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63.7% or 41,315,119 of USA Women 25 - 54 Purchased Items on AMAZON in the past 3mos.
Typical Women 25 - 54 who Purchased Items on AMAZON in the past 3mos are 39.9 years old (.4% younger
than average) and have a $100,566 (12.% higher than average) annual household income.
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57.4% or 1,108,127 of CHICAGO DMA Women 25 - 54 Purchased Items on AMAZON in the past 3mos.
Typical Women 25 - 54 who Purchased Items on AMAZON in the past 3mos are 39.9 years old (.6% younger
than average) and have a $126,318 (20.4% higher than average) annual household income.

@ Percent of Market: Women 25 - 54 ﬂ\l‘tGender of Target vs. Market: Women 25 - 54 Ethnicity of Target vs. Market:

100.0% White
Black/African
American
o = who Purchased Items on
5 7 ,4 A) AMAZON in the past 3mos Ashii
) %M vs. %F: |
= Remainder of CHICAGO DMA Other
Average Age: 0.0 40.1 )
X 09% Hispanic g
Total Persons: # Persons: 1,931,442
823,315 Men Men Women Women « who Purchased Items on AMAZON in the past 3mos  m CHICAGO
. " Average Age: r
Age Cell Demographics of Target vs. Market: M= HHI of Target vs. Market:
Women 25 - 54
w who Purchased ltems on AMON in the past 3mos B CHICAGO <$35K HHI
$35K-$50K HHI
$SOK-S$75K HHI |
20.89 .
16.8%4 $75K-$100K HHI
15.294 15.5% :
4 $100K-$150K HHI pe -
$150K-$250K HHI -
0.0% 0.0% 0.0% 0.0% 0.0% $250K+ HHI
18-20 21-24 25-29 30-34 35-39 45-49 50-54 55-59 60-64 65-69 70+ : - .
m who Purchased Items on AMAZON in the past 3mos W CHICAGO Ava AL 126,318

CHICAGO DMA Scarborough R2 2024: Aug23-Sep24 Qual Intab 1,772
All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

[(Stores/services shopped online past 3 months: Amazon AND Stores/services bought past 3 months: Amazon)]



amazon

e
‘fw-_n ﬁ- ﬁ.]

52.2% or 789,308 of WASHINGTON, DC DMA Women 25 - 54 Purchased Items on AMAZON in the past 3mos.
Typical Women 25 - 54 who Purchased Items on AMAZON in the past 3mos are 40.2 years old (.9% older

5 than average) and have a $148,363 (15.% higher than average) annual household income.
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@ Percent of Market: Women 25 - 54
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72.3% or 825,123 of SEATTLE-TACOMA DMA Women 25 - 54 Purchased Items on AMAZON in the past 3mos.
Typical Women 25 - 54 who Purchased Items on AMAZON in the past 3mos are 39.8 years old (.1% younger
than average) and have a $126,466 (5.% higher than average) annual household income.
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62.3% or 684,964 of PHOENIX DMA Women 25 - 54 Purchased Items on AMAZON in the past 3mos.
Typical Women 25 - 54 who Purchased Items on AMAZON in the past 3mos are 38.9 years old (3.2% younger
than average) and have a $96,824 (8.7% higher than average) annual household income.
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63.7% or 41,315,119 of USA Women 25 - 54 Purchased Items on AMAZON in the past 3mos.

Women 25 - 54 who Purchased Items on AMAZON in the past 3mos are 16.2% more likely to be a college
graduate, 9.5% more likely to work full-time, 8.1% more likely to be married, 13.% less likely to be a
grandparent of 1 or more children under 18.
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57.4% or 1,108,127 of CHICAGO DMA Women 25 - 54 Purchased Items on AMAZON in the past 3mos.
Women 25 - 54 who Purchased Items on AMAZON in the past 3mos are 34.5% more likely to be a college
graduate, 23.5% more likely to work full-time, 12.6% more likely to be married, 18.4% less likely to be a
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52.2% or 789,308 of WASHINGTON, DC DMA Women 25 - 54 Purchased Items on AMAZON in the past 3mos.
Women 25 - 54 who Purchased Items on AMAZON in the past 3mos are 21.4% more likely to be a college
graduate, 8.5% more likely to work full-time, 5.4% more likely to be married, 15.5% less likely to be a

| grandparent of 1 or more children under 18.

iy .
i ﬁ.f Education Levels: Women 25 - 54 Employment: Women 25 - 54 ' V) Marital Status: Women 25 - 54
\
+ 2.3% - : 32.6%
Some High School or Less (not graduate) - caw Employed Full-Time or Part-Time 79 1% Single, Never Married 34.0%
y 16.0% ; 59 6% " 57.1%
High School Graduate (12th grade or GED) Employed Full-Time (35 hours or more) Married 58.2%
Some College Credit (no degree) Employed Part-Time (less than 35 hours) & Legally Separated .1'332
6 i
Associate's Degree (AA, AS, etc.) 1 White Collar Divorced ka2’
egree (AA, AS, etc.
College Graduate (4 year college) 24, qry Blue Collar 12'4‘.% Widowed 0 gg?;
% 0%
Postgraduate Degree 26.3% 33.6% Work From Home (most of the time or always) ' LGBTQ+ (net) - ggcf
0 o 0 ot
who Purchased items on AMAZON in the past 3mos = WASHINGTON, DC who Purchased items on AMAZON in the past 3mos B WASHINGTON, DC who Purchased Items on AMAZON in the past 3mos = WASHINGTON, DC

Top-20 Occupations: Women 25 - 54

13.4%

6.2% 6.1%

Entrepreneurs/Military Experience

114t 8| Stage in Life: Women 25 - 54

6.2%
A0 4.8% 2.3% 2.6% Parent of 1 or more Children under 18 28:3%
- - I 52.5%
52 — ) 36.6%
BA9B2% g,y . smallBusiness  SelfEmployed  Curent or Former Working Mothers N 37.0%
5% 62% o Owner Military Service
5.4% 8% 3% ap53% 45 ” o 3T e 2.0% Parent of 1 or more Children Under Age 2 - 89;‘;:
il L TP P P, 16.6%
I ' . . L150.9% 07508% | ,u07% Qas0.5% Parent of 1 or more Children Age 2-5 . 210
O om o o
é‘?\ ,p°° #’b gp 4}36" \,&e "o@,; ‘ps"’ q@o ep&& oo #& ‘fi@w Parent of 1 or more Children Age 6- 11 _2128? 4%
qh N °° & & 5 K E &
& & g w,p 9‘@# & @eﬂ & o & o & S ad ° u“"’6 &b & & Parent of 1 or more Children Age 12 - 17 2L
& & ¢ & & & S LS & & & & & € I 23.9%
AP A A N O A & & P A 4 & 8.1%
gff - & 5 & & < & & < & & o Parent of 1 or more Children in College W 7%
6‘*9 & 3,\9‘ & e‘é& & K & @4« o < + G
@\df" > qv.*\f & Grandparent of 1 or more Children under 18 (] 7803%6
o &
: who Purchased ltems on AMAZON in th: past 3mos = WASHINGTON, DC who Purchased items on AMAZON in the past 3mos = WASHINGTON, DC

WASHINGTON, DC DMA Scarborough R1 2024: Feb23-Apr24 Qual Intab

2,735
All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, inc. LLC. All rights reserved.

[(Stores/services shopped online past 3 months: Amazon AND Stores/services bought past 3 months: Amazon)]



72.3% or 825,123 of SEATTLE-TACOMA DMA Women 25 - 54 Purchased Items on AMAZON in the past 3mos.
Women 25 - 54 who Purchased ltems on AMAZON in the past 3mos are 7.6% more likely to be a college
graduate, 7.5% more likely to work full-time, 4.9% more likely to be married, 8.6% less likely to be a
grandparent of 1 or more children under 18.
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who Purchased ltems on AMAZON in the past 3mos

62.3% or 684,964 of PHOENIX DMA Women 25 - 54 Purchased Items on AMAZON in the past 3mos.
Women 25 - 54 who Purchased Items on AMAZON in the past 3mos are 9.7% more likely to be a college
graduate, .1% more likely to work full-time, 1.7% more likely to be married, 32.3% less likely to be a
grandparent of 1 or more children under 18.
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14t ¥ Stage in Life: Women 25 - 54
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63.7% or 41,315,119 of USA Women 25 - 54 Purchased Items on AMAZON in the past 3mos.

