


27.9% or 2,106,422 of CHI DMA Adults 18 or older Watch/Stream/Attend/Listen/Follow CHICAGO BLACKHAWK{ !
Typical Adults 18 or older who Watch/Stream/Attend/Listen/Follow CHICAGO BLACKHAWKS are 49. years
old (1.% older than average) and have a $117,964 (15.1% higher than average) annual household income.
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35.8% or 1,378,107 of MSP DMA Adults 18 or older Watch/Stream/Attend/Listen/Follow MINNESOTA WILD.
Typical Adults 18 or older who Watch/Stream/Attend/Listen/Follow MINNESOTA WILD are 49. years old (.3%
|older than average) and have a $119,367 (12.% higher than average) annual household income.
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45.6% or 1,141,577 of STL DMA Adults 18 or older Watch/Stream/Attend/Listen/Follow ST. LOUIS BLUES.
Typical Adults 18 or older who Watch/Stream/Attend/Listen/Follow ST. LOUIS BLUES are 48.8 years old
(1.6% younger than average) and have a $105,761 (11.7% higher than average) annual household income.
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31.1% or 1,396,882 of SEA DMA Adults 18 or older Watch/Stream/Attend/Listen/Follow SEATTLE KRAKEN.
Typical Adults 18 or older who Watch/Stream/Attend/Listen/Follow SEATTLE KRAKEN are 48.3 years old (.1%
older than average) and have a $141,474 (19.3% higher than average) annual household income.
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17.7% or 999,526 of WDC DMA Adults 18 or older Watch/Stream/Attend/Listen/Follow WASHINGTON CAPITALS.
Typical Adults 18 or older who Watch/Stream/Attend/Listen/Follow WASHINGTON CAPITALS are 47.5 years
old (.9% younger than average) and have a $155,383 (21.1% higher than average) annual household income.
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27.9% or 2,106,422 of CHI DMA Adults 18 or older Watch/Stream/Attend/Listen/Follow CHICAGO BLACKHAWKS.

Adults 18 or older who Watch/Stream/Attend/Listen/Follow CHICAGO BLACKHAWKS are 8.% more likely to
be a college graduate, 20.4% more likely to work full-time, 18.% more likely to be married, 3.2% more likely
to be a parent of 1 or more children under 18.
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35.8% or 1,378,107 of MSP DMA Adults 18 or older Watch/Stream/Attend/Listen/Follow MINNESOTA WILD.
Adults 18 or older who Watch/Stream/Attend/Listen/Follow MINNESOTA WILD are 1.2% less likely to be a
college graduate, 15.5% more likely to work full-time, 7.8% more likely to be married, 16.9% more likely to

be a parent of 1 or more children under 18.
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45.6% or 1,141,577 of STL DMA Adults 18 or older Watch/Stream/Attend/Listen/Follow ST. LOUIS BLUES.
Adults 18 or older who Watch/Stream/Attend/Listen/Follow ST. LOUIS BLUES are 7.9% more likely to be a
college graduate, 11.2% more likely to work full-time, 5.6% more likely to be married, 10.8% more likely to

be a parent of 1 or more children under 18.
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31.1% or 1,396,882 of SEA DMA Adults 18 or older Watch/Stream/Attend/Listen/Follow SEATTLE KRAKEN.
Adults 18 or older who Watch/Stream/Attend/Listen/Follow SEATTLE KRAKEN are 15.6% more likely to be a
college graduate, 15.4% more likely to work full-time, 16.1% more likely to be married, 19.% more likely to
be a parent of 1 or more children under 18.
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17.7% or 999,526 of WDC DMA Adults 18 or older Watch/Stream/Attend/Listen/Follow WASHINGTON CAPITALS.
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27.9% or 2,106,422 of CHI DMA Adults 18 or older Watch/Stream/Attend/Listen/Follow CHICAGO BLACKHAWI{IS.
Adults 18 or older who Watch/Stream/Attend/Listen/Follow CHICAGO BLACKHAWKS are 10.1% more likely to
own their home, 5.4% more likely to own a higher valued home, 5.3% more likely to have a single-family
home, 17.5% more likely to have a dog.
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13.4% more likely to have a dog.

35.8% or 1,378,107 of MSP DMA Adults 18 or older Watch/Stream/Attend/Listen/Follow MINNESOTA WILD.
Adults 18 or older who Watch/Stream/Attend/Listen/Follow MINNESOTA WILD are 13.2% more likely to own

their home, 2.8% more likely to own a higher valued home, 6.% more likely to have a single-family home,
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45.6% or 1,141,577 of STL DMA Adults 18 or older Watch/Stream/Attend/Listen/Follow ST. LOUIS BLUES.
Adults 18 or older who Watch/Stream/Attend/Listen/Follow ST. LOUIS BLUES are 6.% more likely to own their

home, 6.9% more likely to own a higher valued home, 6.3% more likely to have a single-family home, 6.9%
more likely to have a dog.
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31.1% or 1,396,882 of SEA DMA Adults 18 or older Watch/Stream/Attend/Listen/Follow SEATTLE KRAKEN.
Adults 18 or older who Watch/Stream/Attend/Listen/Follow SEATTLE KRAKEN are 15.5% more likely to own

their home, 6.8% more likely to own a higher valued home, 15.% more likely to have a single-family home,
18.1% more likely to have a dog.
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17.7% or 999,526 of WDC DMA Adults 18 or older Watch/Stream/Attend/Listen/Follow WASHINGTON CAPITALS.
Adults 18 or older who Watch/Stream/Attend/Listen/Follow WASHINGTON CAPITALS are 4.3% more likely to

own their home, 9.1% more likely to own a higher valued home, 5.2% more likely to have a single-family
home, 38.% more likely to have a dog.
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27.9% or 2,106,422 of CHI DMA Adults 18 or older Watch/Stream/Attend/Listen/Follow CHICAGO...
Adults 18 or older who Watch/Stream/Attend/Listen/Follow CHICAGO BLACKHAWKS are 3.4% more likely
to look up D-I-Y advice online, 10.5% more likely to always vote in local elections, 20.7% more likely to
belong to a gym, 17.% more likely to fly domestic pa
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35.8% or 1,378,107 of MSP DMA Adults 18 or older Watch/Stream/Attend/Listen/Follow MINNESOTA WILD.
Adults 18 or older who Watch/Stream/Attend/Listen/Follow MINNESOTA WILD are 2.9% more likely to

look up D-I-Y advice online, 5.7% more likely to always vote in local elections, 28.% more likely to belong to
a gym, 11.1% more likely to fly domestic past yr
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45.6% or 1,141,577 of STL DMA Adults 18 or older Watch/Stream/Attend/Listen/Follow ST. LOUIS BLUES.
Adults 18 or older who Watch/Stream/Attend/Listen/Follow ST. LOUIS BLUES are .4% more likely to look up
D-I-Y advice online, 1.6% more likely to always vote in local elections, 14.7% more likely to belong to a

gym, 13.3% more likely to fly domestic past y

Political Activity: Adults 18 or older

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

9. 6% ;
- | e o A ——

Redpes/  Mealth  Restaumant Doityounel Onine phone  Medicll  Wome/  Fness/Dist  Apparel/ kbsSearch/ meligion/  Camer  Genealozy rmo«l» Edueation e, iy Homework Pamesting/ Onine Dating
Mesl planning information Informaton /  Advice  [VideoCall Services/ Galenideas information Besuty idess Postresume Spirtuakty Development [Research {snapfish,  [ouorvour FamilyAdvice  Service Local Elections: Always

semesions e e, womasion proiy e, evit T
3 Soplaation, sl Local Elections: Sometimes | SRt

o = who Watc h/Stream/Attend/Listen/Fallow ST. LOUIS BLUES msTL
‘u Past 12-months Domestic Airline Trips: Adults 18 or older

i 13.0%
1 trip B 21 758 12.8%

86.7%

Registered to Vote Democrat / Lean  Republican /Lean Independent / None
(In District of Residence) Democrat Republican of These
Presidential Elections: Always

Preside | Elections: i 43 59

# who Watch/Stream/Attend/Listen/Follow ST. LOUIS BLUES mSTL

«
@&Top-s‘o past 12-months Active Lifestyle Activites: Adults 18 or older

Flew Domestic past year: 5 5 46.7%
ic Fli 37 EEEYER

2 trips
3 trips
e 4 trips 2
5-0 trips 3
10+ tri) : -
» ps . Avg. # Domestic Flights:
| I ' h h
h”ﬁﬂﬂﬂh-mhmmﬂﬁ
Organized Snow Sking-

1
Backpacking crn'u Health Club or Running

Crilling - Lawn Care Gardening Swimming Volunteer Bicyding Fishing Campmng Hiking - Bowling Belongto loggmg - Basketbal :mun Fitness Yoga- Piates Caregiver of Adult Competitive Hunting Foliow a Football Softball Tennis
Outdoor (Flowersor ‘Work Aging Parent  Continuing Video Gaming Weight Loss Basedall Road Race Snowboarding
cooking vegerables) ormelative  Educaton Progam (5%,
Marathen,
# who Watch/Stream/Attend/Listen/Follow ST. LOUIS BLUES mSTL )

STL DMA Scarborough R1 2024: jan23-lan24 Qual Intab 920
All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, inc. LLC, All rights reserved.

