
From: adam cloud
To: City Phone
Subject: Fw: Back9 Memorandum
Date: Thursday, December 08, 2011 10:29:59 AM
Attachments: B9N_CIM_9.22.11v1.pdf

Sent via BlackBerry by AT&T

From: Reid Gorman <reidgorman@back9network.com>
Sender: jreidgorman@gmail.com
Date: Wed, 7 Dec 2011 21:52:25 -0500
To: <clouddas@yahoo.com>
Subject: Back9 Memorandum

Adam,

Nice to see you today as always!  Here is the document we talked about this
evening.  I can FedEx a hard copy if that is preferable.  Regarding the raise, we
need to secure about $500K more in order to close out our Series A round.  We
have promises to cover that and then some but you can't take promises to the
bank.  If you have any suggestions on how/who to meet with to knock off a portion
of this we would greatly appreciate it.  We are certainly committed to operating in
the city of Hartford long term, so if there's any opportunity for participation at that
level we can pay back the city with global media exposure in spades.  I'll be in the
office tomorrow if you'd like to discuss.

As it relates to Robert Smith, many thanks in advance for making the introduction.
 Although we may be outside of his bailiwick, as you know Back9 is still a very
intriguing ground floor opportunity with a strong cash flow story within just a few
years of launch.

Talk soon!

-- 
Take care,

Reid Gorman
Chief Sales Officer
Back9 Network, Inc.
(860) 573-2004

mailto:clouddas@yahoo.com
mailto:adam.cloud@hartford.gov
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Confidential 
 


r the use of potential investors in considering their interest in investing in or buying the 
Company. This is neither an offer to sell nor a solicitation of an offer to buy securities.  By accepting this Memorandum the recipient 
acknowledges and agrees to the following: 
 
The information contained herein has been prepared to assist interested parties in making their own evaluation of the Company and 
does not purport to be all-inclusive or to contain all of the information that a potential investor may desire. In all cases interested parties 
should conduct their own investigation and analysis of the Company, and the data set forth herein. Neither the Company nor its 
representatives and affiliates make any representation or warranty (express or implied) as to the accuracy or completeness of the 
information contained in this Memorandum, and such parties expressly disclaim any and all liability based on or relating to t
use or the use by any of its affiliates or representatives in the course of its investment evaluation of the Company. 
 
This Memorandum contains certain statements, estimates, and projections provided by Back9Network with respect to the anticipated 
future performance of the Company. Such statements, estimates, and projections reflect various assumptions made by the Company 
concerning anticipated results, which may not prove to be correct. No representations or warranties are made as to the accuracy of such 
statements, estimates, or projections. The only information that will have any legal effect will be that specifically represented or 
warranted in a definitive investment, purchase or other agreement covering a transaction involving the Company. 
 
By accepting this memorandum the recipient acknowledges and agrees that all of the information contained herein is confidential and 
subject to the confidentiality agreement executed by the recipient.  Without limiting the generality of the foregoing: (1) The recipient and 
its affiliates and representatives will not reproduce this memorandum in whole or in part (2) if the recipient does not wish to pursue a 
transaction with the Company it will as soon as practicable destroy this memorandum, or any other information relating to the Company 
which the recipient or its affiliates or representatives may have received from or on behalf of Back9Network, or any of its affiliates, 
together with all copies of any analyses, compilations, studies or other documents prepared by it or its representatives, and containing or 
reflecting or derived from any information in this memorandum; (3) the recipient and its affiliates or representatives will hold all 
information and the fact that it is involved in an investigation process relating to the Company and the status thereof as confidential, and 
(4) any proposed actions by the recipient, its affiliates or representatives which are inconsistent in any manner with the forgoing will 
require the prior written consent of the Company. 
 
Back9Network, Inc. reserves the right to negotiate with one or more parties at any one time and to enter into a definitive agreement for 
any transaction involving the Company without prior notice to the recipient. Further, the Company reserves the right to terminate at any 
time further participation in the investigation and investment process. The Company intends to conduct its business in the ordinary 
course, and reserves the right to take any action, whether within or outside the ordinary course of business. 
 
In furnishing this memorandum, the Company undertakes no obligation to provide the recipient with access to any additional information. 
This memorandum shall not be deemed an indication of the state of affairs of the Company, nor shall it constitute an indication that there 
has been no change in the business or affairs of the Company since the date hereof, or since the dates on which the information is given 
in this memorandum. 
 
Any communications or enquiries relating to these materials should be directed to: 
 
 


 
 


505 Park Avenue 
19th Floor 


New York, NY 10022 
917-591-2680 FAX 


 
 


Chris Avery 
cavery@TriangleCapitalLLC.com 


212-375-6149 
 


Richard Kestenbaum 
rkestenbaum@TriangleCapitalLLC.com 


212-382-2222 


 
 


Marc Winthrop 
mwinthrop@TriangleCapitalLLC.com 


212-375-6147 
 


Errol Glasser 
eglasser@TriangleCapitalLLC.com 


212-375-6148 
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Executive Summary 


Company Overview 
 


plans 
to become the premier multimedia lifestyle and entertainment network 
for golf fans globally. Because current media coverage of golf is limited 
almost exclusively to tournament play, there exists a huge gap between 
today's golf media offerings and the telling of the intrinsic story of golf. 


reaching the global golf consumer via their TV, the Internet or mobile 
devices.  Back9Network will highlight the broader lifestyle appeal of the 
game of golf through television, internet, mobile, social media and other 
new media. Through highly relevant programming, Back9Network will 


address what golf is to the majority of its players, a passion and a way of life that 
encompasses friendship, equipment, fashion, business, instruction, travel destinations, 
family, leisure, fashion, the outdoors and competition. Through this innovative platform Back9 
will be able to address the 99% of the golf market1 that the current golf media industry does 
not effectively reach. 
 
By integrating elements of sports, lifestyle and entertainment networks, the Company has the 
potential to be one of the most profitable networks in the industry.  Currently, lifestyle 
networks are some of the most profitable and popular networks on cable TV today including 
HGTV and the Food Network with cash flow margins of 57% and 60% respectively2.  At the 
same time, select sports channels command some of the highest ad rates as measured by 
CPM3.  Due to its attractive viewer demographics and current monopoly in reaching the golf 
consumer on cable TV, the Golf Channel generates a CPM of $11.56, exceeded only by 
ESPN with $15.63. 
 
Golf is unique as a sport in that participants who are passionate about the sport are as or 
more passionate about playing than spectating.  As a result, golfers spend the vast majority 
of their golf dollars on non-spectator related purchases such as equipment, clothing, 
vacations, greens fees, second homes and travel.  This makes the golfers the most highly 
coveted consumer on the planet.  Management believes that advertisers of golf related 
products currently struggle to find additional outlets for their marketing dollars. 
 


 
passion for entertaining programming while simultaneously 
providing a new outlet for brands seeking to reach this 
demographically unique audience with their advertising 
dollars.  The Company anticipates that viewers of the 
Back9Network will range from serious participants to 
passionate golfers to just fans of golf.  The Company 
believes that the core of its success will be not just the 
stories it tells, but more importantly, how they are told and 
by whom.   
  


                                                
1 $195bn economic impact, see page 9 for additional details 
2 Source  SNL Kagan reports 
3 CPM is defined as the Cost Per Thousand Impressions.  It is a unit used between media companies and advertisers to define 
what the advertiser pays for exposure of their message to a specific audience. 
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Back9 will take a bold new and innovative approach to the delivery of golf media. 
 
Television and the internet will be its core mediums; however, Back9 also plans to engage a 
wide spectrum of golf enthusiasts and demographics around the world through social and 
other new media platforms.  The Company believes that this approach will open up new 
advertising and marketing venues, creating opportunities for sponsors and advertisers, while 


-traditional delivery methods.  
Added attention will be placed on the exploding, international interest in golf, particularly in 
Asia. 


 
The Company is currently seeking to raise capital to be 
used to build the foundational shows and identify talent for 
the network. The brand, its attitude and the core shows will 
emerge from this phase and be utilized to secure carriage 
relationships and attract charter sponsors for the network.  
The next tranche will be used to fund the development of 
the programs and build the infrastructure necessary to 
launch the network.  The third tranche will be used to 
continue to fund the operation of the network during the 


startup period while the company is building its distribution and advertising base.  


Industry Overview 
 
The world of golf media consists of broadcasting events (competitions), delivering news 
(scores and stories) along with a very limited amount of regionally themed content delivered 
at specific golfing interests (e.g. instruction, real estate, reality based programs, travel, etc.).  
Currently, the major golf networks (ABC, ESPN, CBS and NBC/Golf Channel) focus primarily 
on event-based coverage.  NBC/Golf Channel offers the most obvious competing entity in 


such as Sunshine 
Network in FL, New England Sports Network and Fox Regional Sports Networks throughout 
the country deliver golf content they believe to be relevant to their limited geographies.  
Back9 will deliver on the broader appealing lifestyle content, which has been neglected by 
the competition and will offer a comprehensive golf experience that advertisers are craving.  


Business Model 


Advertising 
Based upon more than 30 years of combined experience in the golf advertising arena, 
Management believes that there is a high demand for golf consumer targeted advertising at a 
reasonable price. 
 
Back9Network will offer programming to a highly sought after consumer.  According to the 
latest Golf Industry Report, golf is a $72bn dollar industry and has an estimated 100 million 
players globally.  Golfers are especially attractive to advertisers because they: 
 


 Are traditionally highly educated 
 Hold professional or upper management level jobs, thus influencing corporate buying 
 Have high incomes with a median annual income of $145,0004  
 Are major consumers of luxury and name brand products 
 Spend more on high-dollar recreational activities 


                                                
4 Source: Four Course Media. 
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ence, advertisers are clamoring for a new golf outlet due to the high cost of advertising on 
the Golf Channel, which generated $114mm of advertising revenue in 2010 (vs $384mm total 
revenue)
all of cable, second only to ESPN.   


