MEDIA BEAT

An occasional column on significant
developments in the media world

By Ashok Mansukhani
Advocate Bombay High Court.
Specialist in Multi Media Law and Regulation/
Corporate Law and Regulation and Taxation.
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WILL LEGACY MEDIA
SURVIVE IN 20247

Legacy media in decline in 2023 and
needs to revamp its offerings.

A. LEGACY TELEVISION &
DISTRIBUTION SHOWED
DECLINING TRENDS IN 2023.

¢ Recently released TRAI dataon Legacy Television
and Distribution makes for impressive reading. As
of June 30, 2023, India has 903 approved TV
channels. The number of pay channels increased
to 360 from 358 in the previous
quarter. Thetotal number of free-
to-air channelsis532; among the
360 pay channels, there are 256
standard definition (SD) and 104
high definition (HD) pay TV
channels. There are 42
broadcaster aggregator chains.
The top three chains are Star (77
channels), TV 18 (59 channels)
and Zee (50 channels).

¢ Thetotal number of Multi System
Operators is 1737, with thirteen
larger MSOs and one HITS
operator having more than a million subscribers,
totalling 43.9. million subscribers. Thetop MSO is
GTPL, with 9.10 million subscribers. There are four
DTH Operators, with Tata Play leading with 21.43
million subscribers and Airtel DTH with 17.58
million subscribers.

¢ Despite such impressive numbers, annual forecasts
are cautious due to the explosive growth of OTT after
the lockdown. Even so, the PWC 2023-2027 report
expects that by 2027, Indiawill be the fourth largest
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TV advertising market, growing at aCAGR of 6.4%to
reach USD 6.5 billionby 2027. The EY/FICCI Frames
report for 2023 presciently notes a decline in
subscription revenues, with a marginal increase in
advertising revenues still below 2019 pre-lockdown
levels.

¢ A Deloitte forecast in its
2023 TMT predictions
focuses on live sports,
reaching USD 100 billion
by 2027 from USD 27
billionin 2020. Thisholds
out hope for Legacy TV,
but as World Cup Football and

¢ World Cup Cricket showed people are looking for
free sports content on mobile, do not mind
advertisements or paying for mobile data, which
can completely upset traditional Legacy TV
forecasts for future years.

COMMENT

& 2020 was the turning point for Legacy TV and
Distribution networks with few exceptions as OTT
stormed to capture the viewing habits of millions of
Indians.

& By the end of 2023, Disney-Star had signed a non-
binding agreement to merge their operations in
which Reliancewill hold 51% through Shares, cash,
and Disney will save 49%. Based on CCI/MIB
approval, the mega deal should be fructified by
February 2024. While this merger would offer stiff
competition to Netflix and Amazon Prime could
createa “ cartel” inlegacy TV with 136 Channels,
which should worry the Competition Regulator and
small Independent free-to-air channels.

& After a rocky two years of tumultuous merger
proceedings, the Sony Zee merger, despite all
approvals, has not fructified on Sony’s insistence
that Mr Punit Goenka, MD/CEOQ of Zeg, step aside
till SEBI Investigations against his family and him
are complete. The situation should be clarified in a
few weeks.

& Meanwhile, the second-largest MSO Siticable of the
Essel Zee group is currently undergoing a
corporate insolvency resolution process under the
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I nsolvency and Bankruptcy Code, 2016, per an order
dated 22 February 2023 passed by the NCLT
Mumbai Bench. The last quoted share priceisonly
Rs. 0.80 paise.

Dish TV, also of the Essel Zee group, is fighting a
case in the Bombay High Court against
Yes Bank, which owns 440 million

: Vs
Shares (25%) and wants a change in d H
management and Board. So far, the ISh tV

Bombay High Court has decided in

favour of Yes Bank, leading to repeated rejections
of Promoters' desire to install their slate of
Directors. This has led to the current price of Dish
TV languishing at a mere Rs. 18.25 a share.

On the other hand, the premiere DTH operator, Tata
Play, is charging ahead, “ reinventing itself to be
medium agnostic and become an OTT
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Binge platform” with major OTTs. It

offers Tata Play Binge Combos — an

“inventive bundled offering that brings the best of
broadcast channelsand OTT appsin oneintegrated
pack for the subscribers.”

Tata Play has done what M SOs coul d have emul ated
a decade back. Tata Play will, this writer feel
confident beat all distribution competition by
embracing the challenges of digital media.

Oneview isthat L egacy Broadcasters can focus on
premium content catering to specific viewer
segments, like sports, news, and regional language
programming. Offering exclusive content and
bundled Packages with OTT platforms can also
attract viewers.