A Women 25 - 54 who Purchased Items on AMAZON in the past 3mos are 14.1% more likely to own their
—_— home, 20.4% more likely to own a higher valued home, 9.5% more likely to have a single-family home, 11.%

more likely to have a dog.
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57.4% or 1,108,127 of CHICAGO DMA Women 25 - 54 Purchased Items on AMAZON in the past 3mos.

amazon ——— cHI Women 25 - 54 who Purchased Items on AMAZON in the past 3mos are 21.3% more likely to own their

[— home, 3.2% more likely to own a lower valued home, 12.5% more likely to have a single-family home, 13.2%
more likely to have a dog.
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52.2% or 789,308 of WASHINGTON, DC DMA Women 25 - 54 Purchased Items on AMAZON in the past 3mos.

amazon EEEE Women 25 - 54 who Purchased Items on AMAZON in the past 3mos are 18.2% more likely to own their
%) =——— home, 4.8% more likely to own a higher valued home, 9.3% more likely to have a single-family home, 16.5%
i more likely to have a dog.
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72.3% or 825,123 of SEATTLE-TACOMA DMA Women 25 - 54 Purchased Items on AMAZON in the past 3mos.
Women 25 - 54 who Purchased Items on AMAZON in the past 3mos are 6.5% more likely to own their home,

4% more likely to own a higher valued home, 3.9% more likely to have a single-family home, 3.5% more
ron likely to have a dog.
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amazon

> PHK

62.3% or 684,964 of PHOENIX DMA Women 25 - 54 Purchased Items on AMAZON in the past 3mos.
Women 25 - 54 who Purchased Items on AMAZON in the past 3mos are 19.8% more likely to own their

home, 3.7% more likely to own a lower valued home, 9.9% more likely to have a single-family home, 5.8%
more likely to have a dog.
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63.7% or 41,315,119 of USA Women 25 - 54 Purchased Items on AMAZON in the past 3mos.

amazon —— “sn Women 25 - 54 who Purchased Items on AMAZON in the past 3mos are 1.% more likely to look up D-I-Y

.f ¥ j'i advice online, 5.5% more likely to always vote in local elections, 5.1% more likely to belong to a gym,
p e I IS
=R | 10.4% more likely to fly domestic past yr.
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57.4% or 1,108,127 of CHICAGO DMA Women 25 - 54 Purchased Items on AMAZON in the past 3mos.

amazon c “I Women 25 - 54 who Purchased Items on AMAZON in the past 3mos are .4% less likely to look up D-I-Y

i
- al™y) advice online, 12.9% more likely to always vote in local elections, 2.% more likely to belong to a gym, 16.%
f‘;—" : i f :
B more likely to fly domestic past yr.
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amazon 52.2% or 789,308 of WASHINGTON, DC DMA Women 25 - 54 Purchased Items on AMAZON in the past 3mos.
Women 25 - 54 who Purchased Items on AMAZON in the past 3mos are 1.3% less likely to look up D-I-Y

- al -1 7 — advice online, 7.6% more likely to always vote in local elections, 3.1% more likely to belong to a gym,
=N’ 13.5% more likely to fly domestic past yr.
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72.3% or 825,123 of SEATTLE-TACOMA DMA Women 25 - 54 Purchased Items on AMAZON in the past 3mos.
Women 25 - 54 who Purchased Items on AMAZON in the past 3mos are 4.1% less likely to look up D-I-Y
advice online, 9.% more likely to always vote in local elections, 4.7% more likely to belong to a gym, 3.4%
more likely to fly domestic past yr.
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62.3% or 684,964 of PHOENIX DMA Women 25 - 54 Purchased Items on AMAZON in the past 3mos.
Women 25 - 54 who Purchased Items on AMAZON in the past 3mos are 9.7% more likely to look up D-I-Y
advice online, 11.1% more likely to always vote in local elections, 13.2% more likely to belong to a gym,
19.1% more likely to fly domestic past yr.
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Marathon,
® who Purchased items on AMAZON in the past 3mos W PHOENIX e

PHOENIX DMA Scarborough R2 2024: Aug23-Aug24 Qual Intab 1,208
All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, inc. LLC, All rights reserved.

[(Stores/services shopped online past 3 months: Amazon AND Stores/services bought past 3 months: Amazon)]



Past 30-days QSR Users: Women 25 - 54
|

1time

2times

3 times

4 times

Stimes

6 -9times

10 times or more

wwho Purchased Items on AMAZON in the past 3mos

Avg. Monthly QSR Meals:

Total Monthly QSR Users:
93.2%

63.7% or 41,315,119 of USA Women 25 - 54 Purchased Items on AMAZON in the past 3mos.
Women 25 - 54 who Purchased Items on AMAZON in the past 3mos are 1.9% more likely to use QSRs past
mo., 5.4% more likely to use Sit-Down Restaurants past mo., 1.8% less likely to use Casinos past yr., 18.3%

less likely to smoke cigarettes.

Past 30-days Sit-Down Restaurant Users: Women 25-54
€ ¥

1time 15.2%

2 times

15.2%

3times 14.0%

4 times 8.9%

5 times 7.0%

6-9times 9.9%

10times or more

2.4%

® who Purchased Items on AMAZON in the past 3mos BUSA

Total Monthly Sit-Down Restaurant Users:
74.8%
48,526,41

Avg. Monthly Sit-Down Restaurant Meals:
78.9%

Liquor

Wine

Any Type of Beer
Imported Beer
Domestic Regular Beer
Domestic Light Beer

Microbrew / Craft Beer

# who Purchased items on AMAZON in the past 3mos

mUsA

USA USA Projection Scarborough R2 2024: Aug23-Sep24 Qual Intab

All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Top-10 Cuisines: Women 25 - 54

(Sit-Down Restaurants Used Past 30-days)

ialan Wings/
Burgers |

sports Bar

Upsale Steakhouse

®who Purchased Items on AMAZON in the past 3mos

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
‘who Purchased Items on AMAZON in the past 3mos 28.5%

us 27.0%

musA

Past 12 months Casino Activities: Women 25 - 54

Slot Machines

Bar / Nightclub

Upscale Restaurant

Table Games (Craps, Poker, etc.)
Stage Show / Concert

Spa

Sports Betting

Other Gambling

Casinos visited past 12 months: Yes
mUSA

= who Purchased Items on AMAZON in the past 3mos

13,599

USA Projection Scarborough R2 2024: Aug23-Sep24 Qual Intab 23,097

Used Past 30-days: Women 25 - 54

Marijuana / Cannabis Cigarettes

# who Purchased Items on AMAZON in the past 3mos.

[(Stores/services shopped online past 3 months: Amazon AND Stores/services bought past 3 months: Amazon)]



damazon

]

&‘17

Past 30-days QSR

2 times

3 times

4 times

5times
6-9times
10times or more

Total Monthly QSR Users:
96.7%

1time &

u who Purchased Items on AMAZON in the past 3mos

94.0%

| somsse 1814885

N

ers: Women 25 - 54

u CHICAGO

Avg. Monthly QSR Meals:

e

57.4% or 1,108,127 of CHICAGO DMA Women 25 - 54 Purchased Items on AMAZON in the past 3mos.
Women 25 - 54 who Purchased Items on AMAZON in the past 3mos are 2.9% more likely to use QSRs past
mo., 10.1% more likely to use Sit-Down Restaurants past mo., 5.4% less likely to use Casinos past yr., 85.3%
less likely to smoke cigarettes.

Past 30-days Sit-Down Restaurant Users: Women 25 - 54

12.6%
14.3% [

[ ] » 1time

2 times

3times

4 times

5 times

6-9times

10times or more

86.2%

# who Purchased Items on AMAZON in the past 3mos

Total Monthly Sit-Down Restaurant Users: Al
78.3%

Drank Past 30-days. Women 25 - 54

Liquor

Wine

Any Type of Beer
Imported Beer
Domestic Light Beer
Domestic Regular Beer

Microbrew / Craft Beer

# who Purchased Items on AMAZON in the past 3mos

CHICAGO DMA

- ¥
B CHICAGO
Scarborough R2 2024: Aug23-Sep24 Qual Intab

H CHICAGO

W B

Top-10 Cuisines: Women 25 - 54

(Sit-Down Restaurants Used Past 30-days)

Chinese  piza  Coffee  Bagel/
Mouse/ Donut/

Coffes ar  Bakery D(hev

asian

nexican

mmuu maian
™a

= who Purchased I tems on AMAZON in the past 3mos

who Purchased tems on AMAZON in the post 3mos

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc. )
ARSI 3

CHIEAGO 524,1/5 32.3%

wings/
Burgers /
spors Bar

upscale

WCHICAGO

seafood

Past 12 months Casmo Activities: Women 25 - 54

Slot Machines

Table Games (Craps, Poker, etc.)

