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EXECUTIVE SUMMARY

Thesis

The Association for the Advancement of Latinos in Sports (AVANCE) has partnered
with Morning Consult, a global business intelligence firm, to conduct a survey of
Hispanic NBA fans. This study is the first of several reports that AVANCE plans to
create to understand the economic impact, preferences, and engagement levels
of Hispanic sports fans, focusing on younger demographics in the evolving
American economy.

Methodology

This poll was conducted between May 6 - 19, 2024, among 803 Hispanic NBA fans
and 800 non-Hispanic NBA fans for a total of 1603 survey participants. The
interviews were conducted online, and the data were weighted to approximate

a target sample of NBA fans based on age, gender, race, educational attainment,
region, gender by age, and gender by age and educational attainment. Results
from the full survey have a margin of error of +/- 3 percentage points.
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EXECUTIVE SUMMARY

Key Findings
Age and Economic Impact

Hispanic NBA fans tend to be younger than non-Hispanic fans, yet they outspend non-Hispanic fans
and are more likely to attend an in-person NBA game.

- Demographics: 26% of Hispanic NBA fans are Gen Zers and 42% are Millennials. As compared to 11% Gen
Zers and 35% Millennials for non-Hispanic fans.

- Game Attendance: In-person NBA game attendance is more common among Hispanic fans (18%) than
non-Hispanic NBA fans (13%).

- Spending: 31% of Hispanic fans spend $200 or more on NBA game tickets, compared to 18% of
non-Hispanic fans.
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EXECUTIVE SUMMARY

Engagement & Representation

Hispanics respond positively to recognition of their heritage and are more likely to root for a team
where a Hispanic player plays.

- Player Influence: A majority (77%) of Hispanic fans are at least somewhat influenced to root for a team
where a Hispanic player plays, even if the team is outside their region.

- Cultural Events: Hispanic NBA fans are likely to attend NBA events where there is a stronger Latino
cultural scene (62%) and are interested in going to games where their heritage is recognized (68%).

» Celebrity Presence: Having the presence of a Hispanic non-sport celebrity enhances Hispanic fans’
enjoyment of their in-person experience (64%).

« Culinary Interest: Food is the main driver for Hispanic (68%) and non-Hispanic (58%) fans interested in
attending NBA games where their heritage is being recognized.
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Media Consumption & Generational Differences

Hispanic fans prefer NBA broadcasts that are in English and have adopted newer technologies such
as streaming services faster than non-Hispanic fans.

- Language Preference: A high majority (95%) of Hispanic fans prefer NBA content in English.

« Technology Use: Hispanics are more likely to watch sports on a smartphone (62%) compared to
non-Hispanic fans (49%).

« Streaming Services: Among fans who use TV to watch sports, Hispanic fans are more likely to use
streaming services (59%) compared to non-Hispanic fans (48%).

« Generational Trends: Younger Hispanic generations (Gen Zers 66% and Millennials 67%) are more likely
than the older Hispanic generations (Gen Xers 46% and Baby Boomers 42%) to watch sports through

streaming services.

« Live Sports: 73% of Hispanic fans who use smartphones or tablets to watch sports, use the devices to
watch sports live — Gen Zers (79%) and Millennials (77%) are more likely than Gen Xers (69%) and Baby
Boomers (30%) to use their smartphone or tablet to watch live games.
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EXECUTIVE SUMMARY

.‘ II\NCE ¥ MORNING CONSULT’

ASSOCUTION FOR THE ADVARCEWENT BF LATINGS I SPORTS

Conclusions

As the NBA and other professional basketball
organizations aim to grow their fan base, boost
corporate partnership revenue, and shift towards
online media platforms, the survey reveals
Hispanic fans as a critical demographic for all
three objectives. This is the first time that
significant data on this group has been made
available to the public.

The survey showed that Hispanic fans are notably
younger than their non-Hispanic counterparts.
This aligns with statistics from the U.S. Census
Bureau indicating that Hispanics have an average
age 10 years below the overall population and 14
years lower than non-Hispanic Whites.

In various crucial aspects, Hispanics out-index the
overall NBA fan base. They have a 38% higher
likelihood of attending games in person. While

dramatically higher than non-Hispanics, this aligns with
other studies that showcase Hispanics' inclination for
social gatherings.

In terms of spending on game tickets, Hispanic fans tend
to outdo their counterparts. This may seem unexpected
as younger populations typically have less disposable
income, but that is likely offset by the fact that Hispanics
value experiences greatly, particularly those shared with
family and friends.

When watching games on television, Hispanics are 20%
more inclined to use streaming services. Considering
that some of the largest and most recent sports media
deals have involved companies like Disney, YouTube, and
Amazon, this may be the most compelling data point of
the report and can be attributed to their younger age
and heavy use of smartphones.



EXECUTIVE SUMMARY
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The survey identified opportunities for increased
engagement with Hispanic fans in different areas.

All regions of the country, particularly the
northeast, showed positive responses to NBA
events that incorporated Hispanic culture and
heritage, especially through food and beverages.
Additionally, the survey noted that teams with
Hispanic players on their roster were more likely
to receive support from Hispanic fans. This
finding could be significant as the availability of
streaming services allows fans to easily watch
games and follow teams outside of their

home city.

Interestingly, a large majority of Hispanic fans
expressed a preference for NBA content in
English. This could be due to a few reasons, such
as the higher number of U.S.-born Hispanic NBA
fans and the limited availability of NBA content
in Spanish.

Although the survey did not specifically address the
overall size of the Hispanic fan base, its results

indicate that it is already sizable and expanding.
Recent census data from 2022 showed that there are
currently approximately 63.7 million Hispanics in the
United States, about 19.7% of the total population.
This makes Hispanics the largest racial or ethnic
minority in the country and one of the most rapidly
growing demographics. In fact, between 2010 and
2020, their population grew by 23% as compared to
7.4% growth for the overall population.

Interestingly, many Hispanics are also relocating to
other regions within the nation; some of the
fastest-growing Hispanic markets can be found in
the Midwest and South.

Economically, Hispanics are making positive strides.
According to the Federal Reserve's Survey of
Consumer Finances, Hispanic household wealth has
more than tripled in less than a decade, growing at
a faster rate than all other racial demographics.
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PROJECT OVERVIEW

OBIJECTIVES METHODOLOGY

* This poll was conducted between May 6 - 19, 2024, among 803
Hispanic NBA fans and 800 non-Hispanic NBA fans.

* Understand the economic impact of Hispanic NBA fans

* Determine what gets Hispanic NBA fans excited to attend games /
spend money during the season * The interviews were conducted online, and the data were
weighted to approximate a target sample of NBA fans based
on age, gender, race, educational attainment, region, gender

by age, and gender by age and by educational attainment.

