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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality




FOLLOWING

13.9% or 36,376,505 of USA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days.
Typical Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 42.2
years old (13.3% younger than average) and have a $88,363 (7.4% lower than average) annual household...
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality
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14.7% or 570,355 of MSP DMA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30..
Typical Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 43.4

FOLLOWING years old (11.1% younger than average) and have a $89,703 (18.7% lower than average) annual household...
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality
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13.7% or 343,325 of STL DMA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days.
Typical Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 42.7
years old (13.4% younger than average) and have a $96,432 (4.% lower than average) annual household ...
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality
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12.8% or 247,566 of CIN DMA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 d J VS,
_ Typical Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 41.9
FOLLOWING years old (14.% younger than average) and have a 598,462 (1.9% lower than average) annual household ...
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



14.6% or 280,032 of WPB DMA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30...
Typical Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 44.1
years old (16.8% younger than average) and have a $106,801 (5.% higher than average) annual household...
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality
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who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days

13.9% or 36,376,505 of USA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days.
Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 7.5% less likely
to be a college graduate, 10.7% more likely to work full-time, 10.4% less likely to be married, 13.6% more
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



7 13.7% or 343,325 of STL DMA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days.
Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 18.1% more

likely to be a college graduate, 22.9% more likely to work full-time, 13.6% less likely to be married, 43.6%
more likely to be a parent of 1 or more children
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality
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211t b Stage in Life: Adults 18 or older
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



13.9% or 36,376,505 of USA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days.
00000000 Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 17.5% less likely
to own their home, 15.% more likely to own a higher valued home, 8.7% less likely to have a single-family

home, 1.3% less likely to have a dog.

FOLLOWING
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



090000:000 14.7% or 570,355 of MSP DMA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days.
0000000000 Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 21.% less likely
: to own their home, 6.8% more likely to own a lower valued home, 15.5% less likely to have a single-family

R e home, 23.5% less likely to have a dog.
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



home, 12.2% less likely to have a dog.

13.7% or 343,325 of STL DMA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days.
Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 14.1% less likely

to own their home, 6.7% more likely to own a lower valued home, 8.5% less likely to have a single-family
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&'Pets in Home: Adults 18 or older
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



12.8% or 247,566 of CIN DMA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days.
Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 14.2% less likely

to own their home, .6% more likely to own a higher valued home, 1.9% less likely to have a single-family
home, 5.% less likely to have a dog.
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® who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days mCIN

Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



0900000006 14.6% or 280,032 of WPB DMA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days.
; Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 12.5% less likely

to own their home, 10.8% more likely to own a higher valued home, 4.7% less likely to have a single-family

St home, 8.8% more likely to have a dog.
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



ko ING belong to a gym, 3.9% more likely to fly dome

13.9% or 36,376,505 of USA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30...
Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 24.6% more
likely to look up D-I-Y advice online, 11.7% less likely to always vote in local elections, 3.4% less likely to

'Top-zo past 30-days Online Lifestyle Activites: Adults 18 or older
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



FOLLOWING

14.7% or 570,355 of MSP DMA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30..
Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 24.6% more

likely to look up D-I-Y advice online, 2.6% more likely to always vote in local elections, 20.8% less likely to
belong to a gym, 8.2% more likely to fly dome
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



13.7% or 343,325 of STL DMA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30...
Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 14.9% more
likely to look up D-I-Y advice online, 23.7% less likely to always vote in local elections, 7.3% more likely to
belong to a gym, 10.8% more likely to fly dom
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



12.8% or 247,566 of CIN DMA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30...
Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 3.7% more
likely to look up D-I-Y advice online, 7.6% less likely to always vote in local elections, 8.9% less likely to

FOLLOWING
belong to a gym, 9.3% less likely to fly domest
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



14.6% or 280,032 of WPB DMA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30...
Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 20.% more
likely to look up D-I-Y advice online, 22.8% less likely to always vote in local elections, 12.% more likely to

FOLLOWING .
belong to a gym, 4.1% more likely to fly domes
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«
@&Top-s‘a past 12-months Active Lifestyle Activites: Adults 18 or older ‘u Past 12-months Domestic Airline Trips: Adults 18 or older

12.7%
2tips Cr¥wEy] 13.8%

3trips [EPNE
) 3.4%
4tips %] 8.1%

31.8%) 12.2%
" 3.9% Flew Domestic past year:
10+ trips 2l 4.4% Avg. # Domestic Flights: [ et s IR YR
20.4% |

Crilling - Gardening lawn Care  Swimming Bicyding Fehing Vuhm\‘zer Belongto Boating Jogging- GmoupFitness  Bowling Sewing - Basketbal Hﬁu‘ Yoga-Pdates  Followa Adult Camping  Caregiverof Football Tennis Soccer Competitive Orgamized Hunting Softhall - Snow Skiing -
Outdoor [Flowersor Health Club or Running Class Crfts Backpacking ‘Weight Loss  Continuing Aging Parent Video Gaming  Road Race Baseball  Snowboarding
Cooking  Vegemables} Gym Progam  Education ar Relative 5%,
Marathon,
® who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days = WPB ae)

WPB DMA Scarborough R2 2025: Aug24-Jun25 Qual Intab 336
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



FOLLOWING

Past 30-days QSR Users: dults 18 or older

o |

1time 5.7%

2times

12.3%
3 times 11.9%
4 times 10.1%

S5times IU.D%

6 -9times

16.5%

10times or more

13.8%
= who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days
Avg. Monthly QSR Meals:

musA

Total Monthly QSR Users:
B84.3% 83.4%

13.9% or 36,376,505 of USA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 daysj
Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 1.1% more
likely to use QSRs past mo., 1.9% less likely to use Sit-Down Restaurants past mo., .1% more likely to use

Casinos past yr., 1.6% less likely to smoke cigaret

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

€ ¥ itme 17.0%

3 times 11.8%

4 times

5 times

6-9times

10 times or more

m who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days

mUSA

Total Monthly Sit-Down Restaurant Users:  Avg. Monthly Sit-Down R ant Meals:
70.6% 72.0%

Drank Past 30-days: Adults 18 or older

Liquor

Any Type of Beer
Wine

Domestic Regular Beer

Domestic Light Beer

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

I
piza

= who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days

I‘

Wings/  Bagel/ Steakhouse Upsale
Burgers /  Donat /
sparts gar  Bakery

Hakian

Thai/

who Became a Follower of @ SOCIAL MEDIA... 24.7%

usn 19.5%

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
[Boe7sa0

£ Past 12 months Casino Activities: Adults 18 or older

Slot Machines
- -

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

Stage Show / Concert

Imported Beer v Sports Betting
Microbrew / Craft Beer ¢ i Spa
Other Gambli I 2.3% i s
e BUTR 2.0% Casinos visited past 12 months: Yes
= who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days mUSA = who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days m USA
UsA USA Projection Scarborough R2 2025: Sep24-Aug25 Qual Intab 3,445
All Graphs and HBIAI Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved. USA Projection Scarborough R2 2025: Sep24-Aug25 Qual Intab 25,507

Used Past 30-days: Adults 18 or older

Marijuana / Cannabis

Cigarettes Vape

# who Besame a Follower of 3 SOOAL MEDIA INFLUENCER past 30days ~ BUSA

Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



Past 30-days QSR Users. Adults 18 or older
= |k I

2times

3 times

4 times

5 times

6 -9times

10times or more

= who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days

Total Monthly QSR Users:
89.8%

mMsP

Avg. Monthly QSR Meals:
86.2%

Tow S | 55
3 354 586

Casinos past yr., 41.8% more likely to smoke cigare

14.7% or 570,355 of MSP DMA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 d ‘ys.
Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 4.2% more
likely to use QSRs past mo., 10.% less likely to use Sit-Down Restaurants past mo.,

3.% less likely to use

Past 30-days Sit-Down Restaurant Users: Adults 18 or older
4

1time

21.7%

2 times

17.0%

3 times 13, 3%
10 times or more M
# who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days B MSP
Total Monthly Sit-Down Restaurant Users:  Avg. hly sit-Down ant Meals:

67.8% 75.3%

=1 8 | |
.

