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3.2% or 8,704,818 of USA DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Typical Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 37.5 years old (28.4%
younger than average) and have a $177,146 (47.6% higher than average) annual household income.
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3.4% or 116,246 of MSP DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Typical Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 37.6 years old (28.5%
younger than average) and have a $149,775 (27.2% higher than average) annual household income.
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2.8% or 61,747 of STL DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Typical Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 39.9 years old (24.6%
younger than average) and have a $156,411 (49.7% higher than average) annual household income.
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4.1% or 70,564 of CIN DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Typical Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 35.2 years old (33.%
younger than average) and have a $171,446 (64.6% higher than average) annual household income.
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2.9% or 50,840 of WPB DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Typical Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 43.8 years old (22.6%
younger than average) and have a $166,203 (53.4% higher than average) annual household income.
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3.2% or 8,704,818 of USA DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 64.% more likely to be a
college graduate, 46.8% more likely to work full-time, 26.9% more likely to be married, 51.4% more
likely to be a parent of 1 or more children under 18.
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3.4% or 116,246 of MSP DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 78.6% more likely to be a
college graduate, 33.5% more likely to work full-time, 22.4% more likely to be married, 78.6% more
likely to be a parent of 1 or more children under 18.
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2.8% or 61,747 of STL DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 67.5% more likely to be a
college graduate, 60.7% more likely to work full-time, 36.7% more likely to be married, 36.9% more
likely to be a parent of 1 or more children under 18.
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4.1% or 70,564 of CIN DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 75.1% more likely to be a
college graduate, 72.4% more likely to work full-time, 27.4% more likely to be married, 53.5% more
likely to be a parent of 1 or more children under 18.
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2.9% or 50,840 of WPB DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 67.1% more likely to be a
college graduate, 44.1% more likely to work full-time, 18.6% more likely to be married, 151.% more
likely to be a parent of 1 or more children under 18.

g .
*\% Education Levels: Adults 25 or older Employment: Adults 25 or older ( \| )Marital Status: Adults 25 or older
: 0.0% 78.7% . " 20.2%
Employed Full-Ti; Part-Ti
Some High School or Less (not graduate) I 2 0% mploy ime or Part-Time Single, Never Married 23.6%
High School Graduate (12th grade or = 6.8% . 61.4% . 64.4%
Gen) pleved Rl Time (35 howrsermore) Memed T
i 23.3% I Part-Time (I 17.3% 0.0%
Some College Credit (no degree) Employed Part-Time (less than 35 hours) Legally Separated | 1.2%
Tkl 6.8% . 56.0% . 14.4%
Associate's Degree (AA, AS, etc.) m White Collar Divorced
45.4% 22.7% " 1.0%
Blue Coll Widowed
College Graduate (4 year college) 24.2% ue Collar m idowe: - 6.8%
Postgraduate Degree Work From Home (most of the time or always) 44.9% LGBTQ+ (net) .Z'ﬁ%
who Purchased a Home at a 6%+ Interest Rate past 3yrs = WPB who Purchased a Home at a 6%+ Interest Rate past 3yrs =WPB who Purchased a Home at a 6%+ Interest Rate past 3yrs =WPB
Top-20 Occupations: Adults 25 or older Entrepreneurs/Government Workers 114 | Stage in Life: Adults 25 or older
300% 5 o0
21.6% 5.7% 18.6% 8.0% 4.3% Parent of 1 or more Children under 18 _ 16.8% 42.1%
é i 0.9% - -
Working Mothers 7.8%
Small Business Self-Employed Government E - 5.8%
Owner Workers 16.1%
10.1% Parent of 1 or more Children Under Age 2 .
" 7.0% iR B 29%
GER A% aa% AMN0% 3 g055% ,34% Ban 36%, o, 36% . 7.2%
1 43 - 2. 5. 2.5% 5% 19% 1080.6% 1.093% .ged3% LE%L1% 1.0%.0% 7% 2-'3‘3‘&“ o Parent of 1 or more Children Age 2-5 5 3'%
. 9" B. - | 1] | | | - - = b= — — s - 1 s e . s.
i 9.7%
& & & ' e ') & '? & & & & 2 o & Parent of 1 or more Children Age 6 - 11
VA A A A B S s LAV S A A S B sk
S >
& 3 &{3 J’w“b f"ao Q@i@& -\(\‘H @Qp“p ‘b@’\ & ‘lg-e &éj} (#,o {b‘ 3 9‘&# (ﬁ‘,"@ q!f\ é&ﬁ)‘j’ ¥ oﬂ—f Parent of 1 or more Children Age 12 - 17 _ 10 3;’8'0%
& & Al ) R & ¥ & SN s ;
LA A S & & * ldreni T
&&é #q\ J b"o & & ‘5?6 I ﬁd’b & e’@" #0.;\ o Parent of 1 or more Children in College . 4.6%
& f‘b p- & o e}’f & &
& & \*’F & Grandparent of 1 or more Children under 18 0.5
$ & 5 I 27.6%
« & S
who Purchased a Home at a 6%+ Interest Rate past 3yrs mWPB who Purchased a Home at a 6%+ Interest Rate past 3yrs = WPB
WPB DMA Scarborough R1 2026: Jan25-Jan26 Qual Intab 70
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. Al rights reserved ©

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



3.2% or 8,704,818 of USA DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 43.9% more likely to own

their home, 18.6% more likely to own a higher valued home, 27.9% more likely to have a single-family
home, 27.4% more likely to have a dog.
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their home, 1.9% more likely to own a higher valued home, 18.5% more likely to have a single-family
home, 26.% more likely to have a dog.

| 3.4% or 116,246 of MSP DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
' E Msp Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 32.1% more likely to own
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home, 50.9% more likely to have a dog.

2.8% or 61,747 of STL DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 35.9% more likely to own
their home, 35.8% more likely to own a higher valued home, 25.3% more likely to have a single-family
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4.1% or 70,564 of CIN DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 39.8% more likely to own

their home, 8.1% more likely to own a higher valued home, 40.7% more likely to have a single-family
home, 30.1% more likely to have a dog.
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| 2.9% or 50,840 of WPB DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 35.1% more likely to own

their home, 25.9% more likely to own a higher valued home, 24.7% more likely to have a single-family
home, 46.3% more likely to have a dog.
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3.2% or 8,704,818 of USA DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 16.% more likely to look up
D-I-Y advice online, 2.6% less likely to always vote in local elections, 49.3% more likely to belong to a gym,
26.3% more likely to fly domestic past

al Activity: Adults 25 or older

Y%
e Registered to Vote Democrat/Lean  Republican / Lean Independent / None
5.7 (In District of Residence) Democrat Republican of These
Prescenil Eection: Aveys
A Presidential Elections: imes
B h ﬂ h h n h ol Statewide Elections: Always
m ide Elections: i

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

Recipes / Health Restaurant  Do-it-Yourself Uni’\l Phone  Medical  FRness/Diet Home/ Apparel/  JobSearch/  Relgion/ Caned ‘Education  Take Online r:lmwn-( Genealogy  Homework Parenting/
T;:::; Information ||l:::znlnl Advice n:;m:-u '::':::ﬂ Information Beauty ideas spirtuality [::::‘m Classes no:’:;:;nx i:.::;ﬁ:_ Family Advice Local Elections: Always
bor i ooy o= Local Elections: Sometimes e
m who Purchased a Home at a 6%+ Interest Rate past 3yrs mUSA = who Purchased a Home at a 6%+ Interest Rate past 3yrs mUSA
(s
Wm?'op-.go past 12-months Active Lifestyle Activites: Adults 25 or older ‘M Past 12-months Domestic Airline Trips: Adults 25 or older
: 3,246 16.6%
e e 1011

2wt n‘.éa%"'

6 .

