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27.3% or 74,583,524 of USA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Typical Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 37.2 years old
(23.8% younger than average) and have a $103,272 (5.% higher than average) annual household income.
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27.3% or 2,083,259 of CHI DMA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Typical Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 37.1 years old
(23.3% younger than average) and have a $115,835 (3.% higher than average) annual household income.
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28.% or 1,615,695 of WDC DMA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Typical Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 37.5 years old

- | P30-44 (21.9% younger than average) and have a $145,329 (4.3% higher than average) annual household income.
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30.3% or 1,387,411 of SEA DMA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Typical Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 37.1 years old
(23.% younger than average) and have a $142,021 (10.4% higher than average) annual household income.
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26.5% or 1,278,284 of PHOENIX DMA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Typical Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 37.1 years old
(24.3% younger than average) and have a $106,594 (.4% lower than average) annual household income.
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27.3% or 74,583,524 of USA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 20.9% more likely to
be a college graduate, 39.3% more likely to work full-time, 1.3% more likely to be married, 115.1% more
likely to be a parent of 1 or more children under 18.
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27.3% or 2,083,259 of CHI DMA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 23.4% more likely to
be a college graduate, 38.7% more likely to work full-time, .6% less likely to be married, 98.7% more

likely to be a parent of 1 or more children under 18.
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likely to be a parent of 1 or more children under 18.

28.% or 1,615,695 of WDC DMA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 18.8% more likely to
be a college graduate, 35.3% more likely to work full-time, 7.2% more likely to be married, 106.8% more
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} \'.f‘ Education Levels: Adults 18 or older Employment: Adults 18 or older
: 3.0%
Some High School or Less (not graduate) B 22 Employed Full-Time or Part-Time
High School Graduate {12t grade or 21.8% Employed Full-Time (35 hours or more) 65,1%
GED)
Some College Credit (no degree) Employed Part-Time (less than 35 hours) [1‘?%
Associate's Degree (AA, AS, etc.) White Collar
College Graduate (4 year college) 24, '1’6 Blue Collar
Postgraduate Degree ﬁ Work From Home (most of the time or always)
mSEA who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) =mSEA

30.3% or 1,387,411 of SEA DMA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 16.1% more likely to
be a college graduate, 32.4% more likely to work full-time, 3.2% more likely to be married, 97.5% more
likely to be a parent of 1 or more children under 18.
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114 b Stage in Life: Adults 18 or older
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26.5% or 1,278,284 of PHOENIX DMA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44...
Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 19.2% more likely to
be a college graduate, 40.7% more likely to work full-time, 1.8% less likely to be married, 123.5% more
likely to be a parent of 1 or more children under 18.
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27.3% or 74,583,524 of USA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 10.1% less likely to own
their home, 17.8% more likely to own a higher valued home, 6.4% less likely to have a single-family home,
8.8% more likely to have a dog.

m Own/Rent/Other:Adults 18 or older mgm Type of Home:Adults 18 or older € {® Pets in Home:Adults 18 or older
Single Family House (unattached) — 39,&%
Own a Dog _
35.8%
Townhouse or attached Home : :i:
Condominium . :::: Own a Cat
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Other OwnSecond Home | Mobile Home or Manufactured | 3.2% Own other type of Pet B
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Property Home I 3.5%
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,;‘J.r Value of Owned Home: Adults 18 or older

Average Value of Owned Home:

u Home Loans: Adults 18 or older
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0 +226,0
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27.3% or 2,083,259 of CHI DMA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 12.4% less likely to own

their home, 9.7% more likely to own a higher valued home, 12.1% less likely to have a single-family home,
4.3% less likely to have a dog.

m Own/Rent/Other:Adults 18 or olden MEM Type of Home:Adults 18 or older‘&QPets in Home:Adults 18 or older
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Rent Other Own Second Home bile Home or factured | 0.9% Own other type of Pet I
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28.% or 1,615,695 of WDC DMA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).

Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 9.1% less likely to own

their home, 5.7% more likely to own a lower valued home, 16.8% less likely to have a single-family home,
5.8% more likely to have a dog.

m Own/Rent/Other:Adults 18 or olden MEM Type of Home:Adults 18 or older €{® Pets in Home:Adults 18 or older
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56.8%

Own a Dog

20.2% 28.4%
Townhouse or attached Home pu—

o 6.1%
Condominium " Own a Cat
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30.3% or 1,387,411 of SEA DMA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 9.9% less likely to own
their home, 5.8% more likely to own a lower valued home, 5.3% less likely to have a single-family home,

15.9% more likely to have a dog.

MEM Type of Home:Adults 18 or older 4, # Pets in Home:Adults 18 or older
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Single Family House (unattached) 0 8
=20 Own a Dog
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26.5% or 1,278,284 of PHOENIX DMA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 12.2% less likely to own

their home, 10.3% more likely to own a lower valued home, 4.4% less likely to have a single-family home,
8.7% more likely to have a dog.
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gym, 9.3% more likely to fly domestic past y

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

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

Hese 7y
sm‘. I

Political Activity: Adults 18 or older

87.9%
30.5% 27.3%
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FaceTime, Application, etc) i . %
=i prany - Local Elections: Sometimes 3%
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Griling-  lawnCare Gardening  Bicyding  Swimming  Volinteer long 1o camping ie'llg— Fishing Boating n:mupnmz.s Goll Yoga-pilates  Basketbal adul Followa Competitive Caregiver of Footbail Tenns  snowsking-  Sofball - Hunting  Organized
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15;.\1": K 27.3% or 2,083,259 of CHI DMA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).

by r Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 11.5% more likely to

s Eeaad c H I look up D-I-Y advice online, 18.% less likely to always vote in local elections, .8% less likely to belong to a
P3[| 44 gym, 10.7% more likely to fly domestic past y
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28.% or 1,615,695 of WDC DMA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 2.8% less likely to look
up D-I-Y advice online, 23.1% less likely to always vote in local elections, 10.4% more likely to belong to a
gym, 10.7% more likely to fly domestic past

.Top-ZO past 30-days Online Lifestyle Activites: Adults 18 or older Political Activity: Adults 18 or older
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30.3% or 1,387,411 of SEA DMA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 7.5% more likely to look
up D-I-Y advice online, 13.4% less likely to always vote in local elections, 13.3% more likely to belong to a
gym, 7.6% more likely to fly domestic past
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26.5% or 1,278,284 of PHOENIX DMA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 10.1% more likely to
look up D-I-Y advice online, 20.9% less likely to always vote in local elections, 3.6% more likely to belong to

a gym, 6.3% more likely to fly domestic past
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Past 30-days QSR Users: Adults 18 or older

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

Avg. Monthly QSR Meals:

4 times

5 times 10.3%
6 - 9times

Total Monthly QSR Users:
86.4% 83.3%

e R - EEE

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

yr., 28.2% more likely to smoke cigarettes.

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

1time

16.9%

i
3 s
A
S
yo——
m who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) mUSA
Total ly Sit-Down R Users: Avg. Monthly Sit-Down R ant Meals:

7L.7% 71.5%

Drank Past 30-days: Adults 18 or older

Liquor

Any Type of Beer
Wine

Domestic Regular Beer
Imported Beer

Domestic Light Beer

112,360,680 41.1%
108,355,087 39.8%
85,526,843 31.3%
o6 457,548 24.3%
66,217,070 24.2% |

g
29,006,269 10.6%

- Vv

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

IR o
i
vz

Wings/ Bagel/ Stakhouss Upscale Sesfood
Burgers/  Donut/
sports gar  makery

Mexican  Chinese Hakian

 who are GENERATION ¥ "MILLENNIALS {Age 30-44 Aduts) musA
Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who are GENERATION-Y "MILLENNIALS" {Age 30-44... 25.1%

usa 19.9%

Past 12 months Casino Activities: Adults 18 or older
Slot Machines g 1

Table Games (Craps, Poker, etc.)