Thiswriter often haswritten that unlessLegacy TV
and Distribution innovated their offerings with
variety and depth, the danger of cord--cutting could
cripple the existing industry.

Luckily, at least for the foreseeable future, rural
areas dtill favour Legacy TV over OTT platforms
due to affordability and accessibility. Urban
audiences, with significantly younger
demographics, are shifting towards OTT.

The acceleration of moving away will speed up
unlessthe Legacy | ndustry reinventsitself, but that
still needs to be evident as we enter 2024.
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B.1.OTT AND USER GENERATED

CONTENT HAS GATECRASHED
LEGACY TV

Key players like Amazon Prime Video, Netflix,
Disney+ Hotstar, Zee 5 and Sony Liv dominate
Indian OTT. The PwC 2023-2027 report highlights
that the OTT market is growing significantly faster
in India than the global average, providing a
“lucrativelandscape for domestic and international
players.”

According to the PWC study, the revenue of
Indian OTT Platforms are set to double, reaching
$3.5 billion by 2027 from USD 1.8 billion at an
Annual Growth Rate (CAGR) of 2027, outpacing
the global OTT segment growth rate of 8.4%.

Regional content is
expected to be asignificant
driver, and 5G and
broadband infrastructure
improvements  could
unlock even more
considerable market
potential.

The report forecasts ad-
supported streaming becoming the new normal,
with ad-supported video on demand (AVOD)
forecasted to account for 22.3% of OTT revenue
by 2027.

Among its key advantagesisthe extensive content
offered by OTT platforms, catering to diverse
preferences and allowing viewers to access an
extensive library of movies and shows at their
convenience.

The convenience factor is a significant draw, as
OTT platforms enable users to watch content
anytime, anywhere, without the need to visit a
physical location.

Among the top OTT platforms, Netflix has
stumbled in Indiaafter theinitial excitement of vast
content neatly organised for the Indian viewer,
offering international content yet offering Indian
content creators a worldwide reach. It is heavily
investing in regional content and has developed
mobile-friendly subscription packages.
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& Amazon Prime has acquired vast regional content IS 9TET | [IIT ST AT 21 6§ AT 9RRg
and invested in edgy local content originals with fope BrTarsti A7 REaE & 4 edd =
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COMMENT fecquit

¢ As India’'s OTT market continues its explosive

growth, it is crucial for OTT platforms to focus on
regional content and address Pricing concerns for
sustained growth. The shift towards ad-supported
streaming models and collaborations with regional
Players can further boost revenue streams.

Foreign and Indian OTT platforms are shifting to
ad-supported Programming, which will put off those
interested in ad-free Programming. Amazon Prime
is already planning to offer ad - supported and ad-
freemodels, but how the highly price-sensitive Indian
viewers' reactions remain to be seen.

New content regulations with elaborate self-control
mechanisms but giving the Government power to
interfere with edgy or politically sensitive content
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is bound to put foreign and Indian platforms on the
backfoot. The stern content regulations introduced
by the 2021 IT Rules are pending appeals in the
Supreme Court and further tightening in 2022 and
2023 by the introduction of a three-tier self-
regulatory mechanism, parental locks, accessibility
mechanisms, and enhanced prohibition of harmful
content can not only increase compliance costs but
can have a chilling effect on freedom of expression,
leading to Homogenisation of content.

With the market set to reach new heights, the Indian
OTT sector’s evolution in 2024 and beyond is
expected to be dynamic and transformative for
India’s economy.

B.2. USER GENERATED CONTENT 1S

THE NEW INDIAN RAGE

YouTube has approximately 467 million monthly
usersinIndia. It issaid that 93% of Indian Internet
users watch YouTube. Over 95 % of

content consumed by Indian
YouTube viewers is regional. The u YO“Tuh

most popular is T-Series Bollywood

content, the most widely watched channel
worldwide. Popular formsinclude vlogs, comedies,
educational videos, tutorials, gaming content, music
covers, lifestyle travel, and food channels.

A distant second is Instagram, with 357.30 million
users. It is most popular with young Indians, over
70% below age 34. Over 66 % of viewers are male.
With 11.7 hours per month on Instagram, Indiais
the world leader. Cricketer Virat Kohli isthe most
popular Indian viewed on Instagram. They are most
interested in personal growth, self-development and
running their businesses. Mumbai has the highest
number of Instagram viewers.

The most popular Instagram accounts belong to
celebrities and influencers. Indians watch
Instagram Reelsfor an average of 25 Minutesdaily.
The most popular Reels are fashion, beauty,
comedy, and music.

