Tourism Agenda
August 15, 2025 9:00 AM Rm 250

To View Meeting Live go to:
https://www.youtube.com/channel/UCjwHFIoW13M224Sq\VVU95I1fg

. Call Meeting to Order

. Roll Call

. Motion to approve remote attendance pursuant to Resolution #23-53

. Approval of Previous Meeting Minutes

. BUDGET 2024-2025 -Review Current Bill Report to Monthly Report - Approval of Bills
Citizen Comment

oOUhWNER

\‘

. Coalition Update
Heritage Corridor Update

o

Tourism Funding Request
Due August 15, 2025

New Business
Comcast Update
Unidos Marketing Network
MLB Playoffs
Marketing Update
Budget 2025-2026

Old Business
Development of Trails and Parking at the newly acquired land
Visitor Guide Distribution Update
E-Blast approval
Facebook and Instagram Updates
LaSalle County Tourism Guidelines

9. Senate and House Bills
10. Adjourn Meeting


https://www.youtube.com/channel/UCjwHFIoW13M224SgVU95Ifg

TOURISM MEETING

A Meeting of the Tourism Committee was held on August 15, 2025 at 9:00am in rm 250 with the following

members present:

Per Diem Mileage Members Absent:

Jill Bernal Jill Bernal

Cathy Owens Cathy Owens

Doug Stockley Doug Stockley

Ronald Blue Ronald Blue

William Brown William Brown

Brian Dose

Ali Braboy Ali Braboy

Non-Members/Visitors Present:

Curt Bedei LaSalle Don Jensen Chairman
Lyndsey Nguyan | Starved Rock Michelle White Comcast
Bob Navarro Heritage Corridor | Thomas Miller Board Member
Monty Bernardoni | IDNR Ryan Searl Shaw Media

Cesar Cardenas

Unidos

Matthew Klein

Reel Creative

Donna Reynolds

ovC

Motion Mr. Stockley. 2" Ms. Braboy by that the minutes of the previous meeting be approved as presented.
Aye=All Nay=None Motion Carried.

Coalition Update

e Next meeting in September 2 in Utica
e Streator Fest record attendance

Heritage Corridor Update

e New State Tourism Rep Katie Sheehan

Tourism Funding Request

Due August 15™

NEW BUSINESS

Comcast Update

¢ Michelle from Comcast updated the committee on our campaign

Unidos Marketing Network

e Cesar from Unidos updated the committee on upcoming videos

MLB Playoffs

¢ Michelle from Comcast promoted a MLB Playoff package

Motion by Mr. Dose 2" by Ms. Braboy to approve the $12,750.00 package Aye=All Nay=None Motion

Carried



OLD BUSINESS

Development of Trails and Parking at the newly acquired land

e Monty Bernardoni updated the committee on the newly acquired land

e Matthiessen annexation area — cleaning up the areas right now and environmental studies are happening
e First phase is by the Vermillion in Oglesby — river launch area for kayaking

Visitor Guide Distribution
e Guide distribution is going great

E-Blast
No Discussion

Facebook and Instagram Update
e Everything is going great — see attached report

Motion Mr. Brown 2" by Ms. Braboy that the meeting adjourn. Aye=All Nay=None Motion Carried

Minutes prepared by Amanda Myers
Note: Minutes reflect the order of the agenda and may not necessarily reflect the order of business conducted at the meeting.
** For detailed information in regards to the committee bills please review the financial information on our website**
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Campaign Summary

Michelle White
Account Executive — Comcast Advertising
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CAMPAIGN RECAP

