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[(((Household income (HHLD): $150,000 - $249,999 OR Household income (HHLD): $250,000 or more OR Acxiom NetWorth Gold (HHLD): $500,000 - $999,999 OR Acxiom NetWorth Gold (HHLD): $1,000,000 - 51,999,999 OR Acxiom NetWorth Gold (HHLD): $2,000,000 +) AND Own or rent residenCesgig 9);
AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]




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



‘v,Ji‘ AR 6.2% or 176,036 of MSP DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture...
ARHAUS = Typical Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 55.4
a__u{ "!’!_l years old (3.6% younger than average) and have a $173,417 (45.1% higher than average) annual...
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[(((Household income (HHLD): $150,000 - $249,999 OR Household income (HHLD): $250,000 or more OR Acxiom NetWorth Gold (HHLD): $500,000 - $999,999 OR Acxiom NetWorth Gold (HHLD): $1,000,000 - 51,999,999 OR Acxiom NetWorth Gold (HHLD): $2,000,000 +) AND Own or rent residence (HHLD): Own)
AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]



4.4% or 80,367 of STL DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture and/0|lf...
Typical Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 56.3
years old (2.8% younger than average) and have a $180,461 (64.8% higher than average) annual...
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[(((Household income (HHLD): $150,000 - $249,999 OR Household income (HHLD): $250,000 or more OR Acxiom NetWorth Gold (HHLD): $500,000 - $999,999 OR Acxiom NetWorth Gold (HHLD): $1,000,000 - 51,999,999 OR Acxiom NetWorth Gold (HHLD): $2,000,000 +) AND Own or rent residence (HHLD): Own)
AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]



4.7% or 65,728 of CIN DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture and/olr..‘
Typical Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 57.5
years old (.1% younger than average) and have a $168,984 (59.% higher than average) annual household...
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[(((Household income (HHLD): $150,000 - $249,999 OR Household income (HHLD): $250,000 or more OR Acxiom NetWorth Gold (HHLD): $500,000 - $999,999 OR Acxiom NetWorth Gold (HHLD): $1,000,000 - 51,999,999 OR Acxiom NetWorth Gold (HHLD): $2,000,000 +) AND Own or rent residence (HHLD): Own)
AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]



s 0EAR *:ﬁ- 3.7% or 55,984 of WPB DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture and/br...
ARHAUS & Typical Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 59.5
years old (2.2% younger than average) and have a $172,322 (59.2% higher than average) annual...
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[(((Household income (HHLD): $150,000 - $249,999 OR Household income (HHLD): $250,000 or more OR Acxiom NetWorth Gold (HHLD): $500,000 - $999,999 OR Acxiom NetWorth Gold (HHLD): $1,000,000 - 51,999,999 OR Acxiom NetWorth Gold (HHLD): $2,000,000 +) AND Own or rent residence (HHLD): Own)
AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]



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

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

6.2% or 176,036 of MSP DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture..|
Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 46.4%
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[(((Household income (HHLD): $150,000 - $249,999 OR Household income (HHLD): $250,000 or more OR Acxiom NetWorth Gold (HHLD): $500,000 - $999,999 OR Acxiom NetWorth Gold (HHLD): $1,000,000 - 51,999,999 OR Acxiom NetWorth Gold (HHLD): $2,000,000 +) AND Own or rent residence (HHLD): Own)
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Upscale Homeowners who Plan to Buy New Furniture and/or Bedding

Stage in Life: Adults 35 or older
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AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]
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4.4% or 80,367 of STL DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture...
Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 112.8%
more likely to be a college graduate, 44.5% more likely to work full-time, 26.1% more likely to be
married, 17.9% less likely to be a grandparent of 1 or more ch
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ETL ]
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Upscale Homeowners who Plan to Buy New Furniture and/or Bedding

Stage in Life: Adults 35 or older
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[(((Household income (HHLD): $150,000 - $249,999 OR Household income (HHLD): $250,000 or more OR Acxiom NetWorth Gold (HHLD): $500,000 - $999,999 OR Acxiom NetWorth Gold (HHLD): $1,000,000 - 51,999,999 OR Acxiom NetWorth Gold (HHLD): $2,000,000 +) AND Own or rent residence (HHLD): Own)
AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]



4.7% or 65,728 of CIN DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture...
Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 62.9%

more likely to be a college graduate, 12.5% more likely to work full-time, 34.2% more likely to be
married, 27.4% less likely to be a grandparent of 1 or more chi
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[(((Household income (HHLD): $150,000 - $249,999 OR Household income (HHLD): $250,000 or more OR Acxiom NetWorth Gold (HHLD): $500,000 - $999,999 OR Acxiom NetWorth Gold (HHLD): $1,000,000 - 51,999,999 OR Acxiom NetWorth Gold (HHLD): $2,000,000 +) AND Own or rent residence (HHLD): Own)
AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]



3.7% or 55,984 of WPB DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture...
Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 51.2%

more likely to be a college graduate, 30.% more likely to work full-time, 21.3% more likely to be married,
24.% less likely to be a grandparent of 1 or more child

< 9.
} \’f Education Levels: Adults 35 or older Employment: Adults 35 or older (_)O Marital Status: Adults 35 or older

, 0.0% 71.9% . . 16.8%
Employed Full-Ti; Part-Ti
Some High School or Less (not graduate) - 2.9% mploy ime or Part-Time 50.1% Single, Never Married
High School Graduate (12th grade or 21.8% . 50.7% . 68.6%
GED) Employed Full-Time (35 hours or more) 30.0% Married 56.6%
i 13.8% 21.2% 0.0%
! Part-Ti I
Some College Credit (no degree) 18.8% Employed Part-Time (less than 35 hours) Legally Separated | 1.4%
Associate's Degree (AA, AS, etc.) 9 White Collar m 54.4% Divorced %
32.6% 17.5% " 8.0%
Blue Coll Widowed
College Graduate (4 year college) 22.1% ue Collar 16.0% idowe: - 7.0%
Postgraduate Degree 22.8% Work From Home (most of the time or always) 17’5,‘ LGBTQ+ (net) o 1'33_;{'%
Upscale Homeowners who Plan to Buy New Furniture and/or Bedding  ®WPB Upscale Homeowners who Plan to Buy New Furniture and/or Bedding uWPB Upscale Homeowners who Plan to Buy New Fumiture and/or Bedding = WPB
| Top-20 Occupations: Adults 35 or older Entrepreneurs/Government Workers '*H’M. Stage in Life: Adults 35 or older
35.0% 18.2%
10.3% 5.5% 8.8% 10.9% 4.6% Parent of 1 or more Children under 18 _ 15148‘;}%
.4%
z~- —-— | — _ i
Small Business Self-Employed Government Working Mothers - 5.7%
15.1% Owner Workers 0.0%
11.5% Parent of 1 or more Children Under Age 2 E
% i B 2.0%
a1% 8.2%

Parent of 1 or more Children Age 2-5 -
4.8%

9.7% 9.
3.9% 3.8% 3.8%
I || S A0 228 2900 [PBOK 200K 2IK 2207 L TisK 030N o pd T A0 0N ook 0T 0T

|| nj’i || | 1= | - - - - — —

& 4 #f& 4 dzéy& a‘\a&e‘:} ‘pe"#u& Q«r")‘zf ;Pf &f i ‘y"’&é‘ (@\“‘é‘& ,;P"'(w’ ;“J&.’ .l-f @:f\& ‘?@ ,;P‘ﬁem ’\fh Q«éﬁoe {Bf s e hes e -5 g‘,ﬁﬁ%
& ‘&@e’}o &Q “é‘"\é ; fé‘ ’fgp‘ Q’?‘“ p 6@& Q)c(‘ '&!”\ 6‘,&‘5‘:‘& @Q& ‘@" "@4‘&0 ‘g’{b‘ oﬁ’#“?"& : 0\'5‘ p q}f\ @é‘ﬁ? JP‘\ & Parent of 1 or more Children Age 12 - 17 _7 99 !5%8%
5 : . 9%
4\”‘ 0,,1\&'; @@Q‘ d&dfb ,‘v‘& & i 3 & ﬁd"’ §‘¢‘ & ¥ 6*@6@ gf“"’ s Parent of 1 or more Childrenin College B s> i
"‘6& A ébp"e\ e?&@’qp &gﬁf Grandparent of 1 or more Children under 18 _244% 12.1%
e
Upscale Homeowners who Plan to Buy New Furniture and/or Bedding ". WPB Upscale Homeowners who Plan to Buy New Furniture and/or Bedding = WPB
All Graphs and HBJX‘;’ ggta Magggt% Capvsrcigahrl‘bfsr?tyzgﬁhHﬁiiieisB:riggfiéggzlgc. LLC%L;FJQT{? f’eservejo3 ©

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



: 5.6% or 11,057,646 of USA DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture...
A y } I Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 32.1% more

,:_ likely to own their home, 22.2% more likely to own a higher valued home, 30.9% more likely to have a
single-family home, 34.5% more likely to have a dog.
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AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]



! 6.2% or 176,036 of MSP DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture...
Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 23.2% more

likely to own their home, 16.8% more likely to own a higher valued home, 18.9% more likely to have a
single-family home, 26.5% more likely to have a dog.
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AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]



4.4% or 80,367 of STL DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture and/or...
Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 26.9% more

likely to own their home, 49.5% more likely to own a higher valued home, 24.4% more likely to have a
single-family home, 10.2% more likely to have a dog.
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AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]



- | 4.7% or 65,728 of CIN DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture...
U S Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 30.% more

likely to own their home, 36.7% more likely to own a higher valued home, 31.3% more likely to have a
single-family home, 31.1% more likely to have a dog.
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AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]



PR L . 3.7% or 55,984 of WPB DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture...

