STREAMING FOCUS

STREAMING'S
REVENUE RESET

India’s OTT market is growing fast, but growth alone is
no longer the metric that matters. As platforms
recalibrate their business models, monetisation

efficiency, advertising scale and measurable outcomes
are redefining the streaming economy.

India’s video streaming sector has entered a decisive
commercial phase. After years of aggressive user acquisition
and platform expansion, the industry is confronting a harder
question: how sustainable are its revenue engines?
Subscriber numbers still matter, but they no longer guarantee
valuation or investor confidence. Today, platforms are
judged on their ability to monetise attention, through
advertising yield,
subscription ARPU,
hybrid pricing models
and incremental revenue
streams such as live
sports and commerce
integrations.

This shift marks a
structural reset. The rapid
adoption of digital video
has exposed a core reality
of the streaming
business: reach without
monetisation discipline is not a strategy. Efficiency,
predictability and credible measurement are now central to
competitive advantage.

INDIA'S OTT ECONOMY: REVENUE AT SCALE
India’s OTT market generated an estimated Rs 37,940
crore (approximately $4.6 billion) in total revenue during FY
2024-25, combining subscription income and advertising
across platforms. The topline growth is impressive, but the
distribution of revenue reveals a highly uneven landscape
shaped by fundamentally different business models.
At one end are scale-driven advertising platforms. At the
other are premium subscription-led services. Increasingly,
however, the centre of gravity is shifting toward hybrid
models that blend both.

PLATFORM REVENUE SNAPSHOT: WHAT
THE NUMBERS REVEAL

The current revenue split highlights how varied OTT
monetisation strategies have become:
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¢ YouTube leads decisively with approximately Rs
14,300 crore, accounting for nearly 38% oftotal OTT
revenue.

¢ JioCinema/ JioHotstar, as a combined entity, follows
with Rs 8,835 crore, driven by advertising,
subscriptions and sports-led monetisation.

¢ Netflix contributes around Rs 2,900 crore, while
Disney+ Hotstar (standalone) accounts for Rs 2,750
crore.

¢ Platforms such as Amazon Prime Video / MX,

SonyLIV, and ZEES5 occupy the mid-tier, while regional

and niche services collectively form a meaningful

long tail.

The takeaway is clear: India’s streaming economy is
not dominated by a single monetisation logic. Advertising-
heavy platforms outperform on scale, while subscription-
first services face structural constraints in a price-sensitive
market.

GLOBAL PLATFORMS, LOCAL ECONOMICS

NETFLIX: PREMIUM STRATEGY UNDER
PRESSURE

Globally, Netflix remains the largest pure-play
streaming service, reporting quarterly revenues exceeding
$10 billion in 2025, supported by price increases and the
expansion of its advertising-
supported tier.

In India, however, the
platform’s revenue of roughly Rs
2,900 crore reflects a more
complex reality. Premium
subscription pricing faces
resistance, forcing the platform
to rebalance its model. The
introduction of advertising tiers
and stricter controls on password
sharing point to a broader recalibration, one that blends
subscription stability with advertising upside.

India, in this context, is less a revenue powerhouse
and more a strategic testbed for hybrid monetisation in
emerging markets.

YOUTUBE: THE ADVERTISING BENCHMARK
YouTube’s dominance in India is rooted almost
entirely in advertising. Its vast scale, regional reach and mix
of user-generated, creator-led and short-form content have
created the most efficient digital video ad marketplace in
the country.
For broadcasters and streaming technology
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providers, YouTube illustrates the power of programmatic
advertising, open measurement frameworks and content
abundance. Its success challenges the assumption that
premium content alone can deliver superior monetisation
at scale.

THE HYBRID MODEL TAKES CENTRE STAGE
The combined JioCinema / JioHotstar platform
represents the most consequential evolution in India’s OTT
market. With revenues approaching Rs 8,835 crore, the
platform demonstrates
how hybrid models,
combining AVOD, SVOD

and event-based ~
monetisation, can

outperform  single- ?oti 1_'? *
revenue strategies. oftstar

Live sports,
particularly cricket,
remain the anchor. High-
concurrency viewership
enables premium ad
pricing, sponsorship
integrations and real-
time engagement formats.
Backed by distribution
scale, the platform has
become a focal point for
advertisers seeking
reach, immediacy and
cultural relevance.

Hybrid monetisation is no longer an experiment; it is
fast becoming the default strategic posture.

BUNDLING AND ECOSYSTEM PLAY

Amazon’s OTT revenues in India, estimated at Rs
1,200 crore, reflect a different approach. Video is positioned
less as a standalone product and more as part of a broader
ecosystem that includes commerce, logistics and
memberships.

Meanwhile, platforms such as SonyLIV and ZEE5
continue to monetise through a mix of regional content,
sports rights and targeted subscriptions. Though smaller
in revenue share, they retain strategic value through loyal
audiences and differentiated content libraries.

Regional platforms like Aha and Stage underscore
the commercial viability of localisation. While niche in scale,
they demonstrate strong engagement and monetisation
within defined language and cultural segments.

atv+

INDIA'S OTT MARKET

THE COMBINEDJIOCINEMA / JIOHOTSTAR PLATFORM
REPRESENTS THE MOST CONSEQUENTIAL
EVOLUTION IN INDIA'S OTT MARKET
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WHAT THIS MEANS FOR INDUSTRY
STAKEHOLDERS
Adbvertising Is No Longer Secondary

Advertising now represents a core revenue pillar,
not a supplement. Platforms optimised for data-driven,
programmatic advertising are structurally advantaged,
particularly in mobile-first markets.

Measurement Is the Monetisation Bottleneck

The absence of a unified, audited measurement
currency across linear TV, CTV and mobile streaming
continues to constrain ad spend. Demand is rising for
interoperable measurement systems that enable cross-
platform planning and accountability.

Live Content Multiplies Revenue

Sports and live events remain the most powerful
monetisation accelerators. Low-latency delivery, real-time
ad insertion and scalable infrastructure are becoming
essential capabilities rather than technical upgrades.

Local Content Still Wins

Regional storytelling and language-specific
platforms deliver strong engagement, proving that scale is
not the only path to monetisation.

WHERE THE STREAMING BUSINESS IS
HEADED

India’s OTT market is expected to expand rapidly
over the next five years, driven by mobile consumption,
regional content growth and advertiser migration from linear
TV. The winning strategies will likely combine:
Hybrid AVOD-SVOD models
Server-side ad insertion (SSAI)
Advanced audience segmentation
Cross-platform measurement APIs
Dynamic pricing and contextual intelligence
The emphasis is shifting from growth narratives to
revenue architecture.

CONCLUSION

India’s streaming industry has matured into a
complex, hybrid revenue ecosystem where advertising now
rivals subscriptions in strategic importance. Platforms that
succeed will be those that deliver not just content and scale,
but measurable outcomes for advertisers and predictable
returns for investors.

For broadcasters and technology providers alike, the
future of streaming will be defined less by who attracts
viewers, and more by who converts attention into
sustainable revenue.®
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