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INDUSTRY FOCUS

THE FUTURE OF
MEDIA &

ENTERTAINMENT-
KEY TRENDS

A broad perspective of the future M&E
sector in india and the key trends.

 The Indian M&E sector continued its growth
trajectory; it grew by INR173 billion (8.1%) to reach
INR2.32 trillion (US$27.9 billion).

 While the sector was 21% above its pre-pandemic
levels, television, print and radio still lagged their 2019
levels.

 While television remained the largest segment, we
expect digital media to overtake it in 2024.

 We expect the M&E sector to grow 10.2% to reach
INR2.55 trillion by 2024, then grow at a CAGR of 10%
to reach INR3.08 trillion by 2026.

maIiDyaa va manaaorMjanamaIiDyaa va manaaorMjanamaIiDyaa va manaaorMjanamaIiDyaa va manaaorMjanamaIiDyaa va manaaorMjana
ka BaivaYya –ka BaivaYya –ka BaivaYya –ka BaivaYya –ka BaivaYya –
p`mauK $Jaanap`mauK $Jaanap`mauK $Jaanap`mauK $Jaanap`mauK $Jaana

ema eMD [- xao~ AaOr p`mauK $JaanaaoM ka
ek vyaapk dRiYTkaoNa

 BaartIya ema eMD [- xao~ nao Apnaa ivakasa pqa jaarI rKa¸ yah 173
ibailayana É ³8º1´ sao 2º32 iT/ilayana ³27º9 ibailayana yaUesa
Da^lar´ tk phuMca gayaa.

 halaaMik yah xao~ Apnao mahamaarI pUva-–str sao 21‰ }pr qaa¸
TolaIivajana¸ ipM̀T AaOr roiDyaao ABaI BaI Apnao 2019 ko str sao
pICo hOM.

 halaaMik TolaIivajana sabasao baD,a KMD banaa huAa hO̧  hmaoM ]mmaId hO ik
iDijaTla maIiDyaa 2024 maoM [sasao Aagao inakla jaayaogaa.

 hmaoM ]mmaId hO ik ema eMD [- sao@Tr 10º2‰ baZ,kr 2024 tk
2º55 iT/ilayana Épyao tk phuMca jaayaogaa¸ ifr 10‰ saIejaIAar
sao baZ,kr 2026 tk 3º08 iT/ilayana Épyao tk phuMca jaayaogaa.

INDIAN M&E SECTOR GREW OVER 8% IN 2023 TO CROSS INR2.3 TRILLION

KEY TRENDS
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 Except for television, all M&E segments grew in 2023.
 The growth of INR173 billion was half of the INR371

billion growth that took place in 2022, mainly due to
headwinds in advertising during the first half of the
year.

 New media (digital and online gaming) grew the most,
providing INR122 billion of the total growth, and
consequently, increased its contribution to the M&E
sector from 20% in 2019 to 38% in 2023.

 The share of traditional media (television, print, filmed
entertainment, live events, OOH, music, radio) stood
at 57% of M&E sector revenues in 2023, down from
76% in 2019.

 Experiential (outside the home and interactive)
segments continued their strong growth in 2023, and
consequently, online gaming, filmed entertainment,
live events and OOH media segments grew at a
combined 18%, contributing 48% of the total growth.

 TolaIivajana kao CaoD,kr 2023 maoM saBaI ema eMD [- xao~ maoM vaRiw hu[-.
 173 Arba Épyao kI vaRiw 2022 maoM hu[- 371 Arba Épyao kI

vaRiw ka AaQaa qaI¸ ijasaka mau#ya karNa vaYa- kI phlaI CmaahI ko
daOrana iva&apna maoM p`itkUla pirisqaityaaM qaIM.

 nayaI maIiDyaa ³iDijaTla AaOr Aa^na laa[na gaoimaMga´ sabasao AiQak
baZ,I¸ ijasanao kula vaRiw ka 122 ibailayana Épyao p`dana ikyaa AaOr
pirNaamasva$p ema eMD [- xao~ maoM [saka yaaogadana 2019 maoM 20‰
sao baZ,kr 2023 maoM 38‰ hao gayaa.

 parMpirk maIiDyaa ³TolaIivajana¸ ip`MT¸ laa[va [-vaoMT¸ AaoAaoeca¸
saMgaIt¸ roiDyaaó  kI ihssaodarI 2023 maoM ema eMD [- xao~ ko rajasva
maoM 57‰ qaI¸ jaao 2019 ko 76‰ sao kma hO.

