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Mostof theUnionBudget
2026-27readasexpected,but
onesectionstoodoutbeyond
itsusual readership.
Theanimation,visual

effects,gamingandcomics
(AVGC)sector featuredinthe
documentwitha~250crore
allocationforAVGCcontent
creator labs, signallinga
policypushtowardsaseg-
ment thathas longsatat the
edgesofofficial recognition.
Theproposedlabsare to

berolledoutacross15,000
secondaryschoolsand500
colleges,with implementa-
tionsupport fromtheIndian
InstituteofCreativeTechno-
logies inMumbai.Folded
intothecreative,or ‘orange’,
economy, theemphasiswas
firmlyonskilling, talent
pipelinesandexpandingpro-
ductioncapacityacross the
creative industries.
Whatremainsharder to

organise iswhatcomesafter
production.Questionsof
ownershipacrossmultiple
platforms,andofwhethera
createdworkcansustainrel-
evanceandcommercial life
beyondits initial release,
tendtosurface later inthe
valuechain,oftenafterscale
hasalreadybeenachieved.

Wherethevaluesits
This iswhere intellectual
property,or IP,comes in. It
refers to theownershipof
characters,narrativeuni-
versesor formats thatallow
thoseproperties tomove
acrossmedia,productsand
time, remainingcommer-
cially relevantbeyonda
singlerelease.
Globally,ownership

rather thanmerecontentcre-
ationcarriessignificant
economicweight.Thechar-
acter licensing industry is
estimatedtogeneratemore
than$300billionannually
worldwide.HelloKitty,cre-
ated in1974byJapan’s
Sanrio, for instance, isesti-
matedtogeneratearound
$4-5billionannually, largely
throughconsumerproducts
rather thanscreen-ledfran-
chisecycles.

Omnipresent
Indiahasnever lackedAVGC
characters.Theyhave
appearedacrosscomic
books,afternoontelevision
slots,animatedblocks,
dubbedseries,cinemahalls
and,morerecently,OTTplat-
forms,makingrecognition
widespread.Butcommercial
depthremainedlimited

becausecharacterswerebuilt
for reachrather thanreturns.
Theytravelledwidely,but
rarelybeyondtheiroriginal
formats, functioningmoreas
cultural references thanas
propertieswith long
commercial lives.
“Indiahistoricallybuilt

familiarity,butnot fandom-
ledconsumption,”said
DeepeshKothari,vice-presi-
dentofAmarChitraKatha,
whichpublishes Indian-
themedcomicbooksbuilt
aroundmythologicalaswell
ashistoricalcharacters–
fromtheRamayanaand
Mahabharata toAkbarand
Gandhiandfictional favour-
itessuchasShikariShambu.
Theearly focus,hesaid,was
access—reachinghouse-
holdsacross languagesand
incomegroupsata time
organisedretailandlicensing
infrastructurebarelyexisted.
Thatapproachhelped

buildscaleandtrust,but it
alsomeantcharacterswere
rarelyconceivedwith long
commercial lives inmind.
“Theecosystemrequiredto
monetise IPatscalewas
largelyabsent,”Kothari said.
“Licensingneverdeveloped
asaprofessionaldiscipline,
retail remainedfragmented,
andstories largelystayed
wheretheywereborn.”
That legacyof trustand

reach,Kothari said, isnow
beingrepurposedasorgan-
isedretail, e-commerceand
digitaldiscoveryhave
expandedinIndia,allowing
older IPs toextendbeyond
print intoproducts, formats
andpartnerships.

Wherestoriesstalled
Fromanindustry-wideper-
spective,character IP inIndia
oftenstruggles to translate
whenstoriesareexpectedto
moveacross formats, said
AjiteshSharma,presidentof
theIndianComicsAssoci-
ation.Theworld’s largest
franchises, suchas the
MarvelCinematicUniverse,
henoted,didnotbeginas
spectaclesbutevolvedgrad-
ually,oftenstarting incomic
booksandbeingallowedto
agebefore theywerescaled.
Indiamissedmuchof that

conversionwindowthrough
the1990sandearly2000s,
Sharmanoted.Comicsdid
notreliablybecomegames,
gamesdidnotbecomefilms,
andstories rarelyrenewed
themselves,evenasrecogni-
tionendured.
Theimbalance isvisible

globally.TheNetflixsuper-
naturalhorrorserialStranger
Things, for instance,hasgen-

eratedmorethan$1billion in
cumulativemerchandiseand
licensingrevenuesince its
launch,accordingto indus-
tryestimates.Muchof that
valuehascomenot fromnew
episodesbut fromdemand
acrossconsumerproducts
andliveexperiences, includ-
ingthemedeventsand
immersive fanexhibitions.

