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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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8.7% or 324,738 of MSP 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 55.5 years old (10.4%
older than average) and have a $112,046 (1.5% higher than average) annual household income.
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7.3% or 176,540 of STL 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 54.9 years old (9.1%
older than average) and have a $106,825 (7.1% higher than average) annual household income.
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10.% or 183,845 of CIN 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 55.7 years old (11.%
older than average) and have a $122,538 (23.4% higher than average) annual household income.
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7.9% or 142,439 of WPB 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 59.5 years old (7.6%
older than average) and have a $103,953 (.% lower 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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8.7% or 324,738 of MSP 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 33.9% less likely to be a
college graduate, 4.1% less likely to work full-time, 8.9% more likely to be married, 18.6% less likely to

be a parent of 1 or more children under 18.
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7.3% or 176,540 of STL 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 12.1% less likely to be a
college graduate, 24.7% more likely to work full-time, 2.3% more likely to be married, 5.8% less likely to

be a parent of 1 or more children under 18.
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10.% or 183,845 of CIN 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 20.2% more likely to be a
college graduate, 11.6% more likely to work full-time, 14.% more likely to be married, 17.1% less likely

to be a parent of 1 or more children under 18.
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7.9% or 142,439 of WPB 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 19.6% less likely to be a
college graduate, 9.7% less likely to work full-time, 5.3% more likely to be married, 29.4% 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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8.7% or 324,738 of MSP DMA Adults 21 or older Watched the DAYTONA 500 in the past 12 months.
‘—-na;rn:: :, £ Adults 21 or older who Watched the DAYTONA 500 in the past 12 months are 10.7% more likely to own
their home, 20.4% more likely to own a higher valued home, 13.6% more likely to have a single-family
home, 5.8% 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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7.3% or 176,540 of STL 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 22.7% more likely to own
their home, 4.3% more likely to own a higher valued home, 7.9% more likely to have a single-family
home, 40.3% 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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T e [ &6 10.% or 183,845 of CIN DMA Adults 21 or older Watched the DAYTONA 500 in the past 12 months.
A Adults 21 or older who Watched the DAYTONA 500 in the past 12 months are 5.6% more likely to own

. somos__Jould their home, 9.1% more likely to own a higher valued home, 10.7% more likely to have a single-family
o g home, 25.8% more likely to have a dog.
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e Wenn R 7.9% or 142,439 of WPB DMA Adults 21 or older Watched the DAYTONA 500 in the past 12 months.
= s | (B Adults 21 or older who Watched the DAYTONA 500 in the past 12 months are 4.8% more likely to own

gt L their home, 10.4% more likely to own a lower valued home, 4.4% less likely to have a single-family home,
—
PO i 25.4% 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

Single Family House (unattached) M 43.0%

Own a Dog
12.4% TR

Townhouse or attached Home §
B oo

13.5% 27.7%

Condominium Own a Cat
.-
ag% 1% 79% A g-2%
1.2% : partment E .
a0 12555 8.5%
Other Own Second Home | obile Home or Manufactured 8.4% (Own other type of Pet 1
s o oo
who Watched the DAYTONA 500 in the past 12 months =WPB who Watched the DAYTONA 500 in the past 12 months uWPB who Watched the DAYTONA 500 in the past 12 months = WPB
-
Value of Owned Home: Adults 21 or older @ Home Loans: Adults 21 or older
Average Value of Owned Home:
who Watched the DAYTONA 500 in the past 12 months *
WPB 99 496

11.2%
10.6% g gg

A 4.0%

Home Refinanced Home Equity Own

<$150K

$150K-S200K $200K-$250K $250K-$300K $300K-$350K $350K-S500K  $500K-S750K  $750K-S1M

Mortgage Home Loan/Home Home/Property
= who Watched the DAYTONA 500 in the past 12 months = WPB Mortgage Improvement Dutright (ND
WPB DMA Scarborough R2 2025: Aug24-Jun25 Qual Iintab 250 ; Loan Mortgages)

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

Special TV sports programs watched past 12 months: Daytona 500



= DAYTONA =

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,

_Top-ZO past 30-days Online Lifestyle Activites: Adults 18 or older

5. %)
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2.1% more likely to fly domestic past yr.

8.7% or 324,738 of MSP 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 7.7% more likely to look up
D-I-Y advice online, 42.% more likely to always vote in local elections, 21.% more likely to belong to a gym,

MTop-ZO past 30-days Online Lifestyle Activites: Adults 21 or older
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7.3% or 176,540 of STL 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 9.6% less likely to look up D-
I-Y advice online, 16.7% more likely to always vote in local elections, 17.% less likely to belong to a gym,

3.5% more likely to fly domestic past yr.

MTop-ZO past 30-days Online Lifestyle Activites: Adults 21 or older
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etc) fnandng)
m who Watched the DAYTONA 500 in the past 12 months mSTL
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10.% or 183,845 of CIN 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 16.9% less likely to look up
D-I-Y advice online, 7.4% more likely to always vote in local elections, 9.9% more likely to belong to a gym,

34.1% more likely to fly domestic past yr.
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7.9% or 142,439 of WPB 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 9.8% less likely to look up D-
I-Y advice online, 32.3% more likely to always vote in local elections, 10.9% more likely to belong to a gym,

2.8% more likely to fly domestic past yr.

Health Recipes/ Restaurant  Do-it-vourself Onling Phone Home/ Frness/Diet  Apparel/ Jobsearch/ Religion/  Take Online Career Educanon Hectronk  Homework  Genealogy Photography Online Dating
information Meal Planning Information /  Advice [ Video call smxe/ Garden ideas Information Beauty ideas Postresyme  Spirtuakty Classes  Development  (Research Imvite [You or Your (snapfish, service
Sugestions  Reviews (skype,  information sehools, chiMd's) shutterly,
FaceTime, Applization, etc)
etc) Finanding)
m who Watched the DAYTONA 500 in the past 12 months uWPB

M o
14.5%)
i ﬂ ol =i

al Activity: Adults 21 or older

-

Democrat/ Lean  Republican / Lean Independent / None
Democrat Republican of These

Presidential Elections: Always
Presidential Elections: i E"
Statewide Elections: Always | egmam
ide Elections: i m_
Local Elections: Always m
Local Elections: Sometimes

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

Registered to Vote
(In District of Residence)

Pannting /
Family Advice

«
W&Tap—&'o past 12-months Active Lifestyle Activites: Adults 21 or older

i

1 trip

2 trips
3 trips
4 trips
5-9 trips

10+ trips

Ii m“

nnmg

% Past 12-months Domestic Airline Trips: Adults 21 or older

16.6%

245,072

135, 145 7.5%

8.2%
214, 409 11.9%

m 4.9% Flew Domestic past year: 60 3%
4.7% Avg. # Domestic Flights:

Grlling-  Gamening lawnCare Swimming  Bicyding Fishing volunteer  Belongto logging - Gmupnmzss Sewing - sowling ‘nga plates Followa  Basketbal aduk Caregiverof  Camging Tennis Soccer football  Competitive Organized Hunting Softball - snmrshn;
Outdoar  [Flowersor Wark  Mealth Chub or Running Cafts Weight Loss. Continuing  Aging Parent Video Gaming  Road Race Baseball Snowboarding
Cooking  Vegembles) Gym PrgRm Education  or Relative 5%,
Marathon,
m who Watched the DAYTONA 500 in the past 12 months = WPB ]
DMA Scarborough R2 2025: Aug24-Jun25 Qual Intab 250

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




Past 30-days QSR Users: Adults 18 or older
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Avg. Monthly QSR Meals:

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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14,811,172 BN
Ezz.g%

Z.4%

hs: Yes

Used Past 30-days: Adults 18 or older

B i

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
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Cigarettes Vape

wwho Watched the DAYTONA 500in the past 12 months wUSA



Past 30-days QSR Users: Adults 21 or older
o 1time
R
e R
3 times
4 times
5 times

6 - 9times

# who Watched the DAYTONA 500 in the past 12 months uMSP

Avg. Monthly QSR Meals:

Total Monthly QSR Users:
86.4%

S

8.7% or 324,738 of MSP 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% more likely to use QSRs
past mo., 9.1% more likely to use Sit-Down Restaurants past mo., 58.7% more likely to use Casinos past yr,

69.3% 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

10times or more r

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

3 times

4 times

5 times

6 - 9times

uMSP
Meals:

Drank Past 30-days: Adults 21 or older

Any Type of Beer

Liquor

Domestic Light Beer
Domestic Regular Beer
Wine

Imported Beer -

.774,151 20‘8“}6

0% v

Microbrew / Craft Beer

# who Watched the DAYTONA 500 in the past 12 months

MsP DMA

mmsP

Scarborough R2 2025: Aug24-Jul25 Qual Intab

it-Down Restaurants Used Past 30-days)

cafee  wings/ Bagel/  halian sSteskhouse Upscile  indian/
Mouse/ Burgers/ Doout/ Thai/
Caffes Bar Sporis Bar  Bakery Other

asian

Piza  chiress  Mexican

= who Watched the DAYTONA 500in the past 12 months -mse

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Watched the DAYTONA 500 in the post 12 months 11.0%

L2 452,451 12.2%

Past 12 months Casino Activities: Adults 21 or older
Slot Machines "

Stage Show / Concert

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

81,384 %
2 16.2%
Upscale Restaurant 530,886 8.6%

m 12.6%
5.2%
m 9.9%
4.5%
r 8.1%
2.5%

Sports Betting
Other Gambling

Spa

Used Past 30-days: Adults 21 or older

i
b

ij / Cannabis

Casinos visited past 12

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

1time

2 times

3 times

4 times

5times

6 - 9times

10times or more

mSTL

= who Watched the DAYTONA 500 in the past 12 months

Total Munthfy QSR Users: Avg. Monthly QSR Meals:

6.4%

7.3% or 176,540 of STL 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 use QSRs
past mo., .9% more likely to use Sit-Down Restaurants past mo., 34.3% more likely to use Casinos past yr.,

1.5% less likely to smoke cigarettes.

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

1time

2 times

7.6%

3 times
4 times
- 4%

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

hly Sit-Down R
72.1% 71.5%

10times or more

mSTL
Meals:

Drank Past 30-days. Adults 21 or older

Liquor
Any Type of Beer
Domestic Light Beer

Domestic Regular Beer

e
oo s -v
Microbrew / Craft Beer m 15.8% i
®who Watched the DAYTONA 500 in the past 12 months msTL
STL DMA Scarborough R2 2025: Aug24-Jul25 Qual Intab

Top-10 Cuisines: Adults 21 or older

(Sit-Down Restaurants Used Past 30-days)

ilii.lhh

Pz chinese  Mexicn  makan  wings/  Coffee Steakhouse Bagell Upscale  seafoed
Burgers/  House /
Sports Bar Coffee Bar uh«r
= who Watched the DAYTONA 500 in the past 12 months msTL

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Watched the DAYTONA 500 in the post 12 months 12.7%

EUSE 436,752 17.9%

Past 12 months Casmo Activities: Adults 21 or older

Slot Machines 29.3%

Table Games (Craps, Poker, etc.) 12.8%

175 157 2%

Bar / Nightclub

ME FIE M
& )
0
!

R

Upscale Restaurant

Sors e i
Stage Show / Concert m 10.5% 36.2%
Spa E 3.7%
Other Gambling 4.0% isi i
1.8% Casinos visited past 12 Yes

Used Past 30-days: Adults 21 or older

%

/ Cannabis

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

2 times

3 times

19.2% |

12.8%

4 times

5times

6 - 9times

10times or more

10.% or 183,845 of CIN 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 8.3% more likely to use QSRs
past mo., 11.% more likely to use Sit-Down Restaurants past mo., 4.3% more likely to use Casinos past yr.,

16.4% more likely to smoke cigarettes.

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

1time

2 times = 18.0’%

3 times 12.8%

4 times
5 times

6 - 9times 11.2%

10times or more 3.8%

Top-10 Cuisines: Adults 21 or older

(Sit-Down Restaurants Used Past 30-days)

iiiilhhiuh

Piza  medicn  Chinese  coffee  Wings/ Steakhouse faan  Bagel/  Upscale  seafoed
Mouse /  Burgers / Doowt
Coffes Bar Sports Bar Bakery
wwho Watched the DAYTONA 500 in the past 12 months. nCN

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Watched the DAYTONA 500 in the post 12 months 20.0%

L 348,216 18.9%

mwho Watched the DAYTONA 500 in the past 12 months =N ® who Watched the DAYTONA 500 in the past 12 months mCIN
Total Monthly QSR Users: Avg. Monthly QSR Meals: Total Monthly Sit-Down Restaurant Users: Avg. Monthly Sit-Down R Meals:
Drank Past 30-days: Adults 21 or older Past 12 months Casino Activities: Adults 21 or older
A TypaBa: s

e s g

Wine

Domestic Regular Beer

Imported Beer

529, 17.9% [
Microbrew / Craft Beer 1}3"92',% i

® who Watched the DAYTONA 500 in the past 12 months

CIN DMA

ECIN

Scarborough R2 2025: Sep24-Jul25 Qual Intab

Table Games (Craps, Poker, etc.)

Upscale Restaurant

13/ 7.4
Sports Betting 7
Stage Show / Concert 6.‘;‘5%%
Other Gambling é?ﬁ%
Spa gl?&?sz% Casinos visited past 12 Yes

Used Past 30-days: Adults 21 or older

17.3%

14.6%

ij / Cannabis

= who Watched the DAYTONA 500 in the past 12 months = CIN
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Past 30-days QSR Users: Adults 21 or older
:"I .nk lﬂ 1time
stimes [
10times or more

= who Watched the DAYTONA 500 in the past 12 months

"WPB

Total Monthly QSR Users: Avg. Monthly QSR Meals:

76.2%

e WTE - BN

17.4% more likely to smoke cigarettes.

» 1time

2 times
3 times

4 times 8.5%

5 times

6 - 9times . 8.9%
10times or more 2 6.1%

= who Watched the DAYTONA 500 in the past 12 months

Total Monthly Sit-Down Restaurant Users:  Avg. M

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

hly Sit-Down R

75.2% 73.8%

Drank Past 30-days: Adults 21 or older

Liquor
Any Type of Beer
Wine

Imported Beer

?
-V

B s ¥

Domestic Regular Beer
Domestic Light Beer

Microbrew / Craft Beer

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

WrB DMA

"WPB

Scarborough R2 2025: Aug24-Jun25 Qual Intab

Slot Machines

Table Games (Craps, Poker, etc.)