Facebook has approximately 315 million viewers.
Its ad reach in India equals 22.1 percent of the
pollution. 76.3% of viewers are male, and the rest
arefemale. Asit restrictsits platform to people aged
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13 and above, numbers are not as high as YouTube.
Content popular in India includes Live Q&A,

educational workshops, cooking shows, gaming

streams, and product demonstrations.

Tik TikTok-like copies like MX TakaTak, Josh, Moj
and Chingari are nowhere as famous as the original

TikTok. Popular content includes short-form dance

and lip-sync videos, comedy sketches, educational

content, and creative storytelling. Itischallenging to

estimatetheir reach, but they aretrendy inrural India.

COMMENT

2

User-generated content has given rise to
thousands of content creators, many of whom
have become co-creators with world-famous
brands.

Viewer content has gained popularity through
platforms like Patreon, enabling them to receive
funds directly from their viewers, allow the
monetisation of their work, and retain creative
control. It is very popular with independent
artists, musicians, writers and even travel and
food vloggers.

It has al so given voice and freedom of expression
to thousands of young Indians who otherwise
would not find a viable mode of expression.

Of course, the self-regulatory restrictions
introduced through I T Rules 2021, amendments
in 2022 and 2023, and the new Broadcast Bill
2023 could dampen their enthusiasm. Still, asthey
professionalise, they will take such roadblocks
in their stride.

The banning of TikTok for geopolitical reasons
was traumatic for young content creators, but
new short-form video platforms have come up and
will draw back the content creators.

B.3. TRANSFORMATIVE ROLE OF

2

INDIAN INFLUENCERS

2023 has seen the seminal role of Influencersin
revolutionising communication and establishing
direct connections with young audiences.

They have facilitated deeper audience engagement

and created trust and community around topics
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and brands. They can target niche audiences, build
brand loyalty, and drive sales effectively.

& The top Influencers have moved beyond product
development to social campaigns and content co-
creation.

& Top influencers like Kusha Kapila, Ashish
Chanchlani, Carry Minati, Riyaz Aly, and Bhuvan
Bam are household names with vast viewership
and enormous influence.

& Celebrity influencers like Virat Kohli, Priyanka
Chopra, Ranveer Kapoor and Deepika Padukone
arein adifferent |eague altogether.

COMMENT

¢ On a global scale, EY India Partner Raghav
Anand estimates that influencer activity exceeds
USD 15 billion. Indian influencer s started getting
noticed a decade ago, but with the internet
penetration achieved by Jio, their influence has
exploded even in rural India. They are now
treated as catalysts of substantial social impact
with an economic value estimated at USD 6
Billion by 2030.

& The Government has been quick to try to regulate
the burgeoning Influencer industry in various
ways. There are Advertising Disclosure Normsto
disclose sponsored content and brand
partnerships through the Advertising Standards.
The ASCI does not strictly administer violations.

& The Consumer Protection Act holds Influencers
accountable for misleading or false claims.
However, Television channels and Digital Media
regularly violate these norms.

& Intimeto come, specialist influencersin fitness,
health, fashion, music, travel and food will
appear, with the regional content influencer
being prominent.

C. CRYSTAL GAZING NEW
TRENDS IN 2024

¢ AVOD Revenues to double- Revenue from ad-
supported video on demand (AVOD) is set to
nearly double. The streaming industry has
switched to onethat relies on advertising as acore
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revenue stream. (PWC Global Media Report 2023-
2027)

Blurring content and commerce -Beyond video
ads, AVOD is already enabling different types of
engagement, such as product placement and
interactive ads. Some forms even offer shoppable
functions that facilitate direct purchases, further
blurring the lines between content and commerce
(Kantar Media 24)

Theadvent of FAST TV - Free, ad-
supported streaming TV (FAST) B
services and digital networks of
curated channels that are fully
addressable and ideally suited to
targeted advertising will emerge.
PWC Global Media Report 2023-
2027)

Gaming Revenuewill spike -Games are coming into
their own as a medium for creativity, consumer
spending and advertising. Total gaming revenue
isexpected to rise from US $227 hillion in 2023 to
US$ 312 billionin 2027, PWC Global MediaReport
2023-2027).

Theallure of linear viewing continues. On-demand
viewing continues to gain traction. Yet, the allure
of linear viewing will remain strong, notably for
significant eventslike the 2024 Paris Olympicsand
political elections (Kantar Media 24).