Pro teams (WSALF) - NHL: St. Louis Blues



31.1% or 1,396,882 of SEA DMA Adults 18 or older Watch/Stream/Attend/Listen/Follow SEATTLE KRAKEN.
Adults 18 or older who Watch/Stream/Attend/Listen/Follow SEATTLE KRAKEN are 4.% more likely to look
up D-I-Y advice online, 15.4% more likely to always vote in local elections, 23.7% more likely to belong to a
gym, 18.% more likely to fly domestic past yr
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17.7% or 999,526 of WDC DMA Adu
Adults 18 or older who Watch/Strea

Its 18 or older Watch/Stream/Attend/Listen/Follow WASHINGTON...
m/Attend/Listen/Follow WASHINGTON CAPITALS are .4% less likely to

look up D-I-Y advice online, 19.2% more likely to always vote in local elections, 24.1% more likely to belong
to a gym, 22.2% more likely to fly domestic p
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Past 30-days QSR Users: Adults 18 or older
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27.9% or 2,106,422 of CHI DMA Adults 18 or older Watch/Stream/Attend/Listen/Follow CHICAGO BLACKHAWKS|
Adults 18 or older who Watch/Stream/Attend/Listen/Follow CHICAGO BLACKHAWKS are 4.6% more likely to

use QSRs past mo., 10.3% more likely to use Sit-Down Restaurants past mo., 40.6% more likely to use

Casinos past yr., 16.3% less likely to smoke cigarettes
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(Sit-Down Restaurants Used Past 30-days)
[ ] ® 1time

malan  wings/ Bagel/ indian/ Upscale Steakhouse

~16.1%

2 times

14.6%

3 times

13.0%

4 times

10.4%

5 times

6-9times

Surgers | Domet/  Thai/
10times or more 5.4% At Kwer: el
= who Watch/Stream/Attend/Listen/Follow CHICAGO BLACKHAWKS W CHI # who Watch/StreamyAttend/Listen/Fallow CHICAGO BLACKHAWKS mCHI
Total Monthly Sit-Down Restaurant Users: A it-Down Restaurant Meals:
83.5% 75.7%

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Watch/Stream/Attend L sten/Follow CHICAGO... [ASZOSEIIIININN 22.9%

ume - o

Drank Past 30-days: Adults 18 or older

Liquor

Any Type of Beer H '42.4%

Wine
Domestic Light Beer 1,798,824 23.8%

Imported Beer

1,745,278 23.1!
Domestic Regular Beer Feolfrrry v v
Microbrew / Craft Beer 8 é;i;lﬁ i
= who Watch/Stream/Attend/ Listen/ Follow CHICAGO BLACKHAWKS mCHI

CHI DMA Scarborough R1 2024: Feb23-Mar24 Qual Intab

< Past 12 months Casino Activities: Adults 18 or older |Used Past 30-days: Adults 18 or older

Slot Machines

1.520,&13 20.1%

Table Gares (craps Poker, et
Bar/ Nightclub
Upmi Auscacrare

Stage Show / Concert

Sports Betting 5.1%
4.9%
Other Gambling _ -
Spa Casinos visited past 12 months: Yes Marijuana / Cannabis Cigarettes Vape
= who Watch/Stream/fAttend/Listen/Follow CHICAGO BLACKHAWKS ECHI =who Watch/Stream/Attend/Listen/Follow CHICAGO BLACKHAWKS CHI

966
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Past 30-days QSR Users: Adults 18 or older

1time 11.5%
13.8%

11.3%

2 times

3 times
4 times
5times
6-9times

10times or more

Total Agzagsffy QSR Users: ST

e I ST
3.371.117

= who Watch/Stream/Attend/Listen/Follow MINNESOTA WILD

- MSP

Avg. Monthly QSR Meals:

past yr.,, 15.1% more likely to smoke cigarettes.

35.8% or 1,378,107 of MSP DMA Adults 18 or older Watch/Stream/Attend/Listen/Follow MINNESOTA WILD.
Adults 18 or older who Watch/Stream/Attend/Listen/Follow MINNESOTA WILD are 5.3% more likely to use
QSRs past mo., 8.8% more likely to use Sit-Down Restaurants past mo., 20.4% more likely to use Casinos

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

§ 33 i
10times or more
® who Watch/Stream/Attend/Listen/Follow MINNESOTA WILD = MSP
Total Monthly Sit-Down Restaurant Users:  Avg. Monthly Sit-Down Ry Meals:

81.8% 75.2%

Drank Past 30days: Adults 18 or older

Uquor

Any Type of Beer

Domestic Regular Beer 1280,427 33.3%

1,234,236 32.1%
1,222,941 31.8%
21.6%
16.6%

Wine

Domestic Light Beer
Imported Beer
Microbrew / Craft Beer peen
® who Watch/stream/Attend/ Listen/ Follow MINNESOTA WiLD

MSP DMA Scarborough R1 2024: lan23-lan24

1,925,644 50.1%

v

mMSP

Qual intab

Top-10 Cuisines: Adults 18 or older

Sit-Down Restaurants Used Past 30-days) a

P medan  chiness  wings/  Coffee  indian/ mapel/  Upscile  malan Steakhouse
Bugers/ wouse/ Tha/  Donut/
Sparts Bar Coffes Bar  Other  Bakery
asian
= who AWILD mMsP

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Watch/Stream/Attend/Listen/Follow... 9.5%

e 10.7%

Past 12 months Casino Activities: Adults 18 or older
Slot Machines
Table Games (Craps, Poker, etc.)
Bar / Nightclub
Stage Show / Concert

0,40 7.3%
301,195 7.8%

Other Gambling Ezasi%
s BT

Upscale Restaurant

36.9%

Casinos visited past 12 Yes

Used Past 30-days: Adults 18 or older

]
%k

/ Cannabis

Vape

® who Watch/Stream/Attend/Listen/Follow MINNESOTA WILD = MSP

685
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Cigarettes
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Past 30-days QSR Users: Adults 18 or older
o 1 1time
wd

9.3%

2times

3 times

4 times

5 times

6 -9times

20.4%
10times or more 18.4% i

 who Watch/ Stream/Attend/ Listen/Follow ST. LOUIS BLUES mSTL

Avg. Monthly QSR Meals:

Total ng%;gry QSR Users: 50k

past yr., 2.9% less likely to smoke cigarettes.

45.6% or 1,141,577 of STL DMA Adults 18 or older Watch/Stream/Attend/Listen/Follow ST. LOUIS BLUES.
Adults 18 or older who Watch/Stream/Attend/Listen/Follow ST. LOUIS BLUES are 3.7% more likely to use
QSRs past mo., 6.5% more likely to use Sit-Down Restaurants past mo., 19.8% more likely to use Casinos

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

1time

13.‘6% ]

2 times

10 times or more m

® who Watch/Stream/Attend/Listen/Follow ST. LOUIS BLUES

Total Monthly Sit-Down Restaurant Users:
80.8% 75.8%

3 times

4 times

5 times

6-9times

WSTL
Avg. Monthly Sit-Down Restaurant Meals:

Drank Past 30-days: Adults 18 or older
 —TT

Liquor
Any Type of Beer

Domestic Light Beer

oo e
e
Imported Beer v v
Microbrew / Craft Beer '5]!,:'2% i
= who Watch/Stream/Attend/ Listen/ Follow ST. LOUIS BLUES mSTL
STL DMA Scarborough R1 2024: Jan23-Jan24 Qual Intab

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days) ﬁ

nas:

Chiness  medcn  pms an  Wings/ Steakhouse Coffes  Bagel/ Indian/  Upscale
Burgers / Mousa/ Donut/ Thail
Sports gar Coffes Sar  Bakery  Other
Asian

= who Watc hy/Stream/Attend/listen/Follow ST. LOUIS BLUES msTL

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Watch/Stream/Attend/Listen Follow ST, LOUIS... 11.4%

STL 3-14.137 12.5%

Past 12 months Casino Activities:

Slot Machines

Adults 18 or older

23.0%

5770 .38.
e o
4.4%

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

Stage Show / Concert

N—
Spa 22"
i 2.0%
Other Gambling 1.5% Casinos visited past 12 months: Yes

= who Watch/Stream/Attend/Listen/Follow ST. LOUIS BLUES mSTL

920
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Used Past 30-days: Adults 18 or older

Marijuana / Cannabis

Cigarettes Vape

= who Watch/Stream/Attend/Listen/Follow ST. LOUIS BLUES. msTL



Past 30-days QSR Users: Adults 18 or older

1time

3 times

11.5%
1i.3%
11.3%

4 times

5times

6-9times

10times or more

= who Watch/Stream/Attend/ Listen/ Follow SEATTLE KRAKEN

mSEA

Total Agg};gﬂy QSR Users: Avg. Monthly QSR Meals:

3 785.799

e o

yr., 27.4% less likely to smoke cigarettes.