Distribution 
 


 Launch on Satellite: Back9Network will initially launch onto major satellite carriers. 
DirecTV and Dish Network currently reach 19mm and 14mm households respectively 
across all 50 states.  The company is currently in discussions with both of these 
satellite providers and expects to negotiate carriage terms with at least one of these 
carriers in preparation for its launch in 2012. 


 


 Multi-Platform Delivery Model: The Company will launch a multi-platform delivery 
network which will utilize both traditional delivery mediums (i.e. Satellite and Cable) 
coupled with websites, mobile applications and social media.  The distribution method 
will help Back9 launch a global distribution strategy aimed at supporting key 
developing markets that have little or no golf programming but offer high growth 
opportunities for golf equipment vendors.  Key to the multi-platform global strategy is 
t
therefore be distributed worldwide over the Internet, via mobile platforms and social 
media for no additional cost. 


Production & Programming 
 
Led by veteran sports channel developer Carlos Silva, Back9Network will become as much a 


the competition by focusing on the intrinsic "story" of the sport and by highlighting the players 
and the world in which golf resides.  
 


strategy.  The planned programming lineup (a sampling of which is outlined below) offers 
viewers from all walks of life a cache of entertaining options.  Programs will span a wide 
spectrum of genres from reality based to sports reporting, from sexy to exciting, edgy to 
classic, young and old.  They will provide a fresh lens to view all the drama in the world of 
golf from the back nine of Augusta to   Following is 
a small sampling of : 
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SPEED DATING 
BACK9 STYLE 


 


 


A dating show with a twist  a guy and a girl are paired up for one hole at a 


.  


THE BAG MEN  


 


We follow a select group of caddies over a season as their fortunes rise 
.  


THE BUCKET LIST  


 


The Bucket List is a reality show that concentrates on one interesting 
aspect of the sport that every golfer wants and needs to experience during 
his or her golfing career. From playing amazing courses to meeting the 


lest, 
most exotic and fascinating things in golf. 
 


THE GREATEST GAME  


 


through the prism of golf. These documentaries will look at the times and 
how they were reflected in golf  from the treatment of minorities and 
women to the rise of the middle class, and the development of municipal 
courses and country clubs. 


EXTREME GOLF  


 


Golfers play some of the craziest golf holes, 100% of this show is 
consumer generated content uploaded via social media sites! 


 
Back9Network will be headquartered in Hartford, CT near the largest pool of sports media 
talent in the world (ESPN).  The company has signed a Letter of Intent with Connecticut 
Public Television (CPTV) for usage of their facility. CPTV will provide administrative space 
along with state-of-the-art studio and uplink facilities.  As compared to building a networking 


significantly reduced capital expenditures.  Additional sources of administrative space, 
broadcasting studios and technical media support have been identified through the 


This will ensure that the local resources are in place to  
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Management Team 
 
The Back9 management team has combined experience of over 50 years in competitive golf, 
golf equipment manufacturing and sales, as well as sports media production and operations.  
The team has held executive and other positions at among others, Callaway Golf, Pebble 
Beach Golf Links, Odyssey Golf, Universal Sports and MacGregor Golf.  The Board of 
Directors and Advisory Board further expands this knowledge base with key executives with 
experiences in multi-national corporations like IBM and AT&T, former golf executives and 
media experts.   


Investment Highlights 
 


 Back9Network will be the first and only network addressing the complete 
entertainment needs of the global golf community  


 Interest in golf is large enough to support two networks with one focused on 
professional tournaments for the hard-core golfer and one focused on the broader 
lifestyle appeal of the game for the masses 


 Sports networks generate the highest CPM advertising rates and the golf channel is 
 


 Niche networks make attractive investment opportunities 


 Current golf television media providers have limited advertising availability for new 
and existing advertisers and are showing rising prices for the remaining availability  


 The Back9Network is positioned to uniquely capture younger emerging market 
viewers via media channels such as online TV, social networking and other sources 
of new online media 
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Historical & Projected Financial Statements 
 
Management has laid out a conservative plan for carriage fees, CPM and subscriber growth 


2016 projection is les  
 
 
 
($ in millions) 


PROJECTED FINANCIAL STATEMENTS 


 
Note: Free Cash Flow defined as EBITDA less Capital Expenditures. 
 
 
 
 
 


COMPARISON OF KEY REVENUE DRIVERS 


 
Source: Management and SNL Kagan 
 


Fiscal Year Ending, CAGR


2011 2012 2013 2014 2015 2016 2012 - 2016


Revenues


Total Net Revenues $0.0 $27.7 $57.9 $91.1 $115.9 $149.8 52.5%


% Growth NA 108.7% 57.5% 27.2% 29.2%


Operating Expenses


Total Operating Costs $9.5 $43.3 $52.8 $65.6 $73.9 $91.1


Operating Income ($9.5) ($15.6) $5.1 $25.5 $42.1 $58.7


EBITDA ($9.3) ($15.2) $5.7 $26.5 $43.5 $60.4


% Margin NM NM 9.8% 29.1% 37.5% 40.3%


Free Cash Flow ($10.4) ($16.3) $4.6 $24.5 $41.4 $58.2


% Margin NM NM 8.0% 26.8% 35.7% 38.8%


Back9Network 2010
2012 2016 Golf Channel Niche Sports Avg. Lifestyle Avg. Entertainment Avg.


Subscribers (mm) 34.3 50.0 83.2 51.7 87.0 93.3


Carriage (Fee) / Revenue $0.00 $0.08 $0.26 $0.25 $0.14 $0.25
Average 24 Hour Rating 0.080% 0.108% 0.080% 0.111% 0.330% 0.447%
Calculated 24-Hour CPM $5.55 $9.22 $11.56 $8.08 $6.36 $7.00


Addvertising Revenue ($mm) $22.6 $90.2 $113.9 $168.6 $265.6 $420.0
Programming Expense as % Revenue 115.1% 37.0% 44.6% 55.3% 43.1% 42.1%
Cashflow Margin NM 38.8% 34.0% 27.8% 39.9% 42.8%
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Investment Highlights 


Back9Network Will Be The First and Only Network Addressing The Complete Entertainment 
Needs of the Global Golf Community.  
 


 Back9Network will be as much a lifestyle channel as a sports channel, differing from 
the competition by focusing on the intrinsic "story" of the sport and by examining the 
players and the world in which golf resides. 


 To the majority of fans, golf is a passion and way of life that includes family and 
community, travel, fashion and the endless pursuit of improvement via instruction and 
equipment.  
professional competition and will offer a broader range of programming to satisfy the 
entire entertainment needs of golfers.  


 As such, Back9Network views itself as 
Health 


 
 


 
 


 
Interest in Golf is Large Enough to Support Two Dedicated Networks with One Focused on 
Professional Tournaments and One Focused on the Broader Lifestyle Appeal of the Game 
 


 In the latest Golf Industry Report, it was estimated that the U.S. golf industry 
generated $72bn worth of goods and services and had an economic impact of 
$195bn; of that $72bn, it is estimated that the revenue generated from watching 
professional golf (i.e. ticket sales, tournament sponsorships and player 
endorsements) was just $1.7bn (less than 1% of total economic impact).   


 This relatively small percentage of industry revenue spent on golf as a spectator sport 
 interest in golf 


is driven by the lifestyle component of the game.  This lifestyle component includes 
playing the sport, hospitality and tourism, golf equipment and apparel, etc. 


 Golf is unique among professional sports as exemplified by spectating being dwarfed 
 especially as it relates to consumer spending. 


 This is highly different from other professional sports such as basketball, baseball and 
football where the economic value is generated by fans watching the sport through 
ticket and paraphernalia sales, endorsements and player salaries. 


 
  


 
 
  


+ + 
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EXHIBIT 1:  BREAKDOWN OF U.S. GOLF REVENUE 


 
Source: Golf Economy Report 
 
 


 The Golf Channel is a tremendous success story, yet their programming is largely 
focused on professional events; it offers little for the modern golf-lifestyle consumer 
and is heavily male oriented, despite 41% of new golfers being female.  


 Furthermore, the Golf Channel has little incentive and limited availability to evolve to 
capture more of the lifestyle interest due to its contract with the PGA Tour to 
broadcast live events, which has 10 years remaining.  


 
Back9Network is Positioned to Uniquely Capture Younger Emerging Market Viewers via 
Media Channels Such as Online TV, Social Networking and Other Sources of New Media 
  


 Back9Network is creating an operational infrastructure that will produce media for a 
variety of technologies such as mobile phones, the World Wide Web and social 
networks.   


 The Company expects content delivered through these emerging channels to 
generate significant additional sources of advertising revenue. 


 
opportunities associated with reaching the growing international golf population, 
traditionally a difficult market to reach for the golf industry, also a market that the U.S. 
centric Golf Channel does not focus on.    


  


37% 


24% 


20% 


8% 


5% 
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Hospitality / Tourism


Real Estate
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Charities
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Niche Sports Networks Generate the Highest CPM Advertising Rates and the Golf Channel 
is Second Only to ESPN Industry Wide, Demonstrating the Appeal of  
 
 


EXHIBIT 2: 2010 CPM OF SELECT NICHE SPORT NETWORKS   


 
Source: SNL Kagan 
 
 


 Golf followers are key drivers of consumer and business end markets such as high-
end luxury goods and services, corporate services (i.e. strategy consulting services, 
investment banking, etc.), real estate and tourism and will always be a highly 
attractive opportunity for a range of advertisers. 


