; -
B, 7 ,'

- 2020

MARKETER'S GUIDE

VAB

The Best Seats In The House

A Custom Study Exploring Sports Fans' Viewing Preferences
VAB Members




Rome, On-The-Go, Out-Of-Home, Or In-Person,
\re Now Viewed Anywhere, At Anytime

—

e Scouting Report

Live Sports: Available Anywhere, At Anytime

Understanding Today’s Sports Fans

A Snapshot Of Their Unbridled Passion Across Audience Segments

Comfort
&
Convenience

Where Do Fans Prefer To Watch Live Sports? =

Quantifying Their Viewing Preferences By Location

The Real ‘Home Field Advantage’

A Comfortable & Convenient Front Row Seat To All Live Sports

Take Me Out To The Ballgame!

Experiences That Foster Connection, Commitment & Community Among Sports Fans

of sports fans that live in metro
e areas/big cities attend games as an -
A ’. "1 opportunity to get out of the .
. house ~ -

Matchup: At-Home Viewing Vs. In-Person Attendance

How Sports Advertising Drives Consumer Action Across The Purchase Funnel

NFL Football
/83%/79%

J.
oS

Appendix ‘
Additional Sports Fan Insights: Gender & Age et

towards males while

sports like gymnastics
and figure skating skew . ':‘;;‘f'; .
more towards females. —_

Ch

1

Members Exclusive Slides

of Black sports fans agree that
} going to games provides them with
social media content

P/ 1

-t

hd
&

" Camaraderie

&
Community

o

Commitment
(tearn spirit &
support)

86%

of Hispanic sports fans attend q
%3 games for the comradery and "R

community with other fans

71

%._

% of Sports Fans Who Follow Each Sport
All f Male / Female

S
?“ﬂ‘
MNBA Basketball
4% [ 58% / 4

2rts Fan Is Slightly Younger, Skewing More Towards Adults 25-44,
Compose Approximately 45% Of Causal and Moderate Fans

~.

This experi=r——s

beyond the field too, beginning
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|dentifying The Best Seats In The House
In A World Of “Anywhere, Anytime” Viewing

In today’s complex video landscape, live sports are now viewed anywhere, at anytime;
whether at home, on-the-go, out-of-home or in-person at a stadium or arena. Attending
sporting events continues to be one of the most popular leisure activities throughout
America even as the availability of live sports content explodes across a growing number of
TV channels and streamed through a variety of websites and mobile apps.

To help marketers navigate this evolving landscape, VAB conducted a custom study in
partnership with Dynata to understand the passion of today’s sports fans and the ‘why’s’
and motivating factors behind their viewing preferences, particularly between at-home
viewing and in-person event attendance.

As we learned through the study, due to the unbridled passion involved, sports has the
ability to satisfy several essential human needs for all types of fans - casual and avid, young
and old, male and female, black and Hispanic - including camaraderie & community,
connection, commitment, contact, comfort & convenience and comprehension.

Over 70% of all sports fans prefer watching sports at home since it's the location that can
most often deliver on all six of these need-states. From an advertiser perspective, the
comfort, convenience and ease of connection and connectivity during at-home viewing

means that sports fans are more likely to engage with sports TV advertising and take

consumer action than if they saw in-stadium ads.
VAB -

This information is exclusively provided to VABE members and qualified marketers. Further distribution s prohibited. Inteligence. Insighs. Impact.




Live Sports. Available Anywhere, At Anytime




Whether At Home, On-The-Go, Out-Of-Home, Or In-Person,
Live Sports Are Now Viewed Anywhere, At Anytime

In-Stadium / Arena

Out-Of-Home

=y

Live Sports
Viewing

\

This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited.
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With over 130 million tickets
sold across the four major
sports in 2018, attending live
sporting events in person
continues to be one of the
most popular leisure
activities throughout
America.

However, the high cost to

attend a game for a family
of four continues to increase
and the reflected costs don't
account for concessions,
souvenirs, parking and
other ancillary purchases.

Average Ticket Price for a Family of Four To Attend ONE Major Sporting Event

$401.04
$371.92 $379.93

6260 64 326745
$248.72
$223.52 $228.33 $232.52
$124.00 $126.67 *129.76
2016 2017 2018 2016 2017 2018 2016 2017 2018 2016 2017 2018
MLB NBA " §

Source: VAB Analysis of MPAA, 2016 Theatrical Market Statistics, 2017 and 2018 Theme Report
= 6
Intelligence. Insights. Impact.

This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited.



Meanwhile, There's Been An Explosion Of Live Sports Content Available Across
A Growing Number Of TV Channels And Streamed Through Websites And Mobile Apps

Ad-Supported TV Networks With Sports

Premium Sports TV Packages with Ads
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NErwomie  CoNEROE  DEPORTES OTT Subscription Services With Sports
Ad-Supported TV Apps With Sports HBONOW E:.‘—.-.‘. Red Bull fuL\') % STWIIME

FOX B ‘4 ociny HB@ ALL ACCESS a— WV/
@ csh e BOR oiCasT amazon TOTAL AT&TtV MOTORTREND S.AL

1 Prime instant video [@JACEESS 111G NOW LIVE

\"’ optimum.
NBC =
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A0 AL
LIVE
wowy = T
DIRECTV MLB.cnm Mediacom) sudden llnk
*Chart represents a robust sampling of available services as of 12/1/19. \//.'\B 7
This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited. Intelligence. Insights. |




And The In-Home Viewing Experience |Is (
Penetration Of ‘Next Generation’ TVs (Bigger,

2014

HDTV 88% 91%
Smart TV 42% 64%
42"+ Screen* 339, 55%

4K (UHD) TV 1% 49%




With An Array of Options Within The Sports Landscape,
We Conducted A Custom Study To Understand Fans’
Preferences For Live Sports Viewing

As the sports viewing landscape evolves with enhancements to
current platforms and growth of additional touchpoints to
access content, we wanted to dig deeper to help marketers
understand the passion of today’s sports fan and the ‘why’s’
and motivating factors behind their viewing preferences,
particularly at-home viewing vs. in-person event attendance.

To do this, VAB commissioned Dynata to conduct the ‘Sports
Viewing Experience’ Survey fielded online in September 2019.
The results are based on 1,023 adult 18+ U.S. respondents who

identified themselves as a sports fan (either casual, moderate
or avid).

In addition to examining the different levels of fandom, we also
analyzed several other demographic cuts for the sports fan
including adults 18-34, adults 35+, males and females, and
blacks and Hispanics.

This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited.
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Understanding Today's Sports Fans

A Snapshot Of Their Unbridled Passion Across Audience Segments




The Three Levels of Sports Fandom
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The Avid Sports Fan Is Slightly Younger, Skewing More Towards Adults 25-44,
While Females Compose Approximately 45% Of Causal and Moderate Fans

Moderate Sports Fans \

(37% of sports fans)

Casual Sports Fans

(20% of sports fans)
Median Age: 46

-~

~

Female
44%

of @

~

Age Composition

This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited.

/

Source: VAB / Dynata ‘Sports Viewing Experience Survey,’ September 2019, Survey base: self-identified sports fans, P18+. Q1: What is your gender? Q S1: What is your age? Casual Fans Respondents (occasionally watch sports on TV, stay up to date on major
sports news, etc), Moderate Fans Respondents (regularly watch sports on TV, routinely follow sports news, etc.), Avid Fans Respondents (habitually watch sports on TV, intensely follow teams / players, etc).

-~

Median Age: 44

\_

( )
Male Female
54% dl 46% Q
U J
Age Composition
55-64
10%
50-54
16%

/

Avid Sports Fans

(43% of sports fans)
Median Age: 41

~

Female
32%

o} Q

/

Age Composition

/
VAB -
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Over Half Of All Avid Fans Watch Live Sports Daily And Even Two-Thirds
Of Casual Sports Fans Watch Sports At Least On A Weekly Basis

How Often Do Sports Fans Watch Live Sports On TV*?

