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REACHING MILLIONS OF VIEWERS

2018-19 MICHIGAN STATE FOOTBALL AND BASKETBALL TELEVISED GAMES // UNIQUE REACH

REGULAR SEASON FOOTBALL & BASKETBALL ONLY, TOTAL VIEWERS (P2+)

4%

UNIQUE REACH OF THE COLLEGE FOOTBALL AND
BASKETBALL VIEWING UNIVERSE

MORE THAN ONE-THIRD OF COLLEGE FOOTBALL &
BASKETBALL VIEWERS WATCHED MICHIGAN STATE
DURING THE 2018-19 SEASON

ENDEAVOR x . 3
Source: Nielsen, Npower, US Ratings, Live+SD, 75% unification, 6 minute qualifier. Michigan State = 31 tc’s. College Football/Basketball = 1,443 ANALYTICS "\
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FIVE YEAR MSU FOOTBALL TREND

MICHIGAN STATE FOOTBALL // NATIONAL BROADCAST GAMES // 5-YEAR TRACK // AVG. DELIVERY BY GAME
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Source: Nielsen, NNTV, Live+SD, original exhibitions only.
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2018-19 SAW SLIGHT INCREASE COMPARED TO PREVIOUS
SEASONS

MICHIGAN STATE UNIVERSITY BASKETBALL // NATIONAL BROADCAST GAMES // 5-YEAR TRACK // AVG. DELIVERY BY
REGULAR SEASON

TOTAL VIEWERS (000)

2014-15 2015-16 2016-17 2017-18 2018-19

Source: Nielsen, NNTV, Live+SD, original exhibitions only. 2014-15 = 19 tc’s, 2015-16 = 22 tc’s, 2016-17 = 18 tc’s, 2017-18 = 20 tc’s, and 2018-19 ENDEAVOR x ;“‘“r 5
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DEEPER RUNS IN NCAA TOURNAMENT PUSH HIGHER

ARCH MADNESS
RATINGS S i © o
MICHIGAN STATE UNIVERSITY BASKETBALL // NATIONAL BROADCAST GAMES // 5-YEAR TRACK // AVG. DELIVERY BY v

NCAA TOURNAMENT
TOTAL VIEWERS (000)

2015

Source: Nielsen, NNTV, Live+SD, original exhibitions only. 2015 = 5 tc’s, 2016 = 1 tc, 2017 = 2 tcs, 2018 = 2 tc’s, and 2019 = 5 tc’s.



Michigan State University Football & Basketball Fan Insights
on the Following Michigan DMA:s...

FLINT
DETROIT

ENDEAVOR
ANALYTICs % r‘.\ J

GRAND RAPIDS



DETROIT

DMA




SPARTAN FANS — DEMOGRAPHIC PROFILE
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EDUCATION

@ P35-54
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75k
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GENDE RACE / ETHNICITY
white | 7% | e
wx I N
other | 2 | s
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45%

B P55+

60%

ENDEAVOR e
Source: Nielsen Scarborough, Detroit, Ml 2018 & 2017 Release 2 Total (August 2016 — July 2018), based on Persons 18+. Michigan State University Fans = Watch OR Listen OR Attend Michigan State University Football or Basketball ANALYTICS x "\ 9
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SPARTAN FANS - DIGITAL USAGE
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DEVICE OWNERSHIP
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INTERNET SHOPPING IN LAST 12 MONTHS

WAYS USED THE INTERNET (LAST 12 MONTHS)
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Source: Nielsen Scarborough, Detroit, Ml 2018 & 2017 Release 2 Total (August 2016 — July 2018), based on Persons 18+. Michigan State University Fans = ENDEAVOR x
Watch OR Listen OR Attend Michigan State University Football or Basketball Games. ANALYTICS



SPARTAN FANS — ACTIVITIES & EVENTS ATTENDED

ACTIVITIES PARTICIPATED IN (LAST 12 MONTHS)
Grilling — Outdoor Cooking

% RESP INDEX
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Lawn Care

Bicycling

Swimming

Boating

Jogging/Running

Volunteer Work

Bowling

Fishing

Golf
EVENTS/PLACES ATTENDED (LAST 12 MONTHS)

