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PREVIEW
VERSIONHighlights

Best attendee comments
“Love the area! Love Daytona Speedway! Definitely want to go back! 
  Everyone was so nice. NASCAR fans are the best!”
“It would be nice if the Fanzone had some more entertainment and stayed  
  open an hour after the races.”
“We were disappointed in the lack of Monster Energy merchandise available.”

Tourism and economic impact

Percentage non-local:  74%

Estimated hotel room nights:  58,600

Estimated economic impact of attendees:  $118.4M

Top preferred brands of attendees

Auto insurance:  State Farm

Wireless services:  Verizon 

Vehicle:  Chevrolet

Favorite drivers

1 Dale Earnhardt Jr. (88)

Chase Elliot (24)

Jimmie Johnson (48)

2

3

Most recalled sponsors

1 Monster Energy

Toyota

Chevrolet

2

3

Most visited vehicle manufacturer exhibits

1 Chevrolet

Toyota

Ford

2

3

Top beverages consumed on-site

1 Bottled water

Beer

Soda

2

3

Most appreciated non-manufacturer exhibits

1 Lucas Oil

U.S Air Force

General Tire

2

3

Least visited exhibits

1 Fifth Third Bank

Microsoft Windows 10

Lucas Oil

2

3

Most popular features within brand activations

1 Axalta painted motorcycles

U.S. Air Force fighter jet

New Holland machinery

2

3
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PREVIEW
VERSIONEvent Experience

Daytona Speedweeks experiences (aided) Favorite driver at Daytona 500 (aided)

Event ratings

Daytona 500

Lady Antebellum concert

NASCAR Cup Series

NASCAR XFINITY Series

Can-Am Duel

Fanzone or pre-race access

World Truck Series

Practice runs

Daytona 500 Qualifying

ARCA Racing Series

Tailgating at the event 

Camping at the event

VIP or corporate hospitality

Quality of entertainment

Experienced

Favorite

Variety of entertainmentCleanliness Variety of 
food and beverage

Value for
admission price

Quality of 
food and beverage

excellent good fair poor

Dale Earnhardt Jr. (88)

Chase Elliot (24)

Jimmie Johnson (48)

Brad Keselowski (2)

Kyle Busch (18)

Kevin Harvick (4)

Joey Logano (22)

Danica Patrick (10)

Martin Truex Jr. (78)

Kasey Kahne (5)

Denny Hamlin (11)

Clint Bowyer (14)

Kurt Busch (41)

Matt Kenseth (20)

Ryan Blaney (21)

Other driver
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PREVIEW
VERSIONSponsor Recall and Appreciation

Sponsor recall

Extent to which brands and corporate sponsors enhanced experience

Sponsor recall (top 3 unaided among those who could recall sponsors)

Could recall at least one sponsor

Could not recall any sponsors

Greatly
enhanced

Somewhat
enhanced

Did not
enhance

42%

15%

8%

6%

5%

3%

27%

11%

7%

5%

3%

3%

2%

28%

13%

7%

6%

4%

3%

16%

11%

7%

5%

3%

2%

2%
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PREVIEW
VERSIONVehicle Manufacturer Exhibit Evaluations

PARTICIPATION RANKING

PARTICIPATION

Entered exhibit

Greatly enhanced

ENHANCEMENT RANKING

Saw from outside

Somewhat enhanced

ACTIONS TAKEN (among those who entered)

MORE LIKELY TO PURCHASE BRAND THAN BEFORE THE EVENT (among those who entered)

EXTENT ENHANCED EVENT EXPERIENCE (among those who entered)

Did not see

Did not enhance

Chevrolet Toyota Ford

1 2 3

Received free 
Chevrolet t-shirt

Tried or watched Toyota 
Thrill Ride

Spun wheel to win

Took photo with 
car or driver

Played or watched Crew 
Challenge games

Saw or met driver

Played or watched 
driving game

Guessed number to win

Took photo with 
car or driver

Received gift or 
merchandise

Sat in vehicle

Took photo with 
car or driver

Saw or met driver

Sat in vehicle

Visited Toyota Owners Hub

Saw or met NASCAR driver

Rode Ferris Wheel

GM owners Toyota owners Ford-Lincoln owners

Other brand owners Other brand owners Other brand owners
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PARTICIPATION RANKING

PARTICIPATION

Entered exhibit

Greatly enhanced

ENHANCEMENT RANKING

Saw from outside

Somewhat enhanced

ACTIONS TAKEN (among those who entered)

MORE LIKELY TO PURCHASE BRAND THAN BEFORE THE EVENT (among those who entered)

EXTENT ENHANCED EVENT EXPERIENCE (among those who entered)

