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Top 10 Markets P
All Fans (W,A,L) |ty

Green Bay Packers (GB)

Green Bay Packers (MKE)

New Orleans Saints

St. Louis Cardinals

Pittsburgh Steelers

Milwaukee Brewers

Kentucky Wildcats

Ohio State Buckeyes

Denver Broncos

Kansas City Chiefs

0.0% 20.0%
*Source: Scarborough Research, 2012
- Release 2




Power of the NFL

NFL

The average NFL Fan spends over 200 hours
engaged with the NFL each season.

*» Typical NFL Fans = 9.13 hours/week
= Avid NFL Fans =12.55 hours/week

* Inthe off-season, NFL fans spend roughly
38% of their sports time on the NFL.

America’s Passion

= 182 million fans; the most avid in any sport.

= 17.5 million viewers: Average NFL Broadcast
* Double NASCAR’s average

* Four times the combined average of the
NBA, MLB and NHL.
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NFL

Olympics
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College Football
College Basketball
NASCAR F.....

PGA Tour
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NHL
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NFL Continues to Grow

In January 2013, Harris Poll’s survey of America’s favorite sports
showed that the NFL continues to grow as a fan favorite. Over
one-third of adults who say they follow at least one professional
sport, say professional football is their favorite. The top five
favorite sports are shown below.
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Green Bay Packers
America’s Team

In December 2011, Public Policy Polling asked survey respondents nationwide to name
their most favorite team in the National Football League.

America’s Team

Packers Cowboys Giants Steelers Saints Patriots Redskins Jets



Packers Brand Dominates WI Sports

Packers WAL 87.1%

Brewers WAL : 61.0%

Badgers FB WAL 7.3%

NASCAR WAL

Badgers BB WAL

Bucks WAL !';_ 14.7%

Marquette BB WAL 10.6%§

0.6% . 20..;.0% 40.})% 60?0% | 80I.ﬁ% 166.0%
WAL = people who either Watch, Attend and/or Listen to the game

*Source: Scarborough
Research, 2012 - Release 2




We Are the Green Bay Packers
100,000+

Fans on Season Ticket Holder Waiting List

#1

Brand in all of Sports

Turnkey Sports and Entertainment Survey 2008

“One thing about the Packers it's a team
with a great tradition, a great and a
wonderful tradition. A glory that is the

Packers has been developed for one

# 1 thing only and that’s pride.”

Stadium Experience in NFL : -
ESPN The Magazine: Ultimate Standings 2012 - Vince Lombardi




There is a place, a very unique place. Where
generations have come together on many
Sunday afternoons. A brand born from a pride
and tradition. Where our single minded goal is
to preserve and carry on that legacy for years

to come.

We ask you to be part of
our proud tradition.

Pride. Teamwork. Glory. Tradition




Why
' Packers.com?

Il Let’s look at our engaged,
growing, digital
audience




Key Metrics
Packers.com

Qmost visited website in the NFL.

= Consistent, quality traffic year long, peaking
during football season

asleC =
* Engaged audience: e = R
= Multiple page views per visit | _’_1 = e AR an ,@ « f
* Return multiple times per month < PROSPECT i B

. 4
= Average duration: 7 minutes L= PRIMER E- o ! - QU

Ve Bl \ parmo 1 Svier S Laia; Aseioth

= Monthly Averages:

= Visits 3.2 million
* Unique Visitors 1.6 million (2.8m daily unique)
= Page Views 9.4 million (annual averages

- peaks during seasons and reduces post
season)
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Packers.com Demographlcs

40% -

20%

0%

Age Income
25% 30%
20% ; e -
I l 20% f
15% l I l = 4
i,
N EE B BN N | 3
"SR AN EE ER EE BB |
0% et = b 0% — S— | " J
18-24 25-34 35-44 45-54 55-64 65+ Under $30K $30K-$60K $60K-s100K $100K+
BPackers.com ®US Internet Packers.com US Internet
Gender
60%

Male Female

B Packers.com EUS Internet




Packers.com Metrics

Throughout the season, approximately 30.28% of Packers.com visitors
return to packers.com per month.

The average time fans spend on packers.com:
* In-Season: 6:53
s Off-Season: 7:03

Packers.com Per Month

14,000,000

12,000,000

10,000,000

8,000,000

6,000,000

4,000,000

2,000,000

Page Views Visits

2In-Season & 0Off-Season




Where does

www.packers.com ||

rank?

