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Forward-looking statement

In this Annual Report, we have disclosed forward-looking information to enable investors to comprehend our
prospects and take investment decisions. This report and other statements - written and oral - that we periodically
make contain forward looking statements that set out anticipated results based on the management’s plans and
assumptions. We have tried, wherever possible, to identify such statements by using words such as ‘anticipate’,
‘estimate’, ‘expects’, ‘projects’, ‘intends’, ‘plans’, ‘believes’, and words of similar substance in connection with any
discussion of future performance. We cannot guarantee that these forward-looking statements will be realised,
although we believe we have been prudent in our assumptions. The achievements of results are subject to risks,
uncertainties and even inaccurate assumptions. Should known or unknown risks or uncertainties materialise,

or should underlying assumptions prove inaccurate, actual results could vary materially from those anticipated,
estimated or projected. Readers should keep this in mind. We undertake no obligation to publicly update any forward
looking statement, whether as a result of new information, future events or otherwise.

View online:
http://www.zeetelevision.com/investor-relations/financials-annual.html.
View Quarterly Results:
http://www.zeetelevision.com/investor-relations/financials.html




BECOMING LEADER DOESN’'T COME
EASY, BUT REMAINING ONE IS
MUCH MORE DIFFICULT. TO SUSTAIN
LEADERSHIP, IT IS IMPORTANT TO BE
AWARE OF THE EVOLVING TRENDS,
INNOVATE CONSTANTLY AND STAY AHEAD

OF THE CURVE.

One needs to do this without losing the essence
of one’s value proposition. At ZEEL, we are

fully cognizant of this reality. We recognise that
true leadership in the entertainment space is

a primary function of content. Our focus on
content has allowed us to transform into a
global entertainment powerhouse, with reach
of more than a billion people and availability
across multiple mediums — from television, to
hand-held devices, to movie theatres, music
streaming applications and live entertainment.
It has led us to be counted among the world’s
premier integrated entertainment content
companies. Therefore, it is imperative that, while
we focus on expanding the reach of our content
across different platforms and keep pace with
the improving technology, our most important
mandate continues to be retaining our content
leadership.

We are expanding our content creating
capabilities, innovating across the value chain,
and investing in technologies to understand
and cater to the needs and aspirations of
diverse audiences. We are building on our
reputation of creating newer genres, formats
and leading the way in creating quality content
which the audiences can enjoy.

As we build scale, consolidate our traditional
businesses, and grow new offerings, we
continue to have a sharp focus on one thing
that matters the most — content. Our
in-house content creation capabilities across
television, movies, music and live events
sets us apart from the others.

FY17 represents a milestone year in

our history, as we approach 25 years

since we first went on air. During the

year, we strengthened our content focus,
and invested in building new engines of
growth that will propel us into the future,
without compromising on our core values.
Metaphorically and literally, we bring varied
entertainment content for different audience
groups. That is why, this Annual Report is
dedicated to A to Zee of Content Leadership.



l ZEEL At A G/ance

THE WORLD
IS OUR FAMILY

FY17 HIGHLIGHTS ZEEL is present across broadcasting, movies, label in India. It has presence in digital and, live
music, live entertainment and digital businesses, events space. ZEEL is listed on the BSE and NSE and
both within India and overseas. It has more than employs more than 3,000 people.

[]/ 240,000 hours of television content, offered through : .
- 0 32 domestic and 39 international channels. ZEEL ZEEL embraces the concept of ‘Vasudhaiva
TELEVISION NETWORK SHARE houses the world’s largest Hindi film library and has Kutumbakam — The World is My Family’ as its

rights to more than 4,200 movie titles across various underlying ethic and brand positioning.

languages. ZEEL has also produced several movies
? ’ MN for theatrical release and is the fastest growing music

REVENUE

29.9.

EBITDA MARGIN



MISSION

To become the world’s leading global content company from the emerging
markets. As a Corporation, we will be driven by content leadership based
on innovation and creativity. Our focus will be on growth while delivering
exceptional value to our customers, viewers and stakeholders.

BUSINESS

VERTICALS

DOMESTIC MOVIES &
BROADCASTING INTERNATIONAL MUSIC
DIGITAL LIVE
¢ " — ~
| X
] ' i Kl L |

VALUES

CUSTOMER FOCUS
Our Company’s strategies are driven by the needs of the customer. Our
success can be measured by the satisfaction achieved by our customer.

EXCELLENCE

We accord a high premium to maintaining superlative standards
throughout our Company. We encourage our employees to come up with
smarter ideas within the fastest possible time.

CREATIVITY

Key to our value system is innovation and originality. We recognise and
have a high regard for individual expression and creative freedom in our
quest to provide customer satisfaction.

INTEGRITY

We observe strict ethical standards through editorial independence
and creative expression, in order to earn the trust of our viewers and
subscribers.

GROWTH DRIVEN

We are committed to delivering consistent revenue and cash flow growth
in order to provide our shareholders a good return. Our objective is to grow
our people, market and businesses around the world.
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EVENTS
AND MILESTONES

ZEE JLF 2017

ZEE Jaipur Literature Festival is the
world’s largest free literary event. Held
in Jaipur (India), South Bank (UK) and
Boulder (US) each year, the festival
hosts some of the best & renowned
authors, ranging from Noble Laureates
& Man Booker Prize Winners to
debutants. The year 2017 witnessed

the 10th edition of ZEE Jaipur Literature
Festival which was focused on the

theme of ‘Love for the Written Word’.
With this festival, ZEE aims to revive the
love and passion for literature amongst '

the audiences, especially the youth. Y, —— AI P U R‘

3 |LrtERATURE
7 JFESTIVAL

ZEE Kyoorius Designyatra

Designyatra is an annual festival of creativity, hosting
some of the most famous creative thinkers of the
world and a large population of design professionals
and students from India. The festival celebrates all
aspects of creative communication and marketing.
This year the convergence between digital and
physical was explored reinforcing the phenomenon
that life today cannot be classified as analog or digital,
because it is virtually impossible to distinguish the
two. Individuals experience everything together and
therefore, the erstwhile boundaries have disappeared.
The three day design festival saw many interesting
side tracks, besides celebrating creativity and design.
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Essel Group’s 90 Years Celebrations
Event

Essel Group recently celebrated its 90" anniversary. The event
witnessed the launch of multiple initiatives like DSC Foundation,
Sarthi, WION and ZEE Family Business Legacy Awards. The event
was attended by the Hon’ble President of India, Shri Pranab
Mukherjee and Hon’ble Prime Minister of India, Shri Narendra
Modi along with thousands of other eminent personalities.

Dr. Subhash Chandra’s Hindi
Autobiography Launch

On Hindi Diwas, Dr. Subhash Chandra
engaged in a thought-provoking discussion
with eminent Hindi Poet and renowned
scholar, Shri Ashok Chakradhar on the
‘Present Status of Hindi: Challenges and
Solutions’ at the Sahitya Akademi in New
Delhi. The Hindi edition of Dr. Chandra’s
autobiography ‘The Z Factor - My Journey
as the Wrong Man at the Right Time’ was
also launched at this event by the Nobel
Laureate Shri Kailash Satyarthi.
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DEAR SHAREHOLDERS,
THE INDIAN ECONOMY IS GOING THROUGH AN EXCITING PHASE OF
DEVELOPMENT. AS PART OF A 90-YEAR OLD GROUP, WITH PRESENCE
IN DIVERSE INDUSTRIES, IT IS HEARTENING TO SEE REFORMS

BEING IMPLEMENTED AT AN EXHILARATING PACE ACROSS MULTIPLE
SECTORS. SEVERAL AREAS WHICH GOT NEGLECTED FOR LONG

ARE SEEING CONSTRUCTIVE WORK, ALONGSIDE A PLETHORA OF
MEASURES TARGETED AT IMPROVING EFFICIENCY. INDIA'S ECONOMIC
GROWTH, WHICH IS ONE OF THE FASTEST, SHOULD ACCELERATE
FURTHER AS THESE INITIATIVES YIELD POSITIVE RESULTS.

The year gone by will be remembered for the
strong and decisive push towards formalising
the economy. As per estimates, the informal
sector in India accounts for approximately 50%
of the GDP, is less efficient, difficult to regulate
and leads to revenue loss for the exchequer.
Easy access to banking coupled with the thrust
on digital payments enables the migration of
informal sector to formal sector. The imminent
implementation of GST will simplify the taxation
regime and create a level playing field by
plugging tax leakages in the informal sector.
Demonetisation, perhaps the most courageous
decision, is a long-term positive for the economic
growth despite the short-term difficulties.

These trends, along with increasing spends by
households on discretionary items, open up
interesting and exponential opportunities for the
Indian Media and Entertainment (M&E) industry
and ZEEL. India’s per capita entertainment
consumption is far less, both in terms of time
and money, compared to its peers as well as
developed countries. This presents a significant &
growth potential for the M&E industry. It is p ! -
estimated that the industry will grow around 14% 1 L
CAGR over the next five years.

Message From The

CHAIRMAN
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WHILE VIEWING
PREFERENCES MAY
EVOLVE OR NEW
PLATFORMS FOR
CONTENT CONSUMPTION
MAY EMERGE, CONTENT
ITSELF REMAINS THE
FULCRUM ON WHICH
VIEWERS’ INTEREST RESTS

From the advent of satellite television, a quarter
century ago, the industry has evolved significantly
and ZEEL has played a pivotal role in this
transformation. Today, we stand at the cusp of
another generational shift in the way entertainment is
consumed, and | am glad to share that we continue
to be at the forefront of shaping that change. We
have invested in becoming a provider of superior
entertainment content across genres, languages, and
geographies; reaching consumers through television,
digital, movies, music and live entertainment.

In the entertainment industry, the more things change,
the more they remain the same. While viewing
preferences may evolve or new platforms for content
consumption may emerge, content itself remains

the fulcrum on which viewers’ interest rests. Today,
viewers have more choices, limited attention spans
and access through multiple platforms. However,

the need for creating sharp and engaging content

is timeless. ZEEL sees its primary role as a creator,
aggregator and disseminator of quality content that
resonates across demographics and geographies.
Our experience and focus on understanding viewers’
preferences has allowed us to grow ahead of the
industry. A testimony to this fact is that our revenues
and EBITDA have grown by 16% and 21% CAGR
respectively over the last five years.

PAGE NO. : 110-220

During FY17, the performance of our five

businesses was encouraging. The television
business strengthened its position in a competitive
environment. Our movie production and music label
businesses scaled up operations which aided the
growth. In the international business, our foray

into new markets was received positively. Content
consumption on both our OTT platforms, OZEE and
dittoTV, saw significant growth. Live Events business
kick started its operations with the roll-out of its first
property. During the year, we divested our sports
business to Sony Pictures Network and started the
process of acquiring the broadcasting business of
Reliance Broadcasting Network. Despite the impact
of demonetisation, our revenues grew by 11% and
EBITDA grew by 27%.

Looking ahead, we remain excited about the growth
opportunities for the industry and the Company.

As digitisation of analogue subscribers is nearing
completion, it will improve monetisation of our
viewership in newly digitised areas. This coupled with
effective implementation of TRAI’s tariff order could
lead to acceleration in ARPU growth for the industry,
which has been lagging for several years. Strong
economic growth and increasing share of formal
sector bodes well for ad spends growth. Our new
businesses are also scaling up well and have a strong
growth potential which will contribute to our growth.

As we continue to focus on sustainable profitable
growth, we are increasingly conscious of our

responsibility towards social causes and environment.

Education has been one of our focus areas during
the year. Our Army behind the Army initiative
recognises and applauds the mothers, wives,
daughters and sisters of our brave soldiers who

are the true source of their strength. In addition, by
leveraging our content leadership and reach, we have
extended our philosophy of community engagement
and “Vasudhaiva Kutumbakam” (The World Is My
Family). We endeavour to not just entertain our
viewers but also inform, educate and engage them
through our content. For instance, through one of
our fiction shows on Zee Kannada, we designed an
entire campaign to spread awareness about female
foeticide. We are empowering women through skill
development initiatives and health education among
others in different cities in Maharashtra through
Jagruti events organised by Zee Marathi. Lastly, we
also ensure that our operations reduce their carbon

oC

AS WE CONTINUE TO
FOCUS ON SUSTAINABLE
PROFITABLE GROWTH,

WE ARE INCREASINGLY
CONSCIOUS OF OUR
RESPONSIBILITY TOWARDS
SOCIAL CAUSES AND
ENVIRONMENT

footprint. The “Zee is Green’ initiative ensures
that our sets, offices and the ecosystem follows
responsible practices. We have set a target for
ourselves to become carbon neutral by 2020.

The team at ZEEL and all our stakeholders

are working very hard to strengthen our value
proposition of ‘A to Zee’ of content leadership.

| thank all of you for your constant support and
encouragement. | am confident that this will continue
as we move into an exciting phase of our journey.

Sincerely,

DR. SUBHASH CHANDRA
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< MILLION

+106.2%

36,996

44,217

48,837

56,125
(oo R

ZEELs revenues have grown at 16.2% CAGR over the

last five years on the back of improvement in network
viewership share and digitisation of analogue subscriber
base. During FY17, revenue growth was lower at 10.7%,
primarily due to demonetisation impact in the second half.
Our advertising revenue growth of 9.2% was better than
the industry average and subscription business grew by
13.5% adjusted for the sale of sports business.

REVENUES

FY12-17 CAGR

< MILLION

+21.1%

Our EBITDA CAGR of 21.1% over the last five years

has been better than revenue growth. EBITDA margins
improved from 24.3% in FY12 to 29.9% in FY17. This
improvement in margins is driven by operating leverage.

EBITDA

FY12-17 CAGR

PBT BEFORE X MILLION
EXCEPTIONAL ITEMS
FY12-17 CAGR + 1 4. 8%
FY 2013 10,519
FY 2014 13,191
FY 2015 14,040
FY 2016 14,059
FY 2017 16,775

On back of strong revenue growth and better margins,
Profit before tax has grown at 14.8% CAGR over the past
five years. During FY17, PBT (before exceptional items) has
increased by 19.3% YoY.

o

RETURN ON %

CAPITAL EMPLOYED
+76 bps

FY 2016 23.3
FY 2017 24.0

ZEELs return on capital employed (ROCE) remained
healthy at 24% during FY17. EBIT margins (excluding
exceptional gain) increased sharply from 25% in FY16
to 28% in FY17. This improvement did not translate into
equivalent improvement in ROCE because exceptional
gain from sale of sports business led to higher networth.

FY17 (YoY)

NETWORTH < MILLION

FY17 (YoY)

+38.6%

FY 2016 48,039
FY 2017 66,567

In FY17, ZEEL's networth increased by 39%. Besides profit
from operations, gain from sale of sports business was a
key contributor to this increase.

* Financials for FY16 and FY17 are based on Ind-AS whereas financials for earlier periods are based on |-GAAP
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TELEVISION % INTERNATIONAL REACH MILLION MOVIE BUSINESS REVENUE* ~ X MILLION
NETWORK SHARE

FY17 (YoY)

-1 00 bps

FY 2016 17.0
FY 2017 16.0

ZEEL’s network share declined from 17.0% in FY16 to
16.0% in FY17. Several events during the year led to shift
of viewership from entertainment to news genre. Within
entertainment genre, our regional portfolio and Hindi
movie cluster strengthened their positions, whereas pay
Hindi GEC portfolio saw some decline.

FY17 (YoY)

+28.7%

FY 2016 282
FY 2017 363

The reach of our international channels increased by
29% to 363 mn people in more than 172 countries. The
increased reach is driven by wider availability of our
content for Indian diaspora and new channels for
non-Indian audience launched during the year.

REVENUE BREAKDOWN - FY17
Revenue: ¥ 64,342 million

5/% 35%

ADVERTISING SUBSCRIPTION
REVENUES REVENUES

(1)

3%

OTHER SALES AND
SERVICES

DISTRIBUTION OF EXPENSES - FY17

Total Expenses: T 45,073 million

02% 25% 13%

OPERATING OTHER EMPLOYEE
CoSTS COSTS BENEFIT EXPENSES

FY17 (YoY)

+127.5%

FY 2016 710
FY 2017 1,615

128% growth in Zee Studios’ revenue was largely driven
by the success of two of our movies released during
the year.

