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How is Political Advertising Different? e dd

Out of Home Advertising Association of America

I POLITICAL ADVERTISING

CAMPAIGN TIMING Highly seasonal, ads up immediately, instantaneous changes
OVERALL BUDGET Typically not shared, historically heavy TV, digital now competing
PLANNING Can be up to two years in advance
AVAILS Typically not
DECISION MAKERS Many
CONTENT Can be highly controversial
CLIENT SERVICE Need to maintain ongoing relationship, not an every two or four year gam
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Political Ad Landscaped A Multitude of Players fe.ddad

Out of Home Advertising Association of America

: Ad
Strategists Agencies

Campaign

Media Data
Companies Firms
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What 06s | mportant +to Politica(.J,aaaec

Out of Home Advertising Association of America

TARGETING

Seeking precise audience delivery, fattased approach required
A Specific demographicge.g. working mothers with no college education)
A Specific geographye.g. voting districts)

SPEED
Need to implement and change quicklgdigital has an advantage)

CREATIVE
Relevance to the target audience
(e.g. healthcare messages surrounding area hospitals)

INFRASTRUCTURE
Ability to execute quickly and seamlessly, very small margin for error.
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OOH Political Ad Spend: A Growth Category fe.ddad

Out of Home Advertising Association of America

OOH Political Ad Spend 2012024
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OOH Political Ad Spend: 67% Occurs in Second Half e dadad

Out of Home Advertising Association of America

OOH Political Spend by QuarteEven Year Elections
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Almost 80% of OOH Political Ad Spend is Locally Driven fe.ddad

Out of Home Advertising Association of America

OOH Political Spend by Category 2012024

Ballot Issues
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(US House + Senate
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State & Local Campaigns 8%
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PACs
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Presidential Campaign:
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Source:MediaRadar
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Political Rate Considerations for Candidate Campaigns fe.ddad

Out of Home Advertising Association of America

A OOH companies must charge equivalent rates for politicaindidate campaigns. This rate consistency
applies for all political candidates across all parties, and to federal, state or local races.

A The rate equivalency should be based on the overall audience impression delivery cost (CPM). The rate does not have to
be the exact same for each OOH piece of inventory, because audience delivery and cost vary by location. However, the
overall CPM for the buy needs to be equivalent across candidate campaigns.

A OOH media companies are free to set the actual campaign rate (CPM) as they choose, but it must be the same for all
candidate campaigns. OOH has no FEC legal obligation to give political advertisers the lowest rate, as there is with other
federallyicensed media (TV, radicgtc).

A These restrictions apply only to political candidates. They do not apply to issue/advocacy advertising and OOH
companies can charge whatever rate they deem appropriate.

A With programmatic OOH, as long as the OOH media company is not offering preferential treatment to any candidate or
campaign, they are in compliance. In an open exchange, the OOH media company does not have the ability to control
which bids are accepted or rejected, because it is blinded and therefore considered compliant. The OOH media
company can still accept or reject the creative, but that is peatiction and after the pricing has been set.

(.] Out of Home Advertising Association of America



Three Pending Issues That Could Greatly Impact Ad Spend [e.Add

Out of Home Advertising Association of America

SUPREME COURT

APending Supreme Court case that could impact which organizations are eligible
for the lowest unit rate in broadcast media

CONGRESSIONAL REDISTRICTING

AOut of cycle redistricting (Texas, California, and more)

PERSONAL ENGAGEMENT WITH VOTERS

ACampaignsd growing dissatisfactiod with s
and their recognition of the superiority of personal touch

(.] Out of Home Advertising Association of America



Key Voter Trends




Record Voter Turnout in Recent Elections

2020 and 2024 presidential contests were two of the
highest-turnout elections in the past century

% of voting-eligible adults who turned out in each election

Presidential
elections

Midterm

elections
1920 1940 1960 1980 2000 2020
Mote: Turnout data for presidential and midterm vears compiled by University of Flonda
Elaction Lab, accessed lune 2025 https://alaction_|lab ufl adu/voter-turnot

PEW RESEARCH CENTER

: 2026 a New Record? [[® ddad

Out of Home Advertising Association of America

A Total US voter turnout 064% in 2024
was the second highest presidential
turnout since 1960.

A Midterm turnout of46%in 2022 was near
a midterm record high.