Bar / Nightclub
Upscale Restaurant
Stage Show / Concert
Spa

Other Gambling

Sports Betting

400,396 20.7%

114,566 5.9%
B

2.0%
oy

2.0%

2.3%
2.0%

37,995

® who Purchased Items on AMAZON in the past 3mos

1,772

All Graphs and HBIAI Data Madeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Casinos visited past 12 Yes

Used Past 30-days: Women 25 - 54

® CHICAGO

/ Cannabis

Cigarettes

= who Purchased Items on AMAZON in the past 3mos.

[(Stores/services shopped online past 3 months: Amazon AND Stores/services bought past 3 months: Amazon)]

Vape

WCHICAGO

.9%



Past 3

0-days QSR Users: Women 25 - 54

u 1time

2 times

11.1%

3times

4 times

# who Purchased items on AMAZON in the past 3mos ® WASHINGTON, DC

5 times

6-9times

10times or more

Total Monthly QSR Users: Avg. Monthly QSR Meals:
96.1% 92.4%

0 msan 1398150 - n

less likely to smoke cigarettes.

52.2% or 789,308 of WASHINGTON, DC DMA Women 25 - 54 Purchased Items on AMAZON in the past 3mos.
Women 25 - 54 who Purchased Items on AMAZON in the past 3mos are 4.% more likely to use QSRs past
mo., 7.6% more likely to use Sit-Down Restaurants past mo., 12.6% less likely to use Casinos past yr., 77.1%

Past 30-days Sit-Down Restaurant Users: Women 25 - 54

[ ] 1time

10.7%

2 times

17.2%

3 times 15.7%

4 times 8.6%

5 times 729
6-9times

10times or more

d I
]
R

=

=

® who Purchased Items on AMAZON in the past 3mos ® WASHINGTON, DC

Total Monthly Sit-Down Restaurant Users:  Avg. Monthly Sit-Dg

83.6% 77.7%

cant Meals:

Drank Past 30-days: Women 25 - 54
Liquor

Wine

Any Type of Beer 25.7%
imported Bear

Domestic Regular Beer

201,245 13.3%

Domestic Light Beer 145,29...5% - v
Microbrew / Craft Beer 4 :9:‘% | ]

wwhao Purchased Items on AMAZON in the past 3mos
WASHINGTON, DC DMA

®WASHINGTON, DC

Scarborough R1 2024: Feb23-Apr24

Qual Intab

Top-10 Cuisines: Women 25 - 54

(Sit-Down Restaurants Used Past 30-days)

7.3 =
a1 | -
B
i i
Piza  mexican

Chinese Upsclle  Bagel/  nhakian steakhouse Seafood
Donue /

Bakary

= who

pa ON, DC

who Purchased Items on AMAZON in the past 3mos 35.2%

po— sa.4%

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
s

Past 12 months Casino Activities: Women 25 - 54

Slot Machines

261,813 ALs%
Bar / Nightlub

Upscale Restaurant

Stage Show [ Concert

Table Games (Craps, Poker, etc.)
Spa

Sports Betting

Other Gambling

Casinos visited past 12 hs: Yes

Used Past 30-days: Women 25 - 54

Cigarettes

/ Cannabis

= who Purchased Items on AMAZON in the past 3mos
2,735

B WASHINGTON, DC

All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, inc. LLC. All rights reserved.

Vape

= who Purchased Items on AMAZON in the past 3mos = WASHINGTON, DC

[(Stores/services shopped online past 3 months: Amazon AND Stores/services bought past 3 months: Amazon)]



Past 30-days QSR Users: Women 25 - 54
N
17.

2times

3 times

4 times

w who Purchased items on AMAZON in the past 3mos

5 times

6 -9times

10times or more
W SEATTLE-TACOMA

Avg. Monthly QSR Meals:
87.2%

.
904,397

Total Monthly QSR Users:
88.4%

less likely to smoke cigarettes.

72.3% or 825,123 of SEATTLE-TACOMA DMA Women 25 - 54 Purchased Items on AMAZON in the past 3mos.
Women 25 - 54 who Purchased Iltems on AMAZON in the past 3mos are 1.4% more likely to use QSRs past
mo., 3.1% more likely to use Sit-Down Restaurants past mo., 6.4% less likely to use Casinos past yr., 78.5%

Past 30-days Sit-Down Restaurant Users: Women 25 - 54
(] ) 1time

~18.8%

2 times

3 times

13.6%
%

4 times

5 times

6-9times

10 times or more

= who Purchased items on AMAZON in the past 3mos

Total Monthly Sit-Down Restaurant Users: ly Sit-Down ant Meals:
72.4% 70.2%

W SEATTLE-TACOMA

Avg.

Drank Past 30-days: Women 25 - 54

Liquor

Any Type of Beer 425470 37.3%
Wine ey 31.0%
Imported Beer

Domestic Regular Beer

Domestic Light Beer

-v Vv
¥

Microbrew / Craft Beer

= who Purchased Items on AMAZON in the past 3mos
SEATTLE-TACOMA DMA

W SEATTLE-TACOMA

Scarborough R2 2024: Aug23-Aug24

Qual Intab

Top-10 Cuisines: Women 25 - 54

(Sit-Down Restaurants Used Past 30-days)

.

indian/  Bagel f seatood  Upscale
Thai/  Doaut/
Other  Bakery
Aasian

# who Purchased items on AMAZON in the past 3mos  SEATTLE-TACOMA.

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Purchased items on AMAZON n the past Smos [ OZBSANII 23.4%

seaTTLE-TACOMA [EEEEST 23.9%

Past 12 months Casino Activities: Women 25 - 54
Slot Machines

Upscale Restaurant
Bar/ Nightclub gt

Table Games (Craps, Poker, etc.)

|2 I
o B
18
8 b
== FS
b
bt
s
< g
o
R}

Stage Show / Concert

Spa
Sports Betting  prern _’3.?;2
i g g 2.8%
Other Gambling  prem’ 57coe Casinos visited past 12 months: Yes

# who Purchased items on AMAZON in the past 3mos
2,704

W SEATTLE-TACOMA

All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadceasting, Inc. LLC. All rights reserved.

Used Past 30-days: Women 25 - 54

Marijuana / Cannabis Cigarettes Vape

= who Purchased Items on AMAZON in the past 3mos = SEATTLE-TACOMA

[(Stores/services shopped online past 3 months: Amazon AND Stores/services bought past 3 months: Amazon)]



amazon

less

62.3% or 684,964 of PHOENIX DMA Women 25 - 54 Purchased Items on AMAZON in the past 3mos.
Women 25 - 54 who Purchased ltems on AMAZON in the past 3mos are 2.3% more likely to use QSRs past
mo., 7.5% more likely to use Sit-Down Restaurants past mo., 15.6% less likely to use Casinos past yr., 82.9%

likely to smoke cigarettes.

g ‘ ?L I\ 1time [ ]
2times
3 times
4 times
-otmes

10times or more

25.5%
wwho Purchased items on AMAZON in the past 3mos m PHOENKX

Total Monthly QSR Users: Avg. Monthly QSR Meals:
95.4% 93.2%

-
C e 1,025 097

10 times or more

Total Monthly Sit-Down Restaurant Users:

Past 30-days Sit-Down Restaurant Users: Women 25-54

s
_l-m

®

2 times
3 times
4 times

5 times

6-9times

# who Purchased I!ems on AMAZON in the past 3mos

W PHOENIX
Avg. Monthly Sit-Down Restaurant Meals:
81.0% 75.3%

Drank Past 30~days: Women 25 - 54

Liquor
Any Type of Beer

Wine

Imported Beer “0 S

19.1%

141, zﬁ 8%

Domestic Regular Beer

Domestic Light Beer

6%

Microbrew / Craft Beer 9.9%

# who Purchased Items on AMAZON in the past 3mos
PHOENIX DMA

m PHOENIX

Scarborough R2 2024: Aug23-Aug24 Qual Intab 1,208

All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Table Games (Craps, Poker, etc.)