Drank Past 30-days: Adults 18 or older
Any Type of Beer

1 .7%
1,141,437 29.3%

Liguor
Domestic Light Beer
Domestic Regular Beer

Wirie' g 61 28.4%
Imported Beer 03y v v
N 11.4%
Microbrew / Craft Beer 13.3% i
m who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days uMSP
msp DMA Scarborough R2 2025: Aug24-Jul25 Qual intab

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

wings/  Bagel
House/ Burgers/ Doaut/
Coffee Bar sports sar

e umitens gty b

mm
Asian

#who Berame a Follower of 3 SO AL MEDIA INFLUENCER past 30 days uMsP

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Became a Follower of a SOCIAL MEDIA... [ETTOISNINN  19.5%

mse 12.5%

Past 12 months Casino Activities: Adults 18 or older

Slot Machines

31. 63’

Table Games (Craps, Poker, etc.)
Stage Show / Concert

Bar / Nightclub

Upscale Restaurant

Sports Betting

Other Gambling

Spa

Casinos visited past 12 months: Yes
# who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days = MSP

280
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Used Past 30-days: Adults 18 or older

Marijuana / Cannabis

Cigarettes Vape

= who Became a Follower of a SOOAL MEDIA INFLU ENCER past 30 days -MsP

Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



Past 30-days QSR Users: Adults 18 or older

= 1time
14

3 times

11.4%

10.8%

4 times
5 times

6 -9times

17.3%

10times or more

= who Became a Follower of 3 SOCIAL MEDIA INFLUENCER past 30 days mSTL

Total Jlggré\;iﬂv QSR Users: Avg. Monthly QSR Meals:

85.8%

Casinos past yr., 35.7% more likely to smoke ciga

13.7% or 343,325 of STL DMA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 da
Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 4.3% less likely
to use QSRs past mo., 4.6% less likely to use Sit-Down Restaurants past mo., 11.9% more likely to use

i

[ 1time -l

2 times

3 times 10.9%

4 times 7.4%

5 times 8.0%

6-9times 7.2%

10 times or more 4.3%

Total Monthly Sit-Down Restaurant Users:

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

16.9%

16.6%

® who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days

W STL

Avg. ly Sit-Down

1t Meals:

67.9% 71.2%

Drank Past 30-days: Adults 18 or older

Liquor

Any Type of Beer
Domestic Light Beer
Domestic Regular Beer

Vg
Imported Beer FEf 18.1% -
Microbrew / Craft Beer aségg% i

wwho Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days
sTL DMA Scarborough R2 2025: Aug24-Jul25

mSTL

Qual Intab

Past 12 months Casino

Slot Machines T

BT 5o

Table Games (Craps, Poker, etc.) 5
Bar [ Nightclub
Upscale Restaurant

Sports Betting 9.5%

Stage Show / Concert

v
°
»

Other Gambling

= who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days
277

All Graphs and HBIAI Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.

ar

Activities: Adults 18 or older

mSTL

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

b0 oo
4.5
20.43
Pz

chiness  mewitan wings/  Coffee steakhouse Bagel/ Upscale  Seatood
= who Became a Follower of a SOCAL MEDIA INFLUENCER past 30 days

nasan i
Burgers/ House / Donut /
sports ear Caffes Bar Bakery

wSTL

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Became a Follower of @ SOCIAL MEDIA... 21.6%

ST 051.148 18.0%

28.4%

Casinos visited past 12 months: Yes

Used Past 30-days: Adults 18 or older

Marijuana / Cannabis

Cigarettes Vape

= who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days =sTL

Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



FOLLOWING

Past 30-days QSR Users: Adults 18 or older

'-‘ -* 1time
3 times

4 times
5 times

6 -9times

16.1%

= who Became a Follower of 3 SOCIAL MEDIA INFLUENCER past 30 days

Avg. Monthly QSR Meals:

10times or more
mCIN

Total Monthly QSR Users:
91.0% 86.9%

.. e ¢ G

Casinos past yr., 15.4% less likely to smoke cigar

12.8% or 247,566 of CIN DMA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 da
Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 4.7% more
likely to use QSRs past mo., 1.4% less likely to use Sit-Down Restaurants past mo., 16.% more likely to use

L

Past 30-days Sit-Down Restaurant Users: Adults 18 or older
[ 1time :

14.1%

2 times

# who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days

Avg. ly Sit-Down ant Meals:
75.3%

3 times

4 times

5 times

6-9times

10 times or more

H CIN

Total Monthly Sit-Down Restaurant Users:
76.4%

Drank Past 30-days: Adults 18 or older
Any Type of Beer

Liguor

Domestic Light Beer

28.7%

523,991 27.1%
338,723 17.5%
v
221,280 11.4%

Wine
Domestic Regular Beer
Imported Beer

-v v

Microbrew / Craft Beer

wwho Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days
CIN DMA Scarborough R2 2025: Sep24-Jul25

uCIN

Qual intab

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

Bakery

= who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days mCN

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Became a Follower of @ SOCIAL MEDIA... (06U  29.9%

an m_ 18.9%

Past 12 months Casino Activities: Adults 18 or older

Slot Machines

29.29 |

564,386
L 5.9%
135,796 7.0%
M 2.7%
6.0%

3,1%
LIETE 2.5%

B‘”z‘.'z%i"

Bar / Nightclub

Table Games (Craps, Poker, etc.)
Upscale Restaurant

Sports Betting

Stage Show / Concert

Other Gambling

Spa Casinos visited past 12 months: Yes

= who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days =CIN

250
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Used Past 30-days: Adults 18 or older

I %

Marijuana / Cannabis

Cigarettes Vape

= who Became a Follower of a SOCAL MEDIA INFLUENCER past 30 days =CIN

Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



2times
3 times
4 times
5 times
6 -9times

10times or more

= who Becamea Follower of a SOCIAL MEDIA INFLUENCER past 30 days

Total Monthly QSR Users:
79.4%

=WPB
Avg. Monthly QSR Meals:

75.9%

iz e

Casinos past yr.,, 2.1% more likely to smoke cigar

14.6% or 280,032 of WPB DMA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days.
Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 4.6% more
likely to use QSRs past mo., 3.3% less likely to use Sit-Down Restaurants past mo., 13.6% less likely to use

