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Who We Are

* Premier Spanish language sports media broadcasting and content company
* Exclusive broadcaster of four Major League Baseball teams

0 Boston Red Sox

o Philadelphia Phillies

o Oakland Athletics

o Washington Nationals
SPANISH BEISBOL NETWORK

« Exclusive broadcaster of the 2009 Caribbean World Series
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What We Do

Produce live broadcasts of all home and away games

Provide Spanish language feeds for MLB.com, XM Radio, and SAP-TV
Build network of radio stations to expand reach and coverage

Deliver Spanish language content through SBN website, beisbol.net
Offer sponsor multimedia marketing platform

Provide quality programming with knowledgeable, first-rate announcers

Reach a growing, loyal fan base: Over 3.1 million Hispanics

SPANISH BEISBOL NETWORK
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SBN Business Model

Growing the under-served
Hispanic market

Quality,
cost-efficient Grassroots
programming distribution network
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SBN Keys to Success 'geM

SPANISH BEISBOL NETWORK

Provide teams with turn-key solution
0 Relationships are local: personnel, radio stations, community groups
o Bring national advertising funds to market
o Give local businesses opportunity to reach diverse, growing audience

* Proven business model — easily scalable
0 Partnerships with radio stations
o Partnerships with MLB teams
o Strong | ocal appeal : —more than just baseball |

* Multimedia Hispanic marketing platform for advertisers and sponsors
»  Strong reputation for quality and excellence

0 Professional sales team

o First rate Spanish language sports broadcasters

0 Experienced producers

* Management focused on delivering results
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MLB & Hispanics »gM

SPANISH BEISBOL NETWORK

MLB has witnessed a 12% increase in Hispanic Percent Composition

1ts total fan base, the only major sports MLB fans are more likely than the overall population to

Itﬁg%;:tttoe ﬁeeeg:gt kind of growth over be Hispanic, and the portion of the MLB fan base that is
y Hispanic has increased 13% over the past five years
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62% of all U.S. Hispanics are MLB fans, Hispanic Sports Attendance
compared to 59% of the total population Hispanics attend more MLB games than those of the
other major sports leagues combined

Since 1986, MLB is the only league in
professional sports to maintain or grow both its
total and avid Hispanic fan base

U.S. Hispanics are 6% more likely to be MLB
fans than the average population, 27% more
likely to be avid baseball fans and 33% more
likely to attend MLB games

According to ESPN Sports Poll, 6 out of 10
Hispanic fans indicated that they plan to follow
more MLB games in the future

Approximately 30% of MLB rosters are made up
of players born in Spanish-speaking countries
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Cumulative Audience

1. Los Angeles 7,803,451
2. New York 4,309,437
3. SBN: Phil + Bos + Was + Oakland 3,1934124—
4. Houston 1,977,409
5. Miami 1,919,790
6. Chicago 1,860,307 SPANISH BEISBOL NETWORK
7. DallasFort Worth 1,704,598 [
8. SF/Oakland/San Jose 1,502,803 € I #3. SBN all marketsl
9. Phoenix 1,398,523
10.  San Antonio 1,262,895 —l #8: SBN Oakland |
L2302y Q& | AALI YIAKOAE | RST LIKA I aLJ yAO
community grew 119% community grew 152%
between 1990 and 2006. between 1990 and 2006.
DC Hispanic Population has The median HHI ranks
the highest median HHI in second in the U.S. behind
the country. Washington DC.

Hispanic populations in Philadelphia (617,248) + Boston (436,941) + Washington (636,420) + Oakland/SF (1,502,803)
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SBN Highlights ,é“M

SPANISH BEISBOL NETWORK

Founded in 2001

* Holds exclusive rights to broadcast MLB* games on Spanish-language radio, SAP, XM radio
and Internet

* Reaches: 3,100,000+ Hispanics

* Contracts with:

0 Boston Red Sox (2001-present)
Philadelphia Phillies (2005-present)
Washington Nationals (2008-present)
Oakland Athletics (2009)

Caribbean World Series (2008 — present)
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*  Will Re-launch SBN website, beisbol.net in April 2009

* Acquired by Celeritas Management, Inc in 2008



Celeritas Management

 Formed in 2008 and based in McLean, Virginia
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SPANISH BEISBOL NETWORK

* ldentifies, invests in or acquires, and grows companies located at the intersection of sports,
entertainment, or lifestyle pursuits whose produces or services strike a chord with the passions of the

American consumers, especially the Hispanic demographic

* Uses a collaborative approach to strategic business planning and management

* Founded with mission to create value for each investment entity and its capital funding partner