Wt

G e

mﬁ%wﬂ year:
10+ trips 4.2% Avg. # Domestic Flights:
10.2%
7%
=B TE R T N e e

Giling-  Gandening tawnCare  Bicyding  Swimming  Volunteer Ccamping S!'n; Jogging - Bowling Fishing Boating -:mupnmm Yoga- pilates  Basketball adutt followa Caregiwerof Competitive  Football Tennis Hunting sSoftball - Snow Skilng-  Organized
Outdoor  ([Flowersor Wark naqmn; unlu\ cul- or Running Continuing  Weight Loss  Aging Parent Video Gaming Baseball Snowboarding Road Race
Cooking  Vegetbles) Education  Progmm o Relative (5%,
Marathon,
m who Purchased a Home at a 6%+ Interest Rate past 3yrs W USA Mok

USA USA Projection Scarborough R1 2026: Jan25-Mar26 Qual Intab 682
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbaord Broadcasting, Inc. LLC. All rights reserved.

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



36.5% more likely to fly domestic past

3.4% or 116,246 of MSP DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 4.4% less likely to look up
D-I-Y advice online, 16.7% less likely to always vote in local elections, 39.3% less likely to belong to a gym,
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2.8% or 61,747 of STL DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 22.9% more likely to look
up D-I-Y advice online, 13.5% less likely to always vote in local elections, 74.8% more likely to belong to a

gym, 10.2% more likely to fly domestic pas
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4.1% or 70,564 of CIN DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 16.2% more likely to look
up D-I-Y advice online, 19.% less likely to always vote in local elections, 92.1% more likely to belong to a
gym, 58.9% more likely to fly domestic past
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2.9% or 50,840 of WPB DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 67.2% more likely to look
up D-I-Y advice online, 26.9% less likely to always vote in local elections, 70.5% more likely to belong to a

gym, 19.1% more likely to fly domestic pas

.Top-20 past 30-days Online Lifestyle Activites: Adults 25 or older Political Activity: Adults 25 or older
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suggestions Reviews (skype,  information sehools, child's) shuttartly,
Facerime, Appiation, =l Local Elections: Sometimes AT G

etc) Finanding]
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Past 30-days QSR Users: Adults 25 or older

-,iuq
2 times 13.4%
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5 times

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

Total Monthly QSR Users:
89.7%

mUSA

Avg. Monthly QSR Meals:
82.9%

e DN ¢ I

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

76.6% less likely to smoke cigarettes.

Past 30-days Sit-Down Restaurant Users: Adults 25 or older
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10times or more
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Total Monthly Sit-Down Re Users: A -Down Restaurant Meals:
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Top-10 Cuisines: Adults 25 or older

(Sit-Down Restaurants Used Past 30-days)
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Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
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Past 12 months Casmo Activities: Adults 25 or older
Slot Machines

7
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Bar / Nightclub _
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Stage Show / Concert
Sports Betting

Spa

Other Gambling Casinos visited past 12
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3.4% or 116,246 of MSP DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 11.3% more likely to use
QSRs past mo., 18.4% more likely to use Sit-Down Restaurants past mo., 1.4% more likely to use Casinos
past yr., 66.1% less likely to smoke cigarettes.

Past 30-days QSR Users: Adults 25 or older |Past 30-days Sit-Down Restaurant Users: Adults 25 or older| Top-10 Cuisines: Adults 25 or older

- (Sit-Down Restaurants Used Past 30-days)
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®who Purchased a Home at a 6%+ Interest Rate past 3yrs
Total Monthly QSR Users: Avg. Monthly QSR Meals:
99.7% 87.4%

mSTL

2.8% or 61,747 of STL DMA Adults 25 or older Purchased a Home at

Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 14.% more likely to use QSRs
past mo., 21.% more likely to use Sit-Down Restaurants past mo., 1.8% more likely to use Casinos past yr.,

95.2% less likely to smoke cigarettes.

a 6%+ Interest Rate past 3yrs.

Past 30- days Sit-Down Restaurant Users: Adults 25 or older
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ESTL
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Top-10 Cuisines: Adults 25 or older

(Sit-Down Restaurants Used Past 30-days)
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Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Purchased a Home at a 6%+ Interest Rate past 3yrs 33.5%

m 161%

Past 12 months Casmo Activities: Adults 25 or older

Slot Machines
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Sports Betting
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Other Gambling
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Past 30-days QSR Users: Adults 25 or older
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Total Monthly QSR Users: Avg. Monthly QSR Meals:
95.4%
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75.3% less likely to smoke cigarettes.

4.1% or 70,564 of CIN DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 9.8% more likely to use QSRs
past mo., 10.1% more likely to use Sit-Down Restaurants past mo., 58.6% more likely to use Casinos past yr.,

Past 30-days Sit-Down Restaurant Users: Adults 25 or older
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Top-10 Cuisines: Adults 25 or older
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Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Purchased a Home at a 6%+ Interest Rate past 3yrs 44.7%

(LM 221,750 18.9%

Past 12 months Casmo Activities: Adults 25 or older
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Past 30-days QSR Users: Adults 25 or older
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®who Purchased a Home at a 6%+ Interest Rate past 3yrs =WPB

Total Monthly QSR Users:
78.5%

Avg. Monthly QSR Meals:

2.9% or 50,840 of WPB DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 1.9% less likely to use QSRs
past mo., 19.% more likely to use Sit-Down Restaurants past mo., 5.5% less likely to use Casinos past yr.,

67.2% less likely to smoke cigarettes.
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3.2% or 8,704,818 of USA DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 71.6% more likely to have a

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

Investments Owned: Adults 25 or older

401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds
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Other (Crypto / NFTs / Metals, etc.)
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3,1 36.5%
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16.3%
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L 16.1%
15.8%
7Y
3%
TN
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Financial Services Has and/or Uses: Adults 25 or older
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Account card Account Banking Banking Paying Mortgage Market  Deposit (CDs) Home Improvement
Account Mortgage Loan or Home
Equity Loan

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

Professional Services Used*: Adults 25 or older

Tax Preparation Service

Financial Planner

Online Investing / Stock Trading

Accountant

Insurance Agent at a Local Office (not online)

Real Estate Agent
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2 14.1%
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USA USA Projection
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B Past 3-Months Payment Methods Used: Adults 25 or older
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3.4% or 116,246 of MSP DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.

Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 62.1% more likely to have a
401K, 87.% more likely to have an Auto Loan, 50.% more likely to Invest/Trade Stocks Online, 38.9% less likely
to pay with their Debit Card.

Investments Owned: Adults 25 or older Financial Services Has and/or Uses: Adults 25 or older
IRA (Individual Retirement Account) - 78.6%
Stocks or Stock Options
Mutual Funds
Money Market Funds 26.0%
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Second Home or Real Estate Property : 71’1"”" Account L‘["’"_" "m:T‘“ Mortgage
» who Purchased a Home at a 6%+ Interest Rate past 3yrs m MSP
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Professional Serwces Used*: Adults 25 or oider 'm'Past 3-Months Payment Methods Used: Adults 25 or older
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2.8% or 61,747 of STL DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 52.% more likely to have a

401K, 65.7% more likely to have an Auto Loan, 168.1% more likely to Invest/Trade Stocks Online, 23.% less
likely to pay with their Debit Card.

Investments Owned: Adults 25 or older Financial Services Has and/or Uses: Adults 25 or older
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6.5% Account Loan or Home Mortgage
Second Home or Real Estate Property E 5% Equity loan
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401K,

4.1% or 70,564 of CIN DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.
Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 74.7% more likely to have a

103.7% more likely to have an Auto Loan, 171.8% more likely to Invest/Trade Stocks Online, 8.5% more

likely to pay with their Debit Card.

