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O PlaySPORTS
NETViORK Media: The Digital Video Opportunity

L

83%

Video

of consumers has th of publishers
find product as the greatest impact say ad blocking is a o .
videos helpful on purchasing intent significant business h rs mins:
threat Time spent with Digital Media in 2017

(more than TV, Radio, Print combined)
GO Ie 930/ is Google’s market share of
g O worldwide organic search ° ° 2 2 Oo/
1Hiion o
growth in video
| 640/ o of the world’s consumer O
(o] internet data traffic is digital o

YouTube users: bigger than the Population advertising in
video
is YouTube’s

of USA and Eurozone combined the UK in 2014
n 8 I ] I I ] annual growth rate:

its highest ever
video views a month on Facebook

19% overspend in US advertising in print and TV

of marketers say video is more effective than display
and 75% that it is more effective than TV
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The Network in Numbers

{, () /B

74m  2,243...50..  +2m 24m

30 day view

YouTube Unique viewers of  The combined total amount of time people Video Interactions every count
our content every month have been watching our content for month

A
599% m 160%

Social
Intelligence
Play Sports Network
content is promoted
on six social media
platforms as well as
via competitions

Video has the

greatest
Evergreen content is of consumers find Instream video is more effective impact on
of affluent social media growing 3x faster than product videos helpful than pre-roll at improving purchasing
users are looking for new content brand awareness intent

new trends of marketers say video is

more effective than display,

X 2 7 31 3 and 75% that it is more
24m pp < /m m+ &
Total social followers views so far on GCN & GMBN

28 day unique users
reached on Facebook
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Consumers Are Platform Agnostic

Mobile is the only media time that is growing
% of respondents

45%

GCIN

> BN GLOBAL CYCLING NETWORK
- = Mobile
- < v 15%

GG

GLOBAL CYCLING NETWORK

0%

2009 2010 2011 2012 2013

Note: Media consumption share (USA).
Source: Bl Intelligence

Universality & Cordless
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Media’s Largest Cycling Brands

Within three years, GCN has become one of the
top 40 Youtube sports channels in the world
and is the world’s biggest cycling channel*

GMBN, only launched in March 2015, has grown more
quickly than GCN since its launch

We are currently working on our third launch; GTN

. Over 313m views** so far on GCN and GMBN

*Source: Vidstatsx **30s views only
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http://vidstatsx.com/youtube-top-100-most-subscribed-sports-channels

Our Channels

A new cycling media
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« Global and relevant take on cycling providing authentic insights
e It's about the audience and the passion of our community

¢« Don’t tell them what to think but understand what they think

e Genuine credible and creative talent that inspires

« Informative and entertaining content with broad appeal

e Timely, regular and evergreen content with proven programme format

that take advantage of innovations in consumer connectivity and
changes in consumer behaviour
« Integrating branded content seamlessly with partners’ brands and

values that set the highest standards of excellence within their industry

e« Tone is humorous and enthusiastic with credibility

e Word of mouth driven throughout our community by compelling
content and advocacy

e Social intelligence based on feedback, research and analytics that
drives engagement and discoverability
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Committed to Creating Great Content

&7 CLIMB LIKE THINGS NOT ™\~
; "sCONTADORTO WEAR 7' £/ ™

WHILE \ | -
CYCLING, "l fil = Y |
W84 AGAIN Lenn

HOWTO.. < TOP10 .. WORLDEXCLUSIVE

a % 4 EPISODE 69

7 20 MINUTE

59 SPIN CLASS WORKOUT
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http://www.youtube.com/watch?v=ym6ROqNyik8
http://www.youtube.com/watch?v=fC_Xt3RgKX4
http://www.youtube.com/watch?v=HhabgvIIXik
http://www.youtube.com/watch?v=kX_hn3Xf90g
http://www.youtube.com/watch?v=_86RKp8Fow0
http://www.youtube.com/watch?v=vya4EgIX4lw
http://www.youtube.com/watch?v=xmD9QM8wGIg
http://www.youtube.com/watch?v=2aw6a736QLk
http://www.youtube.com/watch?v=HKMVsMqaErs
http://www.youtube.com/watch?v=1B2bu8uHyMc
http://www.youtube.com/watch?v=4Hl1WAGKjMc
http://www.youtube.com/watch?v=KK8F4n-8L74
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Our Audiences

Market leading reach and engagement
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241 MILLION o @ +1,868 YEARS finie:
VIEWS ocN s 3% 126%