Casual Sports Fans Moderate Sports Fans Avid Sports Fans
(20% of sports fans) (37% of sports fans) (43% of sports fans)
Once ;\yﬁnonth A Few Times A Month Once ?(yl:/lonth A Few Timc:s A Month Once (l;\(yl:/lonth
’ Every Other Day 7% \ \ 1% \\

8%

A Few Times A Week
23%

Every Other Day
20%

A Few Times A Week
28%

Every Other Day

A Few Times A Week
S 18%

37%

*TV is inclusive of all devices (ie., TV, connected-TV device, smartphone, tablet, etc) and locations (i.e., at home, at a bar/restaurant, someone else’s home, etc)

device (i.e., TV, smartphone, tablet, etc) or location (i.e. at home, at a bar / restaurant, someone else’s home, etc). Casual Fans Respondents (occasionally watch sports on TV, stay up to date on major sports news, etc), Moderate Fans Respondents (regularly

Source: VAB / Dynata ‘Sports Viewing Experience Survey,’ September 2019, Survey base: self-identified sports fans, P18+. Q S4: On average, how often do you watch live sports on TV in a given month? Please indicate any viewing that takes place regardless of
watch sports on TV, routinely follow sports news, etc.), Avid Fans Respondents (habitually watch sports on TV, intensely follow teams / players, etc). > 1 3

This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited. Intelligence. Insights. Impact.



The avid fan is a voracious
viewer who has a wide set
of interests when it comes
to sports.

While NFL is still the
unguestioned leader across
all levels of sports fandom,
several others draw a
significant audience with

11 sports being followed
by at least one-quarter of
avid fans.

Four sports - NFL, college
football, MLB and NBA -
are followed by at least
one-quarter of casual fans.

% of Sports Fans Who Follow Each Sport
Casual / Moderate / Avid

(=P / ?);‘

NFL Football College Football Baseball NBA Basketball
/1% /380% / 87% 37% /55% /70% A1% /59%/7/69% 41% / 50% / 64%

- e o &

College Basketball lce Hockey Golf Soccer
24% / 40% / 57% 12% /27% / 38% 18% /22% / 36% 17% /7 19% / 34%

MMA,

& ¥

Tennis Boxing NASCAR Mixed Martial Arts
16% /7 19% / 28% 17% 7/ 13% / 27% 16% 7/ 21%/25%  11% /7 10% / 20%
( | ) i @ — .
Gymnastics Extreme Sports Figure Staking Other
M%7 12% 7/ 17% 6% /6% /12% 5% /10% 7/ 11% 7% / 4% / 6%
Source : VAB / Dynata ‘Sports Viewing Experience Survey,’ September 2019. Survey base = self-identified sports fans, P18+. Q8: Which sports do you follow? Note: Numbers don’t add to 100%
due to respondents ability to select more than one answer. Casual Fans Respondents (occasionally watch sports on TV, stay up to date on major sports news, etc), Moderate Fans Respondents
(regularly watch sports on TV, routinely follow sports news, etc.), Avid Fans Respondents (habitually watch sports on TV, intensely follow teams / players, etc). Sorted by Avid fans’ %. \/AB 1 4
This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited. Intelligence. Insights. Impact.



Adult 18-34 Sports Fan Are Most Likely To Watch Sports Daily Regardless Of Device Or
Location And Over 80% Are Habitual Viewers Who Watch At Least A Few Times A Week

How Often Do Sports Fans Watch Live Sports On TV*?

All Sports Fans

Once A Month

A Few Times A Month i%
8% /

A Few Times A Week Every Other Day
29% 17%

Adults 18-34
(37% of sports fans)

Once A Month
A Few Times A Month 2%
8% / \

A Few Times A Week
27%

Every Other Day
19%

Adults 35+
(63% of sports fans)

Once A Month
A Few Times A Month 1%
9% \ \

Weekly
17%

Every Other Day
15%

A Few Times A Week
30%

*TV is inclusive of all devices (ie., TV, connected-TV device, smartphone, tablet, etc) and locations (i.e., at home, at a bar/restaurant, someone else’s home, etc)

Source: VAB / Dynata ‘Sports Viewing Experience Survey,’ September 2019, Survey base: self-identified sports fans, P18+. Q S4: On average, how often do you watch live sports on TV in a given month? Please indicate any viewing that takes place

regardless of device (i.e., TV, smartphone, tablet, etc) or location (i.e. at home, at a bar / restaurant, someone else’s home, etc). All Sports Fans based on P18+.

@ Click here to see more demographics

This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited.

VAB =
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% of Sports Fans Who Follow Each Sport

Adults 18-34 are more / Adults 18-34 / Adults 35+
. . N
likely to gravitate towards ?‘\ ]
high-intensity sports that V4 l“
feature non-stop action NFL Football NBA Basketball College Football Baseball
. 0 0 0 0 0 0 0 0
like the NBA soccer and / 75% / 85% /66% / 47% / 49% / 63% [ 47% / 67%
combat sports like boxing ‘(»
and MMA ‘\\
College Basketball Soccer Boxing lce Hockey
/ 44% / 44% /33% /21% /29% / 15% [/ 25% / 31%
MMA; \ﬁa ») ;//
. ‘0’0’0:[
Mixed Martial Arts NASCAR Tennis Golf
/ 23% / 9% / 21% / 22% [/ 20% / 27% /17% / 33%
& A ¥ &
Gymnastics Extreme Sports Figure Staking Other
/ 15% / 14% / 13% / 6% / 10% / 9% / 5% / 6%
e e e \//\B

This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited.



There is an unbridled passion
that exists among sports
fans.

Two-thirds of avid fans feel
personally connected to the
teams they root for and over
half say that some of their
fondest memories are tied

to sports.

Furthermore, women are
more likely than men to feel
a personal connection to
their favorite teams.

% of Sports Fans Who Agree

Male Fans Female Fans

Avid Fans i
Sports are a core o B 0

Q passion of my life i 43%
9 | feel personally i

c connected to the - 51%
teams | root for !
Some of my :

g% fondest memories - 44%
are tied to sports i
| have cried i

@ because of a ! 20%
sports event |

Source: VAB / Dynata ‘Sports Viewing Experience Survey,” September 2019. Survey base = self-identified sports fans, P18+. Q19: Which of the
following statements do you believe are true for you? Avid Fans Respondents (habitually watch sports on TV, intensely follow teams /
players, etc), All Sports Fans based on P18+.

This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited.

36%

\//"\B 17
Intelligence. Insights. Impact.




M ATmE

Commitment runs deep “I have a ritual | do before or a’ur/ng big’ games to help my team win”
among sports fans. A e

significant amount of
sports fans, especially
younger and multicultural
ones, are actually
passionate to the point
of superstitious when

it comes to their favorite
teams Avid Sports Fans Adults 18-34 Sports Fans

25% &=  23%

Black Sports Fans ) Hispanic Sports Fans

27% B 24%

Source: VAB / Dynata ‘Sports Viewing Experience Survey,’ September 2019. Survey base = self-identified sports fans, P18+. Q20: Which of the
following statements do you believe are true for you? Avid Fans Respondents (habitually watch sports on TV, intensely follow teams /
players, etc).

This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited.



Sports also makes for
great, passionate
conversation.

In fact, almost half of Avid
fans and female fans are
willing to share their
passion, connection and
memories around sports
with complete strangers

Tl ————0 W

‘I have talked to a stranger about a sports event, team or athlete”

(% who agree)

M ll} p :4" '. , ‘k--._- 4

- y s |!‘ _'l‘ g ‘.I ' .'Ir
A e SRSCRY | ) = A

. il r'-.. L " k ) Y JH A
; "

All Sports Fans y Avid Sports Fans

40% =~ 48%

. i
1 X " -
. B - p—
1 -1__ . .‘_:'lﬂ >
, v " =

Male Sports Fans

38%  43%

Source: VAB / Dynata ‘Sports Viewing Experience Survey,’ September 2019. Survey base = self-identified sports fans, P18+. Q18: Which of the
following statements do you believe are true for you? Avid Fans Respondents (habitually watch sports on TV, intensely follow teams /
players, etc), All Sports Fans based on P18+.

This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited.




Quantifying Their Viewing Preferences By Location




Watching sports at

home is ubiquitous

among sports fans while

a much lower percentage Where Do Sports Fans Typically Watch Sports?
of fans - nearly one-third

- typically also watch in- _
person at a stadium / "\ AT o 7\

arena or out-of-home i SO fafaja] ni w

at a bar / restaurant Stadium Bar or Someone Elsewhere

[} :
Home or Arena Restaurant Else’'s Home (airport, gym, hotel, etc.)
Source: VAB / Dynata ‘Sports Viewing Experience Survey,’ September 2019. Survey base: self-identified sports fan P1 8+. Q10: Where do you typic IIy wa t h p orts? All
Sports Fans based on P18+, Avid Fans Respondents (habitually watch. sports on TV, intensely foIIow teams / pla y etc), Casual F s Res p d t nally watch
sports on TV, stay up to date on major sports news, etc). Note: Numbers don't add to 100% due to respondents bItyt sele tm e than 21

This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited.