Top-10 Cuisines: Women 25 - 54

(Sit-Down Restaurants Used Past 30-days)

Medn  chiness  coffee ke wlon)| Vsl Dpects, R saskiouen
Housa Burgers [
Coffee mar mrm Sports Bar uwv
Asizn
w who Purchased I tems on AMAZON in the past 3mos mPHOENIX

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Purchased items on AMAZON in the past Smos [ RTAOANIIIN 21.5%

e 2%

Past 12 months Casmo Activities: Women 25-54

Slot Machines T

12.6%

11

33.3%

Bar / Nightclub

10. d%

Upscale Restaurant

10.3%

105,

Stage Show / Concert

Other Gambling E z‘sﬁ%
sea BR 1
i B
Sports Betting 1.4% Casinos visited past 12 months: Yes

® who Purchased ltems on AMAZON in the past 3mos W PHOENIX

Used Past 30-days: Women 25 - 54
\
wil

_“
Marijuana / Cannabis Cigarettes Vape
= who Purchased Items on AMAZON in the past 3mos ® PHOENIX

[(Stores/services shopped online past 3 months: Amazon AND Stores/services bought past 3 months: Amazon)]



amazgn

401K Plan S

IRA (Individual Retirement Account)

20,278,125 31.3%
80l 13.5%
7,041,118 TX-
13.7%
2 10.4%
11.1%
9.8%
B,373.2%
5,117 JFES

01,4608%
6.5%

3,
!«m
L%

® who Purchased Items on AMAZON in the past 3mos

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

mUSA

Debitor ATM  Checking

card

Financial Services Has and/or Uses: Women 25 - 54

Credit Card Mobile

Banking

savings

Account Account

Online
Banking

Online Bill

Paying

Home

Mortgage

Auto Loan  Studentloan

® who Purchased Items on AMAZON in the past 3mos

63.7% or 41,315,119 of USA Women 25 - 54 Purchased Items on AMAZON in the past 3mos.
Women 25 - 54 who Purchased Items on AMAZON in the past 3mos are 16.3% more likely to have a 401K,

20.4% more likely to have an Auto Loan, 23.5% more likely to Invest/Trade Stocks Online, 1.5% more likely to
pay with their Debit Card.

10.5% g.1% 10.5% ,

Money  Certificates of Personal Loan Refinanced Home
Market  Deposit(CDs) Home Improvement
Account Mortgage Loan or Home
Equity Loan
mUSA

Professional Serwces Used*' Women 25 - 54

Financial Planner
Online Investing / Stock Tradi d 1
nline Investing / Stock Trading 7,843,431 12.1%
2 10.0%
Accountant 5150819 ETC)
Insurance Agent at a Local Office (not online) g 2%
4,728,200 IREY
71%
5.6%
N 31%
Estate Planning EZ.S%

!.q_sge (*Past 12 Months)
1.2%
w who Purchased Items on AMAZON in the past 3mos mUSA

Scarborough R2 2024: Aug23-Sep24 Qual Intab

Real Estate Agent

Divorce / Family Attorney

USA USA Projection

13,599
All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadeasting, Inc. LLC. All rights reserved.

Zelle

Debit Card Venmo

MasterCard  Apple Pay

Cash App

Google Pay  Store Credit
Card

® who Purchased Items on AMAZON in the past 3mos

USA Praojection Scarborough R2 2024: Aug23-Sep24

Qual Intab

23,097

fpy'Past 3-Months Payment Methods Used: Women 25 - 54

5.3% 4.6% 4.4% 4,3%

2% 11.1%11.9%
: : : :
. ; e e

American Discover Facebook  Square Cash Samsung Pay
Express Messenger
mUSA

[(Stores/services shopped online past 3 months: Amazon AND Stores/services bought past 3 months: Amazon)]



57.4% or 1,108,127 of CHICAGO DMA Women 25 - 54 Purchased Items on AMAZON in the past 3mos.
Women 25 - 54 who Purchased Items on AMAZON in the past 3mos are 29.7% more likely to have a 401K,
25.4% more likely to have an Auto Loan, 40.2% more likely to Invest/Trade Stocks Online, 1.8% less likely to
pay with their Debit Card.

“ﬁ 4 Investments Owned: Women 25 - 54 Financial Services Has and/or Uses: Women 25 - 54

IRA (Individual Retirement Account)
Stocks or Stock Options
18.8%
Mutual Funds .ass

Money Market Funds 11.7%

CIPEY] 10.2%

529 Plan / College Savings Plan M ARTR

Other (Crypto / NFTs / Metals, etc.) 9.5%

10.4%10.0% 10.8%

7o i e 6.7%  6.6% g 35
xl 7.7 5.
Bonds 7.2% Debitor ATM  Checking savings  CreditCard  Mobile Online Home Online Bill  Autoloan Studentloan  Money  Personal Loan Certificates of Refinanced Home
card Account Account Banking Banking Mortgage Paying Market Deposit(CDs)  Home  Improvement
Second Home or Real Estate Property 2&01,26 Account Mortgage  Loan or Home
= Equity Loan
= who Purchased ltems on AMAZON in the past 3mos = CHICAGO

w who Purchased Items on AMAZON in the past 3mos m CHICAGO

Professional Services Used*: Women 25 - 54 | "pey'Past 3-Months Payment Methods Used: Women 25 - 54

Tax Preparation Service

508,416 26.3!

Online Investing / Stock Trading m
15.4%
R
Insurance Agent ata Loca Ofice not o) ERRRIESRRR Ot 132% (4 [

12.6%
Real Estate Agent St rey
5.7%

i I 10.0% 10.8%
Estate Planning ms% Y g o1 o _
*Past 12 Month: VisA PayPal Debit Card Zell Vi
Divorce / Family Attorney r’l.!-% (*Pas lonths) ayP. e lenmo

MasterCard  Apple Pay CashApp  Store Credit Google Pay Discover American Facebook  Square Cash Samsung Pay
1.0%

Card Express Messenger
® who Purchased ltems on AMAZON in the past 3mos B CHICAGO » who Purchased ltems on AMAZON in the past 3mos m CHICAGO

CHICAGO DMA Scarborough R2 2024: Aug23-Sep24 Qual Intab 1,772
All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

[(Stores/services shopped online past 3 months: Amazon AND Stores/services bought past 3 months: Amazon)]



52.2% or 789,308 of WASHINGTON, DC DMA Women 25 - 54 Purchased Items on AMAZON in the past 3mos.

Women 25 - 54 who Purchased Items on AMAZON in the past 3mos are 21.1% more likely to have a 401K,

26.6% more likely to have an Auto Loan, 39.1% more likely to Invest/Trade Stocks Online, 2.8% less likely to
pay with their Debit Card.

IRA (Individual Retirement Account)
Stocks or Stock Options

20.8%

Mutual Funds mﬁ
Money Market Funds 225,057 14$*
529 Plan / College Savings Plan “_5;93%
Other (Crypto / NFTs / Metals, etc.) m&:;ﬁ%
Bonds 8.3’7;'"%

Second Home or Real Estate Property Es ;ggz

mwho Purchased ltems on AMAZON in the past 3mos m WASHINGTON, DC

mﬁdlnvestments Owned: Women 25 - 54

Financial Services Has and/or Uses: Women 25 - 54

10.9%10.1% 11.0% g 206
-2%  6.8%
4.6%

Debitor ATM  Checking Savings  Credit Card Mobile Online Online Bill Home

Money  Studentloan Refinanced Certificates of Personal Loan  Home
card Account Account Banking Banking Paying Mortgage Market Home Deposit (CDs) Improvement
Account Mortgage Loan or Home
Equity Loan

= who Purchased Items on AMAZON in the past 3mos m WASHINGTON, DC

Professional Services Used*: Women 25 - 54

Tax Preparation Service

398, 2

Online Investing / Stock Trading m
176,743 11.7%
8.7%
Accountant 7.5
Insurance Agent at a Local Office (not online) 815 L%
LERIE 5.5%
6.0%
Real Estate Agent  pogeng”™

Estate Planning !"ﬁm

Divorce / Family Attorney r;:::

m who Purchased items on AMAZON in the past 3mos
WASHINGTON, DC DMA

Financial Planner

B WASHINGTON, DC

Scarborough R1 2024: Feb23-Apr24 Qual Intab

(*Past 12 Months)

Py Past 3-Months Payment Methods Used: Women 25 - 54

6.3% 55% 4.6% 5.2%
= - |

Facebook  Square Cash Samsung Pay
Messenger

Google Pay  Store Credit  American Discover
Card Express

VISA PayPal Venmo MasterCard  ApplePay  Cash App

m who Purchased Items on AMAZON in the past 3mos ® WASHINGTON, DC

2,735
All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights re;erve'd.