*The revenues of Movie business is before inter-company
elimination
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DEAR SHAREHOLDERS,

FY17 WAS AN INTERESTING YEAR BY ALL ACCOUNTS. AS AN
INDUSTRY, OUR RESILIENCE GOT CHALLENGED AND AS A
COMPANY, OUR STRENGTH AND STRATEGY WERE PUT TO TEST.
| AM HAPPY TO SAY THAT BOTH THE INDUSTRY AND OUR
COMPANY EMERGED STRONGER FROM THE CHALLENGES.

AN INDUSTRY ON THE MOVE

The Media and Entertainment (M&E) industry was
gaining momentum in the first half of the year.
However, demonetisation had an all-pervasive impact
on the industry. Advertisers cut back spends across
the board and adopted a wait-and-watch strategy
for the economy to normalise. Subscriber additions
were also impacted with consumers facing a cash
crunch. Movie footfalls dipped and events had to be
postponed due to lack of sponsors. Despite this, the
industry managed to report 9% growth. The impact
of demonetisation is behind us and the industry is
poised to get back to its strong growth trajectory.

While demonetisation impacted the industry’s
growth, there were two clear trends on the content
production and delivery fronts which accentuated
further. Innovation in content gave the audience an
option to choose from a plethora of novel ideas and
more targeted content. The trend of regionalisation
in television continued to make headway while
some genres saw further segmentation. Acceptance
of niche movies increased while popular movies
became bigger than ever. Content produced in one
language also saw significant success in other
languages. It was a landmark year for live events, as
several events including musicals and international
artists’ performances witnessed immense success.
Audiences in smaller cities got access to a wider
choice of music after the launch of new radio stations.

-
Message From The

MD & CEO

10
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The ecosystem for content delivery on digital
platforms got a boost with an explosive growth in
wireless connectivity and deep cuts in data prices.
This triggered the launch of new OTT platforms and
increased investments in existing ones. Availability
of content, including digital only content, increased
multifold. As a result, online video consumption
increased sharply and the trend will sustain.

CONTENT AT THE HEART

ZEEL, an entertainment content company, represents
the ‘A to Zee’ of content leadership and has
consistently demonstrated its ability to be at the
forefront of content innovation. We are committed to
creating content across formats to suit the evolving
taste and preferences of customers. We endeavour
to build capabilities which give us a sustainable
advantage in content creation and help us leverage
our presence across platforms to connect with the
audience. Our content reaches consumers at multiple
touch points through presence across television in
domestic and international markets, movies & music,
digital and live events.

The television business in India has a long and
exciting journey ahead of it. India’s low television
penetration of 63% and a significantly lesser time
spent on watching television provides headroom

for sustained growth. As per estimates, television
will continue to increase its share within the M&E
industry, indicating the growth opportunity for our
broadcasting business. During the year, our portfolio
of entertainment channels further strengthened its
competitive position on the back of differentiated
content and launch of targeted channels. We will
continue with our strategy of segmenting the
audience and expanding our product offerings across
genres, languages and demographics.

Movies & Music are an integral part of viewers’
entertainment bouquet and account for over 15%

of the Indian M&E industry. It also allows access to

a wider audience base, especially in the youth and
male segments. The operating environment for movie
producers has improved significantly over the years
on account of drop in piracy and proliferation of
multiplexes. Increasing digital consumption is further
improving economics, especially for music. Our movie
production arm, Zee Studios, and music publishing
label, Zee Music Company, are scaling up well and we
see them as important growth drivers.

In several international markets, Hollywood and US
production houses have gained a strong foothold
due to paucity of quality local content. Over the past
few years, content from a few other countries has

PAGE NO. : 110-220

also made inroads into these markets. We believe
that even Indian content has the ability to transcend
boundaries, as evident from the recent success

of Indian movies in international markets. Our
international channels targeted at local audiences
have seen success and we will continue to expand in

new markets leveraging our expansive content library.

In addition, we remain committed to serve the Indian
diaspora through more channels.

Increasing digital consumption in India is adding

to the overall time spent on video viewing and
represents a strong growth opportunity. Our two
products, dittoTV and OZEE, performed well during
the year in terms of increasing their reach and
building organic traffic growth. We are in the midst

of refreshing our digital offering, consolidating the
learnings from our subscription and advertising based
platforms. We will be launching this product in the
second half of the year.

The Indian audience is now opening up to large
scale ticketed events and this represents a growth
opportunity in the entertainment space. ZEE LIVE,

the youngest member of the ZEEL family, kick started
its operations with the launch of its first two events
-‘Wicked Weekends’ and ‘Zee Theatre Tour’. We are
working on several concepts in this space which will
be rolled out gradually.

THE YEAR GONE BY

During the year, we sold our sports business to Sony
Pictures Network and agreed to acquire broadcasting
business of Reliance Broadcast Network (RBNL). The
decision to exit the sports business is underpinned by
financial rationale as the gestation period continued
to elongate. RBNL’s broadcasting business gives us
entry into Bhojpuri market and complements our
Hindi GEC portfolio.

Our consolidated revenue grew by 10.7% in FY17 to
< 64,342 million. EBITDA margin improved to 30%
and EBITDA grew 27.3% to ¥ 19,269 million. This
performance in an uncertain environment reflects the
inherent strength of our portfolio.

TOGETHER WITH PEOPLE

We are nurturing and building our teams to help us
continue our growth journey. We continue to build
an entrepreneurial culture that encourages people
to think beyond the brief and rewards endeavour
and enterprise. At the same time, we are preparing
ourselves for the future, constantly upgrading

our skillset. We are equally cognizant of our social
responsibilities and ensure that our channels are
not just a medium but also a message. We have

1w 9C

WE ENDEAVOUR TO BUILD
CAPABILITIES WHICH GIVE US

A SUSTAINABLE ADVANTAGE
IN CONTENT CREATION

AND HELP US LEVERAGE
OUR PRESENCE ACROSS
PLATFORMS TO CONNECT
WITH THE AUDIENCE

aligned ourselves to relevant social causes spanning
education, women empowerment, spreading
awareness about female foeticide among others.

GRATITUDE

I would like to thank our Board, our teams, our
audience, partners and all our shareholders, for
empowering us to deliver powerful stories that people
love. I am confident that together with your consistent
support, it will seem like we have just begun.

Sincerely,

PUNIT GOENKA

Ml



Enough for all



WE ALL ARE MANY
PEOPLE IN ONE. EVERY
DAY, AN INDIVIDUAL
DONS MANY HATS AND
EXPERIENCES VARIED
MOODS AND EMOTIONS.
THIS STATE OF BEING
DEFINES HIS NEEDS AT
DIFFERENT TIMES OF
THE DAY.

An intensely personal experience such
as entertainment needs to cater to these
different avatars. More importantly,
given the unique nature and aspirations
of different individuals, a one-size-fits-all
approach to entertainment might not
provide a fulfilling experience. This
multi-faceted entertainment need
necessitates creation of content

across genres.

At ZEEL, we consistently widen our
content profile to reach as many

tastes, preferences, cultural and age
demographics as we can. We are focused
on creating differentiated content and
introducing newer genres and formats
across all our offerings. From general
entertainment to niche content, from
spiritual to culinary shows, from travel and
living to youth entertainment, our content
straddles multiple genres.

13
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LANGUAGE IS AN
INHERENT PART OF
HUMAN IDENTITY. IT

IS A UNIQUE SYMBOL
OF GEOGRAPHICAL
PROVENANGE AND
CULTURAL ALLEGIANCE.

Some of these nuances and sensibilities do not
transcend linguistic boundaries. This explains the
innate psychological and emotional bond with
native languages. While clothing, food and other
aspects continue to get homogenised globally, the
affinity for interaction and engagement in local
languages continues. Entertainment is an important
aspect of this engagement, and despite universal
properties being popular, the demand for content in
local languages is only growing.

ZEEL is present across 10 Indian and 9 non-Indian
languages, to build a ‘connect’ with people. We

are consistently adding more languages to our
portfolio, both organically and inorganically, to grow
our relevance around the world. We are trying to
create content in more languages that will further
cement our position as an entertainer of choice.




Your place. Our content.
Anytime. Anywhere.

16



ENTERTAINMENT
IS A TIME AND PLACE
a NEUTRAL CONCGEPT.

....

.:"-“- -
"h— l

- " EROM WATCHING
i ';*"-DANGE TROUPE

SHOW FROM THE
)MFORT OF HOME,
NTERTAINMENT

" RESTRICTED BY TIME OF
| THE DAY OR PLACE OF

THE EVENT.

o " PERFORM ON THE
" STREETS TO ENJOYING A
. LATE-NIGHT TELEVISION

" HAS NEVER BEEN

This is even more relevant in today’s
connected world, where audiences
prefer seamlessness to being bound
to a schedule or a location. Access to
technology and on-the-move lifestyle
means that today entertainment is
demanded wherever people are - at
the work place, while commuting or
in the gym.

At ZEEL: we have aligned our offerings for

anytime-anywhere viewing by building our
Conte_nt_c'apabilities across digital, movies,
music, and live entertainment. Be it binge

watching a favourite show, enjoying
- a surreal personal music experience,

or indulging in a mesmerising theatre
performance, ZEEL is providing content
where audiences want it to be.






ALL THE

WORLD
e 1S A
STAGE

|T’S A SM ALLER, However, at a deeper level, these layers of
diversity disappear and an emotional connect
FLATTER WORI—D across human kind comes to the fore. There are
AND YET,ITISA s’;cirriletc,, which rehs_onaftrgl_mf[i_th augie?ﬁes trr(:gardless
of their geographic affiliations. On the other
VAST LANDSGAPE hand, the demand for content that is intrinsically
OF DlVERSlTY THlS woven around the local culture and lore is equally
DIVERSITY MAKES  relevant
DIFFERENT NARRATIVES At ZEEL, we are excited by this interplay of global

AND EXPERIENCES and local influences in content making. In-line with
APPE ALlNG TO our philosophy of Vasudhaiva Kutumbakam (The

World is My Family), we aim to increase our global

AUD'ENCES FROM relevance by taking Indian content to wherever it
VAR'ED CULTUR AL !s deziredt. Atd’ghe ?am:e tir(rjl_e, we are alsotit?vestinlg
in understanding local audiences across the world,
BACKG ROUNDS and creating content that is aligned with their
preferences and cultural nuances.
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! SINCE THE DAWN 0
ATION, MULTIPLE FORM
'OF ENTERTAINMENT HAVE
CO-EXISTED. FROM LANGUID

STORYTELLING AROUND
IGHT FIRES, TO BOISTEROUS

GAMES AND COMBAT SPORTS,
AVENUES OF ENTERTAINMENT
HAVE INTERCHANGED BETWEEN

ORATORY, ADVENTURE,
LITERATURE, MUSIC, DANCE,
DRAMA, AND MORE.

forms mea )

way they grow. The p 2Nn0 fi

today, with new-age mediums rublng shoulders
with more traditional approaches and newer
forms morphing from existing ones.

At ZEEL, we are continuously sifting through
trends for evolving forms of entertainment

and adapting our offerings for audiences across
mediums. While our advent was with television,
we are today available through multiple
platforms. Our journey of evolution will continue
to be shaped by emerging trends and needs,
and the objective of entertaining audiences
through engaging and enriching content,
across platforms.
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Business Overview

ZEEL, AS AN ENTERTAINMENT CONTENT COMPANY, STRIVES TO DELIGHT
CONSUMERS BY MEETING THEIR ENTERTAINMENT REQUIREMENTS ACROSS
FORMATS, GEOGRAPHIES AND PLATFORMS. OUR FIVE BUSINESSES — DOMESTIC
BROADCASTING, INTERNATIONAL, MOVIES AND MUSIC, DIGITAL AND LIVE EVENTS -
ARE STRUCTURED IN A WAY TO COVER THE ENTIRE SPECTRUM OF ENTERTAINMENT.
WHILE DOMESTIC BROADCASTING IS CURRENTLY THE LARGEST BUSINESS, OUR
OTHER VERTICALS OFFER SIZEABLE MARKET OPPORTUNITIES. CONTENT IS THE
COMMON THREAD THAT RUNS ACROSS THESE FIVE BUSINESSES AND WE AIM

TO ATTAIN STRONG COMPETITIVE POSITION IN EACH OF THESE BUSINESSES.

WE CONSTANTLY EVALUATE EVER CHANGING CONSUMER PREFERENCES AND
ENDEAVOUR TO CREATE QUALITY CONTENT TO SATISFY THEM.

HINDI GENERAL ENTERTAINMENT
REGIONAL ENTERTAINMENT
HINDI MOVIE CLUSTER

NICHE CHANNELS

AMERICA
EUROPE
MENAP
AFRICA
APAC

e
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ZEE STUDIOS
ZEE MUSIC COMPANY

DIGITAL

LIVE

ZEE LIVE
ZEE THEATRE
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Business Overview

DOMESTIG
BROADCASTIN

We have a portfolio of 4 SD and 2 HD
channels in the genre. Zee TV is the flagship
channel which caters to the tastes of the

entire spectrum of viewers in the Hindi
speaking market. &tv is our second GEC
targeted at young and urban audiences.

IN |ND|A, 7EE |S A HOUSEHOLD NAME Zee Anmol is the freg—to—air (FTA) oﬁering

catering to rural audiences. Zing is a youth
WHEN IT COMES TO TV VIEWING. WE focused channel with a mix of entertainment
HAVE NOT ONLY INTRODUCED SATELLITE shows and Bollywood based content.

TELEVISION TO INDIA, BUT ALSO PIONEERED
ENTERTAINMENT IN REGIONAL LANGUAGES
AND DIFFERENT GENRES. OVER THE PAST
TWENTY-FIVE YEARS, WE HAVE BUILT A SRREIPORTEOLD
STRONG PORTFOLIO OF 32 CHANNELS.
ZEE'S DOMESTIC BROADCASTING BUSINESS
STRADDLES MULTIPLE GENRES AND
LANGUAGES AND TOUCHES AUDIENCES
THROUGH UNIQUE OFFERINGS IN WAYS
THAT THEY LOVE.

THE DOMESTIC BROADCASTING
BUSINESS IS DIVIDED INTO FOUR BROAD _
CLUSTERS COMPRISING HINDI GENERAL st a0
ENTERTAINMENT CHANNELS (GECs)
REGIONAL ENTERTAINMENT, HINDI MOVIE
CLUSTER AND NICHE CHANNELS.

]

CHaMes
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ZEEL is one of the largest providers of
regional entertainment in India, with a
bouquet of 7 GECs, 3 movie channels and 3

HD channels. The regional portfolio is spread
across 6 languages - Marathi, Bengali,
Telugu, Kannada, Tamil and Odiya. While Zee
Marathi and Sarthak TV (Odiya) are clear
leaders in their segments, Zee Bangla, Zee
Kannada are strong number two channels

in their genres. ZEELs regional channels
uniquely position it as a pan-India provider of
high-quality entertainment content, appealing
to a wide variety of audiences.

CHANNEL PORTFOLIO

PAGE NO. : 45-109
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ZEEL has a portfolio of 5 SD and 2 HD
channels catering to different segments

of audiences and genres. The flagship
channel, Zee Cinema, is a family entertainer,
with movies that appeal to all age-groups.
&pictures caters to the urban audience

with edgy content. Zee Classic is India’s
only destination of retro Hindi films with an
extensive library of all-time hits. Zee Action
is exclusively focused on the action genre.
Zee Anmol Cinema is the FTA offering for the
rural audience.

CHANNEL PORTFOLIO

2 2 2 Eictures

CIMEMA cLanssic ACTION

éﬂ_ Z (hpicturesam

CINEMA

Apart from showcasing stories from
different parts of India, ZEEL also brings
international content from across the

world. Zee Café and Zee Studio get the
best English entertainment including
movies from Hollywood studios to Indian
audiences.

