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ERECUTIVE SUMMARY

After identifying a few key values within Generation Z and their
preconceived notions of NASCAR, The Legacy Group has built a
campaign that emphasizes the unique experience the Chicago Street
Race offers and highlights that NASCAR is an exciting entertainment
option that allows all generations to step out of their comfort zone.

This campaign centers around utilizing the sights and sounds of
Chicago to attract a younger demographic. Through authentic and
interactive experiences, this campaign will generate organic attention
and genuine relationships with our target audiences. When “NASCAR
meets the streets,” a new generation of NASCAR fans will be eagerly
awaiting.
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NASCAR has spent the better part of the past two decades rebranding
itself. With a steep decline in viewership and aftendance and a reputation for
being a male-dominated community, NASCAR realized it was time to evolve.
In order to appeal to a more diverse audience, NASCAR is making changes
to create an inclusive environment where anyone who is interested in racing
can feel welcome to participate. Expanding viewership in Gen Z has been
a primary focus for NASCAR over the past few years. Through expanding
online platforms and strengthening its social media presence, NASCAR has
been able to reach younger viewers like never before; and the NASCAR
Chicago Street Race offers the perfect opportunity to expand that reach even
further. Therefore, the purpose of this campaign is to aftract Gen Z viewership,
aftendance, and awareness for the 2023 Chicago Street Race weekend.



CLIENT MARKETING 6OALS

Increase viewership among new Gen Z
fans for the 2023 Chicago Street Race.

Increase attendance among new
Gen Z fans for the race and its various
attractions during the race weekend.
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WHAT PEF 3
OF GEN Z US

Reaching Gen Z
through their primary
social media plaiforms

gives our audience

the opportunity to
be part of a unique
and accessible

7 6% .
environment
compared 1o a
traditional NASCAR

race.



69% male
31%
female

pique its interest.

“The street race is ane
opportunity for NASCA
engage the crowd in ¢
experience of ‘
and that you @ opportunity
typically see in other races.
fact that the cars will literally &
going down Michigan Avenue

“l love watching sports with my
friends and the Chicago Street
Race is something we’ve never
seen before. It sounds like an
unreal experience we would
need to fly out and see in person
together.”
- Finn P, 20, Birmingham, AL

_Elle W., 19, Boulder, CO

39,



PROBLEM STRTEMENT

The main issue our campaign addresses is that NASCAR
faces a lack of from younger generations,
primarily Generation Z. The NASCAR Chicago Street Race

Weekend poses an exciting opportunity to
between Gen Z and NASCAR through the
primary channels utilized by the younger generations.

ONLY OF GEN 2 “People my age would be more
CONSIDER THEMSELVES interested in NASCAR if we knew they
AVID OR CASUAL were doing cool things like the NASCAR

NASCAR FANS Chicago Street Race.” - Andrew L., 21
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People in our audience
value the ability to “step
out of their comfori
zones” online while still
valuing the comfort o
their more personc

gh-enrergy

offline relationshi
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IMMUNICATION 60ALS

INCREASE INTERACTIVITY AND TWO-WAY
COMMUNICATION BETWEEN NASCAR AND
GENERATION Z THROUGH DIGITAL PLATFORMS

_— DEVELOP A PLATFORM OF DIVERSE VOICES AMONG
D |VE GENERATION Z THAT WILL ENCOURAGE OTHERS TO
ENGAGE WITH NASCAR

= GENERATE ONLINE DISCUSSIONS AMONGST
- AWARE GEN Z AND ITS DIGITAL COMMUNITY ABOUT THE
NASCAR CHICAGO STREET RACE

CULTIVATE KNOWLEDGE ABOUT THE UNIQUENESS
F NASCAR AS A PROFESSIONAL SPORT TO CREATE
TEREST AMONG GEN Z.

