USA+4 DMAS - P25+ who Purchased a Home at a 6% or Higher Interest Rate in the past 3 years!

comnlete Demographic & Media Use Profiles

FEDERAL RESERVE BANK of ST. LOUIS -
RE D e “sn
F : : :I 30-Years
= —
v¢ 30-Year Fixed Rate Mortgage Average in the United States (MorRTGAGE30US) c“I
G+% APR
30-Years

Observations v Units: Frequency: .
e v | sv | 10v | Mex Edit Graph &
2026-09-17: 6.95 Percent, Weekly,

; = EEE—
Complete DemOgraphlcl Updated: Sep 17, 2026 11:01 AM CDT Not Seasonally Adjusted Ending Thursday 2016-09-17 10| 2026-09-17 | Download & = = mwEm
Psychographic, and Total Next Release Date: Sep 24,2026 o [ —

30-Years

Media Usage Profiles of USR, o e St vy SR pp P
CHICAGO, WASHINGTON, DC, =
SEATTLE-TACOMA anc PHOENIK [ = SEA
DMA P25+ who Purchased a
Home at a 6% or Higher >
Interest Rate in the past 3 - v PI‘I“

Years as of March 31, 2026. 6+% APR
30-Years B4k

2026

fred.stlouisfed.org | Fullscreen{] | H l l l o

s A Vangua]'d BlaCKROCk___ media that connects
And, Yes! You ARE Smart Enough to Read a Bloomberg Terminal. So get ready to Learn!

[((Own or rent residence (HHLD): Own AND (Years in present home (HHLD): Less than 1 year OR Years in present home (HHLD): 1 year to less than 3 years)) AND Financial services HHLD has/use (HHLD): Home mortgage)]

Percent

Source: Freddie Mac via FRED®
Shaded areas indicate U.S. recessions.




3.2% or 8,704,818 of USA DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Typical Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 37.5 years old (28.4%
younger than average) and have a $177,146 (47.6% higher than average) annual household income.
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1.8% or 123,679 of CHI DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Typical Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 36.9 years old (28.9%
younger than average) and have a $165,217 (45.2% higher than average) annual household income.
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3.3% or 167,527 of WDC DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Typical Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 36.8 years old (28.6%
younger than average) and have a $213,047 (48.3% higher than average) annual household income.
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3.6% or 149,271 of SEA DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Typical Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 42.8 years old (16.8%
younger than average) and have a $189,543 (43.2% higher than average) annual household income.

@ Percent of Market: Adults 25 or older ﬂ*Gender of Target vs. Market: Adults 25 or older |Ethnicity of Target vs. Market:
White ‘

Black/African
American

= who Purchased a Home ata
6%+ Interest Rate past 3yrs

Asian

m Remainder of SEA DMA Other I

51.0 B 51.7 i

Hispanic 2%
2,051,483 i 2,050,690 = l

Total Persons:
1

Men Men Women Women # who Purchased a Home at a 6%+ Interest Rate past 3yrs ~ WSEA

Age Cell Demographics of Target vs. Market: . A'"fmge Agem E HHI of Target vs. Market:

Adults 25 or older 4

» who Purchased a Home at a 6%# Interest Rate past 3yrs WSEA <$35K HHI
.2%

$35K-$50K HHI ﬁ%"
58.3%

$50K-$75K HHI

$75K-$100K HHI

$100K-$150K HHI
$150K-5250K HHI

0.0% 0.0% $250K+ HHI

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

m who Purchased a Home at a 6%+ Interest Rate past 3yrs mSEA

SEA DMA Scarborough R1 2026: Mar25-Mar26 Qual Intab 117
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

[((Own or rent residence (HHLD): Own AND (Years in present home (HHLD): Less than 1 year OR Years in present home (HHLD): 1 year to less than 3 years)) AND Financial services HHLD has/use (HHLD): Home mortgage)]



4.6% or 196,394 of PHX DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Typical Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 37.9 years old (28.1%
younger than average) and have a $172,212 (55.1% higher than average) annual household income.
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3.2% or 8,704,818 of USA DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 64.% more likely to be a
college graduate, 46.8% more likely to work full-time, 26.9% more likely to be married, 51.4% more
likely to be a parent of 1 or more children under 18.
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be a parent of 1 or more children under 18.

} \’f Education Levels: Adults 25 or older Employment: Adults 25 or older
; 0.0% 3 2 73.0%
Some High School or Less (not graduate) B ss% Employed Full-Time or Part-Time 63.7%
High School Graduate (12th grade or 6.6% Employed Full-Time (35 hours or more) 68.1%
GED)
i 9.7% 4.9%
Some College Credit (no degree) Employed Part-Time (less than 35 hours)
P 10.2% . 61.6%
Associate's Degree (AA, AS, etc.) m White Collar
31.9% 11.3%
College Graduate (4 year college) 23.7% Blue Collar 10.0%
41.7% : 20.2%
Postgraduate Degree _ Work From Home (most of the time or always) -
17.2% 14.6
who Purchased a Home at a 6%+ Interest Rate past 3yrs = CHI who Purchased a Home at a 6%+ Interest Rate past 3yrs mCHI

1.8% or 123,679 of CHI DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 79.8% more likely to be a
college graduate, 29.7% more likely to work full-time, 38.% more likely to be married, 5.4% less likely to
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3.3% or 167,527 of WDC DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 66.4% more likely to be a
college graduate, 37.3% more likely to work full-time, 3.4% more likely to be married, 24.7% more likely
to be a parent of 1 or more children under 18.
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3.6% or 149,271 of SEA DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 54.8% more likely to be a
college graduate, 49.3% more likely to work full-time, 25.8% more likely to be married, 59.7% more
likely to be a parent of 1 or more children under 18.
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4.6% or 196,394 of PHX DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 51.1% more likely to be a
college graduate, 65.1% more likely to work full-time, 39.1% more likely to be married, 68.4% more
likely to be a parent of 1 or more children under 18.
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3.2% or 8,704,818 of USA DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 43.9% more likely to own

their home, 18.6% more likely to own a higher valued home, 27.9% more likely to have a single-family
home, 27.4% more likely to have a dog.
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| 1.8% or 123,679 of CHI DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 48.5% more likely to own

their home, 26.8% more likely to own a higher valued home, 27.6% more likely to have a single-family
home, 72.2% more likely to have a dog.
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1 3.3% or 167,527 of WDC DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 47.9% more likely to own

their home, 7.6% more likely to own a higher valued home, 15.5% more likely to have a single-family
| home, 29.8% more likely to have a dog.
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| 3.6% or 149,271 of SEA DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 55.4% more likely to own

their home, 11.3% more likely to own a higher valued home, 42.5% more likely to have a single-family
home, 45.9% more likely to have a dog.
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4.6% or 196,394 of PHX DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 42.1% more likely to own