Where Do Sports Fans 7ypically Watch Sports?

= .\
BRE] L

Stadium Bar or Someone Elsewhere
Sports Fan Type = Home or Arena Restaurant Else’s Home @irport gym hotel, etc)

Almost all sports fans
regardless of their level of "\
fandom, age, gender or Ln_l
ethnicity watch live sports

at home.

Adults 18-34 are more likely

to attend a game in-person as Avid  98% 43% 41% 37% 12%
well as watch a game out-of-

. Moderate 96% 26% 25% 24% 4%
home either at a bar /

restaurant or someone else’s Casual  92% 17% 17% 17% 3%
place. Adults 18-34 93% 34% 35% 35% 8%
. Adults 35+ 98% 30% 28% 24% 7%

Interestingly, female sports
fans are more likely than Male  96% 29% 30% 30% 8%
males to attend a game. Female  96% 35% 31% 31% 6%
Black 89% 30% 28% 28% 8%
Hispanic 92% 34% 34% 34% 8%

Source: VAB / Dynata ‘Sports Viewing Experience Survey,’ September 2019. Survey base: self-identified sports fans, P18+. Q10: Where do you typically watch sports? All

Sports Fans based on P18+, Avid Fans Respondents (habitually watch. sports on TV, intensely follow teams / players, etc), Casual Fans Respondents (occasionally watch

sports on TV, stay up to date on major sports news, etc). Note: Numbers don't add to 100% due to respondents ability to select more than one answer. - 2 2
Intelligence. Insights. Impact.

This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited.



Watching sports at
home is also the most
preferred viewing
location by far, being
favored by almost
three-quarters

of all sports fans

Where Do Sports Fans Prefer To Watch Sports?

ey

‘r’:‘\r:

Out-Of-Home

(Bar/Restaurant, Someone
Else's Home or Elsewhere)

Home Stadium or Arena

Source: VAB / Dynata ‘Sports Viewing Experience Survey,’ September 2019. Survey base = self-identified sports fans, P18+, Q11: When thinking about the overall

sports viewing experience, where do you prefer to watch sports? All Sports Fans based on P18+, Avid Fans Respondents (habitually watch sports on TV, intensely

follow teams / players, etc), Casual Fans Respondents (occasionally watch sports on TV, stay up to date on major sports news, etc. Note: Numbers don't add to

100% due to respondents ability to select more than one answer. \//F\B 23
This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited. Intelligence. Insights. Impact.



Where Do Sports Fans Prefer To Watch Sports?

Regardless of the type of
sports fan, at least two- 7\

thirds prefer watching | N | i X
sports from the comfort ctadium  OUt-Of-Home

Of thEIr OWH home. §ports Fan T)Lpe Home or Arena (Bar/Restaurant, Someone

Else's Home or Elsewhere)

Adults 18-34 and females are
more likely than others to Avid  71% 22% 8%
prefer the experience and
gameday atmosphere that

: . Casual 70% 16% 14%

attending a game in-person
provides. Adults 18-34  66% 23% 11%
Adults 35+  76% 17% 7%

Casual sports fans, younger
demos and multicultural fans Male  74% 18% 9%
are more likely than others to Female  70% 22% 7%
prefer watching out.-of-home Black  65% 17% 19%

as part of larger social

Hispanic 67% 18% 14%

gatherings.

Source: VAB / Dynata ‘Sports Viewing Experience Survey,’ September 2019. Survey base = self-identified sports fans, P18+, Q11: When thinking about the overall

sports viewing experience, where do you prefer to watch sports? All Sports Fans based on P18+, Avid Fans Respondents (habitually watch sports on TV, intensely

follow teams / players, etc), Casual Fans Respondents (occasionally watch sports on TV, stay up to date on major sports news, etc. Note: Numbers don't add to

100% due to respondents ability to select more than one answer. \//F\B 24
This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited. Intelligence. Insights. Impact.




As we'll showcase in the next
few sections, within the
totality of at-home viewing
and in-person event
attendance, sports satisfies
several essential human
need-states for all types of
fans - from casual to avid,
young and old, male and
female and across all
ethnicities

Comfort :
Connection
& (team, family/friends,
convenience social following)
. Camaraderie
Comprehension 2
(commentary & .

analysis) Community

Contact Commitment

(team spirit &
support)

(experiences)

This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited.

\//'\B 25
Intelligence. Insights. Impact.



| Comfort & Convenience are key needs fulfilled by watching sports at home. |

92% of all sports fans enjoy home viewing because TV provides them
a front row seat to any game they want to watch

S

Box: Somewhat Importantf&y .

This information /s exclusively proviaed to VAB members and qualified marketers. Further gis b tionis



There's a comfort to watching
sports at home as almost two-
thirds of avid fans and over % of Sports Fans Who Agree With The Following Statements
half of males consider it their
‘me-time.

Male Fans Female Fans

1.301 44%

Avid Fans

64%

Watching sports is

Over half of avid fans , SNy
my ‘'me-time

regularly set aside time
iNn their schedule to watch

SpOrts. | regularly set aside

time in my busy 58%
And while some fans have a schedule to watch

44% 44%

. . . Sports
ritual to will their teams to a P

win, many also have a routine
where they sit in the same | always sit in the
seat when watching sports. s —~)) same seatwhen A

————— watching sports
at home

38% 38%

Sports Fans based on P18+.

Source: VAB / Dynata ‘Sports Viewing Experience Survey,’ September 2019. Survey base = self-identified sports fans, P18+. Q19 & Q20: Which of the
following statements do you believe are true for you? Avid Fans Respondents (habitually watch sports on TV, intensely follow teams / players, etc). All
- 27
Intelligence, Insights. Impact,

This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited.



Live sports also creates

valuable occasions to bring

friends and family together

in the home, especially for % of Sports Fans Who Agree With The Following Statements

females.

Male Fans Female Fans

Over half of female fans think Avid Fans
watching sports is an

important family activity,
this leads many to make the

Watching sports is
important family 57%
time
| like to cook/grill for -

occasion even more of an
event by cooking / grilling
for their guests.

family or friends
when watching
sportson TV

Sports Fans based on P18+.

Source: VAB / Dynata ‘Sports Viewing Experience Survey,’ September 2019. Survey base = self-identified sports fans, P18+. Q18 & Q19: Which of the
following statements do you believe are true for you?, Avid Fans Respondents (habitually watch sports on TV, intensely follow teams / players, etc). All
o 28
Intelligence, Insights. Impact,

This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited.



Whether it's because of
comfort or an occasion, fans
prefer to watch sports on the
largest, clearest screen
possible.

% of Sports Fans Who Agree With The Following Statements

Adults
18-34 Adults 35+

Avid Fans

| bought a bigger TV
screen just so | could
have a better viewing
experience for sports

1 59%

49% 48%

In fact, almost 70% of adults
18-34 have bought a bigger
TV just so they could have a

better sports viewing | watch sports on a

experience. HDTV high definition TV

66%

Whenever possible | -

so | can see the
action clearer

With that said, there is also
a growing acceptance

of sports viewing across all
video devices as only about
half of sports fans need to
always watch sports on the
largest screen available.

watch sports on the 0
largest screen 54 /0

available in my home

Source: VAB / Dynata ‘Sports Viewing Experience Survey,’ September 2019. Survey base = self-identified sports fans, P18+. Q17: Please rate how much you agree

or disagree with the following statement (Top 2 Box: Somewhat Agree & Strongly Agree), Q20: Which of the following statements do you believe are true for

you? Avid Fans Respondents (habitually watch sports on TV, intensely follow teams / players, etc), All Sports Fans based on P18+. > 29
Intelligence, Insights. Impact,

This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited.




Watching sports at home
satisfies the six essential
need-states.

In particular, avid and casual
fans both like watching sports
at home because of the better
viewing experience, ability to
have a front row seat to every
game and the convenience
and comfort as opposed to
the hassles involved with
attending a game.

Avid fans also appreciate the
flexibility that comes with
home viewing including
watching multiple games and
the comprehensive coverage
that TV networks provide.