 With an average income of $145,0005 per 
influential (viewers) in cable making them a guiding force in opinions about everything 


6  
 
  


                                                
5 Source: Four Course Media. 
6 In December 2010 MRI Doublebase refer  
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EXHIBIT 3: SELECT ATTRIBUTES OF GOLFER DEMOGRAPHIC 


 
Source: Four Course Media 
 


Niche Networks Make Attractive Investment Opportunities 
 


 Management views Back9Network as a sports and lifestyle network, with the ability to 
capture the best characteristics of both. 


 The market has proven that niche sports networks have typically captured a high 
acquisition premium, measured by implied value per subscriber.  When Comcast 
purchased 31% of the Golf Channel in 2001, it had an implied value of $1.2BB, or 34x 
its number of subscribers, versus an average of 24x (median of 16x) for all other 
networks sold in the last ten years.   


 Lifestyle networks generate high cash flow margins due to their wider audiences and 
ability to drive relatively higher advertising revenues; the average lifestyle network in 
2010 generated a 40% cash flow margin vs. 28% for the average niche sports 
network (ex. ESPN). 


 Niche sports channels typically have a relatively short period of 5 years between 
launch and a liquidity event.  
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EXHIBIT 4: PRECEDENT CABLE TRANSACTIONS 


 
Source: SNL Kagan   
Note: Highlighted Transactions Represent Niche Sports Networks 


 
Current Golf Television Media Providers Have Limited Advertising Availability for New and 
Existing Advertisers and Are Showing Rising Prices For The Remaining Availability  
 


 High advertising rates coupled with pre-contracted slots for major golf tournaments 
are causing advertisers to look for alternatives to reach golfers in prime time. 


 Currently smaller producers of golf equipment and clothing are priced out of 
advertising on the Golf Channel during prime time programming.   


 ers a new outlet to 
launch and advertise their product.   


 Major consumer brands that advertise on the Golf Channel and on major networks 
during significant PGA tournaments are looking for additional slots to reach golfers. 
Currently, many of the available advertising slots are predetermined through 
sponsorship making prime time availability scarce.    


 
EXHIBIT 5: GOLF CHANNEL HISTORICAL AND PROJECTED ADVERTISING REVENUE PER SPOT 


 
Source: SNL Kagan 


 


Purchase
Date Price Subscribers Price  /  


Launched Acquired Network Buyer ($mm) (mm) Subscribers


Jan-­‐95 May-­‐01 Outdoor  Life  Network Comcast  Corporation 615 36.0 17.1x


Jan-­‐96 May-­‐01 Speedvision Fox  Entertainment 750 40.3 18.6


Jan-­‐95 May-­‐01 The  Golf  Channel Comcast  Corporation 1,181 34.5 34.2


Jan-­‐95 Feb-­‐00 The  Golf  Channel Fox  Entertainment 678 30.0 22.6


Jun-­‐01 Nov-­‐05 College  Sports  TV CBS  Corp. 325 22.1 14.7


Feb-­‐87 Nov-­‐09 Travel  Channel Scripps  Networks 975 95.0 10.3


Dec-­‐94 May-­‐09 Game  Show  Network Direct  TV 616 69.0 8.9


May-­‐82 Jul-­‐08 The  Weather  Channel Consortium  of  Buyers 1,507 95.3 15.8


Aug-­‐99 Jan-­‐08 Discovery  Health Oprah  Winfrey  and  Harpo,  Inc. 778 67.9 11.5


Feb-­‐00 Oct-­‐07 Oxygen NBC  Universal 875 74.3 11.8


11.6x


21.4x


Average  Sports  and  Entertainment  Netowrk


Average  Niche  Sport  Network
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Programming Overview 


egy lies its programming.  Since Back9Network will be 
producing original programming, each year the company will be developing a library of 
content that can be used for generations.  In addition, the company already has plans to 
acquire classic content to augment the programming in this library.  As a result, and in 
contrast to the focus on broadcasting live events, the company will be building programming 
asset value during each year of his operation. 
 
Back9Network will be as much of a lifestyle network as a sports network.  This strategy is 


 


1. To capitalize on the massive popularity of the game of golf 


2. To capture in its viewer base passive or non-golfers who are interested in the lifestyle 
topics Back9 will highlight (i.e. high-end luxury goods, travel, food, etc.).  


 
Golf, in comparison to other professional sports, is one in which most people watch and play 
versus primarily watch. As reported by the National Sporting Goods Association, golf is one 
the most played professional sports. The participatory aspect of golf is what drives the 
lifestyle component of the sport.  Golfers become interested in their equipment, where they 
play, what to wear on the course and how the game can aid them in their business 
endeavors. Thus in order to meet the complete needs of a golfer, Back9 will focus on the 
game of golf as well as the lifestyle associated with a golfer.  
 
 


EXHIBIT 6: 2010 U.S. SPORTS PARTICIPATION RATES (PEOPLE IN MM) 


 
Source: National Sporting Goods Association 
 
The Golf Economy Report, released by the World Golf Organization and SRI International, 
highlights that the majority of revenue in golf is derived from golf facility operations, golf 
supplies, real estate and hospitality and tourism.  This report does not attempt to value the 
economic impact that golfers have on corporate spending and purchases of non-golf related 
goods and services, which Back9Network believes to be substantial.  Back9 believes golfers 
will be highly receptive to a media outlet that will focus on the complete golf industry cluster 
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as defined by the Golf Industry report.  Management also believes that advertisers will be 
more receptive to this broad view of the market. 
 
 


EXHIBIT 7: THE GOLF INDUSTRY CLUSTER 


 


 
Source: Golf Industry Report  SRI International and World Golf Organization 
 
 
With a focus on travel, fashion and social networking, Back9 will attract the masses and 
should build an audience on the scale of a lifestyle and entertainment network versus that of 
a traditional niche sports network.  As seen in Exhibit 8, lifestyle and entertainment networks 
garnish subscribers and generate a higher rate of advertising per distributed subscriber. 
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EXHIBIT 8: 2010 AVERAGE SUBSCRIBERS AND ADVERTISING RATES BY NETWORK TYPE 


  
Source: SNL/Kagan 
 


Production 
 
Back9Network will be headquartered in Hartford, CT near the largest pool of sports media 
talent in the world (ESPN).  The company has signed a Letter of Intent with Connecticut 
Public Television (CPTV) for usage of their facility. CPTV will provide administrative space 
along with state-of-the-art studio and uplink facilities.  As compared to building a networking 


significantly reduced capital expenditures.  Additional sources of administrative space, 
broadcasting studios and technical media support have been identified through the 


This will ensure that  


Creative Partnerships 


Back9Network has partnered with several illustrious media entities to help create, direct and 
produce its core programming.  As an example, Boston based MMB (www.mmb580.com) is 
one of most creative, diversified and respected advertising agencies in the United States.  
MMB has extensive experience in launching new products and brands, including content 
development and positioning of networks.  MMB truly understand the media space, having 
worked with ESPN, Discovery Channel, Nickelodeon, FOX, NFL and New England Sports 
Network (NESN), among others.   


First Run Programming 
 
Back9Network is committed to creating a large catalog of original programming.  This catalog 
will consist of daily news centric programming as well as content that will have a long shelf 
life and that can be played in rerun mode for years to come.  By shifting from the traditional 
sports coverage model of high fee rights programming that many niche sport networks 
currently employ, Back9Network will not be tied to expensive, long term distribution rights 
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Programming Strategy 
 


t of a mix of original programming and infomercials.   
 


EXHIBIT 9: BACK9 DAILY PROGRAMMING ASSUMPTIONS VERSUS SELECT CABLE CHANNELS 


Network 
Premiere 
(hours) 


Repeat  
(hours) 


Infomercial 
(hours) 7 Days Ending 


Golf Channel 49 (29%) 94 (56%) 25 (15%) 1/31/11 
Versus 42 (25%) 98 (58%) 28 (17%) 2/24/11 
Speed 30 (18%) 119 (71%) 19 (11%) 1/31/11 
Food Network 14 (8%) 120 (71%)  34 (20%) 1/30/11 
Bravo 8 (5%) 146 (87%) 14 (8%) 2/24/11 
Outdoor  5.5 (3%) 138.5 (82%) 24 (14%) 2/24/11 
Travel Channel 2.5 (1%) 134.5 (80%) 31 (18%) 2/24/11 
Back9Network 
Year 1 


28 (17%) 84 (50%) 56 (33%) -­-­ 


Back9Network 
Year 5 


43 (26%) 69 (41%) 56 (33%) -­-­ 
 


Source: www.nytimes.com online television programming guide 
 


Infomercials 
 
Over the next 5 years the company plans on running infomercials for 8 hours per day.  8 
hours of infomercials will allow Back9Network a unique advertising strategy to offer a subset 
of their advertisers.  For instance, Back9 can offer a golf resort the opportunity to run a 30-
minute infomercial highlighting the complete benefits of their resort as it relates to the 
courses, dining, family entertainment and shopping.  This approach avails the advertiser the 
ability to showcase all of its features and amenities rather than just showing highlights at a 
substantially reduced CPM.   


Programming Guide 
 
As stated previously, Back9Network will be as much a lifestyle channel as a sports channel.  
It will differ from the competition by focusing on the intrinsic "story" of the sport and by 
examining the players and the world in which golf resides.  Back9 will provide a fresh lens to 
view all the drama in the world of golf from the back nine of Augusta to emotional stories 


Asia. 
 


strategy.  The programming lineup outlined below offers viewers from all walks of life a cache 
of entertaining options.  Programs span a wide spectrum of genres from reality based to 
sports reporting, from sexy to exciting, edgy to classic, young and old.  Following is a small 
sampling of several programs that the Company plans to produce.  
 
  







BACK9NETWORK, INC  CONFIDENTIAL 


19  


  


THE CUT  


 


Sleek, cool, current, and the programming hub of the Back9 Network. 
Think SportsCenter with an edge and a fusion of sports news, 
entertainment, and even golf gossip. It will be ESPN quality content with 
Entertainment Tonight style and a touch of Talk Soup irreverence to keep 
it fun, fast-paced, and relentlessly watchable. 
 