Besides being the #1
website in the NFL in terms
of traffic, we also rank
strong against local
media sites. This chart compares
unique visitors.

Information versus
Entertainment websites

Regional Media Comparison

' September 2011 l December 2011 ‘ March 2012

JSOniine.com
Packers.com

Fox SporsWi
Green Bay Press Gazette
ESPH Milvsaukes

Cheesghead TV =

Stats provided by Compete.com.
It is important to realize there may be a +/- 10% error margin, as it’s a free
service.




Packers.com
Visitors are
Everywhere....

Packers.com has monthly visitors from all 50 ;Q
states! I

Top 10 states in 2012 Visiting Packers.com:
1. Wisconsin - 26%
2. California

3. Illinois

4. Minnesota

5. Texas

6. Florida

7. New York

8. Michigan

9. Ohio

10.]Jowa

Geo-targeting can be available when applicable ;
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Connecting the
Right Digital
Solution to the
Right Partner....

KG\\




Social Media -
the Audience

Who is the Social Media
Audience?

e QOver 434,000 followers on Twitter
e QOver 3.4 Million fans on Facebook

e On a monthly basis, we reach
23,439,399 people through Facebook

e 316,467 people are talking about our
Facebook content

e We have an engaged Social Media
audience that we can connect and
align with your brand

e Our engagement means we can help
you enhance and grow your Social
Media followers

Talk to your Sales Executive about
customized social media opportunities for
your business......

Tenets
Fobowing
Folowers
Favorzes
Usts

Follow Green Bay Packers

PACKERS i

11,348 »n

¥ Green Bay Paciers shaex! a lirl, vis Publishor.
43 rAmses g0 B

What constittes 2 great toam leader? Here's one take:
htp/fpckrs.comyenat

What do you think makes 2 graat team leader?

Today's Ask VK todkden questons abot
v ard

Rodgers leads with bis performance
Merpeffpors.cordenat

TWOGES A2/ ne cesmes

The Packers have signed rookie C8 Zames Nixon to the practice:
Sqrad. FING it MOre 2D0UL M. XIS COmdas

M=y Green Bay Packars (s
@ What consttnes 2 great team leacer? Here's one take:
Pl comTeys

Green Bay Packers . un

We've Beamed up with (3 TIBVeIV! 10 gve away tckets, sideine
passes and MVP party passes la a home gane. Exter

eve: pirs comvtvin

Groen Bay Packers
| Mie Spomion cssecss the smat prays tal haa A by anpact v
What You Might've Missed  Weeks 1 & 2 heve’ KIS comvapy?

Green Bay Packers
2,311,309 then - 368,794 talang aboutt thas - 13,627 were here

N acmong ofher tooks.




Social Media -
the Audience

2.11%

m13-17
m18-24
m 25-34
= 35-44
m 45-54
W 55-64
65+

Looking at monthly
Facebook averages,
over 54% of our
audience is 18-34 year-
old adults.

See chart reflecting audience
breakdown

@.




facebook

ﬂ Green Bay Packers . The Depth Chant =

Facebook Reward THE DEPTH CHART T

% Lkethis Green Bay Pacrers Post : ] The Depth Cort Leaderboard = | (D

rogram oponsor s | T,
39K+ i Roberta Vandeve _ 1

e *. 39k+ Ell6-rad Masiow

. 332 . . 39k: man '
With almost 3.5 million followers, our Facebook audience is ) ) 3SK:ESBWM:£ ,
engaged with our content by Liking, Commenting and . g::::;:; Wachene s |
Sharing our posts daily. This program rewards the most 2 39K+ EYMerari Gardner 1
- F— A LTIl AL i = 39k’mwmom N

loyal fans for this activity. il

P of e Doy i Nowerzrs 26, 2012 - Reward =

: = b4 S .

Average Reach: 170,092 _. @ =

Grand Prize - 2 Tickets « Sideline

f §
frtren By Paceers Fon of s Ohry
Zachary Willis Romeemtes 3, MR
o I

Inclusions: facebook '\ prEYmpmyeerv
» Exclusive Sponsorship of this program

¢ Co-branding pages on the heading of the application
* Logo/Branding on all posts within this application ‘A‘“““Wﬁf
¢ Logo can be linkable to your Facebook page

¢ Allows an ability to reward our fans for ‘Liking’ your

Facebook page and grow your Social Media followers S H A R ’ N G TH E L O VE

» Ability to provide or sponsor all prizing for the program

Average Impressions: 412,953

October 14th Weeldy Reward - New Era SForty Cap
Case Study Success: Current sponsor is Packers gt~ st o S

Everywhere, whose Social Media site grew by over 20%
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Music Fan Poll
Sponsorship

Before each home Packer game during the
2012 season, we will be conducting a poll
asking fans what song they would like to
hear during the first game break. Poll will

@ be conducted through Facebook and

promoted through our e-newsletter, social
media and in-game announcements.