their home, 18.1% more likely to own a higher valued home, 23.2% more likely to have a single-family
home, 30.4% less likely to have a dog.
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3.2% or 8,704,818 of USA DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 16.% more likely to look up
D-I-Y advice online, 2.6% less likely to always vote in local elections, 49.3% more likely to belong to a gym,
26.3% more likely to fly domestic past
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1.8% or 123,679 of CHI DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 18.% more likely to look up
D-I-Y advice online, .3% less likely to always vote in local elections, 74.5% more likely to belong to a gym,
9.4% more likely to fly domestic past yr
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3.3% or 167,527 of WDC DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 6.7% more likely to look up
D-I-Y advice online, 27.5% less likely to always vote in local elections, 51.4% more likely to belong to a gym,
41.5% more likely to fly domestic past
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3.6% or 149,271 of SEA DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 10.1% more likely to look
up D-I-Y advice online, 35.1% more likely to always vote in local elections, 54.3% more likely to belong to a
gym, 2.6% more likely to fly domestic past
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4.6% or 196,394 of PHX DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 24.8% more likely to look
up D-I-Y advice online, 2.8% less likely to always vote in local elections, 52.2% more likely to belong to a

gym, 37.1% more likely to fly domestic past

.Top-20 past 30-days Online Lifestyle Activites: Adults 25 or older

al Activity: Adults 25 or older

< 34.7% 37.3% 28.0%

o,
Registered to Vote Democrat/Lean  Republican / Lean Independent / None
(In District of Residence) Democrat Republican of These
Presidential Elections: Always e
Presidential Elections: i E"'
) = = :
N -8 h ﬂ aﬂ =i =5 ﬂ e oo it
Statewide Elections: Sometimes R
Health Redpes/ Restaurant  Do-it-Yourse¥ Online Phone  Medical Home/ Fitness/Diet  Apparel/ JobSearch/ Religion/ Take Online  Genealogy Education Electronic P“R'l:l Hom ework
Information Meal plamning Information /  Advice  /VideoCall  Services/ Gardenidess information Besuty idess Postresume Spituakty  Chisses (Research e {snapfish,
sugestions  Reviews (skype,  information sehools, shuttertly, : childs) Local Elections: A'WW‘
Periay Aorkans, =l Local Elections: Sometimes
® who Purchased a Home at a 6%+ Interest Rate past 3yrs u PHX # who Purchased a Home at a 6%+ Interest Rate past 3yrs - PHX

@ﬂﬁm-&'a past 12-months Active Lifestyle Activites: Adults 25 or older

hliihiiihlﬁk:hl

1trip

2 trips
3 trips
4 trips
59 trips

10+ trips

Follow a adult

% Past 12-months Domestic Airline Trips: Adults 25 or older

664,505 15.6%
472 495 11 1%
12.4%
402,466
M 1.8%
- : Avg. # Domestic Flights: _!-

ﬂhthnﬂuﬂmlﬂLm”

Caregiverof ~ Competitive Football Tennis Softball-  Organized  Hunting  Snow Skiing-

Grilling-  Gandening  lawncCare Swimming  Bicyding Miking - Volunteer  Belongto  Sewing- Camping Jogging - Bowling Gmupm‘nm Fishing  Yoga-Pilates Basketball Boating
Outdoor  ([Flowersor Backpacking ~ Work  MealthClubor  Crafts Running Weight Loss  Continuing Aging Parent Video Gaming Baseball  Road Race Snowboarding
Cooking  Vegetbles) Gym Progam  Education or Relative 5K,
Marathon,
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Past 30-days QSR Users: Adults 25 or older

-,iuq
2 times 13.4%
s

5 times

= who Purchased a Home at a 6%+ Interest Rate past 3yrs

Total Monthly QSR Users:
89.7%

mUSA

Avg. Monthly QSR Meals:
82.9%

e DN ¢ I

3.2% or 8,704,818 of USA DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 8.2% more likely to use QSRs
past mo., 14.4% more likely to use Sit-Down Restaurants past mo., 11.8% less likely to use Casinos past yr.,

76.6% less likely to smoke cigarettes.

Past 30-days Sit-Down Restaurant Users: Adults 25 or older

. 1time

16.9%

—
e
e
—
.

e

e ——

2 times

3 times 11.9%

4 times 9.4%

5 times 7.1%

6 -9 times

6.9%

10times or more

= who Purchased a Home at a 6%+ Interest Rate past 3yrs mUSA
Total Monthly Sit-Down Re Users: A -Down Restaurant Meals:
82.3% 72.0%

196,614,2

Drank Past 30-days. Adults 25 or o!der
Uquor
Ay Type of Baer
Whne
Domestic Regular Beer
Imported Beer

Domestic Light Beer

68,587,596

: 22.1%
Microbrew / Craft Beer 11.6%

25.1%

® who Purchased a Home at a 6%+ Interest Rate past 3yrs musa

USA USA Projection Scarborough R1 2026: Jan25-Mar26

Top-10 Cuisines: Adults 25 or older

(Sit-Down Restaurants Used Past 30-days)

iilhiﬁikk;

i et chlesse: | il s magan w:u:l steakhouse -a.w

Upmale  Seafood

e s.ms s

mwho Purchased a Home at a 6%+ Interest Rate past 3yrs musa

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Purchased a Home at a 6%+ Interest Rate past 3yrs 30.4%

XM 50,016,525 18.3%

Past 12 months Casmo Activities: Adults 25 or older
Slot Machines

7
R —

Bar / Nightclub _
Upscale Restaurant -
Stage Show / Concert
Sports Betting

Spa

Other Gambling Casinos visited past 12

Used Past 30-days: Adults 25 or older

00 269 g 846 38

i / Cannabis

u who Purchased a Home at a 6%+ Interest Rate past 3yrs mUSA

Qual intab 682
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Past 30-days QSR Users: Adults 25 or older

1 time

3 times

4 times
5 times
6-9times

10times or more

®who Purchased a Home at a 6%+ Interest Rate past 3yrs ®CHI

Total Monthly QSR Users: Avg. Monthly QSR Meals:
88.8%

83.9%

5.7

1.8% or 123,679 of CHI DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 5.9% more likely to use QSRs
past mo., 16.7% more likely to use Sit-Down Restaurants past mo., 43.7% less likely to use Casinos past yr.,

74.% less likely to smoke cigarettes.

Past 30-days Sit-Down Restaurant Users: Adults 25 or older

. 1time

16.5%

16.3%

2 times

3 times

m who Purchased a Home at a 6%+ Interest Rate past 3yrs

Total Monthly Sit-Down Re Users:  Avg. Monthly Sit-Down Restaurant Meals:
81.8% 70.1%

4 times

5 times

6 -9 times

10times or more

= CHI

Drank Past 30-days: Adults 25 or older

e
p——
Domestic Regular Beer
Domestic Light Beer g - - v
Microbrew / Craft Beer m i
® who Purchased a Home at a 6%t Interest Rate past 3yrs = CHI

DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab

Top-10 Cuisines: Adults 25 or older

(Sit-Down Restaurants Used Past 30-days)

Eh]kﬁk:hnm

Pia  Chinese  Coffes wings/  magel/
House / Bwgers/  Donut/
Caffee Bar spors Bar  Bakery

mexican magan upmscle steakhouse seafood

®who Purchased a Home at a 6%+ Interest Rate past 3yrs. mCHI

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Purchased a Home at a 6%+ Interest Rate past 3yrs 28.8%

ail 20.0%

1,349,667

Past 12 months Casino Activities: Adults 25 or older
slot Machines 8%

26.6%
Table Games (Craps, Poker, etc.)

