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18.% or 49,283,385 of USA Adults 18 or older are GENERATION-Z (Age 18-29 Adults).
Typical Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) are 23.5 years old (52.% younger than
average) and have a $83,237 (15.4% lower than average) annual household income.

@ Percent of Market: Adults 18 or older ﬂ‘Gender of Target vs. Market: Adults 18 or older

= who are GENERATION-Z (Age
18-29 Adults)

18.0%

= Remainder of USA DMAs

48.9

138,815,7...

Average Age - : - 48 .8

Total Persons: : -yl 134,358,7...

223,891,115 Men Men Women Women
. Average Age:
Age Cell Demographics of Target vs. Market: — §eod
. = who are GENERATION-Z (Age 18-29 Adults) mUSA
[14.1%
o 3 8% 8.5% 8.0% 7.6% s 0% 2%
ECs 0.0% 0.0% 0.0% 0.0% 0.0%
18-20 21-24 25-29 35-39 40-44 45-49 50-54 55-59 65-69
® who are GENERATION-Z (Age 18-29 Adults) mUSA
USA USA Projection Scarborough R1 2026: Jan 25-Mar26 Qual Intab 3,498
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. USA Projection Scarborough R1 2026: Jan 25-Mar26 Qual Intab 24,338

(Age: 18 - 20 OR Age: 21 - 24 OR Age: 25 - 29)

Ethnicity of Target vs. Market:

White She
Black/African |
American

Asian

Other

Hispanic

1 who are GENERATIONZ [Age 18-29 Adults) musA

—
._n-l HHI of Target vs. Market:

.

H3SICHHY
$35K-$50K HHI

$50K-S7SK HHI g
$75K-$100K HHI

$100K-$150K HHI

$150K-$250K HHI

$250K+ HHI

$98,335

Avg HHI:



17.6% or 686,854 of MINNEAPOLIS-ST. PAUL DMA Adults 18 or older are GENERATION-Z (Age 18-29 Adults).
Typical Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) are 23.1 years old (52.7% younger
than average) and have a $91,061 (20.4% lower than average) annual household income.
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17.4% or 438,142 of ST. LOUIS DMA Adults 18 or older are GENERATION-Z (Age 18-29 Adults).
Typical Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) are 23.6 years old (52.3% younger
than average) and have a $93,620 (9.9% lower than average) annual household income.
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18.5% or 360,463 of CINCINNATI DMA Adults 18 or older are GENERATION-Z (Age 18-29 Adults).
Typical Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) are 23.3 years old (52.1% younger
than average) and have a $95,409 (7.8% lower than average) annual household income.
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14.6% or 283,496 of WEST PALM BEACH-BOCA RATON DMA Adults 18 or older are GENERATION-Z (Age 18-29 Adults).
Typical Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) are 23.1 years old (56.6% younger
than average) and have a $83,006 (21.2% lower than average) annual household income.
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18.% or 49,283,385 of USA Adults 18 or older are GENERATION-Z (Age 18-29 Adults).

Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) are 31.4% less likely to be a college
graduate, 12.6% less likely to work full-time, 70.6% less likely to be married, 42.7% less likely to be a
parent of 1 or more children under 18.
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Education Levels: Adults 18 or older
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17.6% or 686,854 of MINNEAPOLIS-ST. PAUL DMA Adults 18 or older are GENERATION-Z (Age 18-29 Adults).
Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) are 24.5% less likely to be a college
graduate, 21.1% less likely to work full-time, 75.6% less likely to be married, 66.5% less likely to be a

parent of 1 or more children under 18.
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17.4% or 438,142 of ST. LOUIS DMA Adults 18 or older are GENERATION-Z (Age 18-29 Adults).
Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) are 33.6% less likely to be a college
graduate, 28.2% less likely to work full-time, 68.6% less likely to be married, 37.2% less likely to be a

parent of 1 or more children under 18.
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18.5% or 360,463 of CINCINNATI DMA Adults 18 or older are GENERATION-Z (Age 18-29 Adults).
Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) are 22.7% less likely to be a college
graduate, 6.9% less likely to work full-time, 71.3% less likely to be married, 22.3% less likely to be a
parent of 1 or more children under 18.
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Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) are 47.4% less likely to be a college

graduate, 4.1% more likely to work full-time, 75.% less likely to be married, 47.3% less likely to be a

parent of 1 or more children under 18.
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18.% or 49,283,385 of USA Adults 18 or older are GENERATION-Z (Age 18-29 Adults).

Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) are 53.2% less likely to own their home,
23.6% more likely to own a higher valued home, 23.9% less likely to have a single-family home, 5.1% less
likely to have a dog.
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17.6% or 686,854 of MINNEAPOLIS-ST. PAUL DMA Adults 18 or older are GENERATION-Z (Age 18-29 Adults):.
Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) are 55.2% less likely to own their home,

4.2% more likely to own a lower valued home, 34.4% less likely to have a single-family home, 23.% less
likely to have a dog.
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17.4% or 438,142 of ST. LOUIS DMA Adults 18 or older are GENERATION-Z (Age 18-29 Adults).
Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) are 52.5% less likely to own their home,
20.1% more likely to own a higher valued home, 21.8% less likely to have a single-family home, 3.7% less

likely to have a dog.
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18.5% or 360,463 of CINCINNATI DMA Adults 18 or older are GENERATION-Z (Age 18-29 Adults).
Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) are 54.% less likely to own their home, 4.5%

more likely to own a higher valued home, 12.3% less likely to have a single-family home, 18.% less likely
to have a dog.
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14.6% or 283,496 of WEST PALM BEACH-BOCA RATON DMA Adults 18 or older are GENERATION-Z (Age 18-29...
Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) are 43.7% less likely to own their home,

18.9% more likely to own a lower valued home, 21.2% less likely to have a single-family home, 8.5% more
likely to have a dog.
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18.% or 49,283,385 of USA Adults 18 or older are GENERATION-Z (Age 18-29 Adults).
Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) are 1.2% more likely to look up D-I-Y advice
online, 41.8% less likely to always vote in local elections, 13.6% more likely to belong to a gym, 1.6% less

likely to fly domestic past yr.
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likely to fly domestic past yr.

17.6% or 686,854 of MINNEAPOLIS-ST. PAUL DMA Adults 18 or older are GENERATION-Z (Age 18-29 Adults).
Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) are 10.1% more likely to look up D-I-Y advice
online, 47.9% less likely to always vote in local elections, 19.4% less likely to belong to a gym, 6.9% more
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17.4% or 438,142 of ST. LOUIS DMA Adults 18 or older are GENERATION-Z (Age 18-29 Adults).
Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) are 19.9% more likely to look up D-I-Y advice
online, 35.% less likely to always vote in local elections, 31.7% more likely to belong to a gym, 9.2% less

likely to fly domestic past yr.
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18.5% or 360,463 of CINCINNATI DMA Adults 18 or older are GENERATION-Z (Age 18-29 Adults).

Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) are 4.% less likely to look up D-I-Y advice
online, 38.9% less likely to always vote in local elections, 14.2% more likely to belong to a gym, 14.2% less
likely to fly domestic past yr.
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14.6% or 283,496 of WEST PALM BEACH-BOCA RATON DMA Adults 18 or older are GENERATION-Z (Age 18-29...
Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) are 2.4% more likely to look up D-I-Y advice
online, 43.6% less likely to always vote in local elections, 12.% more likely to belong to a gym, 6.6% less

likely to fly domestic past yr.
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30-days QSR Users: Adults 18 or older
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86.4%
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e . e S

18.% or 49,283,385 of USA Adults 18 or older are GENERATION-Z (Age 18-29 Adults).

Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) are 3.

7% more likely to use QSRs past mo.,

3.8% less likely to use Sit-Down Restaurants past mo., 10.1% less likely to use Casinos past yr., 22.1% less

likely to smoke cigarettes.
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who are GENERATION-Z (Age 18-29 Adults) 32.8%

usa 19.9%

Wings/ Bagel/ Stakhouss Upscale Sesfood
Burgers/  Donut/
sports gar  makery

Mexican  Chinese Hakian

= who are GENERATIONZ {Age 18-29 Adults) mUsA

Past 12 months Casino Activities: Adults 18 or older

Slot Machines
Table Games (Craps, Poker, etc.)
Bar / Nightclub

Upscale Restaurant

Used Past 30-days: Adults 18 or older

7
Y

Qual Intab
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, inc. LLC. All rights reserved.