Connection

Comprehension

Main Reasons Why Fans Watch Live Sports At Home
Top 2 Box (% that rate statement as ‘Very Important / Somewhat Important’)

m Casual Sports Fan

Better viewing experience (i.e. big screen TV, HD, etc)

TV provides a front row seat to any game | want to watch

Convenience (food, drink and bathroom close by with no lines)

No hassles with traveling to a game (traffic, parking, security gates, etc)

Inexpensive way of watching my favorite team or sport

Flexibility to watch multiple sporting events at the same time or during
breaks in the action

Can hear the announcers and see the game more clearly than at a
bar/restaurant

Announcers and commentators make it easy to understand / keep up with
all the action

Good way to spend time with family and / or friends

| can do other things & multitask while watching a game

Can pause and rewind plays so that | don’'t miss anything

‘Off-the-field’ coverage (live interviews, pre-game & post-game coverage &
highlights)

Can more easily keep up with fantasy sports & social media posts related to
the game

Source: VAB / Dynata ‘Sports Viewing Experience Survey,’ September 2019. Survey base = self-identified sports fans, P18+. Q12: Please rate how important the following are in your decision
to watch sports at home (Top 2 Box: Somewhat Important & Very Important). Based on respondents who prefer watching sports at home via Q11. Casual Fans Respondents (occasionally
watch sports on TV, stay up to date on major sports news, etc), Avid Fans Respondents (habitually watch sports on TV, intensely follow teams / players, etc). Sorted on Avid sports fans’ %.

This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited.
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88%

94%

89%
94%

91%
93%

90%

64%

85%

/8%

84%

/3%
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°
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83%
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56%
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53%

68%

31%
55%
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Comfort, Convenience And Viewing Experience Are Also The Main Reasons
Other Audience Segments Enjoy Watching Sports At Home

— T

92%/91%

of single sports fans & sports = =

fans with kids both like the | =%

conveniences of watching
at home

(food & drink easily available, a bathroom with no lines, etc)

93%

of married sports fans believe

that TV provides them a front
row seat to any game they want
to watch

of Black sports fans like T - ! of Hispanic sports fans prefer
not having any of the hassles ' B O watching at home for the better

associated with going to a game viewing experience
(traffic, parking, security gates, etc) (big screen TV, HDTV, etc)

= % ;f'l ""'I-'.'f".&';-;-‘ift R ",’ ; " "l amm— o HE E N

Source: VAB / Dynata ‘Sports Viewing Experience Survey,’ September 2019. Survey base = self-identified sportsifans, P18+. Q12: PIea rate how importa p— o p & = 1 ‘

are in your decision to watch sports at home (Top 2 Box: Somewhat Important & Very Important. Based on respondents who prefer watching sports at ho 5 s o e By | ' 1)
This information is @XC/US/I/@/’ provided to VAB /77@/775“L and qualified marketers. Further



Beyond the TV screen,
social media enhances the
sports viewing experience
at home, especially among
younger & multicultural
fans.

In fact, three-fourths of
black sports fans say they
are more actively engaged
in watching live sports on TV
because of the related posts
they read on social media
platforms.

“Following social media posts keeps me more actively engaged in
watching live sports on TV”

(% who agree)

Adult 18-34 Sports Fans

69%

Black Sports Fans Hispanic Sports Fans

74% 59%

Source: VAB / Dynata ‘Sports Viewing Experience Survey, September 2019. Survey base = self-identified sports fans, P18+. Q17: Please rate how much you agree
or disagree with the following statement (Top 2 Box: Somewhat Agree & Strongly Agree), Avid Fans Respondents (habitually watch sports on TV, intensely follow

teams / players, etc).
This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited.



When it comes to watching
sports at home, fans,
especially avid ones, enjoy the
360-degree experience that
TV networks provide which
includes play-by-play
commentary and analysis,
multiple camera angles and
replays.

This experience goes well
beyond the field too,
beginning with pre-game
coverage and ending with
post-game highlights and
interviews.

Comprehension Comfort & Convenience
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Game.Preview

Pre-Game Coverage

“l enjoy watching pre-game
coverage and post-game

highlights” Hearing the announcers

and commentators
makes it easier to keep
up with the action”*

/ 84%

/ Avid Sports Fans

111 OIneL ] ﬁl I [T © =

“Watching ‘off-the-field’
coverage (including live
interviews, highlights, etc)
IS important to me”*

“l have a better
experience watching a
sporting event on TV due
to the different camera
angles & replays”

/ 79%

Live Interwews Instant Replay

Source: VAB / Dynata ‘Sports Viewing Experience Survey,” September 2019. Survey base = self-identified sports fans, P18+. *Q12: Please rate how important the following are in your decision to watch

sports at home (Top 2 Box: Somewhat Important & Very Important, (based on respondents who prefer watching sports at home via Q11). Q17: Please rate how much you agree or disagree with the
following statement (Top 2 Box: Somewhat Agree & Strongly Agree), (based on respondents who prefer watching sports at home via Q11), Avid Fans Respondents (habitually watch sports on TV, intensely 3 3
follow teams / players, etc), All Sports Fans based on P18+. >

This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited. Intelligence. Insights. Impact.
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Take Me Out To The Ballgame!

Experiences That Foster Connection, Commitment & Community Among Sports Fans
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Seven Out Of 10 Sports Fans Have Attended A Game Over The Past Two Years

% Of Sports Fans That Have Attended A Professmnal Or Collegiate Sports Event In The Past Two Years

All Sports Fans Casual / Avid A | Black / Hlspanlc

72% M 52% /83% [\ 76% / 83%

Adults 18-34 / 35+ PN Male / Female o Single / With Kids

79% / 67% B 72% / 71% 70% / 78%

\-'. \,

urvey,' September 2019, Survey base = self-identified sports fans, P18+, Q14: Have you-attended a professiona
sports on TV, stay up to date on major sports news, etc)Avid Fans Respondents (habitually watch sports on TV,@ ely follow @ng’rayg

— - j This information is exclusively provided to VAB members and qualified marketers. Further distaibution /s pro



Both avid and casual fans
crave the communal
experience that attending
live sporting events provide

Connection

Why Do Fans Attend Sporting Events In Person?

Top 2 Box (% that rate statement as ‘Very Important / Somewhat Important’)

m Casual Sports Fan

To show support of your favorite team / team pride

m Avid Sports Fan

82%

o
and the .ab”lty (o Se.e Spend time with friends and / or family 2 S
evetLytl;lrllg happening Abity o s everything happening on the i/ court. [——
on € Tield. To immerse yourself in the gameday atmosphere  [F———— e __ o/,
Avid fans also like to show B e ——
their team pride and Feels like a special occasion | o

support while immersing Opportunity to be present for big'sport moments . | T 7
themselves in the gameday tch our v e up e . .,
atmosphere with the Camaadee s commiy it over o | .
potential to be present for 0
o Experiencing the amenities at the stadium / arena =/081%
big’ sports moments.

Opportuniy to getout of the house | £

0
Food and drink options at the stadium / arena _6808/0%
Tailgating before, and / or after, the game 65%

Provides me with social media content (tweets, |G stories, Snapchat, etc)

Source: VAB / Dynata ‘Sports Viewing Experience Survey,’ September 2019. Survey base = self-identified sports fans, P18+. Q15: Please rate how important the following are in your
decision to attend a sporting event in person (Top 2 Box: Somewhat Important & Very Important). Based on respondents who have attended a professional or collegiate sports event
in the past two years via Q14. Casual Fans Respondents (occasionally watch sports on TV, stay up to date on major sports news, etc), Avid Fans Respondents (habitually watch sports
on TV, intensely follow teams / players, etc). Sorted on Avid sports fans' %.

\VA\SREE

Intelligence. Insights. Impact.

This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited.



Unique Social Experiences And The Feeling Of Camaraderie And Community Are Main
Reasons That Other Audience Segments Attend Live Sporting Events As Well

- o v P
&

. N\
of Black & Hispanic sports fans W of Hispanic sports fans attend %
tailgate before and/or after the "X games for the camaraderie and ‘
: community with other fans /

of sports fans that live in metro
. areas/big cities attend games as
an opportunity to get out of the

house
‘ AB / Dynata ‘Sports Vv
sporting event in persa
vi

of Black sports fans agree that
going to games provides them
with social media content

019. Surveﬁ = self-identified sp ns, P18+. Q154§
ery Important). Based on responde o have attend
. This information is exclusively o VAB members|



In fact, when it comes to
creating unique social
experiences and taking part
in camaraderie &
community, a significant
portion of fans, especially
younger demos, enjoy
making ‘a day of it

and soaking up the gameday
atmosphere - both in and
around the stadium - before,
during and after a sporting
event

% of Sports Fans Who Agree With The Following Statements

Adults
18-34 Adults 35+

Avid Fans

| enjoy making 'a day

S, 1:;"" S . of it' when | go to
m O HF sporting events by
) tailgating or going to
area bars before and /
or after a game

| prefer going to sporting
events than watching on 0
TV due to the gameday 31 /0

atmosphere

AV 27%

35% ErArd

#1

Source: VAB / Dynata ‘Sports Viewing Experience Survey,’ September 2019. Survey base = self-identified sports fans, P18+. Q13: Which of the following statements
do you believe are true for you? Avid Fans Respondents (habitually watch sports on TV, intensely follow teams / players, etc). All Sports Fans based on P18+. > 3 8
Intelligence, Insights. Impact,

This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited.



