MARKET REPORT

INDIA TV ECOSYSTEM
EXPANDS TO 200
MILLION HOMES AS
REVENUE POOLS
REBALANCE

India’s television sector continues to scale in reach even
as monetisation models undergo a structural reset, with
growth shifting toward Free TV and Connected TV,
according to the latest FICCI-Ernst & Young Media &
Entertainment Report 2026.

India’s television universe is demonstrating resilience
through expansion in household penetration even as
traditional revenue streams face sustained pressure. Total
TV households reached 193 million in 2025, up from 190
million in 2024 and 186 million in 2023, and are projected to
cross the 200 million mark over the next two years. This
growth underscores the continued relevance of television
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as a mass medium, albeit one that is undergoing a clear
structural transition in both distribution and consumption
patterns.

The expansion is being led by Free TV and
Connected TV, which are collectively offsetting declines in
linear Pay TV. Free TV households grew from 45 million in
2023 to 53 million in 2025, driven largely by the scale of DD
FreeDish, while Connected TV added approximately 10
million households in 2025 alone. In contrast, linear Pay TV
has seen a migration of around 11 million subscribers toward
Free TV and digital-connected platforms. This shift indicates
that television consumption is not contracting but
redistributing across access modes, with households
increasingly adopting hybrid viewing ecosystems.

CONNECTED TV DRIVES AD GROWTH

On the monetisation front, the divergence between
platform growth and revenue realisation has become more
pronounced. Total television revenues declined to Rs 617
billion in 2025 from Rs 710 billion in 2023 and are projected
to fall further to Rs 535 billion by 2028. Advertising revenues
have been particularly impacted, dropping to Rs 263 billion
in 2025 due to an 11.5% decline in ad volumes, driven by
budget reallocations toward digital and point-of-sale
channels as well as regulatory constraints such as
restrictions on real-money gaming advertisements.
Subscription revenues have also softened, declining despite
amarginal increase in ARPU to Rs 288, reflecting the ongoing
pressure on the Pay TV ecosystem.

At the same time, the report highlights that overall
advertising demand for television remains relatively stable
when Connected TV is included. Combined linear and CTV
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advertising revenues stood at Rs 362 billion in 2025,
indicating that ad spends are shifting rather than shrinking.
Connected TV has emerged as a key growth engine, with
ad revenues growing 42% year-on-year to Rs 99 billion and
expected to reach Rs 164 billion by 2028. This reinforces the
transition toward digital television environments, where
targeted advertising and measurable engagement are
increasingly valued by brands.

FTA DOMINANCE AND DISTRIBUTION
CONSOLIDATION

From a supply-side perspective, the television
channel landscape continues to expand, though with a
marked tilt toward free-to-air services. The total number of
channels increased to 956 in 2025, with free-to-air channels
accounting for 65% of the total. This shift reflects
broadcasters’ strategic pivot toward reach maximisation in
an environment where subscription
revenues are under pressure. Genre-
wise, news remains the largest
category, followed by general
entertainment and movies, while
high-definition channels account for
a relatively modest share of the
overall universe.

Distribution infrastructure is
also undergoing consolidation, with
the number of multi-system
operators declining significantly
over the past five years as the
industry seeks scale efficiencies and transitions toward
digital platforms. Developments such as GTPL Hathway
Limited operationalising India’s second HITS licence signal
ongoing evolution in delivery architecture.

In terms of consumption, linear television continues
to deliver scale, with weekly reach remaining stable at around
745 million viewers, even as overall viewing shows marginal
declines. Content preferences remain skewed toward
entertainment, movies and music, while regional content
continues to command over half of total viewership. Sports
has been a notable growth driver, while news and
infotainment have seen softer engagement trends.

Overall, the Indian television market is transitioning
into a hybrid model characterised by expanding reach,
platform convergence and shifting revenue streams. While
monetisation challenges persist in the near term, the
medium’s scale and adaptability position it for sustained
relevance in an increasingly digital and fragmented media
landscape.®
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CONSOLIDATION
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