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NATIONAL BASKETBALL LEAGUE
Confidentiality Notice

The contents of this publication are confidential property of the National Basketball League, LLC
and are solely intended for use of the NBL, their employees and teams. This publication is
provided for planning purposes only and is not intended as any type of formal offer to sell or
construed as a solicitation to buy. The information contained in this document is based upon
sources that are believed to be reliable and are written in good faith. We make no
representations or warranties about the information contained in each section of this document
regarding its accuracy, completeness or correctness. All persons viewing and considering this
material are urged to consult their own independent financial and legal representatives prior to
making any investment decisions.
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The National Basketball League, LLC. (NBL) was formed in May 2004 to address one of
the major problems facing professional sports today: achieving a balance between
attracting and retaining the loyalty of the young, technologically savvy global sports fan
while containing the rising costs of player’s salaries, venues and marketing.

The NBL experience combines the power, history and excitement of fundamental
basketball, specialized fan-inspired musical entertainment with the impulsive and
improvisational moves of street basketball. From whistle to whistle the NBL game
provides fans nothing but action packed scoring and an alternative to the NBA. This plan
will be used to define the scope of the NBL experience, as well as a means of gaining the
necessary investments to start and expand the league through investors and franchisees.

The NBL experience is not merely limited to the scope of the basketball game or a simple
half-time show. We have a complete presentation for the fans in which every game is a
complete event. An NBL game is a fast paced, exciting new breed of basketball. We
have changed and updated our rules to make the game more interesting and allow our
players the ability to take full advantage of their talents. This in itself will drive large and
enthusiastic crowds to see our games. The NBL is the First independent basketball
league (and possibly sports league) to take advantage of current market trends combining
music, video, sports and multimedia into one package. The NBL is a full service
entertainment enterprise!

As competition within the basketball market continues to flourish with the emergence of
underground basketball leagues, competitive low ticket pricing measures push margins
lower and lower. Only those companies who package the games at the peak of business
efficiency while targeting the young urban customer experience will survive. The National
Basketball League has been formed by a team of experienced executives to design a line
of athletic and entertainment products that will generate growth and longevity in this
powerful demographic while maintaining cost efficiency.
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Basketball is arguably the most popular indoor team sport in the world. The emergence of
street basketball in the United States as a credible and viable athletic activity has
undoubtedly changed the scope of the professional game.

Sports organizations are in a race to identify new non traditional revenue streams that are
both profitable and sustainable over the long term. This race is complicated by a
constantly shifting dynamic. Sports teams are challenged by the following strategy
guestions:

1. How to attract the global fan?

2. Is there a method to draw the high-value youth market without ignoring
traditional fans?

3. Is the Internet a tool for dispensing information or could it be channeled to
generate revenue in multiple ways?

Professional sport is now combined with all other recreational segments (music, video,
CD, DVD, movies, television, video games, animation etc...) to make up the economic
segment called Entertainment. Professional sports alone are a $76.4 Billion industry.
However, athletics is only one part of $1.7 Trillion overall market. Any group that does
not incorporate all of these sectors when building a sports franchise is only working with
5% of the potential market.

Many greats such as Michael Jordan, Charles Barkley, and Patrick Ewing have retired
and other superstars are past their prime are causing a down period for the NBA. In
comparison to the NBA'’s current 3 hour games; filled with numerous time-outs and
interruptions, the pace of the 90 minute NBL game keeps the fans motivated. Targeting
the teenage and young urban demographics, NBL players will entertain the crowds with a
masterful game of athleticism, skill and innovative street ball handling.
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According to a recent 2004 PricewaterhouseCoopers report, global entertainment and
media industry spending will increase at a 6.3% compound annual growth rate to $1.7
trillion in 2008. The industry’s positive momentum will be sparked by an impressive
Asia/Pacific regional market and globally by improved economic conditions, the
availability of new distribution channels and continued adoption of next-generation
technologies. By 2004, Forrester projects that advertising on sports-related Web sites will
reach $2.4 billion, with sports-related e-commerce climbing to $4.7 billion. For a typical
league such as the NBA, online revenue streams are predicted to contribute as much as
15 percent of total revenues in 2004.

INDUSTRY TRENDS BY SEGMENT

Television Networks (Broadcast and Cable)

The traditional delivery of sports programming found broadcasters, including television
and radio at both local and national levels, at the center of the exchange between
marketers, professional leagues, and sports fans. Television networks are among the
earliest beneficiaries of improved economic conditions because advertisers value the
medium with the largest reach. Global spending is projected to increase at 5.9% annually
to $174 billion in 2008.

The Internet may soon disrupt the broadcast network monopoly over the delivery of sports
entertainment. New Web technologies will allow professional sports leagues to create and
deliver innovative broadband sports programming directly to fans. This will effectively shift
power away from the networks and redefine the model behind the sports entertainment
business.