341812028 ~ 7/ 272025

Multiscreen

11,798 749,032

TV Commercials Streaming Impressions
Targeting

Geography

* Aurora-Naperville

- Glenview-Evanston
« QOak Brook

- Orland Park

« Highland Park

« St Charles-Wheaton

Audience

« Flourishing Families

I COMCAST 5
ADVERTISING




Traditional TV Campaign Summary

B118/2028 ~ 7T[27/2025

Flourishing Families
Performance Summary

Campaign
¥ 57 Networks

® 61% of IMPS Outside
Prime

® 65% of IMPS in Sports
or HVP

Audience Engagement
= 42% Target Reach

* 8.6 Target Frequency
¢ 97 Index

/

/

Grtcant Al ghts eserved: Comeast and propretary

Cumulative Reach & Frequency
Reach builds over time

Mat 24 Apr ap 21 May 5 May 19 Jun ¢ Jui 1o Juni 30 Jul s

@ Cunnuttive Reach Percent o Cunulative Frequency

@ Best Practices

Data Analysis from over 165k
campaigns tells us that:!

 Airing on 20+ networks captures
more reach

« 60-70% of impressions outside
of prime deliver the highest
reach and frequency

* Reach peaks when 10-20% of
impressions were in Sports/HVP

M COMCAST
ADVERTISING



Streaming Results

larget: Flourishing Families

3/18/2025 -

712772025

Completed views Comp

leted views %

Impressions delivered

749,032 722,979

Content Brand List Top 20

Fox News
CNN

Paramount Streaming -...

CNBC
TNT

XUMO  Audience Flourishing...

MSNBC

ESPN

Investigation Discovery
TBS

HGTV

Pluto TV X1 - Comcast
Bravo

TLC

Discovery Channel
Food Network

Oxygen

IV Land

History Channel

Paramount Streaming - News

sonliaental ana proprctary inf

11.71%

EEsasssEsmssRssnsss  4.52%
EasessEEsasamen  3.84%
essas—— 3.79%
TsRasssses  3.76%
ssscassesm——— 3.63%
s 3.40%
o 3.37%
s 3.26%
es—— 3.23%
es—— 2.84%
E—— 2.39%
e 2.09%
s 2.08%

wsmsuss  1.56%

emsmess  1.55%
—— 1.48%
mmm— 141%

7.65%
7.64%

Connected TV
67.78%

Web Browser
0.39%

96.52%

Delivery by Platform
Delivery on “The Big Screen”

83.87%

Desktop
Set Top Box
16.09%
Mobile/Tablet
9.39%
#12 COMCAST

ADVERTISING



TV & Streaming Work Better Together

Vialle County | 31812025 = 7/21/2025 | Chicago Market | Flourishing Families

Share of Reach

® Tviny @ TvaSueaming @ Steamung Onuy

S A gt eservea Comcast conluential ang proprietary information

Frequency Imps to Light/No 1V HHs
8.4 53%
8.0
52
_ -

@® Total @ TV @ Sweaming ® v @ Suea

* TV & Streaming each provided incremental reach and a healthy frequency to reach
your audience. During your campaign, 37% of your total reach was only via streaming.
+ Streaming impressions were +5.3x more likely to reach light/no tv households.

Multiscreen
takeaway:

7. COMCAST
ADVERTISING
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MARCH MADNESS MAKES GOOD CAMPAIGNS GREAT

Adding March Madness to your campaign saw large increases in both
reach and frequency!

Target Segment: Flourishing Families
Time Period: January 1, 2025- March 30, 2025

Sports: Men's March Madness
Zones: Glenview Evanston, Highland Park, Oak Brook

Cumulative
Cuimulative Reach _nNmmOT-

o N +15%

Cumulative
vinulative Frequency —H._\mﬂcm30<

i +14%

with the addition of

March Madness -

i Viewership & Ad Exposure Data for Comcast households, 01/01/25-03/30/25, Flourishing Families. Target defined by
d tor viewing to be reported for any particular network

« COMCAST
ADVERTISING

winicast Alloghits reserved Comcast confidential and proprietary information




MARCH MADNESS MAKES GOOD CAMPAIGNS GREAT

Adding March Madness to your campaign saw large increases in both
reach and frequency!

