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Representing one of the most convenient modes of entertainment today, the 
digital video ecosystem in India is only swelling, especially in a fertile market 
like India that encompasses audiences with myriad tastes and preferences. 
Apart from the typical reasons of its success- boosting sales of smartphones 
& other devices, people nesting at homes and an incessantly growing regional 
base, the journey for digital video apps & platforms has only begun.

This BW Marketing World – DDB Mudra Whitepaper ‘Dawn of Digital Video’ 
encapsulates the growth story of the digital video sector in India, capturing 
several industry voices and expert comments. It serves as a playbook for 
business leaders and modern marketers to strengthen their digital presence 
and put their consumers at the heart of all their efforts.
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Even from a brand perspective, they are making inroads 
through innovative marketing strategies and putting their big 
bucks into digital advertising avenues. Whether utilisation of 
live streaming or platform-specific content or social media, 
they are riding high in terms engagement and returns.
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Evidently, the biggest and most 
dramatic change to the entertainment 
industry has been the arrival of 
digital. Of course, much of the credit 
goes to expansion of 4G & 5G, easy 
access to WiFi, reduced cost of digital 
services worldwide, global lockdowns 
and more. As a natural consequence 
to this, a significant part of the 
population is replacing its cable TVs 
with digital video services to fulfil their 
entertainment needs. Counting on a 
recent report, digital entertainment 
platforms have seen a 90% increase 
in MAUs in 2021, while average time 
spent on these platforms have gone 
up by 45%. In short video platforms 
alone, there is a 300% jump in MAUs 
and 84% increase in time spent.

I see the pandemic acting as a 
juggernaut to bring about this 
change, marking significant shifts in 
consumption patterns, behaviours 
and usage of digital products and 
services.

Even from a brand perspective, they 
are making inroads through innovative 
marketing strategies and putting their 

big bucks into digital advertising 
avenues. Whether utilisation of live 
streaming or platform-specific content 
or social media, they are riding high in 
terms engagement and returns. 

It wouldn’t be wrong to say that digital 
has opened a whole new paradigm for 
brands to cater to audiences better, 
proffer hyper-personalised solutions, 
communicate in an impactful manner 
and eventually tap the new digital tribe. 

For somebody who is in the media 
industry for past many decades, it 
is particularly intriguing and riveting 
for me to witness these swift yet 
impressive changes. Digital video 
players who are consistent with their 
efforts and diving deeper into the 
opportunities will certainly emerge 
victor. And hence, this Ecommerce 
Whitepaper that has the efforts of 
both the DDB Mudra Group team and 
BW Marketing World team could not 
be more timely.

SHAKING UP LINEAR  
ENTERTAINMENT
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FOREWORD

I remember the time when we had to 
hire VCRs and Video Tapes from the 
retailer near our homes if one had 
to binge on a 12-hour hire. Then the 
VCRs became affordable, so we had to 
just rent videotapes. Then we saw the 
cable TV explosion in the early 90s and 
movies were getting beamed through 
satellite TV channels.

Over time new movies were just 30 
days away from these tv stations and 
one could enjoy movies being watched 
at home.

Fast-forward 20 years and here we are 
in 2021. What a change of sorts, today 
the digital video has several formats. 
There are social channels to share, 
there are platforms to create and then 
there are entire shows being released 
on platforms known to us today as 
OTTs, why just shows movies have 
been released in the recent past on 
OTTs which have changed the entire 
landscape of viewing and the consumer 
journeys thereof.

What a time for those who are witnessing 
the digital revolution in India, some of 
these new-age consumers may not 
even know how it was 20 years ago, that 
is what technology does to our lives, it 
just accelerates the entire ecosystem 
as a whole.

Going back in time, video rentals were 
a hassle with the evolving consumer of 

those times which is why a Redbox was 
created, the first-ever major innovation 
in the rental space where people did 
not drive down anymore to the nearest 
library, but it was available through a 
vending machine at every Walmart in 
the US.

Technology evolved so much that even 
a family outing to Walmart was not 
considered convenient and streaming 
through the internet took center stage 
and we all know what Netflix is today. 
But for me, the spark of innovation was 
first sowed by Redbox.
Nevertheless, coming back closer to 
home, I remember the first time I heard 
of Hotstar was in 2014-2015 and I 
wondered when we will ever see the big 
opportunity translate into reality in India 
and like many businesses, I thought this 
will also die a natural death thanks to 
the insignificant internet penetration at 
homes, lack of Smart TVs, expensive 
mobile data consumption etc. Seldom 
did I realise then that people will stay 
invested in the business till 2017-2018 
because it is one helluva investment to 
sustain for so long but what I did not 
know is the kind of acceleration a Jio 
would do to our country through one 
man and his team knew all along with 
the importance of data and what it would 
do to the digital economy.

Mukesh bhai had different ideas and 
having had the opportunity to work 
closely with the leadership at Jio, I could 

THE PHOENIX HAS RISEN 
& IS HERE TO STAY
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see it transpire into reality from close 
quarters. What a digital movement it 
eventually was the entire ecosystem 
thrived from it.
Not just the consuming economy but 
the creator economy too, we now have 
a whole host of platforms where talent 
gets showcased, one does not need 
to depend on getting launched to get 
noticed, one gets noticed on social 
media and through creator platforms 
like Josh, MX Player and many others. 
When talent meets entertainment, 
everyone benefits. People make 
money creating, platforms make 
money enabling creativity and the end 
consumer gets entertained.

Coming back to how people consume 
entertainment today is very different to 
how two generations ago people would 
consume it. Today communication 
platforms are the biggest carrier of 
entertainment. WhatsApp, Sharechat 
and the likes have massive audiences 
which creates massive network effects 
across all aspects leading to massive 
consumption of digital video.
Then there are the Firesticks of the 
world that makes a TV into a Smart 
TV enabling further consumption and 
penetration and the App economy of 
video is booming. My child Ajinkya 
was born in 2018 and in a year Covid 
happened. He has had no exposure 
to any playschool and at little over 3 
years he has leant English all by himself 
through digital videos expanding the 
horizon of learning. That gives me a 
Segway to Edutech.

If you look at companies like Byju’s to 
Emeritus it covers all aspects of video 
from live tutoring to digital video learning 
and having been a student myself at 
Emeritus I can tell you that the pandemic 
accelerated edutech in a massive 
manner and we know the beneficiaries 
thereof, we have more than 7 Unicorns 
in that space with Byjus leading the race 
followed by all the new age unicorns 
like Eruditus Group, Unacademy, Great 
Learning to name a few.

Digital video is a Phoenix, it has risen, 
and it is here to stay. I say this because 
I was lucky to have seen the early 
era of digital video through VCRs to 
seeing it today as a streaming service, 
it died and has risen from the ashes 
and this time it is not going anywhere 
because the use cases are so many 
from entertainment to healthcare to 
education that the digital life for us has 
truly arrived.

Through this white paper, we will see 
many industries leading companies 
and their leaders throw light on many 
aspects of how the transformation has 
happened and with our focus on digital 
video, we at DDB are at the forefront 
of change, which is evident from the 
participation of our clients across 
several of these opportunities including 
IPL on Hotstar for that matter.

I hope you all enjoy reading this 
Whitepaper and we, at DDB Mudra 
Group, are extremely proud to bring 
this to you all in partnership with BW 
Businessworld.

FOREWORD
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You might be asking why dawn when 
digital video seems to have proliferated 
every aspect of life be it entertainment, 
infotainment, education, and even 
healthcare. Well, in a country of 1.38 
Billion viewers, the online video had 
scaled to 350 million last year, growing 
24% between 2018 and 2020, according 
to Bain and Company’s report ‘India 
Online Videos–The Long and Short of It’. 
And while the growth is fast, only about 
59% of India’s Internet users consume 
videos online, as against 67% in Japan, 
69% in Indonesia, 74% in Brazil, 76% 
in Mexico, 78% in S. Korea, 79% in the 
UK, 83% in the US and 92% in China. 
Digital video has already created some 
instrumental, irreversible shifts in 
the way Indians consume, relate and 
connect and it is only going to keep 
evolving and maturing. 

Digital videos, unlike their analogue 
predecessors, isn’t unidimensional – 
limited to episodic content or movies or 
live content, it’s diverse and filled with 
oppositions. It is where both long and 
short-form content thrive, where both 

horizontal and vertical formats have 
a role to play, where the consumer 
embraces high-end content as joyfully 
as casual, quick user-generated content. 
It breaks the shackles of geographical 
limitations, taking regional stories 
global and vice versa with the added 
advantage of subtitles and audio dubs. A 
deeper appreciation of the digital video 
ecosystem and prevalent behaviours 
will allow creators, media houses and 
brands to truly give consumers a value 
worthy experience.

Making us marketers ask ourselves – 
for our viewers, what is the first port 
of call for digital video? Is it streaming 
platforms like Disney+ Hotstar / Amazon 
Prime / Netflix; or social media platforms 
like Facebook (see Facebook watch) / 
Instagram Reels / Whatsapp / or the 
erstwhile Tik Tok; or hybrid platforms 
like Youtube. And how do each increase 
their share of the pie?

Well, when I think of a digital video I think 
of the various modes in which it might 
be consumed - On the go (immediate), 
Lean forward (interactive) and Lean back 
(immersive). Albeit a rather simple one, 
it allows us to understand the context 
in which the content will be consumed 
and hence design for it. 