Past 30-days Sit-Down Restaurant Users. Adults 18 or older
4

1time

15.3%

10 times or more

® who Became a Follower of a SDCIAL MEDIA INFLUENCER past 30 days

Total Monthly Sit-Down Restaurant Users:
73.0%

uWPB

Avg

it-Down Restaurant Meals:
70.6%

Drank Past 30~days. Adults 18 or older

Liquor

Any Type of Beer
Wine

Imported Beer

Domestic Regular Beer

Domestic Light Beer prferms 53 6% v v
Microbrew / Craft Beer 2332 | |
®who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days uWPB

wes DMA Scarborough R2 2025: Aug24-Jun25 Qual Intab

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

Choese b mesam Sekbouse Wings/  Cofes  Upsole seatoos iedan
Surgers /  Wouse /
Sparts Bar Coffes Sar aer
asian
= who Berame a Follower of a SOCIAL MEDIA INFLUENCER past 30 days =WPE

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Became a Follower of a SOCIAL MEDIA... 21.4%

wPB 2-21.590 16.8%

Past 12 months Casmo Activities: Adults 18 or older

Slot Machines

387,549

20.3%

Table Games (Craps, Poker, etc.)
Upscale Restaurant

Stage Show / Concert

Bar / Nightclub

Sports Betting

Spa

Other Gambling

Casinos visited past 12 months: Yes
= who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days = WPB

336
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Used Past 30-days: Adults 18 or older

11.1%

Marijuana / Cannabis

Cigarettes Vape

= who Became a Follower of a SOOIAL MEDIA INFLUENCER past 30 days =WPB

Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



000000:00

FOLLOWING

13.9% or 36,376,505 of USA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30...
Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 3.8% more likely

to have a 401K, .9% more likely to have an Auto Loan, 11.8% less likely to Invest/Trade Stocks Online, 6.8%
more likely to pay with their Debit Card.

Investments Owned: Adults 18 or older

401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

Bonds

Other (Crypto / NFTs / Metals, etc.)
529 Plan / College Savings Plan

Second Home or Real Estate Property

117,183,867 24.7%
96,208,454 36.7%

68,560,347 26.2%

44,482,904 17.0%
72 10.2%
35,563,070 13.6%
( 8.5%
26,731,654 10.2%
606 7.3%
PLELRIIE 9.3%
S304835 6.3%
20,821, 50 QKLY
186.1%
EREEE 7.7%

® who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days mUSA

Checking  Debit or ATM

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

TA% 6.8% o 5.4% g an 4.5%

Iliilﬂﬂ

Savings Credit Card Online Mobile Online Bill Home

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

= who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days mUSA

Professional Services Used*: Adults 18 or older

Tax Preparation Service

Financial Planner

Online Investing / Stock Trading

Accountant

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

Estate Planning

Divorce / Family Attorney

USA USA Projection

Scarborough R2 2025: Sep24-Aug25
All Graphs and HBIA| Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.

66,257

45 826 883 1

107 3.3%
LREPR2] 3.5%
2.4%
2.9%
4.0% (*Past 12 Months)
1.0%

m who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days mUSA

=

Qual Intab 3,445

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

14.1%
10.6% 11-9%

6.8% 6.8%
4.0%
1 o

Square Cash  Facebook Samsung Pay
Messenger

PayPal Debit Card Zelle Venmo

[
Yo s2a7 5 -

MasterCard  ApplePay  CashApp  GooglePay  American  Store Credi
Express Card

® who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days W USA

Discover

USA Projection Scarborough R2 2025: Sep24-Aug25 Qual Intab 25,507

Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



14.7% or 570,355 of MSP DMA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 Aays.
Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 6.6% less likely

to have a 401K, 22.4% less likely to have an Auto Loan, 20.7% less likely to Invest/Trade Stocks Online, .5%
EOLLOWING more likely to pay with their Debit Card.

“ﬁdlnvestments Owned: Adults 18 or older

401K Plan

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

2,277 53.5%

Stocks or Stock Options
Mutual Funds
Money Market Funds

Bonds

Other (Crypto / NFTs / Metals, etc.)

529 Plan / College Savings Plan

Checking  Debitor ATM  Savings Credit Card

Online Mobile Online Bill Home Auto Loan Money  Certificates of Studentloan Personal Loan Refinanced Home
Account card Account Banking Banking Paying Mortgage Market  Depaosit (CDs) Home  Improvement
Second Home or Real Estate Property Account Mortgage Loan or Home
Equity Loan
® who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days B MSP m who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days = MSP

inancial Plani -
Financial Planner e

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

Tax Preparation Service

Online Investing / Stock Trading e e
Insurance Agent at a Local Office (not online) g 1%
446,950 11.5%
3 65.9%
2 5.2%
Real Estate Agent !.3%

966,488
3 6.

13.6% 14.2%
9.2% 7.7%
. ——
L

Estate Planning s Z:’S‘G .
. ; 1.7% (*Past 12 Months) PayPal Venmo Zelle CashApp  Discover  American StoreCredit GooglePay SquareCash Facebook Samsung Pay
Divorce / Family Attorney E 11% Express Card Messenger
m who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days uMSP

u who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days m MSP
MSP DMA Scarborough R2 2025: Aug24-Jul25 Qual Intab 280
All Graphs and HBIAI Data Modeling Copyright @ 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



FOLLOWING

| 13.7% or 343,325 of STL DMA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30... ‘
Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 9.2% more likely

to have a 401K, 7.% more likely to have an Auto Loan, 1.3% more likely to Invest/Trade Stocks Online, 3.6%
| more likely to pay with their Debit Card.

mﬁﬂlnvestments Owned: Adults 18 or older

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

Bonds

8.0%
279,960 11.2%
2 10.7%
249,741

9.9%
10.9%

22331 6.5%
159,25

6.3%
® who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days WSTL

Other (Crypto / NFTs / Metals, etc.)
529 Plan / College Savings Plan

Second Home or Real Estate Property

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

SRNIBLE 3% go 3.5% 47%

Checking Debitor ATM  Savings Credit Card ©Online Online Bill Mobile Home Auto Loan Money  Certificates of Student|oan Personal Loan Refinanced Home
Account card Account Banking Paying Banking Mortgage Market  Deposit(CDs) Home  Improvement
Account Mortgage Loan or Home
Equity Loan

» who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days mSTL

Professional Services Used*: Adults 18 or older

Tax Preparation Service e . ;
L 545,174 21.7%

Financial Planner

531,758 2%
292 186 11.6%

OnlineInvesting / Stock Trading

Insurance Agent at a Local Office (not online)

9.7%
277 361 11.0%
3 11.5¢
e
14,343 4.2%
105,779 a4.2%

2.9%
10.2%
1.0%

3.1%
® who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days mSTL

STL DMA Scarborough R2 2025: Aug24-Jul 25 Qual Intab 277
All Graphs and HBIAI Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Accountant

Real Estate Agent

Estate Planning

(*Past 12 Months)

Divorce / Family Attorney

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

visA

% 11.1%
7a% 7 o 8%
Store Credit ~ American Facebook  Square Cash Samsung Pay
Card Express Messenger
mSTL

