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OTT FOCUS

naoTiFlask nao laIinayar
TIvaI kao Apnaayaa

va OiSvak sT/Iima Mga rNanaIit ma o M ek naaTkIya badlaava ka
saMkot doto hue¸ na oTiFlask nao ÍaMsa ko SaIYa - p`saark TIef1
ko saaqa saaJa odarI kI hO¸ ijasasao ÍaMsa ma o M ga`ahkao M kao laa[va

AaOr Aa^na iDmaaMD daonaao M trh ko TIef1 kaya-Ëmaa oM tk
phu Mca imala sakogaI.yah sahyaa o ga sqaanaIya talama ola sa o khIM
AiQak hO–yah Baart ja Osa o ]cca ivakasaSaIla baajaarao M saiht
duinayaaBar ma o M sT/Iima Mga BaivaYya ko ilae saMBaaivat Kaka hO.

naoTiFlask¸ jaao kBaI parMpirk TIvaI ko ptna ka karNa qaa¸
Aba laIinayar maaD̂la kI Aaor baZ, rha hO–ijasamaoM laa[va kMToMT AaOr
@yaUroToD SaoD\yaUilaMga Saaimala hO.kansa maoM GaaoiYat yah saaJaodarI¸ iva&apna
samaiqa-t sT/IimaMga maoM PlaoTfa^ma- ko AaËamak p`yaasa ko saaqa rNanaIitk $p sao

saMroiKt hO¸ jaao Aba 94 maIilayana sao
AiQak vaOiSvak ]pyaaogakta-AaoM tk phuMca
rha hO.laa[va TIvaI iva&apnadataAaoM kao
p`Iimayama [nvaoMTrI AaOr A%yaiQak saMlagna¸
rIyala Ta[ma dSa-kaoM tk phuMca p`dana
krta hO–kuC eosaa jaao Aâna iDmaaMD kMToMT
A@sar p`dana krnao maoM ivafla rhta hO.
BaartIya maIiDyaa rNanaIitkairyaaoM AaOr bàaMDaoM
ko ilae¸ yaUraop maoM yah p`yaaoga sT/IimaMga kI
idSaa ko baaro maoM mah%vapUNa- AMtdRiYT p̀dana
kr sakta hO.jaOsao–jaOsao Baart ka AaoTITI
pairisqaitkI tM~ pirp@va haota hO–baZ,tI

p`itspQaa-¸ sadsyata kI qakana AaOr KMiDt dSa-kaoM ko karNa–ha[ibàD
maâDla jaao laa[va laIinayar SaOlaI ko p`aogàaimaMga kao Aâna iDmaaMD laa[bàorI ko
saaqa imalaato hOM–nayao saamaanya maoM ]Bar sakto hOM.

TIef1 saaOda naoTiFlask kao ÍaMsa mao M sqaanaIya p`saarNa AaOr
saamaga`I inayamaaoM ka palana krnao mao M saxama banaata hO¸ ijasasao yah saMkot
imalata hO ik Baart mao M naoTvak- yaa xao~Iya p`saarkaoM ko saaqa [saI trh
ko gazjaaoD, jald hI hao sakto hOM.iËkoT AaOr iryaailaTI TIvaI sao
laokr saaop Aaopora AaOr laa[va [vao MT tk BaartIya p`saarkao M ka
dOinak jauD,ava ABaI BaI vyaapk hO.Agar naoTiFlask Baart maoM TIef1
SaOlaI kI saaJaodarI kao daohrata hO tao yah iva&apna ko p`vaah kao
nayaa $p do sakta hO¸ ijasasao ba`a^DaoM kao ek hI Ct ko naIcao vaOiSvak
AaOr sqaanaIya jauD,ava daonaao M tk phuMca imala saktI hO.

iva&apnadataAaoM ko ilae yah ek caotavanaI hO:sT/IimaMga ka BaivaYya
Aba kovala Aâna iDmaaMD nahIM hO–yah rIyala Ta[ma¸ iva&apna saMcaailat AaOr
pUrI trh sao ha[-ibàD hO.

NETFLIX EMBRACES
LINEAR TV

In a move that signals a dramatic shift in global
streaming strategy, Netflix has partnered with France’s

top broadcaster TF1, offering subscribers in France
access to both live and on-demand TF1 programming.
This groundbreaking collaboration represents more

than just local synergy — it’s a potential blueprint for
the future of streaming worldwide, including high-

growth markets like India.

Netflix, once the poster child for the decline of
traditional TV, is now leaning into the linear model —
complete with live content and curated scheduling. The
partnership, revealed at Cannes, is strategically aligned with
the platform’s aggressive push into ad-supported streaming,
now reaching over 94 million
global users. Live TV offers
advertisers premium inventory
and access to highly engaged,
real-time audiences — something
on-demand content often fails to
deliver.

For Indian media
strategists and brands, this
experiment in Europe could offer
critical insights into where
streaming is headed. As India’s
OTT ecosystem matures —
marked by increasing competition, subscription fatigue, and
fragmented viewership — hybrid models that blend live,
linear-style programming with on-demand libraries may
emerge as the new normal.

The TF1 deal also enables Netflix to comply with
local broadcasting and content regulations in France,
suggesting that similar alliances in India with networks or
regional broadcasters could be on the horizon. From cricket
and reality TV to soap operas and live events, Indian
broadcasters still command massive daily engagement. If
Netflix were to replicate a TF1-style partnership in India, it
could reshape how advertising dollars flow, giving brands
access to both global scale and local engagement under
one umbrella.

For advertisers, this is a wake-up call: the future of
streaming is no longer just on-demand — it’s real-time, ad-
driven, and radically hybrid.


