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INTRODUCTION
A PROVEN FORMAT

Microdrama, as a format, has already occurred in China. Engineered for the
phone, this five-minute vertical soap opera is built around a cliffhanger with
a *twelve-cent unlock to view the next episode.

The format has surpassed **China's annual box office in revenues. Not as a
complement to mainstream entertainment, but as a replacement. This is
grounded in market outcomes, not a projection.

The United States has begun to respond to this format's potential. India
seems to be following suit.

*The "twelve-cent unlock to view the next episode" is @ monetisation strategy used by mobile-first drama that mimics mobile gaming mechanics. It involves offering the first few episodes for

free, then charging micro-payments to unlock subsequent 1-2-minute episodes, typically costing 10-20 cents (or coins) per episode.
** As of 2025, Chinese box office collections were USS 5.82 bn., while the microdrama market (by revenue) was valued between USS 6-9 bn. (Source: Reuters and other news publications)
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THE INDIAN MICRODRAMA MARKET

The Indian microdrama market is still in its early stages of development. Experimentation began in 2024, with 2025 emerging as a potential inflection
point as platforms began operating at scale and broader ecosystem players started paying closer attention to the category.

The commercial model is still evolving, but the broader direction is becoming clearer. First, the structural opportunity is large and not dependent on
any single platform. Short-form consumption is rising, audiences are overwhelmingly mobile-first, and production economics favour speed,
repetition and learning.

Second, this category is unlikely to develop slowly. Once platforms begin converging on viable content formats, distribution models and
payment mechanisms, the market has the potential to move quickly from scattered experiments to sharper category formation.

At this stage, the numbers are potentially more important as a signal of direction, than a measure of scale. And the direction is seen to be
moving upward.

Indicators suggest that Microdrama is well on its way to becoming the next major entertainment format. It is already mainstream in
China and gaining traction in the US. India could become a defining market for the format: large, mobile-native, price-sensitive
and structurally well-suited to this kind of consumption. That makes it a serious growth opportunity.

Microdrama Could Be the Next Big Entertainment Format

While microdramas are already mainstream in China and gaining strong traction in the US, several indicators suggest India could
become a defining market for the format - offering a compelling growth opportunity

THE INDICATORS | INDIA IS READY FOR THE MICRODRAMA BOOM

@ Instagram With 400 mn+ users and watching reels ingrained as a daily habit, India
represents Instagram's most powerful short-form video market in 2025

3 YouTube (Shorts) T ST S s € Indian addressable opportunity could be in the
order of
300-500 Mn+
n Facebook ~600 mn+ Facebook users (including in-app short form/reel consumption) DAILY VIEWERS
Other Apps . .
ShareChat + Moj, Josh, 150 mn+ daily active users
MX, etc.

Source: Economic Times, Seansor Tower, Statista, Website analytics dataset(s) & BDO Analysis
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THE MARKET TODAY: EXPERIMENTATION

At this stage, the market is defined by multiple approaches, as different players experiment with formats and business models. But beneath that diversity,
some strategic patterns are beginning to emerge.

Every player in this market is dealing with the same three structural decisions:

’ WHERE TO 9 HOW TO DISTRIBUTE IT TO THE , HOW TO CONVERT
w SOURCE CONTENT w RELEVANT TARGET AUDIENCE w CONSUMPTION INTO REVENUE

A player's proximity to existing content ecosystems and its control over distribution largely determine which of these decisions come
naturally and which require real investment.

THERE ARE FIVE PLAYER ARCHETYPES CURRENTLY ACTIVE,
EACH ENTERING FROM A DIFFERENT STARTING POINT:

o L Media & Entertainment Content Producers (including legacy players)
LLLLIL Traditional production houses entering the format with established

narrative capability

Adjacent Content Companies
Platforms with existing Intellectual Property (IP) ecosystems in

audio fiction, written storytelling and regional language content

= 0

Microdrama-First Platform Entrants
New platforms built specifically for the format

EI fa\
|

OTT Distributor Platforms
Large streaming incumbents and content distributors

Independent Content Creators
YouTube creators and influencer-led studios

&
B
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The players mapped below reveal not just where they stand today;,
but how each position relates to competitive pressure:

" X-X-.

SOURCING DISTRIBUTION MONETISATION

Where the How the content How platforms
underlying content is delivered to capture value from
or IP originates audiences consumption

Together, these dimensions provide ways to understand how different player categories are positioning themselves
within the emerging microdrama ecosystem.

