





5.0 Competitive Facility Analysis

New Meadowlands Stadium
New York Jets 2010 Pricing Table and Seating Chart

05 213

The primary tenants of the current Giants Stadium are the Giants and Jets, who combine
to play 16 regular season home games. Exhibit 5.19, on the following page, summarizes
the 2008 regular season average attendance and ticket price of Jets and Giants games.
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Exhibit 5.19
2008 Giants Stadium Major Tenant Summary

Number Average Percent of Average
Franchise of Games  Attendance Capacity Ticket Price
New York Giants 8 79,338 98.9% $90.86
New York Jets 8 79,336 98.9% $88.90
Total 16 1,269,392 98.9% $89.88

Note: Information is based on regular season attendance.

As shown, the Giants and Jets drew almost 1.27 million spectators in the 2008 season.
On average, the facility is filled to 98.9 percent of capacity and the average ticket price
for tenant events is $89.88.

5.8 Summary

Barclays Center will face direct competition for attendance, premium seating revenues,
and event booking from several facilities within the New York market. The primary
competition for the Barclays Center for events would be Madison Square Garden, Nassau
Coliseum, 1ZOD Center, and Prudential Center. Each of the sporting venues does
provide some level of competition for premium seating. Exhibit 5.20 presents the
premium seat inventory and average annual price at each competitive facility.

Exhibit 5.20
Competitive Premium Seating Detail

Private Suites | | Club Seats | | Courtside/Floor Seats
Potential
Average Potential Potential Potential Premium
Year Number of Annual Annual Number of Annual Annual Number of Annual Annual Seating
Facility Built Suites Fee Revenue Club Seats Fee Revenue Seats Fee Revenue Revenue
1ZOD Center 1981 28 $171,000 $4,801,000 0 $0 $0 438 $30,840 $13,508,000 $18,309,000]
Madison Square Gardens 1968 89 $425,000 $37,825,000 Knicks 2,828 $10,439 $29,522,000 138 $58,330 $8,050,000 $108,266,000)
Rangers 3,926 $8,372 $32,869,000
Prudential Center 2007 78 $225,000 $17,550,000 2,200 $6,970 $15,334,000 0 $0 $0 $32,884,000]
Nassau Coliseum 1972 33 $155,000 $5,105,000 382 $4,530 $1,731,000 0 $0 $0 $6,836,000|
Citi Field 2009 49 $375,000 $13,975,000 6,500 $21,870 $142,155,000 0 $0 $0 $156,130,000
New Yankee Stadium 2009 52 $685,000 $35,620,000 4,500 $40,500 $182,250,000 0 $0 $0 $217,870,000
New Meadowlands Stadium 2010 213 $560,000 $119,280,000  Giants 9,300 $5,000 $46,500,000 0 $0 $0 $203,727,000]
Jets 9,730 $3,900 $37,947,000
Total / Average 542 $432,000 $234,156,000 39,366 $12,000 $488,308,000 576  $37,000 $21,558,000 $744,022,000]

Once the New Meadowlands Stadium opens in 2010, the New York marketplace will
offer a total of 542 suites, 39,366 club seats, and 576 courtside and floor seats. In 2010,
the average inventory of suites in the New York market will be 77 suites per venue and
the average inventory of club seats will be 3,782 seats per venue. With the opening of
the new Yankees and Mets facilities and the Giants and Jets opening a new facility in the
near future, this brings the New York market up to a more competitive level with other
professional sports markets. Prior to the opening of Prudential Center and the other new
sports facility projects, the area did not offer premium seating options similar to other
professional sports markets. These new and renovated facilities will significantly alter
the market’s premium seating landscape. The size of the corporate base could potentially
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absorb this increase in seating inventory; however, the level of competition for premium
seating sales will also increase.

Exhibit 5.21 summarizes the existing premium seating inventory and the hypothetical
inventory of all new or potentially renovated facilities in 2012. If the pending renovation
of Madison Square Garden is completed as scheduled in 2012, the suite inventory in the
New York market will increase further. Specifically, the number of suites available will
increase from 448 in 2009 to approximately 620 in 2012. The number of available club
seats will have increased from 21,472 to 39,366 over this same period.

Exhibit 5.21
Future Premium Seating Inventory

Existing Inventory (2009) Future Inventory (2012)

Facility Suites  Club Seats Suites  Club Seats
1ZOD Center 28 0 28
Madison Square Garden: 89 @ 167 @
Knicks 2,828 2,828
Rangers 3,926 3,926
Prudential Center 78 2,200 78 2,200
Nassau Coliseum 33 382 33 382
Citi Field 49 6,500 49 6,500
New Yankee Stadium 52 4,500 52 4,500
Giants Stadium / New Meadowlands: 119 213 @
Giants 506 9,300
Jets 630 9,730
Total 448 21,472 620 39,366
Incremental Suites 172
Incremental Club Seats 17,894

(1) Private suites lease includes all events at the facility.

(2) Assumes planned 2012 renovations are completed.

(3) Assumes club seat inventory will remain the same after the planned 2012 renovations of the facility.
(4) The Giants and Jets plan to market suites jointly at the new facility.

Exhibit 5.22, on the following page, summarizes the annual event levels of the
competitive arenas in the New York/New Jersey marketplace.
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Competitive Arena Events

Exhibit 5.22

(6]

Tenant Other Family Other
Arena Events Sports Shows Concerts Events Total
1ZOD Center 54 0 60 30 27 171
Madison Square Garden @ 116 18 28 70 0 232
Prudential Center 77 10 16 25 2 130
Nassau Coliseum @ 52 2 8 18 80
Total 299 30 112 143 29 613

(1) Represents the most recently available annual event schedule.

(2) Does not include flat fee non-tenant events.

As shown, the four major arena competitors in the market host 613 events annually.
Approximately 50 percent of total events in the market are tenant sporting events. The
remaining 50 percent comprises other sporting events, concerts, family shows and
miscellaneous events. It is in these event categories where Barclays Center will compete
to attract additional events into the market and draw events away from its competitors. It
should be noted that facility management at Madison Square Garden and Nassau
Coliseum were unable to provide CSL with the exact number of flat-fee rental events that
took place during the year for which event levels are provided. In these instances, the
number of flat fee events held at these facilities was assumed to be zero, effectively
understating the total event levels at these facilities.

Exhibit 5.23 presents a summary of events of the major tenant events at each competitive

facility.
Exhibit 5.23
2008-2009 Major Tenant Summary
Number Average Percent of Average League

Facility of Games Attendance  Capacity  Ticket Price  Average
1ZOD Center

New Jersey Nets 41 12,791 66.3% $53.73 $64.76
Madison Square Garden

New York Knicks 41 17,202 91.5% $96.26 $64.76

New York Rangers 41 18,171 91.9% $54.96 $49.66
Prudential Center

New Jersey Devils 41 15,571 89.2% $57.15 $49.66
Nassau Coliseum

New York Islanders 41 13,719 84.2% $48.84 $49.66
Shea Stadium

New York Mets 81 49,902 87.0% $34.05 $25.43
Yankee Stadium

New York Yankees 81 53,070 92.2% $41.40 $25.43
Giants Stadium

New York Giants 8 79,338 98.9% $90.86 $86.57

New York Jets 8 79,336 98.9% $88.90 $86.57
Average 43 37,678 88.9% $62.91 $55.83

Note: Information is based on regular season attendance.
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As shown on the previous page, tenants in the four major sports leagues in the New York
market have played an average of 43 regular season games over their respective most
recent full seasons. Average attendance for these games was approximately 37,678. On
average, the competitive facilities are filled to approximately 88.9 percent of seating
capacity and the average ticket price is $62.91. The average ticket price in the New York
market is approximately 11 percent higher than league averages.
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6.0 Market Surveys

As a part of the evaluation of the Barclays Center, telephone surveys were conducted
with corporations within the Brooklyn/Queens and Manhattan areas during the summer
of 2008. Surveys were conducted with large corporations to determine interest and
opinions for a variety of topics related to the potential development of a multi-purpose
arena and support for the Nets. These topics included interest in private suites, loge
boxes, club seats, advertising and sponsorship opportunities, competitive facilities in the
marketplace and other related issues. In total, 225 telephone surveys were completed
with corporate headquarters with at least $25 million in annual sales revenues and
corporate branches with at least 50 employees. Representatives identified for the
telephone surveys comprised of individuals that have decision making authority as it
relates to the entertainment budget of the firm.

The telephone survey components included:

Familiarity of development plans for Barclays Center;

Interest in attending games at Barclays Center;

Interest in various premium seating options at Barclays Center;

Impact of other New York area sports facilities on interest in premium seating at
Barclays Center;

Interest in advertising/sponsorship at Barclays Center; and,

e Impact of other New York area sports facilities on interest in advertising at
Barclays Center.

Results of the telephone interviews are presented in the following sections:

6.1 Introductory Questions; 6.7 New York Area Sports Facilities;
6.2 Courtside Suites; 6.8 Advertising;

6.3 Loge Boxes; 6.9 Survey Summary;

6.4 Club Seats; 6.10 Market Extrapolation; and,

6.5 Club Seat Memberships; 6.11 Recommended Premium Program.

6.6 Party Suites;

In addition to the telephone surveys conducted in 2008, more than 70 one-on-one
interviews were conducted with corporate executives, high income households in
Brooklyn, and current Nets season ticket holders. The in-person interviews were
conducted in 2007 in order to gather qualitative information from these stakeholders in
order to further inform the study. Findings from these interviews, as they relate to the
survey topics covered in the telephone surveys, are provided throughout this section of
the report.

éi’@
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6.1 Introductory Questions
6.1.1 Familiarity of Plans for Proposed Arena

In order to gauge the familiarity of current plans to develop the Barclays Center in
Brooklyn, respondents were asked to rate their familiarity of the plans for the new arena
on a scale of 1 to 10, where 1 is “not at all familiar” and 10 is “very familiar.” Exhibit
6.1 presents the results.

Exhibit 6.1
Familiarity of Development Plans for Barclays Center

Very
Familiar 10 9% N
9
> Manhattan Corporations 26%
8
ot Brooklyn/Queens Corporations 36%
7
6 9% _J
5 J 16%
4
3
2
1 e S
Not at T T T T T T T T T T
all 0% 5% 10% 15% 20% 25% 30% 35% 40% 45%
Familiar

B Manhattan Corporations O Brooklyn/Queens Corporations

As shown in the exhibit, 26 percent of Manhattan corporations and 36 percent of
Brooklyn/Queens corporations indicated they were quite familiar or very familiar with
the plans for the Barclays Center (as indicated by a familiarity rating of 6 or greater).
Conversely, 43 percent of Manhattan corporations and 30 percent of Brooklyn/Queens
corporations responded that they had no familiarity with the plans for the Barclays Center
(as indicated by a rating of 1).

During the 2007 interviews, corporate respondents provided positive feedback regarding
the location of Barclays Center, stating the location is ideal for commuting to and from
Manhattan and that the location of the arena properly utilizes public transportation.
Furthermore, corporations exhibited a general approval for redevelopment in the area and
expressed that downtown arenas are critical to the revitalization of communities. While
some concern was expressed regarding traffic congestion, the majority of respondents
indicated the location benefited companies located in both Manhattan and Brooklyn.
Interviewees within the high income households from Brooklyn and Manhattan also
expressed positive regard for the location of Barclays Center, saying the move will be
good for the Brooklyn economy and the Nets would be accepted as a Brooklyn team.
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6.1.2 Interest in Attending Events at Proposed Arena

In order to gauge interest in attending events at the Barclays Center, survey respondents
were given some background information on the arena. Specifically, respondents were
informed the facility is scheduled to open in 2011. In addition, respondents were
informed the arena will host events in addition to Nets games, there will be multiple
premium seating options available, and the arena will be accessible from eleven subways
and the Long Island Railroad. Survey respondents were then asked to rate their level of
interest in attending events at the Barclays Center on a scale of 1 to 10, with 1 being “not
interested at all” and 10 being “very interested”. The results are summarized in Exhibit
6.2 below.

Exhibit 6.2
Interest in Attending Events at Barclays Center

Very -
Interested 10

i
=7 1%

Manhattan Corporations 37%

Brooklyn/Queens Corporations 59%

249

Not I
Interested 0%
At All

5% 10% 15% 20% 25%

@ Manhattan Corporations O Brooklyn/Queens Corporations

As shown in the exhibit, 37 percent of Manhattan corporations and 59 percent of
Brooklyn/Queens corporations indicated they were quite interested to very interested in
attending events at Barclays Center (as indicated by a rating of 6 or greater). It is
interesting to note all corporate respondents interviewed indicated at least some level of
interest in attending events at the new arena.

