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ABSTRACT 

Micro dramas—short episodic video narratives delivered in short episodes of 1–3 minutes—have rapidly 

transformed from an experimental storytelling form into a viable content and monetization model. India with its 

expanding digital infrastructures, booming short -form video (SFV) ecosystem, high mobile penetration, 

growing appetite for regional content, and diverse linguistic landscape micro dramas present significant 

opportunities for the digital economy. This research paper-based on secondary data sources analysing and 

evaluating the potential of micro dramas in India and their impact on entertainment monetization pathways 

(advertising, subscriptions and commerce), creator economies, culture, regulatory dimensions, and consumer 

behaviours. Findings suggest that while advertising will dominate revenues in the short term, micro-payment 

models and commerce integration could significantly expand the market by 2029. Policy recommendations 

include strengthening copyright enforcement, incentivizing regional content, and enabling micro-payment 

ecosystems. This paper concludes that micro dramas can become not only a digital entertainment phenomenon 

but also a driver of India’s creator economy and broader digital economy. 

Keywords: Micro Dramas, Short-form Video, Digital Entertainment, India, China, Creator Economy, OTT, 

Mobile-First Content. 

1. INTRODUCTION 

The evolution of digital entertainment has been characterized by continuous shifts in content formats, 
consumption behaviors, and monetization models. The global rise of short-form video (SFV) has reshaped how 
audiences consume stories, with platforms such as TikTok, Douyin, Instagram Reels, and YouTube Shorts 
normalizing snackable, mobile-first content. Within this larger shift, micro dramas—bite-sized episodic 
narratives of 1–3 minutes each—are emerging as the next frontier of storytelling. 

Unlike traditional short videos focused on humor, music, or trends, micro dramas offer serialized storytelling 
optimized for limited attention spans. By combining addictive cliffhangers with rapid episode drops, they foster 
habitual engagement cycles, making them attractive for both audiences and advertisers. China has already 
demonstrated the economic viability of this model, with platforms integrating subscriptions, advertising, and 
commerce into micro-drama ecosystems. 

India presents unique conditions for the rise of micro dramas. With 969 million internet subscribers (TRAI, 
2025) and one of the lowest mobile data costs globally, India is a mobile-first nation where entertainment is 
increasingly driven by smartphones. The average monthly data consumption per user has crossed 32 GB 
(Ericsson, 2025), reflecting the dominance of video streaming in digital activity. Moreover, over 300 million 
short-form video users (Redseer, 2024) engage daily with platforms like Instagram Reels, YouTube Shorts, and 
indigenous apps such as Moj and Josh, creating a massive ready audience for serialized micro narratives. 

Beyond infrastructure, India’s linguistic and cultural diversity could act as a multiplier for micro dramas. While 
China’s content ecosystem has largely consolidated around Mandarin, India’s 22 official languages and 19,500+ 
dialects create opportunities for hyper-localized storytelling that appeals to regional and vernacular audiences in 
Tier-2 and Tier-3 markets. This differentiation may allow India to pioneer a more decentralized and diverse 
content model. 

The format also aligns with India’s socio-cultural media consumption habits. Historically, Indian audiences 
have embraced serialized storytelling through television soaps and daily dramas, which dominate broadcast 
schedules. Micro dramas can be understood as a digital evolution of the “soap opera” tradition, condensed for a 
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mobile-first generation with shorter attention spans. This cultural resonance may accelerate adoption, as users 
are already familiar with episodic narratives that build anticipation. 

Economically, micro dramas have the potential to contribute to both the formal media and entertainment sector 
and the informal creator economy. For large platforms, they present a new monetization avenue beyond 
advertisements, with opportunities for subscriptions and e-commerce integrations. For independent creators and 
small production houses, they lower barriers to entry, enabling low-budget yet scalable storytelling. This dual 
role makes micro dramas not just an entertainment innovation but also a vehicle for digital economic 
participation. 

At the same time, challenges remain. Monetization in India is heavily advertising-dependent, with limited 
consumer willingness to pay for content subscriptions compared to Western or Chinese markets. Content 
regulation under the IT Rules (2021/2023) and disclosure norms under ASCI guidelines impose compliance 
costs that small creators may struggle with. Furthermore, India’s fragmented OTT ecosystem raises questions 
about discoverability and scalability of micro dramas in a crowded digital market. 

This paper addresses these dynamics by comparing India’s emerging micro-drama industry with China’s mature 
ecosystem, analyzing monetization pathways, and projecting revenue growth scenarios for 2025–2029. In doing 
so, it highlights the economic significance, cultural implications, and regulatory considerations of micro dramas 
for India’s digital entertainment future. 

2. LITERATURE REVIEW: 

⮚ Daxue Consulting (2025) values the Chinese micro-drama market at USD 5.3 billion, with revenues 
diversified across advertising, micro-pass subscriptions, and e-commerce integration. Platforms like Douyin 
and Kuaishou have pioneered monetization via low-cost subscription bundles and shoppable storytelling, 
fostering a high-frequency engagement cycle. 

⮚ Redseer (2024) reports that 300M+ Indians actively engage with short videos, averaging 30 minutes daily 
usage. EY-FICCI (2025) highlights that digital media is the largest advertising segment in India, capturing 
46% of total ad spend. However, rapid growth has also triggered regulatory tightening over content quality 
and disclosures. 