Detroit Tigers Game

Detroit Zoo

High School Sports Event

Fox Theatre

Henry Ford Museum/Greenfield Village

Source: Nielsen Scarborough, Detroit, Ml 2018 & 2017 Release 2 Total (August 2016 — July 2018), based on Persons 18+. Michigan State University Fans = Watch OR Listen OR Attend Michigan State University Football o



SPARTAN FANS - SHOPPING HABITS
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DEPT STORES SHOPPED (LAST 3

DETROIT MALLS VISITED (LAST 3 MONTHS)

Great Lakes Crossing Outlets Walmart

Target

Somerset Collection (Troy)
Kohl’s

Twelve Oaks Mall Costco

Macy’s

Downtown Detroit
Best Buy

Oakland Mall Sam’s Club

JCPenney

Lakeside Mall
Sears

SPORTING GOODS STORES
SHOPPED (LAST 3 MONTHS)

Dick’s Sporting Goods

The Mall at Partridge Creek

Downtown Royal Oak

Meijer

Novi Town Center Dunham’s Sports

Birch Run Premium Outlets Walmart

Cabela’s

ENDEAVOR e
Source: Nielsen Scarborough, Detroit, Ml 2018 & 2017 Release 2 Total (August 2016 — July 2018), based on Persons 18+. Michigan State University Fans = Watch OR Listen OR Attend Michigan State University Football or Basketball ANALYTICS x ’Q 12




SPARTAN FANS - TOP ZIP CODES OF RESIDENCE
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DETROIT ZIP CODES OF RESIDENCE
(TOP 10)
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48104 (Ann Arbor) 119

4

A f Source: Nielsen Scarborough, Detroit, Ml 2018 & 2017 Release 2 Total (August 2016 — July 2018), based on Persons ENDEAVOR x R
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SPARTAN FANS — PROFESSIONAL SPORTS SYNERGY

SPARTAN FANS ARE ALSO FANS
OF THE FOLLOWING TEAMS...

DETROIT

PISTONS

91% | 85% |
159 142
e W~

Read as:
91% of Michigan State Football & Basketball Fans are also Fans of the
Detroit Lions.

49% |
168

Michigan State Football & Basketball Fans are 59% more likely to be
Fans of the Detroit Lions, compared to the average Detroit P18+.

ENDEAVOR e
Source: Nielsen Scarborough, Detroit, Ml 2018 & 2017 Release 2 Total (August 2016 — July 2018), based on Persons 18+. Michigan State University Fans = Watch OR Listen OR Attend Michigan State University Football or Basketball ANALYTICS x rQ 14
Gam Pro Team Eanc = Watech OR Attend OR licten
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SPARTAN FANS — DEMOGRAPHIC PROFILE
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Source: Nielsen Scarborough, Grand Rapids, M1 2018 & 2017 Release 2 Total (October 2016 — August 2018), based on Persons 18+. Michigan State University Fans = Watch OR Listen OR Attend Michigan State University Football or ANALYTICS x 'Q 16
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SPARTAN FANS - DIGITAL USAGE
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INTERNET SHOPPING IN LAST 12 MONTHS

WAYS USED THE INTERNET (LAST 12 MONTHS)

Source: Nielsen Scarborough, Grand Rapids, M|l 2018 & 2017 Release 2 Total (October 2016 — August 2018), based on Persons 18+. Michigan State University Fans = Watch OR Listen OR Attend Michigan State University Football or,
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% RESP INDEX
oA DATED A
0
Grilling — Outdoor Cooking 76% 111
Lawn Care 72% 114
Boating 41% vy
Swimming 38% 95
Volunteer Work 37% 11
Fishing 33% 110
Camping 32% 101
Bicycling 31% 115
Golf 31% 171
Bowling 30% 112
PLA A DED
0
High School Sports Event 37% 140
Van Andel Arena Event 27% 148
Frederik Meijer Games 24% 115
West Michigan Whitecaps Baseball Game 23% 142
Detroit Tigers Baseball Game 18% 180