Did not see

Did not enhance

Harley-Davidson Can-Am New Holland

4 5 6

Tried or watched 
motorcycle on dyno

Looked at ATVs and 
side-by-sides

Looked at or sat 
on machinery

Sat on motorcycle Looked at 3-wheeled 
motorcycles

Saw 1939 “Survivor”

Tried BOOM! audio 
exhibit

Looked at off-road 
vehicle

Received gift or 
merchandise

Received gift or 
merchandise

Entered contest 
to win Can-Am

Motorcycle/ATV owners Motorcycle/ATV owners All exhibit visitors

All exhibit visitors All exhibit visitors

Vehicle Manufacturer Exhibit Evaluations
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PREVIEW
VERSIONBeverage Activation Evaluations

PARTICIPATION RANKING

PARTICIPATION

Entered exhibit

Greatly enhanced

ENHANCEMENT RANKING

Saw from outside

Somewhat enhanced

ACTIONS TAKEN (among those who entered)

MORE LIKELY TO PURCHASE BRAND THAN BEFORE THE EVENT (among those who entered)

EXTENT ENHANCED EVENT EXPERIENCE (among those who entered)

Did not see

Did not enhance

Monster Energy Busch Coca-Cola

1 2 3

Looked at off-road 
vehicle

Took photo with 
car or driver

Tried free Coca-Cola 
sample

Watched stunt show Played or watched 
shooting game

Visited History of 
Driving Refreshment

Received beverage 
sample Purchased Busch beer Took photo with 

car or driver

Played or watched 
XBox One

Took photo with
car or driver

Signed up for Busch Bucks

Saw or met driver

Created customized 
driver profile and fire suit

Saw or met driver

Monster preferred brand Busch preferred brand Coca-Cola preferred brand

Other preferred brand Other preferred brand Other preferred brand
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PREVIEW
VERSIONOther Activation Evaluations

PARTICIPATION RANKING

PARTICIPATION

Entered exhibit

Greatly enhanced

ENHANCEMENT RANKING

Saw from outside

Somewhat enhanced

ACTIONS TAKEN (among those who entered)

MORE LIKELY TO PURCHASE BRAND THAN BEFORE THE EVENT (among those who entered)

EXTENT ENHANCED EVENT EXPERIENCE (among those who entered)

Did not see

Did not enhance

GEICO M&M’s General Tire

1 2 3

Looked at motorcycles Received free M&Ms Looked at Dodge
 Challengers

Played guessing contest

Played or watched 
remote control cars

Spun wheel to win Received free hat
Received gift or 
merchandise

Took photo with 
car or driver

Took photo with 
car or driver

Spun wheel to winPlayed or watched 
memory challenge

Saw or met driver

Tried tire-change 
challenge

Played bag toss game

Used photo kiosk

GEICO customers All exhibit visitors All exhibit visitors

Non-customers
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PREVIEW
VERSIONOther Activation Evaluations

PARTICIPATION RANKING

PARTICIPATION

Entered exhibit

Greatly enhanced

ENHANCEMENT RANKING

Saw from outside

Somewhat enhanced

ACTIONS TAKEN (among those who entered)

MORE LIKELY TO PURCHASE BRAND THAN BEFORE THE EVENT (among those who entered)

EXTENT ENHANCED EVENT EXPERIENCE (among those who entered)

Did not see

Did not enhance

U.S. Air Force Sunoco Axalta

4 5 6

Looked inside fighter jet
Used sign-making 
station

Looked at painted 
motorcycles

Tried or watched 
pull-up challenge Took photo with fuel filler

Looked at painted
 helmets

Entered Performance Lab Received gift or 
merchandise

Received gift or 
merchandise

All exhibit visitors All exhibit visitors All exhibit visitors
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PARTICIPATION RANKING

PARTICIPATION

Entered exhibit

Greatly enhanced

ENHANCEMENT RANKING

Saw from outside

Somewhat enhanced

ACTIONS TAKEN (among those who entered)

MORE LIKELY TO PURCHASE BRAND THAN BEFORE THE EVENT (among those who entered)

EXTENT ENHANCED EVENT EXPERIENCE (among those who entered)

Did not see

Did not enhance

XFinity DeWalt Florida Hospital

7 7 9

Spun wheel to win
Tried equipment 
on display

Received ear plugs 
or merchandise

Took photo with 
car or driver

Tried or watched 
tire-change challenge

Saw pit crew demo

Tried virtual reality 
experience

Entered DeWalt 
Experience tent Tried interactive kiosk

Played or watched games

Saw or met driver

Entered draw to 
win cooler

Took photo with 
car or driver

All exhibit visitors All exhibit visitors All exhibit visitors

Other Activation Evaluations
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PARTICIPATION RANKING

PARTICIPATION

Entered exhibit

Greatly enhanced

ENHANCEMENT RANKING

Saw from outside

Somewhat enhanced

ACTIONS TAKEN (among those who entered)