GLOBAL CYCLMG NETWORK MILLION £50,000 WITH 5% OF OF EUROPEAN VIEWERS
SOCIAL

11 1 FOLLOWERS THEM OVER £150,000 EARN OVER €50,000 WITH
° 5% OF THEM OVER €150,000

MILLION -z TP
GCN Reaches: _ VIEWS PER MGIz'lc')éAll"T:IMNE i 'm‘," i
MONTH p
o :
15 MILLION 5.8 MILLION 113% :
UNIQUE VISITORS** ADDITIONAL NO 1 v
FACEBOOK VIDEO
REACH PER MONTH WORLDWIDE
CHANNEL
MARKET LEADER )
IN CYCLING AND
b STILL THE
FASTEST
YDU SUBSCRIBERS ' GROWING AMERICAN VIEWERS
E 3 EARN OVER
% 35 7’000 $50,000 WITH 17%
OF YOUTUBE VIEWERS ARE OF THEM OVER
FEMALE s150.000

039 AREMALE

* July 2015 on YouTube only ** July 2016 across
Youtube and Facebook

OUR PARTNERS BENEFIT FROM BRANDSCAPING:
GCN HAS OVER 1 . 9 M I L L I O N FOLLOWERS AND GROWING A process that brings like-minded brands and their respective audiences together to

create content that increases demand and drives revenue.




GLOBAL CYCLING NETWORK T h e G C N Au d ie n Ce

Global analysis based on actual view: Full visibility based on PSN dashboard and YouTube statistics

Canada I
= TV/Console
UK & Eire 10% Computer
23% 40%
Scania [ -
i o Mobile —_—
94% male 50% -
Germany
4%
United France _
States 2%
27% 40.00%
Benelux
e g 30.00%
+{ FPhil'nes
2%
Singapore 20.00%
‘Brazil | 1%
2%
NZ & 10.00%
Australia
6% 0.00%
13-17  18-24  25-34  35-44  45-54  55-64 65+
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Commercial Partners

Our commitment to our commercial partners
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Advertising

We offer TV production
and content creation
opportunities with media
buying and promotion for
your moving picture
promotion, education and
advertising. We can also
work with you to advise
and/or build your creative
to ensure maximum
performance.
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Branded Content

Get your brand and products
right in the heart of the
action with our branded
content opportunities. We
work with you to ensure that
your product is integrated
seamlessly and credibly into
the content, ensuring they’re
more relatable to viewers to
educate, deepen consumer
engagement and maximise
effectiveness.

Commercial Opportunities

Sponsorships

Creating fantastic reach,
endorsement and credibility,
we offer custom sponsorship
and activation opportunities to
allow your brand to connect
with our audience and build
deeper consumer
engagement from being
associated with our channels
and content. From series to
channel sponsorship, all
packages deliver stand-out,
effectively build brand
awareness and credibility.
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Other opportunities

We understand that there is no
one-size-fits-all solution and thrive
on exploring and facilitating every
and any bespoke opportunity
including retail, display and direct
communication options. For
example we provide Live videos,
GCN Show features, Facebook
features, POS, Unboxing videos
and flash sales. Whatever your
idea or needs - talk to us so we can
help you develop and realise them.
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GCN and GMBN are the worldwide market
leading brands in cycling and biking on:

—_

Youtube based on views
Online based on unique users

Broadcasting reach based on views

2.
3.
4.

Community based on followers and active newsletters
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No 1: Market leading and targeted reach

Our reach is further amplified by engagement and

advocacy through:

ﬁ
Market leading 100% cycling Driving word of
audiences and buyers mouth and
fastest growing advocacy

alin

(o]

11 EE

0% wastage

Highly engaged Multi-platform
audiences amplification
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Our reach metrics are based on video views that contain
relevant content. Viewability is based on an average view
time of approximately 4 minutes.

We report via the PSN Dashboard that uses meta-tagging and APIs to
extract relevant data from YouTube and other Social Media.