 AnauBavaa%mak ³Gar ko baahr AaOr [MTrOi@Tva´ KMDaoM nao 2023 maoM ApnaI
majabaUt vaRiw jaarI rKI AaOr pirNaamasva$p Aânalaa[na gaoimaMga¸ iflma
manaaorMjana¸ laa[va Aayaaojana AaOr AaoAaoeca KMDaoM maoM saMyau@t $p sao 18‰
kI vaRiw hu[-̧  jaao kula vaRiw maoM 48‰ ka yaaogadana dota hO.

GROWTH OF INR173 BILLION WAS DRIVEN BY NEW MEDIA
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 The Indian M&E sector will grow at a CAGR of 10%
and add INR763 billion in three years.

 New media will provide 61% of this growth, followed
by animation and VFX (9%) and television (9%).

 We expect all segments to grow, barring unforeseen
situations, and so long as India’s GDP grows 5% or
more.

 BaartIya ema eMD [- xao~ 10‰ kI saIejaIAar sao baZ,ogaa AaOr tIna
vaYaao-M maoM 763 Arba Épyao jaaoD,ogaa.

 nayaI maIiDyaa [sa vaRiw ka 61‰ p̀dana krogaa¸ [sako baad einamaoSana
AaOr vaIefe@sa ³9‰´ AaOr TolaIivajana ³9‰´ ka sqaana Aayaogaa.

 hma ]mmaId krto hOM ik Ap`%yaaiSat isqaityaaoM kao CaoD,kr saBaI
xao~aoM maoM vaRiw haogaI¸ AaOr yah tba tk haogaI jaba tk ik Baart kI
jaIDIpI 5‰ yaa ]sasao AiQak baZ,tI rhogaI.

THE M&E SECTOR WILL GROW BY INR763 BILLION TO REACH INR3.1 TRILLION IN 2026

FUTURE OUTLOOK
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II. THE FUTURE OF TELEVISION WILL BE
THREE SIGNIFICANT SEGMENTS

 By 2030, the large screen opportunity will evolve into
three significant segments across pay, free and smart
TV, none of which can be ignored by broadcasters
and studios.

 Pay TV will continue to gain audiences, but will also
start switching to smart TVs as wired (or similar)
broadband grows from 38 million homes today to 70
million homes by 2026 and over a 100 million by 2030.

 The potential introduction of direct-to-mobile (D2M)
television services will increase the relevance of free
television outside the home and during transit.

 Both the telcos and the LCOs will play an important
role as they aim to increase ARPUs, through bundling
broadband with linear TV services, as well as by
bundling content to drive adoption of CTV.

 Free TV will remain a “temporary” medium viz., it will
gain audiences as more families come out of poverty
and into the lower middle class, and it will lose
audiences as the middle-class families move up.

 The key challenge posed by connected smart TVs is
that broadcasters will now compete against social
media and digital native platforms as well for share of
time on the large screen.

III. BUNDLING WILL BECOME CRITICAL FOR
SMART TV GROWTH

 Just as DPOs aggregated content from broadcasters
for linear television, telcos and ISPs will need to offer
bundles at various price points to attract and retain
consumers.

 We estimate that if pricing is made comparable to
television pricing (or at a slight premium when bundled
with data) for popular streaming services, the reach
of smart TVs could cross 100 million households
sooner.

2º TolaIivajana ka BaivaYya tIna mah%vapUNa - KMD hao Mga o2º TolaIivajana ka BaivaYya tIna mah%vapUNa - KMD hao Mga o2º TolaIivajana ka BaivaYya tIna mah%vapUNa - KMD hao Mga o2º TolaIivajana ka BaivaYya tIna mah%vapUNa - KMD hao Mga o2º TolaIivajana ka BaivaYya tIna mah%vapUNa - KMD hao Mga o

 2030 tk¸ baD,I sËIna ka Avasar tIna mah%vapUNa- KMDaoM maoM ivakisat
hao jaayaogaa–po̧  ÍI AaOr smaaT- TIvaI¸ ijanamaoM sao iksaI kao BaI p̀saarkaoM
AaOr sTUiDyaao Wara najarAMdaja nahIM ikyaa jaa sakta hO.

 po TIvaI dSa-kaoM kao AakiYa-t krnaa jaarI rKogaa¸ laoikna smaaT- TIvaI
pr isvaca krnaa BaI Sau$ kr dogaa¸ @yaaoMik vaayaD- ³yaa samaana´
bàâDbaOMD Aaja 38 imailayana GaraoM sao baZ,kr 2026 tk 70 imailayana
GaraoM tk AaOr 2030 tk 100 imailayana sao AiQak hao jaayaogaa.

