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The one who walks the path of
struggle changes the world...

I had read these lines somewhere, and | would like to say the same for our film
industry. The past few years have been times of intense struggle for the Indian
Media & Entertainment sector. COVID-19 rained a flurry of problems and
challenges all over the world.

But we never gave up.

With our utmost hardwork and dedication, we continued to produce films, web
series, digital programs and music, and remained on our path to make our
industry self-reliant.

I'm happy that today India’s media and entertainment sector is flourishing
worldwide. The industry’s value is likely to touch INR2.3 trillion by 2024. The
extraordinary digital achievements of our country have made this possible.

Today, people in every corner of the country, whether in cities or villages,
have smartphones. Using these smartphones, they are now able to access
OTT, TV, YouTube, Instagram, Facebook, Twitter through which they can watch
all kinds of content, including films, sports, news, music and more.

And people’s desire to watch ever more content is increasing all the time.
What's also growing is their desire to watch content related to the culture of
our country.

When | was in school and used to watch English films, | was convinced that
if superheroes existed, they could only be foreigners. And that only an
international/ foreign power could save the world from war and destruction.

It's today that we have come to understand/ realise the value of the treasures
that are in our books like the Panchatantra, the Amar Chitra Kathas and

all our heroic historical stories! A treasure never valued, never appreciated
enough.

The content, which is being made in India today, makes us feel proud to tell
the stories of our heroes, scientists, and mighty superheroes to the world. The
world is impatient for the stories of India.

Our technology also has made such advancements, that whether it's VFX or
animation, we are right up there with the best.

We have waited for long and now, our time is here.
| hope this informative report will tell you how fast we are progressing.
| feel so proud!

Jai Hind!
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Television to Mobile to Metaverse.
Watch. Interact. Immerse.

After two tumultuous years of unprecedented global crisis, uncertainty

and personal losses, the ever - resilient Indians bounced back and how. As
the M&E sector stepped in to educate, inform and entertain, time spent

on entertainment, news and sports was higher than ever. Seamlessly
integrated into our daily lives, every home actively interacted with some or
the other part of M&E across multiple screens, to relax, to work or to study.
Our lives have admittedly changed permanently.

TV became connected and interactive, films released online, news went
hyper-local, 390 million Indian gamed online, over 150 billon songs were
streamed, subscription OTT scaled to 40 million households, and digital
media cemented its position as the second largest segment of Indian M&E.

In doing so, digital and other technologies played a large role - and
. consequently, changed the power equation in favour of consumers.
Sanjay Gupta Consumer data became the crux for all decision making, and media
. . companies started to take more and more data-backed decisions. The
Chairman, FICCI Media and media company of yesterday became the media-science company of today.

Entertainment Committee
The M&E sector had de-grown 24% in 2020 but rebounded with a 16%

growth to reach INR1.6 trillion, just 11% short of its 2019 pre-pandemic
numbers. Except for cinema advertising, all segments of the M&E sector
grew in 2021, though experiential segments - like events and films - are
yet to get back to normal. What's more, the sector should reach and exceed
its pre-pandemic levels in 2022 itself.

Also, the year saw an explosion in the Indian creator economy where more
than half a million bloggers, vloggers, content creators, artists, educators,
musicians, influencers etc were actively posting content on their various
social media channels to directly build an audience around their niche.

Another success story is the large growth in content support that India’s
animation and VFX segment provides leading global content studios. This
combination of technical know-how and creativity could propel Indian
stories and storytellers on to the world stage powering the ‘Make in India
and Show the World" mantra.

We have only just begun to reimagine life in the Metaverse - where our
digital and physical lives converge; a world with infinite creativity, a world
that connects people without geographical barriers.

The hyper-adoption of a digital ecosystem, an endless supply of creative
and technically skilled workforce, governmental focus on ease of doing
business and sectoral winds of consolidation - all point towards a supply
pool capable of fuelling global content needs.

|
All the momentum and tailwinds are likely to hurtle the Indian M&E sector

Jyoti Deshpande to INR2.3 trillion by 2024.

Co-Chairman, FICCI Media and On behalf of FICCI we wish to thank everyone who has contributed towards
Entertainment Committee making this report rich and insightful.
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That unigue Indian consumer,
yet again.

India has always been a different kind of media and
entertainment market. High on volume and low on ARPU, yet up
top with the rest on technology and ahead of the pack when it
comes to digital adoption.

We love quantity and bundles; but we pay for value. We are
amongst the top smartphone markets; and a large feature
phone base. We subscribe to global OTT platforms; yet binge
on YouTube and watch free satellite TV. And we are thirsting
for curated knowledge and escapism, while creating millions of
pieces of content each day ourselves.

Technology has led to the democratization of M&E in India -
content is now created for the people, by the people and of the
people. The flow of consumer data provides rich and real-time
insights on what the consumer likes and dislikes, when where
and how it is being consumed, and whether the price-points are
appropriate.

Never have Indian consumers been more powerful in
determining what content and experiences are produced, when
and where they need to be delivered, and how they need to

be marketed. This report aims to provide an insight into the
changing M&E needs of Indian consumers and what the sector
can do to embrace them.

We hope you enjoy reading this report as much as we enjoyed
putting it together for you. We are certain you would find this
report to be insightful.
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M&E sector 2021: Key trends

Indian M&E sector grew 16.4% in 2021 to reach INR1.61 trillion

787 685 720 759 826

Television

Digital media 221
Print 296
Online gaming 65
Filmed entertainment 191
Animation and VFX 95
Live events 83
Out of Home media 39
Music 15
Radio 31
Total 1,822

235
190
79

72

53
27

16

15

14
1,386

All figures are gross of taxes (INR billion) for calendar years | EY estimates

The Indian M&E sector recovered by 16.4% to INR1.61
trillion (US$21.5 billion), still 11% short of pre-pandemic
2019 levels, due to the second wave of COVID-19 which

impacted the April - June quarter

While television remained the largest segment, digital
media cemented its position as a strong number two

segment followed by a resurgent print
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303
227
101
93

83

32

20

19

16
1,614

385
241
120
150
120

49
26
21
18
1,889

537
251
153
212
180

74
38
28
21
2,320

CAGR 2021-2024

5%
21%

3%
15%
32%
29%
32%
25%
15%

9%
13%

We expect the M&E sector to grow 17% in 2022 to reach
INR1.89 trillion (US$25.2 billion) and recover its 2019
levels, then grow at a CAGR of 11% to reach INR2.32
trillion (US$30.9 billion) by 2024




Analyzing the INR227 billion growth

Segment growth 2021 Vs 2020
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Except for in-cinema advertising and TV subscription, all The share of traditional media (television, print, filmed
M&E segments grew in 2021 entertainment, OOH, music, radio) stood at 68% of M&E

. o
Digital media grew the most at INR68 billion and sector revenues in 2021, down from 75% in 2019

consequently, increased its contribution to the M&E
sector from 16% in 2019 to 19% in 2021

Media and entertainment 11




Segmental performance in 2021

Television - Television advertising grew 25% to end
2021 just 2% short of 2019 levels. Subscription

revenue continued to fall for the second year in a row;
experiencing a 6.2% de-growth due to a reduction of six
million pay TV homes and a fall in consumer-end ARPUs.
Connected TV sets, however, increased to 10 million

Digital advertising - Digital advertising grew 29%

to reach INR246 billion. In addition, advertising by
SME and long-tail advertisers reached INR117 billion.
Included in these revenues is advertising earned by
e-commerce platforms of INR55 billion, which is now
16% of total digital advertising

Digital subscription - Digital subscription also

grew 29% to reach INR56 billion. 80 million paid

video subscriptions across almost 40 million Indian
households generated INR54 billion, an amount which
is around 50% of broadcasters' share of TV subscription
revenues. Due to a plethora of free audio options, just
three million consumers bought music subscriptions,
generating INR1.6 billion

Print - Advertising revenues grew 24% in 2021, though
ad rates remained subdued. Subscription revenues saw
a growth of 12% on the back of recovery in direct to
home and newsstand sales as well as rising cover prices.
Corporate sales, metro circulation and English dailies
remained under stress, though the situation seems to be
improving

Online gaming - Despite people going back to work as
the effects of the pandemic receded, and regulatory
uncertainty, the online gaming segment grew 28% in
2021 toreach INR101 billion. Online gamers grew 8%
from 360 million in 2020 to 390 million. Real money
gaming comprised over 70% of segment revenues

Film - Despite capacity restrictions during the year, over
750 films were released in 2021, as compared to just
441 releases in 2020. Over 100 films released directly
on streaming platforms, too. The segment grew 28%,
but remained at half its 2019 levels

Animation and VFX - At 57%, this was the fastest
growing segment in 2021, as content production
resumed, service exports increased and the industry
adopted virtual production

Live events - The segment grew 20% over an extremely
depleted base, primarily due to the relaxation of event
curbs in a few states and increase in vaccination rates;
however, revenues were just 40% of 2019 revenues. It
appears that pure digital events are here to stay: they
have been adopted across several product and service
categories

12 Media and entertainment

OOH - OOH media grew 27% but remained at 50% of
2019 levels. Capacity utilization improved towards the
end of 2021, but rates remained challenged. We expect
it to regain 2019 levels not before 2024

Music - The Indian music segment grew by 24% in
2021.90% of revenues were earned through digital
means, though most of it was advertising led, there
being around only 3 million paying subscribers.
Performance rights witnessed a recovery and grew by
89% once lockdown restrictions were lifted

Radio - Ad volumes recovered 29% over 2020 but are
still 6% behind 2019 volumes. Ad rates fell 13% on
average and recovery will only be seen once daily travel
resumes fully and the retail sector recovers. Many radio
companies are looking at alternate revenue streams to
make good the differential

Advertising growth again
outperformed the Indian GDP

M&E sector Vs nominal GDP growth

30%
’ 25.4%

20% / 19.4%
16.4%

10% | ——

0%
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-10%
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-30%
Nominal GDP = Advertising revenues
(%growth, y-o-y) (%growth, y-o-y)
M&E sector

(%growth, y-o-y)

Nominal GDP is for financial years | Growth (Basic data): First Revised
Estimates, NAS dated 31 Jan 2021 and Advance Estimates, NAS dated 26
February 2021, NSO, MoSPI | M&E data is for calendar years

In 2021, when India's GDP grew 19%, advertising
recovered 25%

The M&E sector recovered just 16% as consumers’
subscription spend remained impacted by COVID-19
across film, events and television

Advertising was just 0.32% of GDP in 2021




Advertising grew 25% in 2021

Segment 2019 2020 2021
Television 320 251 313
Print 206 122 151
Radio 31 14 16
Cinema 8 2 1
OOH 39 16 20
Total traditional 604 404 500
Digital 191 191 246
Total 795 595 746

INR billion (gross of taxes) | EY estimates
Note: The above numbers exclude live events, online gaming and animation
and VFX segment revenues

At INR746 billion, advertising recovered to just 6%
below 2019 levels

While digital advertising grew INR55 billion, the highest
growth was in television advertising of INR62 billion,
followed by a growth of INR29 billion in print

TV + digital + print = 95% of ad
spends

Ad revenue by segment

0 o
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32%
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26%
24%
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TV  mDigital ®Print Others

EY estimates | Excludes event segment revenues and SME and long-tail digital
advertising

TV remained the largest earner of ad revenues in 2021,
contributing 42% to the total

Digital advertising increased to 33% of total advertising
in 2021, from 24% in 2019 (excluding SME and long-tail
advertising)

Together, television + digital contributed 75% of all
advertising spends

Subscription grew just 2.4% in 2021

Segment . 2019 2020 2021
Television 468 434 407
Digital 29 44 56
Print 90 68 76
Film 183 71 92
Total 770 617 632

INR billion (gross of taxes) | EY estimates

Overall, subscription grew INR15 billion with film, print
and digital showing a combined growth of INR42 billion
while television saw a drop of INR27 billion

Overall, subscription revenues were 18% below 2019
levels due to:

> Lower theatrical revenues as lockdowns and
capacity restrictions impacted film releases

>  Fallin pay TV households and reduced television
ARPUs, and

> Reduction in absolute print circulation, particularly
in metros and for English dailies

Share of subscription reduced from 51.5% of total
revenues in 2020 to 46.5% in 2021

There were over 100 M&E deals in
2021

Deal value and number of deals

118

7
64
101 63
]
2019 % 2021
m Deal value (INR billion) Number of deals

EY estimates based on publicly available information

Most investment was made in digital media and gaming,
with one marquee deal in TV

New media accounted for 86% of the deal volume in
2021

Media and entertainment 13



Future outlook

The M&E sector will grow INR707 billion to reach INR2.3 trillion in 2024

Segment growth 2021 to 2024E

9 5 707
23 18
—
X > & O <
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J
M Increase Total

All figures are gross of taxes (INR billion) | EY estimates

The Indian M&E sector will grow at a CAGR of 13% and
add INR707 billion in three years

The M&E sector has gone medium agnostic

2019 2020 2021 2024E

Video 55% 69% 68% 61%
Experiential 22% 16% 16% 22%
Textual 19% 12% 13% 14%
Audio 4% 3% 3% 3%
Total 100% 100% 100% 100%

Revenue share | EY estimates | Includes related data consumption cost
estimates

Given that video, audio, text and experiences are
available across almost all segments, the M&E sector is
redefining itself across these 4 verticals:

> Video - TV, video OTT, short video

> Experiential - Online gaming, cinemas, events, OOH

14 Media and entertainment

The key contributors to this growth will be digital, films
and television (together adding 65% of the growth),
followed by animation and VFX (14%) and online gaming
%)

> Textual - print, online news
> Audio - radio, music, audio OTT

Video remained the largest earning segment in 2021,
holding on to its gains of 2020 as work-from-home and
school-from-home remained significant for most Indians
throughout 2021

The pandemic-impacted year, 2020, caused a fall in
the share of experiential, but we expect it to recover by
2024

Text has probably seen a permanent loss due to the fall
of print circulation, but will grow its share on the back
of online advertising and print and digital subscription
growth

Audio revenue models remain largely ad supported, and
their revenue share will therefore remain stable




Video trends

Monetization will be driven by both
premium and mass viewers

Customer segment 2020 2021 2024E
Digital only 10 12 30
Tactical digital 49 67 91
Bundled digital 284 309 422
Mass consumers 270 228 63
Free consumers 200 215 250
Total video viewers 803 819 856

Millions of consumers | EY estimates

»  Digital only: consume content only on digital
platforms, do not access television

»  Tactical digital: consume pay TV and at least one
paid OTT service

»  Bundled digital: consume pay TV and generally only
bundled OTT content

»  Mass consumers: consume pay TV and occasionally
may consume some OTT content, usually free

»  Free consumers: do not pay for content

Premium consumers (comprising Digital only and
Tactical digital) will reach 120 million by 2024

The fastest growing segment will be the bundled digital
consumer segment, growing to over 400 million by
2024 as telcos bundle content to justify increasing data
rates

The free consumer base will also grow as progress
continues to spread amongst the over 50 million homes
today which do not have access to television

Connected TV sets will exceed 40 million
Smart connected TVs will exceed 40 million by 2025,
thereby ending the monopoly of broadcasters on the
large screen and leading to around 30% of content
consumed on large screens to be social, gaming, digital,
etc.

The unified interface - whether on app, device, or
platform - will become the new landing page and earn
placement and marketing revenues

!BARC India
2EY estimates

Ill. The 2 x 4 LCO model is inevitable

Vi

The LCO will evolve to provide two wires into each
home - a linear TV connection for live television and a
broadband connection

LCO services will include aggregation of content
(across TV and OTT), data, smart home capabilities and
community social interaction and news

Regional content consumption will increase
The share of regional content will increase to 60% of
television consumption in 2025 from around 55%*

in 2020 and will increase to around 50% of OTT
consumption from 30% in 2020

The need for dubbing, titling, formatting etc. services to
make content mobile will increase

Advertising rates of regional media will increase to get
indexed to the growing per-capita income of regional
markets

Talent shortages will drive up production
costs

As original OTT content grows from 2,500 hours in
2021 to over 4,000 hours in 20242 at a much higher
production cost than television content, television
producers could face a shortage of quality talent

As the talent shortage becomes acute, it will drive up
television production costs, which would need to be
recouped through increased subscription revenues

New content windows will emerge
Monetization will be at the mercy of consumers’
willingness to pay, and unlike international markets,
Indian markets are more heterogenous and need to be
finely segmented

Accordingly, premium SVOD, theatrical, SVOD, bundled
SVOD, satellite, TVOD and finally free television windows
could come into existence for different types of content

Media and entertainment 15




Experiential trends

Online gamers will touch 500 million
Online gaming will continue to grow and reach 500
million gamers by 2025 to become the fourth largest
segment of the Indian M&E sector

The segment will grow across all its verticals viz,
esports, fantasy sport, casual gaming and other games
of skill, but revenue growth will be led by mobile-based
real-money gaming applications across these verticals

Gaming event IP will come into being, in the form of
esports leagues, national online gaming events and
multi-game platforms where gaming will be united with
social interaction and commerce

Online avatars will cross 50 million
Over 70% of the consumption of Indian M&E revolves
around escapism

Products like Second Life which enable people to adopt
avatars and lead a life in virtual worlds they could only
imagine till now will increase in popularity - a trend
already being seen in developed markets with high
quality broadband

This could be one of the most important use cases for
the metaverse in India and we estimate over 50 million
avatars to be created by 2025, leading to an incredible
virtual commerce opportunity

The massification of cinema

Cinemas will evolve into “experience zones" to cater to
top end multiplex audiences who watch movies for their
spectacular experience and to enjoy an evening out with
friends and family - a market we estimate at around
100 million customers by 2025

In addition, a set of lower-priced “cinema products” will
emerge for the next 100 million audiences across the
top 75 cities of India, which will also require a change to
the type of content being produced for these audiences,
and which could even see regional OTT products
releasing in a windowed manner

Premium thematic OOH spaces will be built
More cities in India will develop premium spaces that will
lend themselves to OOH engagement

Mumbai recently announced that it is planning to build
a 'sister city square’ at Bandra Kurla Complex to honour
the relationship between Mumbai and its 15 ‘sister
cities" around the world. The space will act as a cultural
exchange zone and a tourist destination

3EY marketer survey 2022

16 Media and entertainment

Vi

Niche sports will find their mojo in the
metaverse

Sports fans can increase their engagement with live
sports - watching matches from a seat of their choice,
interacting with sportspersons, attending after-match
parties with their friends and watching replays on
demand - all from the comfort of their homes

Innovations in such virtual experiences could be the
boost non-cricketing sports need in India to enable trial
and build stickiness

Revenge “eventing" will drive event
segment revival

The lockdowns and restrictions have taught us all the
need for physical connection

Marketers feel no differently: our survey of 50
marketers had 52% 3of respondents planning to increase
their event spends in the next few years

We expect the events segment to recover pre-pandemic
levels by 2025




Textual trends

Reach of online news will grow

In 2021, Comscore data indicates that online news
had a reach of 467 million as compared to 503 million
smartphones in India; by 2025 we expect this reach to
grow to over 750 million

A majority of this news consumption is now in
vernacular languages - as high as 95% - and we believe
vernacular news portals will see increased penetration
with proposed launch of low-cost smartphones by telcos

Utility of the newspaper will be enhanced
Newspapers will focus on increasing the collection

of local news to create very strong regional products
with multiple editions of extremely high relevance to
audiences - news that national and large digital news
aggregators may not be able to provide

The newspaper will also work towards increasing its
non-editorial utility to readers (to ensure it gets picked-
up and read) by making ads more relevant, enabling
engagement tools and building curated community
experiences

"“Through the day' news brands will emerge
Consumers have stated their preference for news
through the day and accordingly we believe newspapers
will engage digitally with readers through the day from

a breaking news perspective, while the newspaper the
following day will focus on depth, commentary and
analysis

Subscription focus will increase

Cover price growth is critical for the print segment,

in order to reduce the variable loss incurred on each
newspaper printed by most print companies, and India
could see a 25-50% growth in average newspaper cover
prices by 2025

Online subscription models for digital products have
become prolific in 2021 and should keep seeing
increased interest over the next few years

We expect them to follow in the footsteps of the OTT
video segment and adopt mass bundling with data packs
and other online OTT offerings and grow from INRO.9
billion in 2021 to INR5 billion in 2025

Transaction revenues/ margins on both digital and
physical platforms will become critical, enabled by “click
to buy" technology

Audio trends

Video OTT will positively impact the music
segment

Content produced for the video OTT segment will begin
to play a more important role in creating, using and
promoting music - akin to Bollywood's age-old link to
music

We expect the OTT segment to use/ create 500-600
songs each year by 2025

Bundle-mania will drive OTT uptake

So long as YouTube continues to provide music for free,
the paid OTT music sector will struggle to grow; at best
we expect it to reach 7 million paid users by 2024 at

a maximum effective rate of INR1 per day, generating
INR2.8 billion in subscription revenue

While this could lead to consolidation in the music OTT
segment, bundling will grow to generate syndication
revenues

We expect to see music bundled with telco data
subscriptions, e-commerce platforms, digital service
apps etc.

Radio will recover smartly with work-from-
office opening up

Radio, the most affordable of all media for consumers,
will grow extensively once retail outlets come back to
normal levels, events and activations pick up with mall
traffic, and people start going back to work and to
school

Ad rates, however, may take a while to rise - perhaps
only after the SME and retail segment revenues
rebound, but may require ad sales to transform and
provide a multi-media [radio + digital] offering to SMEs

. Branded music will gain acceptance

Brands are using music to engage with consumers
directly on D2C platforms and social media

Integrations could be songs specific to brands, in-video
brand placement, lyrical inclusion, brand ambassador
integrations, musical filters, social audio contests,
signature tunes in ads etc.

We estimate this revenue stream to grow from
INRO.5 billion in 2021 to INR3 billion by 2025

Non-film music will grow its audience base
The lack of film releases in 2020 and 2021 have led

to the growth of non-film music, which we believe has
created a new audience

While non-film music is currently a niche audience, its
growth is expected to pick up - particularly in regional
markets, and this could increase its share to over 30%
by 2025
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Tuning into consumer

Customer is king

There were several doubts on this age-old media
adage, but with the digital revolution India is currently
undergoing, these doubts no longer remain.

Digital media has put enormous choice and power in
the hands of consumers, and Indian consumers have
taken to it in a massive way. From choosing which
stars they want to watch, to which types of content,
across formats, experiences, devices, and price-points
they find comfortable, Indian consumers have never
been more in control of their entertainment and
information.
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M&E companies are re-thinking
business models

consume,

For Indian media companies, it means a re-think of
their business across four core areas:

Content (what needs to be produced and in which
format?)

Distribution (how does content needs to be distributed,
across which media, and using which partnerships?)

Transaction (what pricing will work for consumers,
what windowing strategy, and what other ancillary/
transaction revenue streams are possible?)

Consumer (what are the consumer needs around
escapism and information, which format (audio, video,
text, experience), what price, what type of advertising
will they view, what utility does the content provide and
what talent do they prefer?)

To navigate this shift of power to consumers, media
companies need to look towards strategic and technological
innovation.

We have tried to identify some of the imperatives for
success. However, sometimes, it is not as simple as A, B, C...




Imperatives for M&E success

A Igorithm

Artificial Intelligence (Al) will go back
up the value-chain from just content
recommendations, to custom-
determined pricing, to marketing

intelligence (what images and scenes
to use), to automated content/

story insights on what to produce,

to automated production cost
budgeting, most appropriate star
casting, and even pre-production and
greenlighting.

Data and D2C

D2C will emerge as the top metric for
media valuations, where “ownership”
of consumer data is with the
platform. For brands, too, maximum
media spends would be to garner
first party data. KPIs on campaign
attribution will drive customer
acquisition budgets. 10T will develop
many media use cases — including
around measurement.

Global reach

Indian content has started
performing better in international
markets — and not just with Indian
diaspora. Several Indian films and
series now garner global viewership
on Netflix, Amazon, Zee5 and

Hoichoi. OTT platforms provide
global audiences to Indian creators
and it is up to the Great Indian
Content Factory to create content for
the world.

B roadband bundles

At 795 million broadband
subscriptions, digital infrastructure
is definitely in place. But payment
for content on top of that needs a
rethink. Consumers have for long
been satisfied with bundled content
provided by DPOs, and we expect
ISPs, telcos, and start-ups to bundle
together OTT content from different
platforms to drive further growth.

andheld/
hyper local

Hyper local content on handheld
devices would be priority for global
platforms, music, and news brands.
India loves its regional-ness, and
content now needs to adapt to that.
In addition, “newsjacking” — the
process of adding a viewer's thoughts
and opinions into breaking news
stories viz., piggybacking on trending
news topics to get noticed — will
create significant social interaction.

C onnected TV

Connected TV has crossed 10 million
households today, on the back of

the growth in wired broadband and
technologies like Chromecast and

Firestick. And this in turn has opened
a huge opportunity for content
creators to reach top-end audiences
who have moved viewing time from
traditional TV = by providing non-
traditional content and experiential
products — without having to go
through broadcasters.

FreeDish

Love it or hate it, the consumer has
spoken and cannot do without free
television. Library content and news
have driven its growth to over 40
million households today, but soon
originals and regional content will
get added to the mix. It serves an
audience segment that will always
prefer free access and is not that
bothered around quality.

I nfluencer economy

The digital medium, long criticized

for being low on trust, has bounced
back with trust-based commerce.
Audiences follow creators they trust,
who in turn bring relevant brands to
their notice which are far more liable
to be purchased than from celebrities
they may never have interacted with.
Large media platforms will become
distributors of creator economy assets.
Consumers have clearly shown their
interest in such content, and large
media needs to take heed. With over
200k professional entertainment
creators by 2025, and another 100k
news stringers, creators will build
communities, earn revenues, and
become influencers at the national and
local levels.
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M ulti gaming
platforms
Consumers use gaming in several
ways: for escapism, social

interactivity, recognition of their
skill and the thrill of the unknown

(chance-based games). Skill-based
games would not be nearly enough
for sustained growth, and we expect
that gaming companies will now
expand to provide a wider gaming
experience to consumers.

I)roqrammatic

Industry estimates indicate that
around 40% of India’s digital ad
spend = or around INR140 billion = is
transacted through programmatic
channels. We expect guaranteed
programmatic models to prevail

in the medium term along with
pure programmatic as consumers
consume an ever-widening array of
apps and platforms, many not even
media platforms.
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Move over Hollywood, there is a
genuine competition in content
creators across Turkey, Israel, UK,
Korea, Japan, and many other
countries. Dubbing and subtitling
into several Indian languages will
become the new norm for quality
international content to access Indian
audiences.

N

Digital assets will add-on to physical
assets for a generation which is more
comfortable online than it is offline.
Personal digital museums will generate
social acceptance and be investment

opportunities — just like for today's

art collectors. Blockchain will convert
content and experiences into tradeable
digital assets, build transparency on
royalty payments and incentivize C2C
content sharing. Initial Fan Token
Offerings will fund alternate media
ventures and thereby enable fans to
invest in their favorite talent.

uality of Service
(QoS)

The television distribution industry
struggled with distributed QoS
management for decades — that has
now changed with centralization

and online self-service. QoS may
even trump creative as the key
differentiator across similar products
on experiential, television and digital.

I ikes - Lifetime
value (LTV)

It is no more around only likes on
social and streaming platforms.
Digital media businesses need to
keep investing in content which

attracts and retains consumers
whose LTV will define financial
success.

@TT

With over 40 million households
now willing to pay for OTT content,
the segmentation of India is clear.
The SVOD opportunity exists and
will probably grow to 60+ million
households by 2025. Publishers will
promote dynamic paywalls.

ecommendation
engines

Recommendation will replace
channels and bouquets.




S ocial commerce

The future of commerce is, indeed,
conversational. Social media will
become the next online shopping
destination, eating away share from
pure e-commerce stores in India.

Yo

As the Count said in The BBC's
Dracula, “I knew the future would
bring wonders. | did not know it
would make them ordinary.” As one
of the youngest countries in the
world, with heavy digital adoption,
Indian youth will drive innovation
across everything — content,
experience, pricing, platforms, and
positioning.

Time-shifted

While we are used to time-

shifted viewing on OTT and even
television platforms, we expect this
phenomenon to pervade other M&E
segments — asynchronous event
participation, audio/ radio, online
gameplay etc. However, the key
utility of linear viewing viz., having
common topics for discussion

with friends, would need to be re-
calibrated to enable conversations
across social media.

: Z ero budget
marketing

Zero budget marketing will spur
many digital-only brands who will
create Contech capabilities without
legacy issues, forming a plethora

of investment opportunities for
investors. However, there remains

a gap in India’s early-stage funding
landscape — media needs an Indian Y
Combinator.

l l nited interface (Ul

Content discovery will move to the
united interface — which will reduce
the importance of channel loyalty
and brand loyalty. The Ul will be the
point of content marketing using
recommendation engines.
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Global point of view

In 2022, media and entertainment companies

will experience a familiar landscape influenced

by consumer behavior dynamism, technological
innovation, competitive intensity, and industry
reshaping. Mix in the continuing effects of the
pandemic on business conditions and the workforce,
an inflationary economy, and a charged social and
political landscape, company leaders are steering
through unpredictable terrain. Here are five trends
to watch in the year ahead as the industry works to
reframe its future.

Content distribution gets (more)
complex

Investment in new original content shows no sign of slowing
as we move into 2022. Content is the fuel that drives
consumer interest and engagement across platforms -
streaming, broadcast, and cable networks. How the content
reaches consumers, however, often involves a complicated
decision-making process.

The direct-to-consumer (D2C) pivot will continue to be the
primary strategic priority for the industry in the coming

year. Operators and investors alike are focused on subscriber
growth and retention as the key performance indicators for
services where switching costs for consumers are minimal.
Despite their rapid growth over the last two years, most D2C
services operated by media companies remain unprofitable
and consume cash, devouring resources from the overall
enterprise.

The capital intensity associated with streaming highlights

the importance for media companies to harvest financial
benefits of the linear ecosystem. Even as cord cutting
gradually shrinks the universe of traditional video
subscriptions, broadcast and cable networks remain cash
flow engines. To avoid a dislocated unwinding of the legacy
pay-TV environment and its valuable monthly subscriber fees
and advertising revenues, network owners must continue to
direct fresh content, including sports, to their linear channels
to keep viewers engaged.

In the year ahead, operators (especially those without the
scale or capital resources to go truly “all in"” on streaming
today) will be faced with challenging decisions around
programming their streaming platforms to drive growth,
while also remaining profitable but structurally declining
linear businesses to generate cash flow. This is a tricky
balancing act.

Acting on these decisions will require sophisticated modeling
and disciplined business planning that spans creative and
executive priorities to achieve an optimal mix of growth and
financial outcomes.
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Simplified and customized
experiences take center stage

In 2022, consumers will continue to seek out unique
experiences and ubiquitous access to entertainment
content. Companies that solve the discoverability puzzle and
aggregate content in a more intuitive and accessible way will
rise to the top.

Consumers expect effortless interactions throughout the
end-to-end customer journey, from sign-up to usage and
billing. Accordingly, we will see more companies participating
in the streaming value chain. Network owners, broadband
providers and connected TV manufacturers will be taking
steps to simplify, optimize and integrate layers and
compatibility tools across platforms to improve the user
experience.

Content discovery is becoming increasingly difficult for
consumers as they bounce between streaming services
searching for new series and old hits among the avalanche
of available programming. Tech-savvy companies that
harness valuable viewership data to give customers more of
the content they want will enjoy a competitive advantage.

In 2022, streamers playing catch-up will refine their
recommendation engines based on demonstrated subscriber
preferences and usage history, and tailor their marketing -
in-platform and over external channels - to make consumers
aware of all the viewing options.

Bundling can also enhance the consumer experience.

The scaled digital-native streamers provide a variety of
integrated offerings to their video subscribers - shopping,
gaming, devices, and other digital services. Media companies
with diversified businesses or innovative partnerships with
third parties - including in the digital asset arena (e.g., non-
fungible tokens, also known as NFTs) - will aim to create
their own “flywheels"” that provide a portfolio of offerings to
their streaming subscribers, driving new sign-ups and adding
stickiness to the D2C revenue model, extending the life of
the customer relationship.

A deep lineup of desirable programming is table stakes for
the streaming game. In an environment where consumers
are juggling a growing collection of services and switching
costs are low, media companies need to deliver an
experience that keeps subscribers connected and engaged.




Movie night will return to the
theatre

The effects of the pandemic on the movie business have
been severe. Cinema owners struggled to remain open as
moviegoers stayed away because of virus concerns and
limited availability of fresh film product. While the emergence
of the Omicron COVID-19 variant is adding uncertainty, there
are signals pointing to a constructive path forward for the
box office in 2022.

In 2021, 13 films grossed over $100 million according to
Box Office Mojo, down from over 30 in 2019. Nonetheless,
results in 2021 indicated an enduring audience appetite

for “blockbuster” features as reopening across the country
gained steam, prompted in part by the distribution of
effective vaccines. Looking ahead, a robust slate of long-
anticipated tentpole movies should help drive the recovery in
theatre admissions.

A change that will hold in 2022 is the abbreviation of
exclusive theatrical window to approximately 45 days and,
for some mid-size films, a day-and-date release approach
that enables consumers to view new movies in the theatre
or at home. After a difficult series of negotiations between
theatres and studios, the movie industry appears to have
aligned on an approach that preserves the attributes

of theatrical window while acknowledging the reality of
streaming popularity.

The shorter first-run window will allow studios and theatres
(and creative talent) to reap the benefits of successful major
releases - namely the huge ticket sales that take place on
opening weekends and the following several weeks, plus the
ability for studios to leverage marketing spend in support of
a film's premiere into future distribution windows, specifically
fast-following D2C availability.

NFTs have entered the media chat

Excitement is building around NFTs as a vehicle for media
companies to expand engagement with their content and IP
and may provide a future monetization model as the market
matures.

Early adopters are purchasing NFTs linked to sports, art,
collectibles and more, acquiring one-of-a-kind digital
assets that are easily tradable and whose ownership and
authenticity are recorded via blockchain technology.

To join the action, media companies are forming
relationships with NFT technical specialists and marketplaces
to develop offerings that enable consumers to participate

in an entirely new way with their favorite characters,

movie and TV show scenes and other content. NFTs allow
media industry players to create cross-platform consumer
interactivity anchored in proven IP and to build new
communities by extending the consumer relationship into
emerging digital areas.

In 2022, the media and entertainment industry will
undertake plenty of NFT innovation and experimentation.
The economic return of these efforts is unclear; today,
NFT projects in the media and entertainment space

are essentially marketing investments meant to power
engagement and to access fans - especially those active
in crypto - eager to deepen their association with popular
content. In the future, media companies could generate
royalty income related to secondary sales of NFTs...
perhaps in transactions tied to activities taking place in the
metaverse.
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M&A remains a popular item on the
menu

Over the last 12 months, the media and entertainment
industry saw the biggest players execute on a variety of
transactions - landscape-shifting megamergers, bolt-on
acquisitions of smaller studios including properties located
in international markets that produce localized content,
targeted deals for niche IP assets that can be leveraged to
create fresh programming, and innovative joint ventures
meant to accelerate global streaming growth on a capital-
efficient basis.

In 2022, the consolidation of studios and networks will
continue as companies seek to build content, capabilities
and scale needed to battle the digital-native behemoths who
reap the benefits of tremendous financial and operational
advantages.

After deal headlines fade, management teams will face a
heavy lift of integration, right-sizing and realigning front
office operations, IT systems and corporate infrastructure
to achieve ambitious efficiency goals. Cost savings realized
through integration will fund future growth investment and
boost profits, a key objective as the industry transitions
from the stable, high-margin linear world to a streaming
ecosystem that drives less-profitable revenue (for now).

Robust conditions in private and public capital markets are
enabling companies to sell non-core businesses and other
corporate assets that no longer fit their evolving growth
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strategies or capital allocation priorities. Accordingly, asset
divestitures will be a key trend in 2022 as well. Activist
investors will play a role in some of these transactions,
serving as another catalyst for change.

The media and entertainment industry has always been a
whirlwind of strategic activity as companies build, renovate,
and tear down business portfolios in response to market
developments, and 2022 will be no different. These five
trends indicate that the media industry is poised for another
year of exciting change, as companies drive innovation,
tackle new challenges and capture opportunities to position
themselves for growth.

John Harrison
EY Americas Media & Entertainment Leader
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Television

Television segment grew 5% in 2021

Segment 2019 2020 2021 2022E, 2024E
Advertising 320 251 313 344 394
Distribution 468 434 407 415 432
Total 787 685 720 759 826

INR billion (gross of taxes) | EY analysis

Television advertising grew 25% in 2021, recovering
from a 21.5% drop in 2020, just 2% short of 2019 levels

Ad recovery was volume-driven for most of the year,
with an average of 3% rate growth

Subscription revenue continued to fall for the second
year in a row; it experienced a de-growth of 6.2% mainly
due to a reduction of six million pay TV homes and a fall
in consumer-end ARPUs

Connected TV sets, however, increased to 10 million

Time spent on TV fell 8% from 2020 levels and was
slightly lower than 2019 levels for Hindi speaking
markets

While television households will continue to grow at 1%
till 2025, we expect growth to be driven by connected
TVs which could cross 40 million by 2025 and free
television which could cross 50 million, thereby stressing
the core pay television market

Subject to implementation of ad caps and regulatory
restrictions on pricing, we expect television revenues to
grow to INR826 billion by 2024

We expect the LCO business model to be hybrid: a linear
TV wire + a broadband connection for providing efficient
content services, broadband connectivity, smart home
services and locality/ community services

LTRAI
2TRAI
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Reach

Number of television channels
reduced marginally to 906

_ September 2020 September 2021

FTA 584 558
Pay 327 348
Total 911 906

MIB website; TRAI

Pay channels increased by 21, while free-to-air (FTA)
channels reduced by 26, which reflects a move by
broadcasters to build stronger subscription revenue
products through bouquets

62% of channels were free-to-air as compared to 64% in
2020!

News channels comprised 43%? of total channels

The number of distribution platforms
remained stable

December 2020 September 2021

MSO 1,702 1,745
DTH 5 5
HITS 1 1
MIB website

MSO registrations increased by 3% during 2021 to reach
1,745

The Indian market is serviced by four pay DTH providers
and one free DTH provider as of 2021

Operating platforms include Dish + VideoconD2H+, Tata
Play, Airtel, Sun Direct and FreeDish

InCable continues to operate the lone HITS service - NXT
Digital




Television consumption

There were 164 channels on DD Overall, time spent on TV decreased
FreeDish in 2021 8% over 2020
ove oo
December 2018 80 1,604 1,614 1731 1,591
O
December 2019 104 1010 1.007 1,087 979
December 2020 161 504 608 643 612
December 2021 164
' 2018 2019 2020 2021
Prasar Bhart Universe HSM =e=South
As of February 2022, DD FreeDish hosted 164 channels BARC | Sum of weekly AMA (in billion) | Wk1 to Wk52 (Wk53 for 2019)
including 91 Doordarshan channels (comprising of 51 . . '
educational channels launched during the pandemic) Overall impressions dropped 8% over 2020 levels with people
and 73 private channels? moving back to work in 2021 and were lower than overall

2019 levels as well
The FreeDish service also delivers All India Radio's

audio programming content of around 48 satellite radio While Hindi speaking markets (HSM) saw a 10% drop, south
channels* markets dropped by 5% in 2021
Four large broadcast networks, Star India, Viacom18 Viewership of south markets remained higher than their 2019
Media, Zee Entertainment Enterprises and Sony Pictures levels, while HSM viewership was lower than 2019 levels
Networks India, who had pulled-out their content from .
DD FreeDish from 1 March 2019, made a comeback on Only two reglonal |anguaqe$
DD FreeDish during 2020 to capitalize on advertising increased in viewership in 2021
revenues and stayed on the platform through 2021,
though news articles indicate that they are again ~45% — Others
planning to quit the platform in 20225 -36% m— BhOjpUri
-24% Gujarati

Interviews with dealers of FreeDish indicated that the
demand for customer premise equipment had increased
in 2021

-20Y% =——— ASSamese
-15Y m— \|ultiple
-12Y = Pynjabi
-12% e Fnglish
-11% s Hindi
-0y, e Malayalam
-8% Total
-6% mmmm Oriya
-4% =mm Telugu
-4%mm Tamil
-2% = Kannada
Bangla =m 3%
Marathi e—12%
BARC | change in aggregated weekly AMA 2021 vs 2020 | EY analysis
Marathi and Bengali were the only two languages to witness
a rise in their total minutes of viewing
Bhojpuri was the most impacted with a fall of 36% followed
by Gujarati and Assamese
Hindi television, the largest language by viewership, lost 11%
In terms of genres:
> Reality television ratings were on average lower than
previous years, as impact properties failed to deliver
> Hindi movie channel viewership was down due to fewer
o o new film releases
Zﬁﬁﬁé@ﬂiﬁ.ﬁjrjﬁggvgr”e/!’g,gﬁngz? tluploads/2021/12/Genre-wiserlist-of- » Infotainment and English channels continued their

“Prasar Bharti struggle from 2020
Shttps://www.exchange4media.com/media-tv-news/big-4-broadcasters-likely-to
pull-out-their-hindi-gecs-from-dd-free-dish-118922.html
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Advertising

TV advertising revenue grew 24.6%° Almost all categories increased
spends on television

TV advertising revenues Product Category Category Growth in
3198 categor contribution| contribution spends
' 312.8 gory 2020 2021 P
FMCG 51% 46% 13%
250.9
E-commerce 11% 18% 93%
Education 4% 6% 93%
Auto 6% 5% 20%
Telecom 8% 4% -32%
Household a% a% 19%
durables
2019 2020 2021 Real estate
and home 3% 3% 55%
INR billion (gross of taxes) | EY analysis improvement
Banking,
TV ad revenue in 2021 recovered to just 2% below 2019 financial 2% 3% 70%
Ievels services,
insurance
The recovery was mainly volume driven, though certain Others 11% 11% -
pockets like regional entertainment, news and sports did
Total 100% 100% 25%

witness rate growth as well towards the end of 2021
Pitch Madison Advertising Report 2021
Ad volumes grew 21% in 2021 ,
46% of ad spends on TV were contributed by FMCG,
which remained the largest category to advertise on

" television

S 257 .