7
-

Bar/ Nighteleh TR 7o
Sports Betting 50,576 4.5% 2
E 4.1%

1.9%
r 3.3%

1.2%

= who Watched the DAYTONA 500 in the past 12 months

3t

Upscale Restaurant

Spa

Other Gambling
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Past 12 months Casino Activities: Adults 21 or older

Casinos visited past 12

= WPB

7.9% or 142,439 of WPB 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., 1.9% more likely to use Sit-Down Restaurants past mo., 30.4% more likely to use Casinos past yr,

Top-10 Cuisines: Adults 21 or older

(Sit-Down Restaurants Used Past 30-days)

bo.s 2

Pz chinese  maan  Mexicn Steakhouse Wings/  Coffes  Upscalle Seafood  indian/

Burgers / House / Thai /
Sports Bar Coffee &ar Other
asian

= who Watched the DAYTONA 500in the past 12 months. »WPE

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Watched the DAYTONA 500 in the post 12 months 17.2%

LG 295,796 16.5%

Used Past 30-days: Adults 21 or older

i
b

i}

Cigarettes Vape

Yes

Special TV sports programs watched past 12 months: Daytona 500

/ Cannabis

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



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
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8.7% or 324,738 of MSP 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 2.3% less likely to have a 401K,
3.6% more likely to have an Auto Loan, 32.1% more likely to Invest/Trade Stocks Online, 1.1% 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

401K Plan

IRA (Individual Retirement Account)

Stocks or Stock Options —
2, 25.3%

17.3%

Money Market Funds 553,699

14.9%

18.3%

2o nm 1%
14.4% o 6.7% 6.3% 6.4%
Other (Crypto / NFTs / Metals, etc.) 25601 L) _w
529 Plan / College Savings Plan 8.4% Checking Debitor ATM  Savings  Credit Card Online Mabile Online Bill Home Auto Loan Money  Certificates of Studentlcan Personal Loan  Home Refinanced
Account card Account Banking Banking Paying Mortgage Market  Deposit[CDs) Improvement  Home
Account Loan or Home Mmﬁgﬂ
Second Home or Real Estate Property 7.8% Equity Loan
® who Watched the DAYTONA 500 in the past 12 months uMSP = who Watched the DAYTONA 500 in the past 12 months m MSP

Professional Serwces Used*- Adults 21 or older

Financial Planner

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

957, 135 25.8%

Tax Preparation Service
Online Investing/ Stock Trading
Insurance Agent at a Local Office (not online)
Accountant -8 8% ' .
Real Estate Agent E 8%

; 2.0% 2.8% 2.9%
Estate Planning & 2.8% e — s - . . ae R
R N |\ =9.5% (*Past 12 Months) PayPal Venmo Debit Card MasterCard  Apple Pay Zelle American Discover  Store Credit CashApp  Google Pay Square Cash Facebook Samsung Pay
Divorce/ Family Attomey 1.1% Express. card Messenger
= who Watched the DAYTONA 500 in the past 12 months uMSP = who Watched the DAYTONA 500 in the past 12 months m MSP
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7.3% or 176,540 of STL 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 25.6% more likely to have a
401K, 31.3% more likely to have an Auto Loan, 27.% more likely to Invest/Trade Stocks Online, 29.8% 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

401K Plan $23%

IRA (Individual Retirement Account)

Stocks or Stock Options

18.2%
38 7 15.9%

15.7%
Money Market Funds 12_9%
13.3%

Other (Crypto / NFTs / Metals, etc.) 5,:9;%

Mutual Funds

10.7%
8% oo 5.8% 6.2% 465
. 12.9%Q | 9.5%

529 Plan / College Savings Plan 8.6% Checking Debitor ATM  Savings  Credit Card Online Online Bill Mobile Money  Certificates of Studentloan Personal Loan Refinanced Home
Account card Account Banking Paying Banking  Mortgage Market  Deposit(CDs) Home  Improvement
123 6.6% Account Mortgage Loan or Home
Second Home or Real Estate Property 6.3% Equity Loan
# who Watched the DAYTONA 500 in the past 12 months ESTL = who Watched the DAYTONA 500 in the past 12 months mSTL

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

S

Tax Preparation Service Sau'l!'-! 22.2%

Fi ial Planmn -
niciel Plapinés 526,764 21.6%

Online Investing / Stock Tradi A%
e/ Rl 055501 11.9%
¢ . 22,194 12.6%
I Agent at a Local Offi ot onli
nsurance Agent at a Local ice (not online) 273,281 11.2%
480 7.1%
- 5 e o

4.4%
4.3%

Estate Planning r3 ;’:%

Real Estate Agent

7.5% 0%
329 ERLE 5.0% A 24.0%
el e

R } 2.6% (*Past 12 Months) visa PayPal Debit Card Venmo MasterCard zelle Apple Pay CashApp  GooglePay Store Credit  Discover American Facebook  Square Cash Samsung Pay
Divorce / Family Attorney r‘l-l"‘ card Express  Messenger
= who Watched the DAYTONA 500 in the past 12 months mSTL # who Watched the DAYTONA 500 in the past 12 months mSTL
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10.% or 183,845 of CIN 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 15.1% more likely to have a
401K, 62.5% more likely to have an Auto Loan, .2% less likely to Invest/Trade Stocks Online, 15.1% more likely
to pay with their Debit Card.

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

IRA (Individual Retirement Account)
Stocks or Stock Options
Mutual Funds ALE%
Money Market Funds 1;_115;’

o 2 11.4%
529 Plan / College Savings Plan 9.7%

12.1%

12.8% 8.3%
Other (Crypto / NFTs / Metals, etc.) m m 5 . 0% 3% o 53%
Bonds & '7_1% Checking Debitor ATM  Savings  CreditCard  Online Online Bill Mabile Home Auto Loan Money  Certificates of Studentloan Personal Loan  Home Refinanced
Account card Account Banking Paying Banking Mortgage Market  Deposit(CDs) Improvement Home
2 3 11.2% Account Loanor Home Mortgage
Second Home or Real Estate Property Equity Loan
# who Watched the DAYTONA 500 in the past 12 months HCIN = who Watched the DAYTONA 500 in the past 12 months mCIN

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

Professional Services Used*: Adults 21 or older

Tax Preparation Service

342,275 18.6%

Financial Planner

303,835 16.5%

Online Investing / Stock Trading - o 1 15;

Insurance Agent at a Local Office (not online) 13.4%

8.

ACSIERS 7 . .
123,522 6.7%
y F 5.2%
Estate Planning 24%

3.0% 2.2%
Real Estate Agent E?_DS iksia P . s g o ]
~ ~ 1.8% (*Past 12 Months) visa MasterCard Zelle CashApp  ApplePay GooglePay Store Credit  American Discover  Square Cash Facebook Samsung Pay
Diverce / Family Attorney ! 18% Card Express Messenger
= who Watched the DAYTONA 500 in the past 12 months mCIN = who Watched the DAYTONA 500 in the past 12 months = CIN
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7.9% or 142,439 of WPB 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 12.4% more likely to have a
401K, 4.7% more likely to have an Auto Loan, 26.% more likely to Invest/Trade Stocks Online, 10.% more likely
to pay with their Debit Card.