Bar / Nightclub

Stage Show / Concert 7
Upscale Restaurant
Sports Betting

Spa

i
2%
Eé%z.sx

Other Gambling

Casinos visited past 12

Used Past 30-days: Adults 25 or older

13.0%

i / Cannabis Cigarettes

= CHI

m who Purchased a Home at a 6%+ Interest Rate past 3yrs
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CHI
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Past 30-days QSR Users: Adults 25 or older

1time

7.5%

3times |y
Atimes

4
5 times
10 times or more

®who Purchased a Home at a 6%+ Interest Rate past 3yrs EWDC

Total Agclagtg:rly QSR Users: Avg. Monthly QSR Meals:

82.3%

past yr., 59.9% less likely to smoke cigarettes.

3.3% or 167,527 of WDC DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 11.6% more likely to use
QSRs past mo., 21.1% more likely to use Sit-Down Restaurants past mo., 21.2% less likely to use Casinos

Past 30-days Sit-Down Restaurant Users: Adults 25 or older
€

1time

2 times

16.3%
3 times
4 times 10.2%

5 times

6 -9 times

7.1%

]
T
o
T
F

10 times or more

= who Purchased a Home at a 6%+ Interest Rate past 3yrs

= WDC

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

88.0% 72.6%

Drank Past 30-days: Adults 25 or older
s
iort e
Domestic Regular Beer
Domestic Light Beer =
Microbrew / Craft Beer W 37.5% i

# who Purchased a Home at a 6%+ Interest Rate past 3yrs BWDC

DMA Scarborough R1 2026: Mar25-Mar26

Top-10 Cuisines: Adults 25 or older

(Sit-Down Restaurants Used Past 30-days)

mm!hikilli

Coffee  vafan  Bagel/ Steskhouse Upscale Wings/ Seafeod

House | Doaut Burgers
Caffee Bar Bakery sports sar
= who Purchased a Home at a 6%+ Interest Rate past 3yrs mwne

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Purchesed o Home ot a 6%+ Interest Rote post 3yrs 53.7%

woc [EER] 24.2%

Past 12 months Casino Activities: Adults 25 or older

Slot Machines  pyrveery

Table Games (Craps, Poker, etc.) gryery
Bar / Nightclub acsoo7

Upscale Restaurant 385275

Stage Show / Concert
Sports Betting
Spa 3.0%
Other Gambling e 11_’3’:& Casinos visited past 12 hs: Yes

Used Past 30-days: Adults 25 or older

i / Cannabis

Qual Intab

u who Purchased a Home at a 6%+ Interest Rate past 3yrs =WDC

200

wDc
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Past 30-days QSR Users: Adults 25 or older
e ime %

,i \ IJ rome

2 times

3 times

4 times

5 times

13.3%

6-9times

10times or more &

® who Purchased a Home at a 6%+ Interest Rate past 3yrs

Total Manthly QSR Users:

BSEA

Avg. Monthly QSR Meals:
78.8%

3.6% or 149,271 of SEA DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 8.4% more likely to use QSRs
past mo., 6.1% more likely to use Sit-Down Restaurants past mo., 45.9% less likely to use Casinos past yr.,

66.4% less likely to smoke cigarettes.

1time

2 times

3 times

4 times

5 times

6 -9 times

10times or more

Past 30-days Sit-Down Restaurant Users: Adults 25 or older
€

17.2%

15.3%
11.1%

= who Purchased a Home at a 6%+ Interest Rate past 3yrs mSEA
Total Monthly Sit-Down Re Users:  Avg. Monthly Sit-Down R ant Meals:
73.1% 69.0%

o

Drank Past 30-days. Adults 25 or o!der
_

Liquor

Any Type of Beer
Wine

Imported Beer
Domestic Regular Beer
Domestic Light Beer

Microbrew / Craft Beer

165%

 who Purchased a Home at a 6% Interest Rate past 3yrs WSEA

DMA Scarborough R1 2026: Mar25-Mar26 Qual Intab

Tabl

Past 12 months Casmo Activities: Adults 25 or older

Slot Machines

e Games (Craps, Poker, etc.)
Upscale Restaurant

Bar / Nightclub §

Stage Show / Concert
Sports Betting

Spa

Other Gambling

= who Purchased a Home at a 6%+ Interest Rate past 3yrs

SEA 117
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Top-10 Cuisines: Adults 25 or older

(Sit-Down Restaurants Used Past 30-days)

ii.ihhhhj

r.nm magan

mexicn Pl chinese wmpf umale  seafood Steakhouss
[ ml Burgers

caftee m Bakery sports n.

= who Purchased a Home at a 6%+ Interest Rate past 3yrs mSEA

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Purchased o Home ot a 6%« Interest Rtz past 3yrs [ SHSTANII  25.2%

LW 697,542 17.0%

M 2.3%

8.6%
M 2.4%

6.2%

199, 8%
3'-39:-59" 1,643,346
1.5% Casinos visited past 12 hs: Yes

Used Past 30-days: Adults 25 or older

%

Cigarettes

mSEA

i / Cannabis

Vape
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Past 30-days QSR Users: Adults 25 or older

o E—
\
10.0%

' um- |
2 times

3times

4 times

5 times

-m-
m—

6-9times

10times or more

® who Purchased a Home at a 6%+ Interest Rate past 3yrs

Total Munth[y QSR Users: Avg. Monthly QSR Meals:

mPHX

‘ 4.6% or 196,394 of PHX DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 5.3% more likely to use QSRs
past mo., 7.8% more likely to use Sit-Down Restaurants past mo., 13.7% less likely to use Casinos past yr.,

98.9% less likely to smoke cigarettes.

