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Introduction:-

The Indian Media & Entertainment (M&E) sector is set for substantial growth, with a 
projected 10.2% increase, reaching Rs. 2.55 trillion (US$ 30.8 billion) by 2024 and a 10% 
CAGR, hitting Rs. 3.08 trillion (US$ 37.2 billion) by 2026. Advertising revenue in India 
is projected to reach Rs. 330 billion (US$ 3.98 billion) by 2024. The share of traditional 
media (television, print, filmed entertainment, OOH, music, radio) stood at 57% of the 
media and entertainment sector revenues in 2023.

India's Animation and VFX sector is projected to grow from US$ 1.3 billion in 2023 to 
US$ 2.2 billion by 2026, increasing its share of the Media and Entertainment (M&E) 
industry from 5% to 6%, according to a CII GT report.

Media companies are projected to achieve an 8% revenue growth, reaching US$ 7.14 
billion (Rs. 60,000 crore) by FY27, driven by increasing contributions from the digital 
segment, according to a Crisil analysis of 20 companies that account for 55% of the media 
industry's revenue.

According to a report by ICRA, the revenue for the print media industry is expected to 
grow by 8-10% in FY24. The country's entertainment and media industry is expected to 
see a growth of 9.7% annually in revenues to reach US$ 73.6 billion by 2027.

In the year 2023, the revenue from subscriptions for over-the-top video platforms across 
India amounted to approximately US$ 0.88 billion. This was expected to peak at over 
US$ 1.2 billion by 2026.



  



    

Following are the top 5 shares of the broadcasting industry listed on NSE and BSE, 
ranked



Key trends in M& E Industry:-

Advertising:-

Advertising growth lagged Indian GDP growth:-

M&E sector vs. nominal GDP growth

of double-digit increases impacted advertising, which grew just 7%.

Globally, too, ad growth was 6% compared to global nominal GDP growth of 9.9%.

In addition, advertising was impacted by a ban on certain large and high-yield 
categories like gaming and betting, and a slowdown in investments in D2C 
brands.

Nominal GDP growth is expected to be 10.5% for FY2025 (2024)1 and advertising 
is expected to outpace that based on past trends.



Advertising grew by 7% in 2023
Segment 2021 2022 2023

Television 313 318 297
Print 151 170 178
OOH 20 37 42
Radio 16 21 23
Cinema 1 5 8
Total traditional 500 550 547
Digital 383 499 576
Online gaming 8 11 13
Total new media 391 510 588
Total 892 1060 1135

INR in billion (gross of taxes) | EY estimates Note: The above numbers exclude events segment 
revenues

TV + digital + print = 93% of ad spends

Ad revenues by segment

Traditional media advertising was flat, while new media drove the growth in 
advertising in 2023.

New media advertising contributed 52% of the total advertising, and 105% of the 
absolute advertising growth in 2023.

than developed large 
markets, which are all between 0.6% to 1%.

Digital media comprised 51% of total ad spends, up from 31% pre-pandemic, and 
contributed the highest share of advertising in India.



TV comprised 26% of ad revenues, down from 36% in 2019.Together, national 
media [television + new media] contributed 78% of all advertising spends, while 
local media [print + OOH + radio + cinema] comprised the balance 22%.

Subscription:-

Subscription grew 9% in 2023
Segment 2021 2022 2023
Television 407 392 399
Online gaming 116 170 208
Film 92 167 189
Print 76 80 82
Digital 56 72 78
Total 748 881 956

Overall, subscription grew INR75 billion, of which new media (online gaming and digital) 
provided 58% of the growth.

Across segments, subscription was focused on the top-end of the consumer pyramid, 
which resulted in a heavily concentrated subscription base. We estimate that the top 40 
to 50 million households are powering most digital and film subscriptions, while online 
gaming and print have a wider audience of between 70 and 85 million homes, and TV 
has the largest reach at 118 million homes.

Share of subscription reduced from 43% of total M&E sector revenues in 2019 to 41% in 
2023.