3,498

USA Projection Scarborough R1 2026: Jan 25-Mar26 Qual intab 24,338

(Age: 18 - 20 OR Age: 21 - 24 OR Age: 25 - 29)

Stage Show / Concert
Sports Betting
Spa S
Other Gambling 2.3% Casinos visited past 12 Yes / Cannabis Cigarettes Vape
# who are GENERATION-Z (Age 18-29 Adults) mUSA = whao are GENERATION Z [Age 18-29 Adults) =UsA



ﬂ 1time
% 2 times
3 times

4 times

5 times

6 - 9times

10 times or more

® who are GENERATION-Z (Age 18-29 Adults) W MINNEAPOLIS-ST. PAUL

Total Monthly QSR Users: Avg. Monthly QSR Meals:
90.0%

84.1%

17.6% or 686,854 of MINNEAPOLIS-ST. PAUL DMA Adults 18 or older are GENERATION-Z (Age 18-29 Adults).
Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) are 7.% more likely to use QSRs past mo.,
1.1% less likely to use Sit-Down Restaurants past mo., 1.7% more likely to use Casinos past yr., 17.4% less

likely to smoke cigarettes.

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

1time

20.8%

6-9times

10 times or more

&fﬁs

® who are GENERATION-Z (Age 18-29 Adults)

W MINNEAPOLIS-ST. PAUL
ly Sit-Down Meals:

=N

Total

y Sit-Down
71.2%

Users: Avg.

71.9%

Drank Past 30-days. Adults 18 or older

Liquor

Any Type of Beer
Wine

Domestic Light Beer

Domestic Regular Beer

Imported Beer

v

Microbrew / Craft Beer

k 12.0%

# who are GENERATION-Z (Age 18-29 Adults)

MINNEAPOLIS-ST. PAUL

W MINNEAPOLIS-ST. PAUL

DMA Scarborough R1 2026: Feb25-Feb26

Qual Intab

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

Iilllililm

Chinese  Mexican cdlee wings / iakan steskhouse Upscale Indian /
ouse /  Durgers / mmu Thai/

caten tor Sports Bar  Bakery Other

asian

= who are GENERATION-Z [Age 18-29 Adults) W MINNEAPOLIS-ST. PAUL

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who are GENERATION-Z (Age 18-29 Adults)

minneapoLss-sT. pauL  [SERTEN 13.3%

27.0%

Past 12 months Casino Activities: Adults 18 or older

Slot Machines

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

Bar / Nightclub

Upscale Restaurant

Sports Betting

Other Gambling

2.3%

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

Spa T 2.3% Casinos visited past 12 months: Yes
= who are GENERATION-Z (Age 18-29 Adults) = MINNEAPOLIS-ST. PAUL
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(Age: 18 - 20 OR Age: 21 - 24 OR Age: 25 - 29)

Used Past 30-days: Adults 18 or older

Marijuana / Cannabis Cigarettes

= who are GENERATION Z [Age 18-29 Adults) ®MINNEAPOLIS-ST. PAUL



Past 30-days QSR Users: Adults 18 or older

—
s 7778

1time

% 2 times

3 times

4 times

5 times

6 - 9times

10 times or more

15.4%

% who are GENERATION-Z (Age 18-29 Adults) WST. LOUIS

Total Monthly QSR Users: Avg. Monthly QSR Meals:
86.

17.4% or 438,142 of ST. LOUIS DMA Adults 18 or older are GENERATION-Z (Age 18-29 Adults).
Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) are 6.2% less likely to use QSRs past mo.,
14.8% less likely to use Sit-Down Restaurants past mo., 2.% more likely to use Casinos past yr., 31.% less

likely to smoke cigarettes.

Past 30-days Sit-Down Restaurant Users: Adults 18 or older
[ ] 1 time 17.5:

2 times

17.8%

% who are GENERATION-Z (Age 18-29 Aduits) WST. LOUIs
Total ly Sit-Down Users: Avg. Monthly Sit-Down ant Meals:
62.5% 73.3%

3 times

4 times

5 times

6-9times

10 times or more

Top-10 Cuisines: Adults 18 or older

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

il"]i'ian

malan steakhouse Coffee  Bagel/ upscale  seafood
House/ Doawt/
Coffee Bar  Bakery

Mexin  Chinese

= who are GENERATION Z (Age 18-29 Adults) uST.LOUIS
Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who are GENERATION-Z (Age 18-29 Adults) 28.4%

LTV 429,308 17.1%

Drank Past 30-days: Adults 18 or older

Any Type of Beer
Liquor

Domestic Light Beer

- Vv
ﬁ- 9.1% |

Domestic Regular Beer

Wine

Imported Beer

Microbrew / Craft Beer

w who are GENERATION-Z (Age 18-29 Adults) WST. LOUIS

ST. LOUIS DMA Scarborough R1 2026: Feb25-Feb26

Past 12 months Casmo Activities: Adults 18 or older

Slot Machines

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

Upscale Restaurant

Sports Betting

Stage Show / Concert

Other Gambling

Spa

Used Past 30-days: Adults 18 or older

a / Cannabis Cigarettes

Casinos visited past 12 Yes

Qual Intab

= who are GENERATION-Z (Age 18-29 Adults) mST. LOUIS

292
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Past 30-days QSR Users: Adults 18 or older

10.9%
18.5%

1time

% 2 times

3 times

4 times

5 times

6 - 9times

10 times or more

~15.9%

® who are GENERATION-Z (Age 18-29 Adults)

Avg. Monthly QSR Meals:

W CINCINNATI

Total Munthly QSR Users:

7%

18.5% or 360,463 of CINCINNATI DMA Adults 18 or older are GENERATION-Z (Age 18-29 Adults).
Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) are 6.9% more likely to use QSRs past mo.,
2.1% more likely to use Sit-Down Restaurants past mo., 16.5% less likely to use Casinos past yr., 10.5% more

likely to smoke cigarettes.

1time 15.2%

2 times

3 times 12.4%

4 times 10.4%

5 times 7.9%
6-9times

10 times or more

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

16.0%

o
s M
— 7
—
—y

i

¥ who are GENERATION-Z (Age 18-29 Adults) ® CINCINNATI
Total ly Sit-Down Users: Avg. Monthly Sit-Down ant Meals:
76.8% 75.2%

Drank Past 30-days. Adults 18 or older

Any Type of Beer
Liquor

Domestic Light Beer
Wine

Domestic Regular Beer

Imported Beer

'v

3 1

Table Games (Craps, Poker, etc.)

Microbrew / Craft Beer i
= who are GENERATION-Z (Age 18-29 Adults) W CINCINNATI
CINCINNATI DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

‘Iiiiiiiiﬂ

Bagel/ upscale  seafood
Doaw/
Bakery

chinese  mexican Steakhouse Wings/
Burgers /
Sports Bar

nafian

= who are GENERATION Z [Age 1829 Adults) WCINCINNATI

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who are GENERATION-Z (Age 18-29 Adults) 35.0%

ONCINNATT RSP X2 TS 21.2%

Past 12 months Casmo Activities: Adults 18 or older

Slot Machines
Bar / Nightclub
187,370
Stage Show / Concert

Upscale Restaurant

Sports Betting
Other Gambling h" 5%

Spa 6%

w who are GENERATION-Z (Age 18-29 Adults)

251
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(Age: 18 -

Casinos visited past 12

Used Past 30-days: Adults 18 or older

a / Cannabis

= CINCINNATI

20 OR Age: 21 - 24 OR Age: 25 - 29)

Cigarettes

= who are GENERATION Z {Age 18-29 Adults)

B CINCINNATI



Past 30-days QSR Users: Adults 18 or older

1time

% 2 times

3 times

vy

# who are GENERATION-Z (Age 18-29 Adults)

4 times

5 times

6 - 9times

10 times or more

W WEST PALM BEACH-BOCA RATON

Total Monthly QSR Users: Avg. Monthly QSR Meals:

74.9%

79.4%

likely to smoke cigarettes.

