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{{{{Household income (HHLD): $150,000 - $249,999 OR Household income (HHLD): $250,000 or more OR Acdom Networth Gold (HHLD): $500,000 - $999,939 OR Acxiom NetWorth Gold (HHLD): 51,000,000 - 51,999,999 OR Acdom NetWorth Gold (HHLD): 52,000,000 +) AND Own or rent reside
AND (items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Maottress))]




5.6% or 11,057,646 of USA DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture...|
Typical Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 55.3
years old (3.7% younger than average) and have a $185,009 (52.2% higher than average) annual...
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[(((Household income (HHLD): $150,000 - $249,999 OR Household income (HHLD): $250,000 or more OR Acxiom NetWorth Gold (HHLD): $500,000 - $999,999 OR Acxiom NetWorth Gold (HHLD): $1,000,000 - 51,999,999 OR Acxiom NetWorth Gold (HHLD): $2,000,000 +) AND Own or rent residence (HHLD): Own)
AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]



5.3% or 289,163 of CHI DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture and/or...
Typical Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 55.6
years old (2.6% younger than average) and have a $182,819 (62.7% higher than average) annual...
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[(((Household income (HHLD): $150,000 - $249,999 OR Household income (HHLD): $250,000 or more OR Acxiom NetWorth Gold (HHLD): $500,000 - $999,999 OR Acxiom NetWorth Gold (HHLD): $1,000,000 - 51,999,999 OR Acxiom NetWorth Gold (HHLD): $2,000,000 +) AND Own or rent residence (HHLD): Own)
AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]



5 AN 5.8% or 240,857 of WDC DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture...

-]

ARHAUS Typical Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 57.2
years old (1.1% older than average) and have a $199,411 (34.% higher than average) annual household...
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[(((Household income (HHLD): $150,000 - $249,999 OR Household income (HHLD): $250,000 or more OR Acxiom NetWorth Gold (HHLD): $500,000 - $999,999 OR Acxiom NetWorth Gold (HHLD): $1,000,000 - 51,999,999 OR Acxiom NetWorth Gold (HHLD): $2,000,000 +) AND Own or rent residence (HHLD): Own)
AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]



6.5% or 210,799 of SEA DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture and/;hr.‘.
Typical Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 54.1
years old (4.6% younger than average) and have a $193,573 (45.5% higher than average) annual...
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[(((Household income (HHLD): $150,000 - $249,999 OR Household income (HHLD): $250,000 or more OR Acxiom NetWorth Gold (HHLD): $500,000 - $999,999 OR Acxiom NetWorth Gold (HHLD): $1,000,000 - 51,999,999 OR Acxiom NetWorth Gold (HHLD): $2,000,000 +) AND Own or rent residence (HHLD): Own)
AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]



6.5% or 222,282 of PHX DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture and/‘lor..‘
Typical Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 52.1
years old (10.4% younger than average) and have a $182,887 (62.5% higher than average) annual...
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[(((Household income (HHLD): $150,000 - $249,999 OR Household income (HHLD): $250,000 or more OR Acxiom NetWorth Gold (HHLD): $500,000 - $999,999 OR Acxiom NetWorth Gold (HHLD): $1,000,000 - 51,999,999 OR Acxiom NetWorth Gold (HHLD): $2,000,000 +) AND Own or rent residence (HHLD): Own)
AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]



5.6% or 11,057,646 of USA DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New...

Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 43.5%
more likely to be a college graduate, 26.9% more likely to work full-time, 30.1% more likely to be
married, 39.9% more likely to be a parent of 1 or more children
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[(((Household income (HHLD): $150,000 - $249,999 OR Household income (HHLD): $250,000 or more OR Acxiom NetWorth Gold (HHLD): $500,000 - $999,999 OR Acxiom NetWorth Gold (HHLD): $1,000,000 - 51,999,999 OR Acxiom NetWorth Gold (HHLD): $2,000,000 +) AND Own or rent residence (HHLD): Own)
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AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]



5.3% or 289,163 of CHI DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture...
Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 84.9%

more likely to be a college graduate, 33.3% more likely to work full-time, 32.8% more likely to be

married, 1.6% more likely to be a grandparent of 1 or more chil
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[(((Household income (HHLD): $150,000 - $249,999 OR Household income (HHLD): $250,000 or more OR Acxiom NetWorth Gold (HHLD): $500,000 - $999,999 OR Acxiom NetWorth Gold (HHLD): $1,000,000 - 51,999,999 OR Acxiom NetWorth Gold (HHLD): $2,000,000 +) AND Own or rent residence (HHLD): Own)
AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]



5.8% or 240,857 of WDC DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture...
Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 22.5%

more likely to be a college graduate, 10.5% more likely to work full-time, 13.9% more likely to be

married, 10.3% more likely to be a grandparent of 1 or more chi
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[(((Household income (HHLD): $150,000 - $249,999 OR Household income (HHLD): $250,000 or more OR Acxiom NetWorth Gold (HHLD): $500,000 - $999,999 OR Acxiom NetWorth Gold (HHLD): $1,000,000 - 51,999,999 OR Acxiom NetWorth Gold (HHLD): $2,000,000 +) AND Own or rent residence (HHLD): Own)

AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]



6.5% or 210,799 of SEA DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture...
Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 34.5%

more likely to be a college graduate, 22.9% more likely to work full-time, 31.9% more likely to be

married, 39.2% less likely to be a grandparent of 1 or more chi
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:;g,'g Al TIE{. 6.5% or 222,282 of PHX DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture...
A D L] '1o ¢ Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 16.3% less
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: 5.6% or 11,057,646 of USA DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture...
A y } I Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 32.1% more

,:_ likely to own their home, 22.2% more likely to own a higher valued home, 30.9% more likely to have a
single-family home, 34.5% more likely to have a dog.
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Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 35.2% more

b femm— likely to own their home, 32.5% more likely to own a higher valued home, 35.9% more likely to have a
[+ single-family home, 8.8% more likely to have a dog.

v | 5.3% or 289,163 of CHI DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture...
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5.8% or 240,857 of WDC DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniturel..
Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 33.3% more

likely to own their home, 11.6% more likely to own a higher valued home, 41.4% more likely to have a
single-family home, 27.5% more likely to have a dog.
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| 6.5% or 210,799 of SEA DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture..|
Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 39.1% more

likely to own their home, 11.2% more likely to own a higher valued home, 28.7% more likely to have a
single-family home, 49.4% more likely to have a dog.
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| 6.5% or 222,282 of PHX DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture...
Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 31.7% more

likely to own their home, 13.6% more likely to own a higher valued home, 30.% more likely to have a
| single-family home, 67.1% more likely to have a dog.
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5.6% or 11,057,646 of USA DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture...
Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 2.9% more
likely to look up D-I-Y advice online, 14.6% more likely to always vote in local elections, 43.9% more likely

to belong to a gym, 26.5% more likely to fly dom
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AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]



5.3% or 289,163 of CHI DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture...
Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 5.% more
likely to look up D-I-Y advice online, 18.2% more likely to always vote in local elections, 35.4% more likely
to belong to a gym, 33.8% more likely to fly dome
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5.8% or 240,857 of WDC DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture...
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to belong to a gym, 17.1% more likely to fly do

-Top 20 past 30-days Online Lifestyle Activites: Adults 35 or older al Activity: Adults 35 or older
— G
I Registered to Vote Democrat/Lean  Republican / Lean Independent / None
¢ (In District of Residence) Democrat Republican of These
Presidenta Elections: Always
Presidential Elections: i E’”‘
E h =2 N em h . e
Si ide Elections: S %
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wDC DMA Scarborough R1 2026: Mar25-Mar26 Qual Intab 341
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