31.1% or 1,396,882 of SEA DMA Adults 18 or older Watch/Stream/Attend/Listen/Follow SEATTLE KRAKEN.
Adults 18 or older who Watch/Stream/Attend/Listen/Follow SEATTLE KRAKEN are 4.2% more likely to use

QSRs past mo., 9.2% more likely to use Sit-Down Restaurants past mo., 16.% more likely to use Casinos past

€ ®

1time

18.0%

2 times

18.9%

3 times 12.3%

4 times

5 times 6.0%

6-9times 6.4%

10times or more

3 3%
= who Watch/Stream/Attend/Listen/Follow SEATTLE KRAKEN
Total Monthly Sit-Down Restaurant Users:  Avg. Monthly Sit-Down Ri

- o - n

W SEA
Meals:

Drank Past 30-days: Adults 18 or older
oy Ty of e

Wine
Imported Beer
W

Liquor

Domestic Regular Beer

Microbrew / Craft Beer -
Domestic Light Beer 19.2% 28.6% '
® who Watch/$tream/Attend/ Listen/ Follow SEATTLE KRAKEN mSEA
SEA DMA Scarborough R1 2024: lan23-lan24 Qual Intab

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

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days) a

mian  wings/ seafood  Upscale
Burgers /
spors Bar

Chinese  indian /
hai /
Gther
Asian

= who

KRAKEN mSEA

Usea' Restaurant Delivery. Servin Past 30-days (Grubhub, Uber Eats, etc.)
mz._ 17.0%

seA 15.6%

Past 12 months Casino Activities: Adults 18 or older

Slot Machines

28.4%
Upscale Restaurant

Table Games (Craps, Poker, etc.)

Bar / Nightclub

Stage Show / Concert M 9.3%
3.6%
see AR 2.0%

Other Gambling El %‘g"ﬁ

Casinos visited past 12

Yes

Used Past 30-days: Adults 18 or older

6.3%
3 83 380

/ Cannabis

= who Watch/Stream/Attend/Listen/Follow SEATTLE KRAKEN

ESEA

1,325
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Cigarettes

Vape

wwho Watch/Stream/Attend/Listen/Follow SEATTLE KRAKEN

mSEA



Past 30-days QSR Users: Adults 18 or older

5 times
6 -9times

10times or more
# who Watch/Stream/;

Total lggﬂ%fv QSR Users:

Listen/ Follow ON CAPITALS

Avg. Monthly QSR Meals:
89.5%

5,050,794

Adults 18 or older who Watch/Stream/Attend/Listen/Follow WASHI

Casinos past yr., 16.8% less likely to smoke cigarette

17.7% or 999,526 of WDC DMA Adults 18 or older Watch/Stream/Attend/Listen/Follow WASHINGTON CAPITALS}

NGTON CAPITALS are 5.3% more likely

to use QSRs past mo., 13.6% more likely to use Sit-Down Restaurants past mo., 29.1% more likely to use

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

1time

12.7%

2 times

3 times 13, 2%

4 times 0.4%

5 times 0.0%

6-9times 10.4%

10 times or more

® who Watch/Stream/Attend/Listen/Follow WASHINGTON CAPITALS
Total Monthly Sit-Down Restaurant Users:
76.1%

mWDC

Avg. hly sit-Down

ant Meals:
86.5%

Drank Past 30~days. Adults 18 or older

Liquor

Wios
Any Type of Beer
Imported Beer
Domestic Regular Beer
Domestic Light Beer v v
Microbrew / Craft Beer © 8.5% 15.6% i
= who Watch/: /i d/ Listen/ Follow CAPITALS =WDC
wDC DMA Scarborough R1 2024 Feb23-Apr24 Qual Intab

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

chinese

wiim/ el Sin Umis, Sedl /. SSestheuen sfood

unm Coffes Bar
Asian

nim’

= who Watch/ WASHINGTON CAPITALS mWDC
who Watch/Stream/Attend/Listen/Follow... 35.0%

woe 1,4!8.719 25.4%

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
ot

: Past 12 months Casmo Activities: Adults 18 or older
Slot Machines

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

Upscale Restaurant

Stage Show / Concert m a4
2 2.8%
sports Betting  FEPIE" 2 4 24.1%
| 2,1%
Sps 2.1% .
i 431,3%
Other Gambling  prm ™" 2y, Casinos visited past 12 months: Yes

= who Watch/Stream/Attend/Listen/Follow WASHINGTON CAPITALS =WDC

976
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Used Past 30-days: Adults 18 or older

Marijuana / Cannabis

Cigarettes

= who Watch




27.9% or 2,106,422 of CHI DMA Adults 18 or older Watch/Stream/Attend/Listen/Follow CHICAGO...
Adults 18 or older who Watch/Stream/Attend/Listen/Follow CHICAGO BLACKHAWKS are 26.3% more likely to

have a 401K, 29.% more likely to have an Auto Loan, 20.8% more likely to Invest/Trade Stocks Online, 6.8%
less likely to pay with their Debit Card.

nﬁﬂlnvestments 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

Mutual Funds

Money Market Funds

Bonds

11.2%
. 8% 90% g 9.2%
. 10.8% 1 e { wxz 60 L3277 o 4 773 x LR 1517.0m n oa293 ot
529 Plan / College Savings Plan 7.4% Checking Debitor ATM  Savings  Credit Card Online Mobile Online Bill Home Auto Loan Money  Certificates of Studentloan Refinanced Personal Loan  Home

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

Second Home or Real Estate Property E 7’;% Account Mortgage Loan or Home
i 3 Equity Loan
= who Watch/Stream/Attend]/Listen/Follow CHICAGO BLACKHAWKS mCHI ®» who Watch/Stream/Attend/Listen/Follow CHICAGO BLACKHAWKS u CHI

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

Tax Preparation Service 3

Online Investing / Stock Trading

Financial Planner

Accountant m 19.3%
Insurance Agent at a Local Office (not online) 20 o
Real Estate Agent mm.ﬁx
Estate Planning Ei?gﬁm

S1% 37%  27% 2.5%

3 ? 1.8% (*Past 12 Months) visa PayPal Debit Card  MasterCard Zelle Venmo ApplePay  CashApp StoreCredit Discover  GooglePay  American Facebook  Square Cash Samsung Pay
Divorce / Family Attorney !" 1% Card Express Messonges
m who Watch/Stream/Attend/Listen/Follow CHICAGO BLACKHAWKS mCHI ® who Watch/Stream/Attend/Listen/Follow CHICAGO BLACKHAWKS mCHI

CHI DMA Scarborough R1 2024: Feb23-Mar24 Qual Intab 966
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35.8% or 1,378,107 of MSP DMA Adults 18 or older Watch/Stream/Attend/Listen/Follow MINNESOTA WILD.
Adults 18 or older who Watch/Stream/Attend/Listen/Follow MINNESOTA WILD are 20.9% more likely to have
a 401K, 10.5% more likely to have an Auto Loan, 1.3% less likely to Invest/Trade Stocks Online, .3% more
likely to pay with their Debit Card.