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

€ & time 15.9%

A

s mes

4 s

Stimes | —y

- times
2%
# who are GENERATION-Z (Age 18-29 Adults) W WEST PALM BEACH-BOCA RATON
Total ly Sit-Down Users: Avg. Monthly Sit-Down Restaurant Meals:
68.8% 75.0%

14.6% or 283,496 of WEST PALM BEACH-BOCA RATON DMA Adults 18 or older are GENERATION-Z (Age 18-29...
Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) are 5.8% less likely to use QSRs past mo.,
8.3% less likely to use Sit-Down Restaurants past mo., 35.4% less likely to use Casinos past yr., 65.4% less

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

'Jiiihijh

Chinese upscale  seafood  Bagel/
Donut/

malan  mexicin steakhouse Wings/

Burgers / House /
Sports Bar Coffee tar

# who are GENERATION Z (Age 18-29 Adults]  WWEST PALM BEACH-BOCA RATON

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who are GENERATION-Z (Age 18-29 Adults) 32.1%

WEST PALM BEACH-BOCA RATON [T 7311 19.9%

Drank Past 30-days: Adults 18 or older
Uiy
e

2.9%
B Ve | |

Any Type of Beer
Wine

Imported Beer
Domestic Regular Beer

v

Domestic Light Beer

Microbrew / Craft Beer

m who are GENERATION-Z (Age 18-29 Adults) W WEST PALM BEACH-BOCA RATON

Past 12 months Casino Activities: Adults 18 or older

Slot Machines

}91,’1.1_9 20.4%

Upscale Restaurant

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

Bar / Nightclub

Sports Betting

Spa

Other Gambling

Used Past 30-days: Adults 18 or older

Vape

a / Cannabis

Cigarettes

Casinos visited past 12 Yes

w who are GENERATION-Z (Age 18-29 Adults) W WEST PALM BEACH-BOCA RATON

WEST PALM BEACH-BOCA RATON DMA  Scarborough R1 2026: Jan25-Jan26 ~ Qual Intab 266
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mﬁalnvestments Owned: Adults 18 or older

IRA (Individual Retirement Account)

100,032,171

73,093,628 T 268%
G51816] 5.3%
47,850,162 17.5%

7.2%

Stocks or Stock Options
Mutual Funds

Money Market Funds —

27,190,082 10.0%
855.7%
25,904,155 CEA

Bonds

Other (Crypto / NFTs / Metals, etc.)

| 18.% or 49,283,385 of USA Adults 18 or older are GENERATION-Z (Age 18-29 Adults).
Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) are 11.2% less likely to have a 401K, 29.9% less
likely to have an Auto Loan, 16.% less likely to Invest/Trade Stocks Online, 6.9% more likely to pay with their
Debit Card.

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

225 51K W%
529 Plan / College Savings Plan Checking Debitor ATM  Savings  Credit Card Online Mobile Online Bill Home Auto Loan Money  Cerfificates of Studentloan Personal Loan Refinanced Home
Account card Account Banking Banking Paying Mortgage Market  Deposit{CDs) Home  Improvement
Account Mortgage Loan or Home
Second Home or Real Estate Property Equity loan
= who are GENERATION-Z (Age 18-29 Adults) WUSA = who are GENERATION-Z (Age 18-29 Adults) mUSA

Professional Services Used*: Adults 18 or older

Tax Preparation Service

Financial Planner

Online Investing / Stock Trading

Accountant

Insurance Agent at a Local Office (not online)

20, 396 012

Real Estate Agent

7

3 3%
B .8%
Estate Planning & 3.1%
Divorce / Family Attorney fg (*Past 12 Months})
» who are GENERATION-Z (Age 18-29 Adults) ®mUSA
USA USA Projection Scarborough R1 2026: Jan 25-Mar26 Qual Intab

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

+ ’ =, rour.oix REORE
MasterCard  Apple Pay  Cash App  Google Pay

Debit card

Venmo

American Discover  Store Credit Square Cash  Facebook Samsung Pay
Express Card Messenger
w who are GENERATION-Z (Age 18-29 Adults) m USA

3,498
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reservéd.

USA Projection Scarborough R1 2026: Jan 25-Mar26 Qual Intab 24,338

(Age: 18 - 20 OR Age: 21 - 24 OR Age: 25 - 29)



X
|

17.6% or 686,854 of MINNEAPOLIS-ST. PAUL DMA Adults 18 or older are GENERATION-Z (Age 18-29 Adults).
Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) are 9.2% less likely to have a 401K, 40.2% less
likely to have an Auto Loan, 14.% less likely to Invest/Trade Stocks Online, 10.% more likely to pay with their

Debit Card.

ﬁ Investments Owned: Adults 18 or older
Lo 8 s s 1 e

401K Plan —%

IRA (Individual Retirement Account)

Stocks or Stock Options

8.5%

Mutual Funds oo

), 10.1%
538,289 13.8%
5.6%

8.4%

Money Market Funds

Adults 18 or older

Financial Services Has and/or Uses:

5.9% 37% 5.9%

529 Plan / College Savings Plan 2.4%
! 9.2% ¥
K I Jdd
Other (Crypto / NFTs / Metals, etc.) &ﬂ i Savings  Debitor ATM CreditCard  Online Mobile  Online Bill Home persanal Loan
Account card Banking Banking Paying Improvement  Home
Second Home or Real Estate Property 23':‘”:.5% Recounx L'::'a:, r::e Mortgge
# who are GENERATION-Z (Age 18-29 Adults) B MINNEAPOLIS-ST. PAUL m who are GENERATION-Z (Age 18-29 Adults) = MINNEAPOLIS-ST. PAUL
Professional Serw'ces Used*' Adults 18 or older 'm'Past 3-Months Payment Methods Used: Adults 18 or older
Financiel lanner 14
Tex Preparstion senvice
Online Investing/ Stock Trading
Insurance Agent at a Local Office (not online) 11.7%
Accountant 5.2% 9.6% ' .
4.5% 135%
Real Estate Agent 3.8.56 frod 8.9% 9.3% 8.8%
3.9% 3.0%
Estate PLanning B s 100 - : ; : h L R
.0% (*Past 12 Menths) PayPal Venmo DebitCard MasterCard  Apple Pay Zelle Google Pay  Cash App American Discover  Store Credit Square Cash  Facebook  Samsung Pay
0.4% Express card Messenger

Divorce / Family Attorney I"°

= who are GENERATION-Z (Age 18-29 Adults) = MINNEAPOLIS-ST. PAUL

MINNEAPOLIS-ST. PAUL DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab
All Graphs and HBIA! Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.
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# who are GENERATION-Z (Age 18-29 Adults) = MINNEAPOLIS-ST. PAUL
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Debit

17.4% or 438,142 of ST. LOUIS DMA Adults 18 or older are GENERATION-Z (Age 18-29 Adults).
Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) are 19.2% less likely to have a 401K, 23.9% less
likely to have an Auto Loan, 19.2% less likely to Invest/Trade Stocks Online, 6.1% more likely to pay with their

Card.

ﬁ Investments Owned: Adults 18 or older

401K Plan
IRA (Individual Retirement Account)

Stocks or Stock Options

Mutual Funds

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

Money Market Funds L1% %
39,62 9.0%
e e =

8.6% 8.1%
Other (Crypto / NFTs / Metals, etc.) M 0s% j M . 32% S4% 370 5.0%
529 Plan / College Savings Plan M ) 8.6% Checking Debitor ATM  Savings  CreditCard  Online Online Bill Mobile Home Auto Loan Money  Certificates of Studentloan Personal Loan  Home Refinanced

> Account card Account Banking Paying Banking  Mortgage Market  Deposit (CDs) Improvement  Home
Second Home or Real Estate Property 2'_5;; RO L:;';Zl“::e Mortgage
B who are GENERATION-Z (Age 18-29 Adults) N ST. LOUIS = who are GENERATION-Z (Age 18-29 Adults) u ST. LOUIS
Professional Services Used*: Adults 18 or older 'm'Past 3-Months Payment Methods Used: Adults 18 or older
Financial Planner y
Tax Preparation Service
Online Investing / Stock Trading 29; 5;4 e
Insurance Agent at a Local Office (not online) M 11.1%
Moeoutant .1';3;9'.3'8 s 9.8% 18.7%
M 2.9%
Real Estate Agent 9.8%
.0%

' 17% = 1a% 2%
Estate Planning 2.15; % L ) m — |
2.8% (*Past 12 Menths) Debit Card  MasterCard Venmo Zelle Apple Pay CashApp GooglePay  Discover  StoreCredit American Facehook  Square Cash Samsung Pay

Divorce / Family Attorney 1.2% - card Express Messenger

= who are GENERATION-Z (Age 18-29 Adults) m ST. LOUIS = who are GENERATION-Z (Age 18-29 Adults) ®ST. LOUIS
ST. LOUIS DMA Scarborough R1 2026: Feb25-Feb26 Qual intab 292

All Graphs and HBIA! Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.
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ﬁ Investments Owned: Adults 18 or older

401K Plan

IRA (Individual Retirement Account)

Mutual Funds 265,054

5.5%
13.6%
4.7%
Money Market Funds & Tiidos

529 Plan / College Savings Plan 1:;_"16,:‘
Other (Crypto / NFTs / Metals, etc.) EE;" .

Second Home or Real Estate Property ﬁ.zts%

3.3%
Bonds & 6.6%

W who are GENERATION-Z {Age 18-29 Adults)

18.5% or 360,463 of CINCINNATI DMA Adults 18 or older are GENERATION-Z (Age 18-29 Adults).

Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) are 5.1% less likely to have a 401K, 20.4% less
likely to have an Auto Loan, 11.8% less likely to Invest/Trade Stocks Online, 8.9% more likely to pay with their
Debit Card.

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

il o
. 0.7% 1.3%
sen [RLIAD o 1 e110 u E 5 o e o T . N |
Checking Debitor ATM  Savings Credit Car Online Mobile Online Bill Home Auto Loan Money  Studentloan Certificates of Personal Loan  Home Refinanced
Account card Account Banking Banking Paying Mortgage Market Deposit COs) Improvement  Home
Account Loanor Home Mortgage
Equity Loan

B CINCINNATI ® who are GENERATION-Z (Age 18-29 Adults) = CINCINNATI

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

Tax Preparation Service

Financial Planner

Online Investing / Stock Trading g !
nline Investing / Stocl ing S %
4.2%
Accountant 9.3%

Insurance Agent at a Local Office (not online) -1

2.5%
Real Estate Agent % 2.4%

Estate Planning 10.8% 20%

Divorce / Family Attorney El :"’6‘*

m who are GENERATION-Z {Age 18-29 Adults)

20.2%

8.7%

81% B88% .. 8.0%

(*Past 12 Menths) visa PayPal Debit Card Venmo MasterCard Zelle Apple Pay CashApp GooglePay  American Discover  Store Credit Square Cash  Facebook  Samsung Pay

Express card Messenger
m CINCINNATI ® who are GENERATION-Z (Age 18-29 Adults) = CINCINNATI

CINCINNATI DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 251
All Graphs and HBIA! Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. Al rights reserved.
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ﬁ Investments Owned: Adults 18 or older

401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

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

Second Home or Real Estate Property

529 Plan / College Savings Plan

B who are GENERATION-Z (Age 18-29 Adults)

14.6% or 283,496 of WEST PALM BEACH-BOCA RATON DMA Adults 18 or older are GENERATION-Z (Age 18-29...
Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) are 18.3% less likely to have a 401K, 25.2% less
likely to have an Auto Loan, 13.7% less likely to Invest/Trade Stocks Online, 6.7% more likely to pay with their
Debit Card.

757,500 39.0%

522,777 26.9%
8,7933.1%
296,938 15.3%
0123.2%
272,848 14.0%
8%

4.6%
10.
179,689 WA
4.4%
7.1%
8287%
[ 4.5%

W'WEST PALM BEACH-BOCA RATON

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

= b 10.1%
i ¥ 4.8%
3.4%
. - ¢ 1.5%
9 i N 7.2%

12% 2.2%
irasn RIS | ;3 27333 e =173 e O ke T
Checking Debitor ATM  Savings Credit Card Online Mobile Online Bill Home Auto Loan Money  Certificates of Personal Loan Studentloan Home Refinanced
Account card Account Banking Banking Paying Mortgage Market  Deposit {CDs) Improvement  Home
Account Loanor Home Mortgage
Equity Loan

= who are GENERATION-Z (Age 18-29 Adulits) ® WEST PALM BEACH-BOCA RATON

Tax Preparation Service

Accountant

Financial Planner

Online Investing / Stock Trading

Insurance Agent at a Local Office (not online)

Estate Planning

Real Estate Agent

Divorce / Family Attorney

308,175 15.6%

3 11.5%
259,701 13.4%

2,550.9%
7% ®

(*Past 12 Months)

0.7%
1.5%

= who are GENERATION-Z (Age 18-29 Adults)

m'WEST PALM BEACH-BOCA RATON

Professional Services Used*: Adults 18 or older

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

125% 0 one 121% s

. e

Discover  Square Cash Facebook Samsung Pay
Messenger

Zelle MasterCard  Debit Card

PayPal

Venmo Apple Pay Cash App American

Express.

Google Pay  Store Credit
Card

® who are GENERATION-Z (Age 18-29 Adults)  ® WEST PALM BEACH-BOCA RATON

WEST PALM BEACH-BOCA RATON DMA  Scarborough R1 2026: Jan25-Jan26  Qual Intab 266
All Graphs and HBIA! Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.
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PlﬂyStﬂtiOW Play Video Games

i y
indeed Looking for a New Job

Still Attending College

LGBTQ+

Plan to Go Back to School

Plan to Move next 12mos

Plan to Buy a Used Vehicle
Plan to Buy/Lease New Vehicle
Use Online Dating Apps

Plan to Buy a House/Condo
Plan to Get Married

Plan Birth of a Child

18,605,635 6.8%
32,334,308

19,317,729 7.1% [

16,086, 7629%

“Lifestyle/Future Plans”

P18+ who are GENERATION-Z (Age 18-29 Adults) (Lifestyle/Future Plans)

84,498,252
65,104,039

20,473,054 7.5%

25,502,912

26,204,387

11.8%

™ P18+ who are GENERATION-Z (Age 18-29 Adults) (Lifestyle/Future Plans)

USA DMA Scarborough R12026: Jan25-Mar26 Qualintab: 3498
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

(Age: 18 - 20 OR Age: 21 - 24 OR Age: 25 - 29)

B P18+ USA AVERAGE (Lifestyle/Future Plans)

Share of Everything

SOEfa.ai for Anything =



PlﬂYStﬂtiOR Play Video Games
/fndeed " Looking for a New Job
Still Attending College

LGBTQ+

Plan to Go Back to School

Plan to Move next 12mos

Plan to Buy a Used Vehicle

Plan to Buy/Lease New Vehicle

Use Online Dating Apps

Plan to Get Married

Plan to Buy a House/Condo

Plan Birth of a Child

m P18+ who are GENERATION-Z (Age 18-29 Adults) (Lifestyle/Future Plans)

MINNEAPOLIS-ST. PAUL DMA  Scarborough R1 2026: Feb25-Feb26  Qual intab: 273
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

“Lifestyle/Future Plans"

P18+ who are GENERATION-Z (Age 18-29 Adults) (Lifestyle/Future Plans)

1,311,409
950,452

7.4%

288,046
384,688

212,00%.4%

328,687

12.5%

MINNEAPOLIS-ST. PAUL

m P18+ MINNEAPOLIS-ST. PAUL AVERAGE (Lifestyle/Future Plans)

soefa.ai

Share of Everything
for Anything =

(Age: 18 - 20 OR Age: 21 - 24 OR Age: 25 - 29)



" 2= STL

P18-29 P18+ who are GENERATION-Z (Age 18-29 Adults) (Lifestyle/Future Plans)
P
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/fndeed ~ Looking for a New Job '
Still Attending College

34.7%

151,2865.0%

Plan to Go Back to School g 6-18. .
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Plan to Move next 12mos

270,962

Use Online Dating Apps
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Plan to Buy/Lease New Vehicle

Plan to Buy a House/Condo '16"9'.206 =

Plan to Get Married
Plan Birth of a Child
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J

/fndeed ‘ Looking for a New Job
LGBTQ+

i) % still Attending College

Plan to Move next 12mos

Plan to Buy a Used Vehicle
Plan to Go Back to School

Plan to Buy/Lease New Vehicle
Plan to Buy a House/Condo
Plan to Get Married

Use Online Dating Apps

Plan Birth of a Child

"Lifestyle/Future Plans"

P18+ who are GENERATION-Z (Age 18-29 Adults) (Lifestyle/Future Plans)

667,820

162,790
387,278 19.9%
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209,074 10.8% |
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183,871 “9.5%
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“Lifestyle/Future Plans"”

P18+ who are GENERATION-Z (Age 18-29 Adults) (Lifestyle/Future Plans)
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/fndeed » Looking for a New Job

Still Attending College

23.0%

| 410,909
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Plan to Buy/Lease New Vehicle
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Use Online Dating Apps g3 357
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Plan Birth of a Child

WEST PALM BEACH-BOCA RATON
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Plan to Buy a House/Condo
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Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) spend an average of 2 days, 7 hours, 31 minutes and 59
seconds each week with All Forms of Media.

