayaa inayaamak Z,aMcaa banaayaa
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regulatory framework was put in place. The figure 3 below
show the average monthly subscription bill consumers pay
and figure 2 highlights the number of channels consumers
desire for the price they pay.

Around 40 percent of consumers are satisfied with
their subscriptions (Figure 4), and that leaves significant
room for consumer satisfaction to grow, which validates
the regulatory reform process currently underway at the
TRAI.

This is particularly since as per the TRAI’s
Consultation Paper, on “discussions with stakeholders, it
emerged that consumers’ benefits are of prime importance”.
Moreover, consumer welfare is an important objective of
TRAI’s overall regulatory remit.

CONSUMERS PREFER BOUQUETS, AND
EXPECT A LOT FROM THEM

1. Consumer avail of TV channels primarily through
bouquets combined with individual channels

The figure 5 below shows that many consumers (54
percent) avail of TV channels through bouquet
subscriptions, while
another 35 percent
subscribe to a combination
of pack of channels and
individual channels.

Eminent economist
Jeffery Eisenach has linked
the prevalence of bundling
to five factors:

“First, video
markets are characterized
by economies of scale and
scope at both the upstream
(video production) and
downstream (video
distribution) levels.
Second, these markets are
multi-sided, that is, they are
supported by advertising
as well as consumer
subscription fees; and, the
market for advertising is
itself subject to economies
of scale. Third, video
markets offer differentiated
products and face

Figure 5: Manner of choosing TV channels

Note: Based on responses of 3,392 consumers, who claimed that they
can add/remove channels to/from their pack

gayaa qaa.naIcao idyaa gayaa ica~ 3 ]pBaao@ta Wara Baugatana ikyao jaanao vaalao
AaOsat maaisak sabsaËIPSana ibala ka dSaa-ta hO AaOr ica~ 2 ]na caOnalaaoM
kI saM#yaa ka dSaa-ta hO jaao ]pBaao@ta Apnao Wara Baugatana kI jaanao vaalaI
ko ilae caahto hOM.

lagaBaga 40 p`itSat ]pBaao@ta Apnao sabsaËIPSana ³ica~ 4´ sao
saMtuYT hOM AaOr [sasao ]pBaao@ta saMtuiYT ko baZ,anao ko ilae mah%vapUNa- jagah
bacatI hO̧  jaao T/a[- maoM vat-maana maoM cala rhI inayaamak sauQaar p`iËyaa kao maanya
krta hO.

yah ivaSaoYa $p sao T/a[- ko pramaSa-p~ ko Anausaar ‘ihtQaarkaoM ko
saaqa cacaa- maoM¸ yah doKnao kao imalaa ik ]pBaao@taAaoM ko laaBa sabasao
mah%vapUNa- hOM.’[sako Alaavaa ]pBaao@ta klyaaNa T/a[- ko samaga` ivainayaamak
pòYaNa ka ek mah%vapUNa- ]_oSya hO.

]pBaao@ta bauko psaMd krto hOM AaOr ]nasao bahut ]mmaIdoM BaI rKto]pBaao@ta bauko psaMd krto hOM AaOr ]nasao bahut ]mmaIdoM BaI rKto]pBaao@ta bauko psaMd krto hOM AaOr ]nasao bahut ]mmaIdoM BaI rKto]pBaao@ta bauko psaMd krto hOM AaOr ]nasao bahut ]mmaIdoM BaI rKto]pBaao@ta bauko psaMd krto hOM AaOr ]nasao bahut ]mmaIdoM BaI rKto
hO Mh O Mh O Mh O Mh O M
1 º1 º1 º1 º1 º ]pBaa o@ta ma u#ya $p sao Alaga–Alaga ca Onalaa o M ko saaqa]pBaa o@ta ma u#ya $p sao Alaga–Alaga ca Onalaa o M ko saaqa]pBaa o@ta ma u#ya $p sao Alaga–Alaga ca Onalaa o M ko saaqa]pBaa o@ta ma u#ya $p sao Alaga–Alaga ca Onalaa o M ko saaqa]pBaa o@ta ma u#ya $p sao Alaga–Alaga ca Onalaa o M ko saaqa

