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.8% or 1,954,444 of USA DMA Adults 18 or older Live in the CINCINNATI, OH, DMA.
Typical Adults 18 or older who Live in the CINCINNATI, OH, DMA are 48.7 years old (1.2% older than
average) and have a $106,509 (7.1% higher than average) annual household income.
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.7% or 938,443 of USA DMA Adults 25 - 54 Live in the CINCINNATI, OH, DMA.
Typical Adults 25 - 54 who Live in the CINCINNATI, OH, DMA are 39.8 years old (.4% younger than average)
and have a $110,422 (4.% higher than average) annual household income.
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.6% or 469,468 of USA DMA Women 25 - 54 Live in the CINCINNATI, OH, DMA.
Typical Women 25 - 54 who Live in the CINCINNATI, OH, DMA are 39.9 years old (4.9% younger than
average) and have a $91,510 (6.7% lower than average) annual household income.
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M25-54

.7% or 468,975 of USA DMA Men 25 - 54 Live in the CINCINNATI, OH, DMA.
Typical Men 25 - 54 who Live in the CINCINNATI, OH, DMA are 39.7 years old (.5% younger than average)
and have a $129,354 (13.1% higher than average) annual household income.
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.7% or 928,947 of USA DMA Adults 35 - 64 Live in the CINCINNATI, OH, DMA.
Typical Adults 35 - 64 who Live in the CINCINNATI, OH, DMA are 49.9 years old (3.2% younger than average)
and have a $115,858 (6.7% higher than average) annual household income.
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more children under 18.

.8% or 1,954,444 of USA DMA Adults 18 or older Live in the CINCINNATI, OH, DMA.
Adults 18 or older who Live in the CINCINNATI, OH, DMA are 12.4% less likely to be a college graduate,
1.9% less likely to work full-time, 2.6% more likely to be married, 2.3% more likely to be a parent of 1 or
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* \%, Education Levels: Adults 25 - 54

.7% or 938,443 of USA DMA Adults 25 - 54 Live in the CINCINNATI, OH, DMA.
Adults 25 - 54 who Live in the CINCINNATI, OH, DMA are 2.2% less likely to be a college graduate, 3.4%
less likely to work full-time, 1.8% more likely to be married, 7.1% more likely to be a parent of 1 or more

children under 18.
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.6% or 469,468 of USA DMA Women 25 - 54 Live in the CINCINNATI, OH, DMA.

Women 25 - 54 who Live in the CINCINNATI, OH, DMA are 3.9% less likely to be a college graduate, 2.9%
less likely to work full-time, 3.6% more likely to be married, 6.9% more likely to be a parent of 1 or more

children under 18.
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M25-54

.7% or 468,975 of USA DMA Men 25 - 54 Live in the CINCINNATI, OH, DMA.

Men 25 - 54 who Live in the CINCINNATI, OH, DMA are 2.7% more likely to be a college graduate, 2.5%
less likely to work full-time, 1.% less likely to be married, 11.4% more likely to be a parent of 1 or more
children under 18.
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.7% or 928,947 of USA DMA Adults 35 - 64 Live in the CINCINNATI, OH, DMA.
Adults 35 - 64 who Live in the CINCINNATI, OH, DMA are 9.5% less likely to be a college graduate, 1.9%
more likely to work full-time, 1.1% less likely to be married, 11.4% more likely to be a grandparent of 1

or more children under 18.
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.8% or 1,954,444 of USA DMA Adults 18 or older Live in the CINCINNATI, OH, DMA.

P18+ Adults 18 or older who Live in the CINCINNATI, OH, DMA are 4.6% more likely to own their home, 21.8%

more likely to own a lower valued home, 15.3% more likely to have a single-family home, 4.7% more likely
to have a dog.
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.7% or 938,443 of USA DMA Adults 25 - 54 Live in the CINCINNATI, OH, DMA.

Adults 25 - 54 who Live in the CINCINNATI, OH, DMA are 9.2% more likely to own their home, 21.5% more
likely to own a lower valued home, 20.3% more likely to have a single-family home, 11.7% more likely to
have a dog.
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.6% or 469,468 of USA DMA Women 25 - 54 Live in the CINCINNATI, OH, DMA.

Women 25 - 54 who Live in the CINCINNATI, OH, DMA are 1.8% more likely to own their home, 23.6%
more likely to own a lower valued home, 8.2% more likely to have a single-family home, 16.3% more likely
to have a dog.
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have a dog.

.7% or 468,975 of USA DMA Men 25 - 54 Live in the CINCINNATI, OH, DMA.
Men 25 - 54 who Live in the CINCINNATI, OH, DMA are 11.3% more likely to own their home, 17.% more
likely to own a lower valued home, 27.2% more likely to have a single-family home, 3.9% more likely to
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have a dog.

.7% or 928,947 of USA DMA Adults 35 - 64 Live in the CINCINNATI, OH, DMA.
Adults 35 - 64 who Live in the CINCINNATI, OH, DMA are .2% less likely to own their home, 17.6% more
likely to own a lower valued home, 9.8% more likely to have a single-family home, 20.% more likely to
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P18+

domestic past yr.

.8% or 1,954,444 of USA DMA Adults 18 or older Live in the CINCINNATI, OH, DMA.
Adults 18 or older who Live in the CINCINNATI, OH, DMA are .7% less likely to look up D-I-Y advice online,
2.1% less likely to always vote in local elections, 5.6% more likely to belong to a gym, 19.6% less likely to fly

-Top-ZO past 30-days Online Lifestyle Activites: Adults 18 or older
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.7% or 938,443 of USA DMA Adults 25 - 54 Live in the CINCINNATI, OH, DMA.

Adults 25 - 54 who Live in the CINCINNATI, OH, DMA are 2.8% less likely to look up D-I-Y advice online, .2%
less likely to always vote in local elections, 1.7% less likely to belong to a gym, 15.6% less likely to fly
domestic past yr.
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fly domestic past yr.