64.% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) spend an avg. of 6 hours and 7 minutes each week listening to All
Local AM/FM Radio, representing 7.1% of total time spent with all forms of Media.

96.3%

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

Concurt
usage 55.8%
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Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) spend an average of 2 days, 4 hours, 41 minutes and 16
seconds each week with All Forms of Media.

64.6% of Adults 18 or older who are GENERATION-Z (Age 18-29 Aduits) spend an avg. of 6 hours and 19 minutes each week listening to
All Local AM/FM Radio, representing 7.7% of total time spent with all forms of Media.

[ 2
Avg. H:M:5/week with All Forms of Media:
Adults 18 or older

RS ey
s 55.6%

EAF ST. PAUL
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18-29 Adults)

19.1%
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Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) spend an average of 2 days, 4 hours, 0 minutes and 10
seconds each week with All Forms of Media.

72.4% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) spend an avg. of 6 hours and 3 minutes each week listening to
All Local AMI/FM Radio, representing 8.4% of total time spent with all forms of Media.

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

Weekly
Reach %:

Adults 18 or older
am I
Concurrent
vsoge ¥: 46.4%
who are GENERATION-Z (Age ST.LOUIS
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| Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) spend an average of 2 days, 7 hours, 30 minutes and 46

!‘; seconds each week with All Forms of Media.
=] 68.8% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) spend an avg. of 6 hours and 31 minutes each week listening to
P18-29 All Local AMI/FM Radio, representing 8.1% of total time spent with all forms of Media.
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Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) spend an average of 2 days, 7 hours, 6 minutes and 13
seconds each week with All Forms of Media.

62.6% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) spend an avg. of 6 hours and 16 minutes each week listening to
All Local AM[/FM Radio, representing 7.1% of total time spent with all forms of Media.

- B

Avg. H:M:S/week with All Forms of Media:
Adults 18 or older
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Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) spend an average of 1 days, 14 hours, 9 minutes and 22
seconds each week with All Forms of Ad-Supported Media.

62.8% of Adults 18 or older who are GENERATION-Z (Age 18-29 Aduits) spend an avg. of 5 hours and 39 minutes each week listening to
Local Ad-Supported AM/FM Radio, representing 9.3% of total time spent with all forms of Ad-Supported Media.

Avg. H:M:5/week with All Forms of Ad-
Supported Media: Aduits 18 or older

53:29:49
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Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) spend an average of 1 days, 12 hours, 40 minutes and 7
seconds each week with All Forms of Ad-Supported Media.

63.7% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) spend an avg. of 6 hours and 3 minutes each week listening to
Local Ad-Supported AM/FM Radio, representing 10.5% of total time spent with all forms of Ad-Supported Media.

IR 96.9%

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

:40: 54:46:20
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Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) spend an average of 1 days, 9 hours, 20 minutes and 37
seconds each week with All Forms of Ad-Supported Media.

70.7% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) spend an avg. of 5 hours and 32 minutes each week listening to
Local Ad-Supported AM/FM Radio, representing 11.7% of total time spent with all forms of Ad-Supported Media.

96.9%

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

:20: 59:58:50
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Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) spend an average of 1 days, 15 hours, 30 minutes and 29
seconds each week with All Forms of Ad-Supported Media.

66.9% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) spend an avg. of 5 hours and 40 minutes each week listening to
Local Ad-Supported AM/FM Radio, representing 9.6% of total time spent with all forms of Ad-Supported Media.

Weekly
Reach %:

Avg. H:M:S/week with All Forms of Ad-
Supported Media: Adults 18 or older
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Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) spend an average of 1 days, 13 hours, 27 minutes and 30
seconds each week with All Forms of Ad-Supported Media.

61.5% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) spend an avg. of 6 hours and 4 minutes each week listening to
Local Ad-Supported AM/FM Radio, representing 10.% of total time spent with all forms of Ad-Supported Media.
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avg. of 48.5 minutes/day.

Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) spend an average of 5 hours and 27
minutes each day with All Forms of Ad-Supported Media. 62.8% listen to Local AM/FM Radio for an
(Local Radio delivers 9.3% of Time with Ad-Supported Media.)

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

(average week]
Grocery Stores

Search (Google, Bing, etc.)
Billboards & Signs (Weekly Drivers)

Banking/Financi: Estate

News/Weather /Sports (Websites/Apps)
Email/Text/IM/Zoom,etc. (Personal & Work)
Local AM/FM Radio

Facebook

Local TV Stations

Games/Fantasy/Betting Sites

Non-Premium Cable TV Networks

Instagram

Netfiix

Total Persons:

usage

who are GENERATION Z
(Age 18-29 Adults)

g

# who are GENERATION-Z (Age 18-29 Adults) musa

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

i
no

e - = i

% Time Spent: 4131age 07)

¥

Facebook
57.1

Radio
525

Local AM/FM

Email/Text/IM | Billboards &

Instagram
51.8

Games/Fant
asy/Betting

Local TV
Stations
36.8

Premium
Cable...

News/Weat
her/Sports
(Websites...

Groc | Net
ery flix
Sto... | 8.0

Facebook
553

Local AM/FM Radio
69.3

Search
(Google,
Bing, etc.) Instagram
30.2 30.1

Local TV Stations
109.8

Billboards &

Signs (Weekly
Drivers)
47.6

Games/ INews

Fantasy [/Wea

/Betti... [the..

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

Non-Premium Cable TV
Networks
86.5

Netflix

285 Groce... Ban...

= who are GENERATION-Z (Age 18-29 Adults)

mUSA

Top-13 All Forms of Ad-Supported Media {Persons & % Reach): Adults 18 or older

(Averoge Week)
‘Grocery Stores

Search (Google, Bing, etc.)

Billboards & Signs (Weekly Drivers)

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

Non-Premium Cable TV Networks

Shopping (indl. Food/Auctions/Travel, etc.)
Instagram

Gas Stations/Convenience Stores

Amazon Prime /IMDb fFireTV

usa

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

Total persans:

Adults 18 or older

2 717 49

who are GENERATION-Z
(Age 18-29 Adults)

usa

# who are GENERATION-Z (Age 18-29 Aduits)
Scarborough R1 2026: Jan 25-Mar26

mUSA

Qual Intab 3,498

Avg. Hours+Minutes/day with All
Forms of Ad-Supported Media:

9%

Time spe

Top-13 All Forms of Ad-Supported Media (% Time Spent &
: {average ooy)

Avg. Minutes/day Spent): Adults 18 or older

485

R NN R WOR IR R b R

Local AM/FM Radio

Email/Text/IM
[Zoom,etc.
(Personal &

Work)
38.6

Billboards &
Signs (Weekly
Drivers)
40.8

Shopping
(incl.
Local TV Stations
35.0

Search (Google,
Bing, etc.)
33.1

ather/Spo
rs...

Food/Auction
s/Travel,etc...

Instagram

36.9

Non-
Premium
Cable TV
Networ...

News/We | Groc | Amaz
ery | oOn..
SET

Gas...

Local AM/FM Radio
63.9

Facebook
52.2

Email/Text/l

M/Zoom,etc.

(Personal &
Work)...

Search
{Google,
Bing, etc.)
30.2

Local TV Stations
104.3

Billboards &
Signs (Weekly
Drivers)
47.6

Shopp News/

Weat...

Amazon ng

{incl.
Food/
Auct...

Prime/IMDb/Fir
eTv
44.1

Non-Premium Cable
TV Networks
82.2

Instag
ram
233

USA Projection

= who are GENERATION-Z (Age 18-29 Adults)

Scarborough R1 2026: Jan 25-Mar26

(Age: 18 - 20 OR Age: 21 - 24 OR Age: 25 - 29)

Qual Intab

24,338

o USA

soefa.ai

Share of Everything
for Anything _




avg. of 51.9 minutes/day.

| Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) spend an average of 5 hours and 14
minutes each day with All Forms of Ad-Supported Media. 63.7% listen to Local AM/FM Radio for an
(Local Radio delivers 10.5% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 18 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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| Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) spend an average of 4 hours and 45
minutes each day with All Forms of Ad-Supported Media. 70.7% listen to Local AM/FM Radio for an

avg. of 47.5 minutes/day.

(Local Radio delivers 11.7% of Time with Ad-Supported Media.)

