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27.3% or 74,583,524 of USA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Typical Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 37.2 years old
(23.8% younger than average) and have a $103,272 (5.% higher than average) annual household income.
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2.8% or 2,083,259 of USA GEN-Y (P30-44) "MILLENNIALS" Adults 30 - 44 Live in the CHICAGO, IL, DMA.
Typical Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the CHICAGO, IL, DMA are 37.1 years old
(.3% younger than average) and have a $115,835 (12.2% higher than average) annual household income.
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2.2% or 1,615,695 of USA GEN-Y (P30-44) "MILLENNIALS" Adults 30 - 44 Live in the WASHINGTON, DC, DMA.

—_— wnc Typical Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the WASHINGTON, DC, DMA are 37.5
(' P30-44 years old (.7% older than average) and have a $145,329 (40.7% higher than average) annual household...
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1.9% or 1,387,411 of USA GEN-Y (P30-44) "MILLENNIALS" Adults 30 - 44 Live in the SEATTLE, WA, DMA.
Typical Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the SEATTLE, WA, DMA are 37.1 years old
(.2% younger than average) and have a $142,021 (37.5% higher than average) annual household income.
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Typical Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the PHOENIX, AZ, DMA are 37.1 years old

=7

PHK 1.7% or 1,278,284 of USA GEN-Y (P30-44) "MILLENNIALS" Adults 30 - 44 Live in the PHOENIX, AZ, DMA.

\ L I P30-44 (.4% younger than average) and have a $106,594 (3.2% higher than average) annual household income.
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mUSA

who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)

27.3% or 74,583,524 of USA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 20.9% more likely to
be a college graduate, 39.3% more likely to work full-time, 1.3% more likely to be married, 115.1% more
likely to be a parent of 1 or more children under 18.

9.
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2.8% or 2,083,259 of USA GEN-Y (P30-44) "MILLENNIALS" Adults 30 - 44 Live in the CHICAGO, IL, DMA.
Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the CHICAGO, IL, DMA are 1.6% more likely to
be a college graduate, .% more likely to work full-time, 7.3% less likely to be married, 10.6% less likely to

be a parent of 1 or more children under 18.
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2.2% or 1,615,695 of USA GEN-Y (P30-44) "MILLENNIALS" Adults 30 - 44 Live in the WASHINGTON, DC, DMA.
Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the WASHINGTON, DC, DMA are 22.1% more

3 likely to be a college graduate, 7.7% more likely to work full-time, 5.8% more likely to be married, .5%

more likely to be a parent of 1 or more children under
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1.9% or 1,387,411 of USA GEN-Y (P30-44) "MILLENNIALS" Adults 30 - 44 Live in the SEATTLE, WA, DMA.
Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the SEATTLE, WA, DMA are 3.% more likely to
be a college graduate, 6.% less likely to work full-time, 7.6% more likely to be married, .6% more likely to

be a parent of 1 or more children under 18.

Employment: Adults 30 - 44

b, A
O Marital Status: Adults 30 - 44
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High School Graduate (12th grade or
GED)
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Employed Full-Time (35 hours or more) :y
12.4%
Employed Part-Time (less than 35 hours) -
11
White Collar
Blue Collar
0
. 23.9%
Work From Home (most of the time or always) -
21.5%

GEN-Y "MILLENNIALS" (P30-44) who Live in the SEATTLE, WA, DMA
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Some High School or Less (not graduate)

High School Graduate (12th grade or

GED) 24.4%

Some College Credit (no degree)
Associate's Degree (AA, AS, etc.)
College Graduate (4 year college)

Postgraduate Degree

GEN-Y "MILLENNIALS" (P30-44) who Live in the PHOENIX, AZ, DMA
m USA GEN-Y (P30-44) "MILLENNIALS"

Employment: Adults 30 - 44
76.9%

Employed Full-Ti Part-Ti
mploy e orEerizxme 80.6%
65.3%
Employed Full-Time (35 hours or more) 69.3%

Employed Part-Time (less than 35 hours) 5%
2 54.6%
White Collar 58.2%
22.3%
Blue Collar 22.4%

. 25.3%
Work From Home (most of the time or always) -
21.5%

GEN-Y "MILLENNIALS" (P30-44) who Live in the PHOENIX, AZ, DMA
W USA GEN-Y (P30-44) "MILLENNIALS"

1.7% or 1,278,284 of USA GEN-Y (P30-44) "MILLENNIALS" Adults 30 - 44 Live in the PHOENIX, AZ, DMA.
Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the PHOENIX, AZ, DMA are 20.8% less likely to
be a college graduate, 5.7% less likely to work full-time, 3.8% less likely to be married, 2.9% more likely
to be a parent of 1 or more children under 18

b, A
O Marital Status: Adults 30 - 44

Single, Never Married  — 38.
Married
Legally Separated I g:;g
Divorced 4.4%
Widowed | g:‘;z
LGBTQ+ (net) 11.7%
B 12.0%

GEN-Y "MILLENNIALS" (P30-44) who Live in the PHOENIX, AZ, DMA
B USA GEN-Y (P30-44) "MILLENNIALS"

Qﬁi&; Top-20 Occupations: Adults 30 - 44 Entrepreneurs/Government Workers i ’M. Stage in Life: Adults 30 - 44
= 8.7%
19.9% . 6% 69% = 54.1%
Parent of 1 or more Children under 18 I é%
15.2% o
Working Mothers — 12901’79:6
Small Busi Government Workers
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w’I IWI m' = e i 2% 21.8%
2.1 2% 45 2% - 109 6% 3% 1.4%. Parent of 1 Children Age 2-5 || 3
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' . . . | . - | - I 29A%
. 23.8%
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27.3% or 74,583,524 of USA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 10.1% less likely to own
their home, 17.8% more likely to own a higher valued home, 6.4% less likely to have a single-family home,
8.8% more likely to have a dog.

m Own/Rent/Other:Adults 18 or older mgm Type of Home:Adults 18 or older € {® Pets in Home:Adults 18 or older
Single Family House (unattached) — 39,&%
Own a Dog _
35.8%
Townhouse or attached Home : :i:
Condominium . :::: Own a Cat
: 26.4%
6.9% 1.7% 7.4% f =0
5.0% Apartment -
0t 5,1353962G10ELE 3,703,616 10RILRPE i) 8-3%
Other OwnSecond Home | Mobile Home or Manufactured | 3.2% Own other type of Pet B
or Real Estate H
Property Home I 3.5%
who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) mUsA who are GENERATION-Y "MILLENNIALS™ {Age 30-44 Aduits) mUsA ‘who are GENERATION-Y "MILLENNIALS" [Age 30-44 Adults) mUSA

,;‘J.r Value of Owned Home: Adults 18 or older

Average Value of Owned Home:

u Home Loans: Adults 18 or older

who are GENERATION-Y "MILLENNIALS" (Age 30-44...

usa $448,405

" 201%

9.1% 9.5%

<$150K

$500K-$750K

0 +226,0

$750K-51M $1M+ Home Refinanced  Home Equity Oown

$150K-$200K $200K-$250K $250K-S300K $300K-$350K $350K-$500K

Mortgage Home Loan/Home Home/Property
= who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) mUsA Mortgage  Improvement Outright (No
USA USA Projection Scarborough R1 2026: Jan 25-Mar26 Qual Intab 5,886 Loan Mortgages)

o
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home, 20.6% less likely to have a dog.

ﬂﬁm Type of Home:Adults 30 - 44

Single Family House (unattached)

58.5%
Townhouse or attached Home L 77%
9.3%
Condominium | %1%
4.9%

9.1%

Apartment I
. - 3%
p(: 188,657 ERESEL m
Other OwnSecond Home | Mghile Home or Manufactured 0.9%
or Real Estate
Home
T | JEEH

# GEN-Y "MILLENNIALS" (P30-44) who Live in the CHICAGO, I, DMA

W USA GEN-Y (P30-44) "MILLENNIALS"

GEN-Y "MILLENNIALS" (P30-44) who Live in the CHICAGO, IL, DMA

Value of Owned Home: Adults 30 -

Average Value of Owned Home:
GEN-Y "MILLENNIALS" {P30-44) who Live in the...

USA GEN-Y (P30-44) "MILLENNIALS" 5438 078

<$150K

W USA GEN-Y (P30-44) "MILLENNIALS"

44

9.1%

7.8%

2.8% or 2,083,259 of USA GEN-Y (P30-44) "MILLENNIALS" Adults 30 - 44 Live in the CHICAGO, IL, DMA.
Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the CHICAGO, IL, DMA are 5.5% less likely to
own their home, 6.1% more likely to own a higher valued home, 9.% less likely to have a single-family

4 # Pets in Home:Adults 30 - 44

Own a Dog
39.0%
Own a Cat .
28.7%

6.3%

Own other type of Pet g

* GEN-Y “MILLENNIALS" (P30-44) who Live in the CHICAGO, 1L, DMA
] N-Y (P30-44) "MILLENNIALS™
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B USA GEN-Y (P30-44) "MILLENNIALS" Mortgage Improvement Outright (No
USA GEN-Y (P30-44) "MILLENNIALS"  USA Projection  Scarborough R1 2026: Feb25-Feb26  Qual Intab 981 6 Loan Mortgages)
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reservea USA Projection USA Qual intab 5,886

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)



2.2% or 1,615,695 of USA GEN-Y (P30-44) "MILLENNIALS" Adults 30 - 44 Live in the WASHINGTON, DC, DMA.
Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the WASHINGTON, DC, DMA are 2.7% less likely
to own their home, 47.6% more likely to own a higher valued home, 28.8% less likely to have a single-
family home, 23.% less likely to have a dog.

m Own/Rent/Other:Adults 30 - 44 m&m Type of Home:Adults 30 - 44 4, {™ Pets in Home:Adults 30 - 44

41.6%
58.5%

|Single Family House (unattached)
Own a Dog

0.2
Townhouse or attached Home  guu 20.2%
B o3

. 6.1%
Condominium g
B aox

a8% 59% 48% s5.0%

77,916 EREDELT 77,250 ERIEXSLI 8.9%
Other Own Second Home | Mobile Home or Manufactured | 3.1% Own other type of Pet
or Real Estate 4 8.79
Home -
s | [EE
GEN-Y "MILLENNIALS" (P30-44) who Live in the WASHINGTON, DC, DMA GEN-Y "MILLENNIALS" (P30-44) who Live in the WASHINGTON, DC, DMA GEN-Y "MILLENNIALS" (P30-44) who Live in the WASHINGTON, DG, DMA
W USA GEN-Y (P30-44) "MILLENNIALS" W USA GEN-Y (P30-44) “MILLENNIALS"
-
Value of Owned Home: Adults 30 - 44
Average Value of Owned Home:

GEN-Y "MILLENNIALS" (P30-34) who Live in the...

USA GEN-Y (P30-44) “MILLENNIALS" 438.078 A9/
|51.5%

13.2%

11.9%

3.9% 2.7% l‘ )
<$150K $150K-$200K $200K-$5250K $250K-$300K $300K-$350K $350K-$500K $500K-$750K  $750K-$1M $1IM+ Home Refinanced Home Equity Own
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6.4% 6.9% ;g0 5.0%

Other Own Second Home
or Real Estate

Property
GEN-Y "MILLENNIALS" (P30-44) who Live in the SEATTLE, WA, DMA

B USA GEN-Y [P30-44) "MILLENNIALS"

Mﬁm Type of Home:Adults 30 - 44
[ 57.6%

Single Family House (unattached
o L { J 58.5%

8.5%
Townhouse or attached Home
B o

4.5%
Condominium g
. 4.9%

Apartment :
| 35%
| JEEH

Mobile Home or Manufactured
Home

GEN-Y "MILLENNIALS" (P30-44) who Live in the SEATTLE, WA, DMA.
B USA GEN-Y (P30-44) "MILLENNIALS"

Value of Owned Home: Adults 30 - 44

Average Value of Owned Home:
GEN-Y "MILLENNIALS™ (P30-44) who Live in the...