CHANNEL PORTFOLIO

OH B ACK

3.3
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Business Overview

INTERNATIONAL
BUSINESS

ZEEL’S CONTENT OFFERINGS
SPAN ACROSS THE GLOBE. THE
INTERNATIONAL OPERATIONS
COMMENCED IN 1994. TODAY,
WE HAVE A FOOTPRINT ACROSS
MORE THAN 172 COUNTRIES
WITH A PORTFOLIO OF CHANNELS

CATERING TO THE INDIAN AND EUROPE
SOUTH ASIAN DIASPORA AS APAC
WELL AS LOCAL AUDIENCES. m!.EmEA MENAP - >Channels

5 Channels

OF THE 39 CHANNELS IN THE

INTERNATIONAL MARKETS, 13

ARE DEDICATED TO NON-INDIAN AFRICA
AUDIENCE, OFFERING THEM

ENTERTAINMENT CONTENT IN

THEIR NATIVE LANGUAGES. OUR

NETWORK COVERS USA, EUROPE,

MENAP, AFRICA AND APAG ZEEL'S LOCAL LANGUAGE CHANNEL PORTFOLIO:

REGIONS.
Z
13

DEDICATED NON-INDIAN LANGUAGE
CHANNELS OFFERING CONTENT TO OUR
AUDIENCES IN THEIR LOCAL LANGUAGE
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Business Overview

MOVIES &

THE MOVIES AND MUSIC
VERTICAL COMPRISES OF
ZEE STUDIOS, THE FILM
PRODUCTION AND DISTRIBUTION
DIVISION, AND ZEE MUSIC
COMPANY, THE MUSIC
PUBLISHING LABEL. THESE
STUDIOS BUSINESSES SATIATE THE
CONSUMERS’ EVER INCREASING
Zee Studios APPETITE FOR MOVIES AND
MUSIC ACROSS LANGUAGES.
THEY ARE CORE TO OUR VALUE
PROPOSITION OF ‘A TO ZEE’ OF
CONTENT LEADERSHIP.

Zee Studios is the film production and
distribution arm of ZEEL, producing
differentiated and high impact films, across
several languages. Years of expertise in making
content for Indian television audience and
understanding their preferences gives us an
edge in movie making. We have established z
our credentials in the movie business with T
hits like Rustom, Sairat and Natsamrat. Zee A
Studios had a strong run in FY17 with a string I‘
of releases, and has an impressive slate of

upcoming films across languages. e

KEY MUSIC TITLES RELEASED DURING FY17

nnnnnn

Zee Music Compan

Launched in March 2014, Zee Music Company (ZMC), has emerged as an industry
leading music publishing label. ZMC had more than 50% incremental market share in
Bollywood music released in the last couple of years. This leadership position, in such
a short period, is attributable to the choice of titles, brand strength and its ability to
market the music. We have garnered 15% market share in digital music consumption
on the back of rapidly increasing music catalogue and audience reach.

MWUSIC. COMPANY
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Business Overview

OTT Platforms

ditts

powered by Z5

OZEE, advertising video on demand (AVOD) platform,
allows the viewers to watch all our content on the go.
OZEE has a vast library of entertainment content from
the ZEEL network. The viewer can choose from a vast
repository of shows telecasted over the years on our
network. The platform also hosts a vast music portfolio
B TV shows ; consisting of hits from Zee Music Company, and movies
R By in Hindi and regional languages.
dittoTV, subscription video on demand (SVOD) platform,
was the first OTT platform in India, launched in 2012.
It offers 90+ live channels and seven days of catch-up
content. It is the live TV offering for the subscribers of
major telecom operators.

India Webportal Pvt. Ltd.

IWPL runs a suite of 24 websites focusing on entertainment, news and sports content. It was launched in partnership with
Penske Media Corporation (PMC) and United Internet in 2010, and is currently the third-largest content publisher in India.
India.com is the flagship website and other websites including TheHealthSite.com, Bollywoodlife.com and BGR.in are leaders
in their respective categories.

INOiQ.com BJ\YMM,@M
OSRITKET BCGR.in

HédlhSite.com
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Business Overview

ZEE LIVE is the youngest vertical of ZEEL,
which focuses on creating memorable

on-ground experiences for audiences in
the country as well as overseas.

ZEE LIVE aims to become the gateway for Indian live entertainment experience
to the world and bring the best of the world to India. Zee Theatre, a part of ZEE
LIVE, puts together stories from different genres — drama, musical, classic,
comedy, horor and satire.

ZEE LIVE commenced operations last year with the launch of its first event -
Baleno Wicked Weekends. Zee Theatre kick started operations with the launch
of Zee Theatre Tour across the country.

- ) H\\ Iiﬁ"’-g
Rl _. / A /

—DJ Ajmal — — Sartek —

BALENO
WICKED

BOLD Side

India's Longest Party Marathon

ﬁ,w
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The consumer likes to consume entertainment content
in different formats ranging from fiction, non-fiction
shows, movies, music, and live entertainment amongst
others. The need also varies based on the demographic
profile determined by factors such as age-group,
geography, and language. These preferences are not
static and keep evolving over a period.

At ZEEL, consumer is the focal point of the decision-
making process and we endeavour to serve his
multi-faceted need for entertainment content. To keep
up with the evolving preferences of the consumer,

we continuously evaluate the trends and look out for

BUILD COMPETITIVE ADVANTAGE IN

CONTENT CREATION

new opportunities. Some of the parameters that are
important in identifying these trends include:

Formats

Through our presence in television, movie production,
music label and events, we cater to a wide range of
content needs. We also continue to explore newer
avenues of entertainment for the consumer.

Consumer profile

We segment market based on several factors including
age group, gender and socio-economic contours and
offer different products to satisfy its unique needs.

Language

India is a multi-lingual market and we produce
content in 10 languages. We continue to explore
linguistic markets having a significant size.

Platforms

Technology has brought a paradigm shift in the

way content is consumed. \We aim to make our
businesses adaptable to any changes that technology
might bring about.

ZEELs presence across the full spectrum of entertainment
content production and delivery value chain gives

it leverage on two fronts — content creation and
monetisation. Over the two and a half decades of
presence in the industry, we have developed a strong
€co-system for content creation. We have cultivated
strong relationships with the artist fraternity and are their
preferred partners. Our platforms are at the forefront in
enabling entry of new talent to the industry.

30

We have intellectual property (IP) rights for majority of the
content that reaches consumers through our network.
This enables us to have a strong hold on various aspects
of content production. Ownership of IP also allows us the
possibility of exploring alternate use of content including
production across different languages and developing a
new concept around the IP.

ZEEL is in a unique position to reach consumers through
various mediums. This gives an opportunity to our

advertisers to connect with consumers at various
touchpoints. Content created for one product can
seamlessly travel to or can be modified as per the
requirements of another platform. Our offerings in
the international markets ride on the back of our vast
Indian content library. Our presence across platforms
also helps us in 360° promotion of content.
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ATTAIN STRONG COMPETITIVE POSITION

We strive to build a strong competitive position in all our
businesses on the back of quality content. To address
unique dynamics of each of these businesses, we have
outlined specific priorities.

TV Broadcasting

Digitisation of analogue television allows consumers
access to a higher number of channels and an option
to choose from wider content offerings. This is leading
to fragmentation of viewership and we aim to capitalise
on this trend through launch of channels in different
languages across genres.

Movies & Music

Zee Studios has adopted a portfolio approach to movie
making and produces movies across budgets and
languages. Its involvement in movie making from concept

MAINTAIN SUSTAINABLE GROWTH

At ZEEL, we believe in an inclusive growth and we
manage our operations in a way which benefits all

our stakeholders. We have consistently delivered

strong growth and high return on capital driven by our
understanding of consumers’ preferences and prudent
investments in content. That said, financial performance
is only one of the dimensions of sustainable growth for
us. We try to ensure that our employees, the real asset

STRATEGY
IN ACTION. LAUNCH
OF ZEE YUVA
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to completion gives it a strong grip over execution.

Zee Music Company is consistently building a strong
library across Hindi and regional languages. Both these
businesses leverage our presence in other verticals,
especially broadcasting.

Digital

We endeavour to build a strong digital product which
caters to the evolving needs of the consumers. A great
viewing experience with customised content are the
guiding principles for our digital platforms. This business
also leverages its partnerships with large telecom
operators to reach India’s vast rural audience.

International
We will maintain our strong position by delivering
content for South-Asian diaspora in different Indian

of the Company, have enriching experience at the work
place. Our work culture and policies allow for good
work life balance, provide adequate learning and growth
opportunities and kindle entrepreneurial spirit.

Our business partners play a pivotal role in success
of the Company. We strive to build long-term mutually
beneficial relationships and grow together. We believe

The launch of Zee Yuva is a good example of our
strategy in action. Our analysis of the then available
offerings in Marathi language revealed that young
Marathi audiences would love to be entertained in
their native language. However, content available

in the language was not in-line with the taste

and preference of the youth. To fill this void, we
launched Zee Yuva, a new channel catering to
young audience with a contemporary mindset.

Zee Yuva’s content is tailored for young audience
with a mix of strong fiction stories and engaging
non-fiction shows. Keeping in mind the viewing
pattern of the audience, the channel has
experimented with unique time slots and show
durations. For instance, a weekly fiction show
featuring episodic stories is aired in an hourly

languages. In addition, we continue to explore
opportunities in foreign markets to serve local
audiences utilising our content library.

Live Events

To physically connect with consumers on the
ground, we will create concepts for different
types of live events, such as music concerts,
food festivals and theatre among others.

that businesses have responsibilities towards
the society and environment. We endeavour to
make a positive impact on the society through
several initiatives including addressing issues
through our content. We are also committed
to minimising the impact of our operations on
environment.

time band, three days a week as compared
to the general practice of half an hour slot,
five days a week.

Since the target audience for the channel is
highly active on social media, Zee Yuva has
reached out to them through multiple social
media platforms. It leads all Marathi GECs on
social media engagement metrics. This is an
essential part of channel’s youth outreach. The
channel has created a strong, independent brand
identity for itself in a market dominated by Zee
Marathi. Post launch, the channel facilitated
growth in viewership of young audience (15-30
age group) and cornered a majority share of
this growth.

3l
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AMIT GOENKA

CEO - INTERNATIONAL
BUSINESS

m How do you think the digital
market will evolve and at what
stage is India in that evolution
process?

“ Internet is dramatically changing the world
as we know it. Over half the world now uses

Internet, and technologies like AR and VR are fast
becoming commonplace. Internet has already
become an integral part of everyday life for
most of the world’s population. Over 60% of the
world’s population now owns a mobile phone
and is ‘digitally connected’ and we will see a
proliferation of this trend going forward. With
increasing online content consumption, media
businesses, content companies and advertisers
are also rapidly adapting to the new reality and
redefining their strategies accordingly to stay
ahead and stay relevant.

Given that Internet penetration in India is still
under 40%, there is a significant growth potential
for digital content consumption. We see the
growth momentum across digital increasingly
coming from smaller towns and rural areas, as
urban areas get saturated. Businesses, across
the board, will have to look at innovative ways

to reach and capture the rural market given its
propensity to consume content in vernacular
languages and lack of comfort with English.

n What is ZEEL's strategy for digital
business?

“ As an entertainment content company, it remains
extremely important for us to be present where
our consumers are, and so having a digital
presence remains integral to our strategy for
future growth,

We launched the first Over-The-Top (OTT)
platform in India in 2012 - dittoTV, our aggregator
SVOD offering for live TV. We re-launched it last
year at a strategic and disruptive price of

% 20 per month. We also partnered with leading
telecom operators for both distribution and
payment, which has been a successful move

32
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for us. OZEE, our free-to-consumer AVOD
platform, has been showing excellent traction
and is a leader in engagement metrics. With the
launch of our global OTT platform Z5, we will
consolidate our SVOD and AVQD offerings. It will
be the single destination for all our content.

How do you see competition from
local players like Hotstar, Voot
and international players like
Amazon Prime and Netflix?

The industry is still at a nascent stage. Though
the digital consumption has grown significantly
over the last couple of years, most of the
players are still experimenting with different
monetisation models. At this point, the entry of
new players, especially the international ones,
to my mind, is expanding the market size and
popularising the category. Players have raised
significant funds and are investing in content
creation. These are also exciting times for users
who are being wooed across the board with a
plethora of choices and are getting to experiment
with different genres of content. We do see this
trend settling down in the future and expect a
degree of consolidation in the industry. This will
also lead to players finding their own content
niche in which they would want to operate.

We have our own strategy in place and are
geared to create a distinct positioning for
ourselves despite the cluttered market.

What would make your digital
product stand out from the
others?

Content is the key to attract a sustainable viewer
base across any platform. Our experience

and understanding of content and consumer
certainly gives us a natural edge. The content
viewing pattern on digital platforms is different
from television and we are tweaking our content
strategy accordingly to suit these needs. In
addition, a rich viewing experience aided by a
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highly intuitive Ul across multiple languages

is one of our key focus areas. Also, given our
spread of channels across languages and
geographies, a strong recommendation engine
would help users to seamlessly navigate content
suiting their needs.

Do you think digital will take
away share of advertising from
television?

| think both would complement each other. In a
market like India where television penetration
will continue to grow for years, it will remain

the primary medium of entertainment for
majority of the population. Digital allows content
consumption on the move and is adding to

the overall video consumption. Even in evolved
markets like the US, television advertising is still
growing despite the increasing share of digital.
While we see growth in both the mediums,
digital will grow at a higher rate over the next
few years in India.

Could you give a brief overview of
ZEELs international business?

There are two parts of our international business
— the first part caters to the Indian and South
Asian diaspora and the second part, caters to
the foreign audience in their native languages.
As far as the diaspora is concerned, | think we
have reached most of the countries with sizeable
Indian population. The endeavour here is to

offer more channels and expand our distribution
reach.

We started targeting foreign audience having
affinity for Indian content in 2008, and have
significantly expanded our presence in the

last eighteen months. I think this journey has
just begun. Currently, we are offering content
made for Indian market, dubbed, subtitled or
repurposed as per the requirements of a country.
We have 13 channels in this category and as we
learn more about the needs of the audience, we

will gradually make content for some of those
markets.

How would you describe your
international journey so far?

ZEEL forayed into the international business

in 1994 with the launch of Zee TV in the

Middle East & Pakistan. Following that, we
commenced operations in Europe (UK) in 1995,
Africa in 1996, US in 1998 and lastly APAC in
2004. Having reached Indian diaspora in all
significant markets, we started targeting markets
with a liking for Indian content. This journey
commenced with the launch of Zee Aflam in
MENA region. Our international presence makes
us one of the largest Indian entertainment
brands and we want to make this brand stronger
going forward.

What are the factors you consider
while launching a channel for
non-Indian audience?

The proposition to launch a new channel begins
with identifying markets where a content gap
exists and we can leverage the strength of

our library to offer differentiated content. This
involves extensive research to understand the
market dynamics including learning about
consumer preferences, competition and market
size amongst others. This is a lengthy process
and only a few of the markets meet our criteria
for launch. We are happy that most of our
launches targeted at the non-Indian audiences
have been received well. Our channels in the
Middle East - Zee Aflam and Zee Alwan - have
been performing well for a long time. One of our
recent launches, Zee World, consistently ranks
amongst the top three channels in the South
African market.
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MIHIR MODI

CHIEF FINANCE
AND STRATEGY OFFICER

m How would you describe ZEEL's
financial performance in FY17?

We are happy to deliver yet another year of
industry leading growth. The Company registered
a double-digit growth despite the impact of
demonetisation and without launch of any

major new product. We were also successful in
rationalising some of the costs and the Company
will continue to benefit from the same in coming
years as well. Our EBITDA margins improved
further to 29.9%. The performance of this

year, save for the impact of demonetisation, is
consistent with our performance over the last five
years. We have registered 16% and 21% CAGR
in revenues and EBITDA during this period on the
back of strong operational performance.

m How was the ad spends growth
for television during FY17? What
was the impact of demonetisation
on your revenues?

“ FY17 was a story of two halves. In the beginning
of the year, television ad spends for the industry
was growing at around early double digits. Our
company posted 17% YoY growth in ad revenues
during H1FY17 led by the strong performance
of our regional and Hindi movie channels. The
growth in advertising spends was gradually
accelerating before demonetisation halted
the progress. Though advertisers remained
committed to invest in their brands, they re-
calibrated their spends to suit the change in
dynamics. Despite this, we delivered a growth
which was higher than the industry, even in the
second half. For the full year, our ad growth
stood at 9.2% which is satisfactory given the
circumstances. Going into FY18, the advertising
growth appears to be back on track.
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The growth in your subscription
revenue seems to have
decelerated. What are the reasons
for this and what is your outlook
going forward?