* Gauge where to reach Hispanic sports fans

* Results from the full survey have a margin of error of +/- 3
percentage points.
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KEY TAKEAWAYS

1 The extent to which Hispanic fans watch NBA games is higher than non-Hispanics

* During a typical season, Hispanic (54%) and non-Hispanic (49%) fans watch basketball games between 1 to 4 hours per week. With fans mainly watching sports on TV — Hispanics more so than non-
Hispanic fans also watch on a smartphone (62%).

* Hispanic fans who watch sports on TV are more likely to use streaming services (59%) vs. non-Hispanic fans who choose cable TV (58% - mostly urbanities, and Northeasterners) or over the air
broadcasting (58% - mostly suburbanites).

*  While Hispanic fans prefer to watch games at home by themselves (59%) or with family and friends (54%), one in five like attending NBA games in person - more so than non-Hispanic fans (13%).
* Hispanic and non-Hispanic fans attend an in-person game 1 to 4 times a year, mainly for the stadium’s atmosphere (52% Hispanic vs. 56% non-Hispanic).

* Nearly all Hispanic fans prefer to watch sports content (95%), including the NBA (93%) in English — younger fans prefer English for overall sports content.

2 During the NBA season, Hispanic and non-Hispanic fans mostly spend on food and drinks

* Hispanic fans are more likely to spend on food (75%) and drinks (69%) for NBA games compared to non-Hispanic fans (65% food, 58% drinks) — both are likely to spend less than $100 per season on these.
* Hispanicfans (31%) are more likely to spend $200 or more on NBA game tickets than non-Hispanic fans (18%).
* Of fans who purchase NBA merchandise, the top articles they spend most on each season are jerseys, shirts, hats/beanies, and hoodies.

* This season, Hispanic (41%) and non-Hispanic (51%) fans plan to spend roughly the same as last year on NBA-related expenses — yet Hispanic fans are more likely to change their spending habits.

3 Latino / Hispanic heritage representation drives Hispanic fans to attend and interact with NBA games

* Three in five Hispanic fans indicate the NBA effectively caters to their interests — most are likely to attend NBA events where there is a stronger Latino cultural scene (62%), are interested in going to
games where their heritage is recognized (68%), where Latino non-sport celebrities are present (64%),and are influenced to root for a team where a Latino player plays (77%).

* Food is the main driver for Hispanic (68%) and non-Hispanic (58%) fans interested in attending NBA games where their heritage is being recognized.
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[N/

PREFERRED OUTLET TO WATCH
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85%
prefer TV

NBA SEASON VIEWERSHIP
FREQUENCY

Daily I 13%

A few times a week - 37%

A few times a month . 26%

Once a month I 7%

Rarely l 14%

Never | 2%

MORNING CONSULT “Answer option of “Other” is removed due to low base size.

Preferred language for NBA content is not asked towards non-Hispanic fans.

*NBA WATCHING
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At home by myself

At home with friends
and family

Watching highlights on
social media

At a bar/restaurant with
friends/family

Attend a game in-
person

At a bar/restaurant by
myself

61%

49%

28%

23%

13%

13%

NBA EXPENDITURE EXPECTATIONS
FOR UPCOMING SEASON

$1-$299 - 37%

$300-$599 . 1%
$600-$899 I 6%

$900 or more I 6%

Don't know/No
opinion
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NBA FANS BEHAVIOR & HABITS

The main reason Hispanics and non-Hispanics consider themselves NBA fans is because they find the sport entertaining.

How much do you agree or disagree that the following are reasons why you consider yourself to be an NBA fan?

Hispanic Fans
(% Strongly agree + Somewhat agree)

The sport is entertaining 87%

| love the sport of basketball 81%

| like to cheer a specific team(s) 80%

Non-Hispanic Fans
(% Strongly agree + Somewhat agree)

88%
79%

79%

American culture 65% 58%
Supporting e NBA makes me tee v local communty NN 5 I s
my local community 59% 51%

Sports betting 43%

Base: Hispanic Fans n=803; Non-Hispanic Fans n=800

36%
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NBA FANS BEHAVIOR & HABITS

The Los Angeles Lakers and Chicago Bulls are the NBA teams Hispanic and non-Hispanic fans root for the most.

Which NBA team(s) do you support or consider yourself a fan of? Please select all that apply.

Hispanic Fans Non-Hispanic Fans

/ P CHICAGO \ / AN\ CHICAGO \

s sepie A
31% 22% 16% 27% 20%
/ NS /

% AEW YORW
MiAMiI '

HENT

15% 15%

AEW YORW

A

15%

Base: Hispanic Fans n=803; Non-Hispanic Fans n=800 16




NBA FANS BEHAVIOR & HABITS

The main factor for Hispanic and non-Hispanic NBA fans when choosing a team to support is their style of play.

Thinking about the team(s) you support, which of the following factors matter to you when picking a team(s) to become a fan of?

Hispanic Fans Non-Hispanic Fans
(% Very important + Somewhat important) (% Very important + Somewhat important)
I'm loyal to the team where | grew up _ 75% _ 64%
My favorite player plays for that team _ 70% _ 64%
My family has always been a fan of the team _ 69% _ 57%
It is a high-performing dynasty team _ 68% _ 59%

| see people on the team that represents my o o
community 62% 49%
There are players in the team that represent my o o
heritage 58% 44%

Base: Hispanic Fans n=803; Non-Hispanic Fans n=800



NBA FANS BEHAVIOR & HABITS

While style of play is the predominant factor when choosing a favorite team, among the most popular NBA teams,
community and heritage representation is not a factor influencing fandom.

Which NBA team(s) do you support or consider yourself a fan of? Please select all that apply. // Thinking about the team(s) you root for, which of the following factors matter to you
when picking a team(s) to become a fan of?

Factors influencing NBA fans’ favorite team selection for the top 5 most popular teams
(Factors are filtered by % Very important + Somewhat important)

M Hispanic Fans M Non-Hispanic Fans

Community Heritage
representation

representation

Los Angeles Lakers 74% 67% 73% 67%
Chicago Bulls 80% 74% 68% 69% 72%

San Antonio Spurs 77% 73% 74% 7% 65%
Miami Heat 78% 67% 71% 69%

New York Knicks 79% 80% 78% 70%

Dynasty team

Community Heritage
representation representation

Los Angeles Lakers 61% 58% 59%

Chicago Bulls 68% 4% 73% 67% 63%

Boston Celtics 66% 73% 63% 74% 53%
Golden State Warriors 61% 76% 58% 64% s4% | a3
New York Knicks 74% 69% 64% 66% 59% | 50%

Base: Hispanic Fans n=125 - 266; non-Hispanic Fans n=129 - 215
Full text of factors in appendix
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NBA FANS BEHAVIOR & HABITS

A majority of Hispanic NBA fans and over two in five non-Hispanic fans indicate that the presence of a Latino player

influences their decision to root for a team, even if the team is outside their region.

And, how much does the presence of a Latino player on a team influence your likelihood of becoming a fan of that team, even if the team is outside of your region?

