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INDIA’S VIDEO
ECONOMY SURGES

TOWARD $20 BILLION
AS TV RETAINS

STRATEGIC SCALE
India’s media and advertising landscape is entering a

video-led growth phase, with digital video set to
outpace all segments even as traditional television

continues to anchor mass reach and advertising scale,
according to industry estimates and insights from

Omdia and the Madison World Pitch Madison
Advertising Report 2026.

India’s online video market is projected to reach $11.7
billion in 2026 and scale up sharply to $20.3 billion by 2030,
positioning it as the fastest-growing segment within the
media and entertainment ecosystem. In comparison,
traditional television revenues are expected to grow at a
more measured pace, increasing from $9.9 billion in 2026 to
$10.3 billion by 2030. While the growth trajectories diverge
significantly, the data underscores a critical point: television
is not declining, but stabilising as a mature, high-reach
medium.
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Baart ka Aa^nalaa[na vaIiDyaao baajaar 2026 tk 11º7 ibailayana

Da^lar tk phuMcanao ka Anaumaana hO̧  AaOr 2030 tk yah tojaI sao baZ,kr
20º3 ibailayana Da^lar hao jaayaogaa¸ [sa trh yah maIiDyaa AaOr manaaorMjana
jagat maoM sabasao tojaI sao baZ,nao vaalaa xao~ bana jaayaogaa.[sakI tulanaa maoM
parMpirk TolaIivajana sao haonao vaalaI kmaayaI ko baZ,nao kI gait qaaoD,I QaImaI
rhnao kI ]mmaId hO̧  yah 2026 ko 9º9 ibailayana Da^lar sao baZ,kr 2030
maoM 10º3 ibailayana Dalar hao jaayaogaI.halaaMik [na daonaaoM kI ivakasa gait maoM
kafI AMtr hO̧  laoikna yao AaMkD,o ek Ahma baat pr jaaor doto hOM:
TolaIivajana ka ptna nahIM hao rha hO̧  bailk ek pirp@va AaOr vyaapk
phuMca vaalao maaQyama ko taOr pr isqar hao rha hO.
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Industry experts highlight that India differs from
many global markets where linear television erosion has
been more pronounced. In India, television continues to
deliver unmatched scale, particularly for live events, sports
and large national campaigns. This enduring reach ensures
that even as digital platforms expand rapidly, TV remains
central to advertiser strategies seeking mass visibility.

ADVERTISING SHIFT RESHAPES REVENUE
MIX

Advertising continues to be the dominant revenue
driver across both digital video and television, though the
structure of dependence varies significantly. Online video
is expected to derive 54.8% of its revenues from advertising
in 2026, increasing to 57.7% by 2030, reflecting a balanced
mix of subscription and ad-supported models. In contrast,
television remains heavily reliant on advertising, with 83.8%
of revenues in 2026 coming from ads, rising further to 88.4%
by 2030.

The broader advertising market
reinforces this transition. India’s total
advertising spend reached Rs 1.55 lakh
crore in 2025, growing 12% year-on-
year, with digital accounting for nearly
60% of the market. Within this, video
has emerged as the largest digital
format, contributing Rs 14,785 crore and accounting for 28%
of digital ad spend. When large-screen formats are
considered, linear TV advertising stood at approximately
Rs 32,855 crore, rising to Rs 38,855 crore when Connected
TV is included, indicating sustained advertiser interest in
premium, high-impact video environments.

VIDEO EMERGES AS THE CORE
ADVERTISING LAYER

The rise of video is fundamentally reshaping how
advertising operates across platforms. Unlike earlier models
where television delivered awareness and search drove
conversions, video now spans the entire funnel, combining
reach, engagement and performance. Platforms centred
around video consumption, ranging from long-form
streaming to short-form social feeds, are capturing a
disproportionate share of consumer attention, which in turn
is attracting advertising budgets.

This shift is also altering the underlying economics
of the industry. Value is increasingly moving away from
media ownership toward data ownership, with platforms
leveraging first-party data, real-time optimisation and closed-
loop measurement to drive outcomes. Video plays a central

