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THE CASE FOR FAST:
REGIONAL

TELEVISION’S NEXT
PRIME-TIME

OPPORTUNITY
Ravalnath Joshi, Business Head of Aidem Ventures,
makes the case for Free Ad-Supported Television as

regional broadcasters’ fastest route to a new,
addressable revenue line.

India’s television screen is undergoing a structural
reset, not a cosmetic one. The Connected TV Era: India’s
New Prime Time — the WPP Media–The Trade Desk report
puts hard numbers to what the industry has sensed for a
while: Connected TV (CTV) now reaches 207 million viewers
across 62–65 million households, three times its 2022 base.
The average household spends 2.9 hours a day on the big
screen, and because over 80% of that viewing is shared, a
single ad impression effectively reaches 2.5 people. For
anyone selling television inventory in India, that is not an
incremental shift. It is a new market.
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Baart maoM TolaIivajana sËIma maoM isaf- idKavaTI badlaava nahIM̧  bailk

ZaMcaagat badlaava hao rha hO.DblaUpIpI maIiDyaa AaOr d T/ok Dosk kI
irpaoT- ‘knao@ToD TIvaI era: [MiDyaaja nyaU p`a[ma Ta[ma’ ]na baataoM kao zaosa
AaMkD,aoM ko saaqa batatI hO ijanhoM ]Vaoga nao kuC samaya sao mahsaUsa ikyaa hO:
knao@ToD TIvaI ³saITIvaI´ Aba 62–65 imailayana GaraoM maoM 207 imailayana
dSa-kaoM tk phuMcata hO̧  jaao 2022 ko baosa sao tIna gaunaa jyaada hO.AaOsat
Gar baD,I sËIna pr idna maoM 2º9 GaMTo ibatata hO AaOr @yaaoMik 80‰ sao
jyaada samaya laaoga saaqa imalakr doKto hOM̧  [sailae ek eoD [MpòSana  Asala
maoM 2º5 laaogaaoM tk phuMcata hO.Baart maoM TolaIivajana [nvaoMT/I baocanao vaalaaoM ko
ilae yah kao[- maamaUlaI badlaava nahIM hO.yah ek nayaa baajaar hO.
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Buried inside that larger story is a narrower, more
actionable one. Free Ad-Supported Television, or FAST, is
what the report itself calls the “single largest untapped ad-
funded inventory” in Indian CTV — and the numbers
support the claim. A third of CTV viewers are already aware
of FAST channels, one in five watch nearly 50 minutes of it
daily, and FAST viewers average 3.4 hours a day on CTV,
well above the market norm. For broadcasters, regional ones
especially, this is less a trend to watch than a business line
to build.

THE TELEVISION IS ALREADY THE PLATFORM
FAST works

because it borrows the
exact interface Indian
audiences already
default to. 82% of CTV
users access streaming
content through apps
built directly into their
smart TV, making the
OEM ecosystem —
Samsung, LG, Xiaomi
and others — a
distribution layer in its
own right, not merely a
hardware category.
FAST channels sit inside that same layer: pre-installed,
subscription-free, and familiar in form. For a regional
broadcaster, the smart-TV operating system, not a
standalone app, is now the front door to a mass audience.
That door is already open; it simply hasn’t been walked
through.

GROWTH HAS MOVED OUT OF THE METROS
The second detail worth sitting with is where CTV

growth is actually happening. Metro CTV grew 21% over
the past year; mini-metros, 46%; small towns, 55%; rural
India, 110%. The largest markets remain UP-Uttarakhand,
Maharashtra, Karnataka and Andhra Pradesh-Telangana,
but the fastest growth is coming from BiharJharkhand,
Rajasthan, Kerala and the Northeast. Set against the
industry’s broader shift toward regionallanguage OTT
consumption, the opportunity sharpens further: this is
precisely the geography where Tamil, Telugu, Malayalam,
Marathi and Bangla broadcasters already carry decades of
audience trust and content depth. FAST gives them a low-
friction way to carry that equity onto the connected screen,
at the exact moment their audience is arriving there.