23%

Not at all influence 8% L
me

Slightly influence me

= Moderately influence
me

= Somewhat influence
me

= Extremely influence

me Gen Zers and Millennials are

1 1
1 1
I more likely to say the presence |
1 of a Latino player influences 1
! their likelihood of being a fan of |
! the team. X

Hispanic Fans

Base: Hispanic Fans n=803; Non-Hispanic Fans n=800

Not at all influence
me

= Slightly influence me

= Moderately influence
me

= Somewhat influence
me

= Extremely influence
me

55%

16%

11%

12%

Non-Hispanic Fans

Gen Zers, Millennials,
and urbanites are
more likely to be
influenced.
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NBA FANS BEHAVIOR & HABITS

During a typical season, most Hispanic and non-Hispanic fans watch NBA games a few times a week — with about
half planning to watch between 1 to 4 hours per week.

Now, how often do you watch NBA games during the typical season? // On average, how many hours per week do you plan to spend watching NBA games this season?

NBA VIEWING FREQUENCY DURING TYPICAL SEASON EXPECTATIONS OF WEEKLY HOURS SPENT WATCHING

(Among Hispanic and non-Hispanic fans) NBA FOR UPCOMING SEASON
(Among Hispanic and non-Hispanic fans)

m Hispanic Fans = Non-Hispanic Fans m Hispanic Fans = Non-Hispanic Fans

Men and Millennials are more | i Women and Gen Zers
likely to watch NBA games at | 1 are more likely to watch
X least a few times a week. I \  1-4 hours per week.

o

: Men and urbanites are
| more likely to watch 1-4 :
1
1

e it Y N hours per week. |
. Men, Gen Z, Millennials, and Gen T e Sl
! X are more likely to watch NBA o oo T
1 0 |
| games at least a few times a week. : L_?ﬂ' _/E _: L 49% |

- - e e e e e e = e e = ..______

! Men are more likely |
I to watch 5+ hours :
1
1

o
25% 29/"28% ____pfczvffz’s____.
189 21%
(1) V) 0 1 4 A)1 30/
1 3% 14% 12 /o o 11%10°
() (\
s EES " | =
Dally A few times a A few times a Once a month Rarely Never Lessthan1 1-2hours 3-4 hours 5-6 hours 7-8 hours More than 8 Don't
week month hour hours know/No
opinion

Base: Hispanic Fans n=803; Non-Hispanic Fans n=800 20



NBA FANS BEHAVIOR & HABITS

NBA fans usually watch games at home either by themselves or with family and friends — Hispanic fans are slightly
more likely to attend NBA games in person.

How do you usually watch NBA games? Please select all that apply.

m Hispanic Fans ® Non-Hispanic Fans
At home by myself 59%
At home with friends and 549

family

Watching highlights on social

media 32%

At a bar/restaurant with

friends and family 28%

Attend a game in-person

Men, Gen Zers, and |
At a bar/restaurant by myself Millennials are more
y my likely to attend a
1

game in-person.

-—
N
&~
- 1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
=N
N
~

15% |

Other

2% I 3%

Base: Hispanic Fans n=803; Non-Hispanic Fans n=800
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NBA FANS BEHAVIOR & HABITS

Of those who attend games in person, a majority go between 1 to 4 times a year — fans mainly enjoy the stadium
atmosphere, followed by spending time with family/friends and the view from the stands.

How often do you attend an NBA game in-person? // What is your favorite part of the in-person sporting experience? Please select your TOP THREE reasons.

IN-PERSON NBA GAMES ATTENDANCE FAVORITE IN-PERSON EXPERIENCE

(Among Hispanic and non-Hispanic fans who attend a game in-person in a year) (Among Hispanic and non-Hispanic fans who attend a game in-person in a year)

m Hispanic Fans ® Non-Hispanic Fans

LHi ) . L .
Hispanic Fans Non-Hispanic Fans stadium atmosphere [N 52% R 56%
Getting to spend time with a group of _ 34% _ 35%

friends/family

The view from the stands _ 30% _ 37%
Food & beverages - 27% - 21%
E--7-8- 0_/0_ _: Half-time shows - 26% - 17%
L. : Pre-game tailgating - 18% - 12%
( A ) Sports betting - 16% - 12%
38% o 40% 39% Merchandise I 14% B 1%
34% Music selection / DJ [ 12% B 7%
Post-game celebrations - 12% - 13%
18% Pregame warmups - 12% . 9%
11% 11% 9% Giveaways [l 9% M 1%
- Player introductions [l 9% B 14%
Cheerleading . 6% - 13%
1-2 times a year 3-4 times a year 5-6 times a year 7 or more times a year National anthem performances | 5% o 1%
Other | 1%, 0%

Base: Hispanic Fans who attend a game in-person in a year n=148; Non-Hispanic Fans who attend a game in-person in a year n=112 22
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During the NBA season, most Hispanic NBA fans spend on food and drinks, with over a third spending between $1
to $99 — nearly a third spend $200 or more on NBA game tickets.

NBA FANS SPENDING POWER

In a year, how much money do you spend on each of the following NBA-related expenses?

m$1-$99 = $100 - $199 = $200 or more = Not Spending Don't know (%Tgf?ol g%e)
EN 35% | 17% B ] 22% 76%
LTSN 36% | 14% b 20% | 69%
Merchandise | NPT S NN 17 S (25070 e - 7 S, 3 66%
LR 25% | 4% ke 39% 59%
Viewing the game at a sports bar | NPT S N F- 1 S 207 I 7 S 3% 57%
Hosting viewing parties at my home - |ERCESZ NN N T 7230 26 76 Y = 7 55%
Attending viewing parties at family/friends' homes [ EEEGEEXEEEREEEZAET T 20% 2 4% 55%
Game tickets RN P 7 S Iy " 7 54%
Purchases while at an in-person game - | RX7 SN N7 (207 I 77 S 4% 52%
NBA video games - |ENPE L7 I TV (57 7 S 3% 49%
Betting on games | R/ I LT 23 a7 S 3% 45%
Travel related expenses | IRIEZRN N7 25 - 7 S 3% 44%

Base: Hispanic Fans n=803 24



NBA FANS SPENDING POWER

those with a bachelor's degree spend on merchandise.

Fans who in a year spend

$1 - $99 on NBA-related expenses

Merchandise
Cable / Apps

Viewing the game at a sports bar

Attending viewing parties at
family/friends’ homes

NBA video games

Purchases while at an in-person game
Hosting viewing parties at my home
Betting on games

Game tickets

Travel related expenses

In a year, how much money do you spend on each of the following NBA-related expenses?