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

{Average week]
Grocery Stores

Billboards & Signs (Weekly Drivers)
Search (Google, Bing, etc.)

/Weather /Sports (Websites/Apps)

Estate (Websites/Apps)

Local AM/FM Radio

Facebook

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

‘Games/Fantasy/Betting Sites

Non-Premium Cable TV Networks

Gas Stations/Convenience Stores

Instagram

Total Persons:

R — Y

usage

g & 5 08

w who are GENERATION-Z (Age 18-29 Adults)

who are GENERATION Z
(Age 18-29 Adults)

% Time Spent: {Average Day)

mST.LOUIS

Avg. Hours+Minutes/day with All m
Forms of Media: Adults 18 or older

Email/Text/IM/Zo

Facebock
44.3

Local TV
Stations
29.7

Instagram

2.7

Billboards &
Signs (Weekly
Drivers)
44.2

ports
(Websit
es/Ap...

Games/Fantasy/B
etting Sites
234

Search
(Google,
Bing, etc.)

Search
(Google,  Instagra
Bing, etc.) m
311 26.8

Local TV Stations

131.4
Billboards & Signs

(Weekly Drivers)
53.7
News/ Gr
Weath oc
er/S.. e..

Games
[Fanta
sy/Bet
ting...

Email/Text/IM/Zo
Non-Premium Cable TV
Networks

92.4 Banki.. G..

# who are GENERATION-Z (Age 18-29 Adu

Its) u ST. LOUIS

Top-13 All Forms of Ad-Suggorted Media (Persons & % Reach): Adults 18 or older

(averoge Week)
Grocery Stores.

Billboards & Signs (Weekly Drivers)

Search (Google, Bing, etc)

s ts
Local AM/FM Radio

Facebook

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

Non-Premium Cable TV Networks

(Gas Stations/Convenience Stores

Shopping (indl. Foodf Auctions/Travel, etc.)

Total persons:

B el V¥
BT ———— 12
B — T
-_m.
L —T
mw-
[z

Avg. Hours+Minutes/day with All
Forms of Ad-Supported Media:

usage u_

Adults 18 or older

8:34

who are GENERATION-Z ST.LOoUIS
Instagram (Age 18-20 Aduits)
Amazon Prime/IMDb/FireTV
wwho are GENERATION-Z {Age 18-29 Adults) ®ST. LOUIS
ST. LoUIS DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 292

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

Top-13 All Forms of Ad-Supported Media (% Time Spent &
 rime spent: (Averege 00

Avg. Minutes/day Spent): Adults 18 or older

Local AM/FM
Radio
47.5

Billboards & Signs
(Weekly Drivers)
44,2

Facebook
42.8

Local TV
Stations
28.2

Shopping (incl.
Food/Auctions/T

rave

Instagram
21.6

Email/Text/IM
[/Zoom,etc.
(Personal &

Work)
354

News/W
eather/S
l,etc.) ports
1 (Website
s/AppS...

Grocery
Stores...

Search
(Google,
Bing, etc.)
33.7

Non-
Premiu
m
Cable
V...

Amaz...

Gas..

Facebook
538

Local AM/FM Radio
66.2

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

Search
(Google,
Bing, etc.)
311

Local TV Stations
125.8

Billboards &
Signs (Weekly
Drivers)
53.7
Shopp
ing
(incl.
Food/
Auct...

News/

Amazon Weat...

Prime/IMDb/Fir
eTv

40.3

Instag
ram
ns =

Non-Premium Cable TV
Networks

88.5 a

# who are GENERATION-Z (Age 18-29 Adults)

(Age: 18 - 20 OR Age: 21 - 24 OR Age: 25 - 29)

uST. LOUIS
® Share of Everything




Top-13 All Forms of Media (Persons & % Reach) Adults 18 or older Top-13 All Forms of Media (% Time Spent & Avg.

(average week)

Grocery Stores
Billboards & Signs (Weekly Drivers)

Search (Google, Bing, etc.)

J Jsports pps)

Local AM/FM Radio

Facebook

ing/ Estate (Websites/Apps)

Email/Text/IM/Zoom,etc. (Persanal & Work)
Games/Fantasy/Betting Sites

Local TV Stations

Non-Premium Cable TV Networks

Gas Stations/Convenience Stores

Netflix

P18 29

Total Persons: % Time spent: [Average Doy
I — % T 6.6%

(4%
(2,15

m—w . Hourssbintesdoy with 1

Forms of Media: Adults 18 or older

0%

%

avg. of 48.6 minutes/day.

Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) spend an average of 5 hours and 38
minutes each day with All Forms of Ad-Supported Media. 66.9% listen to Local AM/FM Radio for an

(Local Radio delivers 9.6% of Time with Ad-Supported Media.)

M

inutes/day Spent): Adults 18 or older

Local AM/FM Radio
56.0

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

46.0

Billboards & Signs
{Weekly Drivers)
51.0

Non-
Premium
Cable TV
Networ...

Games/Fan
tasy/Bettin
g Sites
240

Search (Google,
Bing, etc.)
345

Banki

Netfl | G
ix a

News/W | Groc

eather/S | ery
ports | Store

(Websi... | s...

Local TV Stations
29.5

Local AM/FM Radio
720

Facebook
65.0

Local TV Stations
128.5

Search

Billboards &
Signs (Weekly
Drivers)
49.6

(Google,
Bing, etc.) Netflix
321 30.3

News/ Gr
Weath oc
er/S.. e..

Games

/Fanta

sy/Bett
ing...

Non-Premium Cable TV
Networks

104.1 Banki... G..

who are GENERATION Z CINCINNATI
o (Age 18-29 Adults)
575 a3 -M
®who are GENERATION-Z (Age 18-29 Adults) B CINCINNATI

w who are GENERATION-Z (Age 18-29 Adul

ts) m CINCINNATI

Top-13 All Forms of Ad—Suggorted Media (Persons & % Reach): Adults 18 or older

(averoge week)
Grocery Stores

Billboards & Signs (Weekdy Drivers)

Search (Google, Bing, etc)

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

Totol Persans: % Time spent:

T I ———r 1

B e 4 '

m_m

1
e S —T

_!m.

B

¥ o
3 R

Avg. Hours+Minutes/day with All

s W Boa )
oo fai (Mo PN

Top-13 All Forms of Ad-Supported Media (% Time Spent &
(Averoge ooy

Avg. Minutes/day Spent): Adults 18 or older

Billboards & Signs
(Weekly Drivers)
51.0

Email/Text/IM/Zoom
Letc. (Personal &
Work)

41.7

Local AM/FM Radio
48.6

Shopping
(incl.
Food/Auctio
ns/Travel,e...

Local TV
Stations
Instagram 26.9

36.7

Grocery
Stores...

News/
Weat
her/S
ports

S (We...

Non-
Premium
Cable TV
Network

Search (Google,
Bing, etc.)
345 -

Ama | G
Zon... | a

Facebook
55.9

Local AM/FM Radio
67.2

Email/Text/I
M/Zoom,etc.
(Personal &
Work)
40.4

Search
(Google,
Bing, etc.)
321

Local TV Stations

123.0 Billboards &

Signs (Weekly
Drivers)
49.6

Shoppi
ng
(incl.
Food/ gram

News/

Amazon Weat...

Prime/IMDb/Fi
reTv

4.7

Non-Premium Cable TV Insta

Networks

99.7 Aucti...

215

. Forms of Ad-Supported Media:
fostTy Sl ‘-ﬂrr-
= Adults 18 or older
o st RO MR
.
e AR -
Shopping (ind. Food/Auctions/Travel,etc.) m usage % 52.3%
= who are GENERATION-Z CINCINNATI
g —r ey s
——— .. B2y
®who are GENERATION-Z (Age 18-29 Adults) W CINCINNATI
CINCINNATI DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 251

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

= who are GENERATION-Z (Age 18-29 Adults)

(Age: 18 - 20 OR Age: 21 - 24 OR Age: 25 - 29)

m CINCINNATI

* Share of Everythmg
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Avg. Week All Audio (Persons & % Reach): Adults 18 or older
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- 309,624 or 70.7% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) listen to Ad-
}F: STl Supported Local AM/FM Radio for an average of 47.5 minutes every day representing 38.5% of all
P18-29 time spent daily with Ad-Supported Audio.
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.

