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Our world now needs a massive
dose of positivity to heal itself.
Interestingly, that's the critical
purpose that propels our business.
Positivity in thought and action.

We are expanding our role and
responsibility as the harbinger

of positive change in society,
deeply weaving in the cultural
nuances of specific regions, the
flavour and flamboyance of people
there and above all, the evolving
aspirations of New India.

Asa
growing national
radio brand with a
purpose-driven business
strategy, we work every
day to win hearts
and lift spirits.
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We carefully curate refreshing
and innovative content that
strikes a responsive chord with
millions of people and acts as a
catalyst for change.

Pertinent social messaging by way
of insightful campaigns and digital
activations help augment our
influence and start conversations
around pressing social concerns.
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INDIA'S MOST LOVED

RADIO NETWORK

We belong to the Jagran Prakashan group and are inspired by its
rich legacy. Our differentiated and credible content makes us one
of India's most preferred radio networks. We develop our library in
tune with the evolving preferences of customers.

Simple and engaging offerings that resonate with a diverse set

of consumers are our signature. From the world of music and
melody to pressing societal concerns, we deliver content and drive
campaigns that bring lasting positive difference to people’s lives.

Our focus on developing hyperlocal content helps us
lead the Indian FM space with continued trust,

affection, and loyalty of our listeners.

Radio stations
bringing impactful
and fresh content

Properties focused
on effecting social
transformation

Ahead with Panache

Private FM
broadcaster in India

4.3 million*

Facebook page
likes, first among
Indian radio stations

02

24.7°

Listenership share,
enabling us to
emerge as No.1 radio
station in Bengaluru

69 million#*

Listeners, first for an
Indian broadcaster

Accolades that speak
for our efforts

By Great Place To Work
among Best Large
Workplaces in Asia 2020

13.7%

Listenership share,
making us the No.2
radio station in Delhi

15.3%:

Listenership share,
enabling us to
emerge as No.1 radio
station in Mumbai

*  Source: RAM Data, TG: 12+ All, Statistic: Share%,
Period: Week 1, 2013 to Week 22, 2020, Place of Listening: All

** Source: RAM Data, TG: 12+ All, Statistic: Share%,
Period: Week 1, 2019 to Week 22, 2020, Place of Listening: All

# Source: Number of followers/subscribers from Radio City India Facebook
Page as on March 31, 2020

## Source: AZ research baseline study April 2019, TG: 12+ All, 34 markets
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Vision
To be the most influential
audio entertainment Values
network across the country! ATTITUDE OF A LEADER

Influencing opinions and bringing
about a positive change across
the industry, trade, listeners,
employees, society
and shareholders.

Mission
To be the leader
offering the most
credible, efficient &
glocal infotainment
that enriches
people’'s lives.

KEHNA KARNA NIBHANA

TOUGH LOVE

COLLABORATE

ACCOUNTABILITY

INTEGRITY
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THE NAME INDIA TRUSTS

Our growing pan-India presence helps us
connect with a wide diversity of audience
and integrate their insights into the
content we create.
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CROWNING MOVES

Radio City Super Singer, our exclusive talent
hunt, successfully culminated its 11t season with
a media exposure of 10.71 crores and

4.65 lakhs participants.

@ Ek Kapda Abhiyan was our winter clothes
donation drive across Agra, Gorakhpur, Kanpur,
Lucknow and Bareilly. We garnered 2.3 crores
digital exposure, reaching 2.83+ lakhs netizens
within 2 hours.

@ Radio City Cine Awards Season 3 was
organised in Pune, registering a resounding
30+ lakhs votes.

@ Gaddha Pehelwan was one of our endeavours to
make travel smoother during the monsoon season
across UP, Patna, Delhi and Ranchi. \We harnessed
a 1.23 crores digital reach, painted 150 potholes
and repaired 50+ potholes.

@ Viral City was our digital and on-air platform
where our influencer RJs Salil and Archana invited
internet stars. The episodes featured 80 lakhs
views on YouTube.

@ City Icon Awards 2019 was organised in

Mumbai, Pune, Kolhapur, Chennai, Hyderabad
and Karnal, generating ¥ 1.04 crores in revenue.
We felicitated businesses and business icons for
their industry contribution.

@ Dabbewale ka Dabba Bharo, our fundraiser for
Mumbai's Dabbawalas, who ensure we never go
without a meal at work, kickstarted during the
lockdown. Mumbaikars contributed heartily to the
cause, helping raise ¥ 21 lakhs.
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Thaagam Theerpom was our initiative to supply
50,000 litres of drinking water to localities with
a scarcity across Coimbatore and Madurai,
benefiting over 24,000 households.

Garba Premier League, our biggest activation
and largest RWA connect for Navratri, helped
us mingle with 110 RWAs and maintain direct
engagement with ~50,000 listeners in Gujarat.

City Cha Bappa was our Maharashtra activation
that ran for over 10 days. We participated in
Ganpati celebrations, covered 70 RWAs, and
established direct connect with 35,000 listeners.

Kavach Story helped enhance awareness on
health and hygiene among pre-teen girls and boys
in Mumbai. We donated % 7 lakhs, distributed the
Radio City Kavach Kit, including innerwear from

a leading brand.

Badal Daal Hyderabad spread awareness on
women safety, public behaviour and social
responsibility. The event covered over

15+ colleges and reached 15,000 students.

Joke Studio LIVE, our popular on-air property,
helped us close the year on a humorous note,
with over 1,500 fans of our in-house 'Kishor Kaka.

1

#02Movement included a plantation drive, with
1,000 people in participation. Land spanning

3 acres was reserved for Delhi's first manmade
forest, in association with the North MCD.