Source: Pew Research Center
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Voter Trends: White and Black Citizens Top Ethnicity Turnout fe.ddad

Out of Home Advertising Association of America

Race and Hispanic Ethnicity Turnout Rates

Calculated from the Census Bureau's Current Population Survey
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Voter Trends: White Electorate Share Dropped to New Low in 201'] ddad
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Non-Hispanic White Share of the Electorate
Calculated from the Census Bureau's Current Population Survey
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Voter Trends: Older Citizens Continue to Dominate Turnout (.J aaa

Out of Home Advertising Association of America

Age Turnout Rates

Calculated from the Census Bureau's Current Population Survey
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Voter Trends: Education a Strong Turnout Predictor fe.dadd
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Education Turnout Rates

Calculated from the Census Bureau's Current Population Survey
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OOH Proof Points For Political & Advocacy
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Top Ten OOH Benefits For Political Advertisers: (‘1 aaa
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ALWAYS ON BREAKS THROUGH CLUTTER

A Cannot be delayed, skipped, turned off, or colit, and produces the highest levels of ad recall.

BUILDS AWARENES8RANDING/NAME ID

A Builds awareness rapidly with BIG larger than life, bold impact. Strong potential to create conversation and controversy
leading to additional exposure on social media and other free media, significantly magnifying audience impressions.

HIGH VOTER ENGAGMENRLUE AMPLIFICATION

A Among likely voters, 68% have seen, heard, or read political OOH ads, including 50% in the past month.
A 56% who have seen OOH political ads in the past year say they trust the ad to be truthful and accurate.
A 49% who have seen OOH political ads in the past year say the ads are personally influential.

A Improves all media plans by increasing the reach of all channels, including TV and digital, and not disrupted by audiengeéaation like
other media. Offers some of the lowest CPMs, the highest ad recall, and billboards are ranked #1 in consumer ad favorability.

TARGETING
A Targetability by geographic location, key demographics or consumer interests with OOH ratings and technology.
SPEED AND FLEXIBILITY

A Digital OOH offers instantaneous updating of message, and ability to make changes as much as needed. _ _
Source: The Harris Poll, Morning Consult, Solomon Partn

(.] Out of Home Advertising Association of America




Top Ten OOH Benefits For Political Advertisers: (‘] aaa

Out of Home Advertising Association of America

ENHANCES DIGITAL

A More favorably viewed by consumers than any other form of digital advertising.

A Increases ROI for search advertising by 40%, and more efficient at driving online activation than all media, including bardser

MOBILE & SOCIAL ENGAGEMENT

A Nearly 80% of viewers have recently engaged with an OOH ad, and 68% have recently seen OOH political advertising
A 76% of US adults have taken an action on their mobile device after a recent OOH ad exposure and 51% of those actions ware sewrch

A Over twethirds of Gen Z and Millennials have seen OOH ads reposted in their social media feeds (65% TikTok, 64% Facebooky&agsam)
REACHES HIGH PROPENSITY VOTERS
A OOH political ads over index with some of the most likely voters: HHI $50K+ and those with college and advanced degrees.

REACHES DIVERSE VOTERS

A OOH political ads reach multicultural voting blocs and over index with Asian, Black and Hispanic Americans.

REACHES YOUNG VOTERS
A Adults 188 34 are the segment most heavily engaged with OOH media, and OOH political ads over index with Gen Z and Millennials.

Source: The Harris Poll, Morning Consult
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OOH Political Advertising Sn(ﬂjaaa-:

Out of Home Advertising Association of America

6 8 /O have seen, heard, or read political OOH ads, including 50 /0 in the past month

5 6 /O who have seen OOH political ads in the past year say they trust the ad to be truthful and accurate

49 /O who have seen OOH political ads in the past year say the ads are personally influential

Source: Morning Consult
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OOH Ads Are Viewed As Informative (0, aa-a

Out of Home Advertising Association of America

How Adult Consumers 18 64 Describe OOH Ad8 Top Three Choices

Informative 53%
Entertaining 34%

Influential 30%

Authentic 23%

EARLY VOTING DATES:

Trustworthy 19%

) 0 A e

Source: Morning Consult
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OOH Political Ads Engage Likely Voters, Especially Younger OIKQJ ddd