*Post-grad

26%
25%
25%

24%

23%
19%
18%

Base: Hispanic Fans n=803

26%
23%
20%

23%

20%
22%
17%
17%
1%
10%

26%
26%
28%

26%

31%

21%
21%
14%
10%
1%

27%
30%
25%

23%

21%
15%
14%
12%
17%
1%

23%
21%
24%
22%
17%
16%
10%

12%

37%
35%
25%
26%
25%

25%

25%
19%
19%
14%
13%
1%

Total Gen Xers 207 < College SLEDIE
Boomers degree

Drinks 29%

Food 34% 32%

24%

19%
34% 12%
27% 18%
25% 17%
24% 19%
21% 12%
24% 14%
17% 1%
13% 13%

Among those spending less than $100 on NBA-related expenses, Millennials are apt to spend on NBA video games and

Income of | Income of | Income of

under $50k|$50k-$100k( $100k+

30%
29%
27%
28%
24%
21%
21%
15%
16%
14%

*indicates base size under 100, consider directional

35%
30%
24%
23%
22%

24%

26%
19%

29%
22%
16%
18%
24%

12%

12%
15%




Non-Hispanic Fans

During the NBA season, most non-Hispanic NBA fans spend on food and drinks, with over a third spending less
than $100.

NBA FANS SPENDING POWER

In a year, how much money do you spend on each of the following NBA-related expenses?

m$1-$99 = $100 - $199 = $200 or more = Not Spending Don't know (%Tgfﬂ g%e)
Cel  35% | 13% [ A 32% K 65%
ULl 35% | 10% LR 40% 58%
Merchandise | EE S N B 570 Y 7 52%
Cable / Apps |2 B 273 13 Y7 S %% 52%
Viewing the game at a sports bar | L I B 1 %60 I 7 4% 46%
Attending viewing parties at family/friends' homes [ R 0% Tz 41%
Hosting viewing parties at my home | REAZ 3NN L 0 4% 7S 4% 41%
Purchases while at an in-person game | RIEEZSNNNN L0 3% 7 — 40%
CERCECl 1% | 10% B EA 59% | 39%
NBA video games - [ REXZSN M- 107 I 7 —. 35%
Travel related expenses [ INRTRZNNMNCEZMN 6% I - . 35%
Betting on games | IR/ I 4 = L, 3% 34%

Base: Non-Hispanic Fans n=800 26



Non-Hispanic Fans

Of non-Hispanic fans spending $1 to $99 on NBA-related expenses, in addition to drinks and food, Gen Zers,
Millennials, college undergrads, and those with income under $50K spend on cable/apps.

NBA FANS SPENDING POWER

In a year, how much money do you spend on each of the following NBA-related expenses?

Fans who in a year spend Total *Gen Xers Baby < Colleae Bachelor's Post-arad Income of | Income of | Income of
$1 - $99 on NBA-related expenses Boomers 9 degree 9 under $50k|$50k-$100k| $100k+

Drinks 30%
Food 35% 33% 35% 29%

Cable / Apps  28% 32% 32% 26% 21% 30% 25% 23% 31% 23% 25%

Merchandise ~ 26% 32% 26% 32% 20% 28% 25% 23% 29% 25% 20%

Viewing the game at a sports bar 26% 32% 29% 25% 19% 28% 21% 27% 25% 28% 25%

A oo homas  24% 26% 26% 26% 19% 25% 21% 21% 25% 24% 20%

NBA video games 18% 26% 27% 17% - 21% 14% - 21% 17%
Hosting viewing parties at my home ~ 17% 25% 16% 15% 18% 19% 14% 15% 18% 19% 13%
Purchases while at an in-person game 17% 17% 19% 19%

Betting on games 20% 17% 13% | 7% | 15% | 1% | 13% | 4% | 13% | 10% |
Game tickets 14% 15% | 10% | 8% | 1% | 9w | 1% | 13% | 13% | 7%
Travel related expenses 11% 12% | 9% | 9% | 1% | 10% | 8% | 10% | 11% | 8%

Base: Non-Hispanic Fans n=800 *indicates base size under 100, consider directional 27



NBA FANS SPENDING POWER

Among those who purchase NBA merchandise, jerseys, shirts, hats/beanies and hoodies are the articles that fans
spend the most on and typically purchase each NBA season.

You mention spending on NBA merchandise, which of the following do you spend the most on? Select all that apply. // And, which of the following NBA-related merchandise do you
typically purchase each NBA season? Please select all that apply.

TOP SPENDING NBA MERCHANDISE NBA SEASONAL MERCHANDISE SPENDING
(Among Hispanic and non-Hispanic fans who spend money on (Among Hispanic and non-Hispanic fans who spend money on
NBA merchandise) NBA merchandise)

m Hispanic Fans  ®mNon-Hispanic Fans m Hispanic Fans ® Non-Hispanic Fans

D 43% Jerseys [N 42% — I 37%
I 49% Shirts NN 37% N 40%
I 40% Hats / Beanies |G 36% N 32%

Jerseys [N 57% —
Shirts [N 52%
Hats / Beanies |G 40%

Hoodies I 39% — 0% Hoodios NN 34% B 0%
. Jackets [ 21% B 16%
Jackets [ 23% R 21% . v
_ Y Collectible cards |l 14% -------%----- B 11%
Autographed items [ 16% [~ o 0 B 13% ! Menand .
o Aenan ' Shorts M 13% | wjisennials are | I 14%
Shorts [l 16% ' WMilenniais are | [ 16% . : : |
. o, 1 morelikelyto ! o Autographed items [l 11% .  morelikelyto | [l 10%
Keychains [l 13% i spendon | B 10% Keychains [l 1% ptgacgﬁi?airssys . Il 10%
. o . . 1 0 ! . 1
Collectible cards [l 12% | Jjerseys. | [ 14% Posters [l 1% '------------ ;1%
) o,
Backpacks [l 12% M 1% Bracelet [l 11% M 6%
Flags [l 12% M 10% Backpacks [l 10% M 1%
Posters [l 10% B 13% Flags |l 9% M 8%
Bracelet ] 9% B 7% Scarves [l 8% B 5%
Scarves [l 7% l 3% Other | 1% | 2%
Other | 2% N 4% *No purchase [} 6% B 9%

Base: Hispanic Fans who spend money on NBA merchandise n=534; Non-Hispanic Fans who spend money on NBA merchandise n=422
*Full answer option text: “I don’t purchase merchandise each NBA season”



NBA FANS SPENDING POWER

While many plan to spend on NBA items this season, about a quarter anticipate spending <$200. Most spending will be
the same as last year — Hispanic fans are more likely to alter their spending habits.

And overall, how much do you plan on spending on NBA-related expenses this season? // Thinking of what you plan to spend on NBA this year, is it more or less than you spent last year?

NBA EXPENDITURE EXPECTATIONS FOR UPCOMING SEASON

(Among Hispanic and non-Hispanic fans)

m Hispanic Fans
so I 28%
$1-399 [ 13%1
$100-$199 [l 10%
$200-$299 [ 8%
$300-$399 [l 7%
$400-3499 W 7% |
$500-5599 [ 6% |
$600-3699 J 3% |
$700-$799 | 3%
$800-$899 | 2%
$900-$999 | 1%
$1,000 or more . 6% —
Don't know/No opinion [l 6%

® Non-Hispanic Fans

DN 35%

B 7%
Y 12%
W 8%

N 5%
3%

| 3%

I 3%

| 2%

| 2%

| 1%

N 5%

N 5%

b= = =

Among both Hispanic
& non-Hispanic fans,
men, Millennials, and
suburbanites are
more likely to plan on
spending any amount.