25 245 54 244 - 259 E-commerce was the largest contributor to revenue
§ § growth, contributing 43% of the absolute growth

E g 7 211 It was followed by FMCG and education which

8 & 36 contributed 26% and 14% of the absolute growth

5 .

z 01 Q2 03 04 respectively

(Jan-Mar) (Apr-June) (Jul-Sep) (Oct-Dec)

=e=2020 2021 Advertising monies moved towards
TAM AGEX regional channels
Ad insertions were significantly higher YoY in the first
three quarters of 2021, before dipping marginally below Fall in Hindi language pay TV viewership resulted in
the 2020 number in Q4 increased CPRPs for advertisers, while CPRPs for

Tokyo Olympics 2020, Euro 2020, ICC Men's T20 World regional channels remained constant in 2021

Cup which were all originally scheduled for 2020 were Accordingly, many advertisers increased their share
held in 20217 of spends on regional TV products - regional channels
(836 hours/ channel) received 26% more ad volumes

Th tained thin ad vol tly led t . .
€ sustained growth In ad volumes consequently fed to than national channels (664 hours/ channel) in 2021°

an average rate growth of 3% for the year®

°EY estimates; BARC; TAM AdEX

72020: A rollercoaster ride for the broadcast industry,” Exchange4Media, https://www.exchange4media.com/media-tv-news/2020-a-rollercoaster-ride-for-the-broad-
cast-industry-109883.html, accessed 10 Feb 2021

8EY analysis

°TAM AdEX
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GEC overtook news to be the largest
contributor of ad volumes

9
Rank } Genres }720/025?1“‘? 2021
1 GEC 27% 28%
2 News 31% 28%
3 Movies 23% 21%
4 Music 10% 12%
5 Kids 3% 3%

TAM AdEX

The GEC genre led with 28% share of ad volumes,
marginally edging past the news genre which was the
largest in 2020

Hindi movies remained the top language genre for ad
volumes. However, its share of ad volumes dropped by 2%

In the event where the proposed ad cap rule does get
implemented, there would be a significant impact on rates
(which would increase), while volumes would decrease
(particularly for music, news, and some entertainment
channels), leading to an overall dip of ad revenues by
approximately 10-15%%°

45 channel genres saw an increase
in the number of advertisers

Channel genre Count of new advertisers

English business news 115
Telugu GEC 104
Tamil GEC 91
Kannada music 87
Telugu religious 78
TAM AdEX

8,932 advertisers used television in 2021 as compared
t09,225in 2020 and 10,105 in 2019, showing a
continued decline in advertiser base

Of these, 4,682 advertisers used only television as a
medium for advertising and were not present in print
and radio

Four of the top five genres which saw the highest
increase in new advertisers were all from regional
language markets

1OBY estimates
HEY estimates
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Distribution

Distribution income continued to fall
in 2021

Television subscription at end customer prices

467

434

407

2019 2020 2021

INR billion (gross of taxes) | EY estimates

Television subscription revenues in India decreased 6%

in 2021 due to a fall in ARPUs as customers adjusted
their packs and a reduction in the paid subscriber base by
around six million television homes

The fall in homes has been attributed to both cord-cutting
at the top end as well as movement to free television
(FreeDish) at the bottom end of the customer pyramid

Active paid subscriptions reduced
by 6 million in 2020

Cable 72 67
DTH* 56 55
HITS 2 3
Free TV 40 43
Total 171 168

Television subscriptions in millions | Industry discussions, billing reports, TRAI
data, EY analysis
*Net of temporarily suspended subscribers

While HITS and DTH were relatively stable in 2021, cable
saw a decline of 5 million homes (7% compared to 2020
numbers)!t

The fall in paid subscriptions is attributed to rural
subscribers who are churning out and moving to free TV
platforms and some number of urban subscribers moving
consumption to connected TVs

In 2021, broadcasters earned revenues from an average
of 125 million paid subscriptions, as compared to 131
million reported in 2020*2

FreeDish continued its strong
growth trajectory

Free television, on the other hand, continued to grow
its base to reach an estimated 43 million*3 subscribers
on the back of less expensive television sets, economic
issues, and addition of new channels to the platform?#

FreeDish distributors we spoke to mentioned year on
year growth in sales as well as the inability to keep up
with demand due to a shortage of China-manufactured
chipsets which continued in 2021

Connected smart TV sets doubled to

10 million

At the other end of the cost spectrum, connected
smart television sets continued their explosive growth,
doubling to 10 million connections

Several manufacturers have started providing
advertising services on their smart TV platforms

However, there is a large base of occasionally used
connected television viz. sets that connect just once or
twice a month to the internet

In addition, work-from-home has created a large “laptop
audience” - one reason perhaps why second TV sets are
not getting re-connected, and a good case for parity-
pricing between linear feeds on TV and on OTT

Connected smart TV sets are expected to reach 14
million by 2022 and 40 million by 2025

End-customer prices decreased
marginally

End-customer prices declined 1% on an average to reach
INR223 net of taxes as compared to INR226 in 2020

The reduction was on account of DTH subscribers fine-
tuning their packs to eliminate channels that they did
not wish to watch

Industry discussions indicated that cable ARPUs did
not decline significantly as most consumers opted for
packs created by the MSOs and LCOs with minimal
customization

The impact of implementation of NTO was felt as there
was little scope for pack discounting by DPOs

12EY analysis; industry discussions; subscriber reports
3Industry discussions, EY estimates
4Based on our discussions with suppliers of set top boxes
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Future outlook

We expect television revenues to
grow to INR826 billion by 2024

TV revenues
900
800
700 468
600 434 407 415
500
400

300 EEe 313 Ea
344
= i ‘u
100
2019 2020 2021 2022E  2024E
Subscription I Advertising

432

INR billion (gross of taxes) | EY estimates

We expect television advertising to grow at a CAGR of
8% to reach INR394 billion by 2024, driven by:

» new advertiser segments and brands exploring TV
advertising to build brand awareness

» upward correction in regional ad rates

»  lineup of fresh sports content, which remains a
bastion of television

» continued growth of free television, including with
original content

> TV continuing to be the most cost efficient medium
from a CPM perspective

Subscription income will see a marginal 2% CAGR growth
to reach INR432 billion by 2024, on account of several
conflicting factors:

> On the positive side:

»  electrification of rural areas will increase reach
of TV households

» as work resumes post the COVID-19 pandemic,
and people get back to the cities where they
work, deactivated connections will come alive

» entry level television sets will increase the
demand for second screens in middle class
homes, some of which may extend to television

»  relative pricing of television to broadband
remains — currently — much in favor of
television

>  Onthe cautionary side:

»  continued movement of the pay TV base to free
TV (at the lower end) and OTT platforms at the
upper end (for the 2nd TV in the home) could
have a dampening effect on the pay TV base

»  regulatory aspects around pricing and bundling
could continue to impact ARPUs as subscribers
learn to rationalize their channels and packages

Television segment revenues are expected to grow at a
CAGR of 4-5% to reach INR826 billion by 2024

Television will go mass, and premium

Pay TV (cable +

DTH + HITS) L s
Free TV 43 50+
Unidirectional TV 168 180+
Connected TV

(bi-directional) 2L e
Total TV 178 220+

subscriptions

EY estimates | millions of subscriptions

Pay TV will continue to grow as states like UP, Bihar,
Rajasthan and West Bengal get electrified

However, more new users will enter the Free TV market
as FreeDish channel count increases to around 200

by 2022 (from 164 in 2021%5), providing a low-cost
advertising opportunity to marketers, despite the
decision of large broadcasters to take their content off
the platform in February 2022

Growth of unidirectional TV will be far outstripped by
the growth of connected TVs, which could reach over
40 million connected sets by 2025, on the back of 46
Indian cities which have a population of over a million
each and a total population of 122 million which can be
wired-up more easily for broadband!® as well as telcos
partnering with LCOs to drive broadband services

This means that overall TV connections will keep
growing at a healthy pace of over 5% per year to cross
67% of Indian households by 2025

The future will be hybrid

Over time, as wired broadband is perceived as a utility
and enters more Indian homes, the importance of the
hybrid set-top box will increase significantly

Users will be able to get their television content in real-
time linear mode through the television connection,
while accessing more premium OTT content — and catch-
up TV content —using their broadband connections

This will prove to be network efficient, with live content
viewed using television infrastructure, thereby reducing
the load on broadband networks

Packaging will also gain importance as linear + OTT
packs become the norm; and this revolution will be led
not just by the telcos and DPOs, but by ISPs, LCOs and
independent start-ups

Consequently, while a small portion of top-end
households will cut the cord completely, we expect
the majority to continue with at least one TV and one
broadband + OTT bundle for the large screen

Shttps://prasarbharati.gov.in/wp-content/uploads/2021/12/Genre-wise-list-
of-channels-available-on-DD-Free-Dish.pdf
18https://www.nriol.com/india-statistics/biggest-cities-india.asp
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The new 2x4 model for LCOs Film and niche genres may continue

‘ , . ‘ to struggle on pay TV networks
With the hybrid model, LCOs will move to a 2x4 business

model i.e., two parallel wires connecting a household Viewership of film channels will continue to decline as
for TV and broadband respectively, offering four key audiences move away from TV to OTT

services to consumers As the habit of watching new films at home or on phones
The service offerings of the LCO could include: takes root (which has been helped by the pandemic and
»  Aggregated content services: the direct-to-digital releases and shortening release

windows), the TVOD film model will gain traction
> Linear TV content
Reduced uptake for infotainment and niche genres could
> OTT content also be on the cards as several of these businesses move
»  Education/ learning content on to multi-media communities and expand their scope
o to more than content — this may force broadcasters to
> Broadband connectivity shut less popular channels operating in these genres
»  Home services e.q., security, smart home (heating/

cooling/ lighting etc.) management, etc.

»  Locality social media, news, online shopping and
interactivity

The proposed ad cap rule could
significantly impact revenues

The Telecom Regulatory Authority of India (TRAI) has
approached the Delhi High Court against seeking stricter
implementation of the 12-minute ad cap rule, to bring
about a level playing field and the matter is currently
sub-judice

Implementation of the ad cap will significantly affect

ad volumes, especially for news channels and some
entertainment channels for their key impact properties,
that have been historically airing ads for more than the
earlier prescribed limit of 12 minutes per hour

To compensate for the drop in revenue due to limited ad
volume, ad rates would need to increase significantly,
which we believe will be extremely difficult and lead to a
10-15% drop in ad revenues?’

EY estimates
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Consumer will be king

The consumer will shape the future of the television
segment:
Whom to watch? Audience preferences will determine
the actors being cast in content produced, the genres of
content, and duration

When to watch? Content will need to be available at

the exact time that the viewer would like to watch it.

A mix of linear appointment viewing and the option of
catch up available online, along with the option of a pure
connected-TV-only experience may be explored to match
consumption trends

Where to watch? Consumers will also have a say on the
platform that they would like to watch their content on.
Expect to see platform splits and options for consumers
to choose from, along with the potential to get into
bundled packs for linear and digital platforms

How much to pay? Current duration-based packs
offered by MSOs i.e., daily, monthly, annual, etc., may
have to be revisited. With connected TVs on the rise,
there may be a need to unbundle content and align
prices with actual pieces of content being watched, as
well as create multiple windows — premium windows
(watch content before any others) to reqgular windows
to economy windows (offer delayed content at a deeply
discounted rate for price-conscious consumers)

Why to pay? With increase in broadband connectivity
and demand for content, piracy is poised to grow. It will
become imperative for content producers to manage
controls and data security, as well as offer a seamless
experience to paying subscribers to minimize piracy

What they think? Social media interactions will provide
significant channels of feedback on content, story, cast,
quality. These interactions will also provide IP owners
with a monetization opportunity around short video/
shoulder content

Why not create/ belong? Passive viewing will gradually
be replaced by consumers who like to participate along
with content viewing. This would mean an opportunity
for broadcasters and IP owners to build and monetize
interactivity applications, contests and AR solutions that
would increase consumer engagement
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Trends

Television

Powered by Broadcast Audience Reasearch Council India (BARC India)

Total TV viewership 2019 - 2021

...........
....
et .

1731
1614 1591
1007 1087 979 As people ggt
back to work, time
608 643 612 spent watching TV
decreased...
2019 2020 2021 el
= Universe e HSM South
Sum of weekly AMA (in billion)
% change in viewership by age group from 2021 vs. 2020
458 483
...particularly : _—
for younger :
audiences 174
141
2-14 years 15-30 years 31-50 years 51-60 years 61+ years

2020 B 2021

All India, WkO1 to Wk52 2020 and 2021 | Based on AMA in billions

All data has been provided by BARC India and is based on their research. Total TV numbers may vary after release of
past rolled data for News channels in W10'2022 as per the Augmented Data Reporting Standards. The data has not been
independently validated by EY and is presented in summary form for representative purposes only.
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. Average time spent | Weekly impressions (billion) | Weekly tune-ins (coverage) | Daily tune-ins (reach)

ﬂ = ﬂ = = = ﬂ =

HSM 03:48 03:31 88.5% 84.8% 67.9% 62.5%

2021 numbers are based on the new BI study

Weekly tune-ins
(reach) were at
86% in 2021

Share of viewership

Language (AMA) No. of channels
Hindi
Tamil 12% 65 e
s e 56
Kannada 7% 36 viewership
Memn sz [ W hnredond
] languages
Bangla 5% 36 29% of channels were in Hindi
% viewership; 10% of channels
Oriya 2% 19 *, were in English but generated
Punjabi 1% 21 e
Gujarati 0% 15
Others 0% 8

No. of channels represent all channels that had any
viewership on any day of 2021
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Kids viewership by genre

0% 0%
4% 2% 1% TOP .
4% ' | advertising
‘ sectors in
14% Significant 2021

portion of kids
viewership was

51% e

driven by co-viewing:
TV still remains the
screen of the o
AVGC studios in key centres
house
24%
FMCG 295
B GEC [ Movies [l Kids [ Music & youth E-commerce 116
[ News Sports Infortainment ” dustria
Building industria

Lifestyle [l Others O g L 101

Source: All India, 2021 | *Note: Business News Auto | 92

considered under News | “Music” and “Youth”

channels clubbed as “Music/Youth” | Age group 2-14 Services W 79

Persor_\al 69
accessories
Banking/ finance
. 36
investment
Durables |27

Corporate/ |24
brand image

Education |19

Others 237

FMCG: baby care, food & beverages, hair care, household products,
laundry, personal care/personal hygiene, personal healthcare;

Digital: ecom-auto products & services, auto rental services, cloth-
ing/textile/fashion, financial services, food/grocery, gaming, home/
interior jobs, matrimonial, media/entertainment/social media, online
shopping, other services, payment banks, pharma / healthcare, real
estate, travel & tourism, wallets and educ-ecom-education;

Education: excludes online and digital classroom
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Top 20
advertisers in
2021

Top 20 advertisers in 2021 Industry classification Ad volume (Million seconds)

2 Reckitt Benckiser (Group) FMCG

4 Cadbury India Ltd FMCG

ITC Ltd Conglomerate

8 Pepsi Foods (Group) FMCG

10 Amazon Online India Pvt Ltd E-commerce

12 GCMMF (Guj Coop Milk Mkt Fed) FMCG

14 Coca Cola India Ltd FMCG

16 Wadia (Group) Conglomerate

18 Think & Learn pvt Ltd Education

20 Abbott (Group) Pharma

B S ST

ad volumes in million seconds

950
874
859
Y 765

2019 2020 2021

Total ad volumes
grew by 22% in
2021

[ H1JanJune) [l H2 July-Dec)
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Trends

TV advertising

Powered by TAM AdEX
(A division of TAM Media Research)

«w
o
O | eeees e
o | e
£
>
3 245 244 257
5 & 224 257
o
7 511 TV ad volumes
.o 0/ ;
5 187 grew 21%in 2021
._g 136 They were 125% of 2019
S (pre-COVID-19) levels
S
©
o
>
<
Q1 (Jan-Mar) Q2 (Apr-Jun) Q3 (Jul-Sep) Qa©OctDey e

2020 == 2021

Categories,
advertisers and
brands using TV
continued to fall in
2021

5 categories and 4,600+
advertisers exclusively
used TV in 2021

489 486

Categories 503
Advertisers 10,105 9,225 8,932
Brands 15,650 13,992 13,698

m Top 10 categories

Toilet soaps

Toilet/ floor cleaners
Milk beverages
Shampoos

Toothpastes

Washing powders/liquids
Chocolates

Tea

O 00 ~N O U1 A W N

Rubs and balms

=
o

Biscuits

192 ad
categories
increased spends
on TV compared
to other media in
2021

H

Source: TAM Media research. TAM AdEX's data pertaining to 600+ television channels for Jan to Dec 2021. Dec data is till
the 31st. Volumes are in seconds unless otherwise stated. The data has been provided by TAM Media Research to EY and has

not been independently verified by EY.
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Regional

Nafional < In2021, regional
- channels received

26% more ad
volumes compared to

664 hrs national channels
ad volume/ channel ;
per year

This correlates to regional
viewership share being over
50% of total TV viewership

m W | share

genres garnered the 1 GEC 27% 28%
highest share of

GEC and news

2 News 31% 28%
ad volumes

3 Movies 23% 21%

News however had E

lesser ad volume share i ;

; 4 Music 10% 12%
compared to 2020 ! ’ '
5 Kids 3% 3%

| 2020 |
B e e -

1 Hindi movies 11% Hindi movies 9%

2 Hindinews 6% Hindi GEC 6%

3 Hindi GEC 6% Hindinews 5% Top 10 channel

4 Tamil GEC 4% Tamil GEC as { genres contributed

5 Music 4% Music 4% 43% of total ad

6 Hindiregional news 4% Hindi regional news 3% volumes

7 Bengali news 3% Telugu GEC 3% All'the four southern GECs

8 Bengali GEC 3% Bengali GEC 3% . are now in the top 10

9 Malayalam GEC 3% Malayalam GEC % el

10 Telugu news 3% Kannada GEC 3%
Others (69) 55% Others (71) 57%
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Ad length (Overall)
7%

> 40 Sec
10%
20-40 Sec 66%
64% ...........
<20 Sec 27% .
27%
[0 2020 W 2021 q q
Commercials with
20-40 second length
were most preferred
Ad length (Prime time)
>40 Sec
9%
20-40 Sec 6s% e

63%

<20 Sec 28%

28%

[ 2020 W 2021

m Top 5 advertisers m

1 Hindustan Unilever 14%
Commercial ad 2 Reckitt Benckiser (India) 12%
space qrew at 3 Brooke Bond Lipton India 2%
the cost of channel
4 Cadbury India 2%
promos
5 Ponds India 2%

: advertisers
Only commercial 64% 68% ; .
i contributed 26% :
;. of TV advertising /

volumes y

Only promotional 36% 32%
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M‘_ 2021

Top five Top 5 sectors m Top 5 sectors m
adVGrtlSlnq .,_ 1 Personal care/ personal hygiene 20% Food and beverages 21%
sectc:rs contributed 2 Food and beverages 18% Personal care/ personal hygiene 18%
67% of volumes 3 Services 14% Services 13%
Top 3 sectors encompassed . .
more than 50% of . 4 Personal healthcare 7% Personal healthcare 8%
advertisingon TV .~ 5 Household products 7% Household products 7%

| 220 | 2021 =
Top 5 categories m Top 5 categories m

i 9 ilet 4% .

1 Toilet soaps 7% Toilet soaps b Milk beverages
2 Eco‘m-Medl'a/ entertainment/ 4% Toilet/ floor cleaners 4% made an entry

social media 3 o i tO 5 ad

I
Toothpastes 4% Milk beverages 4% p
categories
4 Shampoos 4% Ecom-Media/ entertainment/ 3%
social media

5 Washing powders/liquids 4% Shampoos 3% el

Top 5 film celebrities m Top 5 TV celebrities m Top 5 sports celebrities m

Akshay Kumar 11% Divyanka Tripathi 18% MS Dhoni 25%
Alia Bhatt 5% Raju Shrivastav 12% Virat Kohli 20%
Kiara Advani 5% Supriya Pilgaonkar 10% Rohit Sharma 5%
Amitabh Bachchan 4% Ratan Rajput 7% Kapil Dev 5%
Ranveer Singh 3% Pooja Gaur 6% Sachin Tendulkar 4%

Share refers to percent share of ads of the celebrity compared to total ads featuring film/ TV/ sports celebrities

.
............
o .

. ®e
o® .

Celebrity
endorsement
remained critical
for marketers
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gThe advent of innovations in the digital realm, coupled
with consumers’ propensity for consumption, have

created newer growth avenues for businesses. This has

enabled them to transform and broaden business models
offering much more than unidimensional offerings. The

future of this sector will be determined by consolidation,
to compete more effectively, with strategic investments
l"T.l content and technology that will act as catalysts for

exponential growth.”

Punit Goenka

MD & CEO, Zee Entertainment
Enterprises Limited

®

“With SVoD services in India expected to continue their
growth momentum, we will see the industry pivoting towards
a more mature and competitive market. The customer is now
finally paying for content and is empowered more than ever
® 0 determine their own content mix. Content and Cost would
be the key differentiating factors as customers will gravitate

ards getting most value for least price in a cluttered
.U market.”

Megha Tata

Managing Director - South Asia,
Discovery Communications

@

“Post the pandemic, the fluidity of media content delivery
has gathered pace. Success in M&E in the coming years will
depend on how networks balance their investments between

platform and long term content IP assets.”

Aditya Pittie

Managing Director
IN10 Media

@




“A wider digital footprint, extensive and diverse
content libraries and rationalised content production
costs will fuel the next wave of growth. TV is
the largest video consumption medium and will
continue to grow. I see TV and OTT coexist with
potential cross-platform monetisation opportunities
emerging.”

“India’s M&E industry is the fastest growing in the
world but despite the strong growth it has been
witnessing in recent years, the market remains

hugely under-penetrated, whether in linear or digital
— 30% of households in the country still do not have
television sets and there are only ~8omn users on
OTT platforms. There’s no reason why the industry
here cannot grow to USD1oobn by the year 2030.”

K Madhavan

Country Manager &
President, The Walt Disney
Company India and Star India

@

NP Singh

MD & CEO, Sony Pictures
Networks India (SPN)

@

“As Prasar Bharati marks 25 years as India’s
autonomous Public Service Broadcaster we are
focused on a decadal vision to create the Pubcaster
of the Future. This transformation of Doordarshan
and All India Radio will entail complete phase
out of obsolete technologies as well as significant
investments in digital, IT, automation and cloud
based media operations.”

“The future of broadcast and for that matter all
content will firmly be more and more rooted in
data. Backroom data scientists will come into the
front. From an art content will move more and
more towards science. Distribution and Sales has
already moved a lot towards science. If there is a
saying that data is the new oil then for our industry
data is the new God.”

Shashi Shekhar Vempati Avinash Kaul

Chief Executive Officer,
Prasar Bharati

Chief Executive Officer,
Network18 Broadcast News

®

“The M&E industry is poised for growth. At one end “Increasing internet penetration, sale of Smart TV,
we see mergers and consolidation and at the other platforms offering multiple services, more players in
players marking geographies and going regional the bandwidth market will lead to immense growth in
This trend. in addition to branded content and IPs content consumption. D2C and interactive content will

will be the growth drivers. All in all we are seeing a seed multiple fold growth in the' ey Sk Live news
completely new ecosystem shaping up. The future we will stay ahead of the curve but will also directly compete
all have been anticipating is becoming visible.” with VoD curated across different YouTube channels. In
nutshell, content will remain the king.”
MK Anand Avinash Pandey
’7\_/1,D S C;\’IE(; ” Chief Executive Officer,
Imes Ao ABP Network

®




“The Indian M&E industry has witnessed continued
growth across all elements of the business on account
of the improving economic parameters and the rise of
disposable income. The Indian market offers immense

potential for companies across the globe. Amidst this
scenario, genres like entertainment, movies and sports

will be instrumental in driving revenues, propelled by
higher investments across linear and digital platforms.”

Rahul Johri

President - Business, South Asia
Zee Entertainment Enterprises

Limited Q

“People buy and consume media just as they
consume soap and juices. Treating media like
any other consumer product and applying
light touch regulation and controls, wherever
necessary, will aid customer convenience and
industry growth.”

Harit Nagpal
MD & CEO, Tata Sky Ltd.

®

“With changing consumer preferences, it is imperative
for the digital distribution industry to expand its
“portfolio” of services to, and beyond digital TV,
broadband and OTT. The focus should be on increasing
“share of wallet” across multiple offerings rather than
growing ARPUs of individual products.”

Vynsley Fernandes

Managing Director & CEO
NXTDIGITAL Limited

“While interest from advertisers continues to
soar, given the expansive reach and impact of
television, simultaneously audiences continue to get more
and more fragmented as “We Time” gets replaced by
“Me Time” with the screen. Content creators and channel
custodians across languages, seeing the opportunity,
are innovating with content, making way for newer

audiences across India.”

Nakul Chopra
Chief Executive Officer,
BARC India

“If the pandemic continues to recede, DTH growth
should once again take centre stage. Content
distribution is poised to benefit not only from a
healing economy but also from increasing TV
penetration, growing household nuclearization and
smarter product offerings to content viewers who
are now more evolved than ever before.”

Anil Dua

Executive Director & Group
CEO, DishTV India Ltd.

@




“The sports broadcast industry is well poised to

“The rise of DD FreeDish, YouTube, connected TV,
short video ecosystem and SVOD business - all cater to the changing consumption patterns of the
simultaneously - is clear indication to the industry viewers and I believe there are enough properties for
on changing media habits. The industry should more than two players especially with new leagues
coming into the mix.”

take note and identify focus areas.”

Rajesh Kaul
Chief Distribution Officer,

Anuj Gandhi

( Qj\ M&E Consultant Sony Pictures Networks India

“As consumer choices evolve, deep distribution “While an inordinate delay in implementation of NTO

reach and a platform-agnostic approach will combined with increased churn, has resulted in a

help deliver impact and meaningful content to slowdown in pay revenues in the short term, we believe

our audiences at an affordable price and at their that there is a good potential for subscription revenue
convenience.” growth. Going forward, Pay TV eco-system will become

increasingly consumer centric, quality content will
remain the key differentiator and a direct-to-consumer
approach will drive monetization.”

Atul Das

Chief Revenue Officer -
Affiliate Sales
Zee Entertainment Q

Gurjeev Singh Kapoor

Head - Distribution and
International, India,

Disney Star Q

“Advertising spends are set to cross the Rs 100,000 “2022 will see the resurgence of India’s M&E industry.
crore mark this year itself and our view remains Deeper TV & OTT sales collaboration will become
that India will continue to be one of the fastest imperative and TV Ad sales will also evolve to a more
growing ad-ex markets in the world for the audience focused approach to deliver the best possible
ROI to the client.”

foreseeable future. While digital platforms will
account for a growing share of these spends, the
dominance of linear is seen holding strong for
some years at least.”

Ashish Sehgal

Chief Growth Officer,
Zee Entertainment
Enterprises Limited Q

Nitin Bawankule

Head of Advertising Sales
Disney Star
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Digital media

Digital media grew 29% in 2021

192 192 246 314 430

Advertising
Subscription 29 43 56 71 107
Total 221 235 303 385 537

INR billion (gross of taxes) | EY estimates

The digital media segment grew 29% to reach INR303
billion in 2021

This does not include INR117 billion of ad spends by
SME and long-tail advertisers! - if included, the segment
would be valued at INR420 billion

We expect the segment to grow at a CAGR of 20% over
the next three years

I. Digital infrastructure continued to grow
Internet penetration increased 5% to reach 834 million
subscriptions, of which 795 million had broadband
access as of September 2021

Only 24 million Indian households had a wired
broadband connection

Smartphone users reached 503 million and connected
TVs crossed the 10 million mark

Il. Online consumption increased
Indians spent 4.7 hours a day on their phones in 2021,
aggregating 700 billion hours of consumption (second
highest in the world)

However, India was ranked 20th in terms of consumer
spend

l1l. Online video gained scale amidst changing
consumer habits

Online video viewers grew to 497 million.

Time spent by Indians on entertainment apps grew 52%
since the onset of the pandemic

Importance of regional audiences increased - in 2021,
47% of OTT originals and 69% of films released on
streaming platforms were in regional languages

Over 100 films released directly on streaming platforms
without a prior theatrical release

1 Which we are unable to adequately validate and hence have left out of the above sizing
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IV. Online audio continued to struggle for
monetization
Around 200 million people streamed music each month
and the time they spent increased to an average of 10.4
hours per week

Bollywood remained the most preferred language for
music at 38% of total consumption; however, southern
languages and international music garnered 35%
streaming share between them

V. Online news became ubiquitous with digital
reach
Online news audience grew to 467 million in 2021,
which is over 50% of internet subscriptions

News is now available in up to 15 languages on
aggregator platforms

VI. Social media took most of India's phone
time
Social media penetration reached 33% of India’s
population or around 467 million

Indians spent more time on their phones on social media
than on any other category

VIl.Digital advertising grew 29% in 2021 to
reach INR246 billion
In addition, advertising by SME and long-tail advertisers
reached INR117 billion

Ad rates of premium properties increased, but average
rates continued to reduce as inventory volumes
increased by over 30%

E-commerce platforms earned over INR55 billion in
advertising, which is 16% of total digital advertising (up
from 12% in 2020)

vIi1. Digital subscription grew 29% to reach
INR56 billion

Video subscription revenues grew 27% in 2021 to INR54
billion, and amount which is over 50% of broadcasters’
share of TV subscription revenues

Paid video subscriptions scaled up to 80 million in 2021,
across almost 40 million Indian households

Due to a plethora of free video and audio options, just
three million consumers bought music subscriptions,
generating INR1.6 billion

News subscriptions - mainly for exclusive and premium
content - generated INRO.9 billion in 2021




Digital infrastructure

A billion+ telecom subscriptions

I. Telecom subscriptions remained stable at
1.18 billion in 20212

Telecom subscriptions

648 655

526 523

Urban Rural

mDec-20 " Dec-21
TRAI | Subscriptions in million

Total telecom subscriptions were 1,178 million in
December 2021as compared to 1,174 million in
December 2020, an increase of 4 million

Urban subscriptions increased marginally to 56% while
rural subscriptions declined minutely

The tele-density number in India is now 86%, but is
heavily skewed to 137% in urban areas and just 59% in
rural areas?

Il. 4G dominated Indian subscriptions

Subscriptions by type of network

5%
27%
I 55%
68%
39%
2021 2027E

m5G 4G m3G m2G

Ericsson Mobility Report, November 2021

68% of telecom subscriptions used 4G technology,
another 5% used 3G, while 27% of subscriptions were
still using 2G technology in 2021

This is expected to change significantly by 2027, where
5G is estimated to reach 39% of subscriptions, but 4G
will remain the dominant technology

2 TRAI, https://www.trai.gov.in/sites/default/files/PR_No.120f2022_0.pdf; https://www.trai.gov.in/sites/default/files/YIR_25112020_0.pdf ; https://www.trai.gov.in/

sites/default/files/PR_N0.1010f2020_0.pdf, accessed 03 January 2022

3TRAI, https://www.trai.gov.in/sites/default/files/PR_No.120f2022_0.pdf; https://www.trai.gov.in/sites/default/files/YIR_25112020_0.pdf ; https://www.trai.gov.in/
sites/default/files/PR_No0.1010f2020_0.pdf, accessed 03 January 2022, Press release by TRAI No. 06/2021
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. Internet penetration increased by 5%*

Dec Dec Sep
2019 | 2020 20215
Total internet

subscriptions (@ =b + ¢)

z\lba)rrow band subscriptions 57 48 39

Broadband subscriptions

© 662 747 795
Urban internet

subscriptions (b) 450 482 497
(RCL)JraI internet subscriptions 269 313 337

Just 71% of telecom subscriptions accessed the internet,
up from 68% in December 20208

95% of those accessing the internet used broadband

While narrow band subscriptions fell 19%, broadband
subscriptions grew 6% between December 2020 and
September 2021

Urban internet subscriptions, which now comprise 60%
of all internet subscriptions, grew 3% while rural internet
subscriptions grew 8% in 2021

4 TRAI, https://www.trai.gov.in/sites/default/files/QPIR_10012022_0.pdf;

IV. Broadband subscriptions reached 795
million

Dec Dec Dec Sep

Subscriptions 20187 20198 2020° 202110

Wired

broadband 18 19 22 24
Wireless

broadband 507 643 725 771
Total

broadband 525 662 747 795

With almost 800 million broadband subscriptions, India
has the second largest broadband subscriber base in the
world

Currently, less than one in ten Indian households has a
wired broadband connection

We believe the wired broadband base is under-reported
as it may not include some wired connections provided
by LCOs and other last mile operators, who buy bulk
broadband from ISPs and then retail the same

https://www.trai.gov.in/sites/default/files/YIR_25112020_0.pdf ; https://www.trai.gov.in/sites/default/files/Report_09112020_0.pdf; https://www.trai.gov.in/sites/

default/files/PIR_21102021_0.pdf, accessed 03 January 2022

STRAI, https://www.trai.gov.in/sites/default/files/QPIR_10012022_0.pdf; https://www.trai.gov.in/sites/default/files/YIR_25112020_0.pdf ; https://www.trai.gov.in/
sites/default/files/Report_09112020_0.pdf; https://www.trai.gov.in/sites/default/files/PIR_21102021_0.pdf, accessed 03 January 2022

SEY analysis
7 Yearly Performance Indicators by TRAI (Third Edition) published on 25/9/19

& TRAI, The Indian Telecom Services Performance Indicators October - December, 2019 0

9 Press release by TRAI No. 06/2021

10 TRAI, https://www.trai.gov.in/sites/default/files/QPIR_10012022_0.pdf, accessed 18 February 2022
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Smart device growth continued
unabated

I. Smartphone users reached 503 million in I Connected TVs crossed the 10 million

mark?4
2021
TV set sales in India were around 20 million units in
Smartphones in India (millions) 2021 and are projected to reach over 70 million units by
20251
503 The price of a 32-inch smart TV fell to less than US$100
448 from INR8,499 in 2019 to INR7,200 in 20211
385
340 YouTube has claimed that over 20 million connected TVs

streamed its content in May 20217

However, industry discussions indicate that around 10-
12 million of India’s smart TV sets were connected to
the internet on a daily basis

Smart TV, desktop and laptop users in aggregate
increased from 101 million in 2020 to 107 million in

2018 2019 2020 2021 202118

Ericsson Mobility Report, Comscore, eMarketer, EY analysis

lll. Android remained the most preferred
operating system in India*®

The smartphone user base increased to 503 million

in 2021 from 448 million in 2020 - this indicates

penetration into around 36% of India’s population base Share of web-page requests originating

from mobile handsets
Smartphone telecom subscriptions are expected to

reach 810 million in 2021 from 760 million in 2020 at 0.85% 0-25%

an average of 1.6 subscriptions per smartphone!! 3.03% ‘

Government of India has introduced a Production
Linked Incentive Scheme (in August 2021) to provide

all electronics manufacturing companies with 4% to 6%
incentives on incremental sales if produced within Indian
boundaries and 25% incentive on capital expenditure
for production of electronic component*?, which will
hopefully lead to companies making smartphones at

affordable prices, hence increasing their demand further 95.87%

India is the world's second largest smartphone market as

per Newzoo, behind China at 954 million and ahead of

third placed USA which has 274 million*3 ggagclounter, share of web pages served to web browsers, Dec 2020 - Dec

Android miOS H KaioS m Others

Android market share decreased marginally by 0.5%
when compared with December 2020, while all other
operating systems’ market share increased

The increasing popularity of Apple phones in India led to
iOS' share increasing from 2.2% to 3% over the period

1 Ericsson Mobility Report, November 2020; EY estimates

2*Smartphone market in India 2021", Netscribes, accessed 18 January 2022

13Statista

4 Industry discussions; EY estimates
Shttps://www.adgully.com/ott-viewership-on-smart-tv-in-india-has-doubled-in-the-last-one-year-experts-109599.html#:~:text=As%20per%20industry%20
reports%2C%20TV,70%20million%20units%20by%202025.

16 https://www.91mobiles.com/list-of-tvs/32-inch-led-tv-in-india

7 YouTube Brandcast 2021

8 Comscore

9""Mobile Operating System Market Share India", Statcounter, https://gs.statcounter.com/os-market-share/mobile/india/#monthly-202012-202112-bar, accessed 03
January 2022
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Content consumption

Overall consumption trends

I. Indians spent 4.7 hours a day on their
phones

54 54

5
4.8
| | | | 4746 45 44 44 42
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At 4.7 hours per day, Indians came fifth in the world, for
the most amount of time spent on phone apps in 2021,
a 27% growth since 2019

Consumers spent 699 billion hours on mobile in 2021,
up 7% from 655 billion hours in 2020%°

Il. Indians downloaded 26.7 billion apps in
2021, but lag on monetization

App downloads (in billion)

98.4

12.210.3 73 5.6 48 35 3.4 3
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O > <&
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Downloads 98.4 26.7 12.2 103 2.2 5.6

Hours spent 1,118 700 195 193 NA 109

Consumer
spend (USS)

State of Mobile 2022, data.ai

56.8 0.4 43.0 1.1 4.2 1.6

India remained the second largest market by app
downloads in 2021, behind China

Indians downloaded almost 26.7 billion apps in 2021, a
growth of over 10% over 2020

In terms of revenue, India lagged many smaller markets

20 https://www.businessinsider.in/tech/mobile/news/total-number-of-hours-spent-on-mobile-by-users-in-india-in-2021 /articleshow/88854390.cms
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Ill. Indians spent most time on social media apps

29.8 327 336

32 314
. 29 27.7 6 6.3
327 pa i 13,757
>ga 321 20.9 o108 pwi
26 p 6 13.4 45.5 45.6 441
e G869 208 °2° Lo BN as 408 234 29 43 '
ios moa maa met P SOy 205 3L FE

17.1 187 209 224 25.1

84 82.8 80.
451 468 473 483 509 548 588 611 664 149 719 696 745 R

2018 2018 2018 2018 2019 2019 2019 2019 2020 2020 2020 2020 2021 2021 2021 2021
Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4
Social and communication Photo and video  m Games Entertainment Others

data.ai | Hours spent on apps by category

80% of time spent on mobile phone apps by Indians is on media and entertainment
Indians contributed 19% of total global time spent on media and entertainment apps
IV. Average mobile data consumption increased 15% in 20212*
In India, average monthly mobile data usage per smartphone continues to show robust growth, boosted by the rapid adoption

of 4G and people working from home during COVID-19, at an average of 18.4GB per month which is set to continue to
increase at a CAGR of 18% to 50GB by 2027

Globally, 69% of data consumed was driven by video, expected to reach 79% by 2027

Media and entertainment, including news, books, music, video and gaming, contributes to over 75% of data consumption in
India®?

21 Ericsson Mobility Report, November 2020 and 2021
22 |Industry discussions; EY estimates
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Online video
I. Video viewers continued to grow

Video viewers increased 10% (47 million) in 2021 to

Video viewers (in million)
reach 497 million, which is around 94% of smartphone

497 owners and wired broadband subscribers
450 We estimate video viewers will cross 600 million by
406 2024

349 .
The above data excludes YouTube, which has crossed
500 million MAU towards the end of 2021 and India now
has the highest reach and time spent of any country
on the platform, being available across most phones in
metros and towns as well as a reach of over 600,000
villages??

2018 2019 2020 2021

EY analysis

Il. Hours spent on entertainment apps grew 52% since pre-pandemic levels

100%
Growth in total hours spent streaming 2021 vs 2019
80%
60% 52%
40% 32%
> III
\ HE N e
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0% ¢ = 2 ¢ s 5 ¥ @ T 8 ® = & 5 § % = |B
c S & S < S < + © = m o ° v IS (@)
) = = 3 o @ s c e = =
40% 2 o s © = < e o > 8
[
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Indians spent 52% more time streaming entertainment content in 2021 as compared to 2019

This growth was the third highest in the world, driven by increased work from home and school from home infrastructure
being put in place, as per industry discussions

23 Industry discussions
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I1l. Top performing apps of 2021

Disney+ Hotstar Disney+ Hotstar
MX Player YouTube

Zee5 Sony Liv

JioTV Zeeb

Amazon Prime Video Netflix

Combined iOS and Google Play; Market-level rankings. | Downloads do not in-
clude pre-loaded apps like YouTube | Revenues are only those earned through
the i0S and Play stores | data.ai

IV. Language is critical for growth

Content released by language

47%
69%
53%
31%
OTT originals OTT film releases

Hindi ®mOther languages

EY production audit team estimates | Based on available information

In 2021, 47% of OTT originals and 69% of films released
on OTT platforms were not in Hindi

Industry discussions with several OTT platforms
indicated that while the majority of viewership is in the
top seven Indian languages (Hindi, Marathi, Bengali,
Kannada, Tamil, Telugu and Malayalam), content
consumption is inching up in 18 other languages such as
Bhojpuri, Gujarati, Panjabi, Assamese etc.