Out of Home Advertising Association of America

How OOH Political Ads Index Among Key Groups of Likely Voters

Gen Z 110
Hispanic Americans 110

Black Americans

Millennials

Asian Americans

All Likely Voters

Source: Morning Consult
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Reasons Likely Voters Find OOH Political Ads Appealing He.ddad

Out of Home Advertising Association of America

What likely voters like about OOH Political Ads

Don't interrupt my listening/reading/viewing like ads on TV/radio/online 34%

Readily visible

Ads can be easily shared on social medig

Short form 24%

Source: Morning Consult
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OOH Political Ads Impact Likely Voters fe.ddad

Out of Home Advertising Association of America

Reasons Likely Voters Value OOH Political Ads

Reminds me of the need and value of voting 26%

Increases my awareness on issues 25%

Generates interest for me to do more researc
on candidates or issues

Increases my intention to vote for a candidate

HEALTHCARE

Source: Morning Consult
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OOH Formats: Connect with Consumers Throughout their Day [e.ddad

OOH DISPLAYS - YEAR END 2025

BILLBOARDS

Bulletins

B
P LR

Digital Billboards
25,000

Posters
160,000

Junior Posters
18,500

wall Murals
7,000

(.] Out of Home Advertising Association of America

STREET FURNITURE

Bus Shelters
28,000

Digital Bus Shelters
5,500

Street Furniture
122,500

Ela Kiasks

Bus Bonones
Newestands

Tutdoor Klosks

Urioan Farsis

Digital Strest Furniture
33,030

Bl Klsks

Hewsstiands

Cutdoor Kiosks

Uriban Farss

TRANSIT

Airport

9,000

Digital Airport

B, 00

Buses

00,000

Digital Buses

125

Rail/subway

50,000

Digital Rail/subway
20,000
MobilefTruckside Billboards
35000

Digital Mobile Billboards
K00

Taxis/Rideshare

10,000

Digital Taxis/Rideshare
105,000

vehicle Wraps

450,000

fe.ddad

PLACE-BASED

Arenasfstadiums

1.000
Dighal
e

Cinema

50,000
Shepping Malls
25,000

Out of Home Advertising Association of America




OOH: Broad Reach Offers Highly Competitive CPM Value fe.dadd

Out of Home Advertising Association of America

Solomon's 2025 Major Media CPM Comparison

0]
- Broadcast TV (Excluding Primetime) t24.00 I $27.00
il
:§ Broadcast TV (Primetime) $45.00 I $49.00
% Cable TV (Excluding Primetime)”' $13.00 M $15.00
[ = 1
Cable TV (Primetime) 32100 M 52300
o Podcasts” s18.00 INEEG—_— 2500
E Radio” $200 NN $500
Digital Display” $5.00 M $6.00
g Digital Video $11.00 IO $12.00
E Influencer Marketing 354,00 MY A $196.00
Social Media | $2.00 [N $8.00
Streaming $23.00 I $34.00
Bulleting s3.00 NN $10.00
1= |
L _ . oo I | f— -y . o
Digital Place-Based Media i $r00 I1E|$'E;UDG 1 i = Additional CPM range for non-static signage
. I —) !
Posters s3o0 N 1 §13.00
- %700
Transit Shelters” | $2.00 NSNS $5.00
Magazines“::' $13.00  $14.00
Newspapersm: $40.00 $54.00
Souwrce: Solomon Estimates as of June 2025 based on news, rseanch and industry sources.
1. 30-second advertmemnent. 7. Dataset indudes vanous online sodal media platforms.
2. 30 and 60-second advertsement. B fAwerage CPM for ad-supported tiers of various subscription sendioss. Inchudes in-stream ads shown before,
3. 30-zecond advertzement. Incudes both gpot and retwork. during or after video content, 2 well == video overdsys.
4, Includes rich media, standard display ard sodal display. 9. Data provided by DOmedia, based on contracts executed through the platform.
5. Includes OTT and online video. 10. Full-pasge color ad. Calculsted using estimated madaship
.

