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SAFE HARBOR

This presentation and the accompanying slides (the “Presentation”), which have been prepared by Music Broadcast Limited (the “Company”), have been
prepared solely for information purposes and do not constitute any offer, recommendation or invitation to purchase or subscribe for any securities, and shall not
form the basis or be relied on in connection with any contract or binding commitment what so ever. No offering of securities of the Company will be made except
by means of a statutory offering document containing detailed information about the Company.

This Presentation has been prepared by the Company based on information and data which the Company considers reliable, but the Company makes no
representation or warranty, express or implied, whatsoever, and no reliance shall be placed on, the truth, accuracy, completeness, fairness and reasonableness
of the contents of this Presentation. This Presentation may not be all inclusive and may not contain all of the information that you may consider material. Any
liability in respect of the contents of, or any omission from, this Presentation is expressly excluded.

Certain matters discussed in this Presentation may contain statements regarding the Company’s market opportunity and business prospects that are individually
and collectively forward-looking statements. Such forward-looking statements are not guarantees of future performance and are subject to known and unknown
risks, uncertainties and assumptions that are difficult to predict. These risks and uncertainties include, but are not limited to, the performance of the Indian
economy and of the economies of various international markets, the performance of the industry in India and world-wide, competition, the company’s ability to
successfully implement its strategy, the Company’s future levels of growth and expansion, technological implementation, changes and advancements, changes
in revenue, income or cash flows, the Company’s market preferences and its exposure to market risks, as well as other risks. The Company’s actual results,
levels of activity, performance or achievements could differ materially and adversely from results expressed in or implied by this Presentation. The Company
assumes no obligation to update any forward-looking information contained in this Presentation. Any forward-looking statements and projections made by third
parties included in this Presentation are not adopted by the Company and the Company is not responsible for such third party statements and projections.



RADIO CITY POST COVID - STRONGER,
SMARTER, BETTER

Emerging out of the crisis with a stronger Balance Sheet- Zero debt and Cash /Cash Equivalents
improved to Rs. 226 Cr ( Q3 21)

Radio Medium - Gained both on credibility and engagement in the crisis

New opportunities for revenue opened out — SMEs/Micro entrepreneurs/Smaller cities/Local clients
using a low cost medium to build their brands

@ Huge reach inroads made by legacy media brands into the digital universe have created massive
17 opportunities for monetizing




RADIO CITY - THE REVENUE LEAP

Q3 Ad-Volume Growth — YoY
9%
With volumes back to pre-covid levels, we see yield improvement
as the next step

-2%
Radio City Industry

No of new clients/ advertisers on RC/Radio

Market share 5,079
New advertisers who moved to radio will give it an upsurge as ticket size goes up 1696
Radio City Industry
Presence across platforms (Reach In Mn)
241
172

The leap from radio only to Radio + Digisphere trebles the reach we deliver 69 + r—

-
Radio Digisphere Radio City

Presence



Radio City — Experienced at Bouncing

Back !

Revenue 298 325
EBITDA - m Radio City emerged stronger post the Sub
543 @ Prime Crisis with CAGR of 15% over next 6
. years including 2 years of 25%+ growth
203
157 160
TR -5 I
109 113
88 ?}7 ‘ This time the scope to grow even bigger

ﬂ * More experienced team
@ »  Far greater revenue opportunities

+  Substantial cost savings implemented

FY09 FYEI:E).. FY11l FY12 FY;L?;: FY14 FY15 FYlé FY17 FY18 FY19 FY20



REACHING
hgl=
MULTIVERSE

Always with the listener;
anytime, anywhere



INCREASED CONTENT CONSUMPTION:

More time at home has led to a heightened demand for content and an

expansion of fan bases

New routines are redefining the idea of
prime time

* Entertainment is no longer primarily an after-work or
after-school affair.

* A quarter of respondents watch TV or stream content
without sound while working every day and 30%
listen to spoken word audio, such as podcasts, radio
or talk shows at least once a week.