If data charges are included:-
Subscription revenues including data charges:-

EY estimates | Only proportionate retail mobile data charges considered. Includes data used for AVOD consumption.

It is estimated that the amount paid by retail consumers for data charges, if apportioned 
to M&E use cases (AVOD and SVOD entertainment, social media, online gaming, short 
video, music, news, etc.) would aggregate INR1.5 trillion of the approximately INR3.2 
trillion telecom sector.

If these data charges were to be included in our analysis of subscription revenues:

the size of the M&E sector would be INR3.8 trillion (US$46 billion).
subscription would be INR2.44 trillion, and comprise 64% of the M&E sector.
Digital segment revenues would be INR2.1 trillion, or around three times the 
television segment.
the subscription revenue mix would look significantly different, with digital 
comprising the largest portion at 54%, as compared to less than 10% without data 
charges.

India created almost 200,000 hours of content:-

Hours of content released in 2023:-



GEC contributed 68% of total hours on TV (excluding news bulletins) in 2023.

117 more films were released in 2023 as compared to 2022, of which 416 films
released on OTT platforms. However, direct to digital releases halved.

Regional OTT content volumes exceeded Hindi language content in 2023 for the 
first time.

OTT content volume growth slowed in 2023 due to profitability pressures, and 
could fall in 2024.

M&A activity slowed significantly in 2023

M&E deal value and number of deals:-

New media aggregated 86% of deal volumes, but just 35% of deal value.
Traditional media deals in television and film comprised 65% of deal value.
PE/ VC led the percentage of M&E deals in 2023, contributing to 41% of the total 
funding.



Future outlook:-
The M&E sector will grow by INR763 billion to reach INR3.1 trillion in 2026.

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%).
It is expected all segments to grow, barring unforeseen situations, and so long as 

.

The M&E sector has gone medium agnostic:-
2022 2023 2026E

Video 66.00% 67.00% 66.00%
Experiential 21.00% 22.00% 23.00%
Textual 10.00% 8.00% 8.00%
Audio 3.00% 3.00% 3.00%
Total 100.00% 100.00% 100.00%

Given that video, audio, text and experiences are available across almost all segments, 
the M&E sector is redefining itself across these four verticals:

Video TV, video OTT, short video, social.
Experiential Online gaming, cinemas, events, OOH.
Textual print, online news
Audio radio, music, audio OTT



Video remained the largest earning segment in 2023, as it is the simplest and most 
easy-to-understand medium of consumption.

The pandemic impacted 2020 and 2021 as regards experiential revenues, but 

per capita income grows.

Text has probably seen a permanent loss due to the fall of print circulation, but 
will remain relatively stable as regards ad and sub growth, albeit at a slower rate 
than other media.

Audio revenue models remain largely digital advertising supported, and while 
efforts are on to grow paid subscriptions, their revenue share will remain stable.

Video trends:-
A billion screens by 2030:-
Particulars 2023 2026 2030
Large 182 202 240
Small 574 640 734
Total 756 842 974

It is expected that by 2030, India will have almost a billion active screens.

Of this, around 240 million will be large (TV, laptop, PC) and the balance will be 
small (mobile phones, phablets).

Given the 1:3 ratio between large and small screens, it will be imperative for media 
companies to have a multiscreen and multi-format strategy

Future of the Television and there different segments:-
2023 2026E 2030E

Pay TV 118 113 83
Free TV 45 50 57
Smart TV 19 40 100
Total 182 202 240



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.

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.

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.

It is estimated 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.

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.



New content windows will emerge:-

international markets, Indian markets are more heterogeneous and need to be 
finely segmented.

Accordingly, premium SVOD, theatrical, SVOD, bundled SVOD, satellite, TVOD 
and finally free television windows could come into existence for different types 
of content.

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.

Content consumption:-
Overall consumption trends:-

Indians spent 4.8 hours a day on their phones:-



At 4.8 hours per day, Indians came sixth in the world, for the most amount of time spent 
on phone apps in 2023, a 9% growth since 2020.