[(Stores/services shopped online past 3 months: Amazon AND Stores/services bought past 3 months: Amazon)]




amazg_p

mﬁ 4 Investments

401K Plan

IRA (Individual Retirement Account)

Stocks or Stock Options
11.3%
Mutual Funds

11.3%
Other (Crypto / NFTs / Metals, etc.)

.- 9.5%
99,441 B.7%
, 8.9%

Money Market Funds 8.5%

529 Plan / College Savings Plan 7:‘::6

Owned: Women 25 - 54

51.0% |
6%

371,817 32.6%

' 72.3% or 825,123 of SEATTLE-TACOMA DMA Women 25 - 54 Purchased Items on AMAZON in the past 3mos.
Women 25 - 54 who Purchased Items on AMAZON in the past 3mos are 6.5% more likely to have a 401K,

9.7% more likely to have an Auto Loan, 13.5% more likely to Invest/Trade Stocks Online, 3.3% more likely to
| pay with their Debit Card.

o Financial Services Has and/or Uses: Women 25 - 54

10.6% 9.5
. 8.0% 7.
7% 8% a1%

__—

SHATA 7.1% e = = : 3
Bonds 6.6% Checking DebitorATM  Savings  CreditCard  Mobile online online Bill Home Autoloan Studentloan Certificatesof Money  Personal Loan Refinanced Home

Account card Account Banking Banking Paying Mortgage Depodit(CDs) Market Home  Improvement

Second Home or Real Estate Property E 2‘3’,2 Account Mortgage Loan or Home

- Equity Loan

# who Purchased Items on AMAZON in the past 3mos u SEATTLE-TACOMA ® who Purchased Items on AMAZON in the past 3mos m SEATTLE-TACOMA
H H - -
Professional Services Used*: Women 25 - 54 foy'Past 3-Months Payment Methods Used: Women 25 - 54
6.3%
Accountant 73.048 6.5%
Insurance Agent at a Local Office (not onfine) 5.5%
66,777 5.9%
4.0% 4%
Real Estate Agent 3.5% 17.5%} 6.0%
26% 4.2% 4.8% 4.7% 305, 3.9%
Estate planning Pl 25¢ , o - .- : . O IO S
al i 1l k i i h
Divorce / Family Attorney ! ;:;: (*Past 12 Months) visA PayP: Venmo Debit Card Zelle ApplePay MasterCard CashApp  Google Pay Sorre‘ f;em A::;n:;n Discover njlae(;:r?::r Square Cash Samsung Pay
® whe Purchased Items on AMAZON in the past 3mos B SEATTLE-TACOMA m who Purchased ltems on AMAZON in the past 3mos m SEATTLE-TACOMA
SEATTLE-TACOMA DMA Scarborough R2 2024: Aug23-Aug24 Qual Intab 2,704

All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

[(Stores/services shopped online past 3 months: Amazon AND Stores/services bought past 3 months: Amazon)]




62.3% or 684,964 of PHOENIX DMA Women 25 - 54 Purchased Items on AMAZON in the past 3mos.
s Women 25 - 54 who Purchased Items on AMAZON in the past 3mos are 14.6% more likely to have a 401K,
9 32.1% more likely to have an Auto Loan, 18.9% more likely to Invest/Trade Stocks Online, 10.4% more likely to
| pay with their Debit Card.

amazon

ad =y

mﬁ Alnvestments wned: Women 2 -54 Financial Services Has and/or Uses: Women 25 - 54

IRA (Individual Retirement Account)

Stocks or Stock Options

529 Plan / College Savings Plan @_”“5-”‘
Other (Crypto / NFTs / Metals, etc.) 9_121,;“

101%
Mutual Funds M ek

| 13.9%
Money Market Funds & ::;i — M m 1% 6 0% 45%  3.1% 2.8%
o 1 2 1 e s o) T Lo RS
Bonds m;% Debit or ATM  Checking savings  CreditCard  Mobile Online Online Bill Home Autoloan Studentloan  Money  Certificates of Refinanced Home  Personal Loan
card Account Account Banking Banking Paying Mortgage Market  Deposit(CDs) Home  Improvement
Second Home or Real Estate Property E“ﬁ; Account Mortgage Loanor Home

Equity Loan
# who Purchased tems on AMAZON in the past 3mos. W PHOENIX w who Purchased Items on AMAZON in the past 3mos m PHOENIX

Professional Services Used*: Women 25 - 54 :'Past 3-Months Payment Methods Used: Women 25 - 54

Tax P tion Service oS
ax Preparation R 315,577 29.0%
Online Investing / Stock Trading
Financial Planner

9 8.6%
82,892 7.5%

i " 9.3%
I it at a Local Offi ot onli
S—————
. 1.6%
Real Estate Agent ﬁ.l%
: 5.1%
Estate Planning ! 21%

Accountant
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Women 25 - 54 who Purchased Items on AMAZON in the past 3mos spend an average of 2 days, 21 hours, 9 minutes
and 47 seconds each week with All Forms of Media.
82.5% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos spend an avg. of 7 hours and 7 minutes each week

| listening to All Local AM/FM Radio, representing 8.5% of total time spent with all forms of Media.
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am a zon Women 25 - 54 who Purchased Items on AMAZON in the past 3mos spend an average of 2 days, 20 hours, 57 minutes

- and 53 seconds each week with All Forms of Media.

- f al=] 87.3% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos spend an avg. of 6 hours and 43 minutes each week
= B listening to All Local AM/FM Radio, representing 8.5% of total time spent with all forms of Media.
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Women 25 - 54 who Purchased Items on AMAZON in the past 3mos spend an average of 3 days, 2 hours, 32 minutes
and 39 seconds each week with All Forms of Media.

82.9% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos spend an avg. of 7 hours and 50 minutes each week
listening to All Local AM/FM Radio, representing 8.7% of total time spent with all forms of Media.
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am azon Women 25 - 54 who Purchased Items on AMAZON in the past 3mos spend an average of 2 days, 13 hours, 0 minutes

= S and 45 seconds each week with All Forms of Media.

-~ f . ‘11 o 70.5% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos spend an avg. of 5 hours and 57 minutes each week
L= B listening to All Local AM/FM Radio, representing 6.9% of total time spent with all forms of Media.
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Women 25 - 54 who Purchased Items on AMAZON in the past 3mos spend an average of 2 days, 23 hours, 12 minutes
and 4 seconds each week with All Forms of Media.

80.2% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos spend an avg. of 7 hours and 22 minutes each week
listening to All Local AM/FM Radio, representing 8.3% of totaltime spent with all forms of Media.

o7

amazon
—-= * PHX

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

66:28:37

PHOENIX

% of Total
Weekly H:M:

® who Purchased ltems on AMAZON in the past 3mos B PHOENIX
PHOENIX ~ DMA  Scarborough R2 2024: Aug23-Aug2d4  Qual intab 1,208 PHOENIX ~ DMA  Scarborough R2 2024: Aug23-Aug24 ~ Qual Intab 2,268 H b rd Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, inc. LLC. All rights reserved. o Ryt i for Anything

[(Stores/services shopped online past 3 months: Amazon AND Stores/services bought past 3 months: Amazon)]



Women 25 - 54 who Purchased Items on AMAZON in the past 3mos spend an average of 2 days, 0 hours, 14 minutes

and 43 seconds each week with All Forms of Ad-Supported Media.
79.6% of Women 25 - 54 who Purchased Iltems on AMAZON in the past 3mos spend an avg. of 6 hours and 38 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 11.% of total time spent with all forms of Ad-Supported Media.
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Women 25 - 54 who Purchased Items on AMAZON in the past 3mos spend an average of 2 days, 0 hours, 41 minutes
and 33 seconds each week with All Forms of Ad-Supported Media.

83.7% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos spend an avg. of 6 hours and 6 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 10.5% of total time spent with all forms of Ad-Supported Media.
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Women 25 - 54 who Purchased Items on AMAZON in the past 3mos spend an average of 2 days, 5 hours, 37 minutes
and 19 seconds each week with All Forms of Ad-Supported Media.