USA GEN-Y (P30-44) "MILLENNIALS" S438,078

A 3.9%

<$150K $150K-$200K

$200K-$250K $250K-$300K $300K-$350K $350K-$500K S$500K-$750K

24.7%

18.0%

$750K-51M

= GEN-Y "MILLENNIALS" (P30-44) who Live in the SEATTLE, WA, DMA

W USA GEN-Y (P30-44) "MILLENNIALS"

Scarborough R1 2026: Mar25-Mar26
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reservea
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Qual Intab 997
USA Projection UsA

$1M+

e
Qual Intab

1.9% or 1,387,411 of USA GEN-Y (P30-44) "MILLENNIALS" Adults 30 - 44 Live in the SEATTLE, WA, DMA.
Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the SEATTLE, WA, DMA are 6.2% less likely to
own their home, 82.5% more likely to own a higher valued home, 1.6% less likely to have a single-family
home, 12.8% more likely to have a dog.

4 {™ Pets in Home:Adults 30 - 44
Own a Dog
33.4%

10.5%

Own other type of Pet

% GEN-Y "MILLENNIALS” (P30-44) who Live in the SEATTLE, WA, DMA
- N-Y 0-44) " "

Own a Cat

8
Home Refinanced Home Equity Own
Mortgage Home Loan/Home Home/Property
Mortgage Improvement Outright (No
Loan Mortgages)

5,886
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8.9%
7.8% . 6.9% g 5.0%
Other Own Second Home
or Real Estate
Property

GEN-Y "MILLENNIALS" (P30-44) who Live in the PHOENIX, AZ, DMA
W USA GEN-Y (P30-44) "MILLENNIALS"

4.4%
Townhouse or attached Home g
M o

2.9%

Condominium g
|

Apartment [
"

| 5.2%
| JEEH

GEN-Y "MILLENNIALS" (P30-44) who Live in the PHOENIX, AZ, DMA
B USA GEN-Y (P30-44) "MILLENNIALS"

Mobile Home or Manufactured
Home

Value of Owned Home: Adults 30 - 44

Average Value of Owned Home:
GEN-Y "MILLENNIALS™ (P30-44) who Live in the...

USA GEN-Y (P30-44) "MILLENNIALS" 5438078

1.2%

<$150K

$150K-$200K $200K-$250K $250K-$S300K $300K-$350K $350K-$500K S$500K-$750K

9.1%

$750K-51M

® GEN-Y "MILLENNIALS" (P30-44) who Live in the PHOENIX, AZ, DMA
B USA GEN-Y (P30-44) "MILLENNIALS"
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Own a Dog

Own other type of Pet

Own a Cat

®USA GEN-Y (P30-44) "MILLENNIALS"

1.7% or 1,278,284 of USA GEN-Y (P30-44) "MILLENNIALS" Adults 30 - 44 Live in the PHOENIX, AZ, DMA.
Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the PHOENIX, AZ, DMA are 1.2% less likely to
own their home, 13.3% more likely to own a higher valued home, 13.1% more likely to have a single-

family home, 25.% more likely to have a dog.

mgm Type of Home:Adults 30 - 44 4 [® Pets in Home:Adults 30 - 44

e

Single Family House (unattached —
e fomiy o ’

48.7%

39.0%

# GEN-Y "MILLENNIALS" (P30-44) who Live in the PHOENIX, AZ, DMA

Refinanced

&Home Loans: Adults 30 - 44

a3,

Home Home Equity Own
Mortgage Home Loan/Home Home/Property
Mortgage Improvement Outright (No
Loan Mortgages)

5,886

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)



gym, 9.3% more likely to fly domestic past y

27.3% or 74,583,524 of USA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 4.4% more likely to look
up D-I-Y advice online, 18.1% less likely to always vote in local elections, 4.8% more likely to belong to a

yTop-ZO past 30-days Online Lifestyle Activites: Adults 18 or older

Hese 7y
sm‘. I

Political Activity: Adults 18 or older

87.9%
30.5% 27.3%

Registered to Vote Democrat / Lean  Republican / Lean Independent / None
(In District of Residence) Democrat Republican of These

Presidential Elections: Always

o
* Presidential Elections: i m
1L T T
——
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MealPlanning Information Information /  Advke  /VideoCall Services{ Information Gamienidess Beautyidess Postresume Spiuaity  [Research Development  Clhsses it {You or vour (snapfish, Family Advice  Service F
suggestions Reviews (skype, information ‘schools, chid's) shunterly, Local Elections: Always 44.9%
FaceTime, Application, etc) i . %
=i prany - Local Elections: Sometimes 3%
® who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) mUSA # who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) mUSA

«
@ﬂTop-BO past 12-months Active Lifestyle Activites: Adults 18 or older
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Outdoor [Flowers or work lmpmm; numcmu nm.m; Continuing  Weight Loss Video Gaming Aging Parent Snowboarding  Baseball Road Race
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2.8% or 2,083,259 of USA GEN-Y (P30-44) "MILLENNIALS" Adults 30 - 44 Live in the CHICAGO, IL, DMA.
Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the CHICAGO, IL, DMA are 3.7% more likely to
look up D-I-Y advice online, 7.8% less likely to always vote in local elections, 2.6% more likely to belong to

a gym, 6.4% more likely to fly domestic pas

Adults 30 - 44

52,0 Registered to Vote Democrat / Lean  Republican /Lean Independent / None
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e 2.2% or 1,615,695 of USA GEN-Y (P30-44) "MILLENNIALS" Adults 30 - 44 Live in the WASHINGTON, DC, DMA.

£ 7
" ;"9{ &e t KEXN wn c Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the WASHINGTON, DC, DMA are 7.8% less likely

to look up D-I-Y advice online, 1.8% less likely to always vote in local elections, 1.6% less likely to belong to
a gym, 2.9% more likely to fly domestic

{ p30.u
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52.01
Presidential Elections: i
s
de Elections: sometime: o

Registered to Vote Democrat / Lean  Republican / Lean Independent / None
el Rwel R e (STl wedall  BRRO muisn) WREC NGl ENEWer - N TROWER [Hwineak il FRORE Rl NRORAY e cl oRti

{‘;;::?“ ll::;::::: lrl::d:l::'\f Information ";:":::L‘ information  Post resume Y [::::I Classes [Yr:l,:;;:\l Spirituality Family Advice nvite 5[;!:::&:, u‘u’E’“ﬁw: Al,way’ m
b ot %) Local Elections: Sometimes
# GEN-Y "MILLENNIALS” (P30-44) who Live in the WASHINGTON, DC, DMA = GEN-Y"MILLENNIALS" (P30-44) who Live in the WASHINGTON, DG, DMA
s R IALS" B USA GEN-Y (P30-44) "MILL ENNIAIS"
@mTop-BO past 12-months Active Lifestyle Activites: Adults 30 - 44 % Past 12-months Domestic Airline Trips: Adults 30 - 44
; 16.0%
RLLLN 13 153 808 17.6%
N 13.9%
2trips [ryevRTT) 14.0%
3 trips ' a.z%
L Atrips T TR e
: 18.1%
i Sl 10 043,054 13.5%
™ s = 4.7% Flew Domestic past year: _
| 3 . 204 trigs M 4.5% Avg. # Domestic Flights:
Grling-  lawnCare Gamenimg  swimming  Bicyding Wiing-  Jogging-  Camping  Bowlmg  Volnwer pelongto  Fishing  Basketball Yoga-Pilates Sewing- GroupFimess  Boating aduk Competitive Foothall Fallowa Tenns sofball.  caegiverol Organized 5nur!lu\g Hunting.
Outdoor (Flowersor Sackpacking  Running Work  Health Chub or Crafts Class Continuing  Video Gaming Weight Loss Baseball  Aging Parent RoadRace Snowboarding
Ceaking Vegetables) Gym Education program ormeltive  f3K,
R
 GEN-Y "MILLENNIALS" (P30-44) who Live in the WASHINGTON, DC, DMA mUSA GEN-Y (P30-44) "MILLENNIALS" =
USA GEN-Y (P30-44) "MILLENNIALS" USA Projection Scarborough R1 2026: Mar25-Mar26 Qual Intab 1,548
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, inc. LLC. All rights reserved. USA Projection USA Qudl Intab 5886

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)



1.9% or 1,387,411 of USA GEN-Y (P30-44) "MILLENNIALS" Adults 30 - 44 Live in the SEATTLE, WA, DMA.
Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the SEATTLE, WA, DMA are 7.4% more likely to
look up D-I-Y advice online, 27.7% more likely to always vote in local elections, 10.9% more likely to belong

to a gym, 6.3% more likely to fly domestic p
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1.7% or 1,278,284 of USA GEN-Y (P30-44) "MILLENNIALS" Adults 30 - 44 Live in the PHOENIX, AZ, DMA.
Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the PHOENIX, AZ, DMA are .3% more likely to
look up D-I-Y advice online, 2.8% more likely to always vote in local elections, 1.3% more likely to belong to
a gym, 1.7% less likely to fly domestic past
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Past 30-days QSR Users: Adults 18 or older

Loy e
3 times

11.9%
10.4%

16.3%
10 times or more 12.9%

» who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) WUSA

Avg. Monthly QSR Meals:
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5 times 10.3%
6 - 9times

Total Monthly QSR Users:
86.4% 83.3%
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7 27.3% or 74,583,524 of USA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 3.7% more likely to use
QSRs past mo., .3% more likely to use Sit-Down Restaurants past mo., 9.3% more likely to use Casinos past

yr., 28.2% more likely to smoke cigarettes.
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Drank Past 30-days: Adults 18 or older
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Any Type of Beer
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Past 30-days QSR Users: Adults 30 - 44

2 times
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16.3%
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W USA GEN-Y (P30-44) "MILLENNIALS"

Total Monthly QSR Users:
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Avg. Monthly QSR Meals:

11.2% more likely to smoke cigarettes.

L

Past 30-days Sit-Down Restaurant Users: Adults 30 - 44
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Drank Past 30-days: Adults 30 - 44

Imported Beer g

Liquor
Any Type of Beer
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19,702,788 26.4%
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2.8% or 2,083,259 of USA GEN-Y (P30-44) "MILLENNIALS" Adults 30 - 44 Live in the CHICAGO, IL, DMA.
Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the CHICAGO, IL, DMA are .9% less likely to use
QSRs past mo., .% less likely to use Sit-Down Restaurants past mo., 17.6% less likely to use Casinos past yr.,

Top-10 Cuisines: Adults 30 - 44
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2
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Used Past 30-days: Adults 30 - 44
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Cigarettes Vape
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Past 30-days QSR Users: Adults 30 - 44

3 times
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10times or more 16.3%

= GEN-Y "MILLENNIALS" (P30-44) who Live in the WASHINGTON, DC, DMA
B USA GEN-Y (P20-44) "MILLENNIALS"

Total Monthly QSR Users:
85.3%

Avg. Monthly QSR Meals:
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2.2% or 1,615,695 of USA GEN-Y (P30-44) "MILLENNIALS" Adults 30 - 44 Live in the WASHINGTON, DC, DMA.
Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the WASHINGTON, DC, DMA are 1.2% less likely
to use QSRs past mo., 3.3% more likely to use Sit-Down Restaurants past mo., 12.1% less likely to use

Casinos past yr., 32.4% less likely to smoke cigaret

Past 30-days Sit-Down Restaurant Users: Adults 30 - 44
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Past 12 months Casino Activities: Adults 30 - 44
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22, 30.5%
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Used Past 30-days: Adults 30 - 44

Marijuana / Cannabis
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%
2 times

3 times

9.5%

= GEN-Y "MILLENNIALS" (P30-44) who Live in the SEATTLE, WA DM.A
WUSA GEN-Y (P3044) "MILLENNIALS"

Total MontMy QSR Users:

4 times

5 times

6 - 9times

Avg. Monthly QSR Meals:

1.9% or 1,387,411 of USA GEN-Y (P30-44) "MILLENNIALS" Adults 30 - 44 Live in the SEATTLE, WA, DMA.
Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the SEATTLE, WA, DMA are 5.4% less likely to use
QSRs past mo., 2.5% less likely to use Sit-Down Restaurants past mo., 6.2% more likely to use Casinos past

yr., 23.4% less likely to smoke cigarettes.