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

IRA (Individual Retirement Account)
Stocks or Stock Options
Mutual Funds m a2%
Money Market Funds 1281; %
Bonds s';’:%

Other (Crypto / NFTs / Metals, etc.) g;;:.?%

2 15.0%) 5.3% 4.9% 59% 46% 4.9% 5 go

i it : , - = = . B . L R
Second Home or Real Estate Property m 76% Checking Debitor ATM  Savings  CreditCard  Online Mobile  Orline Bill Home Autoloan  Money  Certificates of Personal Loan  Home  Studentlcan Refinanced
Account card Account Banking Banking Paying  Mortgage Market  Deposit[CDs) Improvement Home
N 172 3.8% Account Loan or Home Mortgage
529 Plan / College Savings Plan 9% Eqity Loan
¥ who Watched the DAYTONA 500 in the past 12 months EWPB = who Watched the DAYTONA 500 in the past 12 months = WPB

Professional Services Used*: Adults 21 or older y'E'Past 3-Months Payment Methods Used: Adults 21 or older

Tax Preparation Service 17.1%

Financial 5,704, |
inancial Planner 270,781 15.1%
Accountant =
3462 16.5%
234,685 13.1%
@ @
120,830 6.7%
5,779 4.8%
Real Estate Agent i S
4.2%
3.5%

Online Investing / Stock Trading

Insurance Agent at a Local Office (not online)

Estate Planning

12.7%
9.4%
5.5%
e ey

MasterCard Zelle Debit Card venmo Apple Pay  American CashApp Store Credit GooglePay  Discover SquareCash Facebook Samsung Pay

i ) 1.6% (*Past 12 Months) visa Paypal
Divorce/ Family Attomey ! 1.3% Express card Messenger
= who Watched the DAYTONA 500 in the past 12 months =WPB = who Watched the DAYTONA 500 in the past 12 months =WPB
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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, 20 hours, 28
minutes and 56 seconds each week with All Forms of Media.

95.3% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months spend an avg. of 9 hours and 40 minutes each week
listening to All Local AM/FM Radio, representing 10.% of total time spent with all forms of Media.

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

Concurrent

g %o wa e Red Gt DAYTONA
500in the past 12 months

% of Total
Weekly H:M:

Avg. Weekly
Hours:Minutes:

® who Watched the DAYTONA 500 in the past 12 months m MSP
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| Adults 21 or older who Watched the DAYTONA 500 in the past 12 months spend an average of 3 days, 16 hours, 46
minutes and 10 seconds each week with All Forms of Media.
94.7% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months spend an avg. of 9 hours and 6 minutes each week
listening to All Local AM/FM Radio, representing 9.7% of total time spent with all forms of Media.

o> ol

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

Concurrent

soge %o walehed foe DAYTONA ﬁn

500 in the past 12 months
% of Total $£9.5%
Weekly H:M:

&8
¥
&
)
e
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Adults 21 or older who Watched the DAYTONA 500 in the past 12 months spend an average of 3 days, 12 hours, 59
minutes and 2 seconds each week with All Forms of Media.

94.% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months spend an avg. of 7 hours and 53 minutes each week
listening to All Local AM/FM Radio, representing 8.7% of totaltime spent with all forms of Media.

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

77:14:33

who Watched the DAYTONA (=1}
500in the past 12 months

concurrent
usoge %:

% of Total

Weekly H:M:

66.7%

Avg. Weekly
Hours:Minutes:
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CIN ~ DMA  Scarborough R2 2025: Sep24-Jul25  Qual Intab 166 CINCINNATI ~ DMA  Scarborough R2 2025: Sep2d-Jul25 ~ Qual Intab 1,977 d Shaneiar Sunyshics
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. . o oo CUR ST T y 9 5

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 4 days, 3 hours, 53

minutes and 52 seconds each week with All Forms of Media.

89.7% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months spend an avg. of 9 hours and 41 minutes each week
| listening to All Local AM/FM Radio, representing 8.7% 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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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, 23 hours, 34
minutes and 13 seconds each week with All Forms of Ad-Supported Media.

88.7% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months spend an avg. of 8 hours and 6 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 10.% 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, 22 hours, 9
minutes and 44 seconds each week with All Forms of Ad-Supported Media.
91.5% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months spend an avg. of 8 hours and 39 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 11.3% 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, 21 hours, 38
minutes and 33 seconds each week with All Forms of Ad-Supported Media.

90.9% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months spend an avg. of 7 hours and 42 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 10.1% 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, 7 hours, 6
minutes and 18 seconds each week with All Forms of Ad-Supported Media.

86.9% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months spend an avg. of 9 hours and 5 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 10.% 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.)

Top-13 All Forms of Media (Persons & % Reach): Adults 18 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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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 13 minutes each day with All Forms of Ad-Supported Media. 88.7% listen to Local AM/FM
Radio for an avg. of 69.5 minutes/day. (Local Radio delivers 10.% 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 10
hours and 1 minutes each day with All Forms of Ad-Supported Media. 91.5% listen to Local AM/FM
Radio for an avg. of 74.3 minutes/day. (Local Radie delivers 11.3% 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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| Adults 21 or older who Watched the DAYTONA 500 in the past 12 months spend an average of 9
hours and 56 minutes each day with All Forms of Ad-Supported Media. 90.9% listen to Local AM/FM

Radio for an avg. of 66.1 minutes/day. (Local Radio delivers 10.1% 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 11
hours and 18 minutes each day with All Forms of Ad-Supported Media. 86.9% listen to Local AM/FM
Radio for an avg. of 78. minutes/day.  (Local Radio delivers 10.% 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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- 288,076 or 88.7% 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 69.5 minutes every day representing 35.9%
e of all time spent daily with Ad-Supported Audio.
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Avg. Week All Audio (Persons & % Reach): Adults 21 or older

- 161,545 or 91.5% 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 74.3 minutes every day representing 41.7%
of all time spent daily with Ad-Supported Audio.
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- 167,125 or 90.9% 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 66.1 minutes every day representing 47.2%
of all time spent daily with Ad-Supported Audio.
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- 123,805 or 86.9% 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 78. minutes every day representing 43.9% 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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| 288,076 or 88.7% 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 69.5 minutes every day representing 35.9%
of all time spent daily with Ad-Supported Audio.

Weekly 88.7% Avg. Hours+Minutes/day with Ad-Supported
Audio: Adults 21 or older
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| 161,545 or 91.5% 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 74.3 minutes every day representing 41.7%
of all time spent daily with Ad-Supported Audio.
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| 167,125 or 90.9% 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 66.1 minutes every day representing 47.2%
of all time spent daily with Ad-Supported Audio.
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| 123,805 or 86.9% 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 78. minutes every day representing 43.9% 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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288,076 or 88.7% 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 Hot AC, Country, All Sports, Classic Hits, and
Classic Rock.

Local AM/FM Radio Formats (Persons & % Reach): Adults 21 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older
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161,545 or 91.5% 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, Classic Hits, New Country, Adult
Hits, and Adult Contemporary.
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167,125 or 90.9% 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 Country, Classic Hits, News/Talk/Information,
Adult Hits, and Album Oriented Rock.
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123,805 or 86.9% 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 Adult Contemporary, Classic Hits, Classic Rock,
Country, and News/Talk/Information.
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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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299,312 or 92.2% 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 100.3 minutes every day representing 26.1% of all
time spent daily with Ad-Supported Video.
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159,529 or 90.4% 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 101.8 minutes every day representing 29.% of all
time spent daily with Ad-Supported Video.
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161,894 or 88.1% 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 117.8 minutes every day representing 33.9% 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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who Watched the UsA
DAYTONA 500 in the past
12 months

51.8%

38.4%

36.7%

29.6%

22.6%

19.4%

17.7%

16.9%

16.3% 16.8%

11.1% 11.3%

Weekly
Total
Persons
Reached

&% ]
2,793,06814,084,017 2,896,88650,968,562 3,039,51(4,526,067

o
14,486,89855,297,177 15,061,65160,171,209 8,903,20809,876,442 6,302,34100,663,583 4,124,467/7,565,818 3,885,96839,769,146 1,899,3589,732,284

Cable TV Local TV Amazon YouTube TikTok Peacock Netflix AppleTV+ Hulu Paramount+
Average
Daily Mi
® who Watched the DAYTONA 500 in the past 12 months m USA
USA USA Projection Scarborough R2 2025: Sep24-Aug25 Qual Intab 1,609 = Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. USA Projection Scarborough R2 2025 Sep24-Aug25 Quadl Intab 24,802 smﬁ_ for Anything _

Special TV sports programs watched past 12 months: Daytona 500



299,312 or 92.2% 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 100.3 minutes every day representing 26.1% of all
time spent daily with Ad-Supported Video.
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159,529 or 90.4% 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 101.8 minutes every day representing 29.%
of all time spent daily with Ad-Supported Video.
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161,894 or 88.1% 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 117.8 minutes every day representing 33.9% of all
time spent daily with Ad-Supported Video.