Target Segment: Total Households
Time Period: January 1, 2025- March 30, 2025

Sports: Men's March Madness
Zones: Glenview Evanston, Highland Park, Oak Brook

Cumulative
Reach

+21%

Cumulative
tindlative requency *H_\QQCQ—JO«\

+24%

with the addition of

March Macness \b

& COMCAST
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MLB MAKES GOOD CAMPAIGNS GREAT

Adding MLB to your campaign saw large increases in both reach and
frequency!

Target Segment: Flourishing Families
Time Period: March 18, 2024 — June 29, 2025
Sports: Chicago Cubs

Zones: Aurora-Naperville, Oak Brook. Glenview-Evanston, Highland Park,
Orland Park, St. Charles-Wheaton, Crystal Lake, Gurnee, McHenry,

ibereguille Cumulative
( lative Reach xmmo:
{ el o
, g +72%
Cumulative
Cuinulative Frequency _H—\QO_CQJOV\

o | +52%

with the addition of
Chicago Cubs

ted Viewership & Ad t xposure Data for Comcast households, 03/18/24-06/29/25, Chicago Flourishing Families Target defined
of /5 households 1s 1 red tor viewing to be reported for any particular network YMCAS
idenual and proprietary |

reserved Comcast col




Network Sponsorships

Whether it is the HGTV's top program, Discovery’s Shark Week, or
Food Network, Comcast Advertising has you covered as the number
one destination for all your top programs.

By partnering with Comcast Advertising, LaSalle County will have the
opportunity to be aligned with premium network offerings from HGTYV,
Food Network, TNT, and more throughout your 2024 campaign. These
unique brand alignments will provide LaSalle County the opportunity to
tout your brand all year long, no matter the season.

LaSalle County will receive:

:20/10 co-brand sponsorship spot during your campaign flight
« Flight Dates: 3-4 Week Flight

* Sample Script: “This message is brought to you locally by Heritage
Corridor Destinations. Home of the First Hundred Miles of Route 66.
Learn more at H C Destinations dot com.”*

« Spot will feature the LaSalle County logo and contact info

no propretary mtormation

NETWORK

The
Weather
Channel

JUNE 15-18

~~NBClUO

| —— | g § |

Sponsorship

NETWoRRIC

O

Discovery

Say 8 “Hometown Hub Boston”

Samples

HERITAGE
CORRIDOR
DESTINATIONS

N COMCAST
ADVERTISING
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Your Voice, Your Brand

A Customized Space On The X1 Platform Where Viewers Can Easily Engage With LaSa

le County Brands

&  “LaSalle County”

Enjoy Lasatie (
TGRS I Ll R

MakeThis

THEA]

Memories

LaSalle County, IL

| Starved Rock |

# Kishauwau , .A : J ; _ b L < ﬂ
Cabins : R : ; ) § o &

5 Yeans 3 s g
h

Save
Guide  XFinity

Xfinity Viewer Seamlessly Navigated to
Your Content

Comcast Advertising Tags Your Commercial with A Custom
115 Call-to-Action voice command prompt (click video to preview)

Xfinity Viewer Speaks Voice Command into X1 Voice Remote
“LaSalle County” (click video to preview)

#1,COMCAST
ADVERTISING




CAMPAIGN RECAP + NEXT STEPS

Discussion
« How has this campaign done for your business?

+ Any changes in goals at this time where can optimize moving forward?

Insights Summary

< This campaign’s streaming impressions were over 5X more likely to deliver to Light TV and No TV viewing households!

+ These streaming impressions added an incremental reach of 32%. Your message was exposed to unique households that would
not otherwise see your message as these are homes that are not reached through linear TV.

Recommendations
+ Continue to follow your audience with a multiscreen campaign strategy.

- Based on our first party viewership data, sports and high value programming are recommended for optimizing your campaign
reach for Flourishing Families. Consider extending your brand into MLB Playoffs where we hope our first place Cubs will play.

