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Ask us any questions or problems faced by you in the course of your
business. Our DISH DOCTOR will try and answer them in the best
way possible, in the simplest terms, avoiding the unnecessary use of
technical terms where possible. The service is available free to our

readers and subscribers.

Send Your Queries To: Dish Doctor, 312/313, A Wing,3" Floor, Dynasty Business
Park, Andheri Kurla Road, Andheri (E), Mumbai — 400059. or
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MEASURE VIEWERSHIP

Q: As a local cable operator, I often get asked by
advertisers about how we measure viewership on cable TV
networks. With so much focus on ratings in satellite and
digital platforms, how is audience measurement done for
cable TV? Can LCOs play a role in making it more
accurate?

Srihari Gowda, LCO, Uttara Kannada
Ans.: That’s a timely and important question. Audience
measurement for cable TV in India has traditionally been a
grey area, especially compared to DTH and digital platforms
where user data is more trackable. While organizations like
BARC (Broadcast Audience Research Council) provide
national-level TV ratings, their sample homes include both
cable and DTH, but the depth of measurement in cable-
heavy areas, especially rural and semi-urban pockets, is
limited by infrastructure.

For cable TV, most MSOs and LCOs don’t yet have
return path data capabilities, which means they can't track
real-time viewing behavior. However, with the rollout of digital
set-top boxes and headend upgrades, there is growing scope
for Return Path Data (RPD)—where anonymized viewership
data from set-top boxes can be collected, analyzed, and shared
with broadcasters and advertisers.

LCOs can play a key role by:
¢ Encouraging deployment of addressable set-top
boxes that support data capture.
¢ Partnering with MSOs or independent measurement
firms piloting RPD in smaller clusters.
¢ Educating local advertisers about the unique regional
reach of cable networks even without precise TRPs.

The industry is also exploring hybrid models,
combining traditional sampling with tech-enabled smart
meters and STB data. The goal is to build a more
representative, scalable measurement ecosystem that
reflects the fragmented Indian TV market.

So yes, LCOs can definitely contribute to the next wave
of audience analytics—by going digital, collaborating on pilots,
and advocating for regional viewership data inclusion.H
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