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Special TV sports programs watched past 12 months: Daytona 500




6.6% or 17,177,596 of USA Adults 18 or older Watched the DAYTONA 500 in the past 12 months.
Typical Adults 18 or older who Watched the DAYTONA 500 in the past 12 months are 57.2 years old (14.2%
older than average) and have a $117,400 (22.6% higher than average) annual household income.
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5.9% or 428,401 of CHI DMA Adults 21 or older Watched the DAYTONA 500 in the past 12 months.
Typical Adults 21 or older who Watched the DAYTONA 500 in the past 12 months are 57. years old (14.9%
older than average) and have a $127,613 (18.3% higher than average) annual household income.
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5.3% or 284,934 of WDC DMA Adults 21 or older Watched the DAYTONA 500 in the past 12 months.
Typical Adults 21 or older who Watched the DAYTONA 500 in the past 12 months are 56.4 years old (13.2%
older than average) and have a $137,618 (.5% lower than average) annual household income.
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6.2% or 270,357 of SEA DMA Adults 21 or older Watched the DAYTONA 500 in the past 12 months.
Typical Adults 21 or older who Watched the DAYTONA 500 in the past 12 months are 57.6 years old (17.2%
older than average) and have a $99,273 (21.1% lower than average) annual household income.
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6.9% or 313,025 of PHX DMA Adults 21 or older Watched the DAYTONA 500 in the past 12 months.
Typical Adults 21 or older who Watched the DAYTONA 500 in the past 12 months are 61. years old (22.%
older than average) and have a $115,297 (9.3% higher than average) annual household income.
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be a parent of 1 or more children under 18.

6.6% or 17,177,596 of USA Adults 18 or older Watched the DAYTONA 500 in the past 12 months.
Adults 18 or older who Watched the DAYTONA 500 in the past 12 months are 20.6% less likely to be a
college graduate, 4.7% less likely to work full-time, 13.1% more likely to be married, 27.2% less likely to
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5.9% or 428,401 of CHI DMA Adults 21 or older Watched the DAYTONA 500 in the past 12 months.
Adults 21 or older who Watched the DAYTONA 500 in the past 12 months are 4.1% less likely to be a
college graduate, 14.3% less likely to work full-time, 15.3% more likely to be married, 20.6% less likely to

be a parent of 1 or more children under 18.
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.5.3% or 284,934 of WDC DMA Adults 21 or older Watched the DAYTONA 500 in the past 12 months.
Adults 21 or older who Watched the DAYTONA 500 in the past 12 months are 29.2% less likely to be a
college graduate, 8.4% more likely to work full-time, 28.8% more likely to be married, 27.7% less likely

to be a parent of 1 or more children under 18.
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6.2% or 270,357 of SEA DMA Adults 21 or older Watched the DAYTONA 500 in the past 12 months.
Adults 21 or older who Watched the DAYTONA 500 in the past 12 months are 28.2% less likely to be a
college graduate, 16.4% less likely to work full-time, 13.7% less likely to be married, 51.2% less likely to

e

be a parent of 1 or more children under 18.
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6.9% or 313,025 of PHX DMA Adults 21 or older Watched the DAYTONA 500 in the past 12 months.
Adults 21 or older who Watched the DAYTONA 500 in the past 12 months are 31.% less likely to be a
college graduate, 17.4% less likely to work full-time, 30.7% more likely to be married, 38.9% less likely to

be a parent of 1 or more children under 18.
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home, 25.1% more likely to have a dog.

6.6% or 17,177,596 of USA Adults 18 or older Watched the DAYTONA 500 in the past 12 months.
Adults 18 or older who Watched the DAYTONA 500 in the past 12 months are 17.8% more likely to own

their home, 22.9% more likely to own a higher valued home, 22.5% more likely to have a single-family

m Own/Rent/Other: Adults 18 or older mﬁm Type of Home:Adults 18 or older 4 {® Pets in Home:Adults 18 or older
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5.9% or 428,401 of CHI DMA Adults 21 or older Watched the DAYTONA 500 in the past 12 months.
Adults 21 or older who Watched the DAYTONA 500 in the past 12 months are 28.5% more likely to own
their home, 4.% more likely to own a higher valued home, 38.% more likely to have a single-family home,
15.9% more likely to have a dog.

m Own/Rent/Other: Adults 21 or olden mﬁm Type of Home:Adults 21 or older 4 {® Pets in Home:Adults 21 or older
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m Own/Rent/Other: Adults 21 or olden
74.2%

5.3% or 284,934 of WDC DMA Adults 21 or older Watched the DAYTONA 500 in the past 12 months.
Adults 21 or older who Watched the DAYTONA 500 in the past 12 months are 14.3% more likely to own
their home, 4.1% more likely to own a higher valued home, 37.4% more likely to have a single-family
home, 38.1% more likely to have a dog.
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Gl D I ee 6.2% or 270,357 of SEA DMA Adults 21 or older Watched the DAYTONA 500 in the past 12 months.
=R %ii 22N Adults 21 or older who Watched the DAYTONA 500 in the past 12 months are 10.4% more likely to own
S ) their home, 13.6% more likely to own a higher valued home, 19.6% more likely to have a single-family
home, 38.5% more likely to have a dog.
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13.% more likely to have a dog.
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6.9% or 313,025 of PHX DMA Adults 21 or older Watched the DAYTONA 500 in the past 12 months.
Adults 21 or older who Watched the DAYTONA 500 in the past 12 months are 25.5% more likely to own

their home, 4.5% more likely to own a lower valued home, 21.% more likely to have a single-family home,

mﬁm Type of Home:Adults 21 or older 4 ¢ Pets in Home:Adults 21 or older
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5% less likely to fly domestic past yr.

6.6% or 17,177,596 of USA Adults 18 or older Watched the DAYTONA 500 in the past 12 months.
= & Adults 18 or older who Watched the DAYTONA 500 in the past 12 months are 3.3% more likely to look up
D-I-Y advice online, 32.6% more likely to always vote in local elections, .8% more likely to belong to a gym,
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5.9% or 428,401 of CHI DMA Adults 21 or older Watched the DAYTONA 500 in the past 12 months.

Adults 21 or older who Watched the DAYTONA 500 in the past 12 months are .5% more likely to look up D-
I-Y advice online, 36.6% more likely to always vote in local elections, 19.9% more likely to belong to a gym,
9.5% more likely to fly domestic past yr.

MTop-ZO past 30-days Online Lifestyle Activites: Adults 21 or older

al Activity: Adults 21 or older

s0.6%
Registered toVote Democrat/ Lean  Republican /Lean Independent / None
p_— (In District of Residence) Democrat Republican of These
Presdertil Elections: Alweys
s Presidential Elections: i !&’g
ol ol ol o B R B |

st z
Health Redipes/ Restaurant  Online Phone Do-it-You rself Fitn ess/ Diet Home f Apparel / Kb search [ Camar Education Religion / Take Onkine  Homework Oectronk  Photography Geneakogy Parenting/ Online Dating E"’“‘om'
Intormation N:;::n:':; IMA;:I;:’::\( ,\G:;im advice ':;':; information Gamlen idess Desuty ieas Postresume Development .:::lr:a spirtusity  Classes [n:l:;;«;ur invite g:f.ﬁ;:, famiyadvice  service Local Elections: Always m
et sephain, e Local Elections: Sometimes
m who Watched the DAYTONA 500 in the past 12 months HCHI

# who Watched the DAYTONA 500 in the past 12 months =CHI

«
@ﬁTop-SO past 12-months Active Lifestyle Activites: Adults 21 or older % Past 12-months Domestic Airline Trips: Adults 21 or older

13 2%
2tips PREYER 15.4%
7.3%
3 ips 7
4 10.4%
59 trips 685
i 2.6% Flew Domestic past year:
fatia > %% 10+ lps h 4.7% Avg. # Domestic Flights:

Giling-  lawnCare Gareming  Siyding  Swimming  Bowlng  Belongto  Volinteer  logging- Gmuptlmzﬁ Sewing - Hiking - Fishing  Yoga- pilates Basketball

Camping aduk Soccer Followa  Competitive Caregwerof  Football Tennis softball-  Organized Snow Skiing-  Munting
Outdoor [Flowers or Mealth Cbor  Work Running Cafts  Backpacking Continuing Weight Loss Video Gaming Aging Parent Baseball  Road Face Snowboarding
Cooking vegetables) Gym Education Progrm or Relative (s,
Marathon,
® who Watched the DAYTONA 500 in the past 12 months  CHI et

DMA Scarborough R2 2025: Sep24-Jul25 Qual intab 245
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadeasting, Inc. LLC. All rights reserved.

Special TV sports programs watched past 12 months: Daytona 500




5.3% or 284,934 of WDC DMA Adults 21 or older Watched the DAYTONA 500 in the past 12 months.
Adults 21 or older who Watched the DAYTONA 500 in the past 12 months are 5.8% more likely to look up
Lt — D-I-Y advice online, 25.4% more likely to always vote in local elections, 5.% more likely to belong to a gym,

13.9% less likely to fly domestic past yr.

Registered toVote Democrat/ Lean  Republican /Lean Independent / None
(In District of Residence) Demacrat Republican of These

Presidential Elections: Always

Presidential Elections: i Eﬁl"
T T LE L P rd
ide Elections: i

Recipes [ Health Restaurant  Online Phone Do-t-Younelt Fitness/Diet  Home/ Apparel/ lobsearch/  Camer Religion / Take Online  Education  Electronk  Homework  Genealogy Parenting/ Photography Online Dating
M;::;::; nformation m;r::‘nr ’T‘:’:iﬂl advice ':;":e“; information Ganlen ideas Besuty ideas Postresume Development Spirituaity  Classes mS:::? Imvite (v:.:;:m Family Advice :;;Tr: service Local Elections: Always
et s, atc) Local Elections: Sometimes
m who Watched the DAYTONA 500 in the past 12 months mWDC # who Watched the DAYTONA 500 in the past 12 months mWDC

«
@ﬁTop-SO past 12-months Active Lifestyle Activites: Adults 21 or older % Past 12-months Domestic Airline Trips: Adults 21 or older

; 14.7%
Rl 56 735 14.1%

) 11.0%
2trips C¥wen 13.7%
41ip3 L oz

34l 11.7%

10+ trips § # Domestic th _

Gilling-  Gamdening  lawnCare Swimming  Volinteer  Bicyding Hiking - Jogging-  Belong to sewing - nmugnmm Bowling  Yoga- Pllates  Fishing Camping adul Boating Basketbal Follow 3 Camgiverof Competitive  Foorball Tennis  SnowSkiing- Organired  Softball- Hunting
Outdoor  [Flowersor Wark Backpacking  Running  Health Cubor  Cafts Continuing Weight Loss Aging Parent Video Gaming Snowboarding Road Race  Baseball
Cooking  Vegewbles) Gym education Progam or Relative (5%,
Marathon,
®m who Watched the DAYTONA 500 in the past 12 months mWDC et

wbDC DMA Scarborough R2 2025: Oct24-Aug25 Qual Intab 306
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadeasting, inc. LLC. All rights reserved.