Next Steps

« What products, strategies can we implement in the next month or quarter to address what we found?

sl Al g Teseived Comcast contiaential ana proprietary information
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Village of Utica

Campaign report

Michelle White
Comcast Advertising Account Executive

Michelle_White2@comcast.com

1-224-251-9472




STARVED ROCK

‘Ecmm.cs:z,: itk Fm i

Your campaign at-a-glance

Village of Utica

Campaign Details

Analysis Period

June - July 2025

Strategy

Attract more visitors to The Village of Utica and SRL

Target Audience

Flourishing Families

Geography

Crystal Lake and St. Charles-Wheaton

Spots Delivered: 2,436 | Streaming Impressions Delivered: 169,465

Total Campaign Investment: $41,000 net

Napervilke
6 Aurora

Recognized in the hottest networks & programs:

AE EX Z¥ E BETx OW I O# [<N p@sg

planet CNBC ey .4
ESrii IGAM * MAGNOLIA sl Lifetime
: ety g HGTV L ifetime —;—
m e FX m FS1Jinug o neTeRt @ Book Your Getaway at

y NATIONAL :.cxr..c.ucc:.........;...
W nmsnac [T maRQuEe e LSS 0L L TN

CHICAGO  proy e yare )‘W ..\»i.x...i

@ trur B8 oo H mmm o VHH WE

— HISTORY

+ MORE

1 configential and proprietary information

sV
v
u-a

Holfian Estates

I

EnjoyLaSalleCounty.com

STARVEDROCK
[y

Waukegars

et

‘lv

Evanton

Chicago

M COMCAST
ADVERTISING



STARVED ROCK

_.mcmm 18 CURPERENCE CENTER h

Your campaign at-a-glance

Village of Utica

+ UURJER %000

AL

)t

TV Campaign Analytics Streaming
TARGET % OF IMPS COMPLETED
MARKET  ZONES AUDIENCE # OF NETS REACH FREQ INDEX SPORTS/ HVP BUDGET DELIVERED VIEWS
TV -
Flourishing Families 42 ag% o 107 47%
Crystal Lake, 8
Chicago St. Charles- .
Wiheaton Streaming 30% 169,465 97%
Flourishing Families ? ’ N
Universe Xfinity Cable Households ANY Household in the campaign zones
4. COMCAST

proprietary

ADVERTISING



snveRock 42 |FTOER %
TV campaign results B

Village of Utica

55%

Target Reach

Cumulative Reach & Frequ (@]
ulative Rea requency mo-NO\o me\o MOO\O

Target frequency of your audience viewed your  of your audience viewed your
spot 3+ times spot 1-2 times
o [¢)
42 68% 47%
Networks Impressions outside of prime Impressions to high value

programming

Our best practices to maximize reach based on 200,000+ campaigns through June 2024:2

E:,_ £ Juts izt Aim for 20+ nets | Aim for 60-70% outside prime | Aim for 10-20% impressions in sports/HVP

o Cumulative Reach Peicent lve Frequency
« Outline highlights/suggestions for the client here

Target Index: i
& Lo it « Use this area to build your optimization/recommendation

takeaway:
107 HAESE + Key takeaways from this report



Falgien

Audience targeted Impression goal

STARVED ROCK 47>

Streaming results

Village of Utica

Impressions delivered % Impression goal Completed views Completed views %

Flourishing Families

LA s reseiven Comcast contiaential ana proprietary nformation

168,036 169,465 100.85% 164,317 97%

Delivery by Platform

Content Brand List Top 20 A
1145 Delivery on “The Big Screen”

i

— 89%
v | 4.07%
; B Desktop Set-Top-Box
ey p= . y 3% ] Ay v veb
. I::.. onnecte . : ¢ ek ¥ 5
N 85% i.
[AICRRY; I 2.24%
, “ 52N Web Browser
[ ] 1.83%
12% Mobile/Tablet

7%

o
c g

=

r

— .>_mqmmnonmozo,ﬂ,\ocﬁmca,m:om_mmmmm_:m«\ocqmamo:..A:mmmmmoqmmz\.
s m * You are at XX% of your impression goal — still in progress to full deliver by
takeaway: ;

the end of your campaign

fCOMCAST ¢
ADVERTISING
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2025 MLB Playoffs
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2025 MLB Playoffs