Digital video isn’t just about access, as 
will be abundant in this paper. It is about 
an evolved experience that digital allows 
be it interactivity, responsiveness, 
immersive-ness and about inclusion 
– inclusion of India at large, of voices, 
languages, stories and diversity. 

This white paper will take you on a 
journey of insights and revelations 
about our reality today along with well-
informed predictions for the future 
of digital video. It is a rich collection 
of insights from industry experts, 
practitioners and individuals at the helm 
of this revolution. I am confident you will 
find rich takeaways that will shape your 
perspective on digital video and more. 

A Value Worthy 
Experience

The multi-dimensional and diverse 
nature of digital videos is enabling all 
forms of content to thrive and survive.

Mehak Jaini
Vice President, Strategy, DDB Mudra Group 
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There’s no doubt that the universe 
of OTT has changed the way we 
consume content and opened up new 
pathways to stories and storytelling. As 
you look around to what’s trending, to 
what’s forefront on everyone’s mind, 
it’s everything OTT and stories that 
they bring to India, for India. It shows in 
the numbers - in a year where Indians 
could not access theatres and other 
traditional forms of content consumption, 
28 million Indians paid for 53 million 
OTT subscriptions in 2020 leading to 
a 49% growth in digital subscription 
revenues. This was more than a 100% 

rise from the 10.5 million subscribers in 
2019. According to Redseer, the online 
content consumption in India grew 35% 
from January 2020 to April 2020 along 
and it continues to grow.

But there’s a bigger story at play. All 
these numbers and trends force us to 
ask a critical question – as OTT evolves 
the media landscape, what does it do 
to content and culture?

India’s pop culture has always had 
influence – locally and globally. It was 
defined by two central pillars – movies 

Pop-Culture Takes 
Centre Stage

As  OTT becomes mainstream in media, here’s an exploration of the impact of OTT 
on people, content and culture. Especially in a country synonymous with storytelling 
and clearly defined pop-culture tropes, we dive into the key shift that OTT has made 
in an already thriving content universe

Sanchari Chakrabarty
SR Strategy Director, DDB Mudra Group



and prime-time television. And these 
have given birth to tropes that have 
travelled far and wide. Shaping rituals, 
vocabulary, fashion and more. But 
India’s pop culture was always operating 
in the background – not always in line 
with global influence. And in the age 
of the internet, our pop culture relied 
on tried and tested tropes, driving a 
deep divide between those who saw 
themselves as global and those who 
consumed locally.

And this is where OTT has provoked 
a shift.  The impact of OTT on India 
– a country that has always vocally 
and visibly loved stories – is that it has 
unshackled storytelling from limiting 
assumptions, becoming the much-
needed inflection point to free our pop 
culture from the neat box it was in. The 
pandemic and the isolation that came 
with it – simply catalysed this shift. It 
was this moment of truth that revealed 
to us that our pop culture was not a 
series of tropes neatly packed in a box, 
but fluid and expansive world of new 
permutations.

This impact of OTT begs for further 
investigation because this means that all 
our assumptions about people, content 
& culture are open to being challenged.

Firstly, it challenges our black & white 
categorisation of consumers basis TV 
& OTT. Those lines are not just blurred, 
they’re no longer applicable. Boomers, 
Millennials, Gen-Z and every other 
label we can think of has found its way 
to the OTT universe, with devices in 
every hand. Unlike with television that 
was designed for shared viewing, OTT 
allows for both – individual and shared 
consumption. Age, gender, geography 
is not restrictive. Thus, making our pop 
culture more open to multiple moments, 
triggers and possibilities.
One look at trending content also 
challenges our ideas on what stories 
click with India. India has shown an 
active openness to stories & storytellers 

deemed too niche for television, 
challenging our idea that only certain 
stories are saleable. From edgy thrillers 
to nostalgia-inducing hostel romances 
to dramas playing out at coaching 
institutes, every story is now worth 
telling and finds a far more diverse 
audience that helps it travel further. 
With the love for stories staying strong, 
India has found a place for stories that 
reflect their reality but also stories that 
showcase their reality through a new 
lens.

Additionally, OTT has made pop culture 
borderless. Regional content is not just 
limited to stories from different parts of 
our country but from around the world. 
The functionality of subtitles and audio 
dubs are leading to a new wave of 
content taking over our screens and 
living rooms – courtesy K-Dramas and 
genre-defining heist shows from Latin 
America. And the impact of this is visible 
not just on content, but on cuisines 
and fashion as well. Facebook is now 
home to multiple groups dedicated to 
discussions on content and finding 
ways to fuel our fandom locally.  

The accessibility of content has also 
given it a more central role in people’s 
lives. Content is filling up our every day 
– even a 10-minute break in our daily 
routines is an opportunity to consume. 
And people don’t categorise content as 
explicitly as before. We’re now looking 
at everything from Reels to OTT to 
influencers on social media to satiate 
our appetite for content – making our 
content choices unlimited. This means 
that content creators have a wider arena 
of formats to play with and are actively 
innovating with the craft of storytelling. 
This means that OTT too has to make 
space for new formats – moving beyond 
movies and series. This has already 
started with Disney+Hotstar introducing 
Quix – original episodic content that’s 
barely 10 minutes long, Netflix mobile 
app launching a tab called ‘Fast Laughs’ 
– edited short video from their own 

PREFACE
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shows for people to consume like Reels 
and more.

It is this kind of adaptability of OTT that 
has allowed it to reshape pop culture. 
How? By giving people far greater 
control to shape their OTT experience. 
OTT is not only creating for what’s tried 
and tested but shaping themselves in 
sync with how people behave day on 
day. They have understood that people 
have to buy into their business and 
incorporate each platform independently 
into their repertoire of content choices. 
Maybe that’s why OTT’s approach to 
subscription is to offer people choice 
and to define value. Moving away from a 
one size fits all style, they’ve made sure 
that people can choose to subscribe 
for whatever duration works for them 
and to opt in for services that matter. 
Some platforms have created their own 
version of the classic FMCG sachet 
SKU – letting people subscribe for a 
week, even a day. While others offer an 
annual subscription – justifying value 
by giving access to multiple devices, 
original content and much more.

But all said and done, the true impact 
of OTT lies in the way people define 

the role of pop culture in their journey 
of growth. While there exist larger 
markers of success and growth, content 
has now become an equally important 
social marker of mobility and a marker 
of internal growth. A marker that allows 
people to express their growth in tangible 
ways in a world where social influence 
matters. Content allows people to see 
contexts and conversations that give 
them insight into who they can choose 
to become. Externally, being in the 
know of trending content, and shaping 
other people’s content choices are 
signs of influence. And if pop culture is 
no longer static, this quest for external 
and internal growth is also going to be 
an always-on process for people.

All in all, it’s clear that people are tuned 
in. Pop culture is fuel for growth and 
so stories will take centre stage – from 
diverse, influential stories to stories that 
offer comfort to those that challenge our 
tropes. And OTT with its adaptability 
and ability to reinvent will continue to 
reimagine India’s pop culture. As this 
happens, we will have no choice but 
to keep pace. Tracking new inflections 
in culture, emerging communities, 
narratives and more.

PREFACE
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INDUSTRY INSIGHTS

Marketing & business leaders share insights on how they see the 
digital video space evolve in India and their own experiences of 
deploying these platforms for consumer engagement and meeting 
broader company objectives
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GUEST COLUMN

Over the last three years and continuing 
into the near future, India has been the 
undisputed leader in M&E growth, in 
percentage terms, in the world. 

This growth has been underpinned by 
two significant developments. First, 

the slowing down of traditional M&E 
segments like television, print and radio 
and the accelerated growth of digital 
M&E including digital video, digital 
music and gaming and second, a rapidly 
transforming digital ecosystem including 
the availability of affordable smartphones, 

Multi-Category 
Growth Of Digital Media 

Neeraj Roy
CEO, Hungama Digital Media

16

Hungama’s model is built on three category pillars- video, 
music and gaming
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GUEST COLUMN

fast increasing broadband availability 
and penetration, falling data prices and 
accelerating network speeds.

As per capita spends on M&E in India still 
remain low compared to the developed 
world, we, at Hungama, expect this 
growth surge to continue, with digital M&E 
growth outperforming all other sectors. 

The Market Is Still Nascent

The shift to digital media is at its early 
stages and will result in significant avenues 
of growth. Among the key factors are the 
increasing democratisation of the internet-
the shift of growth away from metros to 
tier 2 and 3 cities, the growing balance 
between male and female consumption 
and the prevalence of digital use among 
older age groups, not just the young. 
This democratisation is leading to an 
increase in the number of digital services, 
the expansion of subscription versus ad-
supported commercial models and the 
growth of original content, all targeted 
and differentiated by socio-economic, 
geographical, cultural and linguistic 
factors
This in turn is expanding the use of digital 
media in advertising, initially driven by 
social media platforms and search and 
then by the 40+ video streaming platforms 
that have been launched in the past few 
years.
As Indian content matures on digital 
platforms there is also a rapidly growing 
opportunity to target and distribute 
content to international markets, to first 
serve the diaspora and then international 
communities interested in Indian content, 
through subtitled and dubbed product 

Non-Media Relationships

Overall digital disruption is creating and 
fomenting change across a wide span 
of activities. Some significant digital 
categories that have been created include 
shopping, services/rentals, groceries, 
news, food delivery, commuting, vacation 
rentals etc. Each of these categories 
has been successful in creating large 
communities of consumers and are 

now looking at added layers of digital 
entertainment, whether video, music or 
gaming, to make their products stickier 
and be more successful in retaining 
customers. This is leading to a developing 
relationship between non-entertainment 
and entertainment businesses. Digital 
entertainment businesses that have 
compelling, unique, differentiated 
products will have many takers for 
partnerships.