,& s DLDMDN Diataset reflects average CPbs across a range of global irfluencer follower counts. Figures comerted from 11, 1/2 page ad pre-discount. Calouated using estimated readership and rates pre-2022
EUR to USD using & 1.14 rate & 2025 | Solomon Partners. All rghts reserved.
ng At =l

Source: Solomon Partners
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OOH Produces the Highest Ad Recall

Streaming (b)

Podcast (c) 59% _ T7%

fe.dadad

Out of Home Advertising Association of America

Advertising Effectiveness:
Solomon Partners Ad Recall
Comparison Analysis

A Solomon Partners independent study of the five
primary advertising channels

A Advertising recall defined as advertising
effectiveness in which respondents were exposed to
an advertisement and then at a later point in time,
respondents were asked if they remembered the
advertisement on an aided or unaided basis

(.] Out of Home Advertising Association of America

0% 20% 0% B0% 80% 100

Source: Solomon Partners




OOH Amplifies All Media Investments Ke.daad

Out of Home Advertising Association of America

Increases the reach of all media channels to 90% or more

Total Reach: Heavy Consumers of Other Media + Any OOH

Sorted by Volume
100%

92% 93% 92% 91% 90,
80%
60%
40%
20%

0% 98% 50% 35% 35% 33% 27% 23%

Mobile Devices All Internet Internet at Home Cable Radio Magazines Internet at Work  Newspapers
(Work + Home)

Heavy Other Media Consumers include adults 15-64 who fall into the top 2 volume groups for using that media fype in the past 7 days.
Any O0H includes adulis 13-64 who traveled any miles in a car as a driver or passenger, i a city, fown or suburb, in the past 7 days.

Source: MRI/Simmons
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OOH Amplifies Video Media Investments Ke.daad

Out of Home Advertising Association of America

Adding OOH to plans for consumers who engage with digital
video content doubles or triples reach

Users of Digital/Video Media Activities + Any OOH
Sorted by Volume

oo BT |

95% 95% 93%
80%
60%
40%
20%
29% 41% 23%
0%
Used TV or Movie Cell/Smartphone/Tablet Used Video Streaming Service Watched Video Content on Mobile Devivce Downloaded/Streamed Video on
App Past 7 Days Past 30 Days Cell'Smartphone
Past 30 Days Past 30 Days

Any OO0H includes adults 15-64 who traveled any miles in a car as a driver or passenger in a city, town, or subur in the past 7 days OR noticed ads in movie theaters in the past 7 days. Source: MRI/Simmons
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OOH Breaks Through Clutter With 24/7 Exposure fe.ddad

Out of Home Advertising Association of America

OOH'’s Massive Reach Generates High Consumer Notice

0 of adults have seen OOH 0 of adults look at OOH ads all,
BB /6 ads in the past 50 days 35 A most or some of the time

Source: Morning Consult
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OOH-#1 In Consumer Ad Favorability fe.ddad

Out of Home Advertising Association of America

Most media produce voter tuneout because
of their intrusive nature

of adults view billboard ads
favorably, higher than any
competitive media

Source: Morning Consult
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OOH Drives Online ActivatieiBoosts Search Investment by 40% (.J a.a.a.

ooooooooooooooooooooooooooooooooooooooo

OOH boosts ROI of Search

+40%

Source:Benchmarketing
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Digital OOH Offers Coverage Across the Entire US e ddad

Out of Home Advertising Association of America

DIGITAL OUT OF HOME COVERAGE

’f::lLABLE IN 208 DMAS, ON OVER 65,000 DISPLAYS, AND 1.25 MILLION DIGITAL PLACE-BASED VIDEO SCREENS

Bulletins, posters, mobile billboards, street furniture, transit, placéased, cinema

(.] Out of Home Advertising Association of America



Digital OOH: Fast & Flexible fe.dadad

Out of Home Advertising Association of America

Digital OOH is more flexible than most types of advertising
A Instantaneous updating of message

A Ability to make changes as much as needed

A No production cost
L % 3 *
WHY ARE N
YOUHDING ™’
YOUR

YES ON 1
PROP 50 .
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Digital OOH Generates Consumer Notice

Governor Newsom:

W—MWWMW\A

"SB 7 will hurt my m
business & my customers -
we Can t afford lt j v[T“ Family Rusruaysoglsrxr

Los Angeles
Sponsored by California Chamber of Commerc

(‘] Out of Home Advertising Association of America

fe.dadd

Out of Home Advertising Association of America

62%

Consumers who have recently noticed
digital billboard ads

Source: The Harris Poll
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Digital OOH: Most Favorably Viewed Advertising Format (.4 aa.a

Out of Home Advertising Association of America

Consumers in large urban areas, transit users, and younger generations are most favorable toward DOOH ads.

