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entertainment
Company
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performance.
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event sales &
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Enduring

Established in
1993

Started as Times FM:
became Radio Mirchi

in 2000

Largest Radio
Network in India

60 Mn reach across 63
cities; Most awarded
Radio company

over last 3 years

100Mn Largest events
Social Reach company of India
Content in 13 3+ Mn participants
languages and across 400+ events
25+ local dialects annually



ENIL: Unmatched Footprint, Unrivaled

Engagement, Unstoppable Growth

ICONIC BRANDS STRONG SALES NETWORK CONTENT POWERHOUSE LOVED ON SOCIAL
‘ « 250-member sales team * 13 languages, 25+ dialects
Q‘MIRCHngr\ ] gaana mpetibll &2 YouTube
300+ content creators e 21.3 Mn+ Subscribers,

* 10,000+ client relations

 Two Powerful Brands across markets 86.3 Mn+ Views

« 800+ customized (—)

° 1 -— > 130 h _I I O
Ll Q0 glound solutions, 200 events : i G X
influencers (RJs)

* 91.8 Mn+ Followers,

* Digital Inventory sales for 41 Mn+ Monthly Engagement
700+ Clients

\ J \. J \_ J \. J

* Omnipresent online




Proven leadership team with 120 years of

combined professional experience

YATISH MEHRISHI

CHIEF EXECUTIVE OFFICER

With 23+ years across FMCG,
telecom, and media, Yatish leads
ENIL's transformation, focusing
on innovation and sustainable
growth. He holds an MBA from
London Business School.

PREETI NIHALANI

CHIEF OPERATING OFFICER

Preeti’s results-driven approach
has been invaluable in
advancing ENIL's vision and
culture of excellence. She played
a pivotal part in the evolution of
Indian radio industry.

SUMIT AGGRAWAL

CHIEF STRATEGY & GROWTH OFFICER

Sumit brings over 20 yrs
experience in FMCG, health
tech, and media, excelling in

strategic planning, growth, and
innovation for media
conglomerates. He holds an
MBA from MIT Sloan.

UDIT TYAGI

CHIEF DIGITAL OFFICER

Udit has deep expertise in digital
transformation and has built &
scaled digital businesses within
media and consumer products,

fostering a culture of
experimentation and growth.

" SANJAY BALLABH

CHIEF FINANCIAL OFFICER

A CA and Cost & Management
Accountant, Sanjay has
extensive financial management
experience in the media and
entertainment sector, serving
leading companies in the
industry.



From Metros to Heartlands- ENIL is Everywhere

65

CITIES

15

RADIO STATIONS




We spedak the language of India
- literally and culturally

15

INDIAN
LANGUAGES

» Understand hyperlocal nuances
» Offer integrated local solutions
(Radio + Digital + Ground)



Far Reaching
Digital Presence

132. 5M+ 19.4M 91 8M+
S+ 86.5M+ S




Dedicated handles tailored to
India’s diverse audience:

Mirchi 95 Bangalore

Mirchi 95 Hyderabad

~ O . ' Mirchi Malayalam
Mirchi Kannada ‘b:» A
E . o Mirchi Bangla
Mirchi Punjabi = 4




Executive Summary

* Domestic Revenue at X1107.6 Mn; EBITDA grew 42% YoY to X87.9 Mn

» Existing business Revenue at ¥797.0 Mn

» Existing business EBITDA grew 7.4% YoY to X171.3 Mn & PAT grew 85.3% YoY to 17.6 Mn
 Digital Revenue grew 43.3% YoY

 Digital Revenue scale is now 30.2% of the Standalone Business scale

* International Business reported ¥330.5 Mn revenue

* Consolidated Cash & Cash Equivalents stood at *4.09 Bn as of June 30, 2026
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Overall Revenue Performance

REVENUE TREND (rs. in mn)

............................................................................................................ _ QIFY27 -e QIFY26
Q1|
1,600

Total Revenue

©
1,107.6 s

vs 1129.6 (QIFY26) YoY Decline

Iﬁ“m Existing Business 9
iy 797.0 K2

vs 912.9 (QIFY26) YoY Decline

+43.5%
rmm—— @,
GO0 Lo uee e e A B B B A A R A
310.6 Digital Platform
216.7 9
\" LY [o N - 43.3%
vs 216.7 (QIFY26) R ElrE
0
Total Existing Digital

o) Revenue |W Business KSR Platform



Steady increase in Digital Revenue
as % of Standalone Business

30.2%

16.3%

13.6% 14.0% 13.8% 13.8%

8.5%

Q1FY24 Q2FY24 Q3FY24 QA4FY24 Q1FY25 Q2FY25 Q3FY25 Q4FY25 Q1FY26 Q2FY26 Q3FY26 Q4FY26 Q1FY27



Condensed Statement Of
Operations (Standalone)