Past 30-days Sit-Down Restaurant Users: Adults 25 or older
€

i
14.0%

6.1%

2 times

3 times

4 times

5 times
Bt
= who Purchased a Home at a 6%+ Interest Rate past 3yrs

Total Monthly Sit-Down Restaurant Users: A it-Down Restaurant Meals:
78.1% 72.5%

_m

10times or more

B PHX

Drank Past 30 days. Adults 25 or older
A Type of Beer

Liquor

Wine

Imported Beer
Domestic Light Beer
Domestic Regular Beer

Microbrew / Craft Beer

w who Purchased a Home at a 6%+ Interest Rate past 3yrs

WPHX

DMA Scarborough R1 2026: Feb25-Feb26 Qual intab

Top-10 Cuisines: Adults 25 or older

(Sit-Down Restaurants Used Past 30-days)

ii'hiﬁiLhﬂ

Pizza Waian steskhouse Wings/ Bagel/ Upscale Seafood
Burgers{  Donut/
sports Bar  Bakery

Mexican chlerse, | oot o

mlm m

= who Purchased a Home at a 6%+ Interest Rate past 3yrs mPHX

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Purchased a Home at a 6%« Interest Rote post 3yrs [ AGCAMNIIIIIN  23.8%

LUl 675,084 15.9%

Past 12 months Casino Activities: Adults 25 or older
Slot Machines

Table Games (Craps, Poker, etc.)
Upscale Restaurant

Bar / Nightclub §

Sports Betting

Stage Show / Concert

Other Gambling

Spa Casinos visited past 12 months: Yes

u who Purchased a Home at a 6%+ Interest Rate past 3yrs = PHX
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Used Past 30-days: Adults 25 or older

%

90 8

Marijuana / Cannabis

Cigarettes

= who Purchased a Home at a 6%» Interest Rate past 3yrs

[((Own or rent residence (HHLD): Own AND (Years in present home (HHLD): Less than 1 year OR Years in present home (HHLD): 1 year to less than 3 years)) AND Financial services HHLD has/use (HHLD): Home mortgage)]



3.2% or 8,704,818 of USA DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 71.6% more likely to have a

401K, 83.% more likely to have an Auto Loan, 124.1% more likely to Invest/Trade Stocks Online, 15.6% less
likely to pay with their Debit Card.

Investments Owned: Adults 25 or older

401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

Bonds

Other (Crypto / NFTs / Metals, etc.)
529 Plan / College Savings Plan

Second Home or Real Estate Property

127,861,434 46
105525939 38.6%
a

8%
3,1 36.5%
51,070,055 EEF:¥49
28.6%
L 14.8%
15.9%
16.3%
17.8%
L 16.1%
15.8%
7Y
3%
TN

® who Purchased a Home at a 6%+ Interest Rate past 3yrs W USA

Financial Services Has and/or Uses: Adults 25 or older

10.2%
0% 6.9% s5% 0% g%

e Y

Certificates of Studentloan Personal Loan Refinanced Home

.

Checking  Debit or ATM

s a0 as 01 o

Credit Card Online Mobile

Savings Online Bill

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

# who Purchased a Home at a 6%+ Interest Rate past 3yrs H USA

Professional Services Used*: Adults 25 or older

Tax Preparation Service

Financial Planner

Online Investing / Stock Trading

Accountant

Insurance Agent at a Local Office (not online)

Real Estate Agent

57,776,081 21.1%
50,888,357 18.6%
41,431,244 15.2%
2 14.1%
26,834,340 9.8%
05 12.3%
22,649,728 8.3%

7.%

Estate Planning E_;‘”‘
*Past 12 Months]
Divorce / Family Attormey l“"Z% f 4
£.9%
® who Purchased a Home at a 6%+ Interest Rate past 3yrs USA

USA USA Projection

Scarborough R1 2026: Jan25-Mar26

B Past 3-Months Payment Methods Used: Adults 25 or older

sa b2 214
Venmo MasterCard ~ Apple Pay

Discover  Square Cash  Facebook Samsung Pay
Card Messenger

ars RELENY L: sc
CashApp  GooglePay American  Store Credit
Express

® who Purchased a Home at a 6%+ Interest Rate past 3yrs W USA

Qual Intab 682

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

[((Own or rent residence (HHLD): Own AND (Years in present home (HHLD): Less than 1 year OR Years in present home (HHLD): 1 year to less than 3 years)) AND Financial services HHLD has/use (HHLD): Home mortgage)]




1.8% or 123,679 of CHI DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 74.% more likely to have a
401K, 105.2% more likely to have an Auto Loan, .8% more likely to Invest/Trade Stocks Online, 14.9% less
likely to pay with their Debit Card.

“ﬁﬂinvestments Owned: Adults 25 or older Financial Services Has and/or Uses: Adults 25 or older
401K Plan
IRA (Individual Retirement Account)
Stocks or Stock Options
Mutual Funds W a3.5%

12.5%
Money Market Funds T

.9%
Bonds ﬁ 11.3%

- 13.3%
11.4% 8.6%
5 3 5.7% 5.7%
Other (Crypto / NFTs / Metals, etc.) Eﬂ-ﬁ% £ 1610 e — .z 3.3%
529 Plan / College Savings Plan m-_”ﬁ Checking Debitor ATM  Savings  Credit Card Autoloan Certificates of ~ Money  Studentloan Personal Loan Refinanced  Home

Account card Account Deposit (CDs)  Market Home Improvement
58.2% Account Mortgage Loan or Home

Second Home or Real Estate Property % il i o

® who Purchased a Home at a 6%+ Interest Rate past 3yrs mCHI

#® who Purchased a Home at a 6%+ Interest Rate past 3yrs HCHI
Professional Services Used*: Adults 25 or older 'm'Past 3-Months Payment Methods Used: Adults 25 or older

Tax Preparation Service '1,389_590 20.6%
Financial Planner
Online Investing / Stock Trading

Accountant ,‘IS'M

Insurance Agent at a Local Office (not online)
5.3%
T %

ang L

9.1%

Estate Planning 10.6% 9.8% g gy

5.7%

3.9%
0.2%
e o

Real Estate Agent

3a000

N 00.0% (*Past 12 Months) Venmo DebitCard  ApplePay GooglePay  Cash App Discover  Store Credit ~American  Square Cash  Facebook Samsung Pay
Divorce / Family Attormey I co% card Express Messenger
® who Purchased a Home at a 6%+ Interest Rate past 3yrs W CHI % who Purchased a Home at a 6%+ Interest Rate past 3yrs M CHI

CHI DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 71
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3.3% or 167,527 of WDC DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 78.9% more likely to have a

401K, 67.3% more likely to have an Auto Loan, 173.5% more likely to Invest/Trade Stocks Online, 13.6% less
likely to pay with their Debit Card.