Weekly Avg. Hours+Minutes/day with Ad-Supported
Reach % 88.1%

83.5% e "Share OfAd.5upported v"deo " Video: Adults 21 or older

who Watched the CIN
DAYTONA 500 in the past
_’;ﬂ:{ 2:::: 12 months
Ad-Suppo 49.8%
Video:
36.0%
29.2%
21.2% 20.2%
10,
17.8% 15.6% 16.3%
10.5% 10.8%
Weekly

Total
Persons

Reached: 57804 1,187,017

Local TV

07 3.4% 3.6%

32,792 371,831

12.7%

23,387 301,013

153,602 1,102,205
Cable TV

91,569 755,772 48,608 662,898

Amazon YouTube Peacock Netflix TikTok

Hulu AppleTV+ Paramount+
Daly M
® who Watched the DAYTONA 500 in the past 12 months mCIN
CiN DMA Scarborough R2 2025: Sep24-Jul25 Qual intab 166

38,804 334,997

19,342 198,692

32,052 537,562

22,163 286,384

CINCINNAT! DMA Scarborough R2 2025: Sep24-Jul25 Qual Intab 1,977
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

* Share of Everything

Special TV sports programs watched past 12 months: Daytona 500




*= DAYTOMA —

SOt itk 26 120,478 or 84.6% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months watch
‘~miml™ s
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time spent daily with Ad-Supported Video.
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Local TV Station Programs (Persons & % Reach}: Adults 18 or older

(averoge week)

Local News - Evening
Sports

Comedies

Local News - Morning
Movies

Dramas

Game Shows
National/Network News
Food/Cooking Shows
Mystery/Suspense/Crime
Documentaries

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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Local TV Station Programs (Persons & % Reach): Adults 21 or older

(Averoge week)
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299,312 or 92.2% 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, Local News -

Morning, Comedies, Game Shows, and Local News - Late.
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159,529 or 90.4% 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, Local News -
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Local TV Station Programs (Persons & % Reach): Adults 21 or older
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161,894 or 88.1% 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, Local News -
Morning, Movies, Game Shows, and Comedies.
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120,478 or 84.6% 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, Local News - Morning, Local News -
Evening, Comedies, Movies, and Dramas.
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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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Avg. Week All meigital (Persons & % Reach): Adults 21 or older
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| 253,207 or 78.% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months use
Ad-Supported Social Media for an average of 165.2 minutes every day representing 26.1% of all time
spent daily with Ad-Supported Digital Media.
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| 133,232 or 75.5% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months use
Ad-Supported Social Media for an average of 170.2 minutes every day representing 30.% of all time

spent daily with Ad-Supported Digital Media.
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| 147,357 or 80.2% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months use

Ad-Supported Social Media for an average of 136.1 minutes every day representing 26.4% of all time
spent daily with Ad-Supported Digital Media.
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Avg. Week All Dlgltal (Persons & % Reach): Adults 21 or older
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111,050 or 78.% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months use
Ad-Supported Social Media for an average of 135.4 minutes every day representing 21.1% of all time
spent daily with Ad-Supported Digital 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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250,184 or 77.% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months use
Ad-Supported Facebook for an average of 65.3 minutes every day representing 39.6% of all time
spent daily with Ad-Supported Social Media.
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| 130,956 or 74.2% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months use
Ad-Supported Facebook for an average of 68.5 minutes every day representing 40.2% of all time
spent daily with Ad-Supported Social Media.
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127,762 or 69.5% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months use
Ad-Supported Facebook for an average of 57.9 minutes every day representing 42.5% of all time
spent daily with Ad-Supported Social Media.
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| 111,050 or 78.% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months use
Ad-Supported Facebook for an average of 48.3 minutes every day representing 35.7% 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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. 250,184 or 77.% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months use
Ad-Supported Facebook for an average of 65.3 minutes every day representing 39.6% of all time
spent daily with Ad-Supported Social Media.
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. 130,956 or 74.2% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months use
Ad-Supported Facebook for an average of 68.5 minutes every day representing 40.2% of all time
spent daily with Ad-Supported Social Media.
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’ 127,762 or 69.5% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months use
Ad-Supported Facebook for an average of 57.9 minutes every day representing 42.5% of all time
spent daily with Ad-Supported Social Media.
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. 111,050 or 78.% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months use
Ad-Supported Facebook for an average of 48.3 minutes every day representing 35.7% of all time
spent daily with Ad-Supported Social Media.
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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
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Local Radio: 18,282; Social Media: 15,918; Local TV: 10,342; Non-Prem. Cable: 9,649
reaching Adults 21 or older who Watched the DAYTONA 500 in the past 12 months.

All Other Digital Media: 21,078;

(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...
Social Media: 10,815; Local Radio: 10,251; Non-Prem. Cable: 7,487; Local TV: 6,762
reaching Adults 21 or older who Watched the DAYTONA 500 in the past 12 months.

All Other Digital Media: 16,161;
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Local Radio: 10,713; Social Media: 10,571; Non-Prem. Cable: 7,070; Local TV: 5,963
reaching Adults 21 or older who Watched the DAYTONA 500 in the past 12 months.

All Other Digital Media: 13,740;

(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: 7,779; Social Media: 7,711; Non-Prem. Cable: 5,364; Local TV: 4,404 reaching
Adults 21 or older who Watched the DAYTONA 500 in the past 12 months.

All Other Digital Media: 10,468;
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Top-13 Out-of -Home Media (Persons & % Reach): Adults 18 or older

(average week)

Grocery Stores

Billboards & Signs (Weekly Drivers)
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® who Watched the DAYTONA 500 in the past 12 months

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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Top-13 Out-of-Home Media (Persons & % Reach): Adults 21 or older

{average week)
‘Grocery Stores

Billboards & Signs (Weekly Drivers)
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Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older
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299,194 or 92.1% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months spend
an average of 75.5 minutes per day driving, seeing Billboards and Signs. 74.2% Listen to Local Radio
Stations Out-of-Home for an average of 42.1 minutes/day.

Billboards & Signs
(Weekly Drivers)
755

AM/FM Radio
50.2

Movie Theaters
24.2

Walkingin
Towns, Cities,
Downtown
Areas
21.8

Groc
ery
Podcas | Stor
ts
109

SiriusXM
17.0

Restaurants
& Bars

Retail
Stores

Billboards & Signs (Weekly
Drivers)
54.9

AM/FM Radio
42.0

Walking in Towns,
Cities, Downtown
Areas
19.0

Shopping Malls
16.4

Grocery
SiriusXm Stores
12.6 9.2

Restaurants
& Bars.
14.4

Retail  Spo
Stores tify
Movie Podc 7.2 4.6
Theaters asts
143 8.1 Gas:s Dru..