We closed the fiscal with an impact, unveiling
the revamped Radio City app, comprising
entertainment features and original shows, with
1.02 lakhs app downloads and 38% growth in
daily downloads.
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Key Performance Indicators

OUR PROGRESS
IN NUMBERS
Revenue  in crores) EBITDA zin crores)
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EBITDA Margin () PAT Margin ()
326 349 23.1 17.3 19.0 11.4

Fy18 FY19 FY18 FY19 FY20
Return on Gapital Return on Net
Employed (ROGE) () Worth (RONW) ()

139 14.9 5.9 8.6 10.2 4.5

T
<
=
0
2

1

[Xe]

FY20

n
<
=
(o9}
n
<
[y
N}

FY20



Annual Report 2019-20 Ed

[ ] ’ (]
Chairman’s Perspective

MANAGING A SUSTAINABLE
AND PROFITABLE BUSINESS

DEAR SHAREHOLDERS,

The year 2019 was challenging for the global economy, with growth
slowing down from 3.6% in 2018 to 2.9% in 2019, the slowest
growth rate since 2009. From the beginning of 2020 the world had to
combat the scale and impact of an unforeseen event like COVID-19.

Source: IMF, World Economic Outlook, Chapter 1 - The Great Lockdown, Report May 2020

The AROI survey
findings have put
radio listenership second
only to TV at 56 million reach.
Engagement on radio has gone
up by 23% at 2 hours and
36 minutes. Radio continued to be
one of the most reliable sources
of information.

Source: A-Z Research PPL & AROI Studly.
All SEC 18+ UA: Mumbai, Delhi, Bangalore, Kolkata,
Pune & Hyderabad,
AROI Research field work March 30, 2020
to April 4, 2020
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Panic-stricken governments across the world implemented
partially thought-through measures like isolations,
lockdowns and widespread closures to slow down the
spread of the virus, protect lives and allow healthcare
systems to cope. However, these measures brought

global economic activity to a complete halt, much worse
than the 2008-09 financial crisis. It is widely believed that
the contraction is likely to be even worse than expected,

as governments initiate a start-stop methodology to

open the lockdown.

The Indian economy, which was already reeling under

a prolonged slowdown due to sluggish consumption
and poorly implemented policy initiatives, has also

been significantly impacted by the pandemic with the
government imposing a nationwide lockdown from
March 25, 2020. While the lockdown has disrupted both
the demand as well as the supply side of the economy,
its effects will continue to send consumption shocks

for a period of time as job and wage losses impact all
sections of society.

If we take a macro sector-specific perspective, India’s
Media and Entertainment industry grew by 9% in FY20 to
reach ¥ 1,822 billion from ¥ 1,674 billion the previous year.
However, the current fiscal year will see a de-growth of

% 250 billion as part of the COVID-19 impact and significant
disruption in economic activity.

Following a continued economic slowdown, coupled with
the COVID-19 impact during the last quarter, our revenue
from operations in FY20 de-grew by 24% at % 247.82
crores vis-a-vis ¥ 324.71 crores in the previous year.

To minimise the consequent financial impact,

we continued with our cost rationalisation initiatives,
which have resulted in a total cost saving of ¥ 30.2 crores
annually. As a result, our EBITDA stands at%¥ 57.14 crores,
and our net profit was ¥ 28.21 crores during

the reporting period.

I am happy to share that recently, the Association of Radio
Operators for India (AROI) commissioned an independent
survey to understand the impact on media consumption
during the COVID-19 lockdown. The AROI survey findings
have put radio listenership second only to TV at 56 million
reach. Engagement on radio has gone up by 23% at

2 hours and 36 minutes. Radio continued to be one

of the most reliable sources of information.

In FY20, the Company issued bonus shares in the ratio
of 1 (One) bonus equity share of ¥ 2 each for every 4 fully
paid-up equity shares.

The Radio City Team

We believe that operational excellence is achieved
through a continuous emphasis on processes, research
and best-in-class people practices. Our focus on people
has ensured that we are recognised among 'India’s Best
Workplaces for Women 2019 and ranked among the
Top 75 organisations on the list. 'India's Best Workplaces
for Women' is a celebration of the best work cultures

in the country, especially the ones that have made

the work environment welcoming and safe for their
women employees.

Way Forward

The COVID-19 pandemic will have a huge and

negative impact on all sectors, including the Media and
Entertainment industry since the ad-spend pressure

will continue to linger on the back of a weak economy
and lower domestic consumption. | am sure that sooner
than later, the government will extend financial help by
waiving licence fees and paying long overdue amounts as
requested by the industry to keep afloat this medium of
mass communication. However, media companies like us
with a strong balance sheet, comfortable liquidity position
and business, having managed our costs prudently

as a practice, should be able to weather this storm

better than others.

Before | conclude, | would like to thank our listeners,
advertisers, shareholders, governments, bankers and
most importantly our Radio City team for contributing
to our journey.

| am confident that Radio City will continue to deliver
on stakeholder expectations and live up to the
trust reposed in it.

Warm regards

Vijay Tandon
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POSITIVITY IN THE AIR

India's Media & Entertainment (M&E) industry has evolved
considerably in the recent years, owing to enhanced digital
accessibility and faster adoption. However, in FY20 the
industry had to grapple with a sluggish economy and weak
consumer confidence. Notwithstanding macro headwinds,

our industry grew by 9% last year.

Amid concerns around slowing consumption, the number of digital consumers tripled

[Source: FICCI Report on EY Building a better working world]. The country's FM radio industry
market size is projected to be around ¥ 44.5 billion by FY24 [Source: Statista 2020]. Over the
preceding five years, the NCR, together with Maharashtra have emerged as the leading markets for
FM radio in the country. TV remains the largest revenue generator for the industry and India may see

a billion screens in the next five years.