EDUCATIO




< @feliciareynolds

128 1,618 892
Message -y | v
“Life of the Party” Felicia Reynolds
Females Aged 21-25 Bama Alum c/o 2022
Atlanta Jf Chicago
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< @michael.b.anderson

11 263 530

Message oy v

“Post-Grad Urban Transplant” Michael Anderson

IU Alum ->> Chicago
Males Aged 22-26 Financial Analyst

25
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iconic imagery core
branding

paid owned earned
shared

out-of-home advertisements, website banner ads
sponsored ads on social media partnership marketing
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NASCAR Meets the Streets is at the center of our campaign. It highlights that for the
first time ever NASCAR will meet the world of street racing. As NASCAR enters a new era
it invites Generation Z fo join them, and together they will explore the streets of Chicago.

This concept will dlrect our audience to our landing page through which they will
discover the : ey car AR on and off the streetfs.
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@@ Chicago Street Race x [k

c u( G nascarchicago.com/things_to_do

@ T8 oavs 06 Hrs 25 Min 6 secs fYOOJ | awx

RACE FESTIVAL PLAN YOURVISIT SHoP TICKETS

nine locations

NASCAR WATCH PARTY EXPERIENCE
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one-on-one relationship
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Soccer Golf Tennis Table Tennis
Moneyline (Regular Time) +

© GUATEMALA - LIGA NACIONAL

Deportivo Malacateco vs Santa Lucia Cotzumalguapa

ALF

Deportivo Malacateco
Santa Lucia Cotzumalguapa

Deporthvo Malacateco J 245 Santa Luda Cotrumalguapa
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overall effectiveness 10.8%
1-2%

@nascarchicago

®QV A

81 likes
@nascarchicago June 2. See you soon.

. Ferrari Roma 360 VR Tour

testosterone_racing - 2022-6-4

Episode 5 | Way to realistic @ #ferrari
#trend #realistic

I Yami- @ : ®




Pardon My Take Chicks in the Office

in-depth

knowledge

SEBz

¢ @onebite

@onebite

@johnmichaelson Dave Portnoy in

NASCAR? | gotta listen to that. ©
@andrea_19 GET PORTNOY IN THE O
39,204 likes STREET RACE
@onebite Blaney tried to take two bites

#everyoneknowstherules #BARSTOOLXNASCAR
#NASCARmeetsthestreets

i
4 @parkerryan99 Interesting to see o
WL NASCAR with Barstool...

E @stevenrobinson I'll come to the Street
5  Race just for the Chicago pizza )




ride alongs

=

;

CHICHS IN THE OFFICE  PARDON MY TAKE
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< #NASCARtreasureschicago --- II ’N HS CH R
m 1,345k posts

\ STREET RACE /

\rEECEND /
— See a few top posts each week
@ @maryannjohnson :

Top Recent Reels . E——

®eQYvV - N

349 likes

@maryannjohnson We took a little drive over to Chicago
this weekend. Had the best time exploring with
#NASCARtreasuresChicago. Can't wait to be back in

July for the race!
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MAP LOCAT Iﬂﬂs

Through combining , the treasure
hunt provides the opportunity for Gen Z ’ro immerse themselves in all things
NASCAR Chicago street race.

1 BUCKINGHAM FOUNTAIN s CHICAGO THEATER

2 LAKEFRONT GREEN 7 CHICAGO RIVER

3 GRANT PARK s MAGGIE DALEY PARK

v CLOUDGATE (THE BEAN) s JAY PRITZKER PAVILION

5 CINDY’S ROOFTOP




NASCAR WATCH PARTY EXPERIENCE
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CINDY'S ROOFTOP

The Speed Racer

Cabo Wabe Blanco Tequills, agave, passionfruit,
strawberry, lime

Down on the River
Jack Daniel's, Coca Cola, orange bitters
Busch Light Buckets and Towers

Draft available upon request

Oyesters on the Half Shell

Chef's Selection of Island Creek Oysters, White Balsamic
Mignonetie

Chilaquiles

Salsa Morita, Local Chorizo, Cotija, Queso Fresco, Escabeche, Farm

Eggs

Cindy's House Salad

Baby Vegetable Crudité, Sourdough Crouton, Three Peppercorn Dressing,
Parmesan

Potato Gnocchi

Ramp & Stinging Nettle Pesto, Foraged Mushrooms, Asparagus,
Green Bean, Cashew Cream, Parmigiano