[(((Household income (HHLD): $150,000 - $249,999 OR Household income (HHLD): $250,000 or more OR Acxiom NetWorth Gold (HHLD): $500,000 - $999,999 OR Acxiom NetWorth Gold (HHLD): $1,000,000 - 51,999,999 OR Acxiom NetWorth Gold (HHLD): $2,000,000 +) AND Own or rent residence (HHLD): Own)
AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]



6.5% or 210,799 of SEA DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture...
Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 11.6% less
likely to look up D-I-Y advice online, 20.% more likely to always vote in local elections, 38.2% more likely to

belong to a gym, 25.4% more likely to fly dom

-Top-ZO past 30-days Online Lifestyle Activites: Adults 35 or older | Activity: Adults 35 or older
Registered to Vote Democrat / Lean  Republican /Lean Independent/ None
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Information l:,a;:i:ﬁl:l:‘ll:mm:'l‘ﬂ’ Aadvice “;:\:::i:.‘ f‘(as:e'::all Informa tion Invite Classes Spirtuality (:;::‘ﬂl ;;r‘\;z": “:‘.:;;:;‘- Family Advice  Service lﬂw'f"ﬂﬁw‘:AMﬂyl
rn::alnr. ?:::‘;;’ o) Local Elections: Sometimes 28.9%
W Upscale Homeowners who Plan to Buy New Furniture and/or Bedding mSEA # Upscale who Plan to Buy o nd/or Bedding WSEA
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SEA DMA Scarborough R1 2026: Mar25-Mar26 Qual intab 222
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

[(((Household income (HHLD): $150,000 - $249,999 OR Household income (HHLD): $250,000 or more OR Acxiom NetWorth Gold (HHLD): $500,000 - $999,999 OR Acxiom NetWorth Gold (HHLD): $1,000,000 - 51,999,999 OR Acxiom NetWorth Gold (HHLD): $2,000,000 +) AND Own or rent residence (HHLD): Own)
AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]



6.5% or 222,282 of PHX DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture...
Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 6.1% more
likely to look up D-I-Y advice online, 4.2% less likely to always vote in local elections, 8.8% less likely to
belong to a gym, 20.4% more likely to fly domes

-Top 20 past 30-days Online Lifestyle Activites: Adults 35 or older al Activity: Adults 35 or older

31.7% 139.9% B0 28.4%

Registered to Vote Democrat/Lean  Republican / Lean Independent / None
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>~ B - St Hectitne: g
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B~ inirng el Local Elections: Sometimes
¥ Upscale Homeowners who Plan to Buy New Furniture and/or Bedding mPHX = Upscale Homeowners who Plan to Buy New Furniture and for Bedding mPHX
«
@ﬂ Top-30 past 12-months Active Lifestyle Activites: Adults 35 or older \M Past 12-months Domestic Airline Trips: Adults 35 or older
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PHX DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 99
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

[(((Household income (HHLD): $150,000 - $249,999 OR Household income (HHLD): $250,000 or more OR Acxiom NetWorth Gold (HHLD): $500,000 - $999,999 OR Acxiom NetWorth Gold (HHLD): $1,000,000 - 51,999,999 OR Acxiom NetWorth Gold (HHLD): $2,000,000 +) AND Own or rent residence (HHLD): Own)
AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]



5.6% or 11,057,646 of USA DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture...
Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 12.4% more
likely to use QSRs past mo., 17.6% more likely to use Sit-Down Restaurants past mo., 6.5% more likely to use
Casinos past yr., 37.9% less likely to smoke cig

Past 30-days QSR Users: Adults 35 or older |Past 30-days Sit-Down Restaurant Users: Adults 35 or older| Top-10 Cuisines: Adults 35 or older

g l . ! i (Sit-| Restaurants Used Past 30-days)
. Iq 1 time D% € Hme 17.3%
2 times

13.9% 2times 16.1%
3 times 11.9% 3 times 11.9%
6 -9 times 9.2%
Wouse / Burgers / Donue/
- Caffee Bar Sports Bar
10times or more E

= Upscale Homeowners who Plan to Buy New Furniture and/or Bedding mUSA ® Upscale Homeowners who Plan to Buy New Furniture and/or Bedding mUSA 2 tho Plan to Buy it df ' musa

Total Monthly QSR Users: Avg. Monthly QSR Meals: Total Monthly Sit-Down R Users: A
it 82.3% 85.1% 72.3%

iihihiﬁhh

6-9times

10times or more

. Monthly Sit-Down R ant Meals: Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)

Upscale vho Pla v _ 23.5%
3.7 [TV W 30,567,661 15.6%

Drank Past 30-days: Adults 35 or older L Past 12 months Casino Activities: Adults 35 or older |Used Past 30-days: Adults 35 or older

4

Any Type of Beer pryris 22.8% Slot Machines g2
Tt Games o o).

e Sar Mo
Domestic Regular Beer Upscale Restaurant
Domestic Light Beer Stage Show / Concert m 10.3%
Wmported Seer -V sports Betting PRSP o
Microbrew / Craft Beer 20.3% i Spa

Other Gambling

2.4%
2.3% N
2.3% = = i N .
2.1% Casinos visited past 12 hs: Yes ij / Cannabis Cigarettes Vape

w Upscale Homeowners who Plan to Buy New Furniture and/or Bedding muUsA = Upscale Homeowners who Plan to Buy New Furniture and/or Bedding mUSA  Upscale Home owners who Plan to Buy New Furniture and//or Bedding muUsa

USA USA Projection Scarborough R1 2026: Jan25-Mar26 Qual Intab 1,230
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

[(((Household income (HHLD): $150,000 - $249,999 OR Household income (HHLD): $250,000 or more OR Acxiom NetWorth Gold (HHLD): $500,000 - $999,999 OR Acxiom NetWorth Gold (HHLD): $1,000,000 - 51,999,999 OR Acxiom NetWorth Gold (HHLD): $2,000,000 +) AND Own or rent residence (HHLD): Own)
AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]



4 5.3% or 289,163 of CHI DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture and/or...
\ } [ ] \ L ,\ Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 12.8% more

f’ \ 4 m likely to use QSRs past mo., 32.1% more likely to use Sit-Down Restaurants past mo., 2.3% less likely to use

Casinos past yr., 41.2% less likely to smoke cig

Past 30-days QSR Users: Adults 35 or older |Past 30-days Sit-Down Restaurant Users: Adults 35 or older| Top-10 Cuisines: Adults 35 or older

¢ l - ‘ (Sit-Down Restaurants Used Past 30-days)
g -
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16.1%

I —— T J
e |ty 3 times 113%
somes T e -
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2 WHouse/ Bugers/ Donux/
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10 times or more 10times or more
= Upscale Homeowners who Plan to Buy New Fumiture and/or Bedding WCHI = Upscale Homeowners who Plan to Buy New Furniture and[or Bedding mCHI = Upscale Homeowners who Plan to Buy New Furniture and for Bedding mCHI
Total Mug.-ig,tﬂy QSR Users: Avg. Monthly QSR Meals: Total Monthly Sit-Down Re Users:  Avg. Monthly Sit-Down R ant Meals: Used Restaurant Delivery Service Past so.days (Grubhub, Uber Eats, etc.)

91.9% 69.6%

Upscole o plan o By S 22.0%
e R or TN 164

Drank Past 30-days. Adults 35 or older L Past 12 months Casino Activities: Adults 35 or older |Used Past 30-days: Adults 35 or older

Any Type of Beer s 47.1% Slot Machines

26.4%
Liquor 2,355,064 43.1% Table Games (Craps, Poker, etc.)