® who Watched the DAYTONA 500 in the past

12 months

u MsP

Top-13 Ad- Suggorted Out-of-Home Media (Persons & % Reach): Adults 21 or older

{Average Week)
Grocery Stores

Billboards & Signs (Weekly Drivers)

Walking in Towns, Cities, Downtown...

AM/EM Radio

Gas Stations/Convenience Stores
Shopping Malls

Restaurants & Bars

Podcasts

Drug Stores

Retail Stores

Movie Theaters

Health Clubs/Gyms

TV Music Channels

MsP

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

Totol persons

| —————— )7
m_mn.
—mr

PRESIT —T
ST
R
mm
[sreoss 1 ioss]
[i0z0e 1 0o o umpenend
oss Lo aeme

® who Watched the DAYTONA 500 in the past 12 months
DMA Scarborough R2 2025: Aug24-Jul25 Qual Intab 157

Adults 21 or older

who Watched the
DAYTONA 500 in the past
12 months

uMSP

Avg. Hours+Minutes/day with Ad-
Supported Out-of-Home Media:

st _ !&Eﬂ
usage %:

& Time Spent (Average Doy

Top-13 Ad-Supported Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older

o
~
R

o

g B E5 R A
poel [ [
W ES

Billboards & Signs
(Weekly Drivers)
75.5

Qs
i

Q,
A
R

AM/FM Radio
42.1

Walkingin
Towns, Cities,
Downtown Areas
218

Shopping Malls
3511

Movie Theaters

242

Groce

Health ry

Restaurants | ¢
& Bars
141

R
S
Podcasts

128

lubs/ | Store

Gyms s

10.3 84

etail V...
tore
s

Billboards & Signs (Weekly
Drivers)

549

AM/FM Radio
38.2

Walking in Towns,
Cities, Downtown
Areas
19.0

Shopping Malls
16.4

Grocer
Movie Y
Theaters Stores
143

Health
Clubs/Gyms
15.7

Restaurants | Podca
& Bars

14.4

® who Watched the DAYTONA 500 in the past 12 months

Special TV sports programs watched past 12 months: Daytona 500

= MSP
* Share of Everything

» for Anything _



Top-13 Out—of -Home Media (Persons & % Reach): Adults 21 or older

{Average week]
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[ 172,541 or 97.7% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months
spend an average of 95.1 minutes per day driving, seeing Billboards and Signs. 76.5% Listen to Local
Radio Stations Out-of-Home for an average of 45. minutes/day.

=
sioss | com

= who Watched the DAYTONA 500in the past 12 months

Concurrent
usage %:

Avg. Hours+Minutes/day with Out-
of-Home Media: Adults 21 or older

who Watched the

DAYTONA 500 in the past

12 months

W STL

& Time spent

6.8%

B o oo
0o,
BN oSS L

]
W
(o]
(022 ]

(Average Day)

Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older

Drivers)
95.1

Billboards & Signs (Weekly

AM/FM Radio
473

| Restaurants &

Bars.

Shopping Malls

15.8

Walking in
Towns,

Downtow
n Areas

SiriusXM
14.4

Billboards & Signs
(Weekly Drivers)
55.8

Restaurants
& Bars
15.0

Shopping
Malls
16.6

Grocery

SiriusXm
AM/FMRadio o

40.6

Stores
9.0

Retail SP':l O"Y

Walking in Towns, Stor...

Cities, Downtown Podc
Areas asts
19.8 7.6

Ga D
..

YouTube
Music...

= who Watched the DAYTONA 500 in the past 1.

2 months

ESTL

Top-13 Ad-Supported Out-of-Home Media (Persons & % Reach): Adults 21 or older

(averoge week)
Grocery Stores

Billboards & Signs (Weekly Drivers)
AM/FM Radio

Gas Stations/Convenience Stores
Restaurants & Bars

Shopping Malls

Drug Stores

Podcasts

Retail Stores

YouTube Music

TV Music Channels

Movie Theaters

DMA

Total persons

_m—
e
st i o B —E

AR T
B o
R R
B

» who Watched the DAYTONA 500 in the past 12 months
Scarborough R2 2025: Aug24-Jul25

m-m

concurrent

Usage %:

Avg. Hours+Minutes/day with Ad-

Supported Out-of-Home Media:
Adults 21 or older

who Watched the

DAYTONA 500in the past

Qual Intab

12 months

mSTL
149

I§
i

[
Rt
B

SACHSHHS b
ra o oo "Bl e
R PR PR PR R

=
N
X

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

(8verage pay)

Top-13 Ad-Supported Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older

Billboards & Signs (Weekly
Drivers)
95.1

AM/FM Radio
45.0

Restaurants &
Bars.
16.0

Shopping
Malls
15.8

Walking in
Towns,
Cities,
Downtown
Areas
17.8

Movie
Theaters
15.1

Podcasts
10.1

YouT | Retail | T

ry ube | Stor.. | V.|

Store | Musi
S G

Billboards & Signs
(Weekly Drivers)
55.8

Restaurants
& Bars
15.0

Shopping
Malls
16.6

Grocery
Movie Theaters  Stores
134 9.0

AM/FM Radio
383

YouTub G
e Mt as
S...

Retai
Walking in Towns, |
Cities, Downtown Podca  Store
Areas sts s
19.8 8.1 7.0 INSS Dr..

m who Watched the DAYTONA 500 in the past 12 months

Special TV sports programs watched past 12 months: Daytona 500

mSTL
* Share of Everything

L for Anything _



Top-13 Out-of-Home Media (Persons & % Reach): Adults L-Zl or older
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Grocery Stores

Billboards & Signs (Weekly Drivers)

AM/FM Radio

Walking in Towns,Cies, Downtown.. 12151 m

Gas Stations/Convenience Stores
Shopping Malls
Restaurants & Bars

Drug Stores

Podcasts

Spotify

SiriusXm

YouTube Music

Retail Stores

Totol Persons:

m

B mmt

= who Watched the DAYTONA 500 in the past 12 months

% Time 5

Avg. Hours+Minutes/day with Out-
of-Home Media: Adults 21 or older

Concurrent
Uroge & E]

DAYTONA 500 in the past 0.69
12 months

[Average Day,

177,658 or 96.6% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months spend
an average of 85. minutes per day driving, seeing Billboards and Signs. 76.% Listen to Local Radio
Stations Out-of-Home for an average of 40.1 minutes/day.
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 21 or older
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141,112 or 99.1% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months spend
an average of 49.9 minutes per day driving, seeing Billboards and Signs. 72.7% Listen to Local Radio
Stations Out-of-Home for an average of 47.3 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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299,194 or 92.1% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months spend an
average of 75.5 minutes per day driving, seeing Billboards and Signs representing 41.6% 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

oy "Share of Ad-Supported OOH Media"

97.9%

who Watched the MSP
DAYTONA 500 in the past
12 months

74.2% 73.0%
67.6%

O00H Media:

34.2% 31.5% 3069 328%

23.3% 22.4%

16.1%
13.0%

Weekly
Total
Persons

Resched: G124, & Sihs

7.2%

712,495 3,635,901

X 303,414
Grocery Stores h

M Radio

74,774
rs

alking in i‘owns, vie Theatars Shopping Mals™  Restaurants & Ba stadlums & Arenas Ublic Transit

Average (Weekly Drivers) Cities, Downtown

Daily Minutes
with Ad-Supported

OOH Media:

® who Watched the DAYTONA 500 in the past 12 months u MSP

Areas

MSP DMA Scarborough R2 2025: Aug24-Jul25 Qual Intab 157 MINNEAPOLIS-ST. PAUL DMA Scarborough R2 2025: Aug24-1ul25 Qual Intab 2024 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. & for Anything _«