93% of Youtube viewers watch content in Hindi or other
regional languages®*

OTT platforms desirous of a national reach will require
to focus on atleast eight to nine languages, and each
language will require atleast eight to ten pieces of
content across film and episodic per year

V. Action, drama and comedy remain critical

for digital consumption
OTT titles by genre 2021

Drama 149
Action / thriller N 76
Comedy I 69
Crime HH 29
Mythology/Documentary W 14
Romance W 11
Non-fiction W0 9
Horror B 7
Interactive | 5
Stand-up I 5
Sci-fi 1 5

EY production audit team estimates

Of the 380 titles we analysed, almost 300 fell into
drama, action and comedy genres

The staple of streaming platforms, these genres are
amenable to multiple seasons and hence investing in
them pays dividends for platforms, whose customer
acquisition costs are benefitted

Increases have also been seen in mythological,
documentary and non-fiction genres, where Bigg Boss
OTT is estimated to have generated 2 billion minutes of
online viewership?®

Overall in 2021, over 2,500 hours of fresh content was
produced for streaming platforms, which is 20% higher
than 2019 levels

VI. Over 100 films released direct to digital in

20212

We estimate that an all time high of 100+ films released
on streaming platforms directly, without a theatrical
release

During the pandemic, consumers have started to get
into the habit of watching new films online, and we
believe this trend is here to stay

Amazon Prime Video has claimed that its top performing
films have been watched across over 4,000 Indian cities
and towns, as well as across over 200 countries

24 https://www.financialexpress.com/brandwagon/youtube-brandcast-202 1-93-of-youtube-viewers-prefer-watching-content-in-indian-languages/2330697/

2%Industry discussions
26 EY production audit team estimates
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Vll.Indians loved online sports

Hours spent in sports apps (in million)
6000

5000

4000
3000
2000
1000 I I I
o 1 |

Worldwide USA India China
2018 m2019 m2020 m2021

Data.ai | Android phones

At over 1.5 billion hours, Indians spent amongst the
most time on online sports in the world

Their time spent equated almost a third of global time
spent on sports apps

27 Comscore; industry discussions
28 EY estimates

Online audio

Audio streaming users were 197 million in
2021

Around 197 million people streamed music online in
2021 on a monthly basis?”

India had around 3 million paid music streaming
subscriptions in 2021 and is projected to cross 7 million
paid subscriptions by 202428

Wynk Music, JioSaavn and Gaana combined had more
than 100 million downloads in 20212°

India currently has around 15 music streaming
companies including local and global players

Usage was not limited to metro cities, with some
platforms claiming 50%-75% of their audiences coming
from non-metros and growing faster than metro
audiences

Total time spent listening to music
increased?°

The COVID-19 pandemic in India increased the average
time people spent listening to online music which
increased by 0.7 hours to 10.4 hours per week

Total weekly music listening hours increased significantly
across all but the youngest age group

YouTube remained the medium of choice for
music consumption3°

88% of Bollywood fans watched music videos on
YouTube

67% chose their smartphone as their device of choice for
listening to music

39% of respondents chose YouTube if they had to pick a
single way to listen to music

Almost half survey respondents felt that they did not
need to pay as anything they wanted to listen to was
available for free on YouTube

22 AppTweak | Data for downloads considered from Jan1 to Nov 30, 2021 from Google Play store and Apple app store

30 IMI-IFPI Digital Music Study 2021
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IV. Consumption of music was spread across
many languages

Streaming consumption by language

17%
~ 38%
6%
17%
18%
Bollywood Southern langauges
International Punjabi
m Classical / traditional Others

IMI-IFPI Digital Music Study 2021

Bollywood remained the most preferred language for
music at 38% of consumption

Southern languages and international music (including

K-pop) garnered 35% streaming share between them

The focus going forward will increase on regional labels

as this segment continued to grow

31 Comscore
32 EY analysis, Comscore, TRAI

Online news

Online news audience grew to over 460
million in 2021

Online news reach grew between 2020 and 2021 to
reach 467 million across mobile and desktop users of
news sites, portals and aggregators3!

This is approximately 56% of internet users?

Times Internet, Zee Digital and Network18 were the three
news media sites in Comscore's Top 10 publishers in
December 2021 apart from Google and Facebook sites

News aggregators generated an app-heavy
audience...

MAUs of select aggregators (in million)

140
120 —
100

80

60

20 ]
20 .

Newspoint Inshorts  Public Dailyhunt ShareChat
App App

App mWeb

Comscore, January 2022 | Data is for select companies and has not been
de-duplicated; does not include Google News

While mobile news aggregators play a relatively small
part in the media eco-system of Western countries, they
have a significant position in India

Google News, Inshorts and Dailyhunt are some of

the leading news aggregation platforms and Redseer
estimates their reach to be 340 million in India and their
contribution at 10% of total online time spent
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lll. ...while traditional news companies have

generated web-heavy user bases

Digital MAUs of select news companies (in million)
250
200

150
100 I
50
_ llll'llllll
‘ B

App mWeb

Comscore, January 2022 | Data is for select companies and has not been
de-duplicated

Times, Zee and News18 have all crossed 150 million
MAU, while other national brands are all above 50
million MAU

Large regional brands are also approaching that number

However, all these brands, except for Dainik Bhaskar,
generate over 90% of their MAUs from web services

Social media and news remained heavily
connected

According to the Reuters Digital News Report 202133,
people pay most attention to celebrities when using
social media; however, the second most popular use was
mainstream news outlets and journalists

In India, too, majority of visitors on news sites are
redirected from search or social media - in some cases,
the number is as high as 90%

Focus on vernacular languages increased
Google news is available in 8 main languages and
content in several other languages is also aggregated

In December 2021, Dailyhunt launched its offering in its
15th Indian language

Zee Digital has launched digital-only brands in Tamil,
Telegu, Malayalam and Kannada to increase its reach in
South India

ABP Network's Tamil News Digital Platform, ABP Nadu,
is its 5" online language product apart from Hindi and
English

Although, Vernacular platforms remain lower on reach,
these platforms provide extremely high engagement

33 https://reutersinstitute.politics.ox.ac.uk/digital-news-report/2021
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VI. Hyperlocal news content services increased

Inshorts has launched a new hyperlocal video app Public
for local news videos, which aggregates videos related to
news and events happening in a particular location, city
or town

Dailyhunt launched video only hyperlocal app Publicvibe
in December 2021

Many news platforms enable selection of city-based
news apart from national news

Hyperlocal news poses a threat to the recovery of
regional newspapers, though it can be used to augment
the regional news offering by newspapers




VIl. Use of Al/ ML

Online news companies are extensively using technologies like artificial intelligence (Al) and machine learning (ML) for curating
and improving customer engagement

Use of Al/ ML in online news

Story / !ead Content packaging Distribution Marketing anc! Ad sales
generation recommendations

Crawlers to
understand viral
content and create
related content in
real time
Automated text/
graphic generation
Sentiment analysis
Automatic alerts

/ notifications

to journalists for
anomalous data
Detecting,
extracting and
verifying data (from
documents; web)
Claim/ fact
identification
Social media event
detection

Text/ data
tokenization,
chunking and
parsing

Automated news
writing
Algorithm-based
story generation
(templated; database,
report driven)
Content
summarisation
Content curation
Content management
News aggregation (by
Geography, locality,
community, topic)
Semantic discovery
Auto tagging

Image search and
recognition

Facial recognition
Object recognition
Slicing newscasts/
livestreams into clips
Transcription services
(Voice-to-text)
Text-to-speech
Translations
Formatting
Self-critique systems
to monitor journalistic
bias

Automated video
reports

Data visualization

Note: Some use cases are still in development phase

Automated

social media post
generation by
region and time
band

Homepage
curation systems
Automatic and
customized
highlights package
Arrange and
present stories in
a developing and
evolving sequence
Eliminating fake
news

Identifying
potential
customers through
clustering and
pattern matching
Targeted news
distribution

Predictive story
scoring (Sorting,
selection and
prioritisation)
Virtual news
assistant
Al-enhanced search
engine optimization
Personalized alerts
Personalized news
aggregation
Content
recommendations
Conversational
messaging in
natural sounding
languages
Comment
monitoring
Comment
moderation
Dynamic paywalls
Predictive analytics
(Subscriber interest
prediction)

Reader engagement
tracking

Programmatic
media bidding

Ad management
platform
Contextual
advertising
Performance
optimization
Budget optimization
Ad targeting and
recommendation
Al-enabled hyper
personalization
Identifying the
best times and
means to advertise
through pattern
identification

Media and entertainment 67



VIIl. Several formats were adopted across platforms34
Summarized .
News app Lan.q uages Nev.vs news LD Live feed Podcast
available articles . news
articles
Graphic card/

Inshorts English/ Hindi ® ® factoids/
Infographics

ORI I:fnguages @ @ ¢ @ \rggzliasoc(;iltent
Tol 14 languages L o ® [ [ [

Jagran English/ Hindi [ () o o [

gsgnsillzar alltt] ® ® [

Aaj Tak Hindi o o o o o

NewsPoint 14 languages o [ ) [ ) o [ )

The Quint  English/ Hindi ° °® ° viral content/

Graphic novels

Based on online research conducted in January 2022

34Based on sample sited accessed during 2021
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Social media

I. Social media penetration reached 33% in
2021

Social media penetration (% of population)
84%

81% 80%
73%
68%
58%
33%
N X < <
\5 Q)«’b/\’ onf) CQ Q}$\6 Qb\
&O

Hootsuite | Based on a survey of 16-64 year-old internet users

Social media is now used by 33% of Indians aged 16
years and above, up from 29% in 2019

Though this is lower in percentage terms than many
other countries, in absolute terms, India is the second
largest market by number of users

Il. Social media users grew to 467 million in
2021

Social media users in India

448 467

400

4%
Jan-19 Jan-20 Jan-21 Jan-22

Users (in M) e===Growth rate

Hootsuite, We Are Social report, January 2022

467 million Indians were active on social media as of
Jan 2022, a growth of 4.2% y-o-y

35Redseer report: Riding the digital wave | Oct 2021
36 Redseer report: Riding the digital wave | Oct 2021

Most social media users subscribed to multiple platforms
but did not use each platform daily

India is currently the biggest market for social apps
globally in terms of downloads, according to data.ai's
‘Evolution of Social Apps' report

Ill. Indians spent 2.5 hours each day on social
media

Hours and minutes / day spent on social media
03:41

02:36
02:27 0227 .,
I I 01:57 41.48
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Hootsuite | Based on a survey of 16-64 year-old internet users
At an average of over 2.5 hours per internet user
per day, Indians spend a larger quantum of time as
compared to the world average, ahead of other large
countries like China, USA, etc.

Indians spend more time on social media than any other
activity on their phones3®

IV. Indians used both international and
domestic social media products

Rank Social media platform

Instagram

MX Takatak

Facebook

Snapchat

Moj

Share Karo India
WhatsApp Messenger

O 00 N U0 M W N

Truecaller
10 Telegram

data.ai| Combined iOS and Google Play | Does not include preloaded apps
Social app downloads in India (2021)

While international social apps Instagram, Facebook and
Snapchat were amongst the top of the most downloaded
social media apps list in India, ‘local’ apps MX Takatak,
Mauj and Josh were all in the top six

There were almost no local apps in the top 10 list three
years ago

Indians spent roughly twice the time on international
social media products than on domestic ones3®
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V. Meta's apps had the highest reach

81%
WNatSAPP o 7%
INStagram o
Face D00k o —

76%

Telegram 0
Facebook Messenger  pu— =y
Twitter  — oY

Snapchat 0

i 37%
LinkedIN - p— "3 0y,

Pinterest 35%
—33%

0,
Tikiok  p— 35%
MX TakaTak || 23%
23%
SKyPe o 30%
Moj g 23%
m2019 2021

Hootsuite, We Are Social report, January 2022 and 2020: Based on a survey
of 16-64 year-old internet users | Does not include pre-loaded apps |
0 indicates data not available

WhatsApp remains India’'s favourite messaging app,
while YouTube is India's favourite video platform

Over the last three years, apps like Snapchat, MX
TakaTak, Moj and Telegram have gained significant
market share

VI. Live streaming gained popularity

Live streaming across verticals like astrology, agony

aunts, education, skills, etc. gained significant popularity

In-app purchases for a significant portion of creator
revenues in the form of gifting, donating, celebrating
etc.

Some creators have even started charging a subscription

fee for live interactions

37"The dawn of social audio apps and their relevance to users", The Hindu, 2 Jun 2021

VII. Short video apps enabled increased

escapism
Static filters have given way to AR and VR engines

Personalised video which can enable anyone to create
their avatars or see how they would look like their
favourite superheroes

Integrating live action videos uploaded by users with
animation and VFX capabilities to bring UGC to life

VIIl.New formats around social audio became

popular
Since the launch of Clubhouse, platforms started to
experiment with their own versions of audio apps:

»  Reddit launched ‘Reddit Talk’

»  Messaging app Telegram rolled out a similar
feature®”

»  Twitter launched Spaces for the public in May 2021

»  Spotify launched Greenroom, its own social audio
network in June 2021

»  Facebook, now Meta, started testing its own audio
room, Hotline, in April 2021

India too has seen multiple local companies enter and
focus on the audio space including Leher, FireSide
(owned by short-video platform Chingari), Scenes by
Avalon, Mentza, and Bakstage®®

However, the format poses some challenges specially
in terms of content moderation since technology that
could scan audio in real time does not exist at scale

38"What Indian social audio apps are getting right on content moderation,” Moneycontrol, 5 Jan 2022
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IX. The creator economy gained scale

Estimated influencer marketing
revenue growth

22
19

2021 2022E 2023E 2024E 2025E

GroupM | INR billion

Influencer marketing grew significantly driven by the
pandemic and those gains are not showing signs of
slowing down

The number of professional and semi-professional
influencers who monetize their services is estimated to
be 150,000; 33% of these professional influencers are
estimated to focus on regional languages

New modes of monetization include live streams where
in addition to sponsorships and advertising, tipping,
gifting, dedicating etc. are generating revenues for
creators

Influencer marketing spends are estimated to grow at a
CAGR of 25% to reach INR220 billion by 2025

X. Social commerce made a strong beginning*!

Time spent on shopping apps in India
(billion hours)

7.5
6.5
5.5

4.2

2018 2019 2020 2021

data.ai

Social commerce (the process of selling products directly
on social media platforms) has emerged in India and is
powered by social reselling platforms such as GlowRoad,
Shop 101, Meesho, Bulbul, SimSim, etc.

The sheer number of buy and sell groups on Facebook
are a testimony to the fact that online socializing and
online shopping make a highly compatible pair

By 2025, India's e-commerce market is projected to be
USS$220 billion, while social commerce can potentially
grow to touch upwards of USS$50 billion*? in terms of
gross merchandise value

39Kalaari Capital Creator Report
“*“Influencer marketing spends set to zoom from Rs 900 to Rs 2200 crore: INCA-e4m report,” Exchange4media, 20 Sep 2021
42"How social commerce is helping India move from interaction to transaction,” EY, 18 Feb 2021
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Digital advertising

Digital ad spends grew 29% in 2020

T ois o0 200 zoaze zoeae

Large ad- 1915 1915 246.5 3139 430.2
vertisers

SME & long 87.5 90.6 116.6 1399 201.4
tail (not
validated)

Total 279.0 282.0 363.0 453.8 631.7

INR billion (gross of taxes) | EY estimates

Digital advertising grew 29% to reach INR363 billion in
2021, the largest contributor to advertising revenues in
India

Included in the above estimate are spends by SME and
long tail advertisers of INR116.6 billion, primarily on
performance advertising on Google, Facebook, and
e-commerce platforms*

Ad rates for premium properties increased, but on
average rates continued to reduce as volumes increased
by over 30%

Of the total, share of ad revenues generated by
e-commerce platforms increased to over INR55 billion,
crossing 16% of total digital advertising (12% in 2020)

E-commerce advertising achieved
scale

Break-up of digital ad revenues

1%3% 4,

'7%

16%
69%
Audio News OTT
Short video ® Entertainment OTT
eCom Search & social

EY estimates | Based on total digital advertising including SME ad base

Search and social media, across different platforms
continued to provide 69% of digital ad revenues, down
from 75% in 2020

E-commerce advertising crossed INR55 billion to garner
16% of total digital advertising as more brands used
online channels like Amazon, Flipkart, Ajio, Nykaa,
Myntra etc. to drive sales, as these platforms are seen as
being closest to the point of purchase

OTT platforms of broadcasters and news companies
garnered 10% of digital ad revenues, led by Hotstar and
Times Internet

Many live digital feeds of news channels started selling
their ad inventory separately (and not just carrying the
ads scheduled on the linear feeds) as well as selling non-
FCT inventory like L-bands and Aston bands

Short video platforms gained scale and, along with
music streaming platforms (excluding music video
streaming), contributed around 5% to total digital
advertising

Small and medium enterprise (SME)
advertiser base grew

We estimate that SME advertisers spent over INR116.6
billion in 2021

Large ad platforms claim that there are now 500,000
small and medium enterprises who advertise on them,
to generate business in India and abroad*

Regional media companies we spoke to also mentioned
that their advertisers were increasingly experimenting
with and shifting a portion of their ad budgets to digital

In addition, the pandemic spurred the growth of hyper
local entrepreneurs who target audiences in specific
localities within cities

Industry discussions indicate that this number is growing
significantly and could reach a million advertisers within
three years

SME spends are focused on performance advertising

- predominantly search, social and classifieds - on
platforms like Google, Facebook, Flipkart, Amazon, Just
Dial etc.

43We are unable to adequately verify this SME spend amount and have therefore shown this amount separately and not included it in our overall segment sizing

estimates
44 Industry discussions
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Share of programmatic advertising
increased

Our interviews have shown that share of programmatic
advertising increased from 10% of total digital spends in
2017 to 42% in 20214

We noted an increased prevalence of programmatic
guaranteed amongst publishers, as they can guarantee
both price and impressions to advertisers

Programmatic advertising is now extending its remit to
sectors like audio OTT, DOOH etc. and we can expect

to see several platforms come into being to serve even

traditional platforms like radio and regional television in
future

Six sectors spent over 20% of their
total ad spends on digital

Percentage of ad spends on digital by sector
FMCC

E-commerce

Telecom

Consumer Durables

BFSI

Automotive

M&E

Retail

Others

0% 20% 40% 60%
m2020 = 2021

Dentsu Digital Advertising in India report 2022 and 2021

Share of digital advertising spends of FMCG companies
doubled due to the COVID-19 driven change in customer
procurement preferences and launch of several D2C
brands

Except for FMCG, several sectors decreased their share
of spends on digital advertising in 2021 as their spends
on TV, print, radio and OOH - which had significantly
reduced in 2020 due to lockdowns and supply chain
constraints - started to recover

45 Industry discussions, Pitch Madison Advertising Report 2022, EY analysis

FMCG and E-commerce contributed
60% of total digital ad spends

Category contribution to digital advertising

42%
24%
17%
a5 '
b 13Y% 9
Y 10% s
o' % % 4% 4% 5% 2%
el
C) ) . & S B ©
P &S & o &
Q@ @@Q e}é’é}o ®\§,\ OQQO &QJ (" Q(:b @ 2 O®

m2020 ~2021

Dentsu Digital Advertising in India report 2022 and 2021

Significant growth in digital ad spends by FMCG
propelled it to the highest contributor in 2021 (does not
include long-tail advertisers)

The top three national advertiser categories contributed
almost 2/3rd (65%) of total digital ad spends

Marketers are learning to live with
ad fraud

Living with ad fraud
Marketers who expect to
increase ad spends on digital _ 98%
advertising during the
next 2 years
Of that, marketers who

expect to spend over 20% _ 76%

of ad budgets on digital

Marketers who had
implemented ad fraud 49%
management tools

Marketers who felt their

agencies were adequately - 44%
equipped to mitigate ad
fraud risks

EY marketer survey 2022

42% of marketers we surveyed in January and February
2022 indicated that dealing with ad fraud was in their
top two priorities for 2022 and 49% had implemented
tools to monitor the same

Despite the concern, 76% of survey respondents
expected their digital ad spends to exceed 20% of their
total ad spends during the next two years
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Digital subscription

In 2021, digital subscription grew Video subscription
0
& I. 40 million households paid for 80 million

2020 5021|2025 | 2024E video OTT subscriptions

Video 42.4 53.9 67.5 102.0 Subscriptions and subscribing
Audio 1.1 1.6 2.1 2.8 households
N 0.3 0.9 1.2 2.1

ews 114
Total 43.8 56.4 69.6 106.9

INR billion (gross of taxes) | EY estimates*s

80
Video subscription revenues grew 27% in 2021 to INR54

billion, an amount which is around 50% of broadcasters’ 63 60
share of TV subscription revenues

40
Paid video subscriptions had crossed 50 million for the 31
first time in 2020 and further scaled up to 80 million in
2021, across almost 40 million households in India
. _— o .
Audio subscription grew 49% in 2021 (albeit on a much 2020 2021 2024E

smaller base) as paying consumers reached around

three million H Paid subscriptions © Subscribing households

EY estimates
News subscription reached around INRO.9 billion due

to increased marketing focus by BCCL, HT Media, The

40 million Indian households paid for 80 million OTT
Hindu, The Ken and moneycontrol.com amongst others

video subscriptions in 2021
The percentage of paying subscribers to total OTT
consumers remained less than 10% and 2% for video and
audio respectively

Actual OTT video users / audience could be estimated
at 120 - 160 million individuals as subscriptions were
shared amongst family and with friends*”

We expect digital subscriptions to grow at a CAGR of

Over 2,500 hours of original content were created for
24% till 2024

OTT platforms - including over 100 direct to digital
films*® - which were extensively marketed, and led to
increased demand for OTT subscriptions

Other key drivers for growth included live sports,
bundling, exclusive reality content (for TV shows which
have deep fandom) and pricing changes

Il. Regional content travelled across India*®
Films releasing directly on OTT were watched across
over 4,000 towns and cities in India, which compare
favorably as against the erstwhile “mega movie
releases” which peaked at 3,500 cinema screens

50% of viewers of regional language films on OTT
platforms were from outside their home state

Most large platforms adopted a strategy of 8 languages
(Hindi, four southern languages, Bengali, Marathi,
English) or more

Dubbing and subtitling of movies across Indian
languages led to further experimentation and
acceptance of movies across state and cultural
boundaries

“6Amazon Prime Video revenues have been estimated using an apportionment of their total end customer subscription price between various bundled services
4TEY estimates

“8EY production audit team estimates

4% Industry discussions with Netflix, Amazon, Zee5, Hungama, Hotstar, Eros Now, etc.
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lll. The "sharing' opportunity
Many consumers (and almost everyone we checked
with!) shared their passwords with family and with
friends

We estimate that on average, a subscription was used
by between 3 to 3.5 people; hence, our estimate of 40
million OTT households could have a potential reach of
up to 120-140 million people, or even more>®

Hence, the number of OTT consumers is probably
much higher than number of subscriptions; like how a
newspaper is consumed by several people in a family or
around a tea stall in smaller towns

Enabling sharing is a good way to induce product trial
and can be seen as an opportunity to target a wider base
for subscription sales

IV. Content bundling evolved®!
Telcos and aggregators provided premium OTT
subscriptions bundled along with data and/or devices for
as little as INR150 per month:

» data + one or more OTT plans
» data + one or more OTT trial packs of 3 or 6 months
> abouquet of OTT platforms

» data + free access to live FTA and/ or pay television
channels

Up to 85%°2 of viewership volumes of certain OTT
platforms were generated by telcos

We estimate that 322 million subscribers consumed
bundled content>?

We expect to see more bundled products like Amazon
Channels (the SVOD version of the YouTube MCN),
where platforms with large reach provide that to
smaller/ boutique/ niche aggregators on a revenue share
basis

The amount telcos paid for content was around INR7
billion in 2020 (where they provided it for free to
consumers) and this is expected to grow further

We expect around 400 million consumers to consume
content via telco and aggregator bundles by 2025 as
data prices increase

S0 EY estimates

SLEY estimates

52 Industry discussions; EY analysis

53 EY estimates assume a household size at 4.4 subscribers
54 EY Estimates

55 Industry discussions; Comscore; EY analysis

Audio and news subscription
revenues®*

Audio subscription reached INR1.6 billion
The number of monthly music streamers was around
197 million in 20215

The percentage of paid subscribers was just at 1.5%, due
to the prevalence of several free options across all large
streaming platforms and on YouTube

We expect music streamers to cross 390 million by
2024

However, so long as free options are available such as
FM radio, YouTube, etc. it will be difficult for streaming
platforms to grow paying subscribers, which may just
about cross 7 million by 2024

For more details on digital streaming, refer the music
section of this report

News subscription reached INRO.9 billion
With the abundance of free news available online and
through aggregators, news subscription was led by
exclusive, premium content

We estimate less than 1.5 million paid subscribers
across all news platforms

News brands have tried several types of bundles to
increase subscription:

> Physical products + e-papers
»  Physical products + premium app content
> Bundles of different online news brands

»  Bundles with non-news products like OTT,
e-commerce subscriptions etc.

»  Launch of specific subscription products around
business news, stock market advice, crosswords etc.
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Future outlook

Digital segment is expected to grow

to INR537 billion by 2024

Digital segment revenue projections

600
500 106.9
400
70.8
[ ]
300 56.4 430.2
438 e 313.9
200|  p— 24065
191.5
100
2020 2021 2022E  2024E

Advertising ®mSubscription

INR billion (gross of taxes) | EY estimates

We estimate that the digital segment will grow to
INR537 billion by 2024, at a 21% CAGR

This amount excludes SME and long-tail advertising
estimates

The segment became the second largest segment in

2020, overtaking print, and we expect it to continue to
reduce the gap with television as digital infrastructure
(screens, broadband connections, e-commerce, digital
payments etc.) continue to grow

56 EY estimates

76 Media and entertainment

Digital ad growth will outpace all
other segments

Digital advertising overtook television in 2021 on an
aggregate basis to become the largest contributor to
Indian advertising; it will continue to grow at a 20%
CAGR, to reach INR430 billion by 2024

SME and long-tail advertising, not included in the above,
will grow from INR117 billion in 2021 to INR200 billion
by 2024 on the back of growth in SME advertiser base,
access to national and global markets, continued fall in
CPMs, etc.%®

E-commerce advertising will reach INR10 billion by
2025 as e-commerce players like Amazon, Flipkart, Jio
Platforms, Tata, Zomato and others growth their reach
and active users

The CPT will emerge as the common metric for cross-
media measurement and the M&E sector will need to
provide models to measure it

The metrics that matter will change from MAU to DAU
and from audience numbers to engagement, loyalty and
time spent, leading to platforms focusing on segmented
audiences with deep engagement and community
ownership

More advertisers will implement ad fraud management
solutions and validate ad spend efficiency as digital
becomes a larger portion of their media mix




Digital subscription will achieve
scale

Subscription revenues will grow at 24% CAGR as paid
subscriptions grow to over 110 million by 2024, rivalling
or exceeding the current share broadcasters earn from
subscription sales

Video OTT subscribing households will grow from 40
million in 2021 to 60 million by 2024

Audio subscriptions will cross 7 million by that time, as
subscription sharing gains scale

Newspaper digital products will increasingly go behind
paywalls and we expect news and related products to
generate subscription revenues of INR2 billion by 2024

The sharing economy will not pass by the digital media
space - we could see group subscription products across
families, friends, neighbors, colleges and corporates
come into being

Syndication opportunities will increase as telcos have
started to increase data prices and will need to offer
more content to justify the same

E-commerce apps will provide a significant opportunity
to license news, library and interactive content on to
their platforms to increase reach and visitations

OTT will break regional barriers in
India

OTT titles produced by language

‘IHHHI
3% 6% 54%

19
19
70%
0,
53% 45%
2020 2021 2024E

Hindi mEnglish ®mOther languages

EY's production audit practice estimates

Demand for original content will increase from 2,500
hours in 2021 to over 4,000 hours by 2024

The share of other languages will increase to 54%

of total content produced as regional OTTs flourish
and scale on the back of dubbing and subtitling; this
could also lead to increased costs for regional content
production

As production costs keep increasing, we expect to see
the mix of high : medium : low budget content getting
skewed towards medium and low cost production, as
well as more IP co-ownership and sharing deals

On the other hand, virtual production techniques and
other technologies will gain adoption to keep costs in
control, as will the use of a wider pool of talent

Sports will play an increasingly important role in growing
subscription revenues and this could lead to a growth in
valuation of digital media rights and even rights getting
more fragmented between platforms
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The “limited genre" barrier will be
broken by OTT

While mass distribution products like film and TV have
typically focused on 8-10 genres of content, OTT with its
ability to segment audiences can focus on a much larger
number of genres

We expect several new genres of content to be created
for OTT such as medical dramas, political docu-dramas,
comedy-horror, women achievement, urban noire,
music-based content etc.

Some of these could spawn dedicated apps or tabs on
popular platforms

Navigating a cookie-less world
through a “collection of passions”

In a world without cookies, OTT platforms' data around
viewers' content consumption preferences, interests and
purchase choices can be a powerful input for marketers

While clearly first party data will be critical for
advertisers, we can expect to see more powerful and
value accretive data integrations and segmentation
across OTT platforms

57Industry discussions, TRAI, EY estimates
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News OTTs will focus on locality
management

One M&E CXO mentioned that “OTTs are now to be
considered as traditional media"” indicating the need for
constant innovation in product and utility

Given that a majority of new internet users are expected
to come from non-metro markets, news companies

will launch hyper-local news services to compete with
the quality of multi-edition vernacular print products,
through creation of massive stringer networks across
their target markets

By 2024, there will be more rural internet users than
metro users®” and hence locality and village perspectives
and interactivity will become a USP for these news
brands

News gathering will become a platform-based process,
sourcing content from wires, services and stringers,
creating multiple monetization opportunities for them
across media and across platforms

Newer monetization models will be
needed

High investment is chasing low ARPU consumers in
several OTT businesses today; this cannot sustain and
hence there is a need to innovate around monetization
models

We believe TVOD services will gain scale to bring in
audiences from a trial perspective, starting with sports,
events and movies, and will be especially important for
the audiences the Jio-Google low-cost smartphone will
deliver

AVOD models will evolve to include increased advertiser
funded content and IP co-ownership, since break-even
on pure advertising platforms can only be achieved if
content cost is extremely low

Bundling of various OTT platforms by ISPs and telcos
will gain scale - they will in effect play the role that
DPOs played in the television sector - but the customer
will need to be provided with the choice of choosing
different OTT platforms to bundle




India as the back office to the media

and content world

Indian creative talent will bring to media what India’s

engineers have brought to the technology sector

We expect India to play a much larger role in “behind the
camera" support for content production, which could be

across:
»  Ad sales platform management

> Analytics management

»  Animation

»  Content piracy solutions

»  Dubbing and music management

»  Formatting

>  Post-production

»  Promo creation and marketing

»  Release management and assurance
>  Rights management

» Tagging

»  Titling, subtitling

> VFX

If India achieves even 5% of the global content market,

the opportunity is over USS$15 billion
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Trends

Digital infrastructure

Telecom subscriptions (in million)

655
648
526
Wireless
Wireline
Urban Rural
m 2020 2021

> HEEEZZEES © ieecom

............
o’
.

There were
1.18 billion

1154 i  subscriptions
24 in 2021

Similar to 2020

*e
cea.
...........

Press Release N0.6/2021 (as on Dec 2020) Press Release No0.12/2022 (as on 31 Dec 2021)

Tele-density
remained heavily
skewed towards urban

markets in 2021
Similar to 2020

. .
‘‘‘‘‘‘‘‘
..........

Urban India

Rural India

All India 59%

86%

TRAI Press Release No0.12/2022 (as on 31 Dec 2021)
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Dec Sept
2020 2021

Total internet subscriptions 795 834
Narrow band subscriptions 48 39
Broadband subscriptions 747 795
Urban internet subscriptions 487 497
Rural internet subscriptions 308 337

The Indian Telecom Services Performance Indicators
July - September 2021, The Indian Telecom Services
Performance Indicators October - December 2020

..............
....
*e

Internet
penetration
grew 5%

95% of internet subscriptions
were in broadband




68%

of subscriptions were
4G

' 461 million

smartphone users
had 810 million data
subscriptions

*e .
. .
......
........
...........

Ericsson Mobility Report, November 2021 Comscore, Ericsson Mobility
Report, November 2021

ceessea,
R
.,
..
.
.
.

2027E

Average data

consumptionper 2020
month per smartphone
continues to show 15.7gb 2021

robust growth driven

by rapid adoption of
4G and people working
from home during
COVID-19

................... Ericsson Mobility Report, November 2020 and 2021
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Trends
Digital

Powered by 'ss&1 comscore

India’s digital population at a glance

34%

DRl 64% of the digital
distribution population is
o .ur.uque under the age of

visitors 35 years

40%
30%

1524 [l 2534 [l 35+

B Male Female

Source: Comscore MMX Multi-Platform, Nov 2021, India

.......
009°

In million

e a61 . Online

Mobile users 385
: audience crossed
Desktops users 94 101 107 : 480 mi"IOI'I
406 468 485 % in 2021

Multi-platform users

The smartphone (i0OS and Android smartphone users) + tablets users are classified as ‘Mobile" users
Source: Comscore MMX Multi-Platform, Dec '21, India >

In million

------------- . I T

Online entertainment consumers

394 454 467

Online news and *  online news consumers
217 205 197

entertainment : . .
: Online music consumers
had the widest :
reach Game consumers 219 245 237

Game consumers includes online gaming and gaming information sites as well
Source: Comscore MMX Multi-Platform, Top-Line Categories, Dec '19 - Dec '21, India

.e®
--------

All data has been provided by Comscore and has not been verified by EY. It has been provided in summary form for

representation purposes only.
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Total minutes (billion) 2071

.........
.o .

.o

.

1669
{ Time spent online
12 on entertainment
increased in 2021
by 24%
403 457 S
270
2019 2020 2021
= Al activities Entertainment

Source:Comscore MMX Multi-Platform, Total Minutes, Entertainment Category, Dec '19 - Dec '21, India

Top 10 most
visited online
sites/ platforms

by Indians

....... In million
Google sites 462 591,943
Facebook 439 481,835
Times Internet Limited 409 34,591
Amazon sites 361 30,718
Flipkart sites 304 32,961
Zee Digital 251 3,836
Network 18 251 5,735
Truecaller.com 229 29,555
Paytm.com 217 8,338
Microsoft sites 204 18,874

Source: Comscore MMX Multi-Platform, Top 10 Internet Properties, Oct '21, India
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Trends

The Indian app story

Powered by @ data.ai

26.7 billion 9.3 billion
New app downloads Gaming app
in 2021 downloads

» Growth of 41% over 2 years » Growth of 65% over 2 years
> > 799,000 apps downloaded per » Over 35% of all apps downloaded in
minute 2021

USS$417 million US$165

App store spend million
Gaming app spend

» Growth of 12% over 2 years » Growth of 11% over 2 years
» >USS555 spent per minute in > Over 40% of total spend in Indiain 2021
2021

4.7 hours » Growth of 27% over 2 years

Daily time spent » 1/3rd of daily waking hours

per user

All data has been provided by data.ai and is based on their research. It has not been validated by EY, and presented in summary form for representation purposes only
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Indians spent an
average of
4.7 hours

everyday on their

*, mobile devices...
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...but spent
only US$0.4
billion...
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Consumer spending on apps in USS billion
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Top apps 2021

m By downloads By monthly active users By consumer spend | .

1 Instagram Whatsapp Messenger Hotstar

2 MX TakaTak Facebook Tinder P

3 Facebook Truecaller LinkedIn ---m?inly on

4 Snapchat Instagram Chamet Sl |OV9
and work!

5 Meesho Facebook Messenger Tango Live

6 Moj Amazon YouTube

7 Josh PhonePe L

8 Flipkart Flipkart Sony LIV

9 PhonePe MX Player Google One

10 Share Karo India MydJio Zeeb

Top 10 apps. Downloads and consumer spend based on combined iOS App Store
and Google Play. MAU based on Combined iPhone and Android Phone Monthly
Active Users; Excludes pre-installed apps. Market-level rankings
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Total hours spent
watching video
streaming apps grew
- 52%inIndiasince
pre-pandemic levels

100% Growth in total hous spent streaming 2021 vs. 2019 (Android phones)

80%

52%

60%

32%

40%

20%

0%

Mexic,
G@[‘fn any

-20%

-40%

o
S
S

-60%

Top video streaming apps 2021

m By downloads By consumer spend o .

1 Hotstar Hotstar Top video

2 MX Player YouTube streaming apps
3 Zee5 Sony LIV covered a wide
4 Dailyhunt Zees spectrum of

5 JioTV Netflix genres

6 Amazon Prime Video Voot e

7 Sony LIV ALTBalaji

8 Voot Discovery Plus

9 BOOYAH Live Viki
10 YouTube Kids Sun NXT

Video streaming apps custom categorized from the entertainment, photo & video, news,
sports, news & magazines and video editors & players categories across iOS and Google Play.
Downloads do not include pre-loaded apps. Consumer spend is via app stores only
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Mobile game
downloads remained
stable, though spends
could not keep up with
the strong momentum
gained during the

pandemic
Mobile game consumer spend growth (USS$ billion) Mobile game downloads growth (billion downloads)
3.6 0.07 9.33
0.06 [
0.17
2 0.6
0.04 505 |
2018 2018-19 2019-20 2020-21 2021 2018 2018-19 2019-20 2020-21 2021
growth  growth  growth growth  growth  growth
H Increase Decrease mTotal Increase mDecrease mTotal

Spend is gross — inclusive of any percent taken by the app stores

Indians spent the maximum amount of time on social and communication apps...

200 Hours spent in apps by category (in billion hours | Android phones)
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Rank ‘ By downloads ‘ By consumer spend

2 MX TakaTak Truecaller

3 Reook  Who-calgcnat
4 Snapchat ShareChat

CosMa Fanchat-Videochat with stranger
6 Josh YoYo

|7 Shaekaomda  olPaty
8 Whatsapp Messenger Facebook

CooTwealer mo
10 Telegram DODO

Market-level rankings; Excluding dating apps
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Trends

Meta India

The largest social media
network in India

435 million "
Indians access 272 million

Facebook every Indians access
month Facebook every day

(Q1 2022) (Q1 2022)

99% 6 million
Indians access average reels
Facebook on their produced daily

mobile phones in India

175%

Increase in Facebook

DAU across last
5 years

Unlocking opportunity for businesses

businesses are on the WhatsApp

for Business app in India

At the heart of the creator
economy in India

YoY growth in revenue
earned on video
content by monetizing
creators and video
publishers

YoY growth in
number of monetizing
Facebook creators
and video publishers
in India

India’s global rank
for its 234 mn game
play sessions during
July- August 2021

YoY increase in
viewership of live
gaming sessions on
Facebook in India

small businesses are using Instagram
to reach out to international
customers by announcing
‘worldwide shipping’ in their bios

©e%0®

users have liked or are
following an active India small
business page on Facebook

Indian small businesses on
Instagram are encouraging potential
customers to contact them directly

posts and comments on
Instagram during Sep-Nov
2021 to show support for small
businesses and buying local

All data has been provided by Meta India and has not been independently verified by EY.
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The metaverse makes a promising beginning

Maruti
created a custom
AR filter to provide
consumers a virtual tour
of the S-Cross SUV

Vivo
worked with Spark AR
to launch its V19 phone
by creating a virtual
unboxing experience

Lakmé

generated 18,000+ AR

try-ons of its make-up

products on Instagram
in just 2 months

Adding the social to social media

31 million
Vaccinations
booked and 31

million certificates
downloaded using
WhatsApp chatbots
(as of Feb 2022)

80 million
people accessed
WhatsApp chatbots for
COVID-19 support

60 million
signed up to receive
blood donation
notifications on Facebook
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Trends

Short video

Powered by VerSe Innovation

The popularity of short video platforms is increasing
Yearly active users (in million)

650 65% of short-form
users were from tier
2 cities
5 of the 10 top cities driving
maximum traffic on Josh were
from non-metro India - Lucknow,
Patna, Varanasi, Surat
and Ranchi

290
215
150

2019 2020 2021 2025E

Average minutes per DAU per day

User growth was
accompanied
by healthy 69

stickiness 53
33
42%
38% 2019 2020 2021
- 34% -
2 = | e
£ 184 =
o 143 >
@ ©
5 106 2 -
= - S Average time spent
= per day on short
:  video apps was over
2019 2020 2021 30 minutes

m MAU DAU == DAU/MAU

The data has been compiled by Verse Innovation from various sources including RedSeer, GroupM, Kalaari Capital, Bain &
Co, internal data and other reports. It has not been independently verified by EY. It has been consolidated and averaged for
presentation purposes.
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95% of
consumption
. was in Hindi and
», other languages /

m Other
languages

m Hindi

m English

Short video is creating significant
employment opportunities

150,000

professional
content creators
who monetize
their services
in India

US$S40-

US$200
average monthly
earnings for
the long tail

50,000

content creators on
regional short
video platforms

10-15%

60-65% of the

user base was
20-25% below 25 years of
age...

60-65%

B <25 years [ 25-35years [ >35 years

...and was

predoniantly
male

70-75%

Il Men [ Women
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5%

6% I-

20% of

videos were dedicated

to knowledge and

self-improvement
on Josh

(this was just 6%
in March 2021)

) 2

18%
M Entertainment [l Talent showcase
[l Self improvement [l Knowledge
[l Wishes & greetings M Sports
[ spirituality

9%

9%

11%

80% of content
consumed on Josh
was less than 30
seconds long

45%

B <15s Bl 15s-30s
Il 30s - 45s [l 45s - 60s+
Il 60s +

Contribution of non-influencer content to total video plays have been
increasing over the last one year, as is evidenced by the growth in creators

on Josh
UGC video plays

60%

V
47%

Mar 2021 Sept 2021 Feb 2022
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Creators
5,88,000
4,65,000
3,72,000
Mar 2021 Sep 2021 Feb 2022




Media and entertainment 95



Trends

MX Media

MXPlayer

1 billion

Oonly Indian.a.pp 300 miillion 56 minutes
to cross a billion Global platform Spent on the app

downloads on the MAUSs per user per day
Google Play store

20% 72%
additional data higher engagement 12
consumed by users from female users languages in which
with phones priced vs male users content is served
under INR20,000

MX Original content

views of the MX
Original, Ashram

of MX Original shows have
over 200 million views

All data has been provided by MX Media from their internal and external data sources and has not been verified by EY. It has
been provided in summary form for representation purposes only. Since March 2022, MX TakaTak has been demerged.
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MX Games

Gamer engagement
vs. video streamer
engagement

4‘35 minutes spent by gamers
bi"ion on the MX app in 2021

MX TakaTak

450 million

minutes per day
on the app

55+ million
video uploads
/ month

150+ million
MAUSs
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“Digital surpassing traditional television is a capstone
moment for a shift that, frankly, has been underway for
quite a while. However, the real question for marketers

to answer is not really about the most optimum way
to split their marketing spend. It is about the extent to
which they are understanding the implications of a
huge shift in consumer preferences and deploying that
umderstanding to build an entirely new way of building
brands and fueling growth.”

