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It has been observed that Indian media space is broadly divided into two macro markets namely Hindi Speaking
Market popularly called as HSM and Southern Market. They seem like almost two different countries with very
different cultures and languages. The southern market does deserve a dedicated newsletter edition to do justice to
the size and diversity of the market.

The Questions That We Are Attempting To Answer Are...

M How Southern India is different from HSM w.r.t. important audience metrics?

How Southern states differ from each other in terms of programme theme preference, Avg.
Time Spent (ATS) vs Opportunity to See (OTS) and performance of product categories?

How are the Urban and Rural markets of southern states different from each other?

How does the popular Hindi content dubbed in southern languages perform?

Bﬁ' What are the major learnings for broadcasters and media professionals for southern India
TV space?

Source: BARC India, BMW Data; Period: Wk01-Wk36 2016, TG: 4+
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South Indian audiences seem to begin their TV viewing earlier than HSM and also wind up earlier than HSM.
South has higher viewership than HSM only during early morning hours (05:00-08:00).

The gap between HSM and South reduces marginally during 18:00-21:00 hrs. South seems to have an earlier prime-
time than HSM.
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