6.2 Private Suites
6.2.1 Initial Interest

In order to gauge interest in private suites, respondents were informed private suites at
the Barclays Center will be the most exclusive seating option in New York, offering
luxury amenities currently unavailable in the market. Respondents were also informed
suites will include tickets to all Nets games as well as tickets to every spectator event at
the arena. Exhibit 6.3 on the following page summarizes the initial interest in leasing a
court-level suite at the Barclays Center before pricing for the concept was introduced.
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As illustrated, 43 percent of it
Manhattan corporations and 34 Initial Interest
percent of Brooklyn/Queens

corporations indicated some |
level of interest in private '

. . “ .. Manhattan 9% 30% 43%
suites, ranging from “definitely Corporations
interested,” “likely interested,”
or “possibly interested.” Brooklyn/Queens 13% 21% ' 34%
Approximately four percent of Corporations ! !

the Manhattan corporations
interviewed indicated they
were definitely interested in
purchasing courtside suites at
Barclays Center.

0% 10% 20% 30% 40%

B Definitely Interested O Likely Interested O Possibly Interested

During one-on-one interviews conducted in 2007, corporations expressing interest in
suites before pricing cited the easily accessible location of the arena as one of the main
reasons for their interest. Furthermore, a common sentiment was the Barclays Center
could serve as an attractive entertainment alternative to Madison Square Garden.

6.2.2. Courtside Suite Interest at Prices Tested

Survey respondents who indicated an initial interest in private suites were asked their
willingness to lease a courtside suite at various price points. Respondents were informed
courtside suites will provide the most exclusive and upscale environment in the arena and
will include special courtside seats with direct access to the suite located underneath the
lower seating deck on the event level. Respondents were also informed suites would
have preferred parking, access to the suite through a private entrance as well as access to
an exclusive event-level

Exhibit 6.4

lounge located close to Interest at Prices Tested (Courtside Suites)

the players’ locker

room. Respondents ~ Aeetere ‘ |

were informed the £

event-level lounge will & %% | 2 I 30% (13%

have comfortable

seating and upscale full- £ ssooo | 29% I 39% (16%)
=

service  food and
beverage service, and
each suite will include a
TV monitor, catered
food and beverage
service, and concierge
service. Exhibit 6.4 to
the right summarizes
the results.

$650,000 32% 329% (11%)

21% I 32% (11%)
T

T T T T
0% 10% 20% 30% 40%

M Definitely Lease O Likely Lease OPossibly Lease

$500,000

Brooklyn/Queens Corporations

Note: Asked only of those indicating an interest in concept before pricing.
Note: Percentage in parenthesis represents overall effective percentage interest in concept at a specific price point.
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As shown, of respondents who previously indicated an initial interest in courtside suites,
30 percent of Manhattan respondents and 32 percent of Brooklyn/Queens respondents
showed some level of interest in courtside suites priced annually at $650,000. When the
test price was lowered to $500,000 per suite, 39 percent of Manhattan respondents
showed interest in the concept.

6.2.3 Traditional Suite Interest at Prices Tested

Survey respondents who indicated some level of initial interest in private suites were also
asked their willingness to lease a traditional suite at various price points. Respondents
were informed traditional suites will be located along the sidelines and in the corners at
the midlevel of the arena between the lower and upper seating decks. They were also
informed the suites will N

be accessible through a Inerestat rices Tested rvaditional Suites)

private entrance and will

come with  preferred Annual Price

- . . 2 [ [
parking privileges. g weooon I o - I s (%)
Respondents were also g™ :
informed luxury € g 000 [0 e . I 4550 2D%)
amenities  will include &
concierge service and £ sisoooo REAN  20% 29% I 5 %)
access to a private club
restaurant located directly
behind their seats which ¢ I % I oo (1490
will feature comfortable ¢
. (&)
seating, upscale food and 2 sso0.000 21% 40% I 67% (18%)
beverage service, and 3 : : :
televisions. Exhibit 6.5 £ %00 [ e o 7% 25%)
summarizes the results at & o6 20% 0% 60% 80% 100%
the various price pointsl B Definitely Lease O Likely Lease O Possibly Lease

Note: Asked only of those indicating an interest in concept before pricing.
Note: Percentage in parenthesis represents overall effective percentage interest in concept at a specific price point.

As shown, of respondents

who previously indicated some level of initial interest in the private suite concept before
price was introduced, 42 percent of Manhattan and 54 percent of Brooklyn/Queens
respondents showed some level of interest in traditional suites priced at $450,000
annually. At $300,000 per suite, 48 percent of Manhattan respondents and 67 percent of
Brooklyn/Queens respondents showed interest in leasing a traditional suite.

Corporate executives who participated in the personal interview process in 2007
indicated the price points tested, which were similar to those above, seemed to be within
an acceptable range. Respondents indicated a general desire for suite pricing to be
competitive with Madison Square Garden, bearing in mind the high number of events and
convenient location of Madison Square Garden compared to Barclays Center.
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6.2.4 Preferred Lease Term - Suites

In order to better understand the preferred lease term for private suites, survey
respondents were first informed annual lease payments would be lower for longer term
leases, and then asked to choose between 5-year, 7-year, and 10-year leases. The results
are depicted in Exhibit 6.6.

As shown, a majority of both Manhattan corporations and Brooklyn/Queens corporations
prefer 5-year lease terms for suites. Specifically, 69 percent of Manhattan corporations
and 55 percent Of Preferred LeaEszh'li'Zirtrs(aPrivate Suite)
Brooklyn/Queens corporations

prefer a 5-year lease term to the
other  lease  term  options.

Approximately ten percent of both Coarations ' W
Manhattan and Brooklyn/Queens
respondents claim that their g oumoueens
preferred lease term would depend Corporations
on the price reduction given for
longer term leases.

0% 20% 40% 60% 80% 100%

B5Years O7Years [O10Years M DependsonPrice Reduction W Other

6.2.5 Sharing Preference

In order to determine the anticipated level of suite sharing at the Barclays Center, survey
respondents were asked if they preferred to share a suite with others in order to reduce
costs or to lease alone.

Exhibit 6.7
As shown in the Exhibit 6.7, 41 Sharing Preference
percent of Manhattan
corporations prefer to share a
suite in order to help reduce Coaraions
costs, while 56 percent of
Brooklyn/Queens  corporations ;. oueens o
prefer to share a suite. Corporations ‘

0% 20% 40% 60% 80% 100%

@ Share O Lease Alone

6.3 Loge Boxes
6.3.1 Initial Interest

In order to gauge general interest in loge boxes, survey respondents were informed loge
boxes would be located behind the baskets on the lower deck and directly in front of the
private club lounge. The loge box concept was described as being smaller than a private
suite and would be open to the arena crowd, similar to opera box seating in a theater.
Respondents were also informed loge boxes would accommodate seating for four to eight
people. Additionally, loge box holders may have access to a small area located directly
behind their seats equipped with a drink rail and TV monitors, access to private
restrooms, enhanced food and beverage service, and amenities such as preferred parking

Eﬁ? 114



6.0 Market Surveys

and game programs. Respondents were also informed that loge box holders will have
access to a club lounge located behind the box which will feature a comfortable
environment for socializing before, during, and after the games. Initial interest in loge
boxes is summarized in Exhibit 6.8.

Exhibit 6-8
General Interest

As shown in the exhibit, 33 percent of

Manhattan corporations and 34 percent of | |
Brooklyn/Queens corporations indicated oo o 2 I =
some level of interest in leasing loge boxes \ \
at Barclays Center, ranging from “definitely  swookynoueens [[ 1106 2% ' 3%
interested,” “likely interested,” or “possibly ~ “**" ‘ ‘
interested.” 0% 10% 20% 30% 40%

@ Definitely Interested O Likely Interested O Possibly Interested

6.3.2 Loge Box Interest at Prices Tested

Those who indicated some level of initial interest in loge boxes before price was
introduced were asked their willingness to lease a loge box at various price points as
illustrated in Exhibit 6.9.

As shown below, 68 percent of Manhattan respondents and 58 percent of
Brooklyn/Queens respondents showed some level of interest in loge boxes priced at the
highest price point tested, $80,000. At an annual lease price of $50,000, seven percent of
Manhattan and 16 percent of Brooklyn/Queens respondents stated they would definitely
lease a loge box at the Barclays Center.

Exhibit 6.9
Interest at Prices Tested (Loge Boxes)

According to responses from
the one-on-one interviews Annual Price
conducted in 2007,
corporations accepted the
tested loge box pricing as
reasonable, while most felt

$80,000 44 16% 50% 68% (23%)

$65,000 [0 20% 50% 75% (25%)

Manhattan Corporations

$50,000 23% 45% 75% (25%)
the concept may be most
suitable for smaller .
companies with budgets that % ) — -~ 5% (19%)
do not allow for the large g
. - - (@]
expenditure associated with a 2 365000 [0 21% 26% 58% (19%)
private suite. %: 550000 ot o s o
c% 0“% 20‘% 4(;% 60‘% Sd%
M Definitely Lease O Likely Lease O Possibly Lease

Note: Asked only of those indicating an interest in concept before pricing.
Note: Percentage in parenthesis represents overall effective percentage interest in concept at a specific price point.
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6.3.3 Preferred Lease Term

In order to better understand the Exhibit 6.10

Preferred Lease Term (Loge Box)
preferred lease term for loge boxes,
survey respondents were first informed
annual lease payments would be lower
for longer term leases, and then asked Meanhattan
to choose between 5-year, 7-year, and corporetns
10-year leases. The results are depicted
in Exhibit 6.10. As shown in the B Quers
exhibit, 77 percent of Manhattan
corporations and 91 percent of M6 2% 4% 0% 8% 100%
Brooklyn/Queens corporations
indicated a preference for 5-year lease
terms.

6.3.4 Sharing Preference

Exhibit 6.11
Sharing Preference

B5Years [O7Years [O10 Years M Dependson Price Reduction M Other

Survey respondents were then asked if

they preferred to share loge boxes with
others in order to reduce costs. The
results are depicted in exhibit 6.11. As Manhattan
illustrated, 38 percent of Manhattan Corporatons
corporations and 64 percent of
Brooklyn/Queens corporations prefer  Brookiyn/Queens

: : ookiyn/Q
to share a loge box with others in order roretons
to reduce costs. 0% 200 0%  60%  80%  100%

[ Share O Lease Alone

6.4 Club Seats
6.4.1 General Interest

All participants were asked to indicate their level of interest in purchasing club seats after
being given a brief explanation of the location and amenities included with club seats at
the Barclays Center. Specifically, respondents were informed club seats would be
located along the sidelines in the first 30 rows behind courtside seats and will be wider
and provide more comfort than general seating. In addition, respondents were informed
the club seats will be accessible through the main concourse and club seat holders will
have access to an upscale private club lounge which will provide a comfortable
environment to eat, drink and socialize before, during, and after the games. Participants
were informed club seats will include access to private restrooms, enhanced food and
beverage selections and service, and other amenities such as preferred parking and game
programs. Exhibit 6.12 on the following page depicts the level of initial interest in club
seating at Barclays Center.
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As illustrated, 35 percent of Manhattan corporations and 39 percent of Brooklyn/Queens
corporations indicated some level of interest in club seats, ranging from “definitely
interested” to “possibly interested.”

Corporate respondents from the

2007 personal interviews Exhibit 6.12

Initial Interest

indicated they generally prefer
club seating to all other premium ‘ ‘ ‘
seating concepts, and they felt
prices presented for club seats
were  reasonable. Those
currently holding season tickets sroakiymoweens fl o —~ ' -
at 1ZOD Center in a location that ~ ~ corporations ’ ’

will become a club seat section at

Manhattan i 7% 26% ' 35%
Corporations

Barclays Center indicated an 0% 10% 20% 30% 40% 50%
interest in retaining those seats W Definitely Interested O Likely Interested [ Possibly Interested
given the described pricing and

benefits.

6.4.2 Club Seat Interest at Prices Tested

Survey respondents who indicated some level of initial interest in club seats were asked
their willingness to lease club seats at various price points. Exhibit 6.13 summarizes the
responses to the club seat prices that were tested.

As shown, between 63 and 84 Exhibit 613

Interest at Prices Tested (Club Seats)
percent of respondents that
indicated an initial interest in  AnuelPrice
club seats also indicated a
positive interest in leasing seats
at the discussed price points.
There seems to be a considerable
amount of demand at an annual
lease fee of $13,500, with 84
percent Manhattan and 82
percent of  Brooklyn/Queens
respondents  indicating some
level of purchase interest.
Interestingly, it seems Manhattan
corporations are considerably 0% 20% a0% 60% 80% 100%
less price elastic at the three price WDefintelyLease  MLikelyLesse  DPossibly Lease

H t t t d Note: Asked only of those indicating an interest in concept before pricing.
po I n S es e . Note: Percentage in parenthesis represents overall effective percentage interest in concept at a specific price point.

1ons

$18,000 |44 59% 78% (27%)

$15,750 53% 80% (28%)

$13,500 [|EA 31% 48% 84% (29%)

Manhattan Corporati

45% 63% (25%)

$18,000

$15,750 9% 45% 72% (28%)

$13,500 23% 41% 82% (32%)

Brooklyn/Queens Corporations
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6.4.3 Preferred Lease Term

In order to better understand the preferred lease term for club seats, survey respondents
were first informed annual lease payments would be lower for longer term leases, and
then asked to choose between 5-year, 7-year, and 10-year leases. The results are depicted

in Exhibit 6.14.