MORE LIKELY TO PURCHASE BRAND THAN BEFORE THE EVENT (among those who entered)

EXTENT ENHANCED EVENT EXPERIENCE (among those who entered)

Did not see

Did not enhance

Lucas Oil Microsoft Windows 10 Fifth Third Bank

10 11 12

Looked at display vehicle Received prize or 
merchandise

Spun wheel to win

Looked at oil products Played bag toss game
Played or watched 
driving game

Received gift or 
merchandise

Completed Windows 10 
demo

Took photo with 
car or driver

Earned coin to play game
Entered Rousch-Fenway 
racing trailer

All exhibit visitors All exhibit visitors All exhibit visitors

Other Activation Evaluations
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PREVIEW
VERSIONOn-site Beverage Consumption

Beverages consumed on-site Percentage
consumed

on-site

Average daily 
consumption 

on-site 
(among consumers)

Type of liquor or spirits consumed most on-site 
(among those who consumed liquor or spirits)

Bottled water

Beer

Soda

Liquor or spirits

Energy drinks

Coffee or coffee drinks

Wine or wine coolers

Juice

Other beverages

29%

21%

8%

24%

8%

2%

8%

On-site Purchases
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PREVIEW
VERSIONProduct Ownership and Use

Product ownership Products purchasing within next 30 days

Fast food

Soda or soft drink

Beer

Liquor or spirits

Cigarettes

Energy drink

Airline ticket

Vaping e-liquid

Car or light truck

Smart phone

Home or auto insurance

House or condo

Dog or cat

RV, boat, or camping trailer

Motorcycle, ATV, or side-by-side

Collector, hobby, or race vehicle

Vacation home or cottage
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PREVIEW
VERSIONVehicle Preferences

Vehicle ownership

Total vehicles

Type of vehicle driven (among owners)

Total pickup trucks

Total cars

Total SUVs

Total other

Own car or light truck

Do not own

32%

11%

8%

6%

6%

11%

9%

6%

6%

4%

1%
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PREVIEW
VERSIONBrand of Vehicle Driven (among owners)

26%

5%

3%

1%

1%

9%

3%

2%

1%

1%

1%

22%

5%

2%

1%

1%

8%

3%

1%

1%

1%

2%

Total General Motors

Total Ford-Lincoln

Total Japanese

Total FCA

Total Korean

Total European

Total other
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PREVIEW
VERSIONTelecommunications Brand Preferences

Smart phone or tablet used most often (among owners) Wireless service provider (among users)

37%

14%

5%

2%

27%

6%

2%

1%

6%

38%

38%

2%

4%

10%

6%

2%
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PREVIEW
VERSIONBeverage Brand Preferences

Beer brand drink most often (among beer drinkers)

Soda brand drink most often (among soda drinkers)

Preferred liquor or spirits brand (among liquor drinkers)

Preferred energy drink brand (among energy drink consumers)

34%

9%

2%

12%

4%

3%

15%

5%

2%

9%

2%

3%

12%

6%

4%

2%

12%

5%

3%

1%

12%

5%

4%

2%

11%

5%

2%

1%

13%

60%

6%

2%

19%

3%

2%

8%

31%

6%

3%

10%

5%

1%

1%

16%

6%

2%

9%

5%

1%

4%

Total
vodka

Total
whisky or 
bourbon

Total
rum

Total
other
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PREVIEW
VERSIONOther Brand Preferences

Bank used most often

Preferred cigarette brand (among smokers)Preferred US airline (among those flying within 30 days)

Auto insurance company

16%

4%

2%

1%

6%

2%

1%

1%

12%

2%

1%

1%

5%

2%

1%

1%
42%

60%

6%

2%

2%

7%

4%

2%

17%

20%

5%

2%

1%

11%

2%

2%

1%

1%

17%

3%

2%

1%

1%

8%

2%

1%

1%

19%

35%

7%

11%

4%

29%

5%

7%

2%

0%
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PREVIEW
VERSIONDemographics of Attendees

Male

Female

Age categories

Current living situation

Occupation

Household income (before taxes)

0-5
6-10

11-15
16-20
21-25
26-30
31-35
35-40
41-45
46-50
51-55
56-60
61-65
66-70
71-75

Over 75

Single - with parents
Single - on own/with roommates

Single - with children
Couple - no children

Couple - with children
Couple - children grown

Other

Under $49,999

$50,000-$74,999

$75,000-$99,999

$100,000-$149,999

$150,000-$199,999

$200,000-$299,999

$300,000 or over

Retired
Professional

Self-employed
Labor/factory/construction

Sales/business/management
Health care

Service/restaurant/retail
Disability

Government
Teacher/professor

Homemaker
Agriculture

Consultant/specialist
Office/clerical

High-tech/Internet
Student

Police/fire/military
Unemployed

Other

Note: ages and genders include 
respondent plus all members 
of their group
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PREVIEW
VERSIONTourism and Economic Impact