Our domestic subscription revenue growth
stood at 11.8% in FY17 and adjusted for the
impact of sale of sports business it was more
than 13.5%. After multiple delays, digitisation
of phase Il areas was largely completed during
the fiscal year. Although the official deadline for
digitisation of phase IV areas has elapsed, there
is still some way to go for complete digitisation
of these areas. At present, our focus is on
improving the monetisation of recently digitised
Phase Ill markets. In the current set-up, there

is a lag between digitisation of an area and its
monetisation due to the contract renewal cycle.
It is also important to mention that during the
year, the industry regulator - Telecom Regulatory
Authority of India (TRAI), introduced a new
regulation for content agreement between
broadcasters and distributors. We are still
awaiting clarity on its implementation due to
pending litigations. However, we are confident
that with our strong competitive position in almost
every genre, we should be able to drive our
subscription business if the proposed regulation
is implemented.

What is the outlook for growth
and investments for the new
businesses and initiatives?

In the last couple of years, we have scaled up
our movie production business, started a music
publishing label and entered the live events
space. We are simultaneously working on our
digital offering and entering new international
markets. Our movie production is ramping up
and we intend to gradually make 10-12 movies
a year. The music label business has gained
strong traction and continues to expand its
catalogue. Our Live Events business rolled out its
first two properties and several others are under
development. The movie production and music
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businesses will entail limited working capital
investments while investments in live business
would be small and linked to events. In the
coming year, digital business will see increased
investments, on all the three fronts - content,
technology and marketing. The expansion in
international business will ride on our repository
of content and hence will not require substantial
investments. We expect to maintain healthy
margins despite these investments.

Can you explain the reasons for
increased investments in working
capital during FY17?

The increase in working capital is primarily due to
investments in satellite rights of movies. Movies
is one of the most important genres for the Indian
consumer, especially for the male viewer. The
viewership share of movies on television has
been rising in India. Number of movie channels in
our portfolio has increased substantially over the
last few years. Movies are also an integral part

of our content strategy for general entertainment
channels. We now have 11 movie channels
across four languages and aspire to launch more
in future. During the last year, we significantly
increased our investments in acquisition of movie
rights. We have also paid advances to acquire
future rights of movies that are under production
or whose rights will come up for renewal at a
later date. The investments in movie rights are
likely to remain high in the near term and will
come down subsequently.

Can you throw some light on the
major corporate actions during
the year?

There were two major corporate developments
during the year - sale of the sports business

and acquisition of Reliance Broadcast Network’s
television channels. Regarding the sale of the
sports business, let me begin by saying that

we believe sports is an important part of the
entertainment bouquet. At the time of acquisition
of TEN Sports Network, it was expected that

digitisation will lead to a significant increase in
subscription revenue, which is critical to viability
of the sports business. However, the subscription
revenue did not increase as envisaged, and the
cost of sports rights, especially cricket, increased
substantially. Sports business was a constant
drag on our financials and there was a limited
visibility on its improvement.

Acquisition of the broadcasting business of RBNL
is in line with our strategy to expand our offerings
in key genres and focus on the regional space.
BIG Magic, a comedy channel, will complement
our Hindi GEC portfolio. BIG Ganga, the leading
Bhojpuri channel, will give us entry into the
attractive Bhojpuri market. On integration with
our portfolio, the two channels will see improved
monetisation of its ad inventory and substantial
cost savings.

What are your thoughts on payout
to shareholders?

Rewarding shareholders has been one of our
key focus areas. We have maintained a consistent
payout while simultaneously investing adequately
in the business. Over the last five years, our
payout ratio has averaged at 29% (including
dividend distribution tax). In addition to dividend,
we have rewarded our shareholders through
buy-backs and issue of bonus preference
shares. We had issued bonus preference shares
of approximately ¥ 21 billion to our equity
shareholders in FY14, which roughly translates
into ¥ 21 per share. Accordingly, the actual
payout to our shareholders is much larger

than the equity dividend. We have announced
our intentions to extinguish the preference

share liability using sale proceeds of the sports
business.

As per new dividend policy approved and adopted
by the Board, 25-30% of consolidated net profit
will be paid as dividend which is in-line with our
past practice.
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Dr Subhash Chandra

Non-Executive Chairman

Dr. Subhash Chandra, Non-Executive
Chairman of the Board and Promoter

of Essel Group of Companies is an
entrepreneur and a Parliamentarian
(Member of Rajya Sabha). A self-made
man, he is one of the most respected
industrialists in India, who has consistently
demonstrated his ability to identify new
businesses and lead them on the path

of success. His diverse businesses are
spread across industries such as theme
parks, flexible packaging, television
networks and film entertainment, cable
systems, family entertainment centres and
infrastructure. He devotes a large part of
his time to interacting with young people
and investing in social good.

For his contributions to the industry,

Dr. Chandra was awarded the 2011
International Emmy Directorate Award
at the 39th International Emmy Awards
night in New York and he has also been
Honoured with the Doctorate of Business
Administration by the University of

East London. Dr. Chandra’s immense
contribution to the socio-economic well-
being was recognised by Canada India
Foundation by honouring him with the
Global Indian Award.

Apart from business and politics,

Dr. Chandra as an influential philanthropist
has been contributing towards society in
association with various NGOs including
TALEEM Foundation, Ekal Vidyalaya,
Global Vipassana Foundation, Global
Foundation for Civilisation Harmony and
Dr. Subhash Chandra Foundation.
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Subodh Kumar

Non-Executive Director

Mr. Subodh Kumar (IAS-Retd) holds an
M.Sc in Physics and several diplomas
and management certificates from lIM-A,
[IM-B, IIM-C, Harvard Business School,
IDS Sussex, IMF amongst other vy
League institutions.

Mr. Kumar had one of the most illustrious
careers in the Indian Administrative
Service, spanning 35 years, heading
various key government agencies with
stellar integrity and transparency. He also
served as Municipal Commissioner of
Greater Mumbai Municipal Corporation.

He has made many noticeable
contributions to the areas of his work
and has made modifications to the
Development Control Regulations thereby
drastically reducing the manipulation in
the real estate industry.

Board Committees

Ashok Kurien
Non-Executive Director

One of the Founder Promoters, he is
associated with ZEE since its inception as
a Non-Executive Director. Ashok Kurien
has been in the business of building
brands for over 35 years, in the fields of
Media, Marketing and Communications,
and now Menstrual Hygiene and Water
Filters (without electricity) for the poor and
marginalised.

Apart from being Founder Promoter

of ZEE, Mr. Kurien is founder / partner
/ Director of Playwin Lotteries (PPIL),
Dish TV India Ltd., India.com, Ambience
Advertising, Hanmer & Partners Public
Relations and Livinguard Technologies.

Committee Chairmanship
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Prof. Sunil Sharma
Independent Director

Prof. Sunil Sharma has earned a
fellowship (Ph.D) in Business Policy from
the Indian Institute of Management,
Ahmedabad, and a Bachelor’s degree in
Mechanical Engineering from UP Technical
University. Prof. Sharma’s specialisation
lies in strategy formulation under
uncertainty, innovation management, and
organisational capabilities. He teaches
courses on strategy, consulting, and
innovation in IM-A. His most recent
consulting assignment was to formulate
the vision and mission, review the
organisational set-up and suggest a

new organisation structure, and develop
a business model for the Competition
Commission of India.

Committee Membership

n Audit ﬂ Nomination & Remuneration E Stakeholders Relationship m Risk Management
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Prof. (Mrs.) Neharika Vohra

Independent Director

Prof. Neharika Vohra, Professor of
Organisational Behaviour at the Indian
Institute of Management, Ahmedabad,
holds two post-graduate degrees. A first
ranker in graduation and a post-graduate
in psychology, she also holds a Ph.D in
social psychology from the University of
Manitoba, Canada.

She has been the recipient of various
awards and recognition in her professional
field including the ‘Best Teacher Award’

by the University of Manitoba, the “Young
Psychologist Award’ by the International
Union of Psychologists, the ‘Learning
Luminary Award’ by OD Roundtable and
the ‘Woman Achievers Award’ by FICCI
Ladies Organisation.
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Manish Chokhani

Independent Director

Mr. Manish Chokhani is a Chartered
Accountant and MBA from London Business
School, and one of India’s most respected
investors and financial experts. He was

the MD & CEO of Enam Securities and led
Enam’s $400 Million merger in 2011 with
Axis Bank to create Axis Capital Ltd. (ACL)
where he held the position of MD & CEO
until November 2013. He is also associated
with TPG Growth India as its Chairman and
is on the board of Westlife Development,
Shoppers Stop and Laxmi Organic as an
Independent Director. He is also a member
of SEBI's Alternative Investment Promotion
Committee. He has been a visiting faculty
member at lIM-K. He has also served on the
International Alumni Board and scholarship
panels of London

Business School.

E Corporate Social Responsibility m Finance Sub-Committee
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Adesh Kumar Gupta

Independent Director

Mr. Adesh Kumar Gupta, Chartered
Accountant, Company Secretary and AMP
from Harvard is a professional with rich
experience of over 35 years in Corporate
Strategy, M&A, Business restructuring,
Fund raising and Taxation among others
During his distinguished career of over 3
decades in Aditya Birla Group, Mr. Gupta
held various senior positions (including
Board positions) in companies in various
fields including Indian Rayon, Grasim
Industries, Birla Global Finance and Aditya
Birla Nuvo Ltd.

Post his retirement as Whole-Time Director
and CFO of Grasim Industries Ltd.,

Mr. Gupta ventured into Business

Finance and Corporate Service space

as Designated Partner of Progressive
Consulting & Business Advisory LLP.

Punit Goenka
Managing Director & CEO

Mr. Punit Goenka’s futuristic vision and
sharp acumen in the new media domain,
has led the Company to a global stature
today. Mr. Goenka is also responsible for
expanding the Company’s international
presence across 172 countries, and its
reach to over more than 1 bllion viewers.

Mr. Goenka is the only Indian Corporate
Leader to receive the prestigious Médaille
d’Honneur. He was also listed amongst
the top 100 CEOs of India in a study
published by Business Today. He has also
received the prestigious Economic

Times 40 Under Forty’ India’s Hottest
Business Leaders Award 2014 and has
bagged the prestigious IAA Leadership
Award under the category of “Media
Person of the Year Award”. Mr. Goenka
was recognised as the “Entrepreneur of
the Year” during the recently held Asia
Pacific Entrepreneurship Awards.

Mr. Goenka is the Chairman of Indian
Broadcasting Foundation and also holds
honorary position on the Enactus India
National Advisory Board.
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PEOPLE REPRESENT OUR
SHARPEST COMPETITIVE EDGE.
AT ZEEL, WE ARE FOCUSED ON
DEVELOPING OUR EMPLOYEES
AND FORMING MUTUALLY
REWARDING PARTNERSHIPS
WITH THEM TO HELP CREATE
VALUE. OUR PEOPLE STRATEGY
IS DESIGNED TO BUILD A
UNIFIED ORGANISATION WITH A
COMMON VISION, RECRUITING
AND RETAINING WORLD-CLASS
TALENT AND NURTURE LEADERS
TO FUEL THE GROWTH OF OUR
BUSINESS.

23

DIFFERENT
NATIONALITIES

1372

TRAINING PERSON DAYS
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SAMWAD -
Efficiency through engagement

Our people philosophy centres around SAMWAD, which focuses on regular conversations between
teams and managers. These monthly conversations encourage employees to propose new initiatives
and suggestions to improve the quality of output and also gives them an opportunity to explicitly mention
the support expected from managers. This two-way feedback mechanism also provides managers’
assessment and leads to better working relationships within the teams.

ZEELOMPICS

Citius, Altius, Fortius

As a part of our employee recognition initiative, we aim to identify high performers in each role and
recognise their exemplary performance as ‘Heroes’. This inspires employees to reach higher and helps
build an inspired working culture.

Management connect -
Bottom up and top down

ZEEL strives to build a democratic culture and discuss core business issues in an open forum. As a part
of this initiative, performance of all businesses is shared with employees through a webcast led by the
MD & CEO. This is followed by a Q&A session with employees across India. An open-door policy fosters an
environment of trust and respect between the management and the employees.
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Great Place to Work

During the year, we received the Great Place to Work certification by the Great Place to Work
Institute, India. The framework assesses an organisation on employee perception through Trust Index
dimensions namely, credibility, respect, camaraderie, pride and fairness. It further evaluates and
benchmarks people practices through Culture Audit.

Building capabilities

through training

In this dynamic environment, it is imperative to constantly upgrade technical skills and strengthen
the leadership skills. In this context, ZEEL has undertaken multiple training programmes during FY17.
These programmes cover a large number of members across levels. Apart from technical workshops
across functions, our trainings also include behavioural workshops focusing on decision making and
execution excellence, and leadership programmes for executives from top Indian business schools.

ZEE EMPLOYEE AGE PROFILE

4

26% 20% 3%

BELOW BETWEEN BETWEEN ABOVE
30 YEARS 30-40YEARS ~ 40-50YEARS 50 YEARS

GENDER RATIO

06% 34%

MALE FEMALE
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CREATING AN ENDURING
BUSINESS REQUIRES

BUILDING PARTNERSHIPS AND
FACILITATING ENGAGEMENT
WITH STAKEHOLDERS, OPINION
MAKERS AND INDUSTRY
STALWARTS ON A REGULAR
BASIS. OUR BUSINESSES HAVE

A LONG HISTORY OF ECONOMIC,
SOCIAL AND INTELLECTUAL
INVESTMENT IN THE PLACES IN
WHICH WE LIVE AND WORK AND
THE PEOPLE WHO FORM PART OF
OUR WORLD. ZEEL PARTICIPATES,
SUPPORTS AND ORGANISES
MANY EVENTS WHERE LIKE-
MINDED PEOPLE GATHER TO
SHARE THOUGHTS AND VIEWS,
AND ALSO MAKE SENSE OF
WHAT IS HAPPENING IN THE
WORLD AROUND US. ALL OF THIS
MAKES FOR VERY STIMULATING
EXPERIENCES. IN FY17 TOO, ZEEL
WAS A PART OF MANY SUCH
EVENTS.

40

Leading With Thought.

GROWING THROUGH
ENGAGEMENT

ZEE MELT is a festival of creativity and innovations
in marketing and communications. It caters to
audiences in marketing, advertising, media & PR,
emerging technology and mobility.

Over two days of content the programme that
consists of events run parallel to each other.

#ZEEMelt 2016 also witnessed the 4th edition of
ZEEL’s brand intellectual property - ‘ZEE Mindspace
Conference’, which aims at bringing the marketing
fraternity together to connect, discuss and explore
new possibilities. The sessions under ZEE Mindspace
Conference comprised of two main themes-
Previewing Tomorrow & Open Possibilities.

ANNUAL REPORT 2016-17
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The renowned speakers at the conference included:
e R Ray Wang, Principal Analyst, Founder &
Chairman, Constellation Research

e Vanessa Clifford, Deputy Chief Executive,
News Works

e Tom Goodwin, SVP of Strategy & Innovation,
Havas Media

o Jeff Bullas, Blogger, Strategist and Speaker

e Tom Betts, Chief Data Officer, Financial Times

e Per Nilsson, Corporate Communication &
Marketing Director, Semcon

e Brian Gleason, Global CEO, XAxis

e Tomi Ahonen, Technology & Media Author +
Strategy Consultant
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The first edition of ‘ZEE Mindspace Awards’ was launched this

year. It aims at recognising brands, which have captured maximum
‘MindSpace’. We partnered with renowned market research company
Nielsen, to execute a nationwide research to identify brands which
have created maximum impact on the minds of the consumers. While
‘Top of the Mind Recall’ was the primary criteria to arrive at the winning
brands, factors like Popularity, Advocacy, Desire and Buzz were also a
part of the structured research methodology. Nielsen targeted a sample
size of 12000+ audiences, covering key zones across the country. The
winning brands were awarded at the ZEE Mindspace Awards 2016 in
the presence of 500+ CMOs and stalwarts from the marketing and
advertising industry

#ArmyBehindTheArmy

An initiative by ZEEL to recognize and applaud the mothers, wives,
daughters and sisters of our brave soldiers whose support, dedication
and perseverance gives the brave men, the courage and strength to
fight fearlessly for the nation. ZEEL aims to honour this ‘Real Army’ of
women behind our soldiers, by garnering respect and recognition for
them at a national level.
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Dr. Subhash Chandra’s Interview

Dr. Subhash Chandra (DSC) was interviewed by the Harvard Business School
for their project ‘Creating Emerging Markets - Oral History Collection’.