saMyau@t bauko ko maaQyama sao TIvaI caOnalaao M ka laaBa ]zatosaMyau@t bauko ko maaQyama sao TIvaI caOnalaao M ka laaBa ]zatosaMyau@t bauko ko maaQyama sao TIvaI caOnalaao M ka laaBa ]zatosaMyau@t bauko ko maaQyama sao TIvaI caOnalaao M ka laaBa ]zatosaMyau@t bauko ko maaQyama sao TIvaI caOnalaao M ka laaBa ]zato
h O M.hO M.hO M.hO M.hO M.
naIcao idyaa gayaa ica~ 5 dSaa-ta hO ik k[- ]pBaao@ta ³54

p`itSat´ bauko sabsaËIPSana ko
maaQyama sao TIvaI caOnalaaoM ka laaBa
]zato hOM̧  jabaik Anya 35 p̀itSat
caOnalaaoM ko pOk AaOr vyai@tgat
caOnalaaoM ko saMyaaojana kI sadsyata
laoto hOM.
p`#yaat Aqa-Saas~I jaofrI [-saonaca
nao baMDilaMga ko p̀saar kao paMca karkaoM
sao jaaoD,a hO: sabasao phlao̧  vaIiDyaao
baajaaraoM kI ApsT/Ima ³vaIiDyaao
] %padna´ Aa Or Da]nasT / I m a
³vaIiDyaao ivatrNa´ daonaaoM straoM pr
pOmaana o Aa Or dayar o kI Aqa -
vyavasqaaAaoM kI ivaSaoYata hO.dUsara¸
yah baajaar bahu–pxaIya hO̧  Aqaa-t\
vao iva&apna ko saaqa–saaqa ]pBaao@ta
sadsyata Saulk Wara samaiqa-t hOM
AaOr iva&apna ko ilae baajaar svayaM
pOmaanao kI imatvyaiyata ko AQaIna
hO.tIsara¸ vaIiDyaao baajaar Alaga–
Alaga ]%padaoM kI poSakSa krto
hOM AaOr ivaYama ]pBao@ta maaMga ka
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heterogeneous consumer demand, meaning simply that
different consumers prefer to watch different types of
programming. Fourth, like other markets with
differentiated products, consumers must incur search costs
to identify and learn about the available products. Fifth,
both the upstream and downstream markets for video
content are dynamically competitive.”

2. Consumers expect more from their subscriptions

It is worth noting at the outset that economists
assume that consumers have a set of tastes or preferences
that guide them to select goods or services. It is also axiomatic
that these tastes tend to differ substantially among
individuals. Some of the key properties of consumer’s
preferences include completeness, transitivity, more is
better, continuity and strict convexity. While we needn’t
bother with most of these for the purpose of our analysis, it
is important to state that the ‘more is better’ property stems

Note: Based on response of 10,053 consumers.

Figure 6: Mismatch in channels subscribed and consumer preferences

saamanaa krto hOM̧  ijasaka Aqa- hO ik ivaiBanna ]pBaao@ta ivaiBanna p`kar
kI p`aoga`aimaMga doKnaa psaMd krto hOM.caaOqaa¸ Alaga–Alaga ]%padaoM vaalao
Anya baajaaraoM kI trh¸ ]pBaao@taAaoM kao ]plabQa ]%padaoM kI phcaana
krnao AaOr ]nako baaro maoM jaananao ko ilae Kaoja laagat lagaanaI haogaI.paMcavaaM̧
vaIiDyaao saamaga`I ko ilae ApsT/Ima AaOr Da]nasT/Ima daonaaoM baajaar gaitSaIla
$p sao p`itspQaI- hOM.’
2º ]pBaa o@ta Apnao sabsaËOPSana sa o AiQak kI ]mmaId krto2º ]pBaa o@ta Apnao sabsaËOPSana sa o AiQak kI ]mmaId krto2º ]pBaa o@ta Apnao sabsaËOPSana sa o AiQak kI ]mmaId krto2º ]pBaa o@ta Apnao sabsaËOPSana sa o AiQak kI ]mmaId krto2º ]pBaa o@ta Apnao sabsaËOPSana sa o AiQak kI ]mmaId krto
hO Mh O Mh O Mh O Mh O M

Sau$Aat maoM yah Qyaana donao yaaogya hO ik Aqa-Saas~I maanato hOM ik
]pBaao@taAaoM ko pasa svaad yaa varIyataAaoM ka ek saoT haota hO jaao ]nhoM
vastuAaoM yaa saovaaAaoM ka cayana krnao ko ilae maaga-dSa-na krta hO.yah BaI
svayaMisaw hO ik yao svaad vyai@tyaaoM ko baIca kafI iBanna haoto hOM.]pBaao@taAaoM
kI p`aqaimaktaAaoM ko kuC p`mauK gauNaaoM maoM pUNa-ta¸ pirvat-naSaIlata¸ AiQak
baohtr hO̧  inarMtrta AaOr sa#ta ]<alata Saaimala hO.jabaik hmaoM Apnao
ivaSlaoYaNa ko ]_oSya sao [namaoM sao AiQakaMSa ko saaqa proSaana haonao kI
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from a basic assumption
that more of a good or
service is better than less of
it. This also corresponds
with the fact that consumers
prefer bundles or bouquets.