"Not So Secret” Secret Burger

Butterkase Cheese, Lettuce, Tomato, B&B Pickles, Cherry Bomb Aioli,
Sesame Brioche, Fries

C CACCRIRERRCE -

Lump Crab, Soy Ginger Aioli, Pickled Radish, Cucumber, Jalapefio,
\X/ ! T C H P ! R T Y Cilantro, Potato Bun, Fries
"puﬁ

T CINDY'S ROOFTOP

i

JULY 2, 2023

12 S MICHIGAN AVE
$75/PERSON

DOORS OPEN AT 10AM




FIRST

BARSTOOL
EPISODE
RELEASE WALCH
PARTIES
DRIVE FINAL
ALONGS TREASURE DRIVE
BEGIN HUNT ALONG RACE DAY

*

. x ey G e %

BILLBOARDS & CTA SNAPCHAT & FINAL
WHEBG0 (b RANIER TIKTOK FILTERS e TREASURE
ADS LAUNCHED LAUNCHED HUNT WATCH PARTY
, EPISODE
ALCOHOL PACKAGING WINNER WINNER

PUT ON SHELVES ANNOUNCED ANNOUNCED



EVALUATION

NASCAR MEETS THE STREETS

Increasing engagement across all NASCAR social media platforms by 500% and achieve 20,000 welbsite
impressions by the end of the campaign. The Legacy Group will measure the success of NASCAR Meets the Streets
by monitoring the fraffic that the landing page receives. The NASCAR Meets the Streets landing page will also track
where the redirects to the page come from, whether it be a specific QR code, a banner click-through, or stated
referral type.

Achieve 1,000 uses of #NASCARTreasuresChicago and 10 published stories by news outlets. The success of
these objectives will be determined in two ways: calculating the number of hashtags used and monitoring stories
published by local and national media.

Sell 300 tickets to the official watch parties and have 1,000 entries info the social media contest. This
will be evaluated through the number of tickets bought on the landing page and the number of times
#Viewfromthepassengerseat is used across TikTok and Instagram.

PODCASTS
Increase engagement on social media by 20% and generate 1,000 landing page visits within 24 hours of the release
of each episode. This will be determined through monitoring how many impressions the landing page receives and
spikes of interaction with social media platforms immediately following the release of the podcasts.

RIDEALONGS
Achieve 500 video shares and to increase followers by 300% on NASCAR's Instagram and TikTok accounts. Using
preexisting social media analytics, we will monitor new views, likes, shares, follows and click- through rates to the
"NASCAR Meets The Streets” landing page.

73



$275,000

31.52%

$49,600

5.23%

$49,768

5.17%

2.04%
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NASCAR STREET RACE
WATCH PARTY

JULY 1-2, 2023

ATCH PARTY

Y 1-2, 2023

WINASCAR
CHICRGO
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FOR IMMEDIATE RELEASE:
May 16, 2023

MEDIA ADVISORY

NASCAR To Hold Treasure Hunt in Downtown Chicago

WHO: NASCAR invites Chicago locals and weekend travelers to treasure Chicago with
NASCAR.

WHAT: In tearns of 24, treasure hunt participants will explore nine locations that represent the
NASCAR Chicago Street Race. The teams will compete for tickets to the NASCAR Chicago
Street Race by documenting their adventures on Instagram with #NASCARTreasuresChicago.

WHY: NASCAR is hosting a free treasure hunt to raise awareness and garner excitement for the
NASCAR Chicago Street Race.

WHEN: Friday, June 16 2023 at 11 am. CT
WHERE: Join us at Buckingham Fountain to kick off the treasure hunt.

CONTACT:

Brent Gambill

Senior Director, Track Communications
NASCAR

bgambill{@nascar.com



MAP LOCATIONS

BUCK'NGHAM FOUNTAIN Signal the countdown to the Chicago street race with checkered flags at
Strike a pose at while enjoying the tunes of Miranda Lambert, the

LAKEFRONT GREEN Chainsmokers, Charley Croket and the Black Crowes

GRANT PARK Pickiup NASCAR Chicago Street Race merch from the big blue bus parked out front of

CLOUDGATE (THEBEAN) Admire as NASCAR and unite

CINDY'’S ROOFTOP stopby for a NASCAR specialty cocktail
CHICAGO TH EA‘I‘ER Photo op in front of the marguee reading “NASCAR Chicago Street

Race. July 1-2”
CHICAGO RIVER Race through the with motorized toy aquatic cars
MAGGIE DALEY PARK Compete in a game bumper cars at

JAY PR"‘ZKER PAV"_'ON Snuggle up with NASCAR at at Millennium Park for doubles

features of films like Fast and the Furious Friday and Saturday night.