GOLF GLOBAL  


 


A look at golf and how it varies around the world. From the restored links 
in Scotland to the new desert courses in Dubai to how the game is played 
in land-starved Japan and the newest resorts in northern Russia. Around 
the world the rules may be the same, but little else is. 


GOLF & WELLNESS  


 


Back9 fitness experts examine the health, fitness, and nutritional trends 
that can benefit golfers on and off the course. From mental tips to enhance 
your focus or relaxation, to workout tips and the best food to eat before 
you tee it up. 


THE GOLF REPORTERS  


 


Partnering with notable golf reporters and bloggers to examine the top 
stories in the world of golf and all the compelling personalities. This weekly 
program will entertain viewers with a consistently unexpected point of 
view. 


GOLF GQ  


 


A fashion-minded golf show featuring grooming, style, and the newest golf 
clothing. Watch and learn where to buy it, and how to look great. 


GOLF HOUSE  


 


Broadcast from the USGA headquarters, this program helps you learn all 
there is to know about the sport. Golf House covers everything from 
history to etiquette to the rules to what the USGA is doing to preserve and 
advance the sport. 
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THE BUSINESS OF 
GOLF 


 


 


Not getting ahead in the business world? The problem could be your golf 


This tongue-in-cheek hour-long special features the etiquette and politics 
of playing golf against bosses, clients and co-workers. Also, learn how to 
write off your membership on your taxes and other business-savvy tips. 


BEER CART GIRL: 
THE SERIES 


 


 


A fun episodic comedy starring the beer cart girl at a local and not-so-great 
public course. Home from college for the summer, the beer cart girl has to 
deal with golfers of all kinds and all the motley employees at the course. 


EXTREME GOLF 
MAKEOVER 


 


 


an extreme golf makeover from both a fashion and an instructional 
perspective. Friends can nominate their most sartorially and golf-
challenged buddies, and the host, Marty Hackel, fashion editor of Golf 
Digest magazine, will try to fix their swings and their appearance. 


GOLF SWANK  


 


A program showcasing luxury brands from around the world that appeals 


looks at categories like automotive, jewelry, watches, fashion, wine and 


aspire to own the best. 


SUMMA CUM GOLFER  


 


expected to compete for the national title. We get to know the coach, the 
hotshot freshmen, the hopeful walk-ons, and the senior expecting to be on 
the tour soon. 


BACK9 EQUIPMENT 
SHOWCASE 


 


 


A compelling showcase of the newest golf equipment. Focus will be on 
technology, product performance, R&D, club-fitting methodologies, etc. Be 
the first to know about the new technology that can lower your score. 
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LGA EXPOSED  


 


A reality series offering an inside look at life on the LPGA Tour, focusing 
on relationships, compelling personalities, rivalries, gossip, and catfights. 


than one might expect! 


GOLF IN THE MILITARY  


 


This program covers the many ways golf intertwines with the military. 
Military base golf course reviews, military golf championships, staged 
competitions between the grunts and the officers, stories on wounded 
soldiers using golf as therapy, etc. 


PRIVATE LESSONS: 
FROM THE BACK9 


 


 


Working with a national magazine partner, fun instructional programs that 
offer a range of lessons for every aspect of the game  driving, the short 
game, putting, etc. Golfers can download off the computer to help them 
lower their handicaps. 


MBA GOLF SCHOOLED  


 


An Apprentice-style series where the great business schools loan BACK9 
their top MBA students to solve problems. The focus will be on the 
business of golf and the challenges will touch every aspect of the game: 
opening a new course, working a pro shop, course development, new 
membership drive, equipment sales and design  even the halfway house 
and beer carts. 


THE 19TH HOLE  


 


A program that visits courses around the country known for the quality of 
their 19th holes. We focus on the setting, the beer selection, signature 
cocktails, the bartenders, the customers, the best jokes ever told at the 
bar, and everything else that makes each 19th hole unique. 


PUBLIC DOMAIN: 
THE BEST MUNICIPAL 


GOLF COURSES 


 


 


A likeable host travels across the country to discover and reveal the most 
beautiful, challenging, underrated, and most affordable public courses. 


CRIBS GOES GOLFING  


 


Cars, planes, bikes, homes, and the boats of golf-loving celebrities and 
pros. 
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GOLF IDOL  


 


season-long competition, with one guy and one girl emerging as winners 
and given the chance to play on a pro tour. But they will need more than 
just golf talent to win  
program showcases their talent on and off the course. 
 


  
RIVALS  


 


A match featuring a great pro versus a fun celebrity who gets all the 
strokes he or she needs to make the match competitive. Calling the match 
will be the eloquent and sarcastic Ben Wright, who follows the twosome in 
a golf cart with a microphone in one hand and a glass of fine Scotch in the 
other. The entire match is condensed into an hour-long show. 
 


BACK 9 DESTINATIONS  


 


Each episode, Back9 Destinations picks a lucky foursome to enjoy an all-
experience, all-expense paid vacation to the most exclusive golf courses 
and resorts in the world. The golfers, who will be picked from submissions 
to the website, will be treated like VIPs- 
and dine with the executive chef. (The unique real estate segment of the 
program will cover all aspects of the sponsored real estate destinations, 
from tours and interviews with residents, to financing and an actual 
objective ranking system.) 
 


READY, AIM  CAN T 
BELIEVE IT 


 


 


A program where pros attempt incredibly difficult shots. Not on the course, 


shot through the life preserver floating 210 yards out in the water. 


QUIET PLEASE  


 


-pressure trivia 
questions about golf and pop culture. The pressure mounts, as the 
interviewer hits people with tough questions for phenomenal prizes. 


NOT FOR YOU: 
GOLF STYLES OF THE 
GROTESQUELY RICH & 


FAMOUS 


 


 


A program featuring the very best of the most elite golf courses. Viewers 
get an inside peek at the spectacular courses thanks to a blue-collar host 


allowed to step foot on these spectacular grounds. 
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ONE IF BY LAND; TWO 
IF BY SEA 


 


 


A program where our hosts visit golf resort locations like Cabo San Lucas, 
Sun River, the Keys, and Panama, where there is both great golf and great 
fishing. 
 


KEN BURNS, KINDA  


 


A la Ken Burns, we tell the make-believe saga of Chester Hodgekiss and 


from professional golf, their great rivalry raged: Chester, the Princeton 


overgrown municipal course, hustling older golfers with just a 3-wood to 
help his fatherless family survive. 


HOW THE OTHER HALF 
PLAYS 


 


 


Every year friends receive a blind invite from a college buddy (they all 


told to pack clothes to last until Sunday, a bathing suit, and to bring their 
golf clubs. In a Gulfstream G5, they fly to someplace like Nekkar Island 


etc. At night the jet takes them to another location where a special dinner 


every year. Absolutely insane. And true. 
 


BACK9 BOX OFFICE  


 


Re-
Gilmore, Bagger Vance, Bobby Jones Strokes of Genius, Dead Solid 
Perfect, Follow the Sun (Hogan), The Greatest Game Ever Played, 
etc  extend to movies that golfers love outside of the game over 
time. 
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Advertising Strategy 


Traditional golf television media outlets that focus primarily on the coverage of golf 
tournaments are only catering to 1% of the money spent within the golf market.  Back9 
recognizes that viewers are inherently interested in topics that cover the remaining 99% of 
the market.  Specifically during an independent survey executed for Back9Network, the 
Company found that 65% of golfers were interested or very interested in hearing more expert 
discussion on golf news and events, while 82% of golf fans were interested or very interested 


an average golfer and a broad lifestyle programming strategy, Back9Network will be able to 
expand the golf-advertising universe.     
 
The average golfer is more likely to hold professional and upper management jobs, is a 
consumer of luxury and name brand products and has more disposable income to spend on 
high-dollar recreational activities.  Current golf media providers are forgoing huge 
opportunities to bring an influential demographic to advertisers that look to influence this set 
of consumers.  Industries such as high-end luxury goods, fashion, premium electronics, 
pharmaceuticals, private travel and premium restaurant chains are vertical markets not 


 
 
Additionally, Back9Network recognizes that these are typically brand conscious companies 
that do not want to be associated with a television network that is viewed as anything less 
than premium.  Back9 believes that its freshness and high-end look and feel will provide 
another strong competitive advantage versus the Golf Channel, and will separate it from 
what many vie


 
 


 


 


 
 


 
The modern and premium look that Back9 will project will attract both brand consciousness 
advertisers as well as an extended golf audience looking for fresh and modern programming.  
 


of $51mm in 2012 advertising; however, to be conservative the company has only estimated 
$22.6mm of advertising revenue in year 1 (2012).  Back9 believes that it can generate 
significant revenue from endemic golf advertisers, many that are looking for additional 
advertising opportunities due to the capacity limitations and the relative high cost of 
advertising on competitive networks. Additionally, with its lifestyle / entertainment 
programming strategy, Back9Network believes that numerous non-traditional golf advertisers 
will be interested in advertising on their network. 
 
  


+ + 
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Most sports channels lack the deep-pocketed endemic advertisers and superior viewer 
demographics present in the golf market  this results in lower CPMs and ad revenue relative 
to the Golf Channel, which generated an estimated $113.8MM in 2010 net ad revenue, 
significantly higher than the average. 
 