Fandomwithout
follow-through
Consumerbehaviourrein-
forcedthepattern,Sharma
said.Comicsandgameswere
longtreatedas indulgences
rather thanenvironments to
inhabit,withparents tolerat-
ingthembutrarelyencour-
agingdeeper immersion,
whilevideogameswere
activelydiscourageduntil
theriseofesports.
But thentheworldofdis-

tributionbeganshifting:
Railwaystationbookstalls
disappeared, independent
bookstoresshutandlarge-

formatretail shrank,narrow-
ingthephysical spaceswhere
characterswerediscovered.
Therewasalsoacreative

ceiling.Muchof India’schar-
acterecosystemwasbuiltpri-
marily forchildren,Sharma
said,whichallowedit towork
earlyonbut limited itsability
togrowwithaudiencesover
time.Bycontrast,American
superherocharactersare
continuallyreinterpreted,
withnewwritersandartists
reshapingthemacrosssuc-
cessivecomicrunsandadap-
tations, so thecharacters
growwiththereaders.
Fromalicensingperspec-

tive, theconstrainthasbeen
lessaboutdemandandmore
aboutrange, saidGaurav
Marya,chairmanofLicense
India,an industryplatform
focusedonbrandlicensing,
merchandisingandIPmon-
etisation.Whilecharacter
licensing inIndiahasgrown
inrecentyears, ithasbeen
builtaroundasmallnumber

ofproperties, limitinghow
valuemultipliesover time.
For licensingtocompound,
thesameIPneedsto
reappearacrossmultiple
productcategoriesandprice
pointsover time,allowing
consumers toreturnto it
repeatedlyrather than
encounter itonce.
“Theissue isnotwhether

licensingworks,”Maryasaid.
“It’s thatwedon’tyethave
enoughIndian-originIPs
createdwith licensing, retail
andconsumerproducts in
mindfromtheoutset.”
Headdedthatwhilecon-

tentcreationinIndiahas
scaledrapidly,monetisation
throughlicensing is rarely
built into IPsat thecreation
stage, restrictinghowfar
characters travelbeyond
theirfirst format.
MaryasaidmanyIndian

companiesstilldonotview
theirownbrandsandchar-
actersas licensableassets,
whichcontinues to limit the
depthanddiversityof India’s
licensingecosystem.

Capacityfirst
This is theterraintheBudget
isnowactingon.
Governmentandindus-

tryestimatessuggest India
willneedclose to twomillion
AVGCprofessionalsbythe
endof thedecade,drivenby
gaming,whichhasemerged
as the largest revenueearner
withinthecluster,with
India’smarketestimatedat
$6billion in2025.Skilling
initiativesare
likely toexpand
thetalentpooland
productioncapac-
ity,butquestions
aroundownership
andhowtobuild
valueremainunre-
solved.
Whatremains

structurallyunder-
built, industry
expertssaid, is the
layerbetweencre-
ationandvisibility,where
marketing,publishingand
early lossesdetermine
whethernewIPsevergetseen
enoughtoendure.

Learningfromrepetition
Somenewstudiosare
approachingthatgapcau-

tiously,watchingwhereIP
alreadyappearstoholdbefore
decidinghowtobuildit.
AtNewDelhi-basedOmoi