PayPal MasterCard

Venmo

Zelle CashApp  GooglePay  Discover

m who Became a Foll ower of a SOCIAL MEDIA INFLUENCER past 30 days

Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



FOLLOWING

: 12.8% or 247,566 of CIN DMA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30... ‘
Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 3.1% more likely

to have a 401K, 16.1% less likely to have an Auto Loan, 33.% less likely to Invest/Trade Stocks Online, 6.% less
| likely to pay with their Debit Card.

ts Owned: Adults 18 or older
e
B

262,345 13.6%

mﬁ 4 Investmen

401K Plan
IRA (Individual Retirement Account) 0%

Stocks or Stock Options

Mutual Funds

Money Market Funds ‘6,:2_;%
529 Plan / College Savings Plan 8‘1:;,%

Bonds

5.5%
7.4%

Other (Crypto / NFTs [ Metals, etc.) ﬁgﬂ7 -

Checking  Debit or ATM

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

9.8%
8.5% 5.6%

. 4.4% 5.7%
e s "

Credit Card Mobile

savings ©Online Online Bill Home Auto Loan Money  Certificates of Student|oan Personal Loan Refinanced Home
Account card Account Banking Banking Paying Mortgage Market  Deposit(CDs) Home  Improvement
Second Home or Real Estate Property &lﬁ% Account Mortgage l?m Hmﬂme
q an
® who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days uCIN m who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days mCIN
Professional Services Used*: Adults 18 or older 'm'Past 3-Months Payment Methods Used: Adults 18 or older
Tax Preparation Service ;61 o 2
Financial Planner : TE
OnlineInvesting / Stock Trading
Insurance Agent at a Local Office (not online)
oo [ i @ @ .
Estate Planning Zf:; TR 0.6% 9.8% 8.4%
3.5% 519
Real Estate Agent mm:'m = - =

(*Past 12 Menths) Paypal

Divorce / Family Attorney

2.6%
ol 2.0%

m who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days

mCIN

CIN DMA Scarborough R2 2025: Sep24-Jul25 Qual Intab 250
All Graphs and HBIAI Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Discover  Square Cash Facebook Samsung Pay
Messenger

Cash App Apple Pay  Google Pay Store Credit
Card

= who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days

DebitCard  MasterCard Zelle

VISA

Venmo

American
Express.

m CIN

Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



: 14.6% or 280,032 of WPB DMA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30..
Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 22.8% more

likely to have a 401K, 15.8% more likely to have an Auto Loan, 20.8% more likely to Invest/Trade Stocks

R YN | Online, 7.% more likely to pay with their Debit Card.

mﬁﬂlnvestments Owned: Adults 18 or older

N Financial Services Has and/or Uses: Adults 18 or older
401K Plan  grepes 36.7%
IRA (Individual Retirement Account)
Mutual Funds b o
Money Market Funds 2%
: . 8.1%
Other (Crypto / NFTs / Metals, etc.) 7% ﬂ i 5.9% 47,‘ ““ R
Second Home or Real Estate Property m 8.1% Checking  Debitor ATM  Savings  CreditCard  Online Mobile  Online Bill Home Autoloan  Money  Certificates of Personal Loan  Home  Studentloan Refinanced
Account card Account Banking Banking Paying Mortgage Market  Deposit(CDs) Improvement Home
529 Plan / College Savings Plan &'5’:2% Account Loan of Home Mortgage
E Eqity Loan
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18.4%
Real Estate Agent 3 11.4%10,1% 9.7%

8% 6.4% 3.8%
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days spend an average of 2 days, 22

hours, 15 minutes and 37 seconds each week with All Forms of Media.
77.4% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days spend an avg. of 7 hours and 17
| minutes each week listening to All Local AM/FM Radio, representing 8.% of totaltime spent with all forms of Media.
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FOLLOWING

Avg. H:M:S/weekwith All Forms of
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BROADCASTING

Social media activities done past 30 days: Follow/become a fan of a celebrity/personality




Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days spend an average of 2 days, 17
hours, 11 minutes and 53 seconds each week with All Forms of Media.

82.1% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days spend an avg. of 8 hours and 11
minutes each week listening to All Local AM/FM Radio, representing 10.3% of total time spent with all forms of Media.

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

Concurrent

Usage % \who Bu:asrrsz'%%lowﬁ ofa MsP
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8353 days
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days spend an average of 2 days, 21
hours, 39 minutes and 17 seconds each week with All Forms of Media.

81.2% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days spend an avg. of 7 hours and 10
minutes each week listening to All Local AM/FM Radio, representing 8.4% of total time spent with all forms of Media.
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BROADCASTING

Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days spend an average of 3 days, 1
hours, 46 minutes and 13 seconds each week with All Forms of Media.

78.1% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days spend an avg. of 6 hours and 4
minutes each week listening to All Local AM/FM Radio, representing 6.4% of total time spent with all forms of Media.
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BROADCASTING

Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days spend an average of 3 days, 7
hours, 57 minutes and 21 seconds each week with All Forms of Media.

85.9% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days spend an avg. of 6 hours and 47
minutes each week listening to All Local AM/FM Radio, representing 7.3% of total time spent with all forms of Media.

EXe
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days spend an average of 1 days, 22

hours, 49 minutes and 13 seconds each week with All Forms of Ad-Supported Media.
75.1% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days spend an avg. of 6 hours and 48
minutes each week listening to Local Ad-Supported AM/FM Radio, representing 10.9% of total time spent with all forms of Ad-Supporte

FOLLOWING
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days spend an average of 1 days, 19
= hours, 8 minutes and 48 seconds each week with All Forms of Ad-Supported Media.

79.% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days spend an avg. of 7 hours and 32
FOLLOWING

minutes each week listening to Local Ad-Supported AM/FM Radio, representing 13.8% of total time spent with all forms of Ad-
Supported
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BROADCASTING

Social media activities done past 30 days: Follow/become a fan of a celebrity/personality




Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days spend an average of 2 days, 1

hours, 30 minutes and 35 seconds each week with All Forms of Ad-Supported Media.

79.1% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days spend an avg. of 6 hours and 50

minutes each week listening to Local Ad-Supported AM/FM Radio, representing 10.9% of total time spent with all forms of Ad-Supporte
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FOLLOWING
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BROADCASTING

Social media activities done past 30 days: Follow/become a fan of a celebrity/personality




Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days spend an average of 2 days, 3
hours, 16 minutes and 5 seconds each week with All Forms of Ad-Supported Media.
75.9% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days spend an avg. of 5 hours and 36

o NG minutes each week listening to Local Ad-Supported AM/FM Radio, representing 8.3% of total time spent with all forms of Ad-Supported
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days spend an average of 2 days, 10

hours, 6 minutes and 17 seconds each week with All Forms of Ad-Supported Media.
83.9% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days spend an avg. of 6 hours and 33
FOUOWING minutes each week listening to Local Ad-Supported AM/FM Radio, representing 9.5% of total time spent with all forms of Ad-Supported

Avg. H:M:S/week with All Forms of Ad-
Supported Media: Adults 18 or older
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



| Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days spend an
average of 6 hours and 41 minutes each day with All Forms of Ad-Supported Media. 75.1% listen to
FOLLOWING Local AM/FM Radio for an avg. of 58.4 minutes/day.(Local Radio delivers 10.9% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 18 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



