
 Business Operation Pain Points for Zee5 

 ZEE5  is  an  Indian  subscription  video  on-demand  and  over-the-top  streaming  service,  run  by  Essel 
 Group via its subsidiary Zee Entertainment Enterprises. 

 GOAL:  In  this  document  we  shall  discuss  all  the  forthcoming  hindrances  for  Zee5  to  acquire  & 
 retain users to increase Revenue. 

 PRESENT SCENARIO  : 
 Globally,  4.4%  increase  in  Zee5’s  MAU  was  observed  from  Q2  2021  to  Q4  2021  (from  63.1M  to 
 65.8M).  Zee6  holds  9%  of  the  total  India’s  OTT  market  share  in  Q2  2020.  The  boom  in  the  global 
 OTT  market  is  largely  attributed  to  Covid-19  &  the  subsequent  lockdowns.It  has  been  a  catalyst 
 for the growth as multiplexes and other outdoor recreational services were closed. 



 Let’s have a look to understand Zee5’s viewership across the globe. 

 As  per  the  present  scenario  in  terms  of  revenue,  Zee5  has  a  combination  of  ad-supported 
 content and key content that sits behind a subscription. 

 Revenue Distribution - Ad Supported & Paid Subscribers 

 Total Revenue = Revenue from Ad Supported Users + Revenue from Paid Users 

 On  the  APAC  side  ,  revenue  is  too  fragmented.  Countries  like  Bangladesh,  Pakistan  &  Sri  Lanka 
 which  are  of  one  kind  of  sensibility  in  the  spectrum.  For  example,  Bangladesh  is  a  very  heavily 
 advertising  video  on  demand  (AVOD)  skewed  market  where  there’s  a  far  greater  affinity  for 
 ad-supported  content.  On  the  other  side,  countries  like  Japan,  or  Hong  Kong,  or  Singapore,  or 
 Australia  or  New  Zealand  are  highly  sophisticated  digital  markets  having  an  affinity  towards 
 Subscription models. 

 The  MENA  countries  on  the  other  hand  ,  have  an  even  distribution  of  audience  for  revenue.  It’s 
 mobile-savvy,  and  Zee5  has  a  huge  audience  that  watches  the  ad-supported  content,  but  also 
 there is a propensity and understanding to pay. 

 All  the  first  world  markets—whether  it  is  all  of  Europe,  UK,  Canada—,  on  the  other  hand,  are  very 
 strongly subscription markets. 

 While  subscription  is  still  a  growing  trend,  Zee5’s  focus  is  completely  on  an  ad-supported  model 
 despite having both models in all markets. 



 Subscribers & Revenue: 

 ●  The  metrics  Subscription  Velocity  can  be  defined  as  the  time  taken  by  the  user  to 
 become a Paid Subscriber of the platform. 

 ●  The  Subscription  Velocity  of  Zee5  is  the  highest  from  geographies  like  Europe  &  Canada 
 followed by Middle East & then the APAC region. 

 ●  APAC  countries  produce  a  lot  of  volume  due  to  the  telco  partnerships,  but  the  ARPUs  are 
 low. 

 ●  High  ARPUs  are  generated  by  the  Western  markets  realising  upto  $10  to  $12  (new  as  well 
 as recurring subscriptions). 

 Conclusion  :  Thus,  it  can  be  concluded  that  the  Europe,  Canada  &  Middle  Eastern  markets 
 contribute  to  larger  amounts  of  Paid  Subscribers  and  thus,  generating  more  Revenue  &  higher 
 ARPUs.  But  the  content  created  by  Zee5  is  more  relevant  to  the  Indian  Subcontinent  region 
 which in turn brings the volume. 

 Although,  Zee5’s  primary  focus  is  on  Ad  Supported  market,  by  considering  the  Purchasing  Power 
 of  the  region  it  can  be  suggested  that  Zee5  expands  its  services  in  Europe,  Middle  East,  Canada  & 
 Africa to gain more Paid Subscribers in order to increase Revenue. 



 PLAN OF ACTION  : 
 ●  Zee5  should  expand  in  countries  with  high  Purchasing  Power  in  order  to  increase 

 Revenue. 
 ●  Metrics  to  consider  while  choosing  country  -  Purchasing  Power,  Percentage  of  tech-savvy 

 audience,  Volume  of  relevant  audience  as  per  content  &  Volume  of  audience  accustomed 
 to OTT viewership. 