Investments Owned: Adults 18 or older
401K Plan
IRA (Individual Retirement Account)
798,576 20.8%
193,320 14.0%
578,635 15.0%
o
X 11.6%
9.2%
N 8.7%
Other (Crypto / NFTs / Metals, etc.) ;:;%
529 Plan / College Savings Plan M A0:5%
= who Watch/Stream/Attend/Listen/Follow MINNESOTA WILD

Stocks or Stock Options
Mutual Funds

Money Market Funds
Bonds

Second Home or Real Estate Property

8.5%
mMSP

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

9.3% 70% 7.6% 7.3% 6.1% 5.7%

9% 3.3

Checking Debit or ATM  Credit Card online Online Bill Auto Loan

Savings Mobile Home Money  Certificates of Studentloan Refinanced Personal Loan  Home
Account Account card Banking Banking Paying Mortgage Market  Deposit{CDs) Home Improvement
Account Mortgage Loan or Home
Equity Loan

= who Watch/Stream/Attend/Listen/Follow MINNESOTA WILD u MSP

Professional Services Used*: Adult 18 or older

Tax Preparation Service

1,022,496

Financial Planner

13.5%

11.8%

379.191 9.9%

Online Investing / Stack Trading
Insurance Agent at a Local Office (nt online)

Accountant

Real Estate Agent

-3 3.5%
P 4.0%

3.3%

B
Iuw%
0.8%

= who Watch/Stream/Attend/Listen/Follow MINNESOTA WILD

MSP DMA Scarborough R1 2024: lan23-Jan24 Qual Intab 685
All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Estate Planning

*past 12 Month.
Divorce / Family Attorney b antlie]

= MSP

I

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

CashApp StoreCredit Google Pay
Card

Zelle

MasterCard

Venmo Apple Pay Discover Facebook Samsung Pay Square Cash
Express Messenger
= who Watch/Stream/Attend/Listen/Follow MINNESOTA WILD m MSP

Pro teams (WSALF) - NHL: Minnesota Wild



ﬁ_ﬁlnvestment
Lo 4

s Owned: Adults 18 orolder

401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

Other (Crypto / NFTs / Metals, etc.)
Bonds

529 Plan / College Savings Plan

Second Home or Real Estate Property

m who Watch/Stream/Attend/Listen/Follow ST. LOUIS BLUES

45.6% or 1,141,577 of STL DMA Adults 18 or older Watch/Stream/Attend/Listen/Follow ST. LOUIS BLUES.
Adults 18 or older who Watch/Stream/Attend/Listen/Follow ST. LOUIS BLUES are 12.2% more likely to have a
401K, 6.% more likely to have an Auto Loan, 20.8% more likely to Invest/Trade Stocks Online, 1.3% less likely
to pay with their Debit Card.

887,330 35.4%
262 23.0%
474,939 19.0%

14.4%
11.9%

11.2%

EERE w0
125%
9.4%
9.8%
197,693 K-V
B 7.5%
IR 6.9%

mSTL

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

7.0% 7.2% 78% 6% 4o 5%

__—

Checking Debitor ATM  Savings Credit Card Online

Online Bill Mobile Home Auto Loan Money  Certificates of Studentloan Personal Loan Refinanced Home
Account card Account Banking Paying Banking  Mortgage Market  Deposit (CDs) Home  Improvement
Account Mortgage Loan or Home
Equity Loan

= who Watch/Stream/Attend/Listen/Follow ST. LOUIS BLUES mSTL

Professional Services Used*: Adults 18 or older

Tax Preparation Service

Financial Planner

Online Investing / Stock Trading

Insurance Agent at a Local Office (not online)
Accountant

Real Estate Agent

Estate Planning

Divorce / Family Attorney

= who Watch/Stream/Attend/Listen/Follow ST. LOUIS BLUES

MA

STL Di Scarborough R1 2024: lan23-jan24
All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

570,806 22.8%

502,253 20.0%

288,428 11.5%

9.1%
248,683 9.9%
10.0%
237,969 9.5%
58,372 5.1%
99,350 XA
3.4%
POl 2.8%
1.2%
1.0%

(*Past12 Months)

mSTL

Qual Intab 920

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

11.4% 0.5%

. B - B -

Store Credit  Google Pay
Card

visa PayPal Debit Card  MasterCard Cash App  Apple Pay

Venmo

zelle Discover Facebook American  Samsung Pay Square Cash

Messenger Express

= who Watch/Stream/Attend/Listen/Follow ST. LOUIS BLUES mSTL

Pro teams (WSALF) - NHL: St. Louis Blues




31.1% or 1,396,882 of SEA DMA Adults 18 or older Watch/Stream/Attend/Listen/Follow SEATTLE KRAKEN.
Adults 18 or older who Watch/Stream/Attend/Listen/Follow SEATTLE KRAKEN are 15.7% more likely to have a

401K, 24.% more likely to have an Auto Loan, 8.4% more likely to Invest/Trade Stocks Online, 2.8% less likely
to pay with their Debit Card.

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

401K Plan  pymiprss 6.7%

IRA (Individual Retirement Account) A BT 20.7%

21.9%
Money Market Funds

Other (Crypto / NFTs [ Metals, etc.)

5 .
10.8%
Bl

9 10.2% g o 8.0%
= _ - - hsm

Online Bill Mobile Home Auto Loan Money  Certificates

Second Home or Real Estate Property _4% Checking Debitor ATM  Savings  Credit Card Online Studentloan Refinanced Personal Loan  Home
i Account card Account Banking Paying Banking Mortgage Market  Deposit(CDs) Home Improvement
529 Plan / College Savings Plan m 1 Account Mortgage Loan or Home
1.8% Equity Loan
mSEA

® who Watch/Stream/Attend/Listen/Follow SEATTLE KRAKEN

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

= who Watch/Stream/Attend/Listen/Follow SEATTLE KRAKEN = SEA

Professional Services Used*: Adults 18 or older

Tax Preparation Service

867,483 19.3%

10.7%
Accountant
376 8.4%

6.1% [ ] [ ]

Insurance Agent at a Local Office (not online) 61%

5.9%
245 197 5.5%

Real Estate Agent

y 9.5% 9.9%
14.6% S5% 41% 545 3.1%
> souscr R o Q]

N 3.8%
Estate Planning e 3.3% : - == b | — i == m
*Past 12 Months, visa PayPal Debit Card Venmo Zelle MasterCard le P: Cash Google Pa American  Store Credit  Facebook Discover uare Cash Samsung P:
Divorce / Family Attorney 'no_'g: ( ) W Appia by hep oge bay Express Card Messenger = "6 Fay.
= who Watch/Stream/Attend/Listen/Follow SEATTLE KRAKEN mSEA w who Watch/Stream/Attend/Listen/Follow SEATTLE KRAKEN m SEA

SEA DMA Scarborough R1 2024: Jan23-Jan24 Qual Intab 1,325
All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.
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17.7% or 999,526 of WDC DMA Adults 18 or older Watch/Stream/Attend/Listen/Follow WASHINGTON...
Adults 18 or older who Watch/Stream/Attend/Listen/Follow WASHINGTON CAPITALS are 20.8% more likely to
have a 401K, 26.9% more likely to have an Auto Loan, 24.3% more likely to Invest/Trade Stocks Online, 2.%
less likely to pay with their Debit Card.

mﬁ_ﬁlnvestments Owned Adults 18 or older
401K Plan

FETR o=
21.3%

O 17.1%

170, 17.1%

789,189 14.0%

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

529 Plan / College Savings Plan

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

Bonds - 16.4% 1.2% 1.2%  6.1% 4o
757,619 BEERSH
Other (Crypto / NFTs / Metals, etc.) 12.0% Checking Debitor ATM  Savings  CreditCard  Online Mohile  Online Bill Home Money  Autoloan Certificates of Studentloan Refinanced Personal Loan  Home
Account card Account Banking Banking Paying Mortgage Market Deposit(CDs) Home Improvement
Second Home or Real Estate Property m 16.0% Account Mortgage Loan or Home
- Equity Loan
uwho Watch/Stream/Attend/Listen/Follow WASHINGTON CAPITALS mWDC = who Watch/Stream/Attend/Listen/Follow WASHINGTON CAPITALS mWDC
f 1 .
Professional Services Used*- Adults 18 or older | pryPast 3-Months Payment Methods Used: Adults 18 or older
Tax Preparation Service 1556343 27.5% y
Online Investing / Stock Trading
Real Estate Agent mm-“% @ ®
5 o ) 7.0%
Insurance Agent at a Local Office (not online) 1196 6.6% 9.9% 0.0%
s 17.2% 41% 43% 43% 4.1%
Estate Planning g s o e N NN ... ... ; : e B e EEL
* it 1 le P, le P: i Pé
Divorce/ Family Attorney nl;;:: (*Past12 Months) visa Paypal Debit Card Zelle MasterCard ~ Venmo ApplePay  CashApp  Google Pay Slorg;.‘redt A;:ﬁ::;n Discover ;1:;:[ Samsung Pay Square Cash
= who Watch/Stream/Attend/Listen/Follow WASHINGTON CAPITALS mWDC = who Watch/Stream/Attend/Listen/Follow WASHINGTON CAPITALS =WDC

wopc DMA Scarborough R1 2024: Feb23-Apr24 Qual Intab 976
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Adults 18 or older who Watch/Stream/Attend/Listen/Follow CHICAGO BLACKHAWKS spend an average of 3 days, 4
hours, 54 minutes and 0 seconds each week with All Forms of Media.

