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I. Methods

a. Objective/Why this Research is Crucial

An initial meeting with the league representative and event management lead was held to confirm the goals 
of this research. Broadly, these goals included: a) to obtain an initial benchmark for the future NCL events, 
b) to obtain an economic impact figure, c) to get an initial estimate of sponsor/partner awareness, d) to 
document fan's interest in cycling and other related appreciation of the cycling event, and e) to document 
the demographics of the fans. This research is crucial, because it provides the evidence that people do 
notice and appreciate sponsors and have gratitude for this novel and innovative league. In turn, this 
provides the league the data to show a potential title sponsor and other main sponsors that their 
investment in the league and affiliation with it is a smart move for their brand to be affiliated with such 
a league that values gender equity, diversity, and the new image of American cycling.

Further, the economic impact figures are the evidence to the local cities and state and local businesses that 
this event indeed brought them business (rather than any potential perception that the road 
closures/inability for valet parking by the businesses could hurt their sales). Indeed, we document that this 
event 1) brought money to the local area that would not have already been there without this race, and 2) 
that people really appreciate this new league and event, and 3) there is a diverse population of fans who 
support this event so much that they intend to come back next year (and to a lesser extent, the events in 
DC, Atlanta, and Denver).

b. Instrument

The QSPQSJFUBSZ�survey instrument was made by Dr. "OHFMJOF�Scheinbaum (a consumer psychologist with 
experience with Medalist 4ports going back to the 2005 Tour of Georgia). It is based on past measures from 
USA Cycling events that have been successful in the past. 

The survey items include three parts: 1) economic impact, 2) consumer behavior scales (of 
intentions/behaviors/psychographics), and 3) demographics. The scales in part two are established scales, 
meaning that other psychologists have created/tested the questions to be valid and reliable. The reason that 
scales are crucial (instead of individual survey question items) is because when we ask consumers a series 
of related questions, we can ensure the responses are valid. For example, asking a fan about their affinity 
for cycling in a few different ways enables us to see internal consistency. It is impossible for someone to 
be a passionate cyclist and not be interested in cycling at the same time. These established scales (of 
cycling activeness, word of mouth, sponsor affinity, etc.) ensure that the data is valid to make key business 
decisions with. It also enables me to compare across events when the items are the same. Valid and reliable 
data ensures smart decisions. The individual questions will be apparent in the following sections of this 
report.
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D� Pre-Test
Dr. Scheinbaum's two classes of sport marketing at Clemson University pre-tested the instrument. They
tested the links and the QR code and made suggestions as to clarity. 70 students took the survey in the
classroom, after the professor gave them a lecture about the league and aims. The survey took the students
3 to 4 minutes. This gives us a separate dataset (n=70) that is a control group who were not exposed to the
stimuli (the race experience in person).

E� Field Study Procedure
The field study began in person on Friday April 7, 2023 at 6:00pm-8pm after the Wahoo trials. It continued
until Saturday April 8, 2023 from noon (when the fan fest opened) until 7:00pm. The research team
consisted of Dr. Scheinbaum, Benjamin Scheinbaum (1resident of Event Sponsorship Measurement,
LLC), and volunteers trained by Dr. Scheinbaum. There was a prominent fan survey tent in the vendor
village. The researchers brought twenty signs BOE�UXP�CBOOFST�with a QR code that links to the survey, and
hung them across the fan fest village and the VIP hospitality area. In addition, paper copies were available
for those who preferred to take it via pen and paper. There was approximately an even split among these
preferences. One reason that the paper was crucial, is because not all fans had reliable internet on their
phone or a full battery. This resulted in O�211 complete and reliable surveys, which is a strong sample size
considering that the comparison sample size for a day at similar events (Tour of Utah, Tour of Georgia)
that we ran were less than that. We made caution, especially in the VIP area�to not approach fans who
looked engaged with the race or conversations as it is important to do this XJUI�DMBTT. As such, I remained
visible and available with NCL Swag and the clipboards of surveys in the VIP area and this made for a
more organic approach. Almost everyone said yes to the survey (which is rare in my 15 year experience in
cycling research). Many were complimentary and appreciative that the league is documenting this, and
many asked if this event will be held again each year. The incentives for the survey completion were water
bottles and hats (in the fan fest area) or NCL t-shirts or hats (in the VIP area). By far, the t-shirts were the
most popular.
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II. Economic Impact & Geographic Scope
5IF�FDPOPNJD�JNQBDU�PG�UIF������/$-�.JBNJ�3BDF�CBTFE�PO�UIF�DSPXE�FTUJNBUF�PG�������	UIBU�JODMVEFT�
0DFBO�%SJWF�BMM�UIF�XBZ�UP�8BTIJOHUPO�"WF��QMVT�UIF�DPSOFS�UVSOT�PO��UI�4U��BOE���UI�4U��QFS�4HU��-FTUFS
�JT�
�����������8JUI�B�NPSF�DPOTFSWBUJWF�DSPXE�FTUJNBUF�PG�������	0DFBO�%S��BMPOF�QFS�4HU��-FTUFS�XJUI�
.JBNJ�#FBDI�1%
�UIF�FDPOPNJD�JNQBDU�JT������������8F�TVHHFTU�UIF�JODMVTJWF�GJHVSF�PG�������NJMMJPO�

Resident Status

Non-resident of FL Live in FL (but > 50 mi. away) Local (live within 50 mi.)

101

24

85

Just over half of our fans came from out of state. However, there were many locals, and to a much lesser 
extent, fans that came from more than 50 miles away (but were still FL residents). The definition of a 
tourist is someone who travels more than 50 miles, so this industry standard was used.

Nights Spent in the Miami Metro Area
Field Min Max Mean

How many nights do you expect to stay in the Miami metro area on this trip? (If you are a local, skip this
question)

0.0 8.0 3.2

On average, our fans (who were not locals) spent 3.2 nights in the Miami metro area. This is on par 
with other professional cycling events.
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Daily Spend

For today only, how much will you spend in the following 
categories?
Field Min Max Mean

Food/Drink 0.0 2000.0 137.5

Lodging 0.0 10000.0 252.1

Ground Transportation/Gas 0.0 800.0 41.9

Retail Purchases 0.0 5000.0 66.4

Recreation/Sightseeing 0.0 1000.0 42.8

Other 0.0 2000.0 23.1

On average, there was a vast range of daily spends in the classic economic impact categories of food/drink, 
lodging, ground transportation/gas, retail, recreation/sightseeing, and other. As can be seen, many fans did 
not spend any money, which does bring down averages���however it is accurate and plausible. We do note 
some of the max ranges which do at first seem high; however I spoke with one of the team managers and 
he told me that they indeed did spend thousands on lodging and food etc., so the ones with the high 
numbers were the team managers. Also, some of these big spenders came from the VIP area as well. It is 
to be noted that these high numbers are accurate due to the high cost in the South Beach Area. For 
instance, my family of three had lunch on Ocean Drive (with non-alcoholic beverages) and the total was 
����BT�UIFSF�JT�B�����HSBUVJUZ�JODMVEFE�JO�TPVUI�CFBDI�SFTUBVSBOUT. So XF do believe that these figures are 
accurate. When comparing to Tour of Utah data, these figures are similar to the Salt Lake City and Park 
City data.

Please refer to the last category- mean (average) daily spend. This shows that our fans spend the most on 
lodging ($252 dollars), food/drink ($137), retail purchases ($66), recreation/sightseeing ($42), and other 
($23). Most people did not enter in the other category, but they wrote in things such as parking. Keep in 
mind, this is a DAILY spend. So, in adding this up, our fans, on average spent $563.80 each day.
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Zip Code Analysis
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This word cloud shows the most frequent zip codes. It makes sense that the most frequent zip code is from 
the local Miami area. All of the zip codes that start with 33 are in the Miami metro area. This also shows 
that most of the fans are from the east coast. To a lesser extent, fans came from Orlando, Jacksonville, 
Atlanta, and DC as well as New York City. There is some representation from Texas, Mid-West and the 
West Coast- namely Denver area. Note that the larger the font, the more frequent the zip code is 
represented. Thus, we can confidently say that this event had fans coming from across the US major 
metro areas and a huge presence coming from in state.