Merchandising

Consumers spent approximately $3 billion in sporting goods, apparel, footwear, and event
tickets online in 2003, according to research by Jupiter Communications. The Internet
affords sports leagues and organizations that traditionally sustained on rights and
merchandising revenues alone, the opportunity to diversify revenues through paid
content, licensing, syndication, advertising, and commerce.
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The consumer demographics which have the most potential to be a driving force in the
category is the women’s and teen/young adult demographics. The teen and younger adult
demographics are on the cutting edge and out ahead of fashion. They're the trendsetters.
They’re helping to drive what people will eventually be wearing. We expect that
demographic to continue to drive the trends in this category because they’ll always want
new product that is ahead of the curve.”

One of the most telling signs of a market opening for the women’s demographic was
displayed at the 2003 NBA All-Star Game in Atlanta. Singer Mariah Carey, who
entertained fans during the event, donned an nba4her jersey dress, an item geared
specifically toward women, who constitute 30 percent to 40 percent of the professional
fan base. The women’s and youth markets have the greatest potential for growth in this
industry.

Tickets Sales

Jupiter Communications research on the Internet sports sector reveled that one-third of
the expected $3 billion market in 2003 will represent online purchase of sporting events
tickets. In addition, practical convergent programming will flourish in sports media.
Jupiter® research also found that more than half of the online audience either sometimes
or often watches television while online.

Advertising

According to a study by Forrester Research, more than 22 percent of the households in
North America actively follow sports on the Web. By 2004, Forrester predicts that
advertising on sports-related Web sites will reach $2.4 billion, with sports-related e-
commerce climbing to $4.7 billion. For a typical league such as the NBA, online revenue
streams are predicted to contribute as much as 15 percent of total revenues in 2004.

In addition, the NBL will take full advantage of its popularity by signing national and
regional advertising and sponsorship agreements. The NBL is able to offer is advertisers
and sponsors continuous exposure to our fans through our CDs, DVDs, Arenas and
Video Games. In addition we will have more non-conventional advertising available at
our events, promotions, and in the fast development of our brand. The NBL has a league
website as well as a league on-line magazine that will draw our fans because they will not
only want to keep us with their favorite teams and players but also their favorite
musicians, DJs and even dancers.

Video Games

The fastest — growing segment during the next five years, global video game spending
will increase to 55.6 billion in 2008 at a 20.01% annual rate. By 2008, online and wireless
will be major distribution channels, spurred by broadband penetration and new mobile
phone usage that will be used as much for entertainment as for communication. The PC
game market will shrink and console game spending will grow as the next generation
consoles are introduced.

The NBL has already entered into discussions to create a video game as well, that would
be based both on our brand of Basketball and use the music from our talent pool. The
sports video game market is one of the fastest growing segments of the entertainment
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industry and is deeply embedded in our demographic markets way of life. Our concept is
to continuously be in front of our markets face in as many aspects as possible.

Filmed Entertainment

Rapid growth in DVD sell-through, shorter theatrical to video release windows and the
transition from VHS to DVD will drive home video growth. Subscription services such as
mail-order DVD rentals and growing DVD hardware penetration will also boost global
spending, which is projected to reach 108 billion in 2008 from $75.3 billion in 2003, rising
at 7.5% annually.

Internet Presence

The Internet-driven sports power shift, moves professional leagues to the center of this
once broadcast-centric value chain. As bandwidth improves, league sites, team sites, and
the sites of Web partners will provide a non-network distribution alternative, not only for
content but for merchandise and tickets as well. The median team site revenue today is
$100,000 and is dominated by online advertising. Teams expect site revenues will grow
tenfold to $1 million by 2004.

Largest Increases in Share of U.S. Visits to
Sports Fantasy and Basketball Sites, week
ending March 20, 2004

Demographics of U.S. Visitors to
College, Basketball, and Fantasy Sites

(Category ____|Male |Age

Source: Hitwise
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Generation X and Generation Y

Americans born between 1979 and 1994 have been labeled by marketers and
demographers as Generation Y since they followed Generation X. At 78 million strong,
they are more than three times the size of Generation X, rivaling Baby Boomers in size
and spending power.

With purchasing power exceeding $350 billion,15- to 24-year-olds represent a marketing
target that is highly profitable. Youths in the 15- to 24-year-old age group can be found
following diverse paths as they make the transition from high school to young adulthood.
Moreover, the youth population is marked by a bewildering array of subcultures ranging
from hip-hop to National sports. Sport marketers who can attach their product or brand to
a consumer’s values system rather than the expression of one, have a better chance of
outliving fads.

Americans Under Age 18
Year |Millions |Percent of Population

1950 47.3  31.1%
1960 645  35.7%
1970 69.8  34.0%
1980 63.7  28.0%
1990 64.2  25.7%
1998 69.8  25.9%

Table 1. Ten most popular youth sports in the United States, 1996.
Source: SGMA/ American Sport Data (1997).

