India’s No. 1
ConTech Brand



ZEES5 IS INDIA'S
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Latest Hindi Episodes

13

g
4

LA |
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Sherlyn presents strong ...
E836 @ 26 Nov

Zee TV Shows

Tujhse Hai Raabta =% ,

A significant shift in consumption pattern of entertainment needs

Pragya tells Prachi the tr...
E1723 @ 26 Nov

Cord- Cutting

~38% of respondents could consider cord- cutting in the future as their
entertainment needs are met online. OTT video could usher cord-cutting
sooner than expected

Increase in Time Spent

Increase in weekly time spent on Video streaming platforms through
smartphones from 3h34m (before lockdown) to 4h8m (during lockdown)

== Multi-App OTT users
m On an average people have signed on to 3 new OTT platforms

T=V BVoD (Syndicated Shows)

SHOW Syndicated Shows captures 71% of major junk of time spent on
VoD platforms, jump from 50% share they commanded during
lockdown months

=\
e CTV Consumption
n CTV grew by 150% in consumption with view times 4X that of
smartphones

Source: DAN OTT Report, KPMG Report 2020, Nielsen BARC Report Ed11, Brightcove Q2 2020 Global Video |



EFFECTIVE WAY OF
TARGETING BASED ON KPIs

® ¢ = = 0

BASIG’E i a Identity Proximity Media. Content Affinity  Technographics Intent based
TAREGETING \ based based consumption c Con’ren; Device Price/ Ad-engagement
G onsumpTton Connection levels/ Campaign
O o Geo Cord Cutters/ . : .
Demo Location Cord Shakers bekzzglg r; vl\? ;zr)esfs Type activity
Tl SR (X ] T.T <
UL ~ 1= >
- INTERESTS m .igzz- V] ’ﬁi
‘ BASED Fashi T I
Shoppers Gamers/Gaming ashion & . Health & Fitness rave
TARG E_Tl NG P Enthusiasts Beauty Lovers ' 0°%®* Enthusiasts Enthusiasts
: 77% 1% 59% 40% 26% 26%
s 0 o
ADVANCED / ] %) Cg)
CUSTOMIZED : AN
TARGETING Custom Segments/Audience Lookalike Modelling Retargeting
Appographic based- Cross Reach new audiences who Engage with users who have

App segments/ categories have similarinterests to your TG already interacted with your ad

Source: - Internal Analytics



PLATFORM OF CHOICE FOR
HIGH REACH

@
<o 79 MN
".ll Monthly Active Users
o I
' ‘ . A', »

11.5 MN
Daily Active Users
Mie Wl ' - 48 Minutes
Top Movies Average time spent
o o '
N .
#v‘w}" \s
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Vote now for y
favourite teams?

Top Shows | First Episode Free

ViJAY THE

100+ MN

Downloads

Source: - Internal Analytics, Mar’21



LEES5 CATERS TO NATIONAL
& REGIONAL MARKETS

Users
_______ ‘: Contribution

60%

HSM

-~ ~,

Jaipur. : [ ™
D

Rajasthan| 3% }-—7/=
yur 74 Jé B e 4 o

{Uttar Pradesh | 7%}

~
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lf"Mc:dhyct Pradesh| 3% L --------

(@)
Jabalpur I =

Nagpur ' Gujarat | 5% P— ., 3 3%
. . i--4.'3/\Iest Bengal | 7%
‘l\,(V\GhCII'CIShfI'G | 137;}- -------------- SOUth
{ Karataka | 11% } ; 48 3 (o)
\ | S \ Top 8 cities

{  Kerala| 3%

_____

Source: - Infernal Analytics;
Top 8 cities - Mumbai, Bangalore, Delhi, Kolkata, Chennai, Hyderabad, Pune, Ahmedabad




GROWTH ACROSS
NEW & EXISTING USERS

o7
(v =

L\
1.4X 1.3X 3X
INCREASE GROWTH GROWTH
Engagement Viewership on
App Installs Connected Devices