⮚ India’s diversity (22 official languages, 19,500+ dialects) makes regional-language content a significant 
growth driver. Studies suggest vernacular content garners higher engagement in Tier-2 and Tier-3 cities, 
market micro-dramas could capitalize on. 969 million internet subscribers, 95% 4 G coverage and world-
leading data consumption i.e. 32 GB per user per month create fertile ground for video-first formats. Short-
form video platforms like Instagram Reels, YouTube Shorts, Moj, and Josh already command 30+ minutes 
of daily engagement per user, making India primed for narrative-based micro dramas. 

⮚ The Information Technology Rules (2021, amended 2023) impose obligations on digital platforms for 
content moderation and transparency. The advertising Standards Council of India guidelines (2023, updated 
2025) regulate influencer and branded content disclosure, impacting ad-driven monetization. 

Gaps remain regarding how serialized micro content might evolve uniquely in India. This study builds on 
comparative analysis to bridge that gap. 

3. RESEARCH METHODOLOGY 

This study adopts a secondary data analysis approach, synthesizing insights from industry reports (EY-FICCI, 
Redseer, CRISIL, Daxue Consulting, TRAI, GSMA, Ericsson), consulting studies, and market projections. 
Scenario modeling is used to project India’s potential micro-drama revenue from 2025–2029, focusing on three 
monetization pathways: ad-supported streaming, micro-pass subscriptions, comparative analysis of China vs. 
India ecosystems. projection modeling for India’s revenue streams (advertising, subscriptions, commerce) 
2025–2029 and qualitative policy review of regulatory frameworks. Comparisons with China’s ecosystem 
provide a benchmark for India’s potential trajectory. 
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4. FINDINGS: 

Table 1: Comparison of China vs. India Micro Drama Ecosystems 

China (Mature Market) India (Emerging Market) 

Market Size (2025) USD 5.3 Billion) < USD 100 Million (nascent) in 2025 

Douyin, Kuaishou, iQIYI are the primary platforms. 
Primary platform are YouTube Shorts, Instagram 
Reels, Moj, Josh. 

Monetization models’ trends in China are Ads, micro-
pass subs, e-commerce 

Ads dominant; subs/commerce nascent is the 
monetization models. 

Mandarin + dialects are main contents language. 
Content languages in India are 22+ languages and 
regional focus 

Strict state control and approvals required in Chaina IT Rules 2021/23, ASCI guidelines only in India. 
Subscription + Commerce is revenue drives in China Advertising (primary) is the main sources in India. 

Sources: Author’s projections based on EY-FICCI (2025), CRISIL (2025), Redseer (2024), Daxue Consulting 
(2025), eMarketer (2025), TRAI (2025), GSMA (2024–25), and Ericsson Mobility Report (2025). 

 
Source: Researcher projections based on EY-FICCI, CRISIL, Redseer, Daxue Consulting,eMarketer, TRAI, 
GSMA, and Ericsson. Revenue assumptions are based on CAGR (15%) aligned with India’s digital ad and 

micro-pass subscription modeled at 30% to 40%. 

The comparative analysis and revenue projections highlight India’s distinct trajectory relative to China: 

1. Advertising-led Growth (2025–2027): Digital advertising will dominate, supported by India’s rapid shift 
toward mobile-first video ads and brand collaborations. 

2. Emergence of Micro-pass Subscriptions (2027–2029): As consumers grow accustomed to low-cost micro-
payments (via UPI), episodic micro-pass subscriptions are projected to contribute ~30% of revenues by 
2029. 

3. Commerce as a Growth Catalyst (Post-2027): Inspired by China’s Douyin, commerce-linked storytelling 
will expand through “tap-to-buy” features. While small initially, it may reach ~20% of revenues by 2029. 

4. Structural Differences with China: India’s linguistic diversity and fragmented OTT ecosystem present 
both challenges and opportunities, with regional-language micro dramas likely to become a key 
differentiator. 
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5. Policy and Infrastructure Enablers: Affordable data, widespread smartphone penetration, and robust 
payment infrastructure support growth. However, compliance with IT Rules (2021/2023) and ASCI 
guidelines may impose operational challenges. 

6. Economic Implications: By 2029, the market could exceed USD 450 million, with significant spillovers for 
advertisers, production houses, and local creators, strengthening India’s digital economy and regional 
creative industries. 

Policy Recommendation: 

1. The Ministry of Information & Broadcasting could provide incentives and grants for regional language 
micro-drama production to encourage vernacular content creation. 

2. Strengthening digital copy enforcement mechanism under IT rules to ensure creator revenue protection. 

3. Policies encouraging creator training, digital literacy, and incubator programs for small production houses. 

CONCLUSION 

Micro dramas represent a promising frontier in India’s digital entertainment industry, shaped by rising mobile 
engagement, affordable connectivity, and cultural demand for regional contents. While China provides a 
successful model, India’s growth will be uniquely defined by its multilingual landscape, digital payment 
adoption, and regulatory frameworks. Policymakers, platforms, and creators must collaborate to balance 
innovation, regulation, and cultural diversity to fully unlock this potential. 
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