The interview was conducted by Prof. Das Narayandas, Edsel Bryant Ford
Professor of Business Administration, Harvard Business School.

In this interview, Dr. Chandra outlined his career trajectory, detailed the
various challenges he encountered, and shared what he considered key
achievements. With numerous examples, he explained his risk-taking
abilities, while diversifying the Essel Group.

ARMY

BEHIND THE

ARMY

4]
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We believe in working beyond business
commitments as a responsible corporate citizen.
We contribute towards creating a change in the
communities we operate in, through our reach
and ability to disseminate messages. In FY17,
there were many such campaigns and initiatives
that we were a part of, in order to inform and
involve citizens in driving change.

SUPPORTING THE EDUCATION CAUSE

Bharat Lok Shiksha Parishad is one among

6 major independent organizations functioning
dedicatedly to achieve Ekal Vidyalaya’s mission
of ‘holistic villages development’. Since its
inception, Ekal Vidyalaya has reached out to
53,473 villages in 21 states. ZEEL has been
supporting this initiative for last 2 years and
supported 1,500 schools in various parts of the
country.

4

MARROW DONOR REGISTRY

Marrow Donor Registry is India’s first NGO which
maintains computerised data base of voluntary
unrelated stem cell donors and facilitates blood stem
cell transplants for patients with life threatening blood
diseases. ZEEL has been supporting this initiative since
last 5 years and has continued the support this year

as well.

DRIVING CHANGE THROUGH CONTENT

At ZEEL, we understand media has a very powerful
impact on viewers’ lives and hence we try to weave
important social messages in our content.

Building awareness against Female Foeticide
Zee Kannada launched a campaign to spread
awareness on female foeticide around its show,
Waarasdara. Besides running the campaign on
television and digital, we connected with people

ANNUAL REPORT 2016-17
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through on ground events and covered more than
2,300 hospitals across Karnataka.

Women Empowerment

Zee Marathi launched ‘Jagruti’ campaign to empower
women by training them on several fronts including use
of internet, entrepreneurial skills, self defence etc. We
reached out to thousands of women through 35 events
across 16 cities in Maharashtra. The Jagruti Facebook
page now has 40,000+ followers and the website has
become a knowledge hub for several topics.

Finding ‘Real’ Durgas

Zee Bangla filmed and broadcasted achievements of
real-life female heroes and financially supported their
noble endeavours. We connected one-to-one with the
people of West Bengal in search of ‘Real Durgas’ by
highlighting stories of courage against adversities as
also popularised in one of our shows Amar Durga.
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WE ARE FOCUSED ON DEVELOPING THE NEXT GENERATION
OF PRODUCTION PRACTICES THAT PUT PEOPLE AND PROFITS
IN SYNC WITH THE PLANET. WITH OUR ‘ZEE IS GREEN’
INITIATIVE WE ASPIRE TO TRANSLATE OUR ENVIRONMENTAL

COMMITMENT INTO ACTION.

To become a carbon neutral
organisation by 2020

GREEN STUDIOS

After the successful implementation of green
measures for key shows of Zee TV and &tv, we
implemented these on key shows of Zee Marathi as
well. A few of our studios have an efficient waste
management system in place for segregating wet,
dry and other waste. We divert 60% of waste
originally meant to go to the landfill from many of our
productions. We have installed a plastic shredder
and an organic waste convertor at our studio which
is currently shared by 8 productions. We have
formulated ‘Green Production Guidelines’ which are
shared with all our production houses. We are in the
process of incorporating these guidelines as a part of
legally binding contracts to ensure compliance.

GREEN OFFICE

The scope of green measures is not limited to our
production sets, but also extends to our offices. We
have installed a plastic shredder at our headquarters
for intelligent disposal of plastic. The shredder has
helped us segregate waste and divert close to 7,000
bottles a month from going to the landfill. We have

¢ Raise awareness about sustainability amongst its employees

e Build capacity to implement green initiatives

e Foster the widespread adoption of economically viable, environmentally restorative

and socially constructive processes

also reduced the plastic bottle consumption
by 40%, using reusable bottles. All our
conference and meeting rooms have sensors
that help conserve electricity. There are
messaging systems that discourage food
wastage in cafeterias which has led to 30%
reduction in food wastage.

ZEEIS GREEN STUDIO TOURS

To increase awareness about our green
efforts, we have introduced ‘ZEE is Green
Studio Tours’, where tourists can visit our
green sets and get information about the
Move down friendly measures we have
adopted. During last year, people from 18
nationalities visited our sets as a part of this
initiative.

Our online portal www.zeeisgreen.com is

a one-stop platform for all our production
houses for green resources and green vendor
listings. It also acts as a communication
platform where our key actors advocate the
message of sustainability.

e 2,45,000 bottles (3,920 kgs)

diverted from going to landfill
from production facilities

Converted 30,300 kgs of wet
waste to manure

By using rechargeable batteries,
helped divert 18,500 batteries from
going to landfill

The ‘Zee is Green’ initiative was
conferred a special Award of
Excellence at IAA OLIVE CROWN
AWARDS 2016.
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Non-Executive Chairman

SUBODH KUMAR
Non-Executive Director

ASHOK KURIEN
Non-Executive Director

PROF. SUNIL SHARMA
Independent Director

PROF. (MRS.) NEHARIKA VOHRA
Independent Director

MANISH CHOKHANI
Independent Director

ADESH KUMAR GUPTA
Independent Director

PUNIT GOENKA
Managing Director & CEQ

SENIOR MANAGEMENT

AMIT GOENKA
CEO — International Business

CHAMLI TENNAKOON
CEO - Digital Business

M LAKSHMINARAYANAN
Chief Compliance Officer &
Company Secretary
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MIHIR MODI
Chief Finance & Strategy Officer

PRAVEER PRIYADARSHI
Chief People Officer

PUNIT MISRA
CEO — Domestic Broadcast Business

RAJNEESH MITTAL
Head - Information Technology

SUNIL BUCH
CEO - Live Business,
Head — Corporate & Brand Communications

AUDITORS
M/S MGB & CO. LLP

BANKERS
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REGISTERED OFFICE
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N.M. Joshi Marg,
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Mumbai — 400 013.
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INDIAN
MACROECONOMIC
SCENARIO

INDIA’'S M&E INDUSTRY
IS PROJECTED TO
GROW AT MORE THAN
DOUBLE THE PACE OF
GLOBAL AVERAGE

INDIA'S MEDIA AND
ENTERTAINMENT
INDUSTRY

ndia remains one of the fastest growing economies

in the world despite the temporary slowdown in

growth due to government’s decision to withdraw high
denomination notes from circulation. High frequency
data, such as automobile sales, cement consumption,
personal loan growth and exports growth suggest that
the economy is gradually recovering from the impact
of demonetisation. RBI expects real GDP growth to
accelerate to 7.3% in FY18 from 6.6% in FY17 (GVA
basis). Sustained low inflation, falling fiscal deficit, low
current account deficit, and a stable currency have
created a positive environment for economic growth.
Goods and Services Tax (GST) is expected to be
implemented in India in FY18. This unified tax regime,
coupled with the Central Government’s thrust on areas,
such as power, infrastructure, and affordable housing
should help accelerate India’s growth rate closer to 8% in
the medium term.

India’s consumption growth over the past decade has
been strong and resilient even during periods of slower
GDP growth. This bodes well for our industry, as spends
on media and entertainment are linked to consumption

witnessed another year of all round growth,

albeit slower than estimates at the start of the
financial year. This was mainly due to the impact of
demonetisation. According to FICCI-KPMG estimates,
India’s M&E industry grew at 9.1% in CY16 over

The media and entertainment industry (M&E)

INDIAN M&E INDUSTRY - MARKET SHARE BY VERTICALS (%)

v [ Frnt
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spends in the economy. Private final consumption is
estimated to have grown at 6.8% CAGR over FY12-

17 in real terms (12.5% in nominal terms). Within the
consumption basket, the share of non-food items has
been rising with increasing per capita income. There is
another positive trend of organised businesses entering
and gaining market share in various sectors. Both these
factors bode well for growth in advertising spends.

INDIA GDP GROWTH %

&
©

FY15

Source: CSO and RBI

the previous year, to ¥ 1,262 billion. On average, an
Indian consumer spends much less time and share of

his disposable income on media and entertainment
consumption, compared to peers and developed
countries. This provides a significant headroom for
sustained growth which will be driven by rising disposable
incomes and increasing avenues of entertainment.
FICCI-KMPG industry report pegs the growth of Indian
M&E industry over the next five years at 13.9% CAGR, to
% 2,419 billion.

In the year gone by, within the television segment,
regional channels continued to gain traction. Print, unlike
in the developed world, continued to grow, with vernacular
outpacing the growth of English language publications. In
the movie industry, although overall revenues declined,
box office collections of blockbuster films surpassed all
previous records. This was true for Bollywood as well as
regional films. Video consumption on digital platforms
got a boost due to decline in data tariffs and increased
availability of content on various digital platforms. Radio
made deeper inroads in semi-urban India following the
auction of Phase Ill licenses.
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INDIA'S LOW AD
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TELEVISION
PENETRATION
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because of demonetisation and delay in digitisation of

analogue cable subscriber base. However, towards the end
of the year, advertising growth returned to normalcy. After multiple
extensions of deadline, digitisation of Phase Il cable subscriber
base was largely completed. Despite these adversities, as per the
FICCI-KPMG industry report, Indian television segment registered
a growth of 8.5% in CY16 as compared to 14.2% in CY15.

Television industry’s growth in FY17 saw a temporary blip

Television remains the prime medium of entertainment for the
Indian consumer. During FY17, time spent on watching television
at individual and household levels stood at 158 and 287 minutes
per day respectively, which remained stable through the year.
During the year, there was an increase in viewership of news
channels due to significant events, such as surgical strikes,

state elections and demonetisation. Hindi GEC remains the most

PRESENTS A MULTI-

YEAR GROWTH
OPPORTUNITY;

TELEVISION SECTOR IS
PROJECTED TO GROW
AT 14.7% OVER THE

NEXT FIVE YEARS

watched genre in the country. Meanwhile, regional channels
continued to gain traction.

The deadline for digitisation of Phase Ill and IV were postponed
again to January 2017 and March 2017, respectively. On the
positive side, digitisation of Phase Il is now almost complete.
Despite the deadline for phase IV having elapsed, the pace of
digitisation in those areas remains slow due to its geographical
spread. Both, broadcasters and distributors, are focused on
improving monetisation of subscribers in newly digitised markets.
In India, pay television ARPU (Average Revenue Per User) is
significantly lower than comparable countries. Completion of the
digitisation process could set the ball rolling for long overdue
correction of Indian television ARPU.

INDIAN TELEVISION INDUSTRY (% BILLION) (%)
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During the year, Telecom Regulatory Authority of Broadcast Audience Research Gouncil’s (BARC)
India (TRAI) issued tariff order with the objective television universe expanded from 674 million individuals
of allowing viewers to choose channels on an a-la- and 153 million households to 780 million individuals and
carte basis. This order has been challenged by multiple 183 million households in FY17. It is in the process of
stakeholders and the matter is subjudice. Effective increasing panel size from 22,000 meters to over 30,000
implementation of this tariff order requires a significant by the end of CY17. The measurement of rural audience
upgrade of infrastructure and subscriber management has provided valuable insights into the viewership
systems of the distributors. It might be difficult to offer patterns and preferences of vast rural television
channels on a-la-carte basis, given low ARPU in India. As households.

a result, bouquet may remain the most popular option for
subscription even under the new regulation. Growth outlook for the Indian television segment is
strong across both advertising and subscription revenue
streams. Strong consumption growth, coupled with
increasing share of organised businesses in various
segments, augurs well for the growth in advertising
spends. On account of its reach and impact, television
will continue to remain the preferred advertising medium
for brands. Digitisation, increasing penetration of high
definition and a growing base of television households will
drive subscription revenues. FICCI-KPMG report forecasts
Indian television segment to grow at a CAGR of 14.7%
over CY16-21, driven by 14.4% growth in advertising
revenues and 14.8% growth in subscription revenues.

ZEEL has a strong presence in all entertainment genres
in both national and regional markets through a bouquet
of 32 channels. During FY17, the Company’s pan-India
viewership share was 16.0%.

ALL INDIA VIEWERSHIP SHARE BY GENRE (FY17) (%)  AVERAGE REVENUE PER USER ( per month)
0.5 English Entertainment Y1
sports erS 9.4% CAGR 11.1% CAGR M cvie
Youth & Music 2 o . cY21 (P)
400 368
300
Regional Movies 200
o . Regional GEC 100
Hindi Movies
15 29
0
DTH Digital Cable
Source: BARC Source: FICCI-KPMG Indian M&E Industry Report, 2017
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released annually but ranks fifth in terms of revenues.
Although movie-going is a well-entrenched leisure
habit in India, its monetisation is low due to smaller ticket
size and low screen penetration. However, the scenario
is improving, with multiplexes increasing its share at
Mﬂ"l Es the expense of single screens, driving up average ticket
prices. Satellite and digital rights are additional sources
of revenue for the movies. While the market for satellite

rights remains healthy, digital rights saw a sharp increase
in price due to competition from multiple players.

PRO L|FERA‘|’|0N OF While the South Indian film industry continues its strong

growth, other regional markets such as Marathi, Gujarati

MULT' PLEXES IS ON E and Punjabi are also gaining traction. For instance,
OF THE KEY DRIVERS Sairatj a Marathi movig, grossed more Than % 1 billion i.n
FO R M OV| E | N D USTRY theatrical revenues, a first for a Marathi movie. The Indian

movie industry is estimated to grow at 7.7% CAGR during

REVENUE GROWTH CY16-21 to around T 207 billion.

‘ ndia is the world’s largest market in terms of movies

Zee Studios, ZEEL's film production and distribution arm,
is well positioned to gain from these market dynamics. It
produces Bollywood as well as regional language films in
Marathi, Kannada, Telugu and Punjabi.

uring the year, the ecosystem for digital digital media is growing at an impressive pace, partially

D consumption of entertainment content evolved at driven by ‘search’ and ‘banner’ advertising. The

— a fast pace. In India, mobile is the primary device FICCI-KPMG report shows that digital advertising in India
for internet access. According to estimates, India’s 3G grew by 28% in CY16 to ¥ 77 billion, and is expected to

> and 4G subscriber base stood at 250 million at the end grow at a CAGR of 30.8% over CY16-21.
) of FY17, and is likely to reach 470 million by 2020. The
D I G ITAI- launch of Reliance Jio and acceleration in 4G rollout by ZEEL has a strong presence in the digital space through

other telecom players has significantly improved data its two OTT platforms — dittoTV, which is a subscription-
connectivity. Over the past few years, there has been a based video on demand (SVOD) platform, and OZEE,
spurt in the number of OTT service providers, with both which is an advertising video on demand (AVOD) platform.

the local as well as foreign players vying for consumers’
attention. OTT players are also investing in producing

original content for digital platforms, including digital only
IN IN DIA’ MOBI LE or digital first content.
WILL LEAD THE WAVE
O F 0 N |_| N E V| D EO Rollout of 4G networks and the fierce competition in

the telecom sector has led to a sharp decline in data
CO NSU M PTl O N rates. Online consumption of video content has surged

on the back of these developments and the trend is

likely to continue. Despite the drop, because of low

pay television ARPU, the total cost of watching video
online still compares unfavourably with television. Low
penetration of wired broadband is another limiting factor
for wider adoption of online entertainment. As broadband
availability and affordability improves further, the growth
in online video consumption will accelerate. Ad spends on
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ndian music market is set to more than double to ¥ 25
billion by CY21. Music labels’ revenues are derived from
multiple sources, such as online music streaming, airing
O on radio, and use of audio tracks for various purposes.

With the onset of digital revolution, music consumption on

digital platforms has become the primary driver of growth
M USIE for the industry. It now contributes to over 70% of the

total revenues. Online streaming platforms already have
over 50 million users which will continue to grow on the
back of falling data cost and availability of curated music.
Like the trend in movies, music consumption in regional
languages is also gaining traction.