\i‘:‘l ] AUS E Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 30.1% more
: ‘\_ '”’ — likely to own their home, 32.1% more likely to own a higher valued home, 29.9% more likely to have a
"] 'ﬁ‘ | single-family home, 24.1% more likely to have a dog.
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5.6% or 11,057,646 of USA DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture...
Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 2.9% more
likely to look up D-I-Y advice online, 14.6% more likely to always vote in local elections, 43.9% more likely

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



6.2% or 176,036 of MSP DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture...
Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 19.2% less
likely to look up D-I-Y advice online, 18.5% more likely to always vote in local elections, 82.2% more likely

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



4.4% or 80,367 of STL DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture...
‘}\ STl Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 6.7% more

likely to look up D-I-Y advice online, 8.5% more likely to always vote in local elections, 146.1% more likely
to belong to a gym, 52.4% more likely to fly dom
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Cooking vegetshles) cym Progam or Relstive Education 5%,
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[(((Household income (HHLD): $150,000 - $249,999 OR Household income (HHLD): $250,000 or more OR Acxiom NetWorth Gold (HHLD): $500,000 - $999,999 OR Acxiom NetWorth Gold (HHLD): $1,000,000 - 51,999,999 OR Acxiom NetWorth Gold (HHLD): $2,000,000 +) AND Own or rent residence (HHLD): Own)
AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]



3 4.7% or 65,728 of CIN DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture...

\ [ ’l I A U \ __- Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 7.9% more
AT 4 likely to look up D-I-Y advice online, 3.1% more likely to always vote in local elections, 81.9% more likely to
belong to a gym, 34.3% more likely to fly dome

-Top 20 past 30-days Online Lifestyle Activites: Adults 35 or older al Activity: Adults 35 or older
b=
Registered to Vote Democrat/Lean  Republican / Lean Independent / None
(In District of Residence) Democrat Republican of These
resdentialFlctons: Alweys  E———
Presidential Elections: i H”‘
ol i iclezizolinmmeme - oo =
Recipes / Heaith Dﬂl-\’l!ﬁm! Restaurant Medical  Online Phone  Home/ Fitness/Diet  Religion / Apparel/ )b Search/ Geneaslopy  Education  Take Online Career Homework  Photography  Electronic Parenting / ing > i E’m'am ﬁ
u;::::::g Information  Advice |i:r::ﬂl:nl I::::L‘ h;:;:m Gardenideas information  Spirtuaity Beauty dess Postresume (:::lr:‘ Cosses  Development p:.:;:w ::::r:: Iwite  Family Advice Locd Elections: Alwnys
B~ bty el Local Elections: Sometimes
¥ Upscale Homeowners who Plan to Buy New Furniture and/or Bedding ECIN  Upscal who Plan to Buy iture and/or Bedding =CIN
(S
@ﬂ Top-30 past 12-months Active Lifestyle Activites: Adults 35 or older \M Past 12-months Domestic Airline Trips: Adults 35 or older
: 3 11.1%
1tip 165%

7.7%

2trips 12.8%

8.3%

3 trips

. 2353 3.6%
4trips ETTEEN 4.7%
5.0 trips W 30.0%
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10+ trips  CE¥TTEy 3 0% Avg. # Domestic Flights: I SEm EEETN
7.0%
- e m | Y
R __ [ ———

Grilling-  lawnCare Gardening  Swimming vnlmmr nimg Bicyding Camping  Belongto  Sewing- Fishing Bowling jogging-  Caregwerof GroupFimess Yoga- pilates  Adult Basketball  Followa Football Munting  Organized  Softball - ccer  Competitive  Tenns  Snow Skiing-
Outdoar [Flowers ar HealthCubor  Crafts Running  Aging Parent  Chiss Continuing Weight Loss RoadRace  Baseball Video Gaming Snowboarding
Cooking vegetshles) cym or Relative Education Program 5K,
Marathon,
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3.7% or 55,984 of WPB DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture...
Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 27.2% more
likely to look up D-I-Y advice online, 9.4% more likely to always vote in local elections, 22.8% more likely to
belong to a gym, 6.8% more likely to fly dome

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

P
al Activity: Adults 35 or older
o,
g 3 - 137.7% -4 37.1% 25.2%
Registered to Vote Democrat/Lean  Republican / Lean Independent / None
(In District of Residence) Democrat Republican of These
a0.9%) Presidential Elections: Always 51.9%
Presidential Elections: i &9"
R EEE T il
" & ide Elections: S 2
Health Redpes/ Restaurant  Do-t-younse¥  Medical  Online Phone  Home/ Fitness/Diet  Apparel /. Religion /  Job Search/ Take Onkine Career Electroni Genealogy Education  Homework  Photography Online Dating Parenting/
Information Meal Planning Information /  Advice Services/  /videocall Gardenideas information Beauty ideas Spirituaity Postresume  Clsses  Development invite (Research  (YouorYour (snapfish, service  Family Advice, | Elections: Alw
sugestions  Reviews Information  (skype, Schoals, chid's]  shurmdly, Loca 3 ays 44.9%
A st Local Elctions: Sometimes
¥ Upscale Homeowners who Plan to Buy New Furniture and/or Bedding uWPB # Upscale Home owners who Plan to Buy New Furniture and/or Bedding awWeB

C
@m Top-30 past 12-months Active Lifestyle Activites: Adults 35 or older % Past 12-months Domestic Airline Trips: Adults 35 or older
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Grilling-  Gandening  lawnCare Swimming  Bicyding  Volnwer  Belongto Fishing Jogging - Sewing - nmprmm Followa Yoga-Pilaes  Bowling Miking - Camgiver of adult Basketball  Camping Tennis Football Socer  Competitive  Organized thhﬂi— Hunting  Snow Skiing-
Outdoor  ([Flowersor Work  Health Club or Running Crafts Weight Loss Backpacking Aging Parent  Continuing Videa Gaming Road Race Snowboarding
Cooking  Vegetables) Gym Program orRelstive  Education 5%,
Marathon,
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5.6% or 11,057,646 of USA DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture...
Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 12.4% more
likely to use QSRs past mo., 17.6% more likely to use Sit-Down Restaurants past mo., 6.5% more likely to use
Casinos past yr., 37.9% less likely to smoke cig

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

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

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

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

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

iihihiﬁhh

6-9times

10times or more

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

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

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

4

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

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

Other Gambling

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

w Upscale Homeowners who Plan to Buy New Furniture and/or Bedding muUsA = Upscale Homeowners who Plan to Buy New Furniture and/or Bedding mUSA  Upscale Home owners who Plan to Buy New Furniture and//or Bedding muUsa
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[(((Household income (HHLD): $150,000 - $249,999 OR Household income (HHLD): $250,000 or more OR Acxiom NetWorth Gold (HHLD): $500,000 - $999,999 OR Acxiom NetWorth Gold (HHLD): $1,000,000 - 51,999,999 OR Acxiom NetWorth Gold (HHLD): $2,000,000 +) AND Own or rent residence (HHLD): Own)
AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]



Past 30-days QSR Users: Adults 35 or older
i lg 1time (]
S o —T

3 times

4 times

sums
o
—

10 times or more

10 times or more

1time

2 times

3 times

4 times

5 times

6-9times

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

15.4%

21.9%

6.2% or 176,036 of MSP DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture and/or...
Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 7.3% more

likely to use QSRs past mo., 8.1% more likely to use Sit-Down Restaurants past mo., 2.9% less likely to use

Casinos past yr., 76.% less likely to smoke cigare

Top-10 Cuisines: Adults 35 or older

(Sit-Down Restaurants Used Past 30-days)

Iliihhiﬁhu

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

Avg. Monthly QSR Meals:

uMSP

Total Monthly QSR Users:
88.7%

82.7%

w Upscale Homeowners who Plan to Buy New Furniture and/or Bedding m MSP
Total y Sit-Down Users: Avg. Monthly Sit-Down ant Meals:
77. 71.2%

DO 004

Drank Past 30-days: Adults 35 or older

Liquor

Any Type of Beer

28.8% =

B.M

Domestic Light Beer

Past 12 months Casino

chinese mexican  wings/ Coffee  gagel/  iman steskhouse Upscale indian/
Dwgers/ House/ Donut/ Thai /
Sports Bar Coffee Bar  Bakery Other
asian
= Upscale who Plan to Buy 8edding mmsP

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
ol a AESENN 10.0%

Up: y
9.9%

L 279,125

Activities: Adults 35 or older

Slot Machines ) 33.0%
Stage Show / Concert ; 10.1%

Table Games (Craps, Poker, etc.)

284 ..

