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Malls shoppedyvisited past 30 days: Any Simon Mall




16.2% or 42,347,216 of USA DMA Adults 18 or older Shopped at Any SIMON MALL in the past 30 days.
Typical Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days are 45.6 years old (6.5%
younger than average) and have a $120,296 (5.6% higher than average) annual household income.
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22.8% or 1,718,395 of CHI DMA Adults 18 or older Shopped at Any SIMON MALL in the past 30 days.
Typical Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days are 45.5 years old (5.8%
younger than average) and have a $104,706 (2.6% lower than average) annual household income.
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20.6% or 1,177,445 of WDC DMA Adults 18 or older Shopped at Any SIMON MALL in the past 30 days.
Typical Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days are 46.5 years old (3.%
younger than average) and have a $142,577 (4.1% higher than average) annual household income.
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14.4% or 650,860 of SEA DMA Adults 18 or older Shopped at Any SIMON MALL in the past 30 days.
Typical Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days are 43.8 years old (9.3%
younger than average) and have a $139,131 (11.4% higher than average) annual household income.
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11.3% or 538,259 of PHX DMA Adults 18 or older Shopped at Any SIMON MALL in the past 30 days.
Typical Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days are 38.1 years old (21.7%
younger than average) and have a $79,175 (24.8% lower than average) annual household income.

@ Percent of Market: Adults 18 or older ﬂ‘Gender of Target vs. Market: Adults 18 or older |Ethnicity of Target vs. Market:

T
White - .
Black/African i:?.z%

American
0, = who Shopped at Any SIMON
1 1 . 3 A) MALL in the past 30 days

= Remainder of PHX DMA

Asian

47.9 49.4

Hispanic

Total Persons: 2,363,560 2,399,951
> 5 4'2 5'252 Men Men Women Women # who Shopped at Any SIMON MALL in the past 30 days B PHX
. A Age: =
Age Cell Demographics of Target vs. Market: ; ——— W= HHI of Target vs. Market:
o ST
= who Shopped at Any SIMON MALL in the past 30 days o PHX <$35K HHI

$35K-$50K HHI ¢
$50K-$75K HHI
$75K-$100K HHI
$100K-$150K HHI
$150K-5250K HHI a2

$250K+ HHI e

9,

18-20 21-24 25-29 30-34 35-39 40-44 45-49 50-54 55-59 60-64 65-69 70+

m who Shopped at Any SIMON MALL in the past 30 days m PHX

PHX DMA Scarborough R2 2025: Aug24-Jul25 Qual Intab 259
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Avg HHI: |

Malls shoppedyvisited past 30 days: Any Simon Mall



% 16.2% or 42,347,216 of USA DMA Adults 18 or older Shopped at Any SIMON MALL in the past 30 days.
j Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days are 5.3% more likely to be a
Sl M O N college graduate, 11.7% more likely to work full-time, 2.4% more likely to be married, 27.4% more likely

I T e O P to be a parent of 1 or more children under 18.
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22.8% or 1,718,395 of CHI DMA Adults 18 or older Shopped at Any SIMON MALL in the past 30 days.
Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days are .7% less likely to be a
college graduate, 2.9% more likely to work full-time, .5% more likely to be married, 37.2% more likely to
be a parent of 1 or more children under 18.

=

9.
[ a.f Education Levels: Adults 18 or older Employment: Adults 18 or older ( \q ) Marital Status: Adults 18 or older
\
Some High School or Less (not graduate) -4‘51:};% Employed Full-Time or Part-Time 3% Single, Never Married
High School Graduate (12th grade or 32.7% e 50.3% . 51.1%
GeD) 29.5% mploved il Time (35 hours ermere) M
Some College Credit (no degree) 1 Employed Part-Time (less than 35 hours) &'I% Legally Separated I?:ZZ
. 9.0% : 46.4% z 6.5%
¥ v White Coll 7
Associate's Degree (AA, AS, etc.) 8.8% ite Collar Divorced
24.7% 21.9% X 3.9%
College Graduate (4 year college) 22.9% Blue Collar Widowed . 4.3%
Postgraduate Degree 12 Work From Home (most of the time or always) ﬁ% LGBTQ+ (net) -7'92_:6%
who Shopped at Any SIMON MALL in the past 30 days H CHI who Shopped at Any SIMON MALL in the past 30 days ECHI who Shopped at Any SIMON MALL in the past 30 days ®CHI
Top-20 Occupatlons: Adu ItS 18 or Older Entrepreneurs/Government Workers * L ’ M . Stage in Life.' Ad u |tS 18 or Older
17.5% G
W 5.6%
3.0% 369 . 4.3% 31% Parent of 1 or more Children under 18 _ 25.2% 34.5%
27H o mm I e _ S
Small Business Self-Employed Government Working Mothars - 9.1%
6%, Owner Workers 2.0%
“%5.0% 6. i -
0% 5% 5.0% 45 s AR . e AR Parent of 1 or more Children Under Age 2 - 5.2%
496 3.4%
pes 33B0% 2aws% A% 21%01% 21%.0% 2.0% 5o i 11.0%
I l . % 0 esd 1% 12%.0% 12%.0% 0.790.8% 0.630.8% Parent of 1 or more Children Age 2-5 - 8.0%
5 19.7%
‘& & & o) & 2 & " & & & & & Fod & & & R & & Parent of 1 or more Children Age 6- 11
& & & q,v" & & o & F S L P T & I 13.8%
EA A P T & AR S & & & @ ® 19.6%
<« 20 & Fa &~ & *"_\’5 “f’ & & o & a & & o~ bs‘f) Parent of 1 or more Children Age 12 - 17 .
& & & & 4¢ & & & & > o o Ly & S £ I 14.8%
AV & & &S & s & & 10.1%
o S & & IS q & y " i
& ‘?,ﬁ‘ dzo“° & ‘é&q‘ Q.,-}‘é. &’(@‘P & & @{,\ & Py 6_:;- o Parent of 1 or more Children in College Bl c.c%
& & < K
< # &b‘é— &"Q Grandparent of 1 or more Children under 18 19.1%
S & I 21.1%
4 &
who Shopped at Any SIMON MALL in the past 30 days W CHI who Shopped at Any SIMON MALL in the past 30 days M CHI

CHI DMA Scarborough R2 2025: Sep24-Jul25 Qual Intab 1,027
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reservec

Malls shoppedyvisited past 30 days: Any Simon Mall



20.6% or 1,177,445 of WDC DMA Adults 18 or older Shopped at Any SIMON MALL in the past 30 days.
Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days are 5.1% less likely to be a
college graduate, 7.1% more likely to work full-time, 8.9% more likely to be married, 23.7% more likely
to be a parent of 1 or more children under 18.
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14.4% or 650,860 of SEA DMA Adults 18 or older Shopped at Any SIMON MALL in the past 30 days.

Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days are 7.8% more likely to be a
college graduate, 23.6% more likely to work full-time, 2.1% more likely to be married, 10.4% more likely
to be a parent of 1 or more children under 18.
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11.3% or 538,259 of PHX DMA Adults 18 or older Shopped at Any SIMON MALL in the past 30 days.
Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days are 32.9% less likely to be a
college graduate, 28.8% more likely to work full-time, 13.8% less likely to be married, 39.8% more likely
to be a parent of 1 or more children under 18.
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16.2% or 42,347,216 of USA DMA Adults 18 or older Shopped at Any SIMON MALL in the past 30 days.
Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days are .5% more likely to own their
home, 4.4% more likely to own a higher valued home, 2.6% less likely to have a single-family home, 11.1%

more likely to have a dog.
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22.8% or 1,718,395 of CHI DMA Adults 18 or older Shopped at Any SIMON MALL in the past 30 days.
Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days are 5.3% more likely to own their

home, 7.5% more likely to own a lower valued home, 4.2% more likely to have a single-family home,
18.3% more likely to have a dog.
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20.6% or 1,177,445 of WDC DMA Adults 18 or older Shopped at Any SIMON MALL in the past 30 days.
Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days are 6.8% more likely to own their

home, .% more likely to own a lower valued home, 4.9% more likely to have a single-family home, 18.3%
more likely to have a dog.
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14.4% or 650,860 of SEA DMA Adults 18 or older Shopped at Any SIMON MALL in the past 30 days.
Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days are 3.8% more likely to own their

home, 2.5% more likely to own a lower valued home, .4% more likely to have a single-family home, 20.7%
more likely to have a dog.
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11.3% or 538,259 of PHX DMA Adults 18 or older Shopped at Any SIMON MALL in the past 30 days.
Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days are 23.8% less likely to own their
home, 1.4% more likely to own a lower valued home, 12.4% less likely to have a single-family home,
| 20.4% more likely to have a dog.
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16.2% or 42,347,216 of USA DMA Adults 18 or older Shopped at Any SIMON MALL in the past 30 days.
Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days are 5.4% more likely to look up D-
I-Y advice online, 9.2% less likely to always vote in local elections, 25.3% more likely to belong to a gym,

18.3% more likely to fly domestic past yr.

