MARKET REPORT

INDIA SCRAPS TV'S
10+2 AD CAP

In alandmark shift for India'stelevision industry, the
Ministry of Information and Broadcasting (M1 B) has
formally removed the statutory 10+2 advertising limit,
giving broadcasters greater flexibility to
monetise their programming.

The MIB has amended the Cable Television
NetworksRules, 1994, deleting Rule 7(11), which restricted
television channels to a maximum of 12 minutes of
advertising per clock hour—10 minutes of commercial
advertising and two minutes of channel self-promotion.

The Cable Television Networks (Amendment) Rules,
2026, notified through GS.R. 751(E) on August 21, 2026,
cameinto forceimmediately upon publication in the Gazette.
The amendment therefore removesthe statutory foundation
of thelong-standing 10+2 regime.

The devel opment followsthe government'sdecision,
communicated to broadcasters on August 14, to abolish
the advertising ceiling altogether.

FROM REGULATION TO MARKET FORCES

The decision represents asignificant departurefrom
the advertising framework introduced in 2006. At that time,
India's television landscape
comprised just 62 channels.
Today, the country has more
than 900 television channels,
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ceiling puts television at a
disadvantage against digital
platforms, which operate
without a comparable statutory advertising-duration
restriction. Industry bodies have therefore consistently
sought greater flexibility, particularly as broadcasting costs
continue to rise.

The government has ultimately opted for complete
forbearance rather than a calibrated increase in the
permissible advertising time.
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ANEW COMMERCIAL OPPORTUNITY

For broadcasters, theimmediate benefit isflexibility.
Channels can now determine their advertising inventory
based on audience behaviour, programming strategy,
advertiser demand and market conditions.

However, removing the cap does not automatically
translate into unlimited commercial opportunity.
Broadcasters must balance additional inventory against
audience retention. Excessively long commercia breaks
could affect viewing experience and potentially encourage
audiences to shift to competing channels or digital
platforms.

The market may therefore establishitsown practical
ceiling.

ADVERTISERS AND CONSUMERS IN FOCUS

The change is likely to reshape the economics of
television advertising.
Greater inventory could
provide advertisers with
additional opportunities,
but agencies may also &
scrutinise whether
increased commercial loads
deliver proportionate
audience engagement and
campaign effectiveness.

For consumers, the
key question will be
whether greater commercial flexibility resultsin noticeably
longer or more frequent interruptions. While the statutory
protection has been removed, audience behaviour itself
could becomethe principal discipline on advertising loads.

WHAT COMES NEXT

Theremoval of Rule 7(11) marks morethan the end
of the 10+2 regime—it signals a broader shift towards
market-led regul ation of television advertising.

Broadcasters now have greater freedom, but with
that freedom comes greater responsibility. Theindustry will
need to find the right equilibrium between monetisation,
programming quality, advertiser value and viewer experience.

The coming monthswill reveal whether broadcasters
usethenew flexibility conservatively or significantly expand
advertising loads. Either way, Indiastelevision advertising
market has entered a new phase—one where audience
choice and market forces, rather than a fixed government
ceiling, arelikely to determine the future balance between
content and commercials.|
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REMOVED C

TV CHANNELS GET MURE FLEXIBILITY
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