Source: - Internal Analytics, Period 2019 Vs 2020



EFFECTIVE WAY TO
REACH PREMIUM AUDIENCES

il

7Mn 25-30Mn 3X

MAUs MVVs

CONNECTED TV

GROWTH

3X surge in Video Views and 2X surge in
Users on CTV in the last year

Source: - Internal Analytics C




EQUALLY LOVED BY
MALES AND FEMALES

[ \ |
w ﬂ 48%
FEMALES

Most balanced Gender Split across OTTs

52%

MALES

Source: - Internal Analytics



A YOUTH
DESTINATION

Ay

44% 37% 19%

18-24 25-34 35+

More than 80% are Youth

Source: - Internal Analytics



CONTENT CONSUMPTION
SPREAD ACROSS SCREENS

°
O —— i
81% 12%

APP+WEB C1v KaiOS$

Source: - Internal Analytics



READY FOR HIGH PACED LIFE

2G5,
3G
2%
—_—
2 Ga (Wi (5
42%

56%

42% audiences are connected to
broadband ideal for long format

video content viewing a

Source: - Intfernal Analytics



AFFLUENT & SMART
AUDIENCES

10k- 25k

Almost 70% audience owns Mobile handset
above Rs10,000 price bracket

Source: - Internal Analytics



WIDELY CONSUMED, STRONG
PRESENCE BEYOND METROS

TOP 10 CITIES TOP 30 CITIES TOP 50 CITIES
>50% >70% >80%
USERS USERS USERS

CITY LEVEL CONTRIBUTION

e

Source: - Internal Analytics



EQUALLY STRONG FOOTHOLD
IN

Malayalam, 5% Others, 1%

Bengali, 5%

Kannada, 8%

Marathi, 9%

Almost 50% viewership comes from regional
language content

Source: - Internal Analytics



DIGITAL SAVVY
HIGHLY CONNECTED

67%

75% 45%
s® ®6
= o
% 4%
E-COMMERCE
APPS /4%

Amazon  Flipkart Blg Basket Jio Mart

80% 49%
/ m\ 297
50% 437 \ O / 14%
A soc:AL MEDIA
71% 37% APPS .

= Facebook Instagram  Twitter  Snapchat
®
;:/r\ 6%
ONLINE PAYMENT e
APPS

Google Phone Pe PayTm Bhim
Pay

Source: - Internal Analytics



APPOGRAPHIC BEHAVIOUR DEPICTS
UTILITARIAN MINDSET




PREMIUM QUALITY AUDIENCES
READY TO PAY FOR CONTENT




GET EXCLUSIVE REACH
ON ZEES

14%
voot

Minimal overlap with SonylLiv, Voot & MX Player

MXPLAYER

Source: - App Annie



CONTENT THAT MADE THEM
HOOKED ONTO ZEE5S

5=

Source: - Internal Analytics C’




DIFFERENT TO
MEET PERSONAL PREFERENCES

=]
ﬂﬂ' 'ﬂ‘ n 'n‘ Bﬂ' 'ﬁW

News enables advertfisers to reach Reality shows is fairly balanced
Males & SVOD Audience as well Movies has high affinity amongst males/females

towards Male audiences
FICTION | COMEDY \
—
e lﬁw
66% I

' 'ﬂ\ ' 'ﬁW

Music is skewed towards Drama & Soaps skew high Both males/females equally
males on female audiences enjoys comedy genre

Source: - Intfernal Analytics



MOVIES
TO KEEP AUDIENCES HOOKED

NI D5 N



ZEES5 IS INDIA'S
DESTINATION

1 Movies Library on ZEES
1900+ Movies on AVOD 5y

100+ WORLD DIGITAL PREMIERES

432 Comedy Romantic Thriller/Action Mythological
O"g'.n al Movies Movies Movies Movies
Movies

Short International Horror Regional

Films Movies Movies Blockbusters




ADDITION IN
LIBRARY

MOVIES ACROSS
LANGUAGES

LIBRARY SHOWS ON KOREAN
YOUTUBE ADDED TO ZEES CONTENT

Adding more content on AVOD to make the platform experience

much more enriching and entertaining for our viewers
e=5

Source: - Internal Analytics



STEEP RISE OF MOVIE LOVING
AUDIENCE ON OUR PLATFORM

Total Movie Watchers Movie Viewership

Addition of movies on AVOD has helped us gain
a huge base of Movie loving audience on our platform