SPARTAN FANS - SHOPPING HABITS
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DEPT STORES SHOPPED (LAST 3

GRAND RAPIDS MALLS VISITED MONTHS)
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SPORTING GOODS STORES
SHOPPED (LAST 3 MONTHS)
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Source: Nielsen Scarborough, Grand Rapids, M| 2018 & 2017 Release 2 Total (October 2016 — August 2018), based on Persons 18+. Michigan State University Fans = Watch OR Listen OR Attend Michigan State University Football or ANALYTICS x "\ 19
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SPARTAN FANS - TOP ZIP CODES OF RESIDENCE
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GRAND RAPIDS ZIP CODES OF RESIDENCE
(TOP 10)
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Source: Nielsen Scarborough, Grand Rapids, M| 2018 & 2017 Release 2 Total (October 2016 — August 2018), based on Persons 18+. Michigan State University Fans = Watch OR Listen OR Attend Michigan State University Football or ANALYTICS
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SPARTAN FANS — PROFESSIONAL SPORTS SYNERGY

SPARTAN FANS ARE ALSO FANS
OF THE FOLLOWING TEAMS...

o~ B

80% | 75% |

S 167

Read as:
80% of Michigan State Football & Basketball Fans are also Fans of the
Detroit Lions.

DETROIT

PISTONS

26% |
207

Michigan State Football & Basketball Fans are 77% more likely to be
Fans of the Detroit Lions, compared to the average Grand Rapids P18+.

ENDEAVOR e
Source: Nielsen Scarborough, Grand Rapids, MI 2018 & 2017 Release 2 Total (October 2016 — August 2018), based on Persons 18+. Michigan State University Fans = Watch OR Listen OR Attend Michigan State University Football or ANALYTICS x "\ 21
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SPARTAN FANS — DEMOGRAPHIC PROFILE

Age

OP18-34
49% @ P35-54

B P55+

GENDE

59% 41%

ENDEAVOR e
Source: Nielsen Scarborough, Flint/Saginaw, MI 2018 & 2017 Release 2 Total (August 2016 — October 2018), based on Persons 18+. Michigan State University Fans = Watch OR Listen OR Attend Michigan State University Football or ANALYTICS x "\ 23
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SPARTAN FANS - DIGITAL USAGE
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DEVICE OWNERSHIP

INTERNET SHOPPING IN LAST 12 MONTHS

WAYS USED THE INTERNET (LAST 12 MONTHS)
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Source: Nielsen Scarborough, Flint/Saginaw, MI 2018 & 2017 Release 2 Total (August 2016 — October 2018), based on Persons 18+. Michigan State University Fans = Watch OR ENDEAVOR x
Listen OR Attend Michigan State University Football or Basketball Games. ANALYTICS



SPARTAN FANS — ACTIVITIES & EVENTS ATTENDED

Clg

% RESP INDEX

ACTIVITIES PARTICIPATED IN (LAST 12 MONTHS)

Grilling — Outdoor Cooking

Lawn Care

Bicycling

Swimming

Fishing

Boating

Camping

Volunteer Work

Golf

Bowling
EVENTS/PLACES ATTENDED (LAST 12 MONTHS)
High School Sports Event

Detroit Tigers Baseball Game

Zoo

Zehnder’s Snow Fest

Great Lakes Loons Baseball Game

Source: Nielsen Scarborough, Flint/Saginaw, MI 2018 & 2017 Release 2 Total (August 2016 — October 2018), based on Persons 18+. Michigan State University Fans = Watch OR Listen OR Attend Michigan State University



SPARTAN FANS - SHOPPING HABITS

\\\“ r

5

DEPT STORES SHOPPED (LAST 3

FLINT MALLS VISITED (LAST 3 MOHS)
MONTHS) | Mefer | 8% | 108 |
R N T R
Birch Run Premium Outlets 32% 106
|
Genesee Valley Shopping Center 30% 109