Ad Type Favorability % DOOH Favorability

o Men I 79%

GenZ I 80%
Television/Streaming Video 50%, Millennial IS 74%
Gen X mEEESSSSSSS——— 71%
Boomer + I 62%

Social media 48% Black D 71%
Hispanic I 81%
White DI 9%

Online media, websites, and search engines a1 % Urban 1M+ e §1%
Urban <1M e 68%
Suburban P 580
Radio, podcasts, and audio streaming 32% Rural maassssssssssss 55%
Key Transit Market Residents s 75%
Magazines or newspapers 1% Rail Users® mmmssssss 86%

Public Tmnsit Users® s 85%

Flyers™ D 81%
None of thesa 12% Walkers® D 77%
Private Vehicles™ I 73%

* Past Month '
** [?:_r.t 12 Months Source: The Harris Poll
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Digital OOH: Ad Format Most Likely to Drive Consumer Action (.J aaa

Out of Home Advertising Association of America

Consumers in large urban areas, transit users, and younger generations are most driven by DOOH ads to take actior

Ad Types to Drive Actions % DOOH Drove Action

Men mmmmmmn 57%
Digital out-of-home _ 45% Women s 40%

Gen Z P 58%
Millennial o 569
ﬁlevisiun!ﬁtreaming Video 40% Gen X o 43%
Boomer + o 299

) ) Black o 55%
Social media 38% Hispanic s 61%
White s 41%

" _ _ ) Urban 1M+ s 56%
Online media, websites, and search engines 26% Urban <1M s 44%,

Suburban FEEEE——— 47%
Rural T 43%

Radio, podcasts, and audio streaming 19% Key Transit Market Residents s 52%

Rail Users® momssssssssns 74%
i Public Transit Users* momms 66%
Magazines or newspapers 16% Flyers™ momn 55%

Walkers® o 55%
Private Vehicles® mmmmmmmmmms 49%

None of these 23%  Past Month
** Past 12 Months

Source: The Harris Poll
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OOH Reaches Young Voters e dda

Out of Home Advertising Association of America

Adults 18 0 44 are the segment most heavily engaged with OOH media.
They over index with these OOH formats:

A Digital billboards

A Printed billboards

A Bus shelters and sidewalk kiosks 4Ty
A Placebased video screens and printed signs ne "l
A Posters(small billboards)

A Shopping mall

A Taxis and ride share vehicles
A Movie theaters e
A Airports Bl
A Mobile billboards =

A Subways or commuter rail

nnnnnnn

UPDATE YOUR VOTER
REGISTRATION

Source: Morning Consult

(.] Out of Home Advertising Association of America



OOH Reaches HigiPropensity Voters fe.dadd

Out of Home Advertising Association of America

OONH political ads over index in reaching likely voters:
A Adults 1842
A Household Incomes of $50K+

Source: Morning Consult

(.] Out of Home Advertising Association of America



UnskippableOOH Can Reach Low Engagement Voters

Wide disparities by age, race and
education between voters and nonvoters

(.] Out of Home Advertising Association of America

Demographic makeup of voters and nonvoters in 2024

Composition of validated voters and nonvaters (%)

AGE RACE/ETHNICITY
o E Asian* .
Agas 65+ P 28 ||i:_;|_|;‘||'|i¢
11 10
B0-64 = 186
White
30 29
minl
Voters Volers Vioters Vioters
Monvoters Monvoters Momnaters MNonvaters
2020 2024 2020 2024
EDUCATION FAMILY INCOME
HS or less _Lower
income |
Some
ollege
college 50
21 24 38 38
) t d l 12 14 UI}IH‘” I I
Postgra Income
g 8 8 10
Voters Volers Voters Voters
MNonvoters Nonvoters Nonwvoters Monvoters
2020 2024 2020 2024

fe.dadad

Out of Home Advertising Association of America

Source: Pew Research Center




Digital Online Media Campaign Issues

fLos Angeles Times * Siter ande 4/1 l

Yes, a Chinese space station is
about to plummet to Earth. -
Here's why you don't need to... i st