Source: - Internal Analytics



MOVIES LOVED BY
MALES AND FEMALES

mmT
607 407

MALE VIEWERSHIP FEMALE VIEWERSHIP

The OTT where both Females & Males can choose

from wide range of movie genres of their choice e
‘ =5

Source: - Internal Analytics




MALE MOVIE VIEWERSHIP
SKEWED TO
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TWO MOVIE PRIME TIME BANDS
-AFTERNOON & LATE NIGHT

WANTED  seleemeisha  gf 7 7if % VIEWERSHIP ACROSS THE DAY

9%
8%
3 7%
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Afternoon During 1 PM -3 PM &
Night Viewing During 9 PM- 11 PM
are two prime Movie viewing time bands

Source: - Internal Data



CONSISTENT VIEWERSHIP ACROSS THE
WEEK- PEAK IN MID-WEEK & WEEKEND

7o MALES MOVIE VIEWERSHIP ACROSS THE WEEK
18%

14%

12%
10%
8%
6%
4%
2%

0%
Monday Tuesday = Wednesday Thursday Friday Saturday Sunday

Consistent Viewership across the Week however higher % of
male viewership coming from Weekends (@ 5

Source: - Internal Data




TOP MOVIES GENRES
WATCHED BY MALES
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FANTASY
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Source: - Internal Data



TOP MOVIES WATCHED
AMONGST MALE AUDIENCES
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DIFFERENT TASTE CLUSTERS
APART FROM MOVIES

News Movie Lovers have high affinity
Romance for various taste clusters

/Rom-Com
B4

Genres with highest affinity
MOVIE Comedy amongst movie lovers are :

Suspense/ LOVERS Thriller, News , Comedy ,Music

Thriller
T

Advertisers can leverage
ZEE5 audience base in these

Award/Game Music taste clusters
e: 5

Shows
Reality

Shows

Source: TGl
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TELUGU BANGLA
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FICTION SHOWS REALITY SHOWS IMPACT SHOWS

TOP PREFERENCE IN ORDER OF VIEWERSHIP APART FROM MOVIES- FICTION | REALITY | IMPACT| NEWS
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Largest Indian OTT
ENTERTAINMENT

Destination
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Platform Snapshot

1+ BILLION

MONTHLY VIDEO VIEWS

100+ miLLION
MONTHLY ACTIVE USERS
g 12 LANGUAGES O
REGIONAL POWERHOUSE

2,00,000+

HOURS CONTENT

100+ No. 1 NEWS
ORIGINALS : DESTINATION

g

!’-\—
A

200+ miLLION

APP DOWNLOADS

190+ COUNTRIES

GLOBAL FOOTPRINT

/Mn+ CTV
USERS

Source: Mix Panel 2022



Inimitable Content Offering ——
—

Tll! ﬂlll. TRUTH

ITS A

INDIA NEWS ADIANETNEWS POLIMER NEWS YOSHY | i O l . TGJ]%%’
SEASON 3 aud e

FICTION NON-FICTION BLOCKBUSTER ORIGINALS
il MOVIES I




Only OTT Platform With Content In
12 Languages

Marathi English Tamil Telugu Kannada Punjabi Bangla Bhojpuri Malyalam Gujarati Oriya

—
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Consumer
& Content




Reaching To The Highly Engaged Youth &
Heavy Spenders

Jl ALMOST  ARE N HIGHLY

Age Split Connectivity

46% v || QTR 56%uss
CEEED 32% | CRIEED 42% e
EED 2% || CEEEED 2% v |

Mobile Handset Price
@D 9%
D 0%

és @D 21%u-

Source: Mix Panel 2022



Diverse Interest Makes User Profile —
Unique & Digital Savvy —

[7%  guwsl % /3%

News Junkies T Learning & Education

Shoppers

30| 09% 1§

E-Wallets o
e

40%

Food/Grocery/
Fresh Produce

oy
Avid Investors

. Durables Ia Enthusiasts (Finance)