78.4% of Women 25 - 54 who Purchased Items on AMIAZON in the past 3mos spend an avg. of 7 hours and 11 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 10.5% of total time spent with all forms of Ad-Supported Media.
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amazon Women 25 - 54 who Purchased Items on AMAZON in the past 3mos spend an average of 1 days, 18 hours, 1 minutes
s 2k and 5 seconds each week with All Forms of Ad-Supported Media.

68.9% of Women 25 - 54 who Purchased Items on AMIAZON in the past 3mos spend an avg. of 5 hours and 30 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 9.% of total time spent with all forms of Ad-Supported Media.
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Women 25 - 54 who Purchased Items on AMAZON in the past 3mos spend an average of 2 days, 0 hours, 23 minutes
and 23 seconds each week with All Forms of Ad-Supported Media.

77.2% of Women 25 - 54 who Purchased Items on AMIAZON in the past 3mos spend an avg. of 6 hours and 57 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 11.1% of total time spent with all forms of Ad-Supported Media.
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Top-13 All Forms of Media (Persons & % Reach): Women 25 - 54
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an avg. of 56.9 minutes/day.
Top-13 All Forms of Media (V Time Spent & Avg. Minutes/day Spent): Women 25 - 54

| Women 25 - 54 who Purchased Items on AMAZON in the past 3mos spend an average of 6 hours and
53 minutes each day with All Forms of Ad-Supported Media. 79.6% listen to Local AM/FM Radio for

(Local Radio delivers 11.% of Time with Ad-Supported Media.)
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amazon Women 25 - 54 who Purchased Items on AMAZON in the past 3mos spend an average of 6 hours and
57 minutes each day with All Forms of Ad-Supported Media. 83.7% listen to Local AM/FM Radio for
an avg. of 52.3 minutes/day. (Local Radio delivers 10.5% of Time with Ad-Supported Media.)
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amazon

an avg. of 61.6 minutes/day.

Women 25 - 54 who Purchased Items on AMAZON in the past 3mos spend an average of 7 hours and
39 minutes each day with All Forms of Ad-Supported Media. 78.4% listen to Local AM/FM Radio for
(Local Radio delivers 10.5% of Time with Ad-Supported Media.)
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Top-13 All Forms of Med’ra (Persons & % Reach): Women 25 - 54
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Women 25 - 54 who Purchased Items on AMAZON in the past 3mos spend an average of 6 hours and
0 minutes each day with All Forms of Ad-Supported Media. 68.9% listen to Local AM/FM Radio for an
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Women 25 - 54 who Purchased Items on AMAZON in the past 3mos spend an average of 6 hours and
54 minutes each day with All Forms of Ad-Supported Media. 77.2% listen to Local AM/FM Radio for

Food/Auctior

an avg. of 59.7 minutes/day. (Local Radio delivers 11.1% of Time with Ad-Supported Media.)
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32,876,387 or 79.6% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos listen to
Ad-Supported Local AM/FM Radio for an average of 56.9 minutes every day representing 36.7% of
all time spent daily with Ad-Supported Audio.
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[ 927,373 or 83.7% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos listen to
Ad-Supported Local AM/FM Radio for an average of 52.3 minutes every day representing 37.3% of
all time spent daily with Ad-Supported Audio.
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618,809 or 78.4% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos listen to
Ad-Supported Local AM/FM Radio for an average of 61.6 minutes every day representing 37.8% of
all time spent daily with Ad-Supported Audio.
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7 568,553 or 68.9% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos listen to
Ad-Supported Local AM/FM Radio for an average of 47.2 minutes every day representing 31.% of all
time spent daily with Ad-Supported Audio.
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Local AM/FM Radio
Spotify

[ 528,889 or 77.2% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos listen to
Ad-Supported Local AM/FM Radio for an average of 59.7 minutes every day representing 33.8% of
all time spent daily with Ad-Supported Audio.
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usA USA Projection Scarborough R2 2024: Aug23-Sep24 Qual Intab 13,599

amazon 32,876,387 or 79.6% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos listen to
Ad-Supported Local AM/FM Radio for an average of 56.9 minutes every day representing 36.7% of
| all time spent daily with Ad-Supported Audio.
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amazon 927,373 or 83.7% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos listen to
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618,809 or 78.4% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos listen to
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568,553 or 68.9% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos listen to
Ad-Supported Local AM/FM Radio for an average of 47.2 minutes every day representing 31.% of all
time spent daily with Ad-Supported Audio.
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528,889 or 77.2% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos listen to
Ad-Supported Local AM/FM Radio for an average of 59.7 minutes every day representing 33.8% of
all time spent daily with Ad-Supported Audio.
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amazon ' 32,876,387 or 79.6% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos listen to Ad-
— Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Pop Contemporary Hit Radio,
Country, Hot AC, and Classic Hits.

Local AM/FM Rad:o Formats (Persons & % Reach} Women 25 - 54 Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Women 25 - 54
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Local AM/FM Rad:o Formats (Persons & % Reach): Women 25 - 54
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927,373 or 83.7% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Pop Contemporary Hit Radio, Adult Contemporary,
Hot AC, Rhythmic Oldies, and Alternative.
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Local AM/FM Radio Formats (Persons & % Reach): Women 25-54
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618,809 or 78.4% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Pop Contemporary Hit Radio,
Country, Classic Hits, and Alternative.
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568,553 or 68.9% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Pop Contemporary Hit Radio,
| Alternative, Classic Rock, and Adult Hits.
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amazon

528,889 or 77.2% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Country, Pop Contemporary Hit Radio, Classic Hits,
Hot AC, and Adult Contemporary.
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amazon

' 20,631,569 or 49.9% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos watch
Ad-Supported Local TV Stations for an average of 62.8 minutes every day representing 27.2% of all
time spent daily with Ad-Supported Video.

Avg. Day All Video (% Time Spent & Avg. Minutes/day Spent): Women 25 - 54
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Avg. Week All Video (Persons & % Reach): Women 25 - 54

Local TV Stations

Non-Premium Cable TV...

Netflix

YouTube Video

TikTok

Amazon Prime/IMDb/FireTV
Hulu/Hulu + Live TV (any Hulu)
Roku + The Roku Channel
AppleTV+fubo,Pluto, Tubi, ete.
Disney+

Peacock

Premium Cable TV Networks

Paramount+

7 X W Avg. Hours+Minutes/day with

vt o S <1
PP L
PRSP 05

Video: Women 25 - 54

who Purchased Items on
AMAZON in the past 3mos

# who Purchased ltems on AMAZON in the past 3mos

687,694 or 62.1% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos watch Ad-
Supported Local TV Stations for an average of 59.6 minutes every day representing 33.8% of all time

spent daily with Ad-Supported Video.
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359,515 or 45.5% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos watch Ad-
Supported Local TV Stations for an average of 59.4 minutes every day representing 24.2% of all time
spent daily with Ad-Supported Video.
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amazon

325,734 or 39.5% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos watch Ad-
Supported Local TV Stations for an average of 44.6 minutes every day representing 23.3% of all time
spent daily with Ad-Supported Video.

Avg. Week All Video (Persons & % Reach): Women 25 - 54

Time Spent

Avg Day All Video (% Time Spent & Avg. Minutes/day Spent): Women 25 - 54

Netflix na
Amazon Prime/IMDb/FireTV  [afgang o
routube i R — T
Non-Premium Cable TV... 7 ——
Hulu/Hulu + Live TV (any Hulu) m”
Local TV Stations RV — 1 1
Roku +The Roku Channel m m‘. Avg. Hours+Minutes/day with
TikTok m m Video: Women 25 - 54
Disney+ PRI I Y W1 0
AppleTV+ fubo,Pluto, Tubi, ete. m m
T e ——
Premium Cable TV Networks  [FPPRT/ IR 13'24 £.6%

5%

,.
g e o Joo” Joo
i g R W

F o o X o~ 5

Hulu/
Hulu +

Live TV
(any

Hulu)

Amazon
Prime/IMDb/
FireTV
22.4

Netflix
21°1

Non-Premium Cable TV
Networks L
475 l

Roku | App...

+ The | +(fu...

Roku etc.
| ch 9.9

YouTube
Video

Premium
Local TV Stations Cable TV
45.8 A

Disney+ | Peac... | Par.
10.8 /.1 +

Netflix
Non-Premium Cable TV 205
Networks
48,5
YouTube
Video
16.1

TikTok
13.5

Local TV Stations
43.1

Amazon
Prime/
IMDb/
FireTV

19.9

Premium
v
works

Hulu/
Hulu +
Live TV
(any
Hulu)

Roku +
The Roku
Channel

Peacock

App..