Special TV sports programs watched past 12 months: Daytona 500



6.2% or 270,357 of SEA DMA Adults 21 or older Watched the DAYTONA 500 in the past 12 months.

Adults 21 or older who Watched the DAYTONA 500 in the past 12 months are 26.9% more likely to look up
D-I-Y advice online, 34.9% more likely to always vote in local elections, 44.% less likely to belong to a gym,
21.7% less likely to fly domestic past yr.

_W Top-20 past 30-days Online Lifestyle Activites: Adults 21 or older al Activity: Adults 21 or older
Registered to Vote Democrat/ Lean  Republican / Lean Independent / None
(In District of Residence) Democrat Republican of These
Presdertil Elections: Alweys
Presidential Elections: i 5”‘
FECLT ™ | ol ol |, e T A
Elections: m
Recipes / Health Restaurant  Online Phone Do-it-Yoursel Home/ Frness/Diet  Apparel/  Job Search/ Camar Education  Take Onling  Electroni Redigion / Genealogy Homework Photography Parenting/ Online Dating
M;:::::; nformaton m:::‘u “\A‘:'::.ﬂl advice ':;":e“; Gamen ideas Information Besuty ideas Postresume Development m;::n classes Invite spiritu sty [H:A"u;-‘;::uf sl::f:a: Family advice  Service Local Elections: Always m
FaceTime, kcation, ) .
=i iz o Local Elections: Sometimes RS gty
u who Watched the DAYTONA 500 in the past 12 months u SEA # who Watched the DAYTONA 500in the past 12 months mSEA

(9
W& Top-30 past 12-months Active Lifestyle Activites: Adults 21 or older % Past 12-months Domestic Airline Trips: Adults 21 or older
1ip 17.6%

5.7%

3 trips 9.1%

i 3.2%
4 trips 5.7%

: 9.0%

. 2.2% Flew Domestic past year: C 63.5%
-~ Sl 55,158 4.2% Avg. # Domestic Flights:
13.7%
11.0%) 3% ek 33%

Gandening  Grilling-  lawnCare  Camping Hiking - Bicyding  Swimming  Volunteer Belongto - Bowling Fishing Boating  Yoga-Piates  Aduk cmup Fitness olf Basketbal Competitive  Followa Soccer Football  Camgiwerof Smow Skiing-  Tennis Organized Hunting softball -
[Flowersor  Outdoor Backpacking Work cnfu Health Chub or me-lg Continuing Video Gaming Weight Loss. Aging Parent Snowboarding Road Race Baseball
vegembles)  Cooking Gym education Progrm or Relative (s,
Marathon,
m who Watched the DAYTONA 500 in the past 12 months W SEA et

SEA DMA Scarborough R2 2025: Sep24-jul25 Qual Intab 171
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadeasting, Inc. LLC. All rights reserved.

Special TV sports programs watched past 12 months: Daytona 500




A 26 6.9% or 313,025 of PHX DMA Adults 21 or older Watched the DAYTONA 500 in the past 12 months.

== DAYTOMA =

Adults 21 or older who Watched the DAYTONA 500 in the past 12 months are 3.9% more likely to look up
D-I-Y advice online, 49.7% more likely to always vote in local elections, 7.% less likely to belong to a gym,
.% more likely to fly domestic past yr.
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Past 30-days QSR Users: Adults 18 or older
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14.3% more likely

6.6% or 17,177,596 of USA Adults 18 or older Watched the DAYTONA 500 in the past 12 months.
Adults 18 or older who Watched the DAYTONA 500 in the past 12 months are 8.% more likely to use QSRs
past mo., 12.7% more likely to use Sit-Down Restaurants past mo., 37.4% more likely to use Casinos past yr.,

to smoke cigarettes.
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Casinos visited past 12
B USA

Searborough R2 2025: Sep24-Aug25 Qual Intab 24,802

Special TV sports programs watched past 12 months: Daytona 500

Marij [ Cannabis

Cigarettes Vape

wwho Watched the DAYTONA 500in the past 12 months wUSA



Past 30-days QSR Users: Adults 21 or older

='-,-&I 1time EE}'E%

2 times

3 times

4 times

5times

6 - 9times

10times or more

# who Watched the DAYTONA 500 in the past 12 months
Avg. Monthly QSR Meals:

®CHI

Total Monthly QSR Users:
90.7%

5.9% or 428,401 of CHI DMA Adults 21 or older Watched the DAYTONA 500 in the past 12 months.
Adults 21 or older who Watched the DAYTONA 500 in the past 12 months are 7.3% more likely to use QSRs
past mo., 17.7% more likely to use Sit-Down Restaurants past mo., 22.1% more likely to use Casinos past yr.,

13.3% more likely to smoke cigarettes.

Past 30-days Sit-Down Restaurant Users: Adults 21 or older
4 ®

1time

15.9%

2 times

3 times 12.8%

4 times 9.5%

5 times

6 - 9times

10times or more

® who Watched the DAYTONA 500 in the past 12 months HCHI
Total Monthly Sit-Down Restaurant Users:  Avg. Monthly Sit-Down Restaurant Meals:

- 71'1% “

Top-10 Cuisines: Adults 21 or older

(Sit-Down Restaurants Used Past 30-days)

iiilﬁibknﬂ

caffee  mlan  Bagel/ wings/ Steskhouse Upscile  indian/
House / Doout/ Burgers/ Thai/
Caffee Bar Bakery  Sports Bar

Pina  mesicn  Chisese

Other
asian

mwho Watched the DAYTONA 500 in the past 12 months. mCHI

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Watched the DAYTONA 500 in the post 12 months 14.2%

[ 1,601,489 22.1%

Any Type of Beer
Liquor

Wine

Imported Beer
Domestic Light Beer

Domestic Regular Beer

m 13, B%
9.4%

Microbrew / Craft Beer

® who Watched the DAYTONA 500 in the past 12 months W CHI

CHI DMA Scarborough R2 2025: Sep24-Jul25 Qual Intab

Past 12 months Casmo Activities: Adults 21 or older
Slot Machines 25.3%
Table Games (Craps, Poker, etc.)
Bar / Nightclub

Upscale Restaurant

Stage Show / Concert

M 12.5%
5.3%

Sports Betting
Spa

Other Gambling

Used Past 30-days: Adults 21 or older

%

Vape

/ Cannabis

Casinos visited past 12

= who Watched the DAYTONA 500 in the past 12 months = CHI
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Past 30-days QSR Users: Adults 21 or older

= 1time

|
% zuimes

3 times

10.0%

4 times

5times

6 - 9times

10times or more 13.3%

# who Watched the DAYTONA 500 in the past 12 months

Total Monthly QSR Users:
93.5%

83.1%
 we IR -

"WDC

Avg. Monthly QSR Meals:

5.3% or 284,934 of WDC DMA Adults 21 or older Watched the DAYTONA 500 in the past 12 months.
Adults 21 or older who Watched the DAYTONA 500 in the past 12 months are 12.6% more likely to use QSRs
past mo., 11.9% more likely to use Sit-Down Restaurants past mo., 40.4% more likely to use Casinos past yr.,

20.4% more likely to smoke cigarettes.

Past 30-days Sit-Down Restaurant Users: Adults 21 or older| Top-10 Cuisines: Adults 21 or older

4 ¥

1time

2 times

12.3%

3 times

4 times

5 times

6 - 9times

10times or more
® who Watched the DAYTONA 500 in the past 12 months

Total Monthly Sit-Down Restaurant Users: A it-Down Restaurant Meals:
80.5% 71.9%

mWDC

Drank Past 30-days. Adults 21 or older

Liquor

Any Type of Beer

Wine
Imported Beer
Domestic Regular Beer

Domestic Light Beer

1,039,758

19.4%
Microbrew / Craft Beer

® who Watched the DAYTONA 500 in the past 12 months.

DMA Scarborough R2 2025: Oct24-Aug25

41.4%
2,090,626 39.1%

BWDC

Qual Intab

(Sit-Down Restaurants Used Past 30-days)

iiiihillih

Chinese

Caftee an
House /
Caffes Bar

mexican Bagel/ steakhouse Upscale Indian/  wings/
Thai/  Bergers/
Other  Sports gar
Asian

Doout /
Bakery

= who Watched the DAYTONA 500 in the past 12 months mWoC

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Watched the DAYTONA 500 in the post 12 months 15.6%

Lo 1,265,496 23.6%

Past 12 months Casmo Activities: Adults 21 or older

Slot Machines
470,443 8.8%

Table Games (Craps, Poker, etc.)
Bar / Nightclub
Upscale Restaurant

Stage Show / Concert

10.1%
sss.zaz 6.9%
m 9.7%
4.0%

1.9%
E 2.7%

F 8.6%
2.1%

Sports Betting
Spa

Other Gambling Casinos visited past 12

Used Past 30-days: Adults 21 or older

/ Cannabis

= who Watched the DAYTONA 500 in the past 12 months = WDC

306
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Past 30-days QSR Users: Adults 21 or older
a 1time
R
3 times
4 times

5times

6 - 9times

10times or more 11.3%

™ who Watched the DAYTONA 500 in the past 12 months

WSEA

Total ﬂggggnfy QSR Users: Avg. Monthly QSR Meals:

80.0%

e TR - EEE

36.6% less likely to smoke cigarettes.

Past 30-days Sit-Down Restaurant Users: Adults 21 or older
4

¥

1time

2 times

3 times 10.6%
4 times

5 times

6 - 9times

"

10times or more 4.8%

= who Watched the DAYTONA 500 in the past 12 months HSEA

Total Monthly Sit-Down Restaurant Users:  Avg. Monthly Sit-Down Restaurant Meals:
70.0%

82.9%

Drank Past 30-days: Adults 21 or older
Uguor

Any Type of Beer —
Wine

Imported Beer

Domestic Regular Beer

1,026,598 3
961,350 21.9% N

Domestic Light Beer 785,565

707,453 16.1%

17.9%
Microbrew / Craft Beer

® who Watched the DAYTONA 500 in the past 12 months

SEA DMA

WSEA

Scarborough R2 2025: Sep24-Jul25 Qual Intab

. 6.2% or 270,357 of SEA DMA Adults 21 or older Watched the DAYTONA 500 in the past 12 months.
Adults 21 or older who Watched the DAYTONA 500 in the past 12 months are 16.% more likely to use QSRs
past mo., 18.5% more likely to use Sit-Down Restaurants past mo., 61.8% more likely to use Casinos past yr.,

Top-10 Cuisines: Adults 21 or older

(Sit-Down Restaurants Used Past 30-days)

Coffee
House /
Coffee 8ar

20.8

Bagel
Doaut/
Bakery

Mexizan Chinese

nalian indian/  wings/  Upscile
Tha/ Surgers/

Qther  Sports Bar

asizn

seafond
= who Watched the DAYTONA 500 in the past 12 months

mSEA

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
Who Wotched the DAYTONA 5001 the past 12months  [SOJSSI 11.4%

or TN 19.5%

Past 12 months Casino

Slot Machines
o | ]

Activities: Adults 21 or older

Table Games (Craps, Poker, etc.)