V]
@\
Sports &
;'."": Fitngss Lovers a Auto Enthusiasts

=i 59% < 53% Q@ 43%
q;fm: Fashion & Beauty Food &
Lovers Beverages Wellness

V Health &
38% oy 31%
Home V) Family &
. g v Celebrating Life

Furnishing

Source: ZEE5 Data lake (Appographic + LOTAME)



Resonating With India & Bharat

USER CONTRIBUTION
- REGIONWISE

HINDI 58%

> REGIONAIl_ 4 2%

TOP 8 cmEls 42%

Source: Mix Panel 2022
Top 8 Cities: Mumbai, Delhi, Bangalore, Kokata, Hyderabad, Chennai, Pune, Ahmedabad



Reaching Premium Audiences Through

Connected TV

3X GROWTH

IN VIEWERSHIP
7 MILLION
MONTHLY ACTIVE USERS
MONTHLY VIDEO VIEWS
3X GROWTH
VIEWERSHIP
. 15 HOURS
AVERAGE WATCH
@ TIME/USER/MONTH

Source: Mix Panel2022; Growth : 2022 vs 2021



No.1 News Destination

LIVE NEWS- DAl ENABLED & MEASURABLE

11 MILLION
MONTHLY ACTIVE VIEWERS

.: NEWS CHANNELS

1 1.6X GROWTH
ﬂ VIEWERSHIP

E 1/3 USERS
SVOD AUDIENCE
‘%5 N MALE AUDIENCE

¢4 Bnumm e BBy S 2 @
R G - newsx Iy B

e BN B

W@ |

asianet

I NeWs

Source: Mix Panel2022; Growth : 2022 vs 2021



Engaging Audiences With Diversified & —
Multilinguistic Content —

7 SA RE \

GA MA
=J3= PA/

e

TELUGU

SAREGAMAPA PREMA ENTHA MADURAM

I
4

“ &N

SEMBARUTHI SURVIVOR

NEW EPISODE

DANCING QUEEN

PUNJABI

MALYALAM

DANCE KERALA DANCE

KHASMANUKHANI PUNJABIY AN DI DADAGIRI




Exclusive Content Genres Reaching Out To
Male Audiences

NEWS

MOVIES

NON-FICTION

MONTHLY ACTIVE VIEWERS

MONTHLY ACTIVE VIEWERS

5 MILLION

NEWS CHANNELS (LIVE/VOD) REALITY/ NON-FICTION SHOWS

1.6X GROWTH 8X GROWTH
VIEWERSHIP OVER LY VIEWERSHIP OVER LY VIEWERSHIP OVER LY

Source: Mix Panel 2022




Exclusive Content Genres Reaching Out To
Female Audiences

FICTION LIFESTYLE & KIDS
o...o
i
28 MILLION 4 MILLION
MONTHLY ACTIVE VIEWERS
200+ 4000+
COMEDY SHOWS

2X GROWTH 4.2X GROWTH
VIEWERSHIP OVER LY VIEWERSHIP OVER LY VIEWERSHIP OVER LY

Source: Mix Panel 2022
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Effective Targeting Based on

KPIs

BASIC
TARGETING

ADVANCED
TARGETING

INTERESTS
BASED
TARGETING

CUSTOMIZED
TARGETING

T
) T
,/‘“’ﬁ!;
. ..
‘i IO O X —
=)
DEMOGRAPHICS PROXIMITY BASED
Age/ Gender Geo/ Location
m f ] »
. | | .
- \]
b
MEDIA CONSUMPTION CONTENT AFFINITY TECHNOGRAPHICS
Cord Cutters/ Cord Behavior & Interests in Device Price/
________________ Shavers o ApporWeb  ComectionType
[ X ) Eﬁzﬁ -4
-
2=t ] AN
LOVERS BEAUTY LOVERS ENTHUSIASTS
O O
ARG O
i ;: : 0
— .
CUSTOM SEGMENTS/ AUDIENCE LOOKALIKE MODELING RETARGETING