Political campaigns will run more digital ads this year than ever. Here's
how they'll find you

maker Remington files for Police killing of Stephon Clark

ruptcy protection

Clayton Kershaw faces a year
unlike any other in his Dodgers
I

A Brand safety
A Viewability
A Mistargeting

fe.dadd

Out of Home Advertising Association of America

Among Adults 18+:

A 73%are concerned with data privacy/use of
personal information/behavior for online ad
targeting

A 68% frequently skip online ads due
to digital device burnout

A 43%are actively trying to spend less time on
their phone, computer, or reduce TV viewing

Source: The Harris Poll

(‘] Out of Home Advertising Association of America



OOH Features and Benefits fe.ddad

Out of Home Advertising Association of America

Lower CPMs and CPPs More exposure for ad dollarspent

Localdemographic targets Minimal wasted exposures

Feature Benefit

Messages presented in an uncluttered environment Messages areseen by the consumer and stand out from
competitors

Feature Benefit
A variety of media products, schedules, and weight<A customized media plan that fits budget objectives

Feature Benefit

Acompliment to any media mix Media objectives are achieved effectively and efficiently
Feature Benefit

A selling message delivered 24/7 t@ mobile A constant messageetween other media inserts
audience

(.] Out of Home Advertising Association of America



2026 Political Preview & Opportunities
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2024 Political Ad Spend Set Record of over $11 Billion e .dad

Out of Home Advertising Association of America

Exceeded previous record from 2020 by almost $1 Billion

APresidential candidates: Spent $1.8 billion

ACongressional candidates (House and Senate): Spent $3.7 billion . | TUESDAY
§ NOVEMBERS R
APolitical parties: Disbursed $2.6 billion - i VOTE 1|
APACs/Independent expenditures: Totaled over $3 billion S I TUESDAY
NOVEMBER 6

ABy channel:

$5.4B Broadcast TV $2.3B CTV

$2.3B Cable/Satellite $1.6B Digital

$326 Million Radio $26 Million OOH

Source:Adimpact MediaRadar

(.] Out of Home Advertising Association of America



2026: Opportunity Ahead fe.dadad

Out of Home Advertising Association of America

Expected ad spend forecast of $10 Billio® likely the most expensive norpresidential
campaign season in history

Midterm Ad
Spending By Cycle

2014 2018 2022

Source:Adimpact Wesleyan University

(.] Out of Home Advertising Association of America
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2026: Most Likely Areas of Ad Spend Focus fe.ddad

Out of Home Advertising Association of America

US Senate Governors
A53/47 current Republican majority AAZ, GA, MI, NV, WI are toss ups
AGA, ME, MI, NC are toss ups ACA, IA, KS, NY and PA should be competitive

AI1A, NH, OH and TX should be competitive
A8 incumbents not running for reelection & primaries in State Legislatures and Supreme Courts

AL, IA, and IL. A 46 states are holdingregular legislative elections
and 12 states are holdingspecial elections

US House

ARepublicans +3 majority, 37832 gatey Ere holdlnqSupr?Jmeé:é)%Jré electionand,
toss up races in AZ, CA, CO, IA, MI, NJ, NM, NY, OH, PA, 31 are hoI mgState ADDe| ate rt elections
TX, VA, WA, WI

A States with 20 competitive seats: CA, FL, IA, MI, NC, NE, Ballot Measures
NJ, NV, NY, OH, PA, TX, VA A 28 states have certified56 statewide ballot

A 39 incumbents not running for reelection d primaries! mg::a:g:and 3 states have certifiedocal ballot

Source: Ballotpedia, Th&€ook Political Report

(.] Out of Home Advertising Association of America


https://ballotpedia.org/State_legislative_elections,_2026
https://ballotpedia.org/State_legislative_special_elections,_2026
https://ballotpedia.org/State_judicial_elections,_2026
https://ballotpedia.org/State_intermediate_appellate_court_elections,_2026
https://ballotpedia.org/2026_ballot_measures
https://ballotpedia.org/2026_ballot_measures
https://ballotpedia.org/Local_ballot_measure_elections_in_2026
https://ballotpedia.org/Local_ballot_measure_elections_in_2026
https://ballotpedia.org/Local_ballot_measure_elections_in_2026
https://ballotpedia.org/Local_ballot_measure_elections_in_2026

\\
US Senate Outloold Eight Competitive Races fe.dadd

Out of Home Advertising Association of America

Democrats 45 EH - 51 Republicans Map ColorPaIeE
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US Senate
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competitive (including primaries) E Wme
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Details »»