_

AL
Division Series

7

WORLD
SERIES

~—

P g

T
NL
Division Series
ey Best of 5
NL
Wild Card g
Best of 3
Esen
- NL
—_— Championship Series
NL Best of
wildCard —— [
Best of 3
ESrii
NL
e Division Series
Best of 5
Hbs |
II\I\\

L A g ehervea Comeast contidential and proprietary nformation

AL

Best of 7

FS1

AL
Wild Card
Best of 3

Erii

Championship Series

AL

Specific schedule subject to change including
Wild Card with ESPN2 and ABC in play

— Wild Card
Best of 3
AL ESrii
Division Series
Best of 5
FS1 ¥
[,ll

9 COMCAST
ADVERTISING



MLB reaches engaged audiences

8+ hours

Heavy MLB viewing households
spend on average 8hrs and 59min
with TV daily

92%

Live Viewing

69%

Cable Viewing

Engaged Audience

92% of viewing in heavy MLB viewing
households was done live

MLB Cable Viewers

69% of viewing was on cable for
heavy MLB viewing households

9 COMCAST
ADVERTISING



MLB heavy viewers are likely to watch additional sports

@ & /A §

+249%

more likely to be heavy NHL viewers

+193%

more likely to be heavy NBA viewers

+166%

more likely to be heavy NCAA football viewers

+161%

more likely to be heavy PGA viewers

et AL s Usetvea Comicast conliuential and propretary information

+158%

more likely to be heavy NFL viewers

+123%

more likely to be heavy NCAA basketball viewers

+109%

more likely to be heavy NASCAR viewers

+101%

more likely to be heavy soccer viewers

MLB heavy viewing households
are more likely to be the
following audiences:

+19%

more likely to be Autumn Years

+12%

more likely to be Flourishing Families

+10%

more likely to be Booming with Confidence

+5%

more likely to be Suburban Style

+4%

more likely to be Power Elite

& COMCAST
ADVERTISING




ZONE PACKAGE / CHICAGO

2025 MLB Playoffs : — T—
TV Ads Streaming
per Zone Impressions Investment Investment
d d AURORA/NAPERVILLE-1737 80,000 $12,798
iild Card Raun OAK BROOK-6217 46 75025  $9002  $12003

L R-ETNECI Wild Card Series: Non-Home Team on ESPN/ESPN2 GLENVIEW/EVANSTON-1283 46 62125 $7.454 $9,939
KF-CICEM Wild Card Series: Chicago Cubs on ESPN/ESPN2 HIGHLAND PARK-5126 76 47625 $5.714 $7.619
Division Series Round ORLAND PARK-1820 46 70700 $8,483 .31
L . ST. CHARLES/WHEATON-1733 46 56,975 $6,836 $9.15

LUR-CIL NL Division Series: Non-Home Team on TBS/TNT CRYSTAL LAKE-2696 16 47375 $5683 $7578
LR-E10CCMM NL Division Series: Chicago Cubs on 785/TNT GURNEE-5553 46 50175 $6021 $8028

MCHENRY-573 46 43,425 $5,209 $6,946
[0 F-ET LIl AL Division Series: Non-Home Team on Fsi LIBERTYVILLE-1863 46 41,000 $4,920 $6,560

GRAND TOTAL 574,425 $68,920 $91,897

Championship Series Round

$58,582 net

AL Championship Series: Non-Home Team on Fs1

Zone Packages take precedent over retail OTO'’s
NL Championship Series: Chicago Cubs on TNT/TBS 8 ;

Additional events/programs may be available; see your Account Executive for more detail.

Plus.., Streaming: TV/Premium Video Audience Targeting Streaming as illustrated is Zone Targeted Premium Video @ $40 CPM; shown as recommended 25% of

Zone total.

