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purposes only and is intended solely for general guidance on matters of interest. This
document does not constitute professional advice, recommendation, or endorsement of
any kind.

The information contained herein is based on publicly available sources, industry reports,
and the Author’s analysis and interpretation of such information. While reasonable care
has been taken in compiling this document, no representation or warranty (express or
implied) is given as to the accuracy, completeness, or reliability of the information
contained herein. All information is provided “as is” without any guarantee of results.

This document may contain forward-looking statements, estimates, and projections,
including but not limited to market sizing, growth forecasts, and industry trends. Such
statements are inherently subject to significant business, economic, and competitive
uncertainties and contingencies, many of which are beyond the control of the Author.
Actual outcomes may differ materially from those expressed or implied.

Any references to third-party organizations, platforms, products, or services are for
illustrative purposes only and do not imply any affiliation, endorsement, or sponsorship.

Readers are advised to exercise independent judgment and seek appropriate professional
advice before making any business, investment, or strategic decisions based on this
document. Under no circumstances shall the Author be liable for any direct, indirect,
incidental, consequential, or special damages arising from or in connection with the use of,
or reliance on, this document.
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EXECUTIVE SUMMARY

India’s OTT ecosystem is entering a structural reset.

What began as a high-growth, content-led revolution has evolved into a
fragmented, cost-sensitive, and increasingly complex ecosystem. As platforms
multiplied and subscription costs rose, Indian consumers responded
predictably—not by deepening loyalty, but by optimizing for value,
convenience, and flexibility.

This has triggered a fundamental shift:
P From platform-centric consumption - to access-centric consumption

A Viral Truth:
“In India, consumers don’t subscribe to platforms—they rent content access.”

This whitepaper identifies three distinct phases of OTT evolution in India:

OTT Evolution in India (2016-2026)

Phase 3:

Phase 1: Phase 2:
Consolidation & Monetization

(2023—2026)

Adoption & Experimentation Expansion & Content Wars
(2016—2019) - (2020 -2022)

£ Theme:'Discovery & Access” £ Scale & Engagement” £D Profitability & Precision”

e
e Entry of global & local platforms ¢ Pandemic-driven adoption e Mergers & bundling deals
e Cheap data & mobile boom e Rise of Smart TV viewing e AVOD & hybrid models
e Free & ad-supported content e Big-budget originals & regional hits e Ad-driven & bundled options
2016 2020 2026 —>
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% Key Insights

=]

India is not a subscription-first market — It is rapidly becoming an
AVOD-first ecosystem, where advertising-supported models drive scale.

Bundling is the new battleground — Control is shifting from content
platforms to distribution aggregators.

Consumers are value-maximizers, not brand loyalists — Content
discovery is increasingly opportunistic and event-driven.

OTT is transitioning from a destination to an infrastructure layer — The
“app” is becoming invisible; access is becoming central.

Measurement fragmentation is the biggest barrier for marketers — Lack
of unified identity and cross-platform attribution limits efficiency.

YouTube is India’s largest video platform — OTT is competing with
YouTube for time and ad budgets, not just other OTT apps.

@ What This Means for CMOs & Agencies

=]

OTT must be planned as a portfolio of environments, not a single
channel.

Media strategies must shift from platform-first - audience-first, and
from subscription audiences - hybrid audiences.

Free OTT (AVOD/FAST) will be essential for cost-efficient reach at scale.

CTV + OTT will increasingly replicate—and eventually replace—linear TV
for premium audiences.

Understanding event-based CPM spikes (e.g., IPL) is critical for budget
efficiency.

A The Strategic Reality

India will not follow the Western OTT model—it will define a new one.
Instead of evolving into a subscription-dominated ecosystem, India is likely to
become:

7 The world’s largest hybrid (AVOD + bundled + freemium) streaming
market.
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PROPRIETARY FRAMEWORKS
A FRAMEWORK 1: “CONTENT-COST—CONVENIENCE TRIANGLE”

Concept: Consumer OTT decisions in India are driven by a constant trade-off
between three forces:

CONTENT - COST - CONVENIENCE TRIANGLE
P The Core Tréde—oﬁ Driving OTT Evolution

Yo

_: 7\ Engagement & retention

Drives:

Quality (Originals, IP, Sports rights) » o N >
Depth (Regional, genres, formats) e
4 No platform
can maximize
all three
simultaneously

CONVENIENCE

Subscription pricing ’ 4> « UX/ Ul simplicity
Bundling economics

Ad load (AVOD trade-offs)

Drives: Acquisition & scale A e Aggregation (one app, one bill)
: A Device interoperability
@ Premium OTTs > @ Telco Bundles » (&) Super Aggregators

— Content-first — Cost + Convenience — Convenience-first

> The future of OTT is not about winning one corner—
— it’s about optimizing the triangle.

Interpretation:

m Content drives acquisition — Example: IPL, blockbuster releases.

m Cost drives churn — Users drop platforms after consuming specific
content.

m Convenience drives retention — Bundles reduce friction and decision
fatigue.

Strategic Insight:

P Platforms that win in India do not optimize for one variable—they balance
all three.

7 Bundling works because it collapses cost + convenience simultaneously.
éf? FRAMEWORK 2: “THE OTT ACCESS STACK”

Concept: OTT is no longer a flat ecosystem—it is a layered control structure.

© 2026 pyxivisio.io | All rights reserved. Third-party data used with attribution. Not for redistribution without permission.
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THE OT 1T ACCESS ©

OTT IS NO LONGER A FLAT ECOSYSTEM—
ITIS ALAYERED CONTROL STRUCTURE

POWER
MOVING EXAMPLES
UP THE e )
: prime
s OTT Platforms NETFLIX Vl\df.g
Role: -
Content creation @ A SONY
: liv
e (o] 3 i é
'Jlj ‘ AGGREGAT'ON B::::l;rs/OEMs )(S'tl'eaarﬁ': @Flber
’, EJ" ‘ LAYER Role:
Access control, m PatchWall
— discovery
) | INFRASTRUCTURE | /48 A
LAYER airtel
THE KEY SHIFT STRATEGIC INSIGHT FOR MARKETERS
o EARLIER: o/() Buying “Netflix inventory” is
@Y ) Content platforms @ less important than understanding
controlled users. where discovery happens
0 B3 O
@—,\ Aggregators control
@ access and discovery. Aggregator Telco Smart TV
home screens apps interfaces

@ CONTROL ACCESS. OWN DISCOVERY. DRIVE GROWTH.

Key Shift: Power is moving up the stack.
« Earlier: Content platforms controlled users.
. Now: Aggregators control access and discovery.