Additionally we report for clients:

. Viewing time . Age profile
. Geographic reach . Device usage
. Gender . Social media reach and
engagement
| General Stats
Total viewing time:
48years and 88 days
Likes: Shares: Comments:
90,047 10,111 16,214
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No 2: Clear and transparent reporting

Viewability is based on average view times of approximately 4 mins
o Print assumes every ad is viewed
. Online is based on 50% of ad pixels for 1 second
. BARB is based on 15 seconds (excluding the ad slot)
(all in compliance with MRC)

Total Views:

5,651,915

| Facebook
Facebook Reach: Facebook Clicks: Facebook CTR (%):
987,753 32,066 3%
Facebook Likes: Facebook Comments:
9,148 516

| Twitter
Twitter Reach: Twitter Clicks: Twitter CTR (%):
619,951 25,874 4%
Twitter Retweets: Twitter Favourites:
384 1,363
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ctosaL CYeLNG NETWORK No. 3: Integrating partners into GCN content

CCTVelo 11months ago
o Do you guys have an opinion re carbon vs aluminium rims for disc wheels?
It seems ta me that most of the downsides are lost along with the braking surface, the only possible gripe being impact resistance, but then

some say otherwise...

I'm building up a ‘gravel bike' / 'super commuter' frame for all year road/path use and 'm not sure which sort of rims to be looking at, I'll be
getting hand builts

Thanks.

Reply -

gy foresterd24 1weekago

®&  +Mandanara Gravel bike are designed for epic adventure riding vs CX racing. Gravel bikes for example have a wider range of gears. Some are also made for
multiday bike packing like the Salsa Fargo
Reply -

Example of integrating partner content with subject-matter to
appeal to audiences

Over 297,000 views and +5k interactions

)

-8 GRAVEL VS ROAD

Mauricio Alsina Lee 2weeks ago
e Epic vid, guys! Gotta do a Strada Bianca epic ride or do the sportive L'eroica. I'll keep my road bike a little bit longer... but you are
i convincing me to change my non-branded alloy roady for a gravel one. Gotta see again the Improvements vids.

Reply . 1

KayAndroid 2 weeks ago
| love this channel.

:’K Robert Flagg 2 weeks ago

; top video lads

. ! | It's like Top Gear for cycling!
“ﬂh'- Rephr i Reply . 37
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http://www.youtube.com/watch?v=HKMVsMqaErs
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No 4: Product placement can be better still
1. Viewers notice placements implicitly and explicitly Our product placement combines the best of features of other
2. Viewers accept product placement and even find it helpful advertising strategies:

3. Product placement significantly impacts positively
on brand image through:
. Para-social relationships
. Halo effect from association with certain
personalities and other brands
. Normalisation of the brand
4. Product placement is optimised through activation

. Personal influence of influencers

. Persuasive power of television

Doubles . Credibility of celebrity and pro-athlete endorsement
spontaneous . Reach and visibility of advertising and PR
purchase N Focus of direct marketing
‘ intent «  Boosted by activation, discovery and social amplification
bdrc * =
continental
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remoRK No 5: Partners benefit from Evergreen Content

Year on year growth in views:

. Evergreen Content (older than 6 months) is the
fastest growing content category

New

. The high rates of growth of Evergreen content
reflects how GCN’s authentic treatment of
topics resonates with audiences

Current .  Partners benefit from long-standing credibility
and increased brand awareness through their
association with GCN in Evergreen Content

Evergreen
+0% +50% +100% +150% +200%

Note this analysis of underlying views excludes viral content: RBP2, RBP3 and Brumotti 1& 2
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Investing in our partnership to exceed expectations

@_®) crankbrothers Z ﬁ.'ZiZk /;//’_ﬁ; SMITH .

GARMI |:| wattbike %’J STRAVA

5] |8 4~ SHIMAND LEZVIE

B S REYNOLDS 7 J =

ccccc

DESIeNA SREAIIM SNNANN

gscarr TIVLL OrRBEA
Y BRITISH KA/K Ill Y TOPEAK  r=soLer”
MyCwreLInG Zantini PREDE O R0k
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Opportunity

Opportunity for location partners
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©PlaySPORTS Location Opportunities

Creative examples

Creating great content for audiences that highlight attractive features of the location and celebrating local culture and cycling.