Hungama’s Focus

The growth of digital media is multi-
category-- original video, music, games, 
social media, branded content etc. Each 
of these genres provides differentiated 
and unique opportunities for growth and 
with the entry of multiple players also 
opportunities for partnerships.
Our model is built on three category 
pillars- video, music and gaming. In each 
of these categories, we acquire content 
from the market as well as create original 
content to create a differentiated and 
unique offering. We partner with other 
platforms to expand distribution and 
we have been aggressively pursuing 
international distribution and expansion.

With increasing categories comes 
increasing complexity for the consumer. 
We believe that the future will create 
opportunities for digital media super-
apps/platforms that combine, video, 
music, gaming into one integrated 
consumer experience greatly simplifying 
and enhancing the experience. With over 
40+ video platforms, 8 music platforms 
and dozens of gaming platforms the 
consumer will find it increasingly difficult 
to navigate the various offers in the market 
unless consolidation occurs.

We are already pioneers in introducing 
gamification into our services- no matter 
which Hungama service a customer 
uses he/she can earn rewards for usage 
that translate into complimentary digital /
physical goods and services.



Digital video has been growing at a 
phenomenal scale in India in the last four 
years. Accelerated smartphone adoption 
coupled with democratisation of data, 
gave this a much-needed impetus. This 
steady rise has been led by mobile video 
consumption, propelled by homegrown 
social media and short video platforms 
like ShareChat and Moj. 

In an exclusive chat with Ankush 
Sachdeva, CEO & Co-founder, 
ShareChat & Moj, he touches the various 
facets of today’s digital video ecosystem 
that are leading to dynamic shifts in the 
system.

Excepts:
On User Behavior Post-Pandemic

Online video consumption has been on 
a steady rise with per user time spent 
on video witnessing an incremental 
growth during the lockdown. This was 
led by casual consumption of short video 
content by users via multiple sessions in 
their free time. 

Amidst the lockdown, the restriction on 
movement tilted users’ interest towards 
UGC. The inclination towards UGC began 
during the lockdown and has sustained 
post it as well. The massive demand for 
videos led to the formation of a creator 
economy in India. Therefore, more and 
more users are now pursuing content 
creation as a profession. 

On Investment Plans

Catering to the growing demand for 
digital video, we are doubling down on 
video content, both in the long and short 
formats and investing significantly in our 
short video app, Moj.

We are constantly innovating our creator 
tools and making them more powerful 
with AR technology. Moj was the first 
Indian short-video platform to bring 
Snap’s innovative Camera Kit technology 
to India. The camera kit is an end-to-end 
solution to include Snap’s AR lenses into 
the app, with innovative lenses being 
added on the platform regularly.

Innovative Tech 
Solutions
The platform endeavours to constantly innovate its creator tools & 
make them more powerful with AR technology

Ankush Sachdeva
CEO & Co-founder, ShareChat & Moj

STANDPOINT
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Both our products, ShareChat and Moj, 
are powered by cutting edge AI and 
ML technology that understands our 
community’s consumption pattern and 
serves them a highly personalised feed 
based on their interests. Our aim is to 
serve the best social experience to our 
community on both our platforms. 

We are building live streaming capabilities 
on Moj and it will be a major focus area 
for us in the next few quarters. This will be 
an immensely effective way to monetise 
for creators, with their followers and fans 
sending them virtual gifts during live 
streaming sessions. We believe this would 
not only help our creators monetise, but 
also, help them to interact with our user 
community across the country with more 
relevant and engaging content. 

On ShareChat, our beta experiments 
with long form video SCTV have been 
immensely successful. We will be scaling 
it up to all our users next year. We are 
building an ecosystem of publishers 
and creators around long form videos, 
allowing revenue sharing to enable our 
partners to monetise their investments 
in long form video.

On The Sector’s Potential 

Digital video is a booming sector with 
lots of potential. With an increase in the 
number of users and time spent, the 
opportunities are endless.

The short video space offers huge 
potential in terms of advertising and 
branding for businesses. With an increase 
in adoptions of digital advertising by 
SMEs, more revenues will be generated 
through short video platforms. Nowadays, 
users’ consumption preference is moving 
beyond entertainment and comedy to 
more niche categories such as learning, 
upskilling, fitness and other long tail 
content categories, opening up more 
avenues for the creator economy. 

Growth in the digital video sector also 
comes with a few challenges, need for 

powerful AI and recommendation engine 
to serve the right content to the right 
audience; serving, storing and managing 
digital video content on cloud is expensive 
and a lot of smaller organisations can’t 
sustain without a consistent cash flow 
and most importantly the talent pool 
needed to make digital video investment 
successful is hard to come by in India. 

We are growing our focus on artificial 
intelligence extensively and hiring not 
only in India, but onboarding talent in the 
UK, US and other geographies. 

On Popular Genres

Entertainment categories like acting, 
dance & comedy have seen continued 
engagement over the years, as the 
users are looking for fun, lighthearted 
content to spend their time. Romance 
and heartbreak as a sub-category have 
seen a massive uptick in engagement, 
mostly driven by the need of young 
internet users.

Lifestyle categories like food, health 
& fitness, beauty & fashion &, home 
decor have become more popular as 
now there is more content available in 
regional languages and partly attributed 
to lockdowns in pandemic, with people 
spending more time in their homes.  We 
are also seeing increased interest in 
categories like automobiles, gadgets and 
technology along with mobile gaming 
content, again driven by massive interest 
from the next generation young internet 
users. 

We are continuously powering our 
platforms ShareChat and Moj with more 
niche content. And for this objective, 
we are diversifying our content platter 
with more long-tail content. We have 
identified many engaging categories 
within the short video space and are 
supporting creators who are leaders in 
those categories. 

STANDPOINT
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IN DEPTH

DIVERSITY TO DIGITAL VIDEO 
SPACE
Lomotif endeavours to delight Indian users with local music and content, along 
with a curation of international creators and influencers

India has witnessed an exponential 
boom in the creation and consumption 
of digital video content. With the growing 
popularity of digital media, Indians 
are hooked on emerging platforms, 
especially on short format social video 
apps. The pandemic accelerated the 
growth furthermore by making digital 
content consumption an intrinsic part 
of everyday life. 

In an invigorating conversation with 
Paul Yang, Founder and CEO, Lomotif, 
he observes an upsurge in digital users 
as more people create, share and 
watch content on social media to find 
solace amidst the social distancing and 
lockdown restrictions. “The pandemic 
also propelled many platforms to enable 
creators to monetise their content, which 
will continue to attract creators to post 
content that will fuel the economy,” he 
says. 

For Lomotif, the surge in demand for 
online content consumption and the 
increasing popularity of short format 
social video apps amongst Indian 
GenZs and millennials have played 
an instrumental role in our aggressive 
growth strategy for the market. Along 
with investing a substantial amount of 
funds, they have already made some 
senior-level acquisitions. 

“As a global platform, we aim to bring 
diversity to the digital video space in 
India and connect local creators to 
a worldwide audience. Our team is 
constantly striving to delight our Indian 
users with local music and content 
while surprising them with a curation of 
international creators and influencers,” 
he mentions.

The Creative Consumer

As a natural consequence of the 
pandemic, the behaviour and habits 
of online users altered drastically. 
For Yang, two irreversible aspects of 
the emerging content consumption 
behaviours include the dual role of an 
individual as both a content creator 
and a content consumer and content 
monetisation/video marketing. 
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“With the ease and accessibility of tools 
and mediums today, everyone can hone 
their creativity and express themselves 
in the most imaginative way. Content 
creation is now a thriving profession 
across the world and plenty of new 
creators are coming up with interesting 
avenues to monetise and entertain 
audiences through their content,” he 
explains. 

Obstacles & The Silver Lining 

Short format social video platforms 
are game-changers in the content 
marketing category. These platforms 
have tremendous potential for both 
marketers as well as for content creators. 
“Short format social video platforms 
are leaving no stone unturned to attract 
creators and users through various 
campaigns and initiatives. There is still 
white space for players in this market. 
In addition to a cluttered market, general 
challenges would be subjective. For 
instance, there is an information and 
sensory overload that leads to monotony 
and a lack of quality content. Content 
creators are also confused about where 
to showcase their talent so that their 
content reaches the right audience,” 
comments Yang.

Digital Goes Deeper

Evidently, viewers in tier II and tier III 
cities have started to understand the 
power of video marketing and how 
millions of views on just one video can 
make them a ‘Digital Star’ overnight. 
The exponential rise in smartphones 
and internet penetration is enabling 
people across generations to create and 
consume new and engaging content. 
“Witnessing this trend, we are also 
planning to enter and focus on 
regional markets for our growth and 
development. We have started to tap 
the creator community by providing 
them a platform to rise to stardom by 
launching the #Danceoff Challenge’, 
where one of India’s most famous 

choreographers, actors, and directors 
– Remo D’Souza was the face of the 
challenge. And winners from Indore 
and Surat won the challenge along 
with cash prizes. Our other challenge 
#DanceRemix provided a platform for 
creators to match hook steps with their 
favourite stars and we even roped in 
the immensely talented Shakti Mohan 
to mentor the participants for the same,” 
he shares. 