While 40 percent
consumers perceived their
subscription package to be
adequately catering to their
and their family’s needs,
there is room for their levels
of satisfaction to grow.

Specifically, many
consumers (Figure 6) are
subscribed to channels they
do not watch, and
simultaneously want to
watch more channels that
they think they may like.

There were varied
explanations for why
consumers felt their levels
of satisfaction have room to
grow. These predictably
include factors such as
expectations from bundles
(primary factor), price
sensitivity, and awareness
gaps around channel
selection processes
(secondary factors).

We understand that
typically, at present,
consumers start with a
basic service package of 200
channels for INR 130 + GST
(INR 153), unless they
explicitly opt out by
intimating their distributor.
The TRAI explained this
concept in a 2017 memo:

“The Authority has
further noted that in Phase-
III and Phase-IV areas,
large number of small
MSOs (Multiple System
Operators) are providing services who have smaller
networks and cater to small number of subscribers. In order

Note: Based on responses of 9,734 respondents. This was an MCQ.

Figure 7: Reasons for mismatch in channel selection

Note: Based on responses of 9,636 respondents. This was an MCQ.

AavaSyakta nahIM hO̧  yah batanaa
mah%vapUNa- hO ik ‘AiQak baohtr hO
gauNa ek AiQak bauinayaadI QaarNaa
sao ]pjaa hO ik ek AcCI yaa
saovaa ka AiQak haonaa ]sasao kma
sao baohtr hO.yah [sa tqya sao BaI
maola Kata hO ik ]pBaao@ta baMDla
yaa bauko psaMd krto hOM.
halaaMik 40 p`itSat ]pBaao@ta nao
maanaa ik ]naka sabsaËIPSana pOkoja
]nakI AaOr ]nako pirvaar kI
ja$rtaoM kao pyaa-Pt $p sao pUra
krta hO AaOr ]nakI saMtuiYT ko
str ko baZ,anao kI gauMjaa[Sa hO.
ivaSaoYa $p sao k[- ]pBaao@ta ³ica~
6´ ]na caOnalaaoM ka sabsaËIPSana
laoto hOM ijanhoM vao nahIM doKto hOM
AaOr saaqa hI vao AaOr AiQak caOnala
doKnaa caahto hOM jaao ]nhoM lagata hO
ik vao psaMd kr sakto hOM.
]pBaao@taAaoM kao @yaaoM lagaa ik
]nakI saMtuiYT ko str maoM vaRiw kI
gauMjaa[Sa hO¸ [sako ilae ivaiBanna
spYTIkrNa qao.[namaoM Anaumaainat
$p sao baMDlaaoM ³p`aqaimak kark´¸
maUlya saMvaodnaSaIlata AaOr caOnala cayana
p`iËyaaAaoM ³iWtIya kark´ ko
Aasapasa AMtrala jaOsao kark
Saaimala hOM.
hma samaJato hOM ik AamataOr pr¸
vat-maana maoM¸ ]pBaao@ta 130Épyao
Plasa jaIesaTI ³153Éº´ ko ilae
200 caOnalaaoM ko maUla saovaa pOkoja ko
saaqa Sau$ krto hOM̧  jaba tk ik vao
Apnao ivatrkaoM spYT $p sao saUicat
krko baahr nahIM inaklato.T/a[- nao
2017 maomaao maoM [sa AvaQaarNaa kao
samaJaayaa hO:

‘p`aiQakrNa nao Aagao naaoT
ikyaa hO ik carNa–3 AaOr carNa–4 xao~aoM maoM̧  baD,I saM#yaa maoM CaoTo emaesaAao
³malTIpla isasTma Aa^proTsa-́  saovaayaoM p`dana kr rho hOM ijanako pasa CaoTo
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to protect the interests of such MSOs, the amount of Rs.
130/- has been prescribed for Network Capacity Fee for
the capacity of initial one hundred channels. In order to
provide flexibility to distributors of television channels
and protect the interests of customers/ viewers the ceiling
of Rs. 130/- has been prescribed. Distributors of television
channels are free to fix Network Capacity Fee below this
ceiling.” – Para 81 of the Explanatory Memorandum to the
2017 Tariff Order published by TRAI

In this sense, the construct of a basic service package
runs contrary to a fundamental feature of bundling, which
is its potential to reduce search costs.