FOLLOWING

Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days spend an
average of 6 hours and 9 minutes each day with All Forms of Ad-Supported Media. 79.% listen to
Local AM/FM Radio for an avg. of 64.6 minutes/day. (Local Radio delivers 13.8% of Time with Ad- Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 18 or older Tap-13 AH Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality
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Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days spend an
average of 7 hours and 4 minutes each day with All Forms of Ad-Supported Media. 79.1% listen to
Local AM/FM Radio for an avg. of 58.6 minutes/day (Local Radio delivers 10.9% of Time with Ad-Support
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality
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Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days spend an
average of 7 hours and 19 minutes each day with All Forms of Ad-Supported Media. 75.9% listen to
Local AM/FM Radio for an avg. of 48.1 mmutes/da\(Local Radio delivers 8.3% of Time with Ad- Supported Media.)
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Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days spend an
average of 8 hours and 18 minutes each day with All Forms of Ad-Supported Media. 83.9% listen to

FOLLOWING Local AM/FM Radio for an avg. of 56.1 minutes/day.(Local Radic delivers 9.5% of Time with Ad- Supported Media.)
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality
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27,320,537 or 75.1% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER
past 30 days listen to Ad-Supported Local AM/FM Radio for an average of 58.4 minutes every day
representing 37.5% of all time spent daily with Ad-Supported Audio.
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450,499 or 79.% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days listen to Ad-Supported Local AM/FM Radio for an average of 64.6 minutes every day
representing 37.6% of all time spent daily with Ad-Supported Audio.
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



Avg. Week All Audio (Persons & % Reach): Adults 18 or older
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' 271,507 or 79.1% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days listen to Ad-Supported Local AM/FM Radio for an average of 58.6 minutes every day
representing 37.5% of all time spent daily with Ad-Supported Audio.
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality
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Avg. Week All Audio (Persons & % Reach): Adults 18 or older
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' 188,021 or 75.9% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days listen to Ad-Supported Local AM/FM Radio for an average of 48.1 minutes every day
representing 39.7% of all time spent daily with Ad-Supported Audio.

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

L

who Became 3 Follower of N
a SOCIAL MEDIA
INFLUENCER past 30 days

u CIN

Avg. Day All Audio (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

 Time sint

1

=
S
R

=
il
K3

TV Music
Channels
17.0

Podcasts
16.8 SiriusXM

13.0

Local AM/FM
Radio
52.1

Pandora

9.6

Owned Music
16.2

YouTube
Music
13.8

Apple

Local AM/FM
Radio
67.1

Podcasts
21.0

Spotify
17.7

YouTube
Music
13.9

Owned
Music
11.6

TV Music
Channels
11.9 =z

Pandor

Am

SiriusXM
15.9

a Appl

zon
M...

All

Othe

[s.

= who Became a Follower of a SOCIAL MEDIA INFLUENC

ER past 30 days

u CIN

Avg. Week Ad-Supported Audio (Persons & % Reach): Adults 18 or older Avg

Local AM/FM Radio
Podcasts

TV Music Channels
YouTube Music
Pandora

Spotify

All Others
iHeartRadio
Amazon Music
SiriusXM
Audiobooks
Owned Music
Apple Music

w who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days
Scarborough R2 2025: Sep24-Jul25

CiN DMA

ool persons-

[ scaa | o e
Lol oo
H"’

B
P 3%

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

who Became a Follower of cN
a SOCIAL MEDIA
INFLUENCER past 30 days

Qual Intab 250

uCIN

Time Spent

Day Ad-Supported Audio (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

All Graphs and soefa.ai Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC, All rights reserved.

TV Music
Channels
17.0

Pandora
93

YouTub
e Music
11.7

Local AM/FM Radio
481

Spotify
8.3

Podcasts
15.8

All

Othe...

Ama...

iH...

Local AM/FM Radio
63.1

Podcasts
20.2

TV Music
Channels
119

Spotify
9.2

Pandora

8.5

Amaz
on...

YouTube
Music
12.2

All
Oth
ers
5.5

iHea...

Sirits...

= who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days

Social media activities done past 30 days: Follow/become a fan of a celebrity/personality

BCIN

soefa.ai

® Share of Everything
for Anything _




Avg. Week All Audio (Persons & % Reach): Adults 18 or older
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7 234,976 or 83.9% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days listen to Ad-Supported Local AM/FM Radio for an average of 56.1 minutes every day
representing 47.9% of all time spent daily with Ad-Supported Audio.
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27,320,537 or 75.1% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER
past 30 days listen to Ad-Supported Local AM/FM Radio for an average of 58.4 minutes every day
FOLLOWING | representing 37.5% of all time spent daily with Ad-Supported Audio.
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| 450,499 or 79.% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
e 30 days listen to Ad-Supported Local AM/FM Radio for an average of 64.6 minutes every day
FOLLOWING representing 37.6% of all time spent daily with Ad-Supported Audio.
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| 271,507 or 79.1% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER
past 30 days listen to Ad-Supported Local AM/FM Radio for an average of 58.6 minutes every day
representing 37.5% of all time spent daily with Ad-Supported Audio.
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



| 188,021 or 75.9% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER
past 30 days listen to Ad-Supported Local AM/FM Radio for an average of 48.1 minutes every day
FOLLOWING representing 39.7% of all time spent daily with Ad-Supported Audio.
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0,
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



| 234,976 or 83.9% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER
past 30 days listen to Ad-Supported Local AM/FM Radio for an average of 56.1 minutes every day
representing 47.9% of all time spent daily with Ad-Supported Audio.

FOLLOWING

83.9%
Weekly Avg. Hours+Minutes/day with Ad-Supported
Reach %

Audio: Adults 18 or older
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



27,320,537 or 75.1% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Pop Contemporary Hit Radio,
Classic Hits, Adult Contemporary, Country, and Hot AC.
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



[Average wee

450,499 or 79.% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30
days listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Country, Hot AC, Pop
Contemporary Hit Radio, Classic Hits, and Classic Rock.
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271,507 or 79.1% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30
days listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Classic Hits, New Country, Urban
AC, Alternative, and Pop Contemporary Hit Radio.

Local AM/FM Radio Formats (Persons & % Reach): Adults 18 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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188,021 or 75.9% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30
days listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Classic Hits, Adult Hits, Adult
Contemporary, Country, and Album Oriented Rock.
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FOLLOWING

' 234,976 or 83.9% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30
days listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Classic Hits,
Pop Contemporary Hit Radio, Country, and Urban AC.
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality
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Avg. Week All Video (Persons & % Reach): Adults 18 or older
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18,536,584 or 51.% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER
past 30 days watch Ad-Supported Local TV Stations for an average of 82.4 minutes every day
representing 31.% of all time spent daily with Ad-Supported Video.
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FOLLOWING

303,024 or 53.1% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days watch Ad-Supported Local TV Stations for an average of 96.4 minutes every day representing
32.1% of all time spent daily with Ad-Supported Video.

