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YouTube Live Stream Metrics
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Meet the Audience: Racing America
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Age Range

A quarter of Racing America Engagers
are 65+, although this is a smaller
representation than the US Population.

40% of Engagers are Gen X (45-60) and
27% are Millennials (29-44).
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Household Income (HHI)

The majority of Racing America Engagers
(+43%) have HHI $50K-100K, likely
representing the MSR engagers and fans
of motorsports.

Although a smaller percentage (6%),
Racing America Engagers are nearly 6.5x
more likely to have HHI +$250K, and

nearly 2.5x more likely to have HHI +$1MM.
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Shopper Type

Racing America Engagers are 36% more
likely to be Luxury Buyers, but they are still
discerning customers who are 31% more
likely to be Comparison Shoppers.

Value-driven brands will be interesting to
learn that 48% of Racing Americ Engagers
are driven value and savings (Bulk
Buyers).