Each zone includes minimum of $250 in Streaming.

Modifications to geo or audience targets are subject to CPM changes. Contact your Account Executive for
more Streaming opportunities.

All live sports schedules, times, dates are subject to change; inventory subject to change.

Number of home team games may vary depending on schedule.

Authorized Acceptance: Date:

" COMCAST

ADVERTISING 2

LA eseived Comcast conbgential ana propetary mlormation
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2025 Major League Baseball
Streaming —
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MLB Playoffs Streaming

The 2025 MLB season is generating excitement with intense
rivalries, breakout stars, and exciting races. Here's your chance to
get in the game and reach dedicated MLB fans via

This Playoff opportunity available in Atlanta, Boston,
Chicago, DC, Detroit, Houston, NY, Philadelphia, San
Francisco and Seattle markets includes:

« 5-weeks of MLB Playoffs September 29t"-October 315, 2025
+ ALL games from the Wild Cards through the World Series

+ Live, in-event:30 ads on CTV streaming

- 250,000 total impressions for $15,000 package price

Don'’t miss your chance to hit a homerun with Baseball fans and
connect with the excitement of MLB.

*Dates subject to change

© 2025 Comcast. All Hights reserved. Comeast confidential and propretary ifrmation

«  COMCAST
ADVERTISING




Pmnu:zr./n_.vll
WOW
w U-verse
MEDIACOM
PIRECTV

sream

sling

PIRECTV
sreaimn

[ac]

For viewers, there have never been more ways to watch.

MVPDs
fios’  dish

Spectrums 00

MIOCO
Frontier w
COX  /spurkignt
& Kty
vMVPDs
fubo” philo
€

TVE Apps

®
o

meax

At eservea: Comeast conlguential

OTT Devices

firetv (s
S

|_|_/I\D xfiruty fle
SCYSTREAM XT_”.—.a
NETGEAR ROKU

Table @tv

Nnurius

@nvioia

SHIELD

sl WCUCX % Raledescape

MINIDL

© oculus

MOHU

any propretary information

Content
m T owN @
FOX e s ®
[y Lano} Bh tyi, 2
JeGOLF rd
{..L
T
w o ®
-
FX | o
#e MSNBC ,._f,.
= BET® ON= e

W omm va R
D

L | NATIONAL
8 GEOGRAPHIC

fuiu B vl

apE

AMFRICA

e

@

!»zocm.m

Bl

NETFLIX

ESFii

€ Fanavee

W veTwos

« Not currently possible to reach with Comcast Advertising

AVOD/FAST
& discoveryt  firmdiy” SHlinsnount #
pluto@ 3 Guogle 1v Freeplay
tubitv §+ XUNOH A
peacock
SvVOD
E Slrumount £ meaex
peacock
EIFL
TVOD

Smart TV
indiodly @LG
SMIART TV~ SAMSUNG

- SONY
XUMOTV  gRavia
viZio

Smart Phones

@ iPhone G
Galaxy
Tablets
@iPad GalaxyTab

Game Consoles

fa XBOX h—.“ an

Playsiatan Wi

2. COMCAST
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Comcast Advertising owns the home.

Watching live on TV or CTV
(X1, Xumo TV, Roku, Sony, Vizio, Samsung, etc.)

Watching on
AVOD/FAST apps

Catching up with
Xfinity on Demand

Streaming on
mobile devices

Streaming on Xumo Stream Box from
Xfinity, Firestick, Roku devices

Streaming on
programmer apps

Watching on Xfinity Stream apps
(Xfinity Broadband and NOW TV subscribers)

ntal ana proprielary

#5 COMCAST
ADVERTISING
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Traditional TV vs. Streaming Viewership by Generation — Q1'25

Gen Z (Ages 18-29)
[ 5%  20% LA
27%
2%

%
%

o1

LB &8 8 B N
= £ 2 4))
i [
%

Gen X (Ages 45-64)

