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UFC ANNUAL CONSUMPTION ON

(Minutes viewed on P2+ as a percentage of all FS1 programming - FY17)

o UFC represents 15% of all FS1 impressions (minutes viewed) in a year, third behind M&Wd NASCAR.
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Source: Nielsen NTI based on FY17 impressions. Specific sports include pre/post/daily programming (e.g. Race Hub included in NASCAR)
*FS1 Daily Studio shows = Undisputed, The Herd and Speak for Yourself.



UFG MONTHLY CONSUMPTION ON FS'

(Minutes viewed on P2+ as a percentage of all FS1 programming - FY17)
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Source: Nielsen NTI based on FYLT impressions ’ 3



UFG CONSUMPTION TREND FOR FOX/FST

(Minutes viewed on P2+) |
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»  Consumption of UFC content has grown 26% in three years as the number of programming
hours increased. The reason minutes viewed per dollar of rights fee has declined is due to
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the increase in rights fee (+67%) outpacing the growth in program hours (+38%). .\\‘ . Ll
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Min Viewed (000)  Program Hours  Rights Fee ($000)  Min Viewed per $ of Rights Fee "
—— FY15 13,651,112 1,001 $86,390 151 ;f“
6 15170412 1,191 §128,500 123 Ty #eSboy
FY11 17,159,651 1,334 $145,100 118
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Source: Nielsen NTI based on FY1T impressions; includes debuts and repeat per category



UFC RENEWAL MODEL

Full Renewal - Financial Impact (starts the 2nd half of FY13 and ends in 1st half FY26, $ in millions) b4
N
« Historical figures for FY15-I7 t | .
_ Total
FYI5A FY16A FYITA FY18B FY198 FY208 FY21B FY228 FY238 FY24B FY258 FY268 | (FY19-26)
Affiliate (FS1/2)* n/a n/a n/a n/a 68 152 187 209 216 222 234 123 1410
Advertising, net - Linear 23 22 23 28 17 34 36 38 39 41 43 23 21l
Total Revenues 23 22 23 28 85 186 223 21 255 264 21 145 1,682
Programming (rights) 8 129 145 166 125 255 265 216 281 298 310 158 1,975
Production J 4 4 4 2 4 4 4 5 5 3 J Jl
Total Expenses a0 133 143 170 121 259 269 280 201 303 315 161 2,006
EBITDA (67) (111) (126) (142) (42) (13) (47) (34) (36) (39) (38) (15) (324)
- Affiliate revenue not available for FY15-18. Estimated aﬂte revenue for FY19-26 represents low scenario; for reference high scenario is +$500M over 1 years.
Source: FY18-20 Budget Book - page 12. "A" = Actual, "B" = Budget
p ‘ \