Ajit Mohan

Vice President and Managing
Director, India at Facebook
(now Meta) Q

“2021 was a revolutionary year as streaming
transformed a local Korean story into an unprecedented
global phenomenon. The same power of streaming led to
India discovering regional cinema and driving incredible

. fandom and business growth.”

Monika Shergill

Vice President, Content

Netflix
@

“Portability driven by low cost smart phones and 5G will
exponentially increase video consumption. The large Indian
population will offer multiple profitable segments in terms
of language, socio-economic and psychographics - direct
to consumer content business will come of age with with
various customised subscription plans and advertising led
subsidised content offerings.”

Danish Khan

Business head
SonyLIV




“The video streaming sector has become the
biggest contributor to the entertainment
industry’s growth in the country. One of the
biggest transformations this sector is bringing
in is the expansion of the linguistic palette of the
Indian video viewing customer — thereby not
Just expanding choice and selection of content
for audiences, but also creating a much more
expanded audience base and target market for
creators. This change will help unlock tremendous
value for India’s creative economy.”

Gaurav Gandhi

Country Head, Amazon
Prime Video India

“While concepts such as the metaverse will blur
lines between the real and virtual in ways that we
are yet to fully fathom and explore, one thing we
do know is that the new order will ensure deeply
empathetic and intuitive experiences. I believe that
this will be an era of unprecedented leapfrogging in
the area of individualization and customisation and
organisations that invest today in solving for this
holistically will walk away with the prize.”

Amit Goenka

Enterprises Ltd

®

“The addressable OTT subscription universe will
explode to include all connected consumers. As newer
viewing habits develop, platforms will be forced to
increase content diversity, to balance retention with
an ongoing focus on new customer acquisition.”

Gourav Rakshit
COO - Digital Ventures,

Voot
@

“The future of OTT will involve storytelling tailored
to a combination of audiences and the devices that
they will interact with..”

Sunil Rayan

Head of
Disney+Hotstar

@

President, Digital Businesses
& Platforms Zee Entertainment

“Video while democratizing access, is also helping

democratize participation in the digital economy

- more content creators while sharing their skills,

talents and culture - are able to build sustainable
business models.”

Satya Raghvan

Partnerships, India

®

“Creating opportunities, empowering citizens and
expanding economies within 60 seconds, that’s
the promise of short-video content. Authentic,
personalized and snackable — short-video content
has revolutionized the way we consume content and
the impact it can have. The data speaks for itself,
short-video is truly the future of content.”

Umang Bedi

Co- founder,
VerSe Innovation

@

Director - YouTube Content




Digital media and entertainment has entered it’s
golden decade. Web 3.0 will usher in unprecedented
opportunities across video, music, gaming and
live experiences. From consumption and audiences
to transaction and fractional ownership, the
Metaverse beckons and India will lead the way with
' 500 million active consumers embracing web 3.0 by

2025.

Neeraj Roy

Founder & CEO
Hungama Digital Media

@

“Audio streaming is at an inflection point with the
highest level of consumption weve ever seen for music
and podcasts in India, owing to a variety of genres,
languages, and formats. More artists and podcasters
are sharing their art with fans in India and across the
world. The industry will thrive as more local talent
reaches the global stage, and more listeners see the

value of switching to streaming audio content.”

Amarjit Batra

Managing Director- India
NYelelnli%

@

“We expect digital advertising to grow strongly
across the board on the back of the momentum we
have experienced in the past year and a half and
subscriptions across published ecosystem will gain
strong traction for players to deliver differentiated
value to their audience.”

Puneet Singhvi

President - Digital & Corporate
Strategy Network18 Media &

Investments Ltd.

“We are excited about the opportunity that creator-
driven LIVE commerce provides. It allows us to disrupt
the way consumers get entertained today and provide
a shopping experience that is more engaging and has
a human touch. This also defines a new chapter in the
‘creator economy’ and provide several monetization

avenues for the creator community.”

“Post COVID, with the huge release line-up of Films,
OTTs will be able to cater to additional cohorts of
audiences. 5G and AR/VR going mainstream in
the next few years will open new platforms and use
cases for OTTs.”

Vishnu Mohta

Co-Founder

Mansi Jain

Vice President & GM
Roposo

Hoichoi

“The interesting value that OTT brings outside of
performance is interactivity and deep data that creates
for more customization and scale. And so the content
ecosystem has so much more to serve the growing needs
of the consumer. We also believe that outside of video,
providing entertainment services like gaming & audio to
make proposition for the consumer more valuable is key

to drive growth.”

Nikhil Gandhi
COO - MX Media

®




“The new and evolved consumer looks for “Technology will eventually take center stage,
impeccable storytelling and production values and content will become more personalized,
without the limiting filter of language and is interactive, and immersive in the future. It
genuinely curious about new cultures. The rise of will rise above language and cultural barriers
South Cinema as a global phenomenon and that to appeal to global & regional audiences.
of us Indians watching foreign web-series are all The M&E ecosystem will include all kinds
Just the tip of the iceberg - a trend that’s going to of creators, artists, technology experts and
take regional content to the world stage and curate platforms who will collaborate to enhance the
content from all corners of the globe.” overall consumption experience.”

Archana Anand
Ali Hussein

Chief Business Officer

ZEES5 Global CEO
Eros Now
@ @

“Brands will need to relook at the core of consumer “Video streaming apps have taken India by

behavior and design content-rich experiences that storm with 52% growth in total hours spent
respond to the way consumers interact with the world since pre-pandemic. Brands, advertisers and

around them. Livestream commerce is the core of app developers will need to adopt a holistic app
selling with every brand becoming an entertainment strategy to tap into this flourishing market.”

channel on its own assets.”

Sunil Nair Cindy Deng
CEQ, India Managing Partner, Corporate
Firework & Business Development and

Industry Solutions, data.ai

®







Rajeev Birdi

, Market & Communications
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Print

The print segment grew 20% in 2021
to reach 77% of pre-pandemic levels

Print segment revenues

295.7

250.5

240.7
227.2
189.9

2019 2020 2021  2022E 2024E

INR billion (gross of taxes) | EY estimates

Advertising grew 24%, while circulation grew 12% in 2021

2019 2020 2021 2022E| 2024E
Advertising 205.8 121.7 150.8 161.2 169.4
Circulation 89.9 68.2 76.3 79.5 81.2
Total 295.7 189.9 227.2 240.7 250.5

INR billion (gross of taxes) | EY analysis

Newspapers grew 19% and magazines grew over 30%

Newspapers 285.7 184.9 220.5 233.8 243.4

Magazines 10.0 5.0 6.7 6.9 7.1
Total 295.7 189.9 227.2 240.7 250.5

INR billion (gross of taxes) | EY analysis

Advertising revenues recovered 24% in 2021
Overall advertising revenues were still 27% below pre
COVID-19 levels

Advertising in English publications recovered to 63%
of pre COVID-19 levels, while advertising in Hindi and
regional language publications recovered to around 78%

FMCG, education, auto and real estate continued to be
the largest spenders on print

Ad volumes recovered 32%

Circulation revenues recovered 12% in 2021
Corporate/institutional circulation remains impacted by
60% across languages

News stand and home delivery circulation seems to have
recovered over 85% for most regional and Hindi print
companies we interviewed

Magazine publishers are planning a larger and more
assured distribution network using technology and India
Post

Future outlook
Print segment will reach INR250 billion by 2024

Advertising will grow at a 4% CAGR driven by resumption
of corporate sales, ability to reach SEC A audiences and
events and activations business

Subscription growth will be more muted at 1-2% CAGR,
driven by cover price increases which will offset loss of
reader base in metro markets

We estimate that newspaper circulation will grow to
reach 90% of 2019 levels by 2024

Even though, magazine revenues recovered by 34% in
2021, we don't expect further significant growth in this
segment
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Advertising

Advertising revenues recovered 24%
in 2021

Overall advertising revenues were still 27% below pre
COVID-19 levels

Advertising in English publications recovered to 63%
of pre COVID-19 levels, while advertising in Hindi and
regional language publications recovered to around 78%

Share of advertising to total income of print segment
stood at 66%, up from 64% in 2020 but still below its
70% share in 2019

Ad revenue analysis

FMCG, education, auto and real estate continued to be the
largest spenders on print

Contribution to total ad spends

16%

22%

0%

1%

12/3/ E 15%
0

3% B

.8
=

14%
5%
6% 6%

B FMCG Education Auto

Real estate & home improvement

Retail E-commerce [ BFSI
[l Clothing & fashion jewellery [ HH durables
[ Corporate [ Telecom [ Travel & tourism
[ Alcoholic beverages [l Others

Pitch Madison Advertising Report 2022

Top five categories of FMCG, education, auto, real estate
and home improvement and retail contributed 57% of ad
revenues

They all spent over INR10 billion on print in 2021

However, except for education, their spends were still
below 2019 levels
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Largest growth was seen in
e-commerce, corporate and retail
categories!
All categories saw growth on print ad spends as supply
chains got reinstated and business opened up

While the e-commerce category more than doubled its
spends on print, highest absolute growth was driven by
education and then FMCG

The top three categories FMCG, education and auto
contributed 45% of total print segment ad revenues in
2021 compared to 48% in 2020

* Pitch Madison Advertising Report 2022
2 Industry discussions
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Overall ad volumes recovered 32%
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2020 2021
TAM AdEX (which covers around 870+ publications)
Average ad insertions per day fell 39% in the April -
June quarter during the second wave of COVID-19, but

recovered 1.8 times from there by the last quarter of
the year

There were 138,000 advertisers and 168,000 brands
on print during 2021, a reduction from 170,000
advertisers and 210,000 brands on print in 2019

Services became the largest sector
on print (by volume)

‘ Percentage share
Rank Advertising sectors

2020 2021
1 Services 14% 16%
2 Education 14% 13%
3 Auto 18% 13%
4 Personal healthcare 8% 9%
5 Retail 7% 8%

TAM AdEX

While the top five advertising sectors remained
unchanged in 2021, services and education both
displaced auto in terms of print ad volumes

Top two largest categories by ad volume were from the
auto sector in 2021 (2 wheelers and 4 wheelers)

180+ categories increased their ad volumes in print
compared to TV, radio and digital of which the top
categories were - eye care, commercial vehicles,
theaters, televisions, cellular/ smart phones etc.




Five states contributed 50% of
newspaper ad volumes

‘ Percentage share

Rank States

2020 2021

1 Maharashtra 14% 15%
2 Uttar Pradesh 12% 12%
3| Tamil Nadu 8% 9%
4 Karnataka 8% 8%
5 Andhra Pradesh 6% %
6 Rajasthan 7% 7%
7 | Punjab/ Chandigarh 5% 5%
8 Gujarat 4% 4%
9 Madhya Pradesh 4% 4%
10 Kerala 4% 4%
Others (13) 26% 25%

TAM AdEX

No major variations noted in states with the highest ad
volumes on print between 2020 and 2021

Maharashtra, Tamil Nadu, and Andhra Pradesh improved
their share of ad volumes, while no state witnessed a
drop due to the overall ad volume growth

English and Hindi publications
garnered 65% of newspaper ad
volumes

‘ Percentage share
Rank | Publication lanugage
| 2020 2021

1 Hindi 41% 40%
2 English 23% 25%
3 Marathi 9% 9%
4 Telugu 5% 5%
5 Tamil 5% 5%
6 Kannada 5% 5%
7 Gujarati 4% 3%
8 Malayalam 3% 3%
9 Oriya 2% 2%
10 Bengali 1% 1%

Others (3) 1% 1%

TAM AdEX

Even though Hindi continued as the largest contributor
to ad volumes, given it has the largest reach of any
language in India, its share reduced marginally by 1%

English language publications grew in 2021 and have
gained 2% volume share since 2020 as home deliveries
in metros started to recover from steep falls

The share of advertising volumes from vernacular
language newspapers remained at 35% in 2021

National publications earned 44% of
magazine ad volumes

‘ Percentage share

Rank | States B e
1 National 49% 44%

2 Maharashtra 10% 12%

3 Kerela 11% 11%

4 Tamil Nadu 8% 7%

5 West Bengal 6% 6%
Others (6) 16% 19%

TAM AdEX

National magazines continued to command the largest
share of ad volumes, but reduced their share by 5% in
2021
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Circulation revenues

Maharashtra gained 2% share in 2021 to become the Circulation revenues recovered 12%
top state in magazine advertising with 12% share in ad

volumes in 2021

Circulation revival will be critical in 2021 for national

. . Circulation revenues
magazines to regain ad volumes

In addition, over 10 magazine publishers have come
together to provide solutions to advertisers across

several products/languages/geographies including both 76
physical and digital options, to make a more compelling
proposition
Regional language magazine ads
increased their share
Magazine ad volumes by language
2019 2020 2021
INR billion (gross of taxes) | EY estimates
40% 9
’ & 48% Industry interviews (in the absence of ABC data) indicate
that print circulation remains below pre-pandemic levels
» Corporate/ institutional circulation remains
impacted by 60% across languages and a part of this
could recover, but some portion - perhaps as high
51% as half - could be a permanent fall
0 49% 43Y%

» News stand and home delivery circulation seems

to have recovered over 85% for most regional and
Hindi print companies we interviewed; however,

2019 2020 2021 English language and metro market circulations are

. Ee . ) .
English [l Hindi Other languages §t|I| at least 20-25% below their pre-pandemic levels
in most cases
TAM AdEX

»  Consequently, it is estimated that 5-10% of the print
circulation may have been lost permanently due
to breakage in the daily reading habits, growth of

digital news media adoption during the pandemic or
Four south Indian languages together contributed more other pecuniary concerns

than 25% share of ad volumes in 2021

English magazines garnered 43% share of total
magazine advertising, down from 51% share in 2019

Events and activation revenues

Revenues remained muted, though activity increased
during October to December quarter

The advent of the Omicron variant of COVID-19 in
December again resulted in stoppage of activity

Event revenues remained below 1-2% of the total
revenues for most publications we interviewed
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Circulation innovations abounded

Industry discussions noted several
innovations in newspaper circulation during

2021

Longer term/ annual packs were introduced by
publications at discounted rates

Bundled offerings were introduced across:

» different newspaper genres or languages
»  newspapers and magazines

Physical print + premium digital news offerings

Several newspapers took cover price increases to offset
the increased costs of newsprint - and because many
papers did it together, circulation recovery did not stop

Increases in cover prices resulted in lower unsold copies
in some markets

Customer-wise mapping of those who stopped
newspaper subscriptions led to customized offers being
made through newspaper vendors

Focus on hyperlocal news through increased number of
local editions and a larger stringer network

Bulk digital deals were introduced to replace lost
corporate sales

Il. Magazine publishers, too, are planning a

larger distribution network

Magazine publishers created an accreditation program
for distributors to give comfort to advertisers on
deliveries

They have also tied up with India Post to enable efficient
and traceable delivery

Magazine publishers also plan to use the newspaper
distribution network to sell magazine subscriptions

Digital revenues

Annual subscriptions (in INR)

Digital only

Publication . .
subscription

Dainik Bhaskar 199
Mint 2,949
Deccan Herald 1,992
HT Premium 999
Times of India + 599
e
Jagran 249
ABP Free
Hindu 899

Sourced from publication websites and apps, February 2022

With an estimated 467 million unigue online news
consumers in 2021 as per Comscore, the lockdown-
induced surge in online news consumption showed no
sign of slowing down

Most print companies had a defined digital business,
with a focus on products such as websites, apps, and
e-papers

Many companies had also launched stand-alone
products like classifieds, crosswords, etc. to augment
their digital incomes by capitalizing on their digital
audiences

Some news brands had forayed into unrelated online
businesses like insurance, mutual funds, etc. where the
focus was to earn transaction revenues

Publishers also experimented with subscription plans
around all access digital subscriptions, digital + physical
bundles, metered content accesses etc.

While publishers tried to position digital news as a
premium, branded product, monetization remained a
challenge with most print companies generating much
less than 5% of total ad revenues from digital products?

Digital events were conducted by several print
companies to generate sponsorship revenues, a trend
we believe will continue into 2024 across certain ad
categories

We estimate that total digital revenues generated by

print companies were INRO.9 billion in 2021 (this report
includes such digital revenues under the digital segment

and not in the print segment sizing)
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Future outlook

Print segment will reach INR250 billion by 2024

350

300

250 89.9

200 76.3

120 68.2

205.8
100

121.7
50

2019 2020 2021

B Ad

INR billion (gross of taxes) | EY estimates
We expect the print segment to grow at 3.3% CAGR till
2024
Advertising will grow at a 4% CAGR, driven by

»  Recovery from one poor quarter in 2021 (April -
June)

»  Resumption of corporate/ office copies as work
from home ends

»  Ability to reach upper SEC audiences who may have
cut the cord with traditional TV

»  Resumption of the events and activations business

»  Correction in regional ad rates, on the back of
increased GDP growth in language markets vs
metros

Demonstrating a rebound in metro circulation will be a
key psychological factor for print ad revenue growth,

as will the recovery of the SME/ retail advertiser base
—which had started experimenting with digital during the
pandemic

3 EY estimates
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Print segment forward projections

81.2
79.5

2022E 2024E

Circulation

Subscription growth will be more muted at 1-2% CAGR:

» Increases in cover price will be necessitated by
expected increases in newsprint prices; however,
in the past cover price increases have led to reader
base erosion and hence, cannot be — for most
publications — significant in the next two years

»  The continued revival of the home delivery and
newsstand business — which are currently still
impacted by COVID-19, particularly in metros and
which could be upto 10% for some languages

»  However, a large portion of the corporate/
institutional sales decline could be permanent due
to hybrid work from home models

While the dip in circulation has been more for English
publications, we expect vernacular publications to ride
out the impact of the pandemic with single digit falls (for
most large brands) and over time, for market leaders to
grow their circulation to pre COVID-19 levels on the back
of literacy growth in India

We have estimated that by 2022, newspaper circulation
will recover to 88% of 2019 levels and further grow to
reach 90% by 20243




Utility enhancements will be key to
retain audiences

As mentioned in last year's report, the utility of the
newspaper has declined with the advent of alternate
news mediums like digital, podcast, special interest
platforms, etc.

The customer has clearly spoken, and we expect to see
investments in enhancing the utility of print products,
across

»  Exclusive news and content

> Hyperlocal news

> Interactivity

»  Adintegrations and D2C offers

»  Click to transact opportunities, etc.

In addition, we expect to see more physical + digital
news products, which provide a cogent news-through-
the-day service for audiences

Community ownership will be king
We expect players will build out several multi-media
communities in areas where they have their strengths

These could be geographical, local news or interest
based, leveraging existing radio, OOH, events, and
digital capabilities most print companies already possess

Community focus will also increase event revenue
opportunities, particularly once the pandemic ends

Ad sales will need to transform

For most advertisers, print is used to create impact at
scale in one or more markets

There is a need to widen the use case of print to solve
more problems of marketers, which can be possible
through innovations such as

»  Sector-specific use cases

»  SME and retail products

»  D2C brand solutions

»  Products for readers and subscribers, etc.

Ad sales processes and technology will need to
transform to support the above, including

»  Online ad management platforms for retail and SME
customers, small agencies

»  Common ad engine for digital, radio and print ads

»  Programmatic integrations

»  Payment gateway integrations

> Mobile first capabilities and analytics

> Auto invoicing and evidencing of delivery, etc.

We also expect more combined selling initiatives to
be seen between newspaper and magazine players,
particularly the latter, with a focus on solution sales
[print + events + digital]

Cost co-operation is on the cards

With the expectation of increased newsprint costs and
supply chain/ home delivery costs, there will be a need
to optimize costs further

We expect more partnerships around news gathering,
procurement, production, distribution, and unsold copy
management to optimize costs

Alternate revenue streams will grow

As the print segment builds its digital video capabilities,
we expect content production to become an important
source of revenues, which will be monetized across
several platforms

With their news archives and deep regional content,
print companies can bring documentaries and docu-
dramas to life through their content businesses

In addition, archives can be monetized on digital
media, including through NFTs, online gaming, smart
spectacles, etc.
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Trends

Print advertising

Powered by TAM AdEX
(A division of TAM Media Research)

i
o
o
@ | 00000000,
c | et
< 9 9
o \ 8
©
o 8 8
Q .
2 - Print ad volumes
o o
£ grew 32% in 2021
o 5
=z though the second
9 . wave of COVID-19
o 3 impacted Q2 volumes
()
>
<
Q1 (Jan-Mar) Q2 (Apr-Jun) Q3 (Jul-Sep) Q4 (Oct-Dec)

= 2020 2021

IS Top 5 festivals

= 38%

S| 28y ) .

a D 6% v 2T% 1 Deepavali Deepavali

> 25%

GEJ 2 Navratri Navratri

=] 14% : :

S oY 3 Durga Puja Christmas

o

< . 4 Christmas New Year
Q1 Jan-Mar) Q2 (AprJun) Q3 (Jul-Sep) Q4 (Oct-Dec) 5 New Year Durga Puja

m 2020 2021

/ The festive season
" in Q4 continued
to be the highest
contributor of
ad volumes to print

TAM AdEX's data pertains to 870+ publications for January to December 2021. The data has been provided by TAM Media
Research to EY and has not been independently verified by EY.
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" The number

Product categories { advertisers using

Advertisers 170K 140K 138K ] print remained
Brand 210K 170K 168K E below pre
- -, COVID-19
’ levels
Ad volumes

ﬁﬂm 2021

Services displaced

Auto and Education to 1 Services 14% 16%

become the largest 2 Education 14% 13%
r on prin

41% sector on print 3 Auto 18% 13%
and auto fell 2 ranks

4 Personal healthcare 8% 9%

5 Retail 7% 8%

[ Other sectors I Top 5 sectors

Ad volumes

. Two wheelers % 5%
Gaadi, ghar and
. 2 Cars 8% 5%
gyaan contributed
0 3 Properties/ Real estate 5% 5%
23% of ad volumes

7% . i
4 Coaching/Competitive % %
exam centre
5 Multiple courses 4% 4%

[ Other categories I Top 5 categories
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Top 5 advertisers

contributed 12%

of ad volumes
in 2021

Up from 8% in 2019

Top 5 advertisers m Top 5 advertisers

SBS Biotech 2% SBS Biotech
Maruti Suzuki India 2% GCMMF (Amul)

Honda Motorcycle &
Scooter India

Bajaj Auto 1% Maruti Suzuki India

1% Hindustan Uniliver

5 states
contributed

50% of

. newspaper
D

| share |
N
1 Maharashtra 14% 15%
2 Uttar Pradesh 12% 12%
3 Tamil Nadu 8% 9%
4 Karnataka 8% 8%
5 Andhra Pradesh 6% 7%
6 Rajasthan 7% 7%
U EﬁgLadt;{;arh 2t 218
8 Gujarat 4% 4%
9 Madhya Pradesh 4% 4%
10 Kerala 4% 4%
Others (13) 26% 25%
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Hero Motocorp 2% Venkateshwara Hatcheries

u A W N =

5% SBS Biotech
1% Maruti Suzuki India
1% LIC of India

1% Hero Motocorp

1% Emami

National
Maharashtra
Kerala

Tamil Nadu
West Bengal
Others (6)

..while nation
magazines

volumes

down from 49% in CY20

49%
10%
11%
8%
6%
16%

al

garnered just 44%
of magazine ad

| o9 0000 220 | 2021

m Top 5 advertisers m

5%
2%
2%

2%

1%

T s
B

44%
12%
11%
7%
6%
19%




Hindi and English
newspapers garnered
65% of the total print

advertising space in
2021

Share of English
newspapers increased
from 23% in 2020

Ad volumes by publication language (newspaper)

English _ 25%
Marathi - 9%
Telugu . 5%
Tamil . 5%
Kannada . 5%

Gujarati I3%

Malayalam I 3%
Odia I 2%
Bengali I 1%

Others (3) I 1%

2 in 3 print ads
were related to
brand promotion

64%

)

3%

Ad volumes by publication language (magazines)

Malayalam - 11%
Gujarati - 9%
Hindi -8%
Tamil . ™
Bengali . 6%
Kannada . 5%
Marathi l 4%

Telugu I3%
Punjabi IZ%

Assamese I 1%

English language
magazines garnered
43% of ad volumes

in 2021

They had contributed
51% of ad volumes
in 2019

3% 4%

6% ‘-

Sales
promotion

[l Brand promotion [l Sales promotion Il Multiple promotion ] Discount promotion
[ others B Add on promotion  [Jli] Volume promotion
B Contest promotion [l Others
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Share of innovative newspaper ad formats
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.
.®
.

Share of
innovative

30% .
Seamless jacket prlnt ads grew
25% L . 35%in 2021
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share from 2% in 2020 8%
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“Going forward, brand trust will a significant
differentiator in the fast evolving newsmedia business.
News brands powered by quality journalism will seek
to leverage the trust of readers across digital platforms
eventually creating the right advertising environments

and contexts for better monetization.”

K

Sanjay Gupta
Editor in Chief & Wholetime
Director, Jagran Prakashan

Os o

pea

i “The credibility and relevance of Print is extremely

-
. @  pertinent now because we see new sectors advertising in
newspapers to establish their brands. They still need the
strength of Print to reach pan-India.”

E

L] o '
5 Jayant Mamen Matthew
L]
[ ] Executive Editor & Director
8a Malayala Manorama Co. Ltd.

ts

@

The Pandemic created a permanent change in consumer
attitudes and behaviours and there is a growing aspiration
to Live life here and now. This fundamental shift in mindset
would see exponential growth in convenience, consumption,
consumerism. M&E industry which creates the right content

and context facilitating consumer choices would garner a

significant share of the growing pie both subscriptions as well
as advertisement

Sivakumar S

Chairman Executive Committee
Bennett Coleman & Co. Ltd.

®
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“With the impact of the pandemic finally subsiding, the
overall economic scenario has seen a significant fillip.
Discretionary consumption is showing signs of revival
which has resulted in a resurgence in advertising spends,
especially in non-metros, that are growth engines of
economic revival. This momentum will carry forward
and will benefit players with strong reader-connect,
widespread reach and product innovation.”

Girish Agarwaal

Promoter Director
DB Corp Ltd.

“We believe hyper-local is the future and everything
has to be done keeping the reader in mind - what the
reader gets out of the newspaper is key!”

Karan Darda

Executive Director
Lokmat Media Group

®

“Print offers the simplest way of maximizing reach
for it being a credible source and hyper-local in
nature. It has a lasting impact and due to these
qualities, the future looks promising.”

Pawan Agarwal

Dy Managing Director
DB Corp

@

Due to information overload from varied sources,
credibility becomes an obvious need for customers as
well as brands. Trusted content sources have a greater
responsibility. The key to success would be a core
focus on journalistic attributes with quick adaption of
technology.

Tanmay Maheshwari

Director
Amar Ujala

®

“Across news, entertainment and sports, I am expecting
many profound changes in our industry over the next
few years. I see big money backing formulaic content

while audiences growing increasingly desperate for
authenticity and format innovation. We could expect
some overdue and healthy consolidation with clear
winners and losers in our industry.”

Anant Goenka

Executive Director
The Indian Express Group

“The divide between digital and other categories
will continue to widen. In this evolving scenario the
M&E industry need build on identifying audience and
community trends , better quality targeting through
first party data, partnering in the creator economy and
therefore building out subscription and other affiliate
models while continuing to reinvent ad sales will be key
to growth.”

Praveen Someshwar

Group MD & CEO
HT Media Ltd

®




The Association of Indian Magazines has set up an
accredited agency network, a tech-enabled joint
. subscription sales solution and launch of ‘Magazine

Post’ by Indian Post, that promises guaranteed and
expedited delivery. Further, a brand solutions studio
called Dastaan Hub has been launched across 100+

magazines and their websites with the potential to
. reach 150 mn readers.

Anant Nath
Executive Publisher
Delhi Press Magazines

®

‘2022 promises to be a good year for the news

publishing business with significant growth in both

advertising and circulation revenue, headwinds of
higher input costs notwithstanding. The focus on Digital

business — reader revenue, adverting revenue and
newer revenue streams will continue and the profitable
outlook on the core business will enable investments in

Digital for sustained and accelerated growth.”

LV Navneeth
(6/=0)

The Hindu Group Publishing
Private Limited

®
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Harsh Kumar
Technology Consulting
Gurugram (EY LLP)




Online gaming

The Union Budget 2022 has proposed an animation,
visual effects, gaming, and comic (AVGC) promotion

Online gaming grew steadily by 28%

in 2021 task force to recommend ways to realize the potential of
_ ' the segment and to build domestic capacity for serving
Online gaming segment revenue domestic and global demands

The online gaming segment is expected to reach INR153
billion by 2024 at a CAGR of 15% to become the fourth

153
119 ) .
101 largest segment of the Indian M&E sector, driven by
29 innovations across NFTs, the metaverse and esports
Online gamers grew 8% in 2021
Online gamers in India (in million)

2020 2021 2022E 2024E 390
360
Game type 2020 2021 2022E 2024E
Transaction-based 57 72 85 108 278
Esports and casual 22 29 34 45
Total 79 101 119 153

INR billion (gross of taxes) | EY estimates
2018 2018 2020 2021

Despite people going back to work as the effects of the
EY analysis | Monthly game players (unique)

pandemic receded, the online gaming segment grew

o -
28% in 2021 to reach INR101 billion The count of online gamers in India grew to reach

Online gamers grew 8% from 360 million in 2020 to around 390 million in 2021 and is expected to reach
390 million in 2021%; daily player range however was over 450 million by 2023°
90-100 million2

Tier-lll cities were a major contributor to this growth,
The propensity of Indians to pay for gaming increased: with the top 30 tier-lll cities reporting an increase of

0, H 7
>  Transaction-based game revenues grew 26% on the 170% of gamers than in 2020

back of fantasy sports and rummy Growth in gamers has been driven since the outbreak of
the pandemic by increased work-from-home and school-
from-home, and the consequent build-out of the laptop
and mobile phone ecosystem

> Esport and casual gaming revenues grew 32% due
to increased interest in esports and growth in in-app
purchases

In 2021, the lockdown in the April-June quarter and two

states removing their bans on gaming led to growth in

gamers

The number of paying gamers increased by 17% from 80

million in 2020 to 95 million in 2021

94% of the casual gamers in India were mobile gamers?®
However, as workplaces and schools opened up, many

The number of esports players doubled from 300,000 in casual gamers returned to their earlier lives

2020 to 600,000 in 20214

Being a state subject, regulatory uncertainty in several
states led to intermittent access to markets during
2021, impacting real money gaming revenues

LAIGF

2 EY estimates

3 India: casual gaming users by device 2021 | Statista

4 Nodwin

5 AIGF - Karnataka gaming ban: In a relief to Dream11, MPL, Karnataka HC strikes down major portions of state’s online gaming law - The Economic Times
(indiatimes.com)

¢ EY analysis

7 Tier-3 cities in India see massive boom in mobile gaming in 2021: Study | Business Standard News (business-standard.com)
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Transaction-based game revenues Il. Fantasy sports .
grew 26% Fantasy sports grew 26% on the back of domestic

sporting events like IPL, Kabaddi, Football, hockey

2020 2021 etc. restarting after the pandemic as well as a heavy
cricketing calendar of 36 matches across formats in

Rummy and Poker 31 40 2021

Fantasy sports 26 32 The segment is on track for high growth, with the 2022
IPL season being played back in India after 2 years in

lotal il 72 UAE and with there being 2 new teams added in the

INR billion (gross of taxes) | EY estimates league

India is now the largest fantasy sports market in the

Large marketing campaigns, celebrity marketing, joining world, with key players being!:

bonuses and customer acquisition mechanisms and
surge in digital payment mechanisms have led to the » Dreamll
increase in transaction-based gaming

»  MPL
The propensity of Indian consumers to pay for online » CricPlay
games is increasing as gaming gains social acceptance®

> Halapla
India's percentage of first-time paying users increased piay
50% in 2021° »  FanFight
In addition, several online gaming companies we spoke » 11 Wickets
with mentioned that existing transaction-based gamers > MyTeamil
also spent more money on playing games, increasing
their purse over time >  BalleBaazi

I. Rummy and poker
Rummy grew 28% and Poker grew 23% respectively in
2021

The user growth was fueled by an increase in the
number of new gamers coming from northern India*®

Multiple key states like Karnataka, Tamil Nadu and
Kerala removing the ban on transaction-based games
will further boost this growth in 2022

82021 was the year people in India started spending money on mobile games (moneycontrol.com)

? Leveling up India's Gaming Market 2021 (redseer.com)

10 eveling up India's Gaming Market 2021 (redseer.com)

1 0nline Fantasy Sports: New tech fuels sports economy with skill, engagement, and recognition of other sports | Sports News (timesnownews.com)
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Esports and casual gaming grew

32%in 2021
Esports 7.5 9.7
Advertisement 7.0 8.4
In-app purchases 5.3 7.7
Casual e-games 1.9 3.0
Total 21.9 28.8

INR billion (gross of taxes) | EY estimates

94% of the casual gamers in India were mobile gamers*?

Casual e-game revenues grew fastest at 58%, albeit from
a small base

7-8% of gamers playing casual games are estimated to
be paying users!3

Growth in in-app purchases was at 40% despite PUBG,
one of the highest grossing games ever to be played

in India, being banned for most of the year, clearly
showing the willingness of Indians to pay within game
environments as India based games like FauG and other
international games like Free Fire (also subsequently
banned in 2022) and Call Of Duty captured market share

Advertising revenues

Advertisement revenues grew 20% as digital advertising
picked-up pace across the board, though at very low
rates

85% of games by Indian publishers included
advertisements on their platforms, as compared to an
average of 73% for global games'4

Esports
Esports revenue grew by 29% from INR7.5 billion in
2020 to INR9.7 billion in 2021

The number of Esports players doubled from 300,000 in
2020 to 600,000 in 20211

Esports teams also grew by over 50% from 60,000 in
2020 to 100,000 in 20211

Esports in India is being considered as an area for
investment. Krafton, the company behind popular
action-based games like PUBG and BGMI, invested
INR1.64 billion in Nodwin gaming, India’'s leading
eSports provider!”

12 India: casual gaming users by device 2021 | Statista

13 BCG & Sequoia report: mobile-gaming-market-opportunity

4 https://42matters.com/india-mobile-gaming-statistics

5 NODWIN

¢ NODWIN

"NODWIN Gaming receives £16m KRAFTON investment - Esports Insider
8How 2021 shaped Indian esports - Esports Insider

*NODWIN

2°NODWIN
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Event ‘ Game ‘ Prize pool
Battlegrounds Mobile  Battlegrounds Mobile

) . B 10.0
India Series India

Free Fire Indian

S IR Garena Free Fire 7.5

Battlegrounds Mobile

OneShot Showdown . 3.0
India
Skysports Battlegrounds Mobile
. . A 2.6
Championship India
Call of Duty: Mobile
e Call of Duty 2.5
Red Bull M.E.O Season  Battlegrounds Mobile
. A 1.9
4: India India
INR million

Esports events in India with the highest prize pool

India also saw multiple esports events with high prize
pools, including that of Battlegrounds Mobile India
Series (BGIS) by Krafton, with a total prize pool of INR10
million, the highest so far in the country?®

The total prize money in 2021 crossed INR200 million*®

There is also a meteoric rise in viewership, from
600,000 hours in 2020 to 2 million hours in 20212°




Top mobile games in India - 2021

Publisher

Game type Consumer
Downloads o]

Bridge Race Casual gaming Racing Supersonic Studios Ltd. 1 3
Bﬁﬁ:ﬂ é_ﬁz:l;sss and Casual gaming Adventure Studio nCore 2
Legend Squad 3D Casual gaming Shooting FPS Shooting Games 3
Hair Challenge Casual gaming Racing Rolic 4 5
High Heels Casual gaming Racing Zynga 5 8
Stacky Dash Casual gaming Casual Supersonic Studios Ltd. 6
g;?\iﬁ;g;smtggt Casual gaming Casual Hazel Mobile 7
Going Balls Casual gaming Casual Supersonic Studios Ltd.
Phone Case DIY Casual gaming Role-playing Crazy Labs 9
Eizzisolr]pp?irrlrisg Casual gaming Casual Dress Games for Girls 10
Free Fire Casual gaming Action Garena International 1 8
PUBG: NEW STATE  Casual gaming Action Krafton Inc 2
WormsZone.io Casual gaming Action fﬁ&g&teradive LIS 4
Join Clash 3D Casual gaming Action Supersonic Studios Ltd. 6
2048 Cube Winner  Casual gaming Puzzle Flowerplasn 7
Cricket League Casual gaming Sports Miniclip.com 9
My Talking Angela 2  Casual gaming Role-playing Outfit7 10
Top War: Battle Game Casual gaming Role-playing Topwar Studio 1
Genshin Impact Casual gaming Adventure Cognosphere Pte. Ltd. 2
Evony Casual gaming Role-playing Top Games Inc. 3
Match Masters Casual gaming Puzzle Candivore 4
Kiss of War Casual gaming Strategy [?rf]ifelfjn (HongKong) 5
Project Makeover Casual gaming Puzzle Magic Tavern, Inc. 6
Yalla Ludo Casual gaming Family Yalla Technology FZ-LLC 7
Roblox Casual gaming Adventure Roblox Corporation 9
Art of War: Legions  Casual gaming Strategy Fastone Games 10

data.ai: State of mobile 2022 | Fantasy games and games which require payment for participation are excluded from the above table of downloads

In India, 26 games across 23 publishers contributed
towards top-10 rankings across downloads, monthly
active users and consumer spend

Action and racing oriented games remained the
most popular in the top-10 rankings across all three
parameters
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India-first games were on the rise

India has continued banning Chinese apps, including hit
games like PUBG and most recently Garena Free Fire
amongst 53 others

This, coupled with an increased push by the government
for Atmanirbhar Bharat has created an opportunity for
Indian players to fill this vacuum

As per a Redseer report, 60% of the people are willing to
play “India-first content” games?!