Next, we will review the international presence.
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Countries Represented

canadamexico
argentina

bulgaria

chile france

peru

poland

spain

This word cloud shows which countries were represented. This means that these fans came to this event (or 
to Miami and came to the event) from these countries (instead of simply being originally from these 
countries). The most represented countries by far are Mexico and Canada. Interestingly, there was a solid 
presence from Argentina, followed by Bulgaria, Spain, France, Peru, Chile, and Poland. It is of note that 
we did not have fans coming from Asia; that is in line with the other professional cycling events we 
measured over the years (and is a smart opportunity to promote the sport there). It is important to point out 
that this event is in April, when school is still in session. For the upcoming summer events, past research in 
cycling suggests that we will have more of an international and even global fan base because it does not 
make sense to travel across the globe or from Europe for a short period to get back to school and or work. 
Thus, we can confidently claim that the Miami NCL race was broadly international. 
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Dedicated Fan %
In Miami for the National Cycling League Race/Event

Choice Count

Yes No
0

100

In economic impact calculations, it is imperative to prove that the money the event brought "would not 
have been spent anyway". So, we made sure to document who is here for this event (rather than simply 
being here in Miami in general). There was not a vastly significant difference of dedicated fans, and this 
is attributed to this being an inaugural event. It is also attributed to Miami being a major metro area, a 
popular tourist destination, and during Spring Break. Comparing this to some of the cities in the Tour of 
Utah, for example, those numbers of dedicated fan % are higher, because many of those towns are not 
tourist destinations (e.g., Odgen, UT) so the fans that were there clearly went out of there way to visit there 
just to see the cycling event. Hence, this result makes sense, and is valid. I am careful to only count the 
dedicated fans in the economic impact calculation, which is industry standard.
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Travel Party Size- Adults
Field Min Max Mean

How many adults are in your travel party (including yourself)? 1.0 20.0 2.7

Children
Field Min Max Mean

How many children? 0.0 4.0 0.4

The average travel party size was 2.7 adults. While some fans came alone (much more common among the 
locals), some of the teams and their family and friends came with up to 19 other people. Interestingly, the 
fans on average did not bring a lot of children- and the modal response was zero. The mean is 0.4 children. 
This is significantly less than the other cycling projects we have measured. This is plausibly to some 
perhaps thinking that South Beach isn't so child friendly due to the party vibe and the BSFB�expense.

However, as parents ourselves, we see immense opportunity for this and future NCL events to position 
this JO�TQPSU�NBSLFUJOH�DBNQBJHOT�as family friendly�GVO. For instance, our 12 year old son came to the 
event and was enthralled with the race and the festivities and no doubt can't wait to tell his friends. We 
hesitated due to the party nature of South Beach but are so glad he had the experience. The NCL event 
itself was indeed family friendly despite what this data suggests! In the fan fest area, there were lawn 
games, places to ride bikes for speed races, and of course the kid race and bike build. In the VIP area, there 
were a few VIP guests who brought their kids and it was quite impressionable to see the kids having fun 
running around having a great time. In sum, the average party size was 3.1 people. 
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III. Sponsor/Partner Awareness
Field Choice Count

Full Speed Ahead (FSA) 37

DeFeet 65

Factor 70

GCN+ 80

poc 48

Power Bar 70

Rudy Project 48

Wahoo 97

Wish For Wheels 34

Greater Miami Convention and Visitors Bureau 34

Dry Farm Wines 32

The Underline 24

Florida Sports Foundation 23

USA Cycling 89

Vision 27

Bont Cycling 37

Uncle Nearest 21

Vitality Wellness 25

I am not aware of any of the NCL partnerships/sponsors. 41
Fans were most aware of Wahoo (97 fans) due to their on-site activation with the Friday race and 
prominent tent location. This is followed by USA Cycling (89), whose race for speed was a hit. GCN+ 
performed well (80) as did Factor and Power Bar (70 each), and DeFeet (65). There is evidence most 
fans BSF�BXBSF�PG�UIF�QBSUOFST�BOE�CFJOH�B�OFX�MFBHVF�BOE�GJSTU�FWFOU�UIJT�JT�B�TUFMMBS�PVUDPNF�
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IV. Fan Lifestyle, Interests & Activities/Psychographics
Cycling Activeness
Anything related to cycling grabs my attention.