Investments Owned: Adults 25 or older
401K Plan

2,516,664 49.2%

1,542,309 30.1%

852, 133 16.7%

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

35.2%

Money Market Funds

529 Plan / College Savings Plan

Other (Crypto / NFTs / Metals, etc.) 18% .05k
62 12.2%
Bonds 10.6%

95.0%
5.3%

® who Purchased a Home at a 6%+ Interest Rate past 3yrs

Second Home or Real Estate Property
mWDC

Financial Services Has and/or Uses: Adults 25 or older

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

Online Mobile Home Home
Account card Account Banking Paying Banking Mortgage Market Deposit (CDs) Home Improvement
Account Mortgage Loan or Home
Equity Loan
# who Purchased a Home at a 6%+ Interest Rate past 3yrs =B WDC

Professional Services Used *: Adults 25 or older

Tax Preparation Service

1,055, 979 20.6%

Online investing / Stock Trading

Bb3 808 16.9%

Financial Planner

l“

5.8%

12.6%
467,178 9.1%

6.0%
4.7%

I!! 35%
4.0%
18307

3.3%
.100.8%
©.7%

# who Purchased a Home at a 6%+ Interest Rate past 3yrs
MA Scarborough R1 2026: Mar25-Mar26

810,344

Accountant

Insurance Agent at a Local Office (not online)

Real Estate Agent 17.5%

Estate Planning

(*Past 12 Months)

Divorce / Family Attormey
uWDC

Qual Intab 200

'E'Past 3-Months Payment Methods Used: Adults 25 or older

11.3%
5.8% 5.9% 445 5.6%
visa Zelle PayPal  MasterCard DebitCard  Venmo  ApplePay  CashApp GooglePay American  Discover  Store Credit Square Cash SamsungPay  Facebook
Express Card Messenger
# who Purchased a Home at a 6%+ Interest Rate past 3yrs EWDC

wDC D
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3.6% or 149,271 of SEA DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 52.9% more likely to have a

401K, 98.% more likely to have an Auto Loan, 61.2% more likely to Invest/Trade Stocks Online, 26.9% less

likely to pay with their Debit Card.

Investments Owned: Adults 25 or older Financial Services Has and/or Uses: Adults 25 or older
401K Plan
IRA (Individual Retirement Account)
Stocks or Stock Options  pyerr e L
Mutual Funds 37.6%
Money Market Funds 7% LT
2 13.0% 13.9%
% 7.4% 90% 605
Other (Crypto / NFTs / Metals, etc.) 13.2% nr - ﬂ
Second Home or Real Estate Property m : Checking DebitorATM  Savings  CreditCard  Online Mobile  OnlineBill  Home Money  Autoloan Certificates of Studentloan Refinanced Personalloan  Home
Account card Account Banking Banking Paying Mortgage Market Deposit (CDs) Home Improvement
529 Plan / College Savings Plan E,;;‘“ ALTomR Morigage L‘E’::‘l;'["nz*
m who Purchased a Home at a 6%+ Interest Rate past 3yrs mSEA ® who Purchased a Home at a 6%+ Interest Rate past 3yrs M SEA
Professional Services Used*: Adults 25 or older | \JR\Past 3-Months Payment Methods Used: Adults 25 or older
Online Investing / Stock Trading S 21.4% 45"
Tax Preparation Service 79_’"177 10.4%
Financial Planner 758';;% T
Accountant 0%
Insurance Agent at a Local Office (not online)
18.2%
Estate Planning ; 10.5% 12.0%
18.4% 6.6% 5.2% A
3.0% (*Past 12 Months) MasterCard ~ Apple Pay  Google Pay  Cash App  American  Store Credit  Discover  SquareCash  Facebook Samsung Pay
Divorce / Family Attorney rLZ’; Express Card Messenger
w who Purchased a Home at a 6%+ Interest Rate past 3yrs W SEA ® who Purchased a Home at a 6%+ Interest Rate past 3yrs M SEA

SEA DMA Scarborough R1 2026: Mar25-Mar26 Qual Intab 117
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4.6% or 196,394 of PHX DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.

Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 91.9% more likely to have a
401K, 33.% more likely to have an Auto Loan, 221.3% more likely to Invest/Trade Stocks Online, 5.% less likely
to pay with their Debit Card.

Investments Owned Adults 25 or older Financial Services Has and/or Uses: Adults 25 or older

401KPlan
IRA (Individual Retirement Account) - 61748
Stocks or Stock Options 986 6023.2% .
Mutual Funds W
Money Market Funds W AN
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"Homeowners Insurance Carriers/Banks Used"

P25+ who Purchased a Home at a 6% or Higher Interest Rate in the past 3 years (Current
Home Insurers/Banks Using/Plan to Sell Home)
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Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an average of 3 days, 0 hours, 47
minutes and 0 seconds each week with All Forms of Media.

75.4% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an avg. of 7 hours and 22 minutes each week
listening to All Local AM/FM Radio, representing 7.6% of total time spent with all forms of Media.
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Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an average of 3 days, 19 hours, 54
minutes and 43 seconds each week with All Forms of Media.

77.3% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an avg. of 8 hours and 19 minutes each week
listening to All Local AM/FM Radio, representing 7.% of total time spent with all forms of Media.
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Adults 18 or older
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Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an average of 3 days, 13 hours, 30
minutes and 50 seconds each week with All Forms of Media.

53.7% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an avg. of 6 hours and 56 minutes each week
listening to All Local AM/FM Radio, representing 4.4% of total time spent with all forms of Media.
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Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an average of 2 days, 20 hours, 52
minutes and 38 seconds each week with All Forms of Media.

73.8% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an avg. of 6 hours and 36 minutes each week
listening to All Local AM/FM Radio, representing 7.1% of total time spent with all forms of Media.
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Adults 18 or older
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Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an average of 2 days, 8 hours, 2
minutes and 40 seconds each week with All Forms of Media.

78.7% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an avg. of 6 hours and 31 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 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an average of 2 days, 6 hours, 3
minutes and 32 seconds each week with All Forms of Ad-Supported Media.
71.3% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an avg. of 6 hours and 42 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 8.8% of total time spent with all forms of Ad-Supported Media.
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Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an average of 2 days, 18 hours, 56
minutes and 29 seconds each week with All Forms of Ad-Supported Media.
74.2% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an avg. of 7 hours and 47 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 8.6% of total time spent with all forms of Ad-Supported Media.
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Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an average of 2 days, 12 hours, 43
minutes and 31 seconds each week with All Forms of Ad-Supported Media.

50.8% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an avg. of 6 hours and 19 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 5.3% of total time spent with all forms of Ad-Supported Media.
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Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an average of 2 days, 0 hours, 15
minutes and 1 seconds each week with All Forms of Ad-Supported Media.

71.5% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an avg. of 5 hours and 59 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 8.9% of total time spent with all forms of Ad-Supported Media.
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Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an average of 1 days, 19 hours, 37
minutes and 25 seconds each week with All Forms of Ad-Supported Media.

73.4% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an avg. of 5 hours and 59 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 10.1% of total time spent with all forms of Ad-Supported Media.
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Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an average of 7
hours and 43 minutes each day with All Forms of Ad-Supported Media. 71.3% listen to Local AM/FM

Radio for an avg. of 57.5 minutes/day.

(Local Radio delivers 8.8% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 25 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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| Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an average of 9
hours and 33 minutes each day with All Forms of Ad-Supported Media. 74.2% listen to Local AM/FM
Radio for an avg. of 66.8 minutes/day. (Local Radio delivers 8.6% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 25 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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Radio for an avg. of 54.2 minutes/day.

| Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an average of 8
hours and 40 minutes each day with All Forms of Ad-Supported Media. 50.8% listen to Local AM/FM

(Local Radio delivers 5.3% of Time with Ad-Supported Media.)
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Radio for an avg. of 51.3 minutes/day.

Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an average of 6
hours and 53 minutes each day with All Forms of Ad-Supported Media. 71.5% listen to Local AM/FM

(Local Radio delivers 8.9% of Time with Ad-Supported Media.)
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Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an average of 6
hours and 13 minutes each day with All Forms of Ad-Supported Media. 73.4% listen to Local AM/FM
Radio for an avg. of 51.3 minutes/day. (Local Radio delivers 10.1% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach) Adults 25 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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- 6,202,318 or 71.3% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs
listen to Ad-Supported Local AM/FM Radio for an average of 57.5 minutes every day representing
34.6% of all time spent daily with Ad-Supported Audio.
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Avg. Week Al! n"Ailgud.io (Persons & % Reach): Adults 25 or older

Local AM/FM Radio

- 91,767 or 74.2% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs listen
to Ad-Supported Local AM/FM Radio for an average of 66.8 minutes every day representing 36.5%

of all time spent daily with Ad-Supported Audio.
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- 85,186 or 50.8% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs listen
to Ad-Supported Local AM/FM Radio for an average of 54.2 minutes every day representing 28.% of
all time spent daily with Ad-Supported Audio.
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106,767 or 71.5% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs
listen to Ad-Supported Local AM/FM Radio for an average of 51.3 minutes every day representing
35.5% of all time spent daily with Ad-Supported Audio.
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- 144,085 or 73.4% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs
listen to Ad-Supported Local AM/FM Radio for an average of 51.3 minutes every day representing
38.7% of all time spent daily with Ad-Supported Audio.
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. 6,202,318 or 71.3% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs
listen to Ad-Supported Local AM/FM Radio for an average of 57.5 minutes every day representing
34.6% of all time spent daily with Ad-Supported Audio.
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91,767 or 74.2% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs listen
to Ad-Supported Local AM/FM Radio for an average of 66.8 minutes every day representing 36.5%
of all time spent daily with Ad-Supported Audio.
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85,186 or 50.8% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs listen
to Ad-Supported Local AM/FM Radio for an average of 54.2 minutes every day representing 28.% of
all time spent daily with Ad-Supported Audio.
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106,767 or 71.5% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs
listen to Ad-Supported Local AM/FM Radio for an average of 51.3 minutes every day representing
35.5% of all time spent daily with Ad-Supported Audio.
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144,085 or 73.4% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs
listen to Ad-Supported Local AM/FM Radio for an average of 51.3 minutes every day representing
38.7% of all time spent daily with Ad-Supported Audio.
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Reach % 77.5% Audio: Adults 25 or older
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6,202,318 or 71.3% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs listen to
Ad-Supported Local AM/FM Radio. The Top-5 Formats are Pop Contemporary Hit Radio, Adult
Contemporary, Country, Classic Rock, and Classic Hits.
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91,767 or 74.2% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs listen to
Ad-Supported Local AM/FM Radio. The Top-5 Formats are Pop Contemporary Hit Radio, Alternative,
Mainstream Rock, Adult Hits, and All Sports.
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85,186 or 50.8% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs listen to
Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Pop Contemporary Hit
Radio, Classic Rock, All News, and Country.
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106,767 or 71.5% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs listen to
Ad-Supported Local AM/FM Radio. The Top-5 Formats are Classic Rock, Pop Contemporary Hit Radio,
Adult Contemporary, Adult Hits, and Alternative.
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144,085 or 73.4% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs listen to
Ad-Supported Local AM/FM Radio. The Top-5 Formats are Country, Hot AC, Pop Contemporary Hit Radio,
Adult Contemporary, and Classic Rock.
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4,272,790 or 49.1% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs
watch Ad-Supported Local TV Stations for an average of 88.3 minutes every day representing 36.9%
of all time spent daily with Ad-Supported Video.
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81,752 or 66.1% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs watch
Ad-Supported Local TV Stations for an average of 109.8 minutes every day representing 35.% of all
time spent daily with Ad-Supported Video.
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75,405 or 45.% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs watch
Ad-Supported Local TV Stations for an average of 50.4 minutes every day representing 28.2% of all

time spent daily with Ad-Supported Video.
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47,068 or 31.5% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs watch
Ad-Supported Local TV Stations for an average of 129. minutes every day representing 39.3% of all
time spent daily with Ad-Supported Video.
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97,674 or 49.7% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs watch
Ad-Supported Local TV Stations for an average of 54. minutes every day representing 35.5% of all
time spent daily with Ad-Supported Video.
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4,272,790 or 49.1% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs
watch Ad-Supported Local TV Stations for an average of 88.3 minutes every day representing 36.9%
of all time spent daily with Ad-Supported Video.
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81,752 or 66.1% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs watch
Ad-Supported Local TV Stations for an average of 109.8 minutes every day representing 35.% of all
time spent daily with Ad-Supported Video.
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75,405 or 45.% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs watch
Ad-Supported Local TV Stations for an average of 50.4 minutes every day representing 28.2% of all
time spent daily with Ad-Supported Video.
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47,068 or 31.5% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs watch
Ad-Supported Local TV Stations for an average of 129. minutes every day representing 39.3% of all
time spent daily with Ad-Supported Video.
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97,674 or 49.7% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs watch

Ad-Supported Local TV Stations for an average of 54. minutes every day representing 35.5% of all
time spent daily with Ad-Supported Video.
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Local TV Station Programs (Persons & % Reach): Adults 25 or older

(averoge week)

Local News - Evening
Sports

Comedies

Local News - Morning
Movies

Dramas

‘Game Shows

National /Network News.
Food/Cooking Shows
Mystery/Suspense/Crime
Documentaries.

Local News - Late

Court Shows

Total Peryons:

who Purchased a Home at
a 6%+ Interest Rate past

o ses3a) " 1 7% | o

® who Purchased a Home at a 6%+ Interest Rate past 3yrs

Avg. Hours+Minutes/day with Local
TV Stations: Adults 25 or older

' 4,272,790 or 49.1% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs

watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Morning, Local
News - Evening, Comedies, Movies, and Game Shows.
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Local TV Station Programs (Persons & % Reach): Adults 25 or older
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| 81,752 or 66.1% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs watch
Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Comedies, Local News - Morning,
Local News - Evening, Game Shows, and Movies.
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| 75,405 or 45.% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs watch
Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening,
National/Network News, Game Shows, Movies, and Local News - Morning.
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Local TV Station Programs (Persons & % Reach): Adults 25 or older

(average week)
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' 47,068 or 31.5% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs watch
Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Mystery/Suspense/Crime, Local
News - Evening, National/Network News, Local News - Morning, and

Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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' 97,674 or 49.7% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs watch
Ad-Supported Local TV Stations. The Top 6-Programs are Comedies, Local News - Evening, Local
News - Morning, Movies, Sports, and Game Shows.
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Avg. Week All Digital (Persons & % Reach): Adults 25 or older

OTT TV Streaming Services

Search (Google, Bing, etc)

