N\ \
& ujivari UPSC & STATE PCS CURRENT AFFAIRS a1 cort -

UPSC & STATE PCS CURRENT AFFAIRS - UJIYARI.COM

EDITORIAL ANALYSIS

Rethinking the TV Ad Cap in a
Streaming Age

= BUSINESS STANDARD

2 &

CURATED & WRITTEN BY

Bharat Choudhary

UPSC Educator & Content Creator

MY linkedin.com/in/epicbharat

ALSO FROM THE CREATOR

BharatNotes Advertise with Ujiyari

E vt ADVERTISE
Free UPSC notes, MCQs, PYQ analysis. 100% E Reach thousands of UPSC aspirants daily.

Free.
8 epicbharat@gmail.com
bharatnotes.com —

N -

Rethinking the TV Ad Cap in a Streaming Age 1/8


https://www.linkedin.com/in/epicbharat/
https://www.linkedin.com/in/epicbharat/
https://bharatnotes.com/
https://bharatnotes.com/
mailto:epicbharat@gmail.com?subject=Ad%20Enquiry%20%E2%80%94%20Ujiyari
https://ujiyari.com/

\\ \
& ujivari UPSC & STATE PGS CURRENT AFFAIRS

Rethinking the TV Ad Cap in a Streaming Age

= Business Standard 6 June 2026 GS2 GS3

Source: ujiyari.com — Free UPSC & State PCS Current Affairs

5’ INTERVIEW ANGLE

"When a regulation made for one technology era survives into another, who should fix it, the
regulator, the courts, or Parliament, and how do we avoid regulating yesterday's market?"

Source: Original editorial »  Business Standard

(® Every fact web-verified against primary sources

WHY THIS MATTERS NOW

A court has upheld the TRAI cap of 12 minutes of advertising per hour on television, a rule built on
assumptions from the pre-streaming era. With viewers migrating to OTT and broadcasters squeezed, the ruling
reopens a bigger question: what happens when regulation outlives the market it was written for? For an
aspirant, this is a clean GS2 (regulatory bodies, governance) and GS3 (economy, technology disruption) case on

technology-neutral regulation and the role of regulators versus courts versus Parliament.

THE CRUX IN 60 WORDS

TRAT’s 12-minute-per-hour TV ad cap was framed when television was the dominant, near-captive
medium. Viewers have since moved to OTT, which faces no such cap, creating a regulatory asymmetry that
can constrain investment without serving consumers. The fix is not simply to scrap the cap but to revisit it on

evidence and make regulation technology-neutral, with built-in periodic review.
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THE ISSUE, DECODED

ELEMENT WHATIT IS WHY IT MATTERS

TRAI Telecom Regulatory Authority of India Set the advertising cap

The cap 12 minutes of ads per broadcast hour The rule under challenge
Regulatory asymmetry Different rules for TV vs OTT Same content, different treatment

Technology-neutral regulation  Rules that do not depend on the medium  The principle the case points to

THE ANALYSIS: WHY THE CAP IS CONTESTED

® outdated premise. The cap assumed a captive TV audience; a multi-screen, on-demand world has

dissolved that assumption.

2 Regulatory asymmetry. OTT platforms face no equivalent cap, so the same content is treated
differently by medium.

® Investment effect. A cap mismatched to reality can reduce content investment without delivering

the intended consumer benefit.

® The consumer counterpoint. Television remains widely watched, especially where streaming

access is limited, so some protection still has value.

DATA AND INSTITUTIONS VAULT

the Telecom Regulatory Authority of India (TRAI), a statutory body established under the TRAI Act,
1997; appeals go to the Telecom Disputes Settlement and Appellate Tribunal (TDSAT). The rule: a
cap of 12 minutes of advertising per hour of television broadcast. OTT regulation: streaming falls
largely under the IT Rules, 2021 and the Ministry of Information and Broadcasting, not the TV advertising
cap. Principle: technology-neutral regulation treats like services alike regardless of the delivery
medium. Broader debate: convergence of telecom, broadcasting and internet under frameworks like the

Telecommunications Act, 2023.

THE DEBATE

Argument to retain the cap: Television remains widely watched, especially in homes without reliable

streaming, and the cap protects viewers from advertising overload.
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Argument to revisit it: The cap reflects a vanished market, creates asymmetry with OTT, and constrains a

declining medium without clear consumer benefit.

The balanced verdict: Neither blanket retention nor abrupt removal. Revisit on evidence, pursue parity
where TV and OTT genuinely compete, and adopt technology-neutral rules with periodic review so regulation

tracks the market.