These are the games with an Indian central theme
or with Indian characters (celebrities or mythological
characters)

Some of the popular games in this space are
Kurukshetra: Ascension and Raji: An Ancient Epic

Streamers’ multi-game platforms
reached scale

In 2021, Netflix introduced their mobile gaming plans,
starting with casual games like Shooting Hoops, Teeter
Up and Stranger Things and has also acquired mobile
game developers like Next Games

The segment already has some players in India, with
companies like MX Player, The Gaming Project, Zee5
and Sony Liv as competitors, including gaming sites
developed by news brands such as Dainik Jagran

Streaming companies are hiring talent who have
experience in the online gaming industry to drive their
go to market plans in gaming

They face competition from established game
developers as well as game streaming platforms like
Google Stadia, Nvidia GeForce Now and Microsoft xCloud

This segment has a growing acceptance in India, with
13% our smartphone-owning survey respondents
subscribing to gaming platforms in 2021, up from 1% in
202022

21 eveling up India's Gaming Market 2021 (redseer.com)
22 EY India Gamer Survey 2022

Impact of state regulations on online

gaming

The Supreme Court has upheld fantasy sports format
as a ‘game of skill’, in line with other judgements given
by High Courts of states such as Punjab & Haryana,
Rajasthan and Bombay?®

On August 3, 2021, the Madras High Court struck down
the Tamil Nadu Gambling and Police Laws (Amendment)
Act, 2021 as being "ultra vires" 24

On September 27, the Kerala High Court, relying on the
Madras High Court order, struck down an amendment to
the Kerala Gaming Act, 1960, which imposed a ban on
online rummy?23

Recently, the Karnataka High court also uplifted the ban
imposed by the amendments to Karnataka Police Act
that banned online gambling?®

23 Supreme Court upholds Dream11 fantasy sports format as game of skill - The Economic Times (indiatimes.com)

24 After Kerala & Tamil Nadu, HC strikes down Karnataka ban on online gambling | Cities News,The Indian Express

25 After Kerala & Tamil Nadu, HC strikes down Karnataka ban on online gambling | Cities News,The Indian Express

26 Karnataka HC lifts online gaming ban, big relief for fantasy sports | Business Standard News (business-standard.com)
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I. Summary of different positions held by states on online gaming

Fantasy gaming | Rummy Relevant acts Year of enactment

Amendment of the Karnataka
Police Act, 1963*/ Karnataka Police
Karnataka  Not allowed Not allowed Not allowed (Amendment) Act 2021 (since struck 2021
down by State HC)
License needs to License needs Licence needs Meghalaya Regulation of Gaming Act,
be obtained to be obtained to be obtained 2021
Amendment of the Gambling and
Police Laws, 2021*/ Tamil Nadu
Tamil Nadu  Not allowed Not allowed Not allowed Gaming and Police Laws (Amendment) 2021
Act, 2021 (since struck down by State
HC)
Amendment to the AP Gaming Act
Andhra 1974/ The Andhra Pradesh Gaming
Pradesh Not allowed Not allowed Not allowed (Amendment) Act, 2020 (under
challenge before the state HC)
Amendment to the Telangana Gaming
Act of 1974/ The Telangana Gaming
(Amendment) Act, 2017 (under
challenge before the state HC)

Nagaland Prohibition of Gambling and

Meghalaya 2021

2020

Telengana  Not allowed Not allowed Not allowed 2017

License needs to License needs License needs

Nagaland . . . Promotion and Regulation of Online 2016
be obtained to be obtained to be obtained Games of Skill Act, 2015
. Restricted to . Restrictedto  Restricted to S G CRriTi (s i)
Sikkim servers based in servers based | servers based Act 2008 2009
Sikkim in Sikkim in Sikkim '
Assam Not allowed Not allowed Not allowed Assam Game and Betting Act, 1970 1970
. Orissa Prevention of Gambling Act,
Odisha Not allowed Not allowed Not allowed 1955 (challenge before the state HC) 1955
Kerala Allowed Allowed Allowed NI EElIg) (e G2 Bl S 2021
down by state HC)
. Gujarat Prevention of Gambling Act, 2017 HC order on
Gujarat Allowed Allowed Not allowed 1887 Poker: 1887

*Overturned by the state's respective High Courts

Il. The Skill Game Council of India
This body has been set up by the online gaming industry
to work with state governments to create a mutually
beneficial environment for the growth of gaming

It aims to ensure interests of the government are not
impacted, through licensing, monitoring game play,
setting limits on game-play and age of gamers eligible to
play, etc.
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Future outlook

We expect online gaming to grow to
INR153 billion by 2024

Game type 2021 2024E

Transaction-based 72 108
Esports and casual 28 45
Total 101 153

INR billion (gross of taxes) | EY estimates

We expect the online gaming segment to grow at a
CAGR of 15% to reach INR153 billion by 2024

Transaction based gaming will grow at a CAGR of 14%
to reach INR108 billion of this, comprising 71% of total
segment revenues

Medium and hardcore gamers would grow from around
100 million today to over 175 million by 2024, or
around 20-25% of online media consumers2’

Growth drivers will include increased internet
subscribers, particularly the improvement of India’s low
tele-density in rural areas, vernacular language gaming
options, continued low-cost data plans and sustained
economic and per-capita income growth

Creating games for the world, and
by the world

Several top-end international games are available in
India for downloading and playing through various app
stores

Consequently, if Indian gaming segment is to grow, it
must create games at an international level and quality,
and learn to monetize those games globally

We expect several global gaming studios to use Indian
talent for game development and management

In addition, game-building engines will democratize the
creation of customized games, and the user generated
game (UGG) era will gain scale

27Industry discussions
28 The Economic Times

Online gaming to be a key
component of many metaverses

Utility of gaming in the metaverse

Skill development
and recognition

Social interaction &

Immersion/ escapism
acceptance

In 2022, the metaverse refers to a fusion of video
games, social networking and entertainment to
create new immersive experiences like interacting and
supporting your friends in games

Games like Roblox, Fortnite and Minecraft become
stepping stones to grow the medium

Metaverse global market is predicted to grow to US$800
billion by 202428

Metaverse will be enabled by fast internet connections
(5G and 6G), powerful virtual reality (VR) headsets and a
large audience of gamers

We are already seeing adoption of several features/
concepts related to the metaverse incorporated into
gaming apps

Games/ gaming Key features

companies
This Indian gaming app gives the ability
LOKA to roam around at Connaught Place,
Delhi and meet people while sitting at
their home?®
Microsoft with its $68.7 billion
. acquisition of Activision Blizzard will
Microsoft

make it the world's third largest games

maker3°

A built-for-VR version of Rockstar
Grand Theft Auto: Games' classic Grand Theft Auto: San
San Andreas Andreas is in development for Quest

231

22 https://www.bgr.in/gaming/india-first-metaverse-loka-gaming-app-showcased-at-shark-tank-india-1033960/
30 https://www.theguardian.com/technology/2022/jan/18/microsofts-activision-plan-shows-gaming-will-be-at-heart-of-metaverse

3thttps://www.oculus.com/blog/games-at-connect-2021/
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Games/ gaming Key features

companies
Hosted a virtual concert that was
attended by over 12 million people,
and a collaboration between Roblox
. and Gucci created a virtual Gucci
Fortnite

Garden space that sold limited edition
virtual bags. One digital bag sold for
$800 more than the actual, tangible
version3?
Roblox allows people to create their
own worlds and games within its wider
metaverse. Brands including Nerf, Hot
Roblox Wheels and Sony Music are partnering
with Roblox and building their own
immersive worlds to connect with
customers
Owo has designed a jacket for
immersive wearers which can be used
in video games adding the sense of
touch to video games where gamers
can experience events like a gunshot,
the wind or someone grabbing your
arm3

Owo (Spain-based
start-up)

Non-fungible tokens (NFTs) - The in-
game economic opportunity

NFTs can be referred to as digital items inside a game
such as collectibles, weapons, cosmetic skins, avatars
etc. which are real world assets; these digital items can
be further sold to other players or on marketplaces to
create an internal game economy

In Q3 2021 alone, NFTs witnessed US$10.7 billion in
sales globally, with game NFTs contributing 22% of the
total3*

Gamers have shown interest to invest in virtual events,
skins, avatars and so on making NFTs a key component
of the Metaverse economy

More than 500,000 Indian users have shown interest
in NFTs as Bollywood celebrities and cricketers have
entered the space®

32 https://www.telusinternational.com/articles/the-metaverse-and-the-future-of-gaming

Spartan Poker is set to launch India’s first ever gaming
NFT in its upcoming flagship India Online Poker
Championship (IOPC) 2022 event3¢

There is no official law or legislation put in place by
the Indian Government that forbids or restricts an
Indian resident from buying or selling NFTs as of now.
However, more visibility surrounding the legality of
cryptocurrencies will promote NFT trading

Decentraland, a virtual world powered
by cryptocurrencies and NFTs, enables
players to earn the MANA token for
spending time there, with LAND being
the NFT asset. Users buy and sell
digital real estate in the game, and
there are already users in South Korea
who are making long-term plans for the
real estate they own in the game3’
Launching their metaverse Alphain
November 2021, this virtual gaming
world rewards gamers for spending
their time and creativity in-game,
enabling them to monetize time spent
in the metaverse. With the platform
forging partnerships with countless IPs,
players have the freedom to create,
sell, and own NFTs38

Turnip allows gamers to build a
community on its app, where they can
stream live gameplay from their mobile
devices, engage with their fans and
Turnip monetize. Turnip plans to dabble with
web3 as well. A token that could allow
community operators to reward their
members and accept payments and
use cases for NFTs are being explored®®
In this equestrian-verse gamers buy
horses, feed and train them and then
even race them. The horses are NFTs
which can be traded

Decentraland

The Sandbox

DeFi

33 https://economictimes.indiatimes.com/magazines/panache/feel-hugs-punches-a-jacket-vr-glasses-that-will-teleport-fans-to-the-metaverse/articleshow/88755281.cms

34 DappRadar: Industry Report

35DappRadar: Blockchain Behavior Report: Interest in the metaverse and play-to-earn booming in Asia

36 https://timesofindia.indiatimes.com/gaming/spartan-poker-launch-indias-first-ever-gaming-nfts-in-the-upcoming-flagship-event-iopc/articleshow/89041535.cms
37 https://www.pocketgamer.biz/comment-and-opinion/77694/the-metaverse-is-the-next-big-thing-but-what-will-it-mean-for-gaming/

38 https://www.pocketgamer.biz/comment-and-opinion/77694/the-metaverse-is-the-next-big-thing-but-what-will-it-mean-for-gaming/

3% Secondary research
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Esports could reach 1 million players

in 2022

The growth seen in esports is expected to continue in

2022, with the number of players reaching 1 million, out

of which 20% would be women*°

As a result, the interest of brands in this segment is
increasing, with 72 brands investing in 2021 (up from
45 in 2020) and expected to reach 100 brands in
20224

India is also set to participate in the first ever Esports

competition in the 2022 Asian Games with games such
as the EA SPORTS FIFA branded soccer games, an Asian

Games version of PUBG Mobile and Arena of Valor,

Dota 2, League of Legends, Dream Three Kingdoms 2,

Hearthstone and Street Fighter V42

Subscription gaming opportunity is
growing

There is growing public acceptance for subscription
streaming based gaming in India

Companies have started to realize this opportunity:

> Google has launched an ad-free ‘Google Pass’
service at INR99 per month in early 2022

> Airtel has plans to launch cloud gaming on mobiles

in India*?

With 5G finally rolling out in India starting 202244,
it could disrupt the industry by enhancing the live
streaming of games if the price will be right*

High internet speeds, low latency and easy access to
mobile phones will be the key drivers for mobile cloud
gaming in India“

32 NODWIN
41 NODWIN

Rise of the multi gaming platform

Multi gaming platforms allow online gamers to play
multiple games on smartphones by just downloading a
single app

It includes multiplayer support and offers chances to win
money by playing games

It has the potential to attract different types of online
gamers across all age groups due to their diverse needs:

»  Players looking for escapism, in make-believe
worlds

»  Players looking for social interaction with like-
minded people

»  Players looking for validation of their skill level (by
competing and winning games)

»  Players looking for the thrill of the unknown (by
participating in games of chance)

Play to earn; play to invest will
become prevalent

More and more gamers are realizing the career options
provided by online gaming

With blockhain enabled assurance, play-to-earn becomes
an assured reality for many gamers

With the support of crypto currencies, assets in the form
of NFTs can be earned, spent and held in online gaming
environments, and will unlock the in-app purchase
opportunity many-fold

42 Asian Games 2022: IOA meets ESFI to discuss Esports’ roadmap for Asiad - Sportstar (thehindu.com)

43 Airtel 5G is set to launch Cloud gaming Mobile in India (esportsgen.com)

44 Expect in 2022: 5G roll out in India expected by year-end, prices could be similar to 4G - Technology News (indiatoday.in)
45 Bhavin Pandya, Co-founder and CEO, Games 24x7 - 5G cloud gaming will disrupt India’s mobile gaming industry - BusinessToday

46 Airtel demonstrates India's first Cloud Gaming experience on a 5G network
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Gamer psychology

based on discussions with professional gamers

Players select games for various

reasons

Gamers play to get recogonition for their skill (game of
skill) as well as for the thrill of the unknown (game of
chance) but the best games combine both so that player
egos don't get bruised

Another reason for game play is escapism: living as an
avatar (what the gamer wants himself to be perceived
as) in a virtual world (different from where he currently
lives)

Several gamers consider it as a sporting activity (which
can help them build their skills) and improve themselves

Others consider it a social activity which assists them in
making and/ or engaging with friends and like-minded
people

Players pay for their games, for
vicarious reasons

Players buy/ subscribe to games if there is celebrity pull,
peer acceptance, limited-access challenges, etc.

In-game purchases are driven by items which help
achieve greater gaming success, create bragging rights/
social acceptance, or are rare (even time-limited) in
nature that will not be available for purchase later

New features and challenges keep
gamers interested

Gamers like new playing modes and concepts to games
to add variety to the gaming experience

Gamers appreciate new challenging levels to their
favorite games

Companies optimize their games for bugs and hacks to
improve gaming experience for the players

A new game will have more bugs and glitches, so players
tend to stick with older games which are more refined
and optimized and have been receiving updates over
time

Gamers make the time to play their
games

Players take time out from their schedule to play games

During the lockdown, time saved by staying at home
allowed more game time

Once people become hardcore gamers, they tend to
sneak more time from their schedule, including time out
from work

Consequently, gaming companies:

Market games using celebrities, challenges, social
opportunity, the thrill factor and peer acceptance

Pay famous streamers to play their games on streaming
platforms like Twitch and YouTube to gain popularity

Build in extreme and differentiated escapism capabilities
in game design

Permit social interactions and celebrity moments

Reqgularly update games with new features, levels,
challenges and thrills

Enable communities to provide a platform for bragging
rights and social acceptance

Create ranking and premium contests to build
aspirational value

Alleviate boredom through events, music, etc.
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Trends

Indian gaming

EY survey of 2,105 smartphone owning adults

70%

of survey
respondents played

online games
as compared to
77%in 2019 and
67%in 2018

81%

played games on
their mobile phones
similar to 2020

Lockdown relaxations and subsequent lesser time spent
at home led to a fall in users playing online games.

39%

played games on
large screens

compared to 21% in 2020
and 14%in 2019

2717%
0
respondents claimed to
spend more time playing
games even after the
easing of lockdowns as
compared to before

72%

of those who played
were men while just
28% were women
similar to 2020 and 2019

134 Media and entertainment




Game play

11%

29%

9?
54%
11% of players played

more than once a
week

17%
23%

Il Most weeks | don't play
Less than once a week

[ Once or twice a week

Il Three or four times a week

Bl Most days of the week

B Every single day of the week

16%
21% \

The most 11%
preferred time
to play games was

after dinner

Il Work breaks [l Travelling
[l Post dinner Anytime in the day

Out of those who
played games, 90%

played 1-2 times a
day

Wiz W35 [ >5
times/ day

67% of those who played did so for more
than 20 minutes (up from 54% in 2020)

42%

35%

35%

of respondents
considered gaming
important to their
mental health

23%

[ Not important [l Somewhat important
Very important
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Game types

91%
" 89%
0,
33% mam 31%

28% 24%

i

For fun, Competitive My friends and To sharpen my
relieving stress sport, thrill  known circle play it skills
2020 . 2021

Passion for the

............
o &
.

Respondents
mainly gamed
for fun and
stress relief

20% 21%

game

.
-----
.........

Casual gaming (Dota, mobile battlegrounds, _ 87%
Fortnite, Ludo King, Candy crush, etc.) - may

or may not participage in tournaments 86%

............
cey
*e

0,
Fantasy sport (such as Dream 11, FIFA, - 2%

Halaplay, MyCircle11, etc.) 27%

Casual
gaming
continued to be

Other skill based real money - 16%
gaming (Carom, Pool, etc.)

17%
the format of
choice
Online card games of skill . 12%
(such as Rummy, Poker, etc.) 149%
Online games of chance (such as I o4
Teen Patti, Roulette, etc.) 0%
2020 Il 2021
69%

59% 59%
54% 529
43%
0
23% 19%

Own selection  Recommendation Popularity Play store rating
by friends

2020 Il 2021

136 Media and entertainment

/' Gamers continued
' torely on peers
and popularity
when choosing

13y 18%
[ | games to play

Reviews on
forums

.
..

.. .

...........




75%

71%
59%
54%
Multiplayer (DOTA, Among Single-player (Candy
Us, etc. games played with Crush, Temple Run, etc.
other players on the internet) played individually)

2020 Il 2021

.............
....
....

Preference is
shifting towards
multiplayer
games

26%

52%

of respondents got tired
of their games within 3 months
giving game developers an
opportunity to retain players by
9% introducing frequent
updates to games

17%

Augmented
reality and virtual
reality stayed the
. popular choice, with
%, high interest levels in ¢
*.. wearable gaming

.....
........
.........

76%
49%
23%
Augmented Wearable gaming Blockchain/
reality + Virtual (Voice and motion Cryptocurrency/
reality control) Non-fungible
tokens(NFTs)

Percentage of respondents who
would like to try...

26%

[l Within a month
[ Less than 3 months

[ Within 9 months
to ayear

In 2 years

Never

Media and entertainment 137




Game monetization

were willing to pay to play

16% """"""""" T

68% e
56%
36% g
31% 31% e 34% i Top reasons why
0 . .
24% ; 84% did not
. . : want to pay
Risk of Risk of losing Risk of addiction Do not want to
fraudulent/ money | need for play games
bot-driven other purposes involving money

transactions

LI
-----
.........

2020 M 2021

Number of fantasy leagues participated in 13%

s/ 13%

of respondents had
already subscribed to
game platforms
(up from 8%
in 2020)

7%

of respondents had
participated in one
or more fantasy
leagues (up from

0,
28% in 2020) 4%

29%
B No - unlikely in 2022

BNone 12 W35 5 [ Yes - propose to try a subscription in 2022

Yes - have already subscribed
Out of which only 6% were willing to pay

INR1,000 or more to play
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Trends

Esports

Powered by Nodwin Gaming

1000

600

300

80
20

2018 2019 2020 2021 2022E

Esports
players doubled
in 2021

(across all competitive
level games; 000s)

18

2019 2020 2021 2022E

There were
13 prominent :
esports game |
titles "
(mobile + PC + Console)

Number of
esports teams
increased over
50% in 2021

(across all competitive
level games)

~1,50,000

~1,00,000
~60,000

~16,000
~2,000

2018 2019 2020 2021 2022E

Prize money
awarded crossed

INR200O
million

e =" 330

220

150

2018 2019 2020 2021 2022E

All data has been provided by Nodwin Gaming and is based on their research. It has not been validated by EY and is

presented in summary form for representation purposes only.
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Broadcast
platforms

: continued to grow :
*  (OTT + Live streaming ;|

platform + Social
+ Television)

................. 17

2019 2020 2021 2022E

YouTube
Meta
Disney+
Voot
Twitch
Sony Liv
Mx Player
MTV
Loco
Paytm First Games
Fancode
Airtel
Turnip

Rooter
Star Sports
Sony Sports
Booyah

VVyYVYYyY

India is expected
to have 10
international
esports teams

by 2022

......
.....
------
----------

10

2018 2019 2020 2021 2022E

Women
audience in
esportsis on
the rise

.

. .

......
.........

20%
% of players

~18%

~12%
~5%
~2%

2018 2019 2020 2021 2022E

4,500

Content created and

concurrent viewership

grew

3,100 3,000
2,000 2,000
1,325
800

600
10 75
-
2018 2019 2020 2021 2022E

Airtime [l Peak concurrent
(Broadcast hours) viewers (000s)

Over 70 brands invested in esports
100

2

45

2018 2019 2020 2021 2022E
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“Due to stellar growth, positive regulatory movements
and profitable unit economics, gaming businesses saw
an enormous amount of capital inflow and companies
matured in value. The segment now provides
employment to over 50,000 bright minds and is poised to
be bigger than most verticals in the country.”

K

Ankush Gera

Founder, Junglee Games

®

pea

“After a multifold increase in viewership last year,

game streaming platforms will see another record

» year as gaming cements itself as the favourite digital
entertainment genre for Indian youth. With global

ublishers releasing multiple new mobile games and web3

(13
N
L

ts

¥ ., viding new avenues for product innovation, consumers
’ can look forward to enjoying fantastic new products.”
& 4 > - Loco Founders
T
. .
8a L~ Anirudh Pandita/

Ashwin Suresh
Loco

= =

“It is very encouraging to witness the growth that online
skill gaming has achieved across the entire value-chain, the
launch of innovative gaming products, backed by investors,

revenues & valuations driven by gaming platforms as well as
the massive adoption by consumers.”
-CEO

Roland Landers
CEO, AIGF

®

Exper




“India offers an amazing opportunity for
global gaming companies to partner with local
entrepreneurs across the value chain and become a
part of the most exciting gaming market. The recent
announcement of the AVGC taskforce will facilitate
ease of doing business, build a strong audience and
fan base, develop infrastructure, forge partnerships
between Center-State, and support ancillary services
for the rise of Metaverse and Web3.0.”

Manish Agarwal

CEO - Nazara Technologies

®

“The growing number of players on the various gaming
related platforms, increased investment in R&D and
technology using data sciences and AI, and the absolute
realisation that as an industry there is need for regulation,
will be the factors that will continue to define the sector’s
outlook. With 5G expected to roll out soon and the focus to
ensure equitable access across all geographies in India, we
expect the user base to increase.”

Bhavin Pandya

Bhavin Pandya, Co-founder &
Co-CEO, Games24x7

“Player count is estimated to increase to 510 mn in
2022 from 360 mn in 2020. The market is predicted
to grow at CAGR of 21% to INR290 bn by 2025.
There are some legal challenges around online skill
gaming but the growth opportunity is immense.”

Nitesh Damani

Co-Founder, Khelgroup

®

“The exponential growth witnessed by the online
gaming industry in 2021 is extremely encouraging
with over 100% increase in investments to nearly
$444 million. I am confident that a progressive
tax regime, predictable regulatory framework
and supportive funding policies will enable the
Indian digital gaming sector to become a global
powerhouse.”

Sai Srinivas

Premier League (MPL)

®

“We will see this industry growing 10X from its
current USD1.3-1.5 billion as gaming becomes the
main source of entertainment for Generation Z and
Alpha, leading to it garnering higher entertainment
wallet share and 5G availability making the games
more immersive & social.”

Shivanandan Pare

CEO of Gaussian Networks
(Adda52)

®

Co-Founder and CEO of Mobile

“Gaming has hit escape velocity and become truly
mainstream - there are 40om+ Indian gamers and
a full blown ecosystem of businesses, jobs & career

opportunities around it. With the convergence of

Blockchain & Gaming it’s time to witness an exciting
new “verse” being written.”

- CEO | Sachiko Gaming

% Ankur Dewani
" CEO, Pokerstars




“With the highest mobile game downloads
globally and a shift in the need from merely
consuming to interacting, India will create a
distinct gaming identity globally. For India

to continue to lead this explosive segment,
deeper integration with Web3.0, AR/VR and
emerging technologies is extremely critical.”

Co-Founder, WinzZO

®

“As esports continue to integrate into popular
sports culture, government, global investors,
brands, media outlets, and consumers are all
paying attention to the rise in popularity of
esports in India. As we launched NESC'22, the
national qualifiers to select the Indian esports
contingent for the upcoming Asian Games 2022,
we are committed to developing, supporting and
growing the esports ecosystem in India."”

Lokesh Suji

Director - ESFI | VP-Asian
Esports Federation

Saumya Singh Rathore

“Gaming as a career is evolving in India, but the
industry is yet to discover its true potential.”

Ujjwal Chaurasia

Techno Gamerz

®

“India will continue to consolidate its position as
one of the world'’s largest markets for mobile-first
eSports. This gestation cycle of 4 odd years has
also led to a boom on gaming laptops that will put
India in the top 5 markets for gaming laptop sales.
These trends will lead to natural adjacent cultural
affinities in Bollywood, cricket, music and comedy.
We expect prize pools to break a million USS per
event this year.”

\ Akshat Rathee

LS
q ‘ Managing Director &

Co-Founder, Nodwin Gaming

®




“Most players around the world specialize in
PC gaming, while Indian players can play both
PC and mobile games.”

Ajay

Total Gaming

“I am extremely elated to see that more and more
women are challenging the status-quo and foraying
into gaming in India. However, the number when
compared to male counterparts is still low, and I am
certain this will grow rapidly in the coming years.
Experimentation is the key to scale through the
gaming content creation world.”

Mansi Gupta
Magsplay
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Filmed entertainment

Filmed entertainment segment Domestic theatricals
recovered 28% in 2021

2019 2020 2021 2022E| CY24E

Domestic

I. Film releases were at 37% of 2019 levels

theatricals 115 25 39 75 105 Film releases -
Overseas o
theatricals 20 s 6 1 16 b 288 ﬁ
E[g%atgca“ 22 7 7 14 19 8 700 2
Digital/ OTT 2 600 =
. 19 35 40 48 69 £ 500 I\
rights £ .
In-cinema = 400 >
dvertisi 8 2 1 2 3 S 300 &
advertising & 200 5
Total 191 72 93 150 212 g 100 ©
z 0 —
INR billion (gross of taxes) | EY analysis 8
[a\]
2021 remained a subdued year for the filmed
entertainment segment, with lockdowns and several
restrictions on production and exhibition across states
Despite the restrictions, over 750 films were released 2019 m 2020 2021 ==2021Vs 2019
during the year, as compared to just 441 releases in Comscore

2020 2021 witnessed a growth of 71% in the number of films

Over 100 films released directly on streaming platforms, released vis-a-vis 2020

a trend which seems here to stay for certain genres A total of 757 films made it to the theatres in 2021

In 2021, the filmed entertainment segment grew 28%, across languages

but remained at around half its 2019 levels: The highest number of films were released in Telugu

> Domestic theatricals grew 57% but were still 66% (204) and Tamil (152) and only 84 films were released
below 2019 levels in Hindi language

» International theatricals fared marginally better but South markets recovered faster due to fewer lockdowns,
remain almost 80% below 2019 levels reaching 59% of 2019 release levels

> Digital rights grew to INR4O billion — over double

their 2019 levels Il. Screen count remained stable

Screen count was estimated at 9,423, a marginal
>  Broadcast rights saw no growth this year due to the decline over 2020t

dearth of theatrical rel d softeni i . .
earth of thealrical releases and softening prices Some industry respondents believed that around 1,000

> In-cinema advertising continued to fall screens, which were at best open intermittently during
the year, may not reopen again

PVR added 27 screens including a drive-in cinema at
Jio World Drive (Mumbai) as against 69 screens added
in 2019 whereas Inox Leisure added 41 new screens as
against 69 added in 20192

Screen count grew in 16 states and fell in 13 states

+UFO Moviez
2 PVR and Inox Leisure BSE filings
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l1l. Box office revenues were dominated by IV. Five releases grossed INR1 billion or more

South Indian films at the box office
Gross box office (INR in billion) Number of films crossing GBO collection of
INR1 billion
52 20
40
24 8
15 N I 5 3 3
1 1
8 7 .
I 5 2 0 . -— .
- 2019 2020 2021
BO”yWOOd South Indian HO”yWOOd Other Hindi ] Eng“sh m Other |anguages
films films films languages
Comscore
m2019 2021
INR billion (gross of taxes) | EY analysis There were five such films in 2021 compared to 32 in
2019
Gross Box office revenues increased 57% in 2021 to
INR39 billion Only one Hindi and one English language film could
enter the INR1 billion club vis-a-vis three films in south
Film exhi.bition still seems tq be far off frqm the.“old Indian languages
normal” in terms of box office revenues—it was just 34%
of 2019 levels
The work-from-home and study-from-home that International theatricals doubled
prevailed for over half the year impacted revenues; the over 2020
impact was far worse in college and IT towns
Given the expected scarcity of release windows once International theatricals
restrictions are removed on cinemas, we expect that 400
smaller films will find it more difficult to get windows and = 36
only those which are high on concept or have unique @ 350
content may succeed in doing so E 300 c
()
South Indian films, however, generated three times the v 250 25 é
box office revenues of Hindi films, with a total collection é i
of INR24 billion on the back of more releases . 200 =z
o 150
Qo
€ 100
=z
50 3 6
0
2018 2019 2020 2021
Number of films released abroad e==|NR (billion)
Comscore

151 films released overseas, contributing a gross box
office collection of INR5.9 billion, thereby showing a
growth of almost 50% as compared to 2020

Geo-political tensions with China can impact one of the
largest markets for Indian films
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Broadcast rights remained muted

Change in film channel viewership 2021
vs 2019

-9% Total
Others . 1%

-13% Bhojpuri

-14% Marathi

-18% English

-20% Hindi

BARC | Change in AMA 2021 Vs 2019

Broadcast revenues remained low due to several
reasons:

> Fewer films released on television in 2021

> Cost pressures existed in the broadcasting segment

>  Continued rise of direct to digital movie releases

Viewership of film channels fell 9% in 2021 as compared
to 2019, with the largest fall noted in Hindi and English

language channels

Given the top 120-150 million Indians have access today

to both cinema halls and OTT platforms? , viewership
of film channels will become more mass, and we can
expect to see satellite windows elongating to provide
ample time for rights monetization on theatrical and
digital platforms

3 EY estimates based on industry discussions
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Growth in digital/ OTT rights
continued unabated

Films released on select digital platforms

ShemarooMe 35
Zeeb 28
Amazon 26
SonyLIV 23
Disney+ Hotstar 23
Hoichoi 20
Netflix 15

EY's production audit team estimates | Not a complete listing

Our research indicates over 170 films released on digital
platforms in 2021, from large films priced at over INR1
billion to small regional films available for as little as
INR15 million

This includes over 100 films which released directly on
the platform without a theatrical release, a trend that
has gained scale due to the pandemic

Of the films released on digital platforms, only 31% were
in Hindi while 69% were in other languages, primarily
south Indian languages

The release windows also stayed low — for most large
films that released in theatres, the digital release
window was usually between O and 8 weeks - reducing
the urgency to catch a film in its theatrical run

However, a number of producers we interviewed felt that
theatrical releases were critical for high-budget films to
generate adequate hype and marketing

Cinema advertising continued to fall

With the dearth of film releases, and uncertainty in
terms of film slate, in-cinema advertising continued to
face pressure

It fell further in 2021 to INR1 billion and is only expected
to scale once film slates are finalized with a certain
degree of confidence




Future outlook

The segment should recover lost
ground by 2023...

Film segment revenues

212
191
150
93
72

2019 2020 2021 2022E 2024E

INR billion (gross of taxes) | EY estimates

As theatres opened in 2021, it was heartening to see
that audiences returned in significant numbers - clearly
showing that the “cinema experience” is something that
is cherished

Accordingly, we expect the filmed entertainment
segment to recover its 2019 levels - assuming there is
no further impact of the pandemic - by end 2023

...but its revenue composition would
be different

Composition of filmed entertainment segment

revenues
4°/| !
12%
14%
9%
8%
60%
50%
2019 2024E
Domestic theatricals Overseas theatricals
Broadcast rights m Digital / OTT rights

In-cinema advertising

INR billion (gross of taxes) | EY estimates

Theatrical revenues will continue as the dominant
revenue contributor of the filmed entertainment
segment as people return back to cinemas, but with a
few changes:

> Top-end cinemas will become premium experience
zones

»  "Janta cinemas” will come into existence for a lower
priced but semi-premium experience across smaller
towns and cities

» Industry needs to work together to restart cinemas
which shut down during the pandemic as well as
work with real estate developers to create mini-
plexes within residential complexes

Digital / OTT rights could grow to 32% of segment
revenues due to increased uptake of OTT platforms
(refer the digital media section of this report) and
growing consumption of dubbed and subtitled content
on OTT platforms

As TV audiences become more mass, the value of
broadcast rights would dip from their pre-pandemic
levels

International theatricals could reduce in importance
from pre-pandemic levels if access to the key Chinese
market is not freely given; otherwise too, Indian content
may not find too many takers outside of first - and
second - generation Indian diaspora, unless content
changes significantly
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The future of filmed entertainment

Creators
Digital talent and trusted monetization

Talent will be sourced from the wider creator economy

Library, character and personal rights could become
extremely valuable:

» Itis not difficult to imagine people wanting to
relive movies with their favourite actors playing
characters all enabled by technology

»  Digital doubles could ‘virtually" carry out activities
such as performance, concerts, character
replacement, metaverse avatars etc.

»  NFTs will become an additional monetization
opportunity

Remuneration models will become increasingly
transparent:

»  Talent will be tagged to their ‘talent coin” which
will be measured in terms of ‘popularity to
monetization’ ratios

»  Blockchain-based processes will enable transparent
revenue sharing and perhaps, one day, irrefutable
GBOC!

consumer

Content

Mass tentpoles and curated home

Creators will create stories basis ready insights on what
the consumer is looking to consume

Virtual production will transform the way content is
created - from actors to environments

Creators will be able to give life to multiple threads to
their story telling

Content will curate itself based on the consumer profile
and serve it; the days of everyone watching a movie of
the same length (or even the same ending) may be over

At one end, this would lead to more ‘tentpoles’ which
could only be enjoyed in theatres to ‘customised and
curated content’ delivered as "home entertainment”
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Distribution
Multi-platform, but windowed

Eventually, all films will be enabled across video, audio,
text and experiential

For video exploitation, multi-platform (cinema + TV +
OTT) will be the norm - what will need to be agreed by
stakeholders are the windowing strategies

Theatres would evolve into experience zones — a place
where multi-sensory content experiences could be had

A multiplex may transcend from a facility housing 4-8
screens to smaller ‘houses’ with thematic content-based
on consumer preference

Evolution of ‘rented seats’ or ‘rented houses' as
individuals/ families/ friends/ communities come
together to consume content of their liking from a
jukebox

Monetization

Attract | Sustain | Transact

A for attraction: AVOD business models will only work
with low content cost, and we see them morphing in to
marketing/ attraction tools

Jdwnsuo?d

S for sustainable: SVOD will be key for sustainable
business growth, with (unlike current models) the need
to link each content investment with new subscribers, or
renewing subscribers

T for transaction: TVOD will be crucial to increase
monetization in “sachet friendly” India and for enhanced
profitability through premium experiences

Consumer

Participative escapism

Interactivity will be inseparable from content and
content release will embed multiple threads of gaming,
experiences, ecommerce etc., at the creation stage

Technology will enable “participative escapism” where
viewers can sit inside cars during car chase scenes, or
even attend Bollywood parties
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Trends

Film exhibition
Powered by UFO

CINE MEDIA METWORK

2021 saw

; 56% more :
releases than % change in releases by language (2021 vs 2020)
2020
.......................... o I

118%

Punjabi

Guijarati 95%

Tamil 66%

Kannada 57%

Malayalam - 47%
Other languages - 37%
Bhojpuri . 30%

Hindi |2%

2020 2021

-4%| Bengali

Number
-47% Marathi
of screens - areth!

% decreased 1% / -47%- English

9601 7 More movies
" were released
in all languages
in 2021 except
Bengali, Marathi
and English

9527

9473

9423

Rest of India

4511 4490
4470 4441 m South India

2018 2019 2020 2021

All the data has been collated by UFO Moviez using its own data set and through market intelligence. It has not been verified
by EY. It has been provided in summary form for representation purposes only.

154 Media and entertainment



screens in
: each state
in 2021
Jammu el
& Kashmir
40
289 : Arunachal
Punjab H3|;nachal Pradesh Pradesh
Chandigarh (UT) Sikkim 11
= Uttarakhand g am
Haryana 84 95
214 152 '
Rajasthan Uttar Pradesh ] Nagaland
il .
[153] Manipur
Meghalaya 3
10 Tripura
9
&) West

Bengal
430

Chattisgargh
151

807

Daman and Diu (UT)—

9
Odisha

Dadra and Nagar
Haveli (UT) 131
6
Maharashtra
1,076
Telangana
584
Goa Andhra
33 Pradesh
1,125
Karnataka Andaman and £
904 Nicobar (UT) ;
7 b
)
Pondicherry (UT)
Kerala 19
705 Tamil Nadu K
1,104 3




Trends

Film

Powered by I comscore

With the
pandemic easing,
2021 saw 71%
more releases
than 2020

Though 2021 releases
were still less than 50%
of 2019 releases

Film releases as per language (including dubbed)

o

~

—
[e0]
)

o
. .
. .
. .o
.....
............

I 36
I 74

I 33
B

I, 204

I s

)

N

N
T

Telugu Hindi amil Kannada Malayalam English arathi Bengali 7Pu?jabi Gujarati
m2019 m2020 2021
Gross box office collections (INR billion)
Though not
at pre-COVID 114
T levels, footfalls 11
. increasedin
2021... 32
................. 2018 2019 2020 2021
Footfalls (million)
1560
1460
...as did
287 418 theatrical
revenues

2018 2019 2020 2021

All data has been provided by Comscore and has not been verified by EY. It has been provided in summary form for
representation purposes only.
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Gross box office collections (INR billion)

o O
™Mm ™M '.'
South Indian films
generated 3X more
box office revenues
. 9 than Hindi films
= ™
N N ™
™ o
o —
© q_ ~ 0 e,
3
i N K

Bollywood films Hollywood films South Indian films Other languages

m2018 m2019 m2020 m2021

58% of Box
Office revenues
were contributed

Number of films crossing INR1 billion

o
. [a\}
by regional
*_language films...
.......................... I :
. . N mol —
Share of box office collection 2019 2020 2021

®m Hindi mEnglish m Other languages

11%

4% / ..which had

14% i the highest

45% 46% 42% 8 .
18% number of hits
2018 2019 2020 2021 in 2021
m Bollywood m Hollywood ® Other languages

2018 2019 2021 S Overseas
releases

Gross box office collections — doubled in
including China (in USS$ million)
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Trends

Box office

Powered by O

e South language
- films had a greater
contribution than Hindi
and Hollywood with
. . *  Telugu emerging as the
Telugu language films had the biggest share in |ar§est Contgribﬂtor to
box office revenues in 2020-21 ~., boxoffice revenues

.
......
.....
........

Box office share by language

Others
m Hollywood*
| Tamil

H Telugu

m Hindi

2015 2016 2017 2018 2019 2020-21

*Hollywood includes all language versions

Top 10 films - 2020 and 2021
Gross box office (INR billion)

Tanhaji 3D - The Unsung Warrior 3.2

Pushpa: The Rise - Part 1 N 3.0
Spider-Man: No Way Home IR 2 5

sooryavanshi | o
Ala Vaikunthapurramuloo | - ©
ot . : 6 of 10 films in
I - : T
aster i the INR1 billion+
parbar | ! © :  category at the box
. i office were South
Sarileru Neekevvaru | NN | Indian films
Vakeel saab | NN ' 3 ;
83 3 T

Hindi language film m English language film = Telugu language film ® Tamil language film

Cumulative box office revenues of each film in all languages in which it was released

All data has been provided by Ormax and has not been verified by EY. It has been provided in summary form for
representation purposes only.
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Average ticket
price fell during the
pandemic years

due to greater contribution

from south markets which

have a lower ATP compared
to Hindi and Hollywood

Average ticket price (ATP in INR)
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104
95
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2017 2018 2019 2020 2021
ATP by language (in INR)
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“The swift business recovery witnessed in the last few
months has proven the resilience of the Cinema business
in the face of once in a century event like COVID-19. We

are looking at future with renewed vigor and remain
optimistic as ever on the “Great Indian Cinema Growth

Story”!

K

Ajay Bijli
PVR Ltd.
Chairman and Managing Director

®

pea

“The exposure to the scale and variety of content
9 on OTT during the pandemic has definitely
. impacted viewing patterns of the audience. To
_— . now bring the audience to the theatres, creators
will have to come up with compelling and unique
e F cinematic content.”

L1

-‘“ Siddharth Roy Kapur

MD - Roy Kapur Films
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“With new content in the offing across geographies,
technology innovations and positive consumer
sentiments, the cinema industry will bounce strongly in
2022. We are optimistic that the rest of the year will see
ample vibrance and the film industry will replicate the
success of 2019.”

Alok Tandon

. cEo
. INOX Leisure

“Cinemas are an impactful medium of entertainment
and the experience of watching a mouvie in cinemas is
irreplaceable - a fact that is reflected in how quickly
audiences have returned to cinemas post-pandemic.
Thanks to easing restrictions in several states, viewers
can now once again enjoy a complete cinematic
experience. With a strong content line-up, 2022-23 is
going to be a treat for cinema-goers”

Kapil Agarwal

Joint Managing Director
UFO Moviez India Limited

®

“As our stories and storytelling styles become a lot more
global in nature and the coming decade likely to establish
India as an undisputed global superpower, in effect
having a rub-off effect on soft power of content across the
world, we are not far away from seeing export of content
from India to the world.”

Rohit Jain
Managing Director South Asia

and Networks - Emerging
Markets Asia, Lionsgate

“The twin forces — pandemic-induced economic
disruption and consumer behaviour shifts - have
advanced the Indian M&E industry towards a
sunrise era. Ready for an absolute reshape — the
future will leverage VFX, and Al-driven approach to
create magnificent cinematic experiences.”

Apoorva Mehta

CEO
Dharma Productions

|/




“As we come out of the gloom of pandemic,
exciting times lie ahead propelled by a rise in
advertising spends. We need to be concurrent
with technology and ever-evolving consumer

viewing habits in the entertainment space

across all platforms.”

“Across languages, formats and genres Indian content is
travelling fast and wide. India’s M&E industry is uniquely
poised to make big leaps across all segments: we are one of
the biggest markets, serviced by the best creative minds”

Hiren Gada

CEO
Shemaroo Entertainment

@

Shibashish Sarkar

Promoter & CEO
International Media Acquisition Corp

®

“The pandemic has accelerated the adaption of “While it does seem that the worst is behind us
regional language content beyond its borders. and we look forward to an upswing in theatrical
The audience appetite for good stories is set to revenues, there remains a degree of trepidation
create a need for more universal stories across as previous COVID waves have crept up on
languages. Regional is truly becoming the new us just when things seemed to be returning to
National.” normal. The ongoing Ukraine-Russia conflict
also raises concerns of production cost escalation

due to rising fuel prices and a depreciating
rupee.”

Nitin Tej Ahuja

CEO
Producers Guild of India

®

Naveen Chandra

CEO
Mumbai Movie Studios

@




“The pandemic has refined the content palette of
audiences as they have been at home watching
content from all parts of India and also from
Korea, Spain, Latin America etc. To draw
audience to theatres content creators will have
to create stories that are rooted in the cultural
fabric and bring scale to the visual experience.”

Vivek Krishnani

Managing Director,
Sony Pictures Films India

®
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Vijayalakshmi Rajshekar
Business Consulting
Bengaluru (EY LLP)




Animation and VFX

The segment grew 57% in 2021

100
90
80 23.1
14.4
70
60
50 e
40 9.7
:
20 30.5
10 5.3 24.5
° 2019 2020 2021
Animation  ®mVFX Post-production
2019 2020 2021 2022E 2024E
Animation 22.3 245 305 39.7 59.0
VEX 49.5 88 38.2 587 931
Post-production | 23.1 9.7 144 214 283
Total 949 53.0 83.1 119.8 180.4

INR billion (gross of taxes) | EY estimates

2021 performance

The segment recovered as content production resumed
for television, OTT and film — it reached 88% of its 2019
levels

Animation grew 24%
The growth of kids channels’ viewership led to an
increased demand for animated content

OTT platforms, too, continued to invest in Indian
animated IP

Indian comics got their due with many comic rights deals
taking place during 2021

Increased demand spurred investments into India

Converging production pipelines opened new avenues

166 Media and entertainment
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VFX sector grew 103%
OTT platforms sourced more Indian content, at global
quality

Forced work-from-home ended up becoming an
advantage for studios

Post-production grew 49%
Domestic demand revival spurred post-production

The multi-language release formula led to increased
volumes

Talent and capacity
Implementation of the government's AVGC policy critical
for the segment to achieve its potential

There are around 1,000 studios and 139 universities
which exist to build and train talent

The segment is expected to reach INR180
billion by 2024

Key drivers of growth will include:

» Increased demand for higher-quality domestic film
and episodic content

»  Content crossing language barriers — nationally and
internationally

» Increased adoption of virtual production and rising
VFX budgets for content

» Increased offshoring of projects to India as the
global content economy expands with new OTT
platforms

Growth of NFTs and metaverse will open-up newer
opportunities

Animation will enter physical and virtual worlds at scale

However, the key risk remains availability of quality
talent, for which much needs to be done around training
and upskilling




Animation grew 24% in 2021 to
reach INR30.5 billion?