However, only 29% of avid sports fans and 23% of all sports fans

say they attend more sporting events now than they have in the past




Comprehension Comfort & Convenience

Even the most passionate fans Reasons That May Keep Fans From Attending Live Sports In Person

may Nnot attend events or Top 2 Box (% that rate statement as ‘Very Important / Somewhat Important’)
attend fewer than they USEd M Casual Sports Fan  m Avid Sports Fan
to for a variety of reasons.

34%
82%

Too expensive (tickets, concessions, parking, etc)

76%

Too much traffic 2404

Among both the casual and
avid fan, cost and hassles like
traffic, stadium distance and

Stadiums / arenas are too far away from where | live

69%
6%

Seats are usually far away from the field / court

seat locations are the biggest Unpredictable weather 15
I"ea S O n S . Long lines for concessions and bathrooms _ gj(%)

Uncomfortable seating 66%

Casual fans also find it harder Rowdy crowds
to follow the action in person, ight miss plays or other in-game acton
they don't like rowdy crowds
and they might not want to
devote all the time needed
during the day to attend a
game.

m @
—_— —
X X

52%

54%
51%

Don't want to devote enough time to attend a game 120 52%

It's hard to follow what's happening without announcers / commentary 41% >2%

51%

Limited instant replays shown within the stadium / arena 420

36%
36%

Feel disconnected from other things going on in my life

It's boring (sporting events go on too long, etc.) LT 40%

Source: VAB / Dynata ‘Sports Viewing Experience Survey,’ September 2019. Survey base = self-identified sports fans, P18+. Q16: Please rate the reasons that may keep you from attending
a sporting event in person (Top 2 Box: Somewhat Important & Very Important). Casual Fans Respondents (occasionally watch sports on TV, stay up to date on major sports news, etc), Avid
Fans Respondents (habitually watch sports on TV, intensely follow teams / players, etc). Sorted on Avid sports fans’ %. - 40

This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited. Intelligence. Insights. Impact.



Costs And Other Inconveniences Are Also The Main Reasons Why Other
Audience Segments I\/Iay Not Attend Sporting Events In Person

of married & adults with kids

sports fans say that cost (too
¥ expensive) may keep them from
| attending a sporting event

of Black sports fans say that long
lines for concessions and
bathrooms may keep them from
attending a game
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of Hispanic sports fans say that
thelr seat location (too far from e )
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of married & adults with kids
sports fans cite traffic as a
reason that may keep them
from attending a game




Matchup: At-Home Viewing Vs. In-Person Attendance

How Sports Advertising Drives Consumer Action Across The Purchase Funnel
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The comfort, convenience and
ease of connectivity during at-
home viewing means that sports
fans are more likely to engage
with advertising and take
consumer action than if they
were at a game.

From an awareness &
consideration perspective, avid
sports fans are 56% more likely

to have talked with friends
and/or family about an
advertisement they saw while
watching sports on TV than
about an advertisement they
saw in a stadium/arena;
adults 18-34 and females

are 60% and 53% more likely
to do the same, respectively.

Awareness & Consideration

% Of Sports Fans Who Have Done The Following...

| have talked with friends
and/or family about an

advertisement | saw while
watching sports on TV

o F B | have talked with friends
5 and/or family about an
ﬁ advertisement

| saw within a stadium/arena

% Difference:
Sports TV Ads
VS.
In-Stadium Ads

+56%

more likely

Avid Fans

34%

21%

+60%

more likely

Adults 18-34

33%

23%

+43%

more likely

Females

35%

23%

+53%

more likely

Source: VAB / Dynata ‘Sports Viewing Experience Survey,’ September 2019. Survey base = self-identified sports fans, P18+. Q18. Which of the following statements do you believe are true
for you? Avid Fans Respondents (habitually watch sports on TV, intensely follow teams / players, etc). All Sports Fans based on P18+.

This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited.
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Consideration & Intent

Avid sports fans are 24%
more likely to have visited

a website for a product they
saw advertised while watching
sports on TV than for a

% Of Sports Fans Who Have Done The Following...

Avid Fans Adults 18-34 Females

| have visited a website

product they saw advertised for a product that | saw 26% 27% 23%

within a stadium / arena:;

advertised while watching

- t TV
females are 26% more likely SPoreon
to do the same.
Adults 18-34, who are almost 2 P F | have visited a website
’ : $ e for a product that | saw 21 % 27% 1 8%
always connected to their (=HE55  advertised within a

mobile devices, are just as stadium/arena
likely to visit a brand’s website
regardless of where they saw

an advertisement. % Difference:
Sports TV Ads +2 20 +2 40/

V§- more likely more likely
In-Stadium Ads

+26%

+1%
more likely

Source: VAB / Dynata ‘Sports Viewing Experience Survey,’ September 2019. Survey base = self-identified sports fans, P18+. Q18. Which of the following statements do you believe are true
for you? Avid Fans Respondents (habitually watch sports on TV, intensely follow teams / players, etc). All Sports Fans based on P18+. 44

more likely

This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited.



Avid sports fans are 40%
more likely to have
purchased a product or
service they saw advertised
while watching sports on TV
than a product or service
they saw advertised within a
stadium / arena; adults 18-34
and females are 9% and 32%
more likely to do the same,
respectively

% Of Sports Fans Who Have Done The Following...

Avid Fans Adults 18-34

| have purchased a

product or service | saw 26% 26%

advertised while watching
sportson TV

= | have purchased a

% product or service | saw 1 9% 24%

advertised within a
stadium/arena

% Difference:
Sports TV Ads +320) +40%

V§- more likely more likely
In-Stadium Ads

+9%
more likely

Females

24%

18%

+32%

more likely

Source: VAB / Dynata ‘Sports Viewing Experience Survey,’ September 2019. Survey base = self-identified sports fans, P18+. Q18. Which of the following statements do you believe are true

for you? Avid Fans Respondents (habitually watch sports on TV, intensely follow teams / players, etc). All Sports Fans based on P18+.

This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited.
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Key Takeaways

With 96% of all fans typically watching sports at home, multiscreen TV is ubiquitous
and offers broad reach among all ages, genders, races and levels of fandom.

Opportunities go well beyond Males 25-54 as approximately 45% of casual and
moderate sports fans (and almost 40% of all sports fans) are female and one-third
of Adults 18-34 watch sports through multiscreen TV daily.

In-stadium advertising and sponsorships is a good way to reach fans, especially
avid fans since 43% typically go to sporting events, however these activations
should be augmented by multiscreen TV in order to reach all fans, especially the
more casual and moderate ones who collectively make up 57% of fans.

The passion surrounding sports satisfies several essential human needs and the
fulfillment of comfort, convenience and ease of connection and connectivity during
at-home viewing means that sports fans are more likely to engage with sports TV
advertising than if they saw in-stadium ads.

Whether it's at a bar or restaurant, someone else’s home, or at an airport or hotel,
there is considerable out-of-home viewing for multiscreen TV content and
marketers should ensure they're capturing this audience. In fact, 14% of casual
fans prefer to watch sports at out-of-home locations.

VAB 45
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From a Gender Perspective, Over 80% Of Male Fans And Two-Thirds Of Female Fans
Watch Live Sports Across Devices At Least A Few Times A Week

How Often Do Sports Fans Watch Live Sports On TV*?

