


AT THE
CENTEROF

Online. Print. Social:
RACER does more than ,
report the news. 2l
We tell the storiesthat
capture the beauty,
passion and culture

of racing.

*RACER s not affiliated with F1, F1Las Vegas or The Sphere. This recreation is not
meant to depict or imply an actual sponsorship of the Las Vegas Grand Prix by RACER.
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ACTIVELY ENGAGED WITH
THE SPORT THEY LOVE:

RACER’s audience goes beyond merely
consuming content. Each month RACER.com
and RACER’s social media platforms are active
with shares, comments and likes by audience
members who are highly engaged with our
content and the motorsports community.

In fact, there were 2,560,734 direct shares

of stories from RACER.com in 2023. Another
5,027,369 likes, comments, shares and views
emanated from our social media platforms
during the same period.”

*Based on aggregated data compiled by RACER from platform analytics.




THEIRENGAGEMENT DRIVES INFLUENCE:

Experts within their peer groups, RACER’s audience is highly
influential in automotive-related purchases.

93% 64%
Are regularly considered the Are asked about new car
automotive expert purchases
- 67% 80%
— R — ; Are solicited for automotive Use racing a justifier ;or ;Eelr
ﬁ_ ' ] '
advice more than three opinions or advice

timesperyear




OPEN TO MESSAGING THAT 2
SPEAKS TO THEIR PASSION:

Through advertising, native content and channel sponsorships,
brands can reach a highly receptive aud|ence _— -
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79% 62%
Discovered a new brand as Find editorial Conte aﬁ e
aresult of a driver, team or influential when makmg a or on RACE .' »*
event sponsorship purchase decision g the ad'oérhs S WE




RACER’S AUDIENCEISIN
THE PRIME AGE AND INCOME
SEGMENT WITH TRUE
SPENDING POWER




INTHEDRIVER’S SEAT

2023 Audience Survey
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RACER and RACER.com anchor the RACER family of publications including Vintage Motorsport,
the journal racing history. Cross platform packages expand the reach of branded messaging and
content across the gamut of motorsports audiences where the passion for all things racing lives.
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Story Creative_Influence_Research

We work with automakers,

participants and sanctioning
bodies to produce authentic
original creative and content
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that speaks to endemic and / UNQFFS

non-endemic audience alike.
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RACER and RACER.com are published by
Racer Media & Marketing, Inc.

2525 Main Street
Suite 430

Irvine, CA 92614
949.417.6700

CONTACT

Raelyn Stokes / Advertising Director / +1.949.300.7846 / raelyn@racer.com

Rick Bisbee / Advertising Sales / +1.312.285.8720 / rick@vintagemotorsport.com
John Chambers / Global Sales Director / +44.7770.643749 / john@racer.com

Paul Pfanner / Founder, President & CEO / +1.714.227.3579 / paul.pfanner@racer.com

George Tamayo / Creative Director, RACER Studio / +1.303.304.0050 / george.tamayo@racer.com.com