NBA EXPENDITURE EXPECTATIONS
COMPARED TO LAST YEAR

(Among Hispanic and non-Hispanic fans who plan to spend $0
to $1,000 or more this season)

14%

15%

Don't know / No
opinion

= Spending more
this season

41% 51%

Hispanic Fans

Spending about
the same this
season

= Spending less
this season

Non-Hispanic Fans

Base: Hispanic Fans n=803; Non-Hispanic Fans n=800; Hispanic fans who plan to spend $0 to $1,000 or more this season n=750; Non-Hispanic fans who plan to spend $0 to $1,000 29
or more this season n=760
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MARKETING TOWARD NBA FANS

Hispanic fans find the NBA effectively caters to them and are most likely to attend games where their Latino heritage is
recognized as the presence of a non-sport Latino celebrity enhances their enjoyment.

How effective do you believe the NBA is in catering to the interests of Hispanic fans? // How likely are you to attend more NBA events if there is more Latin music, food, entertainment
on the scene? // Now, how much does seeing a non-sport Latino celebrity (i.e., actors, musicians) be invited to attend NBA games enhance your enjoyment and interest in attending
more NBA game?// How interested are you in attending an NBA game where your heritage is being recognized (i.e., Hispanic Heritage Night, African American Heritage Night)?

Hispanic Fans Non-Hispanic Fans

Non-Hispanic fans living in urban

areas are more likely to think the

NBA effectively caters to Hispanic
fans’ interests.

Effectiveness of the NBA catering to
Hispanic fans
(% Very effective + Somewhat effective)

Likelihood to attend NBA events
with more Latino cultural scenes
(% Very likely + Somewhat likely)

1

: Hispanic male fans are more

| likely to attend NBA events with
I more Latino cultural scenes.

Non-Hispanic male fans, Gen Zers,
Millennials, and urbanities are more likely
to be interested in seeing non-sport Latino

celebrities.

Enhancement in NBA interest with non-
sport Latino celebrities at NBA events
(% Significantly + Moderately)

1
Non-Hispanic fans living in urban |
areas are more likely to be 1
interested in heritage nights. :

1

Interest in attending an NBA game
where heritage is recognized
(% Very interested + Somewhat interested)

1

I Hispanic fans living in the

! Northeast are more likely to be
! interested in heritage nights.

e o o e e e e e e e e e e e e e e e = -

Base: Hispanic Fans n=803; Non-Hispanic Fans n=800 31



MARKETING TOWARD NBA FANS
Most fans who attend NBA games where their heritage is recognized enjoy the food — with most recall about
heritage nights coming from TV.

Earlier you mention being interested in attending an NBA game where your heritage is being recognized (i.e., Hispanic Heritage Night, African American Heritage Night), what do you
mostly enjoy about that night? // And, where do you typically hear of the NBA games recognizing your heritage (i.e., Hispanic Heritage Night, African American Heritage Night)?

*FAVORITE ELEMENT OF HERITAGE NIGHT SOURCE OF HEARING ABOUT HERITAGE NIGHT
(Among Hispanic and non-Hispanic fans who are interested in (Among Hispanic and non-Hispanic fans)
Heritage Night)
m Hispanic Fans m Non-Hispanic Fans m Hispanic Fans m Non-Hispanic Fans

] 58%—l v 48%1 ] 41%:L

__________ Team's social media [l 38%-

_____ , -
The music - 55%, Women - 47% I Men, older
Rural and

Intern % | '
are more ternet - 35% 1 generations,

The food - 68%1

Men and
urbanites are

| 1 1 |
: ' ' ' :
' ' i ! : | |
L 1 | ] I and urbanites 1 likely to 1
The entertainment - 47% : Ilkelyttho : - 41% : t,:zs;\(/joegliseggt : Word of mouth . 230/0 i are more : . 19% : mo;:]eealrify ? :
1 enjoy the . !
| %oé/d. : | are more | Player's social media ] 20% ! likelytohear | B8 17% |  heritage |
The ambiance - 42% +-------- - 38% | likely to enjoy | _ ., | ofheritage | . '\ nights from |
' the food. ! Radio [l 17% | nights fom N 10% : TV, |
The communal gathering . 32% . 3M1% o) An influencer . 17% '~ ____ . ___1 I 1%
Newspaper B 10% 9%
The giveaways . 26% . 27% bap I ? I ¢
- S outit Pop-up ads | 8% | 4%
e encouraged outfi
¥ theme . 21% . 21% Magazines [| 7% I 7%
i 0, 0,
The props l 18% I 16% Other, please specify 0% | 1%
None of the above [ 7% B 19%
None of the above | 2% I 4% Don't know I 10% l 13%

Base: Hispanic Fans interested in Heritage Night n=559; Non-Hispanic Fans interested in Heritage Night n=344; Hispanic Fans n=803; Non-Hispanic Fans n=800
*Answer option "Other” is not included due to low base size.

32



Hispanic fans prefer sports content, including the NBA, in English — directionally, those who prefer content in Spanish
have good content access, but better access would improve engagement.

MARKETING TOWARD NBA FANS

When watching NBA games, what language do you prefer to watch the games in? // Do you feel that you have good access to Spanish-language NBA content? // Would better access
to Spanish-language NBA content help you become more engaged with this sport? // In what language do you prefer to watch sports content? // Overall, do you feel that you have
good access to Spanish-language sports content? // Would better access to Spanish-language sport content help you become more engaged with sporting events?

PREFERRED LANGUAGE FOR NBA CONTENT

PREFERRED LANGUAGE FOR SPORTS CONTENT

= English m Spanish

= English m Spanish Other, please specify
GOOD ACCESS TO IF BETTER ACCESS WOULD GOOD ACCESS TO SPANISH IF BETTER ACCESS WOULD
SPANISH NBA CONTENT IMPROVE NBA ENGAGEMENT SPORTS CONTENT IMPROVE SPORTS ENGAGEMENT
(*Among Hispanic fans who prefer (*Among Hispanic fans who prefer Spanish (*Among Hispanic fans who prefer (*Among Hispanic fans who prefer Spanish
Spanish NBA content) NBA content) Spanish sports content) sports content)

mYes mYes

EYes mYes
= No =No = No = No
Don't Don't Dot Don't
know/No know/No know/No know/No
opinion opinion opinion opinion

Base: Hispanic Fans n=803; Hispanic Fans who prefer Spanish NBA content n=43; Hispanic Fans who prefer Spanish sports content n=57
*Base size lower than 100 consider directional.
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MEDIA & SPORTS CONSUMPTION

The majority of NBA fans watch sports on TV, with Hispanic fans being more inclined than non-Hispanic fans to
watch on a smartphone.