Their recently concluded global 
campaign, ‘You’ve Been Scouted’ 
gave participants across the globe, 
a platform to showcase their singing 
talent. The contest’s winner received 
an exclusive record deal valued at USD 
$250,000, including a song produced 
by Grammy® Award-winning producer, 
singer, and lyricist Teddy Riley. Teddy 
has worked with iconic artists such as 
Michael Jackson, Lady Gaga, Pharrell, 
and BTS.

Live Stream To Rule

“Usage of vertical videos and live 
streaming are a couple of key trends 
that are gaining massive popularity 
amongst GenZ and gradually gaining 
traction in the Indian market as well. 
Live Streaming is one of the best ways 
to boost brand awareness,” believes 
Yang.

A few months back, Lomotif partnered 
with LiveXLive to stream their Annual 
Global Music Festival – Music Lives 
2021 featuring a massive line-up of 
nonstop live performances by global 
icons such as Pitbull, John Mayer, Wiz 
Khalifa, and Zac Brown Band amongst 
many others. This is the first time 
a concert or event of this scale has 
been live-streamed to audiences in a 
vertical video format.  Given the ease of 
naturally shooting and watching videos 
on a mobile device in a vertical format, 
without the extra steps of turning it, etc, 
he expects that vertical is going to be 
the video format of tomorrow.
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Today, nearly 70%-80% of all data 
consumed in the country is through 
video. This has transformed the concept 
of entertainment, given rise to a new 
creator economy, and generated new 
avenues for businesses to connect with 
their customers. With video consumption 
growing, both long and short-form videos 
are making deep inroads into the digital 
lifestyles of netizens, converting India 
into a video-first country. 

Video is a social experience 

At Facebook, our vision for video is built 
on the notion that people don’t merely 
watch video content but that they also 
use it as a medium to express themselves 
and connect with each other. A Facebook 
commissioned study indicated that 

people are highly engaged in watching 
publisher videos - 94% of those who 
watch publisher videos on Facebook, 
share them. And 82% share to inspire 
their friends and communities! As people 
look to deepen their online connections, 
both with their friends and families as 
well as businesses whose products 
and services they use, social video will 
become an even more integral part of 
our lives. 

From defining cultural moments to 
delivering business impact

Video is defining culture and consequently 
engagement with communities, whether 
those are around causes or businesses. 
Over the last two years, we’ve learnt 
that experiences and passions cannot 

Bhushan explains how social video is disrupting the way businesses 
connect with consumers today

Sandeep Bhushan
Director and Head of Global Marketing Solutions, Facebook India
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just be seamlessly experienced but also 
amplified in a socially distanced world 
through engaging videos - whether 
through Stories, Lives, or Reels. 

When it comes to brands, consumers are 
not just engaged but actually connected 
with businesses through video. A 
Facebook commissioned study with 
IPSOS in fact found that one in three 
people watch videos on Facebook to 
connect with brands. The unique format 
of Facebook and Instagram Lives creates 
discovery - a Facebook commissioned a 
study by YouGov discovered that nearly 
2 out of 5 consumers say they discover 
deals through Lives. 

Everyday, I am inspired by examples of 
how small and large businesses are using 
distinct video formats for every part of 
the consumer journey, from engagement 
to sales - from small businesses such 
as the luxury shawl maker Paashtush 
in Amritsar to HDFC Life that drove a 
+19% increase in sales for their Click 2 
Wealth product using Instream video ads. 
Spotify used Reels to host the biggest 
Reels Holi party, #SpotifywaaliHoli, with 
more than 40+ creators that garnered 60 
million views and amplified their playlist 
proposition.

Similarly, we see strong engagement 
emerging on Facebook Watch around 
sports content, and our groundbreaking 
partnership with the International Cricket 
Council (ICC) has only strengthened 
this. During the India-New Zealand final 
in Southampton in June, ICC digital 
platforms witnessed total views of more 
than 500 million across all video content 
watched during the match window 
with Facebook providing most of the 
consumption across ICC digital assets 
with 423 million views.
For the upcoming ICC T20 Men’s World 
Cup, we’re bringing cricket to India in 
a uniquely social way. We’re launching 
a dedicated Cricket tab on Watch, the 
Facebook video destination, for the 
duration of the tournament. We’re also 
working with many brands to help them 
leverage the massive engagement on 

cricket on our platform through unique 
partnerships with creators and through 
advertising on Instream.

Unlocking new opportunities for brands
The road ahead is full of promises 
with social video generating new 
opportunities for businesses and the 
creator economy. Augmented Reality, for 
instance, has shown a massive potential 
to revolutionize video and immersive 
experiences. On Facebook, AR has 
been creating a new path to customer 
engagement and conversion, with a 
whopping 169% year-on-year growth in 
the membership of Facebook Groups 
related to Augmented and Virtual Reality. 
The YouGov study also showed that 
shoppers are increasingly influenced by 
virtual demos in their purchase decisions 
on key occasions such as festivals - 58% 
for Apparel, 59% for Health & Beauty, 
64% for Cars, and 59% for mobile 
phones. This is an inspiring illustration of 
how mobile experiences are mitigating 
the challenges of social distancing and 
geographical access.

Instagram Reels too has seen exponential 
growth and has driven expression at 
a scale never seen before, with more 
than 6 million Reels being produced in 
India every day! This creates a natural 
partnership between people, influencers 
and brands. The multiple ways in which 
people and businesses can engage 
using video has created new possibilities 
for every community.
With technology now enabling exciting 
expression and wide connections 
through social video, businesses have 
the opportunity to impact the more than 
430M Indians on Facebook to achieve 
every outcome they need. 
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India is a land of great diversity as it 
harbours several unique languages and 
cultures spread across diverse regions. 
Before the advent of digital media, people 
had few options vis-à-vis content relating to 
their local languages. The advancements 
in technology and hardware, especially 
over the last decade, have made digital 
media a viable and popular prospect 
for millions of consumers. This period 
has also coincided with the boost in the 
availability and consumption of regional 
content as people’s preferences have 
shifted from conventionally available 
media sources to digital platforms. 

The digital video space has gained 
immense popularity and offers a plethora 
of engaging channels that cover topics 
ranging from news, entertainment, sports, 
politics and more. Although this space 

is dominated by content on social media 
platforms such as YouTube, Facebook, 
etc., there has also been a great deal of 
innovation and content development by 
digital OTT platforms. The demand for 
content in regional languages has been 
a driving force behind some of the most 
popular creations in the last decade across 
platforms such as Amazon Prime Video, 
Netflix and Disney+ Hotstar. India’s video 
OTT market is currently valued at about 
$1.5 bn and estimated to touch $12.25 bn 
in revenues by 2030. In addition, several 
indigenous content-streaming platforms 
have gained massive popularity due to a 
wide variety of subjects covered through 
this space.

Meanwhile, consumption has been 
growing in recent years due to multiple 
factors such as greater mobile penetration 
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RISE IN REGIONAL LANGUAGES 
Advancements in technology and hardware have made digital media a viable 
and popular prospect for consuemers, believes Paul 

Rama Paul
Sr.  VP, Marketing & Marketing Services, ABP Network
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after the swift ascent of Jio and the 
steady rise of OTT consumption that was 
accelerated due to captive audiences 
who remained homebound as a result 
of the nationwide lockdown. Moreover, 
the impending launch of 5G is another 
factor that is poised to drive nationwide 
consumption, augmenting the number of 
first-time consumers of digital content. 
These trends will also reinforce the 
demand for content that is more specific 
and reflective of people’s lives and 
aspirations at a level they can relate to. 
This implies a much wider audience will 
be available for regional content in the 
coming years. According to EY estimates, 
time spent online on video platforms is 
going to shift massively towards regional 
languages, increasing from 37% to 50% 
by 2025

In general, media networks across the 
country have understood the importance 
of catering to this evolving ethos and 
landscape. ABP Network too has realised 
the criticality of being proactive and 
innovative in catering to regional trends 
and preferences. Over the last few years, 
the Network has undertaken large-
scale capacity development to introduce 
the highest quality content in regional 
languages. The regional offerings 
include ABP Ananda, ABP Majha, ABP 
Asmita, ABP Ganga, ABP Sanjha and 
the recently launched regional news 
portals - ABP Nadu and ABP Desam. 
These have quickly garnered support 
and praise from both consumers and 
industry experts for engaging content 
that is reflective of the local audience’s 
tastes. The overwhelming response 
to these platforms has justified the 
investments and initiatives undertaken 
by ABP Network. 

Significantly, the meteoric rise in user 
adoption of online video platforms has 
created lucrative opportunities for many 
youngsters who have achieved success 
and fame because of their content’s 
high viewership. ‘Influencers’ – to use 
the popular term – have received a fillip 
via video-streaming platforms such as 

YouTube and ShareChat, which help them 
engage with local audiences and create 
an online community. Acknowledging the 
role of regional languages, ShareChat 
permits users to post content in 15 
languages. 