Indians spent an aggregate of 1.19 trillion hours on their mobile phones in 2023, up 10% 
from 1.08 trillion hours in 202210, which was the highest in the world.

Indians downloaded 26.4 billion apps in 2023, but India lagged on monetization:-

Online video:-
Online video viewers continued to grow in India:-

Video viewers increased 7% (36 million) in 2023 to reach 563 million, which is 
around 98% of smartphone owners and wired broadband subscribers.

It is estimated video viewers will cross 700 million by 2026.

The above data includes consumers from YouTube, which has 467 million users, 
i.e., 18.7% of its global users from India.



Platforms increasingly invested in localizing content:-

OTT titles produced by language:-

The share of regional language OTT titles increased from 47% in 2021 to 52% in 
2023.

Content has started to travel across language barriers; industry discussions 
indicate that between 20% and 50% of consumers now consume content in more 
than one language using sub-titles and dubbed versions.

OTT platforms desirous of a national reach will require focusing on at least eight 
to nine languages, and each language will require at least eight to ten pieces of 
content across film and episodic.

Drama, crime, action and thrillers were the predominant genres in OTT:-



Of the titles we analysed, over 60% belonged to the drama, crime or action genres.

The number of reality shows was lower, but they pulled in very large audiences, 
and we expect these to increase in 2024.

A surge in demand for mythologies and documentaries was also noted in 2023.

Approximately half of all OTT content spend was on sports rights:-

Break-up of OTT content cost:-

In 2023, almost 3,000 hours of original content was produced for streaming platforms, 
which has remained flat compared to 2022 levels.

Total online video content investment in India stood at INR125 billion in 2023, 
representing a 52% increase over 2022 due to more than a twofold growth in sports rights 
values.

Film rights values dipped marginally as buyers linked prices to performance.

Fewer films released directly on digital platforms in 2023:-
416 films released on OTT platforms in 2023, but direct to digital releases halved to just.



Online sports grew FAST:-
Premium cricket became free on JioCinema (IPL) and subsequently on Disney+Hotstar 
(World Cup), resulting in massive growth in online sports audiences.

Sports18 claimed 449 million people watched the IPL on JioCinema in 2023, of which 
126 million used connected TVs.

In the first five weeks of 2023, JioCinema reported over 13 billion video views and an 
average time of 60 minutes per match.

Disney+ Hotstar claimed 59 million concurrent viewers for the India vs. Australia world 
cup final match.

Offering cricket as a free ad supported streaming television (FAST) product on mobile 
phones created a massive supply of inventory as viewership spiked, and enabled 
segmentation of mobile and connected TV audiences for sharper ad targeting.

Online audio:-
Audio streaming users remained in the 185 to 200 million range.

Around 185 to 200 million people streamed music online in 2023 compared to 
208 million in 2022.

Approximately 15% of all streams consumed in 2023 were international songs, 
while 85% were domestic, and around 65% were film related.

Artist-led music increased over previous years and now accounts for 27% of total 
music consumed on online platforms.

Paying consumers increased:-

Paying music OTT subscriptions (in million)



Paid subscriptions increased from 4.6 million in 2022 to around 7.5 million in 
2023, as certain platforms stopped ad supported music consumption, while 
others like Spotify worked to incentivize free consumers to subscribe for a better 
experience.

Family and student plans were introduced at discounted rates to incentivise 
conversion.

Ad supported business models are not profitable as on date, which has led to the 
push to convert free into paid subscribers.

However, given all music is available on YouTube, as well as being bundled for 
free with telco and e-commerce subscriptions, the task of growing paid 
subscribers will remain a challenge in the near term.

Monetization:-

Digital advertising:-

Digital ad spends grew 15% in 2023:-
2022 2023 2024E 2026E

Large advertisers 319 368 423 538
SME and long tail 180 208 239 304
Total 499 576 662 842

Digital advertising grew 15% to reach INR576 billion in 2023, as several categories 
increased the share of their ad spends on digital media.