Source: Kantar Profile, Facebook 1Q, Age 18+, Survey Size 2000



HYBRID CONSUMPTION HERE TO STAY:

People want a hybrid social experience

People are likely to take the best of both worlds,
continue using digital for experiences that are
convenient, but are likely to return to live events
and concerts once it is safe

42% of global consumers who watched a
livestreamed concert or play for the first time due
to the pandemic saying they could see themselves
continuing to do so for years to come. Ex: Concert
from Home

Source: Kantar Profile, Facebook 1Q, Age 18+, Survey Size 2000



INCLUSIVE DIVERSITY:

People's appetite for culturally diverse
content is growing

* People have been exploring a diverse range of
content, 49% of Americans listening to music in a
non-English language. Similar trend of increase in
Regional Music is seen in India

» Example: across a survey of 17 countries, 38% of
people say that K-pop from South Korea is very
popular

Source: Kantar Profile, Facebook IQ, Age 18+, Survey Size 2000



PROLIFERATION OF CHOICE:

From content to services, people are navigating the sea of options with
help from others and algorithms

UNPLATFORM: Fresh and Friends and family are

original content drives tastemakers for new content
people across platforms discovery
- When people are deciding  Suggestion and reinforcement from

trusted social connections give
consumers greater confidence that
they'll like the content they choose

which entertainment platforms
to try, original content is a key
influencer.

» 73% of global respondents say that
, when they're with friends and
new“servllce because of a family, they're open to seeing
specific piece of content, say genres or listen to music that they

they did so because of an would not have considered alone
original series exclusive to the

platform.

* 69% respondents who tried a

Source: Kantar Profile, Facebook IQ, Age 18+, Survey Size 2000
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\hile the days of the whale family huddling around the radio to listen to
the evening news are long gone - it does nat mean radio has lost its
place. It just has a different role to play inthe 21st century.

- Nelsen




As per MRUC, nearly 20 crore people in
India listen to FM radio every month, split \
nearly in half between urban-and rural

"‘"" R I

As per MRUC Radio listenership grew by 13%
rban areas since the last research in 2019




FM RADIO IN INDIA: RISE IN ENGAGEMENT

Time spent - Time (in hours) listened to radio in a week (amongst regular listeners)

FM - Metros FM - Non Metros

TSL on radio
continues to grow
in India amongst
regular listeners

201? 2[] 18 2019 Source: AZ Research, TG 14+, Non

metro 9 cities — Metro 6 cities, SEC ABC




RADIO HAS A COMPETITIVE REACH

Number of regular consumers of media options (in Millions)
56 57

2 ® Pre Normal
’ ' ® During New Normal

Social Media Radio Internet Newspaper Source: AROI, All SEC 18+,

~— Across 6 metros > Mumbai,
O A Delhi, Bangalore, Pune,

= o WWW. Hyderabad and Kolkata,
LY @ w Reach in Mn




RADIO AMONG TOP2 HIGH ENGAGEMENT

MEDIUM

HH: MM
O mm—

3.3

=0 Radio

I — 207
.36
1.12 ® Pre New Normal
[E— 115
1.36

® During New Normal

L f )
Social Media
L © ) in)

0.36
0.48

| Newspaper

Source: AROI, All SEC 18+, Across 6 metros - Mumbai, Delhi, Bangalore, Pune, Hyderabad and Kolkata, TSL (HH:MM)



RADIO IS 2ND MOST CREDIBLE MEDIUM

Credibility Score

|

g
3
g

® X T &

Internet 6.44

Radio

——

Newspaper 5.15

Social Media 4.66

©
06
©

Source: AROI, All SEC 18+, Across 6 metros - Mumbai, Delhi, Bangalore, Pune, Hyderabad and Kolkata



EVEN GOI BELIEVES IN THE REACH and

CREDIBILITY OF THE MEDIUM

o~ Narendra Modi @
Thank you for your efforts to further Honorable Prime Minister of India Mr. Narendra Modi asked all Radio players to create
togetherness across India, positive environment in society to avoid fake news. He created a separate group along
with RJs & engaged with different Radio stations to propagate positive & real stories to
over come this situation. This shows there is a huge belief in the medium
& Radio City @ Ci a . . . . . . .
Don't forget to offer your prayers tonight at PM has also Thanked Radio City for its efforts in this testing times.
9PM _|

Mr. Modi choose Radio to do "Mann Ki Baat" and featured positive aspects of Lockdown
& stories related to it, even after addressing the nation via TV about lockdown

@PMOIndia @narendramodi @radiocityindia

#RadioCityBengaluru #coronavirusindia
#LightsOfHope #April5th #BeSafeBengaluru . . . .
#COVID2019 #AaoPhirSeDiyaJalayen This shows that even the Government believes in the Power of the Medium & hence has

inen a responsibility to create positive impact in the Society. /
Twitter Link

DON'T FORGET TO OFFER YOUR PRAYERS



https://twitter.com/narendramodi/status/1246795030532145152?s=09

POWER OF RADIO

Radio performs different roles during the day

Radio performs different roles
during the day.