As shown, 65 percent of Manhattan
corporations and 77  percent of
Brooklyn/Queens corporations indicated a
preference for 5-year lease terms for club
seats at Barclays Center. Approximately
nine percent of Manhattan corporations
and six percent of Brooklyn/Queens
corporations indicated their preferred lease
term would be dependent upon the price
reduction offered for longer leases.

6.4.4 Preferred Number of Club Seats

Exhibit 6.14
Preferred Lease Term (Club Seats)

Manhattan
Corporations

Brooklyn/Queens
Corporations

0% 20% 40% 60% 80% 100%

@5 Years [O7Years 010 Years @ Dependson Price Reduction M Other

Respondents interested in club seats at the prices tested were asked to indicate the
number of club seats they expect to lease. The results are depicted in Exhibit 6.15 below.

As shown, corporations tend to prefer

Exhibit 6.15
Preferred Number of Club Seats

leasing club seats in much larger
numbers than those that purchase seats
for personal use. The majority of
respondents prefer to lease three to
four club seats.  Specifically, 38
percent of Manhattan corporations and
55 percent of Brooklyn/Queens
corporations prefer to lease three to
four club seats. A significant finding
is that 24 percent of Manhattan
corporations and 11 percent of
Brooklyn/Queens corporations would
prefer to lease more than eight club
seats at the Barclays Center.

Manhattan L7 38% 14% 20%
Corporations -
Z 4

Brooklyn/Queens 28% 11%
Corporations
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6.5 Club Seat Memberships
6.5.1 Familiarity of Club Seat Memberships

In order to understand how familiar the local corporations are with club seat
memberships, respondents were briefly informed of the club seat membership concept
and its benefits. Participants were informed the main difference received by owning a
club seat membership is having sole control of tickets including the right to reassign them
to family, friends, or third parties, including at a profit, if conditions warrant. Additional
benefits to those who purchase a seat membership may include access to the best seats,
increased access to non-basketball events, membership in an exclusive club lounge,
discounted services and offers from other Nets Network members, as well as recognition
as a founding contributor to the arena. Respondents were informed memberships would
require a specific one-time initiation fee which may vary depending on the location of the
seat. They were also informed the payment could be made over a two to three year time
frame, would be in addition to the actual club seat price, and the ownership of the seat
membership would allow the transfer of tickets or the sale of the club seat membership to
other parties.

Exhibit 6.16
Familiarity of a Club Seat Membership

Manhattan 4% 76% '
Corporations
Brooklyn/Queens % 78% '
Corporations ‘
0% 20% 40% 60% 80% 100%
B Yes ONo

As shown in Exhibit 6.16, most survey respondents were unfamiliar with the concept of a
club seat membership and how it works. Only 24 percent of Manhattan corporations and
22 percent of Brooklyn/Queens corporations were familiar with the concept.

6.5.2 Interest at Prices Tested (Club Seat Membership)
After a description of the benefits of club seat memberships was provided, survey

respondents were asked to indicate their willingness to purchase a club seat membership
at various price points. Exhibit 6.17 summarizes these results on the following page.

M
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As shown, among those who Exhibit 6.17

indicated an interest in leasing e e
a club seat at the previously
tested prices, 35 percent of
Manhattan respondents and 36
percent of Brooklyn/Queens
respondents showed some level
of interest in club seat
memberships priced at $7,500
per seat, whereas 43 percent of
Manhattan respondents and 50
percent of Brooklyn/Queens
respondents showed some level
of interest in club seat
memberships priced at $3,000
per seat at the Barclays Center.

Annual Price

$7.500 [E4 5% 28% 35% (12%)

9% 22% 369 (13%)

$5,000

Manhattan Corporations

$3,000 12% 22% 43% (15%)

$7,500 14% 22% 36%|(14%)

$5,000

18% 18% 36%) (14%)

9
$3,000 23% 27% 50% (19%)

Brooklyn/Queens Corporations

0% 10% 20% 30% 40% 50%
M Definitely Pay O Likely Pay O Possibly Pay

Note: Asked only of those indicating an interest in concept before pricing.
Note: Percentage in parenthesis represents overall effective percentage interest in concept at a specific price point.

6.6 Party Suites
6.6.1 Initial Interest

To gauge the level of interest in party suites, survey respondents were first informed
party suites offer all of the amenities and services included in traditional suites, but may
instead be rented on an event-by-event basis for a fee and do not require a yearly
commitment. Exhibit 6.18 presents the results.

Exhibit 6.18

As shown in the exhibit, 47 percent of Inital Interest

Manhattan corporations and 40 percent of
Brooklyn/Queens  corporations indicated
some level of interest in party suites at the Meanhattan
Barclays Center, ranging from *“definitely Corporations
interested” to  “possibly interested.”
Approximately three percent of Manhattan o
corporations and  four percent of
Brooklyn/Queens  corporations indicated

definite interest in renting a party suite on a

per-game basis at Barclays Center.

' 47%

40%

0% 20% 40% 60%

@ Definitely Interested O Likely Interested O Possibly Interested

During one-on-one interviews conducted in 2007, party suites were regarded favorably,
particularly among companies with dedicated entertainment budgets. Most respondents
perceived the party suites as a unique opportunity for employee entertaining. Many of
the corporate respondents in the interviews indicated a greater preference of renting party
suites for events other than basketball, such as concerts and family shows.
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6.6.2 Party Suite Interest at Prices Tested

Survey respondents who indicated an initial interest in party suites were asked their
willingness to rent a party suite at various price points. Respondents were informed the
nightly rental price for a party suite includes 60 tickets and VIP parking passes to the
chosen event at the arena. They were also informed each suite is fully carpeted and
features extra-wide, theater-style seating overlooking the playing surface, with an upscale
private lounge area behind the seating. Exhibit 6.19 below illustrates the interest in this
concept at the price points tested.

Exhibit 6.19
Interest at Prices Tested (Party Suite)
Annual Price
per Game
|
2
2 $18,000 |RAL 19% 44% 67% (31%)
g ,
2
8 $15,000 49% I 73% (34%)
IS
IS
<
é $12,000 46% I 7% (36%)

59%

68% (26%)

45% I 68% (26%)
41% I 73% (28%)

0% 20% 40% 60% 80%
M Definitely Lease O Likely Lease O Possibly Lease

$18,000

$15,000

$12,000 21%

Brooklyn/Queens Corporations

Note: Asked only of those indicating an interest in concept before pricing.
Note: Percentage in parenthesis represents overall effective percentage interest in concept at a specific price point.

As shown, of those showing an initial interest in the concept, 67 percent of Manhattan
corporations and 68 percent of Brooklyn/Queens respondents showed an interest in
renting party suites priced at $18,000 per game, whereas 77 percent of Manhattan
respondents and 73 percent of Brooklyn/Queens respondents showed some level of
interest in renting party suites priced at $12,000 per game at the Barclays Center.
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6.7 New York Area Sports Facilities
6.7.1 General

Survey respondents were asked to indicate if they had interest in premium seating at any
of the new facilities being developed or proposed for development in the New York/New
Jersey area. The facilities discussed and the levels of interest in premium seating at those

facilities are presented in Exhibit 6.20 below.
Exhibit 6.20
Premium Seating Interest at New York City Facilities

New Yankee Stadium 30%

32%
Citi Field W sz

New Giants/Jets Stadium

New Madison Square Garden

The Prudential Center

enovated/New Arena on Long
Island

51%

None

1 T T T T T 1
0% 10% 20% 30% 40% 50% 60%

W Manhattan Corporations O Brooklyn/Queens Corporations

As illustrated above, nearly half of the respondents in both the Manhattan and
Brooklyn/Queens areas had no interest in purchasing premium seating at the facilities
discussed. The facility which received the most interest is the new Yankee Stadium.
Thirty-nine percent of Manhattan corporations and 33 percent of Brooklyn/Queens
corporations expressed interest in purchasing premium seating at the new Yankee
Stadium. The facility which received the least interest among survey respondents is The
Prudential Center, where only nine percent of Manhattan corporations and 11 percent of
Brooklyn/Queens corporations expressed interest in premium seating.

6.7.2 Impact of Other Facilities on Premium Seating Interest at the Barclays Center
Respondents were asked the impact the various New York facilities would have on

interest in leasing premium seating at Barclays Center. The results are summarized in
Exhibit 6.21 on the following page.

i
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Exhibit 6.21
Impact of Various Metro Facilities on Interest in Premium Seating Purchases at the Barclays Center

Percentage of respondents who stated that other
facilities would have no impact

New Yankee Stadium

89% (Manhattan)
98% (Brooklyn/Queens)

Citi Field New Yankees Stadium {

New Mets Ballpark { 91% (Manhattan)
New Giants/Jets Stadium 100% (Brooklyn/Queens)
. . 94% (Manhattan)
New Giants/Jets Stadium
New Madison Square Garden 3% 94% (Brooklyn/Queens)
New Madison Square { 85% (Manhattan)
Garden 97% (Brooklyn/Queens)
The Prudential Center
The Prudential Center { 97% (Manhattan)
97% (Brooklyn/Queens)
Renovated/New Arena on Long Island Renovated/New Arena on 96% (Manhattan)
— Long Island 92% (Brooklyn/Queens)

% o
O%’Less Likely to Lease 5n{&lMuch Less Likely to La%geu O Wwill Cause to N(lnsﬁuease

Overall, premium seating purchase intent at Barclays Center is only marginally affected
by the presence of New York sports facilities under development which may undergo
renovations. Madison Square Garden, if renovated as currently planned, is the facility
that would most impact Manhattan corporations’ interest in premium seating at the
Barclays Center. Even so, 87 percent of Manhattan respondents stated a newly renovated
Madison Square Garden would have no impact on purchase intent at Barclays Center.
The newly constructed Prudential Center would have the least impact of all facilities
tested.

6.8 Advertising
6.8.1 Interest in Advertising at Proposed Arena

In order to gauge the level of interest in advertising and sponsorship at Barclays Center,
respondents were first informed advertising options could include arena signage,
videoboard advertising, in-game promotions, broadcast advertising and many other ways
to affiliate the company with the Barclays Center or the Nets.

As shown in Exhibit 6.22, 25 percent of Manhattan corporations and 42 percent of
Brooklyn/Queens corporations indicated some level of interest in advertising and
sponsorship at Barclays Center, Exhibit 622

ranging from “definitely interested” Interest in Advertising at Barclays Center

to “possibly interested.”
Approximately two percent of

Manhattan corporations and four oo (B
percent of Brooklyn/Queens
corporations indicated a definite  srokynqueens |3
interest in advertising/sponsorship """
opportunities at the Barclays Center. 0 10% 2% 3% 4% 50%

[ Definitely Interested O Likely Interested O Possibly Interested

250

23% ' 42%
|
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6.8.2 Impact of Other NYC Facilities on Proposed Arena Advertising

Respondents were then asked how advertising opportunities at other new sporting venues
being constructed in the New York area would impact interest in advertising and
sponsorship at the Barclays Center. Exhibit 6.23 summarizes the results.

As shown in the exhibit, the majority Exhibit 6.23
ofrespondents indicated the presence e oo st ooy
of other New Yor etropolitan

sports facilities does not affect their

level of interest in advertising and/or
sponsorship at the Barclays Center. Manhattan
Specifically, 88  percent of corporations
Manhattan corporations and 85

percent of Brooklyn/Queens Br@m:ﬁﬂﬁins 10%
corporations indicated other venues

5f+ 66%

do not affect advertising/sponsorship % 20%  40% 0%  80%  100%
interest levels for the BarC|ayS @ Somewhat Less Interested ~ E@Much Less Interested
Center or they do not typlcally O Does Not Affect Interest B Not Advertise
advertise.

6.9 Survey Summary

The corporate surveys will serve as one of the primary vehicles in determining the level
of support for the Barclays Center. Through the survey process, feedback was obtained
from the corporate community including interest levels in private suites, loge boxes, club
seats, party suites as well as advertising and sponsorship opportunities. Exhibit 6.24
presents a summary of initial interest, prior to the introduction of price, of survey
respondents to the arena concepts tested throughout the telephone survey.

Exhibit 6.24
Initial Interest in Various Concepts

Manhattan Brooklyn/Queens
Corporations Corporations
Private Suites 43% 34%
Loge Boxes 33% 34%
Club Seats 35% 39%
Party Suites 47% 40%
Advertising 25% 42%

After initial interest was gauged and purchase intent questions were asked at specific
price points for each concept, respondents were asked to indicate which, if any, of the
seating concepts tested they would be most likely to purchase. For the purposes of this
study, this was deemed as the respondents’ “true interest” in a premium seating concept.
Determining “true interest” ensures that only the seating concept(s) respondents would
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most likely buy are factored into demand estimates. Exhibit 6.25 illustrates the “true
interest” of survey respondents after all premium seating concepts were discussed.

Exhibit 6.25
True Interest in Various Concepts

Manhattan Brooklyn/Queens
Corporations Corporations
Courtside Suites 5% 3%
Traditional Suites 11% 12%
Loge Boxes 8% 8%
Club Seats 17% 15%

As illustrated in Exhibit 6.25, the seating concepts that garnered the highest true interest
among both Manhattan and Brooklyn/Queens corporations were traditional suites and
club seats.