]sa baD,I khanaI ko AMdr ek CaoTI¸ laoikna kama kI baat iCpI
hu[- hO.irpaoT\sa- maoM ‘ÍI eoD–sapao-ToD TolaIivajana’ yaa fa^sT- kao BaartIya
saITIvaI maoM ‘sabasao baD,a eosaa eoD–fMDoD [nvaoMT/I vaalaa ihssaa batayaa gayaa hO
ijasaka ABaI tk pUra [stomaala nahIM huAa hO’.saITIvaI doKnao vaalao ek
itha[- laaoga phlao sao hI fa^sT- caOnalaaoM ko baaro maoM jaanato hOM̧  hr paMca maoM ek
vyai@t raojaanaa 50 imanaT tk [nhoM doKta hO AaOr fa^sT- doKnao vaalao
saITIvaI pr AaOsatna 3º4 GaMTo ibatato hOM̧  jaao AaOsat sao khIM jyaada
hO.p`saarkaoM̧  Kasakr xao~Iya p`saarkaoM ko ilae¸ yah doKnao laayak T/oMD
nahIM hO̧  bailk ek eosaa ibajanaosa hO ijasao KD,a ikyaa jaa sakta hO.
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fa^sT- [sailae kama krta hO
@yaaoMik yah ]saI [MTrfosa ka
[stomaala krta hO ijasa o
BaartIya dSa-k phlao sao hI
[st o m a ala krt o Aa rh o
hOM.82‰ saITIvaI yaUjar Apnao
smaaT- TIvaI maoM phlao sao maaOjaUd
eoPsa ko jaire sT/IimaMga kMToMT
doKto hO M.[sasa o Aao[ -ema
[kaoisasTma–jaOsao saOmasaMga¸ elajaI¸
ijayaaomaI vagaOrh–isaf- haD-vaoyar
EaoNaI na rhkr Apnao Aap
maoM ek ivatrNa laoyar bana gayaa

hO.fa^sT- caOnala BaI [sa laoyar ka ihssaa hOM̧  yao phlao sao [MsTa^la haoto hOM̧
[nako ilae kao[- sabsaiËPSana nahIM caaihe haota AaOr [naka fa^mao-T BaI
jaanaa–phcaanaa haota hO.iksaI xao~Iya p̀saark ko ilae¸ baD,I saM#yaa maoM dSa-kaoM
tk phuMcanao ka jaire Aba kao[- eop nahIM̧  bailk smaaT- TIvaI Aa^proiTMga
isasTma hO.yah drvaajaa phlao sao hI Kulaa huAa hO̧  basa ABaI tk [saka
[stomaala nahIM ikyaa gayaa hO.

ivakasa Aba maoT/a o Sahrao M sao Aagao baZ, gayaI hOivakasa Aba maoT/a o Sahrao M sao Aagao baZ, gayaI hOivakasa Aba maoT/a o Sahrao M sao Aagao baZ, gayaI hOivakasa Aba maoT/a o Sahrao M sao Aagao baZ, gayaI hOivakasa Aba maoT/a o Sahrao M sao Aagao baZ, gayaI hO
ek AaOr ja$rI baat yah hO ik Asala maoM saITIvaI ga`aoqa khaM hao

rhI hO.ipClao saala maoT/ao SahraoM maoM saITIvaI kI gàaoqa 21‰ rhI¸ imanaI–maoT/ao maoM
46‰¸ CaoTo SahraoM maoM 55‰ AaOr ga`amaINa Baart maoM 110‰.sabasao baD,o
baajaar ABaI BaI yaUpI–]<araKMD¸ maharaYT/̧  knaa-Tk¸ AaMQa` p`doSa–tolaMgaanaa
hO̧  laoikna sabasao tojaI sao ivakasa ibahar–JaarKMD¸ rajasqaana¸ korla AaOr
]<ar–pUva- maoM hao rha hO.jaba hma ]Vaoga ko xao~Iya BaaYaa vaalao AaoTITI
kMToMT kI Aaor baZ,nao ko T/oMD kao doKto hOM tao yah maaOka AaOr BaI saaf hao
jaata hO: yahI vah [laaka hO jahaM timala¸ tolaugaU̧  malayaalama¸ marazI AaOr
baMglaa p`saarkaoM ka dSa-kaoM ko baIca dSakaoM sao Baraosaa AaOr kMToMT kI
gahrayaI banaI hu[- hO.fa^sT- ]nhoM ]sa Baraosao AaOr phcaana kao knao@ToD
sËIna pr lao jaanao ka ek Aasaana jaire dota hO̧  zIk ]saI samaya jaba
]nako dSa-k vahaM phuMca rho haoto hOM.
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REACH THAT LINEAR CAN NO LONGER SELL
There is also a harder, more commercial reason to

move now. 32% of CTV audiences are cord-cutters or have
never connected to linear TV at all — households that are
simply unreachable through a
traditional media plan, regardless of
budget. FAST is often the only way
back in. For advertisers, it does
something linear television never
could: it turns a regional GEC or
movie channel into addressable
inventory, targetable by geography,
affluence and other audience
signals, while still delivering the
shared, big-screen attention that
makes television valuable in the first
place.