Animation
39.7
30.5
24.5
22.3
2019 2020 2021 2022E

INR billion (gross of taxes) | EY estimates

I. Kids channels' viewership growth
increased demand for animated content
During the pandemic, the kids' genre viewership
grew about 30% and co-viewership with parents also
increased

This led to new sectors being tapped for advertising like
e-learning platforms, e-commerce, personal care and
hygiene, home care and consumer durables

Many food brands tied up with broadcasters to cash in
on popular characters

»  Little Singham collaborated with Hershey's Jolly
Rancher Lollipops

» 99 Pancakes launched a limited-edition Honey
Bunny Dosti special combo

With the increased demand for kids' content,
broadcasters continued to invest more in original IPs and
tried to tap regional markets

»  POGO started a new Telugu language service to
attract viewers from Andhra Pradesh and Telangana

»  ETV Network launched ETV Bal Bharatin 11
Indian languages and English with two new IPs,
‘Abhimanyu - The Young Yodha' and ‘Chotu Lambu
and Robu’

> IN10 Media Network's Gubbare launched their first
IP ‘Akki Jaanbaaz' in December 2021

»  Toonz launched its maiden broadcast channel in
Asia - Toonz Kidz— and it is the first exclusive kids’
channel in Indonesia with programming in native
Bahasa

»  Toonz also launched new channels with Etisalat in
Dubai, Indonesia, Pakistan etc.

Il. OTT platforms continued to invest in Indian
animated IP
With the success of Green Gold Animation’s ‘Mighty
Little Bheem' on Netflix, more OTT platforms invested in
original animated content

> Graphic India's ‘The Legend of Hanuman' launched
on Disney+ Hotstar in February and had a second
season in August

> Netflix's ‘Mighty Little Bheem' continued to gain
worldwide recognition which led to UNESCO
choosing the show to promote the cultural heritage
of India in a series of fun short videos themed '‘One
Country, Incredible Diversity’

»  Green Gold also tied up with aha Kids platform for
the show ‘Maha Ganesha’

»  Parijat Animations' ‘Captain Vidyut' made its way to
Amazon Prime Video

lll. Indian comics got their due, finally

The year witnessed the acquisition of many comic book
characters which will eventually be turned into animated

series, films or shorts
Applause Entertainment acquired the license to the
Amar Chitra Katha catalogue, comprising 400+ titles
which will be developed and produced into animated
content

Diamond Comic's ‘Chotu Lambu’ stories were adapted
into animated series for ETV

‘Dewali Dev' comics are also set to get their animated
version produced

There are also plans to do a series of animated films
based on an upcoming comic series ‘Ashwatthama’

Raj Comics released an animated trailer for their comic
book series ‘Pralay ka Devta' featuring Nagraaj and Tausi
as the lead characters

Cosmos-Maya acquired more IPs from the library of
Lotpot Group, the owner of Lotpot Comics and Mayapuri
magazine, which contains characters like Natkhat Neetu,
Janbaaz Deva, Minni, Faate Khan and Kaate Khan &
Kaka Shree among various others. Cosmos-Maya will
bring these IPs to life in 3D/2D formats, just the way the
company did with the iconic comic brand Motu Patlu

*Based on various news articles from various sources including www.animationxpress.com, other online sources and industry discussions
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IV. Virtual production and computer-aided ad
content increased
With several restrictions due to COVID-19, advertisers
resorted to animated content which reduced costs related to
travel and live action, while enabling film production during
restrictions
Fintech company Cred hired Bakarmax and launched
an animated ad film, which had comic book characters
Chacha Chaudhary and Suppandi, to promote financial
responsibility and independence?

Vaibhav More Films did the CG work in ads for brands
like Google Pay, 7up, Fevistick, MPL, Glance App

and Munch. The studios also worked on adverts for
Nickelodeon's Save Paper Day, Pogo's Friendship Day
and more3

Vaibhav Studios worked on Kissan Ketchup and Kissan
Jam, Pulse Candy, Havmor Ice Cream*

India Today Group's SoSorry show raised awareness
regarding COVID-19 via ads®

Studio Fiction teamed up with different production
houses and agencies to work on commercials and
teamed up with agencies like Dentsu Webchutney and
The Bigger Picture Films

V. Increased demand spurred investments
As the demand for animated content increased across
platforms, both in broadcast and in digital avenues
like OTT, social media, video streaming etc., it led to
renewed interest in the segment

Combined with the cost-effective production capabilities
in India, it led to investments in the animation segment:

> NewQuest, a dedicated secondary private equity
platform, backed by TPG, acquired a controlling
interest in Cosmos-Maya. The transaction values
Cosmos-Maya at over $90 million

»  Japanese animation studio Polygon Pictures
launched its wholly owned subsidiary in Mumbai

VI. Talent shortages plagued the segment
Over the years, animation studios have felt that there is
a lack of creative skillset being taught to students viz.,
the pure art of animation

With increased work-load due to resumption of content
production, talent scarcity became more acute in 2021,
resulting in poaching and sometimes unsustainable
salary hikes

2https://bakarmax.com/comic/a-cred-ad/

3 https://www.vaibhavmorefilms.com/

4 https://www.vaibhavmorefilms.com/

5 https://www.youtube.com/c/SoSorrypolitoons/videos

To fill this gap, studios took it upon themselves to train
young minds:

»  Bengaluru-based Vaanarsena Studios started a free
animation Vaanarsena School where they coach
students from various backgrounds to pursue their
careers and dreams in the field of animation

»  Mumbai-based Cosmos Maya also started their own
academy Cosmos Maya Animation Academy

VIl.Converging production pipelines opened

new avenues

Animation and gaming pipelines are distinct and require
completely different skill sets. However, emergence

of new revenue streams like NFTs, online gaming and
content for the metaverse led animation companies to
look at assets which will move across pipelines

»  Toonz Media Group along with the blockchain R&D
company GuardianLink launched the world's first
fully integrated NFT design lab known as Toonz
NFTLabs. The lab will provide integrated services for
artists, creators, collectors, athletes and brands to
create curated digital assets and NFTs representing
them®

» Based on ‘Chakra the Invincible’, an Indian
superhero comic book by Graphic India, created by
Stan Lee and Sharad Devarajan, the Chakraverse
limited-edition NFT collection was launched in
December. More than 12K digital collectibles got
sold out in less than one minute”

»  Paperboat is also looking forward to NFT and
blockchain games with their partners Fantico and
Vistas, they are planning to create international
property around metaverse as well®

This led to increased use of game engines to create
animated content resulting in the same assets being
monetized across avenues

The biggest advantages of using game engines for
animation are the high graphical quality and faster
render times. By allowing instant feedback, it has
enabled studios to produce high quality content at lower
turnaround times:

»  Charuvi Design Labs created an hour-long
animation ‘Dastaan-e-Shahadat’ using the Unreal
Engine for the Theme Park Dastaan-e-Shahadat at
Sri Chamkaur Sahib?

»  Gamitronics studio made use of this technology to
bring to life the animated series ‘Tarak Mehta ka
Oolta Chashma’ for Sony Yay which helped them cut
the cost of animation production by 65%*°

¢https://www.animationxpress.com/animation/guardianlink-io-launches-its-secondary-marketplace-and-aims-to-attract-one-million-wallets-soon/
7 https://www.animationxpress.com/animation/stan-lees-nft-drop-chakra-the-invincible-sells-over-12k-digital-collectibles-in-less-than-one-minute/
8 https://www.animationxpress.com/animation/vistas-media-capital-acquires-a-majority-stake-in-paperboat-design-studios/
?https://www.linkedin.com/posts/charuvi-agrawal-5b81b814_cdl-unrealengine-3danimation-activity-6886638204917833728-8V7u

10 https://www.unrealengine.com/en-US/spotlights/gamitronics-cuts-the-cost-of-animation-production-by-65
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VFX sector grew 103%!!

VFX revenues 58.7
49.5
38.2
18.8
2019 2020 2021 2022E

INR billion (gross of taxes) | EY estimates

OTT platforms sourced more Indian content
at global quality

Our production audit team estimated that over 2,500
hours of original content was produced for OTT
platforms in India, up from around 2,000 hours in 2019,
and this is expected to reach 3,500 hours by 2024

The quality of Indian content has found resonance
with customers across the globe, and therefore has
automatically led to higher quality standards

Earlier 5%-8% of a show's production budget was for
VFX, which has now increased to 15%-20% of the
production budget, whether for films or episodic
contentt?

Forced work-from-home ended up becoming
an advantage for studios

In 2020, Indian studios introduced work from home and
hybrid pipelines, which they ensured got advanced using
cloud and other technologies, got stabilized and artist
friendly by the end of 2021

This led to more Indian studios setting up shop
internationally and international studios opening their
branches in India

But the key benefit was enhanced efficiency as these
measures enabled studios to become more efficient

Larger studios that got appointed as the main VFX
studios for a project were thus able to take bigger
pieces of work, and in turn they could sub-let the work
to smaller studios all over the country, leading to job
creation®3

Industry discussions; EY estimates
2EY analysis

3 Industry discussions; EY analysis
4 Industry discussions; EY estimates
5 Industry discussions; EY estimates
e Industry discussions; EY analysis

Post-production grew 49%!4

Post-production revenues

23.1 21.4

14.4
9.7

2019 2020 2021 2022E

INR billion (gross of taxes) | EY estimates

Domestic demand revival spurred post-
production

Direct to OTT film releases, higher quality OTT content
and recovery in broadcast content demand led to the
recovery of post-production revenues from domestic
markets

75%-85% of the revenues of this segment were from
domestic projects, where film production still lags pre-
pandemic levels'®

Il. The multi-language release formula led to

increased volumes

Platforms like Disney+ Hotstar, Netflix, Zee5, MX Player
and Amazon Prime Video are releasing content in seven
to ten different Indian languages

This is giving a fillip not just to audio post-production
business, but also dubbing, titling, sub-titling, promo
creation etc.

In addition, international platforms like Amazon Prime
Video, Zee5 and Netflix are releasing Indian films

in several foreign languages —a trend which should
continue given the success seen by these products with
international audiences

Regional movies that were released in many countries
played a vital role in the growth of local post-production
industry along with broadcast and audio localization'®
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Talent and capacity

The segment has created several Talent development has achieved

AVGC hubs across India scale
AVEStudios n ey centres | Animation VFX Gaming _Total|
VFX Total
A 1 1
Andhra Pradesh 1 1

oenivce. [N - Chattisarh :

1 4

; Delhi 1 2 4 7
Gujarat 5 3 8 16

Kerala - 92 Haryana 6 2 7 15
Jharkhand 2 2

Karnataka - 79
Karnataka 5 3 12 20
Telangana - 72 Kerala 1 1

Madhya Pradesh 4 1 1 6
Tamil Nadu 69
Maharashtra 10 8 2 20
Odisha . 36 Odisha 2 2
Punjab 4 1 3 8
West Bengal l 32 Rajasthan 5 2 7
Tamil Nad 3 5 1 9
Uttar Pradesh I25 ami Nadu
Telandana 1 1
Madhya Pradesh I 22 Uttar Pradesh 3 3 4 10
Uttrakhand 2 3 2 7
FICCI AVGC Committee estimates | Select key cities
West Bengal 1 1 2
Several AVGC hubs have been created across India, with
' Total 4 1
the largest being in Maharashtra, Delhi, Gujarat and ota 23 36 8 39
Kerala FICCI AVGC Committee estimates | Mainstream universities

Approximately 185k people work across these studios

Creating hubs enables talent ecosystem to grow and
provides more skilling and career opportunities

170 Media and entertainment

India now has 139 universities for animation, VFX and
gaming education

Maharashtra (Mumbai and Pune) and Karnataka
(Bengaluru) have 20 institutes each

Fees range from below INR100k to INR3 million
depending on the facilities

Post NEP 2020 the mainstream universities have
opened up to creative programs specially AVGC and XR




The Government has
added on several new
incentives in 2021

With the support of State Governments, more people
are evaluating the segment as a reliable career option:

»  One of the viable examples of Government support
is the ABAI Center of Excellence (COE) based in
Karnataka where the Government is pushing the
segment further through multiple facilities like
workshops, finishing school, incubator center, green
screen room, photogrammetry, NCAM and other
latest technologies, bringing together the creative
community under one roof

»  The COE has also introduced a finishing school
where a talented set of students are trained in
technology and production since the COE has
aligned itself with Unity and Unreal and has the
relevant technology partnerships and certified
programs?’

Facilities like motion capture, NCAM can also be used
by various studios which aids even small-scale studios
to make use of high-end technology without having to
invest in the expensive set-ups

In Budget 2022 it was mentioned that the Government
will be setting up an AVGC Task Force to promote the
sector which will help to further strengthen it

»  This task force will facilitate employment for the
youth, build domestic capacity to serve the Indian
markets and meet global demand

Cryptocurrency and NFTs have been incorporated in the
tax net which is a positive step

»  Theintroduction of the Central Bank Digital
Currency (CBDC) using blockchain technology will
spur micro-transactions

»  These announcements on virtual assets and CBDC
signal the progressive mindset of the government,
will spur the AVGC sector's growth and its
contribution to the country's GDP

The pace at which these announcements are
implemented will play a paramount role in the growth of
the segment, enabling SMEs to catapult and realize their
full potential through technology development

7 https://www.animationxpress.com/latest-news/cii-summit-fx-charts-the-growth-of-karnatkas-avgc-scene- with-abai-center-of-excellence-case-study-panel/
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Way forward

I. The segment is expected to reach INR180
billion by 2024

Estimated growth
200
180
28.3
160
140
120

100 21.4

80 14.4

60

59.0

38.2

40

3.7

20 30.5

2021 2022E 2024E
Animation  ®VFX Post-production

INR billion (gross of taxes) | EY estimates

The segment is expected to more than double in three
years till 2024 to INR180 billion

Key drivers of growth will include

> Increased demand for higher-quality domestic film
and episodic content

»  Content crossing language barriers — nationally and
internationally

> Increased adoption of virtual production and rising
VFX budgets for content

> Increased offshoring of projects to India as the
global content economy expands with new OTT
platforms

However, the key risk remains availability of quality
talent, for which much needs to be done around training
and upskilling

18|ndustry discussions; EY analysis
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Growth of NFTs and metaverse will open-up
newer opportunities

The metaverse will require massive amounts of virtual
content to be created, this time not just by media
companies, but by brands, institutions, businesses,
Government and institutes

NFTs will require high amounts of design capability,
animation, game-development and skinning, rendering
in virtual worlds etc.

Opportunities for creating virtual assets, character
animation, converged pipelines for gaming assets and
associated monetization options related to NFT sales,
participation fees, virtual merchandise, subscription for
virtual environments etc will open up

Gaming will provide top-end and massively
local opportunities

With the advent for 5G at the top end, and the low-cost
smartphone at the lower end, gaming is set to grow in
various ways

Top-end game design and animation will be required to
re-create several existing popular game to cater to the
two ends of the market

Games in regional languages and multi-language and
regional character skinned games will also increase in
importance

Studios will open in-house training
programs for cross development skills
Indian animation and VFX studios are doubling down
their efforts to start their in-house training program to
overcome the shortage of skills present in the sector

Also, spurred by a rise in demand for talent who can
use the Unreal Engine, the Unreal Fellowship has been
established to upskill experienced industry professionals
in film, animation and VFX

Simplified technology will help grow talent
pool

The pandemic bought technology to center of
operations with distributed workflows, cloud computing,
virtual production etc.

The advancement in front end animation/ VFX tools
in the recent years have made them less technical and
more creative-user friendly

Animators today need not understand as many technical
details or coding to create complex sequences, which
can help build a larger pool of talent for this segment




VI. Increase in adoption of real-time
technology/ virtual production
Indian studios have started adopting virtual production
and in the next 2 to 3 years, virtual production will
become a far more common practice

It is expected that around 50% of Indian animation and
VFX studios will adapt to real-time technology/ virtual
production by 2025

»  Bigger studios have already started using software
like Unity and Unreal in their pipeline

> For smaller studios, this could be a challenge
because of the kind of investments involved in
implementing these technologies, and will probably
be used for specific projects

However, India needs to up its game in virtual production
to stay relevant in the global content marketplace -
education and training are necessary for the sector to
achieve its growth potential

VII. Animation will enter physical and virtual
worlds at scale
Augmented reality and related growth in advertising
sector has brought animation into the physical world -
advertisements now using augmented reality to engage
with consumers from their TV screens, OOH billboards
etc.

Brands are also enabling trial of products (cosmetics,
fashion, cars and the like) in virtual environments across
social and e-commerce apps

Smart phones with XR related capabilities as well as
tools provided by short video platforms have led to the
growth of videos with augmented animated content,
which has grown at scale

VR glasses and numerous metaverse

VIIl. Expansion in use cases will lead to higher
demand for animation
Educational institutes and ed-tech companies started
making use of animated content on a larger scale which
got further amplified with gamified-learning across
schools, degrees, career, life skills and language skills

Social media and short videos platforms have enabled
individuals and small studios to reach out to more
audiences as snackable, small-size content is garnering
higher eyeballs

We expect use cases to move across industries to all
digital platforms, be it cosmetics trials, furniture design,
fashion/ retail experiences etc.
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Trends

Animation and VFX

Powered by Agpmasion

Kids broadcasters/OTT platforms invested further in original animated IPs

Cartoon Network ETV Bal Bharat Nickelodeon

Dabangg- The animated » Abhimanyu- The Young » Chikoo aur Bunty » Akki Jaanbaaz
series Yodha
» Ekans- Ek Se Bhadhkar ~ » Chotu Lambu and Robu
Snake
Sony YAY! Disney+ Hotstar m Disney India
» Taarak Mehta Kka » Legend of Hanuman » Maha Ganesha » Dr. Tenali Rama HMKD*
Chhota Chashmah (S1&S2)

» Bhaiyyaji Balwan*
» Twinkle Sharma #0007*

*Commissioned but yet to come on air at the time of preparing this section

Venture capitalists and international studios invested in India

N N N

Polygon Pictures (PPI)
launched its wholly owned Framestore

Vistas Media Capital

acquired a majority

stake in Paperboat
Design Studios

subsidiary, Polygon opgned a brahch
Studios India Private in Mumbai
Limited in Mumbai

Indian studios expanded their presence internationally and domestically

N N N

NY VFXWAALA
opened a branch
in Hyderabad

philmCGl phantomFX studio

opened a branch opened a branch
in Kerala in Mumbai

All data has been provided by AnimationXpress, a brand of IndianTelevision.com and has not been verified by EY.
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VFX was used across small- and large-scale productions

Ray (Netflix) glzi,sgg Kaand (MX

Redchillies.vfx
delivered 1,375
VFX shots for the
valorous biopic
‘Shershaah’ directed
by Vishnuvardhan

Kabir Khan's
biographical sports
film ‘83" had around
3,600 VFX shots
which were worked
upon by ReDefine

. . . State of Siege Temple
Minnal Murali (Netflix) e ()

Marakkar: Lion of the
Decoupled (Netflix) Arabian Sea (theatrical
release)

Virtual production gathered pace

<N N N

Most of the Whistling
backdrops in the Woods International
'Kalavathi' song from the ‘Radhe Shyam’ film (WWI) joined the On Set Virtual
telugu movie ‘Sarkaru was also shot using Production (OSVP) to train
Vaari Paata’ were created virtual production and equip students with all

using Unreal Engine. aspects of virtual production

50% Indian

Metaverse

studios will adapt and NFTs will
to real-time/virtual be the new
production in the real estate

next 2-3 years

Future
trends

Institutes to open
in Tier-2, Tier-3
cities to hone the
creative talent
available there

More studios
to open in-
house training
programs
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!The Indian AVGC - XR is poised to make a significant
growth by 2030. The Indian AVGC-XR industry will
require 10 times more skilled manpower from its
present strength 185000 to be able to meet the target of
reaching 5% to 6% of the global market which will be
around 70Bn to 80Bn USD.”

K

Ashish SK

Founder, Punnaryug
Artvision Pvt Ltd

Chairman, FICCI, Animation &

Gaming
 /

pea

“Indian VEX in 2020 and 2021 has shown how the
movie & TV world has been enhanced by new gravity
» defying CGI physics! Our crews have continued to

work through the pandemic and deliver world class
work. As studios come back to scale and roll out more
agic moments, 2022 will see the floodgates open:
’ content creation looks to grow significantly. Skilling
> talent is critical and the industry is working to make
this happen to leverage the global opportunity.”

(13
N
L

Biren Ghose

ts

Country Head - Technicolor
Creative Studios and Chairman
- Cll National AVGC Committee

“The Indian AVGC sector has been displaying a lot of
resilience and has emerged as a beacon for the Indian M&E
industry. Thanks to India’s young population, AVGC has
been accelerating in recent years. It is on its way to hyper-
scale itself and become a sector to reckon with globally in
the next five years.”

Anil Wanvari

Founder, Chairman and Editor-in-Chief
AnimationXpress.com

@

Exper




“Earlier 5%-8% of the production budget was put in

“There is an upsurge in the kind of subject matter that
for VFEX. But now VFX’s budget for long-format content is heavily reliant on CGI, VFX and animation to make it
- whether a feature film’s theatrical or OTT release -

has gone up to the tune of 20% of the production cost.
The Indian AVGC sector has a golden opportunity
to leverage its skills and play a key role in content
creation, both locally and abroad.”

come alive. The industry is already bouncing back and
it will definitely continue to see a huge rise in 2023. At
the same time, there needs to be an industry protocol,
industry rules wherein we could get better value from
the work that we do; a need to set the standard of cost
& value structure, cost & work structure, so that like the
west we can have standardized production/industry
norms to do work better.”

Anant Roongta

Director - Famous Studios

Suchit Mukherjee

Founder, Famulus Media &
Entertainment

@

‘Original content creation for OTT will grow
exponentially over the near future as non-fiction reality
content, live streaming of events and sports gets added to
their content roster. Big picture: emerging technologies
like virtual production and virtual immersive

“Animation will continue to grow stronger not just
in the media & entertainment sector but in several
other fields including education. Many new sectors
experiences (including the metaverse) will provide great

are embracing animation and related emerging
opportunities for the industry to grow both in depth

technologies in a big way.”
& width. India must up its game, both creatively &

technically.”

Rahul Puri

MD Mukta Arts

P. Jayakumar

Toonz Media Group

®

“With continued focus on skill development and the use of frontier
technology, India is set to drive the global narrative. Adequate and timely
Governmental support will be a welcoming boost for Indian companies to
further seize a larger share of the global market. India is rightly positioned
and there couldn’t have been a more exciting time for Animation. It’s a
golden era and there’s no looking back.”

Max Madhavan

Founder and Director
Assemblage Entertainment

®
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Live events

This section is based on the findings of primary
research conducted across more than 24 Indian events
companies, marketers' perspectives and industry
discussions conducted in January 2022.

Organized live events segment
revenues recovered 20% in 2021

83 Organised live events segment revenues

2019 2020 2021 2022E 2024E

INR billion (gross of taxes) | EY estimates

This growth was primarily due to the relaxation of
event curbs in a few states and increase in vaccination
rates; however, revenues remained less than half of the
revenues of 2019

Technology, FMCG and financial services were the top
categories spending on events in 2021

Pure digital events were the most popular event type,
with 88% of survey respondents providing them
(up from 27% in 2019)

It appears that pure digital events are here to stay-
pure digital events will eventually evolve into digital
extensions of physical events. This will enable events
industry to provide measurement metrics like reach and
engagement

However, low pricing will continue to plague pure digital
events, unless consumer experience, Rol measurement
and attribution improve

We expect that, subject to no further impact of the
pandemic, the segment will recover to pre-COVID levels
by the last quarter of 2024/ first quarter of 2025,
growing at a CAGR of over 30% over the next three
years
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Note on sizing

The events segment revenue represents the revenue of
"organized" events and activation agencies and does not
include the multitude of “unorganized” event companies
spread across the country, as it is not possible for us to
size them; survey respondents felt on an average that
around half the Indian events and activation segment
were organized

The size estimate also does not include:

» the value of media spends on and telecast rights of
events (unless event IP was owned by an events and
activation management company)

» the value of meetings, incentives, conferencing,
and exhibitions (MICE) conducted by pure travel
companies

»  value of IPs not owned by event companies

»  the value of properties managed by in-house teams
of advertisers, print, radio, and other M&E segments

» weddings and other events which are paid for in
cash in the unorganized segment




Technology, FMCG and financial services were the top categories spending on
events in 2021

Revenue by category

325
Technology

FMCG

Financial services

Telecom

Automotive

Average

Media & Entertainment

Retail

Public sector enterprises

Beverage

Consumer durables

Government (excl PSUs)

Tobacco

Oil & Gas

Others

Electronics

50 100 150 200 250 300 350
= Index 2019 N Index 2021

EY survey of event companies 2022 and 2019 | Indexed to average = 100

Technology, FMCG, financial services and telecom Government spending on events also reduced
categories were top contributors to revenues in 2021, significantly due to re-prioritization of budgets towards
being categories, which have made the shift to online COVID-19 areas

and/ or hybrid event models

Automotive and durables categories event spends
saw a significant drop in importance from a revenue
perspective as these categories were impacted by chip
shortages, supply chain constraints, increasing input
costs, etc.

Media and entertainment 181




Pure digital events were the most
popular event type service provided

Type of events conducted by respondents

19%

14%

3%
64%

Pure digital events IP

B Activations/
promotional campaigns

[l Managed events

EY survey of event companies 2022

Managed events, which used to be the mainstay of the
segment, comprising over 50% of events conducted,
reduced to just 14% due to curbs implemented on
account of COVID-19

Pure digital events continued to grow and were provided
by 88% of respondents, compared to just 27% in 2019

IP suffered a further drop from 2020 levels due an
overall decline in sponsorship levels as events of scale
could not be held
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Pure digital events appear to be
here to stay

% of respondents who provided pure digital events

88%

27%

2019 2021
Yes m No

EY survey of event companies 2022

38% of our survey respondents generated more than
50% of their revenue through pure digital events

Most respondents believed that pure digital events
would continue in the long run for certain types of
events viz, product launches, seminars, concerts,
branded get-togethers, etc.

However, the average ticket size of pure digital events
was a fraction (around a quarter or even less) of the
value of comparable live events

Pure digital events are expected to augment live
events once the latter start to take place, with several
respondents believing that most events will possess a
digital element

Investments in virtual event platforms, use of
augmented and virtual reality, event management
platforms, etc., facilitated adoption of such events




Services led the way in adopting
digital events

Category spread of pure digital events

Technology 248

Media &
Entertainment

Financial 188

230

FMCG 133

High networth
individuals

Others 103
(exclig\i/ri;nPrgagg I o
Electronics || 85
Consumer durables | 85
Telecom | 79
Automotive |73

Public sector
enterprises - 61

Retail [ 61

Beverage JJjj 30

109

Oil&gas | 12

Tobacco | 12

EY survey of event companies 2022 | Indexed to average = 100

Digital event adoption was noted across categories,
with Technology, Media & Entertainment and Financial
services categories taking the lead

D2C businesses took the opportunity to connect with
partners and vendors

B2B businesses used online events to connect with
partners and vendors

Low pricing will continue to plague
pure digital events, unless...

Challenges in conducting pure digital events

Enriching customer 142
experience

Measurement 121
of Rol

Sponsorship 117

Technology
integration
Privacy/ Data
security

113
109

Partnerships 109

Ticker sales || NN ©7
Talent | 3°
Marketing | NENNNGEGEIN ©°
Government B 2

regulations

EY survey of event companies 2022 | Indexed to average = 100

Enriching customer experience was the key challenge as
the events and activation segment struggled to innovate
around online marketing, audience engagement and
overall audience experience

Based on industry interviews, most respondents felt
the need to invest in acquiring new-gen skillsets across
content, platform, marketing, customer experience,
product management, etc. paving the way for content
creators and engineers to build the future of this
segment

Measurement of Rol - despite additional attendee
information and interactivity - remained a challenge
due to concerns around attribution, which led several
marketers to aim for instant transactions, database
creation and trial

Addressing the consumer online event experience and
accurately measuring Rol can pave the way for higher
sponsorship values; several marketers we interviewed
tended to compare Rol of online events with those of
online commerce platforms

Consequently, given technology differentiation typically
has a limited period, content and experience creation
need to be focused on to drive higher sponsorship
values, which brings into focus the importance of AR/
VR experiences, customized experiences, influencer and
celebrity access, creation of digital assets, etc. to drive
incremental value

Media and entertainment 183




Grow 20-30%

Future outlook

Events and activation could grow at
a CAGR of 20-30%

Expected CAGR of events and activation segment
over the next 2-3 years

Grow >30% 24%

Grow 5-10% _ 12%
Grow 0-5% - 6%
Fall by 6%
upto 10% -

EY survey of event companies 2022 | Percentage of respondents

The events and activations industry can see further
recovery in 2022 on account of several factors,
assuming no further impact of COVID-19:

»  Continuing relaxation of lockdowns will result in an
increase in the number of on-ground events such
as weddings, hybrid corporate events with a limited
number of attendees, etc.

>  Marqguee sporting events seeing the light of day
in 2022 viz, IPL, PKL, ISL, Asia Cup, ICC events,
National Games, etc.

>  Elections across four states in India and the build-up
to general elections in 2023

Confidence has grown due to increased vaccination,
opening of many offices, relaxation of transport
restrictions, and increased preparedness of medical
facilities

The need to meet physically for corporate teams which
have been working largely from home is expected to
drive MICE and managed events

29%

Pure digital events and managed
events will drive future growth

Growth by type of events - next 2-3 years

8%
Pure digital events | 15% 62%
Managed events
(Including personal 13yl 61%

events)

8%
P 7% 58%

Activations/ 8%
promotional = KK/ 31% 46%
campaigns

0-5% m5-10% m10-20% = >20%
EY survey of event companies 2022 | Percentage of respondents

Survey respondents believed that growth would be
witnessed across all types of events, but would be led by
pure digital events and managed events

Pure digital events will continue to be critical to
support marketers' direct to customer businesses and
community building initiatives

In addition, 46% of respondents believed that there

will be an increase in spends on rural events in the

next 2-3 years to support campaigns initiated by the
Government at central and state level to combat the
impact and messaging around COVID-19, generation of
employment, promotion of tourism, etc.
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New events opportunities in a post COVID-19 world

COVID-19 has impacted our world and consequently, consumer behavior has changed. Brands, therefore, are
learning to engage with their audiences in new ways. We believe that this provides several opportunities for the

experiential segment, some of which are detailed below:

D2C community management

With over 250 D2C brands across products and services,
marketers have started to build connect directly with
their consumer bases

However, the ability to engage with audiences in a
relevant and timely manner is something that needs the
appropriate content, experiences and micro-services

Escapism through virtual avatars

More and more brands have started to get interested in
the metaverse; which is expected to be the motherlode
of online experiences

With the growth of virtual avatars, their real life
"owners" will need virtual spaces to use those avatars
and live their second lives

But what experiences need to be built in those virtual
spaces? How to market them? And how to covert those
experiences into revenue? All these questions remain
to be answered and provide an opportunity to event
companies

Media property-led events

As reality TV, online gaming and interactive OTT content
increase their reach and appeal, the need to engage
with live events in those environments is expected to
increase several-fold

Enabling contests and games amongst friends or
communities through connected TV ecosystems,
building exclusive and curated gaming experiences, and
personal virtual events around sports or other impact
properties can provide significant opportunities

Rural/ Agriculture/ MSME focus

Credit growth in India is expected to be led by rural
markets, agricultural sector and small businesses as
they rebound from the effects of the pandemic

Banks, financial institutions, telecom, technology
and agri firms will need access to such markets in a
meaningful and sustained way and events will be an
important part of their media mix

V. Premiumization of event experiences

Top-of-pyramid audiences can afford international
quality experiences and remain a core market for
premium experiences

They provide an opportunity to create premium and
exclusive events across sports, concerts, business,
fashion and liefestyle themes

VI. Experiences for hybrid workforces

Companies with large workforces - specially Indian tech
companies - are pivoting into hybrid models with limited
functions coming to office

Yet workforce culture management and engagement
remain critical - areas which will require experiences to
teach, inculcate, remind and monitor them

VIil.Format fluidity

Millions of hours of online event content is created each
year, but is not limited to physical or real-time attendees

Such content - particularly around medecine,
technology, education, science - has a long shelf life

The ability to go multi-media and asynchronous can
enable CMOs to meet their brand needs through content
innovations and integrations across social media and
other means of communication
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“The industry is ready to bounce back after two years
of stagnation and de growth. Get ready for a spurt
inlive events and a hockey stick growth for the next 3
years”

Roshan Abbas

Managing Director
VMLYR Encompas

@

“We are seeing transformative shifts in fan experiences

and modes of engagement. Improved connectivity,
cheaper data and digital literacy are taking sporting

. experiences to new users across linear and digital

screens. Beyond serving new cohorts of fans, we

ontinue to push the boundaries of personalisation,

immersion, and interactivity to deepen the passion fans

have for the sport.”

Sanjog Gupta

Head of Sports
Disney Star

®




“The events business is set to recover lost ground in

“The event industry has reset itself to be led by
technology and creativity. Future experiences 2022. Televised events will return to enable fans to
will be immersive and engaging, with engage with the stars they love. The international
season for Bollywood artists has started-off well. There

technology enabling speed of augmentation
and outreach to global audiences. The event-
venue is no longer restricted by walls...the
venue and the audience have become limitless.”

is a backlog of sporting events, too. And this time,
events will be three-dimensional: physical, online and
metaversical!”

Mohomed Morani

Managing Director -
Cineyug Group of Companies

@

Sabbas Joseph

Founder & Director
Wizcraft International
Entertainment Pvt. Ltd.

®

“Event community needs to be as nimble as their

“The last 24 months have been a huge life lesson
for us,both personally and professionally. On audience. The last 2 years have not only accelerated
both fronts,we are strongly prompted towards the digital approach by brands but also created
phygital behaviour. For the Event Industry this

introspection, innovation and collaboration. As
Billy Ocean once sang, “When the going gets tough, means mapping every consumer touchpoint and
the tough get going!” behaviour, and support the same with tangible
insights to create concepts that earn consumer
attention while respecting their privacy.”

Mandeep Singh

MD & CEO - India, CPM - APAC
Omnicom Group Company

®

Brian Tellis
Consultant




“The events industry is poised to rebound. Online fatigue “As the world reopens post-COVID-19, live events

has meant that people are looking to personalized & are coming back to life. The new reality that will
. immersive experiences and the opening up of the sector. continue to unfold is sure to be more immersive, more
The need of the moment is to push for industry status and interactive and more alive with opportunities.”

unlock the vast potential of the sector.”

Deepak Pawar

Sanjoy Roy

Managing Director Managing Director

Teamwork Arts Midas Next Media
‘With the pandemic expediting digitalization, the “As long as we celebrate life, celebrations and events
value proposition that exhibitions offer will increase will never fade away. It's time to invest into the future
XD One"“a”!{’ com_b ining the power of market of event IPs that trangress geographies and physical
access along with I and bour}daryless human spaces and look at inclusivity through live event with
experiences & connections” digital imprints t00.”

Deepak Choudhary

Founder & Director, ( XPRNC, Dubai)
eventfaqs & wwi school of event

management Q

Yogesh Mudras

Managing Director
Informa Markets in India

®




“The landscape of the events business in India will
change drastically over the next 2 to 3 years with
Government events leading the pyramid to deliver an
annual growth of more than 200 percent.”

Samit Garg

Co-Founder & Director
. E Factor & SkyWaltz







Rajeev Birdi
Brand, Market & Communications
Gurugram (EY LLP)
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Out of Home (OOH) media

OOH segment grew 27% in 2021

OOH segment revenues

39.1
38.3
25.5
19.8
15.6
2019 2020 2021 2022E 2024E
INR billion (gross of taxes) | EY estimates
OOH media grew 27% in 2021 to INR19.8 billion, the Transit media comprised 39% of the sector as compared
value of which includes traditional, transit and digital to 35% last year recovering gradually as travel
media, but excludes untracked OOH media such as wall restrictions were eased
paintings, ambient media and proxy advertising Digital media contributed 6% of the segment’s revenues
The OOH segment remained over 30% below its 2019 due increased number of screens across airports, metro
revenue levels stations, malls and even on billboards in large cities
Real estate, organized retail and FMCG were the largest We expect the OOH segment to reach 2019 levels not
advertisers on OOH before 2024

Traditional OOH comprised 55% of revenues and
remained the largest segment
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Real estate and organized retail were the largest categories of the OOH
segment!

Contribution

Sector 1 Contribution to growth
Real estate and construction 21% 22% 23%
Organized retail 11% 14% 17%
FMCG 14% 13% 13%
Financial services 13% 13% 13%
Consumer services 11% 11% 11%
Media 10% 7% 3%
Automotive % 5% 2%
Telecom 5% 3% -1%
E-commerce 2% 2% 2%
Electronic durables 2% 2% 2%
Pharmacy 0% 1% 1%
Petroleum 0% 0% 1%
Energy 0% 0% 0%
Others 4% % 13%
Total 100% 100% 100%

The top five categories contributed 73% of OOH spends Other categories which drove growth included organized

. ) retail, FMCG, financial services and consumer services
Real estate and construction continued to be the

largest category to spend on OOH with a share of 22%; All categories registered an increase over 2020, except
improved consumer perception of owning a house, telecom which shrunk by 8%

conducive home loan interest rates and government

policies, such as reduced stamp duties, served as a

catalyst for demand

1 Pitch Madison Advertising Report 2022
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Traditional media continued to be
the largest revenue contributor at
55%

Revenue by type of OOH

Z/

57% 60% 55%
2019 2020 2021
Traditional m DOOH Transit

EY survey of event companies 2022

Traditional media contributed 55% of total OOH media
revenues, not counting ambient media, wall paintings,
proxy media (like ads in automated teller machines) and
the informal / unorganized sector

The share of traditional media has shrunk by 5% over
2020 as only premium sites were in high demand and
other sites had fewer takers despite discounts

> Office OOH collapsed due to work-from-home
policies

>  Cinema advertising remained impacted due to
capacity restraints and lockdowns impact across
different states

> While mall traffic picked-up, ad volumes remained

low and were focused on external facade advertising

The share of transit OOH increased to 39% from 35% in
2020 as rail, metro and air, all witnessed considerable
interest due to re-opening of offices and the easing of
domestic travel restrictions

Metro station co-branding and other ad rights is driving
the growth of transit media

DOOH - which includes digital screens across transit

and billboards - share of revenues increased three times

since the pandemic begin

Introduction of large digital screens has helped the

DOOH sector grow due to its attractive value and instant

demand for such sites from OTT platforms, fantasy
games, etc.

Non-metros fared better in comparison with metros due
to lower COVID impact

Transit media recovered as travel
restrictions eased

Composition of transit media revenues

19%

60%

21%

Airports [l Rail & metro Other transit

EY estimates based on industry discussions, ad agency reports

Transit media comprised INR7.7 billion in 2021 (39% of
total OOH) and we expect it to double to INR15.3 billion
by 2024

Air passenger traffic has seen a steady growth in 2021 -
traffic increased by 63% in the four-month period, from
August to November 20212

Increased waiting time due to the health check process
has made transit assets more attractive for advertisers

The absence of business and international travelers has
resulted in lower profile of travelers at airports, keeping
rates (@and consequently margins) low

2 https://www.media4growth.com/ooh-news/air-passenger-traffic-volume-in-india-rises-629-in-aug-nov-2021-5985
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DOOH is gaining prominence with
brands

DOOH now comprises over 6% of the OOH segment’s
revenues, up from just 2% in 2019

DOOH is building a wider base of advertisers due to the
ability to run shorter, smaller value campaigns on it, if
required

Apart from DOOH asset attractiveness, technological
advancements like programmatic digital out-of-home
(PDOOH) have increased access for brands, and brought
in automation and transparency

PDOOH extends beyond the automated process of ad
serving and give buyers the opportunity to understand
the ad impact post the campaign with audience insights
and brand surveys as well®

As DOOH ad networks gain scale and popularity, the
utilization of DOOH assets will increase - across transit,
billboard, corporate, mall / plex and other venues.

Extra visibility via targeted DOOH, flexibility, real-time
metrics and reporting at a glance, are some of the
benefits that PDOOH offers to media buyers

3 https://www.exchange4media.com/out-of-home-news/programmatic-dooh-a-winning-strategy-in-2022-117954.html
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Future outlook

We expect OOH to reach INR38.3
billion by 2024

Upscale and busy spaces will enable
premium OOH assets

At INR38 billion, the sector should recover its pre-
pandemic levels by 2024

Apart from increased capacity utilization as business,
travel and life normalize, several factors will drive the
recovery in the OOH segment, such as:

> technology driven measurement

» upcoming infrastructure projects including transit
hubs, smart cities, etc.

Infrastructure is being created which will enable OOH
asset development

» Infra projects worth INR7,000 bn are planned over
the next 2-3 years

»  Around 8,400 kilometers of greenfield expressways
are being built as part of the Bharatmala Pariyojana®

India’s smart cities mission is focused on developing 100
cities on the “smart cities principle” - of using digital

technology to improve the urban infrastructure and

> increased interest in DOOH assets and consequent .
services

D2C innovations

Creation of premium spaces / hubs / districts within
towns and cities with specialized / custom OOH
structures are expected, on the lines of Times Square
in New York will create a great impact as government is
creating special hubs for tourism?°©

Transit OOH will diversify

Significant growth is expected in transit OOH where
travel ad spend is expected to grow 31% over 2019
baseline*

> 497 kilometers of under construction Metro routes;
472 kilometers of approved routes and 1,045
kilometers of proposed routes across the nation will
aid revenue growth for transit media®

> 400 Vande Bharat trains connecting different cities
over the next three years will have a major bearing
on the growth prospects of railway OOH business

>  Government of India is set to build 21 new airports
as well as expand/ upgrade existing airports by
investing INR250 billion by 20257 ; naming of
an airport terminal or some zones by brands is
becoming an attractive proposition

>  Brands could engage with passengers to promote
their brands/products through sponsored virtual
experience or services aligned to passenger needs
at prominent points like ticket counters, boarding
gates, etc.

»  EV charging stations could bring in additional
opportunities, providing users with immersive brand
experiences, things to do around lists, retail offers,
etc.