Used Past 30-days: Adults 35 or older

i

/ Cannabis

Vape

Wine Bar / Nightclub
Domestic Regular Beer Upscale Restaurant m 10.7%
Imported Beer . - v Sports Betting -3:9;%
14.2% 3.8%

Microbrew / Craft Beer - 13.0% i Other Gambling 3.7% s

Spa [B30.5% :
P 2.4% Casinos visited past 12 : Yes
® Upscale Homeowners who Plan to Buy New Furniture and/or Bedding mMSP ¥ Upscale Homeowners who Plan to Buy New Furniture and/or Bedding u MsP
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4.4% or 80,367 of STL DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture and/or..
Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 13.3% more
likely to use QSRs past mo., 31.4% more likely to use Sit-Down Restaurants past mo., 51.3% more likely to
use Casinos past yr., 84.9% less likely to smoke ci

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

§ . . (Sit-Down Restaurants Used Past 30-days)
odd H e .
5 times hl!ﬂ 5 times
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Total Monthly QSR Users: Avg. Monthly QSR Meals: Total Monthly Sit-Down Re Users:  Avg. Monthly Sit-Down R ant Meals: Used Restaurant Delivery Service Past 39.4,,,, (Grubhub, Uber Eats, etc.)
98.4% 86.9% 100.0% 76.1% Upscole ho Plan to Buy {52 20.2%
DS YT -“ U spe TR _ o i 10.0%
Drank Past 30-days: Adults 35 or older L Past 12 months Casino Activities: Adults 35 or older |Used Past 30-days: Adults 35 or older
Liquor Table Games (Craps, Poker, etc.)
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— b
e — P—
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4.0%
Imported Beer - v Stage Show / Concert 5316 33
Microbrew / Craft Beer 10.4% i Other Gambling ma.s%
00.0% 2 ) s " l
Spa 1.3% Casinos visited past 12 hs: Yas ij / Cannabis Cigarettes Vape
# Upscale Homeowners who Plan to Buy New Furniture and/or Bedding msTL ® Upscale Homeowners who Plan to Buy New Furniture and/or Bedding mSTL " Upscale who Plan to Buy i d/or Bedding msTL
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i,_f:g:'_ RR" - E! 4.7% or 65,728 of CIN DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture and/or|..
\ } HAU S Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 7.7% more
[ \ 4 likely to use QSRs past mo., 27.6% more likely to use Sit-Down Restaurants past mo., 18.% more likely to use
Casinos past yr., 89.5% less likely to smoke ciga

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

L — I q 1 time . 1 time Sit-Down Restaurants Used Past 30-days)
: 2 times 2 times P
3 times 3 times
4 times 4 times
5 times 5 times E h L
6-9times 6 -9 times h
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10 tiivies oF nGre F coren e oy

® Upscale Homeowners who Plan to Buy New Fumiture and/or Bedding BCN m Upscale Homeowners who Plan to Buy New Furniture and[or Bedding mCIN = Upscale Homeowners who Plan to Buy New Furniture and for Bedding BCIN
Total Monthly QSR Users: Avg. Monthly QSR Meals: Total Monthly Sit-Down R Users:  Avg. Monthly Sit-Down R ant Meals:
92.2%

10times or more

Used Restaurant Delivery Service Past Sﬂ»duys (Grubhub, Uber Eats, etc.)

96.3% 75.5% Hand i iy g%
[ 2 | e e - [ 42 ] ov EEETH 163%

Drank Past 30-days. Adults 35 or o!der L Past 12 months Casino Activities: Adults 35 or older |Used Past 30-days: Adults 35 or older
Ay Type o B St Machines ot |
Liquor Table Games (Craps, Poker, etc.) i&‘l
Domestic Light Beer Bar / Nightclub . -
Wine Upscale Restaurant s
Domestic Regular Beer Stage Show / Concert “ X 37.5%
Imported Beer g5 41’&5% - v Sports Betting

11

Microbrew / Craft Beer 12.0% 38.8% i Other Gambling

Spa Casinos visited past 12 months: Yes Cigarettes Marijuana / Cannabis Vape

# Upscale Homeowners who Plan to Buy New Furniture and/or Bedding ®CIN m Upscale Homeowners who Plan to Buy New Furniture and/or Bedding uCIN
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3.7% or 55,984 of WPB DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture and/or...
Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 1.3% more
likely to use QSRs past mo., 14.3% more likely to use Sit-Down Restaurants past mo., 13.3% more likely to
use Casinos past yr., 13.7% less likely to smoke cig

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

a  chinese mafan  Mexicn Steakhouse Wings/ Upscale Seafeod  Coffes
eugers | House /  Donut /
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3 times 3 times 10.4%
e Y TN e —
Biimes s tmes
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10 times or more 10times or more

0 Sports Bar Coffee Bar  Bakery
= Upscale Homeowners who Plan to Buy New Fumiture and/or Bedding =WPB ® Upscale Homeowners who Plan to Buy New Furniture and/or Bedding uWPB i lan to Buy i ing mweB
Total Monthly QSR Users: Avg. Monthly QSR Meals: Total Monthly Sit-Down Re Users:  Avg. Monthly Sit-Down R ant Meals: Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
80.6% 79.6% 87.7% 76.8% Upscale o Plan to Buy iture... iG5| 29.5%
Drank Past 30-days: Adults 35 or older Past 12 months Casino Activities: Adults 35 or older |Used Past 30-days: Adults 35 or older
“ij'
<>

Wine =T 36.7% — Table Games (Craps, Poker, etc.)
Domestic Regular Beer Frrprn 28.1% 9% Stage Show / Concert
364, 1%
Imported Beer '3541'0;_‘2 23.4% Bar / Nightclub
Domestic Light Beer - v Sports Betting

Microbrew / Craft Beer 5.1.89.(.1% i Spa

454181

Other Gambling 0.6%

E 1.2% Casinos visited past 12 hs: Yes i / Cannabis Cigarettes Vape

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

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

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

401K Plan

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

Money Market Funds

6 18.2%
Bonds B a o

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

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

10.1%

13.1% 10.7%

Certificates of Personal Loan Studentloan Refinanced Home

a6 s

Money

i razg 1

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

Tax Preparation Service

44,240,624 22.5%

Financial Planner

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

e/ - 29,076,611 14.8%

18.4%

sex @ .

Accountant

20,660,987 10.5%

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

11.4%

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

Divorce / Family Attormey 50%

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



6.2% or 176,036 of MSP DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture...
Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 32.4% more
likely to have a 401K, 31.1% more likely to have an Auto Loan, 41.1% more likely to Invest/Trade Stocks
Online, 24.6% less likely to pay with their Debit Car

Investments Owned: Adults 35 or older Financial Services Has and/or Uses: Adults 35 or older
401K Plan
IRAUnividual Retirament Account)
Stocks o ock Optins
Mutual Funds m 35.9%
Money Market Funds zz.-m
32,381 18.4%
Bonds s%
Other (Crypto / NFTs / Metals, etc.) ™~ 10 0;5'1% 6.9% 54y 63%
) S ! ! ]
529 Plan / College Savings Plan 0.4% Checking savings  Debit or ATM Credit Card Online Online Bill Mobile Home Auto Loan Money  Certificates of Studentloan  Home Refinanced Personal Loan
Account Account card Banking Paying Banking Mortgage Market  Deposit (CDs) Improvement  Home
15.2% Account Loan or Home M
Second Home or Real Estate Property - 0 Eq“":", o lortgage
w Upscale Homeowners who Plan to Buy New Furniture and/or Bedding m MSP u Upscale Homeowners who Plan to Buy New Furniture and/or Bedding = MSP
Professional Services Used*: Adults 35 or older | fg'Past 3-Months Payment Methods Used: Adults 35 or older
Tax Preparation Service B9
Insurance Agent at a Local Office (not online)
Online Investing / Stock Trading m%ﬂ.ﬁ%
Accountant 19.5% . .
Estate Planning m”&l%
Real Estate Agent Ea‘z';"‘ 3% 27%
|20,3% (*Past 12 Months) PayPal Venmo MasterCard  Debit Card  Apple Pay Zelle American  Store Credit GooglePay  Discover Cash App  Square Cash  Facebook Samsung Pay
Divorce / Family Attorney I : % Express card Messenger
m Upscale Homeowners who Plan to Buy New Furniture and/or Bedding m MSP # Upscale Homeowners who Plan to Buy New Furniture and/or Bedding = MSP

MSP DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 110
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

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



O pg ST 4.4% or 80,367 of STL DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture...
AT TY 4 e Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 46.4% more
/\_ }:_I i A L J > } likely to have a 401K, 32.% more likely to have an Auto Loan, 58.2% more likely to Invest/Trade Stocks Online,

4 18.4% less likely to pay with their Debit Card

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

401K Plan 525,791

IRA (Individual Retirement Account)

Stocks or Stock Options

568,898

Mutual Funds 16.5%

Money Market Funds 33N

28.1%

15.9%

pa R 11.5%

Other (Crypto / NFTs / Metals, etc.)

5 20.6%

95% 769
99,310 JETTH

13.5%
61% 73% g g9
e e
24.1%
Home

N 9.2% Checking  Debit or ATM  Savings Credit Card Online Online Bill Mobile Home Auto Loan Money  Certificates of Personal Loan Studentloan Refinanced
Account card Account Banking Paying Banking Mortgage Market  Deposit (CDs) Improvement Home
Account Loan or Home Mortgage
Equity Loan

Bonds

_I

529 Plan / College Savings Plan

!

'14.0%
7.4%

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

Second Home or Real Estate Property

B

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

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

Financial Planner

464,877 2

Tax Preparation Service

&
w
R

447,312 24.4%

Insurance Agent ata Local Office (not online)
Online Investing / Stock Trading m o
Accountant W
Estate Planning m% e
Real Estate Agent m n-:m =

26% (*Past 12 Months) MasterCard  DebitCard  Venmo Zelle ApplePay Store Credit GooglePay Discover  CashApp  American Square Cash Facebook —Samsung Pay
2.9% Card Express Messenger

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

STL DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 80
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, inc. LLC. All rights reserved.

9.6%
N a9% 8.0% 7.4% 4.49

s31i0

os PRI [aomos DO o

Divorce / Family Attormey

o

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



: B i B W 4.7% or 65,728 of CIN DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture...