T R
Cwr | aw | m
I R

SPORTING GOODS STORES
SHOPPED (LAST 3 MONTHS)
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Source: Nielsen Scarborough, Flint/Saginaw, MI 2018 & 2017 Release 2 Total (August 2016 — October 2018), based on Persons 18+. Michigan State University Fans = Watch OR Listen OR Attend Michigan State University Football or ANALYTICS
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SPARTAN FANS - TOP ZIP CODES OF RESIDENCE
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Source: Nielsen Scarborough, Flint/Saginaw, MI 2018 & 2017 Release 2 Total (August 2016 — October 2018), based on Persons 18+. Michigan State University Fans = Watch OR Listen OR Attend Michigan State University Football or ANALYTICS
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SPARTAN FANS — PROFESSIONAL SPORTS SYNERGY

SPARTAN FANS ARE ALSO FANS
OF THE FOLLOWING TEAMS...

DETROIT

PISTONS

86% | 81% | 45% | 40% |

s iy 149 165 183

Read as:
86% of Michigan State Football & Basketball Fans are also Fans of the
Detroit Lions.

Michigan State Football & Basketball Fans are 64% more likely to be
Fans of the Detroit Lions, compared to the average Flint P18+.

ENDEAVOR e
Source: Nielsen Scarborough, Detroit, Ml 2018 & 2017 Release 2 Total (August 2016 — July 2018), based on Persons 18+. Michigan State University Fans = Watch OR Listen OR Attend Michigan State University Football or Basketball ANALYTICS x "\ 28
Gam Pro Team Eanc = \Watech OR Attend OR licten
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NIELSEN BUYER INSIGHTS

ENDEAVOR leveraged the NBI database to directly correlate
viewership of

Michigan State University

basketball & football games to purchase behavior at marquee
retailers.

NBI provides industry leading “single-source direct match”
data that attributes television viewing to credit card and debit
card transactions among Nielsen’s national sample.
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MICHIGAN STATE VIEWERS SPENDING POWER AT SELECT

RETAI LE R&HIGAN STATE UNIVERSITY FOOTBALL & BASKETBALL VIEWERS VS. NCAA FOOTBALL & BASKETBALL VIEWERS // TOTAL BUYERS

% COMPOSITION IS BASED ON U.S. PERSONS 18+
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Read as:
Viewers of the
Michigan State

University
Football &
Basketball spent
an average of
$1,644.61 at

AVG. SPEND
PER BUYER

AVG. SPEND
PER BUYER

AVG. SPEND
PER BUYER

AVG. SPEND
PER BUYER

AVG. SPEND AVG. SPEND
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i $173.96 : $169.11
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T " 1 :
$1,644.61 | $1,614.17 || $836.09 | $786.32 |

" H
| $625.93 | $618.66

Costco during $86.71 $87.65 $72.32 $72.86 $36.76 $36.26 $58.99 $57.09
the prior 52 AVG. SPEND AVG. SPEND AVG. SPEND AVG.SPEND  / \  AVG.SPEND AVG. SPEND \  AVG.SPEND AVG. SPEND
weeksattheend % perTRIP PERTRIP /7 “\_  PERTRIP PER TRIP /' . PERTRIP PERTRIP /'~ PERTRIP PERTRIP /7
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Per trip they ,/’ P 3 // >
spent an average ! ‘ |k ‘\I ‘\I ! ‘\I
of $86.71. 1 1 11 i
1 1 11 1
1 1 1 1 1
i et L -~ S S — W e N e e S e SRISE === = o = == = s i
1 1 1. I 1 1 1 1
| | i : B -~ |
i S i v i e S I -
1 r 1 A 11 1 11 r 1 iV 1
1 ] 1 1 1 | 1 1
1 1 1 1 1 1 1 1 1
: : i, : v : :
] 1 ] 1 1 1
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Source: Nielsen Buyer Insights, Live+SD, original exhibitions only, Purchasing based on Prior 52 Weeks since end of January 2019. Michigan State University Basketball & ENDEAVOR x P 31

Football = 3,531 minutes, NCAA Average= 289,067 minutes. Based on Credit & Debit card purchases only (accounts for roughly 80% US credit card coverage). ANALYTICS



S\“r
R

THANK YOU