Upscale Restaurant

Bar / Nightclub
Stage Show / Concert 18.6%
Sports Betting 6.2%5'6%
sp2 B 2w
Other Gambling af ;’&, Casinos visited past 12 Yes ij

Used Past 30-days: Adults 21 or older

%

/ Cannabis

= who Watched the DAYTONA 500 in the past 12 months m SEA
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Past 30-days QSR Users: Adults 21 or older

1tme S a7

2 times

3 times
4 times 4 times

5times

6 - 9times 6 - 9times

5 times T

6.0%

mwho Watched the DAYTONA 500 in the past 12 months ®PHX ® who Watched the DAYTONA 500 in the past 12 months W PHX
Total Munthfy QSR Users: Avg. Monthly QSR Meals: Total Monthly Sit-Down Restaurant Users: Avg. Monthly Sit-Down R Meals:

3.1% 80.6%

8

70.1%

Drank Past 30-days. Adults 21 or older
Uguor

Any Type of Beer

Slot Machines

S 39.6% Table Games (Craps, Poker, etc.)

Wine Bar / Nightclub

Domestic Light Beer Upscale Restaurant

Imported Beer Stage Show / Concert
Domestic Regular Beer - v Sports Betting
Microbrew / Craft Beer i Spa
Other Gambling
® who Watched the DAYTONA 500 in the past 12 months HPHX
PHX DMA Scarborough R2 2025: Aug24-Jul25 Qual Intab 165

All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

6.9% or 313,025 of PHX DMA Adults 21 or older Watched the DAYTONA 500 in the past 12 months.

Adults 21 or older who Watched the DAYTONA 500 in the past 12 months are 6.7% more likely to use QSRs
past mo., 14.9% more likely to use Sit-Down Restaurants past mo., 23.1% more likely to use Casinos past yr.,
19.7% less likely to smoke cigarettes.

Past 30-days Sit-Down Restaurant Users: Adults 21 or older| Top-10 Cuisines: Adults 21 or older

Ltme M
3 times “
-

-Down Restaurants Used Past 30-days)

I iiiklhk

Pizza Chisese  Coffee  malan steakhouse wings/ Bagel/  odian/  Seafood
House / Borgers/ ODonut/  Thai/
Caffee Bar Sporis Bar  Bakery  Other

= wha Watched the DAYTONA 500in the past 12 months uPHX
Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
Who Watched the DAYTONA 500in the past 12 months | SOJATTRNININ 9.7%

L 749,001 16.5%

Past 12 months Casino Activities: Adults 21 or older

527,991 11.6%

8.3%
b 2.8%
m‘ 6.0%

Casinos visited past 12

Used Past 30-days: Adults 21 or older
!

Cigarettes Vape

= who Watched the DAYTONA 500 in the past 12 months mPHX

Special TV sports programs watched past 12 months: Daytona 500

ij / Cannabis

= who Watched the DAYTONA 500in the past 12 months. WPHX



6.6% or 17,177,596 of USA Adults 18 or older Watched the DAYTONA 500 in the past 12 months.

Adults 18 or older who Watched the DAYTONA 500 in the past 12 months are 3.9% more likely to have a
401K, 38.2% more likely to have an Auto Loan, 8.4% less likely to Invest/Trade Stocks Online, 17.5% more
likely to pay with their Debit Card.

Investments Owned: Adults 18 or older Financial Services Has and/or Uses: Adults 18 or older

Stocks or Stock Options
Mutual Funds
Money Market Funds

5 X
2,339,52 13.6%

Other (Crypto / NFTs / Metals, etc.) 2“12 ;'71 gmn‘m

0% 6.8% 6.4% sa% T aew

e . o , oo - - A
Second Home or Real Estate Property r.m Checking Debitor ATM  Savings  CreditCard  Online Mobile  OnlineBil  Home Money  Certificates of Studentloan Personal Loan Refinanced  Home
— Account card Account Banking Banking Paying Mortgage Market  Deposit(CDs) Home  Improvement
. 190,322 6.9% Account Mortgage Loan or Home
529 Plan / College Savings Plan 7.7% Equity Loan
® who Watched the DAYTONA 500in the past 12 months mUSA ® who Watched the DAYTONA 500 in the past 12 months WUSA

Professional Services Used*: Adults 18 or older 'E'Past 3-Months Payment Methods Used: Adults 18 or older

Tax Preparation Service

Financial Planner

Online Investing / Stock Trading

Accountant

Insurance Agent at a Local Office (not online)

Real Estate Agent 0% 11.1%10.7%
LFER] 3.6% 0% 6.7%
Estate Planning mm 1 - 31: et PERTE iz SRS b cou v B s . ey d
B ; 0% (*Past 12 Months) VIsA Debit Card Zelle venmo MasterCard ~ Apple Pay CashApp GooglePay American Store Credit  Discover  Square Cash  Facebook Samsung Pay
Divorce / Family Attorney 10% Express card Messenger
® who Watched the DAYTONA 500in the past 12 months mUSA = who Watched the DAYTONA 500 in the past 12 months mUSA

usa USA Projection Scarborough R2 2025: Sep24-Aug25 Qual intab 1,609
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. USA Projection Scarborough R2 2025: Sep24-Aug25 Qual Intab 24,802
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5.9% or 428,401 of CHI DMA Adults 21 or older Watched the DAYTONA 500 in the past 12 months.

Adults 21 or older who Watched the DAYTONA 500 in the past 12 months are 3.6% more likely to have a
401K, 79.1% more likely to have an Auto Loan, 13.1% more likely to Invest/Trade Stocks Online, 7.2% more
likely to pay with their Debit Card.

mﬁ AInwestments Owned: Adults 21 or older Financial Services Has and/or Uses: Adults 21 or older

AR

IRA (Individual Retirement Account)

Stocks or Stock Options
119,61 27.9%
Mutual Funds
Money Market Funds W 2
Other (Crypto / NFTs / Metals, etc.) 15158

X i 13.2%
jome

- L852 7.7% - ) et s .
529 Plan / College Savings Plan 7.3% Checking Debitor ATM  Savings  CreditCard  Online Mobile Online Bill Home Auto Loan Money  Certificates of Studentloan Personal Loan Refinanced  Hq
Account card Account Banking Banking Paying Mortgage Market  Deposit(CDs) Home  Improvement
A 8.6% Account Mortgage Loan or Home
Second Home or Real Estate Property 7% Equity Loan
# who Watched the DAYTONA 500 in the past 12 months ECHI = who Watched the DAYTONA 500 in the past 12 months mCHI

Professional Services Used*: Adults 21 or older | ‘gy'Past 3-Months Payment Methods Used: Adults 21 or older

Tax Preparation Service

1,374,585 19.0%

Financial Planner

Online Investing / Stock Trading

13.5%
17.0%
Accountant 10.7%

13.0% @ (]

776,008

Insurance Agent at a Local Office (not online)

1 8.4%
Real Estate Agent 9%2.9% . 11.8%11.5%
Hiad : 6.7% 5.8%
Z 5.0% 2

Estate Planning m,,% -~ " : L e e oo e
1,1% (*Past 12 Months) visa PayPal Zelle MasterCard  Debit Card Venmo Apple Pay Discover  Store Credit  American  Square Cash  Facebook Samsung Pay

Divorce/ Family Attomey l 1.0% card Express Messenger

= who Watched the DAYTONA 500 in the past 12 months ECHI = who Watched the DAYTONA 500 in the past 12 months = CHI

CHI DMA Scarborough R2 2025: Sep24-Jul25 Qual Intab 245
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5.3% or 284,934 of WDC DMA Adults 21 or older Watched the DAYTONA 500 in the past 12 months.

Adults 21 or older who Watched the DAYTONA 500 in the past 12 months are 3.3% less likely to have a 401K,
60.8% more likely to have an Auto Loan, 7.% more likely to Invest/Trade Stocks Online, 31.3% more likely to
pay with their Debit Card.

Investments Owned: Adults 21 or older Financial Services Has and/or Uses: Adults 21 or older

401K plan
Stocks or Stock Options
,523 22.3%
Money Market Funds 1315;9%
529 Plan / College Savings Plan 291‘1 5%
3 12.5%
Other (Crypto / NFTs / Metals, etc.) 10 e

) 10.6%
Bonds 9_4% Checking  Debit or ATM

IRA (Individual Retirement Account)

.8%
8.7% 6% 92%

Home Auto Loan Money  Certificates of Studentloan Personal Loan Refinanced Home

Savings Credit Card Online Online Bill Mobile

Account card Account Banking Paying Banking  Mortgage Market  Deposit[CDs) Home  Improvement
11.6% Account Mortgage Loan or Home
Second Home or Real Estate Property M-”‘ Equity Loan
® who Watched the DAYTONA 500 in the past 12 months EWDC = who Watched the DAYTONA 500 in the past 12 months mWDC

Professional Services Used*: Adults 21 or older | ‘gy'Past 3-Months Payment Methods Used: Adults 21 or older

Tax Preparation Service

Online Investing / Stock Trading

Financial Planner

Accountant

Insurance Agent at a Local Office (not online)

Real Estate Agent 9.6% 10.9%

5.7% 6.5% 53% 529

Google Pay  American Discover ~ Store Credit Square Cash  Facebook Samsung Pay
Express Ccard Messenger

Estate Planning

(*Past 12 Months) visA Paypal Debit Card MasterCard ~ Venmo  ApplePay  Cash App

Divorce / Family Attorney

= who Watched the DAYTONA 500 in the past 12 months mwWDC = who Watched the DAYTONA 500 in the past 12 months mWDC

wDC DMA Scarborough R2 2025: Oct24-Aug25 Qual Intab 306
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250 | 2ol ee 6.2% or 270,357 of SEA DMA Adults 21 or older Watched the DAYTONA 500 in the past 12 months.

=i - ?;’7 Adults 21 or older who Watched the DAYTONA 500 in the past 12 months are 19.2% less likely to have a 401K,

BUSCg
A "

46.3% more likely to have an Auto Loan, 64.8% less likely to Invest/Trade Stocks Online, 20.8% more likely to
pay with their Debit Card.

P21+

mﬁ AInwestments Owned: Adults 21 or older Financial Services Has and/or Uses: Adults 21 or older

401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

Bonds

Other (Crypto / NFTs / Metals, etc.)

2,087,719 47.5%

1,338,675 41.8%

15.5%
814,470 18.5%
10.9%
5 1 13.0%
17.5%
12.1%

6.7% T.2% 5.7% 6.4% 449 4.0%

Second Home or Real Estate Property 9 59; Checking Debitor ATM  Savings  CreditCard  Online Mohile Online Bill Home Money Auto Loan Certificates of Studentloan Personal Loan Refinanced Home
' : Account card Account Banking Banking Paying  Mortgage  Market Deposit (CDs} Home  Improvement
529 Plan / College Savings Plan m - Atcomt Mortgage l:’]‘_,g:’;":
® who Watched the DAYTONA 500in the past 12 months HSEA = who Watched the DAYTONA 500 in the past 12 months mSEA
Professional Services Used*: Adults 21 or older 'm'Past 3-Months Payment Methods Used: Adults 21 or older
Online Investing / Stock Trading :
Tax Preparation Service
758,061 17.3%
. g 2 %
Insurance Agent at a Local Office (not online) ‘ . 21.7%
6.9%

Estate Planning

Real Estate Agent

2.0%
4.1%

10.4%

Google Pay  Cash App American  Store Credit Square Cash  Discover Facehook  Samsung Pay

) . 5% (*Past 12 Months) visa Paypal Debitcard  Venmo Zelle MasterCard  Apple Pay
Divorce/ Family Attomey EOO.Q% Express card Messenger
= who Watched the DAYTONA 500 in the past 12 months ESEA = who Watched the DAYTONA 500 in the past 12 months = SEA

SEA DMA Scarborough R2 2025: Sep24-Jul25 Qual intab 171
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6.9% or 313,025 of PHX DMA Adults 21 or older Watched the DAYTONA 500 in the past 12 months.

Adults 21 or older who Watched the DAYTONA 500 in the past 12 months are 17.6% more likely to have a
401K, 1.7% less likely to have an Auto Loan, 56.2% less likely to Invest/Trade Stocks Online, 25.8% more likely
to pay with their Debit Card.

mﬁ ‘Investments Owned: Adults 21 or older Financial Services Has and/or Uses: Adults 21 or older
20.3%
Money Market Funds %1%

12.0%
Other (Crypto / NFTs [ Metals, etc.) g ;:.296

12.2%

8.7%

401K Plan

IRA (Individual Retirement Account)

Stocks or Stock Options

Mutual Funds

Online Mabile Online gill Home Auto Loan Money  Certificates of Studentloan Personal Loan  Home Refinanced

anvol ria s I . o207
7.5% Checking Debitor ATM  Savings Credit Card

Second Home or Real Estate Property
Account card Account Banking Banking Paying Mortgage Market  Deposit [COs) Improvement  Home
. 120.7% Account Loanor Home Mortgage
529 Plan / College Savings Plan gy 5.0% Equity toon
# who Watched the DAYTONA 500 in the past 12 months W PHX = who Watched the DAYTONA 500 in the past 12 months mPHX

Past 3-Months Payment Methods Used: Adults 21 or older

Tax Preparation Service

Professional Services Used*: Adults 21 or older y'm'

Financial Planner

Online Investing / Stock Tradii n
8/ el c3c 56 11.8%

Accountant 8.1% 3L
Insurance Agent at a Local Office (not online) 7.2% 11.5%
Z 17.0%
72.1% 12.3%

Real Estate Agent & 8% %
3.6%
Estate Planning Es;’m s . 0:536! o{}.%m
R N °0.0% (*Past 12 Months) visa Venmo MasterCard  Apple Pay CashApp GooglePay American  StoreCredit  Discover  Square Cash  Facebook  Samsung Pay

Divorce/ Family Attomey I os% Express card Messenger

= who Watched the DAYTONA 500 in the past 12 months m PHX ® who Watched the DAYTONA 500in the past 12 months m PHX

PHX DMA Scarborough R2 2025: Aug24-iul25 Qual Intab 165
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Adults 18 or older who Watched the DAYTONA 500 in the past 12 months spend an average of 3 days, 14 hours, 55
minutes and 3 seconds each week with All Forms of Media.

92.6% of Adults 18 or older who Watched the DAYTONA 500 in the past 12 months spend an avg. of 8 hours and 38 minutes each week
listening to All Local AM/FM Radio, representing 9.2% of totaltime spent with all forms of Media.

o7 f

Avg. H:M:S/week with All Forms of
Media: Adults 18 or older

CONCUrr
Usage 54.6%

who Watched the usa
% of Total DAYTONA 500 in the past
Weekly H:M: 12 months

m who Watched the DAYTONA 500 in the past 12 months m USA
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Adults 21 or older who Watched the DAYTONA 500 in the past 12 months spend an average of 3 days, 18 hours, 33
minutes and 10 seconds each week with All Forms of Media.

95.4% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months spend an avg. of 9 hours and 7 minutes each week
listening to All Local AM/FM Radio, representing 9.6% of totaltime spent with all forms of Media.
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A 2ol 26 Adults 21 or older who Watched the DAYTONA 500 in the past 12 months spend an average of 3 days, 0 hours, 31
S DAYTONA = »
= minutes and 29 seconds each week with All Forms of Media.
e 93.2% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months spend an avg. of 7 hours and 57 minutes each week

listening to All Local AM/FM Radio, representing 10.2% of totaltime spent with all forms of Media.

..

Avg. H:M:5/weekwith All Forms of Media:
Adults 18 or older

62:49:59
Concurrent
U3t % who Watched the Davrona woc

500in the past 12 months

% of Total
Weekly H:M:

28.1%

Avg. Weekly
Hours:Minutes:
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Adults 21 or older who Watched the DAYTONA 500 in the past 12 months spend an average of 3 days, 14 hours, 50
minutes and 9 seconds each week with All Forms of Media.

86.3% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months spend an avg. of 7 hours and 5 minutes each week
listening to All Local AM/FM Radio, representing 7.% of total time spent with all forms of Media.

Wgs = Avg. H:M:S/week with All Forms of Media:
= Adults 18 or older
Concurrent

% of Total

g K Wae R e DAYTONA SEA
Weekly H:M:

500 in the past 12 months

Avg. Weekly
Hours:Minutes:

= who Watched the DAYTONA 500 in the past 12 months

B SEA
SEA  DMA  Scarborough R2 2025:Sep2d-Jul25  Qualintab 171 SEATTLE-TACOMA ~ DMA  Scarborough R2 2025: Sep24-Jul25  QualIntab 3,920 Hubbq rd Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. i

for Anything i
Special TV sports programs watched past 12 months: Daytona 500



Adults 21 or older who Watched the DAYTONA 500 in the past 12 months spend an average of 3 days, 14 hours, 28
minutes and 13 seconds each week with All Forms of Media.

90.3% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months spend an avg. of 8 hours and 26 minutes each week
listening to All Local AM/FM Radio, representing 8.8% of totaltime spent with all forms of Media.
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Adults 18 or older who Watched the DAYTONA 500 in the past 12 months spend an average of 2 days, 22 hours, 12
minutes and 42 seconds each week with All Forms of Ad-Supported Media.

89.5% of Adults 18 or older who Watched the DAYTONA 500 in the past 12 months spend an avg. of 8 hours and 12 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 10.5% of total time spent with all forms of Ad-Supported Media.
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Adults 21 or older who Watched the DAYTONA 500 in the past 12 months spend an average of 3 days, 4 hours, 19
minutes and 3 seconds each week with All Forms of Ad-Supported Media.

92.4% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months spend an avg. of 8 hours and 53 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 10.8% of total time spent with all forms of Ad-Supported Media.
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Adults 21 or older who Watched the DAYTONA 500 in the past 12 months spend an average of 2 days, 7 hours, 12
minutes and 44 seconds each week with All Forms of Ad-Supported Media.

90.4% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months spend an avg. of 7 hours and 41 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 12.6% of total time spent with all forms of Ad-Supported Media.

EET..

Avg. H:M:S/week with All Forms of Ad-
Supported Media: Adults 18 or older

concurr
Usage 61.5%
wDC

who Watched the
DAYTONA 500 in the past
12 months

% of Total
Weekly H:M:

18.5%

Avg. Weekly
Hours:Minutes:

® who Watched the DAYTONA 500 in the past 12 months m WDC

wDcC DMA Scarborough R2 2025: Oct24-Aug25 Qual Intab 306 WASHINGTON, DC DMA Scarborough R2 2025: Oct24-Aug25 Qual Intab 5726 Hubb r Shar;e o fA Ev ar:‘_ythi"S
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. or Anything

Special TV sports programs watched past 12 months: Daytona 500



Adults 21 or older who Watched the DAYTONA 500 in the past 12 months spend an average of 2 days, 18 hours, 31
minutes and 11 seconds each week with All Forms of Ad-Supported Media.

84.9% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months spend an avg. of 6 hours and 48 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 8.7% of total time spent with all forms of Ad-Supported Media.
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Adults 21 or older who Watched the DAYTONA 500 in the past 12 months spend an average of 3 days, 0 hours, 0
minutes and 13 seconds each week with All Forms of Ad-Supported Media.

88.2% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months spend an avg. of 8 hours and 22 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 10.3% of total time spent with all forms of Ad-Supported Media.
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Adults 18 or older who Watched the DAYTONA 500 in the past 12 months spend an average of 10
hours and 1 minutes each day with All Forms of Ad-Supported Media. 89.5% listen to Local AM/FM
Radio for an avg. of 70.3 minutes/day. (Local Radio delivers 10.5% of Time with Ad-Supported Media.)
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| Adults 21 or older who Watched the DAYTONA 500 in the past 12 months spend an average of 10
hours and 54 minutes each day with All Forms of Ad-Supported Media. 92.4% listen to Local AM/FM
Radio for an avg. of 76.3 minutes/day. (Local Radio delivers 10.8% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 21 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older
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| Adults 21 or older who Watched the DAYTONA 500 in the past 12 months spend an average of 7
hours and 53 minutes each day with All Forms of Ad-Supported Media. 90.4% listen to Local AM/FM

Radio for an avg. of 65.9 minutes/day. (Local Radio delivers 12.6% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 21 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older
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Top-13 All Forms of Media (Persons & % Reach): Adults 21 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older
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| Adults 21 or older who Watched the DAYTONA 500 in the past 12 months spend an average of 9
hours and 30 minutes each day with All Forms of Ad-Supported Media. 84.9% listen to Local AM/FM

Radio for an avg. of 58.3 minutes/day. (Local Radio delivers 8.7% of Time with Ad-Supported Media.)

% Time spent:

Avg. Hours+Minutes/day with All m

st o m—!m— Fomseftiedis fdduBteroe g

Games fFantasy/Betting Sites
Instagram

Non-Premium Cable TV Networks

who Watched the Local AM/FM Radio tc.
Arstonpine b vy m-m—- AT s he o ey | S| e [hsissees
: Asint ; 33. 3. 63. Rankine/Fi..
netit 99500
mwho Watched the DAYTONA 500 in the past 12 months mSEA #who Watched the DAYTONA 500 in the past 12 months B SEA

Non-Premium Cable
TV Networks
98.3

Billboards & Signs

Facebook {Weekly Drivers)

60.5 45.5

Amazon
Email/Text/IM/ Prime/IMDb
Zoom,etc. Instagram /FireTV
(Personal & 292 26.8
Work) :
443

Search

(Google, Bing,
News/Weat

Non-Premium Cable
TV Networks
87.3

Local AM/FM Radio

Facebook
458

Search
(Google, Bing,
etc.)
31.1

Instagram

Email/Text/l

M/Zoom,etc

Signs (Weekly | . (Personal &
Drivers) Work)
444 414

Billboards &

Amazon Games/Fanta
Prime/IMDb  sy/Betting
/FireTV Sites...
255
News/ Gr
Weath oce
er/Sp.... r..

Top-13 All Forms ofAd Suggorted’ Media {Persons &% Reach}: Adults 21 or older

5 Time Spent

(average week) ot persons

Grocery Stores

Search (Google, Bing, etc)

Billboards & Signs (Weekly Drivers)
News/Weather /Sports (Websites/Apps)
Email/Text/IM/Zoom,etc. (Personal & Work)
Facebook

Local AM/FM Radio

Non-Premium Cable TV Networks

Shopping (incl. Food/Auctions/Travel, etc.)
Instagram

Local TV Stations

_!H"
M

Avg. Hours+Minutes/day with All
Forms of Ad-Supported Media:
Adults 21 or older

who Watched the

Amazon Prime/IMDb FireTV DAYTONA 500 in the past
12 months
YouTube Video G PIRTL]
» who Watched the DAYTONA 500 in the past 12 months W SEA
SEA DMA Scarborough R2 2025: Sep24-Jul25 Qual Intab 171

All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Top-13 All Forms of Ad-Supported Media (% Time Spent &

Avg. Minutes/day Spent): Adults 21 or older

(average Day)

Non-Premium Cable
TV Networks
95.4

Local TV Stations
80.4

1 Prime/IMDb/Fire

Blllboards &

Local AM;’FM

Search Shopping
(Google, Bing, (incl.

Food/Auc

tions/Tr...

v etc.)
429 332

YouTube

om,etc. (Personal | Instagr /Wea | Video...

& Work) am | ther/ |
424 205 |SPO-. | Groce...

Email/Text/IM/Zo News

TV Networks
82.7

Local TV Stations
82.4

Non-Premium Cable

Local AM/FM

Amazon

Prime/IMDb/Fire (Google, Bing, (incl.

1LY
43.9

Email/Text/IM/Z YouTu

oom,etc.
(Personal &
Work)...

Billboards &
Signs

Search Shopping

etc.)... Food/Au...

News/W

eather...
Instagr be

am | Video
210 | 197 | Groce..

Special TV sports programs watched past 12 months: Daytona 500

m who Watched the DAYTONA 500 in the past 12 months

soefa

ai

-SEA
Share of Everything
for Anything _



| Adults 21 or older who Watched the DAYTONA 500 in the past 12 months spend an average of 10
hours and 17 minutes each day with All Forms of Ad-Supported Media. 88.2% listen to Local AM/FM
Radio for an avg. of 71.8 minutes/day. (Local Radio delivers 10.3% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 21 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older
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15,376,874 or 89.5% of Adults 18 or older who Watched the DAYTONA 500 in the past 12 months
listen to Ad-Supported Local AM/FM Radio for an average of 70.3 minutes every day representing
42.5% of all time spent daily with Ad-Supported Audio.
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395,866 or 92.4% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months listen
to Ad-Supported Local AM/FM Radio for an average of 76.3 minutes every day representing 45.5%
of all time spent daily with Ad-Supported Audio.
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- 257,531 or 90.4% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months listen
to Ad-Supported Local AM/FM Radio for an average of 65.9 minutes every day representing 47.4%
of all time spent daily with Ad-Supported Audio.
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- 229,647 or 84.9% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months listen
to Ad-Supported Local AM/FM Radio for an average of 58.3 minutes every day representing 36.5%
of all time spent daily with Ad-Supported Audio.
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50 - 276,066 or 88.2% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months listen
to Ad-Supported Local AM/FM Radio for an average of 71.8 minutes every day representing 44.1%

of all time spent daily with Ad-Supported Audio.
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15,376,874 or 89.5% of Adults 18 or older who Watched the DAYTONA 500 in the past 12 months
listen to Ad-Supported Local AM/FM Radio for an average of 70.3 minutes every day representing
42.5% of all time spent daily with Ad-Supported Audio.
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| 395,866 or 92.4% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months listen
to Ad-Supported Local AM/FM Radio for an average of 76.3 minutes every day representing 45.5%
of all time spent daily with Ad-Supported Audio.
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| 257,531 or 90.4% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months listen
to Ad-Supported Local AM/FM Radio for an average of 65.9 minutes every day representing 47.4%
of all time spent daily with Ad-Supported Audio.
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| 229,647 or 84.9% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months listen
to Ad-Supported Local AM/FM Radio for an average of 58.3 minutes every day representing 36.5%
of all time spent daily with Ad-Supported Audio.
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| 276,066 or 88.2% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months listen
to Ad-Supported Local AM/FM Radio for an average of 71.8 minutes every day representing 44.1%
of all time spent daily with Ad-Supported Audio.
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15,376,874 or 89.5% of Adults 18 or older who Watched the DAYTONA 500 in the past 12 months listen to
Ad-Supported Local AM/FM Radio. The Top-5 Formats are Country, Classic Rock, Adult Contemporary,
Classic Hits, and News/Talk/Information.
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395,866 or 92.4% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months listen to
Ad-Supported Local AM/FM Radio. The Top-5 Formats are Country, News/Talk/Information, Classic Rock,
Adult Contemporary, and Classic Hits.
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257,531 or 90.4% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months listen to
Ad-Supported Local AM/FM Radio. The Top-5 Formats are All News, Country, Classic Rock,
News/Talk/Information, and Classic Hits.
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' 229,647 or 84.9% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months listen to
Ad-Supported Local AM/FM Radio. The Top-5 Formats are Classic Rock, Country, Adult Contemporary,
Variety, and Adult Hits.
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276,066 or 88.2% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months listen to
Ad-Supported Local AM/FM Radio. The Top-5 Formats are Country, Adult Hits, Hot AC, Adult
Contemporary, and All Sports.
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15,061,651 or 87.7% of Adults 18 or older who Watched the DAYTONA 500 in the past 12 months
watch Ad-Supported Local TV Stations for an average of 101.5 minutes every day representing
29.1% of all time spent daily with Ad-Supported Video.
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Avg. Week All Vid_eo (Persons & % Reach): Adults 21 or older
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398,444 or 93.% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months watch
Ad-Supported Local TV Stations for an average of 133.1 minutes every day representing 35.3% of all
time spent daily with Ad-Supported Video.

% Time spent

Avg. Day All Video (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older

31.1%

=,
213
R R [

T —ria
PR —
m—-,m
m_lm—
P T
R

Avg. Hours+Minutes/day with
Video: Adults 21 or older

-

= a5
. o o B~ s
bR R R R ERE R R

- 1% who Watched the
el 15.5% DAYTONA S0 the post
12 months

o
e
£

Local TV Stations
137.4

Amazon
Prime/I

Non-Premium Cable TV MDb/Fir

Networks eTVv
36.4

95.5
Hulu/
Hulu +
Live.

Peaco
ck
18.9

Local TV Stations
1226

Non-Premium Cable TV
Networks
81.2

Netflix
29.9

Amazon Roku +

Prime/IM The

Db/FireT  “Rokui..
N

TikTo

Disn  Pea

Hulu/H | e eyt

YouTube 115 i

Video ulu +

Live...
19.3 4 Paramou...

FZFCOn — 10.5 %

» who Watched the DAYTONA 500 in the past 12 months mCHI

® who Watched the DAYTONA 500 in the past 12 months

u CHI

Avg. Week Ad-Supported Video (Persons & % Reach): Adults 21 or older Avy.

Local TV Stations

Non-Premium Cable TV...

Amazon Prime/IMDb/FireTV
YouTube Video

TikTok

Hulu/Hulu + Live TV (any Hulu)
AppleTV+ fubo,Pluto, Tubi, ete.
Peacock

Netflix

Paramount+

Disney+

Roku + The Roku Channel
Premium Cable TV Networks

CHI

DMA

Day Ad-Supported Video (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older

Total Persons:
4,903 753 35 80
£0.2% 23,74

PRPIRTT T
T —T
m-m
PP T

[ ooc sool 1o 2o mume

PO R
A

R R

Avg. Hours+Minutes/day with Ad-
Supported Video: Adults 21 or older

who Watched the

5 S s
a e e
R ENES RSN

8.3%
[as7s | g%
555
0.0% DAYTONA 500 n the past
12 months
® who Watched the DAYTONA 500 in the past 12 months
Scarborough R2 2025: Sep24-Jul25 Qual Intab 245

0.0%
ECHI

All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Local TV Stations
1331

Amazon
Prime/IMDb/
FireTv
63.4

Non-Premium Cable
TV Networks
925

YouT Hul
Peac ube u/H
ock Vide ulu
161 0 £

Netfl...

TikT...

Local TV Stations
116.8

Amazon
Prime/IM
Db/FireTV

40.0

Non-Premium Cable TV
Networks
77.3

Hulu/

14.0 Hulu +
Live... Ju...

Appl
eTV+

TikTok

YouT
ube
Video
19.2

Netflix

13.4 Peac... Ro...

Special TV sports programs watched past 12 months: Daytona 500

® who Watched the DAYTONA 500 in the past 12 months

uCHI

* Share of Everything

e for Anything _




224,805 or 78.9% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months watch
Ad-Supported Local TV Stations for an average of 68.5 minutes every day representing 28.4% of all
time spent daily with Ad-Supported Video.
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229,564 or 84.9% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months watch
Ad-Supported Local TV Stations for an average of 80.4 minutes every day representing 26.8% of all
time spent daily with Ad-Supported Video.
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267,944 or 85.6% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months watch
Ad-Supported Local TV Stations for an average of 78.9 minutes every day representing 22.8% of all
time spent daily with Ad-Supported Video.
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15,061,651 or 87.7% of Adults 18 or older who Watched the DAYTONA 500 in the past 12 months
watch Ad-Supported Local TV Stations for an average of 101.5 minutes every day representing 29.1%
of all time spent daily with Ad-Supported Video.
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398,444 or 93.% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months watch
Ad-Supported Local TV Stations for an average of 133.1 minutes every day representing 35.3% of all
time spent daily with Ad-Supported Video.
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224,805 or 78.9% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months

watch Ad-Supported Local TV Stations for an average of 68.5 minutes every day representing 28.4%
of all time spent daily with Ad-Supported Video.
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229,564 or 84.9% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months
watch Ad-Supported Local TV Stations for an average of 80.4 minutes every day representing 26.8%
of all time spent daily with Ad-Supported Video.
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267,944 or 85.6% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months watch
Ad-Supported Local TV Stations for an average of 78.9 minutes every day representing 22.8% of all
time spent daily with Ad-Supported Video.
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Local TV Station Programs (Persons & % Reach}: Adults 18 or older

(averoge week)
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Local News - Late

Court Shows

15,061,651 or 87.7% of Adults 18 or older who Watched the DAYTONA 500 in the past 12 months
watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening, Local
News - Morning, Comedies, Movies, and Dramas.
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398,444 or 93.% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months watch
Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening, Comedies,
Local News - Morning, Game Shows, and Movies.
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224,805 or 78.9% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months watch
Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Comedies, Local News - Evening,
Movies, Mystery/Suspense/Crime, and Dramas.
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el -] el 229,564 or 84.9% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months watch

P DAYTONA —

*—"'{' T s % Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Local News -

pLscies..
=~ A 5T

_m p21+ Morning, Sports, Movies, Dramas, and Comedies.

Local TV Station Programs (Persons & % Reach): Adults 21orolder Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older

(average week) Torol Persons: % Time Spent: (Average Day)

N

Comedies  pHgs 5 Local News -
’ Comedies Evenin, Game Shows Comedies
Local News - Morning D e T oo 14.6 . 21.0 202
i 14.1 210 -
Movies m v
.4 | Local News -
National/Network News Dramas Game Shows Morning Natio
20.3 19.2 31.1 Dramas nal/N
Dramas Avg. Hours+Minutes/day with Local I Mystery/S | Docu 28.4 Iocal Nevse Mystery/S ST
x TV Stations: Adults 21 or older uspense/C | ment Late EEn Kk
Documentaries 184 rime
& Ne...
Mystery/Suspense/Crime 145
Food/Cooking Shows _ Document
Game Shows ‘ Local News - , Local News - DOk aries...
who Watched the SEA Morning : L < Evening Movies ng
Local News - Late DAYTONA 500in the past m 19.4 21.7 183 Sho... ESeien..

- 12 months
Science fiction 7RI W

D
# who Watched the DAYTONA 500 in the past 12 months mSEA = who Watched the DAYTONA 500 in the past 12 months HSEA
Ad-Supported Local TV Station Programs (Persons & % Reach): Adults 21 or 0Ider Ad-Supported Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older
(averoge week) rmr Persons Time Spent. (Averoge bay)

Sports T X W
- :
e v S T g | Comedles

15.5 8
woves TR

Dramas  pAOSEASH 28 2% (;am;gsruws

Game Shows Movies
21.0 19.3
Local News -
Morning
3151

R i i ooy e
= .89 Movi Comedies
Mystery/Suspense/Crime w e ovies i5:5

140

Game Shows  gCEETT] 23.0% ; Late Nation
Food/Cooking shows  AISAR EERR _ -- Night | al/Net
Local News - Late  pEP WPy m Local News - Local News - .

who Watched the

: z L1 : E Morning Sports Late
Science Fiction  E¥ ey .l!m “Aﬂo':;;?"l’;:“"‘“ X 19.4 181 131 Food/... | Scie...
Late Night Tal  [RPEREPSS S 5%

® who Watched the DAYTONA 500 in the past 12 months mSEA » who Watched the DAYTONA 500 in the past 12 months HSEA

- f i
SEA  DMA  Scarborough R22025: Sep24-Jul25  Quallntab 171 Soefa ai Shit o A,,E;fh" i’nt;‘"‘-‘
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. - o

Late Nationa
Night I/Netw
Tal... ork...

Local News-  Local News -
Dramas Evening Late Food/Co  Scienc
29.9 229 184 oking.. e..

Special TV sports programs watched past 12 months: Daytona 500



267,944 or 85.6% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months watch
Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Movies, Local News - Evening,
Comedies, Dramas, and Local News - Morning.
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' 12,897,937 or 75.1% of Adults 18 or older who Watched the DAYTONA 500 in the past 12 months
use Ad-Supported Social Media for an average of 146.1 minutes every day representing 25.% of all
time spent daily with Ad-Supported Digital Media.
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| 341,335 or 79.7% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months use
Ad-Supported Social Media for an average of 151.2 minutes every day representing 26.9% of all time
spent daily with Ad-Supported Digital Media.
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Avg. Day All Digital (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older

—— m—m-
et s i m_m- e
-
Streaming Audio (Local Radio/ m”

Podcasts/Streaming Services)

o rantasy et e ey WS

Shopping lincl. Food/Auctions/Travel, etc.) m 26.7%
concurrent
usage %:

. .
‘who Watched the

Online Classes, Schools, Colleges, Universities
DAYTONA 500 in the past

S——— T
2 o

Avg. Hours+Minutes/day with m

Digital: Adults 21 or older

OTT TV Streaming Services

166.0

Social Media
164.4

Online
Classes,
Schoals,
College

s,
Universi
t

Streaming Audio (Local Radio/

Podcasts/Streaming Services)
152.4 Social Media

154.9

Non- Search

Local TV (Google,

Streaming emium... Bing,...
415 [

Premium-+Pr

I YouT | Sho
EmallTExtl ube/T | ppin | |
M/Zoomete ikTok, & | New B
S(PEFsERalEN etc.... | (in... | waa 143.1

Games/...

OTT TV Streaming Services

Online
Classes,
Schools,
Colleges,
Streaming Audio (Local Radio/  Unive
Podcasts/Streaming Services) es
1425 50.6

Non YouTube/Ti
Premium+Pr | 1
emium...

Local TV
Streaming
44.6

Search Sho
EmallfText/ll (Googl ppin
M/Zoom.etc. e,
(Personal... B = (in...

Gam
/F

sy/...

tocal Tvsteoming - ERRVRTC IPTRT —

u who Watched the DAYTONA 500 in the past 12 months

mCHI

Day Ad-Supported Digital (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older

u who Watched the DAYTONA 500 in the past 12 months uCHI
Avg. Week Ad-Supported Digital (Persons & % Reach): Adults 21 or older Avg.
Totol Persons: Time Spent
search (ool ing. e M '
Social Media

Emal/Text/IM/Zoomete. (Personal & Work) - bR eT) 72.1%
m_ﬂ—'—
Streaming Audio (Local Radio/ Podcasts/Streaming m

Services) 3 508 047

YouTube/TikTok, etc.

OTT TV Streaming Services

Avg. Hours+Minutes/day with Ad- M
Supported Digital: Adults 21 or older

Games/Fantasy/Betting Sites ,

4:47 et
—
Usage %: 66.8%

i bl

Local TV Streaming

Banking/Financial/Real Estate (Websites/Apps)

Social Media
151.2

OTT TV Streaming Services

1258

Streaming Audio (Local
Radio/
Podcasts/Streaming Local TV
Services) Streaming
83.8 40.2
Email/Text/1 Social Media
M/Zoom,etc. YouTub 136.6
(Personal & &/TikTok
Work)... oy , etc.
] 252
Non-
Premium-+Pre | Shopping | Ne
mium Cable (incl.
ing... Food/A... e 086

OTT TV Streaming Services

Streaming Audio (Local
Radio/
Podcasts/Streaming Local TV
Services) Streaming
7838 42.4

Email/Text/I Non- Search
M/Zoom,ete | Premium+P | (Google,
(Personal & mium B’“I"

Work)...

News/We
ather/s...

YouTube/TikT| Shopping
ok, etc: (incl.

332 Food/A..  panking/...

Online Clssses, Schools, Colleges, Universities DA::N:';::“’HTW| m
12 months
= who Watched the DAYTONA 500 in the past 12 months mCHI

CHI DMA Scarborough R2 2025: Sep24-Jul25 Qual Intab 245
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

= who Watched the DAYTONA 500 in the past 12 months

Special TV sports programs watched past 12 months: Daytona 500

ECHI
* Share of Everything

.al for Anything _



ly with Ad-Supported Digital Media.

191,920 or 67.4% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months use
Ad-Supported Social Media for an average of 139. minutes every day representing 30.1% of all time
spent dai
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spent daily with Ad-Supported Digital Media.

| 187,227 or 69.3% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months use
Ad-Supported Social Media for an average of 122. minutes every day representing 22.8% of all time
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- 12,897,937 or 75.1% of Adults 18 or older who Watched the DAYTONA 500 in the past 12 months
use Ad-Supported Facebook for an average of 61. minutes every day representing 41.8% of all time
spent daily with Ad-Supported Social Media.

Avg. Week All Social Media (Persons & % Reach): Adults 18 or older Avg Day All social Media (% Time Spent & Avg. Mmutes/day Spent): Adults 18 or older

Totof persons:

Facebook
Instagram _TWI
YouTube Video m
Linkedin B e DTV
TikTok mmﬂ-
Reddit R e 0

x PR 24.5%"

Pinterest
WhatsApp

P
Others(Rumble, Twitch,Gab, Par... m%
Blogs/Message Boards (read... Mm 7%
tumblr 3%

3.4%

Snapchat

Avg. Hours+Minutes/day with all
Social Media: Adults 18 or older

- P

who Watched the
DAYTONA 500in the past
12 months.
mUSA

= who Watched the DAYTONA 500 in the past 12 months

~
el

* SR AR SRR R IR R N e
= e 5

Facebook
70.4

YouTube

Instagram Video

24.2 19.4

LinkedIn

113 [ |
TikTok X | Facebook
139 8.8 o 52.7

Instagram
26.9

LinkedIn

YouTube Video
216

Pinte

res...

= who Watched the DAYTONA 500 in the past 12 months

mUSA

Avg. Week Ad-Supported Spcial Media (Persons & % Reach): Adults 18 or olde“rrm

Facebook

xs's 777746 99

Instagram 3 46.3%
YouTube Video m .
TikTok _!!m-

X m-!m'
Pinterest m-ﬁﬁﬂ
WhatsApp mm:ﬂl
Snapchat mxg/.
Others(Rumble, Twitch, Gab, Pa... M“
Blogs/Message Boards (read... m% e
tumblr l 23'.5;36

m who Watched the DAYTONA 500 in the past 12 months

Scarborough R2 2025: Sep24-Aug25
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All nghrs reserved.

USA USA Pro;ertrnn

Avg. Hours+Minutes/day with Ad-
Supported Social Media: Adults 18

orolder
who Watched the Usa
DAYTONA 500in the past
12 months

mUSA
Qual Intab 1,60:!

15.5

E

Avg. Day Ad-Supported Social Media (% Time Spent & A

vg. Minutes/day Spent): Adults 18 or older

YouTube
Instagram Video YouTube Video Instagram
211 18.7 21.5 21.0
Reci.dit linkedl  Pinter = Reddi
LinkedIn 5.0 n est... e
7.9 6.5
Pint | B
er... |
Facebook Facebook
61.0 What... 8.5
= who Watched the DAYTONA 500 in the past 12 months mUSA
soeﬁ * Share of Everything
USA Projection  Scarborough R2 2025: Sep2d-Aug25  Qual Intab 24,802 odll  for Anything

Special TV sports programs watched past 12 months: Daytona 500




- 289,555 or 67.6% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months use
Ad-Supported Facebook for an average of 63.2 minutes every day representing 41.8% of all time
spent daily with Ad-Supported Social Media.
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191,920 or 67.4% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months use
Ad-Supported Facebook for an average of 56.2 minutes every day representing 40.5% of all time
spent daily with Ad-Supported Social Media.
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187,227 or 69.3% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months use
Ad-Supported Facebook for an average of 46. minutes every day representing 37.7% of all time
spent daily with Ad-Supported Social Media.
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2o 20 229,704 or 73.4% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months use
Ad-Supported Facebook for an average of 63.4 minutes every day representing 44.3% of all time
spent daily with Ad-Supported Social Media.
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12,897,937 or 75.1% of Adults 18 or older who Watched the DAYTONA 500 in the past 12 months
use Ad-Supported Facebook for an average of 61. minutes every day representing 41.8% of all time
spent daily with Ad-Supported Social Media.
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. 289,555 or 67.6% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months use
Ad-Supported Facebook for an average of 63.2 minutes every day representing 41.8% of all time
spent daily with Ad-Supported Social Media.
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191,920 or 67.4% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months use

Ad-Supported Facebook for an average of 56.2 minutes every day representing 40.5% of all time
spent daily with Ad-Supported Social Media.
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187,227 or 69.3% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months use

Ad-Supported Facebook for an average of 46. minutes every day representing 37.7% of all time
spent daily with Ad-Supported Social Media.
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| 229,704 or 73.4% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months use
Ad-Supported Facebook for an average of 63.4 minutes every day representing 44.3% of all time
spent daily with Ad-Supported Social Media.