Wine ps 36.7% Bar / Nightclub
Imported Beer 2652830 30.3% Stage Show / Concert

Domestic Regular Beer Y 5” ) 28.0% Upscale Restaurant

M |

Domestic Light Beer g 05,813 27.6% v Sports Betting
Microbrew / Craft Beer 19.4% i Spa
1762566 146
Other Gambling Casinos visited past 12 hs: Yes ij / Cannabis Cigarettes Vape
# Upscale Homeowners who Plan to Buy New Furniture and/or Bedding mCHI m Upscale Homeowners who Plan to Buy New Furniture and/or Bedding = CHI who Plan to Buy iture and/or Bedding " CHI

CHI DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 187
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

[(((Household income (HHLD): $150,000 - $249,999 OR Household income (HHLD): $250,000 or more OR Acxiom NetWorth Gold (HHLD): $500,000 - $999,999 OR Acxiom NetWorth Gold (HHLD): $1,000,000 - 51,999,999 OR Acxiom NetWorth Gold (HHLD): $2,000,000 +) AND Own or rent residence (HHLD): Own)
AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]



5.8% or 240,857 of WDC DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture and/or...
Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 12.5% more
likely to use QSRs past mo., 18.1% more likely to use Sit-Down Restaurants past mo., 31.2% more likely to
use Casinos past yr., 9.5% less likely to smoke cig

Past 30-days QSR Users: Adults 35 or older |Past 30- days Sit-Down Restaurant Users: Adults 35 or older| Top-10 Cuisines: Adults 35 or older

. (Sit-Down Restaurants Used Past 30-days)
o dd e £ 3o e
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= Upscdle o plan to Buy GRS 263%
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Past 12 months Casino Activities: Adults 35 or older |Used Past 30-days: Adults 35 or older
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Imported Beer 23441 27.6% Upscale Restaurant
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30.6%
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[(((Household income (HHLD): $150,000 - $249,999 OR Household income (HHLD): $250,000 or more OR Acxiom NetWorth Gold (HHLD): $500,000 - $999,999 OR Acxiom NetWorth Gold (HHLD): $1,000,000 - 51,999,999 OR Acxiom NetWorth Gold (HHLD): $2,000,000 +) AND Own or rent residence (HHLD): Own)
AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]



Past 30-days QSR Users: Adults 35 or older

et Iu 1 time 10.9%
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-
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= Upscale Homeowners who Plan to Buy New Furniture and/or Bedding
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Drank Past 30-days: Adults 35 or older
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Any Type of Beer
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Imported Beer

- '
 Upscale Homeowners who Plan to Buy New Fumniture and/for Bedding mSEA

DMA Scarborough R1 2026: Mar25-Mar26 Qual Intab

6.5% or 210,799 of SEA DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture and/o
Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 14.1% more
likely to use QSRs past mo., 19.1% more likely to use Sit-Down Restaurants past mo., 15.4% more likely to
use Casinos past yr., 35.2% less likely to smoke ci
Past 30-days Sit-Down Restaurant Users: Adults 35 or older| Top-10 Cuisines: Adults 35 or older
(Sit-Down Restaurants Used Past 30-days)
H Htime
2 times .
3 times
4 times !
6 -9 times
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= Upscale Homeowners who Plan to Buy New Furniture and/or Bedding m SEA # Upseale Homeowners who Plan to Buy New Furniture and for Bedding uSEA
Total Monthly Sit-Down R Users: A -Down Restaurant Meals: Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
82.8% 69.5% Upscale vho Pia v it 31.5%

CZW 516,880 15.8%

Past 12 months Casino Activities: Adults 35 or older

Slot Machines 30.5%

Table Games (Craps, Poker, etc.) 12.4%

3 »
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Upscale Restaurant

Used Past 30-days: Adults 35 or older

222

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

[(((Household income (HHLD): $150,000 - $249,999 OR Household income (HHLD): $250,000 or more OR Acxiom NetWorth Gold (HHLD): $500,000 - $999,999 OR Acxiom NetWorth Gold (HHLD): $1,000,000 - 51,999,999 OR Acxiom NetWorth Gold (HHLD): $2,000,000 +) AND Own or rent residence (HHLD): Own)
AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]
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e - o
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6.5% or 222,282 of PHX DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture and/or...
Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 19.4% more
likely to use QSRs past mo., .1% less likely to use Sit-Down Restaurants past mo., 26.5% less likely to use
Casinos past yr., 11.7% more likely to smoke ciga
Past 30-days QSR Users: Adults 35 or older |Past 30-days Sit-Down Restaurant Users: Adults 35 or older| Top-10 Cuisines: Adults 35 or older
2 0 (Sit-Down Restaurants Used Past 30-days)
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Total Monthly QSR Users: Avg. Monthly QSR Meals: Total Monthly Sit-Down Restaurant Users:  Avg. Monthly Sit-Down Restaurant Meals: Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
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Spa nﬁlw;% Casinos visited past 12 months: Yes Marijuana / Cannabis Cigarettes Vape
® Upscale Homeowners who Plan to Buy New Fumiture and/or Bedding W PHX = Upscale Homeowners who Plan to Buy New Furniture and/or Bedding m PHX who Plan to Buy i Bedding W PHX

PHX DMA Scarborough R1 2026: Feb25-Feb26 Qual intab 99
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

[(((Household income (HHLD): $150,000 - $249,999 OR Household income (HHLD): $250,000 or more OR Acxiom NetWorth Gold (HHLD): $500,000 - $999,999 OR Acxiom NetWorth Gold (HHLD): $1,000,000 - 51,999,999 OR Acxiom NetWorth Gold (HHLD): $2,000,000 +) AND Own or rent residence (HHLD): Own)
AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]



5.6% or 11,057,646 of USA DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture...
Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 42.1% more

likely to have a 401K, 63.6% more likely to have an Auto Loan, 78.5% more likely to Invest/Trade Stocks
Online, 2.3% more likely to pay with their Debit Card

N l Financial Services Has and/or Uses: Adults 35 or older

401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options
Mutual Funds

Money Market Funds

6 18.2%
Bonds B a o

Other (Crypto / NFTs / Metals, etc.) m 8%

17.7% » ) 3
Second Home or Real Estate Property = 1 3% Checking Debitor ATM  Savings  CreditCard  Online  OnlineBil  Mobile

10.1%

13.1% 10.7%

Certificates of Personal Loan Studentloan Refinanced Home

a6 s

Money

i razg 1

il Account card Account Banking Paying Banking Market  Deposit (CDs) Home Improvement
. 1%
529 Plan / College Savings Plan m 18.1 Account Mortgage lga;‘: l::;:e
¥ Upscale Homeowners who Plan to Buy New Furniture and/or Bedding mUSA ¥ Upscale Homeowners who Plan to Buy New Furniture and/or Bedding W USA
Professional Services Used*: Adults 35 or older |m'Pt':lsi.‘ 3-Months Payment Methods Used: Adults 35 or older

Tax Preparation Service

44,240,624 22.5%

Financial Planner

41,101,237 20.9%
Online Investing / Stock Tradil 2,921

e/ - 29,076,611 14.8%

18.4%

sex @ .

Accountant

20,660,987 10.5%

Insurance Agent at a Local Office (not anline)  pEtrrs oo

11.4%

Estate Planning W 9.5% 10.1%
5.0% 5.5%
Real Estate Agent 11.0% m 8%
! 33% - . ' . ! ! g o ; B . e
6.48.2% (*Past 12 Months) visa PayPal Debit Card  MasterCard Zelle Venmo Apple Pay CashApp  GooglePay Store Credit  American Discover  Square Cash  Facebook Samsung Pay
Card Express Messenger

Divorce / Family Attormey 50%

 Upscale Homeowners who Plan to Buy New Furniture and/or Bedding

USA USA Projection Scarborough R1 2026: Jan25-Mar26 Qual Intab 1,230
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, inc. LLC. All rights reserved.