STATE OF PLAY | PARTICIPANTS & MODELS

The opportunity is drawing significant interest in short-form entertainment; with each player-category leveraging different models to participate in the Microdrama pie

Player Category

Media & Entertainment Content
Producers (incl. Legacy Players)

Adjacent Content Companies
(audio fiction, media apps, etc.)

Microdrama-First Platform
Entrants

OTT Distributor Platforms

Independent Content Creators

Sourcing
Owned IP,

commissioned scripts

Foreign IP, adapted IP,
creator-led IP

Indian IP, foreign IP,
adapted IP

Indian IP, foreign IP,
adapted foreign IP

Own scripts, fan fiction,
trend-led formats

BUSINESS MODEL

Distribution

Syndication to platforms,
selective own-channel
distribution

Own platforms

Own dedicated
microdrama apps

Own OTT platforms

Democratic platforms
(e.g., YouTube Shorts,
Instagram Reels)

Monetisation

Licensing fees, fixed
commissions

Ads, subscriptions, bundles

Episode unlocks,
micro-payments,
subscriptions, ads

Subscriptions, AVOD,
hybrid models

Platform ad revenue,
creator funds, brand deals

Representative Examples

U

BaLajl

Pocket FM

\ \ .
Reel Saga FlickTV . DashReels
™ emafon
miniTV
SN—"

Various independent creators
(groups & individuals) on (I

KUKU[EY
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AS THE MARKET MATURES, ADVANTAGE WILL SHIFT

The current plurality of approaches reflects market immaturity, not an established state. Over time, advantage is likely to shift toward models that deliver on engagement,
repeatability and unit economics. However, that does not mean formal consolidation is imminent. The market is too nascent for that. But it is likely to mean some approaches will
begin to look more viable than others.

NEAR TERM PLAY | VIEW ON SECTOR EVOLUTION

Different player types will pursue distinct market pathways — from capturing new customer segments to extending core capabilities and leveraging opportunistic momentum

PLAYER CATEGORY OUTLOOK (HIGH-LEVEL)

Media & Entertainment } Will emerge as capital-light content suppliers to microdrama platforms, using brand trust and storytelling depth to
Content Producers ‘ capture mass-market audiences, with select OTT integrated players pursuing vertical plays for cross-platform synergies
Adjacent Content Companies > Will set the early rules of the game, leveraging audience adjacency and VC backing to define microdrama's pricing,
(audio fiction, media apps, etc.) ) promotion, and monetisation benchmarks before larger players fully engage

Microdrama-First } Will drive the most experimentation — and the most churn — as global entrants, VC-backed startups, and legacy
Platform Entrants ' platforms converge, ultimately yielding a small number of scaled winners from a crowded, fast-pivoting field

OTT Distributor } Will move selectively but with conviction — smaller players expected to act early while large incumbents will hold back
Platforms until product-market fit is established, consistent with the global OTT consolidation trend

K

Independent } Will consolidate into creator networks to build scale and monetisation leverage, with content strategies tilting toward

Content Creators ‘ high-volume, low-cost formats driven by actor and creator affinity over production value
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The industry has not yet reached product-market fit. But that does not mean the decision-making context is opaque.
As global precedents are read alongside early Indian market signals, some signs of success are beginning to come into view.

If India follows a similar trajectory, the variables shaping outcomes will become easier to read. In that setting, platforms that

succeed will do so not by accident, but because they made clearer decisions earlier.

AS PATTERNS EMERGE, BETTER DECISIONS BECOME POSSIBLE

KEY SUCCESS FACTORS OF THE INDIAN MICRODRAMA MARKET

As the ecosystem matures, playbooks will converge around common success factors. Differentiation will increasingly come from localisation and Indianisation, with each player
pursuing its own thesis

What This Means

Seconds ' Performance is driven by hook density, completion and

Define Success emotional payoff per second - not narrative depth or polish

Portfolio, Not Outcomes are probabilistic; individual IP success is volatile
Hit-Driven
Active, Gamified Viewing is lean-in, binge-led, and progression-oriented

Consumption

One Size Does Unlike China & certain western markets, India is a much more
Not Fit ALl diverse pie, with meaningful cultural & language differences
Monetisation Users tolerate monetisation only when it feels embedded

Must Be Native

What Winners Should Do

Engineer content for instant hooks, fast pacing, and cliff-driven progression.
Invest early in trend analytics & analytics driven content creation.
Monetisation propensity is understood to be higher for "deep” viewers
over “horizontal” explorers.