22% 20% 42%
13%
%

4%

3%

_-
"EHEEEREER
°\°\n\°o\°ag

| Iatigs Natooal 12 i listed above

al ang proprietary n

Cormcast Advertising
Netflix
Youlube Main
Hulu SVOD
Amazon
Disney Plus
YouTube TV
Hulu Live TV
FOX

CBS

NBC

ABC

Apple TV Plus

B Traditional TV B Streaming

Millennials (Ages 30-44)

e T R 32%
e ]
(i ey
| 8% |

%]

| 5% |

[ 3% |

b4

B %

| KA

B

B

B

Boomers (Ages 65+)

Comeast Advertising I R TR 47°%
e
ABC  [EETSEE
Youlube Main 8%
NEC  EETER
Netfix |
FOX
Amazon 03
Youlube TV [EEA
Hulu Live TV [l 1%
Hulu SVOD [ 1%
Disney Plus | 0%
Apple TV Plus | 0%
o, By, Pesoe, Hrvin s, Mo 1Y Wk, Sonsung 1V o, fule 9% COMCAST

ADVERTISING
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Reach engaged audiences
with the power of sports.

2025 Event

CHB Regular Season
Cl B Bowl Season
NFL Reg Season & Wild Card i

CBB Regular Season I
CBB March Madness
NHL Regular Season

NHL Playoffs
NBA Regular Season

NBA Playoffs

WNBA
MLB Regular Season
MI B Playoffs
Golt Majors/Tennis Slams I
NASCAR
F T ESriic FS1| . & &% GOLF @ g il
MNET warian

Al gl reserved Comeast contaential ang propetary information

89%

Live viewership

On average, sports programming on
cable is watched live 89% of the time!

89%
Household reach

Sports programming reaches over
89% of Comcast HHs all year long?

o)
93%
Extended reach
Adding sports to your multiscreen
campaign can deliver 53%
incremental reach3

m:mnﬂ

27
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"The 2025 MLB season is generating exciterm

breakout stars, and exciting races.-Here(s

and reach dedicated.MLB adh

TR .

This Playoffo

v £

Detroit, Houston, NY, Philadelphia;
includes:

Flight Dates September 29™+-Qcte

&

b g we ot e

ALL games'from the Wild Cards't

Live, in-event :30 ads, only,

Y

Mmo.‘ooo total impressions *o,ﬁw_

Reporting now m_,_cm:mﬁmmwsomw _

FULL Market -

on't n chance t
the excitement of MLB

*Dates subject to change

52025 Coimesst, Al ights feserved. Comcast conf

S COMCAST -
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Arnerica’s Pastime

ZONE PACKAGE / CHICAGO

2025 MLB Playoffs

Wild Card Series: Non-Home Team on ESPN/ESPN?

Wild Card Series: Chicago Cubs on ESPN/ESPN2

NL Division Series: Non-Home Team on T8S/TNT

NL Division Series: Chicago Cubs on TBS/TNT

o_mz<_m<<\m<>zm82-_§. 46 $1454 $7454
@mmmw §5.603

NL Championship Series: Chicago Cubs on TT/T8S

" NETInvestment 11166.45

. No:m vmo_Ammmm take Emom%a over a,ﬁm__ 0T0's
J >&ao=m_ ¢<m:$\v3m33m 3m< be m<m__mc_m see your >oooc3 mxmocgm *Q more detail
+ ‘Altlive mvo;m mosm%_mm :38 dates are wcw ectto ormzmm 5<m383\ mcgmoﬁ to change.

* Number of :csm Sma mmamm may vary %v%asm o: schedule.

