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- BASEBALL FAN REACH




| BASEBALL FANDOM ACROSS THE GLOBE

BASEBALL FAN REACH & PENETRATION // BY TERRITORY
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E N D EA\/O R ANALYTI CS Source: Nielsen Sports, SDNA, November 2018, 24 markets, based on Persons 16-69. Fan = Top-2-Box Interest on a 4-Point Scale.




| SPORTS RANK: UNITED STATES
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Read as: 113.3M baseball fans in the U.S.
E N D EA\/O R ANALYTI CS Source: Nielsen Sports, SDNA, November 2018, based on Persons 16-69 in U.S. Fan = top-2-box interest on a 5-point scale.




5 "'LITTLE LEAGU

. SOCIAL AL S o,
_— .

/_

e
p- 4
-

2
*




S OWNED CONTENT HAS SEEN AN INCREWN SOCIAL ACTIVITY

cial social channels experienced year-to-year growth crring the month of August among

nts and Total Impressions -

-

TOTAL ENGAGEMENTS TOTAL IMPRESSIONS
REACH (MM) REACH (MM)

2.6 107.2
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2018 2019 2018
- | °F .
¢ | UPTICK IN TOTAL ENGAGEMENTS WHICH LEADS TO MORE TOTAL IMPRESSIONS, DESPITE THE SAME NUMBER OF POSTS MADE YEAR-OVER-YEAR!

:

ource: MVPindex, based on Little League’s Owned Profiles. 2018: 8/1/18-8/31/18; 2019: 8/1/19-8/31/19.

. |
E N D EA\/OR Aéw RL® “ - & Total Engagements across Little League’s Twitter, Instagram, and Facebook profiles.



I LITTLE LEAGUE VIRAL MOMENTS DRIVE SOCIAL
MEDIA WITH AN AUDIENCE THAT REACHES
FAR BEYOND WILLIAMSPORT

Unique stories such as Big Al in 2018 and Maddy Freking in 2019 go viral in the

social sphere, exposing the specialness of the LLWS to a much larger audience.

SOCIAL MENTIONS DURING LITTLE LEAGUE WORLD SERIES // YoY
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MAJOR SPIKE N 2018 DUE TO
INZ01 BIG AL'S "I LIKE TO HIT DINGERS” GOES VIRAL DURING THE 2013 LLWS, PRESIDENT BARACK OBAMA,
135,000 POPPING UP ON VARIOUS SPORTS HIGHLIGHTS BILLIE JEAN KING TWEETS CONGRATULATING HAWAII ON
SHOWS AND MLB OFFICIAL HANDELS SUPPORT FOR MADDY FREKING WINNING THE 2018 LLWS
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Source: Infegy Atlas, social mentions based on the following query: “Little League World Series”

E N D EA\/O R ANALYTI CS OR "Little League” OR #LLWS OR #LittleLeague OR #LittleLeagueWorldSeries OR @LittleLeague.




S e S g




I THERE IS HIGH CROSSOVER BETWEEN MLB VIEWERS AND THE LLWS DURING AUGUST

2019 LITTLE LEAGUE WORLD SERIES + MLB REGULAR SEASON // AUGUST 2019 GAMES // DUPLICATION
TOTAL VIEWERS

45%
MLB AUDIENCE
ALSO WATCHED LLWS

E N D EA\/O R ANALYTI CS Source: Nielsen Media, Live +SD 2019 Regular Season (August |- August 31, 2019), 6 minute qualifier, 75% unification.



I MLB ALIGNMENT WITH LITTLE LEAGUE IS PAYING VIEWERSHIP DIVIDENDS

Over the past three years the MLB Little League Classic has consistently delivered viewers and been a highlight of the regular season. In fact, the game from Williamsport has out-performed

ESPN’s Sunday night MLB average in its first three years.

MLB LITTLE LEAGUE CLASSIC // AVERAGE DELIVERY
TOTAL VIEWERS

+0%vs. ESPN SNB AVG.

|,777,247

+(9% vs. ESPN SNB AVG.

1,763,263

C

+3% vs. ESPN SNB AVG.

1,640,426

2017 2018 2019

Source: Nielsen Media, Live +SD, All live telecast ESPN 8/20/17 St. Louis Cardinals/Pittsburgh Pirates,

E N D EA\/O R ANALYTI CS 2018 8/19/18 NY Mets/Philadelphia Phillies, and 8/18/19 Chicago Cubs/Pittsburgh Pirates.