EXTENDING WHAT ALREADY WORKS
None of this asks regional broadcasters to reinvent

themselves. Their advantage is exactly what FAST rewards:
language affinity, long-standing viewer relationships and
brand equity built over decades on linear. What changes is
the business model — a subscription-free, ad-funded
channel built on content libraries that already exist,
distributed through an OEM ecosystem that already reaches
the household. For broadcasters without an in-house
programmatic desk, the fastest path to monetising this
inventory will likely run through specialist media sales and
aggregation partners already positioned to package regional
FAST supply for the advertiser demand now chasing it.

eosaI phu Mca jaa o laIinayar Aba ba oca nahIM saktaeosaI phu Mca jaa o laIinayar Aba ba oca nahIM saktaeosaI phu Mca jaa o laIinayar Aba ba oca nahIM saktaeosaI phu Mca jaa o laIinayar Aba ba oca nahIM saktaeosaI phu Mca jaa o laIinayar Aba ba oca nahIM sakta
Aba Aagao baZ,nao ka ek AaOr mauiSkla¸ jyaada kmaiSa-yala karNa

BaI hO.saITIvaI ko 32‰ dSa-k ka^D-–kTr hOM yaa kBaI laIinayar TIvaI sao
jauD,o BaI nahIM–eosao Gar jaao bajaT kI prvaah
ikyao ibanaa¸ parMpirk maIiDyaa Plaana ko jaire
AasaanaI sao nahIM phuMca pato.fa^sT- Aksar
vaapsa Aanao ka ekmaa~ trIka haota
hO.eDvarTa[jar ko ilae¸ yah kuC eosaa
krta hO jaao laIinayar TolaIivajana kBaI nahIM
kr saka : yah ek xao~Iya jaI[-saI yaa maUvaI
caOnala kao eD/osaobala [nvaoMT/I maoM badla dota hO̧
ijasao jyaaogàafI¸ AmaIrI AaOr dUsaro AâiDyaMsa
isaganala ko ihsaaba sao TargaoT ikyaa jaa sakta
hO̧  jabaik vah SaoyaD-̧  baD,o sËIna ka Qyaana
BaI dota hO jaao TIvaI kao kImatI banaata hO.

jaao phlao sa o hI kargar hO¸ ]saka ivastar krnaajaa o phlao sa o hI kargar hO¸ ]saka ivastar krnaajaa o phlao sa o hI kargar hO¸ ]saka ivastar krnaajaa o phlao sa o hI kargar hO¸ ]saka ivastar krnaajaa o phlao sa o hI kargar hO¸ ]saka ivastar krnaa
[samaoM xao~Iya p`saarkaoM kao Kud kao badlanao kI AavaSyakta nahIM

hO.]naka laaBa vahI hO ijasao fa^sT- purskRt krta hO: BaaYaa kI inakTta¸
dSa-kaoM ko saaqa dIGa-kailak saMbaMQa AaOr dSa-kaoM sao laIinayar maaQyamaaoM pr
inaima-t ba`aMD [i@vaTI.jaao badlata hO vah hO vyaavasaaiyak maa^Dla–jaao phlao
sao maaOjaUd saamaga`I pustkalayaaoM pr AaQaairt hO AaOr ek eosao Aao[-ema
pairisqaitkItM~ ko maaQyama sao ivatirt ikyaa jaata hO jaao phlao sao hI Garao
tk phuMcata hO.ijana p`saarkaoM ko pasa [na–ha]sa p`aoga`amaoiTk iDsk nahIM
hO̧  ]nako ilae [sa [nvaoMT/I ka maud`IkrNa krnao ka sabasao toja maaga- saMBavat:
ivaSaoYa& maIiDyaa ibaËI AaOr ek~IkrNa BaagaIdaraoM ko maaQyama sao haogaa jaao
phlao sao hI iva&apnadataAaoM ko maaMga ko Anau$p xao~Iya fa^sT- saamaga`I kao
pOkoja krnao ko ilae tOyaar hOM.
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