 Da^yaro@T–TU–maaobaa[la ³DI2ema´ TolaIivajana saovaaAaoM kI saMBaaivat
Sau$Aat sao Gar ko baahr AaOr pargamana ko daOrana ÍI TolaIivajana
kI p`asaMigakta baZ, jaayaogaI.

 TolaIka^ma AaOr elasaIAao daonaaoM ek mah%vapUNa- BaUimaka inaBaayaoMgao
@yaaoMik ]naka laxya ilainayar TIvaI saovaaAaoM ko saaqa ba`a^DbaOMD kao
baMDla krnao ko saaqa–saaqa saITIvaI kao Apnaanao ko ilae saamaga`I kao
baMDla krko eAarpIyaU kao baZ,anaa hO.

 mauFt TIvaI ek ‘AsqaayaI’ maaQyama banaa rhogaa¸ jaOsao–jaOsao AiQak
pirvaar garIbaI sao baahr inaklakr inamna maQyama vaga- maoM AayaoMgao̧  [sao
dSa-k imalaoMgao AaOr jaOsao–jaOsao maQyamavagaI-ya pirvaar Aagao baZ,oMgao̧  yah
dSa-kaoM kao Kaota jaayaogaa.

 knao@ToD smaaT- TIvaI Wara poSa kI gayaI p`mauK caunaaOtI yah hO ik
p`saark Aba baD,I sËIna pr samaya saaJaa krnao ko ilae saaoSala
maIiDyaa AaOr iDijaTla doSaI PlaoTfamaao-M ko iKlaaf p`itspQaa- kroMgao.

3 º3 º3 º3 º3 º smaaT- TIvaI ko ivakasa ko ilae baMDilaMga mah%vapUNa- haosmaaT- TIvaI ko ivakasa ko ilae baMDilaMga mah%vapUNa- haosmaaT- TIvaI ko ivakasa ko ilae baMDilaMga mah%vapUNa- haosmaaT- TIvaI ko ivakasa ko ilae baMDilaMga mah%vapUNa- haosmaaT- TIvaI ko ivakasa ko ilae baMDilaMga mah%vapUNa- hao
jaaya o g a Ijaaya o g a Ijaaya o g a Ijaaya o g a Ijaaya o g a I

 ijasa trh DIpIAao nao laIinayar TolaIivajana ko ilae p̀saarkaoM sao saamagàI
ek~ kI¸ ]saI trh TolaIkâma kMpinayaaMo AaOr Aa[-esapI kao ]pBaao@taAaoM
kao AakiYa-t krnao AaOr banaayao rKnao ko ilae ivaiBanna maUlya ibaMduAaoM
pr baMDla kI poSakSa krnao kI AavaSyakta haogaI.

 hmaara Anaumaana hO ik yaid laaokip`ya sT/IimaMga saovaaAaoM ko ilae maUlya
inaQaa-rNa kao TolaIivajana maUlya inaQaa-rNa ³yaa DoTa ko saaqa baMDla
ikyao jaanao pr qaaoD,a p`Iimayama´ ko barabar banaayaa jaata hO̧  tao smaaT-
TIvaI kI phuMca jald hI 100 imailayana GaraoM tk phuMca saktI hO.
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 The unified interface will become a critical aspect of
future growth of connected TVs, both from a simple
customer experience point of view, as well as a place
for discovery of content. It will become the new
landing page and earn placement and marketing
revenues.

IV. NEW CONTENT WINDOWS WILL
EMERGE

 Monetization will be at the mercy of consumers’
willingness to
pay, and unlike
i n t e r n a t i o n a l
markets, Indian
markets are more
heterogeneous
and need to be
finely segmented.

 A c c o r d i n g l y,
premium SVOD,
theatrical, SVOD,
bundled SVOD,
satellite, TVOD
and finally free
t e l e v i s i o n
windows could come into existence for different types
of content.

V. DO NOT WRITE-OFF LINEAR PAY TV
 Linear TV will grow when TV dark homes come

onboard and when free TV audiences upgrade to pay.
 Given India has around 323 million households today,

growing to 345 million by 2030, of which say 25% will
be under the poverty line, there is still an opportunity
of around 70 million homes.