Estimated attendance Place of residence (among non-locals)

Transportation to region (among non-locals)

Accommodations in region (among non-locals)

Average nights stayed (all non-locals)

Attendee hotel/motel room nights

Total person-visits 

Average visits per person

Estimated unique attendees

Total locals 
(Daytona Beach Area)

Total non-locals 
(outside Daytona Beach Area)

Estimated unique attendees
(from published attendance)

38%

4%

3%

2%

1%

6%

3%

2%

1%

1%

10%

7%

4%

2%

1%

1%

5%

3%

2%

1%

1%

2%

Hotel or motel
Private home

Vacation home or condo
On-site camping
Off-site camping

Did not stay overnight

Personal or private vehicle
Air

Rental vehicle
Other
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PREVIEW
VERSIONEconomic Impact of Attendees

Total spending by non-locals Spending by non-local attendees Spending by local attendees
(not economic impact)

Economic impact 
(Industry output)

Direct and indirect

Admission tickets

Shopping and retail

Parking and fuel

Restaurants outside event site

Concessions at event site

Tailgating or outside food

Retail clothing

Public transit or taxis

Ride share services

Total spending by locals

Admission tickets

Accommodations or camping

Restaurants outside event site

Shopping and retail

Groceries

Concessions at event site

Parking, fuel, and repairs

Tailgating or outside food

Other entertainment

Car rentals

Retail clothing

Public transit or taxis

Ride share services

Total spending by non-locals

Induced

Total employment supported
(full-year job equivalents)

Total taxes supported

Federal

State

Local
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PREVIEW
VERSIONComments from Attendees

“First time to Daytona and it brought tears to my eyes!!!!  Dream come true and will be 
coming back”.

“Free parking lot with bus service done very well!” “Really miss seeing the haulers and having fun walking around outside the track area”.

“It was awesome! We drove all the way from California and camped on 
  Lake Lloyd for 11 days!”

“We are not happy with the new format for the Daytona 500.  It creates a much longer  
 day in comparison to the prior format”.

“I do not like the Midway.  Much preferred the trailers and flea market aspect 
  of years past”.

“There were not as many vendors or displays in the midway. I missed the Budweiser  
  Clydesdales, the National Guard, and Army displays”.

“Love the area! Love Daytona Speedway! Definitely want to go back! Everyone 
  was so nice. NASCAR fans are the best!”

“When the back stretch was open I bought 18-24 seats annually for 14 years. 
  In the new stadium I only purchase 6 seats”.

“Florida Hospital phone charging stations were useful.  Wish they were everywhere.” “One thing I don’t like is they have about 10 or 12 people walking around with bullhorns 
  telling me how I’m going to hell because I come to a NASCAR event on Sunday”.

“My husband and I always enjoy Daytona 500. Next year we plan on the whole 
  Speedweek.  It will be our vacation.”

“Had a great day. Brought father-in-law to celebrate his 90th birthday. 
  He is looking forward to next year for 91!” “The new stadium is awesome. Love the escalators”.

“It would be nice if the Fanzone had some more entertainment and stayed 
  open an hour after the races”. “We were disappointed in the lack of Monster Energy merchandise available”.

“I missed Florida Lottery on the Midway.  Why??” “Tickets for the race are getting way too high.  Tracks forget who supported them in the  
  past. Used to attend at least 5 races a year now 0 or 1”.

“Moved from Connecticut to Florida so we could attend more 
 Speedweeks and Bike Week events”. “Wish they served coffee at the stadium”.
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About Enigma Research Corporation®

World’s leading event research firm

Approximately 1000 events surveyed since 1993

Offices in New York, Toronto, and Santa Monica

Other Enigma Independent Event Audits
No list of events is publicly distributed.  Consultants must be 
contacted for a list of scheduled events.

Verification

Skill-testing questions at end of survey verify actual attendance

Names and email addresses of respondents collected
Subscribers may request skill-testing response data or email lists for 
independent verification

Methodology
Enigma Independent Event Audits provide unbiased data for senior 
marketers.  Leading event marketing brands subscribe to confidential 
reports.  Event promoters and marketing agencies are not involved in 
the data collection.  Unauthorized copying or distribution is strictly 
prohibited.

Survey technique

Survey method

Field dates

Sampling 
method

Sample size

Incentive for 
respondents

Unbiased, online post-event survey

One week commencing final Sunday evening of event

Proprietary algorithm featuring targeted 
pay-per-click ads and other databases

Approximately 750 respondents

$200 Visa gift card