.6% or 469,468 of USA DMA Women 25 - 54 Live in the CINCINNATI, OH, DMA.
Women 25 - 54 who Live in the CINCINNATI, OH, DMA are 12.2% less likely to look up D-I-Y advice online,
6.8% more likely to always vote in local elections, 23.4% less likely to belong to a gym, 18.6% less likely to

Top-20 past 30-days Online Lifestyle Activites: Women 25 - 54

Political Activity: \WWomen 25 - 54

85.1%
44.4% 25.3% 30.3%

6.1
Registered to Vote /lean  Republican /Lean / None
(In District of of These
Presidentil Elctions: Abvays
B1.2%)
Presidential Elections: i m
e e o
O ide Elections: R
Recipes / Heaith Online Phone  Restaurant DNI WDMI “NIHI Apparel / ﬂlﬂw_l‘ Home / Jobsearch/  Education  Homework Career Religion/  Take Onine Photography Electronk  Parenting/  Genealogy Online DW"
u:.::::; Information "[r;::f,m mr;-:"u::u mrmnm " Information [:::;‘ rovers Spiritusity  Classes S?.'L’:.:'.) imite  Family advice Local Elections: Always F
T sl = Local Elections: Sometimes
m who Live in the CINCINNATI, OH, DMA mUSA wwha Live in the INCINNATI, OH, DMA mUSA
(S
@mTop-BO past 12-months Active Lifestyle Activites: Women 25 - 54 ‘N Past 12-months Domestic Airline Trips: Women 25 - 54
56.25% 1vip e

Ganlening  LawnCare  Swimming  Bicyding sdee Volnteer Bowlng  Yoga-piaes Camping  Selangte  Jogging- :mnnnmm Fishing Aduk Basketbal  Followa

(Flowersor work smmm; Health Cibor  Running Continuing. Weight Loss

Vegetables) Gym Edwation Program
= who Live in the CINCINNATI, OH, DMA mUSA

USA DMA Scarborough R2 2026: Sep25-Aug26 Qual Intab 1,913
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard | Media That Connects, LLC. All rrghrs reserved.

i"i'.'ﬂ--ﬂhmujm--

13 105 268 ; 17.5%

2trips 120%

3 trips %"’“’"‘

4k Paa%
0/ps 11.3%
10+ Wips M 3.6%

Flew Domestic past year:
Avg. # Domestic Flights:

[E

Cargiverof  soccer Foothall  Competitive Organized snowskiing-  Tenni sofball-  Humting
Aging Parent Video Gaming Road Race Snowboarding Baseball
orRelative 5%,
Marathon,

i)



.7% or 468,975 of USA DMA Men 25 - 54 Live in the CINCINNATI, OH, DMA.
Men 25 - 54 who Live in the CINCINNATI, OH, DMA are 5.1% more likely to look up D-I-Y advice online,
4.8% less likely to always vote in local elections, 19.6% more likely to belong to a gym, 11.% less likely to fly

domestic past yr.
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.7% or 928,947 of USA DMA Adults 35 - 64 Live in the CINCINNATI, OH, DMA.
Adults 35 - 64 who Live in the CINCINNATI, OH, DMA are 1.1% more likely to look up D-I-Y advice online,
1.2% less likely to always vote in local elections, 2.8% more likely to belong to a gym, 12.8% less likely to fly

domestic past yr.
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30-days QSR Users: Adults 18 or older

# who Live in the CINONNATI, OH, DMA musa

Avg. Monthly QSR Meals:
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to smoke cigarettes.

.8% or 1,954,444 of USA DMA Adults 18 or older Live in the CINCINNATI, OH, DMA.
Adults 18 or older who Live in the CINCINNATI, OH, DMA are 1.6% more likely to use QSRs past mo., 4.5%
more likely to use Sit-Down Restaurants past mo., 1.1% more likely to use Casinos past yr., 58.9% more likely
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.7% or 938,443 of USA DMA Adults 25 - 54 Live in the CINCINNATI, OH, DMA.
Adults 25 - 54 who Live in the CINCINNATI, OH, DMA are .7% less likely to use QSRs past mo., 1.2% more

likely to use Sit-Down Restaurants past mo., 5.5% more likely to use Casinos past yr., 54.7% more likely to
smoke cigarettes.
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smoke cigarettes.

Past 30-days QSR Users: Women 25 - 54
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Women 25 - 54 who Live in the CINCINNATI, OH, DMA are 2.% more likely to use QSRs past mo., .5% less
likely to use Sit-Down Restaurants past mo., 4.4% less likely to use Casinos past yr., 64.6% more likely to
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.7% or 468,975 of USA DMA Men 25 - 54 Live in the CINCINNATI, OH, DMA.

Men 25 - 54 who Live in the CINCINNATI, OH, DMA are 3.4% less likely to use QSRs past mo., 4.% more likely
to use Sit-Down Restaurants past mo., 13.5% more likely to use Casinos past yr., 38.2% more likely to smoke
cigarettes.
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.7% or 928,947 of USA DMA Adults 35 - 64 Live in the CINCINNATI, OH, DMA.
Adults 35 - 64 who Live in the CINCINNATI, OH, DMA are 2.6% more likely to use QSRs past mo., 2.3% more

likely to use Sit-Down Restaurants past mo., .3% less likely to use Casinos past yr., 73.1% more likely to
smoke cigarettes.
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.8% or 1,954,444 of USA DMA Adults 18 or older Live in the CINCINNATI, OH, DMA.

Adults 18 or older who Live in the CINCINNATI, OH, DMA are 4.3% more likely to have a 401K, 1.8% more
likely to have an Auto Loan, 16.3% less likely to Invest/Trade Stocks Online, 5.9% less likely to pay with their
Debit Card.

mﬁ Alnvestments 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
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7% or 938,443 of USA DMA Adults 25 - 54 Live in the CINCINNATI, OH, DMA.

Adults 25 - 54 who Live in the CINCINNATI, OH, DMA are 6.6% less likely to have a 401K, 6.2% more likely to
- have an Auto Loan, 21.8% less likely to Invest/Trade Stocks Online, 4.2% less likely to pay with their Debit
Card.

ﬁ Investments Owned: Adults 25 - 54
e
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6% or 469,468 of USA DMA Women 25 - 54 Live in the CINCINNATI, OH, DMA.

Women 25 - 54 who Live in the CINCINNATI, OH, DMA are 12.9% less likely to have a 401K, 22.9% more likely
to have an Auto Loan, 29.% less likely to Invest/Trade Stocks Online, 6.8% less likely to pay with their Debit
Card.

E Investments Owned: Women 25 - 54

401K Plan

N d Financial Services Has and/or Uses: Women 25 - 54
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7% or 468,975 of USA DMA Men 25 - 54 Live in the CINCINNATI, OH, DMA.
Men 25 - 54 who Live in the CINCINNATI, OH, DMA are 1.1% less likely to have a 401K, 12.2% less likely to
have an Auto Loan, 12.% less likely to Invest/Trade Stocks Online, 1.8% less likely to pay with their Debit Card.
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7% or 928,947 of USA DMA Adults 35 - 64 Live in the CINCINNATI, OH, DMA.