Sport Activity Level of Total(000) Sport Activity Level of Total
Frequency Frequency
1. In-line 25+ days/year | 7,980 6.Baseball 52+ days/year | 2,638
Skating
2. Basketball 52+ days/year | 5,812 7. Running/ 100+ 2,532
jogging days/year
3. Slow-pitch 25+ days/year | 3,547 8. freshwater 25+ days/year | 2,187
softball Fishing
(including Fly
Fishing)
4.Touch 25+ days/year | 3,318 9. Soccer 52+ days/year | 2,162
Football
5. Volleyball 25+ days/year | 2,260 10. Billiards 25+ days/year | 2,149

(

Prepared by Mechele Pellebon of Pellebon Copywriting
http://www.pelleboncopywriting.com & http://www.mechelepellebon.com




1% +

Marketing Strategy

Each of the NBL teams has been strategically placed in strong U.S. markets. These cities
offer sponsors excellent product marketing opportunities when attempting to reach the
young urban consumers. The NBL’s marketing reach is attractive as a grass roots vehicle
for sponsors and marketers due to its markets’ strengths in various areas.

The NBL has defined a model that fuses basketball and the music world. The NBL game
played will be surrounded by a full multi-media concert. We are arranging top up and
coming talents to create a unique sound and vision for our events and game concerts.
These future music superstars will draw large crowds to our events and games and
would, on their own, create sellout crowds at all our events and games. This will provide
us a very large market to sell CDs and DVDs of the NBL. Our DVDs will feature the music
from our games and events as well as promote our exciting brand of basketball. During
this time, the NBL will be able to groom, develop and promote the best of these talented
musicians and create a tremendous in-house music label.

The NBL logo/mark will become the most recognizable and profitable merchandising tools
in sports. The brand loyalty of the young urban global fan base will be measurable and
valuable. Our strategic partnerships with music icons will strengthen the identity of the
band through proprietary designs in apparel, equipment, toys, books and other intellectual

property.

The NBL's model of basketball and entertainment makes marketing with the NBL an
intriguing concept. Along with conventional signage, promotional events and special
events, the NBL will include many unique marketing opportunities for marketers to reach
target consumers.

The NBL is currently seeking sponsors as well as strategic alliances with select
organizations that are ready to partner with the NBL as it becomes a legend in the
evolution of the basketball industry.

*
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Sales Plan

The NBL is positioned to take advantage of the full market in which we operate. The NBL
has created its franchise around the incorporation of all possible revenue possibilities
within the entertainment marketplace. The NBL is positioned to take advantage of these
opportunities while at the same time, keeping itself open to the possibilities to the
exploration of new market areas as they surface.

During its first two years of operation, The NBL will focus only on the US markets.
Beginning with its third year, the company will pursue foreign markets, concentrating on
European and Asian/Pacific users. We are currently pursuing numerous avenues that
have not been included in our plans financial picture such as Movies and Animation
series products that would both take advantage of and further our Brand awareness.

As our following grows the NBL will negotiate Television and Radio broadcasting
agreements to expand the reach of the brand. We are currently in discussion with several
media broadcast outlets who will partner with the NBL enterprise in the future.
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A few of the revenue drivers for the NBL Fan Experience are:

SPONSORSHIPS- Our ability to market and develop effective relationships with
the technologically savvy and trend-setting Generation X and Y demographics. Not
only will sponsorship packages include a prominent presence on sports-related
sites, but on-air advertisements will point audiences to archival highlight footage,
promotions, and e-commerce opportunities on the Web.

TICKET SALES - The creation of a specialized, customer-friendly and fun
atmosphere for an alternative street-inspired basketball game. In comparison to
the escalating ticket prices of the NBA and the epidemic of lackluster athletic
performances the NBL provides a cost effective and fun alternative.

TRAINING - A dedication to on-going training and the leadership development of
all NBL personnel and franchisees to achieve higher performance levels and
constantly reinforce the WOW business model and NBL brand. Opportunities to
consult and train other sports franchises on our quality model will develop.

MERCHANDISING - Merchandise for each team and the league will be available
through various retail outlets, at NBL games and the NBL'’s website. Any use of the
NBL league and team marks must be approved in advance, and all royalties
associated with the sale of promotional items must be paid directly to the League.

TEAM FRANCHISES - NBL team ownership is available for young savvy
entrepreneurs and seasoned business executives. With affordable travel costs, low
player’s salaries and minimal venue costs, ownership is affordable and inclusive.

In comparison to the exorbitant fees associated with other sport team ownership,
the NBL business model is determined to keep overhead low and profits high.