All Sports Fans / Male Sports Fans \ / Female Sports Fans \
(61% of sports fans) (39% of sports fans)

Once A Month A Few Times A Monthonce AoMonth once A Month
1% . 0
A Few Times A Month 2% 7% \ A Few Times A Month 2%
8% JJ 10% /

Every Other Day

0,
A Few Times A Week 15%

29%

A Few Times A Week Every Other Day
29% 17%

Every Other Day A Few Times A Week

\_ N\

*TV is inclusive of all devices (ie., TV, connected-TV device, smartphone, tablet, etc) and locations (i.e., at home, at a bar/restaurant, someone else’s home, etc)

Source: VAB / Dynata ‘Sports Viewing Experience Survey,” September 2019, Survey base: self-identified sports fans, P18+. Q S4: On average, how often do you watch live sports on TV in a given month? Please indicate any viewing that takes place
regardless of device (i.e., TV, smartphone, tablet, etc) or location (i.e. at home, at a bar / restaurant, someone else’s home, etc). All Sports Fans based on P18+. > 49

This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited. Intelligence. Insights. Impact.



% of Sports Fans Who Follow Each Sport

The major sports like / Male / Female
-
NFL, college football, ) ?‘\
MLB and NBA, attract L] I\
both male and female NFL Football College Football Baseball NBA Basketball
fans. while more niche / 83% / 79% / 64% / 58% / 63% / 54% / 58% / 49%
sports skew towards one RN |
gender. A\J
College Basketball lce Hockey Soccer Tennis

For instance, sports like / 47% / 40% / 30% / 26% /28% / 21% / 23% / 22%
golf, boxing, mixed — .
martial arts skew more \ﬁa | 9// "‘?
towards males while L

: - NASCAR Gymnastics Golf Figure Staking
Sports like gymnastlcs [/ 22% / 21% / 10% / 20% / 33% / 18% / 5%/ 16%

and figure skating skew

more towards females. @ (!Mrm} i %

Boxing Mixed Martial Arts Extreme Sports Other
[/ 25% / 12% /18% / 10% /10% / 6% /6% / 5%

Source: VAB / Dynata ‘Sports Viewing Experience Survey,’ September 2019. Survey base = self-identified sports fans, P18+. Q8: Which sports do you follow?
Note: Numbers don’t add to 100% due to respondents ability to select more than one answer. All Sports Fans based on P18+. Sorted by female fans’ %. > 5 O
Intelligence, Insights. Impact,

This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited.



There's not much of a
difference between males and
females when it comes to the
main reasons they like to
watch live sports at home -
like many of the other
audience segments, it's

about convenience, viewing
experience and cost
efficiency.

Female fans are more likely to
appreciate the communal
aspect of sports viewing,
ability to more easily follow
the action on TV and the
‘off-the-field’ coverage

that includes interviews

and human interest stories.

Connection Comprehension

Main Reasons Why Fans Watch Live Sports At Home
Top 2 Box (% that rate statement as ‘Very Important / Somewhat Important’)

®m Male m Female

Convenience (food, drink and bathroom close by with no lines)
TV provides a front row seat to any game | want to watch

Better viewing experience (i.e. big screen TV, HD, etc)

Inexpensive way of watching my favorite team or sport

No hassles with traveling to a game (traffic, parking, security gates, etc)

Good way to spend time with family and / or friends

Announcers and commentators make it easy to understand / keep up with all
the action

Can hear the announcers and see the game more clearly than at a
bar/restaurant

| can do other things & multitask while watching a game

Flexibility to watch multiple sporting events at the same time or during breaks
in the action

Can pause and rewind plays so that | don't miss anything 64%

‘Off-the-field’ coverage (live interviews, pre-game & post-game coverage & 58%
highlights)

Can more easily keep up with fantasy sports & social media posts related to
the game

46%
46%

Source: VAB / Dynata ‘Sports Viewing Experience Survey,’ September 2019. Survey base = self-identified sports fans, P18+. Q12: Please rate how important the following are in your decision
to watch sports at home (Top 2 Box: Somewhat Important & Very Important. Based on respondents who prefer watching sports at home via Q11. Sorted on Female fans' %.

This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited.
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90%
93%

92%
92%

90%
91%
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91%

86%
88%

88%

/7%

86%

/8%

7

O
=3

73%

72%

68%
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Male and female fans €njoy Why Do Fans Attend Sporting Events In Person?

going to a live Sporting event Top 2 Box (% that rate statement as ‘Very Important / Somewhat Important’)
because they see it as an = Male ® Female

occasion to spend valuable Soend time with friends and  or family o0
time with their friends &
family.

Ability to see everything happening on the field / court
To show support of your favorite team / team pride

To immerse yourself in the gameday atmosphere

It also gives them the ability
to see everything

happening on the field Ablity to feel the pace of the garme / competition
and they can show off Camaraderie & community with other fans
their team P ride. Opportunity to be present for 'big' sport moments

Feels like a special occasion

Watch your favorite athlete up close

Female fans also like the
camaraderie & community
they feel with other fans and
they're more likely to share
these moments with their
fO”OWQrS on SOCiaI media. Provides me with social media content (tweets, IG stories, Snapchat, etc)

Source: VAB / Dynata ‘Sports Viewing Experience Survey,’ September 2019. Survey base = self-identified sports fans, P18+. Q15: Please rate how important the following are in your
decision to attend a sporting event in person (Top 2 Box: Somewhat Important & Very Important). Based on respondents who have attended a professional or collegiate sports event in \/AB
> 52

Opportunity to get out of the house

Experiencing the amenities at the stadium / arena

Food and drink options at the stadium / arena

Tailgating before, and / or after, the game

the past two years via Q14. Sorted on Female fans’ %.

This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited. Intelligence. Insights. Impact.



Male and female fans typically
Cite the same reasons as to
why they might not attend a
sporting event with cost and
inconveniences like traffic,
stadium distance and seat
locations as the biggest
factors for both.

Interestingly, male sports fans

are more likely to not want to
devote enough time during
the day to attend a game.

Comprehension Comfort & Convenience

Reasons That May Keep Fans From Attending Live Sports In Person

Top 2 Box (% that rate statement as ‘Very Important / Somewhat Important’)

®m Male m Female

Too expensive (tickets, concessions, parking, etc) —15;’/2%
Seats are usually far away from the field / court _8;/%%
Stadiums / arenas are too far away from where | live _6602%
Long lines for concessions and bathrooms _S(f/t%
Rowdy crowds | £, "
Might miss plays or other in-game action —552%;?

43%

It's hard to follow what's happening without announcers / commentary 16%

44%
46%

Limited instant replays shown within the stadium / arena

49%

Don't want to devote enough time to attend a game 39%

37%
35%

Feel disconnected from other things going on in my life

31%

It's boring (sporting events go on too long, etc.) 30%

I

Source: VAB / Dynata ‘Sports Viewing Experience Survey,’ September 2019. Survey base = self-identified sports fans, P18+. Q16: Please rate the reasons that may keep you from attending
a sporting event in person (Top 2 Box: Somewhat Important & Very Important). Sorted on Female fans' %.

This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited.
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Both younger and older Main Reasons Why Fans Watch Live Sports At Home

demos most appreciate the Top 2 Box (% that rate statement as ‘Very Important / Somewhat Important’)
convenience and viewing
experience Of WatChing Convenience (food, drink and bathroom close by with no lines) 8%
sports at home and the ability
to have a front row seat

for every live sporting event.

W Adults 18-34 m Adults 35+

92%

Better viewing experience (i.e. big screen TV, HD, etc) 8909/02%

TV provides a front row seat to any game | want to watch

94%

6%

Inexpensive way of watching my favorite team or sport 90%

86%

Ad u |tS 1 8'34 a | SO | | ke th e Good way to spend time with family and / or friends
fl ex' bl I Ity tO pa u Se a n d No hassles with traveling to a game (traffic, parking, security gates, etc)

rewind a game, the "

. | can do other things & multitask while watching a game =O% 0
comprehensive coverage R . -

. an hear the announcers and see the game more clearly than at a = 8204

that TV networks provide and Dar/restaurant 5%
the ability to easily keep up o e acton, o | - .
Wlth th e | r fa nta Sy tea m S a n d Flexibility to watch multiple sportii:%heevzrcw;i)it the same time or during breaks _%80%
SI’C])C I a | m ed Iah pO,StS re | athEd tO Can pause and rewind plays so that | don't miss anything ” 77%
t e ga m eS t ey re Watc I ng' ‘Off-the-field’ coverage (live interviews, pre-game & post-game coverage & 71%

highlights) 57%

Can more easily keep up with fantasy sports & social media posts related to
the game 36%

66%

Source: VAB / Dynata ‘Sports Viewing Experience Survey,’ September 2019. Survey base = self-identified sports fans, P18+. Q12: Please rate how important the following are in your decision
to watch sports at home (Top 2 Box: Somewhat Important & Very Important). Based on respondents who prefer watching sports at home via Q11. Sorted on Adults 18-34 fans’ %.
> 54

This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited. Intelligence. Insights. Impact.