Other relevant data regarding the survey results includes the following:

Background

Over one fourth of Manhattan corporations and 36 percent of Brooklyn/Queens
corporations were quite familiar or very familiar with the plans for the Barclays
Center.

Thirty-seven percent of Manhattan corporations and 59 percent of
Brooklyn/Queens corporations were quite interested to very interested in
attending events at the Barclays Center.

Suites

Initial interest in the courtside suites, without regard to price, was 43 percent for
Manhattan corporations and 34 percent for Brooklyn/Queens corporations.

After courtside suite prices were introduced to those with an initial interest in the
private suite concept, 30 to 39 percent of Manhattan corporations and 32 percent
of Brooklyn/Queens corporations indicated some interest level in courtside suites.

Interest in traditional suites is greater than in courtside suites. After traditional
suite prices were introduced, 42 to 59 percent of Manhattan corporations and 54
to 87 percent of Brooklyn/Queens corporations indicated some interest level in a
traditional suite.
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e Nearly all corporate respondents indicated that the inclusion of other event tickets
was either somewhat important or very important in making the decision to lease
a suite.

e Fifty percent of Manhattan corporations and 37 percent of Brooklyn/Queens
corporations reacted favorably to the inclusion of only Nets tickets if suite prices
were reduced by $40,000 annually.

e A majority of both Manhattan and Brooklyn/Queens corporations (69 and 55
percent respectively) prefer 5-year lease terms for traditional suites.

e Approximately 40 percent of Manhattan corporations and over half
Brooklyn/Queens corporations prefer to share a suite to reduce the overall cost.

Loge Boxes

e One third of Manhattan and Brooklyn/Queens corporations expressed initial
interest in loge boxes before pricing was introduced.

e Among those with an initial interest in the concept, interest for loge boxes was
strong at the price points discussed. Specifically, 68 to 75 percent of Manhattan
corporations and 58 percent of Brooklyn/Queens corporations expressed some
level of interest at the prices tested.

e The majority of corporate respondents prefer a 5-year lease relative to the other
lease options tested.

e Nearly 40 percent of Manhattan corporations and nearly 65 percent of
Brooklyn/Queens corporations expressed a desire to share a loge box in order to
reduce the costs.

Club Seats
e Over one third of Manhattan corporations and nearly 40 percent of
Brooklyn/Queens corporations expressed initial interest in leasing club seats

before prices were tested.

e Among those with an initial interest in club seats, interest remained relatively
strong once specific prices were tested.

e Most corporate respondents prefer a 5-year lease, although one third of Manhattan
respondents preferred a 7-year or 10-year lease term.
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Manhattan and Brooklyn/Queens corporate respondents typically prefer to lease
between three to four club seats, although one fourth of Manhattan corporations
would prefer to lease eight seats or more.

Club Seat Memberships

Approximately 75 percent of corporate respondents are unfamiliar with the
concept of a club seat membership.

After learning the benefits and amenities of club seat memberships,
approximately one third of respondents were interested in a membership that costs
$5,000 to $7,500, while at a price of $3,000, 43 percent of Manhattan
corporations and half of Brooklyn/Queens corporations expressed some level of
interest.

Party Suites

Nearly half of Manhattan corporations and 40 percent of Brooklyn/Queens
corporations were interested in renting party suites prior to the introduction of
pricing.

After testing various price levels on those with initial interest in party suites, 67 to
77 percent of Manhattan corporations and 68 to 73 percent of Brooklyn/Queens
corporations expressed some level of interest in party suites.

New York Area Facilities

In comparing premium seating interest at other sports facilities within the New
York area (excluding Barclays Center), half of the respondents indicated no
premium seating interest at other facilities. However, the New Yankee Stadium
and Citi Field (Mets) represent those facilities for which respondents have the
most interest. Approximately one third of respondents are interested in premium
seating at the new Yankee Stadium and over one fourth have an interest at Citi
Field.

The renovated Madison Square Garden is the New York area sports facility which
will most impact premium seating purchase decisions at the Barclays Center.
However, this impact is only marginal, with 13 percent of Manhattan respondents
and five percent of Brooklyn/Queens respondents indicating a potential impact.

Advertising

One fourth of Manhattan corporations and 42 percent of Brooklyn/Queens
corporations expressed an interest in advertising at the Barclays Center.
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e The majority of respondents indicated that the presence of other New York area
sports  facilities will not affect their interest in  purchasing
advertising/sponsorships at Barclays Center.

6.9 Market Extrapolation

In order to quantify demand estimates for private suites, loge boxes and club seats,
preliminary calculations of the demand from the population groups studied have been
developed. Exhibit 6.26 presents an overview of the methodology that was used to
estimate the demand for premium seating concepts at the Barclays Center.

Exhibit 6.26
Survey Extrapolation Methodology

Research Participants

Research Data

Capture Rate Factors
Capture "definitely™, ""likely™ and **possibly** responses

Account for research bias factors

1

Adjusted Research Data

Population Adjustment Factors

De-duplicate populations

Geographic and socioeconomic reductions

Competitive Comparable

Market
Characteristics

Comparable
NBA Data

Facility
Analysis

Extrapolations

Facility
Analysis

Estimated Demand

Courtside Suites
Traditional Suites

Loge Boxes
Club Seats
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As shown in Exhibit 6.26, two sets of adjustments were made to the raw survey data in
our calculation of demand. As a basis for the extrapolation of market demand,
extrapolation factors or capture rate factors were applied to certain positive responses
(those indicating “definitely,” “likely,” or “possibly”) to questions regarding interest and
pricing levels for the premium seating concepts tested prior to being extrapolated. These
factors represent discount percentages and are based on previous experience with
numerous studies employing a similar methodology. The adjustments reflect that, in
reality, only a portion of those respondents indicating positive interest in any of the
seating concepts will ultimately purchase these concepts when asked to commit.

The second set of adjustments made is wider-ranging and encompasses various factors
that could alter the base survey results. This adjustment is made to the population of the
group surveyed and is based on an analysis of the demographic and socioeconomic
characteristics of the market and a review of comparable NBA programs and competitive
teams in the region. As with the extrapolation factor, the population reduction factor is
subjective and based on experienced judgment. It is important to note the preliminary
quantification provides an indication of total market demand for these concepts based
solely on the telephone survey conducted with New York area corporate headquarters and
corporate branches. The findings presented herein are based on judgmental sampling,
and therefore should be evaluated accordingly.

After these adjustments were made to the raw survey results, the demand and resulting
revenue was projected. The survey data used to extrapolate to the larger populations of
each group studied reflect “true interest” data, rather than “initial interest” data as
presented within this section. Following the introduction of questions related to each
premium seating concept and towards the conclusion of the survey, survey respondents
were asked a specific question about their actual interest in premium seating at the
Barclays Center. Specifically, respondents indicating a positive interest in more than one
concept were asked to indicate which, if any, of the seating concepts for which they
showed an interest they would actually purchase.

Exhibit 6.27, on the following page, presents the estimated demand for courtside suites,
traditional suites, loge boxes and club seats at the Barclays Center from corporate
headquarters and branches in the Manhattan and the Brooklyn/Queens area.

High income households in the New York area were not studied as part of the research
conducted in 2008 since the impetus of the market survey was to determine current
demand levels from the corporate market for premium seating products at the Barclays
Center. However, in late 2007, a similar market survey for the Nets was conducted to
determine club seat demand from New York area households with annual incomes in
excess of $150,000. The club seat demand estimates provided in Exhibit 6.27 include
demand estimates from these high income households as determined in the 2007 study
conducetd by CSL on behalf of the Nets.
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Exhibit 6.27
Estimated Premium Seating Demand

Brooklyn /
Manhattan Queens High Income Total
Annual Lease Corporations Corporations Households Demand
Courtside Suites
$650,000 13 1 - 14
$500,000 21 1 - 22
Traditional Suites
$450,000 47 10 - 58
$350,000 61 10 - 71
$150,000 111 28 - 139
Loge Boxes
$80,000 26 23 - 49
$65,000 40 23 - 63
$50,000 40 26 - 67
Club Seats
$18,000 390 150 2,520 3,060
$15,750 460 150 2,590 3,200
$13,500 590 180 2,750 3,520

As shown in the exhibit, total demand has been estimated utilizing the survey
respondents’ “true interest” in the various premium seating concepts under consideration
at the Barclays Center.

Private suite demand has been calculated individually for both courtside suites and
traditional suites. Estimated demand for the court-level suites ranges from 14 suites at
an annual price of $650,000 to 22 suites priced at $500,000. Traditional suite demand
ranges from 57 suites at the highest annual price point tested of $450,000 up to 139 suites
at the low price point of $150,000 per year.

Estimated demand for loge boxes at the Barclays Center ranges from 49 loge boxes if the
annual price to lease a box was $80,000, the highest price point tested, to demand for 67
loge boxes if the annual price was $50,000.

Club seat interest at the arena was reviewed at three price points ranging from an annual
price of $18,000 or approximately $400 per game to $13,500 annually which is
approximately $300 per game. Total estimated demand ranged from 3,060 club seats at
the highest price point to approximately 3,520 club seats at the lowest price point.
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6.10 Recommended Premium Program

The premium seating components of any sports project are often the most important
revenue generating source for the facility. As such, it is critical to evaluate a number of
issues as it relates to the appropriate program and pricing of the suites, loge boxes and
club seats. A recommended arena program and pricing has been developed based on the
survey results, comparable arena information, architectural considerations and potential
impacts of future sports facility projects coming to the Barclays Center. Exhibit 6.28
provides a summary of the recommended inventory and pricing for private suites, loge
boxes and club seats at the Barclays Center.

Exhibit 6.28
Recommended Barclays Center Premium Seating Program

Potential
2009 Resulting
Inventory Price Revenue
Courtside Suites 12 $550,000 $6,600,000
Traditional Suites
Suite Level 1
Tier 1 2 $450,000 $900,000
Tier 2 12 $375,000 $4,500,000
Tier 3 16 $300,000 $4,800,000
Tier 4 22 $225,000 $4,950,000
Suite Level 2
Tier 5 2 $350,000 $700,000
Tier 6 10 $275,000 $2,750,000
Tier 7 12 $200,000 $2,400,000
Tier 8 16 $150,000 $2,400,000
[Total Suites 104 $288,000 $30,000,000]
Loge Boxes
Tier 1 8 $80,000 $640,000
Tier 2 12 $65,000 $780,000
Tier 3 20 $50,000 $1,000,000
[Total Loge Boxes 40 $61,000 $2,420,000]
Club Seats
Tier 1 700 $15,000 $10,500,000
Tier 2 1,200 $12,000 $14,400,000
Tier 3 1,400 $9,000 $12,600,000
[Total Club Seats 3,300 $11,000 $37,500,000]

Private suite prices are assumed to represent a price inclusive of tickets to all events held
at the Barclays Center. The estimated premium seat program is consistent with the
demand calculated from the market surveys conducted.
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7.0 Event Market Demand

The purpose of this section is to estimate potential event mix and attendance levels at the
Barclays Center. There are a number of factors that may impact the arena’s ability to
attract events. Those factors have been analyzed in order to gauge the ability of a new
facility to attract various events, including:

e Event levels and physical characteristics of comparable arenas were used as
benchmarks to gain an understanding of the types and number of events typically
hosted by arenas.

e Facilities in the New York market were analyzed to gauge the level of
competition present in the market, and to identify strengths and niches that may
give the Barclays Center an advantage over the competition in attracting events.

e Interviews with national and local event promoters and organizers were conducted
to obtain opinions on the Barclays Center and gauge interest in utilizing the
venue.

This information, along with knowledge of potential event markets, industry trends, and
previous experience was used to estimate the number of events the Barclays Center could
attract. This analysis has been divided into the following three parts:

7.1 Overview of Potential Events;
7.2 Comparable Buildings; and
7.3 Market Demand Summary.

7.1 Overview of Potential Events

Several event types have been considered for potential facility usage at the Barclays
Center. Potential events have been categorized into two types: tenant events and market-
driven events. Tenant events typically consist of games played by sport franchises who
serve as tenants in the venue. Tenant events are generally scheduled well in advance and
provide a facility with a predictable level of usage. Tenant events evaluated as part of
this analysis include:

NBA;

Minor League Hockey
Indoor Football; and,
Indoor Lacrosse.
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Market-driven events are defined as those events that are affected by local market forces
and characteristics. The number of market-driven events in a given community is
typically a function of the size of the marketplace and the number of available facilities to
host these events. The types of market-driven events evaluated in this section include:

Concerts;

Family shows;

Non-tenant sporting events;
Flat-floor events; and,
Miscellaneous arena events.