DIGITAL MUSIC Zee Music Company, ZEEL's music publishing label, has
STRE AN”NG H AS GlVEN ?ezli%rrlglcre;rzjts?crfesence in Bollywood music as well as
A NEW LEASE OF LIFE

TO THE INDUSTRY

he live events industry in India is largely
- — Tunorganised. Traditionally, India has not been a big
market for ticketed live events, but the space is now
witnessing a strong growth. It could further accelerate if
- issues such as lack of infrastructure, skilled manpower,
and multiple taxes are resolved. As per the FICCI-KPMG
I-IVE EVENTS report, live entertainment industry in India grew at
20-25%, with an estimated revenue of ¥ 55-65 billion
in CY16.

ZEE LIVE is the live events business division of ZEEL and
it creates intellectual property (IP) for events including
music concerts, food festivals and plays amongst others.
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of India’s largest entertainment content company.

Starting with the launch of India’s first Hindi
satellite channel, Zee TV, in 1992, ZEEL has evolved
into an integrated entertainment content company over
the last two and a half decades. The Company caters to
the entire spectrum of customers’ entertainment needs
with production of content across different formats

and platforms, such as fiction and reality shows for
co M PANY television, movies, music, digital, plays and live events.
ZEEL produces content in more than 10 languages in
Pnu FI I_E India to serve the linguistically diverse audience. It has
also established its presence in over 172+ countries and
produces content in 9 foreign languages. Over the years,

the Company has built a content library of 240,000+
hours reaching over a billion viewers globally.

Zee Entertainment Enterprises Limited (ZEEL) is one

ZEE ENTERTAINMENT ENTERPRISES LIMITED

2D

DOMESTIC MOVIES & MUSIC INTERNATIONAL DIGITAL LIVE
BROADCASTING
HINDI GEC ZEESTUDIOS 39 CHANNELS IN MORE THAN OZEE TEELIVE
REGIONAL ENTERTAINMENT ZEE MUSIC COMPANY 172 COUNTRIES DITTOTV ZEE THEATRE
HINDI MOVIE CLUSTER INDIA.COM
NICHE CHANNELS
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ACQUISITION OF RBNL'S BROADCASTING PORTFOLIO
DOMESTIC

ZEEL agreed to acquire the television broadcasting
[ O> BB“ADCASTING portfolio of Reliance Broadcast Networks Limited (RBNL),

which comprises of two channels - Big Magic and Big

omestic Broadcasting is ZEELs largest business Ganga. These acquisitions dovetail into ZEEL's well
D division comprising 32 channels across four established strategy of regionalisation and segmentation.
categories - Hindi GECs, Hindi Movie Cluster, The acquisition offers multiple synergies with the existing
OPEB A‘"U N AL Regional Entertainment Channels and Niche Channels. oflferﬁngs of ZEEL. Big Magig F:omplements the existing
Hindi GECs through the addition of comedy genre, and
RE‘" EW During FY17, the domestic broadcasting business Big Ganga opens up the attractive Bhojpuri market for the
continued to perform strongly. ZEEL had a network Company.
viewership share of 16.0% and was the second largest
player in the Indian television entertainment business. PORTFOLIO EXPANSION
The performance was led by a good performance of the
regional portfolio and Hindi movie cluster. The Company launched 3 channels and decided to take 2
channels off-air.
The year was also marked by multiple decisions > Zee Yuva, launched in August 2016, is a youth
that reflect the Company’s commitment to continue focused Marathi channel that caters to contemporary
investments for growth and to further strengthen its audiences and will help the Company consolidate its
competitive position. leadership position in the language.
> Zee Anmol Cinema, launched in September 2016,
builds on the leadership of hindi movie cluster by
DIVESTMENT OF THE SPORTS BUSINESS adding an FTA property. The channel will allow
consumers to sample premium content and graduate
I The Company’s sports business - Ten Sports Network, to a paid model over a period.
IN FY17, ZEEL (LS 395 millon T decin to el eess > 220 Gl vas urchedi et 2010
’ o ' . . for the movie loving Telugu audience. The channel
STREN GTH EN ED |TS Yrv:j gocniglr:]aflgeztr'itzgg gg(:(\a”evtvhgfstgsrfsot:ﬁzl'lr?éss leverages a library of over 500 titles across genres to
y inv i W usi . )
PO S|'|'|ON AS TH E over the st 10 years with the expectation of turing i cater to the preferences of a diverse set of audiences.
NO. 2 PLAYER AND profitable. However, the gestation period continued to > Considering the viewer preference for content on
NARROWED GAP WITH get elongated as monetisation of sporting events did not Zindagi and ZeeQ, the Company decided to shut
improve as expected. Meanwhile, the cost of broadcasting down linear feed of these channels. The content of
THE LEADER rights of relevant sporting events continued to escalate. these two channels is available on Company's

online platform.
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STRENGTHENING THE MOVIE LIBRARY

During the year, the Company significantly increased its
investments in acquisition of movie rights including future
rights and rights of movies under production. Movies is
one of the most important entertainment genres for Indian
consumers and a key long-term growth driver for the
business. ZEEL now has a portfolio of 11 movie channels
across Hindi and regional languages. Movies also form an
integral part of content strategy for general entertainment
channels across languages.

DISCO HO YA
DHINA DHIN DHA

,*r YEH AAJ KA CLASSIC HAI MON-FRI 4PM & 7PM

[}
:.,,
¥

PREMIUMISATION OF PORTFOLIO

With the improving penetration of HD television sets,
audience increasingly wants to consume content in high
definition. During the year, the Company expanded its HD
offerings with the launch of HD feeds for Zee Marathi,
Zee Talkies and Zee Bangla. HD channels offer a richer
viewing experience to consumers and higher ARPU to the

S
CLASSIC

KUMKUM BHAGYA WAS THE
HIGHEST RATED WEEKDAY

1 Fleessimiol.

tefi CZomonan, K

Company. ZEEL will continue to increase its HD offerings
going forward.

CLUSTER WISE OPERATIONAL REVIEW

HINDI GEC

The Hindi GEC bouquet contains 4 channels - Zee TV is
the flagship channel, &tv is the Company’s second GEC
targeted at younger and urban audience, Zee Anmol is the
FTA Channel and Zing focuses on the youth audience.

Zee TV is one of the leading Hindi GECs in India. While
the channel began the year on a strong note, it witnessed
a dip in its viewership during the later half. The channel
has put together a new content line up to win back share
of eyeballs which has started yielding results.

&tv continued to build its viewership in urban markets
and has launched several shows that are designed to help
increase audience stickiness and attract new viewers.

Zee Anmol was the leader in the FTA genre during the
year, and Zing maintained its position amongst the top
two channels in the youth genre with a mix of music and
Bollywood shows.

HINDI MOVIE CLUSTER

ZEEL’s Hindi Movies bouquet, comprising 7 channels (Zee
Cinema, &pictures, Zee Classic, Zee Action, Zee Anmol
Cinema, Zee Cinema HD and &pictures HD), continued

to consolidate its leadership position during the year.
Besides performing well on library titles, the channels also
aired world television premieres of hit Bollywood movies,
such as Welcome Back, Rustom, Flying Jatt, Baaghi,
Tamasha and Baar Baar Dekho.

PRIME-TIME SHOW ACROSS
TIME-SLOTS

REGIONAL ENTERTAINMENT CHANNELS

ZEELs regional portfolio caters to 6 linguistically diverse
markets - Marathi, Bengali, Kannada, Telugu, Tamil and
Odiya. Completion of acquisition of RBNL's Broadcasting
business will add Bhojpuri language to the portfolio.
Regional GECs continued their strong performance and
strengthened their competitive position in respective
markets.

Zee Marathi strengthened its leadership and was the
No.1 channel across all prime-time slots. Zee Yuva was
launched this year with impressive numbers — it became
the third highest channel by reach within six months of
its launch. Zee Talkies continued to be the top movie
destination for Marathi audience.

Zee Bangla maintained its No. 2 position during the
year. While consolidating its urban reach, the channel
also took steps to increase its rural viewer base, which
demonstrated results. Zee Bangla Cinema improved
its viewership share as the No. 2 movie channel helped
by the high viewership of Zee Bangla Cinema Originals
movies.

Zee Kannada established itself as the clear No. 2
channel, and recorded its highest viewership ever, with an
increase of 40% in ratings compared to last year.

Zee Telugu was the No. 3 channel in the market.
However, it maintained its leadership in the primetime
slots. Zee Ginemalu made an impressive debut and
became the third most watched Telugu movie channel
within six months of launch.

Zee Tamil increased its viewership share by 300% and
became the No. 2 channel. The channel has lined up
multiple launches which are likely to provide an impetus
to the viewership numbers.

Sarthak TV (0Odiya) continued to remain the leading
channel by a distance, being a leader across most of the
prime-time slots.

NICHE CHANNELS

Zee Café remained one of the top English entertainment
channels, with its rich and diverse content spread. Zee
Studio, with its top-of-line Hollywood content, continued
to be one of the preferred English movie channels across
the genre. Zindagi, through its thought leadership, aired
some of the most compelling stories from culturally
diverse regions such as Turkey, South Korea, Ukraine
and more. However, considering the preference of the
viewers for this channel, the Company decided to move
its content to the online platform.
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MOVIES

AND MUSIC

he Movies and Music businesses
Tsignificantly scaled-up their
operations in FY17. Both businesses
performed well during the year driven
by several marquee properties. These

businesses have now started to contribute
to overall growth of the Company.

i

ZEE STUDIOS

During the year, Zee Studios released
seven movies across three languages.
Zee Studios has adopted a strategy of
focusing on Hindi and regional movies,
which allows it to leverage its expertise in
making content in several languages.

2 OF OUR MOVIES
JOINED THE
< 1 BILLION CLUB

ZEE STUDIOS' BUSINESS APPROACH

SCRIPT DRIVEN

Movie selection at Zee Studios
starts with identifying thought
provoking story-lines and does
not revolve around star cast.
For instance, Sairat featured
two unknown faces but still
managed to attract audience
on the back of a strong

story. Zee Studios’ complete
involvement in movie making
sets its business model apart
from several other studios. This
gives the Company a strong
grip over story-line, execution
and costs.

o4

ACROSS BUDGETS,
ACROSS LANGUAGES

The Company does not believe
that the success of a movie is
contingent on the budget. A
good story rather than budget
is a pre-requisite for selection
of a movie. Producing movies
across different budgets also
reduces the risk. Leveraging
its experience of entertaining
viewers across languages, the
Company makes movies in
multiple languages. A portfolio
of movies across budgets and
languages reduces inherent
risk in the business.

PROFIT-SHARING WITH
KEY TALENT

Talent is a significant
proportion of the movie

cost in India and in many
cases, this high cost could
be the difference between

a profitable and a loss
making movie. The Company
works on the principle that

if a movie is successful, all
stakeholders should make
money. Accordingly, it tries
to engage the talent on a
profit sharing basis. This also
reduces financial impact of
unsuccessful movies.

LEVERAGE
PRESENCE ACROSS
VERTICALS

A strong portfolio of movie
channels, music label and
digital platforms enables

the Company to improve its
viewership and monetisation
of movies. Understanding from
these businesses is used in
conceptualising and producing
movies, which also improves
potential for success. Presence
across mediums enables

the Company to do 360°
promotion of movies.
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KEY HIGHLIGHTS

> InFY17, Zee Studios released 7 movies across 3
languages of which 4 were produced while 3 were
distributed.

> Rustom, a poignant real life story adapted for
cinematic storytelling was released in August 2016,
and received high critical acclaim. It went on to
become one of the highest grossing films of the year.
Akshay Kumar, the male lead, received the National
Film Award for Best Actor for his performance in
the film.

> Sairat, the record-breaking Marathi film, grossed
more than 1,000 million in box office collections,
and became the only Marathi film ever to cross
this milestone. The female lead — Rinku Rajguru,
received a special mention from the jury at National
Film Awards 2016, for her effective portrayal of a
lively girl who defies societal norms and faces her
family’s wrath in pursuit of her dreams.

Strong slate for the future

Zee Studios has an impressive line-up of Bollywood
releases including Mom (starring Sridevi), Secret
Superstar (starring Aamir Khan), Kareeb Kareeb Single
(starring Irfan Khan) and Tadka. In addition to this, several
regional movies (in Marathi, Punjabi and Telugu) are also
lined up for release. Zee Studios is also working on an
international title — Beyond The Clouds, directed by Oscar
nominated film maker Majid Majidi.

PAGE NO. : 110-220

MUSIC. COMPANY

ZEE MUSIC COMPANY

Zee Music Company (ZMC) enjoys a significant advantage
in music business due to Company’s presence in music
broadcasting and digital. ZMC continued its aggressive
content acquisition strategy and emerged as a leading
player with an incremental market share of over half the
new releases in Bollywood. It also deepened its footprint
in regional music markets - Marathi, Punjabi, Kannada,
Telugu, Gujarati and Bengali.

KEY HIGHLIGHTS

> During FY17, ZMC acquired the music rights of more
than 143 movies including 58 Bollywood movies.
Some of the key titles acquired include Half Girlfriend,
Dangal, Raees, Baar Baar Dekho and Flying Jatt.

> ZMC is the fastest growing music label on digital
platforms with a 15% market share (#2 music label).

> The ZMC YouTube music channel has more than 6.7
million subscribers, making it the second most popular
Indian YouTube channel in the music category.

> ZMC’s content garnered an average of 750 million
views per month on YouTube in the last quarter
of FY17.

ZMC NOW HAS MORE
THAN 6.7 MILLION
SUBSCRIBERS ON
YOUTUBE

Zee Music Company’s album ‘Udta Punjab’ is
awarded ‘Album of 2016’ by Apple Music & iTunes
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its content in 19 languages, including 9 foreign languages. Its
international reach has expanded to 363 million — a growth of 29%
over FY16. This makes ZEEL a truly global entertainment content provider.

ZEEL now operates in more than 172 countries with telecast of

ZEEL has a two-pronged strategy for international markets — reaching
the Indian and South Asian diaspora with channel offerings in Indian
languages and serving the non-Indian audience in their native languages.
The Company aims to serve Indian diaspora through addition of new
channels and distribution platforms. To increase its presence among
non-Indian audience, the Company seeks out markets with cultural and
entertainment preferences similar to its home market.

KEY HIGHLIGHTS

> ZEEL launched 5 channels in local languages across various
geographies — Zee Sine in Philippines (Tagalog), Zee One in Germany
(German), Zee Mundo in US (Spanish), Zee Bollynova in Africa
(English), Zee Bollymovies in Africa (English).

> The Company launched a Hindi radio station 106.2 FM in the UAE.

> ZEEL also produced local content in few of its markets. Shows like
Dance Singapore Dance, Khwaabon Ke Darmiyan (Middle East) and
Make It Snappy (Thailand) were produced locally.

REGION-WISE OPERATING HIGHLIGHTS

ANNUAL REPORT 2016-17

ATO ZEE OF CONTENT LEADERSHIP

USA

Zee Mundo became the first
Spanish language Bollywood
movie channel in the USA.

ZEEL became the largest South
Asian broadcaster in the region
with 25 channels on Dish.

ZEEL also launched its Arabic
channels - Zee Alwan and Zee
Aflam. These launches will help
the Company cater to broader
cross-cultural audience of the
country.

b6

EUROPE

Zee One, launched in July
2016, became Germany'’s first
Bollywood channel in German.

Zee Russia saw a marked

improvement in its subscribers.

&tv consolidated its position in
the UK with airing of exclusive
movies.

MENAP

Zee Aflam continued to be
the third most watched Arabic
movie channel, with 40%
increase in male viewership.

Zee Alwan improved its
viewership with an impressive
line-up of Arabic shows.

Zee TV and Zee Cinema
continued to maintain their
strong leadership position
in their respective target
segments.

AFRICA

ZEEL launched Zee Bollymovies,
a channel with Bollywood
movies dubbed in English. It
also launched Zee Bollynova,

a GEC with English serials and
food shows.

Zee World consistently retained
its position as one of the top-3
most watched pay channels in
South Africa, recording a 40%
rise in viewership over FY16.

Zee Magic, the French dubbed
GEC, gained traction among
African Francophone viewers.

APAC

Zee Sine and Zee Phim were
launched in Philippines and
Vietnam, respectively. These
channels will telecast Bollywood
movies dubbed in native
languages.

