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Who says India slowed down!
Ad volumes of H2 2020 grew 34% over H1 2020
HUL was the biggest advertiser followed by the Reckitt Benckiser Group
Mumbai, January 11, 2021

In a challenging year for India and the world, it was reassuring to see an
increase in ad volumes on TV in the second half of 2020. Hindustan Unilever
was the biggest advertiser in 2020 with a 30% growth in ad volumes over 2019,
followed by the Reckitt Benckiser Group, with their ad volumes growing by 37%
in 2020 over 2019.

“Television confinues to be the screen of the household and the most
important medium for all the major advertisers to reach their audience pre-
pandemic and post lockdown too. Return of originals along with the festive
season and live sporting events boosted the ad volumes, taking the overall
growth in ad volumes to 34% as compared to HI, 2020 and eventually
minimising the reduction in volumes to a marginal -3% for the overall year, as
compared to 2019 said, Aaditya Pathak, Head - Client Partnership & Revenue
Function, BARC India.

Movies genre saw significant growth in ad volumes in 2020 as compared to
2019. Hindi GEC witnessed the highest growth in ad volumes with 10% as
compared to 2019. Other Regional GECs saw a growth of 8% as over 2019.
News genre in 2020 too had the highest volume, while Ad Volumes dropped
by 1%

A heightened consciousness of safeguarding our health, understandably gave
a boost to the antiseptics and personal care categories. Ad volumes for Dettol
Toilet Soaps and Defttol Antiseptic Liquid, went up by 118% and 136%
respectively. Horlicks ad volumes also surged by 60% in 2020 as compared to
2019.

In this pandemic necessitated lockdown, and people confined to their homes,
digital brands too, turned to television to capitalise on the undisputed reach
of the medium, given the changing consumer buying habits.

During the peak lockdown in April and May, the ad volumes for digital brands
was the highest with 16% and 13% respectively as compared to the month of
January 2020. The highest ad volumes share for digital brands in 2019 was at
9% in the months of March, September and December.

For more insights and analysis, coming soon — The BARC India Yearbook.
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About BARC India

BARC India is a statistical and measurement science company which is ‘Of the
Industry, By the Industry and For the Industry’.

The company is registered with the Ministry of Information & Broadcasting (MIB) as a
self-regulated, not-for-profit Joint Industry Commission (JIC) that provides the most
authentic audience estimates of What India Watches, to Broadcasters, Advertisers
and Advertising Agencies. The Big Data driven insights generated by BARC Indiq, is
built upon a robust and future-ready technology backbone which powers efficient
media spends and content decisions in a highly dynamic and growing broadcasting
secftor.

Commencing operations in 2015, today BARC manages the world’s largest and most
diverse TV measurement system covering approximately187000 individuals in 44,000
households, in 513 districts covering over 600 towns and 1300 villages, across India.

Web: www.barcindia.co.in
Twitter: @BARCIndia

Mr. Suraj Ramnath, Sr. Manager-Communications, BARC India
(suraj.ramnath@barcindia.co.in), +91- 9833530659
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