When watching sports, what device(s) do you use? Please select all that apply.

m Hispanic Fans m Non-Hispanic Fans

. Millennials,
' Gen Xers, and
[V _" ’
82% Baby Boomers
are more likely
to watch sports
via TV.

| Baby Boomers are

1
85% —»  more likely to watch :
| sports via TV. :

TV

= o e e e e e e e e e e e e = = ey

. Gen Zers and Millennials are |
49% —> more likely to watch sports via !
! smartphone. 1

Gen Zers and :
Millennials are more |
1

1

1

likely to watch sports
via smartphone.

26%

22%

16%

Desktop Computer

1%

None of the above 2%

Base: Hispanic Fans n=803; Non-Hispanic Fans n=800



MEDIA & SPORTS CONSUMPTION

Among fans who watch sports on TV, Hispanic fans are more likely to use streaming services while non-Hispanic fans

choose cable TV or over the air broadcasting.

You mention you watch sports on TV, how do you typically watch sports on TV?

m Hispanic Fans

Streaming services

Cable TV

|
51% !
1

Over-the-air broadcasts 48%

25%

Sport-specific streaming platforms

Other § 3%

Don't know/No opinion § 3%

Base: Hispanic Fans who watch sports on TV n=658; Non-Hispanic Fans who watch sports on TV n=688

59% _l

r

Men, Gen Zers,
and Millennials are
more likely to watch

sports via
streaming services.

m Non-Hispanic Fans

| Men, urbanites, and
58% _,: Northeasterners are more likely to
! watch sports via Cable TV.

. Gen Xers, Baby Boomers, and !
58% —, suburbanites are more likely to watch 1
! _ sports via over-the-air broadcasts. :

36



MEDIA & SPORTS CONSUMPTION

Fans who use a smartphone or tablet to watch sports typically use these to watch games live.

You mention using a smartphone or tablet to watch sports, how do you typically use your smartphone/tablet when watching sports? Please select all that apply.

m Hispanic Fans m Non-Hispanic Fans

Watching live games 69%

1
Engaging on social media \ Men, Gen Zers,
! and Mllle(mlals
1 are more likely to
1
1

watch live games.
I

Following live stats

Listening to podcasts

Reading related news or articles

Betting or participating in fantasy leagues

Participating in live chats or forums

Other, please specify | 1%

Don't know / No opinion I 7%

Base: Hispanic Fans who watch sports on smartphone/tablet n=526; Non-Hispanic Fans who watch sports on smartphone/tablet n=419 37



MEDIA & SPORTS CONSUMPTION

Hispanic and non-Hispanic fans typically use podcasts to get sports news and updates — non-Hispanic fans are more
likely to use podcasts to listen to in-depth analysis of games, strategies, and players.

How do you typically use podcasts in relation to sports? Please select all that apply.
(Among Hispanic and Non-Hispanic Fans who watch sports on smartphone/tablet and listen to podcasts)

® Hispanic Fans ® Non-Hispanic Fans

To get news and updates about various sports, teams, and players _ 62% _ 68%
To listen to interviews with athletes, coaches, andp%tpseornzﬁi(t)i;t: - 56% - 54%
To listen to in-depth analysis of games, strategiizr]caor:?ngl:é/eeé - 55% _ 63%
To engage with other fans and share views about rr:é/ af?nv;rgf slzigrss - 529% 43%
To access behind-the-scenes content about my favorite teams and 47% 42%

players

To get to know athletes on a more personal level through their own
podcasts

Other

Don't know / No opinion

45%

2%

4%

45%

1%

3%

Base: Hispanic Fans who watch sports on smartphone/tablet and listen to podcasts n=210; Non-Hispanic Fans who watch sports on smartphone/tablet and listen to podcasts n=147
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MEDIA & SPORTS CONSUMPTION

Hispanic fans are more likely to use streaming services to watch sports content such as ESPN+, YouTube TV, and

Apple TV+ than non-Hispanic fans.

Which, if any, of the following do you regularly use to watch or stream sports content from? Select all that apply.

m Hispanic Fans

Men, urbanites, and

1
FOX _ 45% E suburbanites are more likely E
EsPN+ [ 41% e touse ESPN. ___ __ .
YouTube TV [ 32%
NBC I 31%
ABC I 30%
Univision [ 18%
AppleTV+ I 17%
NBA App I 17%
8S I 17%
Telemundo [N 16%
FIFA App Il 7%
UniMas [l 6%
DNZA App [l 5%
belN Sports [l 5%
TUDN [ 5%
FS B 4%
MLA App Bl 4%
None of the above [l 11%

Base: Hispanic Fans n=803; Non-Hispanic Fans n=800

® Non-Hispanic Fans

DN 45%
N 31%

I 24% ,
_ 47% >, Baby Boomers are more

I 45%
N 3%

B 10%
I 14%
N 24%
I 2%

N 4%

| 2%

I 2%

I 2%

| 1%

N 4%

I 2%

B 13%

: likely to use NBC.
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MEDIA & SPORTS CONSUMPTION

On social media, Hispanic fans are more likely to follow official team accounts, with both groups following sports
news outlets.

Now, when it comes to following sports-related content on social media, which of the following do you typically follow? Please select all that apply.
m Hispanic Fans ® Non-Hispanic Fans

Official team accounts ‘ )
Millennials are more

1
1
: likely to follow official
1
1

Sports news outlets 39%

team accounts.

'S

—

X
<
)
S
(0)
)
=]
N
)
%
W)
]
Q.

o ' Men, Gen Zers, and

_ 39% _’: Millennials are more
""""""""" : likely to follow sports

35% _ 28% | news outlets.

Athlete or player accounts

League or association official

accounts - 27% - 19%
Fan pages or fan clubs - 26% - 19%
Podcast/podcast host accounts - 23% - 17%

Fantasy sport accounts

17% - 12%
14% o =

Other I 3% I 3%

Coaches or staff accounts

| don't follow sports-related
content on social media

23% 33%

Base: Hispanic Fans n=803; Non-Hispanic Fans n=800
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APPENDIX

How much do you agree or disagree that the following are reasons why you consider yourself to be an NBA fan?