Adults 35 - 64 who Live in the CINCINNATI, OH, DMA are 1.7% less likely to have a 401K, 10.2% more likely to
have an Auto Loan, 20.6% less likely to Invest/Trade Stocks Online, 8.8% less likely to pay with their Debit
Card.
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Adults 18 or older who Live in the CINCINNATI, OH, DMA spend an average of 3 days, 1 hours, 39 minutes and 25
seconds each week with All Forms of Media.

76.8% of Adults 18 or older who Live in the CINCINNATI, OH, DMA spend an avg. of 8 hours and 25 minutes each week listening to All
Local AM/FM Radio, representing 8.8% of total time spent with all forms of Media.
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Adults 25 - 54 who Live in the CINCINNATI, OH, DMA spend an average of 2 days, 15 hours, 8 minutes and 58 seconds
each week with All Forms of Media.

77.4% of Adults 25 - 54 who Live in the CINCINNATI, OH, DMA spend an avg. of 7 hours and 26 minutes each week listening to All Local
AM/FM Radio, representing 9.1% of total time spent with all forms of Media.
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Women 25 - 54 who Live in the CINCINNATI, OH, DMA spend an average of 2 days, 14 hours, 45 minutes and 28
seconds each week with All Forms of Media.

75.6% of Women 25 - 54 who Live in the CINCINNATI, OH, DMA spend an avg. of 7 hours and 14 minutes each week listening to All Local
AM/FM Radio, representing 8.7% of total time spent with all forms of Media.
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Men 25 - 54 who Live in the CINCINNATI, OH, DMA spend an average of 2 days, 12 hours, 53 minutes and 23 seconds
each week with All Forms of Media.

79.2% of Men 25 - 54 who Live in the CINCINNATI, OH, DMA spend an avg. of 7 hours and 38 minutes each week listening to All Local
AM/FM Radio, representing 9.9% of total time spent with all forms of Media.
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Adults 35 - 64 who Live in the CINCINNATI, OH, DMA spend an average of 2 days, 21 hours, 44 minutes and 1 seconds
each week with All Forms of Media.

81.6% of Adults 35 - 64 who Live in the CINCINNATI, OH, DMA spend an avg. of 8 hours and 57 minutes each week listening to All Local
AM/FM Radio, representing 10.5% of total time spent with all forms of Media.
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Adults 18 or older who Live in the CINCINNATI, OH, DMA spend an average of 2 days, 8 hours, 50 minutes and 26
seconds each week with All Forms of Ad-Supported Media.
74.1% of Adults 18 or older who Live in the CINCINNATI, OH, DMA spend an avg. of 7 hours and 52 minutes each week listening to Local
Ad-Supported AM/FM Radio, representing 10.3% of total time spent with all forms of Ad-Supported Media.
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Adults 25 - 54 who Live in the CINCINNATI, OH, DMA spend an average of 1 days, 18 hours, 23 minutes and 29 seconds
each week with All Forms of Ad-Supported Media.
75.2% of Adults 25 - 54 who Live in the CINCINNATI, OH, DMA spend an avg. of 7 hours and 0 minutes each week listening to Local Ad-
Supported AM/FM Radio, representing 12.4% of total time spent with all forms of Ad-Supported Media.
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Women 25 - 54 who Live in the CINCINNATI, OH, DMA spend an average of 1 days, 20 hours, 26 minutes and 45
seconds each week with All Forms of Ad-Supported Media.

73.7% of Women 25 - 54 who Live in the CINCINNATI, OH, DMA spend an avg. of 6 hours and 49 minutes each week listening to Local
Ad-Supported AM/FM Radio, representing 11.3% of total time spent with all forms of Ad-Supported Media.

95.8%
Avg. H:M:S/week with All Forms of Ad-
Supported Media: Adults 18 or older

46:55:00
Concurrel
usage 60.5%
usa

who Live in the
CINCINNATI, OH, DMA

® who Live in the CINCINNATI, OH, DMA H USA
Scarborough R2 2026: Feb25-Aug26 USA Projection Scarborough R2 2026: Feb25-Aug26 Qual Intab 24,319 H bbn d n . .
USA  DMA  Scarborough R2 2026: Sep25-Aug26  Qual Intab 1,913 U f soefa.m *dor Aeyihing o

All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard | Media That Connects, LLC. All rights reserved. media that connects



Men 25 - 54 who Live in the CINCINNATI, OH, DMA spend an average of 1 days, 17 hours, 7 minutes and 23 seconds
each week with All Forms of Ad-Supported Media.

76.6% of Men 25 - 54 who Live in the CINCINNATI, OH, DMA spend an avg. of 7 hours and 10 minutes each week listening to Local Ad-
Supported AM/FM Radio, representing 13.4% of total time spent with all forms of Ad-Supported Media.
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Adults 35 - 64 who Live in the CINCINNATI, OH, DMA spend an average of 2 days, 3 hours, 18 minutes and 44 seconds
each week with All Forms of Ad-Supported Media.

79.% of Adults 35 - 64 who Live in the CINCINNATI, OH, DMA spend an avg. of 8 hours and 32 minutes each week listening to Local Ad-
Supported AM/FM Radio, representing 13.2% of total time spent with all forms of Ad-Supported Media.
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' Adults 18 or older who Live in the CINCINNATI, OH, DMA spend an average of 8 hours and 7 minutes
each day with All Forms of Ad-Supported Media. 74.1% listen to Local AM/FM Radio for an avg. of
67.5 minutes/day. (Local Radio delivers 10.3% 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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Top-13 All Forms of Media (Persons & % Reach): Adults 25 - 54

{Average week]
Grocery Stores

Search (Google, Bing, etc.)

ing/ i Estate
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News/Weather /Sports (Websites/Apps)
Email/Text/IM/Zoom,etc. (Personal & Work)
Local AM/FM Radio

Facebook

Instagram

‘Games/Fantasy/Betting Sites

Netflix

YouTube Video

Shopping (indl. Food/ Auctions/Travel, etc.)

minutes/day.

I Adults 25 - 54 who Live in the CINCINNATI, OH, DMA spend an average of 6 hours and 3 minutes each
day with All Forms of Ad-Supported Media. 75.2% listen to Local AM/FM Radio for an avg. of 60.