90.9% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow CHICAGO BLACKHAWKS spend an avg. of 9 hours and 27 minutes
each week listening to All Local AM/FM Radio, representing 11.2% of totaltime spent with all forms of Media.

- B

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

69:26:26

CONCures

usage 51.3%
& &

= who Watch/Stream/Attend/Listen/Follow CHICAGO BLACKHAWKS = CHI

CHI  DMA  Scarborough R12024:Feb23-Mar24 ~ Qual intab 966 CHICAGO ~ DMA  Scarborough R1 2024: Feb23-Mar24 Qual Intab 3,488 HUberd Share of Everything
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Adults 18 or older who Watch/Stream/Attend/Listen/Follow MINNESOTA WILD spend an average of 3 days, 0 hours, 54

minutes and 40 seconds each week with All Forms of Media.
90.1% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow MINNESOTA WILD spend an avg. of 8 hours and 51 minutes each
week listening to All Local AM/FM Radio, representing 11.% of total time spent with all forms of Media.

EX= .o

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

73:04:18
52.2%

&

B who Watch/Stream/Attend/Listen/Follow MINNESOTA WILD H MSP
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Adults 18 or older who Watch/Stream/Attend/Listen/Follow ST. LOUIS BLUES spend an average of 3 days, 8 hours, 23
minutes and 51 seconds each week with All Forms of Media.
90.% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow ST. LOUIS BLUES spend an avg. of 9 hours and 14 minutes each

| week listening to All Local AM[/FM Radio, representing 10.4% of total time spent with all forms of Media.

s XS

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

75:59:18
CONCUTT
Usage 49.9%
# s

% of Total
Weekly H:M:

Avg. Weekly
Hours:Minutes:

m who Watch/Stream/Attend/Listen/Follow ST. LOUIS BLUES mSTL
STL  DMA  Scarborough R12024:Jan23-Jan24 ~ Qual Intab 920 ST.LOUIS ~ DMA  Scarborough R12024:Jan23-Dec23  Qual Intab 1,952 HUbe rd Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved. for Anything .

BROADCASTING

Pro teams (WSALF) - NHL: St. Louis Blues



Adults 18 or older who Watch/Stream/Attend/Listen/Follow SEATTLE KRAKEN spend an average of 2 days, 23 hours, 48
minutes and 25 seconds each week with All Forms of Media.

78.7% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow SEATTLE KRAKEN spend an avg. of 7 hours and 30 minutes each
week listening to All Local AM/FM Radio, representing 8.2% of total time spent with all forms of Media.
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Adults 18 or older who Watch/Stream/Attend/Listen/Follow WASHINGTON CAPITALS spend an average of 3 days, 3

hours, 23 minutes and 20 seconds each week with All Forms of Media.
87.% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow WASHINGTON CAPITALS spend an avg. of 8 hours and 21 minutes

each week listening to All Local AM/FM Radio, representing 9.6% of total time spent with all forms of Media.
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Adults 18 or older who Watch/Stream/Attend/Listen/Follow CHICAGO BLACKHAWKS spend an average of 2 days, 12

hours, 4 minutes and 34 seconds each week with All Forms of Ad-Supported Media.
85.1% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow CHICAGO BLACKHAWKS spend an avg. of 8 hours and 40 minutes
each week listening to Local Ad-Supported AM/FM Radio, representing 12.3% of total time spent with all forms of Ad-Supported Media
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Adults 18 or older who Watch/Stream/Attend/Listen/Follow MINNESOTA WILD spend an average of 2 days, 6 hours, 8

minutes and 1 seconds each week with All Forms of Ad-Supported Media.
85.8% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow MINNESOTA WILD spend an avg. of 8 hours and 11 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 13.% of total time spent with all forms of Ad-Supported Media.
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Adults 18 or older who Watch/Stream/Attend/Listen/Follow ST. LOUIS BLUES spend an average of 2 days, 12 hours, 37
minutes and 3 seconds each week with All Forms of Ad-Supported Media.

85.8% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow ST. LOUIS BLUES spend an avg. of 8 hours and 42 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 12.3% of total time spent with all forms of Ad-Supported Media.
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Adults 18 or older who Watch/Stream/Attend/Listen/Follow SEATTLE KRAKEN spend an average of 2 days, 5 hours, 36

minutes and 29 seconds each week with All Forms of Ad-Supported Media.
76.3% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow SEATTLE KRAKEN spend an avg. of 6 hours and 44 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 9.6% of total time spent with all forms of Ad-Supported Media.
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Adults 18 or older who Watch/Stream/Attend/Listen/Follow WASHINGTON CAPITALS spend an average of 2 days, 9
hours, 58 minutes and 16 seconds each week with All Forms of Ad-Supported Media.

81.4% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow WASHINGTON CAPITALS spend an avg. of 7 hours and 25 minutes
each week listening to Local Ad-Supported AM/FM Radio, representing 10.4% of total time spent with all forms of Ad-Supported Medi
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| Adults 18 or older who Watch/Stream/Attend/Listen/Follow CHICAGO BLACKHAWKS spend an
average of 8 hours and 34 minutes each day with All Forms of Ad-Supported Media. 85.1% listen to
Local AM/FM Radio for an avg. of 74.4 minutes/day. (Local Radio delivers 12.3% of Time with Ad- Supported Media.)
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Adults 18 or older who Watch/Stream/Attend/Listen/Follow MINNESOTA WILD spend an average of 7
hours and 44 minutes each day with All Forms of Ad-Supported Media. 85.8% listen to Local AM/FM
Radio for an avg. of 70.3 minutes/day. (Local Radio delivers 13.% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 18 or older Top -13 / AII Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Adults 18 or older who Watch/Stream/Attend/Listen/Follow ST. LOUIS BLUES spend an average of 8
hours and 39 minutes each day with All Forms of Ad-Supported Media. 85.8% listen to Local AM/FM
Radio for an avg. of 74.7 minutes/day. {Local Radio delivers 12.3% of Time with Ad-Supported Media.)
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| Adults 18 or older who Watch/Stream/Attend/Listen/Follow SEATTLE KRAKEN spend an average of 7
hours and 39 minutes each day with All Forms of Ad-Supported Media. 76.3% listen to Local AM/FM
Radio for an avg. of 57.7 minutes/day. (Local Radio delivers 9.6% of Time with Ad-Supported Media.)
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Totst persons:

Grocery s:n res

Amazon Amazon
Prime/IMDb/ Prime/IMDb/

fIeTy Billboards & FireTV

search (Google, Bing, etc.)

Billboards & Signs (Weekly Drivers)

Signs 304
(Weekly

[Weather /Sports
EmailText N1/ Zoom,ete. (Personal & Work)  [HEAUEER 21 75 3
i P 1120 P | R wen | P 5 ==

edia: Adu:;sl);oro!der . (Google, Al e Re 0B Food/  Betting

oo S R——aTln S o | o7 | v )

M/ 1 M/
Netflix

8 Zoom,etc. Shopping 3 Zoom,etc. Grocery
YouTube Video m

Billboards & Signs | (Personal & | (incl. Food/ i (PEISORAl& YouTube : Stores
‘Weekly Drivers, Work Auctions/ Sports Facebook Work) Video Weat...
st ettt T T ey oher) | W ; s B
R S

47.2 37.6 avel,etc. anki. 48.6 37.6 24.0 Sports... Bankin
u who Watch/Stream/Attend/ Listen/ Follow SEATTLE KRAKEN mSEA

Top-13 All Forms of Ad-Supported Media (Persons & % Reach): Adults 18 or older Top-13 All Forms of Ad-Supported Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
o e fasereze ooy

% Time Spent

Local AM/F

" ) Facebook - Radio Drivers) . Shoppi... Games/
Local AM/FM Radio 41.4 Search 29 3 433 el (incl Fanta.