Hispanic Fans Non-Hispanic Fans
m Strongly agree m Somewhat agree Don't know/No opinion B Somewhat disagree B Strongly disagree
Total Agree Total Agree
(% Strongly agree + (% Strongly agree +
Somewhat agree) Somewhat agree)

I love the sport of basketball _6%' 81% _ 8% I 79%

| like to cheer a specific team(s) _ 7% I 80% _ 7% I 79%

The NBA is very diverse _ 11% I 76% _ 13% 70%

Basketball is popular in my community / culture _ 9% E 75% _ 12% 71%
Someone in my family follows basketball _ 7% 74% _ 11% 66%

| like to support a specific player(s) _ 9% 68% _ 1% 62%
Supporing e NEA ks me et v | T IS 2 v SIS

To be part of the NBA community _ 11% 63% _ 18% 52%
Supporing e on ks e et vore | NS <=+ o IS

Base: Hispanic Fans n=803; Non-Hispanic Fans n=800 42



APPENDIX

Which NBA team(s) do you support or consider yourself a fan of? Please select all that apply.

m Hispanic Fans m Non-Hispanic Fans
Los Angeles Lakers N 31% I 27%
Chicago Bulls NG 22% I 20%
San Antonio Spurs I 16% M 5%
Miami Heat I 15% s 10%
New York Knicks I 15% s 15%
Golden State Warriors Il 13% . 17%
Dallas Mavericks Il 13% Bl 8%
Boston Celtics I 12% s 19%
Denver Nuggets 1l 11% Bl 8%
Phoenix Suns 1l 9% 7%
LA Clippers 1M 9% e 7%
Brooklyn Net Il 8% B 6%
Houston Rockets 1l 8% W 4%
Orland Magic Il 6% W 4%
Cleveland Cavaliers 1l 6% Il 8%
Atlanta Hawks 1 5% M 5%
Philadelphia 76ers Il 5% Bl 8%
Sacramento Kings I 4% B 4%
Charlotte Hornets M 4% N 3%
Milwaukee Bucks M 4% M 5%
Oklahoma City Thunder M 4% M 4%
Minnesota Timberwolves M 3% M 6%
Utah Jazz B 3% B 3%
Detroit Pistons W 3% M 4%
Portland Trail Blazers W 3% i 2%
Indiana Pacers W 3% B 4%
Washington Wizards B 2% B 3%
Toronto Raptors W 2% B 2%
New Orleans Pelicans 1 2% B 3%
Memphis Grizzlies I 1% m 3%

Base: Hispanic Fans n=803; Non-Hispanic Fans n=800



APPENDIX

Thinking about the team(s) you support, which of the following factors matter to you when picking a team(s) to become a fan of?

Hispanic Fans Non-Hispanic Fans
m Very important m Somewhat important Don't know/No opinion m Not important ® Not at all important
Total Important Total Important
(% Very important + (% Very important +
Somewhat important) Somewhat important)

Base: Hispanic Fans n=803; Non-Hispanic Fans n=800 44



APPENDIX

Thinking about the team(s) you support, which of the following factors matter to you when picking a team(s) to become a fan of?

TEXT SHORTHAND FULL TEXT
Style of play | like their style of play.
Hometown roots I’'m loyal to the team where | grew up.
Proximity The team is local to me.
Favorite player My favorite player plays for that team.
Family tradition My family has always been a fan of the team.
Dynasty team It is a high-performing dynasty team.
Community representation || see people on the team that represents my community (i.e., from my neighborhood, the college | went to, etc.).
Heritage representation There are players in the team that represent my heritage.




APPENDIX

In a year, how much money do you spend on each of the following NBA-related expenses?

5 _’I Don’t
sd;nn:j $200 - $300 - $400 - $500 - $600 - $800 - $900 - $1,000 know /
money $299 $399 $499 $599 $699 $899 $999 or more No
on this opinion

Hosting viewing parties at my home  43% 18% 11% 8% 6% 2% 3% 2% 2% 2% 1% 0% 2%
Attending viewing parties at family/friends' homes  42% 24% 11% 7% 3% 2% 2% 2% 1% 1% 1% 1% 4%
Purchases while at an in-person game  44% 19% 13% 7% 4% 2% 2% 2% 2% 1% 0% 1% 4%
Viewing the game at a sports bar  40% 25% 13% 7% 2% 2% 2% 2% 2% 1% 1% 2% 3%
Merchandise  31% 26% 15% 9% 5% 3% 2% 2% 1% 1% 1% 1% 3%

Travel related expenses  52% 11% 9% 6% 5% 3% 3% 1% 1% 2% 1% 2% 3%

Drinks  29% 36% 14% 6% 4% 3% 2% 2% 1% 0% 1% 0% 2%

Food 22% 35% 17% 6% 5% 3% 2% 2% 1% 1% 1% 1% 3%

Cable/Apps  39% 25% 14% 6% 2% 3% 2% 2% 1% 1% 2% 1% 3%

Betting on games  52% 14% 8% 7% 3% 3% 3% 2% 2% 1% 1% 3% 3%

NBA video games  48% 23% 1% 4% 3% 2% 1% 2% 0% 2% 1% 1% 3%

Game tickets  44% 1% 12% 9% 6% 4% 3% 3% 1% 1% 1% 2% 2%

Base: Hispanic Fans n=803 46



Non-Hispanic Fans

APPENDIX

In a year, how much money do you spend on each of the following NBA-related expenses?

A _’I Don’t
sd;;nn:j $200 - $300 - $400 - $500 - $600 - $800 - $900 - $1,000 know /
money $299 $399 $499 $599 $699 $899 $999 or more No
on this opinion

Hosting viewing parties at my home  55% 17% 10% 5% 2% 2% 1% 0% 1% 1% 0% 1% 4%
Attending viewing parties at family/friends' homes  56% 24% 8% 3% 3% 0% 1% 1% 1% 1% 1% 0% 3%
Purchases while at an in-person game  58% 17% 10% 4% 2% 1% 1% 1% 1% 0% 1% 1% 2%
Viewing the game at a sportsbar  51% 26% 9% 3% 2% 2% 1% 0% 1% 1% 1% 0% 4%
Merchandise  46% 26% 1% 6% 2% 1% 1% 1% 1% 1% 1% 1% 2%

Travel related expenses  63% 10% 9% 3% 3% 2% 2% 1% 1% 1% 0% 2% 2%

Drinks  40% 35% 10% 5% 2% 1% 1% 1% 1% 1% 1% 1% 2%

Food 32% 35% 13% 5% 4% 1% 2% 0% 1% 1% 1% 1% 3%

Cable / Apps  45% 28% 12% 4% 2% 1% 1% 1% 1% 1% 1% 1% 3%

Betting on games  63% 13% 6% 4% 2% 2% 1% 1% 1% 1% 1% 2% 3%

NBA video games  63% 18% 8% 3% 2% 1% 1% 1% 0% 1% 1% 1% 2%

Game tickets  59% 1% 10% 5% 4% 2% 1% 2% 0% 1% 1% 2% 2%

Base: Non-Hispanic Fans n=800 47



MARKETING TOWARD NBA FANS

*You mention you prefer to watch NBA games in Spanish, why is that?

| grew up watching basketball in Spanish

The Spanish commentary is more enjoyable 36%

| am more comfortable with Spanish 26%

| understand the game better in Spanish 25%
| like to practice my Spanish language skills 18%
Don't know / No opinion 5%

Base: Hispanic Fans who prefer watching NBA in Spanish n=43
*Base size lower than 100 consider directional.
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APPENDIX

How effective do you believe the NBA is in catering to the interests of Hispanic fans?

m Hispanic Fans = Non-Hispanic Fans

379, 41%
(1]

28%

24%
7% 13%
° 10%
e
L [
Very effective Somewhat effective Somewhat ineffective Very ineffective Don't know/No opinion

Base: Hispanic Fans n=803; Non-Hispanic Fans n=800



APPENDIX

How likely are you to attend more NBA events if there is more Latin music, food, entertainment on the scene?

m Hispanic Fans = Non-Hispanic Fans

38%

. .