 In order to address the opportunity and reduce
television dark households, a number of initiatives
will need to be evaluated, such as:
• Creation of lower priced FTA packs.
• Differential pricing and bundling for rural markets,

in agreement with the regulator.
• Reactivation of the millions of inactive set-top

boxes through incentive schemes.
• Creating relevant content baskets for

underpenetrated markets.

 ekIkRt [MTrfosa knao@ToD TIvaI ko BaivaYya ko ivakasa ka ek
mah%vapUNa- phlaU bana jaayaogaa¸ ek saaQaarNa ga`ahk AnauBava ko
dRiYTkaoNa sao¸ saaqa hI saamaga`I kI Kaoja ko ilae ek jagah
BaI.yah nayaa laOMiDMga poja bana jaayaogaa AaOr PlaosamaoMT AaOr maako-iTMga
rajasva Aija-t krogaa.

4 º4 º4 º4 º4 º nayaI saamaga `I iva MDa o saamana o Aaya ogaInayaI saamaga `I iva MDa o saamana o Aaya ogaInayaI saamaga `I iva MDa o saamana o Aaya ogaInayaI saamaga `I iva MDa o saamana o Aaya ogaInayaI saamaga `I iva MDa o saamana o Aaya ogaI

 maud`IkrNa ]pBaao@taAaoM kI Baugatana krnao kI [cCa kI dyaa pr
haogaa AaOr AMtrraYT/Iya
baajaaraoM ko ivaprIt BaartIya
baajaar AiQak ivaYama hOM
Aa Or ]nh o M sa Uxmata sa o
i v aB a a ijat krna o  kI
AavaSyakta hO.
 td\nausaar¸ ivaiBanna
p`kar kI saamaga`I ko ilae
p ` I i m ayama esavaIAa oDI¸
iqayaoiT/kla esavaIAaoDI¸
b a MDla esav a IAa oDI¸
saOTolaa[T¸ TIvaIAaoDI AaOr
AMt maoM mauFt TolaIivajana ivaMDao

Aaist%va maoM Aa saktI hO.

5 º5 º5 º5 º5 º laIinayar po TIvaI kao ra[T Aa^f na kro MlaIinayar po TIvaI kao ra[T Aa^f na kro MlaIinayar po TIvaI kao ra[T Aa^f na kro MlaIinayar po TIvaI kao ra[T Aa^f na kro MlaIinayar po TIvaI kao ra[T Aa^f na kro M

 jaba TIvaI Da^k- haomsa Aa^nabaaoD- AayaoMgao AaOr jaba mauFt TIvaI dSa-k
Baugatana ko ilae ApgaòD haoMgao tao laIinayar TIvaI baZ,ogaa.

 yah doKto hue ik Baart maoM Aaja lagaBaga 323 imailayana Gar hOM̧
2030 tk baZ,kr 345 imailayana hao jaayaoMgao̧  ijanamaoM sao 25‰ garIbaI
roKa ko naIcao haoMgao̧  ABaI BaI lagaBaga 70 imailayana GaraoM ko Avasar hOM.

 [sa Avasar kao saMbaaoiQat krnao AaOr GaraoM maoM TolaIivajana ko karNa
AMQaoro kao kma krnao ko ilae k[- phlaaoM ka maUlyaaMkna krnao kI
AavaSyakta haogaI¸ jaOsao:
• kma kImat vaalao efTIe pOk ka inamaa-Na

• inayaamak ko saaqa samaJaaOto maoM̧  ga`amaINa baajaaraoM ko ilae Alaga–
Alaga maUlya inaQaa-rNa AaOr baMDilaMga

• p`ao%saahna yaaojanaaAaoM ko maaQyama sao laaKaoM inaiYËya saoT Ta^p
baa^@sa kao puna: saiËya krnaa

• kma pOz vaalao baajaaraoM ko ilae p`asaMigak saamaga`I baaskoT banaanaa
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#REINVENTING TV
As TV screens grow, strategy will need to dissect

 Overall TV connections will keep growing at a healthy
pace to reach 202 million by 2026 as India’s per capita
income continues to grow.

 The market is clearly segmenting into pay TV, free TV
and connected TV, each being sizable in itself.

 Content studios, broadcasters and distributors will
need to address the needs of each of these segments
separately, to effectively monetize their products and
services.