7.1.1 Tenant Events

NBA

The Barclays Center is assumed to be host to the Nets. On
average, the Nets would play 41 regular season and three pre-
season games at the arena. The Nets currently play their home
games at the 1ZOD Center and experienced an average per game
paid attendance of 12,633 during the 2008-2009 regular season
(not including suite seats). Typically, the development of new
arenas can have a significant impact on attendance and ticket
price due to the enhanced seating options and configurations.
Exhibit 7.1 presents the change in average per game attendance
levels for NBA franchises that have recently moved into new
facilities.

Exhibit 7.1
Paid Attendance Impact of New NBA Arenas

Average Attendance®

Year New Old Year One Final Year  Year One
Franchise Arena Opened Facility®  Facility®  Change _ Attendance  Attendance  Change
Los Angeles Clippers  Staples Center 1999 13,557 6,162 120% 9,940 5,868 69%
Denver Nuggets Pepsi Center 1999 11,838 8,889 33% 12,152 8,431 44%
Portland Trail Blazers  Rose Garden 1995 14,859 12,148 22% 17,870 12,636 41%
Philadelphia 76ers Wachovia Center 1996 14,491 9,659 50% 11,718 9,014 30%
Dallas Mavericks American Airlines Center 2001 16,612 11,115 49% 15,488 12,715 22%
Phoenix Suns US Airways Center 1992 15,134 13,562 12% 16,492 13,621 21%
Boston Celtics TD Banknorth Garden 1995 14,435 14,251 1% 16,720 13,945 20%
Indiana Pacers Conseco Fieldhouse 1999 14,043 14,447 -3% 17,745 14,864 19%
Cleveland Cavaliers Quicken Loans Arena 1994 13,225 14,985 -12% 17,631 15,828 11%
Seattle SuperSonics Key Arena 1995 12,765 13,417 -5% 15,277 13,812 11%
Chicago Bulls United Center 1994 17,458 17,102 2% 18,208 17,002 7%
Washington Wizards  Verizon Center 1997 13,217 14,412 -8% 14,751 13,918 6%
Miami Heat American Airlines Arena 1999 13,209 13,160 0% 13,993 13,360 5%
Toronto Raptors Air Canada Centre 1999 15,806 12,419 27% 14,181 13,671 4%
Los Angeles Lakers Staples Center 1999 15,990 14,853 8% 15,127 15,361 -2%
San Antonio Spurs”  AT&T Center 2002 15,644 16,671 6% 14,595 16,350 -11%
Atlanta Hawks Philips Arena 1999 9,787 12,485 -22% 10,374 10,374 0%
Houston Rockets Toyota Center 2003 13,709 11,921 15% 13,305 12,809 4%
Memphis Grizzlies FedEx Forum 2004 10,799 12,708 -15% 13,774 12,686 9%
Charlotte Bobcats Time Warner Cable Arena 2005 10,621 12,700 -16% 9,930 12,632 -21%
Average 13,860 12,853 13% 14,464 12,945 14%

Source: League reports.

®Does not include suite seats

(Z)Average attendance since opening of new facility

‘S’Average attendance for three years prior to new facility

“”Seating capacity at AT&T Center is more than 2,000 seats smaller than the Spurs prior home
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As shown, average per game attendance increased approximately 14 percent for NBA
franchises in the first year after entering new buildings. In Addition, most NBA teams
experience a significant increase in ticket prices as they move into new facilities. Exhibit
7.2 presents the change in ticket prices for NBA franchises moving into new arenas since
1999.

Exhibit 7.2
NBA Ticket Price Impact of New Arenas

Average Ticket Price

Year New Old
Franchise Arena Opened Facility® Facility® Change
Atlanta Hawks Philips Arena 1999 $41.65 $25.76 62%
Denver Nuggets Pepsi Center 1999 41.11 28.85 42%
Los Angeles Lakers Staples Center 1999 69.35 52.56 32%
San Antonio Spurs AT&T Center 2002 46.56 36.28 28%
Miami Heat American Airlines Arena 1999 47.41 40.47 17%
Dallas Mavericks American Airlines Center 2001 48.68 43.12 13%
Houston Rockets Toyota Center 2003 62.29 56.33 11%
Mempbhis Grizzlies FedEx Forum 2004 47.44 43.74 8%
Charlotte Bobcats Time Warner Cable Arena 2005 62.74 44.96 40%
Toronto Raptors Air Canada Centre 1999 38.20 35.10 9%
Indiana Pacers Conseco Fieldhouse 1999 44.92 44.78 0%
Los Angeles Clippers  Staples Center 1999 35.09 39.87 -12%
Average $48.79 $40.99 21%

Source: League reports.
@ Average ticket price for the year opened
@ Average ticket price for the year prior to opening the new facility

As shown, the average ticket price at NBA arenas opened since 1999 has increased
approximately 21 percent in the first year in the new arena over the prior year’s price.
The Nets average ticket price was approximately $53.22 per game during the 2008-2009
season, and it could be expected that the team could experience a ticket price increase
moving into a new building due to the planned unique seating configuration, landmark
facility design and the depth of the New York City marketplace.

The possibility of playoff games could have a significant impact on the team and arena
revenues as additional ticket sales, concession, merchandise and sponsorship revenue
would be generated. Exhibit 7.3 presents the number of Nets’ home playoff games over
the past 17 years.

Exhibit 7.3
Nets' Home Playoff Appearances

12+ 11

Average: 2.6 games/year

1993 1994 1995 1996 1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009
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The New Jersey Nets made it to the playoffs in six consecutive seasons starting in the
2001-2002 season. Prior to this, they last made the playoffs after the 1997-1998 regular
season and were swept in the first round, playing only one home game. The Nets have
qualified for the playoffs nine times over the past 17 seasons, hosting an average of 2.6
home playoff games per season over that period. However, for purposes of the financial
analysis and to be conservative, no playoff games have been assumed in the event mix.

Based on the analysis undertaken as a part of this study, the new arena is conservatively
assumed to host 41 Nets regular season home games and three preseason home games
resulting in a total attendance of 625,700 as illustrated in Exhibit 7.4.

Exhibit 7.4
Estimated Events and Attendance

Paid
Games Attendance
Regular Season 41 14,500
Preseason 3 10,400
Total 44 625,700

7.1.2 Market-Driven Events

Market-driven events are defined as those events which are affected by local market
forces and characteristics and represent events that “tour” the country. The number of
market-driven events in a given community is typically a function of the size of the
marketplace and the number of available facilities to host these events. It should be noted
even though some of the events described herein may not currently travel to the New
York market, there is a possibility the events may consider visiting the market in the
future due to the development of the Barclays Center.

In order to estimate the number and types of events which may potentially be held at
Barclays Center, interviews were held with several national and local event promoters.
These conversations provided an understanding of the Brooklyn market’s potential to
attract various types of events. The following is a summary of general promoter
feedback regarding the New York event market and the potential utilization of the
Barclays Center. Specific feedback related to particular event types is covered in the
corresponding sections that follow.

e Promoters felt that the proposed site of the Barclays Center would position it very
well, geographically given its relative proximity to all three of the Brooklyn,
Queens and Manhattan markets. It is also perceived as an ideal location because
of its large regional population base and proximity to a mass transportation hub.
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e There were indications that there would be little crossover between the Brooklyn
and Uniondale (Nassau Coliseum) markets, therefore, a majority of the
competition for arena event booking would come primarily from Madison Square
Garden, the 1ZOD Center and the Prudential Center .

e Many promoters felt that the Barclays Center would allow them to bring in
incremental events into the greater New York market.

e With the exceptions of the Prudential Center, existing arena facilities suitable for
larger events in the New York market are seen as aging, and their physical
characteristics, including lack of sufficient floor space, seating configuration
flexibility and technological amenities, limit both the quality and quantity of
events that can be held in the market.

e Another high-profile arena in the market could allow event organizers to spread
out marketing dollars more efficiently across increased venues and performances.

Concerts

According to Pollstar, the concert industry’s
leading publication, major ticket sales in North
America hit record levels for the eleventh year
in a row in 2008. Pollstar estimates the industry
generated $3.9 billion in 2007 as compared to
$3.6 billion the previous year. The approximate
eight percent increase in gross sales revenue is
attributable to both rising ticket prices and
increasing ticket sales. Ticket prices continued
their upward trend with the top 100 tours
averaging $67.70 per ticket, a relatively small increase compared to the average annual
ticket price increase over the past ten years. The average concert ticket price has almost
doubled over the past ten years as illustrated in Exhibit 7.5 on the following page.
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Exhibit 7.5
Average Ticket Price
Top 100 Concert Tours (1997 to 2008)

Average
Ticket
Price
$70.00 $67-70
Average
$65.00 | $61.58 $62.07 Ticket  Percent

Price  Change

$60.00

$55.00 1997 $29.81 -
1998 $32.20 8.0%
1999 $36.84 14.4%
2000 $40.74 10.6%
2001 $43.86 7.7%
2002 $46.56 6.2%
2003 $50.35 8.1%
2004 $52.39 4.1%
2005 $56.88 8.6%
2006 $61.58 8.3%
2007 $62.07 0.8%
2008 $67.70 9.1%
11-Year CAGR 8.5%

$50.00

$45.00

$40.00

$35.00

$30.00

$25.00 -

$20.00 -

1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008

CAGR = Compounded Annual Growth Rate.
Source: Pollstar.

The concert industry has undergone significant changes over the past several years,
which have impacted the operations of live entertainment venues nationwide. A
summary of key trends that have emerged from the concert industry include:

e The single most significant trend within the past few years has been the consolidation
within the live entertainment industry. These consolidations have occurred across
various local, regional and national promotional companies, radio stations and live
entertainment venues.

e Talent costs have increased substantially in recent years, resulting in an upward trend
in ticket prices.

e Overall, total ticket revenue continues to set new records, but industry insiders have
expressed concerns over the escalation in concert ticket prices over the past several
years. Insiders believe that many fans are being priced out of the market as evidenced
by fewer sellouts and lower attendance per event overall.

e Margins generated to promoters and concert venues have decreased significantly over
the past several years.

e Venue operators have increasingly relied on revenue from rent, facility fees, ticket
sales rebates, concessions, merchandise, parking and advertising/sponsorships to
generate incremental operating profits.

Increasingly, top grossing recording artists are seeking to perform multiple dates in large
markets with larger concert facilities rather than touring and performing in multiple
smaller markets. As such, concert promoters consider the population of a market as a key
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criterion in determining sites to route their acts. With more than 18 million people in its
CBSA, New York is the most populous marketplace in the nation and is therefore able to
attract a higher number of touring acts overall.

Existing competitive facilities in the New York marketplace host numerous concert and
musical entertainment events each year. Arenas and amphitheaters are typically the
primary venues for concert events. Additionally, Broadway theater productions,
including plays, operas and other similar shows attract significant numbers of spectators.

The greatest opportunity to attract concerts to the Barclays Center will likely be derived
from the ‘large market’ concert category. Large market concert acts generally draw
5,000 or more spectators to a single performance. Given capacity constraints at the
Barclays Center, the facility will be unable to accommodate acts that typically attract
upwards of 20,000 per performance. However, approximately 72 percent of touring acts
in 2007 generated attendance levels between 5,000 and 19,999 spectators and 17 percent
generated attendance below 5,000 spectators.

Exhibit 7.6 presents the historical concert activity at the four major competitive venues in
the New York market over the past twenty years including Madison Square Garden, the
1ZOD Center, Nassau Coliseum and the Prudential Center.

Exhibit 7.6
New York Venue Concert Activity

| || |I|-|-n'|.| |||
PPLEEER R LR R

1988 1989 1990 1991 1992 1993 1994 1995 1996 1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008

‘ @ Madison Square Garden O1Z0D Center @ Nassau Coliseum O Prudential Center ‘

Source: Pollstar
Note: Prudential Center opened in October 2007.

As reported to Pollstar, total concert activity in the market over the past three years has
increased by approximately 25 to 30 percent from levels attained in the late 1990’s and
early 2000s. It is important to note the Prudential Center opened in late 2007 and is
expected to host approximately 20 to 25 concerts per year according to facility
representatives. The opening of Prudential Center increased the number of concerts in
New York City instead of dispersing the level of concert activity across four venues
instead of three.
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Exhibit 7.7 presents the average ticket price and attendance of concert events at Madison
Square Garden, the 1ZOD Center, Nassau Coliseum and the Prudential Center over the
past three years.

Exhibit 7.7
New York Area Arenas
Weighted Average Concert Ticket Price and Attendance (2005-2008)

Facility Ticket Price Attendance
Madison Square Garden $95.48 14,499
I1ZOD Center 69.82 12,705
Nassau Coliseum 67.84 10,596
Prudential Center 97.10 12,508
Average $82.56 12,577
Weighted Average $83.58 13,346

Source: Pollstar
Note: Prudential Center opened in October 2007.

As illustrated, the weighted average ticket price over the most recent four years for arena
concerts in the New York area was $83.58. This is approximately 24 percent higher than
the average ticket price of $67.70 for the top 100 touring acts of 2008. The weighted
average attendance for concerts at New York arena venues over the past four years was

13,346.

In order to further estimate the number of concerts that could potentially be held at the
Barclays Center, interviews were held with national and local concert promoters in April
of 2009. The following is a summary of concert promoter feedback regarding the
potential utilization of the Barclays Center.