 


EXHIBIT 10: NICHE SPORT NETWORKS ADVERTISING REVENUES 


 
Source: SNL Kagan 
 
 


Endemic / Traditional Golf Advertisers  
 
Through current relationships with endemic golf advertisers and based on previous 
experiences as golf executives, Back9 has strong visibility into who would likely be 
advertisers with their network.  While at a recent PGA industry event, numerous endemic golf 


 
  


 
The traditional golf advertising base is excited about Back9Network because it is looking for 
alternatives to the Golf Channel to reach the heavily sought after golf demographic.  The Golf 


organizations. 
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EXHIBIT 11: TOP 10 CPM RATES IN CABLE 
Network 2010 CPM 


ESPN/ESPN HD 15.63 


Golf Channel 11.56 


MTV 11.38 


Bravo 10.82 


WE tv 9.66 


Discovery Channel 9.33 


ESPN2 8.86 


MLB Network 8.85 


CNBC 8.61 


FX Network 8.53 


ESPNews 8.34 
 


Source: SNL Kagan 
 
 
In addition to high prices, management believes that Golf Channel primetime slots are often 
sold out and the network has little availability to offer new advertisers or current advertisers 
that would like to expand their current primetime advertising.   
 
Given the attractiveness of the golf demographic in general, the Company's discussions with 
potential advertisers and awareness that the Golf Channel has high costs and limited 
availability, Back9 believes there is an opportunity to generate up to $51mm in ad revenue in 
year one, of which $45mm could come from endemic / traditional golf advertisers and $6mm 
could come from non-traditional advertisers.  As a reference, refer to Exhibit 12 and 15, 


and non-traditional advertisers, respectively. 
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EXHIBIT: 12: BACK9NETWORK 2012 ADVERTISING PLAN  TRADITIONAL GOLF ADVERTISERS 
 


 
 


Source: Company Management 
 
 


Non-Traditional Golf Advertisers 
 


EXHIBIT 13: GOLFERS WHO PLAN TO PURCHASE PRODUCTS / SERVICES IN THE NEXT YEAR 


 
Source: Four Course Media 


Category: Liquor Communications Credit Cards Freight Dealer Assoc\Aft Mkt\Commercial
Sub - Category: Beer Spirits Mobile App's Mobile Phone Credit Cards Freight Tires
Select Possible Advertisers: Anheuser-Busch Bacardi GolfLogix AT&T American Express FedEx Bridgestone


Miller-Coors Johnnie Walker Sprint Capital One UPS
Verizon Discover Card


Master Card
Visa


Chase


2012  Possible  Ad  Revenue $1,000,000 $500,000 $250,000 $1,000,000 $1,000,000 $500,000 $1,000,000


Category: Auto Hotels, Resorts, Amusements Jewelry & Watches
Sub - Category: Auto-Asian Auto-Domestic Auto-European Lodging Online Bookings Resorts Jewelry-Watches
Select Possible Advertisers: Acura Cadillac Audi Jet Luxury Group Expedia.com American Club Rolex


Infinity Lincoln BMW Marriott Hotels.com Bandon Dunes Tag Heuer
Lexus Jaguar Ritz Carlton Kayak.com Beau Rivage


Mercedes Sheraton Orbitz.com Casa De Campo
Porsche Waldorf Astoria Orlandogolf.com Online Doral


Travelgolf.com Grand Cypress
Travelocity.com Greenbrier


Kapalua
Pebble Beach


Pinehurst
Robert Trent Jones Golf Trail


2012  Possible  Ad  Revenue $10,000,000 $5,000,000 $500,000


Category: Endemic-OEM Endemic-Retailer Insurance Passenger Travel & Tours
Sub - Category: Fashion Hard Goods Retail Retail Auto General Rental Car
Select Possible Advertisers: adidas Adams Golf Callaway Outlet/Pre-Owned Dick's Sporting Goods Farmers AARP Avis


Ashworth Aldila Edwin Watts Golf Shops Geico John Hancock Hertz
Bobby Jones Sportswear Axis1 Golf Town Nationwide Liberty Mutual National Car Rental


Callaway Golf Bridgestone Golfsmith Progressive The Hartford
Nike Golf Callaway Golf TGW.com Travelers
Oakley Cleveland United Healthcare
Puma Zurich


Under Armour


2012  Possible  Ad  Revenue $2,500,000 $14,250,000 $500,000 $5,000,000 $1,000,000 $1,000,000


2012  Total  Projected  Traditional  Ad  Rev. $45,000,000
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The purchasing power of the golf demographic extends well beyond the purchase of tickets 
to PGA events, purchasing golf clubs, and golf apparel.  Back9 views those endemic 


so recognizes that 
there are numerous advertising opportunities that are not being captured.  For instance, Four 
Course media projects that 37% of golfers will purchase legal or consulting services in the 
next 12 months yet not one consulting firm or major law firm is 
advertisers.  
 
 


EXHIBIT 14: THE GOLF CHANNEL LEADING NATIONAL ADVERTISERS 
 


Leading National Advertisers 
 


Acura  LPGA Sprint 


Acushnet Dominican Republic Tourism Mass Mutual Srixon 


Adams Golf Eli Lilly McGladrey TaylorMade 


Ally Bank Expedia.com Mercedes The Hartford 


American Express FedEx Morgan Stanley Toyota Motor Sales 


Anheuser Busch Fidelity Myrtle Beach Golf Holiday Transitions Optical 


Barclays Geico Insurance National Car Rental Travel Michigan 


BP Fuel General Motors Nike Travelers 


Bridgestone/Firestone, Inc. Golf Logix Nissan North American, Inc. True Temper 


Bridgestone Golf Greenbrier Resort Northern Trust UBS 


Callaway Golf Grey Goose Vodka Price Waterhouse Cooper United Health Care 


California Tourism Hyundai/Kia Rolex UST Mamlya 


CDW BNG Royal Bank of Canada Verizon 


Charles Schwab Jeep Sandals Wilson Golf 


Chase Manhattan Bank Karsten Manufacturing Scottrade Winn Inc. 


Chevron Kodak Sky Golf Zurich Insurance 


Cobra    
 


Source: The Cable Television Advertising Bureau 
 
 
Back9 also recognizes that fashion is an important aspect of the golf lifestyle yet there is no 
major high-end fashion supplier on the list.  Back9 views these as key components to their 
advertising strategy go


with non-traditional golf advertisers. 
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EXHIBIT 15: BACK9NETWORK 2012 ADVERTISING PLAN  NON - TRADITIONAL GOLF ADVERTISERS 
 


 
 


Source: Company Management 
 


Category: Aircraft Cameras & Optical Misc Corp, Organization & RecruitmtPassenger Travel & Tours Soft Drinks Prof Svcs, Schools, Military Equip
Sub - Category: Private Travel Technology Social-Professional Airlines Beverages Golf Schools
Select Possible Advertisers: Marquis Jets Bushnell Linkedin American Airlines 5 Hour Energy Annika Academy


Tempest Jets Callaway uPro GPS The Ladders.com Delta Coca-Cola Golf Academy of America
Garmin JetBlue Gatorade Jim McClean


Sky Caddy GPS Southwest Pepsico Prof Golfers Career College
U.S. Air
United


Virgin America


2012  Possible  Ad  Revenue $500,000 $500,000 $500,000 $1,000,000 $500,000 $500,000


Category: Pharmaceuticals & GP Restaurants
Sub - Category: Asthma Blood Thinner ED Prostate Triglyceride Restaurants
Select Possible Advertisers: Advair Plavix Cialis Avodart Lovaza Capital Grille


Viagra McCormick & Schmick
Morton's


Ruth's Chris


2012  Possible  Ad  Revenue $2,000,000 $500,000


Total  Non  Traditional  Ad  Revenue $6,000,000
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Content Distribution Strategy 


An important determinate of success is the ability for a network to reach a critical mass of 
viewers.  The ability to reach that critical mass with national and international viewership also 
adds to the value proposition that a network brings to a potential advertiser.   
 


channels of distribution.  This strategy will not only focus on reaching golfers through 
traditional television distribution methods such as satellite and cable but will also include new 
distribution channels such as mobile, social networks, web and new television distribution 
such as YouTube, Hulu and other emerging online TV strategies.  This multi-platform 
delivery strategy will allow golfers to maintain their connection to Back9 whether they are in 
front of the television, on the golf course, or in China on business.  
 


 


 
 


Traditional Television 
 
Back9Network plans for its initial launch to be on major satellite carriers such as DirecTV and 
Dish Network.  Currently, DirecTV and Dish Network reach 19.4mm and 14.2mm US 
household subscribers respectively. These two satellite providers will allow Back9Network to 
reach a critical mass of national viewers. Direct TV and Dish Network are attractive launch 
partners based on their large national subscriber bases and their stable subscriber base 
(please see exhibit 16).   
  


NETWORK
backnine
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EXHIBIT 16: DIRECTV AND DISH NETWORK  HISTORICAL SUBSCRIBERS (MM) 


 
Source: DirecTV and Dish Network public filing 
 
Back9Network is in negotiations with both DirecTV and Dish Network to secure a launch 
partnership for 2012.  It is unlikely that both carriers will launch Back9Network at the same 
time, as Management believes that one will request an exclusive to launch. Within three 
years of its initial launch, Back9 expects to be able to charge carriers a market competitive 
carriage fee. 
 
After securing carriage from DirecTV and/or Dish Network, the Company will execute a 
phased approach as to how it will capture additional subscribers, reaching a conservative 


subscriber growth plan and opportunity.  
 