Run microdramas as an IP factory with portfolio discipline, not hero titles.
Develop thematic content portfolios, instead of high investment in
individual titles & Adopt a fail-fast model with viewer cohort level
targeted content. Focus on a Trends-x-Viewer Cohort Matrix.

Design streaks, episodic arcs, and reward loops to drive repeat behavior.
Build app & narrative hooks that reward streaks behavior.

Invest in regional content early on and focus on localization of key
elements like “culture” & “language” by geography.

Reduce monetisation friction by mapping various monetisation
pathways to your target viewer cohort behaviour.
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THE STAKE DEPENDS ON WHICH GAME IS BEING PLAYED

The scale of the opportunity may be broad, but its application is not uniform. The strategic question for a legacy production house is not the same as that of an OTT
distributor or a creator-led studio. The market exists independently of any one category. But the category should ideally determine how one engages with it.

6.03.2018 Friday

BUT WHY While Microdramas are clearly a large opportunity, their relevance
THIS MATTERS and value will vary materially by your legacy business model

- W

.

il & \ iy
| " istock » ? ~
-~

Credit: gerenme

PLAYER Independent Media & Entertainment Content OTT Distributor Adjacent Content Companies
CATEGORY Content Creators Producers (incl. Legacy Players) Platforms (audio fiction, media apps, etc.)

Microdrama is eating the Microdrama is a structural Microdrama is actively pulling Microdrama is the natural next

audience's attention, and early consumer habit shift, already younger audiences off layer, deepening wallet share,
WHY THIS movers will capture retention, outpacing film revenues in China, platforms, and as global completing the content loop from
MATTERS visibility, and monetisation and the IP land grab is already competitors close the bundling audio to community to commerce,
FORYOU streams that traditional underway, making inaction a window, the cost of waiting will and rewarding first movers before

short-form content will find missed franchise moment, not a exceed the cost of acting scaled players wake up

difficult to capture safe wait

032018 Friday
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THREE DECISIONS THAT SHAPE OUTCOMES

Early-stage markets are inherently difficult to plan for, given the high
degree of uncertainty, changing market dynamics, and evolving
investment conviction.

That said, a closer examination of the broader entertainment industry |.
and global microdrama markets highlight a set of business variables that
will determine outcomes.

In these formative stages, strategies will be shaped by thinking across
three core dimensions:

Players who align effectively across all three will be best positioned to navigate the early volatility and unlock

®

WHO ARE YOUR CUSTOMERS?

®

HOW DO WE THINK ABOUT CONTENT?

Your current customer demographics
define your most credible target market &
the content themes you invest in.

Our structured viewer-cohort
segmentation (shown in the following
slides) can help guide your thinking and
determine your key markets.

Content strategy must start with clearly
defined viewer cohorts, and be deeply
Indianized to resonate with the mass
market.

Our 3 Tier content model can help you with
clarity on macro-level localization for the
Indian market, combined with micro-level
customization to distinct viewer cohorts.

@ m
‘as Identifying and capturing the relevant audience segments

CONTENT

Building scalable, differentiated IP that serves the viewer cohort,
not the category

MONETISATION

Developing revenue models that are cohort-specific by design,
not by accident

long-term value

©,

AND HOW DO WE MONETISE?

Monetisation works best when matched to
viewer cohorts - not applied uniformly.

Our Monetisation Pathways framework can
help you define friction-free channels for
each customer cohort — driving smoother
journeys and stronger monetisation.
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CUSTOMER STRATEGY: DEFINE THE COHORT BEFORE THE MARKET DOES

Any customer strategy must begin with a structured segmentation of India’s large and heterogeneous audience base, followed by a clear
identification of the core viewer cohort. In the early stages of market development, traction is most likely to come from audience segments
that are closest to a platform’s existing capabilities and reach.

A structured segmentation across five variables, namely gender, geography, age, life stage and income level, reveals seven distinct viewer
cohorts, each with different content preferences, platform habits and willingness to pay.

WHO ARE THE CONSUMERS? | BDO MODEL FOR TARGET MARKET

To guide “customer thinking”, BDO India’s viewer cohort framework breaks down the 300-500M audience into actionable target segments

OUR THINKING | VIEWER COHORT MODEL INPUTS

THE VARIABLES

Our model considers 4 high-impact
variables (with 12 sub-choices) to cover
the Indian demographics. Key Variables:

Variables
Gender

Geography

Age/Life Stage

Income Level

THE BROADER COHORTS THE CORE7
A permutation-based analysis generated Based on a reductive analysis, the 7
64 distinct viewer cohorts across all key cohorts (presented on slides that
variables and sub-options. These were follow) were determined to guide
Options subsequently filtered to eliminate: structured strategic thinking
Male, Female = Structurally Unlikely cohorts