Choice Count

Strongly ... Disagree Somewhat ... Neither ... Somewhat ... Agree Strongly agree

I am passionate about cycling.

Choice Count

Strongly
disagree

Disagree Somewhat
disagree

Neither agree
nor disagree

Somewhat
agree

Agree Strongly agree
0

50

I like to learn more about professional cycling.

Choice Count

Strongly
disagree

Disagree Somewhat
disagree

Neither agree
nor disagree

Somewhat
agree

Agree Strongly agree
0

50
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I pay a lot of attention to anything about cycling.

Choice Count

Strongly
disagree

Disagree Somewhat
disagree

Neither agree
nor disagree

Somewhat
agree

Agree Strongly agree
0

50

I am heavily into professional cycling.

Choice Count

Strongly
disagree

Disagree Somewhat
disagree

Neither agree
nor disagree

Somewhat
agree

Agree Strongly agree
0

50

I love watching cycling/attending cycling events with friends.

Choice Count

Strongly
disagree

Disagree Somewhat
disagree

Neither agree
nor disagree

Somewhat
agree

Agree Strongly agree
0

50

The above items comprise an established scale in sport marketing called "Fan Engagement" with cycling. 
By asking a series of related questions about their attention, passion, desire to learn more, being "into" 
professional cycling, and watching/attending cycling races with friends, we can see that the data is valid as 
it "hangs together". This means we see a clear pattern in this scale. There is more variance here compared 
to past cycling events measured. Yet, we clearly see that the modal finding is that our fans strongly agree 
that they are engaged with the sport of cycling and that they identify as a cycling fan.
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Corporate Social Responsibility

The NCL fulfills its social responsibilities.

Choice Count

Strongly ... Disagree Somewhat ... Neither ... Somewhat ... Agree Strongly agree

I think that the NCL acts with society’s interests in mind in respect to 
gender equity in sport and diversity, equity, and inclusion.

Choice Count

Strongly ... Disagree Somewhat ... Neither ... Somewhat ... Agree Strongly agree
0

The NCL gives back to society.

Choice Count

Strongly
disagree

Disagree Somewhat
disagree

Neither agree
nor disagree

Somewhat
agree

Agree Strongly agree
0

50
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The NCL acts in a socially responsible way.

Choice Count

Strongly
disagree

Disagree Somewhat
disagree

Neither agree
nor disagree

Somewhat
agree

Agree Strongly agree
0

50

The above items are the established corporate social responsibility scale. The construct taps into items 
about the NCL acting in a socially responsible manner, gender equity/DEI, fulfilling social responsibilities, 
and giving back. The data shows that overall, fans believe that the league is socially responsible. It 
averages higher than a past project where we used this scale at a prominent professional tennis event. This 
means that the league has done a solid job via the website, social media, and announcing on-site some of 
the gender equity initiatives. For example, in the sizzle video, the term "equal pay for equal play" shows a 
behavior of standing up for this. It is not "slacktivism", which we see other companies do where they say 
they are all about gender equity then when it comes down to it, the actions just aren't there. Authenticity is 
key in modern sport marketing.

The DEI measures are strong as well. This is because the league, again, shows behaviors not just words. 
The teams are diverse, and the staff is diverse. This is commendable, and this data shows that our fans 
notice and care about this. Research in consumer behavior shows that the younger generations especially 
simply expect companies and sport leagues to be diverse and gender inclusive for women in sports. So, 
this data shows that the NCL is a thought leader here in social responsibility, gender equity, DEI, and 
our fans notice.
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NCL's Perceived Sincerity

The NCL is likely to have the best interests of the community at heart.

The main reason the sponsors are involved is because they believe this sport des...

The NCL would probably support this event even if it had a much lower profile.

Strongly
disagree

Disagree Somewhat
disagree

Neither
agree nor ...

Somewhat
agree

Agree Strongly
agree

0

50

Just how sincere do our fans perceive the NCL to be? Very sincere. This is strong evidence that our fans 
believe that this league is here for the right reasons and is sincere. Using the established scale of 
sincerity in business, it is clear that the modal response from fans is that the NCL has the best interests of 
the (cycling) community at heart, the main reason the partners are involved is because cycling deserves 
support, and that even if this event had a much lower (status) profile, the NCL would probably still support 
cycling.

