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Growth of M&E in India much faster than most other countries, 

10.7% CAGR (2009-2013) to reach EUR18.5B by 2013 

INDIA M&E INDUSTRY OUTLOOK

Ç India M&E market registered a CAGR of 16.6% between 2004-08 to reach EUR 8.3B in 2008

ÁIndian M&E growth expected to lose momentum due to global economic downturn

ÁBut forecast growth remains high, 4x that of Global CAGR of 2.7%, and the highest 

compared to other BRIC countries (China : 9.5% / Brazil : 4.6% / Russia : 3.7%)

Sources: PWC, Datamonitor

Global M&E market 2009-2013 CAGR
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India is among the largest Media consuming and content creating industries 

but constitute only around 1% of global industry

FACTS & FIGURES

Ç Among the largest media consuming and content creating industry...

ÁOver ~1,000 movies released annually (largest in the world)

Á~3.2 billion movie tickets sold annually (largest in the world)

Á~80 million pay -TV homes (third largest in the world)

Á~119 million television households

Á~450 television channels

Á~Over 300 million mobile subscribers (second largest in the world)

Á~Over 350 radio stations

Á~ 6,000 newspapers, including the worldôs largest circulated daily

Á~10,000 music tracks released annually

Ç éBut revenues are low : 

ÁAvg ticket price in India: <$ 1 compared to $6 in US

ÁAvg monthly-spend on pay-TV in India: $ 3.5 compared to $15 in US

ÁThe media penetration remains low for some key sectors :

TV penetration :  India  : 40% , USA : 98%

Cable and satellite access : 33% in Indian, over 85% in the USA
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KEY DRIVERS & TRENDS

The media & entertainment industry is touted to be one of the biggest revenue 

earners for India over the next five years. 

Source: PWC, GCF Analysis

Drivers for 
Desalination 
in ASEAN & 

India

Under-penetration 
and unadvertised 

market 

only 1/3 population 
has access to cable 

vs 85% in US

Rising share of 
M&E in GDP

share of the sector 
increased from 4% 

in 2004 to 5% in 
2008

Budget Boosters

extension of the 
stimulus package 

for print media

Favorable 
demographic trends

`youth bulgeô lasting 
until 2050 & growing 

urbanisation

Players increasingly 
ambitious in scale, 

size and geographic 
targeting

Technological 
changes directed at 

improving quality 
and increasing the 
variety of media
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Forecast CAGR (2009-2013)

TOTAL 2008 MARKET VALUE ïEUR 8.33B
Sector Market Performance

by Historical and Forecast CAGR

Radio

EUR 0.12B
Print Media

EUR 2.39B

Online 

Advertising

EUR 0.07B

Animation, 

Gamine, VFX

EUR 0.23B

Music

EUR 0.09B

Filmed 

Entertainment

EUR 1.58B

Out-of-Home 

Advertising

EUR 0.22B

SUB-SECTORS OUTLOOK 2009-2013

Ç Television generated 43% of the overall revenue and registers strong double digit forecast growth

Ç Highest growth recorded by one of the smallest segments ïInternet Advertising

Á70% (2004-08) and  32% (2009-2013) albeit due to a low base

Sources: PWC, IBEF, GCF Analysis

Television

EUR 3.62B



INDIAN M&E ïSECTOR ANALYSIS

RADIO, TELEVISION, PRINT
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RADIO HISTORY

Brief History

Å1927 : Broadcasting started in Mumbai and Kolkata with 2 private stations

Å1930 : Government acquired these stations

Å2001 : PHASE I, Gov open auctions for a few dozen licenses

Å2005 : PHASE II - 338 slots up for auction (entry fee and 4% revenue-
sharing)

Present

ÅToday, there are 350 radio stations in 90 cities 

ÅPHASE III expansion : 600 new licenses  in over 250 additional towns

ÅIndians spend >81 min on radio per day : 3x more than that on print

ÅSales alliances between stations  

ÅImportant regulatory changes are anticipated

Challenges

ÅFDI: maximum 20% equity stake in private radio companies

ÅBroadcasting news, weather bulletins and live sports are not allowed

ÅMultiple licenses in a single city is not allowed

ÅRoyalty fees issue: Stations pay as much as 70% of a small station's 
revenue