PAGKERS

Green Bay Packers

3,380,595 Bkes * 191,106 talling about thes 19,560 were here

Sparts & Recreation - Sports Venue/Stadium * Food &Restz &
Welcome to the offical Facebook page of the 13-Time
World Chamypsn Graen Bay Packers. For more on the
Packers, vt the offical website: wenw packers.com
About

i 28 Green Bay Packers asked 3 question.
MwanbaZ& @

Last home game, you picked "Rock and Roll” by Led Zeppelin and
we played t at tambeau Field. For this Sunday's game, what
song should we play at Lambeau Field for the Packers vs.

* | JOINTHE
) OEPTH
- | CHART | REWARDS

The Depth Chart

- 183 sty

152 friends ke this.

sl L

3 friends were here

YIINGS | I 5
Ij . WEEX f I‘.’
4 ¥ e M

'i i{i}i..

| ]




Music Fan Poll Sponsorship

The poll has an average reach of over 711,000 people with 11,000 people talking about it
(voting, commenting and/or sharing).

Results are announced over the PA and on the video board during the game as an intro
to the song (shown as UPS promotion below)

- - AA\R
_“‘-*-

G 10 3T70. 7 < 10:45 oown 1 1060 10 BALLON 21 o7TF 2ND

S R % TEAM
: N LSRN LT A e COMPARISON
PN, 0 L3 AN sTATISTICS T GB

IT'S NOT DELIVERY. ¥ 5 Bt | - - = o -

1T's DIGIORNO. ¥ /8 I 6 First Downs 7
76 Total Net Yards 136
40 Net Rushing 30
36 Net Passing 106

2-10 Penalties

0 Fumbles

0 Interceptions ]
8:12 TimeofPoss 10:11




Music Fan Poll
Sponsorship

Sponsorship Inclusions:

‘Sponsored by’ text listing next to Social
Media posts regarding poll (includes both
the post and the results)

Sponsor mention during in-game blog on
(receives about 12,000
page views on game day)

Sponsor will have logo in promotional
banner on pre-game e-newsletter which is
distributed to 200,000 fans

Logo on in-game graphics, shown on
scoreboard, when song plays

‘Sponsored by’ audio on PA announcement
as song is about to play

Seasonrate: $30,000

Division Matchup - Get Ready for Packers vs. Vikings
Trouble viewing this email? Webviaw

PACKER

Sunday, December 2
Noon Kickoft

Gama presentad by

vs. Vikings
* % *

******

Ao ‘i Gameday at Lambeau Field!

' “::'g | CLICK HERE!

GETTING READY FOR THE GAME...

Share ! HE LU ' e
the Spil'it, [ " 1;{ ! z ; ! "\J & ‘ a.‘;} S
[T oRCKERS : PAC KERS v

\=er0 SHOP e Viki
e v Vikings - oappy INs & GATES

\—— PREVIEW

-

FREE Green Bay
Metro Bus Service

SHOP
V To and from the game!

festivel of lights

DON'T MISS ON GAMEDAY!

GAMEDAY
TAILGATE PARTY!
Come Warm Up!

YOU SAY IT.
WE PLAYIT.
Vato on a seng to

Saturday, December 1, 2012 play next gamedayt
’ »




Eve Whe e ] e o2 L:;$ > Sy T
I I Online in Commercial Free HD Lo e

Packers Everywhere is a fan-

engagement webSite and mObile app FIND BARS & EVEY STORIES ~ MOBILEAPP  ABOUT  PHOTO GALLERIES
. . . C oy el {T 0,
with a purpose of bringing Packers | _ ’ PACKERS EVERYWHERE ONLINE COOKBOOK | i~
fans together to watch games at their » -\. OVER 100 RECIPES FROM PACKER}S FéNS .EV.IER‘YYVHERE " Rell;ve oy
) Y o %, AT S : _-a F pla=— || & " 4 ackers
local establishments every Sunday. % R : oSamel
& > - - > : Commercial

Free HD
The site focuses on helping the team build 1B Z TRy
even stronger relationships with its fans by e | - ————— »
on the fan experience, encouraging users s g
to upload photos, tell stories, and share
their Packers obsession.