Much more likely More likely Less likely

24%

12% °
5% 9%

Base: Hispanic Fans n=803; Non-Hispanic Fans n=800

9%

6%

Much less likely

47%

Don't know / No opinion

50



APPENDIX

Now, how much does seeing a non-sport Latino celebrity (i.e., actors, musicians) be invited to attend NBA games enhance your enjoyment and interest in attending more NBA game?

m Hispanic Fans = Non-Hispanic Fans

o
399% 43%
0 27%
257 21% o
= - - = ﬁ
Significantly Moderately Not at all Don't know/No opinion

Base: Hispanic Fans n=803; Non-Hispanic Fans n=800
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APPENDIX

How interested are you in attending an NBA game where your heritage is being recognized (i.e., Hispanic Heritage Night, African American Heritage Night)?

m Hispanic Fans = Non-Hispanic Fans

34% 33%

. ]

24%

24%

19%

10% 9%

Very interested Somewhat interested Not interested Not at all interested

Base: Hispanic Fans n=803; Non-Hispanic Fans n=800

13% 14%

Don't know / No opinion
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APPENDIX

In general, do you consider yourself to be a sports fan (follow specific professional or college teams/athletes, watch games or tournaments, etc.)?

m Hispanic Fans = Non-Hispanic Fans

51%

. 47%

48%

6% 5%
I

Yes, | am an avid sports fan Yes, | am a casual sports fan No, | am not a sports fan

Base: Hispanic Fans n=803; Non-Hispanic Fans n=800



APPENDIX

To what extent are you a fan of each of the following?

Hispanic Fans Non-Hispanic Fans
m Avid fan m Casual fan B Not a fan
Total Fan Total Fan
(% Avid fan + Casual fan) (% Avid fan + Casual fan)
National Basketball Association (NBA) [T 7SN T 46% W 100% Y7 S5 % . 100%
National Football League (NFL) | INEEECT 7 0 34% A  93% | 53% | 9% [T

80% L 32% L 22% T
74% L 20% |l 46% T
64% L 32% L i 26% R
63% L 28% | 26% R

Major League Baseball (MLB) [N 036 % e
Boxing  [IETRZNN 449 e

College football (NCAA) [IEEEZNN S5 % 7

Men's college basketball (NCAA) [IIFZAESEZZ 2

Soccer (FIFA) RGN 2% (13% sl 57%  ERTA
Mixed Martial Arts (MMA) IS EE T 2% (15% Pl 56% EvUA
National Hockey League (NHL) IKEZZNNAZN 7  558% [ 17% | VA 49%  EEESTA

Major League Soccer (MLS) [EAEAINNSSZN 7S =~ 56% 1% P 57%  EERTA
Women's National Basketball Association (WNBA) [EEZNNZ07%0N I~ 4% [ 15% [ R ] 40% 0
NASCAR KGN 0% 0% =<lAl  55% e

eSports IEEANNNNS27% 0NN N7 50% EANN22700 I 77 33%

Women's college basketball (NCAA) [EFEZINNSTZN - T~ 50% [ 14% [ il 41% e
Tennis (ATP) KPR NSO I 7T 42% (12% bV 54% IS

National Women's Soccer League (N\WSL) EEEANIN28% 0N T 39% RAR28% 0 7T 36%

Professional Golf Association (PGA) - [KPAZ 271 I 7 17 13% el ] 58% |

Base: Hispanic Fans n=803; Non-Hispanic Fans n=800 54

39% 42%



APPENDIX

To what extent are you a fan of each of the following?

National Basketball Association (NBA)
National Football League (NFL)

Major League Baseball (MLB)

Boxing

College football (NCAA)

Men's college basketball (NCAA)

Soccer (FIFA)

Mixed Martial Arts (MMA)

National Hockey League (NHL)

Major League Soccer (MLS)

Women's National Basketball Association (WNBA)
NASCAR

eSports

Women's college basketball (NCAA)
Tennis (ATP)

National Women's Soccer League (NWSL)

Professional Golf Association (PGA)

Hispanic Fans
(% Avid fan + Casual fan)

e — 100%
— 93%
I 80%
I 74%
I 64%
I 63%
I 62%
I 62%
I 58%
I 56%
I 54%
I 50%
I 50%
I 50%
I 42%

I 39%

Base: Hispanic Fans n=803; Non-Hispanic Fans n=800

Non-Hispanic Fans
(% Avid fan + Casual fan)

R 100%
R 51°%
I 75%
I 54%
I 74%
I 74%
I 43%

D 44%
I 51%
I 43%
I 60%
I 45%

. 33%
I 59%
D 6%

I 36%
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APPENDIX

How often do you watch content on the following channels or services?

Hispanic Fans Non-Hispanic Fans
m Multiple times aday  m Daily m Weekly Monthly orless ~ m Never
Total Watch Total Watch
(% Multiple times a day + Daily + (% Multiple times a day + Daily +
Weekly + Month or less) Weekly + Month or less)

ESPN ERANEEIANINNNS0%NNN  19% 77% AT NS0 23% 77%

Netflix [IERZIPTC7 2400 11% 75% AR NN25%0N | 14% 64%

Fox Sports [IKERNNNS27%0N  22% 70% HEARNNNSIANNN  24% 67%

Amazon Prime Video ER/IEER/ININNN287%00N  16% 70% BEEATT24% 00 19% 60%

NBC Sports [P INS07% NN 20% 64% BERATS0% T 27% 69%
Hulu EFA T8I 15% 62% 5% 13% |l IR PR 56%
CBS Sports IR N7 22% 61% BEANNS2%N 26% 70%

ESPN+ [(FANKE7M 237 17% 61% HEAN2N 17% 52%
Disney+ [EANPRANNZIZ%NNE  19% 58% HEANE%N 14% 41%
NBA App IEEEAEE  19% 54% TEANE 13% 40%
Max (AR N2 13% 51% B S7% 13% 41%
Paramount+ [FANRKIANEAGTM 15% 50% BEANG%N 14% 41%
HBO Sports INEEANSTM  19% 44%, BZH2% 14% 34%
AppleTV+ THETANA%H 9% 36% 22007 10% I . 30%
Discovery+ ISZH2%A 15% 35% I 1% I 30%
FIFA App IGZHO% 15% 33% 8% 9% 22%

Base: Hispanic Fans n=803; Non-Hispanic Fans n=800 56
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