The revenue opportunities from digital 
video platforms is also a huge driver 
for more people to take this up as 
a viable option and develop unique 
content. Improvements in our cellular 
and internet infrastructure coupled with 
high-quality portable video recording 
devices have reduced the burden and 
costs associated with traditional studio 
production setups. Furthermore, the 
revenues are more democratised as they 
increase proportionally to the number of 
people who engage with content directly. 
This is an added advantage for both the 
content creators and advertisers as they 
can make business decisions based on 
clear analytical data. 
Moving forward, upcoming efforts in the 
media firmament will need to accord 
due recognition to the regional space to 
enjoy long-lasting nationwide success. 
The focus on regional will hold true for all 
digital offerings, including audio, videos, 
vlogs and podcasts, which will ensure 
more traction for them. 

The importance of podcasts cannot be 
overlooked. Typically in a conversational 
tone, podcasts can be extremely engaging 
for listeners and impart knowledge 
about specific subjects, industries, etc. 
From news and talk shows to lessons on 
self-improvement, there is no dearth of 
content for all listeners.

The transition from English and Hindi to 
regional languages and dialects is now 
gaining an inevitable momentum of its 
own. Networks that heed and adapt to 
these trends will thrive for years to come. 
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The OTT industry is still in its initial      
growth phase, with the massive 
homebound population acting as 
a massive shot in the arm for the 
industry. The road ahead, however, is 
expected to ensure the next three years 
to be dramatic, proving to be a real 
gamechanger with tremendous growth 
potential. 

Charting the growth story if ZEE5, in 
this regard, the home-grown video 
streaming platform, houses over 2 
lakhs+ hours of on-demand content 
in 12 Indian languages, offering an in-
depth representation for both India and 
Bharat. 

In a candid conversation with Rajiv 
Bakshi, Chief Operations Officer 
– Revenue, ZEEL he explains the 
challenges and opportunities that 

lie ahead of a digital video player, 
especially when the ecosystem is 
growing incessantly, “With increasing 
competition in the industry, finding 
the right content mix and catering to 
emerging consumer preferences and 
demand is the key to the puzzle. Apart 
from identifying the kind of content 
one offers, OTT players will have to try 
harder to attract and sustain consumer 
interest. With so much on offer, it is 
going to take a lot more to grab people’s 
attention, and this will lead to disruption 
and more innovation in the space, 
including stronger content options.”

On Irreversible Changes & Investments
For Bakshi, online behaviour underwent 
two dramatic shifts in recent times. With 
more options available at their disposal, 
consumer’s tastes in entertainment 
evolved and the demand increased 
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ZEE5 marks its success with its relevant content lineup that caters to the 
different tastes of Indian online consumer

CONTENT & CONSUMER  
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manifold within no time. “Consumer 
behaviour and preferences had an 
overhaul, with viewers looking for high-
quality, personalised and resonant 
content along with a befitting experience. 
At the same time, they were looking for 
value for money and quality content 
to cater to their diversified palette 
of entertainment preferences.  Both 
these factors are setting trends across 
different cohorts and segments and are 
driving the business,” he says.

From an investment point of view, such 
irreversible changes  have  pressed   ZEE5 
to identify various taste clusters across 
multiple languages and geographies 
for a stronger pulse on their audience 
and their changing preferences. “We 
have been aggressively investing in 
original content in local languages 
and exploring content genres beyond 
the usual ones. With an objective of 
‘entertainment inclusion’, we aim to 
cater to the entertainment needs across 
the length and breadth of the country, 
and we have invested in bringing the 
real, relevant, and resonant content to 
the forefront,” he mentions.

Further, the platform is looking more 
into 360-degree all-encompassing 
marketing plans for their content 
releases, like #HelmetOn for its latest 
release – Helmet, through some high 
impact BTL and ATL activations to 
promote social awareness for the 
widespread issue of resistance towards 
usage and purchase of condoms in 
India. 

On Consumption Pattern Across Tiers
Viewership is perceived as a function of 
affordability when it comes to OTT, but 
for ZEE5, it is a function of aspiration. “In 
fact, the next wave of OTT consumption 
will be driven by the smaller markets,” 
believes Bakshi.

While the big cities have a definite 
influence, the larger chunk over time 
will come in from tier II and III cities. 

Regional content lately has garnered 
key engagement from across the 
country on ZEE5, which is a testament 
to the massive growth opportunities 
that lie ahead of them. 

“Content will be king across all, and 
diversity of the content is only going 
to grow. Both device compatibility and 
platform performance will be of major 
focus across the spectrum. Value-
driven partnerships will still be key, to 
get the next million audiences onto the 
bandwagon,” he suggests. 

On Tips To Marketers
Studies show that 54% of consumers 
want to see more video content from a 
brand or business they support (Wright, 
2020). Commenting on what it means for 
marketers and brands, Bakshi agrees 
that video is going to be the central force 
for advertising. It will call for marketers 
and brands to adopt a sharper approach 
in terms of defining their target media 
and sales audience, “Visual formats 
work better in building a connection 
with the audience, and through video 
as a medium, advertisers have the 
opportunity to deliver more engaging 
content layered with an understanding 
of the consumer profile.”

On Emerging Trends
Bakshi advocates a strong 
amalgamation of content, data and 
tech to be the key differentiator factor. 
For him, content will see a wave of the 
regional context, with personalised 
content in high demand.  “The 
industry will witness the integration of 
accelerated engagement with brands 
and clients, and emerging technology 
solutions will drive B2B growth. Trends 
will be defined not just basis of the data 
but from a holistic point of view keeping 
the end consumer in the epicentre. We 
expect digital advertisers to surpass 
exponentially and the tertiary sector, 
including SMEs will eventually move 
into this space,” he sums. 
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India is believed to play a larger role 
in the global OTT business, given the 
current online video boom. With Indian 
shows already being recognised globally 
and the incessent pace of technology 
development and adoption, Indian OTT 
players are hopeful to save a seat in the 
global growth story of the sector. 

One such story is of Eros Now that is 
home to 224 million registered users 
and 39.9 million paying subscribers 
worldwide. In an exclusive chat with 
Ali Hussein, Chief Executive Officer, 
Eros Now, he explains the many facets 
of the OTT world today and how it is only 
on a rise.
Excerpts:

1. How would you define the growth 
story of digital video in India? How do 
you see it grow or change in a post-
pandemic scenario?

The digital video consumption in India 
has gained phenomenal traction in last 
one decade. The early part of the decade 
saw a surge in growth of short form online 
video with YouTube leading the charts 
and hand-held devices contributing to 
greater than 95% of time spent on the 
online videos. 

Whilst the user and time spent growth 
was phenomenal, the monetisation was 
always playing catch up. Fast forward 
into the 2020 decade and we have seen 
a broad bifurcation of online video into 
1) Social video behavior and 2) long 
form recreational viewing which mirror 
the television like experience. By the 
end of 2021 India is stipulated to have 
~100M Over-The-Top (OTT) subscribers 
wherein the large screen would have 
seen more than 100% Y-O-Y growth. If 
we were to predict the growth of the next 

Made In India, For India
Genres like action, thrillers and comedies are experiencing a larger 
adoption, observes Hussein

Ali Hussein
Chief Executive Officer, Eros Now
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decade, we foresee OTT to replace the 
current form of television as we know 
it. I expect us to get into the facets of 
mixed reality and more engaged forms 
of content viewership. Hence, the large 
screen would continue to dominate 
the growth in the near term for India to 
then have two robust eco-systems for 
both short form and long form video 
consumption.

2. Online behaviour has changed 
drastically but which among 
these really remained irreversible, 
especially in the video space?

The cord cutting is truly an irreversible 
process as we have seen in the west. And 
this fact has amplified with the lock down 
scenario, which broke the consumer’s 
inertia on OTT content and discovery. 
With a multitude of content choices 
for consumers, the basic premise of 
‘tune-in’ viewing is now being replaced 
by ‘personal’ prime time. Discovery 
remains a massive problem to be solved 
by the industry at large. However, with 
advancements in Machine Learning 
and Neural Network Technologies, 
the capability of technology to predict 
content tastebuds will improve by the 
day. 

3. With plenty of players blooming 
in the digital video sector, what kind 
of challenges and opportunities lie 
ahead of them?

Competition in any industry is a very 
healthy phenomenon. It is growing 
competition that is enabling the 
expansion and evolution of the OTT 
industry. The OTT penetration is directly 
proportional to the internet growth in the 
country. And this is already taking place 
at a phenomenal speed. We also see 
proliferation of OTT players, content 
producers, new content influencers and 
deep dive into regional and new content 
genres. This is very similar to the satellite 
and cable days, when at some point, 
India had over 800 television channels 

which have now been consolidated to 
5-6 large networks. We believe that the 
OTT story will follow a similar trend in 
next 3-5 years.

4. What kind of parallels would 
you draw in terms of digital video 
consumption patterns in Tier 1, 
Tier II & Tier III cities? Also, which 
genres/ segments have garnered the 
maximum inclination and why?