= | e Tl

f\I\Il/\l

Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 41.4% more
likely to have a 401K, 39.7% more likely to have an Auto Loan, 122.7% more likely to Invest/Trade Stocks
' a,"g T’ > Online, .6% less likely to pay with their Debit Card

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

IRA (Individual Retirement Account)

‘l

526, SSG 38.0%

Stocks or Stock Options 30125  253%
Mutual Funds 15.9% 38.0%
Money Market Funds W AT
529 Plan / College Savings Plan R e % 0% | 19.9%
9.4%
Other (Crypto / NFTs / Metals, etc.) W 2855 h 6.9% 7.2% 5'5" 5.6%
14.7% - " :
Second Home or Real Estate Property Mu Checkilq Debitor ATM  Sevings  CreditCard  Online  Online Bill Auto loan Certificates of Studentloan Personal Loan  Home  Refinanced
Account card Account Banking Paying Market Deposit (CDs) Improvement Home
Bonds m 15.6% Account Loan or Home Mortgage
7.6% Equity Loan
¥ Upscale Homeowners who Plan to Buy New Furniture and/or Bedding ECIN ® Upscale Homeowners who Plan to Buy New Furniture and/or Bedding ECIN

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

Tax Preparation Service

299 B}D 21.6%

Fiangal Pldnner 275,613 19.9%

Insurance Agent at a Local Office (not online) 163,3401.5%

~ | |
n
&
®

Online Investing / Stock Trading 114%

Accountant

1

148,987 10.8%
. 17.5%
Estate Planning m -
F 12.9% & 3% 6% oo 34%
Real Estate Agent 2.6% . : . —— : d
) 27% (*Past 12 Months) visa MasterCard ~ PayPal  DebitCard  Venmo Zelle ApplePay  American  Cash App  Store Credit Gousle Pay  Discover SquareCash Facebook Samsung Pay
Divorce / Family Attormey 0% Express card Messenger
¥ Upscale Homeowners who Plan to Buy New Furniture and/or Bedding ECIN ¥ Upscale Homeowners who Plan to Buy New Furniture and/or Bedding WCIN

DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 88
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

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



3.7% or 55,984 of WPB DMA Adults 35 or older are Upscale Homeowners who Plan to Buy New Furniture...
Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding are 50.3% more

likely to have a 401K, 83.9% more likely to have an Auto Loan, 81.% more likely to Invest/Trade Stocks Online,
20.% less likely to pay with their Debit Card.

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

401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

Other (Crypto / NFTs / Metals, etc.)

Bonds qo% 40% S5% 37% g0 gy
o ool " " oo - B T R
Second Home or Real Estate Property W = amking Debitor ATM  Savings  CreditCard  Online  OnlineBill  Mobile Home Money  Autoloan Certificates of Personal Loan  Home  Studentloan Refinanced
Account card Account Banking Paying Banking Mortgage Market Deposit (CDs) Improvement Home
. 8.1% Account Loan or Home Mortgage
529 Plan / College Savings Plan 2.9% Equity Loan
W Upscale Homeowners who Plan to Buy New Furniture and/or Bedding =WPB ® Upscale Homeowners who Plan to Buy New Furniture and/or Bedding =WPB

20.7%

Financial Planner

Accountant

Online Investing / Stock Trading

Insurance Agent at a Local Office (not online)

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

Tax Preparation Service
10.1% 10.5%
1% 45% 4.1% 3.4%

Venmo  ApplePay  American StoreCredit CashApp GooglePay Discover SquareCash Facebook —Samsung Pay

9.0%

Wi 4.4%
11.3%

St et [

Estate Planning

MasterCard Zelle

. " B (*Past 12 Months)
Divorce / Family Attorney éﬂ (;3‘3!6 Express Card Messenger
W Upscale Homeowners who Plan to Buy New Furniture and/or Bedding =WPB W Upscale Homeowners who Plan to Buy New Furniture and/or Bedding HWPB

DMA Scarborough R1 2026: Jan25-Jan26 Qual Intab 103
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

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



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

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

Avg. H:M:S/week with All Forms of Media:
Adults 18 or older
72:46:45
coneurrent
usage %: 48.3%
Upscale Homeowners who usA
Plan to Buy New Fumiture
and/or Bedding

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

usA USA Projection Searborough R1 2026: Jan25-Mar26 Qual Intab 1,230 Scarborough R1 2026: Jan25-Mor26 ~ USA Projection  Scarborough R12026: Jan25-Mar26 ~ Qual Intab 24,3 Hubba rd Sharfe “fn [vehr'ything
All Graphs and soefa.oi Data Modelin, Coggrgth @© 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. . i i . i i orAnything
[{{{Househald incorme (HHLD): S150,000 - 5249,899 OR Househald income (HHLD): $250,000 or mare OR Acxiom NetWorth Gold (HHLD): 5500,000 - 5999, 999 OR Acxiom NetWorth Gold (HHLD): 51,000,000 - 51,999,999 OR Acxion] Weth B A0S T3 MG 000 +) AND Own or rent residence (HHLD): Own)

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



Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding spend an average of 3 days, 3
hours, 10 minutes and 39 seconds each week with All Forms of Media.

99.% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding spend an avg. of 8 hours and 59
minutes each week listening to All Local AM/FM Radio, representing 11.8% of total time spent with all forms of Media.

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

Adults 18 or older
c t
Usage %: 45.4%
Upscale Homeowners who MSP
Plan to Buy New Fumiture
and/or Bedding

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

MSP DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 110 MINNEAPOLIS-ST. PAUL DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 1,93 HUb ba rd Sharfeu r“ fAnEy":h"ii‘tgh ing
All hs and .ai Data Madeling Copyright © 2026 Hubbard B i . LLC. Al right: d.
G{?ﬁ%i?ﬁ’oﬁ%@wﬂ ?{rrfn;: S 150’," o] ° ?5%‘,’999"%;; Hnus#rof:‘ﬂ’p’nmﬁ?g Hﬁ?fgﬁ%zg’c?oﬁo or rr)or::g ()Fg ﬁiﬁ?ﬂfwetwﬁ;rm Gold (HHLD): 5500,000 - 5999,999 OR Acxiom NetWorth Gold {HHLD): §1,000,000 - 51,999,999 OR Acxior? Wdrth 8AdSHEHADY: 52868 000 +) AND Own or rent residence (HHLD ): Own)

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



Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding spend an average of 4 days, 4
hours, 9 minutes and 10 seconds each week with All Forms of Media.

95.5% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding spend an avg. of 9 hours and 13
minutes each week listening to All Local AM/FM Radio, representing 8.8% of total time spent with all forms of Media.

X e

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

Adults 18 or older
86:18:00
(ancumm 37.7%
Upscale Homeowners who

Plan to Buy New Fu
and/or Beddm

%ofTotol . .
Weekly H:M: |

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

STL DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 80 ST. LOUIS DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 1,956 Hubba rd Share of Everything
All Graphs and soefa.ai Data Modelin Co gn{ghr © 2026 Hubbard Broadcasting, Inc. LLC. All rrghts reserved, i for Anything
[{{{Fousehold intome (HHLD): 5150, 249,999 OR Household income (HHLD): %73(1 000 or marg OR Acxiom NetWorth Gold (HHLD): 500,000 - 5999, 999 OR Acxiom NetWarth Goid (HHLD): $1,000,000 - 51,999,999 OR Acxiort verth B HHADY: 52 38 600 +) AND Own or rent residence (HHLD): Own)

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



Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding spend an average of 3 days,
11 hours, 31 minutes and 1 seconds each week with All Forms of Media.

87.4% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding spend an avg. of 8 hours and 46
minutes each week listening to All Local AM/FM Radio, representing 9.2% of total time spent with all forms of Media.

Avg. H:M:S/week with All Forms of Media:
Aduits 18 or older
80:49:39
(Hnﬂln’!lll
43.7%
Upscale Homeowners who
Plan to Buy New Fumiture
and/or Bedding

B

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

CN  DMA Smrbamuqh R12026: Feb25-Feb26  QualIntab 88 CINCINNATI ~ DMA  Scarborough R12026: Feb25-Feb26 ~ Qual Intab 1,900 Hubbard Share of Everything

All Graphs and soefa.ai Data Modelin QX"HM @© 2026 Hubbard Broadcasting, Inc. LLC. All rrghts reserved, for Anything
[{{{Fousehold intome (HHLD): 5150, 45,5959 OR Househald income (HHLD): %

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

250,000 or moré OR Acxiom NetWorth Goid (HHLD): 5500,000 - 599,999 OR Acxiom NetWarth Gold (HHLD): $1,000,000 - 51,995,999 OR Acxion verth B HHADY: 52 38 600 +) AND Own or rent residence (HHLD): Own)



Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding spend an average of 4 days, 8
hours, 16 minutes and 55 seconds each week with All Forms of Media.

86.% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding spend an avg. of 9 hours and 53
minutes each week listening to All Local AM/FM Radio, representing 8.2% of total time spent with all forms of Media.

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

Aduits 18 or older
80:07:10
Concurrent
usoge %: 42.6%

Upscale Homeowners who WPB
Plan to Buy New Fumiture

% of Total and/for Bedding

Weekly H:M: 4o o

Q3
>
N
A
&
s
é&
¥ Upscale Homeowners who Plan to Buy New Furniture and/or Bedding HWPB
WPB  DMA  Scarborough R12026: Jan25-Jan26  Qualintab 103 WEST PALM BEACH-BOCARATON ~ DMA  Scarborough R12026: Jan25-Jan26  Qual Intab 2, Hub ba el 2 Puergthing
All Graphs and soefa.ai Data Madelin Coegn’gth © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved, . i i ) i ) or:Anyting
g‘{(ﬂmu}sha"d intome (HHLDJ: S150,000 - 5245,999 OR Househald income (HHLD):'5250,000 or maorg OR Acxiom NetWorth Gold (HHLD): 5500,000 - 5999, 999 OR Acxiom NetWarth Gold {HHLD): $1,000,000 - 51,999,999 OR Acxiort verth B HHADY: 52 38 600 +) AND Own or rent residence (HHLD): Own)

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



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

83.2% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding spend an avg. of 8 hours and 43
minutes each week listening to Local Ad-Supported AM/FM Radio, representing 12.5% of total time spent with all forms of Ad-Supporte
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Supported Media: Adults 18 or older
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® Upscale Homeowners who Plan to Buy New Furniture and/or Bedding m USA
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AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]

H bb d Share of Everything
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Twarth ST HfHADY. 82,068 000 + AND Own or rent residence (HHLD): Own)



Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding spend an average of 2 days, 8
hours, 42 minutes and 39 seconds each week with All Forms of Ad-Supported Media.