It plays a significant role in
building the reach in the
morning time bands while it acts
as a supplement medium in the
evenings.

TVR in
(000s)
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Average audience by Dayparts (000s)

RADIO Dominates

2520

302
—

Early morning

S5am-7am

6381

2931

Morning

7 am-10 am

Radio Acts as a

6135

4927 4670
Mid Morning Afternoon
10 am-1 pm 1 pm-5 pm

Source: RAM, TG: AA 12+, TV- Source-

Frequency Building
Platform in Evenings

TV Dominates

12232
9419
Radio
mTv
4010 4013
Evening Late evening
5 pm-9 pm 9 pm-12 pm

TAM, TG: AA 10+; Period: Jan-Feb 2020’ ; RAM Markets



RADIOCITY - The First FM In India

Continuing the pioneering spirit

CONTENT IPs

LOVE GURU
Ranked #1 in Mum, BlIr and Del for 7
years+. The award-winning show
based on relationship counselling for
the last 19 years.

KAL BHI AAJ BHI
Ranked#1 in Mum for 7 years +. The
most-loved retro show on radio

BABBER SHER
Award-winning sparkler is
successfully on-air for 10 yrs +

running

RC JOKE STUDIO
A laughter riot featuring India’s best
Comics and their Sketches

AWARDS £

EVENT IPs

RADIO CITY SUPER SINGER

A country-wide talent-hunt for
singing, running successfully for

12 years. Reach: 60.9 Million

RADIO CITY FREEDOM
AWARDS
Recognising & honouring
independent musicians across
genres and languages for the
last 6 years. Reach: 8.85

million

CITY CINE AWARDS
To recognise and applaud
regional film stars in Telugu,
Tamil, Kannada, Gujarati,
Bhojpuri, Marathi, and Punjabi.
Reach: 20 Million

INTERNATIONAL
COLLABORATIONS

| b |
= i
®MUSIC '.—"

RADIOCITY+APPLE MUSIC
Radio City became the first
Indian radio network to offer
curated playlists on Apple
Music.

RADIOCITY + SPOTIFY
Radio City has partnered with
Spotify, to provide the former's
content exclusively to Spotify

users. The content is in 6
languages with multiple
genres.



RADIOCITY WAY FORWARD

S o o

Industry leader

Pioneer in content — Day 1 FM brand

Leadership in Listenership and market share

Very strong local city proposition “rag rag mein”
High Credibility

82 RJ influencers

39 cities stations with ideal mix of big and medium
cities

Support of Jagran

Extending dominance in the New Age

Reaching the increasingly Hybrid Media consumers
|.  Multi Media deal
Il. Radio plus digital

Content
|.  Audacity
II. Be one stop shop for all audio+digital entertainment
[1l. RC Original Music Label to create independent music
Podcast

Digital unplatform



AHEAD OF THE CURVE -
DIGITAL FIRSTS

1st Web radio network in India

1st FM Player to create a launch pad for
Independent artists with Radio City
Freedom Awards

1st FM player to have a curated playlist on

Apple music to worldwide audiences

1st FM player to launch Web Radio on
Amazon Alexa.

1stin Rank on Facebook



DIGITAL STRATEGY : 1. AUDIOSCAPE

WEB RADIO

* No geographic limitations

* Fuelled by availability of wifi

+ Radio City the 15t Indian
Network to launch web radio
in 2010.

« 17 web radio stations across
key genres.

STREAMING APPS

On-demand content
Discovery of Song, Artist,
Cost of content acquisition
very high

Low monetization
opportunities.

PODCASTS

Variety- Music/Non-Music,
series & spoken word
Highly differentiated
Engaging & customizable
Platform agnostic, format
agnostic.