Digital original series are now becoming 
a more mainstream phenomenon in 
India with genres like action/thrillers and 
comedies experiencing a larger adoption 
on consumer time spent as compared 
to some of the other genres. However, 
as we penetrate deeper with audience 
growth, we will see more genres with 
better adoption. Also, unlike television, 
with democratised distribution, tier 2 and 
tier 3 cities have the same access and 
have adopted the aspirational content/
programming at the same if not faster 
pace than the metro centric audiences. 
Regional Original content will play a 
big role to ensure that the long-term 
penetration of online video supersedes 
the television penetration in the country.

5. Given the sheer room for growth 
for digital video content in India, and 
the consequent impact on increase 
in online users, the market is still at 
its nascent stage. Do you agree?

The market is still at its nascent stage. 
However, Year-On-Year growth figures 
are unprecedented. Online video via 
voice discovery is breaking traditional 
barriers of internet access. First party 
data suggests that online video could 
be the first port of call for internet 
consumption for a good part of Bharat. 
We don’t foresee challenges in growth 
of unique users or time spent, however, 
monetisation models will need to mature 
soon enough to make the larger business 
economically sensible.
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Video is by far the largest Digital service 
consumed in India with over 350m 
monthly active users. Talking of the 
belle of the ball, the OTT sector, there 
are over 50 OTT players today, with 13 
regional OTTs sprouting in the last 18 
months. This number is expected to 
grow to 100+ by 2025 with a lion share 
of regional OTTs, expect experts. The 
OTT consumers too have evolved from 
sampling the service in 2018 to getting 
habituated during the pandemic in 
2020, to being addicted and making it a 
necessity in 2021.

Enjoying a sweet spot in this space is 
Shemaroo whose consumption and 
engagement grew between 70-80% 
during the lockdown months. With the 
brand in existence for over five decades, 
Shemaroo continues to redefine itself 
to respond to the disrupting consumer 
environment, by delivering content 
across age groups in genres such as 
movies, comedy, devotional and kids, 
through premium content and services 
in more than 30 countries.

In an exclusive chat with us, Zubin   
Jimmy Dubash, COO Digital, 
Shemaroo Entertainment explains 
consumers’ riding interest towards these 
platforms and how the future for this 
ecosystem is expected to unfold.

On Consumer’s Growing Interest
Even before the pandemic, the number 
of consumers watching video on online 
streaming platforms was growing 
every day due to the digital boom 
and democratisation of 4G data. The 
pandemic hastened this trend due to the 
‘watch from home’ phenomena. OTT is 
already riding the wave of increased data 
consumption and internet penetration in 
small towns and rural India. One trend 
that is expected to take centre stage 
and remain irreversible is the demand 
for highly localised and regional content. 
Any OTT player not thinking of regional 
will eventually be left out. Hyper-localised 
content is the next big thing with the 
versatility of demand coming in from all 
regions of the country.

Shemaroo’s Sweet Spot
With a diverse and growing collection of over 3700+ titles, Shemaroo is 
making inroads through its ‘digital first’ vision

Zubin Jimmy Dubash
COO Digital, Shemaroo Entertainment
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On Investment Plans
It has been of utmost importance to 
understand the deep-rooted connection 
our viewers have with their traditions 
and native languages. It is one of the 
major reasons we strive to create a vast 
library of multi-genre and multi-regional 
content. 

ShemarooMe caters to specialised 
content trays for regional languages 
such as Gujarati, Marathi, and Punjabi 
languages. Here, we are redefining 
the way Gujarati audiences have been 
entertained across the globe through 
our robust Gujarati content line-up. 
Staying true to our promise of offering 
new content every week, we have lined 
up a plethora of exciting content that 
comprises an entertaining mix of original 
web series, nataks, blockbuster movies, 
etc. This, in addition to 500+ Gujarati 
titles, and popular shows that were 
already available on ShemarooMe.
On Perks & Problems

With the digital infrastructure penetrating 
deeper in the country, and the additional 
perk of finding content in regional 
languages, the demand, and usage of 
digital content consumption via OTT 
platforms has seen a huge uptake. It 
has also led to an increase in adoption 
across demographic segments including 
women and older generations. 
Opportunities come with their own set 
of challenges. Some of the challenges 
include, ways to stand out or to break the 
clutter due to the growing competition, to 
think long run beyond views and to build 
sustainable strategies that drive growth 
and monetisation, to be future-ready for 
the 5G wave, leverage technology, and 
build a robust infrastructure to deliver 
quality service to the customers. Along 
with this, piracy remains the single 
largest competition to an SVOD play.
On Trends To Look For

Some of the disruptive trends emerging 
in the OTT space that can be seen over 
the next few years are as follows:

a. Diversification of content:
With a 47% growth in rural internet 

penetration, the writing is pretty much 
on the wall – we will see a disruption 
in regional content. Diversification of 
content and upping the game in regional 
content will be critical in staying relevant 
and building affinity while also offering 
the type of differentiated entertainment 
increasingly demanded by consumers.
 
b. Smart TV and OTT: A synergetic 
relationship
Smart TVs will simply replace the 
regular TVs in a household. With over 
95% growth in Smart TV penetration in 
the country, OTT consumption will be 
further augmented, and we shall start to 
see the famous phrase “cord-cutting” a 
reality in some younger segments. Many 
consumers have gotten accustomed 
to accessing their favourite content on 
mediums other than their smartphones. 
While all top OTT platforms are already 
available to stream on Smart TVs, 
Internet service providers (ISPs) and 
telecom companies across the country 
have also started to bundle OTT video 
platforms as part of their offerings to 
attract and engage their users. The 
seamless integration to make it more 
consumer-friendly is a space we can 
expect to see some great innovations.

c. Adoption of Technology
Technologies like Voice searches, 
voice navigation, and AI/Big Data for 
content discovery are very critical to the 
success of a platform. Post-production 
technologies, like AI-ML-based dubbing 
and subtitling, and smart transcoding 
technologies that further bring down 
CDN costs. This will lead to better content 
discovery and enhance the overall user 
experience. Voice-assisted searches 
will further help bridge the urban-rural 
divide.

d. App Aggregation
As SVOD revenues are set to rise, 
app aggregation will play an important 
role in expanding the market. It brings 
significant value to the consumer in terms 
of affordability, useability (single sign-on, 
single-window content discovery, etc.), 
and compatibility with his/her device (1 
app instead of 6 to 7). 
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The most successful marketing and 
advertising campaigns are usually 
those that are aligned to the trends of 
the day and the pulse of consumers. 
Today, both these aspects converge 
on one point – digital. As businesses 
develop digital marketing and content 
strategies to stay relevant amidst the 
ongoing digital transformation of industry 
and life, it has become evident that the 
growing appetite for digital video content 
– especially short-form content – among 
Indian consumers will greatly influence 
how brands conceptualize and execute 
their advertising campaigns. 

Short-Form Video To Dominate Online 
Content Consumption
Digital video is playing a predominant 
role in driving the growth of online and 
social consumption and has become an 
important source of both entertainment 
and learning. The digital media segment 
is expected to grow at a CAGR of 22% till 
the year 2023. India was ranked highest 
among all countries in the consumption of 
online video content during the pandemic. 
There is a growing demand for content 

that is high in quality, personalized in 
nature, and short in duration.  

In recent years, over the top (OTT) and 
short-form video platforms have driven 
content consumption in metro cities as 
well as in Tier-2 and smaller markets. The 
number of monthly active users in India for 
short video content grew ninefold in less 
than five years, going from 20 million in 
FY2016 to 180 million in FY2020. Short-
form video content is likely to overtake 
OTT and streaming video in the coming 
years. According to a report by RedSeer 
Consulting, the short-form video category 
is set to become the second largest 
segment in terms of online time spent by 
Indians by the year 2022. 

Rise & Relevance Of Homegrown 
Video Apps
The ban imposed on certain apps last year 
paved the way for the rise of homegrown 
short-video apps. Being homegrown, 
these apps are based on an intrinsic 
understanding of the Indian consumer’s 
mindset and digital preferences, and 
therefore succeed in offering culturally 
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A LONG-TERM WINNING 
STRATEGY 
The rise of homegrown short-video platforms is not only leading to ore relevant, 
engaging content for consumers but also offering great opportunities for marketers 
to target their audiences sharply and effectively
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relevant content that resonates with 
audiences. Presently, short-form video 
apps account for 18% of the total time 
spent on digital content, with homegrown 
apps accounting for 15% of it – five times 
as much as global apps that account for 
3%.

The content creator community, 
meanwhile, has swelled to a size of 
45 million and is projected to increase 
exponentially to reach 580 million by 
2025. The proliferation of homegrown 
short video apps has brought out hidden 
talent in Tier-2 and Tier-3 cities, giving 
a huge boost to video content in local 
languages and making these apps more 
relevant and accessible for an even larger 
audience. 

This is a market segment that will drive 
significant growth and stickiness for 
homegrown short-video app brands. 
Almost 75% of these consumers will 
stick to these homegrown apps even if 
the ban were to be lifted.
Opportunities For Brands & Content 
Creators

From the perspective of marketers, short-
video apps are a great way to engage 
with consumers in today’s fast-paced 
life, where people’s attention spans are 
getting smaller. Moreover, the reach 
and popularity of homegrown apps and 
the fact that they cater to audiences of 
different languages and sociocultural 
backgrounds provides an opportunity for 
brands to engage in highly targeted and 
niche marketing. 