INTERNET TELEVISION PROGRAMMING- The development of a sports video
site that allows fans the opportunity to watch highlights, behind-the-scenes
documentaries as well as tracking scores will ensure that the NBL remains a player
in the evolving world of sports-related Web business.
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WEBSITES- Both team and league websites will generate revenue through
sponsorships, advertising, e-commerce (selling team merchandise and videos),
online magazine memberships, ticket sales and membership fees to members of
exclusive online team fan clubs. Media firms will pay each team a fee for the right
to build and operate a team site. Online sports consumption tends to be one of the
most important segments in the consumer content pace. Research indicates that
online sports content is ranked as one of the top five favorite activities of online
consumers and consumption centers.

VIDEO & VIDEO GAMES - Endless opportunities to develop training, video
games and feature length film and videos to lengthen the reach of the NBL brand.
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Southeast

akrwNPE

Miami Sunblazzers
Orlando Wizards
Atlanta Blackhawks
Charlotte Stingers
Raleigh Durham Rebels

Southwest

A ol

San Antonio Kings
Dallas Drillers
Houston Longhorns
Los Angeles Shakers
Denver Rockets

Atlantic

Washington Stars
Baltimore Renegades
Philadelphia Liberty
Boston Shamrocks
New York Warriors

Central

Detroit Diesels
Chicago Howlers
St. Louis Spirits
Cleveland Chiefs
New Orleans Jazz
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The draft starts the third week of April. Camp starts the first week of May. The season
starts the last week of May: Memorial Day weekend. Teams will play two to three times a
week: 20 games a season.

May 29 June 1 June 3 June 5
June8 June 10 June 12 June 15
June 17 June 19 June2?2 June 24
June 26 June 29

July 1 — 7" All Star Break

July 8 July 10 July 13 July 15
July 17 July 20 July 22 July 24
July 27 July 29 July 31 August 3"(if needed)

August 7™ (Playoffs Begin)
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The NBL has three principle competitors as we see our market. We are not competing
head to head with the National Basketball Association. We are not playing during the
NBA season nor will we be playing their style of Basket ball. The three leagues that we
see as competitors are the ABA2000, the USBL and the SBA. Each competes with the
NBL in different ways.

THE ABA

The ABA2000 is a league that contains a remnant of the original ABA that merged with
the NBA in 1976. The ABA was re-launched in 2000. They have played three seasons
(they did not play in 2002). The ABA is responsible for most of the NBA'’s changes in
their rules both before and after their merger with the NBA.

However, the current ABA is spending most of its time replaying history and selling itself
based on their past. They are not creating a long term viable future for their teams. The
ABA has loose controls on the teams and each team basically creates its own operating
rules and revenue streams. The league has a radio reach of 177 counties and 500 radio
outlets that broadcast one game each week on Saturday night. They have become
antiquated in their basketball play and have very limited league and merchandise
marketing.

The ABA2000 attendance has been very low since its first season and most of the original
teams no longer are playing. The ABA has made it very easy for a prospective franchise
owner to start a team and because of this they are growing fast. However, many of the
teams that they announce never actually get off the ground do to a lack of league support
for the teams.
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THE USBL

The USBL also has a fairly long history. The USBL was founded in 1985 and has played
continuously since 1986. In 1996 the USBL went public; however it currently has a very
low market capitalization (around 3.1 Million Dollars). This is due to a regular yearly loss
on their books. The USBL had an average attendance in 2003 of 1,325 people at each
game. The USBL is very traditional in its outlook on the game and business of basketball.

They have had some success bringing in high profile participants, such as Kareem Abdul
Jabbar as a head coach. The USBL has a strong relationship with the NBA including
having their post season play broadcast on NBATV. The USBL currently has 9 former
players/coaches playing or coaching in the NBA and has had a total of 22 former
players/coaches move up to the NBA. The league has allowed the teams to have control
over their media outlets and basic merchandising. The league has very limited league
branding.

THE SBA

The SBA is the first Street Basketball League. The league has 12 teams and is
expanding into 30 total markets. They are expected to be in 23 cities next year. The SBA
has very strong local, regional, and national sponsorships with relations with companies
like Nike, McDonalds, Coca Cola and MTV. The SBA has also created some cross
league associations with other sports such as the NBDL, NBA and the NFL.

However, the SBA has no current merchandising and is branding itself locally. Without
organized league play, they play a fragmented schedule picking and choosing their
opponents at random. They also play local non league teams in basketball challenges.
The SBA is the only league, other than the NBL, to integrate current music and DJ’s into
the game. However, the SBA only does this for promotional games and not in the league

play.

THE NBL

The NBL has grown basketball to the next level. By creating a seamless opportunity to
combine a show with music, dancing, multi-media and fast paced exciting basketball, the
NBL challenges all the previous leagues to step up to our level. Only the NBL has the
team in place to manage and merge all the components and make cohesive
entertainment for its fans.
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