Total Income 1,107.6 1,129.6 (1.9%)|

Operating Expenditure 1,019.7 1,067.7 (4.5%)
EBITDA 87.9 61.9 42.0%)|
EBIT (112.2) (129.0) 13.0%)|
PBT (60.1) (82.7) 27.3%
PAT (45.0) (51.4) 12.5%)
Total Comprehensive Income/Loss (38.7) (55.9) 30.7%

e Net Cash as on June 30th, 2026:33.90 Bn



Condensed Statement Of
Operations (Consolidated)

Total Income 1,136.9 1,169.4 (2.8%)|

Operating Expenditure 1,046.7 1,093.7 (4.3%)
EBITDA Q0.2 75.7 19.1%|
EBIT (125.7) (129.2) 2.7%,
PBT (74.8) (83.0) 9.8%)|
PAT (60.1) (52.6) (14.3%),
Total Comprehensive Income/Loss (54.9) (57.0) 3.6%

e Net Cash as on June 30th, 2026:34.09 Bn



Operating
Highlights
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Audio Normalization

FOR A CONSISTENT & IMMERSIVE AUDIO LISTENING EXPERIENCE

High Definition Only

Enjoy every beat in | 320 Kbps crystal-cles

Ensures seamless listening experience by automatically balancing T
High

volume levels across songs. s 1128 Ko e i 1

Medium

Eliminates sudden volume fluctuations, enabling uninterrupted e s TR | Highficiency
playback without manual adjustments. - BALl BL1Y D
Audio Normalization
Offers customizable sound profiles — Loud, Normal, and Quiet — . R gl B
tailored to different listening environments.

ape oue

Adaptive Mode dynamically optimizes audio levels in real time for L —

TUNGEVAAG & RAABAN

enhanced clarity, comfort, and personalization. R

£ Bad Boy (feat. LuanaKiara
Raaban, Tu Y( ) & Adaptive

Delivers a premium, user-centric audio experience through
intelligent sound management.

Download Quality

66 Lyrics = Queue = Similar



Gaana Web 2.0 - Al Enhancements

PERSONALIZED RECOMMENDATION EXPERIENCE

Expanded Al-driven content personalizations beyond app
based platforms to web and mWeb.

Delivered intelligent Recommendation Widgets and Virtual

Playlists as dynamic homepage experiences for premium users.

Offers a seamless, consistent content consumption experience
using unified recommendation systems.

Enables users to instantly discover relevant music through
personalized mixes and curated playlists.

Enhances engagement, session depth, and retention through
smarter content discovery.

a D -0

m 4 Trending Songs New Songs Old Songs Moods & Genres Album Top Playlist ~ v Radio Podcast True Fans Charts

>

m Liked Songs n Baatein Ye Kabhi Na (M
i &,

GEHRA S
a »» GehraHua (From "Dhur

£ Afternoon Mix

y ) ) LoMaanLiya 7 ‘; 5 Low Fade
- A Y - \ N ya ) M v " . M

% Brown Munde

Top Charts

A Headlights (feat. KIDDC

ALLTIME ,
10F TOP
100 g 50 |

Hindi Top 50 Punjabi All Time Top.. All Time Top 100 2010s Top 50 Punjabi Top 50




Enhanced History & Personalization in Library

ENABLES FASTER RE-ENGAGEMENT & SEAMLESS PLAYBACK CONTINUATION

EHA

I 1 i 1 S My Lib 0| ©
Introduces a centralized listening history to help users revisit yEDary O| &

recently played tracks and content effortlessly

Playlists Downloads Songs Artists

% Recently Added e o= EHA

Provides one-tap playback with smart auto-queue logic, resuming ' Liked Episodes 1 Mol

listening journeys seamlessly.