I

.

mbseach/ Camer  Relgion/  Educaon

Take Onine  Homework

19.1% 17.7%} 17.7%} ]
14.3%} 3. "

Electronk

Political Activity: Adults 18 or older

41.4% 129.2% 1R 3

Democrat/Lean  Republican / Lean Independent/ None
Democrat Republican of These

Presidential Elections: Always

ideritol e
F Elections: 5.9

Statewide Elections: Always
de Eectiors: Some
Lo e

Registered to Vote
(In District of Residence)

Genealogy Photography Parenting/ Onking Datng

Recipes [ Health  Restaurant  Online Phone Do-t-Youmel  Medical Wome/  FtnessfDiet  Apparel/
Meal pianning information Information / (VideoCall  Advice Services/ Gardenldeas Information Beauty ideas Postresume Development Spirtuaity  (Research classes  [You or Your Inite (snapfish, Familyadwice  Service
sugestions Reviews (skype, Information Schoals, child's) shuttarly,
o) pomizniy Local Elections: Sometimes 354
» who Shopped at Any SIMON MALL in the past 30 days mUSA # who Shopped at Any $IMON MALL in the past 30 days mUSA

(9
W& Top-30 past 12-months Active Lifestyle Activites:

Volunteer i Fishing
Work  Backpacking Heath Chub or

sym

Gamening  Sicyding  Swimming
[Flowersar

Vegetables)

Lawn Care

Giilling -
Outdoar
Cooking

® who Shopped at Any SIMON MALL in the past 30 days

UsA USA Projection Scarborough R1 2026: Sep24-lan26 Qual intab 4,424
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

8oating

ﬁmllpnmus

Adults 18 or older

% Past 12-months Domestic Airline Trips: Adults 18 or older

2 trips 35 953 405 13. 79164 o
ERLEN 0,571,056 7.8% i
4 trips g 8.5%
59 ips e
10+ trips  [PRPEREC] et Fmp;mn;fnﬂ:ﬁr;ﬂ' 2 225"

0% 3%
Yoga- pilates Basketbal aduk Folows Competitve  Soccer  Caregiverof  Foorball Tennis  Snowskiing-  Hunting snymn Grganited
Continuing  Weight Loss Video Gaming aging Parent Snowboarding Road Face
education  Progrm or Relative (5%,
Marathon,

te)

mUSA

Malls shoppedyvisited past 30 days: Any Simon Mall



22.8% or 1,718,395 of CHI DMA Adults 18 or older Shopped at Any SIMON MALL in the past 30 days.
Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days are 1.4% less likely to look up D-I-
Y advice online, 9.6% less likely to always vote in local elections, 16.% more likely to belong to a gym, 9.%

more likely to fly domestic past yr.
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20.6% or 1,177,445 of WDC DMA Adults 18 or older Shopped at Any SIMON MALL in the past 30 days.
Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days are 5.5% more likely to look up D-
I-Y advice online, 5.7% less likely to always vote in local elections, 21.8% more likely to belong to a gym,

12.7% more likely to fly domestic past yr.
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14.4% or 650,860 of SEA DMA Adults 18 or older Shopped at Any SIMON MALL in the past 30 days.
Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days are 15.1% more likely to look up
D-I-Y advice online, 4.6% less likely to always vote in local elections, 16.6% more likely to belong to a gym,

22.4% more likely to fly domestic past yr.
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11.3% or 538,259 of PHX DMA Adults 18 or older Shopped at Any SIMON MALL in the past 30 days.

Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days are 9.6% more likely to look up D-
I-Y advice online, 40.7% less likely to always vote in local elections, 10.3% more likely to belong to a gym,
5.2% more likely to fly domestic past yr.
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Past 30-days QSR Users: Adults 18 or older
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Total Monthly QSR Users: Avg. Monthly QSR Meals:
89.0%

83.6%

219,

16.2% or 42,347,216 of USA DMA Adults 18 or older Shopped at Any SIMON MALL in the past 30 days.
Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days are 6.5% more likely to use QSRs
past mo., 13.6% more likely to use Sit-Down Restaurants past mo., 25.9% more likely to use Casinos past yr.,

4.2% more likely to smoke cigarettes.
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Stage Show / Concert

Sports Betting

Spa

Other Gambling

Used Past 30-days: Adults 18 or older

Vape

/[ Cannabis

Cigarettes

Casinos visited past 12

m who Shopped at Any SIMON MALL in the past 30 days mUSA

4,424
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Malls shoppedyvisited past 30 days: Any Simon Mall

wwho Shopped at Any SIMON MALL in the past 30 days =usA



)&I 1time

3 times

10.1%

4 times

5 times

6-9times

ECHI

10times or more
m who Shopped at Any SIMON MALL in the past 30 days

Total Monthly QSR Users: Avg. Monthly QSR Meals:
88.6%

22.8% or 1,718,395 of CHI DMA Adults 18 or older Shopped at Any SIMON MALL in the past 30 days.
Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days are 4.8% more likely to use QSRs
past mo., 11.4% more likely to use Sit-Down Restaurants past mo., 19.% more likely to use Casinos past yr.,

23.8% less likely to smoke cigarettes.

Past 30-days Sit-Down Restaurant Users: Adults 18 or older

¢ by
10times or more r

m CHI
nt Meals:

= who Shopped at Any SIMON MALL in the past 30 days
Total Monthly Sit-Down Restaurant Users:  Avg. Monthly Sit-Down R

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

Bo.»
29,29
.7

Piza Mecan  Chiness  Coffe  makan  Sagel/  wings/ Steakhouse Upscale  indian /
Mouse / Donut/  margers ( hai

Calfee Bar Bakery  sports sar Other

Apan

= who shopped at Any SIMON MALL in the past 30 days mcHl

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Shopped at Any SIMON MALL in the past 30 days _ 21.5%

(&7 1,704,342 22.6%

846N 79.1% 71.0% -
Drank Past 30-days: Adults 18 or older Casino Activities: Adults 18 or older

Any Type of Beer  pyveyrm 24.8%

Liquor

Wine

zasg,a‘aa 35.6%
2386259 31.6% BN
27.7%
7.1%
687,106 9.1%

Imported Beer
Domestic Light Beer
- '

Domestic Regular Beer

Microbrew / Craft Beer

: Past 12 monts

Slot Machines

24.4%

Table Games (Craps, Poker, etc.)

08

1,83
7
4%

Bar / Nightclub

Upscale Restaurant

Stage Show / Concert

Sports Betting

Spa

Other Gambling

Used Past 30-days: Adults 18 or older

810
/[ Cannabis

Cigarettes

Vape

(Casinos visited past 12

w who Shopped at Any SIMON MALL in the past 30 days uCHI

DMA Searborough R2 2025: Sep24-Jul25 Qual Intab

= who Shopped at Any SIMON MALL in the past 30 days mCHI

1,027
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Malls shoppedyvisited past 30 days: Any Simon Mall

= who Shopped at Any SIMON MALL in the past 30 days = CHI



Past 30-days QSR Users: Adults 18 or older

i

1time

2 times

12.2%

mwho Shopped at Any SIMON MALL in the past 30 days

Avg. Monthly QSR Meals:

3 times

4 times

5 times

6 -9times

mWDC

Total Monthly QSR Users:
88.4% 82.8%

20.6% or 1,177,445 of WDC DMA Adults 18 or older Shopped at Any SIMON MALL in the past 30 days.
Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days are 6.7% more likely to use QSRs
past mo., 14.1% more likely to use Sit-Down Restaurants past mo., 37.7% more likely to use Casinos past yr.,

6.9% less likely to smoke cigarettes.