(Local Radio delivers 12.4% of Time with Ad-Supported Media.)
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Top-13 All Forms of Media (Persons & % Reach): Women 25 - 54

{Average week]
Grocery Stores

Search (Google, Bing, etc.)

ing/ i Estate

/Weather /Sports (Websites/Apps)
Billboards & Signs (Weekly Drivers)
Facebook

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

Local AM/FM Radio
Instagram

Netflix
Games/Fantasy/Betting Sites
Amazon Prime /IMDb/FireTV

Local TV Stations.

I Women 25 - 54 who Live in the CINCINNATI, OH, DMA spend an average of 6 hours and 20 minutes
each day with All Forms of Ad-Supported Media. 73.7% listen to Local AM/FM Radio for an avg. of
58.5 minutes/day.

(Local Radio delivers 11.3% of Time with Ad-Supported Media.)
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Men 25 - 54 who Live in the CINCINNATI, OH, DMA spend an average of 5 hours and 52 minutes each
day with All Forms of Ad-Supported Media. 76.6% listen to Local AM/FM Radio for an avg. of 61.5
minutes/day.

Top-13 All Forms of Media (Persons & % Reach): Men 25 - 54
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minutes/day.

Top-13 All Forms of Media (Persons & % Reach): Adults 35 - 64
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' Adults 35 - 64 who Live in the CINCINNATI, OH, DMA spend an average of 7 hours and 19 minutes
each day with All Forms of Ad-Supported Media. 79.% listen to Local AM/FM Radio for an avg. of 73.2

(Local Radio delivers 13.2% of Time with Ad-Supported Media.)
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Avg. Week A{[rﬁ'ggio (Persons & % Reach): Adults 18 or older

Local AM/FM Radio
Podcasts

Spotify

SiriusXM

YouTube Music
Owned Music

TV Music Channels
All Others

Apple Music
Amazon Music
Pandora
Audiobooks
iHeartRadio

1,448,016 or 74.1% of Adults 18 or older who Live in the CINCINNATI, OH, DMA listen to Ad-
Supported Local AM/FM Radio for an average of 67.5 minutes every day representing 44.3% of all
time spent daily with Ad-Supported Audio.
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Avg. Week A{[rﬁ'ggio (Persons & % Reach): Adults 25-54
Local AN/ Radio B /o

Podcasts
Spotify
YouTube Music
TV Music Channels
Owned Music
SiriusXM

All Others
Apple Music
Pandora
Amazon Music
Audiobooks
iHeartRadio

705,697 or 75.2% of Adults 25 - 54 who Live in the CINCINNATI, OH, DMA listen to Ad-Supported
Local AM/FM Radio for an average of 60. minutes every day representing 39.8% of all time spent
daily with Ad-Supported Audio.
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346,168 or 73.7% of Women 25 - 54 who Live in the CINCINNATI, OH, DMA listen to Ad-Supported
Local AM/FM Radio for an average of 58.5 minutes every day representing 38.6% of all time spent
daily with Ad-Supported Audio.
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359,435 or 76.6% of Men 25 - 54 who Live in the CINCINNATI, OH, DMA listen to Ad-Supported Local
AM/FM Radio for an average of 61.5 minutes every day representing 40.8% of all time spent daily
with Ad-Supported Audio.
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733,724 or 79.% of Adults 35 - 64 who Live in the CINCINNATI, OH, DMA listen to Ad-Supported
Local AM/FM Radio for an average of 73.2 minutes every day representing 43.9% of all time spent
daily with Ad-Supported Audio.
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1,448,016 or 74.1% of Adults 18 or older who Live in the CINCINNATI, OH, DMA listen to Ad-
Supported Local AM/FM Radio for an average of 67.5 minutes every day representing 44.3% of all
time spent daily with Ad-Supported Audio.
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705,697 or 75.2% of Adults 25 - 54 who Live in the CINCINNATI, OH, DMA listen to Ad-Supported
Local AM/FM Radio for an average of 60. minutes every day representing 39.8% of all time spent
daily with Ad-Supported Audio.
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346,168 or 73.7% of Women 25 - 54 who Live in the CINCINNATI, OH, DMA listen to Ad-Supported
Local AM/FM Radio for an average of 58.5 minutes every day representing 38.6% of all time spent
daily with Ad-Supported Audio.

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

"Share of Ad-Supported Audio” oz m

who Live in the USA
CINCINNATI, OH, DMA

15.7% 16.4%
13.0%

12.0% 11.3% 11.8%

9.2%

124,973 23,371,821 56,314 6,895,968 52,886 8,824,086 61,183 11,745,948

6.1% 6.1% 5.8% ©.7%
Weekly

Lober B 21 ., 3.1% 3.3%
P 6% [.o7% |
) =T

]
346,168 55,555,766 64,201 12,298,215 28,594 4,601,068 27,455 5,042,669 9,668 1,030,456 14,405 2,442,354

Local AM/FM Podcasts Spotify Pandora YouTube Music TV Music Amazon Music All Others SiriusXM iHeartRadio
A -
D:i'l;"M" Radio Channels
® who Live in the CI , OH, |

® Share of Everything

usa DMA Scarborough R2 2026: Sep25-Aug26 Qual Intab 1,913 Scarborough R2 2026: Feb25-Aug26 USA Projection Scarborough R2 2026: Feb25-Aug26 Qual Intab 24,319
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard | Media That Connects, LLC. All rights reserved. =g for Anything . ©




. 359,435 or 76.6% of Men 25 - 54 who Live in the CINCINNATI, OH, DMA listen to Ad-Supported Local
AM/FM Radio for an average of 61.5 minutes every day representing 40.8% of all time spent daily
with Ad-Supported Audio.
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Reach % 76.6% Audio: Men 25 - 54
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. 733,724 or 79.% of Adults 35 - 64 who Live in the CINCINNATI, OH, DMA listen to Ad-Supported
Local AM/FM Radio for an average of 73.2 minutes every day representing 43.9% of all time spent
daily with Ad-Supported Audio.
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1,448,016 or 74.1% of Adults 18 or older who Live in the CINCINNATI, OH, DMA listen to Ad-Supported
Local AM/FM Radio. The Top-5 Formats are Country, Classic Hits, Adult Contemporary, Adult Hits, and
News/Talk/Information.
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Local AM/FM Radio Formats (Persons & % Reach): Adults 25 - 54