Promoters contacted stated the determining factors in regard to whether they
would utilize the new facility lay in the building's "user friendliness,” the fairness
of the rental terms, and the availability of the venue.

Promoters stated one of their main concerns in the New York market centered on
the availability of a venue. Since most acts perform in conjunction with a tour,
they need to perform in a city during a certain time frame that best fits their cycle.
Another venue in the market, depending on its booking availability, would
alleviate this and allow additional concerts to be hosted in the New York area.

Most promoters said they look forward to having another alternative in the New
York marketplace since availability constraints at facilities such as Madison
Square Garden often limit their ability to bring shows to the Manhattan area.
Some stated this was especially the case during the winter months when both the
Knicks’ and the Rangers’ schedules run concurrently.
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Many promoters viewed the proximity and ease of access of the Barclays Center
from downtown New York as a distinct benefit of the facility when compared to
arenas less accessible from the Manhattan area.

Given the travel time from Manhattan, the facility was viewed as having the
potential to compete with Madison Square Garden for certain events.

Some promoters felt the Brooklyn and Queens concert fan bases are currently
underserved and there is room in this large market to host additional concerts.
Promoters felt that current New York area arenas only partially meet demand
from these two highly populated boroughs due to the fact that many are reluctant
to travel to Manhattan, Newark or East Rutherford for concerts.

Given the majority of major arenas in the New York marketplace are somewhat
dated, almost all promoters were enthusiastic about the possibility of a new arena
in the market. Promoters cited the modern docking and rigging facilities and the
operational efficiencies a new facility will allow as reasons the facility will be
preferred over other local arenas for certain events.

Major determining factors on where to promote concerts included the rental
terms, ease of concert facilitation and amenities offered at the competing
facilities.

When specifically asked if they would use the Barclays Center, most promoters
answered they would be more than willing to bring shows there depending on the
‘deal’ they received and the ‘newness’ of the facility would be an attraction to
performers.

Based on interviews with concert promoters and concert industry trends, Exhibit 7.8
illustrates key assumptions that have been made with respect to projected concert levels
in the New York marketplace and estimates for the Barclays Center.

Exhibit 7.8
New York Area Arenas
Average Annual and Projected Concert Events

Average
Concerts Current Projected Projected
per Year @ Market Concerts Market

Facility (2005-2008) Share (2011) Share
Madison Square Garden 62 48% 54 38%
1ZOD Center 23 18% 15 10%
Nassau Coliseum 18 14% 11 8%
Prudential Center 25 @ 20% 20 14%
Barclays Center n/a n/a 43 30%
Total 128 100% 143 100%
Incremental Increase in Total Concerts 15 12%

(1) Average annual concert data is based on events reported to Pollstar.
(2) Reflects average number of events as reported by facility management.
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As illustrated on the previous page, it is assumed the total number of concerts supported
by the market will increase by approximately twelve percent once the Barclays Center
opens in 2011. In addition, it has been assumed, based on promoter feedback, a
reasonable amount of concert acts will opt to play at the Barclays Center in lieu of
holding events at some of the more dated and less broadly accessible area venues.
Initially, there will only be one primary tenant at the Barclays Center. In turn, this means
the Barclays Center will have more premium weekend nights available to host concerts
than Madison Square Garden which has two primary sports tenants. As such, it is
assumed that the Barclays Center will be able to attract approximately eight concerts per
year currently being held at the Garden.

Exhibit 7.9 presents the estimated number of concerts and attendance at the proposed
Barclays Center under two scenarios. The first scenario assumes that the 1ZOD Center
remains open and provides direct competition to the proposed arena for market-driven
events. The second scenario assumes that the 1ZOD center ceases operations, eliminating
it as a source of competition for event booking.

Exhibit 7.9
Estimated Demand - Concerts

1ZOD Center Remains Open

Number of Events Attendance Ticket Price
Event Type Moderate Aggressive Moderate Aggressive Moderate Aggressive
Concerts 40 45 12,000 14,500 $75 $85
Total 40 45 12,000 14,500 $36,000,000 $55,462,500

1ZOD Center Ceases Operations

Number of Events Attendance Ticket Price
Event Type Moderate Aggressive Moderate Aggressive Moderate Aggressive
Concerts 45 50 12,000 14,500 $75 $85
Total 45 50 12,000 14,500 $40,500,000 $61,625,000

As shown, the Barclays Center is estimated to host 40 to 45 concert performances
annually. Average attendance is estimated to be between 12,000 and 14,500, resulting in
total concert attendance of 480,000 to 652,500. It has been assumed there will be a
significant level of displacement of event activity. Specifically, even if the 1ZOD Center
remains open, a number of the concerts currently held there may instead be hosted at the
Barclays Center. If the 1ZOD Center ceases operations the Barclays Center will
theoretically face decreased competition for market-driven events would benefit by
displacing the 1ZOD Center as the host of a number of these performances. In this
scenario, it is estimated the Barclays Center could potentially host 45 to 50 events with
average attendance ranging from 12,000 to 14,500, resulting in total attendance levels of
540,000 to 725,000.
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Family Shows

Family shows are events which cater to
all ages. Numerous family shows have
recently been held at facilities across the
New York market and surrounding
areas. Family shows that have played in
the New York market include Disney on
1 lIce, Disney High School Musical,
' Dancing with the Stars, the Wiggles,
Sesame Street Live, Cirque de Soleil,
Ringling Bros. and Barnum and Bailey
Circus and the Harlem Globetrotters.
Currently, the New York market is a multi-annual tour stop for most of the major family
touring productions. For instance, the Circus typically plays the New York market twice
per year, performing nearly week-long productions at each of the major arena venues in
the market. In addition, several ice shows and family productions tour the New York
area facilities one to two times per year, making stops ranging from three to four days
and holding up to ten performances per stay.

In order to estimate the number of family shows which could potentially be held at the
Barclays Center, interviews were held with national family show promoters. The
following is a summary of family show promoter feedback regarding the potential
utilization of the Barclays Center.

e Promoters involved with Disney on Ice and Ringling Brothers and Barnum and
Bailey Circus indicated that the Barclays Center would be well-suited for their
productions. They indicated that the new Arena would allow them to bring
additional events into the New York market, citing unmet demand in the New
York market.

e Promoters stated the proposed location of the facility, in close proximity to a large
“family base” in Brooklyn and Queens, will allow for a significant incremental
increase in the number of successful family shows that can be brought to the New
York market.

e As with concert promoters, family show promoters indicated that the location of
the Barclays Center will be much more convenient for residents of Brooklyn,
Queens and perhaps even Staten Island to attend events by allowing them to avoid
travel into Manhattan.

e One of the largest family show promoters in the nation stated their company alone
anticipates hosting 50 to 60 family shows annually at the Barclays Center, based
upon the arena’s location, accessibility to a major transportation hub and
proximity to large family markets.
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e Promoters cited a lack of booking availability and flexibility at Madison Square
Garden as reasons they would view the Barclays Center as an attractive
alternative allowing them to tap into both the Brooklyn and Manhattan markets.
Due to the high number of tenant events at Madison Square Garden, the facility is
often unable accommodate the number of shows that promoters are willing to
book and the scheduling of non-tenant events on weekends is difficult.

e Several ice shows do not currently play in any facilities within the five boroughs
and since the Barclays Center incorporates a full-sized ice sheet, it can potentially
host multiple events.

e When introduced with the possibility of the 1ZOD Center closing, event
organizers indicated Barclays Center could be used to replace 1ZOD’s currently
held tour dates.

Exhibit 7.10 presents the estimated number of family shows that could be held at the
Barclays Center under two scenarios with respect to the potential future operations of
the 1ZOD Center.

Exhibit 7.10
Estimated Demand - Family Shows

1ZOD Center Remains Open

Number of Events Attendance Ticket Price
Event Type Moderate Aggressive Moderate Aggressive Moderate Aggressive
Family Shows 55 70 5,000 7,000 $30 $40
Total 55 70 5,000 7,000 $8,250,000 $19,600,000

1ZOD Center Ceases Operations

Number of Events Attendance Ticket Price
Event Type Moderate Aggressive Moderate Aggressive Moderate Aggressive
Family Shows 65 75 5,000 7,000 $30 $40
Total 65 75 5,000 7,000 $9,750,000 $21,000,000

As shown, assuming the 1ZOD Center remains open, and based on interviews with family
show promoters, it is estimated the Barclays Center could potentially host 55 to 70 family
show events per year. If the IZOD Center closes, it estimated the Barclay Center could
potentially host 65 to 75 family show performances annually. Average attendance in
both scenarios ranges from 5,000 to 7,000. The resulting total attendance for family
show events is estimated at 275,000 to 490,000 if 1ZOD Center remains open and
325,000 to 525,000 assuming 1ZOD ceases operations. For purposes of this analysis, it
has been assumed the Barclays Center would host a variety of family shows, including
circus performances, children’s productions and ice shows.
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7.1.3 Other Potential Tenant Sporting Events

NHL

The New York Islanders could potentially become a
tenant of the proposed arena as well, moving from
their current home of Nassau Veterans Memorial
Coliseum. Consistent with the NBA, NHL
franchises play 41 regular season and two to three
pre-season home games annually. The Islanders
have averaged 10,774 fans per game over the last
three seasons. Exhibit 7.11 presents the new arena
impact on average attendance for NHL franchises

having recently moved into new facilities.

Exhibit 7.11

NHL Attendance Impact of New Arenas

Average Attendance

Year New old First Final
Franchise Facility Opened Facility® Facility® Change Year Year Change
Florida Panthers Office Depot Center 1998 13,109 13,812 -5.1% 17,980 13,734 30.9%
Dallas Stars American Airlines Center 2001 16,489 16,600 -0.7% 18,273 16,605 10.0%
Toronto Maple Leafs  Air Canada Centre 1999 18,729 15,716 19.2% 18,526 15,901 16.5%
Colorado Avalanche Pepsi Center 1999 16,539 14,959 10.6% 17,222 14,931 15.3%
Los Angeles Kings Staples Center 1999 14,808 10,933 35.5% 14,090 10,530 33.8%
Carolina Hurricanes RBC Center 1999 12,864 5,527 132.7% 9,838 6,273 56.8%
New Jersey Devils Prudential Center 2007 10,945 11,677 -6.3% 10,945 11,250 -2.7%
Phoenix Coyotes Jobing.com Arena 2003 11,378 10,536 8.0% 10,435 9,594 8.8%
Average 14,358 12,470 24.2% 14,664 12,352 21.2%

@ Average attendance since opening of new facility

@ Average attendance for two years prior to new facility
Source: League reports

As shown, the eight NHL franchises that have moved into new facilities over the last ten
years have experienced first-year, average per game attendance increase of approximately
21 percent. Exhibit 7.12 presents the first-year impact moving into a new arena has on

ticket prices for NHL franchises.

Exhibit 7.12

NHL Ticket Price Impact of New Arenas

Average Ticket Price

New Old
Franchise Facility Facility® Facility® Change
Florida Panthers Office Depot Center $41.89 $35.88 16.8%
Dallas Stars American Airlines Center 70.93 56.50 25.5%
Toronto Maple Leafs  Air Canada Centre 47.73 41.93 13.8%
Colorado Avalanche Pepsi Center 58.10 48.21 20.5%
Los Angeles Kings Staples Center 37.05 43.55 -14.9%
Carolina Hurricanes RBC Center 40.75 30.34 34.3%
New Jersey Devils Prudential Center 72.23 50.19 43.9%
Phoenix Coyotes Jobing.com Arena 47.46 44.24 7.3%
Average $52.02 $43.86 18.4%

“’Average ticket price for the year opened

@ Average ticket price for the year prior to opening the new facility
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As shown, the average ticket price for NHL franchises moving into new arenas
experienced an approximate eighteen percent increase over the prior year’s price.

Current design plans would see the Barclays Center constructed as a facility that is to be
used primarily for basketball. If built as planned, the arena would need to be retrofitted
to accommodate the ice-making abilities the NHL requires for its franchises. For
purposes of this analysis, it has not been assumed that the New York Islanders would
relocate to the Barclays Center.

Minor League Hockey

The New York metropolitan area is a strong hockey
market and is home to the New York Rangers, New
York Islanders and New Jersey Devils of the
National Hockey League. Given the interest in
hockey in the local and regional area, a minor
league hockey team could potentially be successful
in the Barclays Center. There are five minor
hockey leagues and one Tier | junior league based
in the U.S., consisting of varying degrees of skill
and geographic locations, including:

e AHL;
e Central Hockey League (“CHL");
e ECHL;

e United Hockey League (“UHL”);
e United States Hockey League (“USHL”); and,
e WHL.