This is important because our past research (see Scheinbaum et al 2017, Journal of Advertising Research), 
we have scientifically proven that without consumers thinking a company or team/league/sponsor is 
SINCERE, it all falls apart. This is especially true of the younger generations.

It is imperative to continue showing and communicating that we simply love cycling, and we are here 
for the love of the sport, the community, and having the league because it is so good for the sport. 
America needs a more modern, fast-paced, co-ed, fun, inclusive spectator sport on the country's iconic 
streets. And as I often say in advocating cycling, where else can you have such close access to professional 
athletes and a free (ticketless) spectator experience? These are smart talking PR points for the league, and 
this data backs it up that the league is indeed sincere on three top dimensions.
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Gratitude Toward the NCL

I feel appreciative to the NCL. I am thankful to the partners/ sponsors of this Miami sporting event.

I value what the NCL does in support of the sport. I feel thankful to the NCL and it's partners.

Strongly
disagree

Disagree Somewhat
disagree

Neither
agree nor
disagree

Somewhat
agree

Agree Strongly
agree

0

50

5IJT�JT�UIF�FTUBCMJTIFE�TDBMF�UP�NFBTVSF�HSBUJUVEF�JO�CVTJOFTT� 5IF�EBUB�TIPXT�UIBU�UIF�NBKPSJUZ�TUSPOHMZ�BHSFF�
UIBU�UIFZ�BSF�HSBUFGVM�GPS�UIJT�OFX�MFBHVF��5IF�TFDPOE�NPTU�DPNNPO�SFTQPOTF�JT�UIBU�UIFZ�BHSFF�UIFZ�BSF�HSBUFGVM��
5IF�TDBMF�JODMVEFT�GPVS�EJNFOTJPOT��BQQSFDJBUJPO�UIBOLGVMOFTT�UP�UIF�QBSUOFST�TQPOTPST�WBMVF�PG�UIBU�UIF�MFBHVF�
EPFT�GPS�UIF�TQPSU�BOE�UIBOLGVMOFTT�UP�UIF�MFBHVF��5P�TIPX�JOUFSOBM�SFMJBCJMJUZ�PG�UIF�DPOTUSVDU�OPUJDF�IPX�UIFSF�
JT�DPOTJTUFODZ�BNPOH�UIF�EJGGFSFOU�DPMPST��5IBU�TVHHFTUT�WBMJEJUZ�BT�XFMM��0G�OPUF�UIF�IJHIFTU�QFSGPSNJOH�BSFB�JT�
UIF�GBO�HSBUJUVEF�UPXBSE�UIF�TQPOTPST�QBSUOFST��5IJT�JT�TPMJE�FWJEFODF�GPS�TQPOTPSTIJQ�TBMFT�GPS�GVUVSF�FWFOUT�BOE�
UP�TIPX�UIF�DVSSFOU�TQPOTPST�UIBU�UIFZ�BSF�TP�BQQSFDJBUFE�
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Social Media Word-of-Mouth (eWOM)
5IF�EBUB�TIPX�UIBU�UIF�GBOT�BSF�XJMMJOH�UP�TIBSF�UIFJS�
QPTJUJWF�FYQFSJFODFT�PO�TPDJBM�NFEJB�BOE�PUIFS�EJHJUBM�
QMBUGPSNT��.PTU�TUSPOHMZ�BHSFF�GPMMPXFE�CZ�BHSFF�PO�
BMM�EJNFOTJPOT�

I am willing to provide positive information about the NCL to other online users.

I am willing to positively share my experiences at this event with others on soc...

I am willing to share positive information about the NCL with others online.

Strongly
disagree

Disagree Somewhat
disagree

Neither
agree nor ...

Somewhat
agree

Agree Strongly
agree

0
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7JSUVBM�3FBMJUZ�"VHNFOUFE�3FBMJUZ
5IF�GBOT�NBJOMZ�TUSPOHMZ�BHSFF�PS�BHSFF�UIBU�UIFZ�
XBOU�UP�USZ�DZDMJOH�XJUI�WJSUVBM�PS�BVHNFOUFE�
SFBMJUZ�	GPS�JOTUBODF�BT�XBT�EPOF�XJUI�UIF�8BIPP�
USJBMT
�

It is very likely that I will try virtual reality with indoor cycling when it is... I will use virtual reality with my cycling.