EXHIBIT 17: BACK9NETWORK ESTIMATED SUBSCRIBER BUILD (MM OF SUBSCRIBERS) 


 
Source: DirecTV and Dish Network public filings. 
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EXHIBIT 18: BACK9NETWORK PLANNED TELEVISION DISTRIBUTION STRATEGY 
 MSO / Satellite Providers - Dom. Total Distribution BNN Target Market 


Ph
as


e 
1 


DirecTV 19,406,998  19,406,998  
Dish Network 14,190,996  14,190,996  


Subtotal 
 


33,597,994  
 


  


 


Ph
as


e 
 


2 


Time Warner Cable 12,357,000  12,357,000  
Cox Communications 4,898,998  4,898,998  
Charter Communications 4,496,591  4,496,591  
Cablevision Systems 3,306,001  3,306,001  


Subtotal 
 


25,058,590  
 


  


 


Ph
as


e 
 


3 


Verizon Communications 3,664,000  3,664,000  
AT&T 3,204,856  3,204,856  


Subtotal 
 


6,868,856  
 


  


 


O
th


er
  


O
pp


or
tu


ni
tie


s Comcast 22,762,968  
 Brighthouse Network 2,170,999  
 Suddenlink Communications 1,217,005  
 Mediacom Communications 1,174,966  
 Insight Communications 693,300  
 Cable One  647,467  
 


 


  


  Total Domestic Reach 94,192,145  
  BNN Target Reach 


 
65,525,440  


 BNN Budgeted Reach 2016 
 


50,000,000  
 


Source: SNL Kagan, Q1 2011 Households 
 


Multi-Platform  
 
In addition to traditional television media, Back9Network will create an operational 
infrastructure that will produce media for various technologies such as mobile phones, the 
World Wide Web and social networ multi-platform strategy serves two 
purposes:  
 


 To enable a global presence 


 To provide viewers golf lifestyle content at any time / any place 
 
With the rapid growth in players of golf internationally, Back9Network recognizes that the 
lifestyle of golf is one that is shared by golfers both domestically and internationally. With a 
global platform, Back9Network will be able to capture additional revenue opportunities 
associated with reaching the growing international golf population.  Management will 
leverage their strong international contacts, creating potential for meaningful partnership 
opportunities outside of the U.S. where key developing markets have little or no golf 
programming, yet are tremendous growth areas for equipment vendors and course/resort 
developers.   
 
A mobile and web distribution strategy will enable Back9Network to reach global audiences 
like China and India, which have seen rampant growth in golf participation but where 
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television is not nearly as ubiquitous as the Internet.  Back9 has specifically tasked Dennis 
Allen to help develop this international strategy.  Mr. Allen was the former Vice-President and 
Marketing Director of the Asia Pacific Region for TaylorMade-adidas Golf and the former 
President of the Acushnet Company (owner of Titleist and Foot-Joy golf brands) in Japan. 
 
Back9 will partner with Sports Media Challenge to deliver a strong social media platform.  
The focus will be on the fan while building the Back9Network brand.  The Company plans to 
find where golfers are talking online, listen to what they are saying and engage them in 


and amplify the buzz.  The Company plans to track viewer interests, engagement and 
 


 
This multi-platform distribution strategy will provide Back9 opportunities to generate non-
traditional revenue streams.  Back9 will explore the opportunity to add a complementary 
premium subscription web service or fee based mobile applications, believing that the 
affluence of the typical golf enthusiast makes this a viable strategy.  If successful, the 
Company believes that having paying customers for premium Internet content and mobile 
applications will help Back9 gain broader television carriage by demonstrating demand. 
 
With the emergence of new television distribution platforms such as Apple TV, Google, 
YouTube and Hulu, Back9Network has the opportunity to reach larger audiences than those 
available only through traditional television.  Back9Network is in discussions to participate as 


a soon to be launched (Q4 2011) Internet TV platform 
(Google owns YouTube).  This potential relationship would provide Back9Network the 
opportunity to offer original content solely for this new platform and would represent 
differentiated advertising opportunity for the Company.  Revenue streams from this 
relationship are not currently in the Back9Network model and represents additional upside if 
this relationship comes to fruition.  
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Management Team 


James Bosworth, Jr.  CEO & Founder  
 


Chief Executive Officer of the Back9Network, he brings a unique insight into golf industry 
media execution and its impact on its highly coveted demographic, the golf lifestyle 
consumer. 
 
Jamie began his golf career as the youngest assistant professional ever at the famed Pebble 
Beach Golf Links, where he was also a founding staff member of the Pebble Beach Golf 
Academy.  A short time later, he joined Odyssey Golf as a Sales Representative where he 
was promoted to the position of National Sales Manager.  Jamie was a part of the team that 


.   
 
At Callaway, Jamie served as Executive Vice President of Sales, Marketing, and Product 
Development. Under his leadership, the company introduced a series of successful new 
products, created innovative umbrella advertising strategies for both brands (across multiple 
media platforms, TV, print, and web), and instituted a restructuring of the marketing and 
sales departments.  
 
In 2003, Jamie joined Cleveland Golf to help manage their expansion into the wood and 
putter markets.  While there, he worked to help launch several successful wood product lines 
that contributed to Cleveland Golf doubling its sales within 18 months. 
 
Most recently, Mr. Bosworth founded the Bosworth Sports Group (formerly Blake and 
Bosworth) where as CEO, he capitalized on his expertise in sales, marketing, branding, 
product development, club design, distribution, and manufacturing to provide highly sought 
after consultative services.  The player/agent representative services division was sold after 
becoming the fastest growing player representative group in the industry (representing PGA 
Tour professionals including Steve Marino, Ricky Barnes and Jeff Quinney).   
 
Jamie currently serves on a board of the PGA Merchandise Show, has been interviewed by 
Golfweek magazine, Golf Digest, and Golf Magazine and has appeared on the Golf Channel, 
NBC, and Fox Television as an industry expert. 
 
Mr. Bosworth is a proud graduate of Seton Hall University where he was awarded the first, 
full golf scholarship in program history, was named Big East Freshman of the year, and led 
the Pirates to a Big East Golf Championship.   
 


Carlos Silva  Chief Operating Officer 
 
Mr. Silva has critical experience in successfully managing and growing a niche sports cable 
network from shortly after inception to a presence in over 63 million homes.  Mr. Silva led the 
strategy and operations of Universal Sports (then called World Champion Sports Network) as 
President and COO, after being recruited by the original founders and investors in early 
2006.  He executed syndication agreements with Fox Sports, Yahoo Sports, and AOL Sports 
to grow awareness of the company's content and solidify its position as the leading content 
aggregator and distributor of world championship, Olympic-style sports in the U.S.  
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Carlos then led the company in raising $35 million and creating a partnership with NBC to 
launch the sports cable TV network in 10 million homes.  When Mr. Silva left, Universal 
Sports was in over 63 million homes and a top 10 digital sports property.  After leaving 
Universal Sports in early 2011, Mr. Silva became an Entrepreneur in Residence at Park 
Lane, a sports-advisory investment bank.   
 
Prior to Universal Sports, Mr. Silva ran some of the largest Web destinations in the world: 
AOL News, AOL Sports and AOL Money. As an accomplished strategist, Mr. Silva is highly 
skilled in business development, general management, operations, content licensing, product 
design and recruiting. Mr. Silva is also an accomplished triathlete and Ironman competitor. 
  
He holds a BS from Boston College and MS degree from George Washington University. 
 


Reid Gorman  Chief Sales Officer 
 
Reid is a 20-year veteran of the golf industry specializing in sales and operations for leading 
consumer brands.  Mr. Gorman was President of the MacGregor Golf Company from 2005-
2008.  He honed his leadership skills in sales and business development as National Sales 
Manager for the Callaway Golf Ball Company, Sales Operations Manager and Strategic 
Sales Manager for the Callaway Golf Company and Senior Director of Sales, Top-Flite & Ben 
Hogan brands.  At Callaway Golf and at the age of 29, Reid was hand picked by company 
founder, Ely Callaway, to launch the Callaway Golf Ball brand into the highly competitive golf 
ball category as National Sales Manager.  Shortly thereafter, he pioneered the development 
and management of the Strategic Sales function at Callaway Golf, well in advance of retail 
consolidation trends.  
 
A certified Birkman Method® Consultant, Mr. Gorman founded 2James Consulting, a full-
service business management-consulting firm, where he leveraged his diverse experiences 
in all aspects of commerce and business operations, ranging from retail sales, retail 
management, customer service, field sales, sales operations, sales management and other 
senior management experiences to deliver growth and increased profitability to his clients. 
   
Reid is a graduate of Central Connecticut State University. 
 


Benjamin DiLello  SVP Marketing 
 
Mr. DiLello is a senior executive with over twenty-five years of executive and senior 
management leadership in operations, finance, sales & marketing, capital raising and M&A, 
primarily focused on start-ups, restructurings and LBOs.  Since 1996, he was a Senior 
Managing Director with Regent Pacific Management, a 35-year-old management firm 
specializing in turnarounds and restructurings. Mr. DiLello has participated in multiple Regent 
Pacific engagements where his roles have encompassed Chief Operating Officer and Senior 
Vice President, Sales and Marketing.  He has held operational responsibilities on a global 
basis with extensive experience and relationships in Europe and Asia. Past roles include 
executive positions with start-ups to Fortune 500 entities, such as Prime Computer, Fujitsu, 
Data General, Glovia International, 3D Systems, Accelerated Networks, Vivato Networks and 
HNC Inc.  
 
Ben holds a Bachelor of Science in Management and Economics from Rider University. 
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Dennis Allen  SVP Global Business Development 
 
Fluent in Japanese, Mr. Allen has lived and worked in Asia for 18 years bringing with him a 
unique understanding of the Asian markets.  From July 2005 until May 2009, he served as 
Vice-President and Marketing Director of the Asia Pacific Region for TaylorMade-Adidas 
Golf, based in Hong-
countries, and led his team to revenue and profit growth exceeding 120% in less than four 
years. His efforts included signing a three-year agreement with the China Golf Association, 
the exclusive development arm for golf in China. From January 1999 until January 2005 he 
was President of Acushnet Company (owner of Titleist and Foot-Joy golf brands) in Japan 
where he oversaw all business areas, with five direct reports. He grew revenue to $60MM in 
2004, up from $40MM in 1999, growing distribution from 69 outlets to 1,100 accounts, while 
maximizing employee productivity in 15 key markets.  
 