HOW TO THINK ABOUT THIS (TRANSFERABLE SKILL)

Many regulatory debates are really about whether the assumptions behind a rule survive technological
change. The strong move is to ask: what world was this rule written for, and does that world still exist? If not,
the answer is not always to scrap the rule but to redesign it to be technology-neutral. This lens applies to data,

broadcasting, gig work, and platform regulation alike.

DIAGRAM-IN-WORDS

Cap written for captive-TV era -> viewers migrate to OTT (no cap) -> asymmetry -> TV
investment constrained without consumer gain. The fix: revisit on evidence + technology-

neutral rules + periodic review -> regulation tracks the market.

THE WAY FORWARD

O Revisit the cap on current viewing evidence, not legacy assumptions.
© Ensure parity across television and OTT where they genuinely compete.
L) Adopt technology-neutral regulation that protects consumers regardless of medium.

o Build in periodic review so rules do not freeze a moment in time.
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THE TAKEAWAY BOX

“Regulation must keep pace with technology, or it ends up protecting nothing and constraining everything.”

Examine via the TV ad cap and the shift to streaming. (250 words)

“A rule written for a captive audience cannot govern an age of choice; regulation that does not evolve protects

nothing and constrains everything.”

TRAI (TRAI Act, 1997) - TDSAT (appellate tribunal) - 12-minute ad cap - OTT under IT Rules 2021 -

technology-neutral regulation - Telecommunications Act 2023.
When a rule outlives its era, who should fix it, the regulator, the courts, or Parliament?

Connects to GS2 PYQs on regulatory bodies and GS3 on technology and the economy; probable forward

question is the technology-neutral-regulation framing above.

static GS2 on statutory regulators and quasi-judicial tribunals; GS3 on the digital economy and convergence.

Sources: Business Standard, TRAI, Ministry of Information and Broadcasting

Source: Rethinking the TV Ad Cap in a Streaming Age — Ujiyari.com | Free UPSC & State PCS Editorial
Analysis

® KEY ARGUMENTS AT A GLANCE

A court decision upholding TRAI's 12-minute-per-hour television

advertising cap rests on assumptions framed in the pre-streaming

era; as viewers migrate to OTT and broadcasters face intense new
competition, the cap risks constraining a declining medium
without serving its original consumer-protection purpose.

v SUPPORTING
* The cap was conceived when television was the dominant, near-captive medium; that
premise no longer holds in a multi-screen, on-demand landscape.

* Broadcasters depend heavily on advertising revenue and now compete with OTT

platforms that face no equivalent cap, creating a regulatory asymmetry.

* A cap that no longer matches market reality can reduce investment in content without
delivering the consumer benefit it was meant to provide.
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A COUNTER

Defenders argue the cap still protects viewers from excessive advertising on a medium that
remains widely watched, especially in households without reliable streaming access, and

that removing it could worsen the viewing experience.

— WAY FORWARD

Revisit the cap through evidence on current viewing, ensure regulatory parity across
television and OTT where appropriate, and design technology-neutral rules that protect
consumers without entrenching outdated assumptions.

PRACTICE TODAY'S QUIzZ

& Take the 6 June 2026 Quiz —

Aé_‘% MAINS ANSWER FRAMEWORK

QUESTION

"Regulation must keep pace with technology, or it ends up protecting nothing and constraining

everything." Examine in the context of the TV advertising cap and the shift to streaming. (250 words)

INTRODUCTION

A regulation is only as good as the market reality it reflects. A court upholding the television advertising

cap raises a larger question: what happens when a rule outlives the world it was written for?

BODY

The Telecom Regulatory Authority of India’s cap of 12 minutes of advertising per hour on television was
framed on assumptions dating to the 1990s and reinforced in subsequent years, when television was
the dominant and near-captive medium and viewers needed protection from advertising overload. That
premise has eroded.

Audiences have migrated to OTT and streaming, which offer on-demand viewing and face no
equivalent cap, while broadcasters, heavily dependent on advertising revenue, compete in a
fragmented, multi-screen market. The result is a regulatory asymmetry: the same content faces different
rules depending on the pipe it travels through.

A cap that no longer matches reality can constrain investment in television content without delivering
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the consumer benefit it was designed for. Yet the counter-view has force, television remains widely
watched, especially where streaming access is limited, and unconstrained advertising could degrade
that experience.

The resolution is not simply to scrap the cap but to revisit it on evidence, pursue technology-neutral
regulation, and ensure parity where television and OTT genuinely compete. The deeper lesson is that
regulators and lawmakers must build in periodic review so rules track technology rather than freeze a

moment in time.

CONCLUSION

Regulation must evolve with the market it governs. The advertising cap should be re-examined on
current evidence and made technology-neutral, so it protects consumers without protecting an

outdated model of how India watches.
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