Investments Owned Adults 25 or older
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2.9% or 50,840 of WPB DMA Adults 25 or older Purchased a Home at a 6%+ Interest Rate past 3yrs.

Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs are 74.4% more likely to have a
401K, 195.2% more likely to have an Auto Loan, 172.5% more likely to Invest/Trade Stocks Online, 23.2% less
likely to pay with their Debit Card.
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E—

295 916 16.8%

?9! 774 16.5%

Tax Preparation Service

Accountant

Financial Planner

Online Investing / Stock Trading

36.6%
236,862 13.4%

Insurance Agent at a Local Office (not online)

.9%
4.2%

4.2%
00.0%

| Q%

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

Estate Planning

Real Estate Agent 17.2%

(*Past 12 Months)
Divorce / Family Attorney

= WPB

Scarborough R1 2026: Jan25-Jan26 Qual Intab 70

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

'E'Past 3-Months Payment Methods Used: Adults 25 or older
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"Homeowners Insurance Carriers/Banks Used"

P25+ who Purchased a Home at a 6% or Higher Interest Rate in the past 3 years (Current
Home Insurers/Banks Using/Plan to Sell Home)
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"Homeowners Insurance Carriers/Banks Used"

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

75.4% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an avg. of 7 hours and 22 minutes each week
listening to All Local AM/FM Radio, representing 7.6% of total time spent with all forms of Media.
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Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an average of 2 days, 15 hours, 0
minutes and 31 seconds each week with All Forms of Media.

87.% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an avg. of 6 hours and 33 minutes each week
listening to All Local AM/FM Radio, representing 9.1% of total time spent with all forms of Media.
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Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an average of 4 days, 1 hours, 2
minutes and 20 seconds each week with All Forms of Media.

88.% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an avg. of 8 hours and 32 minutes each week
listening to All Local AM/FM Radio, representing 7.7% of total time spent with all forms of Media.
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Adults 18 or older

83:38:09
e 44.0%
STL

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

% of Total
Weekly H:M:

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

STL  DMA  Scarborough R12026: Feb25-Feb26 ~ Qual Intab 44 STL  DMA  Scarborough R12026: Feb25-Feb?6 ~ Qual Intab 1,757 Hubba rd Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

for Anything _
BROADCASTING

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




Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an average of 3 days, 6 hours, 9
minutes and 29 seconds each week with All Forms of Media.

84.% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an avg. of 9 hours and 53 minutes each week
listening to All Local AM/FM Radio, representing 10.6% of total time spent with all forms of Media.
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Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an average of 2 days, 22 hours, 10
minutes and 58 seconds each week with All Forms of Media.

81.2% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an avg. of 8 hours and 14 minutes each week
listening to All Local AM/FM Radio, representing 9.5% of total time spent with all forms of Media.
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Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an average of 2 days, 6 hours, 3
minutes and 32 seconds each week with All Forms of Ad-Supported Media.
71.3% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an avg. of 6 hours and 42 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 8.8% of total time spent with all forms of Ad-Supported Media.
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Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an average of 1 days, 17 hours, 48
minutes and 58 seconds each week with All Forms of Ad-Supported Media.

78.7% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an avg. of 5 hours and 12 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 9.8% of total time spent with all forms of Ad-Supported Media.
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Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an average of 3 days, 0 hours, 48

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

84.1% of Aduits 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an avg. of 8 hours and 7 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 9.4% of total time spent with all forms of Ad-Supported Media.
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Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an average of 2 days, 12 hours, 57
minutes and 29 seconds each week with All Forms of Ad-Supported Media.
78.4% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an avg. of 9 hours and 15 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 11.9% of total time spent with all forms of Ad-Supported Media.
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Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an average of 2 days, 4 hours, 33
minutes and 35 seconds each week with All Forms of Ad-Supported Media.
78.5% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an avg. of 8 hours and 10 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 12.2% of total time spent with all forms of Ad-Supported Media.

Avg. H:M:S/week with All Forms of Ad-
Supported Media: Adults 18 or older
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Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an average of 7
hours and 43 minutes each day with All Forms of Ad-Supported Media. 71.3% listen to Local AM/FM

Radio for an avg. of 57.5 minutes/day.

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

Top-13 All Forms of Media (Persons & % Reach): Adults 25 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an average of 5
hours and 58 minutes each day with All Forms of Ad-Supported Media. 78.7% listen to Local AM/FM
Radio for an avg. of 44.7 minutes/day. (Local Radio delivers 9.8% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 25 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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| Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an average of 10
hours and 24 minutes each day with All Forms of Ad-Supported Media. 84.1% listen to Local AM/FM
Radio for an avg. of 69.7 minutes/day. (Local Radio delivers 9.4% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 25 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an average of 8
hours and 42 minutes each day with All Forms of Ad-Supported Media. 78.4% listen to Local AM/FM
Radio for an avg. of 79.3 minutes/day. (Local Radio delivers 11.9% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 25 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an average of 7
hours and 30 minutes each day with All Forms of Ad-Supported Media. 78.5% listen to Local AM/FM

Radio for an avg. of 70.1 minutes/day.

(Local Radio delivers 12.2% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 25 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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- 6,202,318 or 71.3% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs
listen to Ad-Supported Local AM/FM Radio for an average of 57.5 minutes every day representing
34.6% of all time spent daily with Ad-Supported Audio.
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91,463 or 78.7% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs listen
to Ad-Supported Local AM/FM Radio for an average of 44.7 minutes every day representing 28.8%
of all time spent daily with Ad-Supported Audio.

Avg. Week All Audio (Persons & % Reach): Adults 25orolder Avg. Day All Audio (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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Avg. Week A{!{ﬂsﬁ_ﬁo (Persons & % Reach): Adults 25 or older

Local AM/FM Radio

51,950 or 84.1% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs listen
to Ad-Supported Local AM/FM Radio for an average of 69.7 minutes every day representing 35.1%
of all time spent daily with Ad-Supported Audio.
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- 55,302 or 78.4% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs listen
to Ad-Supported Local AM/FM Radio for an average of 79.3 minutes every day representing 37.8%
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- 39,890 or 78.5% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs listen
to Ad-Supported Local AM/FM Radio for an average of 70.1 minutes every day representing 40.% of
all time spent daily with Ad-Supported Audio.
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. 6,202,318 or 71.3% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs
listen to Ad-Supported Local AM/FM Radio for an average of 57.5 minutes every day representing
34.6% of all time spent daily with Ad-Supported Audio.
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91,463 or 78.7% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs listen
to Ad-Supported Local AM/FM Radio for an average of 44.7 minutes every day representing 28.8%
of all time spent daily with Ad-Supported Audio.
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51,950 or 84.1% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs listen
to Ad-Supported Local AM/FM Radio for an average of 69.7 minutes every day representing 35.1%
of all time spent daily with Ad-Supported Audio.
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55,302 or 78.4% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs listen
to Ad-Supported Local AM/FM Radio for an average of 79.3 minutes every day representing 37.8%
of all time spent daily with Ad-Supported Audio.
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39,890 or 78.5% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs listen
to Ad-Supported Local AM/FM Radio for an average of 70.1 minutes every day representing 40.% of
all time spent daily with Ad-Supported Audio.
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6,202,318 or 71.3% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs listen to
Ad-Supported Local AM/FM Radio. The Top-5 Formats are Pop Contemporary Hit Radio, Adult
Contemporary, Country, Classic Rock, and Classic Hits.
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91,463 or 78.7% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs listen to
Ad-Supported Local AM/FM Radio. The Top-5 Formats are Pop Contemporary Hit Radio, Classic Hits,
Country, Active Rock, and Hot AC.
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51,950 or 84.1% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs listen to
Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Classic Rock, Adult Hits,
Classic Hits, and New Country.
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Local AM/FM Radio Formats (Persons & % Reach): Adults 25 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older

(Average Week)
Country

Adult Contemporary
News/Talk/information
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Adult Hits

Hot AC

Classic Rock

Album Oriented Rock
Active Rock

Pop Contemporary Hit Radio
Urban Contemporary
Alternative

Contemporary Christian

55,302 or 78.4% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs listen to
Ad-Supported Local AM/FM Radio. The Top-5 Formats are Country, Classic Rock, Pop Contemporary Hit

Radio, Hot AC, and Adult Hits.
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39,890 or 78.5% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs listen to
Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Classic Hits, Pop
Contemporary Hit Radio, Classic Rock, and Country.
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4,272,790 or 49.1% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs
watch Ad-Supported Local TV Stations for an average of 88.3 minutes every day representing 36.9%
of all time spent daily with Ad-Supported Video.
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57,592 or 49.5% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs watch
Ad-Supported Local TV Stations for an average of 88.7 minutes every day representing 37.5% of all
time spent daily with Ad-Supported Video.

Avg. Week All Video (Persons & % Reach): Adults 25 or older Avg. Day All Video (% Time Spent & Avg Minutes/day Spent): Adults 25 or older
Local TV Stations m 67.6% i

Non-Premium Cable TV... SfaeR s Roku + The Amazon
Roku . Prime/IMD
Netflix 44.2% 43 Netflix
[ 2o 18 % Channel | Netflix 338 b/FireTV...
Amazon Prime/IMDb/FireTv AR e 0% 24.2 215 .
YouTube Video m A4 7%
Roku +The Roku Channel 0 e e ——— 1
PoseTvsfbo e o, . T TS e st doy
kol e Vo ol mW«o i

Roku + The YouTube
Non-Premium Amazon Roku Video

Cable TV Disney+ Prime/IM Channel... 276

Networks 19.8 Db/Fire...
68.1

AppleTV Premiu Disne
TikTok AppleTV+ r Non- +fubo... m...
Disney+ 0% ,fubo,Pl... i Premium
7:39 Local TV Cable TV
Paramount+ 9 Hulu/Hu

Local TV Stations | YouTube Video Hulu/Hul Stations Networks
95.4 349 KT.. 130.1 105.2 lu+..

Peacock  FHFETH mbi— 17 o inieda o ot

a 6%+ Interest Rate past

Premium Cable TV Networks m-Tﬁn e

s o ko
ke BR-AER R e'f"*-

® who Purchased a Home at a 6%+ Interest Rate past 3yrs uMSP u who Purchased a Home at a 6%+ Interest Rate past 3yrs uMSP
Avg. Week Ad-Supported Video (Persons & % Reach): Adults 25 or older Avg. Day Ad-Supported Video (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
Total Persons: % Time Spent:
Local TV Stations 100 4 Ass 66.7%

Non-Premium Cable TV.. B = 53200

Amazon Prime/IMDb/FireTV m_w- 0%

YouTube Video [ — - (705 |

Amazon

ok A s P Prme

Hulu/Hulu + Live TV (any Hulu) m-‘;m e | Non-Premium Cable TV Db/FireT

- Networks A
AppleTV+fubo, Pluto, Tubi, etc. mm’ m Non-Premium Cable YouTube 99.1 LEXS
Peacock m% Avg. Hours+Minutes/day with Ad- m TV Networks Video .

Paramount+ m Supported Video: Adults 25 or older m 63.3 35.2 N .

Appl
el m Amazon i Netfl L5 e
Roku + The Roku Channel mm m m . Prime/IMDb/ i . YDl:lTube
_ Local TV Stations Local TV Stations Video
Disney> YIS — g% " WA 88.7 FireTV... ~ (U Ap.. 1226 21.7 HUIIAES  Rok..
Premium Cable TV Networks _ 3_832 v:mm? ::::;:::: m .
8 who Purchased a Home at a 6%+ Interest Rate p:tr;lym B MSP = who Purchased a Home at a 6%+ Interest Rate past 3yrs m MSP

MSP  DMA  Scarborough R12026: Feb25-Feb26  Qual Intab 46 Soeﬁl * Share of Everything
All Graphs and soefa.oi Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. Al rights reserved. - for Anything

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




Local TV Stations
Non-Premium Cable TV...

Netflix

Amazon Prime/IMDb/FireTV
YouTube Video

Roku + The Roku Channel
AppleTV+ fubo,Pluto, Tubi, etc.
Hulu/Hulu + Live TV {(any Hulu)
TikTok

Paramount+

Peacock

Disney+

Premium Cable TV Networks

% Time spent:

31,386 or 50.8% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs watch
Ad-Supported Local TV Stations for an average of 136.2 minutes every day representing 44.3% of all
time spent daily with Ad-Supported Video.
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37,150 or 52.6% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs watch
Ad-Supported Local TV Stations for an average of 112.9 minutes every day representing 49.2% of all
time spent daily with Ad-Supported Video.
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31,260 or 61.5% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs watch
Ad-Supported Local TV Stations for an average of 86.4 minutes every day representing 37.5% of all
time spent daily with Ad-Supported Video.
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4,272,790 or 49.1% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs
watch Ad-Supported Local TV Stations for an average of 88.3 minutes every day representing 36.9%
of all time spent daily with Ad-Supported Video.
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57,592 or 49.5% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs watch
Ad-Supported Local TV Stations for an average of 88.7 minutes every day representing 37.5% of all
time spent daily with Ad-Supported Video.

Weekly

Avg. Hours+Minutes/day with Ad-Supported
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31,386 or 50.8% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs watch
Ad-Supported Local TV Stations for an average of 136.2 minutes every day representing 44.3% of all
time spent daily with Ad-Supported Video.
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Reach % 69.6% llshare Of Ad-suppOftEd video n Video: Adults 25 or older

63.6%

52.6%

49.8% who Purchased a Home at STL

a 6%+ Interest Rate past
3yrs

32.0%

30.6%
28.6%

25.3%

23.8%
19.8%

15.0%

Weekly
Total
Persons

6.8%

4.1%

; —
Reached: 31,386 1,557,776 32,476 950,785 26,369 1,423,025 30,729 820,573 15,638 456,750 19,744 686 026 17,647 458 882 9,233 264 040 14,679 413,145 12,225 389,215
Local TV Amazon Cable TV YouTube AppleTV+ TikTok Hulu Netflix Paramount+ Peacock
Average
Daily Mii
® who Purchased a Home at a 6%+ Interest Rate past 3yrs W STL
sn DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 44 STL DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 1757 ® Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. soe&. for Anything _ =

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



37,150 or 52.6% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs watch
Ad-Supported Local TV Stations for an average of 112.9 minutes every day representing 49.2% of all
time spent daily with Ad-Supported Video.
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31,260 or 61.5% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs watch
Ad-Supported Local TV Stations for an average of 86.4 minutes every day representing 37.5% of all
time spent daily with Ad-Supported Video.
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Local TV Station Programs (Persons & % Reach): Adults 25 or older
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' 4,272,790 or 49.1% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs

watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Morning, Local
News - Evening, Comedies, Movies, and Game Shows.
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' 57,592 or 49.5% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs watch
Ad-Supported Local TV Stations. The Top 6-Programs are Game Shows, Sports, Dramas, Local News -
Morning, Local News - Evening, and Mystery/Suspense/Crime.
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Local TV Station Programs (Persons & % Reach): Adults 25 or older

(averoge week)

Local News - Evening
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National/Network News
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' 31,386 or 50.8% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs watch
Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Morning, Sports, Local News -
Evening, Movies, Dramas, and National/Network News.
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' 37,150 or 52.6% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs watch
Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Morning, Local News -
Evening, Food/Cooking Shows, Reality - Dating, and Local Ne
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' 31,260 or 61.5% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs watch
Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Comedies, Local News - Morning,
Local News - Evening, Movies, and Science Fiction.
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Avg. Week All Digital (Persons & % Reach): Adults 25 or older
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[ 6,921,864 or 79.5% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs
use Ad-Supported Social Media for an average of 153.4 minutes every day representing 25.3% of all
time spent daily with Ad-Supported Digital Media.
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86,162 or 74.1% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs use
Ad-Supported Social Media for an average of 101.5 minutes every day representing 16.6% of all time
spent daily with Ad-Supported Digital Media.
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51,362 or 83.2% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs use
Ad-Supported Social Media for an average of 198.2 minutes every day representing 27.2% of all time
spent daily with Ad-Supported Digital Media.
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[ 49,060 or 69.5% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs use
Ad-Supported Social Media for an average of 131.4 minutes every day representing 23.3% of all time
spent daily with Ad-Supported Digital Media.
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Total Persons: % Time Spent.

ortvsvenineseics - AR —TT

Online

Classes,

Search Bing, et ok
i OTT TV Streaming Local TV 5“:;00"‘

Social Media Services Streaming Streaming Audio (Local Radio/  Colleges,
- 96.0 Podcasts/Streaming Services)  Universit

EmailText/IM/Zoometc. (Personal & Work) m . . 1392 ies...
. o - 950 Streaming Audio (Local Radio/ Online Search OTT TV Streaming Services Email/Text/I
- g e/Ti G le, ~ mail/lex

PR m Podcasts/Streaming Services) Classes, YouTube/Ti (. oogle 176.6 . i zo0met
Stieaming Aisdio {Iocal Redy, Avg. Hours+Minutes/day with = 187.9 Schools, ,etc. | Bing, etc.) Local TV s _‘r,. = —(0,‘, t

PO T ST} 9 382 y Digital: Adults 25 or older feirad Colleges, Streaming | e w! k) ‘

4.0% Universiti o 43.2 2 Work)...

B 20 . :
= _ g - 1 S}T..oppmg Search Sho Games/Fa
YouTube/TikTok, etc. 44,09 8:58 m [mdrl/Ttxtfl (incl.... 5 Non- (Googl ppin ntasy/Be...
Local TV Streaming 67 » St 41.8% m ol e B Premium+Pr .
. ey e e m Social Media Games/Fant W?WS Social Media emium Bing, (incl. News/ B
a 6% Interest Rate past 2 135.6 Work)... asy/Bettin.. e 157.9 Cable... et Fo Wea...  a
Online Classes, Schools, Colleges, Universities syrs e, .
= who Purchased a Home at a 6%+ Interest Rate past 3yrs = CIN  who Purchased a Home at a 6%+ Interest Rate past 3yrs mCIN
Avg. Week Ad-Supported Digital (Persons & % Reach): Adults 25 or older Avg. Day Ad-Supported Digital (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
Totol Persans;

33

(Google, Bi ail M/ .
e . Bing, etc) E m;; ;: ALY Streaming Audio (Local
Social Midia. g (Personal E? Hadiol
4.1% ersonal &
: . Podcasts/Streaming Local TV
Email/Text/IM/Zoom,etc. {Personal & Work) m Local TV Streaming w:?r.k) Servic=s) Streaming
58.7 46.1 B
OTT TV Streaming Services Yo l 791 47.2
ing (incl. Aucti ravel, etc.] Social Media .
) S'WOP.'T\III Fow ions/ T : ) M o Shoppi Social Media Non- Email/Text/ |
Streaming Audio (Local Radio/ Podcasts/Streaming m £ oTT TV Search ng (incl. FEEI S |\1/Zoom, e Search
J alandls 3 Streaming [é.onpjle Food/A 1421 veicable - 8 (Google,
Local TV Streaming -EFI‘YI Avg. Hours+Minutes/day with Ad- Y07 Services =™ | uctions ; Bing,

Bing, Streaming... (Personal &
A 357 AL Work)...

etc.)
3138

YouTube/TikTok, etc. m %ﬂ’ Supported Digital: Adults 25 or older

Games/Fantasy/Betting Sites 27
M Non: News/We Shopping  News/We
cable s W Streaming Audio (Local Radiof  YouTube/TikTo  Premiu | ather/s.. YouTube/Tikiok| °"oPPI"e Tt

. m Podcasts/Streaming Services) k, etc. m+Pre OTT TV Streaming Services ,etc. - (:;A .

g/ 80 99 % 125.9 393 mium... | Banking/ 106.1 43.4 C0C/AU~ Banking
. A i who Purchased a Home at

Online Classes, Schools, Colleges, Universities  [O 0096 el
3yrs
# who Purchased a Home at a 6%+ Interest Rate past 3yrs mCIN ® who Purchased a Home at a 6%+ Interest Rate past 3yrs HCIN
DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 58 ﬁ. L ety

All Graphs and soefa.oi Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. Soe for Anything ,

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




Avg. Week All Digital (Persons & % Reach): Adults 25 or older

search (Google, Bing, etc)

OTT TV Streaming Services
Banking/Financial/Real Estate (Websites/Apps)
Email/Text/IM/Zoom,etc. (Personal & Work)
Social Media

Streaming Audio (Local Radio/
Podcasts/Streaming Services)

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

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

Online Classes, Schoals, Colleges, Universities

Not i ; bl

' 43,920 or 86.4% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs use
Ad-Supported Social Media for an average of 125.6 minutes every day representing 23.2% of all time
spent daily with Ad-Supported Digital Media.
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6,537,176 or 75.1% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs
use Ad-Supported Facebook for an average of 55.3 minutes every day representing 36.% of all time
spent daily with Ad-Supported Social Media.
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86,162 or 74.1% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs use
Ad-Supported Facebook for an average of 23.8 minutes every day representing 35.9% of all time
spent daily with Ad-Supported Social Media.
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51,362 or 83.2% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs use
Ad-Supported Facebook for an average of 78.2 minutes every day representing 39.4% of all time
spent daily with Ad-Supported Social Media.
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49,060 or 69.5% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs use
Ad-Supported Facebook for an average of 44.2 minutes every day representing 33.6% of all time
spent daily with Ad-Supported Social Media.
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35,651 or 70.1% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs use
Ad-Supported Facebook for an average of 36.7 minutes every day representing 29.2% of all time
spent daily with Ad-Supported Social Media.
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6,537,176 or 75.1% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs
use Ad-Supported Facebook for an average of 55.3 minutes every day representing 36.% of all time
spent daily with Ad-Supported Social Media.
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86,162 or 74.1% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs use
Ad-Supported Facebook for an average of 23.8 minutes every day representing 35.9% of all time
spent daily with Ad-Supported Social Media.
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51,362 or 83.2% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs use
Ad-Supported Facebook for an average of 78.2 minutes every day representing 39.4% of all time
spent daily with Ad-Supported Social Media.
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49,060 or 69.5% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs use
Ad-Supported Facebook for an average of 44.2 minutes every day representing 33.6% of all time
spent daily with Ad-Supported Social Media.

75.2%

Weekly

Avg. Hours+Minutes/day with Ad-Supported
Reach % 69.5%

Social Media: Adults 25 or older
"Share of Ad-Supported Social Media"

51.8%

who Purchased a Home at CIN
% of Weekly a 6%+ Interest Rate past
! 3yrs
Social Media:
33.8%
27.9%
23.6% . 23.4%
© 231% ’ 21.3%

19.3%

15.6%
10.4%
3 4%

16,276 399,161 10,981 328 940 15,026 76 688

18.3%

11.7%
3 3%

16.4% 16.6%

Weekly
Total

Persons
Reached:

I .‘

49,060 1,280,271

Average Facebook
Daily Minutes

Using Ad-Supported

39,412 565,569
YouTube Video

36,553 702,984 16,806 475,063 23,846 402,801

Instagram TikTok LinkedIn Reddit Pinterest WhatsApp Snapchat

8,286 10 882

11,581 282,505

= who Purchased a Home at a 6%+ Interest Rate past 3yrs m CIN
CiN DMA Scarborough R1 2026: Feb25-Feb26 Qual intab 58 CIN  DMA  Scarborough R12026: Feb25-Feb26 ~ Qual intab 1,738 ® Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. i for Anything _ =

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



35,651 or 70.1% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs use
Ad-Supported Facebook for an average of 36.7 minutes every day representing 29.2% of all time
spent daily with Ad-Supported Social Media.
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 649,519;
Social Media: 457,611; Local Radio: 383,212; Non-Prem. Cable: 162,922; Local TV: 150,740
reaching Adults 25 or older who Purchased a Home at a 6%+ Interest Rate

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 25 or older who Purchased a Home at a 6%+ Interest
Rate past 3yrs
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Radio: 5,754; Social Media: 5,708; Non-Prem. Cable: 1,824; Local TV: 1,804 reaching
Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs.

All Other Digital Media: 8,100; Local
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Adults 25 or older who Purchased a Home at a 6%+ Interest
Rate past 3yrs
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Social Media: 3,448; Local Radio: 3,255; Local TV: 1,363; Non-Prem. Cable: 1,110 reaching
Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs.

All Other Digital Media: 5,418;

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 25 or older who Purchased a Home at a 6%+ Interest
Rate past 3yrs
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Social Media: 3,980; Local Radio: 3,372; Non-Prem. Cable: 1,701; Local TV: 1,280 reaching
Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs.

All Other Digital Media: 5,689;

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 25 or older who Purchased a Home at a 6%+ Interest
Rate past 3yrs
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Social Media: 3,433; Local Radio: 2,451; Non-Prem. Cable: 1,681; Local TV: 1,108 reaching
Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs.

All Other Digital Media: 3,578;
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 25 or older

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

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

(Average week)
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113,754 or 97.9% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs
spend an average of 83.3 minutes per day driving, seeing Billboards and Signs. 65.8% Listen to Local
Radio Stations Out-of-Home for an average of 27.1 minutes/day
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61,650 or 99.8% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend
an average of 61. minutes per day driving, seeing Billboards and Signs. 70.3% Listen to Local Radio
Stations Out-of-Home for an average of 42.2 minutes/day.
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 25 or older

{Average week]
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70,564 or 100.% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend
an average of 70.4 minutes per day driving, seeing Billboards and Signs. 65.5% Listen to Local Radio
Stations Out-of-Home for an average of 48.1 minutes/day.
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 25 or older

{Average week]
Grocery Stores

Billboards & Signs (Weekly Drivers)

AM/FM Radio

Walking in Towns, Cities, Downtown...

Gas Stations/Convenience Stores
Shopping Malls

Restaurants & Bars

SiriusXm

Drug Stores

Podcasts

YouTube Music

Spotify

Movie Theaters

Tatal Persons:

45,507 or 89.5% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend
an average of 57.7 minutes per day driving, seeing Billboards and Signs. 65.6% Listen to Local Radio
Stations Out-of-Home for an average of 42.5 minutes/day.
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8,329,353 or 95.7% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an

average of 58. minutes per day driving, seeing Billboards and Signs representing 39.4% of all Time Spent
with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported

Out-of-Home Media: Adults 25 or older
Weekly

Reach % “Share of Ad-Supported OOH Media"
95.7% . 96.4% -

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

3yrs

78.7%

64.1%

35.9% 35.9% 36.3%
32.2%

20.8%

11.5%

8.5%

Weekly
Total
Persons

7.9%

Reached: ity i g'Sdiﬁggr'?sn TAM/EM Radio” > Wal ‘lnginl%iﬁ?ig;m 'Grdcery%st?adrgss'sm 5| n'ppingglzzi‘loaaﬁ's333 Réstaurants & Bare Cubl7s7Gysi$17; *Airports Public Trane
Average (Weekly Drivers) Cities, Downtown
Daily Minutes Areas
with Ad-Supported
OOH Media:
48.6 39.7 20.9 18.8 14.4 16.1 / 26.0 14.2
® who Purchased a Home at a 6%+ Interest Rate past 3yrs m USA
usa USA Projection Scarborough R1 2026: lan25-Mar26 Qual Intab 682 Scarborough R12026: Jan25-Mar26 USA Projection

Scarborough R1 2026: Jan25-Mar26 ~ Qual Intab 22,187 ® Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcosting, Inc. LLC. All rights reserved. "

for Anything _ =

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




113,754 or 97.9% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an

average of 83.3 minutes per day driving, seeing Billboards and Signs representing 53.4% of all Time Spent
with Ad-Supported Out-of-Home Media.
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61,650 or 99.8% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an

average of 61. minutes per day driving, seeing Billboards and Signs representing 41.% of all Time Spent
with Ad-Supported Out-of-Home Media.
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70,564 or 100.% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an
average of 70.4 minutes per day driving, seeing Billboards and Signs representing 42.% of all Time Spent
with Ad-Supported Qut-of-Home Media.
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45,507 or 89.5% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend an
average of 57.7 minutes per day driving, seeing Billboards and Signs representing 37.7% of all Time Spent
with Ad-Supported Out-of-Home Media.
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Out-of-Home Media: Adults 25 or older
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113,754 or 97.9% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs
spend an average of 83.3 minutes per day driving an average of 48.5 miles each day and are 228.2%
more likely to use MN 7 than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 25 or older
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61,650 or 99.8% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend
an average of 61. minutes per day driving an average of 35.5 miles each day and are 101.7% more
likely to use Green Mount Road than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 25 or older
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70,564 or 100.% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend
an average of 70.4 minutes per day driving an average of 41. miles each day and are 316.5% more
likely to use 1-675 than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 25 or older

I-71

1-275

I-75

Dixie Highway

US 22 (Montgomery Road)

US 127 (Hamilton Avenue)

1-74

1-471

US 27 (Colerain Avenue)

US 50 (River Road)

Winton Road

Ronald Reagan Cross County Highway
Red Bank Road

State Road 747 (Princeton, Glendale Road)
Route 747

Harrison Avenue

Norwood Lateral Expressway

Route 48

1-675

US 50 (Columbia Parkway)

Route 42

Route 32

Glenway Avenue

State Road 125 (Beechmont Avenue/Ohio Pike)
State Road 50 (Clermont County)

US 50 (Wooster Pike)

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

DMA

Scorborough R12026: Feb25-Feb26

784,061

964,060

g

e
B
J 0 E
Ed
g
8

N

A 20.5%

36.8%

5 11.6%
35.2%

g
&

28.6%
14.6%

B

g
B
¢

)
g B
=®

24.5%

g #

22.3%
8.6%

-

20.7%

10.5%
12.0%

10.1%
11.6%
9.4%
11.8%
8.4%
: 5.2%
7.5%
: 1.9%

- 10.8%
HOXGTE 11.7%
o 3u
ioe 320

o
l l
P
W
%

Avg. Miles/Day

Qual Intab

76.2%
46.1%

72.7%

8
®

70.4%
54.3%

53.5%

Avg. Hours+Minutes/day Driving:
Adults 25 or older

0:51
29.9
who Purchased a Home at CIN
6%+ Interest Rate past
3yrs
mCIN

CIN 58
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Top-26 Residential Zip Codes: Adults 25 or older
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45,507 or 89.5% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs spend
an average of 57.7 minutes per day driving an average of 33.6 miles each day and are 167.% more
likely to use US 710/Beeline Highway than the Metro average.
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- 1,548,037 or 17.8% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 7.4 minutes every day representing
25.4% of all time spent daily with All forms of Print Media.
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24,482 or 21.1% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 5.9 minutes every day representing 29.1%
of all time spent daily with All forms of Print Media.
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Direct Mail Advertising
{excluding Catalogs)
7.3

Magazines Catalogs
7.9 37
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m MsP

Avg. Week Ad-Supported All Print Media (Persons & % Reach) Adults 25 or o!def Avg. Day Ad-Supported Print Media (% Time Spent & Av

Toral persans:

Local Daily Newspaper(s) (Daily+Sunday) 030 48
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All Local Weekly Newspapers m
New York Times (Dailyssunday)  [FYSRERTR RERI
New York Times (Daily)

New York Times (Sunday)

Wall Street Journal (Daily) m%
UsA Today (aily) RV MO
Catalogs m%
Mogarines  [ERETTN i 2.3%
wois i 88%
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vg. Minutes/day Spent): Adults 25 or older

Local Daily
Newspaper(s) {Sunday)

New York Times
(Sunday)
8.4

USA Taday [Daily)
83

New York Times

(Daily+Sunday)
63

Direct Mail Advertising
(excluding Catalogs)
8.2

Local Daily
Newspaper(s) New York
(Daily Times (Daily)
5.3 4.1

Wall Street
Journal (Daity)

Magazines
34 34

Local Daily
Newspaper(s)
(Sunday)
12.5

9.4

New York Times

{Sunday)
113

USA Today {Daity]
9.4

‘Wall Street Journal (Daily)

Local Daily
Newspaper(s) Newspaper(s)
(Daity+Sunday) (Daily
89 8.3

Local Daily

Magazines
1.9
Direct
Mail
Advertisin
[
(excluding
New York Times (Daily)  Catalogs)
7.8 7.3
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Direct Mail Advertising (excluding Catalogs)
Local Daily Newspaper(s) (Daily

Local Daily Newspaper(s) (Daily+Sunday)
Local Daily Newspaper(s) (Sunday)
Books

USA Today (Daily)

New York Times (Daily)

Wall Street Journal (Daily)

New York Times (Daily+Sunday)

New York Times (Sunday)

All Local Weekly Newspapers

Catalogs

Magazines

mmam

iy
AR

PR’ T
T i

» whao Purchased a Home at a 6%+ Interest Rate past 3yrs

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

Avg. Hours+Minutes/day with All
Media: Adults 25 or older

o T

. 6,548 or 10.6% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 7.6 minutes every day representing 31.3%
of all time spent daily with All forms of Print Media.

mSTL

Wall Street Journal
(Daily)
1.8

Local Daily
Newspaper(s)
(Daily+Sunday)
76

Local Daily
Newspaper(s)
(Sunday)
88

Local Daily
Newspaper(s) (Daily

Magazines
Direct Mail Advertising
{excluding Catalogs)
7.6

New York Times
(Daity)
5.9

Local Daily
Newspaper(s)
(Sunday)
1.8

New York Times
(Daily+Sunday)
4.9

Wall Street Journal
(Daily)
100

New York Times
(Daily+Sunday)
9.8

Newspaper(s) (Daily

Magazines
7.5 74

Local Daily
Newspaper(s)
(Daily+Sunday)
8.6

Mew York Times
(Daily)
78

Local Daily

8.2

Direct Mail
Advertising
(excluding
Catalogs)

Catalogs
36

Al

®

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

mSTL

Avg. Week Ad-Supported AII Print Media (Persons & % Reach) Adults 25 or older

Direct Mail Advertising (excluding Catalogs)
lLocal Daily Newspa per(s) (Daily

Local Daily Newspaper(s) (Daily+Sunday)
Local Daily Newspaper(s) (Sunday)

USA Today (Daily)

New York Times (Daily)

wall street Journal (Daily)

New York Times (Daily+Sunday)

New York Times (Sunday)

All Local Weekly Newspapers

Catalogs

Magazines

Books

STL

DMA

persons:

[z [ e

m.ﬂ l Avg. Hours+Minutes/day with Ad-

Supported Print Media: Adults 25 or older

%

who Purchased a Home at a
6%+ Interest Rate past 3yrs
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. Day Ad-Supported Print Media (% Time Spent & A

vg. Minutes/day Spent): Adults 25 or older

Local Daily Newspaper(s)
{Daily
89

Direct Mail
Advertising
(excluding
Catalogs)
7.6

Local Daily
Newspaper(s}
(Sunday)
8.8

Local Daily
Newspaper(s)
(Sunday)
11.8

New York
Times
{Daily+Sunday
) Magazines
4.9 18

New York
imes

New York Times
(Sunday)
11.7

USA Today
(Daily)
6.9

New York Times (Sunday)

Wall Street Journal (Daily)
10.0

New York Times
{Daily+Sunday)
9.8

USA Today (Daily)
9.4

Local Daily Local Daily

Newspaper(s)

New York Times (Daily)
7.8
Direct
Mail
Advertisin
£
(excluding
Catalogs)
7.4

Magazines

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

mSTL
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- 34,630 or 49.1% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs read
Direct Mail Advertising (excluding Catalogs) for an average of 7.5 minutes every day representing
32.7% of all time spent daily with All forms of Print Media

Avg. Week All Print Media (Persons & % Reach): Adults 25 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older

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

Local Daily Newspaper(s) (Sunday)
Books

USA Today (Daily)

New York Times (Daily)

‘wall Street Journal (Daily)

New York Times (Daily+Sunday)

New York Times (Sunday)

catalogs

Magazines

All Local Weekly Newspapers

Total persons:

I-A i
RN

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

183

Avg. Hours+Minutes/day with All
Print Media: Adults 25 or older

m
M
M

who Purchased a Home at a 6%+

Interest Rate past 3yrs -
0.1% |

HCIN

% Time spent:

Magazines
13.8

Local Daily
N aper(s)
(Daily+Sunday)
8.1

Local Daily
Newspaper(s) (Daily
88

Wall Street
Journal (Daily)
12.7

Direct Mail
Advertising
(excluding New York
Catalogs) Times
75 anlmSund Times

ISWIM)

UsA Tm
Calalngs

Local Daily
Newspaper(s) New York Times
{Sunday) {Daily)
101 72

Local Daily
Newspaper(s)
(Sunday)
12.4

Local Daily

Newspaper(s)

(Daily+Sunday)
8.8

Local Daily

Newspaper(s)
Wall Street Journal (Daity
(Daity} 85 82
9.9

Magazines

Direct Mail Catalogs

Advertising 3.4

(excluding

Catalogs)
7.6

New York Times

'M"'::"d"] All.

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

uCIN

Avg. Week Ad-Supported All Print Media (Persons & % Reach): Adults 25 or older Avg

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

Local Daily Newspaper(s) (Sunday)

USA Today (Daily)

New York Times (Daily)

‘Wall Street Journal (Daily)

New York Times [Daily+Sunday)

New York Times (Sunday)

Catalogs

Magazines

All Local Weekly Newspapers

Books

CIN DMA

Total persans:

L —r
ez | oo
[agse | 2o
(e | 2
Laogio | i
[2oace | Rgwi3

_ 0.0%

0.0%
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Day Ad-Supported Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older

Magazines
13.8

‘Wall Street Journal (Daily)
127

Local Daily Local Daily
Newspaper(s) Newspaper(s)
(Sunday) (Daily

10.1 B8

Local Daily
Newspaper(s)
(Daity+Sunday)
81

Local Daily
Newspaper(s}
(Sunday}
12.4

Direct Mail Advertising
(excluding Catalogs)
7.5 New York
Times
(Daily+Sunday)
71

New York
Times (Sunday)
7.0

New York Times
{Sunday)
12.0

New York Times (Daily)

USA Today (Daily)
7.2 5.0

Local Daily
Newspaper(s)
(Daily+Sunday) Magazines
88 85

New York Times
(Daily+Sunday) Local Daily
9.9 Newspaper(s) (Daily
8.2
Direct
Mail
Advertisin
[
(excluding
New York Times (Daily) ~ Catalogs)
7.9 7.6

USA Today (Daily)
9.8
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. 12,039 or 23.7% of Adults 25 or older who Purchased a Home at a 6%+ Interest Rate past 3yrs read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 8.1 minutes every day representing 27.8%
of all time spent daily with All forms of Print Media.

Avg. Week All Print Mgdiq (Persons & % Reach): Adults 25 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older

Direct Mail Advertising (excluding Catalogs)

Local Daily Newspaper(s) (Daily+Sunday)

Local Daily Newspaper(s) (Daily

Local Daily Local Daily
Newspaper(s) Newspaper(s)
Local Daily Newspaper(s) | ysa Today (Daily) | (Daily+Sunday) Loeal USA Today (Daily) | (Daily+Sunday)
(Rucay) 84 8.1 9.6 9.2

Local Daily Newspaper(s) (Sunday)
Books

New York Times (Daily+Sunday)

= = Local Daily X Local Daily
New York Times (Sunday) Avg. Hours+Minutes/day with All Newspaper(s) New York Times Hewspaper(s)
Print Media: Adults 25 or older (Daily Magazines (Daily) (Daily
New York Times (Daily) walls:’;:"l::"mnl 75 7.4 New York Times 85 85

(Daity+Sunday)
10.1
Wall Street Journal (Daily) 109

Direct Mail Direct Mail Catalogs
Magazines . . Admlia_mg . . mlv:rlisling 38
7. 49&ﬁ Ne: v:s\;m: Tl'mes ':;"f;:“;k T;mes l: uh:dmg : New;“‘nr;i‘h)mes ‘Wail S:J;E‘:'lemil - ) {ccx(ludm&'
USA Today (Dail F 0 nday aily+Sunday) atalogs) s {Sun ail agazines atalogs)
il m 2.8% :';::f:;’:::,:“’ il 126 9.7 7,33 8 3. 13.3‘r 102 Es.z 7.2 oo
s westyewpopes BB il 2 5%
# who Purchased a Home at a 6%+ Interest Rate past 3yrs uWPE m who Purchased a Home at a 6%+ Interest Rate past 3yrs = WPB
Avg. Week Ad-Supported AII Print Media (Persons & % Reach): Adults 25 or older Avg. Day Ad-Supported Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
' Persons: % Time Spent:

Direct Mail Advertising (excluding Catalogs)

gy,
... .. [
Local Daily Newspaper(s) (Sunday) m 19.5%

New York Times (Daily+Sunday)

Wall Street Journal
(Daity) USA Today (Daily)
New York Times 102 9.6
(Sunday)
133

Wall Street lournal New York Times
(Daily) (Daily+Sunday) USA Today (Daily)
New York Times 10.1 97 8.4
(Sunday)
126

New York Times (Sunday)

New York Times (Daily)
o ' Avg. Hours+Minutes/day with Ad-

Wall Street Journal (Daily) _ W Supported Print Media: Adults 25 or older

ocal Dai
Catalogs B 28 Newspaper(s)
(Daity. Magazines
LD ril 85 82
usa Today (poiy) SRS T 014 EEEEE Lot Dt — Loce Doty
=! = Newspaper(s) Local Daily Newspaper(s) i Advertising Times Newspaper(s) Direct Mail Advertising (excluding
All Local w«k}y Newspms mmﬁ 2.8% who Purchased a Home at a 'WPB (Sunday) (Daily C g (Daily) (Sunday) New York Times (Daily) Catalogs)
AR D 6%+ Interest Rate past 3yrs 115 75 E 6.8 13.0 85 12
wooks [ 003 = 0
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“Advertising Actions"

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

Social Media g

Websites 86,780,698 35.8%
DirectMail grere 29.1%
Broadcast, Cable, &SatTV  grryyey 23.5%

Podcasts
Local AM/FM Radio 37.334.584 B

Video Streaming Services 36,126,823 e,

Local Broadcast TV

Audio Streaming Services

2 1
Cable TV Networks 35,827 721 : T
Newspapers preroymes 10.9%
® P25+ who Purchased a Home at a 6% or Higher Interest Rate in the past 3 years (Shopped/Visited/Bought past 3mos Due to Ads on %)
m P25+ USA AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
USA DMA Scarborough R12026: Jan25-Mar26  Qual intab: 682 * Share of Everything
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Direct Mail

Social Media

Broadcast, Cable, & Sat TV
Local Broadcast TV
Websites

Billboards

Cable TV Networks

Podcasts

"Advertising Actions"

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

ik 175 149

Local AM/FM Radio

Audio Streaming Services

Video Streaming Services

MINNEAPOLIS-ST. PAUL

I,
Newspapers pefrere 11.5%
m P25+ who Purchased a Home at a 6% or Higher Interest Rate in the past 3 years (Shopped/Visited/Bought past 3mos Due to Ads on %)
B P25+ MINNEAPOLIS-ST. PAUL AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
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Social Media

Websites

Direct Mail

Podcasts

Broadcast, Cable, & Sat TV
Cable TV Networks

Local Broadcast TV

"Advertising Actions"

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

8?5;742 39.3%
759,359 - 33.9%

644,316 28.8%

259,019 13.4%

540,142 24.1%

390,158 17.4%

402,574 18.0%

Local AM/FM Radio

372,527 16.6%

Audio Streaming Services
Billboards
Newspapers

Video Streaming Services

217,667

B —rY

266,032

ST. LOUIS
12.8%

359,213 16.0%

286,679

m P25+ who Purchased a Home at a 6% or Higher Interest Rate in the past 3 years (Shopped/Visited/Bought past 3mos Due to Ads on %)
B P25+ ST. LOUIS AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
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Direct Mail

Websites
Social Media

Broadcast, Cable, & Sat TV

“Advertising Actions”

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

520,009
560,949

605,921

414,672

Cable TV Networks gtefe
Podcasts sEprete
Video Streaming Services g ‘15,431 .
Newspapers gepvesm 08
Local AM/FMRadio  SZ2Sts

Audio Streaming Services

Local Broadcast TV

GIBEINAL
284,868 16.7%

Billboards e =7
W P25+ who Purchased a Home at a 6% or Higher Interest Rate in the past 3 years (Shopped/Visited/Bought past 3mos Due to Ads on %)
W P25+ CINCINNATI AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
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Social Media

Websites
Direct Mail
Broadcast, Cable, & Sat TV

Cable TV Networks

"Advertising Actions"”

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

36.8%

| 649,934

506,230 28.7%

315, 308 T 17.9%

Local AM/FM Radio

Podcasts

Newspapers

Video Streaming Services
Local Broadcast TV
Billboards

Audio Streaming Services

230,968 13.1%

171,454

265,894 15 1%

r WEST PALM BEACH-BOCA RATON
100,217 5.7%

156, 116 8.8%

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

m P25+ WESTPALM BEACH-BOCA RATON AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
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