Past 30-days Sit-Down Restaurant Users: Adults 30 - 44
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Top-10 Cuisines: Adults 30 - 44

(Sit-Down Restaurants Used Past 30-days)
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Past 12 months Casino Activities: Adults 30 - 44
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Used Past 30-days: Adults 30 - 44
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1 X

3 times
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6-9times 18.9%

10 times or more

= GEN-Y "MILLENNIALS" (P30-44) who
W USA GEN-Y (P30-44) "MILLENNIALS"

Total Monthly QSR Users:
89.2%

in the PHOENIX, AZ, DMA

Avg. Monthly QSR Meals:

6.3

past yr., 2.8% less likely to smoke cigarettes.

1.7% or 1,278,284 of USA GEN-Y (P30-44) "MILLENNIALS" Adults 30 - 44 Live in the PHOENIX, AZ, DMA.
Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the PHOENIX, AZ, DMA are 3.3% more likely to
use QSRs past mo., .5% more likely to use Sit-Down Restaurants past mo., 33.3% more likely to use Casinos

Past 30-days Sit-Down Restaurant Users: Adults 30 - 44
€

1time

17.5%

2 times

15.0%

3 times

4 times 9.0%

5 times 0%

6 -9times

10 times or more
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® GEN-Y "MILLENNIALS" (P30-44) who Live in the PHOENIX, AZ, DMA
Total Monthly Sit-Down Restaurant Users: Avg. ly Sit-Down
72.0% 71.7%

= 1 -1 | -

Meals:

Drank Past 30-days: Adults 30 - 44

Liquor
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Any Type of Beer ,:n-sa,zys = 41.6%
Wine -2).551173 30.2%
Imported Beer

20,410,701 " 27.4%
1%

Domestic Regular Beer
Domestic Light Beer

Microbrew / Craft Beer

® GEN-Y "MILLENNIALS" (P30-44) who Live in the PHOENIX, AZ, DMA
W USA GEN-Y (P30-44) "MILLENNIALS"
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Top-10 Cuisines: Adults 30 - 44

(Sit-Down Restaurants Used Past 30-days)
® GEN-Y "MILLENNIALS" (P30-44) who Live in the PHOENIX, AZ, DMA
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Coffee Bar Sports Bar  Bakery
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Past 12 months Casino Activities: Adults 30 - 44
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Sports Betting
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Other Gambling

ths: Yes
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mﬁalnvestments Owned: Adults 18 or older

401K Plan

125,. . 45.8%

IRA (Individual Retirement Account)

100,032,171

Mutual Funds

: 13.4%
47,850,162 17.5%
10.0%
Money Market Funds & i
G085 25.8%
Bonds o
Other (Crypto / NFTs / Metals, etc.) 2 825
' e1C.) PR osu
10.1%
E 3.0%

, EL6%
7.4%

# who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)

529 Plan / College Savings Plan

Second Home or Real Estate Property

mUSA

Financial Services Has and/or Uses: Adults 18 or older

- 5 15.6%]
- -

Auto Loan Money
Market
Account

Home
Mortgage

Mobile
Banking

Online
Banking

Online Bill
Paying

n?
Checking  Debit or ATM
Account card

Savings
Account

Credit Card

® who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)

27.3% or 74,583,524 of USA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).

Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 17.5% more likely to have a
401K, 16.4% more likely to have an Auto Loan, 19.5% more likely to Invest/Trade Stocks Online, 8.7% less
likely to pay with their Debit Card.

8.4%
66% 5% 5% oo 44%
e

Certificates of Studentloan Personal Loan Refinanced Home
Deposit (CDs) Home  Improvement
Mortgage Loan or Home
Equity Loan

B USA

Professional Serwces Used*' Adults 18 or older

Financial Planner

Online Investing / Stock Trading

Aoorimiant 26, 192 251 9 6%
20 896,912 7.6%
4.2%
3.

3%

151.6%
3.1%

Insurance Agent at a Local Office (not online)
Real Estate Agent

Estate Planning

Divorce Family Attomey E:s;.;% (*Past 12 Months)
» who are GENERATION-Y “MILLENNIALS" (Age 30-44 Adults) mUSA
USA USA Projection Scarborough R1 2026: Jan 25-Mar26 Qual Intab

'E'Past 3-Months Payment Methods Used: Adults 18 or older

American
Express
» who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)

: $ir 7
Cash App  Google Pay

e o
MasterCard ~ Apple Pay

Venmo

5,886
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(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)

10.1%
9.5% 9.1% 6.8%

Store Credit  Square Cash ~ Facebook sarmungPay
Card Messenger

6.4% “m

Discover



mﬁalnvestments Owned: Adults 30 - 44

401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

529 Plan / College Savings Plan
Money Market Funds

Other (Crypto / NFTs / Metals, etc.)
Bonds

Second Home or Real Estate Property

1,148,997 25.7%
261,007 12.5%
[EEC I 13.4%
8.1%
7,529,761 JELEES
7.1%
10.0%
56 6.6%
[RTRE s.3%
6.7%
: 5.8%

79,512.8%
3,703 9

# GEN-Y "MILLENNIALS" (P30-44) who Live in the CHICAGO, IL, DMA
B USA GEN-Y (P30-44) "MILLENNIALS"

Professional Services Used*: Adults 30 - 44

Tax Preparation Service

Online Investing / Stock Trading

Financial Planner

Accountant

Insurance Agent at a Local Office (not online)
Real Estate Agent

Estate Planning

Divorce / Family Attorney

2.8% or 2,083,259 of USA GEN-Y (P30-44) "MILLENNIALS" Adults 30 - 44 Live in the CHICAGO, IL, DMA.
Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the CHICAGO, IL, DMA are 9.2% less likely to have a
401K, 14.3% less likely to have an Auto Loan, 16.% less likely to Invest/Trade Stocks Online, 12.6% less likely
to pay with their Debit Card.

Financial Services Has and/or Uses: Adults 30 - 44

113% 3:0%

- R
Checking  Debit or ATM
Account card

Money  Certificates of Personal Loan Refinanced Home

Market  Deposit (CDs) Home Improvement

Account Mortgage Loan or Home
Equity Loan

Home
Mortgage

Online Bill
Paying

Mobile
Banking

Online
Banking

Credit Card

B GEN-Y "MILLENNIALS" (P30-44) who Live in the CHICAGO, IL, DMA B USA GEN-Y (P30-44) "MILLENNIALS"

13,081,750 17.5%
7.2%
227 7.9%
3.8%
3,390,597 45%
6 | 2.9%
3,095,279 4.2%
1.0%
1.6%
10.8%
1.6%

(*Past 12 Months)

» GEN-Y "MILLENNIALS" (P30-44) who Live in the CHICAGO, IL, DMA

USA GEN-Y (P30-44) "MILLENNIALS"

USA Projection

Scarborough R1 2026: Feb25-Feb26
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

'E'Past 3-Months Payment Methods Used: Adults 30 - 44

5% 10.1%
IEN 7.0% %1%

American Store Credit  Square Cash  Facebook — Samsung Pay
Express Card Messenger

® GEN-Y "MILLENNIALS" (P30-44) who Live in the CHICAGO, IL, DMA

m USA GEN-Y (P30-44) "MILLENNIALS"

6.4% 6.4%

S0 210104 8 rur
Debit Card  MasterCard Google Pay

Apple Pay Cash App

Qualntab 981
USA Projection usa

Qual Intab 5,886

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)



mﬁalnvestments Owned: Adults 30 - 44

401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

529 Plan / College Savings Plan
Money Market Funds

Other (Crypto / NFTs / Metals, etc.)
Bonds

Second Home or Real Estate Property

0,165,594
19,148,997 25.7%
26,37¢ 14.0%
9,978,178 13.4%
14.9%
10.1%
82,253 11.3%
ARV 10.0%
11.4%
6,180,230 £33
B0 s5.6%
5,104, ¥

77,2504.8%
3,703 9

 GEN-Y "MILLENNIALS" (P30-44) who Live in the WASHINGTON, DC, DMA

M USA GEN-Y (P30-44) "MILLENNIALS"

Professional Services Used*: Adults 30 - 44

Tax Preparation Service

Online Investing / Stock Trading

Financial Planner

Accountant

Insurance Agent at a Local Office (not online)
Real Estate Agent

Estate Planning

Divorce / Family Attorney

53.9%

: 2.2% or 1,615,695 of USA GEN-Y (P30-44) "MILLENNIALS" Adults 30 - 44 Live in the WASHINGTON, DC, DMA.
Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the WASHINGTON, DC, DMA are 5.6% more likely

to have a 401K, 13.2% less likely to have an Auto Loan, 22.8% more likely to Invest/Trade Stocks Online,
11.9% less likely to pay with their Debit Card.

Financial Services Has and/or Uses: Adults 30 - 44

10.8% 8.4%

5.3% 5.6% i
e

Money  Certificates of Personal Loan Refinanced

i 12.1% ¢
ac:s

Auto Loan  Studentloan

? ! e ' : : o
Checking  Debit or ATM Credit Card Online Online Bill Home

Mobile
Account card Banking Banking Paying Mortgage Market  Deposit (CDs) Home
Account

B GEN-Y "MILLENNIALS" (P30-44) who Live in the WASHINGTON, DC, DMA H USA GEN-Y (P30-44) "MILLENNIALS"

13,191,667 T

13,081,759 17.5%

12,952 7.6%
5, 227 7.9%
3.2%
45%
2.7%
3,095,279 MR
1.2%
1.6%
9%
1.6%

® GEN-Y "MILLENNIALS" (P30-44) who Live in the WASHINGTON, DC, DMA

USA GEN-Y (P30-44) "MILLENNIALS"

USA Projection

(*Past 12 Months)

Scarborough R1 2026: Mar25-Mar26
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

f\Past 3-Months Payment Methods Used: Adults 30 - 44

P8 s

Google Pay

Discover

American
Express
# GEN-Y "MILLENNIALS" (P30-44) who Live in the WASHINGTON, DC, DMA

= USA GEN-Y (P30-44) "MILLENNIALS"

& 17500 S0 210104 G ans
ApplePay  DebitCard MasterCard  Cash App Store Credit  Square Cash
Card Messenger

Qual intab

1,548

USA Projection usa Qual Intab 5,886

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)

Improvement
Mortgage Loan or Home

Facebook  Samsung Pay



1.9% or 1,387,411 of USA GEN-Y (P30-44) "MILLENNIALS" Adults 30 - 44 Live in the SEATTLE, WA, DMA.
Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the SEATTLE, WA, DMA are 7.3% more likely to
have a 401K, 4.8% more likely to have an Auto Loan, 37.9% more likely to Invest/Trade Stocks Online, 9.2%
more likely to pay with their Debit Card.

mﬁalnvestments Owned: Adults 30 - 44 Financial Services Has and/or Uses: Adults 30 - 44

IRA (Individual Retirement Account)

Stocks or Stock Options
> 3§ 17.0%
Mutual Funds 3_4.,‘

: A8A77 10.7%
529 Plan / College Savings Plan 104%

14.5%
Money Market Funds E"-ﬂ*

Other (Crypto / NFTs / Metals, etc.) 3;’2'3"

401K Plan

8.9% 8.4% 8.4%
S6%  46% 500

P e : 8 3 : cairac " ’ o "
Bonds E‘m Checking  Debit or ATM CreditCard  Online Mobile  Online Bill Home Autoloan Studentloan  Money  Certificates of Personal Loan Refinanced  Home
Account card Banking Banking Paying Mortgage Market  Deposit (CDs) Home  Improvement
70.8% Account Mortgage Loan or Home
Second Home or Real Estate Property : "j‘"“ﬁ' Equity Loan
= GEN-Y "MILLENNIALS" (P30-44) who Live in the SEATTLE, WA, DMA a - G " "
B USA GEN-Y (P30-44) "MILLENNIALS"  GEN-Y "MILLENNIALS" (P30-44) who Live in the SEATTLE, WA, DMA H USA GEN-Y (P30-44) "MILLENNIALS'

Professional Services Used*: Adults 30 - 44 T Past 3-Months Payment Methods Used: Adults 30 - 44
Online Investing / Stock Trading

Financial Planner

10.4%

Accountant

Insurance Agent ata Local Office (not online)  Eetbretr 154’.“5%
3.5%
Real Estat nt
Rl bt e @Z 2%
; 2.9%
Estate Planning r‘ 6%

6% 9.5% 10.1% i
ﬂ -

American Discover  Store Credit Square Cash  Facebook Samsung Pay

S 1a0sr

Google Pay

TRURTE ainos TERRIY G o201
ApplePay  DebitCard MasterCard  Cash App

. 2.5% (*Past 12 Months)
Divorce / Family Attorney E 16% Express card Messenger
# GEN-Y "MILLENNIALS" (P30-44) who Live in the SEATTLE, WA, DMA . ggéE#;%;%Jma | WhoLiveInthe SEATTLS, WA, DMA
USA GEN-Y (P30-44) "MILLENNIALS"  USA Projection  Scarborough R1 2026: Mar25-Mar26  Quallntab 997
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. USA Projection USA  Qualintab 5,886

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)



mﬁalnvestments Owned: Adults 30 - 44

401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

529 Plan / College Savings Plan

Money Market Funds

40,165,594 53.9%

36,5 10.7%
9,978,178 13.4%
94.8%
10.1%
229880 9.6%
7,462,115 TN

1.7% or 1,278,284 of USA GEN-Y (P30-44) "MILLENNIALS" Adults 30 - 44 Live in the PHOENIX, AZ, DMA.
Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the PHOENIX, AZ, DMA are 4.% less likely to have a
401K, 3.5% more likely to have an Auto Loan, 19.% less likely to Invest/Trade Stocks Online, 20.1% more likely
to pay with their Debit Card.