W USA W Upscale Homeowners who Plan to Buy New Furniture and/or Bedding W USA

[(((Household income (HHLD): $150,000 - $249,999 OR Household income (HHLD): $250,000 or more OR Acxiom NetWorth Gold (HHLD): $500,000 - $999,999 OR Acxiom NetWorth Gold (HHLD): $1,000,000 - 51,999,999 OR Acxiom NetWorth Gold (HHLD): $2,000,000 +) AND Own or rent residence (HHLD): Own)
AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]



5.3% or 289,163 of CHI DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture...
Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 59.7% more
likely to have a 401K, 64.% more likely to have an Auto Loan, 118.3% more likely to Invest/Trade Stocks
Online, 14.6% less likely to pay with their Debit Car

Investments Owned Adults 35 or older Financial Services Has and/or Uses: Adults 35 or older
401K Plan

2,461, 070 45.1%

IRA (Individual Retirement Account) 2,056,612 37.7%

Stocks or Stock Options 1,369,760 25.1%

20.9%
28.2%
Money Market Funds m
18.2%

Other (Crypto / NFTs / Metals, etc.) E 13.0%

i 8.7% 49’6 300 7% 55% 379

o =l — ! oo - dﬂﬂ Lsaset ETIFIR
529 Plan / College Savings Plan 7.8% £ Checking Debitor ATM  Savings  CreditCard  Online Online Bill Mobile Autoloan Cerfificates of Money  Studentloan Refinanced Personal Loan  Home
Account card Account Banking Paying Banking Deposit (CDs)  Market Home Improvement
Second Home or Real Estate Property v feco Morigage lf;,: Horme
¥ Upscale Homeowners who Plan to Buy New Furniture and/or Bedding ECHI ® Upscale Homeowners who Plan to Buy New Furniture and/or Bedding = CHI
Professmnal Services Used*: Adults 35 or older |m'Pt':lsi.‘ 3-Months Payment Methods Used: Adults 35 or older
Financial Planner — 046 554 10.2%
Online Investing / Stock Trading
Insurance Agent at a Local Office (not online) Ty 20.0%
17.5%
——
. 16.7%
Estate Planning F
36% g 0% 201 5.4% 3.7%
e i 11% 0.8% >
) 2.1% {*Past 12 Months) visa MasterCard  Debit Card Venmo ApplePay  GooglePay  Discover Cash App  Store Credit  American  Square Cash  Facebook Samsung Pay
Divorce / Family Attormey 8% Card Express Messenger

¥ Upscale Homeowners who Plan to Buy New Furniture and/or Bedding HCHI ¥ Upscale Homeowners who Plan to Buy New Furniture and/or Bedding ECHI

DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 187
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[(((Household income (HHLD): $150,000 - $249,999 OR Household income (HHLD): $250,000 or more OR Acxiom NetWorth Gold (HHLD): $500,000 - $999,999 OR Acxiom NetWorth Gold (HHLD): $1,000,000 - 51,999,999 OR Acxiom NetWorth Gold (HHLD): $2,000,000 +) AND Own or rent residence (HHLD): Own)
AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]



5.8% or 240,857 of WDC DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture...
Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 32.1% more

likely to have a 401K, 43.2% more likely to have an Auto Loan, 30.3% more likely to Invest/Trade Stocks
Online, 16.9% more likely to pay with their Debit Car

Investments Owned Adults 35 or older Financial Services Has and/or Uses: Adults 35 or older

i

IRA (Individual Retirement Account)

Stocks or Stock Options 1,286,376 31.2%

34.8%
Money Market Funds r
529 Plan / College Savings Plan E gaew

3 % o 104% * 10.4%
Bonds 18.3% ﬁ . smr.
pree 2 oo e e
Other (Crypto / NFTs / Metals, etc.) 11.2% Checking Debitor ATM  Savings  CreditCard  Online  OnlineBill  Mobile Home Money  Autoloan Certificates of Personal Loan Refinanced mmem lean  Home
Account card Account Banking Paying Banking Mortgage Market Deposit (CDs) Home Improvement
16.6% Account Mortgage Loan or Home
Second Home or Real Estate Property m il i o

W Upscale Homeowners who Plan to Buy New Furniture and/or Bedding mWDC ¥ Upscale Homeowners who Plan to Buy New Furniture and/or Bedding = WDC

Professional Services Used*: Adults 35 or older |m'Pt':lsi.‘ 3-Months Payment Methods Used: Adults 35 or older

Tax Preparation Service

Financial Planner

Online Investing / Stock Trading

Accountant

6.1%
ALY 5.8%

. 12.8%
Estate Planning W
6.4%
—" X

Insurance Agent at a Local Office (not online)

- 9.6% 11.2% —
15.4% - 19% 4.7% 47%
3 Gisssa 1c:00, [PV ..., | h

MasterCard  Debit Card Venmo ApplePay  CashApp GooglePay American Store Credit  Discover  Square Cash Samsung Pay Facebook

N 1.2% (*Past 12 Months)
Divorce / Family Attormey 8% Express Card Messenger
¥ Upscale Homeowners who Plan to Buy New Furniture and/or Bedding ®EWDC W Upscale Homeowners who Plan to Buy New Furniture and/or Bedding EWDC

wocC DMA Scarborough R1 2026: Mar25-Mar26 Qual Intab 341
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, inc. LLC. All rights reserved.

[(((Household income (HHLD): $150,000 - $249,999 OR Household income (HHLD): $250,000 or more OR Acxiom NetWorth Gold (HHLD): $500,000 - $999,999 OR Acxiom NetWorth Gold (HHLD): $1,000,000 - 51,999,999 OR Acxiom NetWorth Gold (HHLD): $2,000,000 +) AND Own or rent residence (HHLD): Own)
AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]



Adults

6.5% or 210,799 of SEA DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture...

35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 37.% more likely

to have a 401K, 92.7% more likely to have an Auto Loan, 72.6% more likely to Invest/Trade Stocks Online, .9%
more likely to pay with their Debit Card.

Investments Owned: Adults 35 or older

401K Plan 47.2%

IRA (Individual Retirement Account) 82.0%

Stocks or Stock Options 26.6%

41.2%

Mutual Funds 204%

28.5%

Money Market Funds

.4

Bonds 2.7%

14.5%

14.3%

Other (Crypto / NFTs / Metals, etc.) 7%

Financial Services Has and/or Uses: Adults 35 or older

13.4%

hﬂh

Auto Loan  Certificates of Refinanced Personal Loan

Online Online Bill

51 6% 0
Second Home or Real Estate Property = Checking Debitor ATM  Savings  Credit Card Mobile Home Home  Studentloan
= Account card Account Banking Paying Banking Mortgage Market Deposit (CDs) Home Improvement
. 12.3% Account Loan or Home
529 Plan / College Savings Plan 5.3% Equity Loan
¥ Upscale Homeowners who Plan to Buy New Furniture and/or Bedding mSEA ® Upscale Homeowners who Plan to Buy New Furniture and/or Bedding B SEA
Professional Services Used*: Adults 35 or older | fA'Past 3-Months Payment Methods Used: Adults 35 or older
Financial Planner 'u93 50 219%
Online Investing / Stock Trading 685, 729 210%
Tax Preparation Service &84 s 0%
Accountant 2.8%
Insurance Agent at a Local Office (not online) m 13.2%
" 13.6%
Estate Planning 2% 13.. 10.5%