India's M&E sector reached % 1.82 trillion, recording
a growth of 9% over 2018

- Growth is expected to reach % 2.42 trillion by 2022
ata CAGR of 10%

- Digital media overtook filmed entertainment in 2019
to become the third largest grossing segment of the
sector and is projected to surpass print by 2021

Numbers recorded are prior to the pandemic outbreak

MGE Sector Outperformed the
Indian Economy

M&E sector growth vs. nominal GDP growth

8.9%
7.8%

5.3%

2012 2013 2014 2015 2016 2017 2018 2019

e NoOMinal GDP (% growth, y-0-y)

e Advertising revenues (% growth, y-o-y)
e M&E sector (% growth, y-0-y)
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What the Future
Looks Like

Despite challenges, there are opportunities to be tapped
with localised products and pricing models. The avenues
unlocked by the emergence of digital connectivity have
significantly improved engagement between content
creators and consumers. One can expect greater
innovation in content formats, dissemination means,

and business models, going forward.

Macro turbulences and softening advertisement revenue
are tangible risks, thus requiring industry stakeholders to
conceive novel ways to deliver superior value propositions
for advertisers, while generating profitability. During times
of transformative upheavals, the industry and regulators
must work more cohesively to introduce enabling policy
and legislative frameworks for the M&E sector to grow

to its potential.



:

Corporate Overview

Statutory Reports Financial Statements

Trends during the
Lockdown

« Radio penetration grew uniformly across urban India.
Most socio-economic segments recorded healthy
penetration growth

- Time spent on radio grew by approximately
30 minutes or 23% across segments, with highest rate
of 28% in Sec-D/E

«  Across SEC segments, there was a shift to in-home
listenership. Out-of-home consumption also remains
significant at 14%, from radio on mobile

«  Caraudio system used to feature as the second
mode of listening, but came down to near nil during
lockdown days

«  FMradio set purchases dropped from 14% to 9%,
stemming from lower SECs

«  82% of the population tuned into radio for daily
credible information, entertainment and much more
during the lockdown

INDIA
FEELS

AT HOME
WITH
RADIO.

AT HOME LISTENERSHIP INCREASED
BY 22% FROM 64% TO 86%
DURING THIS LOCKDOWN PERIOD.
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The following trends have been observed during the
period of nationwide lockdown necessitated by the
COVID-19 pandemic:

+  Media consumption was impacted positively across
most media vehicles

«  Significant growth in television and radio usage
alongside time spent

« Onan average, each radio listener spent approximately
2 hours and 36 minutes on the medium

«  Engagement for radio secured the second spot with
rise in listenership by 2.5 hours per day

« Anoverall radio consumption of 131 million
person-hours daily was recorded

Penetration

78 82 90 55

Overall Sec-A

83 88

Sec-B

77 85

Sec-C

70 88

Sec-D/E

. Pre COVID-19 lockdown . During COVID-19 lockdown

Sources: A-Z Research PPL & AROI Study. All SEC 18+ UA: Mumbai, Delhi, Bangalore, Kolkata, Pune and Hyderabad,

AROI Research field work March 30, 2020

FICCI & EY India Report - India's Media and Entertainment Sector 2020

13
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FY20 saw the world navigate a health crisis of
unimaginable scale and socio-economic ramifications.

If there is one big lesson that this global crisis has
taught us, then it is the need for citizens and enterprises
to stay positive, engage more intimately with
stakeholders and build a future-focused plan of action.

Positivity Makes
us Resilient

The outbreak greatly dampened spirits among consumers
and stakeholders, with people being confined inside

their homes for months. We took stock of the situation
and drove campaigns that were light-hearted and yet
communicated some key messages.

#GARVSEGHARPAR

An initiative that encouraged staying home as the best
contribution to easing the situation, this was promoted on
Facebook, Twitter, Instagram and our website alongside
circulation within the trade fraternity through E4M.

L

ST
Garvse
GharPar

NGl e
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#RADIOCITYNAMASTE CHALLENGE

We kept our listeners occupied with various initiatives,
such that they didn't need to step out. They were
requested to record their best dance moves and send to
us to stand a chance to feature on our social media pages.

DABBEWALE KA DABBA BHARO

Cognisant of the effects that the lockdown has had

on daily wage earners, which has also been felt by the
Dabbewalas of Mumbai, we started an initiative that
raised ¥ 21 lakhs in funds for the livelihood of those who
ensure we are well fed at work every day.

nam e cape \ S22

Dabbewale ka Dabba Bharo

I ]

BEROK ZINDAGI

This campaign witnessed doctors come together on air to
break myths around inhalers across our 39 radio stations.
The programme was also promoted on our digital platforms.
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CONCERT FROM HOME

This truly singular feat, spanning 12 states and broadcast
on our 39 stations, saw eminent musicians and singers
come together to perform from their homes, in a bid

to rescue our listenership from the monotony of being
confined to their homes. Listeners across India showed
unmatched response and tuned in to our foot-tapping
concert between 10am and 11am and 6pm and

7pm every day.

Days of ongoing
concert

100+

Musicians
in participation

21 DAYS BACK TO BASE CAMPAIGN

We organised our first ever radio workshop over 21 days,
which was attended by experts from walks of life - food,
fashion, marketing, social media, photography, among
others. The video reached over 30,000 viewers, received
9,000+ likes and 20 shares on our social media platforms.

LOCKDOWN RISHTEY

To spread positivity during trying times, we initiated
campaigns to help listeners break free from the sameness
of home confinement. RJ Palak engaged with them by
sharing skin care tips, healthy food recipes and mental
health awareness, whereas comedians Atul Khatri and
Nishant Tanwar added laughter to the routine. Tips on
new wedding fashion and trends were also discussed
along with 'Lockdown Rishtey', a month-long podcast
series on rediscovering our bond with loved ones.

The campaign reached 350,000 people and recorded
450,000 impressions.