Reach new audiences who have
similar interests to your TG

Engage with users who have

Reach to the existing audiences by already interacted with your Ad

uploading the already created segments for
your brand



Addressing Multiple Client Objectives

PRODUCT LAUNCH AN

Introducing new product + Increasing TOM
Awareness & Recall

EFFECTIVE TARGETING
Reaching Right TG with effective R&F

BRAND BUILDING

1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1 . .
! Product Awareness & Education, Brand Promotions
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1

MAXIMIZING EFFECTIVENESS

360 Degree Surround Impact Campaign, Interactivity
& Engagement

GROWING SALES

Sales Push (Offers, Cashback, Rewards), Product
consideration & ROI p
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AD

O

Video Ads

Pre-Rolls/ Mid-Rolls

Mast Head

Long Duration Ads Bumper Ads

(6 secs)

T Q%
- 8

Campaign Banner Interest Based Cohorts

Integration

oo

NEWS Gamification

L
-
Pt
-




Address your brand KPIs through a Variety

of Creative Ad Formats

MASTHEAD ROADBLOCK VIDEO INVENTORY DISPLAY NATIVE DISPLAY

-

- . — — . 3459 - Te:>) g“.o ) (12;450 il
ru:asn T Yei) (12;459 p— !12:459 ey : = ‘ B
INnriNnix Learn ME':‘ — ' ) .
= ZEES Q 1226 G w B =t

o e - = ZEES ®

5000mAh + 18W

e (e (e . — . L] \ Fast Charge

< — 3 = = |
( PREMIUM SHOWS MOVIES

Shows |

Skip Ad »l

Mowies ZEEPLEX News
y < J i“i‘-‘l 'Y .\ - , \d20f 2: (0:39) \
e —_l = _- m‘ To the Moon! u-:::':

Kaho Naa... Pyaar Hai

.-m ’ R~ -
w0 3 L
' ‘ Vartul - Episode 105 - March ...

- B

Phulpakhru - Episode 583 - ...

Movie * 13-an-2000 + 2h 34m 37s + Romance * U/A
A ~
& = &, Hutatma Sex Drugs & Theatre
Share Watchlist Download Watch Trailer
Audio Language Subtitles |d$
vivo U10  ATasonspec
Kaho Naa... Pyaar Hai is a 2000 romantic thriller v - Mfro- m1990

starring Hrithik Roshan and Ameesha Patel in the le...

Featured Movies

Latest Hindi Episodes E Premiere Episodes | Before Zee TV o

<7 - o 3 s precee
: ke L o]
L . ! & Us A
LIS . ” ! 4 o y
u Bhagy: u b v Kumkum Bhagy Guddan - Ti Sharate Aaj ; Uri & Simmba on ZEES
See the josh of URT & madness of
. N O 0

Video Masthead Masthead + Display Bumper, Pre- Roll, Mid-Roll Display Banner (Homepage)

>
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7::. y ',‘ 3 o \:
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Related Videos




Building Special Engagement to Break

Clutter

Sponsorships & :
Influencer Marketing

Integrations

Branded Content

Branded Playlist

Deep Integrations Content Hosting

with Originals

Content - Character -

Brand Mapping

Co-branded/ Edit
based Vignettes

Live Streaming

Gamification



350+ Influencers Across Geographies To

Boost Your Brand

INFLUENCERLED CONTENT PIECES POSTS LIVE SESSIONS VIGNETTES AFPs

..
L/
§ AN folt S
S
| Sl O Ao
5 VA Ry &
| L | % .'! g y

]

5.1Mn 2.4Mn 5.3Mn 13.5Mn
SHRADDHA ARYA KANIKA MANN SRITI JHA DHEERAJ DHOOPAR SHABBIR AHLUWALIA RAVI DUBEY NIA SHARMA



Influencer Marketing - Creative Rendition

INFLUENCERLED VIGNETTE




Content - Character - Brand Mapping

PROTECTION

FAMILY
SOAP

Lifebuoy,

—

CALM SOFT

PROTECTIVE
EMOTIONAL

CARING
2 {7 N
R ADVANCE
FORMULA




Leveraging Impact
Properties

« Align your brand with relatable content

* Reach out to right TG & right Market,
driving long term brand health &

awareness

» Drive campaign effectiveness through

sponsorships on ZEE5 IPs & Shows

v
e
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Branded Content | hello“\‘ =t
ITNESS

alebrities ke
Mantras

An emotional connection through storytelling,
Greater loyalty, more authenticity within your
core audiences through large/ small content

formats.