48% 3.7%

Real Estate Agent M 21% 1% ... s ) , [ 97 e

1.4% (*Past 12 Months) visa PayPal MasterCard ~ Apple Pay  Google Pay  Cash App  American  Store Credit Square Cash  Discover Facebook  Samsung Pay

Divorce / Family Attomey I“" Express Card Messenger
® Upscale Homeowners who Plan to Buy New Furniture and/or Bedding uSEA ¥ Upscale Homeowners who Plan to Buy New Furniture and/or Bedding M SEA
DMA Scarborough R1 2026: Mar25-Mar26 Qual Intab 222
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AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]




6.5% or 222,282 of PHX DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture...
Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 37.8% more

likely to have a 401K, 106.4% more likely to have an Auto Loan, 103.% more likely to Invest/Trade Stocks
Online, 39.9% more likely to pay with their Debit Ca

Investments Owned: Adults 35 or older

IRA (Individual Retirement Account)

Financial Services Has and/or Uses: Adults 35 or older

Stocks or Stock Options
Mutual Funds

Money Market Funds

Second Home or Real Estate Property

10.6%

15.6% 9.1% S5 9.0% S

Other (Crypto / NFTs / Metals, etc.) m - .
- i ' - i e | e . . h *
onds 8.6% Checking Debitor ATM  Savings  Credit Card Mobile Money  Certificates of Studentloan Personal Loan  Home Refinanced

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

N '43.7% Account Loan or Home Mortgage
529 Plan / College Savings Plan E 7% Equity loan
¥ Upscale Homeowners who Plan to Buy New Furniture and/or Bedding PHX ® Upscale Homeowners who Plan to Buy New Furniture and/or Bedding W PHX

Professional Services Used*: Adults 35 or older |m'Pt':lsi.‘ 3-Months Payment Methods Used: Adults 35 or older

Tax Preparation Service 765.728 22.4%
Online Investing / Stock Tradil r
e/ % 505,342 14.8%

Insurance Agent at a Local Office (not online)

SJ!S

8%

16.3!
s [EE—

Estate Planning :79::

12.4%

5.8%
[
e |

e 5 o coco o o e
PayPal  DebitCard MasterCard  Venmo  ApplePay  CashApp  American GooglePay StoreCredit Discover  SquareCash  Facebook —Samsung Pay

. . (*Past 12 Months)
Divorce / Family Attorney l“ﬁi::" Express card Messenger
# Upscale Homeowners who Plan to Buy New Furniture and/or Bedding W PHX ¥ Upscale Homeowners who Plan to Buy New Furniture and/or Bedding W PHX

DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 99
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

[(((Household income (HHLD): $150,000 - $249,999 OR Household income (HHLD): $250,000 or more OR Acxiom NetWorth Gold (HHLD): $500,000 - $999,999 OR Acxiom NetWorth Gold (HHLD): $1,000,000 - 51,999,999 OR Acxiom NetWorth Gold (HHLD): $2,000,000 +) AND Own or rent residence (HHLD): Own)
AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]



Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding spend an average of 3 days, 5
hours, 49 minutes and 58 seconds each week with All Forms of Media.

90.% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding spend an avg. of 9 hours and 59
minutes each week listening to All Local AM/FM Radio, representing 11.6% of total time spent with all forms of Media.

Avg. H:M:S/week with All Forms of Media:

Adults 18 or older
B S
coneurrent
usage %: 48.3%
Upscale Homeowners who usA
Plan to Buy New Fumiture
and/or Bedding

® Upscale Homeowners who Plan to Buy New Furniture and/or Bedding H USA
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AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]



Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding spend an average of 3 days,
10 hours, 13 minutes and 21 seconds each week with All Forms of Media.

95.4% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding spend an avg. of 9 hours and 47
minutes each week listening to All Local AM/FM Radio, representing 11.4% of total time spent with all forms of Media.

100.0%

96.8%

weekly Avg. H:M:S/week with All Forms of Media:
Reach %: Adults 18 or older
74:57:08
Concurrent
usage %: 46.7%
Upscale Homeowners who
Plan to Buy New Fumiture
and/or Bedding

% of Total
Weekly H:M:

u Upscale Homeowners who Plan to Buy New Furniture and/or Bedding W CHI
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AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]



Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding spend an average of 3 days, 7
hours, 19 minutes and 29 seconds each week with All Forms of Media.

83.2% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding spend an avg. of 10 hours and 34
minutes each week listening to All Local AM/FM Radio, representing 11.1% of total time spent with all forms of Media.
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Avg. H:M:S/week with All Forms of Media:

Aduits 18 or older
64:35:26
Concurrent
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AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]



Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding spend an average of 3 days,

12 hours, 19 minutes and 27 seconds each week with All Forms of Media.

83.3% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding spend an avg. of 9 hours and 59
minutes each week listening to All Local AM/FM Radio, representing 9.9% of total time spent with all forms of Media.

92.9%
Avg. H:M:S/week with All Forms of Media:

Adults 18 or older
68:32:43
e 55.4%
Upscale Homeowners who SEA
Plan to Buy New Fumiture
and/or Bedding
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AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]



Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding spend an average of 2 days, 7
hours, 36 minutes and 13 seconds each week with All Forms of Media.

89.1% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding spend an avg. of 11 hours and 15
minutes each week listening to All Local AM/FM Radio, representing 18.% of total time spent with all forms of Media.
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AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]



Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding spend an average of 2 days,
10 hours, 7 minutes and 35 seconds each week with All Forms of Ad-Supported Media.

83.2% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding spend an avg. of 8 hours and 43
minutes each week listening to Local Ad-Supported AM/FM Radio, representing 12.5% of total time spent with all forms of Ad-Supporte
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Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding spend an average of 2 days,
ARHAU 11 hours, 41 minutes and 34 seconds each week with All Forms of Ad-Supported Media.

it = 84.8% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding spend an avg. of 7 hours and 52
Rl (" o m e 2 minutes each week listening to Local Ad-Supported AM/FM Radio, representing 11.2% of total time spent with all forms of Ad-Supporte
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Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding spend an average of 2 days,
12 hours, 47 minutes and 51 seconds each week with All Forms of Ad-Supported Media.

78.2% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding spend an avg. of 9 hours and 43
minutes each week listening to Local Ad-Supported AM/FM Radio, representing 12.5% of total time spent with all forms of Ad-Supporte
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Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding spend an average of 2 days,
15 hours, 8 minutes and 20 seconds each week with All Forms of Ad-Supported Media.

77.8% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding spend an avg. of 8 hours and 6
minutes each week listening to Local Ad-Supported AM/FM Radio, representing 10.% of total time spent with all forms of Ad-Supported
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Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding spend an average of 1 days,
16 hours, 24 minutes and 36 seconds each week with All Forms of Ad-Supported Media.

84.7% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding spend an avg. of 10 hours and 31
minutes each week listening to Local Ad-Supported AM/FM Radio, representing 22.% of total time spent with all forms of Ad-Supporte
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Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding spend an
average of 8 hours and 18 minutes each day with All Forms of Ad-Supported Media. 83.2% listen to

Local AM/FM Radio for an avg. of 74.8 minutes/day.(Local Radio delivers 12.5% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 35 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older

{average week)

Grocery Stores
Billboards & Signs (Weekly Drivers)
Search (Google, Bing, etc)

News/Weather /Sports (Websites/Apps)

ing/ | Estate i pps)
Local AM/FM Radio

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

Local TV Stations

Non-Premium Cable TV Networks.
Games/Fantasy/Betting Sites
Amazon Prime /IMDb/FireTV

Instagram

Total persons:

Upscale Homeowners who
Plan to Buy New Fumiture
and for Bedding

w Upscale Homeowners who Plan to Buy New Fumiture and/or Bedding

Avg. Hours+Minutes/day with All
Forms of Media: Adults 35 or older

% Time spent-

6.9%

mUSA

jareoge Doyl

Non-Premium Cable Billboards & Signs
TV Networks (Weekly Drivers)
71.2 65.6

Local TV Stations
113.7

Amazon
Prime/IM
Db/Fire...