{average week)
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705,697 or 75.2% of Adults 25 - 54 who Live in the CINCINNATI, OH, DMA listen to Ad-Supported Local
AM/FM Radio. The Top-5 Formats are Country, Adult Contemporary, Classic Hits, Hot AC, and Adult Hits.
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346,168 or 73.7% of Women 25 - 54 who Live in the CINCINNATI, OH, DMA listen to Ad-Supported Local
AM/FM Radio. The Top-5 Formats are Country, Adult Contemporary, Hot AC, Classic Hits, and Adult Hits.
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Local AM/FM Radio Formats (Persons & % Reach): Men 25 - 54

{average week)
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359,435 or 76.6% of Men 25 - 54 who Live in the CINCINNATI, OH, DMA listen to Ad-Supported Local
AM/FM Radio. The Top-5 Formats are Country, Adult Contemporary, Classic Hits, Hot AC, and Classic Rock.
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Local AM/FM Radio Formats (Persons & % Reach): Adults 35 - 64

{average week)
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733,724 or 79.% of Adults 35 - 64 who Live in the CINCINNATI, OH, DMA listen to Ad-Supported Local
AM/FM Radio. The Top-5 Formats are Country, Adult Contemporary, Classic Hits, Hot AC, and Classic Rock.
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1,149,841 or 58.8% of Adults 18 or older who Live in the CINCINNATI, OH, DMA watch Ad-Supported
Local TV Stations for an average of 110.8 minutes every day representing 33.3% of all time spent
daily with Ad-Supported Video.
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492,457 or 52.5% of Adults 25 - 54 who Live in the CINCINNATI, OH, DMA watch Ad-Supported Local
TV Stations for an average of 60. minutes every day representing 33.9% of all time spent daily with
Ad-Supported Video.
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225,144 or 48.% of Women 25 - 54 who Live in the CINCINNATI, OH, DMA watch Ad-Supported Local
TV Stations for an average of 68.6 minutes every day representing 35.6% of all time spent daily with
Ad-Supported Video.
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267,486 or 57.% of Men 25 - 54 who Live in the CINCINNATI, OH, DMA watch Ad-Supported Local TV
Stations for an average of 52.6 minutes every day representing 32.5% of all time spent daily with Ad-
Supported Video.
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584,254 or 62.9% of Adults 35 - 64 who Live in the CINCINNATI, OH, DMA watch Ad-Supported Local
TV Stations for an average of 88.4 minutes every day representing 33.6% of all time spent daily with
Ad-Supported Video.
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1,149,841 or 58.8% of Adults 18 or older who Live in the CINCINNATI, OH, DMA watch Ad-Supported

Local TV Stations for an average of 110.8 minutes every day representing 33.3% of all time spent
daily with Ad-Supported Video.

Avg. Hours+Minutes/day with Ad-Supported

B 5160  aoe e "Share O_f Ad'supported Video" Video: Adults 18 or older

who Live in the usa
39.9% 39.4% CINCINNATI, OH, DMA
: — 30.3%
26.2%
25.2%
18.5% 18.8%
16.2% 16.6% 15.6%
14.1% 10.3% 11.5%
7.1%

Weekly
Total I =
Reached: T 25,841143,806,437 1,102,529140, 746,957 780,080 105,817,793 698,910 98,546,936

512,503 /5,818,426
Local TV Cable TV

42.4%

]
361,104 46,886,393 316,295 41,521,736 200,753 28,613,228 176,242 17 736,413 305,378 33,436,211
Amazon YouTube TikTok Hulu AppleTV+ Netflix Roku Paramount+
Average
Daily Mi
® who Live in the CINCINNATI, OH, DMA W USA
USA DMA Scarborough R2 2026: Sep25-Aug26 Qual Intab 1913 Scorborough R2 2026: Feb25-Aug26 USA Projection Scarborough R2 2026: Feb25-Aug26 Qual Intab 24,319 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard | Media That Connects, LLC. All rights reserved. Eﬁ. for Anything =




492,457 or 52.5% of Adults 25 - 54 who Live in the CINCINNATI, OH, DMA watch Ad-Supported Local

TV Stations for an average of 60. minutes every day representing 33.9% of all time spent daily with
Ad-Supported Video.
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225,144 or 48.% of Women 25 - 54 who Live in the CINCINNATI, OH, DMA watch Ad-Supported Local
TV Stations for an average of 68.6 minutes every day representing 35.6% of all time spent daily with
Ad-Supported Video.

Weekly Avg. Hours+Minutes/day with Ad-Supported

Reach % . llshare ofAd-supported video" Video: Women 25 - 54
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267,486 or 57.% of Men 25 - 54 who Live in the CINCINNATI, OH, DMA watch Ad-Supported Local TV

Stations for an average of 52.6 minutes every day representing 32.5% of all time spent daily with Ad-
Supported Video.

Weekly
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584,254 or 62.9% of Adults 35 - 64 who Live in the CINCINNATI, OH, DMA watch Ad-Supported Local
TV Stations for an average of 88.4 minutes every day representing 33.6% of all time spent daily with
Ad-Supported Video.
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Local TV Station Programs (Persons & % Reach): Adults 18 or older

{Average week)

1,149,841 or 58.8% of Adults 18 or older who Live in the CINCINNATI, OH, DMA watch Ad-Supported
Local TV Stations. The Top 6-Programs are Local News - Evening, Sports, Local News - Morning,
Comedies, Game Shows, and Movies.

Total persons:

Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Local TV Station Programs (Persons & % Reach) Adults 25-54

(average week)
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| 492,457 or 52.5% of Adults 25 - 54 who Live in the CINCINNATI, OH, DMA watch Ad-Supported Local
TV Stations. The Top 6-Programs are Sports, Local News - Evening, Local News - Morning, Comedies,
Game Shows, and Local News - Late.
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225,144 or 48.% of Women 25 - 54 who Live in the CINCINNATI, OH, DMA watch Ad-Supported Local
TV Stations. The Top 6-Programs are Sports, Local News - Evening, Local News - Morning, Comedies,
Game Shows, and Local News - Late.

Local TV Station Programs (Persons & % Reach): Women 25 - 54
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| 267,486 or 57.% of Men 25 - 54 who Live in the CINCINNATI, OH, DMA watch Ad-Supported Local TV
Stations. The Top 6-Programs are Sports, Comedies, Local News - Evening, Local News - Morning,
Movies, and Game Shows.
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584,254 or 62.9% of Adults 35 - 64 who Live in the CINCINNATI, OH, DMA watch Ad-Supported Local
TV Stations. The Top 6-Programs are Local News - Evening, Sports, Local News - Morning, Comedies,

Movies, and Game Shows.

