Digital Platforms:

The Ad Break is
Breaking Down

How Digital Marketing Took Over
India's Screens (2016-2030)

elevision:



The Day Data Became Free

On September 5, 2016, Reliance Jio launched its 4G network. By dropping
the entry cost of the internet to zero, it triggered an irreversible behavioral
shift that transformed hundreds of millions of offline Indians into a highly
addressable digital audience.

Pre-Jio Reality

Cost of 1GB Data:
Rs 250 to Rs 10,000

Monthly Consumption:
700 Megabytes

Global Broadband Rank:
155th

The Jio Effect

Cost of Data:
Unlimited & Free for 6 months

Monthly Consumption:
11 Gigabytes

Global Broadband Rank:
Number 1



A Rs 1,00,000 Crore Market Transformed

FY2020 Market Share

Digital: ~24%

Television:
~37%

FY2025 Market Share
(Rs 1 Lakh Crore)

Future
Projections

AU « 2026: Digital reaches

Rs 56,400 Crore (46%
share)

Digital: ~46%
(Rs 49,000 Cr) 2027: Television share

drops to 15%

2030: Digital market
hits $32.3 Billion
(15.3% CAGR)

Television: ~27%
(Rs 30,000 Cr)




Failure 1: The Measurement Problem

Legacy TV
The Model: TAM (Television Audience Measurement) data.

The Flaw: Sample-based, aggregate, and delayed.

The Blind Spot: A Rs 5 Crore prime-time spend estimates household
exposure, but cannot track actual ad views, target demographic
accuracy, or final purchases.

Analytics

ROAS: 12x Impressions

CTR: 3.8% CTR: 3.5% Conversions: 45,000

Metic

3.5%

Digital Reality
The Model: Granular attribution via Google, Meta, and InMobi.

The Advantage: Real-time data on impressions, reach, watch time,
CTR, and direct conversions.

The Bottom Line: CMOs require precise ROAS. Digital spreadsheets
easily defeat television's vague reach estimates in the boardroom.



Failure 2: The Targeting Revolution

TV Approach:

A national Hindi news channel reaches a wildly

massive, mixed-income populations.

3

heterogeneous mix. Even regional channels reach

Digital Precision Data Points:

Intent Targeting: Google captures
hyper-local users searching exact
intent queries in specific cities.

Programmatic Scale: Contributed
Rs 20,686 Crore in 2024. Brands buy
defined audiences, not broad time
slots.

Vernacular Reach: YouTube reaches
476M Indians; ShareChat commands
350M+ users across 15 languages for
pinpointed local relevance.



Failure 3: The Cost Revolution

T h

44&

The Rs 50 Crore c —

The Rs 500 Daily Budget

The Old Gatekeepers (TV)

ggf‘;eg iﬂ;ts -arlvto s Dakh per The New Economy (Digital)

Campaign minimums: Rs 10-50 Crore. Entry Point: Rs 500 daily budgets for D2C
: startups and local brands.

Result: 12% drop in the number of R

brands advertising on TV in 2024. H1 2025 Scale: $1.56 Billion digital spend

generating 3 Trillion ad impressions.

Category Dominance: Shopping ads now
command 30% of total digital spend.



Failure 4: The Audience Migrated

A

The OTT Boom

Over 600 million
users (41% of India’s
population).

The YouTube Reality

476 million monthly
users in 2024 (63%
of TV's reach, hitting
800M by 2029).

\& >

Mobile Dominance

Mobile platforms
capture 78% of total
digital ad spend. For
hundreds of millions,
the smartphone is the
only screen.

The CTV Surge

50M active sets.

CTV ad spend surged
from Rs 450 Cr (2022)
to Rs 1,500 Cr (2024),
projecting to Rs 3,500
Cr by 2027.



Failure 5: The Conversation Gap

The Broadcast Limitation

o ! A 30-second ad on live cricket is strictly
CRICKET ‘ one-way.

No ability to comment, participate, or
organically distribute.

The Viral Multiplier

‘ MEME Two-Way Engagement: Massive organic
CULTURE @ reach via shares and tags.
CENTRAL

User-Generated Content: Reels challenges
'NODE ‘ P turn actual users into free, authentic
marketers.

@-—-P l))) Cultural Distribution: WhatsApp groups and

SHARES UGC WHATSAPP. ORGANIC meme culgure dlstrlt.)ut.e engaging content at the
REELS g @ GROUPS  REACH speed of light, amplifying initial investments.