The short form video segment has 
potential to account for 20% of India’s 
digital advertising market by the end of 
2030. Two industry verticals – FMCG, and 
media & entertainment – are spending a 
large share of their digital media budgets 
on online video. They are also the biggest 
sectors to advertise on short-form video 
platforms. 

Short-video apps have opened new 
opportunities not only for brands but also 

for content creators, who are leveraging 
this medium through their various 
brand endorsements and campaigns 
to monetize their content. Many 
content creators are even becoming 
entrepreneurs by launching either their 
own line of products or independent 
businesses. 

Short-And-Sweet Content To Deliver 
Greatest Impact
The rise of user-generated content (UGC) 
is yet another important trend that brands 
can leverage for marketing. As many as 
79% of people say that UGC has a huge 
influence on their purchasing decisions 
and that they find it to be much more 
authentic as compared to promotional 
content. Short-video apps provide the 
perfect platform for putting out this type 
of marketing-driven user-generated 
content. 

Meanwhile, artificial-intelligence enabled 
app features are enabling users to give 
exciting new twists to their content – such 
as animating images and portraits to 
move and dance in tune to music playing 
in the background. AI and synthetic 
media will make video content much 
more interesting for creators and viewers 
alike. 

In the coming months, we could see 
increasing levels of collaboration 
between brands on short-format video, 
especially on content that highlights 
their initiatives and impact in areas like 
CSR and community welfare. NGOs and 
government bodies have already started 
partnering with short-video players to 
drive impact and positivity. 
Just like it happened with conventional 
television, it is inevitable that the digital 
marketing space will get cluttered over 
time. Short-form videos that are engaging, 
impactful, and sharply targeted will work 
best for brands, publishers, consumers 
and creators alike. That’s just how people 
like information – short and sweet.
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Dixit expounds the myriad online trends and patterns that have evolved during 
the past months and are here to stay

DECODING THE DIGITAL TRENDS
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This new wave of audience consumption 
behaviour of digital video has drastically 
changed the ways of entertainment 
deliveries. It accelerated multi-fold when 
the pandemic and the forceful sitting at 
home revolutionised the fate of digital 
videos, be it the increase in demands 
of the Over-The-Top platforms, short 
content format apps or social commerce.
I saw a change when my teenage niece 
and her gang from tier 2 city, who often 
socialised with friends, used to go to 
movies and were fairly outdoorsy ended 
up spending a fair amount of time watching 
content online as well as creating content 
online. The numbers I read recently from 
a BCG-CII report, spoke off how digital 
video consumption in India has risen 
to more than 24 minutes, almost 2x 
compared to the pre-pandemic times.

OTT On An Exponential Curve
As the globe becomes digitally connected 
and content demand peaks, India is 
now accessing the darkest corners of 
the country via smartphones enabling 
a shift towards on-demand video. An 
extensive survey conducted by the 
Dentsu digital report 2021 states that 
digital media is expected to grow at 20% 
to reach INR 23,672 crores by the year 
2022. Reports also suggest India’s OTT 
market may reach $12.5 billion by 2030. 
RBSA advisors’ report stated that this 
exponential growth would mostly come 
from tier two, three, and four cities. 

Social Media For Brand Marketing
Social Media saw a trajectory like never 
before; with influencers helping engage 
potential audiences and draw them in with 
recommendations for commerce and 
video, thus almost doubling the number 
of viewers for online VOD platforms. 
ML and AI are being exploited to the 
fullest to keep the audience engaged in 
content discovery. It started with colourful 
dresses and outfits against colourful 
walls. During a time when muted tone 
filters were becoming popular, her highly 
saturated photos jumped out. But things 
change, right? When the ‘typical look’ of 

influencer marketing no longer becomes 
unique, what comes next? In comes short 
format videos, now adapted by almost all 
leading social media platforms, to keep 
viewers informed on the brands and 
notify consumers about various content 
pieces offered by OTT platforms. 

Digital Advertising Delivering Views 
& ROI
With the world needing to find new things 
to do while stuck behind closed doors, 
digital streams boomed, and so did the 
revenue on these streams. When you use 
digital advertising, you only pay when a 
user completes a desired action on your 
ad. This action can range from clicking 
on your ad to viewing your ad to buying 
your product, basis how an advertiser 
has set up the campaign, thus extremely 
ROI oriented. 
Organisations have seen time and again 
potential in targeted digital mapping, 
thereby diverting more funds into digital 
advertising. Digital advertising revenue is 
expected to grow at a compound annual 
growth rate (CAGR) of 13 per cent to 
reach $13.3 billion by the year 2025, said 
the Asia Pacific Advertising Trends 2021 
report from MPA.  

Time For V Curve Recovery
The digital ecosystem has come of age 
and has also kickstarted multiple start-
ups, thereby creating new opportunities 
with new career objectives. All of a 
sudden young ones are being enrolled in 
coding classes, content writing classes, 
or teenagers and young are learning 
gimmicks of being social influencers, 
a whole surrounding industry around 
the digital ecosystem. Digital video has 
also enabled a plethora of new faces to 
come under the spotlight. This heavily 
accelerated digital video market will 
undoubtedly soon be filled with high-
quality content leaving viewers spoilt for 
choice and a thriving revenue top line for 
platforms.
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Until a few years back, YouTube 
was considered the only digital video 
content platform in India. With millions 
of masthead advertisement clicks, the 
platform was able to provide a plethora 
of monetisation opportunities to content 
creators, which further fostered this 
growth. However, with the influx of 
Short Video-making Apps, it pulled the 
audience’s attention to crisp content that 
was quick to absorb and, at the same 
time, entertaining and intriguing. 

Chingari, our very own homegrown 
app, was quick to milk the many 
benefits of this situation and made 
inroads into smartphone app world 
officially in November 2018. Its CEO 
& Cofounder, Sumit Ghosh accepts 
how this sudden shift in content creation 
& consumption patterns, proved an 
effective monetisation tool for creators 
while exploring new paradigms of 
creativity.

Excepts:

1. How do you see the short-video 
app ecosystem grow or change in 
the post-pandemic scenario?
As of 2019, the Indian digital media 
market was valued at over 220Bn Indian 
rupees and was estimated to almost 
double by 2022. This huge potential of 
the Indian digital market is what opened 
new avenues for the creator community. 
Then there was lockdown, which proved 
a positive time to further boost the creator 
base in the country. 

This was due to two primary factors - 
(A) Phycological instinct that motivated 
people to create content on digital and 
online platforms with the realisation of 
their skills and expertise and also in the 
quest of gaining followers and success. 
(B) The high internet consuming 
population in the country, which stands 
at second number in the world after 

Revolutionising Digital Content 
Consumption
When many players want to play the same game like yours, be assured 
that the category is lucrative, points Ghosh
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China. This led to a chain of influencer 
evolution, leading to new faces emerging 
as content creators.
This has enabled new engagement-cum-
consumption segments of entertainment 
to grow rapidly. The concept of nano & 
micro influencers came into existence 
and saw creative minds pursue their 
passion and open their pandora of 
talents to the world. The past couple 
of years have experienced new brands 
looking at establishing themselves to 
tap this raw talent.
 
2. With plenty of players blooming 
in the digital video sector, what kind 
of challenges and opportunities lie 
ahead of them?
When many players want to play the 
same game like yours, be assured that 
the category is lucrative. So, you are 
headed in the right direction. Being a 
relatively new category, the prospect 
of growth is immense, especially with 
such great talent that’s found at every 
nook & corner of our country. This 
also outlines that the market for digital 
content consumption is huge and is a 
high-revenue segment that will help 
brands like Chingari to contribute to the 
Indian economy and create a more self-
empowered nation.
This is also a reflection of the idea that 
digital content is the new career option 
for the youth of the country with minimal 
investment. One key challenge is the 
filtration of content for the viewers. As 
the digital video industry expands, the 
regulations and content filtration on 
various platforms will be a necessity. 
At Chingari, a dedicated team of 
professionals monitors every video on 
the platform to maintain the authenticity, 
trust and value of the platform. This 
content filtration will grow manifold in 
the coming years.
Additionally, when you are at the top 
of business, the biggest challenge 
that lies ahead of you is to keep the 
momentum going while being socially 
responsible. A key here is to have a 
strong gatekeeping mechanism in place, 
which maintains the core strength of the 
platform. To mitigate these challenges, 

Chingari is well-equipped with the best-
in-class, be it innovative campaigns, 
robust strategies, and tech excellence. 
A multi-talented team that comes with 
its strengths of working across diverse 
sectors, is capable of disrupting the 
market by storm.
 
3. Talking genre-wise, which  
segments have garnered the 
maximum inclination and why?
Dance & music have been top spots 
generating maximum viewer traffic. This 
is followed by contest participation, lip-
sync videos and transformation videos. 
These are entertaining mediums just 
like films. Films were developed to help 
humans relieve themselves of the daily 
monotony and stress and to send a social 
message amongst the masses. The 
same strength is reflected by the genre 
of music, dance and interesting videos, 
which are the core of entertainment and 
social understanding for the viewers.
 
4. User-generated content remains 
to be core to your business. How do 
you monitor and ensure that the UGC 
guidelines are followed?
A dedicated team of experts monitors 
every video before it gets uploaded on 
the Chingari app. Additionally, there 
are constant interactive sessions with 
creators to better the output of their 
video. They are told about the Do’s 
and Don’ts and all ASCI guidelines are 
communicated and followed on the 
platform.
 
5. Given the sheer room for growth for 
digital video content in India, and the 
consequent impact on the increase 
in online users, the market is still at 
its nascent stage. Do you agree?
There is immense growth potential and 
hence it would be right to say that digital 
video content in India has just begun to 
explore the avenues for content research 
and creation. If ‘Digital’ revolutionised 
overall entertainment consumption, 
Short Videos are certain to revolutionise 
digital content consumption. And 
Chingari is leading by a yardstick.  
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While we have fairly established that 
video advertising is on the rise and it 
only gets bigger and better, beyond a 
reasonable doubt, let’s look at its current 
state of evolution, our experience and 
the path we expect it to take. Contextual 
video Ads, gaming/in-app ads, OTT, 
CTV, data-led video ads etc. are some 
of the key areas where the next growth 
story is poised to come from, given 
the changes in the ecosystem and the 
apprehensions around behavioural 
advertising in the next 2-3 years.

Augmenting open internet with the 
walled gardens (need of the hour)- 
Needless to say social media video 

ads seem indispensable at this point 
of time and hardly any media mix can 
be seen without them. However, with 
the advent of evolved Adtech offerings 
(OTTs investing heavily in data) around 
deterministic data to target consumers 
outside of social, things are changing. 
The Flipkart Hotstar partnership 
deserves a mention here and that 
Advertisers are increasingly realizing the 
importance of understanding purchase 
behavior, spending capacity during 
the very early phase of awareness to 
reach out to relevant audiences while 
leveraging video as a medium. Example- 
There’s no point in reaching out to a 
user for an early IPO offer/ Tech Fund 

State of Video In The Current Age
You say programmatic we hear pragmatic- today, tomorrow and the day after of digital 
video- Our take
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investment instrument only because 
they have shown interest in investment. 
Understanding the market maturity of the 
user, age, years of working, risk appetite 
etc. would determine if they are a fit for 
that particular product communication. 
We also have a partnership with Affle 
(Media Smart) in this regard and the 
engagement received by running ads 
on pre-determined segments have been 
significantly above industry benchmarks 
especially on shorter videos (<25secs). 
Our practical experience - We have seen 
the splurge in video over the past 1.5 years 
across verticals and especially BFSI. 
The need for rising financial aspirations 
of the youth, women actively engaging 
in investment and general awareness 
around investor education has led to 
brands relying heavily on video, as far 
as storytelling is concerned. These are 
not just plain direct buys on finance 
portals anymore, rather calibrated use 
of the medium through programmatic 
buying, across YouTube, OTT and open 
exchange in the top funnel. The availability 
of 1st party data makes it viable for the 
advertiser to include/exclude previously 
engaged audience for future product 
communication depending on the 
demography they are looking to target 
for a particular instrument. 

Next Wave Of Growth...

CTV and household sync- There has been 
increased noise around CTV adoption 
globally and definitely in India. We see 
the likes of Media Smart, Samsung etc. 
making a major push in this regard. 
Although, CTV is a guaranteed channel of 
reaching out to the most premium urban 
population, concerns around pricing, 
very broad level targeting, measurability 
etc. are challenges for faster adoption 
and seems a mid to long shot for now. 
The ability to sync Ads shown on CTV 
with other devices in the household to 
provide a consistent experience across 
devices is also gaining traction.
Contextual Video in a cookie-less 
world - Use of computer vision to tag 
preprocessed videos, segregating the 

audio from videos and then converting 
them into texts for smart tagging is 
a viable method of connecting with 
your consumer. Example- Tagging 
homemade recipe videos with edible oil 
ads. What the rate of adoption is going 
to be in India is a matter of debate, but 
there’s no doubt that when the cookie 
drops this does seem a way to navigate 
through such an environment.

Plugging The Gap And Unlocking 
Greater Value

Reach and frequency control- There’s 
no dearth of supply as far as video is 
concerned, be that on an open exchange 
or premium OTT inventory. While it is 
easier to control exposure at a time 
period or campaign lifetime level through 
a single DSP in an open exchange 
environment, the ability to achieve the 
same objective while buying inventory 
on multiple OTTs is yet to evolve fully. 
The need for exposure control while 
reaching out to overlapping audiences 
across multiple channels has paved 
the way for the evolution of a video 
marketplace. Agencies have realized the 
importance of bundling together multiple 
video inventory sources through a single 
buying platform to ensure budgets 
adhere to a universal frequency capping 
and ensure non-duplicated reach.
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Be it Facebook Pooja Didi’s leap of 
faith during the toughest of the times in 
COVID pandemic, to reminiscing about 
our Bachpan ka Pyaar, Safaring ka 
Shauk and Pawri scenes. Digital video 
ads are most sought after and now has 
become A Queen Bee of an ad format - 
which all marketers want it to be a part 
of their marketing strategies. This now 
just to makes your campaigns ‘go viral’ 
but also connect brand advocacy with 
analytics, for business growth. 

New Trend In Digital Video
Video advertising is not alien to anyone 
today, as various popular video formats 
have taken over the Internet by storm, 
especially in recent times. In this 
competitive environment, for brands 
to stand out, while their audience 

today is completely distracted; there 
is no universal formula to gain the 
audience’s attention. In our practice 
at DDB, we have learnt that tools like 
‘Emotional Storytelling’ which focuses 
on engagement work well for the 
millennials; whereas ‘Short Format 
Videos’ that focuses on persuasion 
works well for the GenZ. This is the key 
to the success of most digital video ads 
on the internet today. We recommend 
marketers consider giving out strong 
messaging through social experiments. 
For instance, Paytm recent ad called 
“The Divide” video – brought us closer 
to the realities of gender inequality, 
financial independence & literacy in 
India, on International Women’s Day. 
Few brands are winning every day with 
their quirky explainer videos & call to 

If ‘Content’ Is King, ‘Digital Video 
Ads’ is The Queen
Focus on persuasion works well for the GenZ, leading to the success of digital video 
ads
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action content, served hot on a platter 
for their TG. For this, brands are inviting 
90’s Bollywood actors & cricketers to 
make a comeback with every emotion 
possible within 60 secs on the screen. 
Making them sing, dance, do Zumba and 
shout like an angry young men. Brands 
must be ready to take a plunge into the 
unknown for their TG today, and all this 
makes it easy for marketers through 
video ads formats.  

New Age Apps
With the coming of new-age apps, 
short videos have become a hit – not 
just amongst The Millennials & The 
GenZs, but also The Boomers! In India, 
vernacular content has picked up where 
localization strategies are adapted to 
reach the right TG. These apps are 
correctly used by few brands for their 
market penetration, especially the Rural 
Digital India where dancing farmers, 
parlour didi, pet & plant parents, home 
chefs are entertaining their audiences 
in their own languages. The content 
consumption pattern in Tier II and Tier 
III cities must be well identified well. 
With this, today the entire consumer’s 
journey on the internet starts in the 
consumer’s own language and ends 
in their own language. After the recent 
ban of a few apps in India, the rise of 
new-age unicorn apps like MXTakatak, 
Roposo, Chingari, Josh, Sharechat, 
etc have changed the game for all the 
players. Reels & stories are a part of 
our everyday lives now. The digital 
landscape has completely changed 
because of these new apps and our 
favourite OTT platforms. Sports events, 
daily soaps, reality & quiz shows, etc. are 
now available to the consumers on their 
mobile screens directly. Original movies 
& series in various languages release 
were a new wave of entertainment for 
Indian audiences during the pandemic. 
Especially to connect with GenZ, who 
grew up with permanent access to the 
internet, unfolds a developed media 
consumption today. It annoys them when 
advertisers follow them through their past 

search history. Marketers must know that 
GenZ believes in authenticity, in leading 
a meaningful life with purpose and 
they expect the same from the brands. 
Engaging through KOLs & Influencers 
have proven beneficial for certain sectors 
with the help of technology. That is why, in 
a recent campaign, a Senegalese social 
media content creator reportedly paid 
more than ₹2 crore for the project by an 
Indian Gaming Brand. So, this market is 
open for all; media consumption patterns 
& cultural aspect plays an important 
role while composing your digital media 
approach. 

Creator’s Economy
This is also the rise of the creator’s 
economy in India with next-generation 
micro & nano influencers, who have an 
equal footing in the market. Here the 
‘User Attention’ currency is very powerful. 
While staying at home, followership & 
viewership has increased massively. 
Certain comedians, fitness & spiritual 
gurus, various artists & stylists have 
huge online communities and presence. 
Some of them look beyond brands and 
have a different league of their own. A 
young lady Youtuber landing in a Netflix 
series deal - is an example to prove that 
creators will bring opportunities to earn 
from brands. Technology plays a huge 
role here, in giving optimal income and 
opportunity to creators, to show talent 
and influence the masses at the same 
time. They are bringing a positive change 
to a consumer’s life. And marketers must 
tap into this. Naturally, the creator’s 
economy has pushed advertisers to 
design their marketing approach in a 
way that could bring more reach and 
engagement for the brands. Creator’s 
economy is booming, and the craft of 
marketing has now evolved remarkably. 

We can’t predict how long will this Queen 
reign. But we can celebrate the success 
of Digital Video Ads while they are here 
to stay. After all, it is bringing us one 
more step closer to the consumers.

BIG PICTURE
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