]Vaoga ko jaanakaraoM ka khnaa hO ik Baart k[- glaaobala maako-T sao
Alaga hO̧  jahaM laIinayar TolaIivajana maoM igaravaT jyaada saaftaOr pr doKI
gayaI hO.Baart maoM TolaIivajana ABaI BaI baojaaoD, phuMca dota hO̧  Kasakr
laa[va [vaoMT¸ Kola AaOr baD,o raYT/Iya AiBayaanaaoM ko ilae.yah lagaatar banaI
rhnao vaalaI phuMca yah p@ka krtI hO ik Balao hI iDijaTla PlaoTfa^ma- tojaI
sao baZ, rho hOM̧  ifr BaI baD,o pOmaanao pr laaogaaoM tk phuMca rKnao kI caah
rKnao vaalao iva&apnadataAaoM kI rNanaIityaaoM maoM TIvaI kI BaUimaka Ahma hO.
iva&apna ma o M badlaava sa o rajasva ka Z,a Mcaa badla rha hOiva&apna ma o M badlaava sa o rajasva ka Z,a Mcaa badla rha hOiva&apna ma o M badlaava sa o rajasva ka Z,a Mcaa badla rha hOiva&apna ma o M badlaava sa o rajasva ka Z,a Mcaa badla rha hOiva&apna ma o M badlaava sa o rajasva ka Z,a Mcaa badla rha hO

iDijaTla vaIiDyaao AaOr TolaIivajana¸ daonaaoM hI iva&apna rajasva ka
mau#ya jaire banaa huAa hO̧  halaaMik [sa pr inaBa-rta ka trIka Alaga–
Alaga hO.]mmaId hO ik 2026 maoM Aa^nalaa[na vaIiDyaao kao Apnao rajasva
ka 54º8‰ ihssaa iva&apna sao imalaogaa¸ jaao 2030 tk baZ,kr 57º7‰

hao jaayaogaa.yah sabsaiËPSana AaOr iva&apna AaQaairt maa^DlaaoM ko baIca ek
saMtuilat imaEaNa kao idKata hO.[sako ivaprIt TolaIivajana ABaI BaI
iva&apna pr bahut jyaada inaBa-r hO̧  2026 maoM [saka 83º8‰ rajasva
iva&apnaaoM sao Aayaogaa¸ jaao 2030 tk baZ,kr 88º4‰ hao jaayaogaa.

vyaapk iva&apna baajaar [sa badlaava
kI puiYT krta hO.Baart ka kula iva&apna
Kca- 2025 maoM 1º55 laaK Épyao tk phuMca
gayaa¸ jaao saalaanaa AaQaar pr 12‰ kI vaRiw
kao dSaa-ta hO ijasamaoM iDijaTla ka ihssaa lagaBaga
60‰ hO.[samaoM vaIiDyaao sabasao baD,a iDijaTla
p̀a$p banakr ]Bara hO̧  ijasaka yaaogadana 14¸785

kraoD, Épyao hO AaOr yah iDijaTla iva&apna Kca- ka 28‰ hO.baD,o sËIna
vaalao p`a$paoM kao Qyaana maoM rKto hue laIinayar TIvaI iva&apna lagaBaga 32¸
855 kraoD, Épyao rha¸ jaao knao@ToD TIvaI kao Saaimala krnao pr 38¸855
kraoD, Épyao hao jaata hO̧  jaao p`Iimayama¸ ]cca p`Baava vaalao vaIiDyaao vaatavarNa
maoM iva&apnadataAaoM kI inarMtr $ica kao dSaa-ta hO.
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vaIiDyaao ko baZ,to calana sao Alaga–Alaga PlaoTfa^maao-M pr iva&apna
ko kama krnao ka trIka pUrI trh sao badla rha hO.phlao ko maa^DlaaoM ko
ivaprIt¸ jahaM TolaIivajana jaaga$kta fOlaata qaa AaOr saca- sao ibaËI baZ,tI
qaI¸ Aba vaIiDyaao pUrI p`iËyaa kao kvar krta hO–phuMca¸ jauD,ava  AaOr
p`dSa-na kao eksaaqa jaaoD,ta hO.vaIiDyaao doKnao pr AaQaairt PlaoTfa^ma- –
laMbao vaIiDyaao ko sT/IimaMga sao laokr CaoTo saaoSala fIlD tk–]pBaao@taAaoM kao
bahut jyaada Qyaana ApnaI Aaor KIMca rho hOM̧  ijasasao iva&apna ka bajaT
BaI ]nakI Aaor AakiYa-t hao rha hO.

yah badlaava ]Vaoga kI maUlBaUt Aqa-vyavasqaa kao BaI badla rha
hO.maUlya tojaI sao maIiDyaa svaaima%va sao hTkr DoTa svaaima%va kI Aaor baZ,
rha hO̧  ijasasao PlaoTfa^ma- pirNaamaaoM kao baohtr banaanao ko ilae fsT- paTI-
DoTa¸ rIyala Ta[ma Aa^iPTmaa[jaoSana AaOr @laaojD laUp maapna ka laaBa ]za
rho hOM.[sa [kaoisasTma maoM vaIiDyaao kI koMd`Iya BaUimaka haotI hO̧  jaao kMToMT
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role in this ecosystem, acting as both a content format and
a data signal that informs targeting, engagement and
conversion strategies.