Engaging with Listeners
Ilnlme

Joke Studio with Kishore Kaka was a Gujarati on-air and
digital IP in which Kishore Kaka shared his hilarious
views on age, religion, relatives, food and more.

The videos received over 40 lakhs views on YouTube

Our humorous Gujarati web show, Peli Vaato, featuring
Kishore Kaka and RJ Harshil, received over 26 lakhs
views on YouTube

«  Organised a concert from home - South (Tamil, Telugu,
Kannada) on Facebook Live via OBS with
10 lakhs views and 1.3 million reach for the property

Khayalon Wali Khidki was a motivational and
concept-based digital show where RJ Jiah spoke on
pertinent subjects and extended motivation through
impactful oratory. As on March 2020, the videos crossed
over 8 lakhs views on Facebook

Technology to Gombat
the Pandemic

With a strong business continuity and disaster recovery
plan, we have strengthened our technology and IT
infrastructure and implemented 'work from home' for
our employees

«  The adjusted arrangements helped operations run
with 100% employee strength during the sudden and
mandatory lockdown period

It was the first time that our RJs, Production and Creative
teams were running regular live shows from their homes

+  Dedicated virtual number server set-up was implemented
using which individual RJs contacted listeners on phone
for live interaction, interviews and recordings

As a responsible organisation, our top priority has been to
ensure the safety of employees, clients and shareholders.
We circulated a precautionary and behavioural advisory
among employees before office resumed in May 2020

to enable transparent communication that builds

trust. Some safety measures that we have been strictly
following are recording employee temperature via infrared
thermometer before entering office, providing and
wearing mask compulsory at office, installing sanitiser
stands at our reception, daily deep sanitisation of office
infrastructure and other touchpoints and observing social
distancing by sitting at 6 feet distance from one another.
We are not encouraging any internal or vendor meetings
and have initiated work from home (WFH) for employees
coming from containment zones and private bus service
for employees availing public transport in Mumbai.

15
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CATALYSTS FOR

POSITIVE CHANGE

Our Company is focused on conceiving ideas that can
leverage our wide network to influence and empower

communities and stakeholders.

As part of the Womens' Day campaign during the year,
we recognised 20 women across Chennai and Bengaluru
who overcame mental, situational and social hurdles

to achieve something exemplary and unique, inspiring
millions along the way.

Radio Gity Par Amdavad
Ki Thu Thu Mein Mein

A campaign designed to make Amdavadis more cognisant
of civic dos and dont's, it communicated a key message

to stop spitting at public places. This campaign was
conducted in association with Ahmedabad Municipal
Corporation and we visited 20 traffic signals and

30 paan shops.

16
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AWARDS

Taste of Ghennai Awards

We reviewed and rewarded a variety of restaurant
concepts and recipes, based on theme and signatures
dishes. Restaurants were nominated categorically, and

the most popular dishes from different restaurants were
rewarded. We recognised over 20 restaurants from the city.
Encouraged by the success, we took the same property to
the Bengaluru market.

Gollaboration with LMRG

We extended an association with the Lucknow Metro

Rail Corporation (LMRC) for exclusive selling rights

of the content. Following are some developments

around the project:

« A 3-year contract on exclusive branding and selling
rights of LMRC content feed through a multi-pitch
tender process

The collaboration was announced through a trade
event at Hotel Lebua among stakeholders

«  The feed reached out to over 75,000 commuters daily
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PADyatra Season 2

Our award-winning initiative, PADyatra with influencer

RJ Divya shattered myths around menstrual hygiene. In its
second season, the activity positively influenced listeners
and busted stereotypes on menstruation in the most
impactful manner.

PADyatra was initiated on Girl Child Day (January 24)

with the Education Minister and Deputy CM of Delhi,
Manish Sisodia in attendance. He appreciated our

efforts and shared knowledge on menstrual awareness
programmes at Delhi's government schools. A 400-sg-cm
advertisement on DJ and a hoarding on DND was placed
to support the activity.

This Women's Day, we initiated Women Not Allowed, a
singular stand-up comedy session where the jokes were
on men, by men. The show was uploaded on digital
platform and received over 900 views and 200 likes, while
5 popular social media handles shared the content.

3,000+

Instagram story
views on our
videos

RAG A MEIN o
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#PlasticKeFools

Radio Gity Par Plastic
Ke Fools

This was a campaign against single-use plastics and aimed
at driving behavioural change among common citizens.
We raised awareness on plastic alternatives, such as

paper bags, glass water bottles, among others. To make

it a truly people-centric campaign, our Prime Minister,

Shri Narendra Modi, encouraged students, all of whom
collectively made 15,000 paper bags from newspapers.

15,000

Paper bags made
by children
across India

Khel Khaddon Ka

The first monsoon showers make city roads, pockmarked
with potholes, difficult to commute. We decided to raise
the concernin a light-hearted and engaging manner.

The activity garnered over 100 messages on WhatsApp,
showcasing images of dangerous potholes from the
localities of our listeners. The digital post saw 3,000 views
on our page within 2 hours.

17
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YOU'VE PRAYED FOR THEM,
NOW VOTE FOR THEM

CITY CIN C1AL A5 YOS
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City Cine Awards

As India's leading radio network, we entertained regional
fans of the Marathi movie industry on one of the most loved

#OZMOVEI'I'IEIII award platforms of the year, City Cine Awards.