Occasion Based Engagement

- Colgate
N—r

Through the collaboration, Colgate
leveraged ZEE5’s wide reach &

astute user segmentation to create
a campaign that salutes the selfless

spirit of teachers.

We celebrated the unrelenting
spirit of 76-year-old Sujit
Chattopadhyay under Colgate’s
‘Smile Karo Shuru Ho Jao’
campaign & was conveyed on

Teacher’s day




Live Streaming & Content |
Hosting Yo §

s >3

Vg ==

REAL TIME -

@S PREMIUM SHOWS MOVIES TV GUIDE LOGIN REGISTER ,‘_4 O\ 000 (on
chef A chef _ chef
vicky ratnani  harpal sing ajay chopra

Vivo Launch - LIVE
Streaming

TS FINALLY HERE! fortune

l 1
I Snapdragon 712AIE, S000mAh Battery, M ASTE R c LASS
18W Fast Charging and 32MP In-Display Camera

Click here to catch the product unveiling L/IVE Il




higher engagemen
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Colgate
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Compliant with Tech enabled 379 Party —
Tracking Partners

Sizmek
) DoubleClick o

"“




Domain Expertise
Brand Lift Studies (BLS) for Decisive Actions

* Hair Color brand

& EMCG * Hair oil brand

*  Premium Shampoo brand
» Conditioner brand
i
» Liquid detergent brand
and more...

% Publishing

Research Partners

Partnered with the best in the business

Nepa

Parameters

Duration (20-25 secs)

1 7X Higher Uplift on
° consideration

Frequency 3+

Better brand
1.4X consideration

Campaigns Duration 3-4
weeks

3 . 5X Jump on Awareness

Presence of Influencers

1 . ZX Higher Brand Recall




Case Studies




CAMPAIGN IMPACT

Ld WQzirx

Significant Uplift Of KXl

In Consideration

PROBLEM STATEMEN

WazirX was looking for a campaign that could provide High
Visibility and an opportunity to reach out to premium

audiences

SOLUTION
ZEE5 provided WazirX a perfect platform to get associated

with the biggest release of the year, Radhe & ride on the
Targeting

. Males 26-45 years marketing euphoria associated with its release
Markets
+ Ahmedabad,

IJHST Wéiﬂfﬂ | - Bengaluru,
¢ wazir Chennai, Del, SPONSORSHIP | ILU PRESENCE | VIDEO INVENTORY

Hyderabad,

Kolkata, Mumba, MASTHEAD | BANNERS

Pune




CAMPAIGN IMPACT

Uplift in Message Association
Rise in Consideration
Increase In Brand Awareness

Targeting: Females 18-40 years | Markets: New Delhi, Bangalore,

Patna, Ludhiana, Mumbai

I I Ad duration countdown 3

S =M @

Aap Ke Aa Jane Se - Episode 2...

MAYBELLINE coln

o QOAT

MASCARA

PROBLEM STATEMEN

Maybelline Colossal Mascara wanted to create brand
awareness & evaluate the impact of its communication
message of ‘Instant Big Lashes’ amongst its target

audience

SOLUTION

ZEE5 helped Maybelline reach out to its relevant
audience which is Unique Female base with its targeting
capabilities & customized to identified cohorts having
high affinity towards Fashion & Beauty, Luxury Fashion
Shopping, Cosmetic Lovers, High End Phones & Online

shoppers



CAMPAIGN IMPACT \
“i:resh
Of Users Increased toh.ome

Their Purchase Intent

Fresh2ZHome - a new brand in the Online purchase &
Fresh produce category wanted to establish itself
amongst the key competitors, create brand
awareness amongst its core relevant TG & boost

frequency of online purchase of fresh produce

SOLUTION

ZEE5 having almost 80% of its audience who have

increased online purchases since Lockdown was a
perfect platform of choice for Fresh2ZHome. ZEE5
TR TR helped the brand reach out to these digital native

users, online shoppers, open to trying in future,

> =+ M @ premium & quality audiences
Targeting

* Male/Females 25-44 years

Aap Ke Aa Jane Se - Episode 2...
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Hindi Content Line-up - AMJ’22