Websites/A

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

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

Shopping (incl. Food/ Auctions/Travel,etc.)
Online Classes, Schaols, Colleges, Universities
Local TV Streaming

- . . bl

[ 6,921,864 or 79.5% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs
use Ad-Supported Social Media for an average of 153.4 minutes every day representing 25.3% of all
time spent daily with Ad-Supported Digital Media.
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| 93,536 or 75.6% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs use
Ad-Supported Social Media for an average of 197.3 minutes every day representing 30.1% of all time
spent daily with Ad-Supported Digital Media.
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Avg. Week All Qigital (Persons & % Reach): Adults 25 or older
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143,341 or 85.6% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs use
Ad-Supported Social Media for an average of 211.9 minutes every day representing 32.3% of all time
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90,558 or 60.7% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs use
Ad-Supported Social Media for an average of 88.1 minutes every day representing 12.8% of all time
spent daily with Ad-Supported Digital Media.
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186,559 or 95.% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs use
Ad-Supported Social Media for an average of 139.6 minutes every day representing 29.% of all time
spent daily with Ad-Supported Digital Media.
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6,537,176 or 75.1% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs
use Ad-Supported Facebook for an average of 55.3 minutes every day representing 36.% of all time
spent daily with Ad-Supported Social Media.
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91,560 or 74.% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs use Ad-
Supported Facebook for an average of 72.1 minutes every day representing 36.5% of all time spent
daily with Ad-Supported Social Media.
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124,034 or 74.% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs use
Ad-Supported Facebook for an average of 78.1 minutes every day representing 36.8% of all time
spent daily with Ad-Supported Social Media.
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Avg. Week All Social Media (Persons & % Reach): Adults 25 or older Avg. Day All Social Media (% Time Spent & Avg. Mmutes/day Spent): Adults 25 or older
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90,558 or 60.7% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs use
Ad-Supported Facebook for an average of 24. minutes every day representing 27.2% of all time
spent daily with Ad-Supported Social Media.
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122,600 or 62.4% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs use
Ad-Supported Facebook for an average of 52.6 minutes every day representing 37.7% of all time
spent daily with Ad-Supported Social Media.
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6,537,176 or 75.1% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs
use Ad-Supported Facebook for an average of 55.3 minutes every day representing 36.% of all time
spent daily with Ad-Supported Social Media.

Avg. Hours+Minutes/day with Ad-Supported

Weekly 7>1% 7399
Social Media: Adults 25 or older

Reach %

"Share of Ad-Supported Social Media"

v .

52.2%
who Purchased a Home at USA
% of Weekly a 6%+ Interest Rate past
Time Spent wil 43.9% 3yrs
Ad-Supported
Social Media: 37.8% 37.7%
29.1% 28.4%
22.0% 20.6% 20.2%

18.9% 18.6% 18.2%

17.9%

14 4%

9.1%
49/ 33/ 33/ 34/

Weekly
Total
Persons
Reached: 5 o35 17601,920,032 4,543,631128,370,873 3,824,29199,865,392 2,536,80577,522,616 3,291, aaaao 206,822 3,280, 02470 314 057 1,912, 15451 526,998 1,792, 91050 737,874 1,757,60649,797,092 1,556, 22939 414,710
Ave;-se Facebook Instagram YouTube Video TikTok LinkedIn Pinterest WhatsApp Snapchat
Daily Minutes
Using Ad-Sup
R s BTN o RO o RN oo VN oo IRTN o OO o TN o RN o RN |
® who Purchased a Home at a 6%+ Interest Rate past 3yrs H USA

UsA USA Projection Scarborough R1 2026: Jan25-Mar26 Qual Intab 682 Scarborough R1 2026: Jan25-Mar26 USA Projection Scarborough R1 2026: Jan25-Mar26 Qual Intab 22,187 ® Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. .al for Anything g

[((Own or rent residence (HHLD): Own AND (Years in present home (HHLD): Less than 1 year OR Years in present home (HHLD): 1 year to less than 3 years)) AND Financial services HHLD has/use (HHLD): Home mortgage)]



91,560 or 74.% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs use Ad-
Supported Facebook for an average of 72.1 minutes every day representing 36.5% of all time spent
daily with Ad-Supported Social Media.
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124,034 or 74.% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs use
Ad-Supported Facebook for an average of 78.1 minutes every day representing 36.8% of all time
spent daily with Ad-Supported Social Media.
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90,558 or 60.7% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs use
Ad-Supported Facebook for an average of 24. minutes every day representing 27.2% of all time
spent daily with Ad-Supported Social Media.
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| 122,600 or 62.4% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs use
Ad-Supported Facebook for an average of 52.6 minutes every day representing 37.7% of all time
spent daily with Ad-Supported Social Media.
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 649,519;
Social Media: 457,611; Local Radio: 383,212; Non-Prem. Cable: 162,922; Local TV: 150,740
reaching Adults 25 or older who Purchased a Home at a 6%+ Interest Rate

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 11,184;
Social Media: 6,759; Local Radio: 5,771; Local TV: 3,388; Non-Prem. Cable: 3,157 reaching
Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 10,789;
Social Media: 9,815; Local Radio: 4,870; Non-Prem. Cable: 2,988; Local TV: 2,087 reaching
Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 10,675;
Local Radio: 6,857; Social Media: 6,476; Non-Prem. Cable: 2,880; Local TV: 1,749 reaching
Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 12,734;
Local Radio: 8,855; Social Media: 7,808; Local TV: 2,961; Non-Prem. Cable: 1,942 reaching
Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 25 or older who Purchased a Home at a 6%+ Interest
Rate past 3yrs
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 25 or older

8,329,353 or 95.7% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs
spend an average of 58. minutes per day driving, seeing Billboards and Signs. 59.6% Listen to Local
Radio Stations Out-of-Home for an average of 34.8 minutes/da

Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 25 or older

111,885 or 90.5% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs
spend an average of 44.9 minutes per day driving, seeing Billboards and Signs. 62.% Listen to Local
Radio Stations Out-of-Home for an average of 40.4 minutes/day.
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151,999 or 90.7% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs
spend an average of 62. minutes per day driving, seeing Billboards and Signs. 42.5% Listen to Local
Radio Stations Out-of-Home for an average of 32.8 minutes/day.
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144,227 or 96.6% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs
spend an average of 38.7 minutes per day driving, seeing Billboards and Signs. 59.8% Listen to Local
Radio Stations Out-of-Home for an average of 31.1 minutes/day

Top-13 Out-of- Hame Medm (Persons & % Reach): Adults 25 or older

(average week)

Grocery Stores
NS - ——————————
A/ radio. S —T
podcasts  FRPRTA 28.2% 2
Restaurants & Bars m m Avg. Hours+Minutes/day with Out-
(Gas Stations/Convenience Stores  AT2RRTH -GT'KF- of-Home Media: Adults 25 or older 0.3%
spotity R TR
orugstores - RSO EENIRG e —
etai stores [ PERTE .
who Purchased a Home at
YouTube Music mmﬁ 3 6%+ Interest Rate past
2 : Irs
Public Transit  gFE¥ e m