Strategic Insight for Marketers:
Buying “Netflix inventory” is less important than understanding where
discovery happens (aggregator home screens, telco apps, smart TV interfaces).
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The Indian OTT Consumer: From Loyal Subscriber to Smart Optimizer

Indian consumers are fundamentally different from their Western
counterparts. They are: price-sensitive, content-driven, multi-platform users,

and highly adaptive.

5 CONSUMER BEHAVIOR SHIFTS:
BEFORE vs. AFTER

BEFORE & AFTER

l PLATFORM LOYALTY CONTENT OPPORTUNISM

= Jump between platforms to chase
} @ in-demand content.
JioCinema

= Sports on ’@f@

SUBSCRIPTION FATIGUE COST OPTIMIZATION
N ) G _ Rotate subs, share, cut down,
B maximize value.

=% Sports on @ JioCinema
Sports on “Pisngp+ free cricket on

= MOBILE-FIRST MULTI-SCREEN TRANSITION

gL Households now toggle between
|- ’
=3
A i— °

screens seamlessly.
HINDI-CENTRIC REGIONAL CONTENT EXPLOSION
Non-Hindi languages (Tamil, Telugu,
Bengali, Marathi) boom.

> Rotational subs > Shared access
> Seasonal activation (eg, Tw, oft exampies.)

> Mobile Personal viewing
TV - Shared viewing (family)

EVENT-BASED CONSUMPTION
OTT spikes driven by big events
& show premieres.

Cricket matches, reality shows,
film releases

- KEY INSIGHT: The Indian OTT consumer has no allegiance.

They are value-maximizing, multi-platform, regional-first, and event-driven.

© 2026 pyxivisio.io | All rights reserved. Third-party data used with attribution. Not for redistribution without permission.
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1. From Platform Loyalty - Content Opportunism

Consumers no longer “belong” to platforms. Instead:
Subscribe - Watch - Cancel - Move. They follow content, not apps.

Example: Sports on Disney+ Hotstar - free cricket on JioCinema.
2. Subscription Fatigue - Cost Optimization

Typical urban user maintains 3-5 subscriptions max, with constant churn.
Emerging behaviors:

. Rotational subscriptions

« Shared accounts

. Seasonal activation (e.g., only during IPL)
3. Mobile-First - Multi-Screen Transition

India remains mobile-dominant, but CTV adoption is rising rapidly. Households
now use:

« Mobile - Personal viewing
« TV - Shared viewing (family)
4. Regional Content Explosion

India’s OTT growth is no longer Hindi-centric. Growth drivers: Tamil, Telugu,
Bengali, Marathi content; local storytelling.

P Insight: Language is now a primary targeting variable—not just a
demographic filter.

5. Event-Based Consumption

Consumption spikes are driven by cricket, big-ticket releases, reality shows.
P Insight: OTT in India behaves like “on-demand TV + event spikes”.

6. Password Sharing & Account Economics

The informal practice of sharing login credentials has quietly become one of
the biggest strategic challenges and opportunities for the OTT industry in India.
What many platforms initially encouraged to drive user adoption has now
evolved into a major source of revenue leakage, directly suppressing the
Average Revenue Per User (ARPU).
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The Scale of the "Free Rider" Economy

The most striking indicator of password sharing is the massive gap between
total OTT users and paying subscribers. India is home to over 601 million OTT
users, yet the number of active paid subscriptions is just 148 million . This
staggering gap of ~453 million users is where platforms lose billions—through
password sharing, piracy, and fake impressions .

Widespread Habit: Approximately 24% of OTT users in India admit to sharing
their passwords with friends or family outside their household . This "sharing
economy" has become a normalized way to access premium content at no
personal cost.

Direct Revenue Leakage: Studies estimate that a staggering 25-30% of
potential OTT revenues in India are lost annually to misuse, which includes
password sharing and piracy . In a price-sensitive market like India, every
percentage point of leakage represents a significant drag on platform
profitability.

The Impact on ARPU and Platform Strategy

For a market already struggling with low ARPU, password sharing is a silent
killer. It allows millions of consumers to enjoy premium content without
contributing to subscription revenue, effectively acting as an illegal subsidy on
the service. Some on-demand companies in India have reported losing up to
50% of their income as customers share account details .

Recovering even a fraction of these lost revenues could yield enormous
returns. If platforms were able to recover just half of the 25-30% of lost
revenue, it would translate to savings of X1,000-1,500 crore every year across
the Indian OTT ecosystem . This financial incentive is why major global and
domestic platforms are now aggressively rethinking their policies.

Industry Reactions: From Tolerance to Enforcement

For years, platforms tolerated account sharing as a growth tactic. OTT players
allowed it in their early days, as viewing was largely on a single mobile device,
and a "household pack” made strategic sense . However, as consumption has
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shifted to multi-device households, especially with the rise of Connected TVs
(CTVs), the approach has changed.

Netflix: The global leader has been at the forefront of this shift. After
implementing its password-sharing crackdown, it added millions of new
subscribers globally and is now expanding these restrictions to India and other
markets to shore up revenue . Netflix is now requiring users who access an
account from a different location to verify their device or transfer their profile
to a fresh subscription .

Disney+ Hotstar: Following Netflix's lead, Disney+ Hotstar has also announced
plans to limit password sharing. It has internally tested restricting logins to just
four devices per account, effectively preventing widespread sharing with
distant friends and relatives .

This enforcement is a critical lever for platforms to convert casual, non-paying
viewers into direct subscribers and ultimately boost ARPU in India's
challenging, low-cost market. For marketers, this trend is double-edged: it
signals a move toward more accurate, higher-value user data but also a
potential short-term reduction in raw reach as unverified accounts are locked
out.
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THE BUNDLING DISRUPTION (Deep Dive)

Bundling is the single most important shift in OTT today. It is not a feature—it
is a market correction mechanism that solves:

Subscription Fatigue > Demand Aggregation Problem: Consumers are no
longer constrained by content availability but by cognitive and financial
overload from managing multiple subscriptions. Bundling acts as a demand
aggregation mechanism, reducing churn driven by subscription cycling and
fragmented billing. It stabilizes revenue streams by shifting users from
transactional to ecosystem-level commitment.

Discovery Challenges - Supply Fragmentation Inefficiency: The OTT
ecosystem suffers from acute content fragmentation, where high-quality
content remains under-consumed due to platform silos. Bundling mitigates this
inefficiency by aggregating supply, improving content surfacing, and increasing
utilization of long-tail libraries. This drives higher engagement per user and
enhances platform stickiness.

Cost Barriers > ARPU vs Reach Optimization: Standalone subscription models
create a trade-off between premium pricing and mass adoption, particularly in
price-sensitive markets. Bundling resolves this by lowering the effective entry
cost while preserving overall ARPU through partnerships and revenue-sharing
models. It enables platforms to expand reach without diluting perceived value.

TYPES OF BUNDLING

3-PANEL BUNDLING

TELCO BUNDLING AGGREGATOR PLATFORMS OEM /SMART TV BUNDLES

’;A\ (@ Y) i‘

it=)) [

.J-z\

e A\
\ -

> »

TELCO BUNDLING AGGREGATOR PLATFORMS OEM /SMART TV BUNDLES

binge TIMES T m @ LG Channels

Paytm vx|
OTT as part of telecom plans Pavtm OTT Pass : ’ S-?ypSlUNG

stream ‘ Jio Fiber

All-in-one discovery apps Pre-installed with free channels

- Bundling wins by optimizing Cost + Convenience while preserving Content access.
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Why Bundling Wins in India

Bundling optimizes:
Cost (near-zero marginal cost for user)
Convenience (single login, single bill)
While maintaining Content access

A Strategic Disruption

Bundling shifts power:

. From: Content creators (Netflix, ZEE5, SonyLIV)

« To: Distribution controllers (Jio, Airtel, aggregators)

Bundling Shifts Power:

From: To:
Content Creators Distribution Controllers

Airtel Asggregators

© Implication for Marketers

® Media buying must evolve from platform
deals — ecosystem deals.

® Partnerships with aggregators (telcos, OEMs) will
become more critical than direct OTT buys.

(& implication for Marketers

PYXIVISIO

\'ntelligence Engine for CTV

. Media buying must evolve from platform deals = ecosystem deals.

. Partnerships with aggregators (telcos, OEMs) will become more

critical than direct OTT buys.
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MARKET LANDSCAPE & SIZING
India OTT Market: Scale Without Monetization Parity

Narrative: India is one of the largest OTT consumption markets globally, yet it
remains one of the most under-monetized.

INDIA vs MATURE OTT MARKETS:

KEY METRICS COMPARISON

= MATURE MARKETS

L= (US / UK)
500 M+ | 300M-350M+
Monthly
Active Users
(Video)
\a ~90-110M Higher
== (bundled & shared) penetration
SVOD
Paying
Subscribers
B | |
@h ¥150-%250 High ($10-$15)

Blended ARPU
Shallow Deep (4-6 apps)

Moderate

Ad Reliance

Q Insight: India is not constrained by demand—it is constrained by
willingness to pay.
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CTV: The Fastest Growing Layer

m Smart TV adoption accelerating (estimated 35M-55M households
depending on source)

m Family viewing shifting to OTT

@ Premium inventory emerging

m Growth rate: High double-digit (30-40% CAGR)

% CTV = Bridge between TV scale and digital precision.
87 |PL Advertising: The Crown Jewel of Indian OTT
IPL 2025 — A Record-Breaking Year (Actuals)

The 2025 Indian Premier League was a watershed moment for OTT advertising.
Industry estimates suggest:

Total Ad Revenue (Broadcaster)

11T 5,000 CRORE

__rmr;‘"—]ﬁ P

(~$600 Million) — 50% increase vs 2024

Total Ad Spend . :
. (All Platforms) T4,800+ CRORE

Number of
Advertisers

Number of
Brands

Ad Categories

| Fantasy Sports / RMG Share

@ ¥2,000 CRORE

(402% of total)
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Reported figures indicate digital viewership (652 million) overtook television
(537 million) for the first time (methodology varies by source).

= Cumulative reach across platforms exceeded 1B+ impressions/viewers
m Peak concurrency (digital): 55.2 million during the final
m Total watch time: 840 billion minutes

= JioHotstar subscriber base: 300 million

IPL 2026 — Premiumisation Accelerates (Current Season)

The 2026 IPL season began on March 28, 2026. Pre-season rate cards and
industry projections show:

2026 Projection / Rate

flatal fd Revenue 34.900-5.200 crare

(Broadcaster)

Digital Ad Spend 4,400 crore
(+15.8% vs 2025)

Influencer
< . T 700 crore

r Marketing Spend
' BN \ % G e 2hen (+27% vs 2025)

@\l CTV CPM 2600
[ (+25% vs T480 in 2025)
o 5 i o
4\* IPL Final 10-second F50 Lakhs
; 3 slot (TV) y
: &/ (record high)

CTL-2 premium F21.35 Lakhs
pod (10s) y

(new premium tier)
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@\/leismﬂ

Key structural changes for 2026:

m Two buying routes for live CTV inventory: “In a block” (default) and “Any
match selection” (approx. 50% premium)

= RMG ad spend gap filled by quick commerce (+30%), fintech/UPI apps, EV
automotive, and FMCG giants

m 27 sponsors onboarded including Google Search Al Mode, Campa Energy,
Havells, Hero MotoCorp, Amazon.in

INABLOCK ]|

v DEFAULT | +50% premium

| +50% |

@ RMG ad spend gap filled by quick commerce,
(+30%), fintech/UPI apps, EV automtive, FMCG giants

27 sponsors onboarded

Quick commerce Fintech/UPI apps FMCG giants

 Googlei Al Campa Energy ¢
> amazon.in
N ]
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THE YOUTUBE FACTOR

YouTube is conspicuously India’s largest video platform, yet often treated as
separate from “OTT.” This is a mistake.

WHERE IS THE RAUDIENCE?
Breakdown of Video Consumption in India

| — A= -
., Television - OTT

Still Dominant * Premium but Smaller Time Share ***

-

« ~900M+ TV viewers in India 450M-500M+ users in India « 500M+ users (reach high, but

. Very high daily engagement (short-form + depth varies)
« Daily consumption: long-form)

~3.5-4 hours/day per Watch Time is in billions of hours daily « Lower time spentvs TV /

user Largest digital video ad inventory in India YouTube (except during events)
<" Insight: TV still commands < Insight: YouTube is the largest <" Insight: OTT = high intent,
the largest share of total video digital video platform by reach + premium viewing — not maximum
time frequency time spent

@ Synthesized View: If we convert time spent + reach + behavior trends, a
defensible directional split is:

giorr .

T (15-25%)

NS

. TV (45-55%)

| J > YouTube
+ (25-35%)

These are modeled estimates, not reported single-source data

7~ “Attention” varies by region, age, screen & Events.
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Q Strategic Insight: India is not an OTT-first market. Itisa TV + YouTube
dominant market with OTT as a premium layer.

Why this matters:
m YouTube competes directly with OTT for time and ad budgets.

m Marketers often silo YouTube planning from OTT planning, causing
frequency duplication and inefficient spend.

m YouTube’s creator economy offers mid-funnel engagement that
traditional OTT lacks.