I INTERNATIONAL FRIENDSHIP DROVE ENGAGEMENT ACROSS SOCIAL MEDIA

TOP MLB POST BASED ON ENGAGEMENTS

ENDEAVOR ANALYTICS

ource:

270K+
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4.7%

ENGAGEMENT RATE
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YOUTH SPORTS PARTICIPATION
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I SPORTS PARTICIPATION RATES HAVE REMAINED STEADY OVER THE PAST DECADE

TOTAL SPORTS PARTICIPATION RATES // PLAYED AT LEAST ONE DURING THE YEAR
% OF CHILDREN AGES 6-12

72.9% 72.7% 71.5% 71.7% 71.5% 71.8% 71.8%

95.8% 95.5% 96.2% 96.6% 96.5% 96.5% 96.2%
2012 2013 2014 2015 2016 2017 2018
— TEAM OR INDIVIDUALSPORT  — TEAM

SPORTS SAMPLING // AVERAGE NUMBER OF TEAM SPORTS PLAYED DURING THE YEAR
AMONG CHILDREN AGES 6-12

2.1%
.8% .9% .8% .8% .9% 1.9%
20/2 2013 2014 2015 2016 2017 2018
— SPORT SAMPLING

E N D EA\/O R ANALYTI CS Source: “ State of Play, Trends and Developments in Youth Sports.” The Aspen Institute, Project Play. 2019.



BASEBALL IS ONE OF THE MOST PARTICIPATED SPORT AMONG KIDS

TOTAL SPORTS PARTICIPATION RATES // PLAYED AT LEAST ONE DURING THE YEAR
% OF KIDS (AGES 6-12) PARTICIPATED ON A REGULAR BASIS

SPORT 2018 2017-18 % CHANGE # KIDS//2018
ERIHLUES BEA UL BICYCLING 15.7% -2.2% 4,700,000
YOUTH PARTICIPATION AMONG
TEAM SPORTS, SLIGHTLY BASKETBALL 14.1% -0.3% 4,200,000
SEHIND BASKETRALL WHICH BASEBALL 13.6% 3.3% 4,100,000
CAN BE PLAYED YEAR-ROUND SOCCER (OUTDOOR) 7.4% -3.3% 2,200,000
GOLF 4.9% 0.0% 1,400,000
TENNIS 4.3% 5.1% 1,300,000
GYMNASTICS 3.4% 8.5% 1,000,000
FLAG FOOTBALL 3.3% -0.3% 989,000
VOLLEYBALL (COURT) 2.8% 5.5% 846,000
TACKLE FOOTBALL 2.8% -4.0% 839,000
CHEERLEADING 2.6% 18.2% 775,000
SWIMMING (TEAM) 1.4% .6% 417,000
SOFTBALL (FAST-PITCH) 359,000
ICE HOCKEY 1% -12.3% 324,000
TRACK & FIELD .0% -10.0% 307,000
LACROSSE .0% 4.7% 296,000
WRESTLING 0.7% 14.2% 218,000
FIELD HOCKEY 0.4% -7.8% 118,000

E N D EA\/O R ANALYTI CS Source: “ State of Play, Trends and Developments in Youth Sports.” The Aspen Institute, Project Play. 2019.




I BASEBALL AND BASKETBALL HAVE HAD CONSISTENT PARTICIPATION RATES IN THE PAST 5 YEARS

CORE SPORTS PARTICIPATION // 2018

BASEBALL PARTICIPATION AMONG

% OF KIDS (AGES 6-12) PARTICIPATED ON A REGULAR BASIS VOUTHS ARE AT THE 2ND HIGHEST
RATE SINCE 2012
16.0%
14.7% 14.7%
14,10 - . 14.0% 14.1% 14.1%
14.2%
T 12.9% 13.2% > 70 13.1% X
0
9.2% 9.3% 9.1% 8.9% 8.5%
1.7% 7.4%
3.6% 0 T T R R T T A T T R T R P e e L
6% 3.5% 3.3% 3.3% 3.3% 2 99 2 89,
2012 2013 2014 2015 2016 2017 2018
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E N D EA\/O R ANALYTI CS Source: “ State of Play, Trends and Developments in Youth Sports.” The Aspen Institute, Project Play. 2019.