Map Updated: Nov. 17, 2025 at 20:01 UTC (3:01 PM EST)

Source: 270towin
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Democrats 206 v 209 Republicans  Map Color Pale5
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US House
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District Details
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A States with 20 competitive seats: CA, FL, : et
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A 39 incumbents not running for reelection i
Map Library
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Details ==
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State View

Map Updated: Dec. 2, 2025 at 23:37 UTC (6:37 PM EST)

Source: 270towin
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Details ==
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Map Updated: Nov. 21, 2025 at 15:01 UTC (10:01 AM EST)

Source: 270toWin
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State Legislatures + State Courts Outlook

Democrats 18 27 Republicans  Map Color Pale&
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State Legislatures and Supreme Courts

A 46 states are holdingregular legislative
elections, and 12 states are holdingspecial
elections

A 32 states are holdingSupreme Court elections
and 31 are holdingState Appellate Court
elections

Source: 270toWin, Ballotpedia
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A Ballotpediad free website with compilation of local and state races and candidates
listed by state, and ballot measures by state (navigate to 2026 elections)

To

Secretary of State websites also list elections and candidates

A 28 states have certified 56 statewide ballot measuresand 3 states have certified
local ballot measures

The following is a list of state ballot measures that will be decided at an elections other than the general election on November 3, 2026.

May 16

Louisiana Allow Parishes to Exempt Business Inventory from Property Taxation Amendment (May 2026)

Louisiana Increase Judicial Retirement Age to 75 Years Amendment (May 2026)

Louisiana Legislative Authority to Add or Remove Unclassified Civil Service Positions Amendment (May 2026)

Louisiana Repeal Certain Education Funds and Dedicate Revenues to Teachers' Retirement System Amendment (May 2026)
Louisiana St. George Community School System Authority Amendment (May 2026)

Arkansas

See also: Arkansas 2026 ballot measures

Type Title Subject Description
Creation of Economic . .
LRCA Development Districts Local government; Local government; Economic Allow the legislature to create programs, including Economic Development Districts, and make loans and grants of public money to develop the state
Wi f r ISLri
nvestment economy

Amendment

Citizenship Requirement for
LRC. I_ b eauirer Citizenship voting Provide that only U.S. citizens may vote in state or local elections
Voting Amendment

Authorize the Arkansas Natural Resources Commission to issue up to $500 million in general obligation bonds to fund water-related infrastructure

Natural Resources Commission  Flood infrastructure; Storm infrastructure; Irrigation; ) ) . ) ) . ) N -
& projects including water treatment and transportation, waste disposal, pollution abatement, drainage, irrigation, flood contrel, and wetlands and aquatic

LRSS . .
Bond Measure Sewage and stormwater; Parks; Pollution; Bonds
resources infrastructure

. ., Right to Keep and Bear Arms . . . . - "
Source: Ballotpedla LRCA Amendment Constitutional rights; Firearms Provide that the right to keep and bear arms is "a natural, fundamental, and individual right that shall not be infringed

(.] Out of Home Advertising Association of America
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Political Media Agencies and Org

Table of Contents

DEMOCRATIC MEDIA BUYERS

anizations

Tier1

DEMOCRATIC MEDIA PRODUCTION FIRMS

Tier1

Tier 2

Tier3

NON-PARTISAN MEDIA PRODUCTION FIRMS

REPUBLICAN MEDIA BUYERS

Tier1

Tier2

REPUBLICAN MEDIA PRODUCTION FIRMS

Tier1

Tier 2

DEMOCRATIC COMMITTEES AND ORGANIZATIONS

Tier1

Tier 2

REPUBLICAN COMMITTEES AND ORGANIZATIONS

Tier1

Tier2

Out of Home Advertising Association of America

DEMOCRATIC MEDIABUYERS
Tier1

Buying Time

Catherine Herrick

(202) 965-5060
cathie@buying-time.com
www.buying-time.com
Washington, DC

Media Buying/Placement

Washington-based media buying firm that works with many Democratic candidates and consul-
tants. SKDK works with Buying Time extensively.