Avg. Hours+Minutes/day with Ad-Supported
Social Media: Adults 21 or older

"Share of Ad-Supported Social Media"

o who Watched the PHX
% of Weekly gk DAYTONA 500 in the past
77";" Spent 12 months
Ad-Supporte
Sociuﬁ'ldedia: 38.6%
32.7%
26.3% 25.0% 25.6%
20.1% 20.3%

18.0% 17.7%
14.1%

Weekly
Total

Persons
Reached:

70

14, 5%.
| 377 ]

—
229,704 3,401,388 104,511 2,115,275 100,578 1,756,804 27,656 642,751

Average Facebook Instagram YouTube Video TikTok LinkedIn X (Formerly Reddit Pinterest WhatsApp Snapchat

65,958 1,197,512 102,275 1,201,148 56,433 807,509 78,216 1,165,609 31,047 914,036 45,822 925962

Daily Minutes N . "
Using Ad-Supported Twitter )

® who Watche e In the pas montns m

PHX DMA Scarborough R2 2025: Aug24-Jul25 Qual Intab 165 PHOENIX DMA Scarborough R2 2025: Aug24-Jul25 Qual Intab 2,438 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved, il for Anything _ <

Special TV sports programs watched past 12 months: Daytona 500



M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 1,211,886;
Local Radio: 978,076; Social Media: 872,689; Non-Prem. Cable: 630,504; Local TV: 550,647
reaching Adults 18 or older who Watched the DAYTONA 500 in the past 12

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Local Radio: 25,228; Social Media: 22,756; Non-Prem. Cable: 15,268; Local TV: 14,425
reaching Adults 21 or older who Watched the DAYTONA 500 in the past 12 months

All Other Digital Media: 32,298;

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 21 or older who Watched the DAYTONA 500 in the
past 12 months
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Digital Media: 16,438; Non-Prem. Cable: 12,595; Social Media: 11,797; Local TV: 8,198
reaching Adults 21 or older who Watched the DAYTONA 500 in the past 12 months.

Local Radio: 16,478; All Other

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 21 or older who Watched the DAYTONA 500 in the
past 12 months
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Local Radio: 14,465; Social Media: 10,620; Non-Prem. Cable: 9,328; Local TV: 7,637
reaching Adults 21 or older who Watched the DAYTONA 500 in the past 12 months.

All Other Digital Media: 15,774;

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 21 or older who Watched the DAYTONA 500 in the
past 12 months
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Local Radio: 17,630; Social Media: 17,339; Non-Prem. Cable: 13,934; Local TV: 11,535
reaching Adults 21 or older who Watched the DAYTONA 500 in the past 12 months
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Top-13 Out-of -Home Media (Persons & % Reach): Adults 18 or older
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Avg. Hours+Minutes/day with Out-
of-Home Media: Adults 18 or older

16,250,484 or 94.6% of Adults 18 or older who Watched the DAYTONA 500 in the past 12 months
spend an average of 70.6 minutes per day driving, seeing Billboards and Signs. 74.8% Listen to Local

Radio Stations Out-of-Home for an average of 42.6 minutes/day.
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412,680 or 96.3% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months spend
an average of 65.7 minutes per day driving, seeing Billboards and Signs. 77.2% Listen to Local Radio
Stations Out-of-Home for an average of 46.2 minutes/day.

Top-13 Out-of-Home Media (Persons & % Reach): Adults 21 or older Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older
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271,680 or 95.3% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months
spend an average of 62.8 minutes per day driving, seeing Billboards and Signs. 75.6% Listen to Local
Radio Stations Out-of-Home for an average of 39.9 minutes/day.

Top-13 Out—of-Home Media (Persons & % Reach): Adults 21 or older
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 21 or older
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253,839 or 93.9% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months spend
an average of 45.5 minutes per day driving, seeing Billboards and Signs. 71.% Listen to Local Radio

Stations Out-of-Home for an average of 35.4 minutes/day.
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 21 or older
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280,923 or 89.7% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months spend
an average of 88.1 minutes per day driving, seeing Billboards and Signs. 73.7% Listen to Local Radio
Stations Out-of-Home for an average of 43.5 minutes/day.
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16,250,484 or 94.6% of Adults 18 or older who Watched the DAYTONA 500 in the past 12 months spend an
average of 70.6 minutes per day driving, seeing Billboards and Signs representing 44.4% of all Time Spent
with Ad-Supported Out-of-Home Media.
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412,680 or 96.3% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months spend an
average of 65.7 minutes per day driving, seeing Billboards and Signs representing 42.8% of all Time Spent
with Ad-Supported Out-of-Home Media.
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271,680 or 95.3% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months spend an

average of 62.8 minutes per day driving, seeing Billboards and Signs representing 42.5% of all Time Spent
with Ad-Supported Out-of-Home Media.
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253,839 or 93.9% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months spend an

average of 45.5 minutes per day driving, seeing Billboards and Signs representing 36.7% of all Time Spent
with Ad-Supported Out-of-Home Media.
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280,923 or 89.7% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months spend an
average of 88.1 minutes per day driving, seeing Billboards and Signs representing 48.9% of all Time Spent
with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 21 or older
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likely to use Route 6 than the Metro average.

412,680 or 96.3% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months spend
an average of 65.7 minutes per day driving an average of 38.2 miles each day and are 145.9% more

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 21 or older Top-26 Residential Zip Codes: Adults 21 or older
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271,680 or 95.3% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months spend
an average of 62.8 minutes per day driving an average of 36.6 miles each day and are 138.7% more
likely to use Route 15 than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 21 or older
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Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 21 or older
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253,839 or 93.9% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months spend
an average of 45.5 minutes per day driving an average of 26.5 miles each day and are 334.6% more
likely to use Highway 536 than the Metro average.

Top-26 Employment Zip Codes: Adults 21 or older
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280,923 or 89.7% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months spend
an average of 88.1 minutes per day driving an average of 51.3 miles each day and are 128.3% more
likely to use 32nd Street than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 21 or older Top-26 Residential Zip Codes: Adults 21 or older Top-26 Employment Zip Codes: Adults 21 or older
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Avg. Week All Print Media (Persons & % Reach): Adults 18 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

Direct Mail Advertising (excluding Catalogs)
Local Daily Newspa per(s) (Daily+Sunday)
Local Daily Newspaper(s) (Daily

Local Daily Newspaper(s) (Sunday)
Books

New York Times (Daily+Sunday)

Mew York Times (Daily)

New York Times (Sunday)

All Local Weekly Newspapers

Wall Street Journal (Daily)

USA Today (Daily)

Magazines

Catalogs

Totof persans

# who Watched the DAYTONA 500 in the past 12 months

0d m

Avg. Hours+Minutes/day with All
Print Media: Adults 18 or older

who Watched the DAYTONA 500
in the past 12 months

WUSA

5,792,169 or 33.7% of Adults 18 or older who Watched the DAYTONA 500 in the past 12 months read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 10.3 minutes every day representing
37.1% of all time spent daily with All forms of Print Media.

Local Daily
Newspaper(s) N per(s)
(Daily+Sunday) (Daity
103 9.6

Local Daily

Direct Mail
Advertising
(excluding
Catalogs)
72

New York
Times
(Daily) Catalogs
54 38

Local Daily
Newspapei(s) (Sunday) | USA Today (Daily) Magazines
145 84 5.7

Local Daily
Newspaper(s)
(Sunday)
130

Local Daily
Newspaper(s)
(Daily+Sunday)
93

New York Times
(Daily+Sunday)
92

Local Daily

USA Today (Daily)
89

Direct Mail
Advertising
{excluding
Catalogs)
75

aper(s) (Daily

Catalogs
35
New York
Times (Daily)
71 E

® who Watched the DAYTONA 500 in the

past 12 months

mUSA

Avg. Week Ad-Supported AH Prmt Media (Persons & % Reach} Adults 18 or older Avg. Day Ad-Supported Print Media (% Time Spent & Avi

Direct Mail Advertising (excluding Catalogs)
Local Daily Newspa per(s) (Daily+Sunday)
Local Daily Newspa per(s) (Daily

Local Daily Newspaper(s) (Sunday)

MNew York Times (Daily+Sunday)

New York Times (Daily}

New York Times (Sunday)

All Local Weekly Newspapers

wall Street Journal [Daily)

USA Today (Daily)

Magazines

Catalogs

Books

USA USA Projection

% Time spent

=

uly
o [ \_.-
ke

m.
g
0 7
o ¥
e ¢
)
Ly
o)
)
=
o
=

02, b
R
00205 s 3
Logzol

(7306 25
e 00

5.2%
2.8%

® who Watched the DAYTONA 500 in the past 12 months
Scarborough R2 2025: Sep24-Aug25
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Qual Intab

Avg. Hours+Minutes/day with Ad-
Supported Print Media: Adults 18 or older [

who Watched the DAYTONA UsA
500in the past 12 months

mUSA
1,609
USA Projection

vg. Minutes/day Spent): Adults 18 or older

Local Daily
Newspaper(s) (Daily
96

New York Times
{Sunday)
93
Local Daily
Newspaper(s) (Sunday)
145

New York Times
{Daily+Sunday) Magazines
74 57

USA Today
(Daily)
84 72

Direct Mail Adverti
(excluding Catal

New York Times
(Daily)
54

Local Daily
Newspaper(s)
(Sunday)
13.0

New York Times
(sunday)
12

New York Times
{Daily+Sunday)

Local Daily Newspaper(s)
(Daily
86

Wall Street Journal
(Daity)
2.0

Catalogs) Magazines
75 74

New York Times (Daily)
71

= who Watched the DAYTONA 500 in the past 12 months

Scarborough R2 2025: Sep24-Aug25 Qual Intab 24,802

Special TV sports programs watched past 12 months: Daytona 500

soefa.ai

| USA

* Share of Everything
for Anything _



. Sto 194,725 or 45.5% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months read
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Local Daily Newspaper(s) (Daily+Sunday) for an average of 11.2 minutes every day representing
39.8% of all time spent daily with All forms of Print Media.
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- 81,645 or 28.7% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 10.2 minutes every day representing
38.9% of all time spent daily with All forms of Print Media.
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wall Street Journal (Daily)

All Local Weekly Newspapers

USA Today (Daily)

Magazines

Catalogs

Books
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vg. Minutes/day Spent): Adults 21 or older

Local Daily Newspaper(s)
(Sunday)
182

Local Daily Newspaper(s)
(Daily+Sunday)
102

Wall Street Journal
Local Daily Newspaper(s) (Daily (Daily)
I 70

New York Times
(Sunday)
67

New York
Times (Daily}
42

Local Daily
Newspapet(s)
(Sunday)
132

New York Times
(Sunday)
114

Local Daity
Newspaper(s) Wall Street Journal
[Daily+Sunday) (Daily)
93 9.0

New York
Magazines Times (Daily)
82 74

Local Daily Newspaper(s)

Direct Mail Advertising (excluding
(Daity Catalogs)
85 73
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Local Daily Newspaper(s) (Daily+Sunday)
Direct Mail Advertising (excluding Catalogs)
Local Daily Newspaper(s) (Sunday)

Local Daily Newspaper(s) (Daily

Books

New York Times (Daily+Sunday)

New York Times (Daily)

New York Times (Sunday)

Wall Street Journal (Daily)

USA Today (Daily)

All Local Weekly Newspapers

Catalogs

Magazines

Totai Persans

Avg. Hours+Minutes/day with All
Print Media: Adults 21 or older

m.-m— S
in the past 12 months.
e [ ol

®» who Watched the DAYTONA 500 in the past 12 months mSEA

109,219 or 40.4% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 8.7 minutes every day representing 33.3%
of all time spent daily with All forms of Print Media.