 ●  Zee5’s  consists  of  only  Bollywood  &  other  Indian  regional  content  at  the  moment.  Thus, 
 initially  it  should  target  new  countries  having  Indian  &  subcontinent  citizens.  For  eg., 
 U.S.A & Sweden. 

 Acquisition 
 ●  To  expand  its  services  in  existing  countries  (except  India  &  Subcontinent)  &  new 

 countries,  i.e.,  acquire  new  users  -  Zee5  has  to  produce  original  content  in  their  regional 
 languages,  English  &  also  buy  copyrights  of  their  Movies.  Screening  of  regional  (country) 
 specific recent release movies shall increase viewership & engagement. 

 ●  Partnerships  with  telcos  shall  increase  downloads  &  viewerships  (Bangladesh’s  Model). 
 Content  comes  into  play  at  this  time,  if  the  viewers  in  high  purchasing  power  countries 
 like  the  content  &  find  it  relevant  -  a  habit  shall  be  formed!  -  they  shall  subscribe  to  the 
 plan. 

 ●  Yearly  subscriptions  contribute  to  the  majority  of  the  revenue  (and  high  ARPU)  from  paid 
 subscribers  but  having  Daily  &  Weekly  subscription  plans  for  new  countries  shall  increase 
 engagement & relevant content can convert the users to Yearly Plan Subscribers. 

 Now  that  we  have  discussed  the  POA.  Let  us  take  a  look  at  the  Pain  Points  &  Hindrances  to 
 increase Revenue & ARPU. 

 PAIN POINTS & HINDRANCES FOR EXPANSION  : 

 1.  Operational Pain Points: 
 ●  Penetrating  services  into  high  purchasing  power  countries  shall  be  a  challenge  as 

 they already have multiple OTT platforms. 
 ●  Buying copyrights & screening rights of local movies & TV Series. 
 ●  Winning  Premier  rights  bids  for  new  movies  in  the  country  (OTT  Partner  of  the 

 movie). 
 ●  Complying  with  different  sensibilities,  standards  &  the  laws  of  the  targeted 

 countries. 
 ●  Understanding  &  complying  with  the  Digital  Media  Code  of  ethics  for  each 

 targeted country & producing content accordingly. 
 ●  Partnership  with  telcos  in  order  to  provide  a  Paid  Subscription  plan  with  their 

 tariff plans. 
 ●  Broadcasting rights of various events, games & tournaments in the country. 



 2.  Content Pain Points: 
 ●  Creation  of  relevant  content  for  the  users  in  the  targeted  country  is  most 

 important to maintain high Retention. 
 ●  Original  content  creation  as  per  the  trend,  culture  &  blockbusters  of  the  region  is 

 challenging. 
 ●  Identification & screening of content created by local directors & producers. 
 ●  Understanding  genre  &  culture  of  daily  soaps  of  the  targeted  country  in  order  to 

 increase Ad supported viewership. 
 ●  Identifying  engagement  features  of  different  countries  &  developing  the  same  is 

 challenging.  For  eg.,  if  a  country  is  into  podcasts  then  venture  into  podcasts,  if  a 
 country  is  into  culinary  arts  then  build  a  social  platform  for  interaction  (it  would 
 be much more refined than Facebook & Instagram due to paid subscribers!) 

 3.  Tariff Pain Points: 
 ●  Competitive  plans  with  other  OTT  applications  in  the  country  are  necessary  to 

 acquire new paid subscribers. 
 ●  If  content  is  disliked  by  users  then  Ad  supported  users  as  well  as  Daily/Weekly 

 Paid  subscription  users  shall  not  convert  to  Quarterly/Yearly  Paid  Users  affecting 
 the ARPU of the region. 

 4.  Key Metrics Pain Points: 
 ●  Revenue  -  Initially,  6  months  post  expansion  in  a  country,  the  Revenue  metrics 

 shall  not  move  much  but  as  user  engagement  &  content  increases,  it’ll  increase 
 steadily. 

 ●  ARPU  -  The  ARPU  shall  be  affected  initially.  With  time  it  shall  increase  as  content 
 increases the purchasing power of the users shall also come into play. 

 ●  Subscription  Velocity  :  As  quantity  &  quality  of  content  increases,  the  Subscription 
 Velocity  shall  also  increase.  Initially  it  will  be  low  during  the  Activation  & 
 Acquisition  phase of the users. 