As with any potential minor league tenant, the ability to attract a minor league team will
be dependent on many factors including, but not limited to providing an appropriate
facility, identifying a local and/or existing ownership, providing favorable lease terms to
the franchise and meeting certain season ticket and/or sponsorship sales thresholds,
among other factors. Exhibit 7.13, on the following page, provides a summary of
facilities and attendance for minor league hockey markets with a CBSA population of 1.5
million or above.
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Exhibit 7.13

Summary of Minor League Hockey Attendance in Major Markets @

Hockey Average
Team City League Population | Arena Capacity | Attendance (2)
Chicago Wolves Rosemont, IL AHL 9,584,686 Allstate Arena 18,000 7,093
Texas Brahmas N. Richland Hills, TX CHL 6,164,066 NYTEX Sports Centre 2,300 2,064
Philadelphia Phantoms Philadelphia, PA AHL 5,855,076 Wachovia Spectrum 17,380 6,179
Houston Aeros Houston, TX AHL 5,665,312 Toyota Center 18,500 5,795
Gwinnett Gladiators Duluth, GA ECHL 5,357,017 Arena at Gwinnett Center 11,355 5,559
Lowell Devils Lowell, MA AHL 4,458,397 Paul Tsongas Arena 7,800 2,253
Worchster Sharks Worchester, MA AHL 4,458,397 DCU Center 14,000 3,808
Everett Silvertips Everett, WA WHL 3,270,362 Comcast Arena 8,200 6,100
Seattle Thunderbirds Seattle, WA WHL 3,270,362 Kent Event Center 6,125 4,137
Portland Winterhawks Portland, OR WHL 2,182,734 Memorial Coliseum Arena 12,888 3,648
San Antonio Rampage San Antonio, TX AHL 1,985,591 SBC Center 18,500 5,088
Las Vegas Wranglers Las Vegas, NV ECHL 1,875,245 Orleans Arena 7,000 4,621
Norfolk Admirals Norfolk, VA AHL 1,664,349 Scope Arena 10,500 4,109
Milwaukee Admirals Milwaukee, WI AHL 1,512,283 Bradley Center 18,633 5,831
[Average 4,093,134 12,227 4,735

Sources: Claritas; Official AHL, CHL and ECHL websites
(1) Markets with a population of 1.5 million and above
(2) Represents average per-game for the 2008-2009 season.

As illustrated, the average minor league hockey attendance in all markets with a CBSA
population of 1.5 million was just under 5,000 fans per game in 2008-2009. Due to the
popularity of hockey in the region and the lack of a franchise in the New York
metropolitan area, a minor league hockey tenant may prove to be viable tenant at the
Barclays Center. However, since no formal plans are currently under way to attract a
franchise to the Barclays Center, it has been assumed that the Barclays Center will not
host a minor hockey league tenant in the immediate future and minor league hockey
events have been excluded in the projected event demand. If the Barclays Center were to
host a minor league hockey team in the future, these additional events would be
incremental to the demand estimates presented herein.

Indoor Football

The landscape for indoor football in the United States was altered when the sport’s two
most significant leagues ceased operations in late 2009. During the 2008 season, the
Arena Football League (“AFL”) had 17 franchises playing home games in major markets
across the United States. The AFL’s developmental league, af2, was formed in 2000 as a
means of warding off competition from smaller leagues with af2 teams generally playing
in smaller cities and venues than AFL teams. Although the AFL was the largest and most
prominent indoor football league in North America, both the AFL and af2 discontinued
operations in 2009. In September 2009, the Arena Football 1 league was formed by
multiple former AFL and af2 teams with the intention of filling the void left by the two
disbanded leagues.

There are currently four established professional indoor football leagues operating in the
U.S. including:

e American Indoor Football Association (“AIFA”);

e Indoor Football League (“IFL”);
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e American Professional Football League (“APFL”); and,
e Continental Indoor Football League (“CIFL”).

The four indoor football leagues currently operating were all formed between 2003 and
2006 and have achieved varying levels of success and stability. However, these leagues
typically operate in smaller regional markets not comparable to the New York
marketplace.

Although the AFL and af2 are no longer in operation, a brief analysis was conducted on
both former leagues. The analysis was performed as a means of assessing potential
future market demand if a new indoor football league or leagues are formed in major
United States markets in the future.

Arena Football League

The AFL was founded in 1987. AFL teams
played in large arenas in major U.S. cities and
featured such high-profile owners as NFL
owners, ex-NFL players, NHL and NBA
owners, music stars and media moguls. The
| AFL was the second longest running
' professional football league in the U.S., behind
only the NFL.

In 2008, the League was comprised of seventeen franchises located across the country.
The 119-game, 15-week regular season spanned from January through June. The League
had experienced attendance increases in each year of its existence but following the 2008
season the League experienced financial hardship and was forced to cancel the 2009
season with plans to resume play in 2010. However, in September 2009, the league
officially disbanded and ceased operations. Exhibit 7.14, on the following page, presents
the 2008 AFL franchises, each team’s home venue and the 2007 season attendance
figures achieved at each venue.
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Exhibit 7.14
AFL Franchises and Facilities

2007

Year Reported
Franchise Facility Opened Capacity Attendance
New Orleans VooDoo New Orleans Arena 1999 16,500 16,645
Philadelphia Soul Wachovia Center 1996 17,500 15,841
Tampa Bay Storm St. Pete Times Forum 1996 19,500 15,788
Chicago Rush Allstate Arena 1980 16,000 15,609
Colorado Crush Pepsi Center 1999 17,400 15,049
Utah Blaze EnergySolutions Arena 1991 14,000 14,289
Columbus Destroyers Nationwide Arena 2000 17,200 14,044
Orlando Predators Amway Arena 1989 16,000 13,626
San Jose SabreCats HP Pavilion at San Jose 1993 17,100 13,278
Los Angeles Avengers Staples Center 1999 18,100 13,244
Dallas Desperados American Airlines Center 2001 18,500 13,004
Kansas City Brigade Sprint Center 2007 17,300 11,894
Georgia Force The Arena at Gwinnett Center 2003 11,000 11,369
Arizona Rattlers US Airways Center 1992 16,200 10,077
New York Dragons Nassau Coliseum 1972 16,200 9,439
Grand Rapids Rampage Van Andel Arena 1996 10,800 6,549
Cleveland Gladiators Quicken Loans Arena 1994 18,000 5,383
Average 1995 16,312 12,655

Source: 2008 Revenue From Sports Venues

As shown, a majority of the seventeen AFL franchises played in relatively large venues
ranging in size from the 10,800-seat Van Andel Arena to the 18,500-seat American
Airlines Center Forum. It is important to note that eight of these seventeen teams played
in arenas with current NBA tenants and four additional franchises played in NHL-only
arenas. The average per game attendance in 2007 ranged from a low of 5,383 for the
Cleveland Gladiators to a high of 16,645 for the New Orleans VooDoo. The average per
game league attendance represented approximately 71 percent of average venue capacity.

The AFL had a history in the New York market when the New Jersey Red Dogs played
home games at the 1ZOD Center from 1997 through the 2000 season. Following the
2000 season, the franchise changed ownership groups and was renamed the New Jersey
Gladiators and continued playing at the 1ZOD Center for the 2001 and 2002 season
before relocating to Las Vegas prior to the 2003 season. The lowa Barnstormers were
relocated to Long Island by the New Jersey Devils ownership prior to the 2002 season.
They changed the name to the New York Dragons and played their home games at
Nassau Coliseum until the league folded. The Dragons average attendance was 9,439 per
game in 2007. The Dragons were owned by Charles Wang until July of 2008 when an
investment group lead by Steve Silva purchased the team.

As the AFL has disbanded and the future of potential replacement indoor football leagues
IS uncertain, it has been assumed the Barclays Center would not initially host an indoor
football franchise in the immediate future and this has been excluded from projected
event demand. If the Barclays Center were to host an indoor football team in the future,
these additional events would be incremental to the demand estimates presented herein.
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Arena Football 2

The af2 played its first season in 2000 with a total of fifteen teams, and in 2009 the

league fielded 25 teams. Each af2 franchise played a sixteen game schedule spanning

from late March through late July, culminating in the ArenaCup championship game in

late August. Exhibit 7.15 below summarizes the 2008 af2 teams, arenas and attendance.
Exhibit 7.15

af2 Arenas and Attendance

Average
Team Arena City Capacity | Attendance
Spokane Shock Spokane Arena Spokane, WA 11,000 10,569
Oklahoma City Yard Dawgz Ford Center Oklahoma City, OK 19,675 7,611
Green Bay Blizzard Resch Center Green Bay, WI 11,000 5,790
Manchester Wolves Verizon Wireless Arena Manchester, NH 10,019 5,713
Wilkes-Barre/Scranton Pioneers Wachovia Arena Wilkes-Barre, PA 8,300 5,401
Arkansas Twisters Alltel Arena North Little Rock, AR 18,000 5,329
Stockton Lightning Stockton Events Center Stockton, CA 10,000 5,290
Florida Firecats Germain Arena Estero, FL 7,000 5,270
South Georgia Wildcats Albany Civic Center Albany, GA 10,240 5,150
Tulsa Talons Tulsa Convention Center Tulsa, OK 7,000 5,028
Boise Burn Qwest Arena Boise, ID 5,006 4,925
Rio Grande Valley Dorados Dodge Arena Hidalgo, TX 6,800 4,687
Albany Firebirds Times Union Center Albany, NY 15,000 4,587
Tri-Cities Fever Toyota Center Kennewick, WA 5,861 4,520
Tennessee Valley Vipers Von Braun Center Huntsville, AL 6,700 4,405
Bossier-Shreveport Battle Wings CenturyTel Center Bossier City, LA 12,500 4,175
Mahoning Valley Thunder Chevrolet Centre Youngstown, OH 5,700 4,110
Quad City Steamwheelers iWireless Center Moline, IL 10,500 3,949
Corpus Christi Sharks American Bank Center Corpus Christi, TX 6,000 3,505
Amarillo Dusters Amarillo Civic Center Amarillo, TX 4,900 3,039
Central Valley Coyotes Selland Arena Fresno, CA 10,200 2,519
Kentucky Horseman Rupp Arena Lexington, KY 23,500 new to af2
Milwaukee Iron Bradley Center Milwaukee, WI 19,000 new to af2
lowa Barnstormers Wells Fargo Arena Des Moines, IA 17,000 new to af2
Peoria Pirates Peoria Civic Center Arena Peoria, IL 10,400 new to af2
Average 10,852 5,027

Source: 2008 Revenues from Sports Venues

As shown, the average af2 arena had a capacity of approximately 10,900, with a high of
23,500 in Lexington, KY, and a low of 4,900 in Amarillo, TX. Average attendance was
approximately 5,000 people per game in a recent year, with a high of 10,600 in Spokane,
WA, and a low of 2,500 in Fresno, CA.

As mentioned previously, af2 ceased operations in 2009 and the future of a potential
league that might replace af2 is currently uncertain. Therefore, it has been assumed the
Barclays Center would not likely host an indoor football franchise in the immediate
future and these events have been excluded from projected event demand. If the Barclays
Center were to host an indoor football team in the future, these additional events would
be incremental to the demand estimates presented herein.
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Indoor Lacrosse

Currently, the NLL is the only major professional indoor
lacrosse league operating in the U.S. The NLL began
operations in 1986 as the Major Indoor Lacrosse League. In
2008-2009, the NLL fields 12 teams, including nine in the U.S.
and three in Canada. NLL teams primarily play in large
markets in NHL arenas, as the game is played on artificial turf
placed on top of a hockey ice.

NLL teams play a sixteen game regular season schedule (eight home games) that spans
from January through April, culminating in the Champions’ Cup in early May. Exhibit
7.16 provides an overview of the NLL’s teams, arenas and attendance.

Exhibit 7.16
NLL Teams and Arenas

Average
Team Arena City Capacity | Attendance
Buffalo Bandits HSBC Arena Buffalo, NY 18,690 17,989
Colorado Mammoth Pepsi Center Denver, CO 18,007 16,480
Toronto Rock Air Canada Centre Toronto, ON 18,819 13,731
Minnesota Swarm Xcel Energy Center St. Paul, MN 18,064 12,112
Calgary Roughnecks Pengrowth Saddledome Calgary, AB 19,289 10,400
Philadelphia Wings Wachovia Center Philadelphia, PA 19,519 10,339
Edmonton Rush Rexall Place Edmonton, AB 16,839 8,326
Rochester Knighthawks Blue Cross Arena Rochester, NY 11,215 7,370
Portland Lumberjax Rose Garden Arena Portland, OR 18,280 7,244
Boston Blazers TD BankNorth Garden Boston, MA 17,565 6,409
New York Titans Madison Square Garden New York, NY 18,200 4,474
San Jose Stealth HP Pavilion San Jose, CA 17,496 4,129
Average 17,665 9,917

Source: CSL International research, 2009.

Average league attendance is 9,900 per game, versus an average total capacity of
approximately 17,700. Attendance averages range from approximately 4,100 at San Jose
Pavilion to approximately 18,000 at HSBC Center. Venue capacity ranges from 11,200
in Rochester to 19,500 in Philadelphia.