Disn..
+
10.0

el

6.9

+,fu...

Param...

u who Purchased Items on AMAZON in the past 3mos m SEATTLE-TACOMA

W SEATTLE-TACOMA

Avg. Week Ad-Supported Video (Persons & % Reach): Women 25 - 54

Amazon Prime/IMDb/FireTV

Non-Premium Cable TV...

YouTube Video m 42 8%
ocal TV Stations e —— ) 1|
Tk —————

Hulu/Hulu + Live TV {(any Hulu)

Peacock
AppleTV:+fubo, Pluto, Tubl, etc. Avg. Hours+Minutes/day with Ad-
Netflix Supported Video: Women 25 - 54
Disney+
Paramount+ - m
Roku + The Roku Channel

who Purchased Items on SEATTLE-TACOMA

Premium Cable TV Networks

_ 8 3& AMAZON in the past 3mos.

Non-Premium Cable TV
Networks
46.2

YouTube
Video
17.5

Amazon Prime/
IMDb/FireTV
23:5

Hulu/
Hulu +
Live TV
(any
Hulu) Disn... | Pe...
14.0 12.8 1 3.2

Netflix
1.7 (-1

Local TV Stations
44.6

Non-Premium Cable TV
Networks
47.2

TikTok
13.5

Local TV Stations
42.0

Amazon Prime/
IMDb/FireTV
293

Hulu/
Hulu +
Live TV

(any

Hulu)

12.9

YouTube
Video
16.5

Netflix
8.0

A Disn...
..

e Peac..

u who Purchased ltems on AMAZON in the past 3mos
SEATTLE-TACOMA DMA Scarborough R2 2024: Aug23-Aug24

m SEATTLE-TACOMA
Qual Intab 2,704

# who Purchased Items on AMAZON in the past 3mos

All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

[(Stores/services shopped online past 3 months: Amazon AND Stores/services bought past 3 months: Amazon)]

B SEATTLE-TACOMA

soefa.ai

*® Share of Everything
for Anything _



amazon

306,738 or 44.8% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos watch Ad-
Supported Local TV Stations for an average of 61.6 minutes every day representing 29.2% of all time
spent daily with Ad-Supported Video.
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20,631,569 or 49.9% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos watch
Ad-Supported Local TV Stations for an average of 62.8 minutes every day representing 27.2% of all
time spent daily with Ad-Supported Video.
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687,694 or 62.1% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos watch Ad-

amazon ___
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359,515 or 45.5% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos watch Ad-
= Supported Local TV Stations for an average of 59.4 minutes every day representing 24.2% of all time
“C== " jfj spent daily with Ad-Supported Video.
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325,734 or 39.5% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos watch Ad-
e G, Supported Local TV Stations for an average of 44.6 minutes every day representing 23.3% of all time
Q. i spent daily with Ad-Supported Video.
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amazon 306,738 or 44.8% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos watch Ad-
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20,631,569 or 49.9% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos watch
Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Sports, Local News -
Morning, Comedies, Movies, and Dramas.
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359,515 or 45.5% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos watch Ad-
Supported Local TV Stations. The Top 6-Programs are Sports, Comedies, Movies, Dramas, Local News
- Evening, and Local News - Morning.
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Local TVStatmn 1 Programs (Persons & % Reach): Women 25 - 54
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325,734 or 39.5% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos watch Ad-
Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening, Local News -
Morning, Game Shows, National/Network News, and Local News - Late.
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. 306,738 or 44.8% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos watch Ad-
Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Local News - Morning,
Sports, Movies, Comedies, and Local News - Late.
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34,672,936 or 83.9% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos use Ad-
Supported Social Media for an average of 142.9 minutes every day representing 27.7% of all time
spent daily with Ad-Supported Digital Media.

Avg. Week AII Dlgftal (Persons & % Reach) Women 25 - 54

Social Media
Search (Google, Bing, etc.)

News/Weather /Sports (Websites/Apps)

bsi

ing/Fi
Email/Text //M/Zoom,etc. (Personal & Waork)

OTT TV Streaming Services

P——— mm_,m-
A

Games /Fantasy/Betting Sites
Shopping fincl. Food/Auctions/Travel, etc.)

Online Classes, Schools, Colleges, Universities

vg. Hours+Minutes/day with
Digital: Women 25 -54

!
& 48,99 usege %:

Qgégéiégégﬂf

Avg. Day All Digital (% Time Spent & Avg. Minutes/day Spent): Women 25 - 54

=
ES

Social Media
31553

Streaming Audio (Local

Online
Classes,
Schools,

OTT TV Streaming
Services
126.4

Email/Text/

Non
Pre.

IM/Zoom,etc.
(Personal &
Work)

I

News/

Streaming Audio (Local

OTT TV Streaming
Services
L

Online
Schools,

Search

Email/Text/
IM/Zoom,etc.
(Personal &...

+Pre...

YouTube/TikTok, etc. Radio/ Podcasts/Streaming YouTube/ Shopping | Ga Radio/ Podcasts/Streaming | Youlube/ Shoppi Gam
Local TV Streami who Purchased Items usa zehiices) TikTok, etc. (incl. S ) TikTok, etc. (incl. | Fant..
- AM:ZO:lnHEpests::s 147.6 382 Food 37.4 Food..
3.3%
m who Purchased Items on AMAZON in the past 3mos mUSA #= who Purchased Items on AMAZON in the past 3mos mUSA
Avg. Week Ad-Supported Digital (Persons & % Reach): Women 25 - 54 Avg. Day Ad-Supported Digital (% Time Spent & Avg. Minutes/day Spent): Women 25 - 54
Totol Persons:

Search (Google, Bing, etc.)

/ i pps)

Social Media

Email/Text/iM/Zoom,etc. (Personal & Work)
OTT TV Streaming Services

Shopping (incl. Food/Auctions /T ravel, etc.)

Streaming Audio (Local Radio/...

YouTube/TikTak, etc.
Local TV Streaming
Games /Fantasy/Betting Sites

[Real i )

Ao i ium Cable

Online Classes, Schools, Colleges, Universities

USA

USA Projection
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

48048749 a.1%

I
*

Avg. Hours+Minutes/day with Ad-
Supported Digital: Women 25 - 54

Un:gt 1
who Purchased items on
AMAZON in the past 3mos

w who Purchased items on AMAZON in the past 3mos
Scarborough R2 2024: Aug23-Sep24 Qual Intab

_ B
_

mUSA
13,599

=
o H
gg“‘

i

Email/Text/
IM/Zoom,etc.

Email/Text/

Social Media
142.9

Streaming Audio
(Local Radio/
Podcasts/Streaming
Se )

OTT TV Streaming
Services
76.7

(Personal & YouTube/
Work) TikTok, etc
41.4 38.3

Search
(Google, Bing,
etc.)

34.3

Shopping
(incl

Auctions

Local
1A%
Strea

We

Sports.

Bankin...

Social Media
1215

Streaming Audio (Local

adio/ Podcasts/

Streaming Services)
79.4

(Personal &
Work)

Search

(Google, Bing,

etc.)
305

QTT TV Streaming
Services
74.9

200 ganki

USA Projection

® who Purchased Items on AMAZON in the past 3mos

Scarborough R2 2024: Aug23-Sep24

Qual Intab

23,097

[(Stores/services shopped online past 3 months: Amazon AND Stores/services bought past 3 months: Amazon)]

mUSA

soefa.ai

* Share of Everything

for Anything _




Avg. Week All Digit! (Persons & % Reach): Women 25-54
o
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943,114 or 85.1% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos use Ad-
Supported Social Media for an average of 158.3 minutes every day representing 31.8% of all time
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658,899 or 83.5% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos use Ad-
Supported Social Media for an average of 144.3 minutes every day representing 23.7% of all time
spent daily with Ad-Supported Digital Media.
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683,887 or 82.9% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos use Ad-
Supported Social Media for an average of 144. minutes every day representing 26.9% of all time
spent daily with Ad-Supported Digital Media.
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536,319 or 78.3% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos use Ad-
Supported Social Media for an average of 148.3 minutes every day representing 26.2% of all time
spent daily with Ad-Supported Digital Media.
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amazon

34,672,936 or 83.9% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos use Ad-
Supported Facebook for an average of 43.6 minutes every day representing 31.4% of all time spent

daily with Ad-Supported Social Media.
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amazon 943,114 or 85.1% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos use Ad-

Supported Facebook for an average of 52.3 minutes every day representing 33.8% of all time spent
daily with Ad-Supported Social Media.