Local TV Station Programs (Persons & % Reach): Adults 35 - 64
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Avg. Week All D.rg:tal (Persons & % Reach): Adults 18 or older
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Online Classes, Schools, Colleges, Universities
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| 1,469,227 or 75.2% of Adults 18 or older who Live in the CINCINNATI, OH, DMA use Ad-Supported

Social Media for an average of 162.3 minutes every day representing 28.% of all time spent daily
with Ad-Supported Digital Media.
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Avg. Week All D.rg:tal (Persons & % Reach): Adults 25 54
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| 696,722 or 74.2% of Adults 25 - 54 who Live in the CINCINNATI, OH, DMA use Ad-Supported Social
Media for an average of 162.9 minutes every day representing 32.6% of all time spent daily with Ad-

Supported Digital Media.
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Avg. Week All D.rg:tal (Persons & % Reach): Women 25 54
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[ 384,026 or 81.8% of Women 25 - 54 who Live in the CINCINNATI, OH, DMA use Ad-Supported Social
Media for an average of 170.2 minutes every day representing 32.7% of all time spent daily with Ad-
Supported Digital Media.
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| 312,696 or 66.7% of Men 25 - 54 who Live in the CINCINNATI, OH, DMA use Ad-Supported Social
Media for an average of 155.1 minutes every day representing 32.4% of all time spent daily with Ad-
Supported Digital Media.

Avg. Day All Digital (% Time Spent & Avg. Minutes/day Spent): Men 25 - 54
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717,122 or 77.2% of Adults 35 - 64 who Live in the CINCINNATI, OH, DMA use Ad-Supported Social
Media for an average of 152.4 minutes every day representing 29.% of all time spent daily with Ad-

Supported Digital Media.
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[ 1,469,227 or 75.2% of Adults 18 or older who Live in the CINCINNATI, OH, DMA use Ad-Supported
Facebook for an average of 67.2 minutes every day representing 41.4% of all time spent daily with
Ad-Supported Social Media.
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[ 696,722 or 74.2% of Adults 25 - 54 who Live in the CINCINNATI, OH, DMA use Ad-Supported
Facebook for an average of 54.8 minutes every day representing 36.2% of all time spent daily with
Ad-Supported Social Media.
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Avg. Week AM Socml Medm (Persons & % Reach): Women 25 - 54
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[ 384,026 or 81.8% of Women 25 - 54 who Live in the CINCINNATI, OH, DMA use Ad-Supported
Facebook for an average of 59.7 minutes every day representing 35.3% of all time spent daily with
Ad-Supported Social Media.

20

68.2%

Avg. Hours+Minutes/day with all
Social Media: Women 25 - 54

who Live in the
CINCINNATI, OH, DMA

mUSA

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

% Time Spent:

~_
T
e J

Facebook
69.3

Instagram
347

YouTub
e Video
17.2

Pinterest
10.7

Reddit
8.4

Facebook
55.4

Instagram
39.2

LinkedIn
10.6

TikTok Pinterest
18.6 10.2

YouTube
Video
19.8

Sna
Reddit pch
89 a.

® who Live in the CINCINNATI, OH, DMA

mUSA

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

Facebook
Instagram
TikTok
YouTube Video
LinkedIn
Pinterest
Reddit
Snapchat
WhatsApp

X

Others(Rumble, Threads,...
Blogs/Message Boards (read...

tumblr

usA

DMA
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard | Media That Connects, LLC. LLC. All rights reserved.

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

m F 21.5%
who Live in the
' 3.6% CINCINNATI, OH, DMA
¥ who Live in the CINCINNATI, OH, DMA WUSA
Scarborough R2 2026: Sep25-Aug26 Qual Intab 1,913

Avg. Day Ad-Supported Social Media (% Time Spent & Avg. Minutes/day Spent): Women 25 - 54

% Time spent:

11.3%

%

Y

Facebook
59.7

Instagram
29.1

YouTube
Video
18.6

Pinterest
11.1

Blogs/Mes
sage...

TikTok
19.5

Snapchat
7l

Link Re

Facebook
54.9

Instagram
29.8

Pinterest
10.4

TikTok

Snapchat
18.6 71

YouTube
Video
20.2

Linkedl Re
n ddi

= who Live in the CINCINNATI, OH, DMA

B USA

Share of Everythlng




[ 312,696 or 66.7% of Men 25 - 54 who Live in the CINCINNATI, OH, DMA use Ad-Supported Facebook
for an average of 47.2 minutes every day representing 35.4% of all time spent daily with Ad-
Supported Social Media.
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Avg. Week All Socml Med:a (Persons & % Reach): Adults 35 - 64
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[ 717,122 or 77.2% of Adults 35 - 64 who Live in the CINCINNATI, OH, DMA use Ad-Supported
Facebook for an average of 56.9 minutes every day representing 39.5% of all time spent daily with
Ad-Supported Social Media.

% Time Spent:

Avg. Day All Social Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 - 64

it

Avg. Hours+Minutes/day with all m
Social Media: Adults 35 - 64

a‘

ﬁ 14.5%

who Live in the

Facebook
72.8

Instagram
26.3

Linked!
n
1.8

TikTok Reddit
14.8 6.9

BN i

CINCINNATI, OH, DMA

0. %

YouTube
Video

® who Live in the CINCINNATI, OH, DMA

Facebook
50.6

Instagram

289

YouTube
Video
19.8

Linke
TikTok din
12.1 10.6

Pi
nt

e..

mUSA

® who Live in the CINCINNATI, OH, DMA

mUSA

Avg. Week Ad-Supported chial Media (Persons & % Reach): Adults 35 - 64

Facebook

Instagram

kel
O

% Time spent:

Avg. Day Ad-Supported Social Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 - 64

g;ggag EHEE
R OSR SR NR OGN R R

Instagram
25.0

YouTube
Video
19.1

Red...

LinkedIn

6.5

Pinteres

i

Facebook
47.0

Instagram
25.0

LinkedIn
T2

TikTok Reddit
121 5.0

YouTube Video
19.1

Pint

eres

x P 19.7%
pinterest AR Avg. Hours+Minutes/day with Ad-
WhatsApp M ‘KE" Supported Social sn:edm: Adults 35 -
snapchat PR TR
Others(Rumble, Threads,... mm
T Facebook
Blogs/Message Boards (read... m 4_3% 13.6% 56.9
who Live in the usa
tumblr l EX 096 CINCINNATI, OH, DMA 0.4%
¥ who Live in the CINCINNATI, OH, DMA WUSA
uUsA DMA Scarborough R2 2026: Sep25-Aug26 Qual intab 1,913

All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard | Media That Connects, LLC. LLC. All rights reserved.