Financial Services Has and/or Uses: Adults 30 - 44

8.4%
F430 ©.5% 6.0% 5.6% 5.6%
Other (Crypto / NFTs / Metals, etc.) e 2.3% 3.0%
! - 520 : : om ST o B o]
2 5.4%
Bonds ﬁ 5.8% Checking  Debit or ATM CreditCard  Online Mobile  Online Bill Home Money  Certificates of Personal Loan Refinanced  Home
Account card Banking Banking Paying Mortgage Market  Deposit (CDs) Home  Improvement
8.9% Account Mortgage Loan or Home
Second Home or Real Estate Property v 0% Equity Loan
= GEN-Y “MILLENNIALS" (P30-44) who Live in the PHOENIX, AZ, DMA " ,, o i 5
B USA GEN-Y (P30-44) "MILLENNIALS" B GEN-Y "MILLENNIALS" (P30-44) who Live in the PHOENIX, AZ, DMA B USA GEN-Y (P30-44) "MILLENNIALS
Professional Services Used*: Adults 30 - 44 'n'Past 3-Months Payment Methods Used: Adults 30 - 44
Tax Preparation Service '
Online Investing / Stock Trading
Financial Planner
Accountant
Insurance Agent at a Local Office (not online) 2%
3,390,597 R3S
o 15.3%
Real Estate Agent L
3,095,279 MENE 5.9 6-4%

Estate Planning

Divorce / Family Attorney

® GEN-Y "MILLENNIALS" (P30-44) who Live inthe PHOENIX, AZ, DMA

USA GEN-Y (P30-44) "MILLENNIALS"

410.6%
1.6%
2.6%
1.6%

(*Past 12 Months)

USA Projection  Scarborough R1 2026: Feb25-Feb26

All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

12.8%
.10-1* 9.1%

Store Credit  Square Cash  Facebook — Samsung Pay
Messenger

S 1i0sr

Google Pay

American
Express Card

# GEN-Y "MILLENNIALS" (P30-44) who Live in the PHOENIX, AZ, DMA

mUSA GEN-Y (P30-44) "MILLENNIALS"

TRURTE sanass ERRIY G o201
ApplePay  DebitCard MasterCard  Cash App

597
USA Projection

Qual Intab

USA  Qualintab 5,886

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)



“Lifestyle/Future Plans"

P18+ USA DMA GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Posted
Resume/Looked for a New Job Online in the past 30 days)

Play Video Games

84,498,252
/iﬁndeed) Looking for a New Job 65‘164,039

Plan to Buy a Used Vehicle

32,334,398 11.8% i

Plan to Move next 12mos i6,264.387

25,502,912 10 indeed
29,996,878 11.0%
19,317,729 7.1% YRY

16,086,762 5.9%

LGBTQ+

Plan to Buy/Lease New Vehicle

Use Online Dating Apps

Plan to Buy a House/Condo

Plan to Go Back to School

18605635  6.6% |
Plan Birth of a Child g

USA

Plan to Get Married

Still Attending College

7.5%

P18+ USA DMA GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Posted Resume/Looked for a New Job Online in the past 30 days)

= P18+ USA AVERAGE: (Posted Resume/Looked for a New Job Online in the past 30 days)

USA DMA Scarborough R1 2026: Jan25-Mar26 Qualintab: 5886 * Share of Everything

All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. SO e fa . al for Anything «

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)



“Lifestyle/Future Plans"

P18+ CHICAGO DMA GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Posted
Resume/Looked for a New Job Online in the past 30 days)

Play Video Games
indeed Looking for a New Job s 510 B

43.5%

Plan to Buy a Used Vehicle
LGBTQ+

12.0%

Plan to Move next 12mos 220,888 e /-.\ d d®

Plan to Buy/Lease New Vehicle a2t = . l n ee
Plan to Buy a House/Condo . Lhew loh
Use Online Dating Apps
Plan to Get Married

still Attending College
Plan Birth of a Child CHICAGO
4.283.600 5.7%

Plan to Go Back to School
5,558 825 7.5%

m P18+ CHICAGO DMA GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Posted Resume/Looked for a New Job Online in the past 30 days)

M P18+ USA AVERAGE: GENERAHON Y "MILLENNIALS" (Age 30-44 Adults) (Posted Resume/Looked for a New Job Onlige in the past 30 days)
CHICAGO DMA Scarborough R1 2026 Feb25-Feb26 Qual Intab:

Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. AH nghrs reserved. S 0 e a al for Anything =

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)



“Lifestyle/Future Plans"

P18+ WASHINGTON, DC DMA GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Posted
Resume/Looked for a New Job Online in the past 30 days)

Play Video Games gy
7 [y 51,35
indeed Looking for a New Job s
LGBTQ+ rmemn

Use Online Dating Apps

Plan to Move next 12mos /@ d d®
Plan to Buy/Lease New Vehicle :w_;;% l n ee

Plan to Go Backto School

5,558,825
Plan to Buy a House/Condo 6.362.564 8.5%

Plan Birth of a Child

4,283,600 5.7% |

StillAttending College psivpmm

Plan to Get Married

u P18+ WASHINGTON, DC DMA GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Posted Resume/Looked for a New Job Online in the past 30 days)

M P18+ USA AVERAGE: GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Posted Resume/Looked for a New Job Online in the past 30 days)
WASHINGTON, DC DMA  Scarborough R1 2026: Mar25-Mar26 Qual Intab: 1548 Share of Everything

.
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, inc. LLC. All rights reserved. S 0 e a . al for Anything =

WASHINGTON, DC

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)



"Lifestyle/Future Plans"

P18+ SEATTLE-TACOMA DMA GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Posted
Resume/Looked for a New Job Online in the past 30 days)

Play Video Games
/fndeed” Looking for a New Job
LGBTQ+

Plan to Move next 12mos
Plan to Buy a Used Vehicle

1.0% ®
10 3 13.8% / @
Use Online Dating Apps  pacazos . '";0‘4% l n ee

Plan to Buy/Lease New Vehicle

 10.6%

Plan to Go Back to School

Plan to Buy a House/Condo

Still Attending College

SEATTLE-TACOMA

Plan to Get Married

3,30300%

Plan Birth of a Child

m P18+ SEATTLE-TACOMA DMA GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Posted Resume/Looked for a New Job Online in the past 30 days)

u P18+ USA AVERAGE: GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Posted Resume/Looked for a New Job Online in the past 30 days)
SEATTLE-TACOMA DMA  Scarborough R1 2026: Mar25-Mar26  QualIntab: 997 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, inc. LLC. All rights reserved. SO e a " al for Anything =

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)



"Lifestyle/Future Plans"

P18+ PHOENIX DMA GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Posted
Resume/Looked for a New Job Online in the past 30 days)

Play Video Games

32,413,718

/i\ndeed‘ Looking for a New Job

24,671,414

Use Online Dating Apps & 77665?

Plan to Move next 12mos

“deed

LGBTQ+ el 12.0%

Plan to Buy/Lease New Vehicle T

Plan to Buy a House/Condo

Plan to Get Married

Plan Birth of a Child  prrerere

Plan to Go Back to School PHOENIX
still Attending College

m P18+ PHOENIX DMA GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Posted Resume/Looked for a New Job Online in the past 30 days)

H P18+ USA AVERAGE: GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Posted Resume/Looked for a New Job Online in the past 30 days)
PHOENIX DMA Scarborough R12026: Feb25-Feb26 Qualintab: 597 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. SO e a, » al for Anything =

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)



Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an average of 2 days, 11 hours, 32
minutes and 22 seconds each week with All Forms of Media.

74.3% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an avg. of 7 hours and 32 minutes each
week listening to All Local AM/FM Radio, representing 9.4% of total time spent with all forms of Media.

Weekly
Reach %:

Avg. H:M:S/week with All Forms of
Media: Aduits 18 or older

Concurt
usage 55.9%

who are GENERATION-Y usa
"MILLENNIALS" (Age 30-44
Adults)

= who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)

USA USA Projection Scarborough R1 2026: Jan 25-Mar26 Qual Intab 5886 USA Projection Scarborough R1 2026: Jan 25-Mar26 Qual Intab 24,338 Hubb rd
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

m USA

Share of Everything
for Anything .
(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)




Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the CHICAGO, IL, DMA spend an average of 2 days, 12 hours,
42 minutes and 56 seconds each week with All Forms of Media.

75.2% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the CHICAGO, IL, DMA spend an avg. of 7 hours and 25 minutes each
week listening to All Local AM/FM Radio, representing 9.2% of total time spent with all forms of Media.

ELE 95.3%

Weekly
Reach %: Avg. H:M:S/week with All Forms of
Media: Aduits 18 or older

9 D
concun
usoge

GEN-Y "MILLENNIALS” USAGEN-Y (P30-44)
(P30-44) who Live in the “MILLENNIALS"
CHICAGO, IL, DMA

¥ GEN-Y "MILLENNIALS" (P30-44) who Live in the CHICAGO, IL, DMA B USA GEN-Y (P30-44) "MILLENNIALS"

USA GEN-Y (P30-44) "MILLENNIALS" USA Projection USA Projection  USA  Qual Intab 5,886 HUbbard Share of Everything

All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. e . for Anything _

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)



| Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the WASHINGTON, DC, DMA spend an average of 2 days, 9
hours, 50 minutes and 33 seconds each week with All Forms of Media.
66.7% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the WASHINGTON, DC, DMA spend an avg. of 6 hours and 28

| minutes each week listening to All Local AM/FM Radio, representing 7.5% of total time spent with all forms of Media.

Weekdy
Reach %:

Avg. H:M:Sfweek with All Forms of
Media: Adults 18 or older

0
b
Concun
usoge

GEN-Y "MILLENNIALS" USAGEN-Y (P30-44)
3% of Total 6.7% z (P30-44) who Live in the “MILLENNIALS™
Weekly H:M: 'WASHINGTON, DC, DMA

Avg. Weekly
Hours:Minutes:

B GEN-Y "MILLENNIALS" (P30-44) who Live in the WASHINGTON, DC, DMA B USA GEN-Y (P30-44) "MILLENNIALS"

USA GEN-Y (P30-44) "MILLENNIALS" USA Projection USA Projection USA Qual Intab 5,886 Hubba r Share of Evar‘ything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. e b for Anything
(Age: 30 - 34 OR Age: 35 - 35 OR Age: 40 - 44)



Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the SEATTLE, WA, DMA spend an average of 2 days, 5 hours,
23 minutes and 36 seconds each week with All Forms of Media.

65.9% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the SEATTLE, WA, DMA spend an avg. of 6 hours and 45 minutes
each week listening to All Local AM/FM Radio, representing 8.4% of total time spent with all forms of Media.