® who Watch/Stream/Attend/Listen/Follow SEATTLE KRAKEN HSEA

(average

A - ——————————y
R | — T
s T i ARt oy i 1

Amazon Prime/ Billboards
Local AM/FM Radio IMDb/FireTV Amazon & Signs
57.7 51.0 Prime/IMDb/ “local AM/FM | (Weekly
. Non-Premium Cable TV FireTV. Radio D'm"sj
Local TV Stations Email/Text/ Search N ks 54.5 54.2 433
89.0 Billboards & IM/Zoom,ete. | (Google,

" Signs (Weekly (Personal & | Bing, etc. Search YouTube

snonsise oo SRR -;u Forms of Ad-Supported Media: Drlvers) Work) (Google,
Adults 18 or older T o acebook ng, etc
) 4712 Facebook Bing, etc.) 3
Local TV Stations 2 - N 42.0
10.. oulube Té
Non-Premium Cable TV Networks w - m el Video :\.’ . Shop. News/
YouTube Video Usage i Non-Premium Cable / ES:: Email/Text/IM/ (incl Weath...
= . Ve! s acebook Auc... Hinstagram Local TV Stations Zoom,etc. Food/ Hinstes
Apoepie Mo e Trav 16.4 Groc... 93 (Personal &..  Aucti.. [128 Groce
instgam _!m'
® who Watch/Stream/Attend/ Listen/ Follow SEATTLE KRAKEN mSEA m who Watch/Stream/Attend/Listen/Follow SEATTLE KRAKEN mSEA
SEA  DMA  Scarborough R12024:Jan23-Jan2d  Qual Intab 1,325 SOEﬁ * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, inc. LLC. All rights reserved. .al for Anything

Pro teams (WSALF) - NHL: Seattle Kraken




a-m ry Stores

Search (Google, Bing, etc.)

Billboards & Signs (Weekly Drivers)
News/Weather [Sports (Websites/Apps)
Local AM/FM Radio

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

Kirie/lrancial/Real b )

&/
Facebook

Non-Premium Cable TV Networks

Local TV Stations
Games/Fantasy/Betting Sites

Gas Stations/Convenience Stores.

Instagram

Adults 18 or older who Watch/Stream/Attend/Listen/Follow WASHINGTON CAPITALS spend an
average of 8 hours and 16 minutes each day with All Forms of Ad-Supported Media. 81.4% listen to
Local AM/FM Radio for an avg. of 63.7 minutes/day (Local Radio delivers 10.4% of Time with Ad-Suppor
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Avg. Week All Audio (Persons & % Reach): Adults 18 or older

Local AM/FM Radio

e

1,791,928 or 85.1% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow CHICAGO
BLACKHAWKS listen to Ad-Supported Local AM/FM Radio for an average of 74.4 minutes every day
representing 41.7% of all time spent daily with Ad-Supported Audio.

Avg. Day All Audio (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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1,182,705 or 85.8% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow MINNESOTA
WILD listen to Ad-Supported Local AM/FM Radio for an average of 70.3 minutes every day
representing 43.6% of all time spent daily with Ad-Supported Audio.

Avg. Day All Audio (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Avg. Week AIIAudro (Persons & % Reach): Adults 18 or older
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7 979,586 or 85.8% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow ST. LOUIS BLUES
listen to Ad-Supported Local AM/FM Radio for an average of 74.7 minutes every day representing
44.3% of all time spent daily with Ad-Supported Audio.
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1,065,704 or 76.3% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow SEATTLE KRAKEN
listen to Ad-Supported Local AM/FM Radio for an average of 57.7 minutes every day representing
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Avg. Week All Audio (Persons & % Reach): Adults 18 or older

Local AM/FM Radio
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Spotify
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YouTube Music
Owned Music
Amazon Music
Apple Music
Pandora

TV Music Channels
All Others
Audiobooks
iHeartRadio

7 813,352 or 81.4% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow WASHINGTON

CAPITALS listen to Ad-Supported Local AM/FM Radio for an average of 63.7 minutes every day
representing 43.8% of all time spent daily with Ad-Supported Audio.
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' 1,791,928 or 85.1% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow CHICAGO
BLACKHAWKS listen to Ad-Supported Local AM/FM Radio for an average of 74.4 minutes every day
representing 41.7% of all time spent daily with Ad-Supported Audio.

85.1% g4.2%

Weekly
Reach %

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

"Share of Ad-Supported Audio” -

o NS
& &

% of Wee
Time Spen
Ad-Suppo
Audio

21.3%

17.5% 17.4%

0,
9.8% 1% 12.0% 11.0%

45.6%
26.0%

9.0% 8.7% 9 8.5%
12.0% ° 74% 8.4% " 6.5%
Weikiy : 10.8% 25 g o
Oc; » o -
e e :
Reached:1,791,9286,359,793 546,759 1,608,993

368,235 1,318,553 207,465 689,953 253,168 545,647 232,065 681,586 183,173 556,121

176,988 642,177 137,236 314,812 50,152 109,983
Local AM/FM Podcasts YouTube Music Spotify All Others Pandora Amazon Music TV Music iHeartRadio SiriusXm
Average Radio

Channels
Ftie K e RN oo N o N o EEM o KON oo N s EEN < O cc EE
® who Watch/Stream/Attend/Listen/Follow CHICAGO BLACKHAWKS H CHI

CHI DMA Scarborough R1 2024: Feb23-Mar24 Qual Intab 966 CHICAGO DMA Scarborough R1 2024: Feb23-Mar24 Qual Intab 3,488 ® Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadeasting, Inc. LLC. All rights reserved. soeﬁ.al for Anything _ =

Pro teams (WSALF) - NHL: Chicago Blackhawks



| 1,182,705 or 85.8% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow MINNESOTA
WILD listen to Ad-Supported Local AM/FM Radio for an average of 70.3 minutes every day
representing 43.6% of all time spent daily with Ad-Supported Audio.
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| 979,586 or 85.8% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow ST. LOUIS BLUES
listen to Ad-Supported Local AM/FM Radio for an average of 74.7 minutes every day representing
44.3% of all time spent daily with Ad-Supported Audio.
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1,065,704 or 76.3% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow SEATTLE KRAKEN
listen to Ad-Supported Local AM/FM Radio for an average of 57.7 minutes every day representing
40.7% of all time spent daily with Ad-Supported Audio.

Weekly

Avg. Hours+Minutes/day with Ad-Supported
Reach % 76.3%

Audio: Adults 18 or older

"Share of Ad-Supported Audio” ==
s

q\“oa

27.9%
Weekly
Total

41.0%
34.3%
17.3% 13.0% 12.9% 11.5%
8'8% 82% 8.0% 7'1% 7.0% 83% 6 7% 5 90/
. . 0
8.1% 7.8% 3.0% 23%
- I e e o B

Reached:],065,704 3,208,033 479,274 1,251,455 122,510 366,769 181,569 579,402

N —————]
123,427 514,868 111,475 317,298 97,645 371,935 94,093 266,443 42,124 103,526 23,778 52,029
Local AM/FM Podcasts Spotify TV Music YouTube Music Amazon Music Pandora All Others iHeartRadio SiriusXM
Average Radio Channels

Daily Mi

oo KO e« TN v KON
® who Watch/Stream/Attend/Listen/Follow SEATTLE KRAKEN m SEA

SEA DMA Scarborough R1 2024: Jan23-lan24 Qual Intab 1,325  SEATTLE-TACOMA DMA

Scarborough R1 2024: Jan23-Jan24 Qual Intab 3,051
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

* Share of Everything

Pro teams (WSALF) - NHL: Seattle Kraken



[ 813,352 or 81.4% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow WASHINGTON
CAPITALS listen to Ad-Supported Local AM/FM Radio for an average of 63.7 minutes every day
representing 43.8% of all time spent daily with Ad-Supported Audio.
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1,791,928 or 85.1% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow CHICAGO
BLACKHAWEKS listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary,
Pop Contemporary Hit Radio, Classic Rock, Country, and Hot AC.