90.3% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding spend an avg. of 7 hours and 40
minutes each week listening to Local Ad-Supported AM/FM Radio, representing 12.2% of total time spent with all forms of Ad-Supporte

Avg. H:M:S/week with All Forms of Ad-
Supported Media: Adults 18 or older
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® Upscale Homeowners who Plan to Buy New Furniture and/or Bedding m MSP
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999 OR Household income (HHLD): <.:0 000 or more OR Acxiom NetWorth Gold (HHLD): $500,000 - $859,885 OR Acxiom NetWorth Gold (HHLDJ: S1,000,000 - 51,998,999 OR Acxiorrmet wdkth B THHLDE: 22 008 000 +) AND Own or rent residence (HHLD): Owi n)



Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding spend an average of 3 days, 2

hours, 17 minutes and 44 seconds each week with All Forms of Ad-Supported Media.

89.9% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding spend an avg. of 8 hours and 54
minutes each week listening to Local Ad-Supported AM/FM Radio, representing 10.8% of total time spent with all forms of Ad-Supporte
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All Graf)hs and soefa.ai Dam Modehn Copyri Eht © 2026 Hubbard Broadcasnng{ Inc. LLC. All rights reserved. or Anything

[{{{Household income (HHLD): S150,000 - $249,933 OR Household income (HHLD): 250,000 or more OR Acxiorn NetWorth Gold (HHLD): S500,000 - 5859,995 OR Acxiom NetWorth Gold (HHLD): $1,000,000 - 51,999,999 OR Acxior Twarth ST HfHADY. 82,068 000 + AND Own or rent residence (HHLD): Own)

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



Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding spend an average of 2 days,
16 hours, 54 minutes and 48 seconds each week with All Forms of Ad-Supported Media.

82.2% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding spend an avg. of 8 hours and 23
minutes each week listening to Local Ad-Supported AM/FM Radio, representing 10.6% of total time spent with all forms of Ad-Supporte
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AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]



Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding spend an average of 3 days, 4
hours, 17 minutes and 7 seconds each week with All Forms of Ad-Supported Media.

80.1% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding spend an avg. of 8 hours and 19
minutes each week listening to Local Ad-Supported AM/FM Radio, representing 8.7% of total time spent with all forms of Ad-Supported

98.5%

Avg. H:M:S/week with All Forms of Ad-
Supported Media: Adults 18 or older
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Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding spend an
average of 8 hours and 18 minutes each day with All Forms of Ad-Supported Media. 83.2% listen to

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

Top-13 All Forms of Media (Persons & % Reach): Adults 35 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older
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Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding spend an
average of 8 hours and 6 minutes each day with All Forms of Ad-Supported Media. 90.3% listen to
Local AM/FM Radio for an avg. of 65.8 minutes/day.(Local Radio delivers 12.2% of Time with Ad-Supported Media.)

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

{Average Week) Totol Persons: % Time Spent-

Srocerystores P R # (/I

moanis & i (weeki Drivers) TR
News/Weather fSports (Websites/aprs)  [AEREAR 89.3%

. —

s oo towcc) P —TF T

Billboards &
Signs (Weekly
Local AM/FM Radio Drivers)
58.1

Local AM/FM Radio  Facebook
75.1 54.6

(224
(2]

m 83.8% 0.8% Local TV Stations

Facebook . o Avg. Hours+Minutes/day with All 107.1

s gt m—mr“"""f”“'" et 5l

Local TV Stations

Local TV Stations Search

Email/Text/IM/Z 142.1 Billboards &
c 1Hboal
Signs (Weekly
Drivers)
54.5

Netflix
26.6

Gas Stations/Convenience Stores

Games/ | New | Groce News/ Gr

Email/Text/IM/z = Gam

Non-Premium Cable TV Networks Non-Premium Cable TV Fantasy/ | S/W Non-Premium Cable TV : es/F |Weath| oc
Upscale Homeowners who Networks aceboo Betting | eath Networks anta RELGEE ©.-
Games/Fantasy/Betting Sites Plan to Buy New Fumiture == Sites... er/... i) e B .
and/or Bedding 86.2 38.! 115.6 B .
Netflix

s?
'
3
£

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

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

{Average week) Bufaas % Time spent- (Averoge Day)

- o5,
T - ————————
A [—

Search (Google, Bing, etc.)

Billboards &

Billboards & Signs . Siﬁﬂs‘(WE@-HV
Local AM/FM Radic (Weekly Drivers) Local AM/FM Radio Drivers)
65.8 58.1 67.1 54.5

EmallfText/l. Search

NII

Local AM/FM Radio

g "
Sy
o,

Email/Text /IM/Zoomete. (Personal & Work)

5.8% Local TV Stations Email/Text/IM/ Search Local TV Stations M/Zoomete (Google,
Facebook Avg. Hours+Minutes/day with All m 986 Zoom,etc. (Google 132.7 . (Personal Bing,
Forms of Ad-Supported Media: I (Personal & 5 ¢ ac . )
) 8 ! Faoehook Bing, etc. Facebook & Work] etc.)
toca TV o _1!!;!" Adults 35 or older 15 554 oriE "o <bo0 & : :

36.6 30.2 43. 39.0 30.6

Gas Stations/Convenience Stores mm
I -
Shopping {incl. Food/ Auctions/Travel, etc.) mm vsage %
s e raonreeery SRR TN ooy NewFumitne

g| i Instagra | St Instagram  Gr
Shoppin | New: 8 P Shop =

Non-Premium Cable | Prime/IMDb/Fi Fg“"c" L Non-Premium Cable TV Prime/IMDb/F P8

Amazon

TV Networks reTv ood/A EREIN Networks {incl.

79.4 386 uction... FERfES 107.9

and/for Bedding
Instagram
® Upscale Homeowners who Plan to Buy New Furniture and/or Bedding uMSP M Upscale Homeowners who Plan to Buy New Furniture and/or Bedding uMSP
MSP  DMA  Scarborough R1 2026: Feb25-Feb26  Qualintob 110 3 ANACe of Fuerything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcosting, Inc. LLC. All rights reserved. - or.Anything:

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



Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding spend an
average of 10 hours and 36 minutes each day with All Forms of Ad-Supported Media. 89.9% listen to
Local AM/FM Radio for an avg. of 76.3 minutes/day.(Local Radio delivers 10.8% of Time with Ad-Supported Media.)
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| Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding spend an
average of 9 hours and 16 minutes each day with All Forms of Ad-Supported Media. 82.2% listen to
Local AM/FM Radio for an avg. of 71.9 minutes/day. (Local Radio delivers 10.6% of Time with Ad-Suppor:

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

Top-13 All Forms of Ad-Supported Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older
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(average week) Total persons:

| Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or Bedding spend an
average of 10 hours and 53 minutes each day with All Forms of Ad-Supported Media. 80.1% listen to
Local AM/FM Radio for an avg. of 71.4 minutes/day. (Local Radio delivers 8.7% of Time with Ad-Supported Media.)
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Avg. Week Ali ﬂgﬂdio (Persons & % Reach): Adults 35 or older

158,935 or 90.3% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding listen to Ad-Supported Local AM/FM Radio for an average of 65.8 minutes every day
representing 43.3% of all time spent daily with Ad-Supported Audio.
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Avg. Week All Audio (Persons & % Reach): Adults 35 or older

Local AM/FM Radio

Total Persons:

- 72,282 or 89.9% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding listen to Ad-Supported Local AM/FM Radio for an average of 76.3 minutes every day
representing 43.5% of all time spent daily with Ad-Supported Audio.

% Time spent:

T e —— T

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

SiriusXM m
Podcasté _— o SiriusXM Podcasts
YouTube Music : Ir;;Sz 022(:335“ 23.6 19.8
Pandora 66 M ;i .
Spotify mm Spotify TV Music

TV Music Channels

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

Owned YouTu

Music be

Chann...