Avg. Day All Social Media (% Time Spent & Avg. Minutes/day Spent): Women 25 - 54
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658,899 or 83.5% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos use Ad-
) Supported Facebook for an average of 44. minutes every day representing 31.3% of all time spent
daily with Ad-Supported Social Media.
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620,542 or 75.2% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos use Ad-
Supported Facebook for an average of 45.6 minutes every day representing 32.6% of all time spent
daily with Ad-Supported Social Media.
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536,319 or 78.3% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos use Ad-
Supported Facebook for an average of 40.9 minutes every day representing 30.7% of all time spent
daily with Ad-Supported Social Media.
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amazon 34,672,936 or 83.9% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos use Ad-
Supported Facebook for an average of 43.6 minutes every day representing 31.4% of all time spent
daily with Ad-Supported Social Media.

Weekly 83.9% Avg. Hours+Minutes/day with Ad-Supported
Reach % 82.0% Social Media: Women 25 - 54
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amazon 943,114 or 85.1% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos use Ad-
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658,899 or 83.5% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos use Ad-
Supported Facebook for an average of 44. minutes every day representing 31.3% of all time spent
daily with Ad-Supported Social Media.
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620,542 or 75.2% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos use Ad-
Supported Facebook for an average of 45.6 minutes every day representing 32.6% of all time spent
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536,319 or 78.3% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos use Ad-
(<) PHK Supported Facebook for an average of 40.9 minutes every day representing 30.7% 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...
Social Media: 2,268,402; Local Radio: 2,105,299; Non-Prem. Cable: 880,184; Local TV:
813,207 reaching Women 25 - 54 who Purchased Items on AMAZON in the past 3

All Other Digital Media: 3,165,799;

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Women 25 - 54 who Purchased Items on AMAZON in the
past 3mos
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 84,992;
Social Media: 60,491; Local Radio: 60,053; Local TV: 26,853; Non-Prem. Cable: 26,121
reaching Women 25 - 54 who Purchased Items on AMAZON in the past 3mos.

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Women 25 - 54 who Purchased Items on AMAZON in the
past 3mos
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 55,351;
Social Media: 40,180; Local Radio: 39,772; Non-Prem. Cable: 16,669; Local TV: 13,159
reaching Women 25 - 54 who Purchased Items on AMAZON in the past 3mos.
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Social Media: 44,304; Local Radio: 35,514; Non-Prem. Cable: 17,029; Local TV: 13,316
reaching Women 25 - 54 who Purchased Items on AMAZON in the past 3mos.
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Social Media: 37,544; Local Radio: 34,433; Non-Prem. Cable: 15,011; Local TV: 14,241
reaching Women 25 - 54 who Purchased Items on AMAZON in the past 3mos.
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' 37,993,753 or 92.% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos spend an
average of 49.4 minutes per day driving, seeing Billboards and Signs. 69.6% Listen to Local Radio
Y | Stations Out-of-Home for an average of 37.7 minutes/day.
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Top-13 Out-of Home Media (Persons & % Reach): Women 25 - 54
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1,019,071 or 92.% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos spend an
average of 46.5 minutes per day driving, seeing Billboards and Signs. 73.2% Listen to Local Radio
Stations Qut-of-Home for an average of 34.6 minutes/day.
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Top-13 Out-of- Home Medra (Persons & % Reach): Women 25 - 54
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738,294 or 93.5% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos spend an
average of 50.6 minutes per day driving, seeing Billboards and Signs. 68.6% Listen to Local Radio
Stations Out-of-Home for an average of 40.7 minutes/day.
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745,538 or 90.4% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos spend an
average of 47.3 minutes per day driving, seeing Billboards and Signs. 60.3% Listen to Local Radio
Stations Out-of-Home for an average of 31.2 minutes/day.
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Top-13 Out-of- Home Media (Persons & % Reach): Women 25 - 54
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649,437 or 94.8% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos spend an
average of 39.5 minutes per day driving, seeing Billboards and Signs. 67.5% Listen to Local Radio
Stations Out-of-Home for an average of 39.5 minutes/day.
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with Ad-Supported Out-of-Home Media.

37,993,753 or 92.% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos spend an
average of 49.4 minutes per day driving, seeing Billboards and Signs representing 34.4% of all Time Spent
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1,019,071 or 92.% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos spend an average
of 46.5 minutes per day driving, seeing Billboards and Signs representing 33.% of all Time Spent with Ad-
Supported Out-of-Home Media.
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amazon 738,294 or 93.5% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos spend an average
[
£?1 E— ‘of 50.6 minutes per day driving, seeing Billboards and Signs representing 33.6% of all Time Spent with Ad-
T . 1B ‘Supported Out-of-Home Media.
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amazon . 745,538 or 90.4% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos spend an average
= 33 of 47.3 minutes per day driving, seeing Billboards and Signs representing 33.8% of all Time Spent with Ad-
Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported

Out-of-Home Media: Women 25 - 54
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amazon

649,437 or 94.8% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos spend an average
2 ‘ﬂ of 39.5 minutes per day driving, seeing Billboards and Signs representing 31.7% of all Time Spent with Ad-
L =xF j: B ‘Supported Out-of-Home Media.
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Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Women 25 - 54
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1,019,071 or 92.% of Women 25 - 54 who Purchased Iltems on AMAZON in the past 3mos spend an
average of 46.5 minutes per day driving an average of 27.1 miles each day and are 35.5% more likely
to use 1-355/Veterans Memorial Tollway than the Metro average.
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Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Women 25 - 54

R — 0 3
0%

1-95/1-495/ Capital Beltway

1-66

Route 1

1-295/Baltimore Washington Parkway
Route 28

Route 50/New York Avenue
Route 29/Colesville Road

Route 355/Rockville Pike/Wisconsin Avenue
Route 97/Georgia Avenue

14th Street

East-West Highway
Massachusetts Avenue

Route 15

16th Street

New Hampshire Avenue
Pennsylvania Avenue

Route 301

Route 5/Branch Avenue
Constitution Avenue

K Street

Route 185/Connecticut Avenue
Kenilworth Avenue
Independence Avenue

Route 210/Indian Head Highway
Route 214/Central Avenue

Veirs Mill Road

® who Purchased Items on AMAZON in the past 3mos

WASHINGTON, DC DMA

B %
126,267 JEEVS
135,194 _EEXTA
127,682 MEXES
B o
EIEEN 6.6%
B o2
EAFEN 6.5%
107,387 BN AV
FOPRCED]  6.8%
86,01 WL

Scarborough R12024: Feb23-Apr24

738,294 or 93.5% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos spend an
average of 50.6 minutes per day driving an average of 29.5 miles each day and are 32.7% more likely
to use Route 28 than the Metro average.
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745,538 or 90.4% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos spend an
average of 47.3 minutes per day driving an average of 27.5 miles each day and are 14.2% more likely
to use Highway 520 than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Women 25 - 54
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649,437 or 94.8% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos spend an
average of 39.5 minutes per day driving an average of 23. miles each day and are 14.3% more likely
to use Scottsdale Road than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Women 25 - 54 Top-26 Residential Zip Codes: Women 25 - 54 Top-26 Employment Zip Codes: Women 25 - 54
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Top Residential Zip Codes: (Women 25 - 54 who Purchased Items on AMAZON in the past 3mos)
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‘ 9,979,564 or 24.2% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 7.9 minutes every day representing 29.2%
of all time spent daily with All forms of Print Media.
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233,480 or 21.1% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos read Local
Daily Newspaper(s) (Daily+Sunday) for an average of 7.7 minutes every day representing 30.7% of all
time spent daily with All forms of Print Media.
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237,303 or 30.1% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos read Local
Daily Newspaper(s) (Daily+Sunday) for an average of 9.7 minutes every day representing 35.8% of all
time spent daily with All forms of Print Media.
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amazon 211,322 or 25.6% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos read Local
Daily Newspaper(s) (Daily+Sunday) for an average of 7. minutes every day representing 24.% of all
time spent daily with All forms of Print Media.
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99,322 or 14.5% of Women 25 - 54 who Purchased Items on AMAZON in the past 3mos read Local
Daily Newspaper(s) (Daily+Sunday) for an average of 10.4 minutes every day representing 21.7% of
all time spent daily with All forms of Print Media.
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