Weekly
Reach %: Avg. H:M:S/week with All Forms of
Media: Aduits 18 or older

9 D
concun
usoge

GEN-Y "MILLENNIALS" USA GEN-Y (P30-44)
(P30-44) who Live in the “MILLENNIALS"
SEATTLE, WA, DMA

% of Total

M GEN-Y "MILLENNIALS" (P30-44) who Live in the SEATTLE, WA, DMA B USA GEN-Y (P30-44) "MILLENNIALS"

USA GEN-Y (P30-44) "MILLENNIALS" USA Projection USA Projection  USA  Qual Intab 5,886 HUbbard Share of Everything
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Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the PHOENIX, AZ, DMA spend an average of 2 days, 13
hours, 20 minutes and 2 seconds each week with All Forms of Media.

80.2% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the PHOENIX, AZ, DMA spend an avg. of 8 hours and 34 minutes
each week listening to All Local AM/FM Radio, representing 11.2% of total time spent with all forms of Media.

Weekly
Reach %: Avg. H:M:S/week with All Forms of
Media: Aduits 18 or older

9 D
concun
usoge

GEN-Y "MILLENNIALS” USAGEN-Y (P30-44)
(P30-44) who Live in the “MILLENNIALS"
PHOENIX, AZ, DMA

B GEN-Y "MILLENNIALS" (P30-44) who Live in the PHOENIX, AZ, DMA W USA GEN-Y (P30-44) "MILLENNIALS"

USA GEN-Y (P30-44) "MILLENNIALS" USA Projection USA Projection  USA  Qual Intab 5,886 HUbbard Share of Everything
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Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an average of 1 days, 18 hours, 17
minutes and 12 seconds each week with All Forms of Ad-Supported Media.

72.1% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an avg. of 6 hours and 52 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 11.7% of total time spent with all forms of Ad-Supported Media.

Avg. H:M:5/week with All Forms of Ad-
Supported Media: Aduits 18 or older

53:31:18
concurr
usage 58.0%

who are GENERATION-Y
“MILLENNIALS” (Age 30-44
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Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the CHICAGO, IL, DMA spend an average of 1 days, 19 hours,
15 minutes and 26 seconds each week with All Forms of Ad-Supported Media.

73.2% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the CHICAGO, IL, DMA spend an avg. of 6 hours and 45 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 11.4% of total time spent with all forms of Ad-Supported Medi

Weekly
Reach %:

Avg. H:M:5/week with All Forms of Ad-
Supported Media: Aduits 18 or older

R
Concum
u,,g,'_ 60.6%

GEN-Y "MILLENNIALS" USA GEN-Y (P30-44)
(P30-44) who Live in the “MILLENNIALS"
CHICAGO, IL, DMA

B GEN-Y "MILLENNIALS" (P30-44) who Live in the CHICAGO, IL, DMA

W USA GEN-Y (P30-44) "MILLENNIALS"

" u T o e Share of Everything
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Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the WASHINGTON, DC, DMA spend an average of 1 days, 17
hours, 18 minutes and 26 seconds each week with All Forms of Ad-Supported Media.

64.4% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the WASHINGTON, DC, DMA spend an avg. of 5 hours and 51
minutes each week listening to Local Ad-Supported AM/FM Radio, representing 9.1% of total time spent with all forms of Ad-Supported
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Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the SEATTLE, WA, DMA spend an average of 1 days, 12
hours, 38 minutes and 18 seconds each week with All Forms of Ad-Supported Media.

64.1% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the SEATTLE, WA, DMA spend an avg. of 6 hours and 3 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 10.6% of total time spent with all forms of Ad-Supported Media

Avg. H:M:5/week with All Forms of Ad-
Supported Media: Aduits 18 or older

s
concurn

Weekly
Reach %:

GEN-Y "MILLENNIALS" USA GEN-Y (P30-44)
(P30-44) who Live in the “MILLENNIALS"
% of Total SEATTLE, WA, DMA
Weekly H:M:
Avg. Weekly
Hours:Minutes:
o
Ky
é\@o’
= GEN-Y "MILLENNIALS" (P30-44) who Live in the SEATTLE, WA, DMA B USA GEN-Y (P30-44) "MILLENNIALS"
USA GEN-Y (P30-44) "MILLENNIALS" _USA Projection USA Projection  USA  Qual Intab 5,886 Hubbqrd S“a'"feur"fm?’::i"ntg“ i:‘g

All Graphs and soefa.ai Dota Modeling Copyright © 2026 Hubbard Broadcosting, Inc. LLC. All rights reserved. BROADCASTING

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)



Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the PHOENIX, AZ, DMA spend an average of 1 days, 18
hours, 58 minutes and 42 seconds each week with All Forms of Ad-Supported Media.

78.2% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the PHOENIX, AZ, DMA spend an avg. of 7 hours and 58 minutes
each week listening to Local Ad-Supported AM/FM Radio, representing 14.5% of total time spent with all forms of Ad-Supported Medi
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Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an average of 6
hours and 2 minutes each day with All Forms of Ad-Supported Media. 72.1% listen to Local AM/FM
Radio for an avg. of 58.9 minutes/day. (Local Radio delivers 11.7% of Time with Ad-Supported Media.)

Tap-13 All Forms of Media (Persons & % Reach): Adults 18 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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P30 44

Top-13 All Forms af Media (Persons & % Reach): Adults 30 - 44

Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the CHICAGO, IL, DMA spend an average of
6 hours and 10 minutes each day with All Forms of Ad-Supported Media. 73.2% listen to Local
AM/FM Radio for an avg. of 58. minutes/day. (Local Radio delivers 11.4% of Time with Ad-Supported Media )

Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 30 - 44
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Top-13 AH Forms of Media {Persons & % Reach): Adults 30 - 44
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Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the WASHINGTON, DC, DMA spend an
average of 5 hours and 54 minutes each day with All Forms of Ad-Supported Media. 64.4% listen to
Local AM/FM Radio for an avg. of 50.2 minutes/day.(Local Radio delivers 9.1% of Time with Ad- Supported Media.)

Tap-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 30 - 44
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Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the SEATTLE, WA, DMA spend an average
of 5 hours and 14 minutes each day with All Forms of Ad-Supported Media. 64.1% listen to Local

AM/FM Radio for an avg. of 51.9 minutes/day.(Local Radio delivers 10.6% of Time with Ad-Supported Me
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Top-13 All Forms of Media (Persons & % Reach): Adults 30 - 44
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Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the PHOENIX, AZ, DMA spend an average
of 6 hours and 8 minutes each day with All Forms of Ad-Supported Media. 78.2% listen to Local
AM/FM Radio for an avg. of 68.4 minutes/day.(Local Radio delivers 14.5% of Time with Ad-Supported Media.)
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53,772,823 or 72.1% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44
Adults) listen to Ad-Supported Local AM/FM Radio for an average of 58.9 minutes every day
representing 36.3% of all time spent daily with Ad-Supported Audio.
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1,524,016 or 73.2% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the CHICAGO, IL,
DMA listen to Ad-Supported Local AM/FM Radio for an average of 58. minutes every day
representing 36.6% of all time spent daily with Ad-Supported Audio.
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= GEN-Y "MILLENNIALS" (P30-44) who Live in the WASHINGTON, DC, DMA

1,040,053 or 64.4% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the WASHINGTON,
DC, DMA listen to Ad-Supported Local AM/FM Radio for an average of 50.2 minutes every day
representing 36.6% of all time spent daily with Ad-Supported Audio.
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Avg. Week Ah' Aud:o (Persons & % Reach): Adults 30 &é

Local AM/FM Radio

889,938 or 64.1% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the SEATTLE, WA,
DMA listen to Ad-Supported Local AM/FM Radio for an average of 51.9 minutes every day
representing 32.1% of all time spent daily with Ad-Supported Audio.
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999,882 or 78.2% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the PHOENIX, AZ,
DMA listen to Ad-Supported Local AM/FM Radio for an average of 68.4 minutes every day
representing 39.4% of all time spent daily with Ad-Supported Audio.
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| 53,772,823 or 72.1% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44
Adults) listen to Ad-Supported Local AM/FM Radio for an average of 58.9 minutes every day
representing 36.3% of all time spent daily with Ad-Supported Audio.
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| 1,524,016 or 73.2% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the CHICAGO, IL,
DMA listen to Ad-Supported Local AM/FM Radio for an average of 58. minutes every day
representing 36.6% of all time spent daily with Ad-Supported Audio.
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| 1,040,053 or 64.4% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the WASHINGTON,
DC, DMA listen to Ad-Supported Local AM/FM Radio for an average of 50.2 minutes every day
representing 36.6% of all time spent daily with Ad-Supported Audio.

Avg. Hours+Minutes/day with Ad-Supported
Reach %
72.1%

Audio: Adults 30 - 44

"Share of Ad-Supported Audio” 216 m

GEN-Y "MILLENNIALS" USA GEN-Y (P30-44)
(P30-44) who Live in the "MILLENNIALS"
% of Wenk WASHINGTON, DC, DMA
Time Spen
Ad-Supj
Audio
33.0% 33.9%
0,
18.6% 17.1% 18.1% 15.4%
10.0% gq9 109% 9.0%
9.7% L2% 5.8% mmm 5.8% 67%

Weekly . 8.0% . = o 3%
Total 6.6% 1.8% 3% o
Persons 5.6% 4.3% 2 ) 2.6% 1.0%
Reached:7 640,05353,772,823 533,224 25,298,100 275,999 13,489,610 189,301 11,486,969 121,888 7,463,105 147,220 8,117,305 03,988 6,704,541 03,067 4,973,828 20,204 1,747,099 9,033 762,873

Local AM/FM Podcasts TV Music YouTube Music Spotify Pandora All Others Amazon Music  iHeartRadio SiriusXm
Average Radio Channels
Daily Mi

Listenin|

" TN s N
B GEN-Y "MILLENNIALS" (P30-44) who Live in the WASHINGTON, DC, DMA
USA GEN-Y (P30-44) "MILLENNIALS" USA Projection "
= ® Share of Everythin
All Gr%‘;‘ﬁ:’sb%%"'?é"eﬁé%ffa“ﬂ%ﬁﬂgﬁfpyﬁght@zaza l’-%%%ﬂ%?roadcasring, Inc. LLC. All rights reserved. USA Projection  USA  Qual intab 5,886 Soeﬁ.m & for Anychiyntg . 4

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)



| 889,938 or 64.1% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the SEATTLE, WA,
DMA listen to Ad-Supported Local AM/FM Radio for an average of 51.9 minutes every day
representing 32.1% of all time spent daily with Ad-Supported Audio.
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| 999,882 or 78.2% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the PHOENIX, AZ,
DMA listen to Ad-Supported Local AM/FM Radio for an average of 68.4 minutes every day
representing 39.4% of all time spent daily with Ad-Supported Audio.
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53,772,823 or 72.1% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Pop Contemporary Hit Radio, Adult
Contemporary, Hot AC, Country, and Classic Hits.
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Local AM/FM Radro Formats (Persons & % Reach): Adults 30 - 44
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1,524,016 or 73.2% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the CHICAGO, IL, DMA
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Pop Contemporary Hit Radio, Hot AC,
Adult Contemporary, Alternative, and Adult Hits.
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Local AM/FM Radio Formats (Persons & % Reach): Adults 30 - 44

(Average Week)
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1,040,053 or 64.4% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the WASHINGTON, DC,
DMA listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Pop
Contemporary Hit Radio, Classic Rock, Country, and Alternative.
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Local AM/FM Radro Formats (Persons & % Reach): Adults 30 - 44

{Average wee)
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889,938 or 64.1% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the SEATTLE, WA, DMA
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Pop
Contemporary Hit Radio, Alternative, Classic Rock, and Country.

i

Avg. Hours+Minutes/day with Local
AM/FM Radio: Adults 30 - 44

= Bl o

GEN-Y "MILLENNIALS™ USA GEN-Y (P30-44)
(P30-844) who Live in the "MILLENNIALS™
SEATTLE, WA, DMA

= GEN-Y "MILLENNIALS" (P30-44) who Live in the SEATTLE, WA, DMA

11.3%

Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 30 - 44
{average ouy)

% zime spent:

Contemporary
Christian
255

Alternative
25.5

Alternative
15.9
News/Talk/In
formation
31.5

Adult
Contemporary

Pop
Contemporary
Hit Radio

23.6

22.3

Adult Hits
22.7

Active Rock
26.5

Classic Hits
31.3

Pop
Contemporary
Hit Radio
138

Classic Hits
138

Contemporar
y Christian
133

News/Ta

Ik/Infor All

mation = Sports
12.5 11.9

Adult
Contemporary
111

Adult Hits
12.6

Active Rock
14.3

¥ GEN-Y "MILLENNIALS" (P30-44) who Live in the SEATTLE, WA, DMA

W USA GEN-Y (P30-44) "MILLENNIALS"

Ad-Supported Local AM/FM Radio Formats (Persons & % Reach): Adults 30 - 44

Total Persons:

(Average Week)
Pop Contemporary Hit Radio

Adult Contemporary
HotAC

Country

Classic Hits

Classic Rock
Altemative

Adult Hits

All Sports

Active Rock

Urban AC

Urban Contemporary

Mexican Regional

m 15.4% Avg. Hours+Minutes/day with Ad-

Supported Local AM/FM Radio:
Adults 30 - 44

GEN-Y "MILLENNIALS™ USA GEN-Y (P30-44)
(P30-44) who Live in the “MILLENNIALS"
SEATTLE, WA, DMA

B
® GEN-Y "MILLENNIALS" (P30-44) who Live in the SEATTLE, WA, DMA
USA GEN-Y (P30-44) "MILLENNIALS" USA Projection

m

All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

[averoge Day)

d -Supported Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 30 - 44

Pop
Contemporary
Hit Radio
236

Alternative
15.9

Country

281 Alternative

Mexican 2

Regional
32.5

All Sports
27.7

Adult Hits
22.7

Adult
Contemporary
22.3

Active Rock Hot AC

127

Classic Hits
313

Pop
Contemporary
Hit Radio
13.8

Classic Hits
13.8

Adult Hits
12.6 Al
Sports
11.9

Urban
Contem
porary
116

Urban AC
14.4

Adult
Contemporary
11.1

Mexican
Regional
12.6

Active Rock
143

¥ GEN-Y "MILLENNIALS" (P30-44) who Live in the SEATTLE, WA, DMA

USA Projection USA Qual Intab 5,886

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)

B USA GEN-Y (P30-44) "MILLENNIALS"

e‘i ® Share of Everything

for Anything &




Local AM/FM Radro Formats (Persons & % Reach): Adults 30 - 44

{Average wee)
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999,882 or 78.2% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the PHOENIX, AZ, DMA
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Pop Contemporary Hit Radio, Hot AC,
Adult Contemporary, Country, and Classic Hits.
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Avg. Week AII Vrdeo (Persons & % Reach): Adults 18 or older
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Netflix
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AppleTV+fubo,Pluto, Tubi, ete.
TikTok

Hulu/Hulu + Live TV (any Hulu)
Disney+

Paramount+

Peacock

Premium Cable TV Networks

' 33,762,061 or 45.3% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44
Adults) watch Ad-Supported Local TV Stations for an average of 44.7 minutes every day representing
29.2% of all time spent daily with Ad-Supported Video.
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1,181,604 or 56.7% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the CHICAGO, IL,
DMA watch Ad-Supported Local TV Stations for an average of 46.6 minutes every day representing
29.8% of all time spent daily with Ad-Supported Video.
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528,388 or 32.7% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the WASHINGTON,
DC, DMA watch Ad-Supported Local TV Stations for an average of 39.8 minutes every day
representing 27.7% of all time spent daily with Ad-Supported Video.

Avg. Day All Video (% Time Spent & Avg. Minutes/day Spent): Adults 30 - 44
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452,997 or 32.7% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the SEATTLE, WA,
DMA watch Ad-Supported Local TV Stations for an average of 33.1 minutes every day representing
27.8% of all time spent daily with Ad-Supported Video.

Avg. Week AII Vm'eo (Persons & % Reach): Adults 30- 44 Avg. Day All Video (% Time Spent & Avg. Minutes/day Spent): Adults 30 - 44
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' 571,383 or 44.7% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the PHOENIX, AZ,
DMA watch Ad-Supported Local TV Stations for an average of 49.3 minutes every day representing
33.6% of all time spent daily with Ad-Supported Video.
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33,762,061 or 45.3% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44
Adults) watch Ad-Supported Local TV Stations for an average of 44.7 minutes every day representing
29.2% of all time spent daily with Ad-Supported Video.
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1,181,604 or 56.7% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the CHICAGO, IL,
DMA watch Ad-Supported Local TV Stations for an average of 46.6 minutes every day representing
29.8% of all time spent daily with Ad-Supported Video.
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528,388 or 32.7% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the WASHINGTON,
DC, DMA watch Ad-Supported Local TV Stations for an average of 39.8 minutes every day
representing 27.7% of all time spent daily with Ad-Supported Video.
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452,997 or 32.7% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the SEATTLE, WA,
DMA watch Ad-Supported Local TV Stations for an average of 33.1 minutes every day representing
27.8% of all time spent daily with Ad-Supported Video.
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E”%"‘:K 571,383 or 44.7% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the PHOENIX, AZ,
~ “&r vy @ P “x DMA watch Ad-Supported Local TV Stations for an average of 49.3 minutes every day representing
; 33.6% of all time spent daily with Ad-Supported Video.
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Local TV Station Programs (Persons & % Reach): Adults 18 or older
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' 33,762,061 or 45.3% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44
Adults) watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening,

Comedies, Local News - Morning, Game Shows, and Movies.
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Local TVStatron Programs (Persons & % Reach): Adults 30 - 44

(Average Week)
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® GEN-Y "MILLENNIALS" (P30-44) who Live in the CHICAGO, IL, DMA

1,181,604 or 56.7% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the CHICAGO, IL,
DMA watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening,
Comedies, Local News - Morning, Local News - Late, and Game Shows
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Local TV Station Progmms (Persons &% Reach) Adults 30 - 44

(average week)
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[ 528,388 or 32.7% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the WASHINGTON,
DC, DMA watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Comedies, Local
News - Evening, Local News - Morning, Game Shows, and Movies.
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Local TV Station Programs (Persons & % Reach): Adults 30 - 44 Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Adults 30 - 44
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[ 452,997 or 32.7% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the SEATTLE, WA,
DMA watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Comedies, Local News -
Morning, Local News - Evening, Dramas, and Game Shows.
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Local TV Station Programs (Persons & % Reach): Adults 30 - 44

(average week)
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Documentaries
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[ 571,383 or 44.7% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the PHOENIX, AZ,
DMA watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Comedies, Local News -
Morning, Local News - Evening, Game Shows, and Movies.
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[ 57,200,011 or 76.7% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44
Adults) use Ad-Supported Social Media for an average of 158.4 minutes every day representing
32.2% of all time spent daily with Ad-Supported Digital Media.
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® GEN-Y "MILLENNIALS" (P30-44) who Live in the CHICAGO, IL, DMA

[ 1,611,761 or 77.4% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the CHICAGO, IL,
DMA use Ad-Supported Social Media for an average of 169.8 minutes every day representing 34.3%
ofall time spent daily with Ad-Supported Digital Media.
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Avg. Day All Digital (% Time Spent & Avg. Minutes/day Spent): Adults 30 - 44

% Time spent:

[ 1,296,765 or 80.3% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the WASHINGTON,
DC, DMA use Ad-Supported Social Media for an average of 169.1 minutes every day representing
34.7% of all time spent daily with Ad-Supported Digital Media.
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Avg. Week All Dtgltal (Persons & % Reach): Adults 30-44
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1,004,748 or 72.4% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the SEATTLE, WA,
DMA use Ad-Supported Social Media for an average of 124.3 minutes every day representing 27.6%
of all time spent daily with Ad-Supported Digital Media.
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[ 955,613 or 74.8% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the PHOENIX, AZ,
DMA use Ad-Supported Social Media for an average of 178.5 minutes every day representing 35.9%
ofall time spent daily with Ad-Supported Digital Media.
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55,946,007 or 75.% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
use Ad-Supported Facebook for an average of 55.8 minutes every day representing 35.2% of all time
spent daily with Ad-Supported Social Media.
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1,547,508 or 74.3% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the CHICAGO, IL,
DMA use Ad-Supported Facebook for an average of 57.1 minutes every day representing 33.6% of all

time spent daily with Ad-Supported Social Media.
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- 1,199,621 or 74.2% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the WASHINGTON,
DC, DMA use Ad-Supported Facebook for an average of 57. minutes every day representing 33.7% of
all time spent daily with Ad-Supported Social Media.
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- 998,029 or 71.9% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the SEATTLE, WA,
DMA use Ad-Supported Facebook for an average of 43.1 minutes every day representing 34.7% of all
time spent daily with Ad-Supported Social Media.
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890,497 or 69.7% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the PHOENIX, AZ,
DMA use Ad-Supported Facebook for an average of 64.4 minutes every day representing 36.1% of all
time spent daily with Ad-Supported Social Media.
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55,946,007 or 75.% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
use Ad-Supported Facebook for an average of 55.8 minutes every day representing 35.2% of all time
spent daily with Ad-Supported Social Media.
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1,547,508 or 74.3% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the CHICAGO, IL,
DMA use Ad-Supported Facebook for an average of 57.1 minutes every day representing 33.6% of all
time spent daily with Ad-Supported Social Media.
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1,199,621 or 74.2% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the WASHINGTON,
DC, DMA use Ad-Supported Facebook for an average of 57. minutes every day representing 33.7% of
all time spent daily with Ad-Supported Social Media.
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998,029 or 71.9% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the SEATTLE, WA,
DMA use Ad-Supported Facebook for an average of 43.1 minutes every day representing 34.7% of all
time spent daily with Ad-Supported Social Media.
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890,497 or 69.7% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the PHOENIX, AZ,
DMA use Ad-Supported Facebook for an average of 64.4 minutes every day representing 36.1% of all
time spent daily with Ad-Supported Social Media.
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 4,772,723;
Social Media: 3,635,425; Local Radio: 3,339,424; Non-Prem. Cable: 1,304,873; Local TV:
1,104,690 reaching Adults 18 or older who are GENERATION-Y "MILLENNIALS"
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 155,798;
Social Media: 114,898; Local Radio: 93,420; Non-Prem. Cable: 46,612; Local TV: 46,235
reaching Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the CHICAG
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 96,533;
Social Media: 79,866; Local Radio: 63,888; Non-Prem. Cable: 24,160; Local TV: 16,276
reaching Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the WASHINGT
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 82,140;
Social Media: 62,621; Local Radio: 55,099; Non-Prem. Cable: 21,354; Local TV: 14,017
reaching Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the SEATTLE,
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 66,891;
Local Radio: 62,637; Social Media: 55,862; Non-Prem. Cable: 16,545; Local TV: 12,719
reaching Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the PHOENIX,
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the PHOENIX, AZ, DMA
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62,809,852 or 84.2% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44
Adults) spend an average of 53.3 minutes per day driving, seeing Billboards and Signs. 60.3% Listen
to Local Radio Stations Out-of-Home for an average of 35.7 minutes/
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P30-44

V 1,697,468 or 81.5% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the CHICAGO, IL,
DMA spend an average of 40.4 minutes per day driving, seeing Billboards and Signs. 61.2% Listen to
Local Radio Stations Out-of-Home for an average of 35.1 minut
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Top-13 Out—of Hame Media (Persons & % Reach): Adults 30 - 44

(Average week]
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7 1,325,686 or 82.1% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the WASHINGTON,
DC, DMA spend an average of 62.3 minutes per day driving, seeing Billboards and Signs. 53.8% Listen
to Local Radio Stations Out-of-Home for an average of 30.4 mi
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Top-13 Out—of -Home Media (Persons & % Reach): Adults 30 - 44