YouTube

12.2
Music

Owned Music (5250 166 Music 141 T ) i
i .| wne P
Amazon M : ? ) 13.9 : ;
azon Music  ESTESel V3 i Lol i ot [N
v EEve | OB T
Apple Music 7% Local AM/FM .
i 2.5% Uosoiie Homeoustess who s e Radio Pandora Local AM/FM Radio  Pandora  Amazon
Rsarthado MII- 46% e e (Lo B 701 16.0 74.9 12.7 Music..
Audiobooks PR ' 2%’ (15 ]

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

mSTL

¥ Upscale Homeowners who Plan to Buy New Furniture

and/or Bedding

HSTL

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

Local AM/FM Radio
Podcasts
YouTube Music

Total Persans:

gz | 0w

% Time spent:

% 44.0%

TV Music Channels 807 Pandora Podcasts Podcasts
Pandora A R e 20.1 18.1 e

Amazon Music

All Others

Avg. Hours+Minutes/day with Ad-
Supported Audio: Adults 35 or older

o don ! o =
e T
B

™
Music

TV Music
Channels

YouTube

Spotify

spotity P YouTube Music (SERANASY Siriu “f;‘i;‘ 99 83
iHeartRadio ES% 17.1 18015 SXM i 2
- .4 9.0
T rass] EEEA G
" Amazon Siriu
Audiobooks " . .
= §% Upscale Homeowners who sm 204 Local AM/FM Radio Spotify Al Local AM/FM Radio Music SXM
owned Music iy 002 Pl e 005 | 76.3 13.5 ot.. 714 10.2 6.7
Apple Music iy 8038
W Upscale Homeowners who Plan to Buy New Furniture and/or Bedding mSTL ¥ Upscale Homeowners who Plan to Buy New Furniture and/or Bedding ESTL
STL DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 80 ® Share of Everything

soefa.ai

OR Household income (HHLD): 5250,000 or more OR Acxiom NetWorth Gold (HHLD): $500,000 - 5999,999 OR Acxiom NetWorth Gold (HHLD): 51,000,000 - 51,999,999 OR Acxiom NetWorth Goid (HHLD): 52,000,000 +) AND Own or rent residence (HHLD): Own)
AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]

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

H{{(Household income (HHLD): $150,000 - 249,939



- 54,013 or 82.2% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding listen to Ad-Supported Local AM/FM Radio for an average of 71.9 minutes every day
representing 38.1% of all time spent daily with Ad-Supported Audio.
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- 44,830 or 80.1% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding listen to Ad-Supported Local AM/FM Radio for an average of 71.4 minutes every day
representing 38.% of all time spent daily with Ad-Supported Audio.
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. 9,199,157 or 83.2% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture
and/or Bedding listen to Ad-Supported Local AM/FM Radio for an average of 74.8 minutes every day
representing 39.9% of all time spent daily with Ad-Supported Audio.

Avg. Hours+Minutes/day with Ad-Supported
Audio: Adults 35 or older

"Share of Ad-Supported Audio”

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

32.5%

13.0%
11.0% 123% 11.8% ° . 10.7%

; N e 7.7%  7.3% ‘ 7.2% 5,59 .
= [ s | oo Il oo B [ i
: 2 .6% 5.9% - o r
P 4.4% 3.8%
e [ a.0% NIEETR 3% | [37% ]

9,199,157154,925,795 3,592,97448,356,968 1,233,89613,954,422 1,211,10024,089,229 1,302,58925,534,090 1,006,29021,092,686 856,421 14,268,389 986,996 14,114,432 474,238 5,599,188 604,767 9,495,257
Local AM/FM Podcasts Spotify YouTube Music TV Music Pandora Amazon Music All Others SiriusXM iHeartRadio

Average .
Daily Minutes Radio Channels

B Upscale Homeowners who Plan to buy New Furniture and/or bedding |

USA USA Projection Scarborough R1 2026: Jan25-Mar26 Qual Intab 1,230  Scarborough R1 2026: Jan25-Mar26 USA Projection Scarborough R1 2026: Jan25-Mar26 Qual Intab 24,338 ® Share of Everything
All Graphs and soefa.oi Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. il for Anything _ =

[%4]
o
©

[l{(Household income (HHLD): 5150,000 - 249,958 OR Household income (HHLD): $250,000 or more OR Acxiom NetWorth Gold (HHLD): 5500,000 - 5559,995 OR Acxiom NetWorth Gold (HHLD): $1,000,000 - 51,988,999 OR Acxiom NetWorth Gold (HHLD): 52,000,000 +] AND Own or rent residence (HHLD): Own)
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158,935 or 90.3% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding listen to Ad-Supported Local AM/FM Radio for an average of 65.8 minutes every day
representing 43.3% of all time spent daily with Ad-Supported Audio.
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72,282 or 89.9% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding listen to Ad-Supported Local AM/FM Radio for an average of 76.3 minutes every day
representing 43.5% of all time spent daily with Ad-Supported Audio.
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54,013 or 82.2% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding listen to Ad-Supported Local AM/FM Radio for an average of 71.9 minutes every day
representing 38.1% of all time spent daily with Ad-Supported Audio.
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44,830 or 80.1% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding listen to Ad-Supported Local AM/FM Radio for an average of 71.4 minutes every day
representing 38.% of all time spent daily with Ad-Supported Audio.
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9,199,157 or 83.2% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Classic
Hits, Classic Rock, Country, and Pop Contemporary Hit Radi
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158,935 or 90.3% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Country, Adult Contemporary,
Hot AC, Pop Contemporary Hit Radio, and Classic Rock.

Local AM/FM Radfo Formats (Persons & % Reach): Adults 35 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older
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72,282 or 89.9% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are New Country, Adult
Contemporary, Classic Hits, Adult Hits, and Classic Rock.
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54,013 or 82.2% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Classic

Hits, Classic Rock, Hot AC, and Country.
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44,830 or 80.1% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Urban
AC, Country, Classic Hits, and Classic Rock.

Local AM/FM Radio Formats (Persons & % Reach): Adults 35 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older
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7,486,567 or 67.7% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture
and/or Bedding watch Ad-Supported Local TV Stations for an average of 105.3 minutes every day
representing 34.5% of all time spent daily with Ad-Supported Video.
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137,182 or 77.9% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding watch Ad-Supported Local TV Stations for an average of 98.6 minutes every day
representing 34.6% of all time spent daily with Ad-Supported Video.

Avg. Week All Video (Persons & % Reach): Adults 35 or older
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70,783 or 88.1% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding watch Ad-Supported Local TV Stations for an average of 131.8 minutes every day
representing 37.% of all time spent daily with Ad-Supported Video.
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Avg. Week All Vld'eo (Persons & % Reach): Adults 35 or older

Local TV Stations

% Time spent:

47,915 or 72.9% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding watch Ad-Supported Local TV Stations for an average of 115.1 minutes every day
representing 37.7% of all time spent daily with Ad-Supported Video.

Avg. Day All Video {% Time Spent & Avg. Minutes/day Spent): Adults 35 or older
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44,725 or 79.9% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding watch Ad-Supported Local TV Stations for an average of 128.6 minutes every day
representing 28.3% of all time spent daily with Ad-Supported Video.
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7,486,567 or 67.7% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture
and/or Bedding watch Ad-Supported Local TV Stations for an average of 105.3 minutes every day
representing 34.5% of all time spent daily with Ad-Supported Video.
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137,182 or 77.9% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding watch Ad-Supported Local TV Stations for an average of 98.6 minutes every day
representing 34.6% of all time spent daily with Ad-Supported Video.
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70,783 or 88.1% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding watch Ad-Supported Local TV Stations for an average of 131.8 minutes every day
representing 37.% of all time spent daily with Ad-Supported Video.
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47,915 or 72.9% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding watch Ad-Supported Local TV Stations for an average of 115.1 minutes every day
representing 37.7% of all time spent daily with Ad-Supported Video.
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= J.’-._‘; pa ':ﬁ; = 44,725 or 79.9% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
RHAUS = Bedding watch Ad-Supported Local TV Stations for an average of 128.6 minutes every day
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' 7,486,567 or 67.7% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture
and/or Bedding watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News -
Evening, Comedies, Local News - Morning, Movies, and Dramas.

Local TV Station Programs (Persons & % Reach): Adults 35 or older  Local TVStat:on Programs (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older
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' 137,182 or 77.9% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News -
Evening, National/Network News, Local News - Morning, Comedies, and Mo
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' 70,783 or 88.1% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding watch Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening,
Sports, Local News - Morning, Movies, Comedies, and Dramas.
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' 47,915 or 72.9% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News -
Evening, Local News - Morning, National/Network News, Movies, and Comed

Local TV Station Programs (Persons & % Reach): Adults 35 or older  Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older

{Average week) Toral pe % time Spent: (Average Day)

... .
sports PR 29.2% — )
Local News - Morning AR T I T 21 Comedies
comedics P —CR T (s 45 | Comedies : 286
Game Shows m 33.7% m 2 17.8 i
5 6.3%
= 1 = _ Dramas
Dramas mm Avg. Hours+Minutes/day with Local m < g I/Netw E ! aca
£.4% 4 ews - Mystery/Sus BWS -
TV Stations: Adults 35 or older Local News yStery/Stsp ork News

Evening ense/Crime News Game Shows Late

National/Network News %, Docy Food |late
Mystery/Suspense/Crime m 607 m Local News - ki Local News- Mystery/Susp ment /C_OD Nigh
m— mm mﬁmwm“‘mw m Game Shows Late Evening ense/Crime  aries king t
e 6356 il 5% 17.9 14.3 - |7 ? 349 233 111 Sho.. Hals
g
T o A%
 Upscale Homeowners who Plan to Buy New Furniture and/or Bedding ECIN H Upscale Homeowners who Plan to Buy New Furniture and/or Bedding ECIN
Ad-Supported Local TV Station Programs (Persons & % Reach): Adults 35 or older Ad- Suggorted Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older

{average week) Total Persans: % Time spent: [Average Day)

tocal News - evening. B R T
T
Eo D 41.1%
Sy
Movies e
Oramas Avg. Hours+Minutes/day with Ad-
Supported Local TV Stations: Adults
o et -!l'l'l-""' e

Game Shows
Game Shows Comedies 27.5

17.9 17.7

Dramas
51.0 . Local

News - Court
Late Shows

Dramas Local News -
314 Late

Local News - Mystery/Susp
Evening ense/C 14.3 Comedies

gggﬂgﬂﬁigggg
ROERAR PR %

National/Network News 2Lt I = | Nation | tate 22 22.7 208
Mystery/Suspense/Crime ax(:iit Night Nationa Late Night
Food/Cooking Shows r— o NE;N.,. Tya:( Lo:;:;ws - Nl\;t—ez{::p I/ ;:r?tw Talk...
Late Night Talk Pem o e N e i Coodicock - i 3105 54 News..  Food/Co..
Court Shows m;v- 5
® Upscale Homeowners who Plan to Buy New Furniture and/or Bedding mCIN # Upscale Homeowners who Plan to Buy New Furniture and/or Bedding mCIN .
N  DMA  Scarborough R12026: Feb25-Feb26  Quol intab 88 soe - i et o i
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. - &