Tier 1, Tier 2/3
Student, Early Career,
Early Family, Family

High, Medium, Low,
Unemployed

(theoretically impossible)

Practically Unlikely cohorts
(improbable in real-world contexts)
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»

SEGMENT

Urban Gen-Z

Mass Gen-Z

Urban Affluent

(Early Career)

Mass Working

(Strivers)

Family Anchors
(Stable Earners)

Unemployed Male

Home Maker

14

CUSTOMER STRATEGY: DEFINE THE COHORT BEFORE THE MARKET DOES

WHO ARE THE CONSUMERS? | BDO MODEL FOR TARGET MARKET

KEY VARIABLES

Tier 1- Student - M/F

Tier 2/3 - Student - M/F

Tier 1- Early career -
Med-High income

Tier 1/2/3 - Early career -

Med-Low income

Tier 1/2/3 - Family -
Med-High income

Tier 1/2/3 - Male -
Low income

Tier 1/2/3 - Female -
Low income

DESCRIPTION

Digital, experimental,
low loyalty

Value-driven, vernacular,
emotional

Time-poor,
quality-focused

Habit-driven, hook-led
Stability-driven,
repeat viewers

Time-rich, volume-heavy

Highly loyal, emotional

ARPU POTENTIAL

Low-Medium

Low

Very High

Medium

High

Low-Medium

Medium

MARKET SHARE

Medium 30-50 Mn
High 45-75Mn
Low-Medium 8-13 Mn
High 50-80 Mn
Medium 50-80 Mn
Low-Medium 5-8 Mn
Very High 100-160 Mn
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CONTENT STRATEGY: BUILD FOR THE COHORT, NOT THE CATEGORY

The target viewer cohort will shape the broader content strategy. Insights from global microdrama
platforms, combined with the historical evolution of content strategy in India’s entertainment industry,
point to a three-tier framework for evaluating and structuring content plays:

Content Structure: Content must first align with ®  Short, high-trequencyepisodes

typical microdrama formats: = Strong early hooks at a rapid pace

= Cliffhangers and binge loops

Without this, even a strong IP will falter in the format

India Specific Adjustments: While early

experiments involve re-release of foreign IPs,
sustainable scale requires true localisation, = Language - Hindi + regional depth
not surface edits:

= Cultural fit - societal norms, emotional triggers

= Themes - archetypes that resonate (family, aspiration, revenge, romance)

Early growth may come from imported IP - but long-term success will be locally built

Micro Thinking = Structure + localisation is necessary — but insufficient
Model(s): = Breakout success comes from designing content for a sharply

defined cohort, not for every segment in the Indian audience
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This framework provides a lens for systematically assessing how content should be developed, positioned and scaled within the emerging microdrama ecosystem

HOW DOES ONE THINK ABOUT CONTENT? | 3 TIER CONTENT MODEL

Target cohorts must anchor all content thinking. While the following outline key considerations, the right choices will ultimately depend on the nuances of your target market

CONTENT STRUCTURE

What (broadly) defines microdrama content

Jita Maximise

= * * * u EMOTION x
End
start Instant Hook High Emotional Density Cliff Hanger (~90 Seconds) } ESS;:LLIJT%X
The first 5-10 seconds Maximise emotional density, driving The episodes must end with d
should define the “hook”  minute-by-minute twists by layering a “compulsion to continue” per secon

positive and negative emotions for peak payoff

INDIA SPECIFIC ADJUSTMENTS

But current content will have to correct for

X A
Indian Culture & Society + —_— + GBTJ Indian Language(s) + SEE— + ‘EQ;‘ Indian Theme(s)

MICRO THINKING MODEL(S)

India specific adjustments are just the first layer; cohort specific micro adjustments will define success. Following is an example of a model that can guide thinking

) A rigorously maintained trend-tracking matrix that maps signals at a cohort level. This enables the content
Trends x Cohort Matrix } team to stay ahead of the curve with targeted, insight-led choices — rather than defaulting to reactive,
me-too commissioning.
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MONETISATION STRATEGY: OWNED BY PRODUCT, NOT FINANCE

As with content, the monetisation strategy must also be cohort specific. Different

audience segments exhibit distinct price sensitivity, engagement intensity and Free content drives discovery and scale; premium episodes,
willingness to pay. A model that extracts value efficiently from an urban, Freemium story arcs, or early access formats are gated behind payment.
high-income cohort will actively destroy retention in a price-sensitive This works best when the free tier is substantial, and not just
audience. a gateway to paid features.
The landscape of available monetisation mechanisms is wide but o ) ) o
differentiated. Six core pathways account for all viable Qsers pay for individual EPISOdES.OIj story bundles, enabling grarlular monejtlsatlon
s . . tied directly to consumption. This is the most common model in global microdrama
iriadels lin SrilS caregony: pay-per-viewipay:par<eplsede markets — each unlock keeps viewers engaged in much the same way the format
itself does.