(Average week]
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V 1,196,185 or 86.2% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the SEATTLE, WA,
DMA spend an average of 45.1 minutes per day driving, seeing Billboards and Signs. 53.6% Listen to
Local Radio Stations Out-of-Home for an average of 31.4 minut
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Top-13 Out—of -Home Media (Persons & % Reach): Adults 30 - 44
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7 1,107,146 or 86.6% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the PHOENIX, AZ,
DMA spend an average of 62.1 minutes per day driving, seeing Billboards and Signs. 65.4% Listen to
Local Radio Stations Out-of-Home for an average of 41.4 minut
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62,809,852 or 84.2% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
spend an average of 53.3 minutes per day driving, seeing Billboards and Signs representing 34.7% of all
Time Spent with Ad-Supported Out-of-Home Media.
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1,697,468 or 81.5% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the CHICAGO, IL, DMA
spend an average of 40.4 minutes per day driving, seeing Billboards and Signs representing 27.5% of all
Time Spent with Ad-Supported Out-of-Home Media.
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1,325,686 or 82.1% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the WASHINGTON, DC,
DMA spend an average of 62.3 minutes per day driving, seeing Billboards and Signs representing 39.1% of
all Time Spent with Ad-Supported Out-of-Home Media.
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1,196,185 or 86.2% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the SEATTLE, WA, DMA
spend an average of 45.1 minutes per day driving, seeing Billboards and Signs representing 32.1% of all
Time Spent with Ad-Supported Out-of-Home Media.
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Reach %

86.6%

84.2%
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Total
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Average (Weekly Drivers)
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1,107,146 or 86.6% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the PHOENIX, AZ, DMA
spend an average of 62.1 minutes per day driving, seeing Billboards and Signs representing 38.1% of all
Time Spent with Ad-Supported Out-of-Home Media.
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1,697,468 or 81.5% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
spend an average of 40.4 minutes per day driving an average of 23.5 miles each day and are 42.4%
more likely to use Edens Expressway (1-94) than the Metro avera

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
25.2%

Dan Ryan Expressway (I-90/1-94)
Kennedy Expressway (1-90/1-94)
Edens Expressway (1-94)
Eisenhower Expressway (I-290)
I-57

Cicero Avenue

uUs 30

Western Avenue

us 20

Tristate Tollway (1-294/1-94)
Harlem Avenue

1-355/Veterans Memorial Tollway
Stevenson Expressway (I-55)

US 14 (Northwest Highway)
Route 41

Route 64 (North Avenue)

Touhy Avenue

Fullerton Avenue

Jane Addams Memorial Tollway (I-90)
LaGrange Road

I-65

Route 59

Route 34 (Ogden Avenue)

Route 38 (Roosevelt Road)
Elgin-O'Hare Expressway

Route 6

= who are GENERATION-Y

CHI DMA

Scarborough R1 2026: Feb25-Feb26

—
M8
e (4
ol
2
& B
i
&
4
®
B
®E
&
#

§

1,019,026 13.3%

o

I

g

I

g

#
®
&

,208,935

945,120 12.4%

2 13.3%
1,027,393 13.4%
2 13.2%
1,003,979 13.1%

1 12.5%
890,309 11.6%
873,449 11.4%

=
K
<
o
=
3
s
&
=®

13.2%

=
=
<
N
g
s
=
s
=3
i

4.1%

2

11.9%

g&
2
4 B
uE
52

10.1%

28 1
il [
=g 5
=]
gl =
#
2 #
]

3,246 9.8%

878,717 11.5%
971 9.5%

598,835 7.8%

6,85 9.4%
559,094 7.3%

1 9.0%

605,193 7.9%

&

§

781,585

Avg. Hours+Minutes/day Driving:
Adults 18 or older

604,289

& 5

845,768

=3

®
g
®

10.2%

O — 65, Miles/0ay 0:38
302 7.3% Driving; 22.5

™

who are GENERATION-Y

2% - ol
= i e
"MILLENNIALS" (Age 30-44 Adults) HCHI

Qual Intab 981

All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Top-26 Residential Zip Codes: Adults 18 or older
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1,325,686 or 82.1% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
spend an average of 62.3 minutes per day driving an average of 36.3 miles each day and are 90.3%
more likely to use 16th Street than the Metro average.
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1,196,185 or 86.2% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
spend an average of 45.1 minutes per day driving an average of 26.2 miles each day and are 67.7%
more likely to use Fremont Bridge than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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1,107,146 or 86.6% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
spend an average of 62.1 minutes per day driving an average of 36.2 miles each day and are 71.9%
more likely to use Central Avenue than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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Top Residential Zip Codes: (Adults 18 or older who are GENERATION-Y “MILLENNIALS” (Age 30-44 Adults))
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Avg. Week AII Pnnt Medm (Persons & % Reach): Adults 18 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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15,746,769 or 21.1% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44
Adults) read Local Daily Newspaper(s) (Daily+Sunday) for an average of 7.9 minutes every day
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524,445 or 25.2% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the CHICAGO, IL,
DMA read Local Daily Newspaper(s) (Daily+Sunday) for an average of 7.8 minutes every day
representing 32.3% of all time spent daily with All forms of Print Media
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Avg. Week Ad-Supported All Print Medm (Persons & % Reach): Adults 30 - 44 Avg. Day Ad-Supported Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 30 - 44
Tatal persons: % Time Spent:

Direct Mail Advertising (excluding Catalogs)

Local Daily Newspaper(s) (Daily+Sunday)

Local Daily Newspa per(s) (Daily
Local Daily Newspaper(s) (Sunday) p 1 NLnnaIDaiP\(r :
excluding ewspaper(s
New York Times (Daily) Local Daily Catalogs) Local Daily i (DailysSunday)
MNewspaper(s) 80 7.8 Newspaper(s) 7.9
New York Times (Daily+Sunday) (Sunday) (Sunday)

10.8 11.0

New York Times (Sunday) m Avg. Hours+Minutes/day with Ad-
Wall street Journal (Daily)  [FAEREe R T Supported Print Media: Adults 30 - 44
All Local Weekly Newspapers mm
.. "

USA Today (Daily) Direct Mail Advertising

Wall Street Journal [Daily) | Local Daily Newspaper(s)
88 9.1 {excluding Catalogs)
1.6

(Daily+Sunday)
7.8

8 m Mew York Times Local Daily Newspaper(s) Times New York Times Local Daily Times
Catalogs m 1-}"3% GEN-Y “MILLENNIALS® (P30-44) USAGEN-Y (P30-44) (Sunday) USA Today (Daily) (Daily (Daily) (sunday) Wall Street journal (Dally)  Newspaper(s) (Daily (Daity)
= = who Live in the CHICAGO, IL, “MILLENNIALS" 108 87 73 7.1 Lo 2.0 74 7.3
oo P 33 e
o ;Eé“;mﬁhg’mlle Are I thie CHIGRAGE; 1L, DM = GEN-Y "MILLENNIALS" (P30-44) who Live in the CHICAGO, IL, DMA = USA GEN-Y (P30-44) "MILLENNIALS"
USA GEN-Y (P30-44) " MfLLENNlALS USA Projection ® Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved, USA Projection USA Qual Intab 5,886 o for Anything

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)



Avg. Week AII Prmt Medm (Persons & % Reach): Adults 30-44

Total persons:

316,680 or 19.6% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the WASHINGTON,
DC, DMA read Local Daily Newspaper(s) (Daily+Sunday) for an average of 7.8 minutes every day
representing 27.3% of all time spent daily with All forms of Print Me

‘Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 30 - 44

Direct Mail Advertising (excluding Catalogs)

Local Daily (Daily
Local Daily Newspaper(s) (Daily
Local Daily Newspaper(s) (Sunday)

Books

New York Times {Daily)

8 04 L 9 2%
PR —
!M—""

Avg. Hours+Minutes/day with All
Print Media: Adults 30 - 44

New York Times (Daily+Sunday)
New York Times (Sunday)

Wall Street Journal (Daily)

All Local Weekly Newspapers

N .
. . 3.9% GEN-Y “MILLENNIALS" (P30-44) USA GEN-Y [P30-44)
s [ s Y b MR N
cotor: PASETE il 3 0%

Local Daily
Newspaper(s)
New York Times (Daily+Sunday)
(Daily+Sunday) 78
9.0

Local Daily Local Daily
Newspaper(s) Newspaperis)
(Sunday) USA Today (Daity) (Daily
110 9.0 73

Magazines
84

Direct Mail
Advertising
(excluding
Catalogs)
7.6

New York
Times (Daily)
72

Local Daily
Newspaper(s)
{sunday)
11.0

Magazines
8.0

Direct Mail
Advertising
(excluding

Local Daily
Newspaper(s)
(Daily+Sunday) Catalogs)

New York Times a e

(Daily+Sunday)
9.1

Catalog
s

Local Daily o

Newspaper(s) ~ New York
(Daity Times (Daily)

USA Today (Daily)
9.1 7.4 73 Al

® GEN-Y "MILLENNIALS" (P30-44) who Live in the WASHINGTON, DC, DMA
" ALS"

= GEN-Y "MILLENNIALS" (P30-44) who Live in the WASHI

INGTON, DC, DMA

 USA GEN-Y (P30-44) "MILLENNIALS"

- mUSAGENY(P3044) "MILLENNL
Avg. Week Ad-Supported All Print Media (Persons & % Reach): Adults 30 - 44

Tatol persans:

. Day Ad-Supported Print Media (% Time Spent & A

vg. Minutes/day Spent): Adults 30 - 44

Direct Mail Advertising (excluding Catalogs)

Local Daily Newspaper(s) (Daily+Sunday)

Local Daiy Newspaperts) (Oaity R P . T
tocal aily Newspaper(s) (sunday)
M
New York Times (Oaiyssunday) - FRTTE M T
e —
¢ " m Avg. Hours+Minutes/day with Ad-
wall street Journal (Daily) [P R Eeravan Supported Print Media: Adults 30 - 44
R
o v o) R
o [ " WOEZEN  EEEYEN 5%
Catalogs 555 1'153‘%;(, GEN-Y"MILENNIALS” (P30-44)  USAGEN-Y (P30-44)
= who Live in the WASHINGTON, “MILLENNIALS"
ok P 885 s

Local Daily
Newspaper(s)
(Sunday)
110

USA Today (Daily}

Local Daity

Newspaper(s)

(Daily+Sunday)
7.8

Direct Mail Advertising

3.0 {excluding Catalogs)

New York Times.
[Sunday)
10.8

Wall Street Journal {Daily}
89

New York
Local Daily Newspaper(s)
(Daity

73

Local Daily
Newspaper(s)
(Sunday)
11.0

New York Times.
(sunday)
1L0

New York Times
(Daity+Sunday) Local Daily
9.1 Newspaper(s)
(Daily+Sunday)
7.9

USA Today (Daily) Direct Mail Advertising
9.1 {excluding Catalogs)
1.6

New York

Lacal Daily Times

Newspaper(s) (Daily (Daily)
7.4 7.3

‘Wall Street Journal (Daily)
2.0

= GEN-Y "MILLENNIALS" (P30-44) who Live in the WASHINGTON, DC, DMA

W USA GEN-Y (P30-44] NHLl{NNIALS
USA GEN-Y (P30-44) "MILLENRIALS > A B oreetion

All Graphs and soefo.ai Data Modeling Copyright @ 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

= GEN-Y "MILLENNIALS" (P30-44) who Live in the WASHINGTON, DC, DMA

USA Projection USA Qual Intab 5,886

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)

= USA GEN-Y (P30-44) "MILLENNIALS"
® Share of Everything



Direct Mail Advertising (excluding Catalogs)
Local Daily Newspaper(s) (Daily+Sunday)
Local Daily Newspaper(s) (Daily

Local Daily Newspaper(s) (Sunday)
Books

New York Times {Daily)

New York Times (Daily+Sunday)

New York Times (Sunday)

Wall Street Journal (Daily)

All Local Weekly Newspapers

USA Today (Daily)

Magazines

Catalogs

Avg. Hours+Minutes/day with All
Print Media: Adults 30 - 44

GEN-Y “MILLENNIALS™ (P30-44)

who Live in the SEATTLE, WA, “MILLENNIALS®
DMA

= GEN-Y "MILLENNIALS" (P30-44) who Live in the SEATTLE, WA, DMA
M USA GEN-Y (P30-44) "MILLENNIALS"

USA GEN-Y (P30-44)

Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 30 - 44

% Time sgm

333,220 or 24.% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the SEATTLE, WA, DMA
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 7.8 minutes every day representing
28.4% of all time spent daily with All forms of Print Media.

it

2
14.7 ‘
&7
28
2%
%
2
i

i

USA Today (Daily}
9.1

Local Daily
Newspaper(s) New York Times
(Sunday) (DailysSunday)

10.9 9.0

Local Daity
Newspaper(s)
(Daily+Sunday)

Magazines

Direct Mail
Advertising
(excluding
Catalogs)
7.8 15

Local Daily
Newspaper(s)
(Daity

New York
Times (Daily)
7.3 ]

Local Daily
Newspaper(s)
(Sunday}
11.0

Lok

New York Times
(Daily+Sunday)
9.1

Local Daily
Newspaper(s)
(Daily

7.4 73 Al

USA Today (Daily)
9.1

(Daily+Sunday)

Magazines
8.0

Direct Mail
Advertising
(excluding
Catalogs)
7.9 7.6

I Daily
paper(s)

Catalog
s

New York 2

Times (Daily)

® GEN-Y "MILLENNIALS" (P30-44) who Live in the SEATTLE, WA, DMA

W USA GEN-Y (P30-44) "MILLENNIALS"

Avg. Week Ad-Supported All Print Media (Persons & % Reach): Adults 30 - 44

Direct Mail Advertising (excluding Catalogs)
Local Daily Newspaper(s) (Daily+Sunday)
Local Daily Newspa per(s) (Daily

Local Daily Newspaper(s) (Sunday)

New York Times (Daily)

New York Times (Daily+Sunday)

New York Times (Sunday)

‘Wall Street Journal (Daily)

All Local Weekly Newspapers

UsA Today (Daily)

Magazines

Catalogs

Books

USA GEN-Y (P30-44) " MfLLENNlALS u

Total persons:

Avg. Hours+Minutes/day with Ad-
Supported Print Media: Adults 30 - 44

mm
pa R
DMA

™ GEN-Y "MILLENNIALS" (P30-44) who Live in the SEATTLE, WA, DMA

B USA GEN.Y (P30-44) " MILLENNIALS"
Projection

All Graphs and soefo.ai Dota Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Avg.