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



Local TV Station Programs (Persons & % Reach): Adults 35 or older

(averoge week)

Local News - Evening
Comedies

Local News - Morning

Game Shows
National/Network News
Food/Cooking Shows
Documentaries
Mystery/Suspense/Crime
Court Shows

Local News - Late

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

Totol Rersons:

P
P —

' 44,725 or 79.9% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News -
Evening, Local News - Morning, Comedies, National/Network News, and Gam
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[ 8,674,723 or 78.5% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture
and/or Bedding use Ad-Supported Social Media for an average of 117.2 minutes every day
representing 21.1% of all time spent daily with Ad-Supported Digital Media.
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% Time Spent:

147,318 or 83.7% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding use Ad-Supported Social Media for an average of 96.1 minutes every day representing
20.1% of all time spent daily with Ad-Supported Digital Media.
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68,596 or 85.4% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding use Ad-Supported Social Media for an average of 117.4 minutes every day representing

20.1% of all time spent daily with Ad-Supported Digital Media.
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[ 58,806 or 89.5% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding use Ad-Supported Social Media for an average of 94. minutes every day representing 18.%
of all time spent daily with Ad-Supported Digital Media.
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' 37,591 or 67.1% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding use Ad-Supported Social Media for an average of 153.6 minutes every day representing
22.2% of all time spent daily with Ad-Supported Digital Media.
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8,238,837 or 74.5% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture
and/or Bedding use Ad-Supported Facebook for an average of 41.9 minutes every day representing
35.9% of all time spent daily with Ad-Supported Social Media.

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

Facebook _Mm
Instagram
YouTube Video m 44,0%
Linkedin B e TR TV
riro P
Reddit V°UT‘;|;e7Wde° 1”5;‘313? i Instagram YouTube Video
Pinterest mm . ; 234 218
X Mw Avg"Haursi-'Mr'num/duy with all . Pinte
WhatsApp Mm Social Media: Adults 35 or older Resdgl'(
snachot - PR AR
Linke

Others(Rumble, Threads,...

2:17

Blogs/Message Boards (read... mm 18:2%

TikTok
10.5

din
8.8

Facebook
53.3

TikTok
5

Facebook
44.4

Upscale Hos ‘why USA
wmbir - PRERRR 33% Plonto By NewFamiure
and/or Bedding 5 >
= Upscale Homeowners who Plan to Buy New Furniture and/or Bedding m USA ¥ Upscale Homeowners who Plan to Buy New Furniture and/or Bedding W USA

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

Total Persons: % Time Spent:
Facebook 1442‘04:0
Instagram _
YouTube Video T
Linkedin } 8 29
TikTok PR E—

Snapchat

Others(Rumble, Threads,... mﬂg
Blogs/Message Boards (read... mm 18.2%

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

8 T8 3 B e
Pa® vhd oRe RS oS RS v D D
K‘ R R BRI S388 <2 R F 3

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

YouTube Video
21.4

Instagram

YouTube Video
20.6

21.7

Instagram
19.0

Pinterest
5.9

Linkedin
6.0

x

Linkedin
5.7

TikTok
10.5

Facebook
45.5

Pinterest
5.4

TikTok
9.5

Facebook
419

11+ Upscale Home owners who usA
tumblir I %3%/% Plan to Buy New Fumiture
and/or Bedding < =
# Upscale Homeowners who Plan to Buy New Furniture and/or Bedding mUSA ® Upscale Homeowners who Plan to Buy New Furniture and/or Bedding m USA
R . ® Share of Everything
USA USA Projection Scarborough R1 2026: Jan25-Mar26 Qual intab 1,230 Soeﬁ. al for Anything |

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

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



143,511 or 81.5% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding use Ad-Supported Facebook for an average of 36.6 minutes every day representing 35.9%
of all time spent daily with Ad-Supported Social Media.
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68,596 or 85.4% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding use Ad-Supported Facebook for an average of 42.5 minutes every day representing 37.4%
of all time spent daily with Ad-Supported Social Media.
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47,135 or 71.7% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding use Ad-Supported Facebook for an average of 34. minutes every day representing 33.6% of
all time spent daily with Ad-Supported Social Media.
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26,328 or 47.% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding use Ad-Supported YouTube Video for an average of 41.4 minutes every day representing
30.1% of all time spent daily with Ad-Supported Social Media.
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| 8,238,837 or 74.5% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture
and/or Bedding use Ad-Supported Facebook for an average of 41.9 minutes every day representing
35.9% of all time spent daily with Ad-Supported Social Media.
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| 143,511 or 81.5% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
[’\ [ | ,\ [ j 5 g Bedding use Ad-Supported Facebook for an average of 36.6 minutes every day representing 35.9%
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| 68,596 or 85.4% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding use Ad-Supported Facebook for an average of 42.5 minutes every day representing 37.4%
of all time spent daily with Ad-Supported Social Media.
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e O " | 47,135 or 71.7% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding use Ad-Supported Facebook for an average of 34. minutes every day representing 33.6% of
all time spent daily with Ad-Supported Social Media.
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26,328 or 47.% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding use Ad-Supported YouTube Video for an average of 41.4 minutes every day representing
30.1% of all time spent daily with Ad-Supported Social Media.
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Reach % Social Media: Adults 35 or older
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 735,492;
Local Radio: 582,891; Social Media: 522,172; Non-Prem. Cable: 277,547; Local TV: 248,073
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 6,485;
Social Media: 4,531; Local Radio: 4,477; Non-Prem. Cable: 2,828; Local TV: 2,779 reaching
Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/o
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M-F 6a-7p Avg. Available Impressions per 15-min. are... Social Media: 4,376; All Other
Digital Media: 4,335; Local Radio: 3,404; Non-Prem. Cable: 2,566; Local TV: 1,632 reaching
Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/o
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Radio: 2,814; Social Media: 2,608; Non-Prem. Cable: 2,057; Local TV: 1,730 reaching
Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/o
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 35 or older

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

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

(Average week) Total Persons; % Time spent
Grocery Stores 90 58 97.0% m
T i
oy 3% B o, i by i
io o Towns, Cities, Cities, Downtown

Walking in Towns, Cities, Downtown...

(Gas Stations/Convenience Stores

m

Downtown Areas | Shopping Malls

20.5 18.7

AM/FM Radio

Areas Shopping Malls
20.3 19.1

Shopping Malls Mm m Billboards & Signs (Weekly Drivers) 491
Podcasts Avg. Hours+Minutes/day with Out- m s T}’:ﬂﬂ\'le Restaurants Grocery
e of-Home Media: Adults 35 or older SiriusXM eaters & Bars Sir ]N;S.;M Stgﬂl:s
16.1 14.2 . g
SiriusXm 4
YouTube YouTu Sp
. _ oy | /
Music... be otif
Cancurrent
Restaurants & Bars iege’: % Restaurants Billboards & Signs (Weekly Yo
e :n:-:leﬁonmrmrs i:.m AM/FM Radio & Bars Grocery Drivers) Theaters
i il 56.7 143 Stores... 48.4 14.2 6 | Gas. Dr.
Movie Theaters m

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

mUSA

¥ Upscale Homeowners who Plan to Buy New Furni

iture and/or Bedding

mUSA

Top-13 Ad-Supported Out-of-Home Media (Persons & % Reach): Adults 35 or older

(average week)
Grocery Stores

Billboards & Signs (Weekly Drivers)

Walking in Towns, Cities, Downtown...

AM/FM Radio

Gas Stations/Convenience Stores

Totol persons:

fsssale oo
_!!!'l"

| e
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170,856 or 97.1% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding spend an average of 58.1 minutes per day driving, seeing Billboards and Signs. 79.% Listen
to Local Radio Stations Out-of-Home for an average of 43.5 mi

Top-13 Out-of-Home Media (Persons & % Reach): Adults 35 or older Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older
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79,736 or 99.2% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding spend an average of 58.3 minutes per day driving, seeing Billboards and Signs. 78.7% Listen
to Local Radio Stations Out-of-Home for an average of 50.5 mi
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64,950 or 98.8% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding spend an average of 49.5 minutes per day driving, seeing Billboards and Signs. 71.9% Listen
to Local Radio Stations Out-of-Home for an average of 47.6 mi
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51,265 or 91.6% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding spend an average of 55.8 minutes per day driving, seeing Billboards and Signs. 70.% Listen
to Local Radio Stations Out-of-Home for an average of 47.2 min

Top-13 Out-of-Home Media (Persons & % Reach): Adults 35 or older
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10,564,732 or 95.5% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or

Bedding spend an average of 65.6 minutes per day driving, seeing Billboards and Signs representing 40.4%
of all Time Spent with Ad-Supported Out-of-Home Medi
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170,856 or 97.1% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding spend an average of 58.1 minutes per day driving, seeing Billboards and Signs representing 37.9%
of all Time Spent with Ad-Supported Out-of-Home Media.
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79,736 or 99.2% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding spend an average of 58.3 minutes per day driving, seeing Billboards and Signs representing 37.5%
of all Time Spent with Ad-Supported Out-of-Home Media.
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64,950 or 98.8% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or