Included in the above, between 800,000 and one million SME and long tail advertisers 
spent INR208 billion on digital media, primarily on performance advertising on Google, 
Meta, and e-commerce platforms.

Of the total, share of ad revenues generated by e-commerce platforms increased to over 
INR86 billion, crossing 15% of total digital advertising (14% in 2022).



Search and social dominated 2023:-
Search and social media across different platforms continued to provide 72% of 
digital ad revenues.

E-commerce advertising crossed INR85 billion to garner 15% of total digital 
advertising as more brands used online channels like Amazon, Flipkart, Jio, 
Nykaa and Myntra etc., to drive sales, these platforms being seen as being closest 
to the point of purchase. D2C brands, which reduced spends on TV, continued to 
use e-commerce channels to promote their sales.

OTT platforms of broadcasters and news companies garnered 9% of digital ad 
revenues, led by JioCinema and Disney+Hotstar.

Small and medium enterprise (SME) advertiser base grew:-
It is estimate that SME advertisers spent INR208 billion on digital media, predominantly 
on search, social and classifieds on platforms like Google, Facebook, Flipkart, Amazon, 
Just Dial, etc.

Large ad platforms claim that there are now between 800,000 and one million small and 
medium enterprises who advertise on them, to generate business in India and abroad, 
with spends as low as INR20,000 per year.

SME spends are focused on performance advertising.

Eight categories spent over 30% of their total ad spends on digital:-
Percentage of ad spends on digital by category:-



Two categories spent over 50% of their total ad spends on digital, while another six 
categories spent over 30%.

Digital subscription:-

In 2023, digital subscription grew 9%.
2022 2023 2024E 2026E

Video 68 73 82 103
Audio 2 3 4 6
News 1 2 3 4
Total 72 78 89 114

Video subscription revenues grew just 6% in 2023 to reach INR72.6 billion as 
premium cricket properties were moved in front of paywalls, reducing the number 
of paid subscriptions of Disney+Hotstar by approximately 19 million.

Consequently, despite growth in paid subscribers across other OTT platforms, 
paid video subscriptions reduced by two million in 2023 to 97 million, across 43 
million households in India.

Audio subscription grew 55% in 2023 as paying consumers reached around 7.5 
million on the back of significant industry efforts in that direction.

News subscription reached INR2 billion primarily driven by premium and 
exclusive content.

The percentage of paying subscribers to total OTT consumers remained less than 
15% and 5% for video and audio, respectively.

It is expected digital subscriptions to grow at a CAGR of 13% till 2026



Online video grew marginally:-

43 million households paid for 97 million video OTT subscriptions

Once premium cricket properties were moved in front of paywalls, the number of 
paid subscriptions for Disney+Hotstar fell by approximately 19 million.

Paid OTT audience could be estimated at between 86 and 108 million 
individuals42, lower than our 2022 estimates due to the fall in paid subscribers 
and a crackdown on password sharing by certain platforms.

OTT aggregation services expanded:-

Rising subscription fatigue to multiple platforms has created a space for OTT 
aggregators, allowing users to discover and view streaming content from multiple 
OTT apps in one place.

Players in this space include Amazon Prime Video Channels, Tata Play Binge, 
OTTplay, Times Group, and Airtel Xstream.

These platforms offer distribution scale to smaller OTT apps focusing on regional 
or international content, and who are looking to create visibility and build reach 
in the country.



Digital subscription:-

Subscription growth will be impacted by FAST models:-
2023 2024E 2026E

Video 73 82 103
Audio 3 4 6
News 2 3 4
Total 78 89 114

Video OTT will reach 65 million households by 2026:-

Video OTT is expected to grow from 43 million households in 2023 to 65 million in 2026, 
with 138 million subscriptions, averaging approximately 2 subscriptions per household.

Ad-supported OTT models cannot be sustained due to the high cost of premium content. 
Further, the massive unsold inventories that get created around premium content 
prohibit growth in effective ad rates. This will drive more platforms to roll-out 
subscription products, or subsidize costs through bundling with data, e-commerce, etc

In the event large platforms launch more affordable packages (at around INR1 per day, 
for example) or aggregators bring the bundled price down to INR2,500 or so per year, 
which is comparable to TV, we estimate that the number of households paying for one or 
more SVOD service can reach 100 million by 2026.