= who Purchased a Home at a 6%+ Interest Rate past 3yrs = SEA

 Time spent:

Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older

‘ Shopping Malls
{ 223

Billboards & Signs
(Weekly Drivers)
38.7

Public Transit

AM/FM Radio
34.3

Walking in Towns,
Cities, Downtown
Areas
20.8

T
YouTube
Music
Retail 7.2

AM/FM Radio
422

Billboards & Signs (Weekly
Drivers)
40.5

Walking in Towns,
Cities, Downtown
Areas
22.0

Shopping Malls
19.0

Grocery
Stores
10.0

Podcasts

Public Transit 100

= YouTube Spotify

Music... 56

Restaurants &
Bars

Retail Stores  Gas | Dr
14.1 ;

7.4 e T

® who Purchased a Home at a 6%+ Interest Rate past 3yrs

W SEA

Top-13 Ad-Supported Out-of-Home Media (Persons & % Reach): Adults 25 or older

(average week) Total Persans:

Grocerystores
gillboards & Signs (Weekly Drivers) o s
Walking in Towns, Cities, Downtown... ”
A e e Y
—
v
—

% Time spent.

Shopping Malls
Restaurants & Bars

Avg. Hours+Minutes/day with Ad-
Supported Out-of-Home Media:
Adults 25 or older

Gas Stations/Convenience Stores

Podcasts

Drug Stores

Retail Stores
Public Transit
whao Purchased a Home at
TV Music Channels a 6%+ Interest Rate past
3yrs
Movie Theaters

® who Purchased a Home at a 6%+ Interest Rate past 3yrs W SEA

SEA DMA Scarborough R1 2026: Mar25-Mar26 Qual Intab 117
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

{averoge pay)

Top-13 Ad-Supported Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older

Shopping Malls
223

Billboards & Signs
{Weekly Drivers)
38.7

Public Transit
19.8

Restaurants &
Bars
159

AM/FM Radio
311

Walking in Towns,
Cities, Downtown
Areas
208

Grocery Movie
Stores Theaters
12.6 9.9

Retail
Stores
Podcast | 8.2

9.6

Billboards & Signs (Weekly
Drivers)
40.5

AM/FM Radio
37.7

Walking in Towns,
Cities, Downtown
Areas
220

Shopping Malls
19.0

Movie
Theaters
133

Grocery

Stores
Public Transit 10.0
18.6

Retail

Restaurants &

# who Purchased a Home at a 6%+ Interest Rate past 3yrs

soefa.ai

B SEA
* Share of Everything
for Anything _

[((Own or rent residence (HHLD): Own AND (Years in present home (HHLD): Less than 1 year OR Years in present home (HHLD): 1 year to less than 3 years)) AND Financial services HHLD has/use (HHLD): Home mortgage)]




Top-13 Out-of-Home Media (Persons & % Reach): Adults 25 or older
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Radio Stations Out-of-Home for an average of 31.1 minutes/day
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8,329,353 or 95.7% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an

average of 58. minutes per day driving, seeing Billboards and Signs representing 39.4% of all Time Spent
with Ad-Supported Out-of-Home Media.
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111,885 or 90.5% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an

average of 44.9 minutes per day driving, seeing Billboards and Signs representing 29.5% of all Time Spent
with Ad-Supported Out-of-Home Media.
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151,999 or 90.7% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an

average of 62. minutes per day driving, seeing Billboards and Signs representing 35.9% of all Time Spent
with Ad-Supported Out-of-Home Media.
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144,227 or 96.6% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an
average of 38.7 minutes per day driving, seeing Billboards and Signs representing 29.5% of all Time Spent
with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 25 or older
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196,298 or 100.% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an
average of 57.7 minutes per day driving, seeing Billboards and Signs representing 43.% of all Time Spent
with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 25 or older
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111,885 or 90.5% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs
spend an average of 44.9 minutes per day driving an average of 26.2 miles each day and are 160.7%
more likely to use Route 72 than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 25 or older
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151,999 or 90.7% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs
spend an average of 62. minutes per day driving an average of 36.1 miles each day and are 91.5%
more likely to use K Street than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 25 or older
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144,227 or 96.6% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs
spend an average of 38.7 minutes per day driving an average of 22.5 miles each day and are 42.8%
more likely to use Meridian Avenue/Highway 161 (Puyallup) than th
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196,298 or 100.% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs
spend an average of 57.7 minutes per day driving an average of 33.6 miles each day and are 104.6%
more likely to use Deer Valley Road than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 25 or older
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- 1,548,037 or 17.8% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 7.4 minutes every day representing
25.4% of all time spent daily with All forms of Print Media.
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27,900 or 22.6% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 10.1 minutes every day representing
29.2% of all time spent daily with All forms of Print Media.
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42,322 or 25.3% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 8.8 minutes every day representing 25.1%
of all time spent daily with All forms of Print Media.

Avg. Week All Print Media (Persons & % Reach): Adults 25 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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36,780 or 24.6% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 6.6 minutes every day representing 25.4%
of all time spent daily with All forms of Print Media.

Avg. Week All Print Media (Persons & % Reach): Adults 25 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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. 61,071 or 31.1% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs read
Direct Mail Advertising (excluding Catalogs) for an average of 8.2 minutes every day representing
65.4% of all time spent daily with All forms of Print Media
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“Advertising Actions"

P25+ who Purchased a Home at a 6% or Higher Interest Rate in the past 3 years
(Shopped/Visited/Bought past 3mos Due to Ads on %)

Social Media g
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USA DMA Scarborough R12026: Jan25-Mar26  Qual intab: 682 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. SO e fa . al for Anything =

[((Own or rent residence (HHLD): Own AND (Years in present home (HHLD): Less than 1 year OR Years in present home (HHLD): 1 year to less than 3 years)) AND Financial services HHLD has/use (HHLD): Home mortgage)]



"Advertising Actions”

P25+ who Purchased a Home at a 6% or Higher Interest Rate in the past 3 years
(Shopped/Visited/Bought past 3mos Due to Ads on %)
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Social Media

Websites
Direct Mail
Broadcast, Cable, & Sat TV

Video Streaming Services

"Advertising Actions"

P25+ who Purchased a Home at a 6% or Higher Interest Rate in the past 3 years
(Shopped/Visited/Bought past 3mos Due to Ads on %)
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"Advertising Actions"”

P25+ who Purchased a Home at a 6% or Higher Interest Rate in the past 3 years
(Shopped/Visited/Bought past 3mos Due to Ads on %)

Audio Streaming Services

455,715 11.1%

339.867 8.3%
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"Advertising Actions"

P25+ who Purchased a Home at a 6% or Higher Interest Rate in the past 3 years
(Shopped/Visited/Bought past 3mos Due to Ads on %)
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