Avg. Week All Video (Persons & % Reach): Adults 18 or older
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206,858 or 60.3% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days watch Ad-Supported Local TV Stations for an average of 69.3 minutes every day representing
25.9% of all time spent daily with Ad-Supported Video.
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130,219 or 52.6% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days watch Ad-Supported Local TV Stations for an average of 114.2 minutes every day
representing 37.4% of all time spent daily with Ad-Supported Video.
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160,047 or 57.2% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days watch Ad-Supported Local TV Stations for an average of 114.3 minutes every day
representing 30.2% of all time spent daily with Ad-Supported Video.
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18,536,584 or 51.% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER
past 30 days watch Ad-Supported Local TV Stations for an average of 82.4 minutes every day
representing 31.% of all time spent daily with Ad-Supported Video.
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



303,024 or 53.1% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER
past 30 days watch Ad-Supported Local TV Stations for an average of 96.4 minutes every day
representing 32.1% of all time spent daily with Ad-Supported Video.
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



206,858 or 60.3% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER
290 past 30 days watch Ad-Supported Local TV Stations for an average of 69.3 minutes every day
FOLLOWING representing 25.9% of all time spent daily with Ad-Supported Video.
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



130,219 or 52.6% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER
past 30 days watch Ad-Supported Local TV Stations for an average of 114.2 minutes every day
FOLLOWING representing 37.4% of all time spent daily with Ad-Supported Video.
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



160,047 or 57.2% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER
past 30 days watch Ad-Supported Local TV Stations for an average of 114.3 minutes every day
FOLLOWING representing 30.2% of all time spent daily with Ad-Supported Video.
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality
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18,536,584 or 51.% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER
past 30 days watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News -

Evening, Comedies, Local News - Morning, Movies, and Game Shows.
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303,024 or 53.1% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days watch Ad-Supported Local TV Stations. The Top 6-Programs are Comedies, Local News -
Morning, Local News - Evening, Sports, Movies, and Game Shows.
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206,858 or 60.3% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days watch Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening,
Sports, Local News - Morning, Comedies, Local News - Late, and Game S
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Local TVStatmn Programs (Persons & % Reach): Adults 18 or older
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' 130,219 or 52.6% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News -
Evening, Local News - Morning, Movies, Game Shows, and Comedies.
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Local TV Station Programs (Persons & % Reach): Adults 18 or older
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160,047 or 57.2% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days watch Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening,
Comedies, Sports, Local News - Morning, Movies, and Court Shows.
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FOLLOWING

| 24,014,117 or 66.% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER
past 30 days use Ad-Supported Social Media for an average of 143. minutes every day representing
27.3% of all time spent daily with Ad-Supported Digital Media.
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365,981 or 64.2% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days use Ad-Supported Social Media for an average of 82.1 minutes every day representing
14.6% of all time spent daily with Ad-Supported Digital Media.
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FOLLOWING

230,085 or 67.% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days use Ad-Supported Social Media for an average of 139.4 minutes every day representing
25.3% of all time spent daily with Ad-Supported Digital Media.

Avg. Week All Ei@'iW (Persons & % Reach): Adults 18 or older

OTT TV Streaming Services

Sodial Media

Search (Google, Bing, etc.)
Banking/Financial/Real Estate (Websites/Apps)

News/Weather/Sports (Websites/Apps)

Email/Text/IM/200m.etc. (Personal & Work)

Streaming Audio (Local Radio/ ...
Avg. Hours+Minutes/day with
Gomes/Fontasy/Betting Sites Digital: Adults 18 or older
Shopping (indl. Food/Auctions/Travel, etc.)

YouTube/TikTok, etc.

Local TV Streaming o

usage %
N who Became a Follower of
a SOCIAL MEDIA
Online Classes, Schools, Colleges, Universities R0 sy m INFLUENCER past 30 days

# who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days

HSTL

Avg. Day All Digital (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

Social Media

Streaming Audio (Local Radio/
Podcasts/Streaming Services) | S ming

OTT TV Streaming Services

——
1711 Online
Classes,

Schools,

YouTube/Ti

Sho
h ppin
(Goog g

le,... (in..

Local TV

156.5

Non-
Premium+Pr
emium
Cable
Streaming

Games/...

News/ | B

Social Media
172.2

OTT TV Streaming Services

152.8

Online
Classes,
Schools,
Colleges,

Uni

Streaming Audio (Local
Radio/ Podcasts/Streaming
Services)

1325

Local TV

YouT 2
ouTutie/T; Streaming

kTok, etc.
41.2

Search Sho Gam Ne

Non-
Premium+p| (Goog! ppin  es/F ws
remium e B .. QS

Cable... Bing,... (in...

= who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days

mSTL

Avg. Week Ad-Supported Digital (Persons & % Reach): Adults 18 or ulden: Avg.

Search (Google, Bing, etc.)

News/Weather /Sports (Websites/Apps)
‘Social Media

Email/Text/\M/Zoom,etc. (Personal & Work)
OTT TV Streaming Services

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

Streaming Audio (Local Radio/...

m mvg Hours+Minutes/day with Ad-
m m Supported Digital: Adults 18 or older

e 22.0%
) INFLUENCER past 30 days
w who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days

STL DMA Scarborough R2 2025: Aug24-Jul25 Qual Intab 277
All Graphs and soefa.ai Data Modeling Copyright © 2025 Hubbard Broadeasting, Inc. LLC. All rights reserved.

YouTube/TikTok, etc.
Local TV Streaming
Non-Premium+Premium Cable Streaming

Games [Fantasy/Betting Sites
35 1% e

who Became a Follower of STL
a SOCIAL MEDIA

ing/Financial/Real Estate (Websites/Apps)

Online Classes, Schools, Cofleges, Universities

mSTL

EEEE
3 O
B g BN B ¥

Day Ad-Supported Digital (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

Social Media

Non-

Premium+Premiu

orTTV Sneammg_

139.4
Streaming
416

Streaming Audio (Local
Radio/ Podcasts/Streaming

YouTube/TikTok, 2
Services) etc. (incl.

90.2 40.0

Email/Text
/IM/Zoom, | (

Food/Au...

m Cable

Search

Shopping | N:
ather/S...

Ranking

Social Media
153.2

Non-
Premium-+Pr
emium
Cable
Streaming...

YouTube/TikT
ok, etc.

OTT TV Streaming
Services
[k Local TV

Streaming - (Pe

& W

Streaming Audio
(Local Radio/ 2
Podcasts/Streaming ' °° 8
Services)

76.5

Shoppi

Food...

= who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days

Social media activities done past 30 days: Follow/become a fan of a celebrity/personality

mSTL
* Share of Ever‘ythlng



09000200000

FOLLOWING

164,378 or 66.4% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days use Ad-Supported Social Media for an average of 151.5 minutes every day representing
25.3% of all time spent daily with Ad-Supported Digital Media.
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FOLLOWING

192,435 or 68.7% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days use Ad-Supported Social Media for an average of 156.2 minutes every day representing
25.4% of all time spent daily with Ad-Supported Digital Media.