Bundling of various OTT platforms by ISPs and telcos will gain scale. They will in effect 
play the role that DPOs played in the television sector, but the customer will need to be 
provided with the choice of choosing different OTT platforms to bundle.



Future Outlook:-
Digital segment is expected to grow to INR955 billion by 2026:-

It is estimated that the digital segment will grow to INR955 billion by 2026, at a 13.5% 
CAGR, reflecting the changing consumption patterns being witnessed due to growth in 
connected televisions, mobile phones and broadband connectivity.

As the second largest segment in 2023, it continues to reduce the gap with television, and 
we expect it to become the largest segment in 2024..



Government Supportive Policies:-

significantly to its growth and cultural landscape. Government policies aimed at 
supporting this sector have fostered innovation, investment, and job creation. Some key 
policies for the year under review are as follows:

Cinematograph Amendment Act, 2023:
The Cinematograph Amendment Act, 2023, is set to bolster growth in the M&E sector. 
This Act would help combat piracy, enable additional revenue streams through re-
certification for TV exhibitions, clarify online piracy obligations for intermediaries, 
introduce age based content suitability indicators, and streamline certification processes 
with indefinite validity. These measures collectively foster growth, innovation, and a 
safer digital environment within the industry.

Indian Telecommunications Act, 2023:
The Indian Telecommunications Act of 2023 has introduced a centralized framework for 
telecommunication services. This Act will likely enhance infrastructure and cybersecurity 
standards for the days ahead. In the Media & Entertainment sector, this Act can 
streamline content distribution, improve connectivity for streaming services, and 
facilitate efficient production and distribution networks.

Broadcasting Bill, 2023: The Broadcasting Bill, 2023, aimed at consolidating 
broadcasting laws, has extended its scope to include OTT services. The bill is likely to 
enhance regulatory clarity in the M&E sector. It will regulate several aspects of online 
news programs, ensuring their quality standards, fostering consumer trust and 
stimulating content production. Moreover, providing proportional penalties and 
accessibility guidelines could contribute to a more inclusive and compliant broadcasting 
environment. These features are likely to help bolster growth in the sector.

Macro Economic Growth drivers in Media & Entertainment Industry:-

Growth of the Indian Economy:
maintain an average growth rate of 7% over the next three years. This growth, in turn, 
will position the country as the thirdlargest economy globally and serve as a primary 
driving force for the Media & Entertainment sector. A rapidly growing economy can 
result in higher disposable income for consumers. This can help facilitate the increase in 
demand for entertainment across various mediums such as movies, music, and 
television, among others. 



Cultural Diversity and Preferences: India is a culturally diverse country with 
multiple languages, religions, and regional preferences. As such, media companies have
a large headroom to cater to diverse audiences across the country by crafting content that 
resonates with different cultural groups. 

Demographic Dividend:
preferred to watch movies on their release day. Among them, 74% favored the theatrical 
experience owing to its high-

highest population, with approximately 65% under the age of 35 years, constituting a 
substantial consumer base for the M&E sector. This vast, youthful audience eager to 

Increasing Urbanization:
accounting for around 35- 40% of the total population. This trend in urbanization is 
expected to continue, driving the demand for entertainment services, particularly in 
urban areas with higher disposable incomes. 

Low Cost of Data:
user base is its affordable data pricing. The country offers one of the lowest data costs in 
the world, averaging only USD 0.2 per 1 GB of mobile data in 2023, compared to USD 6-
7 in developed economies. This affordability has spurred significant growth across 
various online entertainment streaming platforms. 