 Innovation is required on Pay TV content (and
bundling) to ensure the fall in audience is not higher,
an area where many broadcasters have reduced focus
in recent years, as they focussed on gaining OTT
audiences with differently created content.

 There is a need to create custom viewing products for
connected television consumers who need more than
just linear feeds, particularly in genres like news and
infotainment.

 Windowing and other strategies can help monetize
the free television audience as well, which is growing
due to increased channel count and entry into regional
language markets like Bhojpuri, Bangla, Haryanvi,
Oriya, etc.

 Distribution companies have found that bundling
broadband with television is increasing consumer
stickiness to pay TV, and that could also be a strategy
for DPOs to consider Entertainment genre growth will
require innovation and incentives.

 Multi-window innovation, i.e., packaging and pricing
across the three TV consumer segments, needs to be
implemented.

 Broadcasters will need to create smart bundles – at

#TIvaI ka puna: AivaYkarTIvaI ka puna: AivaYkarTIvaI ka puna: AivaYkarTIvaI ka puna: AivaYkarTIvaI ka puna: AivaYkar
jaOsao–jaOsao TIvaI sËIna baZ,tI hO̧  rNanaIit ka ivaSlaoYaNa krnaa haogaa

 kula imalaakr TIvaI knao@Sana svasqa gait sao baZ,to rhoMgao AaOr 2026
tk 202 imailayana tk phuMca jaayaoMgao @yaaoMik Baart kI p`it
vyai@t Aaya lagaatar baZ, rhI hO.

 baajaar spYT $p sao po TIvaI¸ mauFt TIvaI AaOr knao@ToD TIvaI maoM
ivaBaaijat hao rha hO̧  p`%yaok Apnao Aap maoM baD,a hO.

 kMToMT sTUiDyaao̧  p̀saarkaoM AaOr ivatrkaoM kao Apnao ]%padaoM AaOr saovaaAaoM
ka p̀BaavaI ZMga sao maud̀IkrNa krnao ko ilae [namaoM sao p̀%yaok KMD kI
ja$rtaoM kao Alaga sao saMbaaoiQat krnao kI AavaSyakta haogaI.

 yah sauinaiScat krnao ko ilae ik dSa-kaoM maoM igaravaT AiQak na hao̧
po TIvaI saamaga`I ³AaOr baMDilaMga´ pr navaacaar kI AavaSyakta hO̧
ek eosaa xao~ jahaM k[- p`saarkaoM nao hala ko vaYaao-M maoM Qyaana kma kr
idyaa hO̧  @yaaoMik ]nhaoMnao Alaga trh sao banaayaI gayaI saamaga`I ko saaqa
AaoTITI dSa-kaoM kao haisala krnao pr Qyaana koMid`t ikyaa hO.

 knao@ToD TolaIivajana ]pBaao@taAaoM ko ilae ksTma vyaU[-Mga ]%pad banaanao kI
AavaSyakta hO̧  ijanhoM kovala ilainayar fID sao AiQak kI AavaSyakta
hO̧  ivaSaoYa $p sao samaacaar AaOr [MfaoTonamaoMT jaOsaI SaOilayaaoM maoM.

 ivaMDao[-Mga AaOr Anya rNanaIityaaM mauFt TolaIivajana dSa-kaoM sao BaI
kmaa[- krnao maoM madd kr saktI hO̧  jaao ik caOnala kI saM#yaa baZ,nao
AaOr BaaojapurI¸ baMglaa¸ hiryaaNavaI¸ ]iD,yaa Aaid xao~Iya BaaYaa baajaar
maoM p`vaoSa ko karNa baZ, rhI hO.

 ivatrNa kMpinayaaoM nao payaa hO ik TolaIivajana AaOr bàâDbaOMD kao baMDla
krnao sao ]pBaao@ta po TIvaI ko p̀it AakiYa-t hao rho hOM AaOr yah
DIpIAao ko ilae manaaorMjana SaOlaI pr ivacaar krnao kI rNanaIit BaI hao
saktI hO ijasako ilae navaacaar AaOr p̀ao%saahna kI ja$rt haogaI.

 malTI ivaMDao [naaovaoSana yaanaI tIna TIvaI ]pBaao@ta KMDaoM maoM pOkoijaMga
AaOr maUlya inaQaa-rNa kao laagaU krnao kI AavaSyakta hO.