WEEHK 2
JUNE 6:

B Lounch podcast

B Billboards go up
JUNE 7:

Bl Launch drivealong
JUNE 9:

B Ticket sales for Watch Parties begin

WEEH Y

JUNE 18:
M Final day of Treasure Hunt
JUNE 20:
B Final podcast episode
JUNE 21:
B Final drivealong episode
JUNE 24:
B Treasure Hunt winner announced

WEEHK 3
JUNE 13:

B Second podcast episode
JUNE 14:

Bl Second drivealong episode
JUNE 16:

B Tik Tok filter launched

B Snapchat geofilter begins

B First day of Treasure Hunt




LOMPREHENSIVE BUDGET

Category Cost per Unit Quantity  Subtotal

Toy Boats for Treasure Hunt o so s susw
Merch for Treasure Hunt Participants __m $20,000 Category Cost per Unit (CPU) Hoursper  Number of Quantity Subtotal
Incentives for at Home Watch Parties Participants — S75 250 $18750, dey __days
Prizes for Watch Parties (VIP Tickets to Coca-Cola 400)  $89s 5 sa4ls
Fogsfor Teaswreunt s a5 75| Bventcrew for Treasur Hunt ™63 o 2160
Backdrop for Tresswre ot~ ss0 1 550 Two Social Media Interns e S X .
Prizes for Treasure Hunt (Premium Tickets to Street Race) $867 _—_ $3,468

Category Cost per Unit Quantity Subtotal
Billboads for Four Weeks in Chicago Cosso s simsw NASCAR Car For Ride Along & Treasure Hunt si000 1 sl000
gﬂl;oargs :Ot Eour xee:* in BD;trmt ; __ Additional Filming Equipment for Ridealong 815000
_ oards for Four Weeks in Minneapolis _—_— Rented Driving Track $15,000 _—_ $15,000
Bilbouds o o Wesks i ndianapos oM s Rent the CTA Blue Bus for Treasure Hunt ss000 3 si500

illboards for Four Wecks in Cincinnati o os2900 5 $14500] Movie Rights for Treasure Hunt $200 5 §10000
Billboards for Four Weeks in Nashville ooos230 3 56900 River Rental for Treasure Hunt $s000 3 s15000

. o & - . ,., 2 )
Billboards for Four Weeks in Louisille == Cloud Gate Rental for Treasure Hunt $10000 3 530000

Hiboards for Four Weets in Atfanta 2 Marquee Rental at Chicago Theater for Treasure Hont 10,000
Billboards for Four Weeks in St. Louis S0 5 §7500 Bumper Cars Rental $50000 1 50000
Billboards for Four Weeks in Pittsburg $2800 3 38400 pe o o . : ’

. . . . Watch Parties Equipment, Decor & Supplies $10,000 _— $30,000
Billboards for Four Weeks in Philadelphia . os270 3 88100 Park Rentals for Troasure Efunt e A 2
Billboards for Four Weeks in Charlote Cosswo 3 siso) ark Rentals for Treasure Hun :
Billboards for Four Weeks in Buffalo $m00 3 $9,300
Billboards for Four Weeks in Memphis o osa0 3 stw
Billboards for Four Weeks in Milwaukee s20000 5 510500 Hotels for Ride Along $0 20 12000
Billboards for Four Weeks in Kansas City  s200 3 ssi0 Transportation for Ride Along 8200
DiinkPackaging Ads . ss00) Flights for Ride Along SLo0 10510000
Exterior CTA Wiaps s
emal CTAAGS g0
Barstool Partnership Promotions S sIs000
Betting Ad Placement N B Y0

ocial Media Ads o sisom)
napchat Geofile s