Avg. Week All Dtgrtal (Persons & % Reach): Adults 18 or older

Avg. Day All Digital (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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‘ 24,014,117 or 66.% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER
past 30 days use Ad-Supported Facebook for an average of 36.5 minutes every day representing
25.6% of all time spent daily with Ad-Supported Social Media.
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FOLLOWING

365,981 or 64.2% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days use Ad-Supported Facebook for an average of 20. minutes every day representing 24.4% of
all time spent daily with Ad-Supported Social Media.
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230,085 or

30 days use Ad-Supported Facebook for an average of 35.7 minutes every day representing 25.6% of
all time spent daily with Ad-Supported Social Media.
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164,378 or 66.4% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days use Ad-Supported Facebook for an average of 31.9 minutes every day representing 21.1% of
all time spent daily with Ad-Supported Social Media.
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192,435 or 68.7% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days use Ad-Supported Facebook for an average of 36.3 minutes every day representing 23.3% of
all time spent daily with Ad-Supported Social Media.
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24,014,117 or 66.% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER
past 30 days use Ad-Supported Facebook for an average of 36.5 minutes every day representing
FOLLOWING 25.6% of all time spent daily with Ad-Supported Social Media.
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365,981 or 64.2% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER
past 30 days use Ad-Supported Facebook for an average of 20. minutes every day representing
24.4% of all time spent daily with Ad-Supported Social Media.
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230,085 or 67.% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days use Ad-Supported Facebook for an average of 35.7 minutes every day representing 25.6% of
FOLLOWING all time spent daily with Ad-Supported Social Media.
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164,378 or 66.4% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER
past 30 days use Ad-Supported Facebook for an average of 31.9 minutes every day representing
21.1% of all time spent daily with Ad-Supported Social Media.
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192,435 or 68.7% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER
past 30 days use Ad-Supported Facebook for an average of 36.3 minutes every day representing

23.3% of all time spent daily with Ad-Supported Social Media.

FOLLOWING

Weekly Avg. Hours+Minutes/day with Ad-Supported
Social Media: Adults 18 or older
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality
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FOLLOWING

M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 2,580,716;
Local Radio: 1,697,113; Social Media: 1,557,749; Non-Prem. Cable: 779,932; Local TV:
683,072 reaching Adults 18 or older who Became a Follower of a SOCIAL MEDI

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 18 or older who Became a Follower of a SOCIAL
MEDIA INFLUENCER past 30 days
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality




M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 43,845;
Local Radio: 28,196; Social Media: 23,977; Non-Prem. Cable: 11,973; Local TV: 11,224
 reaching Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCE

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 18 or older who Became a Follower of a SOCIAL
MEDIA INFLUENCER past 30 days
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality




M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 26,494;
Local Radio: 16,915; Social Media: 16,304; Non-Prem. Cable: 10,005; Local TV: 8,539
reaching Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH) (Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 18 or older who Became a Follower of a SOCIAL STL Metro Area Adults 18 or older
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality




M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 16,110;
Local Radio: 11,858; Social Media: 10,022; Non-Prem. Cable: 5,323; Local TV: 4,346
reaching Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH) (Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality




“999@999‘

FOLLOWING

M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 18,633;
Local Radio: 15,194; Social Media: 12,401; Non-Prem. Cable: 7,142; Local TV: 5,784
reaching Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 18 or older who Became a Follower of a SOCIAL
MEDIA INFLUENCER past 30 days
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality




FOLLOWING Listen to Local Radio Stations Out-of-Home for an average of 35.

Top-13 Out—of -Home Media (Persons & % Reach): Adults 18 or older

[average week) Total Persons: % Time 5;

(Auzroge.pay

29,743,355 or 81.8% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER
past 30 days spend an average of 54.4 minutes per day driving, seeing Billboards and Signs. 62.8%

Top -13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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FOLLOWING

Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older

[Average week) Total Persons:
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469,071 or 82.2% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days spend an average of 51.2 minutes per day driving, seeing Billboards and Signs. 66.% Listen to
Local Radio Stations Out-of-Home for an average of 39.1 mi

44 0.0%
s statorscomanince e I —T

Shopping Malls
Restaurants & Bars
Podcasts.

Spotify

Drug Stores
SiriusXm

Retail Stores.

Movie Theaters

Avg. Hours+Minutes/day with Out-
of-Home Media: Adults 18 or older

i _ m
Usoge

who Became a Follower of MsP
2 SOCIAL MEDIA
INFLUENCER past 30 days

" who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days u MSP

Top 13 Out-of—Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

1.4%

Billboards & Signs (Weekly
Drivers)
51.2

AM/FM Radio
42.6

Shopping Malls
209

SiriusXmM
17.2

Restaur:

Walkingin Towns,
Cities, Downtown
Areas
19.5

Movie
Theaters
10.2

Groce
ry
Stores

97

Billboards & Signs (Weekly
Drivers)
54.1

AM/FM Radio
41.7

Walking in Towns,
Cities, Downtown
Shopping Malls Areas
198 19.1

Movie Grocery
Theaters SiriusXm Stores
141 12.6 10.7

Relta Spoti...
i

Podca Stor
S es Gas Dr

6.8 [BES u..

® who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days

= MSP

Top-13 Ad-Supported Out-of-Home Media (Persons & % Reach): Adults 18 or older

(Averoge Week)
Grocery Stores

Total Persons

Billboards & signs (Weekly Drivers) |l X 7

Walking in Towns, Cities, Downtown... 5 86

 —— T W

sl T N
T - ———————— iy

shopping Malls PR e AR

Restaurants & Bars
Podcasts

Drug Stores

Movie Theaters

Retail Stores m
MI!%

Health dubs/Gyms m
TV Music Channels m

Avg. Hours+Minutes/day with Ad-
Supported Out-of-Home Media:
Adults 18 or older

U
concurrent 9
usage %: Skl

who Became a Follower of MSP
a SOCIAL MEDIA
INFLUENCER past 30 days

# who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days u MSP

MsP DMA

Scarborough R2 2025: Aug24-Jul25

Qual Intab 280

All Graphs and soefa.ai Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.

% rime spent

Top-13 Ad-Supported Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
w

Billboards & Signs (Weekly
Drivers)
5

AM/FM Radio
39.1

Health Clubs/Gy:
253

Walkingin
Towns, Cities,
Downtown
Areas
19.5

Restaurants &
Bars

Shopping Malls
20.9

Movie
Theaters
10.2

Retail ™
Grocer | Stor M

Billboards & Signs (Weekly
Drivers)
54.1

AM/FM Radio
38.1

Walking in Towns,

Cities, Downtown
Shopping Malls Areas
19.8 19.1

Restaurants = Groeery
Health & Bars Stores
Clubs/Gyms 13.8 10.7
185

Retail Ga

- Stor...
Movie Podca | °t° =

Theaters
141

® who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days

Social media activities done past 30 days: Follow/become a fan of a celebrity/personality

= MSP
= Share of Everything

. for Anything _



293,028 or 85.4% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days spend an average of 55.2 minutes per day driving, seeing Billboards and Signs. 66.1% Listen
to Local Radio Stations Out-of-Home for an average of 35.5 m
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older
[Average week] Total Persons:
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212,459 or 85.8% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days spend an average of 58.3 minutes per day driving, seeing Billboards and Signs. 63.5% Listen
to Local Radio Stations Out-of-Home for an average of 29.1 m
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Top-13 Ad-Supported Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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FOLLOWING