Y

: 3.
Liked Songs S Ig Blinding Lights
Z # S \

Enables users to discover content across playlists, aloums, artists, [ AL : BBl i
and podcasts through intelligent activity tracking. |
- Menne Liye
Enhances library organization, allowing users to better prioritize - x Qriskas (Officlal Video)
S Offiine Mix . S
favorite playlists and entities. a“;” © it et : S —

(Visualizer))

ljazzat Hai

Delivers a more personalized, intuitive, and retention-focused library
;%\ I Don’'t Care (Loud Luxury Remix)

experience. m — 0
PN  Ployist - -
Raatan lambiyaan... " Came Here for Love
Jolly LLB2 - JubinN... © u o» E

Raatan lambiyaan...
a Jolly LLB2 - Jubin N... © " q




Enhanced Referral Program on Gaana

Referral rewards: Refer friends/family to use Gaana
via your unigue link/code, both sides earn 3200
cashback

Lowers CAC: Turns existing subscribers into an
efficient, economical, trust-based acquisition
channel, reducing dependence on paid acquisitions

Boosts conversion & loyalty: Cashback nudges new
users from free to paid, while rewards deepen
engagement for referrers

Builds a growth flywheel: Word-of-mouth and
network effects compound to create a positive
growth flywheel

' Good Morning & How to Earn Rewards

«» Anindya Mukherjee 2 ‘
o Music Podcasts Live Radio g : o
1
% STEP1
Refel‘ & Ea rn ‘ “ ‘ Share your referral link
. g,

Za "N
o My Piaylis Iy > 3 5 ith fi
’1‘3.,.-{7 ol s o miypan Y25 Retro Invite your friends & get WNVIRLE SR

-
= assured cashback of

M vt Ep. 23.TheH... ~_ Hanuman | ?200['
- -

r A Chalisa

E 1
Sords 2 2 N N STEP 2 a '
Lot P R BBt ‘ I B 1 Your friend starts a Gaana -
£ r i Plus Subscription
1 2 - > A~

‘gy

ey e

Refer&Earn #® " g0,
ppdogebienias = . " @

assur ashback of 50/«

Share Referral Link

W/ STEP3

AN 2 y
- L ‘ ;m \ Your Reforral Codo 2200 cashback will be
ANIMUK9999

credited to your onginal
L - payment method

How It Works v
Playlist Mixes View All

” : _
\'/\1( 2
DiL KYA KARE ' o f e -"‘

- g O n

Terms & Conditions

Share Referral Link




Maximizing Conversion at the Point of Decision with Offers

OFFER ENGINE FOR PREMIUM PLANS

g 77949 599
gaana plus » 12 Offers & Benifits

« Unlimited Downloads
Months
« HD Audio, Androld Auto & more.

" SUBSCRIPTION 7795 3599 Final Amount: ¥578.20 v
1 2 « SAccounts

+ Unlimited Dovwnicads

Months " . ——
» HD Audio, Androld Auto & more 1 IFFERS & F a Paytm Cashback Rs 20

= : d*.%ﬁ,
Z v CASHBACKRS25 = ; I - Walle Iv- f;:,l
Final Amount: ¥578.20 v . . W ok on debit & credit Rs. 25 P . | Bl

gl &

9 GET 30 Cashback i Credit & Debit Card

@ CASHBACKRS25 ’ ? a Paytm Cashback Rs 20

Cashback Z50

GET 30 Cashback
wWoohoo ‘

View More Offers >
ﬁ PhonePe UPI

QET25
@ PayTM UPI
a0 GET 30 Cashback
° Google Pay \ ot &a

@ PayT™ UPI GET25
0 UP1 Pay

Q GETRS250FF

& PhonePe UPI

ﬁ Get 1 Month SonLIV Subscription
) | ) Apply

0 Google Pay >
@ Amazon Pay
0 UPI Pay
SONYLIV

@ Amazon Pay >
Get 1 Month Netflix Subscription

N




WHY IT MATTERS

» Displays eligible offers within plan selection * Increases perceived value at decision moment
* Supports instant discounts and cashbacks * Reduces hesitation at paywall
« Dynamic offer visibility (bank / payment- * Enables targeted conversion nudges

specific) * Improves effectiveness of pricing strategy

WHAT IT DOES

» Configurable across new purchases and
renewals

Rig e orer.
« Higher conversion rates at paywall

|
Right user.
» Better offer utilization efficiency -
* Increased revenue through smart discounting ng ht moment-

 Greater control over monetization levers




School is Cool

Shaping Healthier School Communities

OBJECTIVE:

A drive by Mirchi Kerala to promote holistic student wellbeing by normalising mental health
conversations, fostering community participation, and identifying Kochi's coolest school.

ACTIVITY:

——THE=— /%
335:_’3 l/f-fd £ |
I E.S First of its kind initiative by a radio station to recognise the efforts of Govt and aided schools in

their contributions towards the wholesome development and well being of students.

IMPACT:

« 8 on-ground events.
* Engagement of 5,000+ students and parents.
» Established Mirchi Cool Zones in 6 schools, creating dedicated mental wellness clubs.



Mirchi Movie Nights

A Nationwide Celebration of Retail Partnerships

Paint brand hosts
a movie night,
OBJECTIVE: brings its extended

To celebrate JK Maxx Paints’ association with Akshay Kumar through a one-of-a-kind nationwide inrsepins gy, SR
retailer appreciation experience, featuring simultaneous movie screenings across 21 cities. Af.‘-’"""[.miix’ pier g ol i

2 their familis spart

= enzagens nlmnnn parine
hHuu’ Pain ull h lnl bz t.IL

Y, JKMaXX

— PAINTS —

Colours ?',-J{l{}.-/ G

. ey &

. et '-7:'3‘;1' i T¢s;udsmmmu’qumdnbugnmpru'mtm'sruh:mdznhiu'i
1 .Ix
ACT I v I T I u 2 sod “The onboxrding of Akshag K. the sxeiteme of o new tirand
war a3 oy brand ambassador marss  jowrnes”
it imgerant midestoes v s 'We Amandeep blaThari -
wanted our retailer part iy Head, JR Maxx Pal th~ As ol
v plaved 2 pivotal e brand continues ;o
anvwth, tobeapart o ) print 2cross Iediz in
g fn, Tris in‘Hiative wes our way of thes veaflires our i
the noeasian, ulu m“ 3 expressing gratityd losophy and fozus o guo mg c.rl
hmJ wilestone witha argessalesrs  tioral Saks Head, JX Maxs Paints, ll trstand ageortwhik sharing e withowr partna: oomesnd

Mirchi elevated the traditional dealer meet into one of the paint industry's largest synchronized
retailer engagement campaigns. A simultaneous screening of Welcome to the Jungle across 21
cities, coupled with localized on-ground experiences, created a unified, premium brand
celebration for 3,500+ retailer families.

IMPACT:

* Engaged with 3,500+ retailer families.



Mirchi Campus Queens

Creating Experiences That Inspire Confidence

OBJECTIVE:

To drive awareness and brand affinity for Royal Sandal among young women through a
confidence-led, experience-driven campus activation.

ACTIVITY:

Elevated campus activations into an immersive, women-centric brand experience by integrating
expert-led skincare sessions, talent showcases, and confidence-building activities across 25

colleges.

IMPACT:

* Engaged 10,000+ female students across 25 colleges.
» Delivered strong brand visibility, recall, and a scalable youth engagement platform.



Mirchi IPL Activations

Celebration Has a New Anthem

OBJECTIVE:

To position 8PM Premium Black Packaged Drinking Water as the Official Celebration
Partner of Sunrisers Hyderabad, building a strong association with cricket, friendship and
fan celebrations through a music-led digital campaign.

ACTIVITY:

Conceptualized, composed, and produced an original bilingual (Hindi & Telugu) anthem for 8PM Premium Black and Sunrisers Hyderabad, complemented
by a high-energy music video featuring SRH players and amplified across brand and digital platforms to drive widespread organic fan engagement.

IMPACT:

* 1.6M+ YouTube views. https://www.youtube.com/watch?v=NCJlelxIF7Y

* 6.8M Instagram vigws for the Te.Iug.u ant.hem. https://www.instagram.com/reels/DYEXEoKT -
* 41./M Instagram views for the Hindi version. . - PD{



https://www.youtube.com/watch?v=NCJ1eIxlF7Y

King of Powerful Cooling

Rewriting "It's Hot"

OBJECTIVE:

To build top-of-the-funnel awareness for Onida AC's market re-entry through an integrated radio
and digital campaign that sparked curiosity and maximized brand visibility.

ACTIVITY:

Disrupted Mirchi's iconic “It's Hot" identity to create a nationwide teaser that sparked listener
curiosity before revealing Onida AC. The reveal was amplified through a 360° campaign spanning
radio, social, creators, and 200+ meme pages, driving widespread buzz and engagement.

IMPACT:

» Delivered 51.5L+ audio impressions.
17.65L+ video views.

6.5L+ organic reel views.

Generated 95K+ shares.

Achieved a 71%+ listen-through rate.

FINALLY SECRET REVEALED:

NO ONE CAN PRONOUNCE
"HOT" IN MIRCHI STUDIO FOR

THIS REASON &



International
Update




Mirchi
SOCCER
MANIA

Objective:

To establish Mirchi Soccer Mania as Bahrain's premier FIFA
World Cup fan experience by creating a stadium-like
atmosphere that brought football enthusiasts together to
celebrate and support their favourite teams.

Impact:

* 500+ premium attendees.
 High visibility and engagement.

Bahrain

Mirchi
MOVIE
NIGHT

WELCOME TO THE JUNGLE [ sns2"

Objective:

To deliver a community-first cinema experience. uniting
Bahrain’s Indian diaspora and Bollywood fans for a high-
energy, family-friendly premiere.

Impact:

* Delivered a houseful premiere.
* Generated strong on-air, on-ground and social media
visibility.




| i ‘Spread the Smile’ can
MI rChl gains nationwide mom

TRIBUNE NEWS NETWORK
A

MIRCHIONE hosted a press conference for its
heartwarming national initiative. “Spread the

Smile,” on 24th May 2026 in Doha. The high
profile event witnessed an exceptional turn-
oul, bringing together leading media houses,

prominent digital influencers, and kev corpo
ralte sponsors in a unified celebration of the
campaign's growing swccess and its upcoming

grand finale
Buailt on a vision of connecting families and
brands through the joyful voices of children,

‘Spread the Smide™ empowers children across  through the official campy
I E Qatar to become “Little RIS and ambassadors of  lnked in MirchiOne Qati
S M I happiness, The campaign has already achieved 2 scanning the dedicated Q
remarkable malestone, crossing over 3,000 reg campaign materials
g o s 3

isteredd photo entries, reflecting the overwhelm- The cvent also exprer
Ll ' A £ 3 £

Objective:

To uplift the nation's spirit during a challenging period by
inspiring positivity, unity, and hope through a meaningful
community-led initiative.

Impact:

* The initiative received widespread media coverage
across Qatar.
» Appreciation from the Ministry of Culture and Qatar.

- - Radio Mirchi celebrates motherhoo
Mirchi

MoMMmy BRI
AWARDS
SEASON 5

Objective:

ey oy Dbl

To celebrate motherhood by empowering women with a
prestigious platform to showcase their confidence, talent,
and individuality while fostering a strong community.

Impact:

* Received 300+ entries, with 40 shortlisted moms.
« Extensive coverage on social media and leading
newspapers.
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Awards and
Recognition




Awards Ke Hum
Sikandar

Celebrated for Creativity. Awarded for Impact.

Awards
between
April 26 — June' 26

2 3 Impact Digital
kes Awards Influencer Awards

30 Golden Mi



Investor

Contacts

Entertainment Network is committed to improving its financial
performance and continuously enhancing shareholder value through
successfully implementing its growth plans. The Company’s investor
relations mission is to maintain an ongoing awareness of its performance
among shareholders and the financial community. This update covers the
company's financial performance for QIFY27.

We thank you for your support and welcome your feedback and
comments regarding this update and other investor issues

For further information please contact:

SERIEVACELE o] F
Chief Financial Officer,
Entertainment Network (India) Limited

Mobile: +91 98335 70435
Email: Sanjay.ballabh@timesgroup.com

Runjhun Jain/Sneha Salian
Ernst & Young LLP
Mobile: +91 98207 20993
+91 98194 30437

Email: Runjhun.jainl@in.ey.com Sneha2.salian@in.ey.com



Disclaimer

Certain statements in this release concerning our future growth prospects are
forward-looking statements, which involve a number of risks, and uncertainties that
could cause actual results to differ materially from those in such forward-looking
statements. The risks and uncertainties relating to these statements include, but are
not limited to, risks and uncertainties regarding fluctuations in earnings, our ability to
manage growth, intense competition in our business segments, changes in
governmental policies, political instability, legal restrictions on raising capital, and
unauthorized use of our intellectual property and general economic conditions
affecting our industry. ENIL may, from time to time, make additional written and oral
forward-looking statements, including our reports to shareholders. The Company
does not undertake to update any forward-looking statement that may be made from
time to time by or on behalf of the company.
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