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3.8% or 7,458,059 of USA DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.
Typical Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos are 58.4 years old
(1.5% older than average) and have a $144,301 (18.7% higher than average) annual household income.
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[(((Own or rent residence (HHLD): Own AND (Number of vehicles (HHLD): 1:Vehicle OR Number of vehicles (HHLD): 2:Vehicles OR Number of vehicles (HHLD): 3:Vehicles OR Number of vehicles (HHLD): 4 or more: Vehicles)) AND Home/rent insurance-plan to switch provider next 12 mo(HHLD): Yes) AND Auto insurance - plan to switch provider next 12 mths (HHLD): Yes)]
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Typical Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos are 59. years old

c “I 5.1% or 278,800 of CHI DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.
(3.4% older than average) and have a $151,283 (34.6% higher than average) annual household income.
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2.9% or 119,188 of WDC DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.
Typical Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos are 57.4 years old

@ Percent of Market: Adults 35 or older ﬂ*Gender of Target vs. Market: Adults 35 or older
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3.5% or 113,713 of SEA DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.
Typical Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos are 58.9 years old
(3.8% older than average) and have a $147,889 (11.1% higher than average) annual household income.
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3.3% or 113,566 of PHX DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.
Typical Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos are 61.5 years old
(5.8% older than average) and have a $123,491 (9.7% higher than average) annual household income.
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Education Levels: Adults 35 or older
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3.8% or 7,458,059 of USA DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.
Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos are 22.4% more likely to
be a college graduate, 9.4% more likely to work full-time, 18.9% more likely to be married, 11.1% less

likely to be a grandparent of 1 or more children unde
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5.1% or 278,800 of CHI DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.
Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos are 24.2% more likely to
be a college graduate, 29.4% more likely to work full-time, 25.8% more likely to be married, 12.4% more
likely to be a grandparent of 1 or more children und
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2.9% or 119,188 of WDC DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.
Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos are 5.4% more likely to
be a college graduate, 7.8% less likely to work full-time, 16.4% more likely to be married, 31.5% less
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2114t b Stage in Life: Adults 35 or older
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3.5% or 113,713 of SEA DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.
Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos are 21.9% more likely to
be a college graduate, 9.5% less likely to work full-time, 16.1% more likely to be married, 27.5% more
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P
* "f Education Levels: Adults 35 or older
A\

Employment: Adults 35 or older

3.3% or 113,566 of PHX DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.
Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos are 19.8% more likely to
be a college graduate, 14.9% less likely to work full-time, 7.8% more likely to be married, 33.% less likely

to be a grandparent of 1 or more children under

b, A
(_)O Marital Status: Adults 35 or older
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who Plan to Switch and Bundle HOME+AUTO INS next 12mos mPHX
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College Graduate (4 year college) Blue Collar
Postgraduate Degree .0% Work From Home (most of the time or always)
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2114t b Stage in Life: Adults 35 or older
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[(((Own or rent residence (HHLD): Own AND (Number of vehicles (HHLD): 1:Vehicle OR Number of vehicles (HHLD): 2:Vehicles OR Number of vehicles (HHLD): 3:Vehicles OR Number of vehicles (HHLD): 4 or more: Vehicles)) AND Home/rent insurance-plan to switch provider next 12 mo(HHLD): Yes) AND Auto insurance - plan to switch provider next 12 mths (HHLD): Yes)]



3.8% or 7,458,059 of USA DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos
Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos are 32.1% more likely to
own their home, 5.3% more likely to own a higher valued home, 16.8% more likely to have a single-family
home, 25.5% more likely to have a dog.

m Own/Rent/Other:Adults 35 or olden mﬁm Type of Home:Adults 35 or older 4 ¢ Pets in Home:Adults 35 or older

Single Family House (unattached) 0% 45.5%
67.7%
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0,
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B sex
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- 20.0%
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i 25.7%
13.9% 8.8% 1.0%
0.0% B oo0x 33% N Apartment
[ 221,970 0 wxuowea 1,038,006 020N 71.7%
Rent Other OwnSecond Home | \Mobile Home or Manufactured | 2.5% Own other type of Pet
or Real Estate 4
Property Home I 3.4% B
¢ who Plan to Switch and Bundle HOME+AUTO INS next 12mos mUSA who Plan to Switch and Bundle HOME+AUTO INS next 12mos WUSA who Plan to Switch and Bundle HOME+AUTO INS next 12mos =USA
_
Value of Owned Home: Adults 35 or older \w g, Home Loans: Adults 35 or older

Aves Value of Owned Home:
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s 020 S545031 |

11.3%
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USA USA Projection Scarborough R1 2026: Jan25-Mar26 Qual Intab 731 o Loan Mortgages)
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home, 17.% more likely to have a dog.

: 5.1% or 278,800 of CHI DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.
Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos are 35.2% more likely to

own their home, 4.% more likely to own a higher valued home, 12.8% more likely to have a single-family

m Own/Rent/Other:Adults 35 or older m%& Type of Home:Adults 35 or older 4™ Pets in Home:Adults 35 or older
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wi, Home Loans: Adults 35 or older
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Mortgage Home Loan/Home Home/Property
Mortgage Improvement  Outright (No
Loan Mortgages)

[(((Own or rent residence (HHLD): Own AND (Number of vehicles (HHLD): 1:Vehicle OR Number of vehicles (HHLD): 2:Vehicles OR Number of vehicles (HHLD): 3:Vehicles OR Number of vehicles (HHLD): 4 or more: Vehicles)) AND Home/rent insurance-plan to switch provider next 12 mo(HHLD): Yes) AND Auto insurance - plan to switch provider next 12 mths (HHLD): Yes)]



: 2.9% or 119,188 of WDC DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.
Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos are 33.3% more likely to

own their home, .7% more likely to own a lower valued home, 15.% more likely to have a single-family
home, 11.6% more likely to have a dog.

m Own/Rent/Other:Adults 35 or older m%m Type of Home:Adults 35 or older 4™ Pets in Home:Adults 35 or older

65.2%

) Single Family House (unattached) 32.2%
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[(((Own or rent residence (HHLD): Own AND (Number of vehicles (HHLD): 1:Vehicle OR Number of vehicles (HHLD): 2:Vehicles OR Number of vehicles (HHLD): 3:Vehicles OR Number of vehicles (HHLD): 4 or more: Vehicles)) AND Home/rent insurance-plan to switch provider next 12 mo(HHLD): Yes) AND Auto insurance - plan to switch provider next 12 mths (HHLD): Yes)]



home, 46.3% more likely to have a dog.

: 3.5% or 113,713 of SEA DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.
Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos are 39.1% more likely to

own their home, 1.% more likely to own a lower valued home, 19.5% more likely to have a single-family

m Own/Rent/Other:Adults 35 or older m%& Type of Home:Adults 35 or older 4™ Pets in Home:Adults 35 or older
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[(((Own or rent residence (HHLD): Own AND (Number of vehicles (HHLD): 1:Vehicle OR Number of vehicles (HHLD): 2:Vehicles OR Number of vehicles (HHLD): 3:Vehicles OR Number of vehicles (HHLD): 4 or more: Vehicles)) AND Home/rent insurance-plan to switch provider next 12 mo(HHLD): Yes) AND Auto insurance - plan to switch provider next 12 mths (HHLD): Yes)]



home, 2.6% less likely to have a dog

. 3.3% or 113,566 of PHX DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.
Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos are 31.7% more likely to

own their home, 13.5% more likely to own a higher valued home, 6.5% more likely to have a single-family

m Own/Rent/Other:Adults 35 or older m%ﬁ Type of Home:Adults 35 or older 4™ Pets in Home:Adults 35 or older
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wi, Home Loans: Adults 35 or older

Home Refinanced Home Equity Oown
Mortgage Home Loan/Home Home/Property
Mortgage Improvement  Outright (No
Loan Mortgages)

[(((Own or rent residence (HHLD): Own AND (Number of vehicles (HHLD): 1:Vehicle OR Number of vehicles (HHLD): 2:Vehicles OR Number of vehicles (HHLD): 3:Vehicles OR Number of vehicles (HHLD): 4 or more: Vehicles)) AND Home/rent insurance-plan to switch provider next 12 mo(HHLD): Yes) AND Auto insurance - plan to switch provider next 12 mths (HHLD): Yes)]



3.8% or 7,458,059 of USA DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.
Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos are 2.7% less likely to look
up D-I-Y advice online, 5.6% more likely to always vote in local elections, 35.5% more likely to belong to a
gym, 22.% more likely to fly domestic past

al Activity: Adults 35 or older

43.0% k& 125.2%
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5.1% or 278,800 of CHI DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.
Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos are 9.6% less likely to look
up D-I-Y advice online, 4.2% less likely to always vote in local elections, 7.3% less likely to belong to a gym,

28.2% more likely to fly domestic past
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2.9% or 119,188 of WDC DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.
Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos are 19.4% less likely to
look up D-I-Y advice online, 26.7% more likely to always vote in local elections, 146.4% more likely to
belong to a gym, 18.3% more likely to fly domestic p

. -
-,_
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3.5% or 113,713 of SEA DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.
Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos are 18.8% less likely to
look up D-I-Y advice online, 9.% more likely to always vote in local elections, 3.9% less likely to belong to a
gym, 34.2% more likely to fly domestic past
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3.3% or 113,566 of PHX DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.
Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos are 6.6% more likely to
look up D-I-Y advice online, 8.% less likely to always vote in local elections, 6.5% less likely to belong to a
gym, 13.4% more likely to fly domestic past y

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

Political Activity: Adults 35 or older
a1 6 o,
Registered to Vote Democrat/Lean  Republican / Lean Independent / None
(In District of Residence) Democrat Republican of These
Presidenta Elections: Always
Presidential Elections: i r
= —
ﬂ il B ol o ol = ol e wE -E S
& iy
Elections: S &Sﬂ
Health Redpes/ Restaurant  Do-t-younse¥  Medical  Online Phone  Home/ Fitness/Diet  Apparel / Religion /b Search/ Take Online  Genealogy ﬂﬂlwlll Education Career Homework  Parenting/ ing
Information Mesl Pl information / A Services/  [videocall Gardenideas Information Beauty ideas Spirituaiity Post class. i {Research  Devel T Your Family ads (snapfish, s 7 .
e ot e S PN SR, PR, T £ oA Local Elections: Always
B~ inirng el Local Elections: Sometimes
# who Plan to Switch and Bundle HOME+AUTO INS next 12mos W PHX = who Plan to Switch and Bundle HOME+AUTO INS next 12mos mPHX

C
@ﬂ Top-30 past 12-months Active Lifestyle Activites: Adults 35 or older \M Past 12-months Domestic Airline Trips: Adults 35 or older

. 36 32.1%
Awip 509 465 14.9%
7.4%
2 trips 12.2%
2.4%
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.. W500MN 4.0%
4trips FECSTINNN 5.3%
.. 220 5.5%
59trips pyreTe 13.1%
" 100 s LR O i s e e
i i L Rl 208,167 Avg. # Domestic Flights:
0% 2% 23% 2.5%
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Cooking  Vegetables) Gym Progmm  eduation or Relative Isx,
Marathon,
m who Plan to Switch and Bundle HOME+AUTO INS next 12mos mPHX -l

PHX DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 72
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

[(((Own or rent residence (HHLD): Own AND (Number of vehicles (HHLD): 1:Vehicle OR Number of vehicles (HHLD): 2:Vehicles OR Number of vehicles (HHLD): 3:Vehicles OR Number of vehicles (HHLD): 4 or more: Vehicles)) AND Home/rent insurance-plan to switch provider next 12 mo(HHLD): Yes) AND Auto insurance - plan to switch provider next 12 mths (HHLD): Yes)]



Past 30-days QSR Users: Adults 35 or older
—
o

= who Plan to Switch and Bundle HOME+AUTO INS next 12mos

Total Monthly QSR Users:
89.9%

1 time

2 times

3 times

4 times

5 times

6-9times

10times or more

musa

Avg. Monthly QSR Meals:

Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS
QSRs past mo., 15.6% more likely to use Sit-Down Restaurants past
past yr., 16.9% less likely to smoke cigarettes.

3.8% or 7,458,059 of USA DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.

next 12mos are 9.2% more likely to use
mo., 1.3% more likely to use Casinos

Past 30-days Sit-Down Restaurant Users. Adults 35 or older

Drank Past 30-days. Adults 35 or o!der

Any Type of Beer

_'

Liquor
Wine
Domestic Regular Beer

Domestic Light Beer

Imported Beer o - v
: 14.2% i
Microbrew / Craft Beer 1.796 i
# who Plan to Switch and Bundle HOME+AUTO INS next 12mos mUSA

USA USA Projection Scarborough R1 2026: Jan25-Mar26

Qual intab

Top-10 Cuisines: Adults 35 or older

q (Sit-Down Restaurants Used Past 30-days)
¢ time 17.3% -
s
3 times 11. 9%
i
o Eih
% . eian chw oo mie o Whps Swdess Sl Uk e
- cmmm s.msnaz
10times or more 6%
= who Plan to Switch and Bundle HOME+AUTO INS next 12mos mUSA = who Plan to Sitchand Bundk s mUsA
Total Monthly Sit-Down R Users:  Avg. Monthly Sit-Down R ant Meals: Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
83.6% 72.3% wha Plan to Switch and Bundle HOME+AUTO INS next... GaSi M 13.8%

(XM 30,567,661

15.6%

Past 12 months Casmo Activities: Adults 35 or older
Slot Machines

Table Games (Craps, Poker, etc.) prewees

14894 ljﬂ
o impl

Bar / Nightclub
Upscale Restaurant
Stage Show / Concert
Sports Betting

Spa

Other Gambling Casinos visited past 12

‘ 1%

Used Past 30-days: Adults 35 or older

%

= who Plan to Switch and Bundle HOME+AUTO INS next 12mos

mUSA
731
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30-days QSR Users: Adults 35 or older

Past

1 time

g
2 times

3 times

12.8%

4 times

5 times

6-9times

5.1% or 278,800 of CHI DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.
Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos are 9.6% more likely to use
QSRs past mo., 12.% more likely to use Sit-Down Restaurants past mo., 9.1% less likely to use Casinos past

yr., 21.7% less likely to smoke cigarettes.

Past 30-days Sit-Down Restaurant Users: Adults 35 or older

4 1time ~16.8%
2 times 16.1%
3 e | T
4 mes
e

Top-10 Cuisines: Adults 35 or older

(Sit-Down Restaurants Used Past 30-days)

II'i'lihi@

Puza  Chinese  maian  Coffee  wings/ Bagel/ Steskhouse upscale  Seafood
House/ Burgers/ Dont/
Gofflee Bar Sports Bar  Bakery

mexican

= who Plan to Switch and Bundle HOME+AUTO INS next 12mos BCHI

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
wha Plan to Switch and Bundle HOMEAUTO INS next.. 16.9%

(e BN 238,823 16.3%

= who Plan to Switch and Bundle HOME+AUTO INS next 12mos ECHI = who Plan to Switch and Bundle HOME+AUTO INS next 12mos = CHI
Total Monthly QSR Users: Avg. Monthly QSR Meals: Total Monthly Sit-Down Re Users:  Avg. Monthly Sit-Down R ant Meals:
Drank Past 30-days: Adults 35 or older Past 12 months Casino Activities: Adults 35 or older
Aoy Typa of Saer slot Machines
Tl s o P, )
e R/ Mginchoh
Imported Beer Stage Show / Concert

Domestic Regular Beer

3
Lo}

= who Plan to Switch and Bundle HOME+AUTO INS next 12mos

Domestic Light Beer

- ¥
| |

Microbrew / Craft Beer

uCHI

DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab

CHI
All Graphs and HBIAI

.5%
& 1.4%
4.3%
145.296
2,

35
%

Sports Betting
Spa
P i 1762566
Other Gambling gm0 Casinos visited past 12 hs: Yes

Used Past 30-days: Adults 35 or older

Cigarettes

i / Cannabis

w who Plan to Switch and Bundle HOME+AUTO INS next 12mos mCHI
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30-days QSR Users: Adults 35 or older
1time %
R

Past

2 times

3 times

14.4%
2.2%
m.o%

# who Plan to Switch and Bundle HOME+AUTO INS next 12mos

4 times

5 times

6-9times

10 times or more

mWDC

use QSRs past mo., 26.9% more likely to use Sit-Down Restaurants
Casinos past yr., 26.5% less likely to smoke cigarettes.

2.9% or 119,188 of WDC DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.
Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos are 11.5% more likely to

past mo., 22.5% more likely to use

1time 15.8%

2 times

3 times

4 times

...
M
F

sunes

F

6 -9 times

10 times or more F

w who Plan to Switch and Bundle HOME+AUTO INS next 12mos

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)

Iiiihkhlhm

Chinese  Paza  Mexican  talan  Coffee  Bagel/ Steskhouse Upscale Seafood  Wings/
House/  Donut/ Burgers
Coffee Bar  Bakery ‘sparts Bar

= who Plan to Switch and Bundle HOME+AUTO INS next 12mas =WDC

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Plan to Switch and Bundie HOME+AUTO INS next... 11.9%

woc Bl 21.3%

mWDC
Total Monthly QSR Users: Avg. Monthly QSR Meals: Total Monthly Sit-Down Re Users:  Avg. Monthly Sit-Down Restaurant Meals:
w2 82.7% 93.1% 73.4%
Drank Past 30-days: Adults 35 or older L Past 12 months Casino Activities: Adults 35 or older
Ay Type of Beer  REREEES S - Table Games (Craps, Poker, et
wine Sl o e
Imported Beer Upscale Restaurant ;‘ma‘sn 7.5% E
Domestic Regular Beer Stage Show / Concert 6.2% 9
Domestic Light Beer - v
Microbrew / Craft Beer 06798 12.0%19'5% i
= who Plan to Switch and Bundle HOME+AUTO INS next 12mos EWDC
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Sports Betting
Spa
. 00.0% :
Other Gambling 1.5% Casinos visited past 12 months: Yes
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Past 30-days QSR Users: Adults 35 or older

o e
—r
™

3 times
10.4%

4 times

10times or more

= who Plan to Switch and Bundle HOME+AUTO INS next 12mos

ESEA

Total Monthly QSR Users: Avg. Monthly QSR Meals:
91.7%

78.1%

3.5% or 113,713 of SEA DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.

Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS

use QSRs past mo., 10.1% more likely to use Sit-Down Restaurants past mo., 3.1% less likely to use Casinos

past yr., 44.1% less likely to smoke cigarettes.

next 12mos are 17.4% more likely to

Past 30-days Sit-Down Restaurant Users: Adults 35 or older
€

1time 18.0%

2 times
3 times
4 times 3 5%
5 times

6 -9 times

10times or more

4 0%
= who Plan to Switch and Bundle HOME+AUTO INS next 12mos

Total Monthly Sit-Down Re Users:  Avg. Monthly Sit-Down R ant Meals:
76.5% 69.5%

n“

uSEA

Drank Past 30-days. Adults 35 or older

Liquor

Any Type of Beer

Wine

Imported Beer
Domestic Regular Beer
Microbrew / Craft Beer

Domestic Light Beer

# who Plan to Switch and Bundle HOME+AUTO INS next 12mos

ESEA

DMA Scarborough R1 2026: Mar25-Mar26 Qual Intab

Top-10 Cuisines: Adults 35 or older

(Sit-Down Restaurants Used Past 30-days)
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=who Plan to Switch and Bundle HOME+AUTO INS next 12mos mSEA

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
wha Plan to Switch and Bundle HOMEAUTO INS next.. 14.9%

CZW 516,880 15.8%

Past 12 months Casino Activities: Adults 35 or older
Slot Machines
Table Games (Craps, Poker, etc.)

Upscale Restaurant

341,865 10. 5% s
S —— ———
Bar / Nightclub

i 3

Sports Betting

Spa
1353 883

hs: Yes

Other Gambling

B -

Casinos visited past 12

Used Past 30-days: Adults 35 or older

i / Cannabis
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3.3% or 113,566 of PHX DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.
Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos are 16.4% more likely to
use QSRs past mo., 23.2% more likely to use Sit-Down Restaurants past mo., 20.5% less likely to use Casinos
past yr., 42.2% less likely to smoke cigarettes.

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)
8 o iime ey

Iihiiﬁlhhh

I 1time
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3times
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4 times 4 times

5 times 5 times
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t
Z |
Liquor Table Games (Craps, Poker, etc.) ML
-o-ie ‘
Wine Upscale Restaurant —
Domestic Light Beer Bar / Nightclub
Imported Beer Stage Show / Concert 49.8%
Domestic Regular Beer Sports Betting
Microbrew / Craft Beer Other Gambling
1701230 8 :
Spa Casinos visited past 12 months: Yes Marijuana / Cannabis Cigarettes
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E“ﬁ?‘mwestme'm.'s Owned: Adults 35 or older

401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

Bonds

Other (Crypto / NFTs / Metals, etc.)

3.8% or 7,458,059 of USA DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.
Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos are 30.4% more likely to

have a 401K, 40.8% more likely to have an Auto Loan, 65.% more likely to Invest/Trade Stocks Online, 9.6%
more likely to pay with their Debit Card.

1,858,/ 24.9%
BRI 16.0%
1,281 17.2%
21,9435 TR
13.9%
2 10.7%

Adults 35 or older

N d Financial Services Has and/or Uses:
|

9.8% 10.8%
6% %% gy

x Wem iwm Wl

Sz 1 e

13.9% - . . . s Il
Second Home or Real Estate Property T a% Checking Debitor ATM  Savings  CreditCard  Online  Online Bill Certificates of Personal Loan Studentloan Refinanced  Home
Account card Account Banking Paying Banking Market  Deposit (CDs) Home Improvement
N 12.1% Account Mortgage Loan or Home
529 Plan / College Savings Plan m«'% Equity toan
® who Plan to Switch and Bundle HOME+AUTO INS next 12mos. mUSA ® who Plan to Switch and Bundle HOME+AUTO INS next 12mos HUSA
Professional Services Used*: Adults 35 or older |m'Past 3-Months Payment Methods Used: Adults 35 or older
Tax Preparation Service 4’41'2'“0;6'2“ 22.5% ——
Finandal Panner Py
Online Investing / Stock Trading
225,32 16.4%
& , 18.4
Insurance Agent ata Local Office (not online) - P rErrs oo D%. .
. 10.3%
Estate Planning M 10.1%
16.7%CE 5.5% 3.8%
i 6.5% 3. 12%
al Estate Agent 33 L..... QU L ! " .. g . ! N ...
10.8% (*Past 12 Months) visa PayPal  DebitCard MasterCard Zelle Venmo  ApplePay CashApp GooglePay StoreCredit American  Discover SquareCash  Facebook —Samsung Pay
Divorce / Family Attormey l : _A'D* Card Express Messenger
® who Plan to Switch and Bundle HOME+AUTO INS next 12mos. W USA % who Plan to Switch and Bundle HOME+AUTO INS next 12Zmos HUSA
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5.1% or 278,800 of CHI DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.
Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos are 32.8% more likely to

have a 401K, 70.9% more likely to have an Auto Loan, 131.2% more likely to Invest/Trade Stocks Online, 4.9%
less likely to pay with their Debit Card.

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

401K Plan
IRA (Individual Retirement Account)

Stocks or Stock Options

91,3 32.8%
Mutual Funds
23.1%
Money Market Funds m
15.9%
Bonds (RPN v

Other (Crypto / NFTs / Metals, etc.) M 164%

57% 4.9% o 7% A% 37

) S e o " | oo e -
529 Plan / College Savings Plan M 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
15.3% Account Mortgage Loan or Home
Second Home or Real Estate Property m Equity toan
= who Plan to Switch and Bundle HOME+AUTO INS next 12mos ECHI ® who Plan to Switch and Bundle HOME+AUTO INS next 12mos HCHI

Professional Services Used *: Adults 35 or older |m'Past 3-Months Payment Methods Used: Adults 35 or older

Tax Preparation Service

Financial Planner

Online Investing / Stock Tradil F
e/ % 695,625 12.7%
Insurance Agent at a Local Office (not online) r
Accountant 14.5%
10.6%
. 12.9%
e [

23% sy S s
Real Estate Agent sy "0 : | 1 w B I o e [ — e
N 148.5% (*Past 12 Months) PayPal Zelle MasterCard  Debit Card Venmo Apple Pay  Google Pay L Cash App  Store Credit  American  Square Cash  Facebook Samsung Pay
Divorce / Family Attormey E o.6% Card Express Messenger
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Investments Ow

2,069,867 50.2%

401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

529 Plan / College Savings Plan
Bonds

Other (Crypto / NFTs / Metals, etc.)

Second Home or Real Estate Property

# who Plan to Switch and Bundle HOME+AUTO INS next 12mos

1,733,972 42.0%

1,286,376 31.2%
50,261 42.2%
874,521 21.2%
43.0%
18.0%
A7 14.7%
551,855 13.4%
34.6%
11.5%

2 10.9%
[T 11.2%

11.4%
i 9.7%

2.9% or 119,188 of WDC DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.

Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos are 21.6% more likely to

have a 401K, 19.1% less likely to have an Auto Loan, 23.9% more likely to Invest/Trade Stocks Online, 2.9%
more likely to pay with their Debit Card.

ned: Adults 35 or older

mWDC

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

13.5%

v

8.3%
il 1. a5y 6.5%

Auto Loan  Certificates of Personal Loan Refinanced

Mobile

Checking  Debit or ATM Credit Card Online Online Bill Money Student loan
Account card Account Banking Paying Banking Mortgage Market Deposit (CDs) Home
Account Morigage
® who Plan to Switch and Bundle HOME+AUTO INS next 12mos EWDC

Savings

Professional Services Used*: Adults 35 or older

Tax Preparation Service

Financial Planner

Online Investing / Stock Trading

Accountant

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

Real Estate Agent

Divorce / Family Attormey

% who Plan to Switch and Bundle HOME+AUTO INS next 12mos.

MA

Scarborough R1 2026: Mar25-Mar26

885,321 5%

655,168

7, 23.1%
418,791 10.1%

15 5.2%
i 4
12.
T 3.9%
4.4%
ool 3.6%

B\ Past 3-Months Payment Methods Used: Adults 35 or older

GooglePay  American

Cash App

2 3 s a0 car
MasterCard  Debit Card Venmo Apple Pay

visa

2 0.6% (*Past 12 Months) Zelle paypal Store Credit
0.8% Express Card
®WDC ¥ who Plan to Switch and Bundle HOME+AUTO INS next 12mos EmWDC

Qual Intab
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3.5% or 113,713 of SEA DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.
Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos are 26.4% more likely to
have a 401K, 29.% more likely to have an Auto Loan, 7.3% more likely to Invest/Trade Stocks Online, 5.%
more likely to pay with their Debit Card.

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

e

IRA (Individual Retirement Account)
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3.3% or 113,566 of PHX DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.
Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos are 32.1% more likely to

have a 401K, 11.5% more likely to have an Auto Loan, 57.% more likely to Invest/Trade Stocks Online, 19.7%
more likely to pay with their Debit Card.

ﬂﬂlnvestments Owned: Adults 35 or older Financial Services Has and/or Uses: Adults 35 or older
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“"Current Carriers Used for Home and/or Auto Insurance”

P35+ who Plan to Switch Carriers and Bundle Home & Auto Insurance in the next 12
months (Current Home and/or Auto Insurers Planning to Switch from)
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& — "Current Carriers Used for Home and/or Auto Insurance”

P35+ who Plan to Switch Carriers and Bundle Home & Auto Insurance in the next 12
months (Current Home and/or Auto Insurers Planning to Switch from)
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"Current Carriers Used for Home and/or Auto Insurance”

P35+ who Plan to Switch Carriers and Bundle Home & Auto Insurance in the next 12
months (Current Home and/or Auto Insurers Planning to Switch from)
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"Current Carriers Used for Home and/or Auto Insurance”

P35+ who Plan to Switch Carriers and Bundle Home & Auto Insurance in the next 12
months (Current Home and/or Auto Insurers Planning to Switch from)
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"Current Carriers Used for Home and/or Auto Insurance”

P35+ who Plan to Switch Carriers and Bundle Home & Auto Insurance in the next 12
months (Current Home and/or Auto Insurers Planning to Switch from)
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Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend an average of 3 days, 14 hours,
51 minutes and 3 seconds each week with All Forms of Media.

85.8% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend an avg. of 10 hours and 13 minutes each
week listening to All Local AM/FM Radio, representing 10.1% of total time spent with all forms of Media.

EXv.o
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Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend an average of 3 days, 13 hours,
16 minutes and 45 seconds each week with All Forms of Media.

90.1% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend an avg. of 10 hours and 6 minutes each
week listening to All Local AM/FM Radio, representing 10.7% of total time spent with all forms of Media.
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Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend an average of 2 days, 15 hours,

4 minutes and 46 seconds each week with All Forms of Media.

76.8% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend an avg. of 11 hours and 14 minutes each|
week listening to All Local AM/FM Radio, representing 13.7% of total time spent with all forms of Media.
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Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend an average of 3 days, 20 hours,

48 minutes and 31 seconds each week with All Forms of Media.

91.4% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend an avg. of 9 hours and 44 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 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend an average of 3 days, 0 hours,
39 minutes and 16 seconds each week with All Forms of Media.

71.7% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend an avg. of 9 hours and 54 minutes each
| week listening to All Local AM/FM Radlio, representing 9.8% of total time spent with all forms of Media.
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| Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend an average of 2 days, 18 hours,

27 minutes and 10 seconds each week with All Forms of Ad-Supported Media.

79.6% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend an avg. of 9 hours and 3 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 10.8% of total time spent with all forms of Ad-Supported Media.
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Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend an average of 2 days, 16 hours,
57 minutes and 7 seconds each week with All Forms of Ad-Supported Media.

83.4% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend an avg. of 9 hours and 6 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 11.7% of total time spent with all forms of Ad-Supported Media.
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Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend an average of 2 days, 1 hours, 2
minutes and 53 seconds each week with All Forms of Ad-Supported Media.
73.% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend an avg. of 10 hours and 41 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 15.9% of total time spent with all forms of Ad-Supported Media.
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| Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend an average of 2 days, 22 hours,

20 minutes and 10 seconds each week with All Forms of Ad-Supported Media.

84.% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend an avg. of 8 hours and 6 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 9.7% of total time spent with all forms of Ad-Supported Media.
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| Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend an average of 2 days, 10 hours,

10 minutes and 58 seconds each week with All Forms of Ad-Supported Media.

67.7% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend an avg. of 9 hours and 19 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 10.9% of total time spent with all forms of Ad-Supported Media.
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Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend an average of
9 hours and 29 minutes each day with All Forms of Ad-Supported Media. 79.6% listen to Local
AM/FM Radio for an avg. of 77.6 minutes/day. (Local Radio delivers 10.8% 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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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 who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend an average of
7 hours and 0 minutes each day with All Forms of Ad-Supported Media. 73.% listen to Local AM/FM
Radio for an avg. of 91.7 minutes/day. (Local Radio delivers 15.9% 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 who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend an average of
10 hours and 2 minutes each day with All Forms of Ad-Supported Media. 84.% listen to Local AM/FM
Radio for an avg. of 69.5 minutes/day. (Local Radio delivers 9.7% of Time with Ad-Supported Media.)
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" Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend an average of
8 hours and 18 minutes each day with All Forms of Ad-Supported Media. 67.7% listen to Local
AM/FM Radio for an avg. of 80. minutes/day.(Local Radio delivers 10.9% of Time with Ad-Supported Medla)
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- 5,935,835 or 79.6% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next
12mos listen to Ad-Supported Local AM/FM Radio for an average of 77.6 minutes every day
representing 38.3% of all time spent daily with Ad-Supported Audio.
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- 232,618 or 83.4% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
listen to Ad-Supported Local AM/FM Radio for an average of 78. minutes every day representing
40.7% of all time spent daily with Ad-Supported Audio.
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- 86,979 or 73.% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
listen to Ad-Supported Local AM/FM Radio for an average of 91.7 minutes every day representing
43.1% of all time spent daily with Ad-Supported Audio.
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95,472 or 84.% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
listen to Ad-Supported Local AM/FM Radio for an average of 69.5 minutes every day representing
37.% of all time spent daily with Ad-Supported Audio.
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- 76,851 or 67.7% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
listen to Ad-Supported Local AM/FM Radio for an average of 80. minutes every day representing
48.9% of all time spent daily with Ad-Supported Audio.
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5,935,835 or 79.6% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next
12mos listen to Ad-Supported Local AM/FM Radio for an average of 77.6 minutes every day
representing 38.3% of all time spent daily with Ad-Supported Audio.
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232,618 or 83.4% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
listen to Ad-Supported Local AM/FM Radio for an average of 78. minutes every day representing
40.7% of all time spent daily with Ad-Supported Audio.
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86,979 or 73.% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
listen to Ad-Supported Local AM/FM Radio for an average of 91.7 minutes every day representing
43.1% of all time spent daily with Ad-Supported Audio.
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95,472 or 84.% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
listen to Ad-Supported Local AM/FM Radio for an average of 69.5 minutes every day representing
37.% of all time spent daily with Ad-Supported Audio.
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76,851 or 67.7% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
listen to Ad-Supported Local AM/FM Radio for an average of 80. minutes every day representing
48.9% of all time spent daily with Ad-Supported Audio.
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5,935,835 or 79.6% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Hot AC, Country,
Classic Hits, and Pop Contemporary Hit Radio.
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Adult Alternative, Pop Contemporary Hit Radio, and Country.

232,618 or 83.4% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos

Album
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86,979 or 73.% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos listen
to Ad-Supported Local AM/FM Radio. The Top-5 Formats are News/Talk/Information, All News, Adult
Contemporary, Classic Hits, and Alternative.
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95,472 or 84.% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos listen
to Ad-Supported Local AM/FM Radio. The Top-5 Formats are All Sports, Active Rock, Adult Hits, Pop
Contemporary Hit Radio, and Alternative.
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Local AM/FM Radio Formats (Persons & % Reach): Adults 35 or older Local AM/FM Radio Formats (% Time Spent & Avg. Mmutes/day Spent): Adults 35 or older
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76,851 or 67.7% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos listen
to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Country, Hot AC, Adult Contemporary,
Classic Hits, and Pop Contemporary Hit Radio.
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5,311,491 or 71.2% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next
12mos watch Ad-Supported Local TV Stations for an average of 124. minutes every day representing
30.8% of all time spent daily with Ad-Supported Video.

Avg. Day All Video (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older

Local TV Stations
134.3

Non-Premium Cable TV
Networks
115.9

Amazon
Prime/IMDb/
FireTV...

Netflix
35.5

Apple
TV+,fu
bo,Plu

YouTube
Video
305 - to,T...

Roku | Hul | Para | Pea

+The U/ m... CO...

Roku | Hul [ i
Cha... [V Dis... 115

Local TV Stations
125.0

Non-Premium Cable TV Networks
103.6

Premitl AppleT
Netflix m V+ fu...
256 Cable...

YouTube
Video
218

Roku +
The...

Amaz
on
Prime
/IMD
b/Fir

@

Hulu/
Hul...

Dis...

® who Plan to Switch and Bundle HOME+AUTO INS next 12mos

HUSA

Avg. Week Ad-Supported Video (Persons & % Reach): Adults 35 or older Avg. Day Ad-Supported Video (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older

Total Persons: % Time Spent:

Local TV Stations LAl 68.2%
Non-Premium Cable TV... m 62.3% 28.5%)

Amazon Prime/IMDb/FireTV m—m— (1353
YouTube Video _;m' (o 2|
TikTok P 5o Amazon
Hulu/Hulu + Live TV (any Hulu) Mm 2.7% Non-Premium Cable TV Prime/IMDb/ Non-Premium Cable TV PI:::::,::I
AppleTV+fubo, Pluto, Tubi, ete.  [HSZIELE Lo iB%w e Networks FireTV Networks Db/FireTV
Peacock Mm Avg. Hours+Minutes/day with Ad- m 1049 =R 98.2 453
14,4 Supported Video: Adults 35 or older
Paramount+ 8 A i
) m Netflix Roku... Ne i Hul R
st PARIT R ore..

Roku + The Roku Channel

= s
[ 331 et Tia%

Disney+

YouTube
Video

Local TV Stations
124.0

Hulu/...

Local TV Stations
118.6

Premium Cable TV Networks

who Plan to Switch and

Bundle HOME+AUTO INS

next 12mos
# who Plan to Switch and Bundle HOME+AUTO INS next 12mos WUSA

YouTube ~ Hii
Video X

21.4 1... TikT...

u/H o
ul... k

Para...

= who Plan to Switch and Bundle HOME+AUTO INS next 12mos

mUSA

USA USA Projection Scarborough R1 2026: Jan25-Mar26 Qual Intab 731
All Graphs and soefa.ai Data Modeling Copyright @ 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

® Share of Everything
so _al for Anything _

[(((Own or rent residence (HHLD): Own AND (Number of vehicles (HHLD): 1:Vehicle OR Number of vehicles (HHLD): 2:Vehicles OR Number of vehicles (HHLD): 3:Vehicles OR Number of vehicles (HHLD): 4 or more: Vehicles)) AND Home/rent insurance-plan to switch provider next 12 mo(HHLD): Yes) AND Auto insurance - plan to switch provider next 12 mths (HHLD): Yes)]



Avg. Week A{Lﬂlﬁggo (Persons & % Reach): Adults 35 or older

Local TV Stations
Non-Premium Cable TV...

211,981 or 76.% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
watch Ad-Supported Local TV Stations for an average of 143.8 minutes every day representing 35.%
of all time spent daily with Ad-Supported Video.
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80,309 or 67.4% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
watch Ad-Supported Local TV Stations for an average of 49.4 minutes every day representing 24.5%
of all time spent daily with Ad-Supported Video.
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66,123 or 58.1% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
watch Ad-Supported Local TV Stations for an average of 127.5 minutes every day representing 26.6%
of all time spent daily with Ad-Supported Video.
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73,075 or 64.3% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
watch Ad-Supported Local TV Stations for an average of 98.6 minutes every day representing 26.%
of all time spent daily with Ad-Supported Video.

Avg. Day All Video (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older

Avg. Week Alrlwlfideo (Persons & % Reach): Adults 35 or older

Local TV Stations = o 67 29

% Time spent:

78 56

Premiu Amazon

Non-Premium Cable TV...
Amazon Prime/IMDb/FireTV  |GHAgRH - m Cable PAmE/IMDDY
. v [FireTV... 24.4
Netfix i 7 g% Networ :
vouTube video O 2 Ve o =
Roku + The Roku Channel  [FiFFIFCR T 1O = Cable TV Video
AppleTV+fubo,Pluto, Tubi, etc.  PPE0TT T —T 7 R — &5 Networ... 200
Hulu/Hulu + Live TV (any Hulu) SV I —T Video:Adullx 15/aGoldes (5o ] e
a3 e % YouTube Video = Prime/IMD Roku + Hulu/ Para
TikTok SR E— 5 i | 341 b/FireTV... Non- The.  Huli. m..
Paramount+ m Non-Premium Premium
Disnays m Cable TV AP, Local TV Cable TV ) Di
ok e - = Networks Netflix OR Uk e Stations Networks AppleT '
Peacock ; e o Susnd (5 0 | 144.0 323 XU 105.9 96.1 Vi fu..
Premium Cable TV Networks  FSTHCEy I I 15.3% et s (oo |

® who Plan to Switch and Bundle HOME+AUTO INS next 12mos ® who Plan to Switch and Bundle HOME+AUTO INS next 12mos mPHX

Avg. Week Ad-Supported Video (Persons & % Reach): Adults 35 or older Avg. Day Ad-Supported Video (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older

Total Persons: % Time Spent:

Local TV Stations 66,4%
Non-Premium Cable TV... M 64.7%
Amazon Prime/IMDb/FireTV [z 43

= PHX

YouTube Video N e T
TikTok I e — v

Amazon
Prime/IMD
b/FireTV
56.6

Amazon
Prime/IMD

Hulu/Hulu + Live TV (any Hulu)
AppleTV+ fubo,Pluto, Tubi, ete.

o —

Non-Premium Cable TV

Local TV Stati
oca ations NN

b/FireTV

Paramount+ I Ry Avg. Hours+Minutes/day with Ad- 98.6 S50 476
Paacock m -FK"I Supported Video: Adults 35 or older 2 2
i 061 % Roku Netflix
Netflix 3 Net
e T, A ok ol

YouTube flix
Video 10.

YouTube
Video

Non-Premium Cable
TV Networks

5:11
= e

P —

Roku + The Roku Channel Roku

Cha... A...

Local TV Stations
Hulu...

o]
%
6%
%
0

Disney+ N — 7 5% . 1363 329 101.8 18.7 4
Premium Cable TV Networks _ g:% BT,;::OM,;:::?::S Frx
next 12,
# who Plan to Switch and Bundle HOME+AUTO INS next 12mos u PHX # who Plan to Switch and Bundle HOME+AUTO INS next 12mos  PHX

® Share of Everything

PHX DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 72
All Graphs and soefo.oi Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

[(((Own or rent residence (HHLD): Own AND (Number of vehicles (HHLD): 1:Vehicle OR Number of vehicles (HHLD): 2:Vehicles OR Number of vehicles (HHLD): 3:Vehicles OR Number of vehicles (HHLD): 4 or more: Vehicles)) AND Home/rent insurance-plan to switch provider next 12 mo(HHLD): Yes) AND Auto insurance - plan to switch provider next 12 mths (HHLD): Yes)]



5,311,491 or 71.2% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next
12mos watch Ad-Supported Local TV Stations for an average of 124. minutes every day representing
30.8% of all time spent daily with Ad-Supported Video.

Weekly Avg. Hours+Minutes/day with Ad-Supported
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211,981 or 76.% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
watch Ad-Supported Local TV Stations for an average of 143.8 minutes every day representing 35.%
of all time spent daily with Ad-Supported Video.
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80,309 or 67.4% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
watch Ad-Supported Local TV Stations for an average of 49.4 minutes every day representing 24.5%
of all time spent daily with Ad-Supported Video.
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66,123 or 58.1% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
watch Ad-Supported Local TV Stations for an average of 127.5 minutes every day representing 26.6%
of all time spent daily with Ad-Supported Video.
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73,075 or 64.3% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
watch Ad-Supported Local TV Stations for an average of 98.6 minutes every day representing 26.%
of all time spent daily with Ad-Supported Video.
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Local TV Station Programs (Persons & % Reach): Adults 35 or older

(averoge week)

Total Peryons:

% rime spent:

' 5,311,491 or 71.2% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next
12mos watch Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Sports,
Comedies, Local News - Morning, Local News - Late, and Dramas.
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' 211,981 or 76.% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
watch Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Sports, Local
News - Morning, Local News - Late, Comedies, and Court Shows.

Local TV Station Programs (Persons & % Reach): Adults 35 or older
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' 80,309 or 67.4% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Dramas, Comedies,
Mystery/Suspense/Crime, Local News - Evening, and Movies.
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Local TVStatron Programs (Persons & % Reach): Adults 35 or older
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' 66,123 or 58.1% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Comedies, Local News -
Evening, Local News - Morning, Mystery/Suspense/Crime, and Food/Cookin
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' 73,075 or 64.3% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
watch Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Movies,
Comedies, Dramas, Late Night Talk, and Game Shows.
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[ 5,845,898 or 78.4% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next
12mos use Ad-Supported Social Media for an average of 122.2 minutes every day representing
19.6% of all time spent daily with Ad-Supported Digital Media.
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Total Persons:

% Time Spent:
search (Sooge, ing etc) e oy % |
s O — s S
8 19) ass
e T —— 2% schot Local v
e ' icdassals o (0.0 | S Streamin
) Social Media U':wedt Streaming Audio (Local OTT TV Streaming Services g
EmailfText/IM/Zoom,ete, (Personal & Work) mm et 132.8 Radio/ Podcasts/Streaming 127.9 457
) : ’ it Non= - 146.4 Email/Text/I fr-uTuhc,
el i /200 | vourueer e
Podcasts/Streamirg Services) o Avg. Hours+Minutes/day with o7 | Premium:Pr Qe Premium#pr | //Z0om.etc. e

- 1 i . erson
Games/Fontasy/Betting Sites m 57.2% Digital: Adults 35 or older 4% En:;;‘m (F’erf\;na\... : IO Gt (P\CA:;(‘M\ &
SR s Sreami.

ing (i i Searc | shopping Search | shopping ~ New
shappinginc. Food/huctions/Travelctc) PRSP T T OIS (Gooe! (...

Coneurrent 00g; (incl.... s/W

loslity SRk mm usage ¥: m Local TV — W.. Classes, ™| e, Bing, ea..

OTT TV Streaming Services Streaming e . Social Media Schools, etc.)
who Plan to Switch and : e
M Bm:!Ie H';MEMT;HS m 1771 47.4 137.4 Colleges,... 30.1 Games/... Ba..
Online Classes, Schools, Colleges, Universties [ SOB/TA e PR next 12mos <o |
= who Plan to Switch and Bundle HOME+AUTO INS next 12mos mUSA # who Plan to Switch and Bundle HOME+AUTO INS next 12mos B USA

Avg. Week Ad-Supported Digital (Persons & % Reach): Adults 35 or older Avg. Day Ad-Supported Digital (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older

Totol Persons:

sech (Google, B, etc)  [ERUISRE B 87.3%
. i “ Non-
i ‘ -
Sodeleta A P Radiof Podcasts/Streaming Local TV

) ) Radio/ Podcasts/Streaming Cable Services) Streaming
OTT TV Streaming Services m . 62.6% 17 48 Services) Streaming 845 43.4
shopping (incl. Food/Auctions/Travel, etc.) i ' OTT TV Streaming Services 174 46.3 . .
streaming Audio (Local Radiof Podcasts/Streaming 133.7 o Socﬂ;ﬂ:dm Nor
) (C;’m "e . Premium+Premi = YouTube/
a00gle, i
YouTube/TiKTok, etc. Avg. Hours+Minutes/day with Ad- ‘ Local TV YouTube/Ti | Bine um Cable TikTok,
Local TV Streaming Supported Digital: Adults 35 or older S"ii’;‘"g anr, o . tc.)’ Streaming... ;rg
i = 38.4 318 :
.} o ootz
Games/Fantasy/Betting Sites m m Email/Text/IM/ Shopping | News/ | B oom,etc. Shqpp\ ng News/
’ et x m _ ﬁ 82 uwgrx 81.4% Social Media Zoomy et (incl. Weath | a OTT TV Streaming Services (Personal & (incl. Weath
e i 1222 (Personal &... toodnuil erss.. |n 5.9 Work)... Food/A.. er/S..
_— n
Online Classes, Schools, Colleges, Universities (IR 0096 rpkshioniip il
next 12mos
# who Plan to Switch and Bundle HOME+AUTO INS next 12mos W USA # who Plan to Switch and Bundle HOME+AUTO INS next 12mos HUSA
USA Projection  Scarborough R1 2026 Jon25-Mor26  Qual Intab 731 eﬁ 3 Sharecof Evenything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. SO - fon':Anything,

[(((Own or rent residence (HHLD): Own AND (Number of vehicles (HHLD): 1:Vehicle OR Number of vehicles (HHLD): 2:Vehicles OR Number of vehicles (HHLD): 3:Vehicles OR Number of vehicles (HHLD): 4 or more: Vehicles)) AND Home/rent insurance-plan to switch provider next 12 mo(HHLD): Yes) AND Auto insurance - plan to switch provider next 12 mths (HHLD): Yes)]



Search (Google, Bing, etc.)

OTT TV Streaming Services

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

Streaming Audio (Local Radiof
Podcasts/Streaming Services)

Games/Fantasy/Betting Sites
YouTube/TikTok, etc.

Shopping (incl. Food/ Auctions/Travel, etc.)
Local TV Streaming

Nt i bl

Online Classes, Schools, Colleges, Universities

m
m—‘!
m—mrﬂ
T —
PR E——Y
PO —r

vg. Hours+Minutes/day with
Digital: Adults 35 or older

lenﬂt L _ -

9

m 28.5% wh Flan 1o Swiich md
Bundle HOME+AUTO INS
{35534 et 2m0s

# who Plan to Switch and Bundle HOME+AUTO INS next 12mos = CHI

211,617 or 75.9% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
use Ad-Supported Social Media for an average of 103.5 minutes every day representing 17.6% of all
time spent daily with Ad-Supported Digital Media.
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Avg. Week All Qigital (Persons & % Reach): Adults 35 or older

Search (Google, Bing, etc.)

OTT TV Streaming Services

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

m

92,652 or 77.7% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
use Ad-Supported Social Media for an average of 124.2 minutes every day representing 24.7% of all
time spent daily with Ad-Supported Digital Media.
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82,558 or 72.6% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
use Ad-Supported Social Media for an average of 119.8 minutes every day representing 17.6% of all
time spent daily with Ad-Supported Digital Media.

Avg. Week All Digital (Persons & % Reach): Adults 35 or older Avg. Day All Digital (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older
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96,841 or 85.3% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
use Ad-Supported Social Media for an average of 75.1 minutes every day representing 14.4% of all
time spent daily with Ad-Supported Digital Media.

Avg. Week All Qigital (Persons & % Reach): Adults 35 or older Avg Day All Digital (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older
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Avg. Week All Sacml Media (Persons & % Reach): Adults 35 or older Avg. Day All Social Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older

5,748,506 or 77.1% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next
12mos use Ad-Supported Facebook for an average of 42.5 minutes every day representing 34.8% of
all time spent daily with Ad-Supported Social Media.

Facebook _M
Instagram
YouTube Video m 44, 0%
Linkedin R —
TikTok !!m-m.
Reddit 24.9%
Pinterest  PFHEE e TR

Avg. Hours+Minutes/day with all
Social Media: Adults 35 or older

Others(Rumble, Threads,...

Blogs/Message Boards (read... mw gRia%
Bundle HOME+AUTO INS

who Plan to Switch and

Facebook
47.6

YouTube Video

30.5

Linked|
n TikTok
a1 8.7

Instagram
18.1

st...

Facebook
53.3

Instagram YouTube Video
234 218

Reddit Pinte
54

Linke
TikTok din
10.5 8.8

wumbir  APTRPIRE 25 oW

= who Plan to Switch and Bundle HOME+AUTO INS next 12mos = USA

¥ who Plan to Switch and Bundle HOME+AUTO INS next 12mos

HUSA

Avg. Week Ad-Supported Social Media (Persons & % Reach): Adults 35 or older

Toral Persons: % Time Spent:

Facebook AN — TR
...
VouTube Video m-mr
Linkedin e PR
TikTok  PRRR
i S
Pinterest mm

Avg. Hours+Minutes/day with Ad-
Supported Social Media: Adults 35

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

B 5F 3 B -y
Pt viE oR8 A8 IR 8 v A58
K‘ R R BRI S388 <2 R F 3

Srmpdhat M or older :
Others(Rumble, Threads,... mm% - m
Blogs/Message Boards (read... mw 19.3%
— e e -

ext 12mos

n
# who Plan to Switch and Bundle HOME+AUTO INS next 12mos mUSA

USA USA Projection Scarborough R1 2026: Jan25-Mar26 Qual Intab 731
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

[(((Own or rent residence (HHLD): Own AND (Number of vehicles (HHLD): 1:Vehicle OR Number of vehicles (HHLD): 2:Vehicles OR Number of vehicles (HHLD): 3:Vehicles OR Number of vehicles (HHLD): 4 or more: Vehicles)) AND Home/rent insurance-plan to switch provider next 12 mo(HHLD): Yes) AND Auto insurance - plan to switch provider next 12 mths (HHLD): Yes)]

Facebook
425

YouTube Video
29.7

TikTok
8.7

Instagram
17.2

Facebook
45.5

YouTube Video Instagram
21.4 20.6

Pinterest
5.9

TikTok Linkedin
10.5 5.7

= who Plan to Switch and Bundle HOME+AUTO INS next 12mos

mUSA

® Share of Everything



- 121,095 or 43.4% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
use Ad-Supported YouTube Video for an average of 34.8 minutes every day representing 33.8% of all
time spent daily with Ad-Supported Social Media.
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86,116 or 72.3% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
use Ad-Supported Facebook for an average of 32.1 minutes every day representing 27.1% of all time
spent daily with Ad-Supported Social Media.
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82,558 or 72.6% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
use Ad-Supported Facebook for an average of 38.7 minutes every day representing 33.5% of all time
spent daily with Ad-Supported Social Media.
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38,218 or 33.7% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
use Ad-Supported YouTube Video for an average of 32.9 minutes every day representing 40.8% of all
time spent daily with Ad-Supported Social Media.
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5,748,506 or 77.1% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next
12mos use Ad-Supported Facebook for an average of 42.5 minutes every day representing 34.8% of
all time spent daily with Ad-Supported Social Media.
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| 121,095 or 43.4% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
use Ad-Supported YouTube Video for an average of 34.8 minutes every day representing 33.8% of all
time spent daily with Ad-Supported Social Media.
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| 86,116 or 72.3% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
use Ad-Supported Facebook for an average of 32.1 minutes every day representing 27.1% of all time
spent daily with Ad-Supported Social Media.
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’ 82,558 or 72.6% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
use Ad-Supported Facebook for an average of 38.7 minutes every day representing 33.5% of all time
spent daily with Ad-Supported Social Media.
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38,218 or 33.7% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
use Ad-Supported YouTube Video for an average of 32.9 minutes every day representing 40.8% of all
time spent daily with Ad-Supported Social Media.
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 481,329;
Local Radio: 375,711; Social Media: 348,623; Non-Prem. Cable: 180,525; Local TV: 173,011
reaching Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 7,840;
Social Media: 5,815; Local Radio: 5,329; Non-Prem. Cable: 2,674; Local TV: 2,575 reaching
Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 7,840; Local
Radio: 6,249; Social Media: 4,949; Non-Prem. Cable: 2,672; Local TV: 2,242 reaching
Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
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| M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 6,087; Local
Radio: 4,794; Social Media: 3,847; Local TV: 1,962; Non-Prem. Cable: 1,900 reaching
Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
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7,042,124 or 94.4% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next
12mos spend an average of 48.9 minutes per day driving, seeing Billboards and Signs. 69.6% Listen
to Local Radio Stations Out-of-Home for an average of 51.3 minutes/

Top-13 Out-of-Home Media (Persons & % Reach): Adults 35 or older  Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 35 or older
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257,475 or 92.4% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
spend an average of 44.2 minutes per day driving, seeing Billboards and Signs. 73.% Listen to Local
Radio Stations Out-of-Home for an average of 51.6 minutes/day
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117,441 or 98.5% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
spend an average of 50.7 minutes per day driving, seeing Billboards and Signs. 63.8% Listen to Local
Radio Stations Out-of-Home for an average of 60.7 minutes/da
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' 105,584 or 92.9% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos

spend an average of 39. minutes per day driving, seeing Billboards and Signs. 73.4% Listen to Local

Radio Stations Out-of-Home for an average of 46. minutes/day.
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99,958 or 88.% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
spend an average of 51. minutes per day driving, seeing Billboards and Signs. 59.2% Listen to Local
Radio Stations Out-of-Home for an average of 52.9 minutes/day.
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7,042,124 or 94.4% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
spend an average of 48.9 minutes per day driving, seeing Billboards and Signs representing 33.2% of all

Time Spent with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 35 or older

Weekly “Share of Ad-Supported OOH Media"
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1257,475 or 92.4% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend

;an average of 44.2 minutes per day driving, seeing Billboards and Signs representing 31.5% of all Time

‘Spent with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 35 or older
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117,441 or 98.5% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend

n average of 50.7 minutes per day driving, seeing Billboards and Signs representing 33.9% of all Time
pent with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 35 or older
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105,584 or 92.9% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend

an average of 39. minutes per day driving, seeing Billboards and Signs representing 29.2% of all Time Spent
with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 35 or older
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‘99,958 or 88.% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend
an average of 51. minutes per day driving, seeing Billboards and Signs representing 33.8% of all Time Spent
‘with Ad-Supported Out-of-Home Media.
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257,475 or 92.4% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
spend an average of 44.2 minutes per day driving an average of 25.7 miles each day and are 120.6%
more likely to use Route 45 than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 35 or older
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117,441 or 98.5% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
spend an average of 50.7 minutes per day driving an average of 29.5 miles each day and are 458.9%
more likely to use Route 17 than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 35 or older
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Top-26 Residential Zip Codes: Adults 35 or older
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105,584 or 92.9% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
spend an average of 39. minutes per day driving an average of 22.7 miles each day and are 140.7%
more likely to use Canyon Road East than the Metro average.

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
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Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 35 or older
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99,958 or 88.% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
spend an average of 51. minutes per day driving an average of 29.7 miles each day and are 128.9%
more likely to use North Hayden Road than the Metro average.

i
4
it
Ul
|
il
[l

20.9%
_ 32.0%
15.5%

31.2%

696,449

=]
fai&
IS
8 8
® &
4
W* i
-]
)
ES

&

g~

B

2

<

=M x
®

R
2 8
L

F
2

0,81 18.3%
569,912 16.7%
468,467 13.7%

15.7%

i
28

®

N B
e =
55 o
oy
o N
&l
I

i

8.0%
14.2%

3

6.2%
5
409,811 12.0%
331,264 9.7%
481,160 14.1%
246,642 7.2%
M 8.9%

21.2%

493 428 14.4%

TR et Avg. mites/Day 0:59
001 4.9% Driving: 344

L

Avg. Hours+Minutes/day Driving:
Adults 35 or older

who Plan to Switch and PHX
m‘x Bundle HOME+AUTO INS
8.6% next 12mos
W PHX

Qual Intab 72

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

Top-26 Residential Zip Codes: Adults 35 or older
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2,316,195 or 31.1% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next
12mos read Local Daily Newspaper(s) (Daily+Sunday) for an average of 11.5 minutes every day
representing 32.5% of all time spent daily with All forms of Print Media
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. 77,770 or 27.9% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 11.5 minutes every day representing
35.5% of all time spent daily with All forms of Print Media.
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43,106 or 36.2% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 13.7 minutes every day representing
31.1% of all time spent daily with All forms of Print Media.
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- 43,769 or 38.5% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 9.5 minutes every day representing
33.5% of all time spent daily with All forms of Print Media.
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. 22,085 or 19.4% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 10.5 minutes every day representing
26.3% of all time spent daily with All forms of Print Media.
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“Advertising Actions"

P35+ who Plan to Switch Carriers and Bundle Home & Auto Insurance in the next 12
months (Shopped/Visited/Bought past 3mos Due to Ads on %)
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"Advertising Actions”

P35+ who Plan to Switch Carriers and Bundle Home & Auto Insurance in the next 12
months (Shopped/Visited/Bought past 3mos Due to Ads on %)
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"Advertising Actions"

P35+ who Plan to Switch Carriers and Bundle Home & Auto Insurance in the next 12
months (Shopped/Visited/Bought past 3mos Due to Ads on %)

Websites

Social Media

Broadcast, Cable, & Sat TV

1,078,778
Direct Mail 1 i24 '7',57
Cable TV Networks
Local Broadcast TV

Billboards

Local AM/FM Radio

Video Streaming Services

Podcasts

10.7%

WASHINGTON, DC

Newspapers

Audio Streaming Services

m P35+ who Plan to Switch Carriers and Bundle Home & Auto Insurance in the next 12 months (Shopped/Visited/Bought past 3mos Due to Ads on %)

M P35+ WASHINGTON, DC AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
WASHINGTON, DC DMA  Scarborough R12026: Mar25-Mar26  Qual Intab: 131

* Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. SO e a B al for Anything

[(((Own or rent residence (HHLD): Own AND (Number of vehicles (HHLD): 1:Vehicle OR Number of vehicles (HHLD): 2:Vehicles OR Number of vehicles (HHLD): 3:Vehicles OR Number of vehicles (HHLD): 4 or more: Vehicles)) AND Home/rent insurance-plan to switch provider next 12 mo(HHLD): Yes) AND Auto insurance - plan to switch provider next 12 mths (HHLD): Yes)]



"Advertising Actions"”

P35+ who Plan to Switch Carriers and Bundle Home & Auto Insurance in the next 12
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SEATTLE-TACOMA DMA  Scarborough R1 2026: Mar25-Mar26  QualIntab: 111 * Share of Everything
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[(((Own or rent residence (HHLD): Own AND (Number of vehicles (HHLD): 1:Vehicle OR Number of vehicles (HHLD): 2:Vehicles OR Number of vehicles (HHLD): 3:Vehicles OR Number of vehicles (HHLD): 4 or more: Vehicles)) AND Home/rent insurance-plan to switch provider next 12 mo(HHLD): Yes) AND Auto insurance - plan to switch provider next 12 mths (HHLD): Yes)]



"Advertising Actions"

P35+ who Plan to Switch Carriers and Bundle Home & Auto Insurance in the next 12

months (Shopped/Visited/Bought past 3mos Due to Ads on %)

Direct Mail

987,808
Websites 1,196,101 35.0%
Social Media gy 167,097 34.1%

Newspapers 12.3%
Broadcast, Cable, &Sat TV
Local AM/FMRadio g

Billboards 292,979 8,65
Cable TV Networks  perges 17.0%
Video Streaming Services  prrpem 11.9%

Podcasts

372,996 10.9%

PHOENIX
tocal Broadeast TV PHOENIX
Audio Streaming Services

® P35+ who Plan to Switch Carriers and Bundle Home & Auto Insurance in the next 12 months (Shopped/Visited/Bought past 3mos Due to Ads on %)

H P35+ PHOENIX AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
PHOENIX DMA Scarborough R12026: Feb25-Feb26 Qualintab: 63 Share of Everything
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