Global Reach of Regiona Content: Theriseof streaming
sarviceslikeNetflix and Disney+ hasamplified theglobal
reach of regional content, from Japanese anime to
Bollywood films. (Kantar Media24)

Al everywhere; al at once. In 2024, we will seethe
medialandscape —for better or worse — make much
deeper integrations of Al technologies, deploying
test-and-learn methodol ogies. (Kantar Media 24).

Al-powered Storytelling: News stories or movies
written and directed by Al and adapted to real-
time audience preferences can lead to
“ personalised narrations, dynamic plotlines, and
hyper-realistic visuals.”

Micro-content Boom: Short-form, snackable
content platforms like Instagram Reels and
YouTube Shorts have gained immense popul arity.
There will be more innovative formats like
interactive polls, quizzes, and bite-sized
documentaries.
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% %9 fasad o 1w e © | (Freaepdt weraa firzan
faré-2023-2027 )

AR AT AT BT el weA-anear e F @,
TAIET Ted F & [ Uer & I3 @1 36 &7 T8
7, ST I0IE WhTHE AN 32iiaed [ | g B e
AT ®FH T TS I € A1 A IR & g
TeM & & o a7 aififT & dr o e
AR GEa &1 A € | (FaAw w24 )

* EEE et H APTHA-qE, s
e & F2fved Tead 1 g e F FAled
@ AT § T ded e & forg smeet w=
T IUYET o, SWT | disadl e difsar R
2023-2027 |

AR T | gheg ERT-T TaATedhdT, STHERT B9 31
ferstoe & ez & =9 § AFM 1 72 ¥ | g AT T
2023 ¥ 227 T8 MR 2@ § gea? 2027 § 312
fafere smiar Sfer W & 39 & | Il e
Hifzar R 2023-2027 |

SR 399 T AU AT 88 HA-TSA1E 73 &l TaT
ag 1 & | {7 o, @Ia7 379 &l Sy q99qd T,
fadra =9 7 2024 & URT @S AT THITD AT
(@am Hifzan 24 ) S FeqUl HeAISH & fo |

eEf A @ Afvas wgme Tefmed A el w
ST AR Hanad & & J A T A Wt g
fepeT e & ARl 1 afvaes Ugd ol Je [ & | (Far
fifzar 24)

U3 &7 T, U & a1 §e 2024 F, 29 Aif=ar uRge
@I STI-Td? I T8 & [(TU-U3TTS qabriichal o 3ATeeh
& | (@AW Air=ar 24)

THAE FEed werils U3Ms g faad v feEfom s
AT I & Sl @l TAMHATHA & AFAT A
TN w1 et ‘@ Be, afadfi s
R Sifcr-Feteardt 9’ & T & a8 |

AEH Hee g: RTM Jeq 3R gege (@ 3
2. BT, Tehdd e WZHIH o Bl @ldhUadl Sl
P % | 3240 U, ol A1 Bie 3N & gatas S
A TAH T 2 |

35

SATELLITE & CABLETV

JANUARY 2024



MEDIA BEAT

*

Cross-cultural Collaborations: In the future,
Bollywood dance numbers could be filmed in the
Metaverse with global artists or Indian musicians
collaborating with K-Pop stars.

Interactive Storytelling: Media can become more
participatory, allowing viewers to influence
storylines, vote on character decisions, and create
alternate endings. This could transform traditional
narrativesinto dynamic, audience-driven experiences.

Greater Focus on Regional
Languages: With therise of
regional OTT platforms
and increasing internet
penetration in rural areas,
new content could give
voice to underrepresented
stories and connect with
diverse audiences.

CONCLUSION

*

As we have entered 2024, content choices will
only increase. People will consume content in
various forms, with mobile remaining the most
popular.

New forms of audience engagement will happen
in all forms of communication due to the growing
attraction of connected TVs. The smart TV market
is estimated to be worth USD 9.88 billion and is
expected to grow at a CAGR of 16.7% from 2023
to 2030.

The fast spread of 5G by Jio/Airtel has speeded
up sales. Reliance Jio has announced its own
Operating System development. HD TV amounts
to 53% of current sales. This will improve data
analytics for targeted programming and
advertising and predictive analysis using Al.

So, to answer the query at the start of thiscolumn,
will Legacy TV survive the Digital media
onslaught? This writer feels that if Legacy TV
becomes more targeted in customer approach
and DTH and Multi System Operators offer
various multi-services, including Legacy TV, OTT
aggregation, High-Speed Broadband, and Home
Security, they will still be going strong at the
end of this decade.

Happy New Year toall our readers. &
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