Top-13 Out-of- Home Media (Persons & % Reach): Adults 18 or older
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247,535 or 88.4% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days spend an average of 51.3 minutes per day driving, seeing Billboards and Signs. 70.1% Listen
to Local Radio Stations Out-of-Home for an average of 34. mi
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29,743,355 or 81.8% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30
days spend an average of 54.4 minutes per day driving, seeing Billboards and Signs representing 35.3% of
all Time Spent with Ad-Supported Out-of-Home Medi

FOLLOWING

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 18 or older
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469,071 or 82.2% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30
days spend an average of 51.2 minutes per day driving, seeing Billboards and Signs representing 33.2% of
FOLLOWING all Time Spent with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 18 or older
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293,028 or 85.4% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30
2 days spend an average of 55.2 minutes per day driving, seeing Billboards and Signs representing 38.1% of
FOLLOWING all Time Spent with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 18 or older
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212,459 or 85.8% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30
days spend an average of 58.3 minutes per day driving, seeing Billboards and Signs representing 40.6% of
ELOWRm0 all Time Spent with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 18 or older
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247,535 or 88.4% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30
) days spend an average of 51.3 minutes per day driving, seeing Billboards and Signs representing 38.5% of
FOLLOWING all Time Spent with Ad-Supported Out-of-Home Media.
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469,071 or 82.2% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER
past 30 days spend an average of 51.2 minutes per day driving an average of 29.8 miles each day
and are 47.7% more likely to use US 52 than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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Top-26 Residential Zip Codes: Adults 18 or older
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293,028 or 85.4% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER
past 30 days spend an average of 55.2 minutes per day driving an average of 32.1 miles each day
and are 44.8% more likely to use Poplar Street Bridge than the Metro

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older Top-26 Residential Zip Codes: Adults 18 or older Top-26 Employment Zip Codes: Adults 18 or older
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FOLLOWING

212,459 or 85.8% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER
past 30 days spend an average of 58.3 minutes per day driving an average of 33.9 miles each day
and are 90.2% more likely to use State Road 50 (Clermont County) than

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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Top-26 Residential Zip Codes: Adults 18 or older
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FOLLOWING

247,535 or 88.4% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER
past 30 days spend an average of 51.3 minutes per day driving an average of 29.8 miles each day
and are 40.6% more likely to use 45th Street than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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Top-26 Residential Zip Codes: Adults 18 or older
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Top-26 Employment Zip Codes: Adults 18 or older

3301 T 2%
33426 a6s%
34953 2.96%
33472 [E— 8%
34083 W 2.69%
33428 [T — 257%
33461 0.84% G
33007 B — 101
33414

33433

34997

33431

33418

33467

33463

33460

33300

33437 QEIERN o89%

34957 QPR O8e%

33401 m 1.78%

32962 o ony, O55%

34954 IR 0.80%

33046 JR, 7

3350 RS 05

33462 b .12%

34950 LK

0.57%
* Share of Everything

99’




Top Residential Zip Codes: (Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days) AUMAdLEIB I
e e - — . — o
s | ; . L L _ ssore 95 22,679

© 2025 Mapbox © OpenStreetMap

MsP DMA Scarborough R2 2025: Aug24-Jul25 Qual Intab 230 ® Snare of Everything
All Graphs and soefa.oi Data Modeling Copyright © 2025 Hubbord Broadcasting, Inc. LLC. All rights reserved. soe¢ela.al for Anything

Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



Top Residential Zip Codes: (Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days) SIS oo aler

ey E

163 12,465
© 2025 Mapbox © OpenStreetMap
STL  DMA  Scorborough R2 2025: Aug24-ui25  Quolintab 277 ® Share of Everything
All Grophs and soefo.oi Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved. Soeﬁ_al for anything

Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



SUM(Adults 18 or older ...

FOLLOWING

2025 Mapbo!

CN  DMA  Scarborough R22025:Sep24-Jul25  Quollntob 250 = tnare of Everything
All Graphs and soefo.ai Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved. SO€la.al  sor anytning |
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



' 9,201,430 or 25.3% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality
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190,556 or 33.4% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days read Local Daily Newspaper(s) (Daily+Sunday) for an average of 6.6 minutes every day
representing 34.% of all time spent daily with All forms of Print
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99,966 or 29.1% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days read Local Daily Newspaper(s) (Daily+Sunday) for an average of 8.3 minutes every day
representing 29.4% of all time spent daily with All forms of Print
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Direct Mail Advertising (excluding Catalogs)

76,555 or 30.9% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days read Direct Mail Advertising (excluding Catalogs) for an average of 7.5 minutes every day
| representing 23.3% of all time spent daily with All forms of P
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



FOLLOWING

61,967 or 22.1% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days read Local Daily Newspaper(s) (Daily+Sunday) for an average of 6.2 minutes every day
representing 26.% of all time spent daily with All forms of Print M
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FOLLOWING

Social Media

Websites

Direct Mail

Broadcast, Cable, & Sat TV

Video Streaming Services

“Advertising Actions"

P18+ who Became a Follower of a SOCIAL MEDIA INFLUENCER in the past 30 days
(Shopped/Visited/Bought past 3mos Due to Ads on %)
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Social Media

Websites
Direct Mail

Broadcast, Cable, & Sat TV

"Advertising Actions”

P18+ who Became a Follower of a SOCIAL MEDIA INFLUENCER in the past 30 days
(Shopped/Visited/Boughtpast 3mos Due to Ads on %)
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



"Advertising Actions”

P18+ who Became a Follower of a SOCIAL MEDIA INFLUENCER in the past 30 days
(Shopped/Visited/Bought past 3mos Due to Ads on %)

Social Media 825.57.‘9 32.9%
Websites 740,416 29.5%
Direct Mail
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Podcasts

291,168 11.6%

Video Streaming Services

332,819 13.3%

Billboards  prrieom 8.4%
Audio Streaming Services gZseR3 o ST. LOUIS
Newspapers pyygrs 9.8%
m P18+ who Became a Follower of a SOCIAL MEDIA INFLUENCER in the past 30 days (Shopped/Visited/Bought past 3mos Due to Ads on %)
H P18+ ST. LOUIS AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
ST.LOUIS DMA ScarboroughR22025:Aug24-Jul25 Quallintab: 277 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2025Hubbard Broadcasting, Inc. LLC. Ali rights reserved. Soe a, al for Anything =

Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



"Advertising Actions"

EXLOWRO P18+ who Became a Follower of a SOCIAL MEDIA INFLUENCER in the past 30 days
(Shopped/Visited/Bought past 3mos Due to Ads on %)

Social Media 705200
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Direct Mail
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



Seesssssscl "Advertising Actions"
‘ | P18+ who Became a Follower of a SOCIAL MEDIA INFLUENCER in the past 30 days
(Shopped/Visited/Bought past 3mos Due to Ads on %)

FOLLOWING

Social Media

734,380
Websites 689,187 36.0%
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