This challenge is captured in TRAI’s Consultation
Paper itself, where it is highlighted that during the
implementation of the New Regulatory Framework 2017, “the
Authority had to consider and accept provision of best-fit
packages for bulk of the consumers, as in-spite of multiple
extensions of implementation timelines the customers were
not able to exercise their options and complete the
processes”.

The figure 8 below shows that many consumers (38
percent) also associate the increase in monthly subscription
bills with an increase in the number of channels they are
subscribed to.

Access to additional channels which consumers did
not subscribe to initially could have resulted in increase in
their monthly subscription bills. However, consumers seem
dissatisfied despite subscription to such additional
bouquets.

Note: Based on responses of 7,964 consumers, who have experienced a change in TV monthly bill in the
past 1-2 years. Other reasons included: Upgrade from Standard Definition (SD) to High Definition (HD)
channels (43 percent) and Change in the number of TVs (34 percent). This was an MCQ.

Figure 8: Reasons for increase in TV bill

naoTvak- hOM AaOr kma saM#yaa maoM ga`ahkaoM kao saovaa p`dana krto hOM.eosao
emaesaAao ko ihtaoM kI rxaa ko ilae Sau$AatI 100 caOnalaaoM kI xamata ko
ilae 130É kI raiSa naoTvak- kOpoisaTI fIsa ko ilae inaQaa-irt kI gayaI
hO.TolaIivajana caOnalaaoM ko ivatrkaoM kao lacaIlaapna p`dana krnao AaOr
ga`ahkaoMÀdSa-kaoM ko ihtaoM kI rxaa ko ilae 130Éº kI saImaa inaQaa-irt kI
gayaI hO.TolaIivajana caOnalaaoM ko ivatrk [sa saImaa sao naIcao naoTvak- xamata
Saulk inaQaa-irt krnao ko ilae svatM~ hO.’T/a[- Wara p`kaiSat 2017 TOirf
Aa^D-r ko vyaa#yaa%mak &apna ka pOra 81.

[sa Aqa- maoM ek bauinayaadI saovaa pOkoja ka inamaa-Na baMDilaMga kI
maUlaBaUt ivaSaoYata ko ivaprIt calata hO jaao Kaoja laagat kao kma krnao kI
[sakI xamata hO.

[sa caunaaOtI kao T/a[- ko pramaSa-p~ maoM hI dja- ikyaa gayaa hO̧  jahaM [sa
baat pr p̀kaSa Dala gayaa hO ik nyaU rogyaUlaoTrI Íomavak- 2017 ko kayaa-nvayana
ko daOrana¸ ‘p̀aiQakrNa kao baD,I saM#yaa maoM ]pBaao@taAaoM ko ilae savaao-<ama
ifT pOkoja ko p̀avaQaana pr ivacaar krnaa pD,a AaOr svaIkar krnaa pD,a¸
[sako baavajaUd kayaa-nvayana samaya–saImaa ko k[- ivastar gàahk Apnao ivaklpaoM
ka p̀yaaoga krnao AaOr p̀iËyaaAaoM kao pUra krnao maoM saxama nahIM qao.’

naIcao idyao gayao ica~ 8 sao pta calata hO ik k[- ]pBaao@ta ³38
p`itSat´ maaisak sabsaËIPSana ibalaaoM maoM vaRiw kao ]na caOnalaaoM kI saM#yaa maoM
vaRiw ko saaqa jaaoD,to hOM ijanakI ]nhaoMnao sabsaËIPSana laI hO.

Aitir@t caOnalaaoM tk phuMca¸ ijanhoM ]pBaao@taAaoM nao Sau$ maoM
sabsaËa[ba nahIM ikyaa qaa¸ ]nako maaisak sabsaËIPSana ibala maoM vaRiw hao
saktI qaI.halaaMik eosao Aitir@t bauko ko sabsaËIPSana ko baavajaUd
]pBaao@ta AsaMtuYT najar Aato hOM.

Source: Towards Effective Choice: A NATION-WIDE SURVEY OF INDIAN TV CONSUMERS
by Consumer Unity & Trust Society & Broadband India Forum