DID L’IL MASTERS

NON-FICTION | 12th MAR 22

STREETSTYLE
NON-FICTION | MAR 22

(2

SPaRK

WEB SERI!S I SNO!T FILMS

ZEE5 SPARK
BRAND CAMPAIGN | MAR 22

(AN yaadgaar shows BILKUL FREE

ZEES5 YAADEIN
BRAND CAMPAIGN | MAR ‘22

PAPAD, PICKLES & PYAALA
NON-FICTION | Mar‘22

Season 2

CHEF VS. FRIDGE S2
NON-FICTION | MAR ‘22

SHONAR BENGAL.

SHONAR BENGAL
NON-FICTION | MAR ‘22

& " KALAMKAAR

INDIA TOUR

SUPERMOON Ft. KALAMKAAR
EVENT | Mar‘22

Period: Mar ’22 —June’22




Hindi Content Line-up - AMJ’22

gmffhgmw

SUTLIYAN
ORIGINAL SERIES | Mar‘22

Wl

uuuuuuuuuuuu

BLOODY BROTHERS
ORIGINAL SERIES| Mar‘22

ACQUIRED SERIES| Mar‘22

| B -
g =
by § %
\ ) a3 -

 Relatable portrayas of middle-class family stereotypes |
. Happy/sweet endings in ever ] o

| g

AAM AAdMi FAMILY

AAM AADMI FAMILY 54
ACQUIRED SERIES| Mar‘22

ABHAY S3
ORIGINAL SERIES | Apr‘22

NEVER KISS YOUR BEST FRIEND S2
ORIGINAL SERIES | Apr‘22

A ZEES ORIGINAL

RANGBAAZ S3
ORIGINAL SERIES | Apr<22

" FLOWE
= |1 “\//III}

FLOWER OF EVIL
ORIGINAL SERIES| May*22

Period: Mar ’22 —June’22



Regional Content Line-up - AMJ’22

ZEE GAURAV PURASHKAR AWARDS KITCHEN KALAKAAR (52) BAND BAJA VARAAT

. ‘ . . ‘ ZEE BANGLA SONAR SONGSAR AWARDS
EVENT (Marathi)| Mar‘22 - ¢ NON-FICTION (Marathi) | Mar‘22
(Marathi) | Mar NON-FICTION (Marathi) | Mar‘22 (Marathi) | Mar EVENT (Bengali) | Mar‘22

BHARJARI BACHELORS

é
Junjors-4
DANCE KARNATAKA DANCE DRAMA JUNIORS S4 COMEDY KILADIGALU (S4) BHARJARIBACHELORS
NON-FICTION (Kannada)| Apr‘22 NON-FICTION (Kannada)| Mar‘22 NON-FICTION (Kannada) | Mar‘22 NON-FICTION (Kannada) | Mar‘22

Period: Mar ’22 -June’22




Regional Content Line-up - AMJ’22

DANCE

KERALA

DANCE

?®

DANCE KERALA DANCE S2
NON-FICTION (Malayalam)| Apr22

SAREGAMAPA
NON-FICTION (Tamil) | Apr<22

POKER

JOKER POKER
NON-FICTION (Tamil) | Apr‘22

SUPER FAMILY
NON-FICTION (Telugu)| May*22

ZEE PUNJABIANTAKSHARI (S2)
NON-FICTION (Kannada)| Apr‘22

SUPER STAR NUH (S2)
NON-FICTION (Punjabi)| Apr<22

Period: Mar ’22 -June’22
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