ADVERTISING VALUE
EQUIVALENCY




I LITTLE LEAGUE WORLD SERIES

EXPOSURE TYPE

ONLINE & PRINT NEWS

SOCIAL MEDIA

BROADCAST MENTIONS

TOTAL

ENDEAVOR ANALYTICS

LITTLE LEAGUE WORLD SERIES ADVERTISING VALUE EQUIVALENCY

ADVERTISING VALUE EQUIVALENCY IMPRESSIONS

$300,850,000 32,524,620,000
INSTAGRAM $7,057,562 892,232,902
TWITTER $6,602,773 1,022,101,120
FACEBOOK $10,524,415 939,679,870

$41,759,432 2,920,240,000

$366,794,182 38,298,873,892

*Read As: The Little League World Series generated a total of ~$367M global advertising value equivalency
through Online News, Print News, Social Media, and Broadcast Mentions in the past 12 months

Source: Meltwater & Infegy Atlas, 11/11/2018 - 11/11/2019; Advertising Value Equivalency (AVE) = Monetary Value of Press Coverage

MORE GLOBAL ADVERTISING
VALUE EQUIVALENCY (AVE)

THANTHE JR. NBA GLOBAL
CHAMPIONSHIP




PARTNER ALIGNMENT
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VALUES AND ASSETS HAVE BEEN ADJUSTED DUE TO CLIENT
CONFIDENTIALITY, THEREFORE FIGURES MAY NOT ADD UP
ACCORDINGLY.
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TOP 10 ASSETS BY QUANTITATIVE VALUE

$360,000

$343,000

$198,000

$188,000

$86,000 ¢31,000 $78 800

$68,000 $63,300

$42,000

DOUBLE END ROTATING PRESEASON DREAM TOWER LARGE HD VIDEO  NON-GAMEDAY RADIO PARTY
ZONE PANEL BANNERS COMMERCIALS SEATS BANNERS CONCOURSE BOARD SUITE TICKETS BILLBOARDS DECK
MURALS FEATURES TICKETS

ENDEAVOR ANALYTICS
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VALUES AND ASSETS H
DUE TO CLIENT CONFIDENTIALITY, THEREFORE
FIGURES MAY NOT ADD UP ACCORDINGLY.

NAMING RIGHTS
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THE HOME PLATE MEDALLION WILL BE A KEY ASSET FOR THE FUTURE NAMING RIGHTS PARTNER,
GENERATING SIGNIFICANT EXPOSURE AND VALUE.

TOTAL QUANTITATIVE VALUE’

OF THE ASSET'S VALUE MOST VALUABLE IN SOCIAL MEDIA
WAS DERIVED FROM THE MEDALLION IN MLB IN EXPOSURE
REGULAR SEASON REGARDS TO REGULAR

SEASON TV VALUE

*Total Quantitative Value is comprised of TV (domestic and international), social media, and on-site exposure

ENDEAVOR ANALYTICS

MLB MEDALLIONS**

AVERAGE
25TH PERCENTILE

SRR ENTILE
(O PERCENTILE

**Regular season domestic TV value only

$725,722

$200,158
$875,374
$1,423,314
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JERSEY
PARTNERSHIP
REVIEW
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VALUES AND ASSETS HAVE BEEN ADJUSTED
DUE TO CLIENT CONFIDENTIALITY, THEREFORE

KIT SPONSORSHIP



TOTAL PACKAGE VALUE — BY ASSET TYPE

THE FOLLOWING QUANTITATIVE RESULTS ILLUSTRATE THE TOTAL VALUE BY
ASSET TYPE — JERSEY DRIVES THE MOST SIGNIFICANT VALUE (45%).
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CATEGORY REGULAR SEASON PLAYOFFS TOTAL -

COMMUNITY $100,300 $125,000 2%

ENTITLEMENT $24,000 $7,000 $31,700 1%

HOSPITALITY $300,500 — $275,000 5%

JERSEY / TEAM APPAREL $1,000,500 $986,431 $2,225,503 45.5%

MATCH DAY SPONSORSHIP $120,500 — $234,600 2% B STARFIRE
MEDIA $337 932 — $436,600 5% PITCH
MERCHANDISE $6,000 — $6,000 0.1% B JERSEY
MOBILE $25,000 — $26,000 0.4% W EENERAL TERK
PRINT $6,324 — $6,543 0.1%

PROMOTION $121,430 -- $123,123 2%

SIGNAGE $1.493,432 $234,053 $2,432,054 32%

DIGITAL $200,000 — $532,000 4%

INTELLECTUAL PROPERTY $140,000 — $160,000 3%

GRAND TOTAL $4,954,100 $1,165,500 $7,119,600 100% |

ENDEAVOR ANALYTICS
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