Facebook
44.4

Email/Text/IM/Z
oom,etc.
(Personal &
Work}...

Instag
ram

Local AM/FM Radio
74.2

Amazon

{Google,  Prime/IM

Bing,ete.) | Db/FireT
3041 V.

Local TV Stations Search

125.0 Billboards &
Signs (Weekly
Drivers)
48.4
News
[Wea
the...

Game
s/Fant
asy/...

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

Non-Premium Cable TV
Networks
103.6

Instag
ram

234 Ba..

Groc...

W Upscale Homeowners who Plan to Buy New Furniture and/or Bedding

HUSA

Top-13 All Forms of Ad- Suggorted Media (Persons & % Reach): Adults 35 or older

(average week]
Grocery Stores

Billboards & Signs [Weekly Drivers)

search (Google, Bing, etc)

News/Weather /Sports (Websites/Apps)
Local AM/FM Radio
Email/Text /I Zoom,etc. (Personal & Work]
Facebook

Local TV Stations

Non-Premium Cable TV Networks

Amazon Prime/IMDb/FireTV

Instagram

i etc.)

Gas Stations/Convenience Stores

UsA

USA Projection

Totol Persons

_ﬂﬂ'

44,704 Avg. Hours+Minutes/day with All
Forms of Ad-Supported Media:
133,900, o Adults 35 or older

Upscale Homeowners who
Plan to Buy New Fumiture
and/or Bedding

® Upscale Homeowners who Plan to Buy New Furniture and/or Bedding
Scarborough R1 2026: Jan25-Mor26 Qual Intab

2
#

8%

I 5
x!

3o

oo
2
o
2%
e
e
B

mUSA

1,230

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

[(((Household income (HHLD): $150,000 - $249,999 OR Household income (HHLD): $250,000 or more OR Acxiom NetWorth Gold (HHLD): $500,000 - $999,999 OR Acxiom NetWorth Gold (HHLD): $1,000,000 - 51,999,999 OR Acxiom NetWorth Gold (HHLD): $2,000,000 +) AND Own or rent residence (HHLD): Own)

Top 13 All Forms of Ad-Supported Media (% Time Spent &

Avg. Minutes/day Spent): Adults 35 or older

Billboards & Signs
(Weekly Drivers)

Non-Premium Cable
TV Networks
715

Amazon
Prime/IMDb/Fir

eTV [Pemml &

Work)... Bing, etc.)

31.0

News/W
eather...

Shoppin
g (incl.
Food/A
uction...

Local AM/FM Radio
74.8

Billboards &
Signs (Weekly
Drivers)
48.4

Local AM/FM Radio

Email/Text/l Search
M/Zoom,etc  (Google,
. (Personal Bing,
& Work) eic.)
377 30.1

Local TV Stations
1186
Facebook
45.5

Shop
ping
{incl.
Food gram

News/
Amazon We:
Prime/IMDb/Fi
reTV
45.3

Non-Premium Cable TV Insta

Networks

98.2 /Au...

20.6

¥ Upscale Homeowners who Plan to Buy New Furniture and/or Bedding

HUSA
® Share of Everything

AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]



Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding spend an
average of 8 hours and 31 minutes each day with All Forms of Ad-Supported Media. 84.8% listen to
Local AM/FM Radio for an avg. of 67.5 minutes/day. (Local Radio delivers 11.2% of Time with Ad-Supportied Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 35 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older
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Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding spend an
average of 8 hours and 41 minutes each day with All Forms of Ad-Supported Media. 78.2% listen to

Local AM/FM Radio for an avg. of 83.4 minutes/day.(Local Radio delivers 12.5% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 35 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older
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Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding spend an
average of 9 hours and 1 minutes each day with All Forms of Ad-Supported Media. 77.8% listen to
Local AM/FM Radio for an avg. of 69.5 minutes/day. (Local Radio delivers 10.% of Time with Ad-Supporte
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o I 5. Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding spend an
ARHAUS § average of 5 hours and 46 minutes each day with All Forms of Ad-Supported Media. 84.7% listen to
Local AM/FM Radio for an avg. of 90.1 minutes/day.(Local Radio delivers 22.% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 35 or older Top-13 All Forms of Media (% Time Spent & Avg. Mmutes/day Spent): Adults 35 or older
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- 245,095 or 84.8% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding listen to Ad-Supported Local AM/FM Radio for an average of 67.5 minutes every day
representing 39.1% of all time spent daily with Ad-Supported Audio.
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- 188,249 or 78.2% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding listen to Ad-Supported Local AM/FM Radio for an average of 83.4 minutes every day
representing 38.9% of all time spent daily with Ad-Supported Audio.
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- 188,236 or 84.7% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding listen to Ad-Supported Local AM/FM Radio for an average of 90.1 minutes every day
representing 40.9% of all time spent daily with Ad-Supported Audio.
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. 9,199,157 or 83.2% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture
and/or Bedding listen to Ad-Supported Local AM/FM Radio for an average of 74.8 minutes every day
representing 39.9% of all time spent daily with Ad-Supported Audio.
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245,095 or 84.8% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding listen to Ad-Supported Local AM/FM Radio for an average of 67.5 minutes every day
representing 39.1% of all time spent daily with Ad-Supported Audio.
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188,249 or 78.2% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or

e-\ R | [AU \ re—— wnc Bedding listen to Ad-Supported Local AM/FM Radio for an average of 83.4 minutes every day
K representing 38.9% of all time spent daily with Ad-Supported Audio.
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163,938 or 77.8% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding listen to Ad-Supported Local AM/FM Radio for an average of 69.5 minutes every day
representing 36.9% of all time spent daily with Ad-Supported Audio.
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188,236 or 84.7% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding listen to Ad-Supported Local AM/FM Radio for an average of 90.1 minutes every day
representing 40.9% of all time spent daily with Ad-Supported Audio.
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9,199,157 or 83.2% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Classic
Hits, Classic Rock, Country, and Pop Contemporary Hit Radi
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245,095 or 84.8% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Pop Contemporary Hit Radio,
Hot AC, Adult Contemporary, All Sports, and Classic Hits.
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188,249 or 78.2% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are All News, Adult
Contemporary, Classic Hits, Alternative, and Country.
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;i 163,938 or 77.8% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
,\ |\ ] ] \ [ ]S Bedding listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Classic Rock, All Sports,

sjng "ﬂu % Classic Hits, Adult Contemporary, and Country.
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Local AM/FM Radio Formats (Persons & % Reach): Adults 35 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older
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188,236 or 84.7% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Country, Adult Contemporary,

Classic Hits, Classic Rock, and Adult Hits.
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7,486,567 or 67.7% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture
and/or Bedding watch Ad-Supported Local TV Stations for an average of 105.3 minutes every day
representing 34.5% of all time spent daily with Ad-Supported Video.
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Avg. Week A{Lﬂlﬁ;jfgo (Persons & % Reach): Adults 35 or older

Local TV Stations

Non-Premium Cable TV...