Mr. Allen is a graduate of the University of Washington. 
 


Steve Shaw  Director of Communications 
 
Steve Shaw is a communications consultant/writer and founder of Visual Concepts, one of 


industry, the company's expertise includes producing documentaries, web sites, video 
programs, sales meetings and special events.  Visual Concepts was named to the 
prestigious INC 500 list of the fastest growing, privately held businesses in America.   
 
Mr. Shaw has shaped the communications strategies of more than a dozen golf companies 
including Top-Flite, Ben Hogan, and Spalding Sports, and has helped launch new products 
for Callaway Golf, Odyssey, MacGregor, Etonic, and many more.  Mr. Shaw has produced 
dozens of programs that have received national honors.  Recent documentary work was 
honored with an Emmy Award from the New England chapter of the National Academy of 
Television Arts and Sciences.   
 
Mr. Shaw is a Magna Cum Laude graduate of Emerson College. 
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Financial Overview 


There are three primary ways cable television networks generate revenue: 
 


 Affiliate / carriage fees (per subscriber per month) 


 Advertising fees (measured in CPM) 


 Integrated product placement partnerships/sponsorships 
 
The characteristics of the above sources of income can vary significantly based on the type 
of network.  Typically, niche sports networks derive, on average, 74% of their revenues from 
affiliate fees, receiving approximately $0.25 per subscriber per month (with a range of $0.02 
to $0.78), based on 2010 figures.  On the other hand, average lifestyle networks derive just 
36% of their revenues from affiliate fees, garnering $0.14 per subscriber per month (with a 
range of $0.09 to $0.22).  However, because of their wider base of subscribers (87mm vs. 
52mm) and higher ratings (321,000 viewers per 24 hrs vs. 77,000) a typical lifestyle network 
generates significantly higher advertising revenue than the average niche sports network 
($265mm vs. $54mm) yielding higher total revenues on average ($419mm vs. $227mm).   
 
While Back9Network believes it will ultimately capture the best characteristics of both sports 
networks and lifestyle networks, it has conservatively modeled its expected subscriber base, 
carriage fees and advertising revenues.   


Subscribers 
 
As mentioned previously, Back9 has laid out a plan to begin launch with the 33 million 
subscribers on the combined Dish and DirectTV networks.  Over the next four years, Back9 
expects to phase in an additional 17 million subscribers, reaching 50 million by 2016.  Please 


remains very conservative relative to the Golf Channel with 83 million and the average 
lifestyle base of 87 million. 
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EXHIBIT 19:  BACK9NETWORK SUBSCRIBERS VS. NICHE SPORTS AND LIFESTYLE NETWORKS 


 
Source: SNL Kagan 
 
 
 
EXHIBIT 20:  BACK9NETWORK 5-YEAR SUBSCRIBER GROWTH VS. NICHE SPORTS AND LIFESTYLE NETWORKS   


 
Source: SNL Kagan 
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Carriage Fees 
 
For the first two years, Back9 expects to operate on a carriage neutral basis, then beginning 
in year 3, it is projecting a modest carriage fee of $0.02 per subscriber per month, gradually 
climbing to an equally conservative $0.08 in year 5. 
 
 


EXHIBIT 21:  BACK9NETWORK CARRIAGE ESTIMATES VS. 2010 NICHE SPORTS AND LIFESTYLE NETWORKS 


 
Source: SNL Kagan 
 


Comcast vs. Tennis Channel  
 
In an article published by Broadcasting & Cable on July 11, it was reported that the FCC 
Enforcement Bureau ruled in favor of the Tennis Channel in the network's dispute with 
Comcast Corp.  As a result, Comcast will likely be forced to carry the Tennis Channel 
nationwide on a "widely viewed" service and should pay the Tennis Channel a distribution fee 
roughly equivalent to the fees earned by VERSUS or the Golf Channel; two sports channels 
in which Comcast owns a stake.  This ruling sets the stage for full affiliate fees to be paid to 
Back9 once it is up and running as a full-fledged network.   
 
SNL Kagan has estimated that the Tennis Channel earns about 16 cents per subscriber per 
month in affiliate revenue, while VERSUS earns 30 cents per subscriber per month and the 
Golf Channel earns 27 cents per subscriber per month.  The FCC Enforcement Bureau 
reportedly suggested that Comcast be forced to place the Tennis Channel close to VERSUS 
and Golf in terms of the operator's channel lineup, or that Comcast be forced to create a 
sports "neighborhood," per the neighbor hooding condition in the FCC's 
Comcast/NBCUniversal Media LLC transaction order. 
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Even starting off slowly, recent start-ups, Fuel TV, Tennis Channel and Sportsman Channel, 
have demonstrated the ability to collect affiliate / carriage fees and still achieve significant 
subscriber growth. 
 
 


EXHIBIT 22: SUBSCRIBER GROWTH AT NEW NETWORK 


 
 


Advertising CPM 
 
Network advertising revenue is a function of the number of viewers (ratings) and the 
demographics of the viewers.  Generally, the more attractive the demographics and the 
higher the delivery rate to these viewers, the more advertising revenue a network generates.  
Although an average niche sports network generates lower total advertising revenue than a 
lifestyle network because of its lower viewership, it compensates to some degree by 
receiving higher fees, measured by cost per thousand (CPM), for a 30 second ad spot.  For 
every thousand viewers tuned into a network at any given time, CPM is the cost multiplier a 
network commands from advertisers.  Average viewership is calculated by applying the 


-hour rating to its subscriber base.  Thus, total actual network advertising 
revenue is highly linked to its CPM and how many viewers watch its programming.  However, 
other factors play a part as well, including how many advertising slots are available (# per 
hour and # of hours) and how many slots get sold (sell out percentage).   
 
Calculated 24-hour average CPMs is useful for network comparisons.  However, because a 
24-hour rating does not include time allocated for infomercials (and each network is 


-to-
24-hour CPMs assume a 100% sell through on ad slots, thus if a network has a low sellout 
percentage, its calculated CPM could be significantly lower than it actually charges 
advertisers for a 30 second slot.  
 
To be conservative, Back9Network is forecasting a calculated 24-hour average CPM of 
$5.55 in year 1, increasing to $7.36 in year 2 then slowly climbing to $9.22 in year 5 (2016).  
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EXHIBIT 23:  BACK9NETWORK PROJECTED CPM 


 
Source: SNL Kagan 
 
 
Based on its forecasted CPMs, sellout percentages and available time slots, Back9Network 
has modeled advertising revenue of approximately $22MM in year 1, $63MM in year 3 and 
jumping to $79MM by year 5 (2016).  This compares to 
advertising revenue in 2010. 


Ratings 
 
Prime time ratings for sports networks range from a low of 0.06% to 0.25%, excluding ESPN. 


the PGA tour coverage.  24-hour ratings are commonly 33% to 50% lower than prime time 
and as mentioned previously, are also influenced by the amount of time allocated to 
infomercials.  By dedicating a large block to infomercials, Back9 will boost its 24-hour rating.  
 
As discussed, lifestyle networks typically generate higher ratings, have higher subscriber 
bases and thus command significantly more viewers on average versus a niche sports 
network.  That said, half of the successful sports networks do not have measured ratings, 
demonstrating that ratings are not a prerequisite.  In fact, the Golf Channel did not have 
ratings for its first decade, and still exceeded $90mm in annual advertising revenue before its 
ratings were measured.  Back9Network intends to leverage its lifestyle appeal to capture the 
advertising revenue potential not typically seen by a sports network.   
 


relatively low 24-hour rating of .08% seen in 2010.  But because of its broader appeal, 
-hour ratings are projected to climb to .092% in year 2, moving up to 0.108% in 


.138%, respectively. 
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EXHIBIT 24: BACK9NETWORK AND SELECT SPORT AND LIFESTYLE NETWORK 24HR AVG. RATINGS 


 
Source: Management and SNL Kagan 
 


Cash Flows 
 
The average network cable cash flow margin was 41.2% in 2010, continuing a long-term 
upward trend. 
 
 


EXHIBIT 25: CABLE NETWORK INDUSTRY AVERAGE MARGIN 


 
 
 
The typical network cash flow margin can vary significantly by type of network as well.  As 
can be expected, lifestyle networks typically have higher cash flow margins than niche sports 
networks (40% vs. 28% in 2010) given that they generate higher average revenues.  
However, it is also a function of operating and capital costs.  A sports network usually has to 
spend significant capital to secure the broadcasting rights of whatever sport or league that it 
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is associated with.  Lifestyle channels, on the other hand, typically spend their capital on 
lower cost original programming that has the added benefit of repeat broadcasting (reruns).   
 
Even mature cable networks have first-run programming on during just a small portion of 
their broa -oriented programs should have far superior long-term 
value as repeats than live sporting event coverage.  Good examples are the Food Network & 
Travel Channel, which successfully run repeats of cooking and travel shows produced years 
ago. 
 
 


EXHIBIT 26: SELECT CABLE NETWORK S PROGRAMMING MIX 


Network 
Premiere 
(hours) 


Repeat  
(hours) 


Infomercial 
(hours) 7 Days Ending 


Golf Channel 49 (29%) 94 (56%) 25 (15%) 1/31/11 
Versus 42 (25%) 98 (58%) 28 (17%) 2/24/11 
Speed 30 (18%) 119 (71%) 19 (11%) 1/31/11 
Food Network 14 (8%) 120 (71%)  34 (20%) 1/30/11 
Bravo 8 (5%) 146 (87%) 14 (8%) 2/24/11 
Outdoor  5.5 (3%) 138.5 (82%) 24 (14%) 2/24/11 
Travel Channel 2.5 (1%) 134.5 (80%) 31 (18%) 2/24/11 


 


 
 
In total, programming expense across all cable networks averaged 44.2% of revenue in 


industry average. 
 