r GAME REWINO
|| R S

BUY NOW

No matter how far they are from Wisconsin,
Packers fans now have a direct way to
engage and connect with each other

PACKERS




Packers
Everywhere

"‘f'. AR ) JOIN PACKERS FANS WATCH THE GAV
o T ;

Fing oiher PiLEDS
1o 3rd wAICh 9
G tonethe:

PACKERS

_EVERYWHERE
Ly

197,600+ fans registered so far on

PackersEverywhere.com website

71 , OO0+ submitted fan entries (photos, stories

and content suggestions)

1,800+ registered bars/restaurants that are

‘Official Packers Everywhere” establishments

29% of bars have logged in and continue to

update their profiles/offerings for Packers fans

500,000+ bar/event searches since inception
on 8/1/2011 {this is through only four games)

('\




Packers
Everywhere

Partnership Opportunities Include:

* Mobile APP sponsorship - over 49k
downloads

Social Media - over 33k Facebook
followers

Eblasts - banners and dedicated

emails (average open rate is 45% and
CTR is 23%, well above industry averages)

e Customizable contest sponsorships
- engage your brand with our fans

e Impressions on website
Video pre-roll ads

PACKERS

Relive Every Packers Game J"A 5 GAME REWIND  guy now
Online in Commercial Free HD L e

JOIN PACKERS FANS. WATCH THE GAME.

18 0 EEEEZI 1o musooraczaoox

FIND BARS & EVENTS STORIES MOBILE APP ABOUT PHOTO GALLERIES

PACKERS FANS PHOTO ALBUMS

SCROLL DOWN TO SEE MORE ALBUMS

Photo Gall
ros Packers Ev

Relive Every Packers
Game Online in
Commercial Free HD




Internet Advertising
Variety of Ad Units

In 2012, Packers.com averaged over 1.6 million unique visitors
per month.

Inclusions:

* Determined quantity of impressions served during the
season, the year, or a designation period of time. Ad
units available (only some pictured):

160x600
160x150
728x90
300x250
300x100

All artwork for website use to be provided by COMPANY and
is subject to the approval of the Green Bay Packers marketing
department.
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10 things Packers have
to do to beat the Broncos
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Signature snaps: Top five running plays of 2041
Clements makes shorl move to coordinator's
office.

Questions o answer at running back

Packers facing decision on Flynn

Pomt, counterpoint: Should the NFL changs the
Pro Bow format?

Rodgers thwows two TDx, but NFC comes up
short

Postoard from Hawaik: Dasren Pemry
Postcard from Hawalk B.J, Rajt

w1d seiiy season with B

Rodgers wins MVP, excited about future
A s0n Kodgein casped 1 1ec
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Nem Oclesny  READ MORE
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Digital Advertising
- Video Pre roll Ads

: . Static video skin to
COMPANY could receive (determined - border the video player 3002250 ad to run

quantity) video pre-roll impressions, during the

eographi | i
?ele?lanl?( recail(1)¥1 (l:)lrgeted ) S e | Your 15 second video duration of both
g | that plays before ours your pre-roll and

our video

Example Inclusions:
* (Determined Quantity) video pre-rolls, 15 ' VIDEO Ask Vic 2 DIGIORNQ

seconds long

(Determined Quantity) (300x250) ads s
running below the video and remaining j ==

on the page the entire time the video is * BE
playing Bl GAME
Video skin ad surrounding video player | DAY
bOX READY!
Video pre-roll ads are the highest

performing ad unit on

COMPANY is responsible for ad creative

- .-
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Packers Mobile
Application

The Packers new Mobile Application allows fans to
connect with Packers content 24/7. The app includes
up-to-date Packers news, stats, video and more.

688,000+ downloads as of October 2012

Average monthly page views: QOver 7,700,000
million

Case Study 1: Meguiar’s ads received 12,728 clicks
in just a three-week window

Case Study 2: Wisconsin Milk Marketing Board
ran a ticket promotion for 2 months and received
over 56,000 clicks and 30,000 email entries!