Zee Bioskop was relaunched
in Indonesia with a content mix
of Bollywood blockbusters and
premium Hindi shows.
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platforms — OZEE and dittoTV, and a suite of websites
operated by India Webportal Pvt. Ltd. (\WPL).

0ZEE

OZEE, Advertising Video on Demand (AVOD) OTT platform,
showed strong growth during the year and firmly
established itself as the go-to destination for all ZEEL's
on-demand content. Offering viewers the convenience

of being able to watch their favourite shows across top
national and regional channels, anytime, anywhere, OZEE
today has a strong loyal audience base. The platform
offers viewers ‘Behind the Scenes’ preview of ZEEL's
popular shows. During the fourth quarter of FY17, the
platform witnessed an average of more than 50 million
video views per month.

ZEEL has presence in digital space through two OTT

PAGE NO. : 110-220

dittd

powred by 75

DITTOTV

During the year, dittoTV — the Subscription Video-on-
Demand (SVOD) platform, was relaunched with reduced
subscription price. This allowed affordable access to
television to anyone who had an internet connected
device. dittoTV built strong alliances with key telecom
operators like Airtel, Vodafone, Idea and BSNL. The dittoTV
app, which is now integrated with the platforms of these
telecom operators, saw a strong growth in subscriber
base. These alliances give access to subscribers in
smaller towns, which are likely to drive the next wave of
digital consumption.

The #BeesKaTV campaign rolled out in July 2016 trended
at the No.1 position in India on Twitter on the launch day.

bhar ka TV!

dittod

TV on the go

Lowmni 1 the App & &

d callon 70979 70979 |

oC

INOIQ.com

IWPL

IWPL runs a suite of websites focusing on entertainment,
news and sports content. IWPL network registered

more than 40% increase in its number of unique users
during FY17. While india.com is the flagship website,
TheHealthSite.com, Bollywoodlife.com and BGR.in are
leaders in their respective categories.

KEY HIGHLIGHTS

> OZEE recorded over 60 million monthly video views
during March 2017.

> dittoTV partnered with leading telecom operators
like Airtel, Idea, Vodafone and BSNL to reach a vast
subscriber base.

> India.com sites registered 42.1 million unique users
in March 2017.

dittoTV IS NOW
INTEGRATED WITH
INDIA'S MAJOR
TELECOM OPERATORS’
PLATFORMS

of
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ZLIVE

EE LIVE focuses on creating memorable on-ground
Zexperiences for audiences in the country as well

as overseas. It aims to become the gateway for
Indian live experiences to the world, while bringing the
best of the world to India. Through Zee Theatre, it aims
to revive, restore and spread the rich cultural heritage of
theatre and bring together some of the finest works for
the audience to experience. With stories across genre,
from drama and musical to classics, comedy, horror
and satires, Zee Theatre believes there is something for
everyone.

During the year, ZEE LIVE rolled out its first two properties.

Baleno Wicked Weekends created India’s longest party
marathon at the biggest hotspots across six cities.
Featuring some of the most popular independent artists
in India, it has created a strong connect with the young
urban audience. Zee Theatre, kick started theatre tour

in January 2017 and staged 13 plays across 9 cities in
India. ZEE LIVE is looking forward to an exciting calendar
of IPs for the upcoming year.

ANNUAL REPORT 2016-17
ATO ZEE OF CONTENT LEADERSHIP

ZEE THEATRE
PERFORMED 13 PLAYS
ACROSS 9 CITIES SINCE
JANUARY 2017

b8
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STANDALONE

FINANCIALS

RESULTS OF OPERATIONS
Non-Consolidated Financial Information for the Year Ended 31 March,
2017 compared to the Year Ended 31 March, 2016.

TOTAL REVENUE

Total revenue increased by ¥ 8,430 million or 19% from ¥ 44,325
million in FY 2016 to ¥ 52,755 million in FY 2017. This growth was
driven by an increase in broadcasting revenue.

Revenue from Operations

The Company’s operating revenue increased by % 7,219 million or
17%, from ¥ 42,065 million in FY 2016 to ¥ 49,284 million in FY
2017. Among the major sources of income, advertising revenue

has increased by 12% to ¥ 32,395 million in FY 2017, as against

% 28,831 million in FY 2016. Subscription revenue has recorded a
growth of 31% by % 3,296 million, from 10,771 million in FY 2016
to ¥ 14,067 million in FY 2017.

Interest and Other Income

Interest and other income has increased by ¥ 1,211 million i.e. 54%,
from % 2,260 million in FY 2016 to ¥ 3,471 million in FY 2017. This
increase is primarily due to dividend income received during the year.

Total Expenditure

Total operational expenditure increased by ¥ 1,713 million or 6%, from
% 30,332 million in FY 2016 to ¥ 32,045 million in FY 2017, It
represents 61% of total revenue in FY 2017, compared to 68% in

FY 2016.

Operational Cost / Cost of Goods

Operational cost increased by % 1,661 million or 9%, from ¥ 18,298
million in FY 2016 to ¥ 19,959 million in FY 2017. This increase is
primarily due to higher programming cost.

Employee benefits expenses

Employee benefits expenses have decreased by 3135 million i.e. 5%,
from ¥ 3,106 million in FY 2016 to ¥ 2,971 million in

FY 2017.

Other expenses
Other expenses have marginally increased by T 187million or 2%,
from 8,928 million to ¥ 9,115 million.

Operating Profit
The Company’s operating profit increased by ¥ 5,506 million, or
47%, from ¥ 11,733 million in FY 2016 to ¥ 17,239 million in FY

5-YEAR MOVEMENT OF REVENUE GROWTH Z in Milions

Total Revenue
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2017. The operating margin is at 35% for FY 2017. Increase in
operating profit is mainly due to increase in broadcasting revenue
coupled with a strong control on operational costs.

Finance Cost
Finance cost has decreased by ¥ 222 million to ¥ 1,264 million in FY
2017 from % 1,486 million in FY 2016.

Depreciation and Amortisation

Depreciation increased by 172 million or 29%, from ¥ 599 million
to % 771 million. Increase in depreciation is mainly on account of
depreciation on additions during the year.

Exceptional item represents gain on transfer of entity equity stake

held in wholly owned subsidiary viz. Taj Television (India) Private
Limited.
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Profit before Tax and exceptional items

Profit before tax increased by ¥ 5,187 million or 46% from ¥ 11,299
million in FY 2016 to ¥ 16,486 million in FY 2017. The increase is
attributable to strong growth in revenues coupled with operational
control on cost.

Provision for Taxation
Net provision for taxation was at % 6,616 million for FY 2016-17.

Profit for the year
Profit after tax for the year increased by ¥ 3,758 million to
% 10,340 million from % 6,582 million.

Other Comprehensive income

Other comprehensive income comprises of re-measurement

of defined benefit obligation and fair value changes of equity
instruments through other comprehensive income net of income tax
thereon. The figures for current year are ¥ 123 million vis-a-vis ¥ 56
million for previous year.

FINANCIAL POSITION
Non-Consolidated Financial Position as on 31 March, 2017 as
compared to 31 March, 2016.

Property, plant and equipment, investment property, capital
work-in-progress and intangible assets

During the year, addition to the Company’s block of assets (other than
CWIP) is ¥ 948 million. This is mainly on account of purchase of plant
and machinery and computer equipments. The capital expenditure is
mainly funded out of internal accruals.

This is partially offset by depreciation / amortisation for the year.

Capital Work-in-Progress increased by ¥ 524 million to ¥ 987 million
as on 31 March, 2017.

Non-Current Investments

Non-current Investments have decreased from ¥ 17,942 million as
on 31 March, 2016 to % 11,364 million as on 31 March, 2017. The
decrease is mainly on account of certain investments reclassified as
current investments based on maturity.

Current Assets

Current Assets mainly represent Current Investment, Inventories,
Trade Receivables, Cash & Bank Balances, Loans, Other Financial
Assets, and Other Current Assets. The increase in current assets by
¥ 18,080 million from ¥ 35,274 million to ¥ 53,354 million is mainly
attributable to increase in current investment by 11,629 million,
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increase in inventories by ¥ 2,356 million and other current assets by
% 2,627 million and balance on account of others.

Inventories

Programmes and film rights held by the Company increased by
% 2,356 million from ¥ 13,366 million as on 31 March, 2016 to
% 15,722 million as on 31 March, 2017.

Current Investment

Current Investment has increased by ¥ 11,629 million to ¥ 15,029
million as on 31 March, 2017 from ¥ 3,400 million as on 31 March,
2016. This is mainly due to certain investments being reclassified
as current investments based on maturity and additional short-term
investments in mutual funds.

Trade Receivables

Trade receivables net of provision for bad and doubtful debts stood
at ¥ 9,801 million in FY 2017 as against ¥ 9,539 million in FY 2016.
The age of net debtors is 73 days of sales in FY 2017 as against 83
days of sales in FY 2016.

Cash and Bank Balances

The cash and bank balances lying with the Company, as on

31 March, 2017 was ¥ 5,431 million as against % 3,851 million on
31 March, 2016.

Loans and Advances (Current)
Loans have decreased to ¥ 1,542 million from % 1,750 million on
account of repayment.

Other current assets

Other current assets have increased by ¥ 2,627 million, from

% 2,432 million on 31 March, 2016 to ¥ 5,059 million on 31 March,
2017 mainly on account of operational advances given during

the year.

Share Capital

There is no change in the Paid-up Equity Share Capital of the
Company. The Paid-up Equity Share Capital of the Company as at
31 March, 2017 stands to ¥ 960 million.

Borrowings

Borrowings represent non-current portion of fair value of redeemable
preference shares (RPS) and vehicle loans. Vehicle loan funds as on
31 March, 2017 stood at % 8 million, down from % 9 million. RPS
aggregates ¥ 15,262 million in current year vis-a-vis ¥ 17,140
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million in previous year. This is on account of reclassification of Current Liabilities and Provisions
current maturity of RPS transferred to current liabilities of ¥ 3,815 Current Liabilities and Provisions mainly represents Trade Payables,
million. Statutory Dues, Unearned revenue, provisions and other payables etc.
The same has increased by % 6,200 million to ¥ 14,496 million as
Non-current provisions on 31 March, 2017 from ¥ 8,296 million as on 31 March, 2016. The
Non-current provisions pertain to retirement benefits, and have increase is mainly attributable to reclassification of current maturity
marginally increased from ¥ 411 million as on 31 March, 2016 to of redeemable preference shares of ¥ 3,815 million and increase in
¥ 441 million as on 31 March, 2017. trade payables by % 1,233 million.

CONSOLIDATED

FINANCIALS

5-YEAR MOVEMENT OF REVENUE GROWTH Z in Milions
A. RESULTS OF OPERATIONS
, ) ) ) Total Revenue
We have provided a comparison between Audited figures for FY 2017 70,000
and FY 2016. The financial results includes share of associates and
joint ventures based on equity accounting. 60,000
REVENUE UL
Total revenue increased by % 6,506 million, or 11% from % 60,076 40,000
million in FY 2016 to ¥ 66,582 million in FY 2017 on account of 38,457
revenue growth across businesses. 30,000
Revenue from Operations 20,000
The Company’s operating revenue increased by % 6,217 million or 10,000
11%, from % 58,125 million in FY 2016 to T 64,342 million in
FY 2017. - 2012-13 2013-14 2014-15 2015-16 2016-17 —o—

Amount

Advertising revenues witnessed a growth of % 3,083 million (9%),
from % 33,652 million in 2016 to ¥ 36,735 million in 2017.

Subscription Revenue increased by ¥ 2,050 million (10%), from 5-YEAR MOVEMENT OF TOTAL EXPENDITURE % in Milions
20,579 million in FY 2016 to ¥ 22,629 million in FY 2017.

Total Expenditure

Other operating income includes syndication and sale of sports 50,000
rights, programmes and film rights, commission on space selling etc. 45,000 42,989 e
which has increased by % 1,084 million (28%) to ¥ 4,978 million in
FY 2017 from % 3,894 million in FY 2016. 40,000
35,000 36,200
Other Income 30,000
Other income increased by ¥ 289 million (15%) from % 1,951 million 25,000 27,453
in FY 2016 to ¥ 2,240 million in FY 2017. Increase in other income 20,000
is mainly on account of interest received. 15,000
Expenditure 10,000
Total operational expenditure increased by Z 2,084 million (5%), 5,000
from 42,989 million to ¥ 45,073 million. This increase in cost is - 2012-13 2013-14 2014-15 2015-16 2016-17

Al t
attributable to higher content costs. moun
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Operational Cost / Cost of Goods

Operational cost has increased by 1,841 million (7%) to ¥ 27,825
million in FY 2017 as against ¥ 25,984 million in FY 2016. The
overall increase in operational cost is mainly attributable to increase
in cost of amortisation of programming and film content.

Employee Benefit Expenses
Employee cost increased by ¥ 1,057 million, or 21%, from % 4,986
million in FY 2016 to ¥ 6,043 million in FY 2017.

Other expenses

Administrative and other expenses decreased by T 814 million (7%),
from ¥ 12,019 million in FY 2016 to ¥ 11,205 million in FY 2017.
The reduction is mainly on account of marketing and distribution
expense.

Operating Profit

The Company’s operating profit increased by ¥ 4,133 million (27%),
from ¥ 15,136 million in FY 2016 to ¥ 19,269 million in FY 2017.
The operating margin is at 30% for FY 2017. The increase in
operating profit is mainly attributable to increase in revenue during
the year coupled with optimisation in operating costs.

Finance Costs
Finance costs decreased by ¥ 226 million (14%) from ¥ 1,598
million to ¥ 1,372 million.

Depreciation and Amortisation

Depreciation increased by ¥ 375 million (48%), from 777 million
in FY 2016 to % 1,152 million in FY 2017. Increase is mainly on
account of depreciation on additions during the year.

Fair value loss on financial instruments at fair value through
profit and loss is mainly on account of fair valuation of redeemable
preference shares and fair value change in financial instruments.

Exceptional item for the current year represents gain on sale of
major part of sports broadcasting business alongwith transfer of
entire equity stake held in wholly owned subsidiary viz. Taj Television
(India) Private Limited.

Profit before Tax

Profit before tax increased by % 15,281 million or 111% from

% 13,728 million in FY 2016 to ¥ 29,009 million in FY 2017. The
current and previous year’s figures are not comparable on account of
exceptional item.

Provision for Taxation
Provision for taxation increased by ¥ 1,313 million, to ¥ 6,804 million
in FY 2017 from % 5,491 million in FY 2016.
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Profit for the year

Profit for the year increased by ¥ 13,968 million (170%) to ¥ 22,205
million from ¥ 8,237 million. Figures are not comparable on account
of profit generated during the current year from sale of major part of
sports broadcasting business.

FINANCIAL POSITION
Consolidated Financial Position as on 31 March, 2017 as compared
to 31 March, 2016.

Property, plant and equipment, Investment Property, Capital Work-in-
Progress and Intangible assets and Intangible assets in progress.

During the year, the additions to the block is of ¥ 2,418 primarily in
plant and machinery and buildings.

In the current year, the goodwill has reduced % 6,167 million. This
is mainly on account of derecognition of goodwill relating to sports
business.

Capital work-in-progress increased by ¥ 166 million to ¥ 1,270
million as on 31 March, 2017.

Non-current Investments

The increase of % 4,276 million in non-current investments to

¥ 11,868 million as at 31 March, 2017 from ¥ 7,592 million mainly
represents treasury investments.

Non-current assets

The non-current assets consisting of capital advances, income tax
assets, claim receivables and other assets have decreased by

% 117 million to ¥ 6,992 million in FY 2017 as against ¥ 7,109
million in FY 2016. The decrease is mainly attributable to decrease
in capital advances by ¥ 260 million partially offset by marginal
reduction in advance taxes.

Current Assets

There has been an overall increase in current assets by % 26,708
million, from % 54,233 million in FY 2016 to ¥ 80,941 million in
FY 2017.

Inventories

Programmes and film rights held by the Company have increased
from % 13,180 million on 31 March, 2016, to ¥ 16,843 million on
31 March, 2017. The increase mainly represents unamortised film
rights and programmes.