I will definitely try virtual or augmented reality with cycling.

Strongly
disagree

Disagree Somewhat
disagree

Neither
agree nor
disagree

Somewhat
agree

Agree Strongly
agree

0

20

40

60

&WFOU�"GGJOJUZ�&NPUJPOT
5IFTF�EBUB�DMFBSMZ�TIPX�UIF�NPEBM�GBO�GFFMT�UIJT�
FWFOU�XBT�FYDJUJOH�BQQFBMJOH�JOUFSFTUJOH�BOE�
TUJNVMBUJOH��5IJT�SBUFT�IJHIFS�UIBO�QBTU�FWFOUT�

This NCL Miami event is exciting. This NCL Miami event is interesting. This NCL Miami event is stimulating.

This NCL Miami event is appealing.

Strongly
disagree

Disagree Somewhat
disagree

Neither
agree nor
disagree

Somewhat
agree

Agree Strongly
agree

0

50

100
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3FWJTJU�*OUFOUJPOT
* intend to attend the NCL Cup Miami Beach Invitational next year.

Choice Count

Strongly
disagree

Disagree Somewhat
disagree

Neither agree
nor disagree

Somewhat
agree

Agree Strongly agree
0

50

I intend to attend the NCL Cup race in Washington DC.

Choice Count

Strongly
disagree

Disagree Somewhat
disagree

Neither agree
nor disagree

Somewhat
agree

Agree Strongly agree
0

20

40

I intend to attend the NCL Cup race in Atlanta.

Choice Count

Strongly
disagree

Disagree Somewhat
disagree

Neither agree
nor disagree

Somewhat
agree

Agree Strongly agree
0

20

40



21

Event Sponsorship Measurement, LLC

I intend to attend the NCL Cup race in Denver.

Choice Count

Strongly
disagree

Disagree Somewhat
disagree

Neither agree
nor disagree

Somewhat
agree

Agree Strongly agree
0

20

40

Fans clearly state they intend to return to this event if it is held again in Miami. The other cities have 
lesser intention�XIJDI�JT�UP�CF�FYQFDUFE�CFDBVTF�PG�UIF�MBSHF�MPDBM�SFTQPOTF��8IJMF�UIFSF�JT�B�TUBUJTUJDBMMZ�
TJHOJGJDBOU�EJGGFSFODF�JO�GBO�JOUFOUJPO�UP�BUUFOE�UIF�.JBNJ�FWFOU�OFYU�ZFBS�WT��UIF�PUIFS�DJUZ��SBDFT�UIFSF�JT�
OP�NFBOJOHGVM�EJGGFSFODF�BNPOH�UIFJS�JOUFOUJPOT�UP�BUUFOE�"UMBOUB�%FOWFS�BOE�%$��5IFZ�BMTP�BSF�HPJOH�
UP�TIBSF�QPTJUJWF�XPSE�PG�NPVUI�BT�FWJEFODFE�CFMPX��.PTU�MJLF�JU�TP�NVDI�UIFZ�XPVME�WPMVOUFFS�

Word-of-Mouth

I am more likely to say positive things about this event.

I am more likely to recommend this event for someone who seeks advice about spor...

I am more likely to recommend this event to others.

Strongly
disagree

Disagree Somewhat
disagree

Neither
agree nor ...

Somewhat
agree

Agree Strongly
agree

0

50

100

As a result of this experience, I would like to volunteer for National 
Cycling League events in the future.

No Yes

107
78



22

Event Sponsorship Measurement, LLC

V. Demographics 
Age

Count

<20 21-30 31-40 41-60 61+

50

Gender

Choice Count

Male Female Transgender Non-binary/non-confo Prefer not to respond
0

50

100

Education

Choice Count

High school Some college Bachelor Graduate degree
0

50
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Annual household income

*U�JT�PG�OPUF�UIBU�TJNJMBS�UP�PUIFS�DZDMJOH�FWFOU�
CFODINBSLT�UIBU�DZDMJOH�GBOT�IBWF�BNPOH�UIF�
IJHIFTU�IPVTFIPME�JODPNF�PG�BOZ�TQPSU��*U�JT�PO�
QBS�XJUI�HPMG�UFOOJT�BOE�TMJHIUMZ�BCPWF�
NPUPSTQPSUT�CBTFE�PO�QBTU�XPSL��5IF�UXP�NPTU�
DPNNPO�SFTQPOTFT�XFSF�PWFS�����,�BOE�
��������,��5IJT�JT�XFMM�PWFS�UIF�BWFSBHF�
"NFSJDBO�IPVTFIPME�JODPNF�PG������,�QFS�UIF�
MBUFTU�64�$FOTVT�

Choice Count

< $24,999 $25,000 -
$49,999

$50,000 -
$74,999

$75,000 -
$99,999

$100,000 -
$124,999

$125,000 -
$149,999

$150,000 -
$174,999

$175,000 -
$199,999

>$200,000
0

20

40
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Race/ethnicity

Choice Count

White/Caucasian Black/African
American

Asian/Pacific
Islander

Multiple
Ethnicity

American Indian
or Alaskan ...

Hispanic/Latino
0

50

100

5IF�GBOT�PG�UIJT�FWFOU�BSF�EJWFSTF�XJUI�SFQSFTFOUBUJPO�BNPOH�BMM�NBKPS�SBDF�FUIOJDJUZ�DBUFHPSJFT��5IF�NPTU�
DPNNPO�SBDF�FUIOJDJUJFT�SFQSFTFOUFE�BSF�8IJUF�$BVDBTJBO�)JTQBOJD�-BUJOP�BOE�#MBDL�"GSJDBO�"NFSJDBO��5IJT�
EBUB�TIPXT�NPSF�EJWFSTJUZ�DPNQBSFE�UP�PUIFS�TJNJMBS�DZDMJOH�FWFOUT�XIFSF�)JTQBOJD�-BUJOP�GBOT�FTQFDJBMMZ�XFSF�
VOEFSSFQSFTFOUFE�DPNQBSFE�UP�UIJT�FWFOU�

*O�TVNNBSZ�UIF�BOBMZUJDT�GSPN�UIF�GJSTU�FWFOU�PG�UIF�/$-�DMFBSMZ�EFNPOTUSBUF�UIJT�FWFOU�XBT�BO�PWFSXIFMNJOH�
TVDDFTT�GSPN�UIF�QPJOU�PG�WJFX�PG�FDPOPNJD�JNQBDU�TQPOTPS�BXBSFOFTT�BOE�BQQSFDJBUJPO�BGGJOJUZ�GPS�UIF�FWFOU�
BOE�TPDJBM�JNQBDU�TPDJBM�SFTQPOTJCJMJUZ�

:PVS�QBSUOFST�BU�&WFOU�4QPOTPSTIJQ�.FBTVSFNFOU�--$�PGGFS�B�IFBSUZ�$0/(3"56-"5*0/4�BOE�IPQF�UIBU�
ZPV�GJOE�UIJT�EBUB�UP�CF�UIF�BNNVOJUJPO�OFFEFE�UP�HBJO�SFUBJO�TQPOTPST�SBDFT�BOE�UP�HSPX�UIF�CSBOE�JNBHF�PG�
UIF�MFBHVF��1MFBTF�SFBDI�PVU�UP�%S��"OHFMJOF�4DIFJOCBVN�	���
����������PS�BTDIFJO!DMFNTPO�FEV�GPS�
NBSLFUJOH�SFTFBSDI�OFFET�GPS�GVUVSF�FWFOUT�BT�XF�XPVME�MPWF�UP�CF�B�QBSU�PG�UIF�%FOWFS�"UMBOUB�	FTQFDJBMMZ�BT�
NZ�IPNFUPXO�BOE�DBO�CSJOH�$MFNTPO�NBSLFUJOH�TUVEFOU�WPMVOUFFST
�BOE�%$�FWFOUT��5IBOL�ZPV�GPS�USVTUJOH�VT�
XJUI�ZPVS�EBUB�OFFET�BOE�UIBOL�ZPV�.FEBMJTU�4QPSUT�BOE�$ISJT�"SPOIBMU�1SFTJEFOU�GPS�UIF�MPZBMUZ�


