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A Television advertisement (also called a television commercial, commercial, ad
TV advert or simply an advert) is a span of television programming produced and paid for
by an organization. It conveys a message, aimed to market a product or service.

TAM AdEx monitors more than 600+ TV Channels

This section mainly focuses on understanding the advertising trends in comparison to the
past 5 years, Monthly Trends, Top Spenders (Categories , Advertisers & Brands), Co-
Branding Ads associated with Movies & Celebrity Endorsement on TV.
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Milk Beverages among the categories saw

Ad Volumes on Television grew by 21% during 06 highest increase in Ad secondages with
Y 2021 compared to Y 2020. growth of 45%.
Ave. Ad Vol /D by 12% in 4t 4.9 K+ exclusive”™ advertisers & 7.7 I+

vg.t :Yu;:)(;sl P p \: 2—° n : 07 exclusive”™ brands advertised during Y 2021
quarter o compared to 2 quarter. compared to Y 2020.
Food & Beverages sector topped with 21% Top 5 channels genres accounted for more
share of Ad Volumes followed by Personal 08 than 90% share of Ad Volumes during both Y
Care & Hygiene with 18% share. 2020-21.
FIMICG players ruled the list of Top 10 09 Ad Volumes on Regional channels witnessed

advertisers with HUL leading the list. rise of 25% during Y 2021 compared to Y 2020.

6 out of Top 10 brands were from Reckitt

'3’ movie was associated with 10 Co-
Benckiser and 2 brands from HUL during Y 10 : S
2021 Brandings.




Television Ad Volumes soared 21% in 2021 over 2020 TI'M
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Indexed Growth in Ad Volumes Avg. Ad Volumes/Day (In Hours)
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= Ad Volumes increased by 37% in Y 2021, followed by a 15% increase in Y 2018, both compared to Y 2017.

o— = Lowest Avg. Ad Volumes observed in 2" quarter, the reason being covid wave Il. — @

= Avg. Ad Volumes/Day rose by 12% in 4th quarter compared to 2" quarter.

—

Source: TAM AdEx Note: Figures are based on Secondages for TV; Commercial ads only; excluding promos and social ads Period : Y 2017-21




Ad Volume percentage dropped in Apr-dJun’21 mainly due to Covid Wave Il TI'M
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Monthly % Share of Ad Volumes
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= Lowest Ad Volume percentage (7%) seen in Jun’21 before it started recovering from Jul’21 onwards.
o— —®

= Television Ad Volumes peaked at 9.6% in Oct’21 owing to the festive period.

_

Source: TAM AdEx Note: Figures are based on Secondages for TV; Commercial ads only; excluding promos and social ads Period : Y 2021




‘Food & Beverages’: The Leading Sector with 21% share of Ad Volumes TI'M
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| Rank | [ Top Sectors | | Rank in Y 2020 |
1 Food & Beverages 2 |
2 Personal Care/Personal Hygiene
3 Services n
4 Personal Healthcare n
5 Household Products n
6 Hair Care n
7 Laundry
8 Building, Industrial & Land Materials/Equipments
9 Auto 4.
10  Education n
Others 14%

d R

= Food & Beverage climbed one spot to take the lead in Y 2021 compared to Y 2020.
@®— = Personal Care/Personal Hygiene followed on 2" position with 18% share. —®

= Top 3 sectors together added 52% share of Ad Volumes in Y 2021 which were also among the Top 3 during Y 2020.

Source: TAM AdEx Note: Figures are based on Secondages for TV; Commercial ads only; excluding promos and social ads Period : Y 2020-21



Leading Categories Y 2021 : ‘Ecom-Education’ entered in the Top 10 list TI'M
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Rank 1 Toilet Soaps m—
Rank 2 Toilet/Floor Cleaners m—

Rank 3 Milk Beverages 3.7%

< Ranks - Y 2020 |

1

Rank4 Ecom-Media/Ent./Social Media 3.5%

Rank 5 Shampoos 3.4%

Rank 6 Tooth Pastes 3.4%

Rank 7 Washing Powders/Liquids

Rank 8 Chocolates —

Rank 10 Tea e ) 1.7%

[
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Rank 9 Ecom-Education
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= Toilet Soaps category maintained its 1%t position during Y 2021 over Y 2020 with 4% share of Ad Volumes.
@®— " Toilet/Floor Cleaners moved up by 4 positions to achieve 2" rank in Y 2021 displacing Ecom-Media/Ent./Social Media. —®
= 2 out of Top 10 categories were from Personal Care/Personal Hygiene and F&B sectors each. |

Source: TAM AdEx Note: Figures are based on Secondages for TV; Commercial ads only; excluding promos and social ads Period : Y 2020-21




Leading Advertisers: FMCG Players Ruled among the Top 10 TI'M
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Top 10 Advertisers (Y 2021): [8,900+] ‘ (YR;(;IZkO)
1. Hindustan Unilever 1
2. Reckitt Benckiser India 2
3. Brooke Bond Lipton India 5
4. Cadburys India 7
5. Ponds India 8
6. Godrej Consumer Products 6
7. ITC 3
8. Colgate Palmolive India 4
9. Procter & Gamble 10
10. Amazon Online India 11

~N

= HUL topped the list followed by Reckitt. Top 10 advertisers together added 40% share of Ad Volumes during Y 2021.

= Brooke Bond Lipton India, Cadburys India, Ponds India and Procter & Gamble were in the list of Top 10 advertisers with
positive rank shift compared to Y 2020.

= Amazon Online India was the new entrant in Top 10 advertisers’ list.

Source: TAM AdEx Note: Figures are based on Secondages for TV; Commercial ads only; excluding promos and social ads Period : Y 2020-21




Leading Brands in Y 2021: ‘Lizol’ on the top followed by ‘Dettol Toilet Soaps’TAM
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Top 10 Brands (Y 2021): [13,700+]

Lizol

Dettol Toilet Soaps

Horlicks

Dettol Antiseptic Liquid

Harpic Power Plus 10x Max Clean

Harpic Bathroom Cleaner \ /

Clinic Plus Shampoo

Vanish Oxi Action

O© 0 N O U1 & W N -

Colgate Dental Cream

—_
(e)

Amazon.in

= Top 2 brands were from Reckitt Benckiser during Y 2021.
@— " During Y 2021, total 13.7 K+ brands were present. — ®

= 6 out of Top 10 brands were from Reckitt Benckiser and 2 were from HUL.

—

Source: TAM AdEx Note: Figures are based on Secondages for TV; Commercial ads only; excluding promos and social ads Period : Y 2021




Top Growing Categories : 300+ Categories registered Positive Growth TI'M
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Top 10 Growing Categories (Y 2021)
‘ (based on highest increase in Ad Volumes) Growth

1  Milk Beverages 45%
2  Toilet/Floor Cleaners 37%
3 Aerated Soft Drink 2.2 Times
4  Ecom-Education 58%
5 Tea 58%
6  Corporate/Brand Image 94%
7  Hair Removers 2.1 Times
8  Moisturising Lotion/Creams 53%
9  Rubs And Balms 42%
10 Chocolates 33%

= Milk Beverages among the categories saw highest increase in Ad secondages with growth of 45% followed by

Toilet/Floor Cleaners with 37% growth during Y 2021 compared to Y 2020.
o— —®

= |nterms of growth %, Aerated Soft Drink category witnessed highest growth % among the Top 10 i.e. 2.2 Times in the Y
2021.

—

Source: TAM AdEx Note: Figures are based on Secondages for TV; Commercial ads only; excluding promos and social ads Period : Y 2020-21




TOP 10 Exclusive”™ Advertisers and Brands TI'M
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Rank | Top 10 Exclusive Advertisers (Y 2021): [4,900+] ‘ Top 10 Exclusive Brands (Y 2021): [7,790+]

1 Epx Uptech 1 Dettol
2 Delhi Skill & Entrepreneurship University 2 Moov Strong Diclofenac Gel
3 Netmeds Marketplace 3 Tata Sky Binge App
4 PCA Automobiles India 4 Ponds Bright Beauty Face Wash
5 National Egg Co-Ordination com 5  Ponds Bright Beauty
6 True Software Scandinavia Ab 6 Firstinclass.in-El
7 Sobek Auto India 7  Dettol Multi-Use Wipes
8 BPL 8  Pepsodent Germi Check 8
9 Sanghvi Beauty & Technologies 9  Travelxp Red
10  Atomberg Technology 10  Upstox
i &

= 4.9K+ exclusive” advertisers & 7.7K+ exclusive” brands advertised during Y 2021 compared to Y 2020.

@®— " Epx Uptech and Dettol were the top exclusive” advertiser and brand respectively during Y 2021 compared to Y 2020. —

= Reckitt Benckiser and Ponds India had their 2 brands in the Top 10 list of exclusive brands during Y 2021.

ﬁ

Source: TAM AdEx Note: Figures are based on Secondages for TV; Commercial ads only; excluding promos and social ads Period : Y 2020-21




Top 5 Channel Genres Y 2021: GEC and News had 56% of Ad Volumes TI'M

%6%

gdin, .

