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The sub-continent's mediamarket is undergoing rapid change that may accelerate. Ragothaman Gowthamanreports 

I ndiais witnessingmajorchanges 
in themediamarket aspart ofits 
growth story. 

On the back of 8percent GDP 
mowth, adspend is rising bv 15 oer 
centa year,andis likelyt&ont&ue 
at thisoace for thenext threevears. 
 here's a huge amount ofb;oyan- 
cy in themarket. 

With multiple choices acrossTV, 
print andradi0,andiences arefrag- 
menting.InTV alone,ratings have 
been declining at 15 per cent,lead- 
ing tosharper segmentation. 

The seeds of convergence sown 
towardstheendof2006 aregaining 
critical mass, with conditional ac- 
cess system, direct-to-home TV, 
internet protocol TV and other 
technology adaptations such as 
mobile telephony driving conver- 
gencefaster. 

Amongallmedia,TV hasseenthe 
maximum action and will continue 
to do so. TV homes are growing at 
10 per cent, with cable penetration 
growingat25percent.Nearly30per 
cent of rural TV homes now have 
cableconnections 

More than350chatmels are beim 
bcamr.d,although thecountry3,TV 
sets can r e a v c  onlv 50.With a set- 
top box or a  connection, it's 
possible to receive up to 150 chan- 
nels. leadine to an emlosion of 

watch a movie every day.With the thirdsofourcountryislargely rural. I 
mushrooming of malls and multi- It's important to understand the ' 
plexes,thisisonlygoingtoincrease. diversity of the Indian market. 
We have the largest number of Thereisno"one"India.Wehaveat 
cinemahallsintheworld -17,000. leastfourlndias. One is the Global 

Homes with PCs are growing at India-asixmillionpopulationand 
40 oer cent. Homes with broad- onethirdthesizeofAustralia-that 

choice. Yet onlv 35 per con1 of I V bar;dnregro\\ingst I5Op~rc'nt. prctry mush lives and bcha\,eslikc 
revenueiscominekomadvertisine. Wehavcmorr130millionniobilz ade\'eloocdcountr\. I - ~~- 

TheT%ndustryhasalongway tvd 
go towards providing acconntabil- 
ity to advertisers as well as getting 
its due share from consumersThe 
current status will not help any- 
body, and is only going to hinder 
further growth. 

The non-TV space is growing at a 
fairclip,too.Risingurbanliteracy to 
65 per cent has resulted in more 
nrinttitles.thronehsewndandthird 
hternativk dailies. Higher disposa- 
ble incomes and changiig lifestyles 
has resultedin more niche titles 

Radioderegulation basledto the 
award of 300 FM station licences ~ ~ ~~. 
this year and,possibly,another 300 
next year. 

More than 15 million Indians 

subscribers - more than in any 
other country. 

But Indian media has to be put 
into perspective. It still reaches 
little more than half of the popula- 
tion.With acomparable GDP,Aus- 
tralia's media reaches almost 100 
percent of the population. 

No wonder its adspend is more 
than doubleIndia's.Evenin alarge 
country such as China, media 
reaches every town and village 
throughprovincia1TVstations.It's 
something we have to recognise 
because it makes a telling point 
about our lack of infrastructure 
development. 

Part of thereasoncould be owing 
to low urbanisation - almost two- 

It is this segment where themaxi- 
mum action-in rlic media market- 
~ lnce  is hdnnenine. be it the die~tal . . - - 
revolution, convergence, explo- 
sion orfragmentation. 

Then we have the Aspiring India 
(21 per cent), which one day will 
become like a GlobalIndia,whose 
8' . . c~bzens" want to behave like 
them and aspire to be global. Ad- 
aptation of most innovations and 
technologies is happening at a 
much faster pace in this segment 
thaninany other. 

But we also have a Destitute 
India (58percent) and aStmggling 
India (21 percent).To travel across 
thelengthandbreadth oftheconn- 
try is tofeelliketravelling back and 

forth in time. Fif ty  per cent of the 
population contributes to only 18 
per cent of our GDP. 

The reach of media sharply con- 
trasts across the four Indias. The 
reach across Global India is pretty 
much similar to other developed 
countries like the UK and the US. 
This Global India is extremely 
medianeutralandindividualistic. 

Much is going on in Aspiring 
India. Economic growth is driving 
aspirations as well as giving con- 
sumers more choices. TV's effec- 
tiveness is declining sharply with 
large-scale fragmentation. The 
emergence of local channels has 
resulted in audiences choosing the 
language of choice. 

From only the four southern 
markets, we now have Maharash- 
tra, Guijarat, Bengal and Punjah 
crnzrgini \\ith local~,cd content - 
local and mternational but they 
arestillfoundwanting. 

From mass to individualism and 
from broadcast to conversation, 
thefourdifferent typesof Indiiare 
residing in and moving across this 
continuum. And each segment is 
gro\vingatadifferentpdc~{making 
11 the third-biesest challcnae next 
toreach anddryersity. 

- 
In all of this, we have almost for- 

gotten to reach our rural consum- 
ers, wlth our current focus to only 3 - nrov~de . '  infreonent contact oro- 
grammes peppered with sampling 
and product demonstrations. 

~L Hugeopportunities areemerging 
in the area of partnering with utili- 
ties such as electricity companiec 
retailers, microfinance institutions 
and no;-governmental organisa- 1 tions. Tnis. wunled with suitable 

Medinin India.. .televisionS infrastruc&re, ias the potential to 
~ r o ~ ~ i n g I ~ I b p e r r e n t u ~ r r r r , ~ v l ~ i l r  dnvr.our~i~~muchfa;tcr.  
rlsini? literac. Y raresmrun ~ritrt In all. 11 is the challeneu to reach 
medyaisincr>asinginim$rtance our consumers in this &ultipaced 

multiple lndia that makes this 
whole business of media such an 
exciting profession. 
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