» Incab/ bus/ train opportunity could reach over
INR7 bn by 20258

“https://www.zenithmedia.com/travel-adspend-to-accelerate-from-24-growth-in-2021-to-36-in-2022

5 https://themetrorailguy.com/metro-rail-projects-in-india/

¢ Rail infra expansion, modernisation of train services will boost railway OOH (media4growth.com)

7 https://www.financialexpress.com/infrastructure/airlines-aviation/boost-to-aviation-sector-check-out-these-2 1-upcoming-greenfield-airports/2388073/

& Industry discussions

9 https://www.livemint.com/news/india/centre-plans-infra-projects-worth-7-tn-over-next-2-3-yrs-11639761285219.html

10 https://economictimes.indiatimes.com/news/economy/policy/government-to-create-special-hubs-for-tourism-jagmohan/articleshow/29381286.cms?from=mdr
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DOOH innovations will gain scale

It is estimated that there were 60,000 connected
screens in India as compared to 55,000 in 2020 and this
is expected to reach 90,000 screens by 2025

But apart from just screens, several interesting
innovations around DOOH will gain scale:

»  DOOH with geo-targeting has a potential to
generate “follow-you" messaging and integrate
with ads placed on mobile devices, as well as enable
“location to store" tracking

> Increased engagement through use of QR codes
by OOH sites to build top-of-funnel interest-based
consumer data

>  Audience detection technology can enable
customized messaging - screens can be
programmed to play out custom creatives based on
the profile of the audiences viewing the screen

»  Potential to engage consumers by offering them
augmented reality elements and custom offers
using their phone cameras

»  User generated content displays to create increased
engagement at tourist spots and bus stands

> Utility-based call-to-actions related to shopping,
directions, nearby restaurants, tourist places,
events, etc. can be provided at town centers

> Integration of OOH with social media feeds for
creating an interactive experience on OOH assets
through photos, short videos, comments, posts,
polls, etc

1 Industry discussions

Share of DOOH revenues will reach
15% by 2024

Revenue share by OOH type

55% 46
2021 2024E
Traditional m DOOH Transit

EY estimates

We expect significant capital investment in DOOH and
transit OOH assets over the next few years

We expect that investments will lead to transit OOH and
DOOH growing faster than traditional OOH, from both a
rate and volume perspective, together generating 55%
of the segment’s revenues by 2024

The sector is expected to grow to INR25.5 bn by 2022
and achieve its 2019 revenues by 2024 or after

Rate recovery is expected after approximately 12
months of normalization post COVID and will be assisted
by the fact that growth in ad-free SVOD viewership will
increase the importance of OOH as a means to connect
with upper-SEC audiences
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“Artificial Intelligence should be brought in for better
results and it is the right time to penetrate deep into
tier-2 & tier-3 cities which will bring more results.”

Sunil Vasudeva

Chairman cum full time Director
Pioneer Publicity Corporation

@

“As the OOH industry climbs out of a crippling pandemic,
.we see a renewed sense of optimism for the future. Increased
levels in consumerism is being driven by revenge spending

improved confidence due to a phenomenal vaccination
rive. We expect a definitive uptick in overall economic
growth leading to increased spending in advertisements. The
easing in travel protocols and commencement of international
ights, will result in a bounce back of corporate air travel
& airport advertisement. Now may be the best time for
advertisers to begin targeting their audience. pDOOH is likely
to drive growths for early adopters. OOH advertisements is
likely to exceed pre-pandemic levels in the coming financial.”

N Shekhar

(6/0)
Times OOH




“As we move forward, apart from massive rise in DOOH
and in turn programmatic buying, we will see lot of
tech-based innovations in OOH leveraging AR, VR, 3D
Projection mapping, drones etc. and use of immersive
content like anamorphic and also convergence with
mobile devices.”

Alok Jalan

Managing Director
Lagshya Media Group

®

“The focus has shifted to tier II -III markets due to
the high media cost in metros. The new emerging
categories like Edu-tech and fintech unicorns
are the latest entrants in the OOH sector and are
likely to increase their spends in 2022 in OOH.
Programmatic DOOH is increasing its share
in the overall OOH media pie as it offers some
number crunching options to advertisers. The
industry must work towards syndicated research
data in OOH to help advertisers in scientific OOH
Planning and measuring ROL”

Bharat Rajamani

CEO
US Advertising

®

“Last 2 years have been challenging for OOH due
to lockdowns with digital taking the major chunk of
spends. OOH should grow around 30 percent on 2021
volumes and with measurement metrics coming in place
should grow at an even higher pace.”

Pawan Bansal

(600
Jagran Engage

“We strongly believe the next phase of growth in OOH
will come in due to technology and innovative solutions
for engaging and targeting the end consumers. Digital

Out of Home, new green formats, technology and
engaging content is going to really transform the OOH
industry in the years to come.”

Rishabh Mehta
Founder & CEO, LOCAD

@







Payal Popli
Brand, Market & Communications
Gurugram (EY LLP)




Music Music consumption

Music segment grew by 24% in Indian consumers spent 21.9 hours/
20211 week listening to music®

30 Time spent listening to music
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IMI Digital Music Study Report 2021 | Hours per week on music by age group

The Indian music segment grew by 24% to reach
INR18.7 billion in 2021

Indian consumers spent an average of 21.9 hours each
week listening to music

90% of the revenues were earned through digital means,
though most of it was advertising led, with only three
million paying subscribers

38% of online music was consumed in Hindi, while
southern languages and international music contributed
to another 35% of consumption

Regional music gained share in 2021, leading to a flurry
of deals to acquire regional labels

YouTube accounted for 28% of labels’ digital revenues,
and 50% of music consumption?

Performance rights witnessed a recovery and grew by
89% once the lockdown restrictions were lifted post the
second wave of COVID-19

The music segment is expected to grow at a CAGR of
15% to reach INR28.1 billion by 2024, on the back of
increasing digital revenues, the pay subscriber base
growing to over 7 million and continued recovery of
performance rights as events and activations reach
scale

India's average of 21.9 hours/ week is higher than the
global average of 18.4 hours/ week

Out of the above, average weekly music consumption
on streaming services was 10.4 hours compared to 9.7
hours in 2019

1 EY estimates based on industry discussions
2 IMI Digital Music Study Report 2021
31FPI Engaging with Music report 2021, IMI Digital Music Study Report 2021
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38% of music streamed was in Hindi

Digital listenership by genre
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IMI Digital Music Study Report 2021

Bollywood aggregated 38% of total consumption, while
south + international generated a further 35%

Music consumed through paid audio streaming apps
increased to 3.3 hours/week from 2.4 hours/week in
2019

83% of time spent was on domestic content in India,
higher than the global average of 49%

Average monthly stream count was over 12 billion
streams in 20214

4Industry discussions and interviews
5 Industry discussions

Regional music gained

The share of regional music consumption increased in
2021, as per discussions with industry personnel

On streaming platforms, too, the regional music share
has increased to around 40% of the total consumption

While Punjabi and southern languages were most
prominent, growth was also witnessed in Haryanvi,
Bhojpuri, Gujarati, Assamese, etc.

2021 also saw the acquisition of several regional music
labels

Top five music channels on YouTube

Subscribers Video views
Billions
1| T-Series 209 T-Series 183
2 Zee Music 81.9 Zee Music 45
3| Shemaroo 58.6 Wave Music 35.3
4 | Wave Music 50.8 YRF Music 26.7
5| Sony Music 49.9 Shemaroo 26.5

www.YouTube.com

YouTube remained the platform of choice for consuming
music in India

Around 70% of music consumed was less than 18
months old®

Several new platforms of significance have emerged and
have seen music consumption of scale. These include
Mauj, Roposo, Glance, Chingari, Instagram, Josh, etc.
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Music monetization

Digital revenues were 90% of total
music segment

Break-up of music segment revenues

Audio streaming revenues
grew 22%

Music streaming apps (excluding YouTube) had a base
of approximately 200 million active monthly users®,
buoyed by the growth of passive listenership due to the

0,
6% 4% . work-from-home phenomena and older audiences trying
0% ’ 90% out digital streaming
Of the above, 18-20 million accessed music as part of
data or other bundles, but the paid subscribers base was
just around 3 million”
Key drivers for growth included bundling with
e-commerce and telco data plans, a strategy which
remains key for category trial
Industry discussions indicate over 150 billion songs were
streamed online in 2021
Streaming platform revenues (including YouTube)
increased almost 22% in 2021 to INR12 billion, over 80%
of which was advertising driven
Digital Il Physical
Revenue for music labels increased
M sync Performance /8
rights by 34%
EY estimates
Growth over 2020

Digital garnered 90% of music segment revenues,

comprising revenues earned on music streaming Overall 34%

platforms, on YouTube and from telcos

Performance

Sync and performance rights grew 55% and 89%
respectively over 2020 as the economy came back to
normal

Physical sales continued their decline; however, we have
not considered the value of products like Carvaan from
Saregama in this computation

IMI

¢ Comscore
7 Industry discussions, EY estimates
8EY estimates based on industry discussions
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89%

55%

rights

Sync

Physical | 0%

31%

Digital

Revenues at a label level increased from INR12 billion in
2020 to INR16 billion in 2021

Share of label revenues attributable to digital were
90%, and they contributed 85% of the absolute revenue
growth for labels

Music labels earned revenues through branded content
and in-video advertising, estimated at INRO.5 billion in
2021




Future outlook

Paid subscriber base could cross
7 million by 2024°

So long as music is available for free on YouTube and
other platforms, the music segment will find it difficult
to increase paid OTT subscribers

We expect paid music OTT subscribers to cross 7 million
by 2024 and generate revenues of INR2.8 billion, at an
average revenue of INR1 per day per paid subscriber in
India

The need for curbing free content supply could give rise
to certain restrictions like limiting the number of free
streams on platforms

New monetization opportunities

Bundled music for the smart TV

Given that the smart TV base is expected to touch 40
million homes by 2025%°, there is an opportunity to
create curated experiences for music in the home

This could be through partnerships with television OEMs,
apps, aggregators, etc.

Music for music's sake

India always prefers to watch its music and hence music
has been linked to films for the longest time

However, as film consumption moves on to OTT
platforms, and OTT content volumes cross 3,500 hours
by 2024, the music they use in their content will begin
to garner a larger share of listenership

In addition, non-film music - particularly in regional
languages - will keep increasing its share as well, driven
by artist and song discovery on short video and social
media platforms

NFTs

Given Indians’ love for all things music and celebrity,
there is a significant opportunity to use NFTs to market
songs, crowd-fund them, or monetize memorabilia and
shoulder content

Music in the metaverse!!

Currently, music in the metaverse is limited to gaming.
However, as this platform grows, it opens numerous
opportunities in music for creativity, monetization, and
marketing

A virtual environment could offer digitally rendered
concerts, in-home concerts, virtual parties/weddings,
music lessons etc.

Custom and branded music

After a strong start in 2020, branded music has grown,
and is expected to increase as customer-centric music is
created for weddings, functions, events, etc.

In addition, brands will create audio experiences for their
audiences and users across service delivery and other
digital interactions

In-video integrations with brands will enable mass reach
through platforms like YouTube and other short video

apps

9 EY estimates
10 EY estimates
1 The Future of the Music Industry in the Metaverse | 411 Metaverse
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‘Investments in Artiste development, Marketing Talent
and Data Analytics capability will be the key to success
over the next decade in the Music Industry.”

Vikram Mehra

Managing Director
SaReGaMa

“The music segment is seeing growth in non-film music,
both mainstream and regional and both of which will
. continue to grow. However Hindi film music & south
film music will continue to lead the music consumption
in India. It is time for Indian artists to genuinely break
internationally.”

Neeraj Kalyan

President
T-Series

“Indian music business is at a very exciting stage
with the coming of age of music in multiple languages
opening opportunities for young talent and listeners
alike to explore new sound and genres at the touch of a
button given the penetration and of smart phones and
music streaming apps in the country.”

Rajat Kakar

Managing Director
Sony Music India

@




“T've seen a post pandemic, almost fully digital streamscape arise
both in audio, video and allied areas. The future will greatly be driv-
en by non film music of all kinds & genres, short format social media

& byte sized consumption buckets across media and finally music

coming to us from other sources like OTT video, branded content &
new generation platforms as they keep emerging in the confluence
of gaming, fashion & entertainment. The regular growth engines
like streaming & radio will continue to grow at an escalated pace as
the music market transforms into a music & entertainment market.
The next 5 years are what I'm forecasting to be the golden years of
growth of our businesses.”

Devraj Sanyal

Managing Director & CEO
Universal Music Group, India
& South Asia

“While the internet is frequently associated with George Orwell’s
dystopian novel ‘1984, a better association would be with William
Shakespeare. His “All the World’s A Stage”, is representative of the

Global Recorded Music Industry today and the opportunity it presents
for the Indian Music Industry.”

Blaise Fernandes

President & CEO
Indian Music Industry

@
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Akriti Kishori
Business Consulting
Noida (EY LLP)




Radio segment Reach

revenues grew 12% in
2021

31
21
18
16
14

2019 2020 2021 2022E  2024E

INR billion (gross of taxes) | EY estimates

Radio segment revenues grew 12% in 2021 to INR16
billion (51% of 2019 revenues)

India had 1,203 operational radio stations, including
over 300 community radio stations

Ad volumes recovered 29% over 2020 but are still 6%
behind 2019 volumes

Ad rates fell 13% on an average

Non-FCT revenues comprised around 15% of total
revenues as radio companies broad-based their services

There is a need to address issues relating to
measurement, online presence, perception, etc., for the
sector to achieve its true potential

We expect revenues to recover to INR21 billion by 2024,
which will be around 70% of the revenues of 2019

We have estimated an 8% CAGR on ad revenues, as rates
are under pressure

Non-FCT revenues would grow at a CAGR of 17%
conservatively, but could be much faster for larger radio
brands

thttps://www.trai.gov.in/sites/default/files/PIR_21102021_0.pdf
2http://allindiaradio.gov.in/

3 https://www.mib.gov.in/broadcasting/list-339-operational-community-radio-stations-india
4ICEA

SDRM
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India had 1,203 operational radio

stations

India had 34 private FM broadcasters in 2021, operating
385 FM radio stations across 112 cities!

In addition, the public broadcaster Prasar Bharti's
All India Radio service operates in 479 stations in
23 languages and 179 dialects, reaching 92% of the
country's area and over 99% of India’'s population?

India had 339 operational community radio stations as
on September 20213

Radio receivers
FM radio receivers were prevalent in around half of the
top 10 phone brands sold in India*
Radio sets were available in most car music systems

An estimated 4 million cars also had radio sets capable
of receiving digital broadcast radio®

In addition, radio channels were also carried on DTH
services and Prasar Bharti's News on AIR app




Revenues

Radio ad volumes increased 29%

compared to 2020°
owre | oo zoe0]_zoar
Q1 (January to March) 25% 32% 26%
Q2 (April to June) 24% % 11%
Q3 (July to September) 23% 23% 27%
Q4 (October to December) 28% 38% 36%

Percentage share of ad volumes | TAM AdEX

2021 ad volumes remained around 6% below 2019 (pre-
COVID-19) levels

SME ad volumes remained subdued and industry
discussions indicate that this could take two years to
revive

Consequently, pressure on ad rates remained high and
average yield reduced around 13% as bonus spots were
widely offered

71% of radio ad volumes in 2021
were delivered by the top five
advertising sectors

| Rank)sector | 2020 2021
1

Services 26% 27%
5 Banking/Finance/ 12% 12%
Investment
3 | Food and beverages 11% 13%
4 Auto 10% 10%
5 Retall 9% 9%
TOTAL 68% 71%
TAM AdEX

Top five sectors which advertised on radio remained the
same as 2020

Services sector was the largest sector by volume
contributing over 1/4th of all ad volumes on Radio in
2021

6TAM AdEX data of 90+ stations
"TAM AdEX

47% of the ad volume share was
contributed by non-metros’

Maharashtra and Gujarat remained the states with
highest ad volumes on radio

Metros comprised only three of the top 10 cities which
contributed to radio ad volumes

Local advertisers' share of ad volumes increased 2%
over 2020 to reach 39% of total ad volumes in 2021

Share of non-FCT revenues
increased

Interviews with radio companies indicated that non-FCT
revenues contributed an average of 15% of their total
revenues

Events (online and offline), content production,
branded content, and syndication/curation were the top
contributors to such revenues

Brand extensions, like branded channels on music
streaming apps and international radio operations, also
commenced

Podcasts became a popular audio
alternative

Many radio companies had started to experiment with
podcasts, generating millions of listeners per month

Popular categories included comedy, business, news,
religion, and storytelling

Monetization of this content, though in its infancy,
commenced at a platform level for a bouquet of
podcasts
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Future outlook

Revenues will continue to recover
in 2022

We expect radio revenues to continue recovering and,
subject to further waves of the pandemic, reach atleast
INR18 billion in 2022

Growth will be driven by the recovery of the SME
advertiser segment, retail revival, growth in bank credit,
re-opening of offices, and focus on non-FCT revenues

We expect advertising to grow at a CAGR of around 8%
over the next three years, while non-FCT revenues could
grow at 17% or more

Rate recovery will continue to be a challenge, and will
happen only once retail advertising volumes increase
which will require significant innovation and concept
selling

212 Media and entertainment

Key issues that need to be
addressed

Measurement: Given the limited coverage of RAM,
and low frequency of the IRS in recent years, there is
a need to enable a robust measurement system across
cities with a million plus of population, demonstrating
the power of radio through OEM-level or app-level tech
integrations

Online presence: Differences in music royalty rates
prevent FM radio companies from creating and airing
their radio channels on internet streaming platforms -
an issue which the industry needs to resolve to mutually
benefit broadcasters and music licensors — as curated
content with RJ interactions are largely missing online,
and migrant population cannot enjoy radio stations in
the language of their choice

Availability of news: While news is permitted across
TV, print and digital, FM radio stations face significant
restrictions in airing news

B2B perception: Being a traditional medium and home
to some of the most creative content and stories, radio
should be evangelized to advertisers — to re-badge radio
as a D2C medium, creating interactive and lean-forward
experiences with audiences, building IP that resonates
locally and generates social media conversation among
like-minded communities

Limited genres: Several more frequencies can be
enabled by converting to digital broadcasting which can
provide more listening options to consumers. The radio
industry needs to work with all stakeholders to enable
this change




The digital radio opportunity in India

Current state

Globally, digital radio has surpassed 1.4 billion listeners

>

The UK, the US, China, Australia, Russia, and many
European countries transitioned to digital radio
almost a decade ago

There are three key technologies with proven
successful transition worldwide

Consumers experience better quality audio and
industry enjoys profitable growth

In India, digital radio launched over 10 years ago but is
languishing

>

Limited service in AM — approximately 3 hours per
day by AIR which broadcasts across 35 medium
wave and 5 short wave transmitters

Has not been rolled-out on FM and has no private
participation

Digital FM radio has benefits for the
entire ecosystem

Listeners:

>

3x more channels are possible within the same
frequency to provide more options to listeners

The technology is broadcast-centric and hence
there are no data charges for consumers

It provides a better listening experience — audio
quality and interface

Broadcasters:

>

More ad inventory to sell with the ability to charge
higher rates based on segmented audiences

The system can provide listenership data, which
helps build trust and grow radio segment revenues

Transmitters use significantly less power as
compared to analog radio transmitters

Advertisers:

>

Ability to buy segmented audiences at scale, with
regional language bifurcation

Ability to use programmatic ad delivery across
national networks

Comfort on listenership to drive media planning

Regulator:

>

Optimum use of scarce spectrum in the middle and
long term

Increased taxes from increased revenues

Ability to use digital radio infrastructure for
emergency warnings and traffic information

Imperatives for a successful
transition

Regulatory

>

Approve digital radio rollout by all FM operators in a
simulcast mode to protect ad revenues

Bundle digital radio with other proposed
technologies (eq. digital video broadcast) to
optimize costs and reduce capex burden

Permit sharing infrastructure cost between AIR
and private FM companies to reduce the capex
burden with a progressive license fee regime during
transition

A formal policy mandating automobiles/ mobile
phone manufactures to include the required
hardware in devices

Technology

>

Bring the incremental cost of chipsets and antennas
to a reasonable level so that mobile phone
ecosystem comes into being at scale

Enable possibility of software upgrade to enable
digital radio on handsets

Implementation

>

Parallel roll-out along with linear FM for a few years
till scale is achieved

Enable existing linear companies to transmit on
digital frequencies without additional license fees in
the short term to build consumer base

Permit new players to bid for additional frequencies
to support this transition
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Trends

India radio advertising

Powered by TAM AdEX
(A division of TAM Media Research) in association with RCS India

55
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< Radio ad volumes

grew 29%

in 2021
On average, nearly
38k ads per day were
registered during 2021

Average ad insertions per day (in 000s)
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provided by TAM Media Research to EY and has not been independently verified by EY.
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Categories 419 417 414

Advertisers 9,823 8,588 8,357
Brands 12,825 10,685 10,515

advertised on
radio in 2021

Services,
F&B and BFSI
contributed to
over 50% of

~._ ad volumes
EDE
Services 26% 27%
Food and beverages 11% 13%
Banking/ finance/ investment 12% 12%
Retail 9% 10%
Auto 10% 9%

38% 37% 39%

2019 2020 2021

¥ National advertiser

Local advertiser

Properties/
real estate
continued to be the

: top category to ;
. advertiseon

radio
2021
Properties/ real estate 1 1
Hospital/ clinics 4 2
Retail outlets - jewellers 5 3
Cars 2 4
Life insurance 3 5

M Top 5 advertisers

1 Life Insurance Corporation of India 4%
2 Maruti Suzuki India 2%
3 Mother Dairy Fruit and Veg 2%
4 State Bank of India 1%
5 GCMMF (Amul) 1%
LIC was
the largest
advertiser on

radio in 2021

National
advertisers
continued to
contribute a lion's
“ share of ad volumes
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3%
6% Gujarat 1 1
Maharashtra 2 2
Gujarat Tamil Nadu 3 3
r
Maharashtra and el 7 &
Tamil Nadu had the Uttar Pradesh 4 5
% highest ad volumes Andhra Pradesh 8 6
Top 5 states contributed
L e R e Madhya Pradesh 5 7
8% Rajasthan 6 8
Karnataka 9 9
8%
West Bengal 10 10
Kerala 11 11
[l Gujarat I Maharashtra [l Tamil Nadu B Delni [l uttar Pradesh [ Andhra Pradesh
[ Madhya Pradesh Bl Rajasthan [ Karnataka West Bengal Kerala
Ad volumns by city
32%

68%

of advertising
volumes were in

the top 10 cities

Mumbai did not feature

i 9% e 9
ey |
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“It’s important for radio industry to adopt a solution
provider role and concentrate on integrated selling
than mere FCT. We are hopeful that the industry will
overcome challenges of being restricted by government
policies and also overcome the problem of lack of
research and absence of a proper currency.”

Nisha Narayan

COO & Director
RED FM and Magic FM

@

“As the world is moving full throttle digital, I believe
the future of radio is focusing on the amalgamation
of radio + digital which I call ‘Radigitalization’ with
radio at its core as the way forward. RJ influencers will
continue building genuine relationships by engaging
incredible conversations. This transformative and
effective marketing tool will empower advertisers to
optimise their marketing spends.”

Ashit Kukian

CEO
Radio City




“With COVID receding, the FM radio industry along
with its solutions and digital components, is looking at
rapid growth beyond our pre-pandemic numbers! We're
now leaner and meaner and more profit focused!”

Prashant Panday
Managing Director & CEO

@

“The opportunity for radio lies in its local reach, high
credibility, strong influence of RJs and the seamless
amplificaion across digital audio platforms, podcasts
and other storytelling formats.”

Abraham Thomas

CEO - Reliance
Broadcast Network Ltd.

®

Entertainment Network (India) Ltd.

“The M&E industry is seeing renewed vigour in
advertising revenues, almost all categories are
back on radio for their advertising needs especially
in tier II & I1I markets where Radio has always
been very effective in hyper-local connect & have
bounced back to pre-COVID levels. Over the last few
months, we have witnessed significant demand in
advertisements and consequently rising inventory
pressure. Look forward to a strong 2022-23.”

Rahul Namjoshi

CEO
My FM







Ajayanand S
Assurance
Noida (S.R. Batliboi & company)
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Sports

Compiled by GroupM ESP

Sports got back on the growth path
in 2021

Sports segment revenues and growth (INR billion)

112
92
7% 70
2018 2019 2020 2021

M Revenues Y-0-y % growth

INR billion (gross of taxes) | GroupM ESP

After the setbacks of 2020, the sports segment bounced
back strongly in 2021 even as the external environment
posed quite a few challenges. As the IPL got underway in
April, the COVID-19 situation turned from bad to worse
necessitating astute display of crisis management skills from
organizers.

The Tokyo Olympics gave Indian fans some incredible
moments of joy, while the national cricket team had a

busy season, making it a great year from a commercial
perspective. Backed by strong advertiser confidence, 2021
saw a healthy 62% growth in sports media spends, making
2021 an eminently successful year for the segment.
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2021 had an exciting line-up of
marquee events

2020 ended with strong exit momentum, and with big
properties lined up for action as a result of postponement
from the previous year, 2021 held a lot of promise for sports
fans. The most eagerly awaited sporting spectacle in the
world was Tokyo 2020. The quadrennial event finally got
underway in July 2021 and athletes across nations paraded
their skills, delighting viewers in the process. India had a lot
to cheer about at the games as our contingent did better
than ever before.

One month before the Tokyo Olympics, Football lovers were
treated to some amazing display of skills as the Euro was
played across different nations in the continent. The success
of the event gives ample demonstration of the fact that high
profile tournaments between nations have a unique charm
of their own even though football fans around the world are
showing a strong propensity to show allegiance to the clubs
they love.

Closer home, the Indian Premier League (IPL) faced

several hurdles as it took off straight into the peak of the
second COVID wave, forcing the governing body to halt

the proceedings at the halfway stage. There was a phase

of uncertainty all across, which was quelled with the
announcement that the event will resume in September in
the UAE. This second phase of the cricket carnival went as
per plans and while Chennai Super Kings lifted the trophy

in dramatic style in the desert, there was delight for cricket
lovers and the entire IPL ecosystem consisting of media,
franchises, sponsors, advertisers, and other stakeholders.
In international cricket, the Indian men’s team started

2021 with a bang, breaching Australia’'s Gabba fortress and
winning the Border-Gavaskar Trophy. Other than the bilateral
series we had against England, New Zealand, Sri Lanka

and South Africa, the year also saw two ICC tournaments
being concluded successfully, with the inaugural World

Test Championships final being played at Southampton in
June and the World T20 Cup that happened afterwards in
the Emirates. It is fair to say that all the opportunity losses
of 2020 were not permanent. Large portions of cancelled
events came back and added more glitter to 2021.




Dreams came true at the Olympics

In 2021, the Tokyo Olympics held in July gave Indians a
number of proud achievements.

In the men'’s javelin throw event, Neeraj Chopra won the
first ever Track & Field Gold Medal for India in the history
of the Olympics and the second ever individual Gold by
an Indian sportsperson at the Olympics

It was a mixed year for the cricket
team

The team played 36 international matches across formats
in 2021, of which they won or drew 25, indicating a high
success rate.

2021 included some incredible achievements as well as
losses by the Indian men'’s cricket team:

Weightlifter Saikhom Mirabhai Chanu won the Silver
Medal in the women's 49 kg category

Lovlina Borgohain won a boxing Bronze in the 69 kg
category, to follow some inspiring performances from
the country’s ace pugilist Mary Kom across the years

PV Sindhu smashed her way into an elite company of
multiple Olympic medal winners when she won a Bronze
in the women’s badminton singles event, to add to the
Silver she got five years back in Rio

India won two medals in men'’s freestyle wrestling,
thanks to the inspiring achievements by Ravi Dahiya who
won the Silver in the 57 kg category, and Bajrang Punia
who got us a Bronze in the 65kg event

Tokyo 2021 was indeed an emotional moment for Indian
hockey fans as our men's team edged out Germany for
the Bronze in an edge of the seat thriller, making it our
first medal in the event since 1980, when we had won
our eighth men’s hockey Gold in the Olympics

With seven medals (one Gold, two Silver, four Bronze) the
Tokyo Games marked India most successful mission ever, and
if we consider the fact that we had narrowly missed out on

a few more medals, it is fair to say that this is a count that
could have gone ever higher.

In the tour down under, with the series levelled 1-1, we
first held off the Australian bowling attack on the final
day of the third test in Sydney to manage a draw, and
then pulled off an unlikely chase to win the final test
played at Brisbane, winning the series 2-1

Back in the country after the win, India prevailed over
England in all three formats of the game, reinforcing the
fact that home grounds represent strong citadels for
Team India

Following the defeat in the finals of the World Test
Championships to New Zealand, the Indian cricket team
continued its bilateral juggernaut with a 2-1 lead against
hosts England in a series that is still to be completed,
while a second-string team played a white ball series in
Sri Lanka, winning the ODI leg and falling just short in
the shorter format

The World T20 tournament started off with
disappointing losses against Pakistan and New Zealand,
after which three consecutive wins against relatively
weaker teams could not secure India a place in the
knockout stage
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Successes are now inspiring the next The Indian sports segment grew 62%

generation of stars in 2021 to exceed pre COVID-19

There was a long period of time when an Indian wins at Ievels
the Olympics (in any event other than hockey) was seen
as an exception to a rule _ 2019 mm
However, since 1996, India has been winning medals at Media spends 61.7 43.2 71.0
every edition of the summer games and Tokyo 2020 saw Ground sponsorship 23.7 10.0 20.6
inspirational and emotional wins from our athletes

Team sponsorship 11.0 7.7 10.6
2021 was also a tremendous year for women athletes
from India; PV Sindhu, Lovlina Borgohain and Mirabhai Endorsement 6.4 6.6 7.4
Chanu made headlines with wins at the Olympics, and R . 4.7 20 58

along with stalwarts like Sania Mirza, Saina Nehwal,
Hima Das and other Indian women athletes who Total 107.5 69.5 112.4
have done the nation proud with their victories at

the international level, are giving the much-needed
confidence to a lot of young girls across the nation who
will start believing in themselves as a very young age

INR billion (gross of taxes) | GroupM ESP

Media rights are most important for the sports segment
and contribute 63% of total revenues

The franchise model pioneered by cricket's flagship
league has taken Indian sports on a path of
commercialization, spurred by rising confidence of
Indian business houses and even overseas investors,
which saw ground and team sponsorhips recover to
almost their 2019 levels in 2021

Even in cricket, while the men's team enjoys tremendous
levels of fame and attention, we are beginning to see a
new wave of appreciation for our women players too;
prominent Team India cricketers like Mithali Rai, Jhulan
Goswami, Smrithi Mandhana, and Harmanpreet Kaur are
among the well-known athletes in the country

However, the action was led by cricket, which increased

These wins and sporting heros will not only raise the . R
its contribution to segment revenues from 80% to 88%

profile of sporting activities in the public eye but will
also inspire a generation of youngsters to take up these
disciplines
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Revenue split: cricket vs emerging sports
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INR billion (gross of taxes) | GroupM ESP

New age brands like Paytm, BharatPe, PhonePe, Upstox,
Byju's, Unacademy, Cred and other platforms used
sports as an opportunity to build saliency with large
consumer bases

Almost two-third of the sports sponsorship spends came
through advertising expenses, with a growth of 65%
over 2020

TV garnered 84% of media spends
on sports

oss | z019] 20202021 _Growtn
TV

50.3 B3 59.6 59%
Digital 10.3 5.5 11.4 105%
Print 1.1 0.1 0.1 0%
Total 61.7 43.2 71.1 65%

INR billion (gross of taxes) | GroupM ESP

84% of the media monies came through TV advertising,
the digital medium contributed the balance 16% with
the rising acceptance of OTT as a medium to watch live
sports

Both TV and digital ad spends on sports exceeded their
2019 levels

The highest growth of over 100% was noted in digital ad
spends

On ground sponsorships rebounded
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15.2
32
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INR billion (gross of taxes) | GroupM ESP

The rebound was led by cricket sponsorships, which
exceeded their 2019 levels

However, sponsorships for other sports, many of which
were cancelled due to the pandemic, were still below half
their 2019 levels

While three prominest sports leagues (IPL, ISL and
PKL) were held in 2021, Premier Badminton League,
Pro Wrestling League, Pro Volleyball League, Indo
International Premier Kabaddi League, Ultimate Table
Tennis League, Big Bout Indian Boxing League and the
XI Racing League could not be held

There was considerable impact on other domestic and
international sports competitions that were hosted by
India such the Maharashtra Open Tennis tournament, an
ATP 250 event

Looking ahead several sponsorship opportunities will
come up in Cricket, including:

>

Sponsorship rights for the Indian National Cricket
Team from 2022 to 2026

Title and central sponsorship of BCCl's home series
will be up for renewal in 2023

IPL will see the sponsorship cycle coming up for the
2024-2028 seasons, both in terms of title rights as
well as the central sponsorship

ICC ground sponsorship rights that will be up for
renewal in 2024
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Sports consumption trends

Live broadcast programming grew Cricket contributed to 79% of TV
61%in 2021 viewership

Ad volumes generated by programming type Television viewership by sport

234

0, 0,
43% a3y 34 3% a% %
61% 56% 0%
1%
32%
11%
29% 11%
30% 33%
23%
peL 45% 82%
27% 24% 9% 79%
13‘V L
\ 2019 2020 2021 - 2019 2020 2021 J
Hours Ad volume
M Live sports Sports related programs 2019 2020 2021
Repeats and highlights Cricket M Wrestling Kabaddi  Soccer M Others
TAM AdEX TAM AdEX | Not to scale
Live sports programming again increased to 21% of Cricket retained the lion's share of viewership at 79%

total programming hours, from a low of 13% during the
pandemic, though still below 2019 levels as several
properties did not take place

Wrestling continued for the second year to be the
second most viewed sport, due to large amounts of
content

This in turn increased the share of high value live sports

ad volumes to 37% from their 2020 level of just 24% PKL did not take place for most of the year and hence

soccer came in third with 6% of viewership on television

Tipping point on the anvil as regards media rights

The OTT space is likely to get more competitive in sports Another significant development in 2021 has to be the
broadcasting as more platforms will be looking to enter rising interest levels shown by foreign private equity
the arena now players in Indian sports:

> Amazon Prime has already acquired live cricket »  CVC Capital bought the Ahmedabad IPL franchise

action in New Zealand, and it would not be
surprising to see them looking for a bigger play in
the sport

»  US-based Redbird Capital picked up minority stake
in Rajasthan Royals

Along with the capital infusion they bring in, these firms
also enable the seamless transfer of best practices which
could benefit cricket and even the emerging sports in
India

> Viacom 18 has got the rights for the FIFA World Cup
in Qatar and could become another player in the
equation making it a multilateral competition

With these changes in the backdrop, all eyes will be on
the IPL media rights for 2023-2027, the BCCI home
series rights and the ICC media rights

With Manchester United's Glazer family showing a keen
interest in the IPL and with their investment in UAE's
T20 League, we could be looking at yet another growth
We could well see the concomitant impact on advertising curve in the Indian sports industry

costs too
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Technology will be a key driver Sports has become a priority for our

. government
2021 has seen some tech-related developments taking shape,
and some of them are expected to evolve fast and introduce a
world of exciting possibilities to the sports arena.

In recent years, we have seen many flagship programs
being rolled out by the Government to support junior

Non-fungible tokens (NFTs) have entered the sports world
and they are here to not just stay, but also to stir things
up a bit. This blockchain-based technology is expected to
have an immediate impact on the sale of limited-edition
videos, digital memorabilia, and other collectibles while
more applications will take shape and evolve over a period
of time. NFTs have already come to Indian sports and
can possibly lead to models like crowdfunding through
fan tokens, faster adoption of cryptocurrency and other
such opportunities. This is currently a volatile space and
could see rapid churn before settling into robust business
frameworks.

Brands and sports properties are looking at merging
digital and physical experiences in metaverses. Tokyo
2020 had partnered with Zwift, a platform that created
the Olympic Virtual Series during the games, a property
that had around 2.5 lakh participants for different virtual
sporting events. In addition to the Olympics, Zwift had
collaborated with Triathlon events too, showcasing a host
of exciting possibilities to the sports world. With greater
understanding of the ‘verse’, we can expect more players
to join the bandwagon, further democratizing such
properties and enabling a large number of people in their
attempt to experience the fervor associated with such
globalized events.

Moving on to esports, 2021 had witnessed a burgeoning
ecosystem, backed by an ever-growing gamer base and
strong support from brands across the value chain. In

a world that is getting more comfortable with video-
conferencing and remote engagement, it is no surprise
that esports tournaments are moving in the direction

of being pure online events, with participation numbers
rising to all-time high levels. Greater smartphone
penetration and improved internet connectivity have
contributed to a rise in the number of mobile gamers in
India, and data indicate that there has been a significant
rise in this count through habit formation caused by the
lockdown. With esports being announced as a competitive
discipline at the 2022 Asian Games, we can expect even
more legitimacy and acceptance across sections of society
which could in turn provide a boost to participation levels,
prize monies, and investor confidence.

In terms of event management, there is a need for more
specialists to deliver superior production values than
what game publishers could achieve. Today's innovation
will be tomorrow core; what got incubated this year could
scale up and become part of the mainstream very soon.
Some of these tech-related developments could shape the
nature of corporate investments in sports in the years to
come.

level sports, like the Khelo India movement

In 2020, the Central Government had announced an
initiative to provide financial assistance for over 500
private academies through the Khelo India Scheme and
in line with long-term goals at the Olympics, the 14
disciplines seen as priority for the 2028 games were
identified as early beneficiaries of the scheme

In spite of severe challenges caused by the pandemic,
the Sports Authority of India was allocated INR6.6 billion
in the Union Budget 2021-22 which was a significant
increase from the previous year

It is imperative that we develop a culture of sports

in the nation and the need of the hour is for more
entrepreneurs to come forward to support sports
and for the administration to provide a favorable
environment for them through policies and practices

Post-COVID experiences have further reinforced the
need for the industry players to work more closely
with the government so that the right Private-Public
Partnerships (PPP) can enable the development of
better sporting infrastructure in India

Vinit Karnik
Business Head, GroupM ESP

Media and entertainment 227




Sports in the metaverse

You excitedly put your replica shirt on. Your beloved
Liverpool are playing at home against Paris St.
Germain in the European Champions League semi-
finals. You have a special ticket to today’s match,
meaning you will be welcomed to Anfield by manager
Jurgen Klopp, being taken on a tour of the stadium
before the match and then walking out onto the pitch
alongside the team. You then have a choice of any seat
in the stadium to watch the match.

Mo Salah scores a goal in the first half to make it 1-0
and the crowd erupts. You capture the moment on
your digital device so that you can share it with your
friends. Your ticket provides you access to a half-time
show where you meet some team legends and discuss
the first half. For the second half, you have decided to
watch the game from a different spot in the stadium
so you take your seat and settle in. The tension builds
as the Parisians are pushing for an equalizer. But with
ten minutes to go, Liverpool break out of their half
and score a stunning second goal to put the game
out of reach. The stadium is awash with flags and the
Liverpool anthem "“You'll Never Walk Alone” rings out
around Anfield. The atmosphere is breath-taking, and
you sit back and drink it all in, knowing that you have
captured it for playback later.

The final whistle goes and with your special ticket, you
are given access to the pitch where you get to spend
10 minutes celebrating another famous win with the
team, before you head off to join the Liverpool legends
for some post-match analysis and chat.

It has been an incredible experience and one that you
will remember forever, but you need some food so you
head straight into the kitchen of your apartment in
downtown Kolkata, where your husband has prepared
you dinner and is waiting to hear all about your match
day experience.

This is not a fantasy; welcome to sport in the
metaverse where you can interact with the action like
never before.

Touted as the successor to the internet, the metaverse
is a shared, three-dimensional virtual realm where
people interact with objects, the environment and each
other through digital representations of themselves

or avatars. A mainstay of science fiction novels for
decades, the metaverse is not a new concept; early
versions already exist (who remembers “Second
Life"?). However, with the COVID-19 pandemic
accelerating the convergence of physical and digital,
coupled with the evolution of complementary and
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emerging technologies, the metaverse seems poised to
expand into every sphere of human activity.

Undoubtedly, the concept is still in its infancy, but
glimpses are emerging into what the metaverse may
look like, how people will use it and the opportunities
it will unleash. The challenge for sport, businesses,
governments, and society at large is successfully
navigating this next technology epoch, and usher in
the next frontier of human experience.

Unconstrained from the physical limits of time and
space, the metaverse presents transformational new
opportunities across sport. Similar to the mobile
internet era, the immersive era demands a significant
shift in the approach sport takes to fan engagement,
branding, innovation and ultimately its entire business
model. Many sports are already experimenting by
leveraging existing gaming platforms to build virtual
social spaces, selling virtual items like clothing or
shoes, or creating digital twins of stadiums.

As the metaverse intersects with various facets of
our physical and digital realities, five key questions
emerge:

How will the metaverse unfold and
transform sport?

While converging technologies are unlocking the path to

the metaverse, fully connected 3D immersive experiences
present a rich opportunity landscape across sport. How will
this shape the future strategy of sports organizations? What
investments should sports organizations make today to be
ready for the metaverse when it fully arrives? What new
innovation models will emerge? What new skill sets will be
required? How will it impact talent management?

Although the widespread use of the metaverse as the main
fan engagement interface is several years away, sport needs
to start factoring it into its strategic thinking today.

How will the metaverse reframe
human-centered experiences?

Successful experiences in the metaverse will hinge

on understanding and adapting to fan behaviors and
expectations. Moreover, as fans journey through the
metaverse traversing many ecosystems, trust will become
even more integral. How will this change the way sport
designs and implements the fan journey? What will it take
to deliver truly trusted experiences? And how will fan
engagement and loyalty be redefined?