As there is currently a NLL franchise playing at Madison Square Garden, it has been
assumed that the Barclays Center would not initially host a NLL franchise but may be an
attractive alternative in the future given the large population base of the market. As such,
lacrosse events have been excluded from the projected event demand. If the Barclays
Center were to host a lacrosse team in the future, these additional events would be
incremental to the demand estimates presented herein.
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Non-Tenant Sporting Events

In addition to the tenant sports discussed previously, the Barclays Center could host a
number of touring, non-tenant sports events such as wrestling, rodeos, monster truck
shows, motocross races, extreme sports, figure skating, and tennis. While events such as
wrestling and exhibitions are generally one-time performances, other events such as
rodeos and motocross events have the potential to play several consecutive performances
at each tour stop. The facility would also have the potential to host local and regional
high school and college athletics events including NCAA basketball tournaments.

Exhibit 7.17 presents the estimated number and attendance of other sporting events at the
Barclays Center. As shown, it is estimated the Barclays Center could potentially host 20
to 25 other sporting events annually if IZOD Center remains open. These events are
estimated to average between 7,000 and 8,000 attendees for a total attendance draw of
140,000 to 200,000. However, if 1ZOD Center closes, it is estimated that the Barclays
Center could potentially host 20 to 30 other sporting events annually. These events are
also estimated to average between 7,000 and 8,000 attendees for a total attendance draw
of 140,000 to 240,000. It has been assumed the Barclays Center will host a variety of
other sporting events including, but not limited to, college basketball, professional
wrestling, motorsports and high school sporting events.

Exhibit 7.17
Estimated Demand - Other Sports

1ZOD Center Remains Open

Number of Events Attendance Ticket Price
Event Type Moderate Aggressive Moderate Aggressive Moderate Aggressive
Other Sports 20 25 7,000 8,000 $25 $35
Total 20 25 7,000 8,000 $3,500,000 $7,000,000

1ZOD Center Ceases Operations

Number of Events Attendance Ticket Price
Event Type Moderate Aggressive Moderate Aggressive Moderate Aggressive
Other Sports 20 30 7,000 8,000 $25 $35
Total 20 30 7,000 8,000 $3,500,000 $8,400,000

Miscellaneous Arena Events

Other market driven events which may potentially be hosted in the Barclays Center
include participatory events, career fairs, speaking engagements, community events and
other such activities. These events could provide significant levels of facility utilization.

Flat Floor Events

The market potential for flat floor shows (conventions, trade shows and public shows) is
derived from a variety of demand segments. Each of these segments have unique
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characteristics in terms of usage patterns, seasonality and utilization. A trade show, may
require a certain amount of hotels nearby to house out-of-town attendees. Public and
consumer shows, conversely, draw primarily from the local area. Examples of these are
art, craft, auto and boat shows. It is assumed the number of flat floor events held at the
Barclays Center will be within the range of event levels experienced at the other facilities
analyzed herein.

7.2 Comparable Buildings

Event levels were compiled for other sports arenas around the U.S. to better understand
the potential event levels which may be hosted by the Barclays Center. Exhibit 7.18
presents the tenants and other events for a number of additional facilities hosting NBA
and/or NHL franchises.

Exhibit 7.18
Comparable Building Event Levels

Tenant Events Other Events Total Total

Family Other Other Tenant Other Total
Facility NBA NHL Other Concerts Shows Sports Events Events Events Events
Staples Center 101 45 26 28 26 13 7 172 74 246
Madison Square Garden 45 45 26 70 28 18 0 116 116 232
Air Canada Centre 47 46 9 53 26 3 0 102 82 184
Rose Garden 45 0 43 42 45 8 0 88 95 183
Toyota Center 48 0 40 50 22 3 18 88 93 181
American Airlines Center 48 46 9 16 54 0 7 103 77 180
Wachovia Center 45 53 23 24 20 10 3 121 57 178
Quicken Loans Arena 45 0 53 25 50 5 0 98 80 178
TD Banknorth Garden 45 45 0 30 36 15 5 90 86 176
Verizon Center 48 46 33 29 4 10 5 127 48 175
United Center 49 55 0 18 70 2 5 104 95 199
1ZOD Center 45 0 9 30 60 0 27 54 117 171]
Ford Center 45 0 44 23 8 33 6 89 70 159
Philips Arena 45 44 18 31 7 9 3 107 50 157|
AT&T Center 53 0 74 15 5 0 0 127 20 147|
Time Warner Cable Arena 45 0 33 11 15 27 12 78 65 143
Pepsi Center 47 45 16 13 3 6 4 108 26 134
Prudential Center 0 44 33 25 16 10 2 7 53 130
Orlando Events Center 45 0 43 20 23 5 25 88 73 161]
Conseco Fieldhouse 45 0 23 13 5 15 3 68 36 104
FedEx Forum 45 0 22 15 5 6 8 67 34 101]
American Airlines Arena 45 0 0 21 18 9 7 45 55 100
Nassau Coliseum 0 44 8 18 8 2 0 52 28 80
Average 45 24 25 27 24 9 6 94 67 161]

Note: Represents the most recently available annual event schedule.

As shown, the average arena analyzed above hosts 92 tenant events and 66 other events
for an average of 161 events per annum. The Nets will be anchor tenants at the Barclays
Center. It is also possible that facility management may potentially attract additional
tenants such as an arena football, lacrosse or collegiate basketball program. The Barclays
Center’s location in such a large and densely populated market situate it favorably to
attract other, market-driven events well within the range of the comparable buildings
analyzed herein.
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Seating Inventory

New York currently is home to four arenas accounting for approximately 72,581 seats.
There are a number of markets around the country that host multiple competitive venues.
As such, in order to gauge the New York market’s ability to support an additional venue,
the arena seating inventory of the 20 largest U.S. markets was analyzed. Exhibit 7.19
summarizes the seating capacities of relevant spectator facilities within each market. For
purposes of this analysis, a spectator facility is defined as an arena or theater with the
capability to host sporting events, concerts, family shows or other related events.

Exhibit 7.19

CBSA Population Per Seat
20 Largest U.S. Markets

Core Based Total 2009 Population
Rank Statistical Area (CBSA) Arenas Capacity Population Per Seat
1 New York 4 72,581 18,870,038 260.0
2 Atlanta 2 29,750 5,494,339 184.7
3 Houston 3 32,539 5,819,069 178.8
4 Chicago 4 59,300 9,602,177 161.9
5 Los Angeles 6 85,267 13,223,432 155.1
6 Tampa 1 19,758 2,708,430 137.1
7 Phoenix 2 33,005 4,351,309 131.8
8 Dallas-Fort Worth 5 48,475 6,348,826 131.0
9 Washington-Baltimore 3 44,200 5,389,073 121.9
10 Philadelphia 4 49,280 5,852,669 118.8
11 Miami 3 46,688 5,526,833 118.4
12 San Diego 2 28,100 3,021,921 107.5
13 Boston 3 43,505 4,495,827 103.3
14 Minneapolis 2 37,070 3,258,197 87.9
15 San Francisco 3 49,310 4,302,272 87.2
16 Detroit 3 51,210 4,451,070 86.9
17 St Louis 3 40,100 2,811,262 70.1
18 Seattle 3 46,695 3,270,362 70.0
19 Cleveland 2 33,610 2,082,449 62.0
20 Denver 4 41,511 2,528,842 60.9
[Average (excluding NY) 3.1 43,125 4,975,703 115.4

Source: 2008 RSV and 2008 AudArena Guide

Note: Represents the capacity for tenant events. If facility hosts hockey and basketball events, the

basketball capacity was used.

New York Based on Average 163,519 18,870,038 115.4
Existing Seating Capacity in NY (72,581)

[Unmet Demand Based On Top 20 Markets 90,938|

New York Based on Top 10 Markets* 128,894 18,870,038 146.4
Existing Seating Capacity in NY (72,581)

[Unmet Demand Based On Top 10 Markets 56,313|

*Top ten markets excluding New York
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As shown in the previous exhibit, the average population per seat in the New York CBSA
is 260.0. Assuming New York was able to support a consistent number of seats as the
average of the top 20, the New York market would contain 163,519 seats or 90,938 seats
beyond what is currently in the marketplace. When considering only the ten largest U.S.
markets, the average ratio of people per seat falls to 146.4, resulting in an unmet demand
of 56,313 seats when applied to the New York market population. Even with the large
number of new or renovated sports venues and inclusive of the Barclays Center, the NYC
CBSA has higher population per seat and higher population per event than other major
CBSAs. This data suggests there is demand for additional events in the marketplace.

Comparable Market Event Analysis

An analysis of event levels experienced at spectator facilities in several of the top
national markets, including New York, Los Angeles, Washington, San Francisco,
Dallas/Fort Worth, Miami, Chicago and Atlanta was completed. A breakdown of events
held at each facility in the market by category type was performed. Exhibit 7.20 presents
a summary of the total events, by event category, hosted in these markets.

Exhibit 7.20
Comparable Market Event Summary

Number of Events

New| Unmet| Los San Dallas/
Event Category York Demand ®|  Angeles  Washington Francisco  Ft. Worth Miami _ Chicago Atlanta Average @
Major tenant events @ 249 78 251 112 100 103 88 121 107 126
Other tenant events® 50, 57 85 35 8 0 37 82 41 41
Concerts 143] 95 148 51 53 129 48 102 110 92
Family shows 112 115 131 30 71 131 52 141 55 87
Other events 59 149 169 67 96 64 64 54 47 80
Total 613 494 784 295 328 427 289 500 360 426
Market Population (000's) 18,870 18,870 13,223 6,349 4,302 6,349 5,527 9,602 5,494 7,264

Population Per Event (000's)

New| Excess| Los San Dallas/
Event Category York| | Population®| _ Angeles _ Washington Francisco __Ft. Worth Miami _ Chicago __Atlanta Average @
Major tenant events® 76 18 53 57 43 62 63 79 51 58
Other tenant events® 377 165 156 181 538 nla 149 117 134 213
Concerts 132 46 89 124 81 49 115 94 50 86
Family shows 168 69 101 212 61 48 106 68 100 99
Other events 320 220 78 95 45 99 86 178 117 100
Total (000's) 31 14 17 22 13 15 19 19 15 17

(1) Potential unmet demand for the New York area population based on average number of events in other major markets.
(2) Average excluding New York.

(3) Major tenants are considered to be franchises in the NBA, NHL, AFL or WNBA.

(4) Other tenant events include minor league hockey, indoor lacrosse, indoor soccer and college basketball teams.

(5) New York population per event exceeding the average population per event in the other major markets.

As shown, the New York market hosts approximately 613 events annually versus an
average of 426 events among the comparable major markets. This represents
approximately 44 percent more events held in New York than the average of the other
markets. However, when the population of New York is taken into consideration, it is
likely that the market could be underserved relative to these other markets. Based on the
ratio of average events (426) to the average population of the major markets (7.3 million),
it is estimated that there is a potential to support an additional 494 events in the New
York marketplace. As shown, the average population per event for the comparable
markets is approximately 17,000 people per event as compared to 31,000 people per
event in the New York market. Based on this, the New York market has approximately
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14,000 more people per event than comparable major markets which can be an indicator
of the market’s capacity to host additional events.

7.3 Market Demand Summary

An analysis of event levels at comparable and competitive facilities as well as the
promoter interviews outlined in this section has been used to estimate potential event
demand at the Barclays Center. Exhibit 7.21 presents total event estimates assuming that
the 1ZOD Center remains open.

Exhibit 7.21
Estimated Event Demand - 1ZOD Center Remains Open

Number of Events Attendance
Event Type Moderate Aggressive Moderate Aggressive
Nets 44 - 44 14,000 - 16,500
Concerts 40 - 45 12,000 - 15,000
Other Sports 20 - 25 7,000 - 8,000
Family Shows 55 - 70 5,000 - 7,000
Fixed-Fee Rentals 25 - 30 7,500 - 9,500
Total 184 - 214 1,698,500 - 2,376,000

As shown, assuming that the 1ZOD Center remains open, tenant events would be
constant, however, the Barclays Center would face direct competition with all existing
venues in the market for event booking. In this scenario, it is estimated total event levels
at Barclays Center could range from 184 to 214 total events, resulting in attendance
ranges of approximately 1.7 million in the moderate scenario to 2.4 million in the
aggressive scenario. The development of the Barclays Center will provide the
marketplace with a state of the art facility which can better serve the concert and family
show promoters. It is expected the Barclays Center will likely generate incremental
events currently unavailable in the marketplace due to a lack of availability and
amenities. It is also likely the Barclays Center will attract a number of events currently
held at other area venues. If the 1ZOD Center ceases to operate after the opening of the
Barclays Center, the new arena could accommodate many of those events as well as
incremental events. Exhibit 7.22 presents the estimated market demand assuming that the
1ZOD Center closes, by event type.

Exhibit 7.22
Estimated Event Demand - 1ZOD Center Ceases Operations

Number of Events Attendance

Event Type Moderate Aggressive Moderate Aggressive
Nets 44 - 44 14,000 - 16,500
Concerts 45 - 50 12,000 - 15,000
Other Sports 20 - 30 7,000 - 8,000
Family Shows 65 - 75 5,000 - 7,000
Fixed-Fee Rentals 30 - 35 7,500 - 9,500
Total 204 - 234 1,846,000 - 2,573,500
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