Lacal AM/FM Radlo Formats (Persons & % Reach): Adults 18 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Lacal AM/FM Radlo Formats (Persons & % Reach): Adults 18 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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1,182,705 or 85.8% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow MINNESOTA WILD
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Country, Hot AC, Classic Rock, Classic
Hits, and Pop Contemporary Hit Radio.
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# who Watch/Stream/Attend/Listen/Follow ST. LOUIS BLUES

' 979,586 or 85.8% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow ST. LOUIS BLUES listen to
Ad-Supported Local AM/FM Radio. The Top-5 Formats are Classic Rock, New Country, Classic Hits, Adult
Contemporary, and Adult Hits.
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1,065,704 or 76.3% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow SEATTLE KRAKEN
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Pop
Contemporary Hit Radio, Classic Rock, All Sports, and Adult Hits.
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813,352 or 81.4% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow WASHINGTON CAPITALS
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are All News, Classic Hits, Adult
Contemporary, Country, and Urban AC.
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1,803,922 or 85.6% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow CHICAGO
BLACKHAWKS watch Ad-Supported Local TV Stations for an average of 95.8 minutes every day
representing 32.% of all time spent daily with Ad-Supported Video.
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1,048,761 or 76.1% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow MINNESOTA
WILD watch Ad-Supported Local TV Stations for an average of 92.8 minutes every day representing
30.4% of all time spent daily with Ad-Supported Video.
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901,669 or 79.% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow ST. LOUIS BLUES
watch Ad-Supported Local TV Stations for an average of 97.8 minutes every day representing 27.%
of all time spent daily with Ad-Supported Video.
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892,128 or 63.9% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow SEATTLE KRAKEN
watch Ad-Supported Local TV Stations for an average of 89. minutes every day representing 27.9%
of all time spent daily with Ad-Supported Video.
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727,127 or 72.7% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow WASHINGTON
CAPITALS watch Ad-Supported Local TV Stations for an average of 69.9 minutes every day
representing 24.4% of all time spent daily with Ad-Supported Video.
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| 1,803,922 or 85.6% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow CHICAGO
BLACKHAWKS watch Ad-Supported Local TV Stations for an average of 95.8 minutes every day
representing 32.% of all time spent daily with Ad-Supported Video.
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1,048,761 or 76.1% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow MINNESOTA
WILD watch Ad-Supported Local TV Stations for an average of 92.8 minutes every day representing
30.4% of all time spent daily with Ad-Supported Video.
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901,669 or 79.% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow ST. LOUIS BLUES
watch Ad-Supported Local TV Stations for an average of 97.8 minutes every day representing 27.%
of all time spent daily with Ad-Supported Video.
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892,128 or 63.9% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow SEATTLE KRAKEN
watch Ad-Supported Local TV Stations for an average of 89. minutes every day representing 27.9%

of all time spent daily with Ad-Supported Video.
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(i ’b W D C CAPITALS watch Ad-Supported Local TV Stations for an average of 69.9 minutes every day
representing 24.4% of all time spent daily with Ad-Supported Video.
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Local TVStatlon Programs (Persons & % Reach): Adults 18 or older

(Average Week)
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1,803,922 or 85.6% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow CHICAGO
BLACKHAWKS watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Movies, Local
News - Evening, Comedies, Local News - Morning, and Game Shows.
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Loca.{'ﬂ TV wgsation Programs (Persons & % Reach): Adults 18 or older

Local News - Evening

National/Network News

1,048,761 or 76.1% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow MINNESOTA
WILD watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening,
Local News - Morning, Movies, Comedies, and National/Network News.
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Local TVStatmn 1 Programs (Persons & % Reach): Adults 18 or older
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901,669 or 79.% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow ST. LOUIS BLUES
watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening, Local
News - Morning, Movies, Comedies, and Dramas.
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Local TVStatlon Programs (Persons & % Reach): Adults 18 or older
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‘ 892,128 or 63.9% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow SEATTLE KRAKEN
watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening, Local
News - Morning, Comedies, Movies, and National/Network News.
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Local TV Station Programs (Persons & % Reach): Adults 18 or older
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727,127 or 72.7% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow WASHINGTON
CAPITALS watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Movies, Comedies,
Local News - Evening, Local News - Morning, and National/Network News.
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1,561,191 or 74.1% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow CHICAGO
BLACKHAWKS use Ad-Supported Social Media for an average of 145.2 minutes every day
representing 26.8% of all time spent daily with Ad-Supported Digital Media.
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[ 1,014,523 or 73.6% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow MINNESOTA
WILD use Ad-Supported Social Media for an average of 110.1 minutes every day representing 22.4%
of all time spent daily with Ad-Supported Digital Media.
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829,700 or 72.7% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow ST. LOUIS BLUES
use Ad-Supported Social Media for an average of 128.9 minutes every day representing 23.3% of all
time spent daily with Ad-Supported Digital Media.
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1,007,951 or 72.2% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow SEATTLE KRAKEN
use Ad-Supported Social Media for an average of 111.7 minutes every day representing 20.8% of all
time spent daily with Ad-Supported Digital Media.
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771,095 or 77.1% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow WASHINGTON
CAPITALS use Ad-Supported Social Media for an average of 143. minutes every day representing
26.% of all time spent daily with Ad-Supported Digital Media.
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1,561,191 or 74.1% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow CHICAGO
BLACKHAWKS use Ad-Supported Facebook for an average of 51.3 minutes every day representing
35.3% of all time spent daily with Ad-Supported Social Media.
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1,014,523 or 73.6% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow MINNESOTA
WILD use Ad-Supported Facebook for an average of 41. minutes every day representing 37.2% of all
time spent daily with Ad-Supported Social Media.

Avg. Week AII Soaal Medm (Persons & % Reach): Adults 18 or older Avg Day All Social Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

Facebook
YouTube Video

Instagram

TikTok

Linkedin

Pinterest

X (Formerly "Twitter"

Reddit Avg. Hours+Minutes/day with all

Social Media: Adults 18 or older

Snapchat

(o cs |
Others{Rumble, Twitch, Gab, Par... mmﬁ’.
Ty
Blogs/Message Boards (read... mm 15.3% '
b R #

Facebook

a7.7

YouTube Video |
22,7

X
(Formerl...

TikTok Linkedin
9.3 5.

nstagram

Snap...

Facebook
49.8

YouTube Video Instagram
28.4 19.9

Linkedin A Reddit

63 (Form... 4.9

gl... Ot.

TikTok Pintéresty Sna.. M..
12.0 59 4.2 Bo.. t..\W8

» who Watch/Stream/Attend/Listen/Follow MINNESOTA WILD mMSP ® who Watch/Stream/Attend/Listen/Follow MINNESOTA WILD uMSP
Avg. Week Ad-Supported Social Media (Persons & % Reach): Adults 18 or older Avg. Day Ad-Supported Social Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
% Time Spent:
Facebook A3 E98 o 407}
Instagram R —— 13.2%
YouTube Video i ———_ b 17 22
ok R Y A%
as e s ‘331764 2 7 &0L A aos
Linkedin PPy I 170 21%
YouTube Vide
Pinterest I T T (535 | YouTube Video Instagram m““;: 1V" A |nsllaﬁg;am
Reddit  AFN7 N R TR\ 2o 22.2 156 - :
X (Formerly “Twitter" R E—t T Avg. Hours+Minutes/day withAd-  ERTHl X
Snapchat mm SuppaﬂedSa:Ti:\dfl:fia:Aduhs18 m X i ‘ Lm:ezdlrl (Forme...
Others(Rumble, Twitch, Gab, Pa... PEZA Pk Btia (Formerl ': g -
WhatsApp m- m . : ; , . ] Blo...
- Facebook TikTok Linkedin Facebook TikTok Binteresty Me... S..
Blogs/Message Boards (read... l!!ﬂl- 2.4% (570 ] 410 93 45 Reddit 2.5 12.0 48 Bo. 28
5 = -
tumblr lzﬁaﬁ & W 0.4%

= who Watch/Stream/Attend/Listen/Follow MINNESOTA WILD
MSsP DMA Scarborough R1 2024: Jan23-Jan24 Qudl Intab 685
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

mMSP

W who Watch/Stream/Attend/Listen/Follow MINNESOTA WILD

Pro teams (WSALF) - NHL: Minnesota Wild

B MSP
® Share of Everything



Facebook
Instagram
YouTube Video
TikTok

Pinterest

Linkedin

Reddit

X (Formerly "Twitter")
Snapchat

Others{Rumble, Twitch, Gab, Par...

WhatsApp

Blogs/Message Boards (read...

tumblr

829,700 or 72.7% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow ST. LOUIS BLUES
use Ad-Supported Facebook for an average of 47.3 minutes every day representing 36.7% of all time
spent daily with Ad- Supported Social Media.
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1,007,951 or 72.2% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow SEATTLE KRAKEN
use Ad-Supported Facebook for an average of 37.9 minutes every day representing 33.9% of all time
spent daily with Ad-Supported Social Media.
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733,784 or 73.4% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow WASHINGTON
CAPITALS use Ad-Supported Facebook for an average of 54.4 minutes every day representing 38.% of
all time spent daily with Ad-Supported Social Media.
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1,561,191 or 74.1% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow CHICAGO
BLACKHAWKS use Ad-Supported Facebook for an average of 51.3 minutes every day representing
35.3% of all time spent daily with Ad-Supported Social Media.
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1,014,523 or 73.6% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow MINNESOTA
WILD use Ad-Supported Facebook for an average of 41. minutes every day representing 37.2% of all
time spent daily with Ad-Supported Social Media.