When it comes to in-person
attendance, younger and older
demos most appreciate the
ability to see everything
happening on the field and
spending valuable time with
their friends & family along
with showing their team pride
& support.

Adults 18-34 also like the social

aspect of attending games
which can meld the physical &
digital world together - they're
more likely to tailgate and post
related social media content.

Separately, they're also more
likely to appreciate the unique
food & drink options available
in-stadium.

Why Do Fans Attend Sporting Events In Person?
Top 2 Box (% that rate statement as ‘Very Important / Somewhat Important’)

W Adults 18-34 m Adults 35+

Ability to see everything happening on the field / court 98%’/0

Spend time with friends and / or family

: , , 88%
Feels i a special occasion K sy,
To show support of your favorite team / team price | oo

85%

Ability to feel the pace of the game / competition 36%

85%
86%

To immerse yourself in the gameday atmosphere

85%
%

Opportunity to be present for 'big' sport moments

Watch your favorite athlete up close 34%

m
|

77%

81%

Opportunity to get out of the house

Camaraderie & community with other fans 76%81 %

Experiencing the amenities at the stadium / arena D30 80%

75%

Food and drink options at the stadium / arena 55%

Tailgating before, and / or after, the game

Provides me with social media content (tweets, |G stories, Snapchat,etc)

the past two years via Q14. Sorted on Adults 18-34 fans' %.

55

Source: VAB / Dynata ‘Sports Viewing Experience Survey,’ September 2019. Survey base = self-identified sports fans, P18+. Q15: Please rate how important the following are in your
decision to attend a sporting event in person (Top 2 Box: Somewhat Important & Very Important). Based on respondents who have attended a professional or collegiate sports event in \//\B
>

This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited. Intelligence. Insights. Impact.



Comprehension Comfort & Convenience

Older demographics are more
. : sfap Reasons That May Keep Fans From Attending Live Sports In Person
||k€|y tO C|te COSt dS d reason Top 2 Box (% that rate statement as ‘Very Important / Somewhat Important’)

that they may not attend a m Adults 18-34 m Adults 35+
sporting event in person along
with the hassles that come

/5%

Too expensive (tickets, concessions, parking, etc) 36%

Too much traffic 70%

75%

with too much traffic.

/0%

Seats are usually far away from the field / court 68%

68%
66%

Stadiums / arenas are too far away from where | live

Both younger and older
demOS have ISsueS Wlth Uncomfortable seating 5904
Stadium diStance and Unpredictable weather 61%66%

67%

seat locations. Long lnes for concessions and bathrooms |, =
Might miss plays or other in-game action ” 61%
Adults 18-34 generally have a owdy croncs RN 5
|Ot more reasons Why they It's hard to follow what's happening without announcers / commentary —38% 54%
don't attend games including - o o
uncomfortable seats, rowdy e nstantreplays honn wiin he stadum farens _39_
CrOWdS, hard to follow the Don't want to devote enough time to attend a game (S . 0
aCtiOn in person and feeling Feel disconnected from other things going on in my life | [SSSSEO R0 S 49%

41%

d isco n nected fI’O m th el r. | IveS . It's boring (sporting events go on too long, etc.) 24%

Source: VAB / Dynata ‘Sports Viewing Experience Survey,’ September 2019. Survey base = self-identified sports fans, P18+. Q16: Please rate the reasons that may keep you from attending
a sporting event in person (Top 2 Box: Somewhat Important & Very Important). Sorted on Adults 18-34 fans' %. > 5 6

This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited. Intelligence. INSights, Impact,







Multicultural Sports Fans Are Heavier Sports TV Viewers - 60% of Black Fans
And 58% Of Hispanic Fans Watch Live Sports At Least Every Other Day

How Often Do Sports Fans Watch Live Sports On TV*?

Non-Hispanic White

-~

Sports

~

Fans

A Few Times A Week
31%

\_

Once A Month
A Few Times A Month 1%
9% / .

Every Other Day
16%

/

Source: VAB / Dynata ‘Sports Viewing Experience Survey,’ September 2019, Survey base: self-identified sports fans, P18+. Q S4: On average, how often do you watch live sports on TV in a given month? Please indicate any viewing that takes place

/ Black Sports Fans \

Once A Month
3%

A Few Times A Month

7% / |

A Few Times A Week

Every Other Day

21%

\_ /

/ Hispanic Sports Fans \

Once A Month
3%

A Few Times A Month
3% /

A Few Times A Week

Every Other Day
23%

\_ /

*TV is inclusive of all devices (ie., TV, connected-TV device, smartphone, tablet, etc) and locations (i.e., at home, at a bar/restaurant, someone else’s home, etc)

regardless of device (i.e., TV, smartphone, tablet, etc) or location (i.e. at home, at a bar / restaurant, someone else’'s home, etc).

This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited.

VAD se

Intelligence, Insights. Impact,



Black sports fans greatly
over index against
basketball and Hispanics
over index against soccer
while both groups over
index against extreme
sports and combat sports
like boxing and MMA

% of Sports Fans Who Follow Each Sport

/ Black /

N =] XS
A+ D

T l“ ‘\

NFL Football NBA Basketball College Football College Basketball
/ 74% / [/ 77% / [/ 52% / / 51% /
Boxing Baseball Soccer NASCAR

[/ 41% / [/ 30% / / 26% / / 20% /
900 I M!“A I

‘

Tennis Mixed Martial Arts Gymnastics lce Hockey

/ 25% / / 21% / /[ 19% / / 14% /

o 8P Y &
Golf Extreme Sports Figure Staking Other

[ 14% / [/ 15% / / 5%/ / 4% /

fans' %.

This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited.

Source: VAB / Dynata ‘Sports Viewing Experience Survey,’ September 2019. Survey base = self-identified sports fans, P18+. Q8: Which sports do you follow? Note:
Numbers don't add to 100% due to respondents ability to select more than one answer. All Sports Fans based on P18+. Sorted by the average of Black & Hispanic 5 9



Multicultural fans are more
: : : Main Reasons Why Fans Watch Live Sports At Home
||k€|y tO enJ Oy WatCh | ng SpOrtS Top 2 Box (% that rate statement as ‘Very Important / Somewhat Important’)

at hOme because they Can Non-Hispanic White  m Black Hispanic
more closely follow all of the

action both on- and off-the- TV provides a front row seat to any game | want to watch |
fiel d, whether it's the abil Ity Better viewing experience (i.e. big screen TV, HD, etc) | s
to Pause an d rewind P | ays Convenience (food, drink and bathroom close by with no lines) |
or watch interviews and Inexpensive way of Watching My favorite feam OF SpOTt 1 0%
h I8 gl g hts. No hassles with traveling to a game (Eraffic, Parking, SECUrity Gates, rc) | 7%
Good way to spend time with fammily and / Or friinichs | 750 -

They can also more easily keep
up with related social media bar/restaurant

- : : : , 81%
pOSts a nd thel r fa nta sy | can do other things & multitask while watching a game —8812(%)
Announcers and commentators make it easy to understand / keep up with all the 81%
. . L
teams at home

Can hear the announcers and see the game more clearly than at a 81%

Flexibility to watch multiple sporting events at the same time or during breaks in
the action 80%

Hispanics, in particular, see
watching sports at home as a | -

. . ‘Off-the-field’ coverage (live interviews, pre-game & post-game coverage & 60%
good way to spend time with righights)
frie n d S a n d fa m i Iy. Can more easily keep up with fantasy sports & social media posts related to the 41%

. : : i
Can pause and rewind plays so that | don't miss anything T 72;@5

game 63%

Source: VAB / Dynata ‘Sports Viewing Experience Survey,’ September 2019. Survey base = self-identified sports fans, P18+. Q12: Please rate how important the following are in your
decision to watch sports at home (Top 2 Box: Somewhat Important & Very Important). Based on respondents who prefer watching sports at home via Q11. Sorted on Non-Hispanic > 6 O

White fans' %.

This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited. Intelligence. Insights. Impact.