 p`saarkaoM kao ivainayaamak AnaumaityaaoM ko AiQana¸ ivaiBanna xao~aoM AaOr
dSa-kaoM ko ilae Alaga–Alaga maUlya ibaMduAaoM pr smaaT- baMDla banaanao

p o  T I v a I  ³k o b al a  p o  T I v a I  ³k o b al a  p o  T I v a I  ³k o b al a  p o  T I v a I  ³k o b al a  p o  T I v a I  ³k o b al a  +
DITIeca DITIeca DITIeca DITIeca DITIeca + ihT\sa´ ihT\sa´ ihT\sa´ ihT\sa´ ihT\sa´
ÍI TIvaIÍI TIvaIÍI TIvaIÍI TIvaIÍI TIvaI
ya U inaDayar o@Sanalaya U inaDayar o@Sanalaya U inaDayar o@Sanalaya U inaDayar o@Sanalaya U inaDayar o@Sanala
TIvaITIvaITIvaITIvaITIvaI
kna o@ToD TIvaIkna o@ToD TIvaIkna o@ToD TIvaIkna o@ToD TIvaIkna o@ToD TIvaI
³baa ^ya–Dayar o@Sanala´³baa ^ya–Dayar o@Sanala´³baa ^ya–Dayar o@Sanala´³baa ^ya–Dayar o@Sanala´³baa ^ya–Dayar o@Sanala´
kula TIvaIkula TIvaIkula TIvaIkula TIvaIkula TIvaI



28 SATELLITE & CABLE TV APRIL 2024

INDUSTRY FOCUS

differential price points – for different regions and
audiences, subject to regulatory permissions.

 Increased flexibility can be provided to subscribers
to choose/ replace channels within bundles in order
to prevent churn.

 TV content distributed through OTT platforms could
be placed behind a paywall, and not be provided free
of cost online along with its TV broadcast, except for
those who have subscribed to the channel on TV , or
as delayed catch-up viewing.

 OTT and short video content can be used to create
metro-centric television channels.

 Public-private partnership can enable TV dark homes
to buy televisions through incentives such as:
• Free distribution of sets under government

programs in border/ sensitive areas.
• Subsidized distribution of sets and STBs.
• Creating a low-cost India TV plus receiver product.

 Industry action is required to enable activation of the
current base of several million deactivated boxes
which some estimate to be 20 million in number.

 Increased adoption of HD hardware needs to be
incentivized to enable premiumization.

kI AavaSyakta haogaI.
 cana- kao raoknao ko ilae gàahkaoM kao baMDlaaoM ko BaItr caOnala caunanaoÀbadlanao

ko ilae baZ,I hu[- lacaIlaapna p̀dana kI jaa saktI hO.
 AaoTITI PlaoTfa^maao-M ko maaQyama sao ivatrIt TIvaI saamaga`I kao povaa^la ko

pICo rKa jaa sakta hO AaOr [sako TIvaI p`saarNa ko saaqa Aa^nalaa[na
ina:Saulk p`dana nahIM ikyaa jaa sakta hO̧  isavaaya ]na laaogaaoM ko̧
ijanhaoMnao TIvaI pr caOnala kI sadsyata laI hO̧  yaa kuC samaya ko baad
doKnao kI sauivaQaa lao rKI hO.

 maoT/ao koMid`t TolaIivajana caOnala banaanao ko ilae AaoTITI AaOr laGau
vaIiDyaao saamaga`I ka ]pyaaoga ikyaa jaa sakta hO.

 saava-jainak–inajaI BaagaIdarI TIvaI Dak- haoma kao inamnailaiKt p̀aoo%saahnaaoM
ko maaQyama sao TolaIivajana KrIdnao maoM saxama banaa saktI hO:
• saImaavatI-ÀsaMvaodnaSaIla xao~aoM maoM sarkarI kaya-ËmaaoM ko tht saoT

ka ina:Saulk ivatrNa
• saoT AaOr esaTIbaI ka saibsaDIyau@t ivatrNa
• kma laagat vaalaa [MiDyaa TIvaI Plasa irsaIvar ]%pad banaanaa

 k[- imailayana inaYËya baa^@saaoM ko vat-maana AaQaar kao saiËya krnao
ko ilae ]Vaoga kar-vaa[- kI AavaSyakta hO.kuC laaogaaoM ka Anaumaana
hO ijanakI saM#yaa 20 imailayana hO.

 p`IimayamaIkrNa kao saxama krnao ko ilae ecaDI haD-vaoyar ko baZ,to
]pyaaoga kao paò%saaiht krnao kI AavaSyakta hO.
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