73.6%
Weekly 71.3% Avg. Hours+Minutes/day with Ad-Supported
Reach % Social Media: Adults 18 or older

"Share of Ad-Supported Social Media"
TR 2:06

o Q
& &
% of Weekly .
Time Spent wit 39.7% 40.2% 40.6%
Ad-Supported
Social Media: 36.6%
28.2%
21.5% 50.39% 21.9% .

19.3% 20.1%
. 18.7%  17.4%

10.5% g 79

Weekly 4

Total

Persons ' s

Rmhed1o14523 504,363 ,5 4 551077 1,562,905 335,§?1I‘]1,0ﬁ3,930 295,896 781 311,791 946,605 266084 841 253 277457 7 1000 239,711 8 0,772 144“%%6 371,992
Average oo YouTubé nstagram ikTo! X Former ‘LinkedIn Pinterest Reddit’ atsApp
Daily Minutes

"Twitter"
Using Ad-Suppot

whno vwatc ream en isten/Follow VIINNESOTA'W

MSP DMA Scarborough R1 2024: jan23-jan24 Qual Intab 685 MINNEAPOLIS-ST. PAUL DMA Scarborough R1 2024: Jan23-Dec23 Qual Intab 1,873
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved. -

* Share of Everything
for Anything _

Pro teams (WSALF) - NHL: Minnesota Wild



829,700 or 72.7% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow ST. LOUIS BLUES
use Ad-Supported Facebook for an average of 47.3 minutes every day representing 36.7% of all time
spent daily with Ad-Supported Social Media.
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1,007,951 or 72.2% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow SEATTLE KRAKEN
use Ad-Supported Facebook for an average of 37.9 minutes every day representing 33.9% of all time
spent daily with Ad-Supported Social Media.
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733,784 or 73.4% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow WASHINGTON
CAPITALS use Ad-Supported Facebook for an average of 54.4 minutes every day representing 38.%
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: 157,386;
Local Radio: 112,586; Social Media: 108,275; Non-Prem. Cable: 70,760; Local TV: 68,462
reaching Adults 18 or older who Watch/Stream/Attend/Listen/Follow CHICAGO
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 101,007;
Local Radio: 75,595; Social Media: 67,410; Non-Prem. Cable: 39,289; Local TV: 39,069
reaching Adults 18 or older who Watch/Stream/Attend/Listen/Follow MINNESOTA
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 93,007;
Local Radio: 61,774; Social Media: 58,303; Local TV: 36,351; Non-Prem. Cable: 35,033
reaching Adults 18 or older who Watch/Stream/Attend/Listen/Follow ST. LOUIS B
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 92,605;
Local Radio: 66,476; Social Media: 64,374; Non-Prem. Cable: 41,694; Local TV: 34,569
reaching Adults 18 or older who Watch/Stream/Attend/Listen/Follow SEATTLE KRA
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 55,030;
Local Radio: 51,039; Social Media: 46,020; Non-Prem. Cable: 34,045; Local TV: 24,982
reaching Adults 18 or older who Watch/Stream/Attend/Listen/Follow WASHINGTON
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[ 1,836,306 or 87.2% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow CHICAGO
BLACKHAWKS spend an average of 65.1 minutes per day driving, seeing Billboards and Signs. 71.1%
Listen to Local Radio Stations Out-of-Home for an average of 45.1 minute
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Top- 13 Ad-Supported Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older
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u who Watch/Stream/Attend/Listen/Follow MINNESOTA WILD
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% Time Spent:

1,290,848 or 93.7% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow MINNESOTA
WILD spend an average of 67.7 minutes per day driving, seeing Billboards and Signs. 71.7% Listen to
Local Radio Stations Out-of-Home for an average of 42.6 minutes/da
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Top—13 Ad-Supported Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Top-13 Out-of- Home Media (Persons & % Reach): Adults 18 or older
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1,059,237 or 92.8% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow ST. LOUIS BLUES
spend an average of 65.1 minutes per day driving, seeing Billboards and Signs. 71.7% Listen to Local
Radio Stations Out-of-Home for an average of 45.3 minutes/d
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Top-13 Out-of Home Medm (Persons & % Reach): Adults 18 or older
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1,289,578 or 92.3% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow SEATTLE KRAKEN
spend an average of 47.2 minutes per day driving, seeing Billboards and Signs. 63.8% Listen to Local
Radio Stations Out-of-Home for an average of 35. minutes/day
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older

(average week)
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908,219 or 90.9% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow WASHINGTON
CAPITALS spend an average of 59.1 minutes per day driving, seeing Billboards and Signs. 68.% Listen
to Local Radio Stations Out-of-Home for an average of 38.6 minutes/
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1,836,306 or 87.2% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow CHICAGO BLACKHAWKS
spend an average of 65.1 minutes per day driving, seeing Billboards and Signs representing 36.2% of all
ime Spent with Ad—Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 18 or older
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1,290,848 or 93.7% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow MINNESOTA WILD
spend an average of 67.7 minutes per day driving, seeing Billboards and Signs representing 43.4% of all
Time Spent with Ad-Supported Out-of-Home Media.
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1,059,237 or 92.8% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow ST. LOUIS BLUES spend
an average of 65.1 minutes per day driving, seeing Billboards and Signs representing 41.1% of all Time
Spent with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 18 or older
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1,289,578 or 92.3% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow SEATTLE KRAKEN spend
an average of 47.2 minutes per day driving, seeing Billboards and Signs representing 35.1% of all Time
Spent with Ad-Supported Out-of-Home Media.
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908,219 or 90.9% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow WASHINGTON CAPITALS

spend an average of 59.1 minutes per day driving, seeing Billboards and Signs representing 37.8% of all
Time Spent with Ad-Supported Out-of-Home Media.
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Out-of-Home Media: Adults 18 or older
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| 1,836,306 or 87.2% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow CHICAGO
BLACKHAWKS spend an average of 65.1 minutes per day driving an average of 37.9 miles each day
and are 57.2% more likely to use US 83 than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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1,290,848 or 93.7% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow MINNESOTA
WILD spend an average of 67.7 minutes per day driving an average of 39.4 miles each day and are
28.2% more likely to use |1-694 west of I-35W than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older Top-26 Residential Zip Codes: Adults 18 or older Top-26 Employment Zip Codes: Adults 18 or older
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1,059,237 or 92.8% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow ST. LOUIS BLUES
spend an average of 65.1 minutes per day driving an average of 37.9 miles each day and are 37.5%
more likely to use Poplar Street Bridge than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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1,289,578 or 92.3% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow SEATTLE KRAKEN
spend an average of 47.2 minutes per day driving an average of 27.5 miles each day and are 78.6%
more likely to use Narrows Bridge than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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Top-26 Residential Zip Codes: Adults 18 or older
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908,219 or 90.9% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow WASHINGTON
CAPITALS spend an average of 59.1 minutes per day driving an average of 34.4 miles each day and
are 62.6% more likely to use Constitution Avenue than the Metro average

Top-26 Employment Zip Codes: Adults 18 or older
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829,494 or 39.4% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow CHICAGO
BLACKHAWKS read Local Daily Newspaper(s) (Daily+Sunday) for an average of 10.1 minutes every
day representing 38.4% of all time spent daily with All forms of Print Media

Avg. Week All Print ngewg‘ia (Persons & % Reach): Adults 18 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

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

All Local Weekly Newspapers
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Magazines
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New York Times (Daily+Sunday)

New York Times (Sunday)

‘Wall Street Journal (Daily)

New York Times (Daily)

USA Today (Daily)

Avg. Hours+Minutes/day with All
Print Media: Adults 18 or older
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Avg. Week All Print n'{lwen(’z'ia (Persons & % Reach): Adults 18 or older
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669,699 or 48.6% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow MINNESOTA WILD
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 10.3 minutes every day representing
37.6% of all time spent daily with All forms of Print Media.
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Local Daily Newspaper(s) (Daily+Sunday)
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All Local Weekly Newspapers

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

492,541 or 43.1% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow ST. LOUIS BLUES
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 9.7 minutes every day representing
33.3% of all time spent daily with All forms of Print Media.
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583,274 or 41.8% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow SEATTLE KRAKEN
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 9.5 minutes every day representing
32.5% of all time spent daily with All forms of Print Media.
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318,727 or 31.9% of Adults 18 or older who Watch/Stream/Attend/Listen/Follow WASHINGTON
CAPITALS read Local Daily Newspaper(s) (Daily+Sunday) for an average of 9.5 minutes every day
representing 34.8% of all time spent daily with All forms of Print Media
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Day Ad-Supported Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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