Bedding spend an average of 49.5 minutes per day driving, seeing Billboards and Signs representing 33.1%
of all Time Spent with Ad-Supported Out-of-Home Media.
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51,265 or 91.6% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding spend an average of 55.8 minutes per day driving, seeing Billboards and Signs representing 38.4%
of all Time Spent with Ad-Supported Out-of-Home Media.
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170,856 or 97.1% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding spend an average of 58.1 minutes per day driving an average of 33.8 miles each day and are
104.7% more likely to use US 52 than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 35 or older
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79,736 or 99.2% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding spend an average of 58.3 minutes per day driving an average of 33.9 miles each day and are
181.% more likely to use Stan Musial Veterans Memorial Bridge

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 35 or older
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64,950 or 98.8% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding spend an average of 49.5 minutes per day driving an average of 28.8 miles each day and are
184.9% more likely to use Loveland - Madeira Road than the Met

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 35 or older
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Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 35 or older
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Top-26 Residential Zip Codes: Adults 35 or older
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51,265 or 91.6% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding spend an average of 55.8 minutes per day driving an average of 32.5 miles each day and are
59.2% more likely to use Florida Turnpike than the Metro avera

Top-26 Employment Zip Codes: Adults 35 or older
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3,637,805 or 32.9% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture
and/or Bedding read Local Daily Newspaper(s) (Daily+Sunday) for an average of 12.8 minutes every
day representing 33.3% of all time spent daily with All forms of Pr
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64,610 or 36.7% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding read Local Daily Newspaper(s) (Daily+Sunday) for an average of 16.4 minutes every day
representing 39.9% of all time spent daily with All forms of Print
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i 26,259 or 32.7% of Adults 35 or older Upscale Homeowners who Plan to Buy New Furniture and/or
Bedding read Local Daily Newspaper(s) (Daily+Sunday) for an average of 13.3 minutes every day
representing 34.5% of all time spent daily with All forms of Print

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

Totol Persons: % Time spent:

vt ke ecoting o) YV
et o T g e
et i) YT
PSA———
]
usa Today (0aily)  PRERTE RV
Wall street loumnal (Daily)  [RARRAE et T8y, Hours+Minutes/day with All

Print Media: Adults 35 or older
New York Times (Daily)

New York Times
New York Times New York Times (Daily+Sunday)
(Daily+Sunday) (Daily)

12.4 112 .
Local Daily

Newspaper(s)

(Sunday) ; ;
114 Direct Mail

Advertising Advertising
(excluding Catalogs) New York Times {excluding
Local Daily 78 (Sunday) e Canalogs)
Newspaper(s) (Daily 9.8 3 7.6

New York Times
{Sunday)
13.6 Direct Mail

New York Times (Daily+Sunday)
Wall Street

All Local Weekly Newspapers Migazies Journal

New York Times (Sunday) Local Daily Local Daily 3 Local Daily

Homeowners who Plan Newspaper(s) Newspaper(s) Newspaper(s) Local Daily Newspaper(s) MNew York Times  Catalog
l‘atalogs to Buy New Furniture and/or (Sunday) (Daily+Sunday) Catalogs (Daily+Sunday) {Daily (Daily) s
Bedding 156 133 4.0 10.3 9.2 6.5 3.8 All Local...
Magazines
® Upscale Homeowners who Plan to Buy New Furniture and/or Bedding mSTL = Upscale Homeowners who Plan to Buy New Furniture and/or Bedding WSTL
Avg. Week Ad-Supported All Print Media (Persons & % Reach): Adults 35 or older Avg. Day Ad-Supported Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older
Tatol Persons: % Time Spent.

Direct Mail Advertising (excluding Catalogs)

tocal Daly Newspaperts) (0 R R o
Local Daily Newspaperts) (Dailyssunday) I Ea e T Tl a2

Local Daily Newspaper(s) (Sunday)

Local Daily Local Daily
Newspaper(s) New York Times Local Daily Newspaper(s) (Daily  USA Today (Daily)
< (Daily+Sunday) (DailysSunday) Newspaper(s) 9.2 83
USA Today (Daily) 13.3 12.4 (Sunday)
114

USA Today (Daily)
Wall Street Journal (Daily)

New York Ti Dai
ew York Times (Dally) Avg. Hours+Minutes/day with Ad-

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

Catalogs

Supported Print Media: Adults 35 or older

Local Daily

Direct Mail
Advertising
(excluding

. Catalogs) Magazines
Local Daity 7.8 73

New York Newspaperis)
Times [Daily) (Daily

Local Daity
Newspaper(s)
{Daily+Sunday)

New York
Times.

(Daily+Sunda
) Magazines

Direct Mail

New York
Catalogs) Times (Daily)
7.6 65

Magazines Upscale Homeowners who Plan STL Newspaper(s) (Sunday)
to Buy New Furniture and/or 156 112 1.0 103 B 81
Books Bedding
¥ Upscale Homeowners who Plan to Buy New Furniture and/or Bedding L5 = Upscale Homeowners who Plan to Buy New Furniture and/or Bedding mSTL

® Share of Everything

ST DMA Secarborough R1 2026: Feb25-Feb26 Qual Intab 80
for Anything .

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

soefa.ai

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



Al Mg P35+ Upscale Homeowners who Plan to Buy New Furniture and/or Bedding
(Shopped/Visited/Bought past 3mos Due to Ads on %)
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Websites

70,209,878

Social Media 73,779,084 37.6%

Direct Mail 56,778,305 28.9%

Broadcast, Cable, &SatTV  gryerymn 24.5%

Local AM/FM Radio

31,747,893

Local Broadcast TV gmrrrerr 17.3%

Cable TV Networks
Billboards

Video Streaming Services

27,482,901 14.0%
Newspapers gy 11.3%

USA

Podcasts

20,153,753 10.3%

Audio Streaming Services

17,215,169 8.8%

m P35+ Upscale Homeowners who Plan to Buy New Furniture and/or Bedding (Shopped/Visited/Bought past 3mos Due to Ads on %)

m P35+ USA AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
USA DMA Scarborough R12026: Jan25-Mar26  Qualintab: 1109
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[(((Household income (HHLD): $150,000 - $249,999 OR Household income (HHLD): $250,000 or more OR Acxiom NetWorth Gold (HHLD): $500,000 - $999,999 OR Acxiom NetWorth Gold (HHLD): $1,000,000 - 51,999,999 OR Acxiom NetWorth Gold (HHLD): $2,000,000 +) AND Own or rent residence (HHLD): Own)
AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]



"Advertising Actions"

P35+ Upscale Homeowners who Plan to Buy New Furniture and/or Bedding
(Shopped/Visited/Bought past 3mos Due to Ads on %)

Social Media

1,098,146 38.9%

Direct Mail gryes 27.5%

Websites grefiren 34.3%

Local AM/FMRadio gesters 19.8% |
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Podcasts geriem 11.3%
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B P35+ MINNEAPOLIS-ST. PAUL AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
MINNEAPOLIS-ST.PAUL DMA  Scarborough R1 2026: Feb25-Feb26  Qual Intab: 102
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[(((Household income (HHLD): $150,000 - $249,999 OR Household income (HHLD): $250,000 or more OR Acxiom NetWorth Gold (HHLD): $500,000 - $999,999 OR Acxiom NetWorth Gold (HHLD): $1,000,000 - 51,999,999 OR Acxiom NetWorth Gold (HHLD): $2,000,000 +) AND Own or rent residence (HHLD): Own)
AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]



"Advertising Actions”

P35+ Upscale Homeowners who Plan to Buy New Furniture and/or Bedding
(Shopped/Visited/Bought past 3mos Due to Ads on %)

Social Media 726, 415 39.6%
Broadcast, Cable, & Sat TV
Cable TV Networks
Local AM/FM Radio
Direct Mall
Billboards
Video Streaming Services -
Audio Streaming Services

m P35+ Upscale Homeowners who Plan to Buy New Furniture and/or Bedding (Shopped/Visited/Bought past 3mos Due to Ads on %)

M P35+ ST. LOUIS AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
ST.LOUIS DMA Scarborough R12026: Feb25-Feb26 Quallintab: 75 Share of Everything
All Graphs and soefa.ai Data Modeling Copyright ® 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. SOera.dl  ror anything -
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[{{{Household income (HHLD): $150,000 - $249,899 OR Household income (HHLD): $250,000 or more OR Acxiom NetWorth Gold (HHLD): 500,000 - 999,999 OR Acxiom NetWorth Gold (HHLD}: 51,000,000 - 51,955,999 OR Acxiom NetWorth Gold (HHLD): 52,000,000 +} AND Own or rent residence {(HHLDJ: Own)
AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]
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Websites 478,704 34.6%

Social Media 498,576 36.0%
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[(((Household income (HHLD): $150,000 - $249,999 OR Household income (HHLD): $250,000 or more OR Acxiom NetWorth Gold (HHLD): $500,000 - 5999,999 OR Acxiom NetWorth Gold (HHLD): $1,000,000 - 51,999,999 OR Acxiom NetWorth Gold (HHLD): 52,000,000 +) AND Own or rent residence (HHLD): Own)
AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]
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P35+ Upscale Homeowners who Plan to Buy New Furniture and/or Bedding
(Shopped/Visited/Bought past 3mos Due to Ads on %)
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m P35+ Upscale Homeowners who Plan to Buy New Furniture and/or Bedding (Shopped/Visited/Bought past 3mos Due to Ads on %)
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[(((Househoid income (HHLD): $150,000 - $249,999 OR Household income (HHLD): 250,000 or more OR Acxiom NetWorth Gold (HHLD): 5500,000 - 5999,999 OR Acxiom NetWorth Goid (HHLD): 51,000,000 - 51,999,999 OR Acxiom NetWorth Goid (HHLD): 52,000,000 +) AND Own or rent residence (HHLD): Own)
AND (Items/services HHLD plans to buy in next 12 months (HHLD): Furniture OR Items/services HHLD plans to buy in next 12 months (HHLD): Mattress))]