% Time Spent.

Day Ad-Supported Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 30 - 44

14,154

o
o

= o in P
e [

USA Today (Daily)

Local Daily
Newspaper(s)
{sunday)
10.9

New York Times
(Sunday)
10.8

Wall Street Journal (Daily)
87

Local Dail
Newspaper(s)
{Daily+Sunday)

78

Direct Mail Advertising
(excluding Catalogs)
7.5

New York

Times
(Daity)
72

Local Daily
Newspaper(s)
(Sunday)
110

New York Times.
(sunday)
1L0

USA Today (Daily)
9.1

‘Wall Street Journal (Daily)
2.0

Local Daily
Newspaper(s)
(DaitysSunday)

7.9

Direct Mail Advertising
{excluding Catalogs)
1.6

New York
Local Daily Timy
Newspaper(s) (Daily (Daily)
74 73

= GEN-Y "MILLENNIALS" (P30-44) who Live in the SEATTLE, WA, DMA

USA Projection UsA Qual Intab

5,886

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)

m USA GEN-Y (P30-44) "MILLENNIALS"

soefa.ai

® Share of Everything
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Avg. Week AH’ Prmt Medm (Persons & % Reach): Adults 30 - 44

Total persans:

Direct Mail Advertising (excluding Catalogs)
Local Daily Newspaper(s) (Daily+Sunday)
Local Daily Newspaper(s) (Daily

Local Daily Newspaper(s) (Sunday)

Books

New York Times {Daily)

New York Times (Daily+Sunday) Avg. Hours+Minutes/day with All

6.4% : i
T — m .Tm Print Media: Adults 30 - 44
Wall Street Journal (Daily) m mr‘-
All Local Weekly Newspapers m M
008 013 fes
USA Today (Daily) m m GEN-Y “MILLENNIALS" (P30-44) USA GEN-Y (P30-44)
Magazines m - 33.35‘;"F ke the) :';:Imtm.ﬂl. A
Catalogs '1.9%9%

= GEN-Y "MILLENNIALS" (P30-44) who Live in the PHOENIX, AZ, DMA
W USA GEN-Y (P30-44) "MILLENNIALS"

372,839 or 29.2% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the PHOENIX, AZ,
DMA read Direct Mail Advertising (excluding Catalogs) for an average of 7.5 minutes every day
representing 29.6% of all time spent daily with All forms of Print

Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 30 - 44

% Time Spent:

]

12

m

Local Daily
Newspaper(s)
(Sunday)
10.3

USA Today (Daily)
8.4

Direct Mail
Advertising
New York Times {excluding Catalogs)
(Daily+Sunday) 7.5
86

Local Daily
Newspaper(s)
(Daity

New York
Times (Daily) g

Magazines

Local Daily

Newspaper(s)
{Daity+Sunday)

74

Catalo

35

7.0 7.0

Local Daily
Newspaper(s)
(Sunday}
11.0

Local Daily
wspaper(s)
(Daily+Sunday)

New York Times
lew York Time: n

(Daily+Sunday)
9.1

Local Daily
Newspaperis)
{Daily

USA Today (Daily)
9.1 74

Magazines
8.0

Direct Mail
Advertising
(excluding
Catalogs)
7.6

Catalog
s

New York 2

Times (Daily)

73 Al

® GEN-Y "MILLENNIALS" (P30-44) who Live in the PHO

ENIX, AZ, DMA

® USA GEN-Y (P30-44) "MILLENNIALS"

Avg. Week Ad-Supported All Print Media (Persons & % Reach): Adults 30 - 44

Total persons:

Direct Mail Advertising (excluding Catalogs)
Local Daily Newspaper(s) (Daily+Sunday)
Local Daily Newspa per(s) (Daily

Local Daily Newspaper(s) (Sunday)

New York Times (Daily)
New York Times (Daily+Sunday)
New York Times (Sunday)
Avg. Hours+Minutes/day with Ad-
Wall Street Journal (Daily) Supported Print Media: Adults 30 - 43

All Local Weekly Newspapers

UsAToday (Daily)  EEEYEES) m
magazines - EEPRRLT MMM mgio7en  ELEYEN
Catalogs GEN-Y"MILLENNIALS® (P30-43)  USAGEN-Y (P30-44)
m"' who Live in the PHOENIX, AZ, “MILLENNIALS®

Books DMA

Lo

= GEN-Y "MILLENNIALS" (P30-44) who Live in the PHOENIX, AZ, DMA

B USA GEN.Y (P30-44) " MILLENNIALS"
USA GEN-Y (P30-44) "MILLENNIALS" ( USA Projection

All Graphs and soefo.ai Dota Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Avg.

Day Ad-Supported Print Media (% Time Spent & Av.

g. Minutes/day Spent): Adults 30 - 44

% Time Spent.

(14154
16.3%

Local Daily
Newspaper(s)
(Sunday)
10.3

New York Times
(Sunday)
10.2

Wall Street Joumal (Daily)
8.6

(Daily+Sunday)
74

Local Daily Newspaper(s)

{Daily

USA Today (Daily}
84 7.0

Direct Mail

Advertising

(excluding

Catalogs)
7.5

Local Daity Mewspaper(s)

New York
Times
(Daily)
7.0

Local Daily
Newspaper(s)
(Sunday)
110

New York Times.
(sunday)
1L0

USA Today (Daily)

Local Daily
Newspaper(s)
(DaitysSunday)
7.9

Direct Mail Advertising

9.1 {excluding Catalogs)
1.6

Local Daily Ti
Newspaper(s) (Daily
74

‘Wall Street Journal (Daily)
2.0

New York

(Daily)
7.3

# GEN-Y "MILLENNIALS" (P30-44) who Live in the PHOENIX, AZ, DMA

USA Projection

USA Qual Intab 5,886

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)

m USA GEN-Y (P30-44) "MILLENNIALS"

soefa.ai

® Share of Everything

for Anything .




Social Media

Websites

Direct Mail

Broadcast, Cable, & Sat TV
Video Streaming Services

Podcasts

“Advertising Actions"

P18+ who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
(Shopped/Visited/Bought past 3mos Due to Ads on %)

107,469,551
79,81l1,.3‘46 7 " 29.0%

3 5,210 12.3%

) b
e

Local AM/FM Radio

42,714,536 15.6%

Audio Streaming Services
Billboards

Local Broadcast TV

Cable TV Networks

Newspapers

29,182,413 10.7%

27,293,204 10.0%

40,027,219

38,641,707 14.1%
29,990,159 11.0%

¥ P18+ who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Shopped/Visited/Bought past 3mos Due to Ads on %)
H P18+ USA AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)

USA DMA Scarborough R12026: Jan25-Mar26  Qual intab: 5886 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. so e a . al for Anything =

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)



Social Media

Websites

Direct Mail

Video Streaming Services

Broadcast, Cable, & Sat TV

"Advertising Actions"

P18+ CHICAGO DMA GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
(Shopped/Visited/Bought past 3mos Due to Ads on %)

[ 33,728,525 45.2%
| 25,744,558 34.5%

| 20,183,598 27.1%
| 13,564,631 18.2%
15,570,244 20.9%

Local AM/FM Radio (11370462 T
Audio Streaming Services 10,487 828 YT
Podeasts | 12,541,424
8,525,712 11.4%
Cable TV Networks S
: CHICAGO
Local Broadcast TV CHICAGO
7.646.652 10.3%
Newspapers e 2
pap 6.813.463 9.1%
B P18+ CHICAGO DMA GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Shopped/Visited/Bought past 3mos Due to Ads on %)
H P18+ USA AVERAGE: GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Shopped/Visited/Bought past 3mos RQue to Ads on %)
CHICAGO DMA Scarborough R12026: Feb25-Feb26 Quallintab: 981 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. Soe a.al for Anything «

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)



Social Media

Websites

Direct Mail

Broadcast, Cable, & Sat TV
Video Streaming Services

Podcasts

"Advertising Actions”

P18+ WASHINGTON, DC DMA GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
(Shopped/Visited/Bought past 3mos Due to Ads on %)

33,728,525 45.2%

Local AM/FM Radio

11,372,462 15.2%

Audio Streaming Services
Billboards

Newspapers

Local Broadcast TV

Cable TV Networks

10,487,828 14.1%

8,525,712 11.4%

6,813,463 9.1%

WASHINGTON, DC
7,646,652 10.3%

m P18+ WASHINGTON, DC DMA GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Shopped/Visited/Bought past 3mos Due to Ads on %)
B P18+ USA AVERAGE: GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Shopped/Visited/Bought past 3mos Due to Ads on %)

WASHINGTON, DC DMA  Scarborough R1 2026: Mar25-Mar26  QualIntab: 1548 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. SO e a . al for Anything =

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)



Social Media

Websites

Direct Mail

Podcasts

Broadcast, Cable, & Sat TV
Video Streaming Services

Audio Streaming Services

"Advertising Actions"

P18+ SEATTLE-TACOMA DMA GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
(Shopped/Visited/Bought past 3mos Due to Ads on %)

33,728,525

25,744,558 3a5% i

15 570 244 20.9%

10 487'828

Local AM/FM Radio

11 372,462 15.2%

Cable TV Networks Srbnr T
Billboards Sl T
Newspapers e 1%
= P18+ SEATTLE-TACOMA DMA GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Shopped/Visited/Bought past 3mos Due to Ads on %)
m P18+ USA AVERAGE: GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Shopped/Visited/Bought past 3mos Due to Ads on %)
SEATTLE-TACOMA DMA  Scarborough R1 2026: Mar25-Mar26  Qual Intab: 997 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. soe a, al for Anything o

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)



"Advertising Actions"

P18+ PHOENIX DMA GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
(Shopped/Visited/Bought past 3mos Due to Ads on %)

Social Media

33,728,525  45.2%

34.5%

Websites 25,744 558

Direct Mail 20,183,508 27.1%

Broadcast, Cable, & Sat TV

Podcasts 12,541,424 16.8%

Local AM/FM Radio

10,487,828

Video Streaming Services
BikiET
Local Broadcast TV

Cable TV Networks

¥ P18+ PHOENIX DMA GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Shopped/Visited/Bought past 3mos Due to Ads on %)

H P18+ USA AVERAGE: GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Shopped/Visited/Bought past 3mos Due to Ads on %)
PHOENIX DMA Scarborough R12026: Feb25-Feb26 Quallintab: 597 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. SO e a . al for Anything ©

Audio Streaming Services

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)