This was our effort towards finding a long-term solution
to Delhi's pollution concern with plantation drives and
building the city's first manmade forest at Keshavpuram,

nosas

in association with North Municipal Corporation of Delhi 30

(MCD). Virendra Sehwag, Jasbir Jassi, Daler Mehndi and lakhs+
the CEO of the Election Commission supported this Votes received by
initiative along with various organisations and schools. the Pune edition

Radio Gity Itlu Mee Ghelli
I,ooo+ This was a Raksha Bandhan exclusive in Hyderabad

People and the activity saw us request people of the city to
participated in the write letters and send an eco-friendly rakhi to soldiers
plantation drive safeguarding our borders. Through the campaign we
facilitated individuals to physically drop in their letters
at our offices. Alternatively, our RJs travelled to 15
colleges and 20 schools around the city to collect these
letters. We received a truly overwhelming response
from the public.

3,000

Saplings planted
in the drive

12,576

Letters delivered to
our brave soldiers

18
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MUMBAI Kl JALEGI
Har Diwali Ghar Roshan
Iss Diwali Shehar Roshan

We ushered in Diwali with our heartfelt endeavour to

light up the city streets doused in darkness with solar

LED lights. This initiative is especially close to our hearts,
having served the dual purpose of spreading festive
cheer and raising awareness on sustainable electrification
in a city where streetlights are often absent or faulty.
Eminent personalities like Tapsee Pannu, Bhumi Pednekar,
Rajkummar Rao, Mouni Roy among others,

have supported the cause.

Our RJs visited the city's four busiest traffic signals

and rewarded those who followed rules meticulously.

The activity was conducted in association with Surat traffic
police across signals with a daily pedestrian count of
1,000 people per hour.

90,000

People impacted

N ol

W AT
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Badal Daal Hyderabad

This recurring campaign was crafted to throw light

on shared concerns, including women's safety, public
behaviour and social responsibility, among others.

We approached one subject each fortnight, coupled

with on air and on ground visits by RJs. Commissioners,
women officers, lawyers and government officials showed
their widespread support for the campaign. Some of the
pledges involved saving more water, honking as less as
possible when driving, the latter organised at 4 traffic
signals in the city.

~7 lakhs

6,000

Pledges to be
more responsible
citizens undertaken

People impacted
through the
campaign
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SPEAKING A LANGUAGE THAT
BRINGS CITIZENS TOGETHER

At Radio City, our engagement initiatives are
consistent, continuous, and conducted in a manner
that strikes a responsive chord with our listenership.

CONSUMER ENGAGEMENT INITIATIVES FY20

FM ARTE

Radio City
4 L JAERAN INITIATIVE

A

Radio City J¥

[ ] [ ] [ ]
Radio City Super Family
Radio City Super Family was an activity organised for
and among our listeners, with an Indian family in mind.
We covered 12 RWAs in Bengaluru and 10 in Chennai,

where we engaged with the listeners by playing interesting nadiu citv nl GanESha

and recall-building games.

The campaign was an effort to promote
ecological consciousness during Ganesh Chaturthi
festivities across 30 locations in Bengaluru and
z 500 Hyderabad. The on-ground activities ran for 7 days
9 in Bengaluru and 9 days in Hyderabad. We took
Bengaluru on the Bappa Promise, encouraging people in
households Mumbai to celebrate responsibly and implemented
partook in the initiatives for the cause.

2,000

Chennai households
engaged in the
campaign

campaign
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JITNI PYAAS HAI
UTNI HI BUJHAQ,
FULL GLASS KYON?
CUTTING PAANI
MANGAO

R
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Gutting Paani, Mumbai

This was our strategy to address the ever-growing water
shortage concern in Mumbai and raise awareness on the
urgent need to become more water-positive.

The initiative was supported by Mr. Santosh Shetty, the
President of Indian Hotel and Restaurant Association,

who pledged that 5,000 restaurants under him will only
serve Cutting Paani. The official music video of Cutting
Paani was shared by the Ministry of Jal Shakti, which went
viral on social media. Many Bollywood celebrities also
came forward to support our cause and urged their fans to
adopt our water conservation practices.

9,000

Restaurants
pledged to serve
Cutting Paani

The grand festival of Maharashtra saw us join our
listeners for the City Cha Bappa programme,

one of our biggest consumer connect interventions,
covering 110 RWAs and ~50,000 listeners for

direct engagement

We celebrated Siddhi Bag at Ahmednagar and asked
kids to draw their favourite cartoon characters.

We got an overwhelming response, with about

700 student participants

With another initiative, we created good brand rub-off
with on-air and on-ground coverage. The engagement
initiatives invited the crowd to open a lock using a key

with grand prizes for the winner. RJ Kedar headed the

event at Seasons Mall

Although Navaratri is celebrated majorly in party plots
and clubs, it is performed with great fervour inside
housing societies. We conducted the Garba Premier
League in Gujarat to reach out to residents across the
city, who enjoy and play Garba at their own societies
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Social
Media
Traction

YouTube channel Instagram
(Radio City) (Radio City)

0 Facebook radiocity.in website
Q Twitter

Number of followers, subscribers, online radio stations, playlists and streams
as on March 31, 2020

Digital Awards FY20

viDEA AWARDS 2019 GOLDEN MIKES (BRONZE) ACEF AWARDS 2019 (GOLD)
Category Sector Specific Awards Category Broadcasters Category Online Media
Sub-category Best Video Contentina Sub-category Best Digital/ Web Sub-category Successful
Digital Campaign for a Streaming by a use of CSR
Cause/NPO/NGO/CSR Radio/Network Activity
Campaign Radio City Kar Campaign Radio City Hip Hop Campaign Radio City Kar
Mumbaikar (online radio station) Mumbaikar

INDIAN CONTENT LEADERSHIP

GOLDEN MIKES (SILVER) M CUBE AWARDS 2019 AWARDS 2019 (GOLD)
Category Broadcasters Category Sector Specific Awards Category Content As A Product
Audio Radio/Podcast

Sub-category Best Digital/ Web Sub-category Best Digital Campaign (Audio Radio/Podcast)
Streaming by a by/for a Cause/NPO/ Sub-category Best Entertaining Content
Radio/Network NGO on Radio/Podcast