- 241,291 or 66.9% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) listen to Ad-
Supported Local AM/FM Radio for an average of 48.6 minutes every day representing 37.7% of all
time spent daily with Ad-Supported Audio.
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- 174,209 or 61.5% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) listen to Ad-
Supported Local AM/FM Radio for an average of 52.1 minutes every day representing 36.8% of all
time spent daily with Ad-Supported Audio.

Avg. Week All Audio (Persons & % Reach): Adults 18 or older Avg. Day All Audio (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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| 30,938,571 or 62.8% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) listen to Ad-

Supported Local AM/FM Radio for an average of 48.5 minutes every day representing 36.7% of all
time spent daily with Ad-Supported Audio.
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Supported Local AM/FM Radio for an average of 51.9 minutes every day representing 39.4% of all

M s P | 437,390 or 63.7% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) listen to Ad-
’ Pi8-29 time spent daily with Ad-Supported Audio.
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309,624 or 70.7% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) listen to Ad-

3#: STl Supported Local AM/FM Radio for an average of 47.5 minutes every day representing 38.5% of all
P18-29 time spent daily with Ad-Supported Audio.
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| 241,291 or 66.9% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) listen to Ad-
Supported Local AM/FM Radio for an average of 48.6 minutes every day representing 37.7% of all
time spent daily with Ad-Supported Audio.
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174,209 or 61.5% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) listen to Ad-
Supported Local AM/FM Radio for an average of 52.1 minutes every day representing 36.8% of all
time spent daily with Ad-Supported Audio.

Weekly Avg. Hours+Minutes/day with Ad-Supported
Reach % 76.9% Audio: Adults 18 or older
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30,938,571 or 62.8% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Pop Contemporary Hit Radio,
Classic Hits, Country, and Hot AC.

Local AM/FM Radro Formats (Persons & % Reach): Adults 18 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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and Adult Cont

emporary.

437,390 or 63.7% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) listen to Ad-Supported
Local AM/FM Radio. The Top-5 Formats are Pop Contemporary Hit Radio, Hot AC, Classic Hits, Country,

Local AM/FM Radio Formats (Persons & % Reach): Adults 18 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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309,624 or 70.7% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) listen to Ad-Supported
Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Classic Rock, New Country, Classic Hits,
and Pop Contemporary Hit Radio.

Local AM/FM Radio Formats (Persons & % Reach): Adults 18 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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241,291 or 66.9% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) listen to Ad-Supported
Local AM/FM Radio. The Top-5 Formats are Adult Hits, Classic Hits, Country, Hot AC, and Adult
Contemporary.

Local AM/FM Radio Formats (Persons & % Reach): Adults 18 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

(Average week) Totol Persons: % Time Spent- [Average Day)
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174,209 or 61.5% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) listen to Ad-Supported
Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Urban AC, Classic Hits, Pop
Contemporary Hit Radio, and Country.

Local AM/FM Radio Formats (Persons & % Reach): Adults 18 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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' 16,784,481 or 34.1% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) watch Ad-
Supported Local TV Stations for an average of 35. minutes every day representing 32.8% of all time
spent daily with Ad-Supported Video.
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167,708 or 24.4% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) watch Ad-
Supported Local TV Stations for an average of 39.3 minutes every day representing 34.2% of all time
spent daily with Ad-Supported Video.
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Avg. Week A{{m}’(ﬁeo (Persons & % Reach): Adults 18 or older Avg. Day All Video (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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193,937 or 44.3% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) watch Ad-
Supported Local TV Stations for an average of 28.2 minutes every day representing 30.1% of all time
spent daily with Ad-Supported Video.
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94,723 or 26.3% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) watch Ad-
Supported Local TV Stations for an average of 26.9 minutes every day representing 26.3% of all time
spent daily with Ad-Supported Video.
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Avg. Week A{{m}’(ﬁeo (Persons & % Reach): Adults 18 or older
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78,016 or 27.5% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) watch Ad-
Supported Local TV Stations for an average of 44.6 minutes every day representing 31.% of all time
spent daily with Ad-Supported Video.
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16,784,481 or 34.1% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) watch Ad-
Supported Local TV Stations for an average of 35. minutes every day representing 32.8% of all time
spent daily with Ad-Supported Video.
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167,708 or 24.4% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) watch Ad-
Supported Local TV Stations for an average of 39.3 minutes every day representing 34.2% of all time
spent daily with Ad-Supported Video.
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193,937 or 44.3% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) watch Ad-

Supported Local TV Stations for an average of 28.2 minutes every day representing 30.1% of all time
spent daily with Ad-Supported Video.
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94,723 or 26.3% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) watch Ad-
Supported Local TV Stations for an average of 26.9 minutes every day representing 26.3% of all time
spent daily with Ad-Supported Video.
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. 78,016 or 27.5% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) watch Ad-
Supported Local TV Stations for an average of 44.6 minutes every day representing 31.% of all time
spent daily with Ad-Supported Video.
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16,784,481 or 34.1% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) watch Ad-
Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening, Comedies, Local
News - Morning, Game Shows, and Local News - Late.
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Local TV Station Programs (Persons & % Reach): Adults 18 or older
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167,708 or 24.4% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) watch Ad-
Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Morning, Comedies, Local
News - Late, Local News - Evening, and Game Shows.
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193,937 or 44.3% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) watch Ad-
Supported Local TV Stations. The Top 6-Programs are Comedies, Local News - Evening, Sports,
Movies, Local News - Morning, and Local News - Late.
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Local TV Station Programs (Persons & % Reach): Adults 18 or older

(Average week)
Local News - Evening

Sports

Local News - Morning

Totol persons- 6 Time spent

IH.I
gty Fagt Fe
e

B R

(Average Day]

94,723 or 26.3% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) watch Ad-
Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Sports, Game Shows,
Local News - Morning, Comedies, and Local News - Late.
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78,016 or 27.5% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) watch Ad-
Supported Local TV Stations. The Top 6-Programs are Sports, Comedies, Local News - Morning, Local
News - Late, Game Shows, and Local News - Evening.
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[ 37,727,187 or 76.6% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) use Ad-
Supported Social Media for an average of 200.1 minutes every day representing 41.7% of all time
spent daily with Ad-Supported Digital Media.
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| 538,994 or 78.5% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) use Ad-
Supported Social Media for an average of 199.5 minutes every day representing 39.2% of all time
spent daily with Ad-Supported Digital Media.
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| 282,857 or 64.6% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) use Ad-
Supported Social Media for an average of 168.6 minutes every day representing 38.3% of all time
spent daily with Ad-Supported Digital Media.
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Avg. Week All D.rg:tal (Persons & % Reach): Adults 18 or older
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| 302,513 or 83.9% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) use Ad-
Supported Social Media for an average of 192.2 minutes every day representing 38.3% of all time
spent daily with Ad-Supported Digital Media.
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| 201,977 or 71.2% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) use Ad-
Supported Social Media for an average of 215. minutes every day representing 37.9% of all time

spent daily with Ad-Supported Digital Media.
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Avg. Week All Socml Media (Persons & % Reach): Adults 18 or older Avg. Day All Social Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

Facebook
Instagram
YouTube Video
Linkedin

33,331,726 or 67.6% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) use Ad-
Supported Facebook for an average of 67.2 minutes every day representing 33.6% of all time spent
daily with Ad-Supported Social Media.
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482,537 or 70.3% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) use Ad-
Supported Facebook for an average of 71.7 minutes every day representing 35.9% of all time spent
daily with Ad-Supported Social Media.
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| 282,857 or 64.6% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) use Ad-
Supported Facebook for an average of 42.8 minutes every day representing 25.4% of all time spent

daily with Ad-Supported Social Media.
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270,015 or 74.9% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) use Ad-
Supported Facebook for an average of 73.3 minutes every day representing 38.2% of all time spent
daily with Ad-Supported Social Media.
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| 186,425 or 65.8% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) use Ad-
Supported Facebook for an average of 57.7 minutes every day representing 26.8% of all time spent
daily with Ad-Supported Social Media.
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33,331,726 or 67.6% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) use Ad-
Supported Facebook for an average of 67.2 minutes every day representing 33.6% of all time spent
daily with Ad-Supported Social Media.

Weekly 74.0%
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482,537 or 70.3% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) use Ad-
Supported Facebook for an average of 71.7 minutes every day representing 35.9% of all time spent
daily with Ad-Supported Social Media.