Special TV sports programs watched past 12 months: Daytana 500



172,541 or 97.7% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months spend an
average of 95.1 minutes per day driving, seeing Billboards and Signs representing 50.9% 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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— " -
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177,658 or 96.6% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months spend an

average of 85. minutes per day driving, seeing Billboards and Signs representing 50.3% 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
Weekly

Reach% "Share of Ad-Supported OOH Media"
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12 months

76.0%

68.7%

66.0% 66.7%

45.7%

36.1% 35.8%

35.0%

22.5% 7074

14.4% 15.8%

10.6%
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141,112 or 99.1% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months spend an

average of 49.9 minutes per day driving, seeing Billboards and Signs representing 37.9% 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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299,194 or 92.1% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months spend
an average of 75.5 minutes per day driving an average of 44. miles each day and are 85.3% more
likely to use US 52 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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172,541 or 97.7% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months spend
an average of 95.1 minutes per day driving an average of 55.3 miles each day and are 102.6% more
likely to use Poplar Street Bridge than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 21 or older
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Top-26 Employment Zip Codes: Adults 21 or older
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177,658 or 96.6% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months spend
an average of 85. minutes per day driving an average of 49.4 miles each day and are 109.8% more
likely to use Route 28 than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 21 or older
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Top-26 Residential Zip Codes: Adults 21 or older
41040 63%
45140
45176
45036
45005
41075
45069
45211
45133
45066
45011

4.24%

4.06%
0.83%

-

3.91%

E

3.59%

,..
o
i
=

0.59%

1.86%

Fow
g

w

1.69%

Bow i

0.85%

§

3.15%

2.91%

65,025

b
&
®
w
in

3

8ES
i & 8

45255
45044

0.83%
2.53%

ili

45243 21a%

47006
41042
45225

41005

A 0.53%
2.03%

60,663 3.29%
2.00%

EXEIA 0.48%

EE07 1.96%

'
B
®

45247
45244
41011
45242
45002
47001 -
45040
41016

Special TV sports programs watched past 12 months: Daytona 500

Top-26 Employment Zip Codes: 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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Top-26 Residential Zip Codes: Adults 21 or older

_ 6.21%
33458 2.82%
4.98%
3311
34983 R e a.4s%
5 3.93%
33470 38 999 217%
33418 o 3.85%
5, 3.7
34997
32968 T 3.57%
.53%
39953
%
33463 -
33410 e 3.00%
2.96%
e — B
33445 o a8% 2.80% ﬁ
2.30% {7
33461 P 1% | Bt
2.29%
2.
32958 p 1.81%
2.23%
34940 PEIZIERSS

33436
33414
33404 0.69%
33406
34987 - Joc
34952
33455
32966

Special TV sports programs watched past 12 months: Daytona 500

141,112 or 99.1% of Adults 21 or older who Watched the DAYTONA 500 in the past 12 months spend
an average of 49.9 minutes per day driving an average of 29. miles each day and are 76.7% more
likely to use Donald Ross Road than the Metro average.

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
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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
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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.
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120,334 or 37.1% 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 11.7 minutes every day representing
35.8% of all time spent daily with All forms of Print Media.

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

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

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

All Local Weekly Newspapers

New York Times (Daily+Sunday)

New York Times (Daily)

New York Times (Sunday)

Wall Street Journal (Dally)

USA Today (Daily)

Catalogs

Magazines

Totai Persans

m w Avg. Hours+Minutes/day with All

Print Media: Adults 21 or older

mm 4.8% who Watched the DAYTONA 500
in the past 12 months.
109,832 3.0%
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uMSP

Local Daily

Newspaper(s) Wall Street Journal
(Daily+Sunday) (Daily) USA Today (Daily)
117 102 95

Local Daily
Newspaper(s)
{Sunday)

162 New York Times New York Times

(Daily+Sunday) {Daity)
9.0 76

Direct Mail
Adverising
(excluding cataio

Magazines Catalogs)

Local Daily
Newspaper(s)
(Sunday)
131

Local Daity New York Times
Newspapes(s) (Daily (Daily+Sunday)
92 91

Local Daity Wall Street Journal New York Times
Newspaper(s) (Daily) (Daity)
(Daily+Sunday) 9.1 74
95

Direct Mail
Advertising
(excluding
USA Today (Daily) Catalogs) Magazines
92 73 66 All...

Catalogs
37
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past 12 months

uMSP

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)
Local Daily Newspa per(s) (Daily

Local Daily Newspaper(s) (Sunday)
Direct Mail Advertising (excluding Catalogs)
All Local Weekly Newspapers

New York Times (Daily+Sunday)

New York Times (Daily)

New York Times (Sunday)

Wall Street Journal (Daily)

USA Today (Daily)

Catalogs

Magazines

Books
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Avg. Hours+Minutes/day with Ad-
Supported Print Media: Adults 21 or older,|

o MSP

6 T’ Syt

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

Local Daily New York Times Wall Street Journal
Newspaper(s) (Daily (Sunday) (Daily)
1.0 105 102
Local Daily |
Newspaper(s) (Sunday)
162

Magazines
72

Direct Mail
Adv

USA Today
(Daily) New York Time
95 76

Local Daily
Newspaper(s)
(Sunday)
131

New York Times
(Sunday)
109

Lacal Daily
Newspaper(s)
USA Today (Dally) (Daily
92 92

Direct Mail

Advertising

(excluding

Catalogs)
73

Wall Street Journal (Daily)
91
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- 45,344 or 25.7% 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 8.8 minutes every day representing 34.7%
of all time spent daily with All forms of Print Media.

Avg. Week All Prmt Medfa (Persons & % Reach): Adults 21 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older

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

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

USA Today (Daily)

New York Times (Daily)

New York Times (Daily+Sunday)

All Local Weekly Newspapers

New York Times (Sunday)

‘Wall Street Journal (Daily)

Magazines

Catalogs

Toral persons

PR R et veonrom 50

in the past 12 months

P T o7

= who Watched the DAYTONA 500 in the past 12 months

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

Local Daily
Newspaper(s) (Sunday)

New York Times (Daily)
939

Direct Mail
Advertising
Wall Street Journal New York Times (excluding
(Daily) (Daily+Sunday) Catalogs)
133 9.8 6.6

Local Daily

Magazines
6.3

Local Daily
Newspaper(s)
(Sunday)
119

Wall Street Journal
(Daily)
91

New York Times
(Daity+Sunday)
88

USA Today (Daily)
86

Magazines
81

(excluding
Catalogs)
75

Local Daity
paper(s)
(Daily+Sunday)
85

Local Daity
Newspaper(s)
(Daity

New York
Times (Daily)
66

m who Watched the DAYTONA 500 in the past 12 months

mSTL

Avg. Week Ad-Supported All Print Media (Persons & % Reach): Adults 21 or older Avg. Day Ad-Supported Print Media (% Time Spent & Av.
L3

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

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

USA Today (Daily)

New York Times (Daily)

New York Times (Daily+Sunday)

All Local Weekly Newspapers

New York Times (Sunday)

Wall Street Journal (Daily)

Magazines

Catalogs

Books

STL DMA

Total Persons

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

m-—-

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

who Watched the DAYTONA STL
500 in the past 12 months
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New York Times New York Times
(Daily) (Daily+Sunday)
99 98

Local Daily
Newspaper(s)
(Sunday)
138

New York Times
{Sunday)

{excluding
Catalogs)
6.6

Local Daily
Newspaper(s)
(Sunday)
19

New York Times
(Sunday)
110

New York Times
(Daily+Sunday)
88

USA Today (Daily)
86

Magazines
81

Local Daily Newspaper(s)
(Daily
79

New
York
Direct Mail Advertising Times
{excluding Catalogs) (Daily)
75 6.6
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- 37,336 or 20.3% 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 32.%
of all time spent daily with All forms of Print Media.