At the same time, the growth of ecommerce
advertising and retail media is reinforcing video’s
importance, as brands integrate storytelling with
transaction-driven outcomes. Performance metrics such as
return on ad spend and cost per acquisition are becoming
central, pushing video beyond its traditional branding role
into measurable business impact.

A HYBRID, VIDEO-LED FUTURE
Looking ahead, India’s media ecosystem is expected

to expand across all segments, with cinema, gaming and
music witnessing gradual growth but remaining smaller in
scale compared to video and television. The gap between
digital video and traditional TV revenues will widen, but
both will continue to coexist as complementary pillars of
the market.

The emerging structure is not a replacement cycle
but a convergence model, where television provides scale
and credibility while digital video delivers precision and
performance. As platforms, data and content ecosystems
become increasingly integrated, video is set to remain the
central layer connecting consumer attention, advertising
investment and measurable outcomes in India’s evolving
media economy.

fa^mao-T AaOr DoTa isagnala daonaaoM ko $p maoM kama krta hO AaOr Tagao-iTMga¸
eMgaojamaoMT AaOr knvaja-na rNanaIityaaoM kao inado-iSat krta hO.

saaqa hI [-–kâmasa- iva&apna AaOr Kudra maIiDyaa kI baZ,tI laaokip̀yata
vaIiDyaao ko mah%va kao AaOr majabaUt kr rhI hO̧  @yaaoMik ba`aMD laona–dona
AaQaairt pirNaamaaoM ko saaqa khanaI khnao kI klaa kao ekIkRt kr rho
hOM.iva&apna Kca- ka p`itfla AaOr AiQaga`hNa laagat jaOsao p`dSa-na maapdMD
mah%vapUNa- haoto jaa rho hOM̧  ijasasao vaIiDyaao ApnaI parMpirk ba`aMiDMga BaUimaka
sao Aagao baZ,kr maapnao yaaogya vyaavasaaiyak p`Baava Dala rha hO.
ek ha[iba `D¸ vaIiDyaa o AaQaairt BaivaYyaek ha[iba `D¸ vaIiDyaa o AaQaairt BaivaYyaek ha[iba `D¸ vaIiDyaa o AaQaairt BaivaYyaek ha[iba `D¸ vaIiDyaa o AaQaairt BaivaYyaek ha[iba `D¸ vaIiDyaa o AaQaairt BaivaYya

Aagao doKoM tao Baart ka maIiDyaa [kaoisasTma saBaI saogamaoMT\sa maoM baZ,nao
kI ]mmaId hO̧  isanaomaa¸ gaoimaMga AaOr myaUijak maoM QaIro–QaIro baZ,aotrI hao rhI
haogaI¸ laoikna vaIiDyaao AaOr TolaIivajana ko maukabalao [naka pOmaanaa CaoTa hI
rhogaa.iDijaTla vaIiDyaao AaOr parMpirk TolaIivajana sao haonao vaalaI kmaa[-
ko baIca AMtr baZo,gaa¸ laoikna daonaaoM hI baajaar ko pUrk stMBaaoM ko taOr pr
saaqa–saaqa calato rhoMgao.

jaao nayaI saMrcanaa ]Bar rhI hO̧  vah iksaI caIja kI jagah laonaI
vaalaI caË nahIM̧  bailk ek ‘knvajao-Msa maa^Dla’ hO̧  [samaoM TolaIivajana baD,o
pOmaanao AaOr ivaSvanaIyata dota hO̧  jabaik iDijaTla vaIiDyaao saTIk pirNaama
AaOr baohtr p̀dSa-na sauinaiScat krta hO.jaOsao–jaOsao Alaga–Alaga PlaoTfâma-̧
DoTa AaOr kMToMT ko [kaoisasTma Aapsa maoM jyaada sao jyaada jauD,to jaa rho
hOM̧  vaIiDyaao hI vah mau#ya kD,I banaa rhogaa jaao Baart kI tojaI sao badlatI
maIiDyaa Aqa-vyavasqaa maoM ]pBaao@taAaoM ka Qyaana¸ iva&apna maoM ikyaa gayaa
inavaoSa AaOr maapnao yaaogya pirNaamaaoM kao Aapsa maoM jaaoD,ta hO.