This refers to the proprietary digital tokens that users purchase to unlock content. Gamified
In-app Currency consumption decouples the psychological cost of payment from individual decisions and increases
monetisation flexibility. This is how the Chinese market largely operates.

Revenue through pre-rolls, mid-rolls, or branded integrations. Works at scale with price-sensitive audiences.
Ad-supported s : ; ! - ;
Performance may be limited when applied to shorter content or in contexts where interruption tolerance is low.

Lo Recurring payment for unlimited or tiered library access. This prioritises retention and depth of engagement over episodic
Subscription-supported monetisation. It creates predictable revenue but requires a content library deep enough to justify commitment.

Fan E Direct viewer-to-creator value transfer through tips, paid interactions, live sessions or exclusive access. It is therefore
an tconomy easier to build for creator-led platforms than for institutional ones.

A combined analysis of viewer cohort characteristics and monetisation pathways provides directional guidance on which models are most likely to resonate with
specific audience segments. The matrix below maps cohorts against monetisation pathways, offering a structured lens for thinking about revenue strategy that begins

with the audience, not the mechanism.
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And How Does One Monetise? | Monetisation Pathways

Monetisation in microdramas is not one-size-fits-all. The Monetisation Pathways framework aligns monetisation archetypes to BDO's viewer cohorts, reflecting
cohort-specific behaviour and willingness to pay. Brief rationales have been presented for “high" rated fitments.

Persona Name

Urban GenZ

Mass GenZ

Urban Affluent

(Early Career)

Mass Working

(Strivers)

Family Anchors

(Stable Earners)

Unemployed Male

Home Maker

Freemium

00O

|_JOX®

(Quality-seeking; Trial-first)

0O

00O

(Low income; High consumption)

(Low risk; Habit formation)

MONETISATION PATHWAYS MATC

Pay per View/Episode

0O

L_JON@)

(Time-poor; Convenience-led)

00O

00O

00O

In-App-Currency

| _JOR®

|_JOR®;

0O

0O

00O

L _JOX®)

Ad Supported

(Incl. Brand Integrations)

(Time-rich; Ad-tolerant)

(Price-sensitive; Scale-driven)

0O

(Routine viewing; Ad acceptance)

| JON@)

(Time-rich; Volume-heavy)

00O

Subscription
Supported

|_JON®

|_JOR®

(Predictability; Low friction)

0O

(Continuity-driven; Household viewing)

| JON@)

(Continuity-driven; Household viewing)

Fan Economy

00O

OO

0O

L_JON@)

00O

00O

(Emotional attachment;
Character affinity)
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THE DECISION COMPASS: FROM ARCHETYPE
TO STRATEGY

While archetypical models provide structure, they are a starting point, not a destination. Success in this market requires integrating the specifics of competitive positioning, existing
capabilities and the chosen playing field into a coherent strategy. The following decision framework is designed to enable integration. Rather than advocating for a universal solution,
the aim is to ensure that strategic decisions are made with clarity and intent.

WHAT DOES THIS MEAN FOR YOU? | ONE SIZE DOESN'T FIT ALL

Archetypical models provide structure, but execution success depends on who you are, how you are set up, and where you compete. The following Thinking Model integrates
these factors into the strategy through a key-questions framework

CURRENT PLAY

What are the customer, value-chain
and operational dynamics?

STRATEGY

Target cohort determines
archetypical strategy

This is further nuanced by resources
& structural factors

TARGET MARKET

Based on the current play - what is the
target market?

Note: The above model is a simplified framework. An ideal strategy recommendation requires detailed analysis of multiple variables to
determine synergies, attractiveness & potential.
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CONCLUDING
REMARKS

Microdrama has quickly become the defining theme in media today, with players across the
ecosystem racing to market.

While early movers enjoy a real advantage, new markets like this are always at risk of being
shaped by following the crowd rather than a disciplined and deliberate strategy.

This piece aims to cut through the noise and bring structure to the opportunity — providing

a clear lens on how to approach, prioritise, and make an impact in this market.
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