 


EXHIBIT 27:  
Network 2010 
Bravo 40% 
Comedy Central 39% 
Discovery Channel 18% 
Food Network 33% 
HGTV 33% 
History 41% 
National Geographic  36% 
TLC 18% 
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Even though management believes its programming costs will be lower, Back9 has 
cautiously budgeted above average levels of initial programming expense, set at 44.1% of 
sales in 2014, dropping to 37.0% in 2016 as affiliate fees significantly boost revenue.  Even 
with this conservative outlook, Back9Network can be expected to generate relatively high 
cash flow margins. 
 


forecasted to be 9%.  In year 3 (2014), with the addition of very modest affiliate fees ($0.02 
per subscriber per month), cash flow margin jumps to 27%.  
flow margin is forecasted to be approximately 39%, closing in on industry averages as the 
business matures. 
 
 


EXHIBIT 28: BACK9NETWORK PROJECTED CASH FLOW MARGIN VS. 
SELECT NICHE SPORT AND LIFESTYLE NETWORKS (2010) 


 
Source: Management and SNL Kagan 
 
 
Once Back9 reaches breakeven in year 2, management predicts that revenues will be 
approximately $58mm per year and cash flow approximately $5 million. By year 5 (2016), 
Back9Network has forecasted conservative metrics relative to other successful niche sports 
and lifestyle networks with:  
 


 A subscriber base of 50 million,  


 Carriage fees of $0.08,  


 24-hour rating of .108%,  


 CPM of $9.22 and  


 Cash flow margin of 39.0%  
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Projected Financial Statements 
 
($ in millions) 


PROJECTED FINANCIAL STATEMENTS 


 
Note:  Free Cash Flow defined as EBITDA less Capital Expenditures. 


Fiscal Year Ending, CAGR


2011 2012 2013 2014 2015 2016 2012 - 2016


Revenues


Advertising / Sponsorship $0.0 $22.6 $49.6 $71.0 $82.1 $90.2 41.4%


Infomercial Advertising 0.0 5.5 7.4 7.7 7.7 7.7


International Licensing / IPTV 0.0 1.8 6.0 9.0 12.0 15.0


Carriage Fees 0.0 0.0 0.0 11.4 24.0 48.0


Total Gross Revenues $0.0 $29.8 $63.1 $99.1 $125.8 $161.0 52.4%


Agency Commissions 0.0 (2.1) (5.2) (8.0) (9.8) (11.2)


Total Net Revenues $0.0 $27.7 $57.9 $91.1 $115.9 $149.8 52.5%


% Growth NA 108.7% 57.5% 27.2% 29.2%


Operating Expenses


Programming / Production Costs $6.5 $31.9 $33.5 $40.2 $43.3 $55.4


Sales and Marketing 1.0 6.1 10.1 12.3 14.3 16.6


International 0.0 0.7 1.4 2.4 3.2 4.1


General & Administrative 1.7 4.2 7.1 9.7 11.7 13.4


Depreciation 0.2 0.4 0.6 1.0 1.4 1.7


Total Operating Costs $9.5 $43.3 $52.8 $65.6 $73.9 $91.1


Operating Income ($9.5) ($15.6) $5.1 $25.5 $42.1 $58.7


Plus: Depreciation 0.2 0.4 0.6 1.0 1.4 1.7


EBITDA ($9.3) ($15.2) $5.7 $26.5 $43.5 $60.4


% Margin NM NM 9.8% 29.1% 37.5% 40.3%


Less: Capital Expenditures (1.0) (1.2) (1.1) (2.0) (2.1) (2.2)


Free Cash Flow ($10.4) ($16.3) $4.6 $24.5 $41.4 $58.2


% Margin NM NM 8.0% 26.8% 35.7% 38.8%


Depreciation $0.2 $0.4 $0.6 $1.0 $1.4 $1.7


% of Sales NA 1.4% 1.0% 1.1% 1.2% 1.1%


Capex $1.0 $1.2 $1.1 $2.0 $2.1 $2.2


% of Sales NA 4.2% 1.9% 2.2% 1.8% 1.5%







BACK9NETWORK, INC  CONFIDENTIAL 


46  


Key Revenue Drivers 
 
($ in millions) 


KEY REVENUE DRIVERS 


 
 


Fiscal Year Ending,
2012 2013 2014 2015 2016


Households Assumptions:
Households Served (mm) 34.3 40.0 47.5 50.0 50.0


Programming Assumptions:
Hours of Programming 24.0 24.0 24.0 24.0 24.0
Infomercial Hours 8.0 8.0 8.0 8.0 8.0
Hours of Original Programming/Day 16.0 16.0 16.0 16.0 16.0
Hours of First Run Programming 4.0 4.2 4.8 5.4 6.1
Percentage of First Run Programming 25% 26% 30% 34% 38%


Rating Assumptions:
Household Rating - Prime Time 0.129% 0.148% 0.156% 0.168% 0.173%
Household Rating - Non Prime Time 0.064% 0.074% 0.078% 0.084% 0.087%
Household Rating - "24 Hour" 0.080% 0.092% 0.097% 0.105% 0.108%


Cost Per Thousand Assumptions:
CPM - Prime time 7.75$             9.50$             11.00$           11.00$           11.00$           
CPM - Non Prime Time 6.98$             8.55$             9.90$             9.90$             9.90$             
CPM - Calculated "24 Hour" Average 5.55$             7.36$             8.53$             8.73$             9.22$             


Sellout Assumptions:
Sellout Percentage - Prime Time 71% 88% 88% 90% 95%
Sellout Percentage - Non Prime Time 64% 79% 79% 81% 85%


Infomercial Assumptions:
Rate per Hour 2,500$           2,550$           2,650$           2,650$           2,650$           


Affiliate Revenue Assumptions:
Affiliate Revenue per Household -$               -$               0.02$             0.04$             0.08$             
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Appendices 


Appendix I - Board Of Directors  
Paul J. Spengler 
 


nd respected golf industry executives, Paul Spengler 


Executive Vice President of Pebble Beach Company where his primary responsibilities 
include business development and sponsorships.  He has served as the General Chairman 
of two U.S. Open Championships and as a consultant to numerous professional golf 
tournaments across the United States. 
  
Mr. Spengler was a venue director for the 1984 Los Angeles Olympic Organizing Committee, 
and from 1984 to 1990, served as Director of Golf Operations at Ohlmeyer Communications 
Company, producer of ESPN golf telecasts for the PGA, Senior PGA, and LPGA Tours, The 
Skins Game, The Senior Skins Game, and The LPGA Skins Game on NBC. 
  
A multiple winner of Hawaii State Amateur Championships and winner of the 1996 California 
State Senior Amateur Championship, he qualified for the USGA Senior Open in 1993, the US 
Senior Amateur in 1994, the British Senior Open in 1995, and the British Senior Amateur in 
1998.  He also has competed in 25 Bing Crosby/ATT Pebble Beach National Pro-Ams 
beginning in 1964.  Paul was elected to the Hawaii Golf Hall of Fame in 1997.  He serves as 
a National Trustee of the Boys and Girls Clubs of America. 
 


Michael M. Michigami 
 
Michael Michigami brings over thirty years of senior management at Fortune 500 companies 
as well as smaller public and private companies, to his role as a member of the 
Back9Network Board of Directors.  An experienced corporate officer, Mr. Michigami has led 
communications, software, e-commerce, computing, and networking corporations, and 
currently serves as the President of MMM Business Advisory Services.   
  
He is the former Chairman and CEO of Digital Microwave Corporation (STXN), President and 
CEO of Datapoint Corporation (DPT), and Divisional President at United Technologies 
Corporation (UTX).   Mr. Michigami has also served on several boards at venture capital and 
private equity funded technology start-ups, as well as numerous community organizations.  


administration from the Wharton School at the University of Pennsylvania.   
  
As a Back9Network Board member, Mr. Michigami will contribute his business strategy 
expertise and assist senior management regarding organizational issues. 
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James D. Wehr  
 


of the Back9Network Board of Directors.  He is currently the President and Chief Executive 
Officer of The Phoenix Companies, Inc. where he was appointed in April 2009 after serving 
as Senior Executive Vice President and Chief Investment Officer. 
 
Mr. Wehr joined Phoenix in 1981 and held a series of increasingly senior investment 
positions, including credit research, trading and portfolio management. As Chief Investment 
Officer, Mr. Wehr oversaw the life insurance company's general account and affiliated 
investment portfolios, directed the public fixed income group, and managed institutional client 
portfolios for Goodwin Capital Advisers, a Phoenix subsidiary. 
 
Currently, Mr. Wehr also serves on the Board of the Greater Hartford YMCA and the Eastern 
Connecticut Healthcare Network, Inc.  Jim has a bachelor's degree from Fairfield University 
and a master of business administration from the University of Connecticut. 
 


Greg Hopkins 
 


Greg Hopkins serves as a member of the Back9Network Board of Directors.  As Chief 
Executive Officer of Cleveland Golf Company, Inc. since June 1997, Mr. Hopkins was 


es skyrocketed 500% 
during the first seven years of his tenure.  
  
When Sumitomo Rubber Industries, Ltd. (SRI Sports Ltd.) purchased the company in 
December 2007, he continued on as Chief Executive Officer of Cleveland Golf/Srixon.  Mr. 
Hopkins also serves as an Executive Director of SRI Sports Ltd. 
  
Greg is a member of the European Senior Tour and competed in the British Senior Open in 


Millikin University. 
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Appendix II - Golf Channel Historical And Projected Financials  
 


GOLF CHANNEL HISTORICAL AND PROJECTED FINANCIALS 


 
 


Source: SNL Kagan 