Campaign Aam Aadmi Ki Khaas Campaign Ek Kapda Abhiyaan Campaign Aam Aadmi Ki Khaas
Kahaani Kahaani

Ilpgrades in FY20

State-of-the-art IP console or audio mixer and studio
equipment installed at Mumbai and Bengaluru for
improving listener experience

Equipment leverage latest audio over IP technology with

advanced features like Live-Wire technology and remote
access capabilities

Advancement of Nagpur Transmitter with new FM
transmitter installed with excellent sound clarity
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Viral Gity

Viral City began in September 2019 and was our on-air
and digital IP where we interviewed digital sensations
across platforms like YouTube, Instagram, among

others. Digital personalities whose content go 'viral’

were interviewed by RJs Salil and Archana. They asked
questions on the interviewee's journey, what they did
right to become popular, and other related things on their
field of expertise.

T STTILLLL)

n'*'

virAL i & | 80 1akhs+

ﬁ'EITv- \r’ Views on YouTube
ﬁ/ .
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This was our Gujarati on-air and digital IP in which Kishore

Kaka spoke candidly of his views on age, religion, relatives,

food and more.

40 1akhs+

Views on YouTube

Our humour-based Gujarati web show featuring
Kishore Kaka and RJ Harshil was quite a success with its
target audience

A programme launched in August and streaming on our
Facebook page, this was shot at the Facebook Studios
in Mumbai. It featured eminent Indian musicians for an
interview. Some of the talents in attendance were Nikhil
D'Souza, Sukhwinder Singh, Badshah, among others.

18 1akhs-+

Views on
Facebook

This was a programme dedicated to expression of
feelings through the moving poetry of our in-house
wordsmith, RJ Ved.

10 lakhs+

Views on
Facebook

Khayalon Wali Khidki

One of our motivational and concept-based digital
shows, here RJ Jiah spoke on the most relevant
subjects of the time and motivated the audience.

Views on
Facebook
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We launched this activity during Navratri, 2019. It was a
Guijarati language show broadcast on air and digital media,
in which RJ Harshil interviewed famous Gujarati singers.
The singers included eminent names from the Gujarati
Music Industry like Vikram Thakor, Gaman Santhal, Kinjal
Dave and so on.

2.4 lakhs-+

Views on YouTube

6 1akhs+

Views on
Facebook

Taste of Bengaluru

This digital and on-air IP launched in January 2020 and
was managed by RJ Rajas, Bengaluru who reviewed the
best quality and sought-after restaurants in the city.

=
ELHEGALY R

6 1akhs+

Views on
Facebook
and YouTube

One of our most niche digital IPs, this was a platform
where we interviewed famous Indian Hip Hop artistes.
Some eminent personalities who were invited include MC
Stan, MC Altaf, MC Heam, among others.

9.4 lakhs+

Views on YouTube

4 HIPHOE, 81
MG ALTAF

Taste of Kovai

Another production from our on-air and digital IP, this was
led by our Coimbatore RJ, Maria. She covered the best and
most sought-after restaurants from Coimbatore. In some
episodes, Maria also reviewed food and restaurants in
association with food vloggers from Tamil Nadu like Irfans
View, Sothu Mootai.

T,
<« 1.4 1akhs+

THSTE OF KOVAI

Views on YouTube

Radio Gity App Revamp

Towards the end of the year, we revamped the Radio City
app and the version now offers a perfect blend of our
originals with entertainment features. Earlier an only-music
app, the new version includes exclusive celebrity videos,
interviews, photo galleries, online radio stations, and
podcasts of our originals.

We also updated the user interface with contemporary
designs and filters to help users navigate through the app
seamlessly and consume more content.

38%

App downloads

Growth in
daily download
average

Gontent Syndication

All radiocity.in entertainment news, movie reviews, photo
galleries in English were made available on msn.com and
the daily hunt website as well as application.

Number of views and downloads as on March 31, 2020



Radio City

Our marketing campaigns and events
demonstrate the spirit we stand for
as a brand. They unveil opportunities
for talent to be discovered in the
entertainment industry and educate
citizens on crucial subjects in a simple
and entertaining format.
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City Ka Gixxer Jockey

Part of our college and youth hangouts activation initiative
to look for the next great voice of the city, we sought
someone perfect as a radio host. With delivery of test ride
numbers during RCSS, Suzuki Motorcycles repeated this
test-ride-focused radio lead activation plan with us, across
specific geographies that included markets where we do
not have a presence.

23,138 43 days

Test drives in Of radio and
18 days on-ground plan

Cities in campaign
coverage

Radio Gity Super
Singer Season 11

During the year, we hosted the 11t season of the radio singing

talent hunt, Suzuki Gixxer's Radio City Super Singer, to continue

our efforts of turning the spotlight onto some of India's brightest

talents. Our creative approach helped reach over 69 million listeners

through our holistic presence across on-air, on-ground, and digital

media. Over the years, the platform has discovered and encouraged

many promising singers and helped them showcase their skills. SUZUKI

PRESENTS
|0.7| crores 4.55 lakhs

Total media exposure People participated
72 JAGRAN INITIATIVE

320. 260 26, SUPER
o covered activation SING=R

\ SEASONFII#
0.171ahs 1,000 39

Registrations Registrations on Broadcasting stations DRIVEN BY:
generated through microsite due to digital where it aired RALCO
regional promotions influencer connect TYRES

Radlo City
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100 Days of Cricket

Indian Premier League: \We organsied power-packed
engagement activities during the Indian Premier League,
as part of our eighth year of being the official radio partner
of Mumbai Indians. The programmes helped promote the
team’s core theme of One Family.