Authorized Acceptance: Date:

SLCOMCAST
ADVERTISING

& 2025 Comcast. All rights reserved. Comeast Jentiaf and etary inf







Road to the World

2025 MLB

e

NL
Wild Card
Best of 3

B
u!:nll.!!sﬁl:l‘nll‘\

T —
NL
Wild Card
Best of 3

.~ i § |
EIEII‘BI“I‘\

© 2025 Comceast. All rights reserved. Comeast

—
AL
Wild Card
Bestof 3

=211
e

NI
AL

Series
Playoffs
— —
AL
NL Division Series
Division Series Best of 5
Best of 5 —_— o
Il:ll.'ll‘!llll\\
NL AL
Championship Series Championship Series
Best of 7 Best of 7
— WORLD F51 —
SERIES
. NL AL
Division Series Division Series
Best of 5 — — Best of 5
g Specific schedule subject to change including
e Wild Card with ESPN2 and ABC in play

dential and proprietary i

Wild Card
Best of 3

B2t
—~——

HCOMCAST
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MLB heavy viewers are likely to watch additional sports

® % /8

+249%

more likely to be heavy NHL viewers

+193%

more likely to be heavy NBA viewers

+166%

more likely to be heavy NCAA football viewers

+161%

more likely to be heavy PGA viewers

© 2025 Comeast. All rights reserved. Comcast confidential and proprietary inf

+158%

more likely to be heavy NFL viewers

+123%

more likely to be heavy NCAA basketball viewers

+109%
more likely to be heavy NASCAR viewers

+101%

more likely to be heavy soccer viewers




America’s Pastime

ZONE PACKAGE | CHICAGO

2025 MLB Playoffs

Wild Card Series: Non-Home Team on ESPN/ESPN2

| Wild Card Series: Chicago Cubs on ESPN/ESPN2

| NL Division Series: Non-Home Team on TBS/TNT

| NL Division Series: Chicago Cubs on Tes/NT

AL Division Series: Non-Home Team onfs1

AL 033_20:%__0 wm:mw. Non-Home Team onFsi

"7 | NL Championship Series: Chicago Cubos on TNT/TBS

Authorized Acceptance:
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GLENVIEW/EVANSTON-1283
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$7,454

CRYSTAL LAKE=2696

$5,683

LIBERTYVILLE-1863

$4,920




Ryan Searl
Website Brand Manager, Shaw Media
rsearl@shawmedia.com

Success Snapshot

Between July 1- July 31 we achieved the following:

v nstagram Aécountsf_.? ~

v I%B Ac‘cs&;éﬁts Reached “Reached . Webs% aff:c ,7 ‘
14,219 12,546 7,203
7/1-17/31 7/1-17/31 7/1-7/31

Users ; Engagements Page Views



Facebook Performance

July 1-July 31 Top performing post:
# of posts Net Page Views | Post Reach By I Home af Starved Rock .,
Followers -
Gain/Loss
10 (Posts + Stories) 47/13 2,603 unique 14,219 users
page views
Top Content: Avg User: Popular Regions:
e Aurora
e Sunflowers -Female e  Naperville
e Video -Early to mid e  Quad Cities
content 50’s e Chicago
-Lives within © Peoria
100 miles of o  Rockford
the area

Instagram Performance

July 1- July 31

Top performing post:
# of Net Total Bio Link Accounts
posts Followers Content Clicks Reached
and Gain/Loss Interactions
stories
8 27/11 397 124 12,546
Popular Regions:
Avg User: e  Quad Cities
o Aurora
- Female e  Chicago
-Mid to late e Naperville
30’s




Website Performance
July1- July 31

Popular pages Total Traffic Directed From Avg Email Subscriber
e Resorts & Lodges | 5,529 New Users Google Search Located at least 50
o  Parks & Nature 6,741 Total Users Facebook miles from LaSalle
e Dining 7,203 Pageviews (Groups shared Co.

e  Shopping Facebook content) Mid to late 40's

o fvents Instagram Nearly 40% Out of

State

Partner pages Largely in
-Commercial Chicagoland Area
redirect
-Kishauwau Cabins
-Enjoy Hllinois
Redirects

Delivery Fulfillment

Distribution 8/15:

Totai Brochures Received:

550

Boxes of 100
Received

“"Q

| Total Brochures Distributet:

346

Boxes of 100
Distributed

204

Boxes of 100
Remaining