= who Live in the CINCINNATI, OH, DMA

B USA

Share of Everythlng




1,469,227 or 75.2% of Adults 18 or older who Live in the CINCINNATI, OH, DMA use Ad-Supported
Facebook for an average of 67.2 minutes every day representing 41.4% of all time spent daily with
Ad-Supported Social Media.

Weekly 75.29% . Avg. Hours+Minutes/day with Ad-Supported
Reach % 73.6% Social Media: Adults 18 or older

"Share of Ad-Supported Social Media"

who Live in the UsA
CINCINNATI, OH, DMA

% of Weekly 48.3%

Time Spent wil
Ad-Supported
Social Media: 40.7%
36.9%
16.9%
Weekly
Total
Persons
Reached:

1,469,227183,780,861 795,527 120,748,869 698,910 98,546,936
Average Facebook Instagram YouTube Video
Daily Minutes

Using Ad-Supported

o lera A 5.1

® who Live in the CINCINNATI, OH, DMA

39.4%

30.3%

28.1%

24.6%
18.2% 18.6%

512,503 /5,818,426 480,841 /0,163,913 356,213 46,348,695
TikTok LinkedIn Pinterest

26.6%

23.1%
19.0%
- 14.8% 15.1% 0% 45,69
[ 3.7% -

450,899 66,508,867 289,114 12,828,241 295,162 47 408,148 332,970 39,412,938
Reddit Blogs/Message Snapchat

Boards (read

m USA

UsA DMA Scarborough R2 2026: Sep25-Aug26 Qual Intab 1,913 Scarborough R2 2026: Feb25-Aug26 USA Projection Scarborough R2 2026: Feb25-Aug26 Qual Intab 24,319 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard | Media That Connects, LLC. All rights reserved. i for Anything _ =



696,722 or 74.2% of Adults 25 - 54 who Live in the CINCINNATI, OH, DMA use Ad-Supported
Facebook for an average of 54.8 minutes every day representing 36.2% of all time spent daily with
Ad-Supported Social Media.

Weekly Avg. Hours+Minutes/day with Ad-Supported
74.2% 9
Reach % 13:L% Social Media: Adults 25 - 54
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384,026 or 81.8% of Women 25 - 54 who Live in the CINCINNATI, OH, DMA use Ad-Supported
Facebook for an average of 59.7 minutes every day representing 35.3% of all time spent daily with
Ad-Supported Social Media.
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312,696 or 66.7% of Men 25 - 54 who Live in the CINCINNATI, OH, DMA use Ad-Supported Facebook
for an average of 47.2 minutes every day representing 35.4% of all time spent daily with Ad-
Supported Social Media.

Weekly Avg. Hours+Minutes/day with Ad-Supported
Reach % Social Media: Men 25 - 54
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717,122 or 77.2% of Adults 35 - 64 who Live in the CINCINNATI, OH, DMA use Ad-Supported
Facebook for an average of 56.9 minutes every day representing 39.5% 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: 118,489;
Social Media: 90,338; Local Radio: 89,865; Non-Prem. Cable: 38,573; Local TV: 36,345
reaching Adults 18 or older who Live in the CINCINNATI, OH, DMA.
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Local Radio: 43,993; Social Media: 40,664; Non-Prem. Cable: 16,350; Local TV: 14,747
reaching Adults 25 - 54 who Live in the CINCINNATI, OH, DMA.

All Other Digital Media: 52,515;

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 25 - 54 who Live in the CINCINNATI, OH, DMA
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Social Media: 24,755; Local Radio: 21,378; Non-Prem. Cable: 8,285; Local TV: 7,665
reaching Women 25 - 54 who Live in the CINCINNATI, OH, DMA.

All Other Digital Media: 29,418;

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Women 25 - 54 who Live in the CINCINNATI, OH, DMA
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 23,175;
Local Radio: 22,463; Social Media: 16,198; Non-Prem. Cable: 7,789; Local TV: 6,928
reaching Men 25 - 54 who Live in the CINCINNATI, OH, DMA.
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Men 25 - 54 who Live in the CINCINNATI, OH, DMA
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 57,688;
Local Radio: 46,306; Social Media: 44,194; Local TV: 18,633; Non-Prem. Cable: 17,715
reaching Adults 35 - 64 who Live in the CINCINNATI, OH, DMA.

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 35 - 64 who Live in the CINCINNATI, OH, DMA
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1,734,606 or 88.8% of Adults 18 or older who Live in the CINCINNATI, OH, DMA spend an average of
45.6 minutes per day driving, seeing Billboards and Signs. 61.9% Listen to Local Radio Stations Out-
of-Home for an average of 40.9 minutes/day.
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Top-13 Out-of -Home Medm (Persons & % Reach): Adults 25-54
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807,697 or 86.1% of Adults 25 - 54 who Live in the CINCINNATI, OH, DMA spend an average of 47.5
minutes per day driving, seeing Billboards and Signs. 66.3% Listen to Local Radio Stations Out-of-
Home for an average of 42.4 minutes/day.
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Top-13 Out-of-Home Media (Persons & % Reach): Women 25 - 54

(average week]
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395,002 or 84.1% of Women 25 - 54 who Live in the CINCINNATI, OH, DMA spend an average of 37.5
minutes per day driving, seeing Billboards and Signs. 64.5% Listen to Local Radio Stations Out-of-
Home for an average of 38.7 minutes/day.

Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Women 25 - 54
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Top-13 Out-of- Hame Media (Persons & % Reach): Men 25-54
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412,695 or 88.% of Men 25 - 54 who Live in the CINCINNATI, OH, DMA spend an average of 57.6
minutes per day driving, seeing Billboards and Signs. 68.% Listen to Local Radio Stations Out-of-
Home for an average of 46.1 minutes/day.
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Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Men 25 - 54
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811,749 or 87.4% of Adults 35 - 64 who Live in the CINCINNATI, OH, DMA spend an average of 52.5
minutes per day driving, seeing Billboards and Signs. 69.% Listen to Local Radio Stations Out-of-
Home for an average of 50.3 minutes/day.
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1,734,606 or 88.8% of Adults 18 or older who Live in the CINCINNATI, OH, DMA spend an average of 45.6
minutes per day driving, seeing Billboards and Signs representing 35.7% 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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807,697 or 86.1% of Adults 25 - 54 who Live in the CINCINNATI, OH, DMA spend an average of 47.5
minutes per day driving, seeing Billboards and Signs representing 32.2% of all Time Spent with Ad-
Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported

Out-of-Home Media: Adults 25 - 54
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395,002 or 84.1% of Women 25 - 54 who Live in the CINCINNATI, OH, DMA spend an average of 37.5
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: Women 25 - 54
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412,695 or 88.% of Men 25 - 54 who Live in the CINCINNATI, OH, DMA spend an average of 57.6 minutes
per day driving, seeing Billboards and Signs representing 35.9% of all Time Spent with Ad-Supported Out-
of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported

Out-of-Home Media: Men 25 - 54
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811,749 or 87.4% of Adults 35 - 64 who Live in the CINCINNATI, OH, DMA spend an average of 52.5

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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383,018 or 19.6% of Adults 18 or older who Live in the CINCINNATI, OH, DMA read Local Daily
Newspaper(s) (Daily+Sunday) for an average of 8.4 minutes every day representing 28.3% of all time
spent daily with All forms of Print Media.
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200,054 or 21.3% of Adults 25 - 54 who Live in the CINCINNATI, OH, DMA read Local Daily
Newspaper(s) (Daily+Sunday) for an average of 10.4 minutes every day representing 29.% of all time
spent daily with All forms of Print Media.

Avg. Week All Print Medm (Persons & % Reach): Adults 25 - 54
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86,874 or 18.5% of Women 25 - 54 who Live in the CINCINNATI, OH, DMA read Local Daily
Newspaper(s) (Daily+Sunday) for an average of 9.5 minutes every day representing 26.6% of all time
spent daily with All forms of Print Media.
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Avg. Week All Prmt Medm (Persons & % Reach): Men 25 - 54
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114,481 or 24.4% of Men 25 - 54 who Live in the CINCINNATI, OH, DMA read Local Daily
Newspaper(s) (Daily+Sunday) for an average of 11.7 minutes every day representing 31.5% of all

time spent daily with All forms of Print Media.
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Avg. Week All Print Medm (Persons & % Reach): Adults 35 - 64
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‘who Live in the QINCINNATI,

171,742 or 18.5% of Adults 35 - 64 who Live in the CINCINNATI, OH, DMA read Local Daily
Newspaper(s) (Daily+Sunday) for an average of 9.8 minutes every day representing 30.9% of all time
spent daily with All forms of Print Media.
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P18+

Social Media

Websites

Direct Mail

Broadcast, Cable, & Sat TV

Local Broadcast TV

"Advertising Actions"

P18+ who Live in the CINCINNATI, OH, DMA (Shopped/Visited/Bought past 3mos Due to
Ads on %)

110,555,656

99,371,391 36.2%

81,288,160 29.6%

65,553,694 T 23.9%

Local AM/FM Radio

43,464,546 15.9%

Cable TV Networks

Video Streaming Services
Newspapers

Podcasts

Audio Streaming Services

Billboards

39,437,136 14.4%

45,644,777
30,062,232 11.0%

34,845,019 12.7%

31,283,118 11.4%

27,923,528 10.2%
¥ P18+ who Live in the CINCINNATI, OH, DMA (Shopped/Visited/Bought past 3mos Due to Ads on %)
B P18+ USA AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
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"Advertising Actions”
P25-54 who Live in the CINCINNATI, OH, DMA (Shopped/Visited/Bought past 3mos Due

Broadcast, Cable, & Sat TV

to Ads on %)
Social Media
Websites
Direct Mall

29,280,605 21.5%

Video Streaming Services 26,204,602 -

Podcasts
Local Broadcast TV
Audio Streaming Services
Cable TV Networks
e
Newspapers gy 9.6%

m P25-54 who Live in the CINCINNATI, OH, DMA (Shopped/Visited/Bought past 3mos Due to Ads on %)

H P25-54 USA AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
USA DMA Scarborough R2 2026: Sep25-Aug26  Qual Intab: 11173
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Social Media

Websites

Direct Mail

Broadcast, Cable, & Sat TV

Video Streaming Services

"Advertising Actions"

W25-54 who Live in the CINCINNATI, OH, DMA (Shopped/Visited/Bought past 3mos Due
to Ads on %)

33,751,090 50.1%

12,865,383 19.1%
12,778,189 19.0%

Local AM/FM Radio

25,105,808 37.3%

854 14.9%

Podcasts

Cable TV Networks

Local Broadcast TV
Billboards

Audio Streaming Services

Newspapers

USA

m W25-54 who Live inthe CINCINNATI, OH, DMA (Shopped/Visited/Bought past 3mos Due to Ads on %)
m W25-54 USA AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)

6,701,915 9.9%
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Social Media

Websites

Direct Mail

Broadcast, Cable, & Sat TV
Video Streaming Services
Podcasts

Local Broadcast TV

Audio Streaming Services

"Advertising Actions"

M25-54 who Live in the CINCINNATI, OH, DMA (Shopped/Visited/Bought past 3mos Due
to Ads on %)

40.1%

27,496,571
25,126,164 36.6%
10,316,204 28.1%

16,415,222 23.9%

13,426,503 19.6%

11,694,376
8,690,660 12.7%

9,876,045 14.4%

Local AM/FM Radio

11,242,017 16.4%

Newspapers
Billboards

Cable TV Networks

USA DMA Scarborough R2 2026: Sep25-Aug26 Quallintab: 4714

7,834,148 11.4%

8,582,402 12.5%

9,260,989 13.5%
B M25-54 who Live in the CINCINNATI, OH, DMA (Shopped/Visited/Bought past 3mos Due to Ads on %)
W M25-54 USA AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
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Social Media

Websites

Direct Mail

Broadcast, Cable, & Sat TV
Local Broadcast TV

Cable TV Networks

"Advertising Actions”

P35-64 who Live in the CINCINNATI, OH, DMA (Shopped/Visited/Bought past 3mos Due
to Ads on %)

57,213,812 43.2%

49,649,646 37.5%

36,962,147 27.9%
32,301,964 " 24.4%
19,815,103 15.0%

19,324,390 14.6%

Local AM/FM Radio

23,664,679 17.9%

Video Streaming Services
Podcasts

Audio Streaming Services
Newspapers

Billboards

22,970,344 17.3%

18,339,322 13.8%

15,985,857 12.1%

USA

13,805,774 10.4%

= ‘ :
B
2
E3

14,605,589
m P35-64 who Live in the CINCINNATI, OH, DMA (Shopped/Visited/Bought past 3mos Due to Ads on %)
M P35-64 USA AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
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