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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.

AR & difsdl Shi $20
faferas & 3 oS § 9%
@I B, Jaip S STt

Wi EFad a9 §T ©

stHifsar ot afeym avs @t R afsaw
geaefshorT Ruid 2026 & @it srgAMl ST
aFEIRGl & gaies, uRd &1 Hifsar &R e
a7 g difsar srenfa fasra & @ & 9997 &
wr 81399 feforem difsat gt o= &3t &t 98
sisd ® dar 8, Fafe yaRe®s 2eifee ot ot
g2 T @ At a& ggas ot fEmeT & 87 &
YA TAYT THE T4 §Y &/
qFT &1 SR i ael 2026 T 11.7 e
(e % Ygad @l AN &, AT 2030 0% g ol F Tg&HT
20.3 f[AfeRH =/@? & A, 39 T I8 A A7 g\
S § FaH Sl H agd dt & 9 SR | 38l gl |
QAR Sl 7 & ATl ST & agd &l T drel €
T2 %l SHIE &, I8 2026 & 9.9 [Aferad =ie? 7 9T 2030
% 10.3 faferas =@ 21 AR | &Tcifh 39 M al [ i §
FHI FA 2, AT T Ads Ud @7 a1d T AN 3d 8
AT & Uaq Tel 21 721 &, dfedh Uep uiued A7 s
UZd Tl AT & ai 9F R 2 TR E |

INDIA'S VIDEO
ECO

MY

30 SATELLITE & CABLE TV

JUNE 2026



INDUSTRY REPORT

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.

MADISON
WORLD

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
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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.H
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