219,692 or 76.% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding watch Ad-Supported Local TV Stations for an average of 110.2 minutes every day
representing 32.8% of all time spent daily with Ad-Supported Video.
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159,776 or 66.3% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding watch Ad-Supported Local TV Stations for an average of 92.3 minutes every day
representing 30.8% of all time spent daily with Ad-Supported Video.
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116,116 or 55.1% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding watch Ad-Supported Local TV Stations for an average of 118.7 minutes every day
representing 33.3% of all time spent daily with Ad-Supported Video.
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111,761 or 50.3% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding watch Ad-Supported Local TV Stations for an average of 73.4 minutes every day
representing 42.8% of all time spent daily with Ad-Supported Video.
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7,486,567 or 67.7% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture
and/or Bedding watch Ad-Supported Local TV Stations for an average of 105.3 minutes every day
representing 34.5% of all time spent daily with Ad-Supported Video.
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219,692 or 76.% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding watch Ad-Supported Local TV Stations for an average of 110.2 minutes every day
representing 32.8% of all time spent daily with Ad-Supported Video.
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159,776 or 66.3% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding watch Ad-Supported Local TV Stations for an average of 92.3 minutes every day
representing 30.8% of all time spent daily with Ad-Supported Video.
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116,116 or 55.1% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding watch Ad-Supported Local TV Stations for an average of 118.7 minutes every day
representing 33.3% of all time spent daily with Ad-Supported Video.
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111,761 or 50.3% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding watch Ad-Supported Local TV Stations for an average of 73.4 minutes every day
representing 42.8% of all time spent daily with Ad-Supported Video.
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' 7,486,567 or 67.7% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture
and/or Bedding watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News -
Evening, Comedies, Local News - Morning, Movies, and Dramas.
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219,692 or 76.% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News -
Evening, Comedies, Local News - Morning, Dramas, and Movies.
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159,776 or 66.3% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Comedies, Local
News - Evening, Dramas, Game Shows, and Movies.
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' 116,116 or 55.1% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Comedies, Local
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' 111,761 or 50.3% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Movies, Local News
- Evening, Local News - Morning, National/Network News, and Dram
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[ 8,674,723 or 78.5% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture
and/or Bedding use Ad-Supported Social Media for an average of 117.2 minutes every day
representing 21.1% of all time spent daily with Ad-Supported Digital Media.
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208,029 or 71.9% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding use Ad-Supported Social Media for an average of 122.4 minutes every day representing
22.2% of all time spent daily with Ad-Supported Digital Media.
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197,372 or 81.9% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
A |\ [ ] AU \ Bedding use Ad-Supported Social Media for an average of 150.7 minutes every day representing
“-"l? "1"‘_; A 24.9% of all time spent daily with Ad-Supported Digital Media.
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[ 158,815 or 75.3% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding use Ad-Supported Social Media for an average of 138.5 minutes every day representing
21.8% of all time spent daily with Ad-Supported Digital Media.
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175,657 or 79.% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding use Ad-Supported Social Media for an average of 69.8 minutes every day representing
15.6% of all time spent daily with Ad-Supported Digital Media.
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8,238,837 or 74.5% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture
and/or Bedding use Ad-Supported Facebook for an average of 41.9 minutes every day representing
35.9% of all time spent daily with Ad-Supported Social Media.
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208,029 or 71.9% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding use Ad-Supported Facebook for an average of 43.2 minutes every day representing 36.6%
of all time spent daily with Ad—Supported Social Media.
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AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]
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183,078 or 76.% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding use Ad-Supported Facebook for an average of 48.4 minutes every day representing 32.5%
of all time spent daily with Ad-Supported Social Media.

Avg. Week AII Socml Media (Persons & % Reach): Adults 35 or older Avg. Day All Social Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older
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151,551 or 71.9% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding use Ad-Supported Facebook for an average of 49.8 minutes every day representing 35.5%
of all time spent daily with Ad-Supported Social Media.
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i'* 1 E’ | 146,469 or 65.9% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or

AR [ [AUS @ Bedding use Ad-Supported Facebook for an average of 23.6 minutes every day representing 34.4%
of all time spent daily with Ad-Supported Social Media.
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| 8,238,837 or 74.5% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture
and/or Bedding use Ad-Supported Facebook for an average of 41.9 minutes every day representing
35.9% of all time spent daily with Ad-Supported Social Media.
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| 208,029 or 71.9% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding use Ad-Supported Facebook for an average of 43.2 minutes every day representing 36.6%
of all time spent daily with Ad-Supported Social Media.
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| 183,078 or 76.% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding use Ad-Supported Facebook for an average of 48.4 minutes every day representing 32.5%
of all time spent daily with Ad-Supported Social Media.

Weekly 73.2% Avg. Hours+Minutes/day with Ad-Supported

Social Media: Adults 35 or older
"Share of Ad-Supported Social Media"
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l{{(Household income (HHLD): $150,000 - 249,935 OR Household income (HHLD): 250,000 or more OR Acxiom NetWorth Gold (HHLD): 5500,000 - 5959,999 OR Acxiom NetWorth Gold {HHLD): 51,000,000 - 51,995,999 OR Acxiom NetWorth Gold (HHLD): 52,000,000 +) AND Own or rent residence (HHLD): Own)
AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]



| 151,551 or 71.9% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding use Ad-Supported Facebook for an average of 49.8 minutes every day representing 35.5%
of all time spent daily with Ad-Supported Social Media.

71.9% Avg. Hours+Minutes/day with Ad-Supported
Social Media: Adults 35 or older
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AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]



146,469 or 65.9% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding use Ad-Supported Facebook for an average of 23.6 minutes every day representing 34.4%
of all time spent daily with Ad-Supported Social Media.

Weekly Avg. Hours+Minutes/day with Ad-Supported
Reach % 71.6% Social Media: Adults 35 or older
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e TR
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 735,492;
Local Radio: 582,891; Social Media: 522,172; Non-Prem. Cable: 277,547; Local TV: 248,073
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M-F 6a-7p Avg. Available Impressions per 15-min. are..
Local Radio: 15,557; Social Media: 9,751; Local TV: 6,176; Non-Prem. Cable: 5,730
reaching Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 15,188;
Social Media: 11,698; Local Radio: 11,643; Non-Prem. Cable: 6,107; Local TV: 4,944
reaching Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture an
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Social Media: 10,770; Local Radio: 10,349; Non-Prem. Cable: 5,871; Local TV: 4,118
reaching Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture an
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 15,089;
Local Radio: 11,854; Social Media: 10,359; Non-Prem. Cable: 4,363; Local TV: 3,725
reaching Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture an
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 35 or older

10,564,732 or 95.5% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture
and/or Bedding spend an average of 65.6 minutes per day driving, seeing Billboards and Signs.
72.8% Listen to Local Radio Stations Out-of-Home for an average of 49.

Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older

(Average week) Total Persons; % Time spent
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Top-13 Ad-Supported Out-of-Home Media (Persons & % Reach): Adults 35 or older
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Top-13 Ad-Supported Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older
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AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]



O 279,556 or 96.7% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
}\ I | \ l i \ c HI Bedding spend an average of 53.3 minutes per day driving, seeing Billboards and Signs. 74.1% Listen
‘mE 'ﬂ‘_‘ b to Local Radio Stations Out-of-Home for an average of 44.7 m
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 35 or older

{Average week) Tatol Persons:

GroceryStores g e YT
Billboards & signs (Weekly Drivers)  [AEERgRR
Walking in Towns, Cities, Downtown... m
v AR
Gas Stations/Converience stores m-lm-
R [——
s R TR
seoom - VS TR
orugstores PR TP
svouty PR BRI
Restaurants & Bars m
YouTube Music mm
owned music TSP AR

= Upscale Homeowners who Plan to Buy New Furniture and/or Bedding

67.9%
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232,815 or 96.7% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding spend an average of 72.6 minutes per day driving, seeing Billboards and Signs. 68.4% Listen
to Local Radio Stations Out-of-Home for an average of 55.2 m
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 35 or older
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' 197,836 or 93.9% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding spend an average of 47. minutes per day driving, seeing Billboards and Signs. 68.% Listen to
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204,415 or 92.% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding spend an average of 107.2 minutes per day driving, seeing Billboards and Signs. 74.1%
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10,564,732 or 95.5% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or

Bedding spend an average of 65.6 minutes per day driving, seeing Billboards and Signs representing 40.4%
of all Time Spent with Ad-Supported Out-of-Home Medi
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279,556 or 96.7% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or

Bedding spend an average of 53.3 minutes per day driving, seeing Billboards and Signs representing 37.1%
of all Time Spent with Ad-Supported Out-of-Home Media.
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232,815 or 96.7% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or

Bedding spend an average of 72.6 minutes per day driving, seeing Billboards and Signs representing 43.1%
of all Time Spent with Ad-Supported Out-of-Home Media.
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197,836 or 93.9% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or

Bedding spend an average of 47. minutes per day driving, seeing Billboards and Signs representing 32.4%
of all Time Spent with Ad-Supported Out-of-Home Media.
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U 204,415 or 92.% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
RHAUS @ Bedding spend an average of 107.2 minutes per day driving, seeing Billboards and Signs representing
== b=k 47.7% of all Time Spent with Ad-Supported Out-of-Home Media.
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279,556 or 96.7% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding spend an average of 53.3 minutes per day driving an average of 31. miles each day and are
156.1% more likely to use Ronald Reagan Memorial Tollway (1-88

Top-26 Residential Zip Codes: Adults 35 or older

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 35 or older Top-26 Employment Zip Codes: Adults 35 or older
Kennedy Expressway (1-90/1-94) 20.2% 60543 — 4.41% 60014 I 5.43%
Edens Expressway (1-90) R I 28.5% 60068 SIS 1.25% 60110 [HPOTTI— 3.91%
1-355/Veterans Memorial Tollway  [Hikee T e 60172 e 200% 61748 00.00%
Dan Ryan Expressway (1-90/1-94) 23.3% 60110 P — 5.61% 60068 TSI 5%
Tristate Tollway (1-294/1-94) B lo a0, 23.0% 60091 IS —— 2.32% 60157 [[EPENES— 2.66%
Route 50 60028 o 228% 60098 P 3.17% 60563 I ... 00 e
Route 64 (North Avenue) [ T 21.8% 46375 [T — 2.73% 60565 0N 2.46%
Ronald Reagan Memorial Tollway (I-88) W 21.7% 60030 W 2.60% 60305 F 2.09%
Route 34 (Ogden Avenue) T 21.1% 60565 W 2.40% 60534 m 2.00%
Eisenhower Expressway (1-290) FfSrs - 10.7% 60053 M 2A46% 60053 m 1.96%
Route 38 (Roosevelt Road) 195% 60634 [FRITE— 2.15% 60607 - 181%
Route 31 B 15.0% 46319 [QRAOTEIUINIIIES 2.12% 60431 [HOTTR 172
Hariem Avenue. ™ 7% s0s02 pm— 0 coc03 FREEETY
Jane Addams Memorial Tollway (I-90) B985 o A 60527 GO Sy . 2.00% 60448 (FIRSTNI 1.65%
Route 53 T 158% 60560 ISR Lom% 60030 [FAESTMNN 155%
US 30 T I3gT® 60423 — 183% 60618 RTINS 152%
Route 41 [ oo 14.8% 60503 [FPSIINNI 1.82% 60062 SO L47%
Us 83 14.8% 60073 R 1.80% 60523 [N 1.42%
US 20 — 1225 60613 FESTEE . LT 46375 [ETCON 135%
US 14 (Northwest Highway) 1:9% 60404 [FUITTIN L.57% 60532 [ 1.33%
Stevenson Expressway (I-55) 1'557% Avg. Hours+Minutes/day Driving: | 60154 W L52% 60606 I s
T O —: 55 fsssoredtr | e g ssars e Lo
Touhy Avenue — 13.0% 60523 [P 142% 60611 e, 110%
Kingery Expressway (1-80/1-94) [ 0s N 1 \2-Wfies /Day 60025 w 141% 60048 m 1.20%
Cicero Avenue BBtz e o oo 60046 ESEEN 133% 60130 [PMBIN 1.05%
Eigio-Oiinrs Brpressway 123%  plantoBuy New Fumiture 60532 REMNITNNN 1.33% as3so [P L0

and/or Bedding
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=g . 232,815 or 96.7% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
ARHAL Bedding spend an average of 72.6 minutes per day driving an average of 42.2 miles each day and are
LU ok 175.9% more likely to use Constitution Avenue than the Metro

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 35 or older Top-26 Residential Zip Codes: Adults 35 or older Top-26 Employment Zip Codes: Adults 35 or older

1-95/1-495/Capital Beltway 1537508 — 602% | 2077 [ 5 26% 20100 B — .05%
o s 2054 20100 W s 20001 P — %
Route 28 SSSISEEEmm— 23.5% 22405 I ——————— 335 22100 T — 3.75%
Route 1 SIS 107% 20852 m— 3.68% 20853 [EOTE— 256%
Route 301 17.6% 20853 W 3.57% 20784 F 2.83%
Route 355/Rockville Pike/Wisconsin Avenue m 17.3% 20817 F 3.51% 20146 F 2.24%
Constitution Avenue M 14.0% 20772 P — 3.a2% 20520 m Z20%
1-295/Baltimore Washington Parkway M'ﬁ.m 20784 w 2.83% 22842 0090%
Pennsylvania Avenue 13.1% 20613 MF 236% 20136 m 1.38%
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197,836 or 93.9% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding spend an average of 47. minutes per day driving an average of 27.4 miles each day and are
140.4% more likely to use University Bridge than the Metro ave

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 35 or older
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Ballard Bridge

124th Street (Mill Creek)
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Top-26 Employment Zip Codes: Adults 35 or older
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204,415 or 92.% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding spend an average of 107.2 minutes per day driving an average of 62.4 miles each day and
are 115.8% more likely to use Grand Avenue (W Hwy 60) than the Me

Top-26 Residential Zip Codes: Adults 35 or older Top-26 Employment Zip Codes: Adults 35 or older
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Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 35 or older
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3,637,805 or 32.9% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture
and/or Bedding read Local Daily Newspaper(s) (Daily+Sunday) for an average of 12.8 minutes every
day representing 33.3% of all time spent daily with All forms of Pr

Minutes/day Spent): Adults 35 or older
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. 110,045 or 38.1% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding read Local Daily Newspaper(s) (Daily+Sunday) for an average of 12.8 minutes every day
representing 34.8% of all time spent daily with All forms of Prin
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77,579 or 32.2% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding read Local Daily Newspaper(s) (Daily+Sunday) for an average of 10.8 minutes every day
representing 30.8% of all time spent daily with All forms of Print

Avg. Week All Print Media (Persons & % Reach): Adults 35 or older Avg Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older
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90,978 or 43.2% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding read Local Daily Newspaper(s) (Daily+Sunday) for an average of 12. minutes every day
representing 31.3% of all time spent daily with All forms of Print

Avg. Week AII Pnnt Media (Persons & % Reach): Adults 35 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older
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