Cricket World Cup: One of the biggest events of the year
was the India-Pakistan cricket World Cup and we organised

COME AND WITHESS THE BIGGEST CRICKETIMNG RiVALRY

INDIA V5 PAKISTAN | 16™ JUNE, 2019 a preview of the match at an Inox screen in Delhi. As an

extension of Cricket ka Blockbuster, our RJs initiated the
”EE[EFE”B””Eda #NeelaPehanKeAa challenge and engaged listeners to

win tickets for the match.

A voting awareness campaign was conducted in Delhi prior
to the state elections in February 2020. Led by our Delhi
RJs Aadi and Manav, a Harley Davidson Motorcycle rally
from India Gate to Central Park was arranged by our

team. The Chief Electoral Officer in Delhi and Election
Commission, Ranchi supported us in the cause.

The campaign reached every corner of the city with the
slogan, 'Mat Kar - Kyunki tera matdan badlega Hindustan'
Running across on-air, on-ground and digital platforms,
the initiative was supported by eminent personalities like
Mr. Ranbir Singh, the Chief Electoral Officer, Mr. Satnam
Singh, Special Chief Electoral Officer, first voter of the
country, Shri Shyam Sharan Negi (103 years old),

stand-up comedians like Gaurav Kapoor, Hasya Kavi Ashok
Chakradhar, Arun Gemini among others.

Ranchi Dikhao Apni Ungli Ka Power: In Ranchi,

it was moderated by RJ Shanvi (Brand Ambassador of
Jharkhand Election Commission in Ranchi). She was present
for on-ground promotions across colleges, market areas,
and so on. We promoted the activity with two

half-page print ads in Dainik Jagran and Inext,

besides taking 10 outdoor sites on barter.

28
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Promoting the Brand

« Holi Huddang, Patna: A fun-filled on-ground concert
in Patna, attended by Bhojpuri star, Khesari Lal
Yadav, the initiative was organised during Holi. It was
promoted extensively on our radio, print and outdoor
platforms across the city. The show was a massive
success with over 3,000 attendees.

« Love Guru and Drive Time Shows: These campaigns
are among our consistent branding tools for over
four months across prime locations. We took on the
following activities:

Outdoor
- Promotion in Patna for over 15 days to push the
mother brand and sub brand recall

= Drive Time Show with RJ Ginnie (morning) and
RJs Aadi-Manav (evening)

- RJs Neha and Pankaj moderated the outdoor
events at important locations across Varanasi

- RIJs Raashi and Mayank oversaw the outdoor
promotion in parts of Lucknow

Print
— Published print ads in Delhi Press magazine,
Grehsobha

- Entered the Inext strategic deal for a print ad of
40 sqg. cm to be published daily for six months on
Drive Time Jocks, Love Guru, Babber Sher,

Ullu Calls in UP, Bihar and Jharkhand

- Promoted drive time jocks for Love Guru across
HT City and TOIl in Delhi, Lucknow and Patna

Brand Synergy Gampaigns

BADE RODE HAI ISS RAAH MEIN
In accordance with the novel Motor Vehicles Amendment
Act 2019 and in partnership with Inext, we brought out the

ground level realities of commuters and the administration.

We targeted the most crowded and busy traffic signals of
the city and undertook their maintenance responsibilities.

1,200

Commuters surveyed

43,200 sq. cm

Print space in Inext
9,000+ 292
Locations reached

Calls and text
messages

BIN MEY PHEK

This campaign with Inext kickstarted the cleanliness drive
on Gandhi Jayanti. It ran for 30 days in sold markets and
15 days across unsold markets.

20,000 610

Pledges of responsibility Locations reached

9,000+ 450+

Calls and WhatsApp Wastebins installed
Messenger responses

1,08,000 sq. cm

Print space

BACHA RAHE BACHPAN

We were part of this campaign with Inext to spread
awareness on sexual abuse of children through an
amalgamation of surveys, real survivor stories, school
activations, counselling and experts. On air and on ground,
the campaign turned out to be impactful.

9,000

Parents in
participation

1,100

Respondents
outlined in survey

1,98,000

Print space

1 million
Digital
impressions

3,900

Students

Real stories
featured

LENDING A HELPING HAND

The unprecedented 2019 flood in Kerala adversely
impacted lives and livelihoods. However, our radio station
was live through these critical times to provide real-time
updates. We featured the heroes who came forward in
these times and titled them 'City Ke Heroes'. They got
felicitated by Vadodara authorities in a glitzy event.
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TRAILBLAZERS
HELP US TRIUMPH

The infectious energy and
enthusiasm of our people
strengthen our brand and the
connect with our audience.

This would not have been possible
had it not been for our go-getters.

We recognise their contributions
and seek to extend opportunities
for their professional growth, and
become an employer of choice
with well-articulated

engagement initiatives.
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BALFOE CITY. |

Lo TN R

LET YOUR
VOICE
BE HEARD!

LN

69 87

On-roll junior Mid-management
management recruits inducted

recruits inducted

VOICE WORKSHOP
26™ & 27" Now.
Mumbal

Learning and
Development

Person-hours of Off-roll junior _
We ensure that our work environment is conducive training, including mana?ement recruits
to learning and to this end we launched e-Learning, neo-growth were mduc.ted for
an internal bite-sized learning platform for employees neo induction

employees. During the year, we undertook the
following initiatives:

» Voice Workshop, an endeavour to help 18 adult
participants refine their voice modulation skills

« Corporate induction, a process to familiarise
new recruits with company policies,
vision and mission.

« Xchange & Xcel, an initiative to give our
employees an opportunity to travel and explore
different cities and markets, interact with
colleagues, and find out about the multiple ways
in which the business functions.