Robust Advertisement Spending: In 2023, the spending on digital advertising 
soared by 15% to reach USD 576 Billion. This substantial increase constituted 51% of the 
total advertising revenues, emerging as a pivotal growth driver for the M&E industry. The 
Small and Medium Enterprises (SMEs) and long-tail advertisers majorly contributed to 
this surge, with contributions exceeding USD 200 Billion. Additionally, advertising 
earnings from e-commerce platforms amounted to USD 86 Billion, further fueling the 

Boost in Digital Infrastructure:
characterized by 1.19 Billion subscriptions and significant 5G adoption alongside 
dominant 4G usage. As such, it serves as a key growth catalyst for the M&E sector. There 
has been a 50% surge in connected TV adoption, an expanding internet penetration, and 
a burgeoning broadband market boasting 904 Million subscriptions. These 
developments, coupled with the rise in smartphone users and increased usage time, have 
set the stage for accelerated growth in the M&E segment.

Increasing Digital Consumption: The burgeoning trend in the usage of 
smartphones in India, evident in the global time spent on phones and the secondhighest 
app downloads, are potent drivers for the Media and Entertainment (M&E) segment. 



With Indians averaging 4.8 hours daily on phones in 2023, a 9% increase from 2020, 
and monthly mobile data usage per smartphone soaring by 24% to 31 GB, the M&E sector
is primed for growth. Projections suggest a continued compound annual growth rate 
(CAGR) of 16%, reaching 75 GB by 2029, signaling robust opportunities for digital 
content consumption and M&E sector expansion. 

Globalization and International Trade:
engaging in international collaborations, co-productions, and content licensing 
agreements. For instance, the Indian film industry exports films to over 90 countries and 
territories, generating significant revenue from international markets.

Opportunities And Threats Within The Indian M&E Sector:-

Opportunities:-
Digital Transformation: The swift adoption of digital platforms presents 
opportunities for content creators to reach a wider audience and explore innovative 
monetization models.

Regional Expansion: The growing demand for regional content presents a scope for 
producers to tap into diverse language markets and cater to specific audience 
preferences.

Strategic Partnerships: Collaboration with international studios and streaming 
platforms can facilitate the cross-border distribution of Indian content and open new 
revenue streams.

Technological Innovations: Emerging technologies, such as augmented reality (AR), 
virtual reality (VR), and artificial intelligence (AI) can help in immersive storytelling and 
enhanced audience engagement.

Content Localization: The adaptation of content to suit local tastes and cultural 
nuances can help Indian M&E companies make a mark in international markets and 
attract a global audience.

Threats:-
Economic Instability: Economic downturns and varying consumer spending patterns 
can adversely affect advertising budgets and discretionary entertainment spending.

Regulatory Uncertainty: Evolving regulations and Government interventions pose 
uncertainties for the M&E sector, impacting investment decisions and operational 
strategies.



Competition from Global Players: International video streaming apps and increase 
in user-generated content platforms pose significant competition to domestic players, 
challenging market share and revenue streams.

Peers in Television Industry:-
Particulars Balaji 

Telefilms
Shemaroo 

entertainment 
ltd

Saregama 
India Ltd

Entertainment 
Network (India) 

Ltd

Sales (Rs. in Crs) 578.83 676.97 758.77 519.77
PAT (Rs. in Crs) 39.20 -42.63 202.99 28.14
NPM % 6.77 -6.30 26.75 5.41
EPS (Rs.) 3.87 -15.66 10.56 5.89
Current Maret Price of Share
(Rs)

69.00 144.00 490.80 153.80

Future Outlook of Television:-
By 2026, television revenues are forecasted to reach USD 765 Billion, exhibiting a 
compound annual growth rate (CAGR) of 3.2%. Concurrently, the market surge in 
connected TVs is likely to increase the total number of TV screens from 182 Million in 
2023 to 202 Million by 2027. Looking beyond 2026, the proliferation of wired broadband 
and 5G connections is expected to rapidly expand the number of connected TVs, reaching 
100 Million by 2030. This growth trajectory anticipates a decline in linear TV homes to 
140 Million. Notably, the figure includes 57 Million free TV homes, marking a significant 
shift in viewing habits towards digital platforms.
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