SHARES




The Catalyst That Compressed Years into Months

Digital Adoption

2018 2019 2020 2021 2022 2023 2024
The 2020 Reality The Permanent Shift

TV viewership spiked during lockdowns, but Supply chains, customer service, and sales

ad revenues crashed due to budget cuts. definitively moved online. A new generation of
Digital ad revenues surged alongside consumers in Tier-2 and Tier-3 cities
e-commerce, food delivery, and permanently adopted platforms like Flipkart,
streaming. Amazon, and Meesho. Brand managers realized

mass India was now addressable via
digital channels, at better prices than TV.



The Tipping Point: IPL Goes Free and Digital Wins

The Setup (2022-2023): In 2023, Viacom18 buys digital rights for Rs 20,500 Crore
and streams the IPL for free on JioCinema.

JioCinema Star Sports

Rs 2,300 - 2,500 Cr
(Ad Revenue) Rs 1'800 = 2,000 Cr

449 Million Viewers Wi N

Attracted 13x more advertisers than TV

The 2024 Consolidation

Digital viewership hit 550-600 Million (+38% YoY). Over 80% of IPL viewership was driven by mobile
streaming, effectively turning India's biggest broadcast event into a digital-first property.



The Brand Playbook: How the Market Reacted

Mamaearth

Built a Rs 1,000
Crore revenue IPO
brand entirely
without TV,
spending Rs 182
Crore (FY23) on
large-scale
YouTube/Instagram
influencer marketing.

Nykaa

Swapped celebrity
TV endorsements
for 200+
micro-influencers.
The 2024 Clay
Mask launch
delivered millions of
impressions at a
fraction of TV costs.

Zomato

Built nearly 1 million
Instagram followers
and 30 million
monthly web visits
using culturally
relevant memes
and real-time
engagement over
traditional ads.

Flipkart

Turned Big Billion
Days into India’s
largest digital ad
event, proving the
dominance of Retalil
Media at the point
point of purchase.

HUL & Tata
Motors

Legacy FMCG and
automotive giants
decisively shifted
major budgets
toward
programmatic ads
and influencer
marketing over
mass TV.




YouTube
(The New TV)

476M MAU. Represents
40-45% of India’s social media
ad share and 20-22% of total

digital ad spend (FY25).

Premium, magazine

The Platform Landscape:
Who Owns Indian Attention

Conceptual
Ecosystem Map

Meta
(The Impression King)

Facebook generated 1.8 Trillion

impressions in H1 2025.

Instagram dominates the
younger demographic.

Total spend peaked at nearly
$280M in May 2025.

Google
(The Intent Engine)

Unchallenged in intent-based search
advertising for the consideration and
conversion stages.

The Post-TikTok Boom

Short-form vernacular video became deeply
embedded across fragmented platforms (Reels,
Shorts, MX TakaTak, Josh, Moj, ShareChat).




The Nuance: What Television Still Owns
T | e e R

Deep Regional
Loyalty

Regional language channels
(Sun TV, ETV, Star Jalsha)
maintain incredibly loyal
audiences.

Live Linear
Cricket

Despite digital streaming, live
cricket on TV commands
enormous simultaneous
audiences. The 2023

Cricket World Cup broke TV
viewership records on Star

Sports for key matches.

Essential for reaching tens of
millions of non-CTV households in
rural/semi-urban India for a

single 30-second mass
awareness burst.

Economically rational and
highly efficient for FMCG
brands targeting older, rural
linguistic communities that
digital has not yet fully
penetrated.




The Future Horizon (2026-2030)

Trend 1: The Connected
TV Explosion

Growing to 60 million active CTV
households by end-2025. CTV ad
spend growing at 40-47% CACR,
merging television's living-room
screen size with digital's
measurement precision.

Trend 2: Retail Media
Networks

Platforms (Blinkit, Zepto, Swiggy
Instamart, Amazon) using massive
first-party transaction data. Allows
brands to advertise at the exact
moment a consumer is making their
next purchase.

Trend 3: Al-Generated
Dynamic Creative

Generative Al is drastically reducing
production costs. Proof Point:
DermiCool released ‘DermiCool
Warriors' (2025), India's first fully Al-
generated FMCG ad film, enabling
hyper-personalized, multi-language
variants at scale.



The Bottom Line

The 30-second prime-time television slot is not dead, but its role as the
indispensable, first-call medium for Indian advertising is permanently over.

India's true prime time has moved to a 6-inch screen, and the
advertising budgets have followed.

The new ecosystem reaches more Indians, more precisely, and more
measurably than the ad break ever could.

The decade between 2016 and 2026 settled the question.
Jio opened the door, COVID pushed people through it, and the
sheer quality of digital engagement made them stay.
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