Wall Street Journal
(Daily)
123

Local Daily Newspaper(s)
(sunday)
122

USA Today (Daily)
105

New York Times
(Daity+Sunday)
77

Direct Mail
Advertising
(excluding
Catalogs) Catalogs
64 46

Wall Street Journal

(Daily)

89

Direct Mail
Advertising

Local Daily (excluding
Newspaper(s) (Daity Catalogs)
B4 75

New York Times
(Daity+Sunday)
93

. Catalogs
Local Daily 35

Newspaper(s) Hev
(sunday) USA Today (Daily) Magazines Times (Daily)
129 LES 71

= who Watched the DAYTONA 500 in the

past 12 months mSEA

Avg. Week Ad- Suggorted AII Prmt Media (Persons & % Reach): Adults 21 or older Avg Day Ad-Supported Print Media (% Time Spent & Av

Local Daily Newspa per(s) (Daily+Sunday)
Direct Mail Advertising (excluding Catalogs)
Local Daily Newspaper(s) (Sunday)

Local Daily Newspa per(s) (Daily

New York Times (Daily+Sunday)

New York Times (Daily)

New York Times (Sunday)

Wall Street Journal (Daily)

USA Today (Daily)

All Local Weekly Newspapers

Catalogs

Magazines

Books

SEA DMA
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Avg. Hours+Minutes/day with Ad-
Supported Print Media: Adults 21 or aId'erM

% Time Spent.

vg. Minutes/day Spent): Adults 21 or older

Local Daily
Newspaper(s) (Sunday)

New York Times (Sunday)
111

Local Daily
Newspaper(s) (Daily
81

USA Today (Daily)
105

New York Times
(Daily+Sunday) Magazines
7 64

Direct Mail

(excluding Catalogs)
64

New York Times
{Daily+Sunday) USA Today (Daily)
Local Daily 93 93
Newspaper(s)
(Sunday)
129

Direct Mail
Ad

Catalogs) Magazines
75 7.2

New York Times Local Daily Newspaper(s)
(Sunday) (Daily
1s 84

New York Times (Daily)
71
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Avg. Week All Print Medta (Persons & % Reach): Adults 21 or olde

Direct Mail Advertising (excluding Catalogs)
Local Daily Newspa per(s) (Daily

Local Daily Newspaper(s) (Daily+Sunday)
Local Daily Newspaper(s) (Sunday)
Books

All Local Weekly Newspapers

New York Times (Daily)

Magazines

New York Times (Daily+Sunday)
Catalogs

New York Times (Sunday)

Wall Street Journal (Daily)

USA Today (Daily)

86,744 or 27.7% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 14.9 minutes every day representing
41.4% of all time spent daily with All forms of Print Media.

% Time Spent

mu‘?s%
102500 | T

» who Watched the DAYTONA 500 in the past 12 months

who Watched the DAYTONA 500 PHX

(11.6%

=

Avg. Hours+Minutes/day with All
Print Media: Adults 21 or older

in the past 12 months.

m PHX

r Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older

Local Daily Newspaper(s)
(Sunday)
210

Magazines
165

Local Daily Newspaper(s)
(Daity+Sunday)
149

Direct Mail

Advertising

{excluding Wall Street

Catalogs) Journal (Daity)
76 70

Local Daily
Newspaper(s) (Daily
136

New York
Thoc= (Daly)

UsA

Today

(Daily) Catalogs
6.3 34

Local Daity.
Newspaper(s)
(Daily+Sunday)
9.4

USA Today (Daily)
82

Local Daily
Newspaper(s) Local Daily New York
(Sunday) Newspaper(s) (Daily Times (Daity)
132 &8 6.8

Magazines
6.7

Wall Street Journal
(Daily)
24

Direct Mail

Advertising

(excluding

Catalogs)
75

Catalogs
35

All..

= who Watched the DAYTONA 500 in the

past 12 months

mPHX

Avg. Week Ad-Supported All Print Media (Persons & % Reach): Adults 21 or older vg. Day Ad-Supported Print Media (% Time Spent & A

Direct Mail Advertising (excluding Catalogs)
Local Daily Newspaper(s) (Daily

Local Daily Newspa per(s) (Daily+Sunday)
Local Daily Newspaper(s) (Sunday)

All Local Weekly Newspapers

New York Times (Daily)

Magazines

New York Times (Daily+Sunday)
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Avg. Hours+Minutes/day with Ad-
Supported Print Media: Adults 21 or old‘elm

vg. Minutes/day Spent): Adults 21 or older

Local Daily Newspaper(s)
(Sunday)
210

‘Local Daily Newspaper(s) Local Daily Newspaper(s)
(Daily+Sunday) (Daity
149 136

| New York Times
(Sunday)

USA Today

Local Daily
Newspaper(s)
(Daify

88
Local Daily

Mewspaper(s)
(sunday)
132

Direct Mail
Advertising

New York Times
(Daily+Sunday)
85
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Wall Street Journal (Daily)
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Magazines
165

New York Times
(Daity+Sunday)
6.1

New York
(excluding Times (Daily)
45

76

New York Times
(Sunday)
102

Magazines

USA Today (Daily)
82
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Websites

Social Media

Direct Mail

Broadcast, Cable, & Sat TV
Cable TV Networks

Local Broadcast TV

"Advertising Actions"

P21+ who Watched the DAYTONA 500 in the past 12 months (Shopped/Visited/Bought
past 3mos Due to Ads on %)

Local AM/FM Radio

Video Streaming Services
Newspapers

Podcasts

Audio Streaming Services

Billboards

57 878,135 ‘ 15.0%
e

24,327,204 92.6%

m P21+ who Watched the DAYTONA 500 in the past 12 months (Shopped/Visited/Bought past 3mos Due to Ads on %)

m P21+ USA AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
USA DMA ScarboroughR22025: Sep24-Aug25 Oual Intab: 1609

Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. Allrights reserved. Soefa . al for Anything «
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Websites

Direct Mail

Social Media

Broadcast, Cable, & Sat TV
Local Broadcast TV

Cable TV Networks

"Advertising Actions"

P21+ who Watched the DAYTONA 500 in the past 12 months (Shopped/Visited/Bought
past 3mos Due to Ads on %)

L e
e —— %
e — %
T

O ——

Local AM/FM Radio

| 955,345 13.2%

[ 1191 16.5%
—_— ESSSSSSSS

Video Streaming Services
Newspapers

Audio Streaming Services

| 1.233.495 17.0%

o —

B ———

R e ——— CHICAGD
| 805.440 11.1%

Billboards
Podcasts | ey
| 773.328 10.7%
® P21+ who Watched the DAYTONA 500 in the past 12 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
H P21+ CHICAGO AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
CHICAGO DMA ScarboroughR22025:Sep24-Jul25 Qualintab: 245 f * Share of Everything
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Special TV sports programs watched past 12 months: Daytona 500



"Advertising Actions”

P21+ who Watched the DAYTONA 500 in the past 12 months (Shopped/Visited/Bought
past 3mos Due to Ads on %)

Websites 2,047,972 38.3%

Cable TV Networks

Social Media g5 368,505 44.2%

Local AM/FM Radio

17.2%

)

Local Broadcast TV 830.777 15.5%
Video Streaming Services 1.007.570 18.8%
Newspapers et 11 3%

; WASHINGTON, DC
Podcasts

= P21+ who Watched the DAYTONA 500 in the past 12 months (Shopped/Visited/Bought past 3mos Due to Ads on %)

M P21+ WASHINGTON, DC AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
WASHINGTON,DC DMA ScarboroughR22025:0ct24-Aug25 Qualintab: 3086

. s
Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. Allrights reserved. Soefa.al for Anything =

Audio Streaming Services 636,287 11.9%

Special TV sports programs watched past 12 months: Daytona 500



Websites

Social Media

Broadcast, Cable, & Sat TV

"Advertising Actions"”

P21+ who Watched the DAYTONA 500 in the past 12 months (Shopped/Visited/Bought
past 3mos Due to Ads on %)

1,596,142 36.3%

1,760,494 40.1%

882,385 20.1%
49 1,902 11.2%

27.3%

Cable TV Networks
Locil Broadeast TV
Direct Mail cpperes
Podcasts e 12.7%
Local AM/FM Radio
Newspapers

Audio Streaming Services
Video Streaming Services

Billboards

447,747 10.2%
448,795 10.2%

SEATILETACOMA
581,128 13.2%

u P21+ who Watched the DAYTONA 500 in the past 12 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
W P21+ SEATTLE-TACOMA AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)

SEATTLE-TACOMA DMA  ScarboroughR22025:Sep24-Jul25 Qualintab: 171 * Share of Everything
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Special TV sports programs watched past 12 months: Daytona 500



Websites

Social Media

Direct Mail

Broadcast, Cable, & Sat TV
Local Broadcast TV

Cable TV Networks

"Advertising Actions”

P21+ who Watched the DAYTONA 500 in the past 12 months (Shopped/Visited/Bought
past 3mos Due to Ads on %)

1,517,633 33.3%

1,557,523 34.2%

1,281,552 28.2%

891,366 19.6% '
563,951 12.4%

Local AM/FM Radio

Newspapers

Video Streaming Services
Podcasts

Billboards

Audio Streaming Services

474,935 10.4%

- PHOENIX
383,852 8.4%

397,362 8.7%

¥ P21+ who Watched the DAYTONA 500 in the past 12 months (Shopped/Visited/Bought past 3mos Due to Ads on %)

H P21+ PHOENIX AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
PHOENIX DMA Scarborough R22025:Aug24-Jul25 Qualintab: 165

. +
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