* Funded by Palladium Equity Partners
o Palladium was formed in 1997 by Marcos A. Rodriguez

o Currently manages more than $750 million in committed equity capital with 16 investment

professionals based in New York City
Collectively, team has 75 years of private equity experience

Focus on investing in and acquiring companies in the following industries: consumer & retail,
food, beverages & restaurants, manufacturing, business & financial services, healthcare, and

media & technology

>
LELERITAS e iy

MANAGEMENT

Palladium

EQuiTy PARTNERS
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Biographies of Principals

William Kulik, Founder/President
Spanish Béisbol Network

William Kulik established the Spanish Beisbol Network (SBN)
in the spring of 2001. In three years, Kulik grew the company
from a start-up operation to nearly $500,000 in sales annually.
In 2005, SBN obtained the rights to the Philadelphia Phillies
and in 2008, added the Washington Nationals. 2009 will see
the Oakland Athletics join the family.

Prior to establishing SBN, Kulik held senior positions in the
communications and cable industry. After earning his B.A. in
Marketing from Bryant College and post-graduate experience
at Boston College, Kulik joined Trident Communications. He
helped grow Trident from a start-up company to a leader in the
communications industry. He was instrumental in negotiating
contracts with movie studios, developing a $40 million pay-per-
view hotel television business across New England. Kulik also
helped to establish the New England Sports Network (NESN),
overseeing the construction of communication towers.

After growing Trident (which was sold in 1987) to profitability,
Kulik joined AT&T Broadband
rose from Community Relations Manager to Director of
Marketing. He served as the principal negotiator for AT&T
Broadband during contract negotiations with licensing
authorities in Cambridge and Arlington, Massachusetts.

SPANISH BEISBOL NETWORK

Kuli k”™s business acumen ,culfuals si on
experience led him to create SBN. Parlaying his interest in

baseball into an extracurricular activity, Kulik worked as a

sports columnist for a local Hispanic newspaper. In this

capacity, Kulik noticed a void in sports coverage — and the

associated marketing opportunities — within the Hispanic

community and believed an enormous opportunity existed to

both serve this market and tap ir
enormous spending power.

While no model existed for the type of network he envisioned,

Kuli k based SBN upon a model si mi
doesn’t own the hardwar e, he own:s
own the radio stations, we own tl

Kulik is bi-lingual and has served as on-air talent for SBN in

both Boston and Philadelphia where listeners refer to him as

—EIl Gringo Mal oll -anidknames Kudik hBsr o f e s ¢
earned through his assertive commentary style and extensive

knowledge of the game. He travels regularly to the Dominican

Republic and other baseball-rich countries and is well-known

by many Latino players.

Kulik and his wife, Sharon, live with their four children outside
Philadelphia.
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Biographies of Principals

Del Wilber, President/CEO
Celeritas Management

Wilber brings a wealth of business and baseball
experience to this dynamic business including being the
son of Del Wilber, Sr. who was the Twins Super Scout and
ran the Instructional Leag!
(Del Sr. was also instrumental in the development of the
1965 American League Champion Twins while managing
Jim Kaat, Rich Rollins, Jimmie Hall, Don Mincher and
Zorro Versalles in AAA at Charleston, W. Va.)

A Krannert School of Management (Purdue University)
graduate and a former Big Ten Quarterback and
Philadelphia Phillies, it's no wonder Del has a propensity
for the business of sports.

After successful careers at Procter & Gamble, Wilson and
Spalding (where he ran the World Wide Tennis business)
and his own entertainment and sports marketing firm, he
continues to execute some of the industry's most notable
strategies and experiences.
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Del's expertise in lifestyle marketing is unparalleled. He's
a strategic brand steward with the keen ability to creatively
translate value propositions into a meaningful, measurable
target audience experience. Whether it's the Ice Capades,
the World Pro Ski Tour, the National Hockey League,
LPGA tournaments, the 7-Up Shoot Out, or the Rock N’
Roll Hall of Fame, he's been there. In addition to some
intriguing properties, his impressive client list has included
Olympus, Chrysler, M&M/Mars, Miller Brewing, Coors,
Mazda, IBM, Audi, Frito Lay, Dr Pepper, Westin, Black &
Decker, USF&G, Taco Bell, Alka Seltzer and American
Express.

Del and his wife, Kay, have two children, Lindsay who was
a 4-time All American in Squash at Harvard and Del Il who
covers the Federal Court System for the Washington Post,
along with Del Il I1'l"s son Quen




SPANISH BEISBOL NETWORK

Bill Kulik

President
william.kulik@beisbol.net