- Digi Evangelist, a session for the sales and
digital media teams to discuss success stories
and updates in the digital media space to help
improve and maximise revenue generation

143 136 10
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HEALTH
DA

For our Employees’ Health

To ensure good health and well-being of our employees,
we organised healthcare camps and celebrated

World Yoga Day, World Heart Day and Mental Health
Day. A day-long camp was arranged, which included
checking blood pressure, glucose and body mass index
of employees. Dr Soniya Solanki, a junior surgeon from
Raheja Hospital - Matunga, provided individual employee
consultations. She shared insights on healthy eating,
exercise, meditation, yoga and correct sitting postures.

The Workplace of Ghoice

We are enthused to have been recognised among the
Top 5 best companies to work for by the Great Place To
Work platform. As an organisation invested in building
an environment that is conducive to employees, this

is an especially encouraging validation of our efforts.
We pledge to stay true to this recognition and uphold
diversity, work-life balance and a collaborative approach
at the workplace.

MUSIC BROADCAST LIMITED =
RANKED 47 By

GREAT PLACE TO WORK *
AMONG BEST LARGE
WORKPLACES IN ASIA, 2020

]

Mere than 7 2 millias empboyois participated ia Lhe BPTW stady
scrazs B Aalan region cosntries,

#ProudRadioCityzens

e 8
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At Radio City, we believe in maintaining great employee
relationships and creating a positive environment at
the workplace. Employee engagement is an important
tool for us to remain connected with our people and
celebrate days that hold significance for them.

Throughout the year, we execute various events to
continue nurturing a personal bond with our employees.
These include planning and celebrating together various
festivals throughout the year. Another such event is
'Cheers to Peers' wherein new recruits are welcomed to
the workforce and employees get a chance to share a
cheerful moment with their peers along with fun activities
and birthday celebrations.
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Radio City
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RAG RAG MEIN
DAUDE CITY.

Recognising Exemplary
Performance

Rewarding and valuing the work done by our people

is a way to ensure continuous motivation and greater
productivity. Some of our awards include City ka Sitara,
Star of the Month, Sher of the Month,

and Achiever of the Month.

Work-Life Balance

We believe in the necessity of maintaining work-life
balance and thus we follow a culture that allows
employees flexible working hours and an option to work
from home. We introduced birthday leaves for employees
among other employee-friendly policies.

Retaining Talent Pool

Some of the defining ways in which we ensure that
our relationship with our people is long, productive
and happy, are:

* Role elevation: \We provide a platform where
employees can witness long-term growth, based on
their potential and performance. During the year,
there were 29 role elevations.

« Buddy chats: To gain an insight into our employees'
well-being and address their concerns, we try to
remain connected with them through buddy chats.

«  Station visits: Our HR visits multiple stations to
connect with each employee, check on their
well-being and resolve their concerns.

«  Employee transfer: \We help employees should they
wish to be transferred to some other location, if there
is a relevant opening of similar nature, through location
transfer.

« Reverse mentoring: A six-month cross-functional
learning programme was launched to expand
employee knowledge base. Mentors from across
functions are assigned mentees for six sessions at the
end of which mentees submit learning sheets.

Regular Town Halls

During these sessions, our CEO personally addresses
the teams on achievements, scope of improvements and
measures to be taken to enhance productivity. Town halls
make our employees feel valued and a part of the
organisation's overarching narrative.

Radio Gity School of
Broadcasting

Music Broadcast Limited is the only radio network to
have set up a broadcasting school, which conducts
training programmes to develop talent and train
individuals interested in working with the radio industry.
We offer specialisations in radio jockeying and radio
production, sales or digital media. So far, 12 batches have
been trained by us.
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Radio Jockeys

THE INFLUENCERS BEHIND
THE BEST OF ENTERTAINMENT

RJ Salil
Mumbai

RJ Archana
Mumbai

RJ Palak and RJ Harshit
Mumbai

RJ Ved
Jaipur

RJ Akhil
Kanpur

RJ Ginnie
Delhi

RJ Nethra
Bengaluru
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RJ Harshil
Ahmedabad

RJ Shonali
Pune

RJ Karan
Mumbai

RJs Aadi Manav
Delhi

RJ Divya NAADI NARS

Delhi BHENN . =

RJ Bharath
Chennai
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THE VOICE OF POSITIVE CHANGE

Our campaigns integrate the challenges and experiences
across Indian communities. We are cognisant of pressing
concerns of national interest and collaborate with
individuals, artistes, and communities for impactful change.

ricinnie J§ n MAFIA

A three-week-long campaign addressed concerns around
illegal parking and people being overcharged at high
footfall areas like Hauz Khas village, Karol Bagh, New Delhi
railway station and hospitals. We placed over 50 banners
outside parking lots and other areas urging listeners to
raise the issue with us. The sting operation video was
shared with the Commissioner of NDMC to unmask the
parking mafias on our page and social media handles.

The result - the Chairperson of the Standing Committee
of the Municipal Corporation of Delhi (South),

Mr. Rajpal Singh, in conversation with RJ Ginnie, promised
action and implemented price correction within 24 hours
of the broadcast. RJ Ginnie also ensured that a penalty of
¥ 10,000 was levied on offenders and the entire parking
was made free for a day for commuters at the New Delhi
Railway Station (NDLRS).

36
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Radio Gity Kavach Story

We organised a health drive to enhance awareness on
health and hygiene among pre-teen girls and boys in
Mumbai. With an aim to bust myths around subjects like
sexual well-being, menstruation and basic cleanliness, we
arranged for counselling workshops, contributed ¥ 7 lakhs
and distributed the Radio City Kavach Kit. In association
with a leading brand, we also donated inner wear for the
underprivileged.

Gooling the Gity

With the temperature reaching 40-44 degrees in Gujarat,
we distributed juice bottles at traffic signals and to people
who were required to work outdoors in the scorching heat.
Our RJs went on ground every day and helped Amdavadis
and Suraties hydrate themselves.

































































































































































































































































































































































































