31,585,584 11.6%

75,606,880
Bar/ Nightclub st
Upscale Restaurant =
Stage Show / Concert

6.9%
15,865,257 .

3.4%

Sports Betting

Used Past 30-days: Adults 18 or older

i
4

13.8%

Microbrew / Craft Beer ' Spa T 2.4% en S
Other Gambling M;Z”S:{: Casinos visited past 12 Yes / Cannabis Cigarettes Vape
# who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) mUSA # who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) B USA = who are GENERATION-Y "MILLENNIALS” (Age 30-34 Adults) =mUsA
USA USA Projection Scarborough R1 2026: Jan 25-Mar26 Qual Intab 5,886

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

USA Projection Scarborough R1 2026: Jan 25-Mar26 Qual intab 24,338

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



Past 30-days QSR Users: Adults 18 or older

" 12.6%
12.2%

1time

3 times

4 times

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

5 times

6-9times

10times or more

wCHI
Avg. Monthly QSR Meals:

Total Monthly QSR Users:
85.6% 84.3%

Past 30-days Sit-Down Restaurant Users: Adu
€

10 times or more

1time

16.3%

2 times

3 times

4 times

5 times

6 -9 times

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

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

71.7% 69.9%

Drank Past 30-days: Adults 18 or older

34.8%

Liquor
Any Type of Beer

Wine
Imported Beer pyresre 29.5%

Domestic Regular Beer

2,041,618 26.7%
2,032,490 26.6% :

14.3%

Domestic Light Beer

v

-
Microbrew / Craft Beer

.8%

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

CHI DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 981
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

=mCHI

Past 12 months Casino

Table Games (Craps, Poker, etc.)

Stage Show / Concert

Its 18 or older

27.3% or 2,083,259 of CHI DMA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 1.5% more likely to use
QSRs past mo., 2.5% more likely to use Sit-Down Restaurants past mo., 2.9% more likely to use Casinos past
yr., 33.7% more likely to smoke cigarettes.

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

calfes. wings/ Bagel/ Upscle steakhouse Seafood
House / Burgers /  Donut/
Caftee B3r spors Bar  Bakery

Mexican  Pizza  Chinese naan

» who are GENERATION-Y "MILLENNIALS" (Age 30-44 Aduilts) uCHI

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who are GENERATION-Y “MILLENNIALS" (Age 30-44... 27.3%

(=l 1,679,594 22.0%

Activities: Adults 18 or older
430, 5.6%
5.2%

2.8%
2.6%

2.4%
2.0%

Slot Machines

Bar / Nightclub

Upscale Restaurant 31.6%

Sports Betting

Spa o

Other Gambling Casinos visited past 12 months: Yes

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

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

Used Past 30-days: Adults 18 or older

"%

Cigarettes

Marijuana / Cannabis Vape

w who are GENERATION-Y "MILLENNIALS (Age 30-34 Adults) mcHI



Past 30-days QSR Users: Adults 18 or older

28.% or 1,615,695 of WDC DMA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 3.9% more likely to use
QSRs past mo., 3.4% more likely to use Sit-Down Restaurants past mo., 18.3% more likely to use Casinos

past yr., 12.8% more likely to smoke cigarettes.

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

Top-10 Cuisines: Adults 18 or older

Sit-Down Restaurants Used Past 30-days)
22.9%
27 8
i
P2
Dont/

Chinese Mexian  Coffee  ialan  Bagel/ Steakhouse Upsaale Wings/  Seafood
Mouse / Burgers /
Coffee tar sports Bar
= who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) mwoC

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who are GENERATION-Y “MILLENNIALS " (Age 30-44... 33.6%

Lo 1,468,075 25.4%

=R g Lw
- A
3 tmes s mes
4 imes 4 s
5 tmes 8tims
10 times or more 10times or more
# who are GENERATION-Y "MILLENNIALS" (Age 30-34 Adults) = WDC ® who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) EWDC
Total Monthly QSR Users: Avg. Monthly QSR Meals: Total ly Sit-Down Users: Avg. ly Sit-Down -ant Meals:
85.3% 82.1% 74.0% 71.6%
e W - B e
Drank Past 30-days: Adults 18 or older Past 12 months Casino Activities: Adults 18 or older

Any Type of Beer

2,050,723 35.5%
1,842,220 31.9%

Wine
1,
1,306,541 22.6% |
1,01'.3,195 17.5%
613,929 10.6%

Imported Beer

Domestic Regular Beer

Domestic Light Beer

'v
|

Microbrew / Craft Beer

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

wDC DMA Scarborough R1 2026: Mar25-Mar26 Qual Intab

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

Upscale Restaurant

Stage Show / Concert

Sports Betting

Spa

Other Gambling

Used Past 30-days: Adults 18 or older

Cigarettes

a / Cannabis

Casinos visited past 12

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

1,548

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

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

wwho are GENERATION-Y "MILLENNIALS” (Age 30-44 Aduits)



Past 30-days QSR Users: Adults 18 or older

11.2%

1time

% 2 times

3 times

5

4 times

10.8%

-

10 times or more

10.0%

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

Total Monthly QSR Users:

79.2%

WSEA

Avg. Monthly QSR Meals:

l 30.3% or 1,387,411 of SEA DMA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).

Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 3.3% more likely to use
QSRs past mo., 2.6% more likely to use Sit-Down Restaurants past mo., 6.6% more likely to use Casinos past

yr., 12.5% more likely to smoke cigarettes.

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

1time

17.0%

s
s
-
c-oume
10 times or more

» who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
ly Sit-Down
69.9%

W SEA
Avg. Monthly Sit-Down ant Meals:

Total

Users:

Drank Past 30-days: Adults 18 or older
Uauor

Any Type of Beer
Wine

Imported Beer
Domestic Regular Beer

Domestic Light Beer

16.7%
5.0%

792,592 17
Microbrew / Craft Beer 1
wwho are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)

SEA

W SEA

DMA Scarborough R1 2026: Mar25-Mar26 Qual Intab

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

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

Chinese  malan  agel/ wings/ Upscalle Seafood steakhouse
Dot/ Burgers /

Bakery  Sports Bar

House /
Coffee Bar

WSEA
Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who are GENERATION-Y "MILLENNIALS" (Age 30-44... 21.7%

RN 857,401 18.7%

Past 12 months Casino Activities: Adults 18 or older

531,379 11.6%

8.6%
0%

Slot Machines
Table Games (Craps, Poker, etc.)

Upscale Restaurant

Bar / Nightclub

Stage Show / Concert

Sports Betting 8.5%

ERTR— o
EriTa— o

2.8%
L 2.3%

B

Spa

Other Gambling Casinos visited past 12

Used Past 30-days: Adults 18 or older

i
Y

a / Cannabis Cigarettes

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

997

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

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

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



Past 30-days QSR Users: Adults 18 or older

e
Y -

3 times

4 times 10.0%
Stmes
o-otimes

10 times or more

14.8%

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

Total Monthly QSR Users: Avg. Monthly QSR Meals:
89.2%

84.5%

26.5% or 1,278,284 of PHOENIX DMA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 5.6% more likely to use

QSRs past mo., .9% less likely to use Sit-Down Restaurants past mo., 6.5% more likely to use Casinos past yr.,
36.3% more likely to smoke cigarettes.

[ ] 1 time

2 times

3 times

4 times

5 times

6-9times

10 times or more

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

Total

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

17.5%

94%
6.7%

6.0%

W PHOENIX

Users:

ly Sit-Down

Avg. Monthly Sit-Down ant Meals:

Top-10 Cuisines: Adults 18 or older

(Sjt-Down Restaurants Used Past 30-days)

malan steakhouse Wings/ Bagel/ upscale seafood
Bugers/ Doaut/
Sports Bar  Bakery

wwho are GENERATION-Y "MILLENNIALS” (Age 30-44 Aduits) = PHOENIX

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who are GENERATION-Y "MILLENNIALS" (Age 30-44... 23.1%
PHOENIX Y3 €] 17.4%

Drank Past 30-days. Adults 18 or older

Any Type of Beer
Liquor
Wine

Imported Beer

e
Domesiogr o -v
i 8.6%
Microbrew / Craft Beer - 9.29% i
= who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) ®PHOENX
PHOENIX DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab

Slot Machines

Table Games (Craps, Poker, eh:.)
Bar / Nightclub

Upscale Restaurant

Sports Betting

Stage Show / Concert

Other Gambling

597

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

E 3.1%

Spa E 5%

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

Past 12 months Casmo Activities: Adults 18 or older

m 39.5% -

u?,ﬂsi 13.4%
8.4%

3.4%

Used Past 30-days: Adults 18 or older

a / Cannabis

Cigarettes

Casinos visited past 12 Yes
m PHOENIX

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

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



mﬁalnvestments Owned: Adults 18 or older

401K Plan

125,. . 45.8%

IRA (Individual Retirement Account)

100,032,171

Mutual Funds

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

, EL6%
7.4%

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

529 Plan / College Savings Plan

Second Home or Real Estate Property

mUSA

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

- 5 15.6%]
- -

Auto Loan Money
Market
Account

Home
Mortgage

Mobile
Banking

Online
Banking

Online Bill
Paying

n?
Checking  Debit or ATM
Account card

Savings
Account

Credit Card

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

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

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

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

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

B USA

Professional Serwces Used*' Adults 18 or older

Financial Planner

Online Investing / Stock Trading

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

3%

151.6%
3.1%

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

Estate Planning

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

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

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

: $ir 7
Cash App  Google Pay

e o
MasterCard ~ Apple Pay

Venmo

5,886
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

USA Projection Scarborough R1 2026: Jan 25-Mar26 Qual Intab 24,338

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

10.1%
9.5% 9.1% 6.8%

Store Credit  Square Cash ~ Facebook sarmungPay
Card Messenger

6.4% “m

Discover



401K,

27.3% or 2,083,259 of CHI DMA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 7.4% more likely to have a

11.1% more likely to have an Auto Loan, 9.5% more likely to Invest/Trade Stocks Online, 15.8% less

likely to pay with their Debit Card.

ﬁ Investments Owned: Adults 18 or older
e ¢ |

401K Plan

, 480,220 45.5%
IRA (Individual Retirement Account)
Stocks or Stock Options
Mutual Funds %132%
Money Market Funds 7%
39834 6.7%
Bands ok
137,516 6.6%
Other (Crypto / NFTs / Metals, etc.) p=y a%
529 Plan / College Savings Plan 81%
SERTY, 7.5%
Second Home or Real Estate Property &"ﬁ%
m who are GENERATION-Y “MILLENNIALS" (Age 30-44 Adults) ECHI

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

7.9%
55%  a.4%
1% gy 30%

Checking Debitor ATM  Savings Credit Card Online Mobile Online Bill Home Auto loan  Certificates of  Money Personal Loan Home
Account card Account Banking Banking Paying Mortgage Deposit (CDs)  Market Home  Improvement
Account Mortgage Loan or Home
Equity Loan
= who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) uCHI

Professional Services Used*: Adults 18 or older

Tax Preparation Service

Financial Planner

Online Investing / Stock Trading

Accountant

Insurance Agent at a Local Office (not online)

Estate Planning

Real Estate Agent

(*Past 12 Months)

Divorce / Family Attorey !‘“2-;;“
= who are GENERATION-Y “MILLENNIALS" (Age 30-44 Adults)

CHI DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 981
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

mCHI

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

9.5% 9.5%
7.4% 6.4%
6.0% 0%

Google Pay  Cash App

VisA PayPal Zelle Debit Card Venmo MasterCard ~ Apple Pay Discover  Store Credit American  Square Cash  Facebook Samsung Pay
card Express Messenger
® who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) = CHI

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



28.% or 1,615,695 of WDC DMA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 19.9% more likely to have a
401K, 5.8% more likely to have an Auto Loan, 33.5% more likely to Invest/Trade Stocks Online, 13.1% less

likely to pay with their Debit Card.

mﬁ ‘lnvestments Owned: Adults 18 or older Financial Services Has and/or Uses: Adults 18 or older

401K Plan

2,738,141 47.4%

2,187,398 37.9%
82 28.

2 14.0%

L 11.3%
15.4%

. 3 14.9%
529 Plan / College Savings Plan 1_5%

IRA (Individual Retirement Account)

Stocks or Stock Options

Money Market Funds

184 11.4% 108% g 2 6.9%
Other (Crypto / NFTs / Metals, etc.) D% — Lok B2
Bonds &m&“ checking Debitor ATM  Savings Credit Cari Online Online Bl Mobile Home Auto Loan Money  Certi of Personal Loan Home
Account card Account Banking Paying Banking  Mortgage Market  Deposit{CDs) Home  Improvement
Second Home or Real Estate Property 2.0% Recounx Mortgge ":a;_:;ln:e
% who are GENERATION-Y “"MILLENNIALS" (Age 30-44 Adults) EWDC ® who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) mWDC

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

Tax Preparation Service

fine Investi Tradi :
Online Investing / Stock Trading el 26.1%
Financial Planner .

Accou )52 7.6%
.- o
Insurance Agent at a Local Office (not online) '2% ' .

43%
Real Estate Agent @ il 10.4% 10.0%
) - -
5 1.2% -3%
B .0% (*Past 12 Menths) Venmo MasterCard ~ Apple Pay CashApp  GooglePay  American Discover  Store Credit Square Cash Samsung Pay Facebook
Divorce / Family Attorney ﬁ?% Express card Messenger
m who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) = WDC = who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) =WDC

WDC DMA Scarborough R1 2026: Mar25-Mar26 Qual Intab 1,548
All Graphs and HBIA! Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

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



30.3% or 1,387,411 of SEA DMA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 20.8% more likely to have a
401K, 34.8% more likely to have an Auto Loan, 19.3% more likely to Invest/Trade Stocks Online, 10.% less
likely to pay with their Debit Card.

mﬁ ‘lnvestments Owned: Adults 18 or older Financial Services Has and/or Uses: Adults 18 or older

401K Plan

IRA (Individual Retirement Account)

Stocks or Stock Options

5%
Mutual Funds -ﬂ 203'5%
Money Market Funds “1:,;%

! 12.6%
597,241 13.0%

Other (Crypto / NFTs / Metals, etc.) E:;:

Bonds

hﬂh— = i oo
B81%

70.8% o

Second Home or Real Estate Property &

1 8.5% Checking Debitor ATM  Savings Credit Card Online Mobile Online Bill Home Money Auto Loan  Certif i Personal Loan

Home
Account card Account Banking  Banking Paying  Mortgage  Market oqmt[ms} Improvement
. ¥ 10.7% Account Mmgage Loan or Home
529 Plan / College Savings Plan ETTNT 815 ot e

¥ who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) W SEA = who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) uSEA

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

Online Investing / Stock Trading

Tax Preparation Service g = s
Financial Planner et &
6.6%
oo R o
Insurance Agent at a Local Office (not online) M%E % ' .
. 6 2.9%
Estate Planni
e 2%
: 3.5%
Real Estate Agent 2.6%

9.5% 9.9%

T8% con 4_7-,.
e -
01536 a5

B 2.5% (*Past 12 Menths) visa DebitCard MasterCard  Apple Pay  GooglePay  Cash App American  Store Credit ~ Discover  Square Cash  Facebook  Samsung Pay
Divorce / Family Attorney 1% Express card Messenger
= who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) mSEA

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

SEA DMA Scarborough R1 2026: Mar25-Mar26 Qual Intab 997
All Graphs and HBIA! Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

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



26.5% or 1,278,284 of PHOENIX DMA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 26.% more likely to have a
401K, 16.7% more likely to have an Auto Loan, 6.1% more likely to Invest/Trade Stocks Online, 4.6% more

likely to pay with their Debit Card.

mﬁ ‘lnvestments Owned: Adults 18 or older Financial Services Has and/or Uses: Adults 18 or older
401K Plan
Stocks or Stock Options
Mutual Funds 10.17;;%
Money Market Funds M?‘z%

Second Home or Real Estate Property ;'ﬁ

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

IRA (Individual Retirement Account)

6.0% 57% 5.6%
39% 53y 37%

4307130 1355 , 8 Lasnss £ET ; Ly o IR s Y ,
5.4%
Bonds & 7.4% Checking Debitor ATM  Savings  CreditCard  Online Mohile Online B Money  Certil of Personal Loan Home
Account card Account Banking Banking Paying Market  Deposit{CDs) Home  Improvement
. 4.8% Account Mortgage Loan or Home
529 Plan / College Savings Plan 7% Foiny o
® who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) W PHOENIX

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

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

Tax Preparation Service

Financial Planner

Online Investing / Stock Trading

Accountant L
352,405

Insurance Agent at a Local Office (not online)

7.0%
15.3%
6.5% 12.8%
Real Estati nt
ical Extate Pee m 117.6% BT 7.6%
B 410 6 mE

Estate Planning 21% A s 3 0m o 2 s m
B 2.6% (*Past 12 Menths) visa Zelle PayPal Debit Card Venmo MasterCard ~ Apple Pay CashApp GooglePay American StoreCredit  Discover  Square Cash  Facebook Samsung Pay

Divorce / Family Attorney 0.9% Express card Messenger
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“Lifestyle/Future Plans”

P18+ who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Lifestyle/Future Plans)
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“Lifestyle/Future Plans"

P18+ who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Lifestyle/Future Plans)
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"Lifestyle/Future Plans”

P18+ who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Lifestyle/Future Plans)
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“Lifestyle/Future Plans"

P18+ who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Lifestyle/Future Plans)
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“Lifestyle/Future Plans"

P18+ who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Lifestyle/Future Plans)
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Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an average of 2 days, 11 hours, 32
minutes and 22 seconds each week with All Forms of Media.

74.3% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an avg. of 7 hours and 32 minutes each
week listening to All Local AM/FM Radio, representing 9.4% of total time spent with all forms of Media.
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Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an average of 2 days, 12 hours, 41 |
minutes and 36 seconds each week with All Forms of Media.

75.2% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an avg. of 7 hours and 25 minutes each
week listening to All Local AM/FM Radio, representing 9.2% of total time spent with all forms of Media.
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Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an average of 2 days, 9 hours, 50
minutes and 48 seconds each week with All Forms of Media.

66.7% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an avg. of 6 hours and 28 minutes each
week listening to All Local AM/FM Radio, representing 7.5% of total time spent with all forms of Media.
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Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an average of 2 days, 5 hours, 30
minutes and 35 seconds each week with All Forms of Media.
65.9% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an avg. of 6 hours and 45 minutes each
week listening to All Local AM/FM Radio, representing 8.3% of total time spent with all forms of Media.
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Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an average of 2 days, 13 hours, 17
minutes and 51 seconds each week with All Forms of Media.

80.2% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an avg. of 8 hours and 34 minutes each
week listening to All Local AM/FM Radio, representing 11.2% of total time spent with all forms of Media.
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Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an average of 1 days, 18 hours, 17
minutes and 12 seconds each week with All Forms of Ad-Supported Media.

72.1% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an avg. of 6 hours and 52 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 11.7% of total time spent with all forms of Ad-Supported Media.
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Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an average of 1 days, 19 hours, 14
minutes and 13 seconds each week with All Forms of Ad-Supported Media.

73.2% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an avg. of 6 hours and 45 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 11.4% of total time spent with all forms of Ad-Supported Media.
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Weekly
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Weekly H:M:

Avg. Weekly
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Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an average of 1 days, 17 hours, 18
minutes and 40 seconds each week with All Forms of Ad-Supported Media.
64.4% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Aduits) spend an avg. of 5 hours and 51 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 9.1% of total time spent with all forms of Ad-Supported Media.
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Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an average of 1 days, 12 hours, 44
minutes and 29 seconds each week with All Forms of Ad-Supported Media.
64.1% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an avg. of 6 hours and 3 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 10.6% of total time spent with all forms of Ad-Supported Media.

Avg. H:M:S/week with All Forms of Ad-
Supported Media: Adults 18 or older
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| Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an average of 1 days, 18 hours, 56
minutes and 39 seconds each week with All Forms of Ad-Supported Media.
78.2% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an avg. of 7 hours and 58 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 14.5% of total time spent with all forms of Ad-Supported Media.
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Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an average of 6
hours and 2 minutes each day with All Forms of Ad-Supported Media. 72.1% listen to Local AM/FM
Radio for an avg. of 58.9 minutes/day. (Local Radio delivers 11.7% of Time with Ad-Supported Media.)
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| Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an average of 6
hours and 10 minutes each day with All Forms of Ad-Supported Media. 73.2% listen to Local AM/FM
Radio for an avg. of 58. minutes/day.

(Local Radio delivers 11.4% of Time with Ad-Supported Media.)
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Radio for an avg. of 50.2 minutes/day.

| Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an average of 5
hours and 54 minutes each day with All Forms of Ad-Supported Media. 64.4% listen to Local AM/FM
(Local Radio delivers 9.1% 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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| Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an average of 5

hours and 14 minutes each day with All Forms of Ad-Supported Media. 64.1% listen to Local AM/FM

Radio for an avg. of 51.9 minutes/day.

(Local Radio delivers 10.6% of Time with Ad-Supported Media.)
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Top-13 All Forms of Ad-Supported Media (% Time Spent &

Avg. Minutes/day Spent): Adults 18 or older
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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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| Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an average of 6
hours and 8 minutes each day with All Forms of Ad-Supported Media. 78.2% listen to Local AM/FM
Radio for an avg. of 68.4 minutes/day. (Local Radio delivers 14.5% of Time with Ad-Supported Media.)
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Avg. Week AHAud:o (Persons & % Reach): Adults 18 or older
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53,772,823 or 72.1% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44
Adults) listen to Ad-Supported Local AM/FM Radio for an average of 58.9 minutes every day
representing 36.3% of all time spent daily with Ad-Supported Audio.
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Avg. Week AIIAudJo (Persons & % Reach): Adults 18 or older

Local AM/FM Radio

- 1,524,016 or 73.2% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
listen to Ad-Supported Local AM/FM Radio for an average of 58. minutes every day representing
36.6% of all time spent daily with Ad-Supported Audio.
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Podcasts -mu— 117 e
p YouTube TV Music
Spotify m o Music Channels Podcasts
SiriusXM Sia 17.6 15.7 26.2
YouTube Music m
Owned Music m All Others Lk All
- = Music :
TV Music Channels Avg. Hours+Minutes/day with m 13.2 Owned l_ Other
. £% o Music Chann s
All Oth Audio: Adults 18 or older m SiriusXm
L 17.2 12.8 els... 11.5
Apple Music m !
e zon a
— . 3 m Local AM/FM Local AM/FM VouTL{be . ra
et who are GENERATION-Y e Radio Podcasts Pandora Radio Music Musi Mus 8.8 e
iHisertfincio m 3.4% ESITENMALS: [7gena 43 (1M 657 319 104 71.8 143 R
Adults) 2 Audiobo...
Audiobooks TRTER R 52 e

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

u CHI

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

= CHI

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

e ———t

Amazon Music

Taral Persons:

Supported Audio: Adults 18 or older

% Time spent:

All

Music

All Pando

Podcasts 27.2%
TV Music Channels 0 30 m
. TV Music
YouTube Music m [ 5o | TV Music Hodeaets Charinek
spors RO ot rodcnts Cramet e 25
All Others & i '
Pandora [ZULETES SAP Avg. Hours+Minutes/day with Ad- Eie YouTube

Pandor Other

12.5

Others ra

iHeartRadio 9.0 9.0
o " s X .
i - be | i .
Audiobooks / . : § .
who are GENERATION-Y o LREC Local AM/FM Radio Music | Spotify Local AM/FM Radio gia
Owned Music “MILLENNIALS” (Age 30-44 R, 58.0 14.1 13.8 Amaz... 66.2 on...
Adults)
Apple Music
® who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) uCHI ® who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) HCHI

CHI DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 981 Share of Everything

soefa.ai

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

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



Avg. Week AIIAudJo (Persons & % Reach): Adults 18 or older

Local AM/FM Radio
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- 1,040,053 or 64.4% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
listen to Ad-Supported Local AM/FM Radio for an average of 50.2 minutes every day representing
36.6% of all time spent daily with Ad-Supported Audio.
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Avg. Week AIIAudJo (Persons & % Reach): Adults 18 or older

Local AM/FM Radio

- 889,938 or 64.1% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
listen to Ad-Supported Local AM/FM Radio for an average of 51.9 minutes every day representing
32.1% of all time spent daily with Ad-Supported Audio.

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

el p30-1a
Avg. Week All Audio (Persons & % Reach): Adults 18 or older .

- 999,882 or 78.2% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
listen to Ad-Supported Local AM/FM Radio for an average of 68.4 minutes every day representing
39.4% of all time spent daily with Ad-Supported Audio.
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| 53,772,823 or 72.1% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44
Adults) listen to Ad-Supported Local AM/FM Radio for an average of 58.9 minutes every day
representing 36.3% of all time spent daily with Ad-Supported Audio.
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listen to Ad-Supported Local AM/FM Radio for an average of 58. minutes every day representing

v’ | 1,524,016 or 73.2% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
o P
i [ P30-44 36.6% of all time spent daily with Ad-Supported Audio.
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| 1,040,053 or 64.4% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
listen to Ad-Supported Local AM/FM Radio for an average of 50.2 minutes every day representing
36.6% of all time spent daily with Ad-Supported Audio.
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| 889,938 or 64.1% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
listen to Ad-Supported Local AM/FM Radio for an average of 51.9 minutes every day representing
32.1% of all time spent daily with Ad-Supported Audio.
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| 999,882 or 78.2% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
listen to Ad-Supported Local AM/FM Radio for an average of 68.4 minutes every day representing
39.4% of all time spent daily with Ad-Supported Audio.
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53,772,823 or 72.1% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Pop Contemporary Hit Radio, Adult
Contemporary, Hot AC, Country, and Classic Hits.
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1,524,016 or 73.2% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Pop Contemporary Hit Radio, Hot AC,
Adult Contemporary, Alternative, and Adult Hits.

Local AM/FM Rad:o 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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1,040,053 or 64.4% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Pop
Contemporary Hit Radio, Classic Rock, Country, and Alternative.

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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889,938 or 64.1% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) listen
to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Pop Contemporary Hit
Radio, Alternative, Classic Rock, and Country.
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999,882 or 78.2% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) listen
to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Pop Contemporary Hit Radio, Hot AC, Adult
Contemporary, Country, and Classic Hits.

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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Avg. Week AII Vrdeo (Persons & % Reach): Adults 18 or older
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' 33,762,061 or 45.3% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44
Adults) watch Ad-Supported Local TV Stations for an average of 44.7 minutes every day representing
29.2% of all time spent daily with Ad-Supported Video.
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Avg. Week AII Video (Persons & % Reach): Adults 18 or older
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1,181,604 or 56.7% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
watch Ad-Supported Local TV Stations for an average of 46.6 minutes every day representing 29.6%
of all time spent daily with Ad-Supported Video.
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528,388 or 32.7% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
watch Ad-Supported Local TV Stations for an average of 39.8 minutes every day representing 27.7%
of all time spent daily with Ad-Supported Video.
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Avg. Week All \ Video (Persons & % Reach): Adults 18 or older

Amazon Prime/IMDb/FireTV
YouTube Video
Netflix

Non-Premium Cable TV...

Local TV Stations
AppleTV+fubo,Pluto, Tubi, etc.
Hulu/Hulu + Live TV (any Hulu)

Roku + The Roku Channel
TikTok

Disney+

Paramount+

Peacock

Premium Cable TV Networks

m_mrfw ourssintesfdy it
P ™Y -y Video: Adults 18 r older
m—mr-—

m—m _

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

452,997 or 32.7% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
watch Ad-Supported Local TV Stations for an average of 33.1 minutes every day representing 28.5%
of all time spent daily with Ad-Supported Video.
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Avg. Week AII Video (Persons & % Reach): Adults 18 or older
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571,383 or 44.7% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
watch Ad-Supported Local TV Stations for an average of 49.3 minutes every day representing 33.3%
of all time spent daily with Ad-Supported Video.
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33,762,061 or 45.3% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44
Adults) watch Ad-Supported Local TV Stations for an average of 44.7 minutes every day representing
29.2% of all time spent daily with Ad-Supported Video.
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1,181,604 or 56.7% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
watch Ad-Supported Local TV Stations for an average of 46.6 minutes every day representing 29.6%
of all time spent daily with Ad-Supported Video.
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528,388 or 32.7% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
watch Ad-Supported Local TV Stations for an average of 39.8 minutes every day representing 27.7%
of all time spent daily with Ad-Supported Video.
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of all time spent daily with Ad-Supported Video.

452,997 or 32.7% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
watch Ad-Supported Local TV Stations for an average of 33.1 minutes every day representing 28.5%
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571,383 or 44.7% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
watch Ad-Supported Local TV Stations for an average of 49.3 minutes every day representing 33.3%
of all time spent daily with Ad-Supported Video.
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Local TV Station Programs (Persons & % Reach): Adults 18 or older
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' 33,762,061 or 45.3% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44
Adults) watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening,

Comedies, Local News - Morning, Game Shows, and Movies.
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1,181,604 or 56.7% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening,
Comedies, Local News - Morning, Local News - Late, and Game Shows.
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528,388 or 32.7% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Comedies, Local News -
Evening, Local News - Morning, Game Shows, and Movies.

Local TV Station Programs (Persons & % Reach): Adults 18 or older  Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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452,997 or 32.7% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Comedies, Local News -
Morning, Local News - Evening, Dramas, and Game Shows.

Local TV Station Programs (Persons & % Reach): Adults 18 or older  Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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571,383 or 44.7% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Comedies, Local News -
Morning, Local News - Evening, Game Shows, and Movies.

Local TV Station Programs (Persons & % Reach): Adults 18 or older  Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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[ 57,200,011 or 76.7% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44
Adults) use Ad-Supported Social Media for an average of 158.4 minutes every day representing
32.2% of all time spent daily with Ad-Supported Digital Media.
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[ 1,611,761 or 77.4% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
use Ad-Supported Social Media for an average of 169.8 minutes every day representing 33.6% of all
time spent daily with Ad-Supported Digital Media.
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1,296,765 or 80.3% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
use Ad-Supported Social Media for an average of 169.1 minutes every day representing 32.4% of all
time spent daily with Ad-Supported Digital Media.
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Search (Google, Bing, etc)

[ 1,004,748 or 72.4% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
use Ad-Supported Social Media for an average of 124.3 minutes every day representing 26.4% of all
time spent daily with Ad-Supported Digital Media.
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[ 955,613 or 74.8% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
use Ad-Supported Social Media for an average of 178.5 minutes every day representing 34.6% of all
time spent daily with Ad-Supported Digital Media.

r Y ——
B —

m_m

Digital: Adults 18 or older

Comcurrent
usoge :

A e wbo e oncrmon
“MILLENNIALS” (Age 30-44
1037 670] 21506 | Adit)

W PHOENIX

—ml':;:,mm N——

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

OTT TV
Streaming
Services
61.1

Email/Text/IM/Zo
om,etc. ( onal
& Work)...

Social Media
199.4

Local TV
Streaming
314
Streaming Audio (Local Radio/ murubelh
Podcasts/Streaming Services)
1973

On

line

Classes,
Schools,
Colleges,
Universiti

Search
(Google,

Bin|

g (incl.
Food/.

Games/
Fantasy
/Betti...

g

Non-
Premiu
m+Pr...

News/...

| Hankin...

OTT TV Streaming Services
127.5
Social Media
173.4 Non-
Premium+Pr
emium
Cable...

Email/Text/I
M/Zo:
. (Personal...

Searc  Shoppl

h (incl....

Local TV (Googl
Streaming &
429 Bing...

Streaming Audio (Local Radio/
Podcasts/Streaming Services)
1524

ik
34.2

Online
Classes,
Schools,
Colleges,

Universiti
es...

YouTube/T

k, etc.

ing Ne
ws/
W...

Games/Fa
ntasy/Be...

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

m PHOENIX

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

Search (Google, Bing, etc.)

Email/Text/IM/Zoom,etc. (Personal & Work)
Social Media

OTT TV Streaming Services

shopping (incl. Food/ Auctions/Travel, etc.)

YouTube/TikTok, etc.
Streaming Audio (Local Radio/ Podcasts/Streaming
Services)

‘Games/Fantasy/Betting Sites
ing/ ial/Real Estate (Websites/Apps)
Local TV Streaming

N i Cable

Total Persons:

e

m_!m

e el

m cs s

PR —T

T —
PRSI —r

PR iR

PREEET — 7] %

:oocumm

Avg. Hours+Minutes/day with Ad- m
Supported Digital: Adults 18 or older
prorects [ogs |

5:12

60.5%

% Time Spent:

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

2.7%

Streaming Audio (Local Radio/
Podcasts/Streaming Services)
97.6

Email/Text/IM
[Zoometc.
(Personal &

Work)...

Local TV
Streaming
30.0

YouTube/Tik
Social Media Tok, etc.

178.5

(0]

T TV

Streaming
Services
39.2

Shoppi

Non-
Premi
um+P
remiu
m
Cab...

Non-

Premium+Pr

emium Cable

Streaming

41.7

OTT TV Streaming
Services

89.4

Email/Text/I

M/Zoam,etc.

(Personal &
Work)...

Streaming Audio
(Local Radio/
Podcasts/Streaming
Services)

784

Search ng
(Google,
Bing, etc.)
29.0

Social Media
158.9

Shoppi

(incl.
Food/
Aucti...

Local TV
Streaming

411

YouTube/Tik

Tok, etc.

34.2
News/
Weath
er/S...

Bank...

_— who are GENERATION-Y PHOENIX
Online Classes, Schools, Colleges, Universities  [OFEy  0.036 “MILLENNIALS® (Age 3014
Adults)
= who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) = PHOENIX = who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) ® PHOENIX
PHOENIX ~ DMA  Scorborough R1 2026: Feb25-Feb26  Quol Intab 597 § Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. - for Anything

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



55,946,007 or 75.% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
use Ad-Supported Facebook for an average of 55.8 minutes every day representing 35.2% of all time
spent daily with Ad-Supported Social Media.
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- 1,547,508 or 74.3% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
use Ad-Supported Facebook for an average of 56.7 minutes every day representing 33.4% of all time
spent daily with Ad-Supported Social Media.
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| 1,199,621 or 74.2% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
use Ad-Supported Facebook for an average of 57.1 minutes every day representing 33.7% of all time
spent daily with Ad-Supported Social Media.

Avg. Week All Soc:al Medta (Persons & % Reach): Adults 18 or older Avg. Day All Social Media {% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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998,029 or 71.9% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
use Ad-Supported Facebook for an average of 44.5 minutes every day representing 35.8% of all time
spent daily with Ad-Supported Social Media.
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890,497 or 69.7% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
use Ad-Supported Facebook for an average of 63.9 minutes every day representing 35.8% of all time
spent daily with Ad-Supported Social Media.
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55,946,007 or 75.% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
use Ad-Supported Facebook for an average of 55.8 minutes every day representing 35.2% of all time
spent daily with Ad-Supported Social Media.
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"Share of Ad-Supported Social Media"

who are GENERATION-Y USA
e 45.5% "MILLENNIALS" (Age 30-44
% of Weel
Time Spent Adults)
Ad-Supported
Social Media: 37.6% 38.0%

33.2%

Weekly
Total
Persons

26.4%
23.2% 23.4%
19.1% 20:1% 191% 17.9%
3.5% 3.6% 3.5% 3y
el | 4% | E=a | 26% | I- 2%

[
'55,946,00202,229,139 42,077,24329,863,322 28,026,3681,357,009 33,914,48006,473,230 24,732,389/7,113,161 28,333,381/2,013,587 17,300,65%52,288,736 15,021,75%2,072,246 13,366,58913,472,141 17,458,04913,666,992

Q:;memm Facebook Instagram TikTok YouTube Video LinkedIn Reddit X Pinterest Blogs/Message Snapchat
Using Ad-Supported Boards (read
® who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) m USA
UsA USA Projection Scarborough R1 2026: Jan 25-Mar26 Qual Intab 5886 ® Shape of Evervihin
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. USA Projection Scarborough R12026: Jan 25-Mar26 Qual intab 24,338 Soeﬁ_ for Anyth 1’ ng g

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



1,547,508 or 74.3% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
use Ad-Supported Facebook for an average of 56.7 minutes every day representing 33.4% of all time
spent daily with Ad-Supported Social Media.
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1,199,621 or 74.2% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
use Ad-Supported Facebook for an average of 57.1 minutes every day representing 33.7% of all time
spent daily with Ad-Supported Social Media.
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| 998,029 or 71.9% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
use Ad-Supported Facebook for an average of 44.5 minutes every day representing 35.8% of all time
spent daily with Ad-Supported Social Media.
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890,497 or 69.7% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
use Ad-Supported Facebook for an average of 63.9 minutes every day representing 35.8% 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... All Other Digital Media: 4,772,723;
Social Media: 3,635,425; Local Radio: 3,339,424; Non-Prem. Cable: 1,304,873; Local TV:
1,104,690 reaching Adults 18 or older who are GENERATION-Y "MILLENNIALS"
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M-F 6a-7p Avg. Available Impressions per 15-min. are..
Social Media: 114,898; Local Radio: 93,420; Non-Prem. Cable: 46,612; Local TV: 46,235
reaching Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 A
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 96,533;
Social Media: 79,866; Local Radio: 63,888: Non-Prem. Cable: 24,160; Local TV: 16,276
reaching Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adu
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M-F 6a-7p Avg. Available Impressions per 15-min. are..
Social Media: 62,621; Local Radio: 55,099; Non-Prem. Cable: 21,354; Local TV: 14,017
reaching Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adu
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M-F 6a-7p Avg. Available Impressions per 15-min. are..
Local Radio: 62,637; Social Media: 55,862; Non-Prem. Cable: 16,545; Local TV: 12,719
reaching Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adu

. All Other Digital Media: 66,891;
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Top-13 Out-of Hame Media {Persons & % Reach): Adults 18 or older
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1,697,468 or 81.5% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
spend an average of 40.4 minutes per day driving, seeing Billboards and Signs. 61.2% Listen to Local

Radio Stations Out-of-Home for an average of 35.1 minutes/d
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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

(average week]
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1,325,686 or 82.1% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
spend an average of 62.3 minutes per day driving, seeing Billboards and Signs. 53.8% Listen to Local
Radio Stations Out-of-Home for an average of 30.4 minutes/d
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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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1,196,185 or 86.2% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
spend an average of 45.1 minutes per day driving, seeing Billboards and Signs. 53.6% Listen to Local
Radio Stations Out-of-Home for an average of 31.4 minutes/d
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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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1,107,146 or 86.6% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
spend an average of 62.1 minutes per day driving, seeing Billboards and Signs. 65.4% Listen to Local
Radio Stations Out-of-Home for an average of 41.4 minutes/d
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Daily Minutes
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AM/FM Radio

62,809,852 or 84.2% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
spend an average of 53.3 minutes per day driving, seeing Billboards and Signs representing 34.7% of all
Time Spent with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 18 or older
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11,697,468 or 81.5% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend
\an average of 40.4 minutes per day driving, seeing Billboards and Signs representing 27.5% 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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11,325,686 or 82.1% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend
\an average of 62.3 minutes per day driving, seeing Billboards and Signs representing 39.1% of all Time
}Spent with Ad-Supported Out-of-Home Media.
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11,196,185 or 86.2% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend
‘an average of 45.1 minutes per day driving, seeing Billboards and Signs representing 32.1% 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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1,107,146 or 86.6% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend
an average of 62.1 minutes per day driving, seeing Billboards and Signs representing 38.1% of all Time
Spent with Ad-Supported Out-of-Home Media.
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Out-of-Home Media: Adults 18 or older
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1,697,468 or 81.5% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
spend an average of 40.4 minutes per day driving an average of 23.5 miles each day and are 42.4%
more likely to use Edens Expressway (1-94) than the Metro avera

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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1,325,686 or 82.1% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
spend an average of 62.3 minutes per day driving an average of 36.3 miles each day and are 90.3%
more likely to use 16th Street than the Metro average.
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1,196,185 or 86.2% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
spend an average of 45.1 minutes per day driving an average of 26.2 miles each day and are 67.7%
more likely to use Fremont Bridge than the Metro average.
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1,107,146 or 86.6% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
spend an average of 62.1 minutes per day driving an average of 36.2 miles each day and are 71.9%
more likely to use Central Avenue than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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Avg. Week AII Pnnt Medm (Persons & % Reach): Adults 18 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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15,746,769 or 21.1% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44
Adults) read Local Daily Newspaper(s) (Daily+Sunday) for an average of 7.9 minutes every day
representing 28.9% of all time spent daily with All forms of Print Media.
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Avg. Week All Prmt 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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524,445 or 25.2% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 7.8 minutes every day representing
32.3% of all time spent daily with All forms of Print Media.
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316,680 or 19.6% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 7.8 minutes every day representing
27.3% of all time spent daily with All forms of Print Media.
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Local Daily Newspaper(s) (Daily+Sunday)
Direct Mail Advertising (excluding Catalogs)
Local Daily Newspaper(s) (Sunday)

New York Times (Daily)

New York Times (Daily+Sunday)

New York Times (Sunday)

Wall Street Journal (Daily)

USA Today (Daily)

All Local Weekly Newspapers

Magazines

Catalogs

Books

All Gmphs ond soefo.oi Duta Modeling Copyright

Tota persans:

PO
P e s
P 58

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

Smrboragh R12026: Mar25-Mar26 Qu
2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.
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s
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Avg. Hours+Minutes/day with Ad-
Supported Print Media: Adults 18 or olderm

who are GENERATION-Y

"MILLENNIALS” (Age 30-44 .

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

Adults) '0.0%

=WDC

al Intab 1,548

Local Daily
Newspaper(s)
(Sunday)
110

New York Times
{Sunday)
108

USA Today (Daily)
9.0

‘Wall Street Journal (Daily)

B89

Local Daily
Newspaper(s)
| Magazines (Daily+Sunday)
8.4 78

Direct Mail Advertising
{excluding Catalogs)
7.6

New York
Times
(Daily)

Local Daily Newspaper(s)
(Daily
73 1.2

Local Daily
Newspaper(s)
(Sunday}
135

New York Times
(sunday)
12.0

Local Daily
Newspaper(s)
(Daily+Sunday)
9.6

New York Times
(Daily+Sunday)
10.1

Wall Street Journal
(Daity)
93

New York Times
(Daily)
8.1

Magazines

Direct Mail Adver
USA Today (Daily) Catak
87

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

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

=WDC

® Share of Everything
for Anything é

soefa.ai



Avg. Week All Prmt Medm (Persons & % Reach): Adults 18 or older Avg. Day All Print Media (% Time Spent & Avg. Mmutes/day Spent): Adults 18 or older

Totol Pes

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

Local Daily Newspaper(s) (Daily

New York Times (Daily+Sunday)

Books

New York Times (Sunday)

New York Times (Daily)

Wall Street Journal (Daily)

USA Today (Daily)

All Local Weekly Newspapers
2.496
2.4%

2.1%
2.0%

m-
e -

Catalogs

Magazines

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

who are GENERATION-Y
“MILLENNIALS" (Age 30-24

333,220 or 24.% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 7.8 minutes every day representing
28.4% of all time spent daily with All forms of Print Media.

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

Adults)

mSEA

Wall Street Journal
(Daity) Magazines
8.7 7.8

Direct Mail
Advertising
{excluding
Catalogs)
USA Today (Daity) 15
91

Local Daily
Newspaper(s)
(Sunday)
10.9

New York Times
(Daity+Sunday)
9.0

New York
Times (Daily)
7.2

Wall Street Journal
{Daily)
9.1

Direct Mail
Advertising
(excluding
Catalogs)
76

Local Daily
Newspaper(s) (Daily
86

New York Times
(Daily+Sunday)
9.8

Catalogs

1 Dait
Local Daily 34

Newspaper(s)
(Sunday)
13.3

New York
Times (Daily)
75

Magazines

USA Today {Daily)
9.6 6.5

Al

w who are GENERATION-Y "MILLENNIALS"

(Age 30-44 Adults) m SEA

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

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

Local Daily Newspaper(s) (Daily

New York Times (Daily+Sunday)

New York Times (Sunday)

New York Times (Daily)

Wall Street Journal (Daily)

USA Today (Daily)

All Local Weekly Newspapers

m

Magazines 223‘?66 who are GENERATION-Y
: "MILLENNIALS” (Age 30-44
0.0%
vooks [ OO0 Fuur)

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

Scarborough R1 2026: Mar25-Mar26

Qual
All Gmphs ond soefo.ai Duta Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All nghts reserved.

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

HSEA

il Intab 997

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

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

Local Daily
Newspaper(s)
(Daily+Sunday)

78

USA Today (Daily)
9.1

Local Daily
Newspaper(s)
(Sunday)
109

Magazines
.8

Direct Mail Advertising
{excluding Catalogs)
75

New York
Times
(Daity)

72

New York Times
{Sunday)
108

Local Daily Newspaper{s)
(Daily
7.3

Local Daity
Newspaper(s)
(Daily+Sunday)
9.4

New York Times
(Daity+Sunday)
9.8

Local Daily USA Today (Daily)

Newspaper(s)
(Sunday)
133

Direct Mail
Advertising
(excluding
Catalogs)
16

New York
Times (Daily)
75

New York Times
(sunday)
121

Local Daily Newspaper(s)
(Daily
8.6

Magazines
65

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

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

HSEA
® Share of Everything
for Anything é

soefa.ai



Avg. Week All Prmt Medra (Persons & % Reach): Adults 18 or older Avg. Day All Print Media (% Time Spent & Avg. Mmutes/day Spent): Adults 18 or older

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

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

All Local Weekly Newspapers

New York Times (Daily)

‘Wall Street Journal (Daily)

New York Times (Daily+5unday)
Catalogs

New York Times (Sunday)

USA Today (Daily)

Magatzines

m

M“s 5%
Loo0s | it a

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

372,839 or 29.2% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
read Direct Mail Advertising (excluding Catalogs) for an average of 7.5 minutes every day
representing 29.6% of all time spent daily with All forms of Print Medi

% Time spent-

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

UMWGENEMTICN Y PHOENIX

"MILLENNIALS" (Age 30-24
Adults)

B PHOENIX

Direct Mail
Advertising
{excluding Catalogs)

(Daity+Sunday) 75

New York Times

8.6

Local Daily

Newspaper(s) Wall Street Journal
(Sunday) {Daily) (Daily
103 86 7.0

Local Daily
Newspaper(s)

Magazines

Local Daily
Newspaper(s)
(Daily+Sunday)

New York
Times (Daily)
7.0

Local Daily
Newspaper(s)
(Sunday)
15.2

Wall Street Journal
(Daily)
95

USA Today (Daily)
95

Direct Mail
Advertising
Local Daily New York Times (excluding
Hewspaper(s) (Daily+Sunday) Catalogs)
{Daity+Sunday) 9.5 7.4
10.7

Catalogs

Local Daily i

Newspaper[s} (Daily
9.6

New York
Times (Daily) = Magazines
7.2 65 Al

= who are GENERATION-Y "MILLENNIALS"

(Age 30-44 Adults)

H PHOENIX

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

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

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

All Local Weekly Newspapers

New York Times (Daily)

Wall street Joumnal (Daily)

New York Times (Daily+Sunday)
Catalogs

New York Times (Sunday)

USA Today (Daily)

Magazines

Books

MA
All Graphs and' soefa.ai Dura Modeling Copyright © 20.

_mv-

(o7 ] asn]
m
m

15.8%

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

i FEREEFEEEE
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007
who are GENERATION-Y PHOENIX m
"MILLENNIALS" (Age 30-44 .
Adults) 0,0%
= who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) = PHOENIX
Scarborough R1 2026: Feb25-Feb26 Qual Intab 597
SE Hubbard Broadeasting, Inc. LLC. All rights reserved.

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

New York Times
(Daily+Sunday)
86
Lacal Daily

(Sunday)
10.3

Magazines
Newspaper(s) 78

Direct Mail

(excluding
Catalogs)
7.5

Local Daily Newspaper(s}
(DaitysSunday)
74

New York Times
{sunday) USA Today (Daily)
10.2 84

Local Daily Newspaper(s)

New York
Times

(Daily (Daity)
7.0 7.0

Local Daily
Newspaper(s) (Sunday)
15.2

New York Times
(sunday)
119

Local Daily
Newspaper(s)
(Daily

USA Today (Daily)
9.6 9.5

Direct Mail
Advertising
(excluding
Catalogs)

New York 74

Times
Joumal (Daily+Sunda

(Daily) ¥) Magazines

9.5 95 65

New York
Times (Daily)

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

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

= PHOENIX

® Share of Everything
for Anything i

soefa.ai



Social Media

Websites

Direct Mail

Broadcast, Cable, & Sat TV
Video Streaming Services

Podcasts

“Advertising Actions"

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

107,469,551
79,81l1,.3‘46 7 " 29.0%

3 5,210 12.3%

) b
e

Local AM/FM Radio

42,714,536 15.6%

Audio Streaming Services
Billboards

Local Broadcast TV

Cable TV Networks

Newspapers

29,182,413 10.7%

27,293,204 10.0%

40,027,219

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

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

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

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



Social Media

Websites

Direct Mail

Video Streaming Services

Broadcast, Cable, & Sat TV

"Advertising Actions"

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

886,830

2,668,500
| 2,441,602

1,321,230

| 1,738,476

Local AM/FM Radio

| 1,267,446

Audio Streaming Services
Podcasts

Billboards

Cable TV Networks

Local Broadcast TV

Newspapers

CHICAGO DMA Scarborough R12026: Feb25-Feb26  Qual Intab:
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

908,549
804,166 10.5%

783,047 10.2%

1,065,802

| 1.226.799
833.372 10.9%
¥ P18+ who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Shopped/Visited/Bought past 3mos Due to Ads on %)

B P18+ CHICAGO AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
981 Soefa ai Share of Everything
.

for Anything =

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



Social Media

Websites

Direct Mail

Broadcast, Cable, & Sat TV
Video Streaming Services

Podcasts

"Advertising Actions"

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

2 258, 481 39.1%

1,681, 170 29.1%
1,518,609 26.3%

Local AM/FM Radio

776 562 13.4% |

' [o730e2 ________________ 1es%

Audio Streaming Services
Billboards

Newspapers

Local Broadcast TV

Cable TV Networks

719 147 12.4%

752 729 13.0%

609,100

785,765 13.6%

845393 14.6%

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

WASHINGTON, DC

B P18+ who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (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  Scarborough R12026: Mar25-Mar26  QualIntab: 1548

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

Websites

Direct Mail

Podcasts

Broadcast, Cable, & Sat TV

Video Streaming Services

"Advertising Actions"”

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

1,854,999 40.5%

1,205,007 26.3%

[
(o))
~
Ly
[=]
3 [
B

698,070 15.2%

054,594

653,393 14.3%

Audio Streaming Services e SE ]
Local AM/FM Radio e 1%
Cable TV Networks G : 6
Billboards PEE e e
LocatBroadeast TV R0 SEATTLE-TACOMA
Newspapers R ' B
# P18+ who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Shopped/Visited/Bought past 3mos Due to Ads on %)
M P18+ SEATTLE-TACOMA AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
SEATTLE-TACOMA DMA  Scarborough R1 2026: Mar25-Mar26  Qual Intab: 997 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. soera.ail for Anything e

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



"Advertising Actions"

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

Social Media 1,739,588 36.1% '
Websites 1,702,091 35.3%
Direct Mail 1,386,269 28.8%

Broadcast, Cable, & Sat TV

1,082,604 22.5%

Podcasts 632,034

Local AM/FM Radio 746,125

Audio Streaming Services 539,630

Video Streaming Services

605,172

Billboards

450,393

Local Broadcast TV 765,257 15.9%

Newspapers =y 11.5% | ‘ PHOENIX

Cable TV Networks

752,971 15.6%
¥ P18+ who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Shopped/Visited/Bought past 3mos Due to Ads on %)

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

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