We are happy to discuss creative opportunities to tailor content to make great videos that showcase locations and cycling culture.

g,f / BIG - O TRAIL HUNTING
MOUNTAIN T —

ENDURO

;%?, THE GCN LONDON TOURISTVCHALLENGE

=-v] BIKE VS TAXI VS BUS

How To Ride A Big Top 10 Tips For Riding Trail Hunting | GMBN's How Much Rest Do | The GCN London Tourist
Mountain Enduro - In California Epic Mountain Bike Need? How To Challenge - Bike Vs Taxi
The Best Thing To Do Ride In Malaga, Spain Schedule A Vs Bus
On Your Bike This Post-Season Break |
Summer GCN's Training Tips
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http://www.youtube.com/watch?v=hAUoyh_cvlY
http://www.youtube.com/watch?v=0Q1y61Lq1iU
http://www.youtube.com/watch?v=zoR8ocSQd0I
http://www.youtube.com/watch?v=pZuaTUxGE8Q
http://www.youtube.com/watch?v=KBdw_0n4htY
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GCN Flanders

Start Date: 2016-03-01 — End Date: 2016-09-30

| Facebook | Twitter

567,042 104,309

Total Views:

625,794
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GMBN Saalbach

SAALBACH / ﬁlEMMIlIIJE BIB 5WIT ﬂENDﬁN FAIIIDL

54 GMBN EPIC RIDES

Start Date: 2016-07-01 — End Date: 2016-09-30

TiEoeas

| Facebook | Twitter

738714 58,493

Case Studies

GMBN Verbier

Start Date: 2015-07-01 — End Date: 2016-09-30

1,211,459

| Facebook | Twitter

53,495 26,586
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http://www.youtube.com/watch?v=XJSaSod4AqA
http://www.youtube.com/watch?v=BXV2HMkxYhE
http://www.youtube.com/watch?v=XJSaSod4AqA
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— X
. Rich Jones 10 maonths ago
Case Study = G M BN Verbler com mentS ﬁ Maving to Germany in September where are you guys riding at beginning of video | got to hit that bike park! Great vid as always

H Reply . 1

BikelsHerelLT 7 meonths ago

Venilton Silva 3 weeks ago
can you guys tell me where this place?

¥Xin Shen 1 month ago
- HI, Where did you guys take the review video nice trail. 03.13 location?

Raply - Reply

 Reply .

. George Holyday 1 month ago ;
hi where are you riding in this 7 | want to go and im a big fan ;) B blazzpin 9 months ago [ Nllie Ballyn 7 months ago

- Reply . Bl 2:47 But the view i 50 good
Reply .

where is this ?
Reply .

. jalla balla 9 months ago
i think gmbn should make episodes like life behind bars when they go to places like verbier.

- Reply

" Mike 10menths ago
" The verbier bike park looks a lot different than the bike parks in the U.S., | would really like to go there sometime.

. peter ganz 10 months ago
where is this?

Reply - 1 Will D 10 months ago
Watches, GMEN at Verbier, checks bank account, Searches for second job. | will get there one day.

i Reply .

Martin Meurer 10 months ago

. Where is this location you are filming at? Looks very awesome for biking :) Reply .
- Is this Les 2 Alpes?
Reply .

O PlaySPORTS
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playsportsnetwork.com
youtube.com/gcn
youtube.com/gmbn
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9 MILLION**

REACH

U1

uuuuuuuuuuuuuuuuuuuuuuuu

ol

LAUNCHED
MARCH
2015

oy

GLOBAL CYCLING NETWORK

VIEWS PER
MONTH**

A
A r—
— A
T —
r—
X 1.7
FASTER

UNDERLYING GROWTH
THAN GCN IN THE FIRST YEAR

Launched

2015

61 MILLION

VIDEO VIEWS

| 781,000 || &5
No 1

Worldwide
channel 3 51 000
market
leader in ,
mountain OVER
iking sti SUBSCRIBERS
bikin ill
the fa?s:;st IN JUST :lelllét:n(zm-
growing 16 MONTH
You D) ACTIONS
+375

YEARS

of view
time

86,000*

UNIQUES ARE

FEMALE

OUR PARTNERS BENEFIT
FROM BRANDSCAPING:

* July 2015 ** July 2016 on
Youtube and Facebook

A process that brings like-minded brands and their respective audiences
together to create content that increases demand and drives revenue.
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\s, GLOBAL MOUNTAIN BIKE NETWORK

= The GMBN Audience

Global analysis based on actual view: Full visibility based on PSN dashboard and YouTube statistics

Canada TV/Console
5% 7% Computer
UK & Eire \ 33%
18%
Scania .
5% (o) —
96% male =
Germany
United Fra nce
States 2% 40.00%
23%
30.00%
Phil'nes
20.00%
Thailand
“Brazil 1%
2% 10.00%
Australia
7% 0.00%
13-17 18-24 25-34 35-44 45 - 54 55- 64 65+
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