As the metaverse emerges, we also need to ask ourselves
about its impact on potential technology addiction and
mental health. Concerns already exist across these

same topics for the current generation of social media
technologies and the metaverse will make that experience
even more engaging and potentially more dangerous.

Are reqgulators ready for the
metaverse?

Issues of personal data collection, privacy, deepfakes and
more are significantly impacting the fabric of our society as
well as how organizations interact with their customers and
employees. Very likely, these challenges will be magnified by
the metaverse.

In the near-term, our portal into the metaverse will be
through virtual and augmented reality devices. Not only

will they allow us to interact in the metaverse, but it will

also allow organizations to track increasingly personal data
such as, facial expressions, blood pressure, heart rates, eye
gaze and more. Current laws and data regulations will need
updating across multiple vectors ranging from equitable
access to security, liability, IP, and digital rights as well as
new ones like honest self-representation. What will good and
fair requlation look like and what will it take for regulators to
get ahead?

What new dimensions will the
metaverse open for sustainability?

Making the metaverse a technology reality will require a vast
new infrastructure and to be embraced it will necessitate
resilient, net zero solutions. Moreover, if the consumption

of sport shifts disproportionately to virtual or digital, whilst

it could significantly impact physical resource consumption
and greenhouse gas emissions, what impact will that have on
the physical experience in stadiums? While sport continued
during the pandemic, sport in empty stadiums is very
different to sport in packed and noisy arenas.

How will implementations of the
metaverse develop around the
world?

The internet already operates under different rules in
different parts of the world. Indeed, technology is becoming
the new basis for global competition and the metaverse will
not be spared. While globally recognized standards will surely
emerge to enable interoperability, sovereign governments
will likely intervene as they have done in today's internet
world.

How will global geopolitics and rising trend of protectionism
impact the evolution of the metaverse? Will similar fault lines
appear? And what will it mean for sport, a sector that is
increasingly multinational in its fandom?

Complexities and challenges of a
new reality

At the threshold of any new technology wave, there are
competing visions of dystopia and utopia; the metaverse is
no different. While we cannot fully imagine the entire gamut
of benefits or risks that will emerge, for sport, the metaverse
offers a fascinating new dimension for fan engagement. As
always there will be winners and losers in the new paradigm,
but one thing is for sure, sitting on the sidelines of this
should not be an option.

Tom Kingsley
Sports Markets Lead, EY
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The great Indian
content factory




-3
;J— =y

$ o Y
el

c o
£ c
o=
LS
w e
X o
> O
S
S w
= c
(%)
>
m




The great Indian content factory

Total hours of content released for
consumption in 2021 increased to

~150,000
Hours of content
1% 2%
\
O7%

TV excluding news bulletins (1,55,820)
M Film (1,972) OTT (2,512)

EY estimates | based on content broadcast, released in theatres or on OTT
platforms; excludes creator economy, news bulletins and short form content

TV production was the largest contributor, at 97% of
the total content produced, and this value excludes over
400,000 hours of news bulletins

OTT originals increased to 2,512 hours, far exceeding
their 2019 levels of 2,033 hours

Filmed entertainment remained impacted due to fewer
releases on account of the pandemic
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TV content

TV content by genre
2% 1%

u 23%

73%

News (excluding bulletins) GEC
M Kids, infotainment, etc. Il Sports

EY estimates | Excludes news bulletins, satellite films, etc., not produced for
TV and includes dubbed content

At around 155k hours, TV comprised 97% of the content
produced

Over 110k hours (almost 3/4th) of the content was
produced for general entertainment channels

News channels produced over 35,000 hours of non-
news bulletins viz., news-linked content or specials

Sports production was linked to sporting events held
in India and our calculation excludes imported content
such as F1, WWE, etc., which are not produced in India

L EY production audit team estimates
2 Industry discussions

Films

2021 saw 56% more releases than
2020

Number of films released in India

878

564

2020 2021

UFO Moviez (including dubbed versions)

While 878 films released in theatres in India (of which
most were produced in India) approximately 170 films
released on streaming platforms

Of these films, 30% were in Hindi, while the remaining
were in regional languages

There were over 100 direct to digital film releases in
2021
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OTT content

OTT content production reached an The most predominant genre on OTT
all-time high was drama
OTT content production estimates OTT titles by genre 2021
3,140
Drama
2512 ) Action/ thriller _
23
2 %\ Crime -
= = Mythology/
3 2,033 > documentary -
s z
g 1 1,187 :; Romance .
o o
T NS © Non-fiction .
10

Horror l

Interactive I
Stand-up I
sci-fi [|]

0 20 40 60 80 100 120 140 160

EY production audit team estimates

2019 2020 2021 2022E

B Hours Cost in INR Billion

EY production audit team estimates | Excludes imported content

OTT original hours grew more than double from a

subdued 2020 to reach an all-time high of 2,512 hours Our analysis of 379 titles a.cross major platforms
indicated that drama remained the most popular genre

This value is around 20% higher than 2019 levels of content on OTT platforms

Cost incurred on these originals increased to INR23 Drama, action and comedy were the top three genres,

billion, with an average price per hour increasing to over same as in 2020, with crime also playing an important

INR8 million (gross of taxes) role

Large increases were seen in mythologies,
documentaries, and non-fiction content categories as a
widening base of genres was noted
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Share of regional OTT content increased in 2021

202

Titles produced by language

51
42
21 28 24
17
i e = IR RN
] S 2 el
Hindi Bengali Tamil Telugu Malayalam Marathi English Others

W2020 [12021

EY production audit team estimates

Regional content increased from 27% of the titles
produced in 2020 to 46% in 2021

There were 177 non-Hindi titles in 2021, most content
being produced in Bengali, Tamil, and Telugu

Disclaimer: Content estimates are based on EY production audit team projects, and industry interviews. These need to be looked
at directionally, rather than in absolute numbers as these include estimates and extrapolations due to the fragmented nature of

the content production ecosystem.
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The virtual production opportunity

What is virtual production?

Virtual production (VP) is re-tooling of the filmmaking
pipeline to create blended (live action + computer generated)
moving pictures real time, on-set, in-camera. It is a merging
of some of the activities which traditionally would be a part
of production & post-production. This is done by combining
traditional production tools of physical sets and props,
actors, cameras and lights with game-engines, virtual sets,
photogrammetry, LED walls, volumetrically captured or
animated characters, virtual cameras, virtual lights and
camera, object tracking and motion tracking.

There are three types of tech workflows in VP:

Full-computer generated virtual production, in which
all the content to be 'shot’ is fully digitized/available as
digital assets, and the production/shot-taking happens
inside a game-engine. Examples of this type include The
Lion King and some shots in Blade Runner 2049 and
Greyhound.

On set virtual production (OSVP), where everything
that needs to be ‘shot’ in live action is ‘on set’, in front
of a green screen that is being replaced with a virtual
set / vi rtual world in real-time inside the game engine.
In this type of VP, digital assets created using animation
or motion-capture can be included along with live action
actors. Examples of this type of VP include most high-
end live sports and other broadcasts as well as many
shots in The Martian, Guardians of the Galaxy etc.

......

Live action actors

Physical props

Volumetric captured assets
CG created Animated Models
CG created MoCap assets

CG created photogrammetry assets

Gaming engine ;
(Virtual production
enabled)

Camera, Motion and /
Object tracking .~

In-Camera VFX (ICVFX), where the background of

the shot is an LED wall where the ‘world’ that the shot

is set in, is played back and the images change based
on movements of the camera to maintain fidelity of
point-of-view and parallax. Examples of this type include
filmed content like The Mandalorian, Rogue One, etc.

There is significant work underway around the world by
M&E technology companies, film institutes and industry
associations to mainstream VP through defining standards
as well as creating training content.

Since VP is still an emerging tech workflow, terminologies
are still being defined. Just recently, the Visual Effects
Society and the American Society of Cinematographers
released a comprehensive glossary of all things virtual
production at www.vpglossary.com. This will continue to be
updated going forward.

Further, the Society of Motion Pictures and Television
Engineers released a wall chart which gives a big picture
overview of the virtual production pipeline, data flow, key
job roles, key skillsets and broad infrastructure used for the
same, viewable on https://bit.ly/3LMVrFr.

If you look at the smallest unit in content creation - the shot
(as reduced from the scene) - then this is what the content
creation pipeline of VP looks like:

...... The world

Real set

Blended set - Real + Virtual

Virtual set (Green screen/LED)
Photogrammetry set
360 photograph
Pre-shot video/photo

Output format

Flatscreen video 2D/3D

6DoF volumetric experience

360 VR Video (3DoF)
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Applications of VP

VP fulfils two major function - enables more efficient, faster,
and cheaper production than previously done and helps
creators imagine content that one would not have been able
to conceptualize otherwise.

That said, it is important to note that VP is only one out

of the many filmmaking pipelines that exist today. VP and
each tech workflow within, has a specific function, a specific
use for specific types of shots, and that is what it should be
used for. The biggest mistake that the industry can make

is to assume that all content should be produced using this
pipeline.

The corollary to this is that VP is not meant just for big
productions like Avatar or The Mandalorian, etc. If used
appropriately, even smaller films, TV and OTT can (and do)
make use of the VP pipeline to greatly augment its impact
and production values.

Television is where virtual production has been used for

the longest, primarily in broadcast/streaming of sports

with virtual sets, graphics overlay on live video as well as
multi-location Q&As. Of late, VP has been used for the first
time in a performance-based reality show called ‘Alter Ego’
streaming on Hulu where real-time motion-captured avatars
of the contestants ‘perform’ on the 'stage’ and the in-person
attendees, on-set judges as well as watchers at home can
see the composited blended (live-action + virtual) content
real time. The show is a huge hit. Virtual production was also
extensively used recently in a joint music video by Coldplay &
BTS named ‘My Universe’ where they appeared in the same
frame but were captured separately.

Financially, Virtual production can end up with almost a
50-70% saving in both time and production costs due to the
saving of travel time as well as heavy post-production time. It
will also enable shortening of the window between ‘shooting’
and ‘release’ of content, which is especially valuable for OTT
and TV content as they always require high-quality film-

like VFX, but doesn't always have the post-production time
required to achieve the same in traditional VX pipelines.

However, these benefits require some effort. VP needs much
more effort being put into pre-production - both creatively
and technically. Having all the action-assets (as indicated
above) ready and well prepped as well as extensive time
spent in digital scouting of ‘the world’, will enable everyone
involved in the VP shoot to arrive on set with little or no
technical or production-related worries. The production
team can then focus on ensuring that the shot is augmented
both qualitatively and quantitatively with as many visually
creative variations that may be needed and can be taken
with little or no change required in the actors, the sets, or
the lighting.

Lack of pre-production work and the temptation to use the
virtual production pipeline for any and every shot in a film
are the two big pitfalls.

The Insight Partners have estimated the global VP market to
grow from USD1.5 billion in 2021 to USD4.7 billion in 2028,
a CAGR of almost 16%. This envisages VP to be used across
not just films, but also commercial ads, online video, and TV
/ web series.

VP in India

As of now, there is not nearly enough work happening in

VP in India. Whistling Woods International, in its emerging
media lab, has built VP education into its graduate and post-
graduate programs. There are a few other volume stages
too, both in Mumbai as well as down South. Star Sports has
been doing extensive work in the live-OSVP pipeline for a
few years now and would easily compete with the best global
OSVP pipelines. However, we still have a long way to go for
ICVFX - both in terms of technical proficiency and talent
availability.

Over the next five years, just as is expected in the global
industry, we should see the adoption curve of VP in filmed
entertainment and OTT productions in India rise steeply too.
It will, however, depend on the industry’s ability to re-skill and
upskill itself, talent availability and finally, cost efficiencies.

Chaitanya Chinchlikar
Vice President,
Whistling Woods International, Mumbai
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Trends

Amazon Prime Video India

India is one of the fastest growing locales worldwide for Amazon Prime Video

of Indian pin codes
generate viewership for
Prime Video in India

number of Indian cities
and towns in which
Prime Video is watched

growth in hours
watched on the service
across 2 years

of viewers for Indian
originals come from
outside India

was the most watched Indian
film on Prime Video in 2021

was the most watched local
Indian Amazon Original on
Prime Video, both within the
country and internationally

Indian content and talent gained international recognition

Vidya
Balan
for Sherni at IFFM

Best actress
Best actor

Pankaj
Tripathi

at IFFM

Best feature film
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Suriya

for Soorarai
Pottru at IFFM

Soorarai
Pottru

Mirzapur 2

at Asian Academy
Creative Awards

Best original program

Jai Bhim
was the first

ever Tamil film
to be featured

Scene at the Academy

All data is compiled by Amazon Prime Video India and has not been verified by EY. It has been collated from publicly available sources.
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Original series were a hit...

creators continue
to work with the
service on Season
2 or new projects

Indian Original i
Series launched in
the past 5 years

Indian Original series
in various stages
of development
and production

...while direct to digital movie releases were the new buzzword!

direct to digital languages in which viewership for regional
movie releases in the direct to digital movies language films was from
last 22 months were released outside their home states

peak reach delivered by direct
to digital movies Shershaah
and Jai Bhim on the service

210+

countries

Fresh and diverse talent fuel the content factory

of launched shows had fresh talent; of writers' rooms for proposed
this is 67% for proposed shows shows have women

of the shows' creators/ executive producers/
creative producers are women
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Trends

Netflix India

Creating Indian content...

15 films

8 series

85+

original series and e el 11 genres
films launched so titles launched
far in India in 2021 7 languages
25 towns and cities
used for filming 8 formats
5 non-fiction
Production
70+ since launch houses worked 30+in 2021

with

had their
streaming debut
with Netflix
in2021

22 talent @ oo T T T TEEEE L L 20 directors

Awards won by

Indian content s WIS ElaleE

96 wins in India

Global run time
minutes dubbed
and subtitled in 37
languages in 2021,
including Hindi,
Jamil and Telug

7 million minutes subtitled @t o 77 LT [ s 5 million minutes dubbed

All data has been provided by Netflix India and has not been independently verified by EY.
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...that resonated across the world...

featured in the top
10 listsin 10 or
more countries

featured in the global top 10
(non - English) films list for
4 consecutive weeks. It was

also no.1 in 4 countries
and in the top 10in 30

|

11 Indian

T

13 Indian
titles

25 Indian
titles

titles

including 6 original films made
the global top 10
non-English films or series
lists including 6 original films

featured in the top
10 lists of countries
outside India

...creating a cultural exchange

Most popular Indian films and series abroad Most popular international content in India

Decoupled Squid Game

Dhamaka The Witcher

Thalaivii Lucifer

Haseen Dilruba You

Sooryavanshi Cobra Kai

Global Top 10 data available from launch in July 2021
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“Content, in all its myriad forms -
entertainment, news, sports, music, mouvies,
factual, snacking, social - is the water, oil and
electricity that flows through the distribution
networks. Without the content, these are dumb
pipes. Ad & Sub revenues are the outcomes of
great content. The growth of the Indian M&E
sindustry will be driven by the exponential
increase in quality and scale of content, and

1e global ambitions of our creators.”

Sameer Nair

(0/30)

Applause Entertainment

@

“The process and organisation of the content
industry has to be re imagined to match
.le amazing benefits that digitalisation has
brought to consumer acquisition. That's the
main challenge facing us.”

Group COO
Alt Balaji

Nachiket Pantvaidya

@




“The future will belong to creator ecosystems that will
embrace three new skills to complement their creative
brilliance - An ability to develop deep insightful knowledge
about the ever evolving viewer for whom they are creating
for, the ability to take leaps of creativity into story and
character inspired by these insights, and finally, the agility
to embed new technologies into the entire process of content
creation. And yet, one thing will still remain inviolate -
the supremacy of the creative human mind to tell fresh,
engaging and inspiring stories.”

Punit Misra

President - Content &
International Markets, ZEE

|
/’ Q

“Subscription based VOD services have changed the
entertainment & content consumption landscape in India,
empowering creators, challenging producers creatively,
giving world class cinematic local content & helping break
geographical boundaries.”

Sameer Gogate

General Manager
BBC Studios -India Productions

®
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Saurav Jha

Technology Consulting
Noida (EY LLP)
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Advertising in 2022 and beyond

Resilient, booming, transformed

Indian advertising recovered to 94% Indian advertising will grow at 12%
of 2019 levels in 2021 to reach INR1 trillion by 2024
mmmwm The growth momentum is expected to continue in 2022
with a projected growth rate of 16%, taking overall
Television 320 251 313 344 394 advertising revenue to INR865 billion
Print 206 122 151 161 169 Advertising is expected to grow at a healthy 12%
Radio 31 14 16 18 21 CAGR till 2024, with digital media growing at 20% and
traditional media growing at 8%
Cinema 8 2 1 2 3
Key aspects which will drive growth include:
OOH 39 16 20 26 38
Total »  TV:efficient CPRP, improved ad performance
traditional L Ao 20 23 223 measurement, maintaining pay households
Digital 191 191 246 314 430 »  Digital: data charges, smartphone penetration,
Total 795 595 746 865 1,055 vernacular content, rich consumer data to enable

segmentation, attribution accuracy
INR billion (gross of taxes) | EY estimates
»  Print: revival of metro, English language, and office

Despite COVID-19 disruptions, advertising revenues in circulation
India bounced-back from a 29% degrowth in 2020 to a . ) )
dramatic 25% growth in 2021 »  OOH and Radio: resumption of office commute,

non-FCT revenues
They are now barely 6% short of their 2019 numbers . )
» Cinema: a steady slate of theatrical releases

However, the recovery was uneven Digital share to reach 41% (or 50%)
Growth in 2021 ad spends in 2024
4% Digital media comprised 24% of total ad spends in 2019,
which increased to 33% in 2021
19% Digital advertising is expected to reach 41% in 2024
41% Digital ad numbers that we have considered do not

include the SME and long-tail digital advertising spends
of INR117 billion in 2021 as we are unable to size the
same accurately

Were these to be included, digital advertising would
be the largest segment in 2021 at INR363 billion and
contribute 42% of the total advertising, increasing to
Radio, Cinema, OOH [l Television Digital Il Print INR631 billion in 2024 (50% of total advertising)

36%

EY estimates | Share of absolute growth in ad spends in 2021

Traditional media grew 24% while digital media — which
did not witness a drop in 2020 — grew a further 29%

The recovery in media was uneven:

> TV contributed INR62 billion growth (41% of the
recovery)

>  Digital added INR55 billion (36%)

> Print contributed INR29 billion (19%)

> Radio, cinema and OOH together added just INR6
billion (4%)
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EY's marketer survey 2022

Respondent profile
4%

14% ‘

40%
18%

20%
Consumer products & retail Financial services

m Others Tech, Media & Telecom  mManufacturing

EY conducted a survey of 50 marketers across 10 sectors in
February 2022. This section focuses on insights from their
responses.

Over 80% marketers were positive
about growth in consumer spending

Outook on consumer spending

88%
| feel positive It will stay Consumption  Not sure/
about the the same will decline  prefer not to
economy, say
spending will
grow

EY Marketer Survey 2022 | % of total respondents

Optimism in the marketing community is high with 88% of
marketers believing that consumer spending will grow,

while 8% are of the opinion that ad spends will stay the same

The optimism seems to be based on several factors:
»  Upcoming critical state elections
» |PL media rights sale in 2022

» Increase in the number of unicorns and continued PE
funding

»  FMCG, education and media-entertainment taking over

online video

»  Pharma and e-commerce search boom post-COVID-19

»  Launches in the auto sector

96% of marketers expect to increase
ad spends

Ad spend growth sentiment

76%
20%
4%
- 0% 0%
Increase by Increase by No Reduce Reduce
over 10% under 10% significant by under by over
change 10% 10%

EY Marketer Survey 2022 | % of total respondents
96% of marketers expect to increase their ad spend in
the next two years as against 66% last year

Interestingly, not a single respondent expected to reduce
ad spends in 2022, displaying an undisputed sentiment
of growth

Marketers remained bullish on
events spends, too

Expected growth in events spends

36%
34%

27%
I 20%

16%
N 33%
B 4%

14%
B 1 6%
4%

Will Will No Reduce Reduce
increase by increase by significant by under by over
over 10% under 10% change 10% 10%

m 2020 2021

EY Marketer Survey 2022 & 2021 | % of total respondents

A higher number of marketers who responded to our
survey expected to grow their event spends in 2022 as
compared to 2021

In addition, fewer respondents expected to reduce their
event spends by over 10%
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All marketers surveyed used digital

advertising
Share of ad spend on digital

48%

4%
I s
20%
| Emn
28%
R 2

=
[ee]

Upto 10% 10%-20% 20%-30% 30%+

m2019 2021
EY Marketer Survey 2022 & 2020 | % of total respondents

48% of marketers spent over 30% of their media spends
on digital which revalidates the forecast of maximum
growth emerging from digital

In our 2020 survey, average spends on digital were far
lower and 16% of respondents did not have any digital
spends

96% marketers expect to increase
their spends on digital; only 50%
expect to grow their traditional
media spends

Expected growth in media spends over the next two years

=
%)
o
=
%)
o™
- =
° = o
=X =
< { B N
~— —i
BN g = =
m: M= s s
Will Will No Reduce  Reduce
increase by increase by significant by under by over
over 10% under 10% change 10% 10%

H Traditional Digital

EY Marketer Survey 2022 | % of total respondents

98% of marketers surveyed expect to increase spends on
digital media in the next two years

Correspondingly, only 50% of marketers surveyed expect
to increase their traditional media spends in the next
two years
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Only half the marketers monitored
digital ad fraud and brand safety —
despite dramatic growth in digital
spends

Organizations leveraging tools to monitor brand safety
deviations and ad fraud

51% 49%

H No Yes

EY MMA Brand Safety Marketer Survey 2022 | % of total respondents

With 29% growth in digital ad spends, marketers are
clearly not in a mood to stop spending more on digital
advertising

However, marketer dependence on tools and technology
to manage digital wastage is divided with 49% marketers
leveraging tools to monitor brand safety and ad fraud

Over half of marketers missed depth
and completeness in consumer data

Depth of the consumer data to drive decision making

The consumer data available is

complete and deep, and my = 2%
organization is always able to
leverage the data for sophisticated
data-driven decisions

The available consumer data is

largely complete, though some of 40%
the data lacks the depth needed to
further optimize data driven
decisions

The available consumer data is
incomplete with gaps, which 52%

occasionally makes data-driven

decision making difficult

Not sure/prefer not tosay ~ 6%
EY Marketer Survey 2022 | % of total respondents

Despite the need for depth in consumer data for
effective marketing, 92% of survey respondents
admitted to lack of depth (40%) and gaps (52%) in their
consumer data, which impacted decision making




32% of marketers believe there are gaps in their martech capabilities

Martech capabilities vs best in class

Organization has either developed or currently sourcing core martech capabilities 52%
Organization has clear gaps in basic martech capabilities _ 32%
Organization has developed or sourced best in class martech capabilities 10%

Organization has developed or sourced industry leading (ahead of peers) martech 4%
capabilities

Don't know / NA = >y

EY Marketer Survey 2022 | % of total respondents

32% respondents believed they had clear gaps in basic 66% had either developed or sourced their martech

martech capabilities capabilities from vendors or agencies, of which 14%
believed their capabilities were leading practice or ahead
of peers

Martech maturity was the highest in CRM and analytics

Martech maturity

CRM (Customer Relationship Management) ]
Analytics & data science J
MRM (Marketing Resource Management) s
DMP (Data Management Platform)/ CDP (Customer Data Platform)/ .
DSP (Demand Side Platform)
Next Best Action/ Journey Orchestration [ NN
Identity Management/ ID Graph | N
Automation/ Al (Artificial Intelligence)/ RPA (Robotic Process T

Automation)
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Extremely advanced mVery mModerately advanced Slightly Not at all advanced
EY Marketer Survey 2022 | % of total respondents

Respondents believed that their martech capabilities Automation, ID management, journey orchestration/
around customer relationship management, analytics next best action were areas where more respondents
and data science, and marketing resource management believed they needed to improve their capabilities

were most mature amongst the adopted technologies
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Marketers' expectations from agencies in post-pandemic marketing have
evolved

How ready is your agency to manage new ecosystem challenges?

Influencer marketing
Incremental reach in media
Content production at scale

Dynamic creative optimisation

[
[
[
I
Hyperlocal content I
Martech implementation |
The connected consurmer |
o

Digital ad fraud management

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%  100%

1 Not at all equipped m2 m3 4 5 Well equipped

EY Marketer Survey 2022 | % of total respondents

Half or more of survey respondents believed that their A large section of respondents believed their agencies
agencies were well-equipped to manage influencer lacked the ability to manage digital ad-fraud (44%), help
marketing, incremental reach in media, and content with hyperlocal content (32%) and enable connected
production at scale amongst the many challenges that consumer strategies (28%)

have emerged post the onset of COVID-19 pandemic
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2022 priorities for CMOs

Zero and first-party data is by far the most important priority for 2022

Top priorities for 2022

Zero & first party data: making sure marketing initiatives in 2022 assist us to
create first-party data so we don't have to rely on others’ data as much

Social commerce: shortening the distance from discovery to conversion

reach & engagement

Sustainability: more authentic, inclusive, and purpose-driven
marketing to drive growth

Supply-chain buffering: aligning marketing goals with stock capacity

Simple content: maintaining clarity with content that delivers effective _

0% 20% 40% 60% 80% 100%
1 Most important m2 m3 4 5 Least important

EY Marketer Survey 2022 | % of total respondents

Most Important amongst marketer priorities for

2022 was creating zero and first-party data to enable
efficient targeting of consumers, particularly given the
challenges posed by cookie-less advertising and data
privacy reqgulations

»  Suggestion 1: Create a fair value exchange for your
consumers

»  Suggestion 2: Step up interactivity and gamification

Social Commerce has become an effective way to
reduce the time between discovery and conversion

and marketers need to understand its nuances and
implement social sales channels for their brands at scale

»  Suggestion 1: Create automatic bot check-outs

»  Suggestion 2: Maximize role of influencers, tracking
their Rol

Interestingly, many respondents identified effective
content (and its ability to build reach and engagement)
as a key priority for 2021

»  Suggestion 1: Make content purposeful and
personalized, based not on what people are
searching for, but why

»  Suggestion 2: Challenge yourself to think about the
way stories are being presented [voice, video, visual
via mobile and social], while keeping the art of
storytelling alive [the heart of the messagel

Media and entertainment 251




Inability to measure ROI continues to be most severe challenge for marketers

Top challenges for 2022

Inability to measure ROI

Measuring incremental reach across TV & digital

Automation commoditizing media buying

Linking AdFraud & Brand Safety to wastage

1 Most severe m2

EY Marketer Survey 2022 | % of total respondents

Despite the overload of data generated by digital media,
respondents identified measurement of marketing Rol
as their number one challenge for 2022

»  Suggestion 1: Build SMART (specific, measurable,
achievable, relevant, time-bound) objectives to
justify investments in full-funnel marketing, linked
to clear KPIs and use evolved attribution models

»  Suggestion 2: Designate independent, objective
owners of the Rol tracking technologies and
processes

The lack of a common metric across TV and digital
campaigns has most markets evaluating their campaign
performances separately, and this led to concerns on
the genuine incremental reach provided by digital to TV
campaigns:

> Suggestion 1: Invest in modeling that provides
directional guidance on investment strategies

> Suggestion 2: Build ways to collect deterministic
data sets (actual households or individuals
associated with an ad exposure) as a reliable way to
control frequency

252 Media and entertainment

20% 40% 60% 80% 100%

4 Less severe

Over 70% of respondents had ad fraud management
in their top 3 challenges for 2022; yet the problem of
linking adfraud and brand safety to wastage is seen as
least severe amongst marketer problems. In there, lies
an opportunity that must be addressed by the industry
at large

»  Suggestion 1: Continuously detect and protect
against fraudulent traffic; boosting standards of
measuring digital effectiveness

»  Suggestion 2: Certify platforms that can
demonstrate a proven ability to prevent fraud
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Martech imperatives for 2022 and beyond

Powered by

The role of marketing has always been to connect a
brand and its consumers. Over the years data and
technology have played a pivotal role in bridging this
gap. Many would argue that technology has evolved
to become the backbone for driving effective and
efficient marketing solutions. In this section, we put
a spotlight on key areas of Martech that may see a
momentum in the years to come.

Leveraging privacy-first data to build
stronger consumer connections

On January 25, the Google Chrome team announced
that they were replacing the FLoC Privacy-Preserving
API proposal with a new “Topics" API proposal, which
presents an updated approach to supporting interest-based
advertising via the Chrome Browser. Google's pivot from
FLoC to Topics indicates a key shift in Chrome's approach
to enhancing its Privacy-Preserving advertising solutions.
We believe in a future where multiple privacy-preserving
solutions will help create a more responsible advertising
ecosystem - there is no single solution to manage Cookie
deprecation:
Marketers have already dialled up their focus on first-
party data and significant interest in building a Customer
Data Platform (CDP)

We see broad-based use cases emerging out of first-
party data and going beyond personalization

The role of panel-based data will grow as it will bring
unigue and differentiated signals to the mix

The way the data comes together is evolving in terms
of technology and techniques used to combine various
signals

Data ethics will become increasingly important for
brands and agencies. New Al and/or blockchain-based
tools will emerge to address concerns around data
ethics.
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Advance Intelligence to power full-
funnel marketing

Humans are unable to process the volume, variety and
velocity of marketing and digital data points that are
generated every second. Advance Intelligence is the savior in
this digital marketing and advertising data explosion.

The use of Al and ML will lead to advanced data processing
capabilities bringing excellence in execution by automating,
auditing, reporting and analyzing digital signals. Marketers
will accelerate the use of the algorithms to find numerous
permutations and combinations to deliver performance
and return on ad spends, as customers demand relevance
and resonance from the advertising they see.

Automated content analytics will be required to
understand what content works for what audiences to what
is trending in the marketplace on all types of public content.
In 2022, many advertisers will move away from last-
click/mile attribution models; and ensure that media
money spent on Top and Middle funnel are accounted for
performance on how it influences conversions or outcomes.
A full-funnel marketing approach is a combination

of brand building and performance channels through
interlinked teams, measurement systems, joint KPIs

and effective handshake between Martech and Adtech.
Through the full-funnel approach, marketers can have

one view of their customers - moving from the nascent
digital adoption stage to an interconnected multi-moment
one - where life-time value, hyper localization, hyper-
personalization, federated learnings and new customer
funnel can be improved.




Creativity and human intelligance:
a force multiplier

Marketing as an art and a craft will continue, certainly
through the 2020s, constantly evolving based on consumer
and cultural trends. However, technology will increase its
abilities to assist humans in the creative process.

Marketers need to embrace Al to boost personalization at
scale. Feeding an algorithm with historical and real-time
data and then letting the Al program analyze, build and
serve a hyper-personalized message to each user is now
possible.

However, approaching this as a technology solution may
help automate the process, but it will give a very mechanical
output. It is not just about tactical changes in the message to
drive personalization but to think ‘technology first' yet build
a very human experience to connect with consumers.

Last Diwali, Cadbury launched a new campaign and created
a hyper-personalized ad featuring Bollywood superstar
Shahrukh Khan, using generative Al technology. Using these
templates, small store owners across India (as per mapped
pin-codes) could be featured in the Cadbury Celebrations
Diwali campaign, hyper-personalized to each viewer, and also
able to generate an ad for their store featuring the superstar!
The campaign helped not only in boosting topline growth

but set benchmarks for purposeful, effective and modern
marketing to effectively engage with both consumers and
trade partners.

The next generation of digital
experience will be driven by
decentralization

Web 3.0, metaverse, NFTs and cryptocurrency are all making
headlines with pundits and promoters using these terms

to communicate visions of a decentralized and virtual-first
future. Fundamentally, these emerging technologies are
harbingers of a developing cultural shift that may unfold
over the next decade as a generation of consumers, who
live primarily in virtual worlds, come of age.

Web 3.0 - the next stage of the web's evolution - aims to
make the internet more intelligent and process information
with near-human-like intelligence. In Web 3.0 users would
not distinguish between physical and digital experiences.
They will expect work, friends, goods and experiences to

be connected virtually. This interconnected, live, persistent
virtual world is also popularly known as the metaverse.
Brands would start leveraging this virtual world as well

as components powering the virtual world to build brand
experiences and assets, drive consumer connect, associate
with the cause, build loyalty, own a moment or drive real or
virtual sales.

Carbon neutral digital footprint

Carbon footprint of the internet, millions of connected
gadgets and the supporting ecosystem is higher than the
global aviation industry and estimated to double by 2025.
A BBC article on this topic estimates that if every adult in
the UK sent one less “thank you" email, it could save 16,433
tons of carbon a year - the equivalent to taking 3,334 diesel
cars off the road.

In response, brands are overhauling their websites to lower
the carbon footprint and even evaluating media plans from
the lens of environmental impact. This is in line with shifts
we have already seen in markets like the US and UK and will
involve strong partnerships between agencies and media
owners to drive this.

Brands and marketers are placing a great deal of focus on
sustainability and we expect carbon-neutral websites and
digital assets will increasingly be part of marketers’ RFPs

in India. As we move into metaverse and more immersive
digital experiences, sustainable practices in the virtual world
will be more important than ever.
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Brands in the metaverse

There are quite a few people who believe that the
latest paradigm shift for the internet is already well
underway: the metaverse, they say, is almost here.
When companies investing in a space and the media
declare a moment, it is reasonable to take a beat
and see whether the reality can live up to the hype.
But, if this is the “meta” moment - that is, if it offers
something that people really want — it is safe to
assume that a lot of companies are wondering what
the metaverse really is and whether they should be a
part of it. For brands thinking about how to navigate
this new frontier, even knowing where to start can
be daunting.

The basic idea of the metaverse is not complicated. Put
simply, the metaverse includes any digital experience
on the internet that is persistent, immersive, three-
dimensional (3D), and virtual, as in, not happening in
the physical world. Metaverse experiences offer us
the opportunity to play, work, connect or buy (and
just to make things extra fun, the things we buy
can be real or virtual). It is also perhaps a misnomer
to say “the metaverse” as if it were a monolithic,
connected, or even interoperable universe, because it
is not. Each entity that creates a virtual world does
so with its own access, membership, monetization
rights, and formats of creative expression, so the
business and technical specifications vary widely.
The metaverse refers more to the concept across
these individual worlds and experiences and the
acknowledgement that we are entering into a more
substantive, immersive landscape than ever before.

A handful of businesses are already shaping

their landscape, with entertainment and gaming
companies leading the way. Major console and PC
gaming titles, such as Fortnite, from Epic Games,
have normalized playing and socializing with people
in virtual settings. Newer gaming platforms, such

as Roblox, allow people to create and play across
immersive worlds created, and often monetized by
users. Decentraland is an entire 3D virtual world
owned by its users, allowing them to create virtual
structures — from theme parks to galleries — and then
charge users to visit them, all powered by Ethereum
blockchain technology. Other companies, such as
MetaVRse and Unity, are creating engines to power
brand and gaming studios and accelerate development
of AR and VR content creation.

The immersive environment of the metaverse is not
just an opportunity for consumer-facing companies,
however. From training future surgeons to rolling
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out product demos to retail employees, there are
plenty of business applications. For example, the
leadership of the tech company, Nvidia, believes that
investing in metaverse simulations of such things as
manufacturing and logistics will reduce waste and
accelerate better business solutions. And Microsoft
is positioning its cloud services to be the fabric of the
metaverse, using its Mesh platform to enable avatars
and immersive spaces to thread into the collaboration
environments, such as Teams, over time. With post-
COVID hybrid or remote working environments,
many of these more creative virtual business
experiences are likely to become even more relevant
to how companies connect to their people and to
their customers.

For companies still waiting on the sidelines, it is
important for each brand to find its place and balance
the risk-reward equation. Doing so requires grasping
what is possible, and the companies that are leaning

in fast can both offer inspiration and act as test cases.
For example, there are plenty of brands taking full
advantage of the gaming part of the metaverse with
branded experiences that are essentially virtual
and immersive sponsorships. While Nike is a highly
established brand, it is certainly leading the charge at
the assertive end of the metaverse spectrum, filing

for patents for virtual goods and the opportunity to
build virtual retail environments to sell those goods,
as reported by CNBC. More recently, they acquired a
company called RTFKT that creates virtual sneakers
and collectibles for the metaverse.

The commercial applications of the metaverse are
further heightened by the new behaviors surging
around buying products and services directly from
social experiences, also known as *'social commerce".
Social commerce is becoming a larger percentage of
the US e-commerce over time and is projected to be
USS$36 billion in 2021 alone, following growth patterns
like those in China.

In response, the social media landscape is keen to
capitalize on the intersection where people connect
and buy not only in a traditional internet context,
but also in a 3D, immersive metaverse. Virtual
showrooms, fashion shows, and dressing rooms
suddenly have the potential to shift from fringe
experimentation to mass adoption. And people are
not just selling physical goods - in fact, Sotheby’s
recently announced its own metaverse gallery for
curated virtual art, housed in Decentraland. New
business models for influencers, virtual goods —




including non-fungible tokens (NFTs), which are one-of-
a-kind creations traded and secured on a blockchain —
and commerce on physical goods purchased in virtual
worlds will all emerge in importance as capabilities
scale.

Brands should always be in a test-and-learn mode, and
the digital landscape in particular requires intellectual
curiosity. The metaverse is potentially the next
iteration of how humans use the internet to
connect, communicate and transact - sitting on the
sidelines too long is not likely to be an option.

Here's what brands can do right now:

Pick your targets

Think about how much your target audiences/customers are
spending time in the metaverse and calibrate your speed

of attack appropriately — brands focusing on younger
demographics, for example, probably do not have the
luxury of sitting out the metaverse for long. Who are your
target demographics, and what behaviors are trending with
your current and prospective consumers right now that are
indicators of how fast to move into the metaverse?

Watch the competition

Start talking about moments when peer companies do things
in the metaverse — like a showcase at a leadership meeting
just to get the conversation going across the executive

team. So much of the space can be intimidating, particularly
when seemingly indecipherable concepts, such as NFTs or
blockchain, are involved. Can you create a champion for
these topics to bring approachable, tangible examples to
every meeting?

Look for applications

See whether the metaverse gives you opportunities as a
company to not only try new things, but also accelerate
your purpose or long-term goals like sustainability, which is
well suited to many applications of the metaverse. Aimost
every CMO already has made, or will soon make, a public
commitment to sustainability related ESGs, and they will
soon be measurable. What can you pilot in the metaverse
that allows you to test more sustainable approaches to
serving your customers?

Plan your entrance

Ask your agency team to begin formulating a point of
view on how your brand should show up in the metaverse
and when it might make sense. Holding companies and
independent agencies are both keenly watching mass media
behaviors and emerging trends, so it is a great opportunity
to ask them what they are seeing across their client portfolio.
What tests could they put in place to enable you to get your
brand exposed to the metaverse comfortably?

Keep your balance

If you are already in it, prepare for the fact that all new
spaces present risk and reward; manage accordingly,
knowing that it may be super-unpredictable and lacking in
standards. The good news is that the recent pandemic made
us all way more agile than ever before. To state the epically
obvious, there will be experiments that fail. Second Life
offered the promise of the metaverse years ago and did

not take hold, but the risk for brands that participated was
not significant or long term. So, if this is the right time, it is
important to consider how to be there.

Most importantly, people in brand marketing or leadership
roles should start thinking about how to unleash their
creativity and storytelling. If the creative palette expands
dimensions in the metaverse, we should be excited to create
experiences at any point in the customer journey, from
acquisition, to engagement, to transaction, to customer
support, which have the potential to be both spectacular
and stickier than before. And, someday, we will likely want to
move from real to virtual worlds seamlessly. That will be the
next frontier.

Janet Balis
Partner, EY, Marketing Practice Leader
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Trends

Decoding the Indian social commerce landscape

Powered by

Online shopping in India

51%
e-commerce
users added since
the pandemic

Female
e-commerce Users
are almost as high

as males now

64%
growth in online
shopping since the
pandemic started

How is the social revolution

democratizing commerce?

Rural and
lower NCCS
e-commerce user
segments showing
fastest growth

is growing rapidly.

60%
37% social commerce
of urban India uses CAGR

e-wallets/ UPI

1in3
Online Indians
shops online of e-commerce
GMV in India
(2021)

How is social commerce developing in India?

30%
70% of social
commerce

in India is
brand led

Community-led
commerce

Brand-led commerce

Shopable social content
on brand assets

Users as affiliates

Conversation-led Group buying

commerce

All data has been provided by WPP. It has not been independently verified by EY.
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Social platforms were entry points for everything
internet users do online- news, entertainment and
communication. Commerce has joined this mix and

social commerce
GMV in India (2021)

average
order value

Key opinion leader-
led commerce

Commerce+content
platforms

Social platforms




What are the learnings from social commerce?

o ==

Beauty 39%
Food delivery/ takeaway 30% /
Grocery 29% | Focus on what
Household items 29% consumers want
Home electronics 25% to buy
Apparel 25%
Luxury 18%
Furniture 17% T
Social commerce shopper insights survey by Essence Global - A groupm, WPP agency
Invest in top motivating factors Segment audiences and serve
influencing decision making them at speed
Apparel Household items
Food delivery/ Furniture
takeaway sy
Ratings and Promotions Beauty
Apparel Grocery
Beauty Hardware
Food delivery/ Home electronics
takeaway

What should brands do to succeed?

Social commerce
shouldn't be limited to lower-
funnel activity. Brands must
focus on sustainable growth
by raising brand awareness
on a consistent basis.

Make it live: Livestreams
with D2C website links or
native purchase feature
are force multipliers for
engagement and add to cart
metrices.

Be available, be visible
and be profitable - the
mantra on social commerce
remains similar to traditional
e-commerce
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“After a tough two years it is good to see the media
and entertainment industry bounce back with growth
across all mediums and not just digital.”

Shashi Sinha

(6/=0)
Mediabrands India

“India is entering a golden period thanks to a growing
economy, better physical and digital infrastructure,
business friendly policy and a vibrant start-up eco
system. We should seize the moment to take our place
as the Innovation centre of the M&E world.”

CVL Srinivas

Country Manager India

wPp
./

“Future Media Platf