News 30%
Channel Genres = Movies Channel Genres
Y 2021 m Music Y 2020
m Kids &
m Others (7) 27%
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News
GEC
Movies

® Music
Kids
Others (7)
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= During Y 2021, GEC overtook News as the most popular channel genre in terms of advertising.

= Top 5 channels genres accounted for more than 90% share of Ad Volumes during both Y 2021 and Y 2020.

Source: TAM AdEx Note: Figures are based on Secondages for TV; Commercial ads only; excluding promos and social ads

Period : Y 2020-21




Regional channels saw 25% rise in Ad Volumes during Y 2021 (2% rise in TI'M
terms of % share) e

Y 2021 Y 2020

4 Regional o
' Channels 63/0
National o
Channels 37/’
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Regional 0
Channels 65 A’

National 0
Channels 35 A)
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= Regional and National channels had 65% and 35% share of Ad Volumes during Y 2021 compared to 63% and 37% in Y 2020
respectively.

—

Source: TAM AdEx Note: Figures are based on Secondages for TV; Commercial ads only; excluding promos and social ads Period : Y 2020-21

— —




750+ Exclusive Advertisers present on National and 6900+ on Regional ChannelsinY 2021 Tr M
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Exclusive Advertisers Exclusive Advertisers
Rank ‘ (National Channels) Rank W Regional Channels)

Toppr Technologies 1  Aachi Masala Foods
2 JHS Svendgaard Laboratories 2 Kaleesuwari Refinery
3 ?r?};irism Markandes Educ 3 Attica Gold Company
4 Nestle Skin Health India 4 Vasanth & Company
5 LeviStrauss India 5 The Chennai Silks Group
6  Sanjeev Kapoor Academy 6  Thangamayil Jewellery
7  Webart Softech 7  Sathya Agencies
8  Audible Singapore 8  Val You Products
9 Jiva Ayurveda 9  Pankajakasthuri Herbals
10 Audi 10 Sunraja Oil Industries

(" h

= Toppr Technologies and Aachi Masala Foods were leading Exclusive advertisers on National and Regional channels
respectively during Y 2021.

—

Source: TAM AdEx Note: Figures are based on Secondages for TV; Commercial ads only; excluding promos and social ads Period : Y 2021




Co-Branding Ads with Movies - Y 2021

During Y 2021, 250+ Hours of Co-Branding Ad Volumes with movies recorded on TV

Co-branded advertising has garnered a lot of traction in past few years. A brand and movie
both form an alliance to work together, creating marketing synergy.

On television, there have been various co-branding efforts, which have created fantastic
symbiotic relationship between the brands and movies.

TAM AdEx monitors co-branding ads in association with movies on television. In this section,
we have showcased the co-branding advertising scenario on the TV channels.

7'M




Total 20+ Brands Associated with Movies Tr M

| Top 10 Brands Associated with Movies

Dish TV HD 17%
2 Bosch Home Appliances 10%
3 Goeld Frozen Food Range 10%
4 Jeevansathi.com 8%
5 TATA Yodha 6%
6 Mobil Super Suv Pro 6%
7 Prince Pvc Pipe Fittings 4%
8 Paree 4%
9 Tide Plus Double Power 4%
10 Punjabishaadi.com 4%

= Dish TV HD topped among the brands associated with movies with 17% share of Co-Branding Ad Volumes.

@ — " The top brand Dish TV HD partnered with ‘83’ movie. — @

= Top 10 brands added 72% share of Co-Branding Ad Volumes during Y 2021.

Period : Y 2021

Source: TAM AdEx Note: Figures are based on Secondages for TV; Commercial ads only; excluding promos and social ads




Total 20+ Movies Partnered with Brands TfM
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<. . Count of
Top 10 Movies in Co-Branding
‘83’ 10

Sooryavanshi
Honsla Rakh

Saina

Minnal Murali
RRR

Qismat 2
Rashmi Rocket
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Jhimma
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Chandigarh Kare Aashiqui
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= ‘83’ movie had 10 Co-Brandings.

= Top 10 movies added 93% share of Co-Branding Ad Volumes during Y 2021.

—

Source: TAM AdEx Note: Figures are based on Secondages for TV; Commercial ads only; excluding promos and social ads Period : Y 2021
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DISCLAIMER

TAM has made every effort to ensure that the information in this report is appropriate/correct, however TAM does not
assume and hereby expressly disclaim any and all liability to any party for any loss, damage, or disruption caused by
errors or omissions, whether such errors or omissions result from negligence, accident, or any other cause. The content
of the report is only for information and awareness purposes only and not intended to substitute any professional
advice regarding its usages. Before any reference or use of this report in manner kindly connect with TAM Media

Research Pvt. Ltd. All rights including copyright reserved with TAM Media Research Pvt. Ltd.
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