When. it comes tf’ attending Why Do Fans Attend Sporting Events In Person?
SPO i ng eve NS 1IN PErson, Top 2 Box (% that rate statement as ‘Very Important / Somewhat Important)

in addItIOﬂ to It be|ng an Non-Hispanic White m Black Hispanic

OppOrtunlty tO Spend tlme Spend time with friends and / or family —%C())%({;%
0
with family and friends, ) | |
o show support of your favorite team / team pride [ 79% 230
multicultural fans are more
. . Ability to see everything happening on the field / court —89900%
likely to tailgate before and /
. To immerse yourself in the gameday atmosphere | 80% ’
or after the game and enjoy
86%
- Ability to feel the pace of the game / competition | 809t
the camaraderie and
commun ity W|th Oth er fa ns Fels 11Ke @ S Cial OCCASiON | 5007 oo
[ ] 0
Opportunity to be present for 'big' Sport mMoments | — 79"/%22/
0
Th ey a re a |SO m O re | I ke |y tO Watch your favorite athlete up close —78%%5(;@
0
a ppreCIate the u nlque fOOd Opportunity to get out of the house —770/0822;)/21(y
o o ° 0
and drink options available
. Camaraderie & community with other fans ﬁ 82%860/0
at stadiumes.
/5%
Experiencing the amenities at the stadium / arena 78301%
Food and drink options at the stadium / arena d 73% 819
0
Tailgating before, and / or after, the game o 73%
73%
Provides me with social media content (tweets, |G stories, Snapchat, etc) *590/ 71%
0
Source: VAB / Dynata ‘Sports Viewing Experience Survey,’ September 2019. Survey base = self-identified sports fans, P18+, Q15: Please rate how important the following are in your
decision to attend a sporting event in person (Top 2 Box: Somewhat Important & Very Important). Based on respondents who have attended a professional or collegiate sports event
in the past two years via Q14. Sorted on Non-Hispanic White fans' %. \/AB 6 ’I

This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited. Intelligence. Insights. Impact.



Sports fans with children and
those without children both Main Reasons Why Fans Watch Live Sports At Home

Top 2 Box (% that rate statement as ‘Very Important / Somewhat Important’)

llke WatChlng SpOrtS at hOme | Sports Fans With Children Sports Fans Without Children
because of its convenience
Convenience (food, drink and bathroom close by with no lines) 92%

90%
and comfort, the better °
viewi ng experience an d th a Better viewing experience (i.e. big screen TV, HD, etc) —9911(%0
abil ity to have a front row TV provides a front row seat to any game | want to watch | o 1%
seat to eve 'y game. Good way to spend time with family and / or friends | 00
. ) Inexpensive way of watching my favorite team or sport | HE—— 860/80%
Not surprisingly, fans with -
~ . . No hassles with traveling to a game (traffic, parking, security gates, etc) ... 878/0
children consider watching
Can hear the announcers and see the game more clearly than ata e 83%,

sports at home as a good way bar/restaurant 50%

- - - Announcers and commentators make it easy to understand / keep up with all the EEE_G__g__ e 82%
to spend time with family ot
a nd It a |SO a | |OWS them the | can do other things & multitask while watching a game —311(%’
fl eXI bl I Ity to pa u Se a n d Flexibility to watch multiple sporting events at the same time or during breaks in | 81%

. the action 75%
rewind plays. o
Can pause and rewind plays so that | don't miss anything _65% 72%
‘Off-the-field’ coverage (live interviews, pre-game & post-game coverage & [ 69%
highlights) 58%
Can more easily keep up with fantasy sports & social media posts related to the [l 60%
game 39%
Source: VAB / Dynata ‘Sports Viewing Experience Survey,’ September 2019. Survey base = self-identified sports fans, P18+. Q12: Please rate how important the following are in your
Sﬁiclijsrigrr: (1):/0 watch sports at home (Top 2 Box: Somewhat Important & Very Important). Based on respondents who prefer watching sports at home via Q11. Sorted on sports fans with \/AB 6 2

This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited. Intelligence. Insights. Impact.



Comprehension Comfort & Convenience

When it comes to the main - That May Keeo Eans From Attendine Live Soorts In p
€asons I Nnd dy KE€EP FaNs rrom enaing LIve SpPorts In Ferson
reaSons that may keep faﬂS Top 2 Box (0/; that rate statement as'VeryImportant/Sc\)’mewhatIm'portant’)

frOm attendlng d ||Ve SpOrtlng | Sports Fans With Children Sports Fans Without Children

event’ Sports fanS Wlth : : - : —84%
children and those without 170 cipenee KR goncessn PR 9 -
children both cite cost as the
blggeSt fa CtOr Whlle Seats are usually far away from the field / court

inconveniences like traffic, Staciums  arenas are too far away from where e | —CCL,
stadium distance and seat unpredictable weatner || ¢ -

. T 7 4%
Too much traffic 2304

T 73%
66%

|0cati0n ran k h Igh dS WE' | - Uncomfortable seating —60% 66%
Long lines for concessions and bathrooms —620/255%
Sports fans with children are Rowdy crowds | 0%

51%

more concerned about ghem v gome sction EE— 5

. . . ight miss plays or other in-game action 49%
missing plays and following
all the action by being there
in-person. They're also more
ikely to feel disconnected

1 1 1 1 isconnected from other things going on in my life  (FER—44%

from other things in their life Fee disconnected from other things going on n my I wh
Whlle they’re at a Stadlum. It's boring (sporting events go on too long, etc.) _28%35%

Source: VAB / Dynata ‘Sports Viewing Experience Survey,’ September 2019. Survey base = self-identified sports fans, P18+. Q16: Please rate the reasons that may keep you from
attending a sporting event in person (Top 2 Box: Somewhat Important & Very Important). Sorted on sports fans with children %. > 6 3
Intelligence. Insights. Impact.

This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited.

It's hard to follow what's happening without announcers / commentary _39% 55%

Limited instant replays shown within the stadium / arena _41% 52%

Don't want to devote enough time to attend a game _43% 48%




When it comes to the main
reasons that may keep fans
from attending a live sporting
event, both married and
single sports fan cite cost

as the biggest factor while
inconveniences like traffic,
stadium distance and seat
location rank high as well.

Single sports fans are more
concerned about missing
plays and following all the
action by being there in-
person. They're also more
likely to feel disconnected
from other things while
they're at a stadium.

Connection

Comprehension

Comfort & Convenience

Reasons That May Keep Fans From Attending Live Sports In Person

Top 2 Box (% that rate statement as ‘Very Important / Somewhat Important’)

®m Married Sports Fans

Single Sports Fans

Too expensive (tickets, concessions, parking, etc) — 86%

Too much traffic

Seats are usually far away from the field / court

Stadiums / arenas are too far away from where | live

Long lines for concessions and bathrooms

Unpredictable weather

Uncomfortable seating

Rowdy crowds

Might miss plays or other in-game action

Don't want to devote enough time to attend a game

Limited instant replays shown within the stadium / arena

It's hard to follow what's happening without announcers / commentary

Feel disconnected from other things going on in my life

It's boring (sporting events go on too long, etc.)

——— 4%

—— 45%

49%
E—— 43%
51%
— 429
50%

I 31%
42%

I 27%
37%

Source: VAB / Dynata ‘Sports Viewing Experience Survey,’ September 2019. Survey base = self-identified sports fans, P18+. Q16: Please rate the reasons that may keep you from
attending a sporting event in person (Top 2 Box: Somewhat Important & Very Important). Sorted on Married sports fans’ %.

This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited.

——— 53%

—— 5891

58%

60%

80%

A 76%

71%

A 7%

66%

et

70%

T e 1%

65%

A 1%

65%

67%

VAB s

Intelligence. Insights. Impact.



Regardless of where they
live, almost all sports fans Where Do Sports Fans Typically Watch Sports?
watch live sports at home.
Fans that live in major

O
metro areas watch sports /\ .WWJ. /\
anywhere - they’re more | N | Iafafal | N |
ikely to, attend sporting Home Stadium Bar or Someone Elsewhere
events in person and watch or Arena  Restaurant Else's Home (irport gym, hotel, etc)
a game at a bar / restaurant,
’ S tsFanT
at someone else’s home or >POFS Fal YPE
at another ‘out-of-home’ Rural 95% 23% 22% 22% 4%
location
Suburban  96% 32% 30% 27% 7%
Urban  96% 36% 37% 35% 10%
ooriss All o bans bated om P1Et Note: Nurmbore dor add 10, 100% dut to-eenondents ability 10 celact more tham ane anamer. - 7 ca Watet
e 0 VAB s
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