Investments

The increase of % 4,276 million from ¥ 7,592 million to ¥ 11,868
million in current year is mainly due to certain investments
reclassified as current investments based on maturity and additional
current investments made during the year.
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Trade Receivables

Trade receivables net of provision for bad and doubtful debts stood at
% 13,059 million in FY 2017 as against ¥ 13,482 million in FY 2016,
reflecting an reduction of ¥ 423 million. The age of net debtors is 74
days of sales in FY 2017, as against 85 days of sales in FY 2016.

Cash and Bank Balances

The cash and bank balances lying with the Company, as on

31 March, 2017 were ¥ 26,133 million as against ¥ 9,631 million on
31 March, 2016 reflecting a strong cash position in the Company.

Other financial assets includes loans, deposits and other assets
aggregating to 3,755 million as on 31 March, 2017 vis-a-vis
3,773 million as on 31 March 2016.

Other current assets comprises of trade advances, prepaid expenses,
and indirect taxes aggregating to ¥ 9,283 million as on 31 March,
2017 vis-a-vis 6,575 million as on 31 March, 2016. The increase
is primarily on account of operational advances.

EQUITY AND LIABILITIES

Equity Share Capital

During the year, there is no change in the equity share capital of the
Company.

Borrowings

Borrowings represent non-current portion of fair value of redeemable
preference shares (RPS) and vehicle loans. Vehicle loan funds as

on 31 March, 2017 stood at % 11 million,down from % 9 million.
RPS aggregates % 15,262 million in current year vis-a-vis % 17,140

million in previous year. This is on account of reclassification of current
maturity of RPS transferred to current liabilities (% 3,815 million).

Long-term Provisions

Long-term provisions consisting of retirement benefits have increased by
T 233 million, from %534 million to ¥ 767 million as on 31 March,
2017.

Non-Current liabilities
Non-current liabilities represent the advance received towards
syndication of sports content which is Nil for the current year.

Current Liabilities and Provisions
Current liabilities and provisions mainly represent trade payables,
statutory dues, unearned revenue, provisions and other payables etc.

Current liabilities and provisions as on 31 March, 2017 have
increased by ¥ 4,139 million, at ¥ 17,750 million as on 31 March,
2017 vis-a-vis ¥ 13,611 million on 31 March, 2016.

The increase is mainly attributable to reclassification of current
maturity of redeemable preference shares of ¥ 3,815 million.
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RISK
FACTORS

b4

EXTERNAL RISK

FACTORS

INDUSTRY RISK

EVER-CHANGING TRENDS IN MEDIA SECTOR

Audience tastes are constantly evolving and difficult to predict with
accuracy. People’s tastes vary quite rapidly along with the trends and
environment they live in. This makes it virtually impossible to predict
whether a particular content would do well or not. With the kind of
investments made in ventures, repeated non-performance of the shows
would have an adverse impact on the bottom-line of the Company.

SLOWDOWN IN DTH / DIGITAL ROLLOUT

The uptake of pay digital services by subscribers has been a very
encouraging sign for all broadcasters. Contrary to the global trends, in
India, the under-declaration in the analogue cable system has led the
broadcasters to be more dependent on advertising revenues, which

tend to be cyclical in nature and more affected by the macroeconomic
factors. Completion of rollout of Phase | and Phase Il cities took longer
than expected. Phase lll rollout is currently underway. It may take longer
to realise revenues from Phase Ill and Phase IV cities as their rollouts may
not be completed on time.

COMPETITION FROM OTHER BROADCASTERSS

The Company operates in a highly competitive environment that is subject
to innovations, changes and varying levels of resources available to each
broadcaster in each segment of business. The GEC genre is amongst the
key genres for all advertisers and hence is most lucrative to all the TV
broadcasters. Any new competition in the space can have an impact on
the Company’s revenues.

BUSINESS ENVIRONMENT RISK

MACROECONOMIC ENVIRONMENT

Macroeconomic environment can be a potential source of risk.
Moderating growth, along with high inflation, can adversely impact
advertising revenues of the Company, which forms it's the largest
component of revenues.

THE COMPANY MAY BE EXPOSED TO FOREIGN EXCHANGE RATE FLUCTUATIONS
The Company receives a significant portion of its revenues and incurs
a significant portion of its expenses in foreign currencies, particularly
US dollars and UK pounds. Accordingly, the Company is exposed to
fluctuations in the exchange rates between those currencies and the
Rupee, which is the Company’s reporting currency. This may have a
substantial impact on its revenues and expenses.
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SLUGGISH CONSUMER UPTAKE IN THE INTERNATIONAL MARKETS

ZEE has been a pioneer in the international markets and has the highest
market share amongst all South Asian broadcasters across Europe and
USA. Indian content in these markets serves the preference of a niche
audience and ZEE has strong relations with distribution platforms in
these markets. This gives the Company the confidence that it will retain
market share in key geographies. Given the global economic slowdown,
consumers may find it difficult to upgrade their packages, and hence
value growth from these markets may get affected.

REGULATORY RISK

UNCERTAINTY IN RULES & REGULATIONS

The M&E industry is governed by the rules and regulations framed by the
Ministry of Information & Broadcasting as well as industry bodies such

as TRAI. The rules such as price regulation have a direct bearing on the
revenue potential of the Company. The existing as well as future rules and
regulations can impact the financial performance of the Company.

INTERNAL RISK

FACTORS

COST OF PROGRAMMING MIX MIGHT AFFECT THE COMPANY'S BOTTOM-LINE
The Company always strives to have a competitive edge by providing
viewers the best possible content. ZEE would have to incur high
expenditure to provide an impetus on its programming and content from
time to time. The resulting increase in costs might not necessarily perk up
its revenues proportionately.

INVESTMENTS IN NEW CHANNELS

The Company may from time to time launch new channels. Content for
these channels is either created or acquired. The success of any new
channel depends on various factors, including the quality of programming,
price, extent of marketing, competition etc. There can be no assurance
that the Company will be as successful in launching new channels as it
has been in the case of its existing channels.

INCREASE IN COST OF CONTENT ACQUISITION

The Company spends a significant amount for acquisition of rights to
telecast sporting events, movies and music rights, and library content
rights. Any future contracts may be at higher costs, which may put
pressure on the Company’s margins.
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HUMAN RESOURCE
DEVELOPMENT

The real asset of your Company is its People. Apart from
the normal operations related to Human Resources,
your Company strives to implement corporate branding
practices, succession planning and maintaining a steady
flow of talent pipeline. Your Company has 3,000+
employees with favourable demographics. More than
75% of employees are less than 40 years of age and

on average the employees have been there with the
Company for more than 4 years.

The Company’s people philosophy SAMWAD has helped
focus on creating great managers and making ZEE a
great place to work. SAMWAD monthly conversations
gives an opportunity to employees to interact with their
managers and explore new initiatives. This not only helps
employees to enhance their entrepreneurial spirit but also
helps them to track their monthly performance and get
constructive feedback.

During the year, your Company achieved the certification
as a Great Place to Work® by the Great Place to Work®
Institute, India. Based on this framework, it was revealed
that Zee Entertainment had significantly positive employee
perception and robust people practices, which identified it
as an organisation with a Great Culture.

INTERNAL CONTROL
& VIGIL MECHANISM

The Company’s internal control systems are
commensurate with the nature of its business and the
size and complexity of its operations. These are routinely
tested and certified by Statutory as well as Internal
Auditors and cover key business areas. Significant audit
observations and follow up actions thereon are reported
to the Audit Committee. The Audit Committee reviews
adequacy and effectiveness of the Company’s internal
control environment and monitors the implementation

of audit recommendations, including those relating to
strengthening of the Company’s risk management policies
and systems.
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NOTICE

Notice is hereby given that the Thirty Fifth Annual General Meeting of the Equity
Shareholders of Zee Entertainment Enterprises Limited will be held at ‘Nehru Auditorium’,
Nehru Centre, Dr Annie Besant Road, Worli, Mumbai 400 018 on Wednesday, the 12th day
of July 2017, at 11.00 a.m., to transact the following business:

ORDINARY BUSINESS:

1. To receive, consider and adopt the Audited Financial Statements of the Company
prepared under Indian Accounting Standards (Ind-AS) on a standalone and consolidated
basis, for the financial year ended March 31, 2017 including the Balance Sheet as at
March 31, 2017, the Statement of Profit & Loss for the financial year ended on that
date, and the Reports of the Auditors and Directors thereon.

2. To confirm Dividend paid on Preference Shares for the financial year ended March 31,2017,

3. To declare Dividend of ¥ 2.50 per Equity share for the financial year ended March 31,
2017.

4. To appoint a Director in place of Mr Subodh Kumar (DIN 02151793), who retires by
rotation, and being eligible, offers himself for reappointment.

5. To appoint Statutory Auditors in place of Auditors retiring on rotational basis and fix
their remuneration by passing, with or without modification(s), the following resolution
as an Ordinary Resolution.

“Resolved that pursuant to the provisions of Sections 139, 142 and other applicable
provisions, if any, of the Companies Act, 2013 read with the Companies (Audit and
Auditors) Rules, 2014, M/s Deloitte Haskins & Sells, LLP, Chartered Accountants (Firm
Registration No. 117366W/W-100018), be appointed as Statutory Auditors of the
Company, in place of retiring auditors M/s MGB & Co., LLP, Chartered Accountants (Firm
Registration No. 101169W/W-100035), to hold such office until the conclusion of the
40th AGM to be held in the year 2022, subject to ratification by Equity Shareholders
every year, at such remuneration to be determined by the Board of Directors of the
Company.”

SPECIAL BUSINESS:

6. Toconsiderandifthoughtfit, to pass with or without modification(s), the following resolution
as an Ordinary Resolution.
“Resolved that pursuant to Section 148 of the Companies Act, 2013, read with Rule
14 of Companies (Audit and Auditors) Rules, 2014, Mr. Vaibhav P Joshi (Membership
No. 15797) Proprietor of M/s. Vaibhav P Joshi & Associates, Cost Accountants (having
Firm Registration No. 101329) appointed by the Board of Directors of the Company
as Cost Auditor for the financial year 2016-17 be paid remuneration of Rs. 3,00,000
(Rupees Three Lakhs only) plus applicable taxes and out of pocket expenses.”

1. Toconsiderandif thoughtfit, to pass with or without modification(s), the following resolution
as a Special Resolution.
“Resolved that pursuant to Sections 149, 152 and other applicable provisions of
Companies Act, 2013 (‘Act’) and the rules made thereunder read with Schedule IV of
the Act, Mr Manish Chokhani (DIN 00204011), who holds the office of Independent
Director of the Company until March 31, 2018 and in respect of whom the Company
has received a notice in writing from a member under Section 160 of the Act proposing
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his re-appointment for the second term, be and is hereby re-appointed for the second
term as an Independent Director of the Company not liable to retire by rotation for a
period of three years from April 1, 2018 until March 31, 2021.”

8. Toconsiderandifthoughtfit, to pass with or without modification(s), the following resolution
as a Special Resolution.
“Resolved that in supersession of the Special Resolution passed by the Members at the
34th Annual General Meeting held on July 26, 2016 and pursuant to Section 94 of the
Companies Act, 2013 (‘Act’) read with Companies (Management and Administration)
Rules, 2014 and other applicable statutory / regulatory provisions, all the Registers to
be kept and maintained by the Company under Section 88 of the Act including Register
of Members / Debenture-holders / Other Security-holders, etc., and copies of Annual
Returns prepared under Section 92 of the Act together with copies of certificates and
documents be kept and maintained at the office(s) of the Company’s Registrar and
Share Transfer Agents M/s Link Intime India Private Ltd., at their registered office at C
101, 247 Park, LBS Marg, Vikhroli (West), Mumbai 400 083, instead of the Registered
Office of the Company.”

Equity Dividend, if approved by Members at the Annual General Meeting, will be paid on or
after July 18, 2017, to all those equity shareholders whose name appear in the Register
of Members of the Company, after giving effect to all valid share transfers in physical
form lodged with the Company or its Registrar on or before the Record Date i.e. Thursday,
July 6, 2017 and in the list of beneficial owners furnished by National Securities Depository
Limited and/or Central Depository Services (India) Limited, in respect of Equity Shares held
in electronic form, as at the end of the business day on Thursday, July 6, 2017.

By Order of the Board

M Lakshminarayanan
Chief Compliance Officer & Company Secretary

Place: Mumbai
Date: May 10, 2017

Registered Office:

18th floor, A Wing, Marathon Futurex

N M Joshi Marg, Lower Parel

Mumbai 400 013

CIN: L92132MH1982PLC028767

E-mail: shareservice@zee.esselgroup.com
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NOTES:

A member entitled to attend and vote at the meeting may appoint a proxy to attend and
vote on a poll on his behalf. A proxy need not be a member of the Company. A person
can act as proxy on behalf of not exceeding fifty Members and holding in the aggregate
not more than 10% of the total Equity Share Capital of the Company. Any Member
holding more than 10% of the total Equity share capital of the Company may appoint
a single person as proxy and in such a case, the said person shall not act as proxy
for any other person or member. The instrument appointing proxy should, however, be
deposited at the Registered Office of the Company not less than 48 hours before the
commencement of the Meeting.

Corporate Members are requested to send to the Registered Office of the Company, a
duly certified copy of the Board Resolution, pursuant to Section 113 of the Companies
Act, 2013, authorising their representative to attend and vote at the Annual General
Meeting.

Explanatory Statement pursuant to Section 102 of the Companies Act, 2013, relating
to the Special Business to be transacted at the Annual General Meeting is annexed.

In accordance with Section 139 of the Companies Act, 2013 read with the Companies
(Audit and Auditors) Rules, 2014, on recommendation of the Audit Committee, the
Board of Directors have recommended for consideration at the Annual General
Meeting the appointment of M/s. Deloitte Haskins & Sells LLP, Chartered Accountants
(Firm Registration No. 117366W/W-100018) as the Statutory Auditors in place for
retiring Statutory Auditors M/s. MGB & Co., LLP, Chartered Accountants, for a period
of five years i.e. until the conclusion of the 40th AGM of the Company to be held in the
year 2022, subject to ratification of their appointment by the Equity Shareholders at
every AGM, at such remuneration as may be determined by the Board of Directors of
the Company.

M/s. Deloitte Haskins & Sells LLP, Chartered Accountants, have provided requisite
consent and certifications under Section 139 of the Companies Act, 2013 and has
confirmed that they hold valid certificate issued by the Peer Review Board of ICAI as
required under SEBI Listing Regulations.

Additional information, pursuant to the SEBI (Listing Obligations and Disclosure
Requirements) Regulations, 2015, on Directors recommended by the Board for
appointment / re-appointment at the Annual General Meeting forms part of the Report
on Corporate Governance in the Annual Report.

In connection with the proposed re-appointment of Mr Manish Chokhani as Independent
Director not liable to retire by rotation, the Board of Directors have reviewed the
declarations made by Mr Manish Chokhani confirming that he meets the criteria of
independence as provided in Section 149(6) of the Companies Act, 2013 and the Board
is of the opinion that Mr Chokhani fulfills the conditions specified in the Act and the rules
made thereunder and is independent of the management of the Company.

Members who wish to obtain information on the Financial Statements for the year
ended March 31, 2017, may send their queries at least seven days before the
Annual General Meeting to the Chief Compliance Officer & Company Secretary at the
Registered Office of the Company or by e-mail to shareservice@zee.esselgroup.com

FINANCIAL STATEMENTS

7.

Interim & Final Equity Dividend for the Financial Year ended March 31, 2010, which
remains unpaid and unclaimed, will be due for transfer to the Investor Education
and Protection Fund of the Central Government (IEPF) in June and December 2017
respectively. Members who have not encashed their dividend warrants for Interim
and Final Dividend issued by the Company for the financial year ended March 31,
2010 or any subsequent financial years, are requested to lodge their claims with the
Company’s Registrar and Share Transfer Agents.

Members may further note that, pursuant to Section 124 of the Companies Act, 2013,
read with the IEPF Authority (Accounting, Audit, Transfer and Refund) Rules, 2016, as
amended, all Shares on which Dividend remains unclaimed for 7 (seven) consecutive
years or more are liable to be transferred to IEPF-Suspense Account. Members are
further advised that in terms of applicable provisions of the Act and IEPF Rules,
Unclaimed Dividends and Shares transferred to IEPF can be claimed from the Fund
after following process pres