Inclusions:
*» Ad placement on the Packers Mobile App

= COMPANY would received 2/3 of all mobile
impressions. Will rotate between Pro Shop ad
so no other advertisers will run during this
promotional period

(/”’““\

SGCHEDUL

Regular Season
Sun, Dec 19

Sun, Dec 26 W[
W, 45-17

Sun, Jan 2 it
W, 10-3

iPhone Screenshots
DACKERS
= \! ’ N
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Home Page Banner

~

17
verizon

Capture the Green Bay Packers fans’

attention in a unique way by taking over a . ;
premium position on the homepage for an | m/-é}_”
entire day. A great way to make a big '
marketing splash to push a product or

service. L Harb Addertey, Dave Robinson return to Lambaat 17 SO L~
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Homepage Wallpaper

Have the opportunity to be exclusive to the
homepage of with a
premium ad placement. Homepage averages
120,000 page views in one day. Make a big
impact and push on a product or service!

Ad unit is the ‘Wallpaper’ which
encompasses the entire background of the
homepage. One portion on each side is
clickable to your web site. A high impact ad
with unique creative offerings.

Take over the wallpaper for an entire day!
Exclusive to one advertiser (for one day) per
week.

\_/
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Premium Ad
Placement

Chip Ad

Located on the top of the home page and
all interior pages of

Highest ad unit above the fold, available
for purchase

Sold by the impression

Great way to make a product/promotional
push or give your brand a strong digital
presence
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<! Digital - Contest Development
Page

VALUE: The Green Bay Packers can create and host a ‘Contest’

page that can help you capture email addresses and promote your
current offers or contests.

= Page would look similar to this:
http://nfl.packers.com/fan_zone/contests/badger_mutual essay_contest
/ but would include fields for a user to ‘Enter’ your ticket contest, and

o |  NOMINATE THE 2012 : ; i i

e — , rovide their name and email address. You would have an icon here
e -][ + ULTIMATE PACKERS FAN! e

74_“{.‘;_: Packers Fan Hall of Fame We would create and host the page on our website here:

e http://www.packers.com/fan-zone/contests.html

::;.; O e ou ‘,' Your digital ads could link to this page and users could also come to it on

their own. You can find this page under ‘Fan Zone’, then ‘Contests’

Aconpien st o rdes £ b kered foey.

Gl Addesx:
et Mamex
st Mwne:

We can help manage the database and provide you emails on a weekly or
monthly basis

You can also drive traffic to this page off your website and your social
media site to help encourage even more entries. Entries ultimately are
sales leads for future business!

= Examples: Contest, offers associated with the game, Enter to win...
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Email | | asky L7,

With 250,000 subscribers to our e- | e
newsletters, we have a unique ability 2 o
to connect you with this engaged | Pt o
email audience. I iorsone
| == Rodgers says Packers
e Open Rate: 25.3% unique opens | |=hi...  'going to be ready’
e Click Through Average: 7.5% _ B cuimestinin  recucion oring
(unique clicks) = MW =

* Both are above industry averages

A B
Any doubts b

Codric Bonson's sdilty | bo th last gamo for 83
_. | i N tocontribut in tho West | many as 15 players. By
k | erasedonThursday | Packars wil have
Opportunities: . aDumpster. o e e
e Banner ads ' — i

Headlines Gameday
‘_. e . =

* Personalized, dedicated promotional offer to
our email distribution list

(with the approval of the marketing department; offer has to
be in-line with Packers brand)




Exclusive Offer to E-Newsletter
Subscribers - E blast

Inclusions:

* (Determined Quantity) email offer that the Packers would send out on General Mill's
behalf to the e-newsletter subscribers who opted in for Packer partner offers.

= Dates TBD that makes most sense and is in line with your marketing strategy.

= Email list includes about 210,000 emails as of today (this is the number of our
subscribers who opted in to receive partner offers)

* Email should include details regarding an exclusive offer from your client
=  Availability exists during the off season

Your customer is responsible for providing any company logos and all text to be included in
the email. Packers will proof and create the email with our branding. Final proof will be
sent to you for review and proofing.




Customized
Opportunities

The Green Bay Packers like to customize
marketing opportunities that make the most
sense for each partner.

We can fit a variety of budgets

We can target locally, regionally and
nationally

We will help show you ROI

No mater who your target audience is; we
have a creative way to help you connect with
them.

Bring us your ideas or bring us your
marketing goals and lets find the right
solution for you...
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Point. counterpoint: Is new rule on lowering the helmet
good for the game?
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2013 GREEN BAY PACKERS OPPONENTS
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HOME GAMES:
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Bl LR RS R B NAME: Dana Kressig

? > .' & TITLE: Corporate Sales Executive |

R 0%,

AWAY GAMES:

i EMAIL: danakressig@hotmail.com §
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S Office: (920)569-7249
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JUS B4 | Mobile: (920) 737-7889