High monetization
opportunities

Future of Audio



DIGITAL STRATEGY : 2. REACH

MONETISATION

« Genres — Entertainment, Health, « Category experts, problem solvers.
Humor, Finance, Sports  Authentic voice, personal connect

« Multiple Languages - vernacular « Engaging content and better

» Personalization- for every age retention of brand message.

group, for multiple platforms « Opinion leaders



CONTENT ISN’T KING, IT’S THE KINGDOM

In this ever-evolving digital space nothing is permanent.
Brands are publishers and employees too.
The influencers too ride the temporary wave.

The formats of content — long or short or even platforms,
come and go.

But what is here to stay is - Content



CONTENT — ANYTIME, ANYWHERE

Distribution

‘King Maker’.
! .

» Unplatform your content. Let it follow
your listener.

Credibility

* Fake news and Deep Fake are the
biggest problems online
» Authentic content is GOLD today.

» While content is King, distribution is the

Personalization

* One size does not fit all.
* Personalization is the key to content
consumption.

Language

 Vocal for local languages
« Digital economy shifting to Middle India
* Big Platforms making a play for Regional



DIFFERENT STROKES FOR DIFFERENT FOLKS

YT SHORTS + REELS FB & YT TWITTER
_ =  Who: 8-80 yrs. = Who: Gen X and
) wEO{-TSar:githen z =  What: Long form content Millennials
‘;" - orttorm which enables stickiness. " What: Topical &
) _(I:_OH en ‘ content: = Types of content: trending
ypes of content. Celebrity content, Humor, = Types of Content:
Humor, Fitness, Crime and Horror, Current affairs,
Infota_lnment, Sports iahatierel s News, Song /mov_|e
= Duration 15 - 60 mythology, Food releases, Health tips.
seconds ’

=  Duration : 3 Minutes +



Radiocity has created hit regional IPs like Peli Vaato (Gujarati), Style
Mantra( Kannada), Viral City (Multiple languages), Taste of series( Tamil,
Kannada), Star Katta (Marathi)

67 Radiocity RJ influencers are from Tier 2 & Tier 3 markets specialising
in regional language content across various genres like Food, Humor,
Lifestyle, Wellness in 9 languages.

These IPs are distributed through various social media platform. We are
on YouTube and Instagram in other languages and genre: RC Indie, RC
hip-Hop, RC Marathi and RC Tamil and RC Gujarati on YouTube.
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POWER OF INFLUENCERS

« People have high dependence on social media to take multiple decisions
ranging from political to brand affiliation.

« AllInfluencers are adept at Social listening i.e cashing in on what'’s trending
«  Brands that are willing to associate with them see higher interactivity.

«  83% of consumers act because of trusted recommendations.

«  61% find information from “a person like me” to be credible.

« 2 out of every 3 consumers trust influencer messages about a brand more
than a company’s advertising about their own brand.

Nielsen Report data

Estimated Influencer Marketing
Growth (Y-O-Y) in $ Billion
13.8
c® 9.7

N
P b

6.5
4.6

1.7

2016 2017 2018 2019 2020 2021

Source:5000 respondents 2021 survey, Upfluence 2021



POWER OF RADIO+DIGITAL

- It is the age of Hybridisation - workstyles, retail spaces, cars
and above all media consumption.

- Radio has the perfect blend of local content, music and RJs
that listeners are loyal to and has mass reach.

- Digital provides the ability to have one-on-one interactions, be
multiplatform and has mass reach

« According to a study*, when people are exposed to radio
advertising for a brand, they are 52% more likely to include
that brand name in their internet browsing.

- Digital provides the crucial final stage of customer acquisition
to “turbo charge” this part of the marketing process.

152

100

Exposed to all media except  Exposed to radio in addition to
radio all other media

Source: IAB and RAB



STRADDLING MULTIPLE MEDIA

SPACES
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Thank you

RAG RAG MEIN -
DAUDE CITY,
A0 JACRAN INITIATIVE
Music Broadcast Limited
CIN: L64200MH1999PLC137729

Ms. Sangeetha Kabadi
Email : sangeethak@myradiocity.com

Mr. Jimmy Oza
Email: immyo@myradiocity.com

SG A Strategic Growth Advisors

Strategic Growth Advisors Pvt. Ltd
CIN: U74140MH2010PTC204285

Mr. Jigar Kavaiya
Email: jigar.kavaiya@sgapl.net
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