Past 30-days Sit-Down Restaurant Users: Adults 18 or older

' 1time

16.3%

2 times 15.7% 1

3 times 12.0%

4 times 9.6%
5times -

6-9times

10times or more

= who Shopped at Any SIMON MALL in the past 30 days mWDC
Total Monthly Sit-Down Restaurant Users:  Avg. Monthly Sit-Down Restaurant Meals:

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

Chinese

sagel / steakhouse indian/ Upscale  Seafood
Dot f Thaif
Bakery Other

Asian

[ rakian

= who Shopped at Any SIMON MALL in the past 30 days mwWDC

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Shopped at Any SIMON MALL in the past 30 doys [ SOZBI0NIIIIINN 25.7%

Llelal 1,397,483 24.5%

- 82.3% 72.1% 3.7
Drank Past 30-days: Adults 18 or older Past 12 months Casino Activities: Adults 18 or older
Liquor L Slot Machines

2,276,385 39.8%
2,134,588 3'7;.4‘)5

1,477,510

Any Type of Beer

Wine

Imported Beer
Domestic Regular Beer
Domestic Light Beer
Microbrew / Craft Beer

"WDC

mwho Shopped at Any SIMON MALL in the past 30 days

DMA Scarborough R2 2025: Oct24-Aug25 Qual Intab

Table Games (Craps, Poker, etc.)

Bar / Nightclub

369,608 6.5%

Upscale Restaurant

Stage Show [ Concert

Sports Betting m 6.0% 30.4%
3.8%
Sek Ml’z'f;; 1.738.020
Other Gambling 2.1% Casinos visited past 12 months: Yes

w who Shopped at Any SIMON MALL in the past 30 days =WDC

1,414

wDC
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Malls shoppedyvisited past 30 days: Any Simon Mall

Used Past 30-days: Adults 18 or older

Cigarettes

Marijuana / Cannabis Vape

= who Shopped at Any SIMON MALL in the past 30 days -WDC



Past 30-days QSR Users: Adults 18 or older
a ‘&I. Kiime

2 times

3 times

4 times

5 times

6-9times

10times or more

mwho Shopped at Any SIMON MALL in the past 30 days

Total Monthly QSR Users: Avg. Monthly QSR Meals:
87.5% 80.1%

Adults 18 or older who Shopped at Any SIMON MALL in the past 30

57.7% more likely to smoke cigarettes.

14.4% or 650,860 of SEA DMA Adults 18 or older Shopped at Any SIMON MALL in the past 30 days.

past mo., 18.1% more likely to use Sit-Down Restaurants past mo., 45.4% more likely to use Casinos past yr.,

days are 9.2% more likely to use QSRs

Past 30-days Sit-Down Restaurant Users: Adults 18 or older
¢

1time 17.'5%

2 times

16.4%

3 times

4 times

5times 6.7%

6-9times

10 times or more

= who Shopped at Any SIMON MALL in the past 30 days m SEA
Total Monthly Sit-Down Restaurant Users:  Avg. Monthly Sit-Down Restaurant Meals:

o - “

Drank Past 30-days: Adults 18 or older

Liquor

Any Type of Beer
Wine
Imported Beer

Domestic Regular Beer

969,901 21.4%
Domestic Light Beer ey v - ¥
" 18.1% u
Microbrew / Craft Beer 5.7% '
®who Shopped at Any SIMON MALL in the past 30 days ESEA

DMA Scarborough R2 2025: Sep24-Jul 25 Qual Intab

Top-10 Cuisines: Adults 18 or older

|SR.D1 wn Restaurants Used Past 30-days)

Mexican  Coffes P Chinese  Bagel/  Makan  Iadian/  Wings/  Upscale  Sesfood
House / Donut/ ™a/  surgers/
Coffes gar sakery Other  spons Bar
asian
#who Shopped at Any SIMON MALL in the past 30 days mSEA

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Shopped at Any SIMON MALL in the past 30 days 31.9%

LZN 893,209 19.7%

 ae  NOTEE
Adults 18 or older

Past 12 months Casino Activities:
29.0%

Slot Machines

1, 64
Table Games (Craps, Poker, etc.)
Upscale Restaurant
Bar / Nightclub 8
Stage Show / Concert
Sports Betting

Spa

Other Gambling 4 ;92%

hs: Yes

(Casinos visited past 12

Used Past 30-days: Adults 18 or older

%

i /[ Cannabis

m who Shopped at Any SIMON MALL in the past 30 days mSEA

577

SEA
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Malls shoppedyvisited past 30 days: Any Simon Mall

Cigarettes

= who Shopped at Any SIMON MALL in the past 30 days



Past 30-days QSR Users: Adults 18 or older

12 0%
10 l/a

wwho Shopped at Any SIMON MALL in the past 30 days uPHX

Avg. Monthly QSR Meals:

2 times

3 times

4 times

Stimes

6 - 9times

10 times or more

Total Munthfy QSR Users:
83.5%

11.3% or 538,259 of PHX DMA Adults 18 or older Shopped at Any SI
Adults 18 or older who Shopped at Any SIMON MALL in the past 30

59.7% more likely to smoke cigarettes.

MON MALL in the past 30 days.
days are 9.1% more likely to use QSRs

past mo., 15.5% more likely to use Sit-Down Restaurants past mo., 18.3% more likely to use Casinos past yr.,

Past 30-days Sit-Down Restaurant Users: Adults 18 or older

. 1time
16.4%

2 times

3 times

4 times

5 times

6-9times

10 times or more

= who Shopped at Any SIMON MALL in the past 30 days
Total Monthly Sit-Down Restaurant Users:  Avg. Monthly Sit-Down R ant Meals:

81.8% 70.8%
-

u PHX

Drank Past 30-days. Adults 18 or older

Uiauor
Any Type of Beer e 7
Wine

Domestic Light Beer
Imported Beer
Domestic Regular Beer

Microbrew / Craft Beer

W PHX

= who Shopped at Any SIMON MALL in the past 30 days

DMA Scarborough R2 2025: Aug24-Jul25 Qual Intab

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

iﬂ

malan sSteakhouse Wings/ Bagel/ indisn/  sealsod
Burgers/ Dot/  Thaif
sportsBar  Bakery  Other

asizn

= who Shopped at Any SIMON MALL in the past 30 days mPHX

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Shopped at Any SIMON MALL in the past 30 days 27.1%

L Q) 785,235 16.5%

Past 12 months Casino Activities: Adults 18 or older

Slot Machines

Table Games (Craps, Poker, etc.)
Bar / Nightclub

Upscale Restaurant

Stage Show / Concert

Sports Betting

Spa

Other Gambling Casinos visited past 12 months: Yes

w who Shopped at Any SIMON MALL in the past 30 days mPHX

259

PHX
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Malls shoppedyvisited past 30 days: Any Simon Mall

Used Past 30-days: Adults 18 or older
ot |

Marijuana / Cannabis Cigarettes

# who Shopped at Any SIMON MALL in the past 30 days



16.2% or 42,347,216 of USA DMA Adults 18 or older Shopped at Any SIMON MALL in the past 30 days.
Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days are 3.6% more likely to have a 401K,
10.9% more likely to have an Auto Loan, 12.3% more likely to Invest/Trade Stocks Online, 3.1% more likely to
pay with their Debit Card.

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

SEin

IRA (Individual Retirement Account)

96,590,312 ~ 36.8%

Mutual Funds
Money Market Funds

Bonds

Other (Crypto / NFTs / Metals, etc.) 0% 68% 50% 5.3% 41% a.4%

Checking Debitor ATM  Savings Credit Card Online Mobile Online Bill Home Auto Loan Money  Certificates of Studentloan Personal Loan Refinanced Home

ruoa s

529 Plan / College Savings Plan

Account card Account Banking Banking Paying Mortgage Market  Deposit(CDs) Home Improvement
Account Mortgage Loan or Home
Second Home or Real Estate Property Equity toan
u who Shopped at Any SIMON MALL in the past 30 days mUSA ® who Shopped at Any SIMON MALL in the past 30 days HUSA

Professional Services Used*: Adults 18 or older | pry'Past 3-Months Payment Methods Used: Adults 18 or older

Tax Preparation Service

19.3%
Financial Planner

Online Investing / Stock Trading
Accountant

Insurance Agent at a Local Office (not online)

Real Estate Agent

0,241, 20QERY2
Estate Planning m 2:‘17:;

4% 68% g1y 400

o o

N ; 1.1% (*Past 12 Menths) Visa Paypal Debit Card Zelle Venmo MasterCard  Apple Pay  CashApp  GooglePay American Store Credit  Discover  SquareCash Facebook Samsung Pay
Divorce / Family Attorney 10% Express Card Messenger
% who Shopped at Any SIMON MALL in the past 30 days HUSA # who Shopped at Any SIMON MALL in the past 30 days HUSA

USA USA Projection Scarborough R1 2026: Sep24-Jan26 Qual intab 4,424
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Malls shoppedyvisited past 30 days: Any Simon Mall



22.8% or 1,718,395 of CHI DMA Adults 18 or older Shopped at Any SIMON MALL in the past 30 days.
Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days are 3.% more likely to have a 401K,

7.8% more likely to have an Auto Loan, .1% more likely to Invest/Trade Stocks Online, 3.7% more likely to pay
with their Debit Card.

mﬁdlnvestments Owned: Adults 18 or older

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

Bonds

Other (Crypto / NFTs / Metals, etc.) pevrs E'ﬁ%

6.1%
581,795 RV

529 Plan / College Savings Plan

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

:

2oiioe

Online

Home

ng Debitor ATM  Savings Credit Card Mobile Online Bill

3.8% 53% 360 4.4% gy 37%

Checki Auto Loan Money  Certificates of Studentloan Personal Loan Refinanced Home

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

196 6.5% Account Mortgage Loan or Home

Second Home or Real Estate Property 7.1% Equity toan

m who Shopped at Any SIMON MALL in the past 30 days uCHI # who Shopped at Any SIMON MALL in the past 30 days HCHI
Professional Services Used*: Adults 18 or older | g'Past 3-Months Payment Methods Used: Adults 18 or older
Online Investing / Stock Trading 230,675 13.0%
Accountant
Insurance Agent at a Local Office (not online)
Real Estate Agent I 10.1% 11-1%
<29 6.6% 5,99
3.6% 3.8%
Estate Planning " .. |

N ; (*Past 12 Months)
Divorce / Family Attorney

# who Shopped at Any SIMON MALL in the past 30 days HCHI

CHI DMA Scarborough R2 2025: Sep24-Jul25 Qual Intab 1,027
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VisA

PayPal Zelle MasterCard  Debit Card Venmo Apple Pay  Google Pay  Cash App Discover  Store Credit  American

Card Express
# who Shopped at Any SIMON MALL in the past 30 days ECHI

Malls shoppedyvisited past 30 days: Any Simon Mall

Messenger

Square Cash  Facebook Samsung Pay




20.6% or 1,177,445 of WDC DMA Adults 18 or older Shopped at Any SIMON MALL in the past 30 days.
Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days are 4.9% more likely to have a 401K,

27.8% more likely to have an Auto Loan, 7.8% more likely to Invest/Trade Stocks Online, 15.1% more likely to
pay with their Debit Card.

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

T

IRA (Individual Retirement Account)

2,143,204 37.5%
Stocks or Stock Options =l

07,578 17.6%

1,004,081 17.6%
12.6%

Money Market Funds P

529 Plan / College Savings Plan 1‘::::

Other (Crypto / NFTs / Metals, etc.) "19;"3%

Mutual Funds

-85 8.0% 8.8% 8.1%
716,09 6% 0% 38%
oo I [
Money

Bonds 23‘;‘6 Checking Debitor ATM  Savings  CreditCard  Online  OnlineBill  Mobile Home Auto Loan Certificates of Studentloan Personal Loan Refinanced  Home
— Account card Account Banking Paying Banking  Mortgage Market  Deposit (CDs) Home  Improvement
Second Home or Real Estate Property - 3T Apcont Mortgage: Loan ortiome
511,381 EL] Equity Loan
# who Shopped at Any SIMON MALL in the past 30 days mWDC

® who Shopped at Any SIMON MALL in the past 30 days BWDC
Professional Services Used*: Adults 18 or older | |p'Past 3-Months Payment Methods Used: Adults 18 or older

Online Investing / Stock Trading 887, 238 15.5%
Financial Planner et :
791,112 13.8%
8.3%
Insurance Agent at a Local Office (not online) g
239,608 EEW
3.4%
Real Estate Agent =
he 204,556 EEXZY
: 2.5%
Estate Planning 2.3%

11.4%11.2%

6.5% 7.1% 6.5% 6.0%
. . -

1.6% (*Past 12 Months) VISA PayPal Zelle Debit Card  MasterCard  Venmo ApplePay  CashApp GooglePay  American Discover  Store Credit Square Cash  Facebook Samsung Pay
Divorce / Family Attorney ro&% Express Card Messenger
w who Shopped at Any SIMON MALL in the past 30 days mWDC ¥ who Shopped at Any SIMON MALL in the past 30 days EWDC

wbDC DMA Scarborough R2 2025: Oct24-Aug25 Qual Intab 1,414
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14.4% or 650,860 of SEA DMA Adults 18 or older Shopped at Any SIMON MALL in the past 30 days.

Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days are 14.6% more likely to have a
401K, 35.7% more likely to have an Auto Loan, 37.7% more likely to Invest/Trade Stocks Online, 2.1% more
likely to pay with their Debit Card.

Investments Owned Adults 18 or older
401K Plan
IRA (Individual Retirement Account)
Stocks or Stock Options _
Mutual Funds _192‘;?:,‘
Money Market Funds 111:;
Bonds 31N

12.7%
Other (Crypto / NFTs / Metals, etc.) 11:";;:

Second Home or Real Estate Property :'1::‘

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

1 1120.1%]

Checking Debitor ATM  Savings Credit Card Online Mobile Online Bill Home

9 0% 7% 7% 62 6.0% 4g%
‘n_h

Money Auto Loan  Certificates of Studentloan Personal Loan Refinanced Home
Account card Account Banking Banking Paying Mortgage Market Deposit (CDs) Home Improvement
ll 5% Account Mortgage Loan or Home
529 Plan / College Savings Plan e Eapity toan
® who Shopped at Any SIMON MALL in the past 30 days mSEA #® who Shopped at Any SIMON MALL in the past 30 days HSEA

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

Online Investing / Stock Trading

3]6 766 18.5%

Tax Preparation Service
B 783,958 17.3%
492
11.6%
t
6.7%

Insurance Agent at a Local Office (not online) §
299,506 6.6%
. 3.2%
Estate Pha
T % a3%

11.8% 19,85
X J11.4%)
N ; 1.5% (*Past 12 Menths) PayPal Debit Card Venmo Zelle ApplePay MasterCard GooglePay CashApp  American  Store Credit Square Cash  Discover Facebook Samsuts Pay
Divorce / Family Attorney 1.0% Express Card Messenger
® who Shopped at Any SIMON MALL in the past 30 days SEA mwho Shopped at Any SIMON MALL in the past 30 days WSEA

SEA DMA Scarborough R2 2025: Sep24-Jui25 Qual Intab 577
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11.3% or 538,259 of PHX DMA Adults 18 or older Shopped at Any SIMON MALL in the past 30 days.

Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days are 24.4% less likely to have a 401K,
32.5% less likely to have an Auto Loan, 57.% less likely to Invest/Trade Stocks Online, 6.4% more likely to pay
with their Debit Card.

ﬁ Investments Owned Adults 18 or older
LGN i 5 | S

401K Plan

IRA (Individual Retirement Account)

Stocks or Stock Options
5.3%
Mutual Funds b ik

6.2%
11.5%

Money Market Funds

Other (Crypto / NFTs / Metals, etc.) % 9%

2023%
Bonds T v

Second Home or Real Estate Property &%‘iﬁ 75%

529 Plan / College Savings Plan 'maj":%
= who Shopped at Any SIMON MALL in the past 30 days H PHX

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

Checking  Debitor ATM  Savings Credit Card Online Mohile Online Bill
Account card Account Banking Banking Paying Mortgage

3.3% 8% 0 40% | oo 3.9%

Money  Certificates of Studentloan Personal Loan  Home Refinanced

Market  Deposit(CDs)
Account

» who Shopped at Any SIMON MALL in the past 30 days m PHX

Improvement Home
Loanor Home Mortgage
Equity Loan

Professional Services Used* : Adults 18 or older

Financial Planner

Online Investing / Stock Trading 551,050 11.6%

f

Accountant

Insurance Agent at a Local Office (not online) h . .
330,892
Real Estate Agent &l 27%
o 7). 5%
Estate Planning h 2.4%

*Past 12 Menths,
Divorce / Family Attorney p82% ( )
: 0.5%
= who Shopped at Any SIMON MALL in the past 30 days m PHX

DMA Scarborough R2 2025: Aug24-jul25 Qual Intab 259

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

PayPal Debit Card Zelle venmo MasterCard  Apple Pay Cash App

= who Shopped at Any SIMON MALL in the past 30 days

Malls shoppedyvisited past 30 days: Any Simon Mall

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

Tax Preparation Service y
841,706 17.7% e

American  Store Credit  Discover

Express Card

u PHX

Square Cash  Facebook Samsung Pay
Messenger



Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days spend an average of 2 days, 22 hours, 23
minutes and 6 seconds each week with All Forms of Media.

81.9% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days spend an avg. of 7 hours and 36 minutes each week
listening to All Local AM/FM Radio, representing 8.9% of total time spent with all forms of Media.

cYg 97.2%

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

m’: 56.6%

who Shopped at Any SIMON

MALL inthe past 30 days
% of Total

Y
= who Shopped at Any SIMON MALL in the past 30 days H USA
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Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days spend an average of 2 days, 18 hours, 21
minutes and 38 seconds each week with All Forms of Media.

83.5% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days spend an avg. of 7 hours and 22 minutes each week
listening to All Local AM/FM Radio, representing 9.3% of total time spent with all forms of Media.

R 97.2%

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

69

Concurrent

Usoge % \ho Shngze'l??tsﬁnyslmm
MALL inthe past 30 days

% of Total ms

Weekly H:M:

® who Shopped at Any SIMON MALL in the past 30 days
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Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days spend an average of 2 days, 22 hours, 12
minutes and 38 seconds each week with All Forms of Media.

75.6% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days spend an avg. of 6 hours and 54 minutes each week
listening to All Local AM/FM Radio, representing 7.4% of total time spent with all forms of Media.

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

-
Concurrent
Usoge % \ho Shngge'l??tsﬁnyslmm wnC

MALL inthe past 30 days
% of Total

Weekly H:M:

Avg. Weekly
Hours:Minutes:

B who Shopped at Any SIMON MALL in the past 30 days HWDC

wDC DMA Scarborough R2 2025: Oct24-Aug25 Qual intab 1,414 WASHINGTON, DC DMA
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Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days spend an average of 2 days, 20 hours, 32
minutes and 18 seconds each week with All Forms of Media.

76.6% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days spend an avg. of 7 hours and 40 minutes each week
| listening to All Local AM/FM Radio, representing 8.6% of total time spent with all forms of Media.

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

concurrent *
Usage % who Shoppe' at Any SIMON

% of Total
Weekly H:M:

MALL in the past 30 days

&
@
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Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days spend an average of 2 days, 20 hours, 7
minutes and 21 seconds each week with All Forms of Media.

84.6% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days spend an avg. of 7 hours and 47 minutes each week
listening to All Local AM/FM Radio, representing 9.7% of totaltime spent with all forms of Media.
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| Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days spend an average of 2 days, 3 hours, 30

minutes and 32 seconds each week with All Forms of Ad-Supported Media.

78.7% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days spend an avg. of 6 hours and 53 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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Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days spend an average of 2 days, 0 hours, 32
minutes and 12 seconds each week with All Forms of Ad-Supported Media.
80.4% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days spend an avg. of 6 hours and 44 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 11.2% of total time spent with all forms of Ad-Supported Media.
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Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days spend an average of 2 days, 2 hours, 49
minutes and 43 seconds each week with All Forms of Ad-Supported Media.

72.4% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days spend an avg. of 6 hours and 21 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 9.1% of total time spent with all forms of Ad-Supported Media.
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Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days spend an average of 2 days, 0 hours, 9
minutes and 25 seconds each week with All Forms of Ad-Supported Media.
74.7% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days spend an avg. of 6 hours and 45 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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Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days spend an average of 2 days, 1 hours, 34
minutes and 26 seconds each week with All Forms of Ad-Supported Media.
83.1% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days spend an avg. of 7 hours and 6 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 11.9% of total time spent with all forms of Ad-Supported Media.
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Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days spend an average of 7 hours
and 21 minutes each day with All Forms of Ad-Supported Media. 78.7% listen to Local AM/FM Radio

for an avg. of 59.1 minutes/day. (Local Radio delivers 10.5% of Time with Ad-Supported Media.)
Top-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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for an avg. of 57.8 minutes/day.

| Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days spend an average of 6 hours
and 56 minutes each day with All Forms of Ad-Supported Media. 80.4% listen to Local AM/FM Radio
(Local Radio delivers 11.2% of Time with Ad-Supported Media.)
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" Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days spend an average of 7 hours
and 15 minutes each day with All Forms of Ad-Supported Media. 72.4% listen to Local AM/FM Radio

for an avg. of 54.4 minutes/day.

(Local Radio delivers 9.1% of Time with Ad-Supported Media.)
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(Local Radio delivers

| Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days spend an average of 6 hours
and 52 minutes each day with All Forms of Ad-Supported Media. 74.7% listen to Local AM/FM Radio
for an avg. of 57.9 minutes/day.

10.5% of Time with Ad-Supported Media.)

Top-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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for an avg. of 60.9 minutes/day.

| Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days spend an average of 7 hours
and 4 minutes each day with All Forms of Ad-Supported Media. 83.1% listen to Local AM/FM Radio
(Local Radio delivers 11.9% of Time with Ad-Supported Media.)
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- 33,321,330 or 78.7% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days
listen to Ad-Supported Local AM/FM Radio for an average of 59.1 minutes every day representing
38.7% of all time spent daily with Ad-Supported Audio.
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- 1,382,339 or 80.4% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days
listen to Ad-Supported Local AM/FM Radio for an average of 57.8 minutes every day representing
40.3% of all time spent daily with Ad-Supported Audio.
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852,788 or 72.4% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days listen
to Ad-Supported Local AM/FM Radio for an average of 54.4 minutes every day representing 37.4%
of all time spent daily with Ad-Supported Audio.
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486,416 or 74.7% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days listen
to Ad-Supported Local AM/FM Radio for an average of 57.9 minutes every day representing 35.3%
of all time spent daily with Ad-Supported Audio.
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447,286 or 83.1% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days listen
to Ad-Supported Local AM/FM Radio for an average of 60.9 minutes every day representing 41.3%
of all time spent daily with Ad-Supported Audio.

Avg. Week AIIAudio {Persons & % Reach): Adults 18 or older
Lol AN R ey TR

podcasts PSR AR
spotify P EIT] R TR
SiriusXM m‘ﬁm
YouTube Music m
Owned Music mw
TV Music Channels mm
Apple Music mm
Amazon Music mw
All Others  [ESRARE RAOI%
Pandora mm
Audiobooks mism

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

who Shoppedat Any
SIMON MALL in the past 30

" days
HeartRadio BRI e 470k
» who Shopped at Any SIMON MALL in the past 30 days m PHX

Avg. Day All Audio (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

)
i
b=
R

0 jua b k- . N
R ER - RRT R e e - 8% |

&

Im 7
in" Ko
% S8 ¥

Local AM/FM
Radio
66.8

YouTube Apple
Music Music
16.1 15.1

Amazon TV Music
Music Channels
Podcasts 14.5 14.2
19.9 r

Sirius
Owned Music XM
19.8 11.8

Local AM/FM
Radio
60.3

Podcasts Spotify
21.8 20.1

YouTube TV Music
Music Channels
12.7 111

Owned Apple
Music Music
12.5 10.3

SiriusXm
16.3

Amaz All
on Othe

Music s
9:3 8.3

= who Shopped at Any SIMON MALL in the past 30

days

B PHX

Avg. Week Ad-Supported Audio (Persons & % Reach): Adults 18 or older Avg.

Total Persons.

s ——
e O i

TV Music Channels

YouTube Music
Pandora
Spotify

Amazon Music Avg. Hours+Minutes/day with Ad-

All Others Supported Audio: Adults 18 or older
iHeartRadio
- B2
S
Audiobooks
‘who Shopped at Any PHX
Owned Music SIMON MALL in the past
30 days
Apple Music
W who Shopped at Any SIMON MALL in the past 30 days HPHX
PHX DMA Scarborough R2 2025: Aug24-Jul25 Qual Intab 259

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

Day Ad-Supported Audio (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

M
m
m

o
(=
B

Local AM/FM Radio

60.9

YouTube
Podcasts Music
18.5 149

TV Music
Channels

pot
14.2 o

Pandora ify
11.3 8.0

Amazon Music

11.4 All...

Local AM/FM Radio

57.5

Podcasts
213

YouTube
Music
10.0

TV Music
Channels
111

Amaz
on

Pandoray Music

8.5 71

All iHea...

Siri...

® who Shopped at Any SIMON MALL in the past 30 days

Malls shoppedyvisited past 30 days: Any Simon Mall

W PHX

soefa.ai

* Share of Everything

for Anything _




- 33,321,330 0or 78.7% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days
listen to Ad-Supported Local AM/FM Radio for an average of 59.1 minutes every day representing
38.7% of all time spent daily with Ad-Supported Audio.
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1,382,339 or 80.4% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days
listen to Ad-Supported Local AM/FM Radio for an average of 57.8 minutes every day representing
40.3% of all time spent daily with Ad-Supported Audio.
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852,788 or 72.4% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days listen
to Ad-Supported Local AM/FM Radio for an average of 54.4 minutes every day representing 37.4%
of all time spent daily with Ad-Supported Audio.
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486,416 or 74.7% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days listen
to Ad-Supported Local AM/FM Radio for an average of 57.9 minutes every day representing 35.3%
of all time spent daily with Ad-Supported Audio.
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447,286 or 83.1% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days listen
to Ad-Supported Local AM/FM Radio for an average of 60.9 minutes every day representing 41.3%
of all time spent daily with Ad-Supported Audio.
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33,321,330 or 78.7% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days listen to
Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Pop Contemporary Hit
Radio, Classic Hits, Country, and Classic Rock.
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1,382,339 or 80.4% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days listen to
Ad-Supported Local AM/FM Radio. The Top-5 Formats are Pop Contemporary Hit Radio, Adult
Contemporary, Mexican Regional, Classic Hits, and Hot AC.

Local AM/FM Radio Formats (Persons & % Reach): Adults 18 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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852,788 or 72.4% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Classic Hits, All News,
Country, and Urban AC.
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[ 486,416 or 74.7% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days 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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' 447,286 or 83.1% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Mexican Regional, Spanish Adult Hits, Classic Hits,

Adult Contemporary, and Hot AC.
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26,328,780 or 62.2% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days
watch Ad-Supported Local TV Stations for an average of 86.1 minutes every day representing 30.6%
of all time spent daily with Ad-Supported Video.
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1,143,929 or 66.6% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days
watch Ad-Supported Local TV Stations for an average of 99.4 minutes every day representing 36.7%
of all time spent daily with Ad-Supported Video.
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695,277 or 59.% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days watch
Ad-Supported Local TV Stations for an average of 73.9 minutes every day representing 27.% of all
time spent daily with Ad-Supported Video.
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341,682 or 52.5% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days watch
Ad-Supported Local TV Stations for an average of 62.3 minutes every day representing 26.% of all
time spent daily with Ad-Supported Video.
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Avg. Week AI{W V”ideo (Persons & % Reach): Adults 18 or older
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' 267,543 or 49.7% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days watch
Ad-Supported Local TV Stations for an average of 82.2 minutes every day representing 31.3% of all
time spent daily with Ad-Supported Video.
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26,328,780 or 62.2% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days
watch Ad-Supported Local TV Stations for an average of 86.1 minutes every day representing 30.6%
of all time spent daily with Ad-Supported Video.
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1,143,929 or 66.6% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days

%‘ - EXITa watch Ad-Supported Local TV Stations for an average of 99.4 minutes every day representing 36.7%
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695,277 or 59.% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days watch
Ad-Supported Local TV Stations for an average of 73.9 minutes every day representing 27.% of all
time spent daily with Ad-Supported Video.
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341,682 or 52.5% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days watch
Ad-Supported Local TV Stations for an average of 62.3 minutes every day representing 26.% of all
time spent daily with Ad-Supported Video.
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267,543 or 49.7% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days watch
Ad-Supported Local TV Stations for an average of 82.2 minutes every day representing 31.3% of all
time spent daily with Ad-Supported Video.
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' 26,328,780 or 62.2% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days
watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening,
Comedies, Local News - Morning, Movies, and Game Shows.

Local TVStatmn Programs (Persons & % Reach): Adults 18orolder Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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' 1,143,929 or 66.6% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days
watch Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Comedies,
Sports, Local News - Morning, Dramas, and Movies.
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Local TVStatmn Programs (Persons & % Reach): Adults 18 or older
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' 695,277 or 59.% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days watch
Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Comedies, Local News - Evening,
Movies, Local News - Morning, and Game Shows.
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Local TVStatmn Programs (Persons & % Reach): Adults 18 or older
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' 341,682 or 52.5% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days watch
Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening, Comedies,
Local News - Morning, Movies, and Dramas.
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Local TVStatJon Pragrams {Persons & % Reach): Adults 18 or older
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267,543 or 49.7% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days watch
Ad-Supported Local TV Stations. The Top 6-Programs are Comedies, Sports, Local News - Morning,
Local News - Evening, Court Shows, and Game Shows.
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Avg. Week AII Drg:tal {Persons & % Reach): Adults 18 or older

$ Time Spent:

32,436,067 or 76.6% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days use
Ad-Supported Social Media for an average of 152.7 minutes every day representing 28.2% of all time
spent daily with Ad-Supported Digital Media.

Avg. Day All Digital (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Avg. Week All Digital (Persons & % Reach): Adults 18 or older
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[ 1,353,189 or 78.7% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days use
Ad-Supported Social Media for an average of 141.9 minutes every day representing 28.8% of all time
spent daily with Ad-Supported Digital Media.
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880,881 or 74.8% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days use
Ad-Supported Social Media for an average of 153.1 minutes every day representing 28.3% of all time

spent daily with Ad-Supported Digital Media.
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445,707 or 68.5% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days use
Ad-Supported Social Media for an average of 125.7 minutes every day representing 23.3% of all time

spent daily with

Ad-Supported Digital Media.
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[ 421,175 or 78.2% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days use
Ad-Supported Social Media for an average of 228.4 minutes every day representing 38.8% of all time
spent daily with Ad-Supported Digital Media.
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Avg. Week All Socia! Media (Persons & % Reach): Adults 18 or old
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32,216,758 or 76.1% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days use
Ad-Supported Facebook for an average of 55.9 minutes every day representing 36.6% of all time
spent daily with Ad-Supported Social Media.
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1,324,065 or 77.1% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days use
Ad-Supported Facebook for an average of 49.7 minutes every day representing 35.1% of all time
spent daily with Ad-Supported Social Media.
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880,881 or 74.8% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days use
Ad-Supported Facebook for an average of 55. minutes every day representing 35.9% of all time
spent daily with Ad-Supported Social Media.
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445,707 or 68.5% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days use
Ad-Supported Facebook for an average of 42.2 minutes every day representing 33.5% of all time
spent daily with Ad-Supported Social Media.
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355,343 or 66.% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days use Ad-
Supported Facebook for an average of 91. minutes every day representing 39.8% of all time spent
daily with Ad-Supported Social Media.
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| 32,216,758 or 76.1% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days use

Ad-Supported Facebook for an average of 55.9 minutes every day representing 36.6% of all time
spent daily with Ad-Supported Social Media.

76.1%
Weekly ® 74.2%

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

Social Media: Adults 18 or older
"Share of Ad-Supported Social Media"

e
50.4%

o who Shopped at Any USA
% of Weekly 46.8% SIMON MALL in the past 30
Time Spent w. = days
s e A1-1% 39 594
34.3%
28.7% 27.8% 28.0% .
24.4% fies 23.7%

19.9% 19.1%
16.1% 15.7%

Raddiiad ] [ ]
32,216,75894,440,760 21,343,93022,591,509 17,385,13203,515,615 14,522,0258,804,292 12,159,1002,792,309 10,350,39%5,778,146 11,846,5487,291,457 8,416,4050,113,730 10,021,5486,245,245 6,804,2061,252,043

Average Facebook Instagram YouTube Video TikTok LinkedlIn X Reddit Pinterest WhatsApp Snapchat

Daily Minutes

Using Ad-Supported

oo 55! X 5o EEH

®m who Shopped at Any SIMON MALL in the past 30 days m USA

USA USA Projection Scarborough R1 2026: Sep24-Jan26 Qual Intab 4,424 Scarborough R1 2026: Sep24-lan26 USA Projection Scarborough R1 2026: Sep24-lan26 Qual intab 25,371 ﬁ ® Share of Everything
al for Anything _ =
- -

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

Malls shoppedyvisited past 30 days: Any Simon Mall



— . ol

1,324,065 or 77.1% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days use

" I
EMON B c HI Ad-Supported Facebook for an average of 49.7 minutes every day representing 35.1% of all time
= : spent daily with Ad-Supported Social Media.

Weekly
Reach %

Avg. Hours+Minutes/day with Ad-Supported
77.1%
73.5%

Social Media: Adults 18 or older

"Share of Ad-Supported Social Media"

E

54.1%

who Shopped at Any CHI

% of Weekly SIMON MALL in the past 30

Time Spent w. days

Ad-Supporte

Social Media:

38.4% 37.9% 37.0%
28.7%
27.4% 26.7%
23.9% ° 246% 24.8%
206%  21.0% g 59

14.7%

Total
Persons

Reached:1 334,065 5,549,850

I 17.0%

660,535 2,865,903

930,330 3,495,933

[ ]

635,446 2,430,871 493,309 2,067,888 410,123 1,558,826 361,651 1,449,893 458,578 1,857,907 426,478 1,313,023 251,898 307,218
Ave';aee Facebook Instagram YouTube Video TikTok LinkedIn X Pinterest Reddit WhatsApp Blogs/Message
Daily Minutes
Using Ad-Supported Boards (read

® who Shopped at Any SIMON MALL in the past 30 days = CHI
CHI DMA Scarborough R2 2025: Sep24-lul25 Qual Intab 1,027

CHICAGO DMA Scarborough R2 2025: Sep24-Jul25 Qual Intab 4,186
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved,

* Share of Everything

Malls shoppedyvisited past 30 days: Any Simon Mall



880,881 or 74.8% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days use
Ad-Supported Facebook for an average of 55. minutes every day representing 35.9% of all time
spent daily with Ad-Supported Social Media.

Avg. Hours+Minutes/day with Ad-Supported

70.8% Social Media: Adults 18 or older

"Share of Ad-Supported Social Media"

52.4% - m

50.2%

% of Weekly
Time Spent wi
Ad-Supported
Social Media:
34.0%
16.8%
Weekly
Total
Persons
Reached

* 880,881 4,043,475 617,072 2,870,899

who Shopped at Any
SIMON MALL in the past 30
days

41.7%
34.3% 333% 4539 .
26.5% ; 24.7% 257% — 24.8%
19:4%. yg.
13.1% 13.7%
14.0%
[32% | [3:4% | -

529,165 2,380,264 403,557 1,903,063 380,752 1,798,888 312,391 1,385,546 228,125 1035 843 290,951 1470 883 154,177 784,494

44.9%

329,737 1 416,484

Ave';aae Facebook Instagram YouTube Video TikTok LinkedIn X Pinterest Reddit WhatsApp Snapchat
Daily Minutes
Using Ad-Supported
= who Shopped at Any SIMON MALL in the past 30 days m WDC
woc DMA Scarborough R2 2025: Oct24-Aug25 Qual Intab 1414 WASHINGTON, DC~ DMA Scarborough R2 2025: Oct24-Aug25 Qudl intab 5,919 ﬁ ® Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. - for Anything _ ©

Malls shoppedyvisited past 30 days: Any Simon Mall



445,707 or 68.5% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days use
Ad-Supported Facebook for an average of 42.2 minutes every day representing 33.5% of all time
spent daily with Ad-Supported Social Media.
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355,343 or 66.% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days use Ad-
Supported Facebook for an average of 91. minutes every day representing 39.8% 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: 87,073; Local Radio: 86,512; Local TV: 42,606; Non-Prem. Cable: 40,284

All Other Digital Media: 127,589;

— reaching Adults 18 or older who Shopped at Any SIMON MALL in the past 30 day
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 75,723;
Social Media: 54,951; Local Radio: 53,035; Non-Prem. Cable: 30,103; Local TV: 24,481
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Local Radio: 30,442; Social Media: 26,298; Non-Prem. Cable: 15,553; Local TV: 13,123
reaching Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days

All Other Digital Media: 44,801;
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Local Radio: 28,525; Social Media: 27,771; Non-Prem. Cable: 10,725; Local TV: 10,358
reaching Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days

All Other Digital Media: 39,877;

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 18 or older who Shopped at Any SIMON MALL in the
past 30 days
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Top-13 Out-of-Home M

(Average week]
‘Grocery Stores

Billboards & Signs (Weekly Drivers)

AM/FM Radio

Gas Stations/Convenience Stores
Shopping Malls

Restaurants & Bars

Podcasts

Spotify

Drug Stores

SiriusXmM

Retail Stores

YouTube Music

rotal Persons

= who Shopped at Any SIMON MALL in the past 30 days

edia (Persons & % Reach): Adults 18 or older

Walking in Towns, Cites, Downtown... B P T W T~
g4 0 . |

37,700,842 or 89.% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days
spend an average of 53. minutes per day driving, seeing Billboards and Signs. 65.8% Listen to Local
Radio Stations Out-of-Home for an average of 35.8 minutes/day.

Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Top-13 Ad-Supported Out-of-Home Media (Persons & % Reach): Adults 18 or older
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Top-13 Ad-Supported Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Top-13 Out-of-Home Media (Persons & % Reach}: Adults 18 or older
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‘Grocery Stores

Billboards & Signs (Weekly Drivers)

AM/FM Radio

Gas Stations/Convenience Stores
Restaurants & Bars

Shopping Malls

Podcasts

Spotify

Drug Stores

Retail Stores

SiriusXm

Movie Theaters

Total Persons

e
Walking in Towns, Cities, Downtown... m”
e TR

VO —
P A
P ——

m

= who Shopped at Any SIMON MALL in the past 30 days

“' 1 P
I

1,542,879 or 89.8% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days
spend an average of 44.2 minutes per day driving, seeing Billboards and Signs. 67.2% Listen to Local
Radio Stations Out-of-Home for an average of 35. minutes/day.
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Top-13 Ad-Supported Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older

{average week)
Grocery Stores

Billboards & Signs (Weekly Drivers)

Walking in Towns, Cities, Downtown...

AM/FM Radio
Gas Stations/Convenience Stores

Shopping Malls

1,053,898 or 89.5% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days
spend an average of 57.1 minutes per day driving, seeing Billboards and Signs. 60.5% Listen to Local
Radio Stations Out-of-Home for an average of 33. minutes/day.
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older

(Average week)
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Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

572,679 or 88.% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days spend
an average of 61.1 minutes per day driving, seeing Billboards and Signs. 62.5% Listen to Local Radio
Stations Out-of-Home for an average of 35.1 minutes/day.
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Top-13 Ad-Supported Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Top-13 Out-of -Home Medm (Persons & % Reach): Adults 18 or older
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460,101 or 85.5% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days spend
an average of 54.9 minutes per day driving, seeing Billboards and Signs. 69.5% Listen to Local Radio
Stations Out-of-Home for an average of 36.9 minutes/day.

Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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37,700,842 or 89.% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days spend an
average of 53. minutes per day driving, seeing Billboards and Signs representing 34.6% of all Time Spent
with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 18 or older

ey 4 "Share of Ad-Supported OOH Media"
Cas

97.1% 97.2%

89.0%

who Shopped at Any UsA
78.9% SIMON MALL in the past 30
days
63.8% oo rw;
50.0%
37.2%
24.1% 22.9% 22.5%
16.6%

8.4%

6.2%

I !!l ll! 16,126,931
Stadiims & Arenas

Weekly
Total
Persons

i 224,341,604 5 166,399,520 5,452 137,147,343 438 252,723,500 608 85,144,749 734,736 54,318,373 33,738,523 £ 27,477,823 58,968,613
Reached: gl ords Sigiius AM/FV Radio alking in Towns, ‘Grocery Stores Shopping Malls Réstaurants & Bars eaters Health Clubs/Gyms asts

Average (Weekly Drivers) Cities, Downtown

Daily Minutes Areas

with Ad-Supported

OOH Media:

® who Shopped at Any SIMON MALL in the past 30 days m USA

USA USA Projection Scarborough R1 2026: Sep24-Jan26 Qual Intab 4,424 Scarborough R1 2026: Sep24-Jan26 USA Projection Scarborough R1 2026: Sep24-Jan26 Qual Intab 25,371 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved, i for Anything _ =

Malls shopped/visited past 30 days: Any Simon Mall



1,542,879 or 89.8% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days spend an
average of 44.2 minutes per day driving, seeing Billboards and Signs representing 31.% of all Time Spent
with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 18 or older
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1,053,898 or 89.5% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days spend an
average of 57.1 minutes per day driving, seeing Billboards and Signs representing 38.3% of all Time Spent
with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 18 or older
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572,679 or 88.% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days spend an
average of 61.1 minutes per day driving, seeing Billboards and Signs representing 35.% of all Time Spent
with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported

. Out-of-Home Media: Adults 18 or older
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460,101 or 85.5% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days spend an
average of 54.9 minutes per day driving, seeing Billboards and Signs representing 35.5% of all Time Spent
with Ad-Supported Out-of-Home Media.
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Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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1,542,879 or 89.8% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days
spend an average of 44.2 minutes per day driving an average of 25.7 miles each day and are 70.1%
more likely to use Route 45 than the Metro average.
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Top-26 Residential Zip Codes: Adults 18 or older
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1,053,898 or 89.5% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days
spend an average of 57.1 minutes per day driving an average of 33.2 miles each day and are 113.%
more likely to use Route 210/Indian Head Highway than the Metro ave

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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572,679 or 88.% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days spend
an average of 61.1 minutes per day driving an average of 35.6 miles each day and are 183.7% more
likely to use South Tacoma Way than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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Top-26 Residential Zip Codes: Adults 18 or older
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likely to use Central Avenue than the Metro average.

460,101 or 85.5% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days spend
an average of 54.9 minutes per day driving an average of 31.9 miles each day and are 148.3% more

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older Top-26 Residential Zip Codes: Adults 18 or older
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. 13,362,865 or 31.6% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 8.3 minutes every day representing 30.3%
of all time spent daily with All forms of Print Media.

Avg. Week All Print 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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i 510,820 or 29.7% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 7.7 minutes every day representing 32.5%
of all time spent daily with All forms of Print Media.

Avg. Week All Print Media (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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357,948 or 30.4% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 8.9 minutes every day representing 29.9%
of all time spent daily with All forms of Print Media.

Avg. Week All Print Media (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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225,779 or 34.7% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 7.9 minutes every day representing 27.7%
of all time spent daily with All forms of Print Media.
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116,368 or 21.6% of Adults 18 or older who Shopped at Any SIMON MALL in the past 30 days read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 8.4 minutes every day representing 25.7%
of all time spent daily with All forms of Print Media.
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% Time spent.

Totol Persons:

S — Tl L
mm
[roca |55 pumn
m
New York Times (Sunday) mm
wall Street Journal (Daily) m

Direct Mail Advertising (excluding Catalogs)

S

Local Daily Newspaper(s) (Daily

Local Daily Newspaper(s) (Daily+Sunday)
Local Daily Newspa per(s) (Sunday)
Books

All Local Weekly Newspapers

Avg. Hours+Minutes/day with All
Print Media: Adults 18 or older

New York Times (Daily)

New York Times (Daily+Sunday)

R
&
o5
s

7.0%
aroyout PR 7% wommasun
Catalogs 2.6%

Local Daily Newspaper(s)
(Sunday)

USA Today (Daily)

New York Times

{Daily)
9.8

Local Daily
Newspaper(s)
(Daily+Sunday)

11 84

Direct Mail
Advertising
{excluding
Catalogs)
103 72

Local Daily
Newspaper(s)
(Daily
85

Wall Street
Journal (Daily)
8.1

USA Today (Daily)
138

Wall Street
Journal (Daily)
121

New York Times
(Daily)
104

Local Daily

Newspaper(s)

(Dalty+Sunday)
89

Local Daily

Local Daity
Newspaper(s)
(Daily Magazines
87

Direct Mail Catalogs
Advertising 34
(excluding Catalogs)

# who Shopped at Any SIMON MALL in the past 30 days W PHX

W who Shopped at Any SIMON MALL in

the past 30 days

W PHX

Avg. Week Ad-Supported All Print Media (Persons & % Reach): Adults 18 or older Avg.

Total Persons. % Time Spent:

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

vg. Minutes/day Spent): Adults 18 or older

vt et o o) e P
R - |
oy Vet s T %"

Local Daily Newspaper(s) (Sunday)
All Local Weekly Newspapers

New York Times (Daily)

New York Times (Daily+Sunday) mm
New York Times (Sunday) @ w
Wwall street Journal (Daily) mm
magazines PR
s Todoy sty PR o B 0:10 | !m
Catalogs mm. g‘l% who Shopped at Any SIMON PHX

~
o 5
3 o i

= = £ £

Avg. Hours+Minutes/day with Ad-
Supported Print Media: Adults 18 or nlderM

Books _ 8338 MALL in the past 30 days

New York Times
(Sunday)
128

New York Times
(Daily+Sunday)
13

Local Daily

Newspaper(s)

(Sunday}
11
Local Daily
Newspaper(s)
(Daity+Sunday)
84

USA Today (Daily)
103

Local Daily
Newspaper(s)
(Daily
85

Direct Mail
Advertis]
(excluding
Catalogs)
72

Magazines
59

USA Today (Daily)
138

New York Times
(Sunday)
134

Local Daily Newspaper(s)

(Sunday)
121

Daily
aper(s)
(Daily Magazines
87 6
Direct Mail Advertising (excluding
Catalogs}

# who Shopped at Any SIMON MALL in the past 30 days HPHX
PHX DMA Scarborough R2 2025: Aug24-Jul25 Qual Intab 259

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

Malls shoppedyvisited past 30 days: Any Simon Mall

m who Shopped at Any SIMON MALL in the past 30 days

m PHX

for Anything _

* Share of Everything

soefa.ai



Social Media

Websites
Direct Mail
Broadcast, Cable, & Sat TV

Video Streaming Services

"Advertising Actions"

P18+ who Shopped at Any SIMON MALL in the past 30 days (Shopped/Visited/Bought
past 3mos Due to Ads on %)

100,018,822

Local AM/FM Radio
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Local Broadcast TV

Cable TV Networks

Audio Streaming Services
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—
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“Advertising Actions"

P18+ who Shopped at Any SIMON MALL in the past 30 days (Shopped/Visited/Bought
past 3mos Due to Ads on %)
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Social Media

Websites
Direct Mail
Broadcast, Cable, & Sat TV
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"Advertising Actions”

P18+ who Shopped at Any SIMON MALL in the past 30 days (Shopped/Visited/Bought
past 3mos Due to Ads on %)

2,518,891 44.1%
2,202,524 38.5%
1,722,226 30.1%

1,495,391 26.2%

1,122,545 19.6%

Local AM/FM Radio 1,044.203 T
Billboards 759,568 13.3%
Cable TV Networks 902,089 15.8%
Audio Streaming Services 742 161 300
Podcasts geseten 51
; 4.5% WASHINGTON, DC
’
Local Broadcast TV 865,498 R
Newspapers 665,954 11.7%
m P18+ who Shopped at Any SIMON MALL in the past 30 days (Shopped/Visited/Bought past 3mos Due to Ads on %)
M P18+ WASHINGTON, DC AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
WASHINGTON,DC DMA ScarboroughR22025:0ct24-Aug25 Qual Intab: 1414 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. Allrights reserved. Soefa.al for Anything «

Malls shoppedyvisited past 30 days: Any Simon Mall



Social Media

Websites

Direct Mail

Broadcast, Cable, & Sat TV
Local Broadcast TV

Cable TV Networks

Video Streaming Services

"Advertising Actions"”

P18+ who Shopped at Any SIMON MALL in the past 30 days (Shopped/Visited/Bought
past 3mos Due to Ads on %)

1,816,656 40.2%
1,647,200

1,225 554

913,751 20.2%
465,514 10.3%

595,620 " 132%

Local AM/FM Radio

615,216 13.6%

Podcasts
Billboards

Audio Streaming Services

SEATILETACOMA
458,434 10.1%

Newspapers | 454,223 10.0%
m P18+ who Shopped at Any SIMON MALL in the past 30 days (Shopped/Visited/Bought past 3mos Due to Ads on %)
H P18+ SEATTLE-TACOMA AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
SEATTLE-TACOMA DMA  ScarboroughR22025:Sep24-Jul25 Qualintab: 577 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright ©@ 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. soe a' al for Anything «

Malls shoppedyvisited past 30 days: Any Simon Mall



Social Media

Direct Mail
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"Advertising Actions”
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