Studio, founderAditya
Gangulybegannoticing
character-ledbusinesses
overseas that remainedvis-
iblewithoutrelyingonfilms
orseries.Onereferencepoint
wasCrybaby,apouty, teary-
eyedcharacterbuiltascol-
lectibles,ownedbyChinese
designer toycompanyPop
Mart,whichalsoownsIPs
suchasLabubu,awide-eyed,
sharp-tootheddollwithexag-
geratedfeatures,andMolly,a
childlikefigurewithover-
sizedeyesandafixed,
expressionlessgaze.
Designedprimarily as

physical collectibles, these
characters circulate through
blind-box toys–mystery
packages–PopMart’s retail
stores, onlineplatformsand
licensedconsumerproducts
rather than throughfilmsor
television. “What stoodout
wasn’t scale,”Ganguly said.
“Itwashowoftenpeople
wereencountering the same
characters.”
Thatobservationshaped

howOmoiapproached its
first IP.Rather thanbegin-
ningwitha showornar-
rativeuniverse, the studio
beganwithadigital product,
withcharactersdesigned to
sit quietlyonauser’sdesk-
topduring theworkday.
Omoi’sfirst set of characters,
calledOdies, arebeing
developedacrossdigital

products,
gamesand,
eventually,
collectibles,
with the
studio test-
ingwhether
familiarity
canbebuilt
throughrep-
etition rather
thanspec-
tacle.
It remains

anearly experiment. “You’re
absorbingcostsbeforeyou
knowwhether theattach-
mentwill deepen,”Ganguly
said.Theattempt sits some-
wherebetween legacy IPand
massentertainment– likea
test case forhowcharacter
ownershipmightbebuilt

incrementally.

Owning thearena
Formany Indianstudios, the
harder shifthasbeen
moving fromexecution for
globalplatforms toowning
the systemsandaudiences
thoseplatformsdependon.
Not everyone is

approaching ownership
through characters.
NODWINGaming, one of
the country's largest esports
and gaming companies and
a key organiser of competi-
tive gaming tournaments
andbroadcasts, frames
ownership less around indi-
vidual titles andmore
around formats. “While the
world oftendefines gaming
IP as ownership of the
underlying game—the
software and its code—we
define it as the community
and the arena,” saidNishant
Patel, senior vice-president.
Games are inherently

hit-driven, Patel said,
while formats tend to
endure longer. NODWIN’s
focus has therefore been
on building events, broad-
casts and platforms that
can travel across titles,
rather than on developing
a single breakout game.
The Budget, he added,

strengthens the front-end
of the ecosystemby pro-
posing allocations for
expanding talent and pro-
duction capacity.What
remainsmore fragile is the
go-to-market risk, particu-
larly the capital required to
ensure that new IPs are
seen, sustained and are
able to compound over
time.

Remaining gaps
Thepicture remains incom-
plete, however. TheBudget
hasmoveddecisively on
capacity, but ownership is
still beingworkedout
unevenly across the eco-
system,with studios experi-
menting at different points
in the value chain.
One test is the time it

takes for recognition to turn
into revenue. If that gap
remains unaddressed, new
IPs risk stalling after pro-
duction, repeating a cycle
where scale arrives faster
than stayingpower.
India does not lack

output.What remains
uncertain iswhich char-
acters, formats orworlds
will stay in circulation long
enough to be owned,
renewed and compounded
over time.

Crybaby is acharacterbuilt as collectibleswhose IP is
ownedbyChinesedesigner toyfirmPopMart

After FY27Budget, the
unfinishedbusiness of IP
TheUnionBudget backs skilling across animation, gamingand comics. But
creators and studios confront ahardquestion:whoownswhat comesnext?

In comparison
India’s licensing market isn
nearly 2% of Pokémon’s
lifetime value
India’s animation sector isn
6-7% of MCU’s box office
PopMart alone is nearlyn
the size of India’s entire
character licensing
ecosystem
India has 500mn+n
gamers, but captures only

about 2% of global
gaming revenue
India represents less thann
1% of global licensing
retail sales
Global animation is 200xn
larger than India’s
animation industry
India contributes welln
under 1% of global
animation value

Mind the
global gap
IP ownership strength
(in $ bn)

Sources: Newzoo; Licensing
International; FICCI–EY M&E
Report; AJA Anime Industry
Report; KOCCA; Box Office
Mojo; Pop Mart Annual
Report (2023).

Gaming Licensing Animation/
character
industry

us 48 170 100
Japan 22 30 25
China 45 20 15
south 8 5 5
Korea
Canada 4.5 3 5
India 3.5 1.8 2
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