REPUBLICAN MEDIA BUYERS
Tier1

National Media

(703) 683-4877
info@natmedia.com
www.natmedia.com
Alexandria, VA

Media Buying/Placement

Top GOP media firm that specializes in placement of political advertising and original research.
Majority of NRCC placement, plus multiple other groups/campaigns.

o Detailed list of major political agencies and organizations
o Contact information for each entry
o Download the contaclist here
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OOH Get Out The Vote (GOTV) Campaigns

EARLY VOTING DATES:
OCT 15th - OCT 31st

=ind your Early Voting Site at:

ncvoter.org ‘

l1voTED
EARLY

_ﬁ'-—

|.!. A5 0 N e o o i

et T 0 B N o e

MEJOR ACCESO OF CUIDADD PAGADO POR LATING §

VICTORY FUND,
%TSHR%’%% '}UBEHé?ﬂ%g?TU' WWW.LATINOVICTORY.! SY

NO AUTORIZADO POR

VOTEFLORIDA.COM COMITE DE CANDIDATO.

-
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The Advance-Titan

cha TO ADVERTISE HERE
CALL '

VOTE EARLY
WISCONSLY | =

VOTING roever
= QUICK, EASY,
o CONVENIENT.
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There will be record high
voter turnout this year.

Arizona, early voting starts Wed, Oct 9.
Election Day is Tues, Nov 5, 2024.

for the

FREEDOM
TO READ

«2024 ¢

) mmmmlimmmnmm
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OOH Political/Advocacy Campaigns (‘] aa.a.

C-_—_y \\ ) ) AH . org

t ARIZONA REPUBLICANS

R HARRIS |
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A TRUE CHAMPION FOR DETROIT

MARY SHEFFIELD 5.
FOR MAYOR S

Puid for with regulsted Funds by Detroit Next PAC PO Bea 21114 Detraie, Ml ARZN, Not suthoriesd by any candidate

° i

v & &

MAGGIE VALLEY ALDERMAN

Make the:“Wise" C
FOR SOUND GOVERNMENT

Paid
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OOH Political/Advocacy Campaigns

RE-ELECT

WILES

* % & * DEMOCRAT * * * %

.

050360

; 1
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~VOTE FOR=

DEMOCRAT

GABE/OKOYE

VOTEFORGABE.COM

GEORGIA SENATE DISTRICT 9
EXPERIENCED, TESTED AND TRUSTED

N7 in Clean Sidewalks
and Safe Streets

L Jp‘s s pole:l o ‘1

(.] Out of Home Advertising Association of America

/" Ad paid for by Bebeve n SF Lune for Mayor 2024. Ad Commuttee’s Top Funders: l

= | 1. Minam ‘M’ Haas ($1,000,000), 2 Jan Koum ($250.000), 3 Oleg Nodelman ($250,000)
This adverisement was not authonzed by a candidate or 8 committee

controlled by a candidate. Financial disclosures are available at sfethics.org.

Support Democrat

| Daniel Lurie’s_|

Plan for Change.
DanielLurie.com
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|
VOTE

FOR
SCIENCE |

WELCOME TO LIVINGSTON PARISH. =8

WE LOVE OUR SCHOOLS, CHURCHES
AND THE 2" AMENDMENT. =

ENJOY YOUR STAY. s e

C ¥ gyst SKIP CHURCH
%, agpa TS ALL FAKE NEWS!

atheists.org

Happy Holidays from American Atheists!

aem—

A .
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ERIC SORENSEN

THINATIONAL DLZBT e ISl chosethefarmbill's
$2§,055,108‘868‘950 g, gl % .  Chinese ‘EATS Act’over
8 , | A : e America's farmers

and ranchers.
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_80% OF WEST VIRGINIANS AGREE: g re s | VIEDIGAR

\72)
-

W e

BILLIONAIRES ‘ 4All DRG-
BUY OUR ELECTIONS.

U.S. SENATE: PASS THE
FOR THE PEOPLE ACT
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IN 2016 THEY WERE ALL

ANTI-CHOICE
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OOH Political/Advocacy Campaigns ..

i Y E S on ¥ CONSTITUTIONAL
i GUARANTEE

Helps Missouri
Schools &
Teachers

NO MORE NEW TAXES!

On Washington
Community High School
District 308 Referendum
November 2™
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=
03% of Catholics
legal abortion in

*Upport

all or most cases
Vote Yes on Issue 1

CATHOLICS
CHOICE
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