P Strategic Insight: OTT is not competing with OTT—it’s competing with
YouTube. Your video strategy must treat YouTube as a core pillar, not an
afterthought.
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ADVERTISING & MEDIA TRANSFORMATION

From Linear TV to Fragmented Video Ecosystems: India’s video
landscape is no longer linear—it is layered and fragmented. Marketers must
now navigate TV, YouTube, OTT (multiple apps), and CTV environments.

A Core Challenges

« Fragmented Reacht «/ Frequency Duplication +/ Measurement Gaps

AVOD will dominate Same user sees same Lack of unified identity
scale ad across TV, - and cross-platform attribution
500M+ users = YouTube, y
by2028  wBER gfg and OTT : Q Ik
£0 4 ’ L
e - ,

+/ Measuren

otGaps QN  nc skipping on e Tiers-

Lack of unified identity AVOD users skip Bundle User
and cross-platform aggressively after Identification
attribution '

5-10 seconds Difficult to track
AD telco-bundled

users vs direct

subscribers

Linear TV

MASS AWARENESS
SCALE

YouTube

INCREMENTAL REACH + MID-FUNNEL
FLEXIBILITY, CREATOR TRUST —J

OTT (Mobile)

TARGETING
PRECISION

CTVOTT

PREMIUM STORYTELLING

HIGH ATTENTION |

@ Strategic Insight: No single platform can deliver full-funnel outcomes.
Integration is now the competitive advantage.

© 2026 pyxivisio.io | All rights reserved. Third-party data used with attribution. Not for redistribution without permission.



PYXIVISIO
\n_thigence Engine for CTV___

CROSS-PLATFORM TRACKING & IDENTITY RESOLUTION — THE
CORE CHALLENGE

India's media landscape has undergone a dramatic transformation, yet the
systems used to measure audiences have not evolved at the same pace. For
years, the advertising ecosystem has operated with a fragmented view of
audiences—television with one measurement system, digital platforms with
several others—Ileaving advertisers to stitch together multiple datasets to
understand campaign performance.

A unified cross-media system would help solve this challenge by offering a
single source view of audiences across TV, mobile, CTV, and desktop,
significantly improving frequency management and reducing media wastage.

But achieving this is far from simple. Here are the most significant obstacles.

WHY CROSS-PLATFORM TRACKING
IS STILL FRAGMENTED

KEY LIMITATION FOR
PLATFORM PRIMARY IDENTIFIER(S) CROSS-PLATFRRM TRACKING

A

' Tied to a physical household,
Household Panel ID not an individual.

a (e.g., BARC Meter ID) Provides no demographic or
Linear TV behavioural data on who

in the household watched.

‘Q' -~ 3+ @ P addrfzsses change
© “ (dynamic IPs).
] Device IDs are device-specific.
P Device ID Household Email

Address (IFA/AAID)  or Google Login Logins are often personal
p (email) even on shared screens.

. - , i 0 Cookies are being phased out.
o : :
=5 Phone login provides

4 . ] deterministic link only
Cookie IDs Device IDs Email/Phone
Mobile / Web Login if user is logged in.
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Q CHALLENGE 1: IDENTITY FRAGMENTATION ACROSS LINEAR TV,
CTV & MOBILE

Linear TV is designed for the living room—household-based and tied to a
physical address via set-top boxes. OTT is designed for personalised devices—
individual, logged-in, and often tied to a single user profile. Connected TV (CTV)
sits awkwardly in between, often a shared family screen that is both connected
(like OTT) and communal (like linear TV).

The fundamental problem is that these platforms were not built to talk to
each other. When the same person watches a cricket match on linear TV at
home, switches to the mobile app on the commute, and finishes on the CTV in
the evening, they generate three different identifiers across three separate
data silos:

Why this is so hard for CTV:

Fragmented Device IDs: CTV targeting is limited by fragmented device IDs,
inconsistent user data, and a lack of cross-channel audience connectivity,
which reduces reach, weakens personalization, and lowers return on ad spend.

Inconsistent Identifiers: Advertisers currently rely on a mix of cookies (across
browsers), device IDs (across devices), and IPs (across networks)—none
provide a single, unified view of a user.

The "Family-Watched" Problem: Unlike mobile, CTV is often a shared family
screen, making it difficult to determine which household member is watching
an ad.

The Identity Gap: A marketer running a campaign across Linear TV, CTV, and
Mobile may see three separate "reach” numbers that appear to add up to a

large audience. But without deduplication, they have no idea how many are
actually the same person.
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Q CHALLENGE 2: ISP MISMATCH — HOME BROADBAND vs MOBILE

DATA

A viewer might watch a show on their CTV at home (connected to home
broadband with IP address A) and later watch the same show's trailer on their
mobile phone (using 5G mobile data with IP address B). This creates a near-
impossible tracking scenario:

ISP MISMATCH —
ME BROADBAND vs MOBILE DATA

H

‘2 IPAddress A 2> IP Address B
| p{?_NAMlc HOME BROADEAND riP v g MOBILE DATA (5GIP =
= F. ‘ — \ P'“‘" ; ..“ .

NO COMMON
IDENTIFIER

_| @ PADDRESS A: , @ P ADDRESS B:
a» DYNAMIC HOME BROADBAND IP «» MOBILE DATA (5G) IP

. DYNAMIC HOME BROADBAND IP IP ADDRESS B: MOBILE DATA (5G) IP
Dynamic IPs and entirely different networks

. NO COMMON IDENTIFIER PRIVACY REGULATIONS
Ad server can't link CTV. with phone view &) DPDP Act 2023

. PRIVACY REGULATIONS

Restricts linking data across platforms

1. Dynamic & Different IPs: Most home broadband connections in India use
dynamic IP addresses. Moreover, a user's home Wi-Fi IP and their mobile
data IP belong to entirely different networks (e.g., Airtel broadband vs. Jio
5@G) and often different ISPs.
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2. No Common Identifier: The CTV reports to the ad server via IP address A.
The mobile phone reports via IP address B. There is no deterministic way
for an ad server to know these two devices belong to the same person.

3. Privacy Regulations Complicate Linking: The Digital Personal Data
Protection Act (DPDP Act) 2023 restricts linking user data across platforms
without explicit consent. Secondary use of subscriber identity, KYC data, IP
metadata, and behavioural profiles for cross-platform monetisation
requires explicit disclosure and valid consent.

. CHALLENGE 3: TELCO BUNDLE-INDUCED ID MISMATCH - THE
HIDDEN CRISIS

This is a uniquely Indian challenge, driven by the dominance of telco-led OTT
bundling (Jio, Airtel).

The scenario:

A user purchases a mobile plan from Jio or Airtel that includes free access to
OTT apps like JioCinema or SonyLIV. On their mobile phone, they log into the
OTT app using their mobile number (via telco SSO — Single Sign-On). This login
is deterministic, linked to their SIM card, and often automatically
authenticated.

The same user, however, may also have a CTV at home. On the CTV, they
cannot use the telco SSO because the TV does not have a SIM card. Instead,
they are forced to log in using a separate method —typically a personal email
address (Gmail, Outlook) or a Google/Apple ID. This email ID is entirely
different from their mobile number and is not linked to their telco account.

The result:
One physical person has two completely different, non-linked identities across
two devices they own:

Mobile OTT identity = +91-XXXXXXXXXX (telco-linked)

CTV OTT identity = user@gmail.com (email-linked)
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Why this breaks cross-platform tracking:

Problem

No deterministic

link

Attribution is
impossible

Audience
duplication
is invisible

Telco data
cannot be used
for CTV

@

Retargeting
breaks

Ad servers and measurement platforms see two
separate users. Frequency capping fails — the same
person sees the same ad on mobile and CTV but is
counted as two unique reach.

If a user sees an ad on CTV and later converts on
mobile, no system can connect those events.

Marketers overestimate unique reach and
underestimate frequency, wasting budget.

The telco’s valuable first-party data (age, gender,
location, billing info) cannot be applied to CTV target-
ing because the CTV login is an email, not a mobile
number.

A user who watches a show on mobile cannot be
retargeted on CTV, and vice versa.
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CROSS-PLATFORM
MEASUREMENT CHALLENGES

W NO DETERMINISTIC LINK

Same person counted as two users,
frequency capping fails

‘@ ATTRIBUTION IS IMPOSSIBLE

Ads seen on CTV, conversions on mobile

remain disconnected

{ AUDIENCE DUPLICATION INVISIBLE | g

9 Marketers underestimate frequency
N~ & waste budget

Valuable age, gender, location data

((g)) TELCO DATA CANNOT BE USED FOR CTV

can't inform CTV targeting

RETARGETING BREAKS

Show watched on mobile

can't trigger CTV retargeting

Scale of the problem: With over 65M+ telco-bundled OTT users in India
(Section 4), and CTV households expected to reach 50M by December 2026,
this ID mismatch affects tens of millions of consumers daily.

Real-world impact: A brand running a campaign across JioCinema (mobile +
CTV) cannot deduplicate reach between the two devices because the mobile
login is a phone number and the CTV login is an email. The same person may be
counted twice, wasting up to 30—40% of the budget on over-familiarity.
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Q CHALLENGE 4: ADDITIONAL STRUCTURAL & OPERATIONAL
HURDLES

MEASUREMENT
CHALLENGES

SILOED DATA & WALLED GARDENS

Each major platform (JioHotstar, YouTube, etc.)
operates its own advertising ecosystem,
providing campaign data only within its entiace

NO STANDARDISED METRICS

Ads seen on CTV, conversions on mobile
remain disconnected

SMALL SAMPLE SIZES

BARC's panel for linear TV
relies on —58.000 people meters
for 230M TV househoids (0.025%)

REGULATORY & MEASUREMENT
FRAGMENTATION

Linear broadcasters are heavily regulated:
OTT platforms currently fail under different rules
(Intermediary Guidelines), creating an uneven

Show watched on mobile can't
trigger CTV retargeting
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@ INDUSTRY EFFORTS TO SOLVE THE PROBLEM (CURRENT STATUS)

Recognising these challenges, several initiatives are underway:

Tracking audiences seamlessly across linear TV,
CTV, and mobile.

First structured attempt at integrated cross-platform
measurement.

To create a unified
household identifier

]
ils
-

I Telco-mobile vs email-CTV
. mismatch unsolved.

JioStar-Nielsen
Cross-Screen Study (IPL 2025)
Analysed five brands across linear TV, CTV, and

mobile. Found audience overlap of under 5% across
platforms, suggesting each contributes incremental

g(5J0

May be underestimated
« ' dueto poor deduplication

reach.

Did not address the telco ID
mismatch directly but
highlighted low overlap

BARC - Nielsen ONE Ads

Cross-media measurement solution piloted
during ICC T20 World Cup and IPL.

= o

Uses probabilistic Deterministic linking
matching (mobile number <> email)
is not yet available

@ IMPLICATIONS FOR MARKETERS & MEDIA PLANNERS

While the industry works toward unified measurement, here is what marketers

can do today:

@/ ACTION

\'I

Run incrementality tests

= Telcos hold the most deterministic link
(mobile number). Privacy-compliant
. partnerships can bridge mobile-to-CTV gaps.

Partner with telcos for
identity resolution

Advocate for telco-OTT
single sign-on on CTV

TestCTVina
walled-garden first

o® Adopt probabilistic
deduplication cautiously

Leverage walled-garden

partners for cross-device insights Gevice granhs.

-@- WHY IT MATTERS

Avoid the illusion of cross-platform attribution.
Incrementality testing reveals true causal impact.

Push for telcos to enable OTT login on CTV
using mobile number (via QR code or
app-based authentication).

Start with one platform's ecosystem (e.g.,
JioHotstar) to understand its unique contribution
before expanding cross-platform.

Use panel-based or modelled deduplication as
adirectional tool, not absolute truth.

Platforms like Google have deterministic
logged-in user bases and can provide

Q- HOW TO IMPLEMENT

Use geo-holdout experiments or time-based
tests (e.g., markets with TV+OTT vs TV-only).

Explore solutions like Zeotap's deterministic
telco-based identity graph (where available).

Work with Jio, Airtel, or aggregators to pilot
SIM-based CTV authentication.

Allocate a portion of budget to CTV-only
campaigns and measure uplift within that
platform's reported audience.

Use tools like BARC's upcoming cross-media
solution or Nielsen ONE, but validate with
incrementality tests.

Use Google's Ads Data Hub or Meta's Attribution
to analyse cross-device behaviour within their
ecosystems, then extrapolate.
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Key Takeaway: Marketers must accept that perfect, deterministic cross-
platform attribution is not currently possible in India due to the telco-induced
ID mismatch and other structural issues. The winning strategy is a combination
of

(1) incrementality testing to understand true causal impact,
(2) privacy-compliant partnerships for probabilistic linking

(3) a shift in mindset from measuring last-click attribution to measuring
contribution and incremental reach.

Final note on the telco ID mismatch: This is a uniquely Indian problem. Until
telcos and OTT platforms agree on a common, persistent, and privacy-
compliant identifier that works across mobile and CTV, marketers must rely on
probabilistic models and accept a degree of uncertainty.

il RATE CARD & COST BENCHMARKS (IPL & CRICKET FOCUS)

Note: The following are indicative industry ranges; actual rates vary by
targeting, seasonality, inventory type, and negotiation.

Core CPM Rates by Platform / Inventory Type

Indicative CPM Range (INR)

" E‘D (_:TV Ho_me Screen Takeover Z12L-Z30L per day
R = z12L = -\'30L per day | Front-door premium placement

Premium Sports (IPL) s
b oo 0 o 3600- 800+

Peak demand inventory
Connected TV (CTV) =
| CU ¥300-650 ¥300-650
: High attention, premium screen

General OTT (Mobile & Web) Z150-600

D— 150 -600 ,
» Broad reach, variable pricing

4 Regional OTT > =
¥ S50 250 %0

Cost-efficient targeting
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IPL Advertising Rates: 2025 Actuals vs 2026 Current

TV 10-second spot (regular) TV 10-second spot %18 lakh (stable)* o
=k 22528 lakh ,—__|E| A-30%

TV 10-second spot (final) Digital CPM (general) 350 lakh (record) 0
=0 225 1akh £ £ Lg A+100%

: — Digital CPM (general) 3¥250-500 E‘ %200-350 Stable
-D X250-500 (k400 avg) (k400 avg) —1

I:[j CTV CPM (10-second) 3480 [:1‘?600 A+25%
L—b CTV spot (10-second) %6.5-8.5 lakh |_:f‘t'\_’8—10 lakh A+18-25%

E‘u Mobile pre-roll CPM 3250-400 §?200—350 Stable

Live mid-roll CPM (premium) 3400-500 [_43600-800 A+20-33%
CTL-2 premium pod (10s) Not available [>1321.35lakh NEW

*TV rates appear lower due to measurement changes (SD-only vs SD+HD) and increased inventory
availability post-merger.
***percentage change not directly comparable; absolute rates as reported.

Why Cricket Rates Matter for Your Media Plan

m Premium sports inventory commands 3-5x higher CPM than general OTT
but delivers guaranteed live attention.

m CTV rates for IPL grew 25% in one year — a clear signal of premiumisation.
m VOD inventory (X190 CPM) offers cost-efficient catch-up reach.

m Marketer Takeaway: Use VOD or display for cost efficiency; reserve CTV
or live mid-roll for high-impact moments.
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SPORTS RIGHTS FRAGMENTATION

IPL is the crown jewel, but sports rights are increasingly fragmented across
platforms:

((« Key Broadcasting Rights Holders by Sport 1))
_ JioHotstar (digital) @ ‘ 2 ;{j\( |
~ +Star Sports (TV) hotstar JEEALRRE
BCCl JioHotstar / Sony/ |
N el Viacom18 (varies by @ | g |
cricket serles)
+ X
hOfSTO r STAR SPORTS
=T
&
)y i

e — __,/

~ Multiple platforms (SonyLIV Viacom18,etc.

Implication for marketers: No single platform guarantees all sports audiences.
Planning must account for rights fragmentation.

‘\

THE MEASUREMENT CRISIS & SOLUTION DIRECTION

Marketers face platform walled gardens, inconsistent metrics, and attribution
gaps.
Solution Direction:

@ Incrementality testing (holdout markets)
m Marketing Mix Modeling (MMM)

m Cross-platform reach deduplication
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PROGRAMMATIC OTT & CTV

Programmatic buying for OTT and CTV is still nascent in India but growing
rapidly.

‘ CTV VG f"}
- - ——\ PMP }— B

Programmatic PMP Deals Challenges
CTV Inventory

Increasing for premium || | ¢ Fragmented SSPs
Available via major ‘ inventory (IPL, originals)
DSPs

5 = e Viewability
| A TheTradeDesk M M r‘ l—‘ measurement
DV360, etc... |

e Lack of standardization

Limited scale

PE——

Marketer Action: Test programmatic CTV for retargeting and frequency
capping; use direct deals for high-impact campaigns.

DATA PRIVACY & TARGETING

With rising privacy regulations (DPDP Act, 2023) and signal loss (cookie
deprecation), OTT targeting is evolving.

rae |
L

First-party data | Contextual targeting | Consent-based
becomes critical | resurgence ki identifiers

» Telcos and aggregators » Ads matched to content ‘ * UPI-linked IDs,
gain advantage ; genre (e.g, sports, drama) - email/WhatsApp

-
i

N, O yr—p=
/E\J — — R W e
B ” o gt | R

Marketer Action: Build first-party data strategies now; test contextual
targeting on AVOD platforms.
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REGULATORY & POLICY OUTLOOK

Several regulatory discussions will shape OTT’s future:

Key OTT Regulation Issues in India >

E (1) TRAI's OTT regulation consultation
Ongoing — may impact bundling, licensing

@( 2) Content regulation

IT Rules 2021 already apply; further changes possible
ﬂ (3) Bundling disclosure norms

Potential for clearer consumer disclosure

o A (4) Telecom Bill 2023

E May classify OTT as “telecom service” — uncertain

Marketer Takeaway: Monitor TRAI and MeitY developments; regulatory
changes could affect ad inventory and user data access.

GLOBAL COMPARISON
India China
31 svop
Co Low ($2-3) oy Medium ($5-7)

* Netflix, Disney+, Hulu

m Rapidly growing
L

/3 2
(~35M households) |éil Very high

Moderate

43~ High Value , Deep
i Subscription

|ﬂ Moderate

w/ Scale with Regulatory

W . . .
#$%” Scale without monetization Coutiol

Dominant = 2 CTV 2 Regulatory
];[ Model =] ARPU * Key Players il Penetration Environment $7 scale

Key Insight: India’s hybrid, price-sensitive model is unique. Don’t copy Western
playbooks.
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THE CMO PLAYBOOK

This is the most important part of your whitepaper—actionable, specific, and
immediately useful.

X WHAT MARKETERS GET WRONG

& Better Approach

Premium SVOD, AVOD, and ) =! Segment into
aggregators have different KPIs three buckets

Allocate 25—40% of

You miss 70% of OTT users ) g e blidicttoA/eD
video buaget to

Overpaying without You may be reaching users - - :
incrementality testing 2 4 already exposed onTV )) &% Run geo GXPerlmentS

Siloing YouTube : Causes frequency duplication )) Plan TV + YouTube +
from OTT Y < and inefficient spend '—- OTT together

You target users who don’t ) Partner with
even know they have access telcos/aggregators

@ PLATFORM STRATEGY
Segment OTT into 3 buckets:

s

Premium OTT
® Affluent Audiences, Brand Lift
® NETFLIX | Gides etv+

@' Ad Recall, Completion Rate

© Scale, Cost-Efficient Reach
B JioCinema o MXPlayer E3Ydlube

,_\.4' Reach, CTR, QR Scan Rate

Aggregators

@ Access Control Bundle Activation

® 2airter Xstream | JioFiber | Binge Activation Rate
Upgrade Rate

7 Planning shift: From “Which platform?” - “Which audience + objective?”
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(& AUDIENCE STRATEGY

Key targeting layers for India:

. ® CONTENT
AFFINITY

. ® Sports

: f[;/ ©Q Bengali \ ® Regional Cinema
I k ; .

/,;&// @ Marathi \ © Web Series

S O Kannada § ‘

;3:_;‘_..7/ ( Kannada

& Q Malayalam

© | B e

DEVICE
TYPE

® Primetime vs
Weekday Afternoons

@

Example: Instead of “Urban males 25-40” - “Tamil-speaking sports viewers on
CTV during evenings.”

@ MEDIA MIX STRATEGY

Recommended Mix
- - General AVOD
AIADECRNICCC -t S +
aAimasoblzes TV +AVOD (X150—%250 CPM)

YouTube (X100—3200)
g YouTube + OTT + OTT mid-rolls (k200—%400)

) CONSIDERATION

PREMIUM Higher CPM
{ BRANDING CTvOoTT (300—3650) for attention

/gf e oo | Mobile OTT +YouTube VOD or display
{34 PERFORMANCE 8 (X75—%190 CPM)

i P
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% Cricket-Specific Media Plan Guidance (2026)

Cricket Media Playbook T )/
¢ ), A

Strategic Routes for 2026

]

X600 CPM /X8-10L spot

+/ Maximum concurrency

X75-%X350

+ Catch-up viewers

Base X600 CPM

+« Broad live reach

+50% premium

« Targeted high-demand
matches

@ BUDGET ALLOCATION: “60-25-15 Model”

Budget Allocation
60-25-15 Model - o

Adjust for cricket: shift 10-15% from TV ‘ v
to CTV/OTT live inventory. :

o % e e o PV
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(& MEASUREMENT STRATEGY

Shift from attribution = contribution

e Incrementality Testing (geo experiments)

i I

~/I‘l’ e Marketmg Mix Modeling (MMM)
o] |

e B R S

,@'_\ | e Cross-platform Reach Deduplication
= coms p

Foeeeee e
—

Telco data cannoot be used for CTV

‘{ @ INSIGHT: Perfect attribution is impossible. Directional accuracy is enough.

@ CREATIVE STRATEGY

| CREATIVE STRATEGY 7 .-

N o [ o

y ° J A
Short-form (15-30s) | BIG march. | |
for mobile OTT - hook in first 3 seconds. / BIGGER DEALS!'! JOURNEYS STAY

=8, | | MEMORIES LAST. m

Plan Together. Live Bigger.

Long-form (60-120s) | i
for CTV - storytelling allowed.

Regional creatives -
Language dubs + cultural visuals.

Interactive elements - OFyi0) Zcﬁy/&cpﬁl "
; t 10%
QR codes, UPI links. -E " LZ{:/ o : LVE lfovsm:s"
Cricket-specific: : =K
Use live match context for dynamic
ad insertion where available.
R N 7/ E— —

,': INSIGHT: Perfect attribution is impossible. Directional accuracy is enough.
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REAL CASE STUDY
Brand: Leading D2C FMCG (anonymous)

Regional Snack Launch

TAMIL NADU DURING IPL 2025

Campaign Overview
e Regional snack launch in Tamil Nadu during IPL 2025
Challenge:

¢ Low brand awareness in semi-urban Tamil markets; limited budget.

Approach

40% budget on JioCinema AVOD (Tamil commentary feed) - 180 CPM
30% on YouTube (Tamil creators, snackable content) — 120 CPM

20% on CTV (evening prime time, family viewing) —¥350 CPM

10% on influencer-led WhatsApp campaigns

Results

Takeaway
B % 22% higher brand recall than industry > A hybrid AVOD + YouTube + CTV plan
ﬁi’tg’{ =+ benchmark outperformed single-platform approaches.
=, < -

’l, 35% lower cost per reach vs TV-only plan

| 1}% QR code scan rate of 2.8% on AVOD
| =8 (above 1.5% benchmark)

Campaign: Regional snack launch in Tamil Nadu during IPL»2~025
Challenge: Low brand awareness in semi-urban Tamil markets; limited budget.
Approach:

m 40% budget on JioCinema AVOD (Tamil commentary feed) — X180 CPM
m 30% on YouTube (Tamil creators, snackable content) — X120 CPM
@ 20% on CTV (evening prime time, family viewing) — X350 CPM
m 10% on influencer-led WhatsApp campaigns
Results:
@ 22% higher brand recall than industry benchmark
m 35% lower cost per reach vs TV-only plan
m QR code scan rate of 2.8% on AVOD (above 1.5% benchmark)

Takeaway: A hybrid AVOD + YouTube + CTV plan outperformed single-platform
approaches.
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FUTURE OUTLOOK (2026-2028)

India’s video ecosystem is no longer fragmented —it is converging rapidly
toward an AVOD-led, aggregator-controlled future. AVOD is set to dominate
scale, crossing 500 million users by 2028, fundamentally shifting budget
allocation toward ad-supported models with performance levers like QR-driven
engagement.

CTV is entering a high-growth phase, with strong double-digit expansion and
increasing premiumisation, particularly driven by tentpole events like IPL. This
will push marketers to invest early, test creatives, and adapt to programmatic
buying environments.

Power is steadily moving toward aggregators—telcos and OEMs—who control
access, discovery, and bundled distribution. In parallel, Al-driven discovery and
dynamic ad insertion will reshape targeting, making contextual relevance more
critical than deterministic precision.

Ultimately, the ecosystem is converging into a unified video layer across TV,
YouTube, and OTT. Success will depend on cross-platform planning, frequency
management, and moving from siloed strategies to integrated video
investments.

AVOD will dominate scale } CTV will explode — 30-40% CAGR

500M+ users by 2028

f B

& @

a2

E C
[ ]

v Increase AVOD budgets;
optimize QR scans

¥ Test CTV creative; 2

prepare programmatic

« HIGH | v MEDIUM

Aggregators become gatekeepers Al-driven discoveryrises
P - dynamic ad insertion

¢ ) .

TS a0 L
« Partner with telcos/OEMs | i + Prepare for contextual — &
=J - targeting ===
v MEDIUM-HIGH v HIGH
Unified video ecosystem 7 | IPL drives CTV premiumisation l(r?
converges E u T ¢ _ 15-25% annual rate hikes — =
TV, YouTube, OTT m ° i =

» Lock in CTV inventory early
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CONCLUSION

India’s OTT market is not stabilizing—it is restructuring.

India will not follow the Western OTT model—it will define a new one. The
winners will be those who control access, aggregation, and attention.

-
SVoD ¢ ¢
D
N A\VD a_z.'_,‘

(4

Manage SVOD, AVOD,
Aggre nors Se;ﬂrately

Solve Measurement g e <2 _..
Fragmentation == i - Sr wi ag: &2 Optimize Rate
\ % Card Spending

For marketers, the path forward is clear:

1. Stop treating OTT as one channel. Manage premium SVOD, mass AVOD,
and aggregators separately.

2. Shift from platform-first to audience-first planning. Use language,
content affinity, device.

3. Embrace free AVOD for scale and CTV for premium attention.

4. Solve measurement fragmentation via incrementality testing and
MMM.

5. Partner with aggregators — they are the new gatekeepers.

6. Use rate card data to optimize between live premium and cost-efficient
VOD/display.

7. Don’t ignore YouTube — it’s your biggest competitor and ally.

8. Prepare for regulatory and privacy shifts — first-party data is your
future.

Remember: In India, consumers don’t subscribe to platforms—they rent
content access.

The world’s largest hybrid streaming market is being built right now. Be ready.
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0 APPENDIX

A. Glossary of Key Terms

AVOD (Advertising Video on Demand)
A streaming model where content is free for users and monetized through
advertising. This is emerging as the dominant scale driver in India.

SVOD (Subscription Video on Demand)
A paid subscription-based model where users pay for access to content
libraries (e.g., premium OTT platforms).

CTV (Connected TV)
Internet-enabled television devices used to stream OTT content. Represents
the convergence of digital precision and TV-scale viewing.

FAST (Free Ad-Supported Streaming TV)
Linear-style OTT channels supported by ads, typically distributed via smart TV
ecosystems.

Aggregator Platforms
Platforms (telcos, OEMs, super apps) that bundle multiple OTT services into a
single access interface, controlling discovery and billing.

ARPU (Average Revenue Per User)
A key monetization metric indicating revenue generated per user. India’s OTT
market is characterized by low ARPU relative to global markets.

Churn
The rate at which users cancel subscriptions. In India, churn is driven heavily by
content cycles and pricing sensitivity.

Bundling
The practice of combining multiple OTT services into a single subscription or
access layer, typically led by telcos or aggregators.

Programmatic OTT/CTV
Automated buying of OTT ad inventory using data and algorithms, enabling
targeting and frequency control.
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B. Acronyms & Abbreviations

Term Full Form

oTT Over-The-Top Media

AVOD Advertising Video on Demand
SvVOD Subscription Video on Demand

CTV Connected TV

FAST Free Ad-Supported Streaming TV
CPM Cost Per Mille (per 1,000 impressions)
MMM Marketing Mix Modeling

DPDP Digital Personal Data Protection Act
ISP Internet Service Provider

SSO Single Sign-On

C. Data Sources & Methodology
This whitepaper is based on a synthesis of:
« Industry reports (FICCI-EY, RedSeer, Kantar, GroupM)
. Platform disclosures and rate cards (IPL, OTT platforms)
« Public datasets and media reports
. Author’s strategic analysis and interpretation
Methodological Approach:
. Triangulation across multiple sources to ensure directional accuracy
. Use of industry benchmarks where audited data is unavailable

. Interpretation of behavioral patterns across consumer cohorts
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Important Note:
All data points should be interpreted as indicative and directional, not
absolute measurements.

D. Assumptions & Limitations
Key Assumptions:
. OTT user base reflects active viewers, not just app downloads
« CTV growth follows high double-digit adoption trends
. IPL and sports data reflect industry-reported estimates
Limitations:

« Cross-platform deduplication is not fully measurable due to identity
fragmentation

. Telco-led bundling creates non-unified user identities across devices

. Regional and demographic variations may impact behavior beyond
aggregated insights

E. Summary of Proprietary Frameworks

1. Content—Cost—Convenience Triangle

Consumer decision-making in OTT is driven by a three-way trade-off:
. Content - Drives acquisition
« Cost - Drives churn
« Convenience - Drives retention

Strategic Insight:
No platform can maximize all three simultaneously. Market leaders optimize
balance, not extremes.

2. The OTT Access Stack
OTT has evolved into a layered ecosystem:
. Content Layer: Platforms and studios

. Aggregation Layer: Telcos, super apps, OEM ecosystems
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. Infrastructure Layer: Connectivity and distribution

Key Shift:
Control is moving upward—from content ownership to access and discovery
control.

F. Rate Card Benchmarks (Indicative)

Inventory Type Typical CPM Range
Premium Sports (IPL) X600-800+

CTV Inventory X300-650

General OTT X150-600

Regional OTT X120-250

Interpretation:
« Premium live content commands a significant attention premium
. AVOD provides cost-efficient scale

« CTV sits at the intersection of premium and precision

G. Key Structural Challenges (Summary)
1. Identity Fragmentation
Users generate multiple identities across:
« Linear TV (household-based)
. Mobile (device-based)
« CTV (shared + logged-in hybrid)
2. ISP & Device Mismatch
Different networks (WiFi vs mobile data) prevent deterministic linking.
3. Telco Bundle-Induced ID Split
. Mobile identity - Phone number (SSO)

© 2026 pyxivisio.io | All rights reserved. Third-party data used with attribution. Not for redistribution without permission.



PYXIVISIO|
« CTVidentity - Email/login
Result: Same user appears as multiple users.
4. Measurement Impact
. Audience duplication
. Frequency mismanagement
. Attribution gaps

Implication:
Perfect attribution is not currently feasible in India.

H. Marketer Action Checklist
Planning
. Treat OTT as three environments: Premium, AVOD, Aggregators
. Integrate TV, YouTube, and OTT into one video strategy
Execution
« Use AVOD for reach and scale
. Use CTV for high-attention moments
« Use YouTube for mid-funnel engagement
Measurement
. Shift from attribution to incrementality
. Use MMM and geo experiments
Partnerships

« Prioritize aggregators (telcos, OEMs) over standalone platforms

I. Future Signals to Track (2026-2028)
. AVOD becoming the dominant consumption model
. Rapid growth of CTV and premium inventory
. Aggregators emerging as primary gatekeepers

. Al-driven discovery and contextual targeting
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. Increasing importance of first-party data

J. Final Strategic Note
This whitepaper is built on a core strategic belief:

India is not a subscription-first market.
It is evolving into the world’s largest hybrid streaming ecosystem.

Success will depend on:
. Controlling access, not just content
. Integrating platforms, not optimizing in silos

« Measuring contribution, not chasing perfect attribution
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