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

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

Local Daily Newspa per(s) (Sunday)
Books

Magazines

USA Today (Daily)

New York Times (Daily+Sunday)

‘Wall Street Journal (Daily)

Catalogs

New York Times (Sunday)

New York Times (Daily)

All Local Weekly Newspapers

Toeol persons
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mCIN

Local Daily
Newspaper(s) (Sunday)
135

Local Daily

Newspaper(s) Newspaper(s)

(Daity (DaitysSunday)
102 102

Local Daily

New York Times
(Daily)
Wall Street Journal 48
(Daily)
86
Magazines
40
Local Daily
New York Times Newspaper(s)
(Daily+Sunday) (Sunday)
58 3. 131

Direct Mail Advertising
{excluding Catalogs)
74

Local Daily
Newspaper(s)
(DailysSunday) &8 75

New York Times.
(Daily+Sunday)

Wall Street Journa
{Daily)
89

USA Today (Daily)
a3

Direct Mail

Local Daily
Newspaper(s) (Daily

(excludi
Catalogs)

94

Catalogs
35
New York
Magazines Times (Daily)
94 69
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uCIN

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

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

Local Daily Newspa per(s) (Sunday)
Magazines

USA Today (Daily)

New York Times (Daily+Sunday)

wall Street Journal (Daily)

Catalogs

New York Times (Sunday)

New York Times (Daily)

All Local Weekly Newspapers

Books

CIN DMA

Scarborough R2 2025: Sep24-Jul25
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vg. Minutes/day Spent): Adults 21 or older

Local Daily Newspaper(s)
(Sunday)
135

USA Today [Daily)
108

Local Daily Newspaper(s)
Daity
102
Local Daily
Newspaper(s)
(Sunday)
131
New York
Times
New York Times (Daily+Sunday
(Sunday) )
69 58

New York Times
(Sunday)
119

Direct Mail Adv New York Times
(excluding Cam!og:: (Daily) Magazines
74 48 40

Local Dalty

Newspaper(s)

{Daily+Sunday)
94

New York Times

(Daily+Sunday) USA Today (Daily)
94 93

Direct Mail
Advertising
(excluding
Caralogs) Magazines
75 71

Local Daily Newspaper(s)
(Daily
88

w York Times (Daily)
639
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40,946 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 10.5 minutes every day representing
36.1% of all time spent daily with All forms of Print Media.

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

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

Local Daily Newspaper(s) (Sunday)
Books

New York Times (Daily+Sunday)

New York Times (Daily)

New York Times (Sunday)

Wall Street Journal (Daily)

Magazines

All Local Weekly Newspapers

Catalogs

USA Today (Daily)

Totaf Persans

P —T
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BV - 3%

= who Watched the DAYTONA 500 in the past 12 months

% Time 5¢

19.5%

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

who Watched the DAYTONA 500
in the past 12 months.

=WPB

Local Daily
Newspaper(s) (Sunday)
15.1

Local Daily
Newspaper(s)
(Daily+Sunday)
105

New York Times

Wall Street Journal
(Daily)
85

USA Today (Daily)

Direct Mail

New York Times Magazi | Catalog
(Daily+Sunday) nes £
80 6. 45 42

Wall Street
Journal (Daily)
96
Local Daily
Newspaper(s)
{Sunday)
155
New York

New York Times Magazines

(Daily+Sunday)
112

Direct Mail
Advertising
Local Daily Newspaper(s) | (excluding  USA Today
(Daily+Sunday) Catalogs) (Daily)
108 74 73
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past 12 months = WPB

Avg. Week Ad-Supported All Print 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 Newspa per(s) (Daily

Local Daily Newspaper(s) (Sunday)

New York Times (Daily+Sunday)

New York Times (Daily)

New York Times (Sunday)

Wall Street Journal (Daily)

Magazines

All Local Weekly Newspapers

Catalogs

USA Today (Daily)

Books

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

Local Daily Newspaper(s)
(Sunday)
151

Local Daily Newspaper(s)
{Daily+Sunday)
105

New York Times
(Sunday)
101

Direct Mail
Advertising
(excluding
Cataiogs) Times (Daily)
68 5.9
USA Today
(Daily) Magazines
76 45

Local Daily
‘New York Times Newspaper(s)
(DaitysSunday) (Daily+Sunday)
Local Daily 12 0.8
Newspaper(s) (Sunday)
155

Direct Mail
Advertising
New York Times (Daily) {excluding Catalogs)
85 74

New York Times
(Sunday)
139

Magazines

USA Today (Daily)
73
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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
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Social Media

Websites
Broadcast, Cable, & Sat TV
Direct Mail

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 %)

1,352,043

1,220,335

816,960

941,653

Local AM/FM Radio

536,190 14.4%

Cable TV Networks

Video Streaming Services
Billboards

Podcasts

Newspapers

Audio Streaming Services

482,138 13.0%

498,865 13.4%

420,849 11.3%

7 MINNEAPOLIS-ST. PAUL
422,982 11.4%
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269,933  7.3%
¥ P21+ who Watched the DAYTONA 500 in the past 12 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
M P21+ MINNEAPOLIS-ST. PAUL AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
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Social Media

Websites

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 %)

791,259 32.5%
723,730 29.7%

577,817

490,498 ' 20.2%
370,953 15.2%
357,206 14.7%

Local AM/FM Radio

341,977 14.1%

Video Streaming Services
Podcasts

Audio Streaming Services

282,454 11.6%

324,012 13.3%
208,235  86%

ST. LOUIS

Newspapers
Billboards 210,574
m P21+ who Watched the DAYTONA 500 in the past 12 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
B P21+ ST. LOUIS AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
ST.LOUIS DMA ScarboroughR22025:Aug24-Jul25 QualIntab: 149 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. Soe a & al for Anything «
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Direct Mail

Social Media

Websites

"Advertising Actions"”

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

569,206 30.9%

647,714 35.2%

598,738 32.5%

Local AM/FM Radio

307,094 16.7%

Broadcast, Cable, & Sat TV
Cable TV Networks

Local Broadcast TV
Newspapers

Video Streaming Services
Podcasts

Audio Streaming Services

418,329 22.7%

272,537 14.8%

214,249 11.6%

CINCINNATI

172,783 9.4%

Billboards :
156,744 8.5%
m P21+ who Watched the DAYTONA 500 in the past 12 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
H P21+ CINCINNATI AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
CINCINNATI DMA  Scarborough R22025: Sep24-Jul25 Quallntab: 166 f ! Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. Soe a.al for Anything «

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 %)

652,494 36.3%

695,908 38.8%

Local Broadcast TV
Cable TV Networks
Direct Mail
Newspapers
Podcasts
Local AM/FM Radio é

237,753 13.2%

Video Streaming Services

252,467 14.1%

Audio Streaming Services - J 0 WESTPALM BEACH'BOCA RATON
187,844 10.5%
Billboards 139,114 7.7%
m P21+ who Watched the DAYTONA 500 in the past 12 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
m P21+ WEST PALM BEACH-BOCA RATON AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
WESTPALM BEACH-BOCARATON DMA ScarboroughR22025:Aug24-Jun25 Quallntab: 250 * Share of Everything
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