Weekly 75.8%
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282,857 or 64.6% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) use Ad-
Supported Facebook for an average of 42.8 minutes every day representing 25.4% of all time spent
daily with Ad-Supported Social Media.
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270,015 or 74.9% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) use Ad-
Supported Facebook for an average of 73.3 minutes every day representing 38.2% of all time spent
daily with Ad-Supported Social Media.
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186,425 or 65.8% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) use Ad-
Supported Facebook for an average of 57.7 minutes every day representing 26.8% of all time spent
daily with Ad-Supported Social Media.

Weekly Avg. Hours+Minutes/day with Ad-Supported
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 2,723,194;
Social Media: 2,243,993; Local Radio: 1,835,008; Non-Prem. Cable: 724,784; Local TV:
503,953 reaching Adults 18 or older who are GENERATION-Z (Age 18-29 Adults

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 18 or older who are GENERATION-Z (Age 18-29
Adults)

14,000,000
12,000,000
10,000,000
8,000,000
6,000,000
4,000,000

2,000,000

O

& w3
Q«*oo@»@«?@«@eq” “'\?"7“"9”“’“9@@

Mon-Fri Local AM/FM Radio AQH
e Mon-Fri Non-Premium Cable TV AQH
e [Vion-Fri Digital Media (Less Social) AQH

e M on-Fri Local TV Station AQH
e Mon-Fri Social Media AQH

.;,\,“Q'Q‘ﬂ;‘?'uﬁ'sqt&'\‘?'tzﬁ'qu

80,000,000

70,000,000

60,000,000

50,000,000

40,000,000

30,000,000

20,000,000

10,000,000

0

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
USA 210 DMA Area Adults 18 or older

» P P P g B DS R R R B o ¢

.,&@moo?»?epebqu o 5 o L Q'@'UEQ'QQ

s Mon-Fri Local AM/FM Radio AQH
e Mon-Fri Non-Premium Cable TV AQH

e V] o1 Fri Local TV Station AQH
e Mon-Fri Social Media AQH

e Vlon-Fri Digital Media (Less Social) AQH

USA USA Projection Scarborough R1 2026: Jan 25-Mar26 Qual Intab 3,498
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

USA Projection

Scarborough R1 2026: Jan 25-Mar26 Qual Intab 24,338

18-200R Age:

® Share of Everything
for Anything _

soefa.ai

21 - 24 OR Age: 25 - 29)




M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 29,271;
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 27,317,

n ] )}:&: STl Social Media: 18,835; Local Radio: 17,635; Non-Prem. Cable: 8,188; Local TV: 6,402
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reaching Adults 18 or older who are GENERATION-Z (Age 18-29 Adults).
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 22,552;
Social Media: 20,603; Local Radio: 14,569; Non-Prem. Cable: 5,993; Local TV: 3,047
reaching Adults 18 or older who are GENERATION-Z (Age 18-29 Adults).
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Digital Media: 9,901; Social Media: 9,095; Non-Prem. Cable: 3,757; Local TV: 2,018
reaching Adults 18 or older who are GENERATION-Z (Age 18-29 Adults).
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35,572,661 or 72.2% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) spend an
average of 40.8 minutes per day driving, seeing Billboards and Signs. 52.5% Listen to Local Radio
Stations Out-of-Home for an average of 29.4 minutes/day.

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

(average Week]
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462,182 or 67.3% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) spend an average
of 29.2 minutes per day driving, seeing Billboards and Signs. 53.2% Listen to Local Radio Stations
Out-of-Home for an average of 31.5 minutes/day.
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311,723 or 71.1% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) spend an average
of 44.2 minutes per day driving, seeing Billboards and Signs. 59.1% Listen to Local Radio Stations
Out-of-Home for an average of 28.8 minutes/day.

Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older
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299,198 or 83.% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) spend an average
of 51. minutes per day driving, seeing Billboards and Signs. 56.% Listen to Local Radio Stations Out-

of-Home for an average of 29.5 minutes/day.

Top-13 Out-of Home Media (Persons & % Reach): Adults 18 or older
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199,131 or 70.2% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) spend an average
of 62.2 minutes per day driving, seeing Billboards and Signs. 51.4% Listen to Local Radio Stations
Out-of-Home for an average of 31.6 minutes/day.

Top-13 Out-of -Home Media (Persons & % Reach): Adults 18 or older Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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35,572,661 or 72.2% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) spend an average of

40.8 minutes per day driving, seeing Billboards and Signs representing 27.1% of all Time Spent with Ad-
Supported Out-of-Home Media.
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M s P 462,182 or 67.3% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) spend an average of

29.2 minutes per day driving, seeing Billboards and Signs representing 20.% of all Time Spent with Ad-
P18-29 Supported Out-of-Home Media.
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311,723 or 71.1% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) spend an average of

44.2 minutes per day driving, seeing Billboards and Signs representing 31.3% of all Time Spent with Ad-
Supported Out-of-Home Media.
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299,198 or 83.% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) spend an average of 51.

minutes per day driving, seeing Billboards and Signs representing 34.7% of all Time Spent with Ad-
Supported Out-of-Home Media.
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199,131 or 70.2% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) spend an average of

62.2 minutes per day driving, seeing Billboards and Signs representing 38.% of all Time Spent with Ad-
Supported Out-of-Home Media.
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462,182 or 67.3% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) spend an average
of 29.2 minutes per day driving an average of 17. miles each day and are 84.7% more likely to use
Lake Street than the Metro average.

Top-26 Residential Zip Codes: Adults 18 or older

Top-26 Employment Zip Codes: Adults 18 or older

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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311,723 or 71.1% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) spend an average
of 44.2 minutes per day driving an average of 25.7 miles each day and are 146.6% more likely to use
Martin Luther King Bridge than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older Top-26 Residential Zip Codes: Adults 18 or older Top-26 Emglazment Zip Codes: Adults 18 or older
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299,198 or 83.% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) spend an average
of 51. minutes per day driving an average of 29.7 miles each day and are 66.9% more likely to use
Queen City Avenue than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older Top-26 Residential Zip Codes: Adults 18 or older Top-26 Employment Zip Codes: Adults 18 or older
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199,131 or 70.2% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) spend an average
of 62.2 minutes per day driving an average of 36.2 miles each day and are 28.% more likely to use
Palm Beach Lakes Blvd than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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Avg. Week AH’ Print Medm {Persons & % Reach): Adults 18 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

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

Local Daily Newspaper(s) (Sunday)
Books

New York Times (Daily+Sunday)

New York Times (Daily)

New York Times (Sunday)

Wall Street Journal (Daily)

All Local Weekly Newspapers

USA Today (Daily)

Catalogs

Magazines

Total persans:

mm Avg. Hours+Minutes/day with All

Print Media: Adults 18 or older

T

= who are GENERATION-Z (Age 18-29 Adults)

who are GENERATION-Z (Age 18-
29 Adults)

12,269,482 or 24.9% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) read Local
Daily Newspaper(s) (Daily+Sunday) for an average of 7.5 minutes every day representing 26.5% of all

time spent daily with All forms of Print Media.
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Avg. Week All Print Medm (Persons & % Reach): Adults 18 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

# Time spent:
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153,298 or 22.3% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) read Local Daily
Newspaper(s) (Daily+Sunday) for an average of 6.8 minutes every day representing 25.8% of all time
spent daily with All forms of Print Media.
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134,096 or 30.6% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) read Local Daily
Newspaper(s) (Daily+Sunday) for an average of 8. minutes every day representing 23.6% of all time
spent daily with All forms of Print Media.
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| 70,627 or 19.6% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) read Local Daily
Newspaper(s) (Daily+Sunday) for an average of 5. minutes every day representing 22.2% of all time
spent daily with All forms of Print Media.

Avg. Week All Print Med.ra (Persons & % Reach): Adults 18 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Local Daily Newspa per{s) (Sunday)

Books

USA Today (Daily)
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53,583 or 18.9% of Adults 18 or older who are GENERATION-Z (Age 18-29 Adults) read Local Daily
Newspaper(s) (Daily+Sunday) for an average of 5. minutes every day representing 23.2% of all time
spent daily with All forms of Print Media.

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

Websites

Direct Mail

Broadcast, Cable, & Sat TV
Video Streaming Services
Podcasts

Audio Streaming Services

“Advertising Actions"

P18+ who are GENERATION-Z (Age 18-29 Adults) (Shopped/Visited/Bought past 3mos
Due to Ads on %)

107,409,961 39.3%
97,287,216 35.6%

70,811.340 29.2% |

63,738,660 23.3%

42,363,370 15.5%

29,182,413

Local AM/FM Radio

42,714,536

Billboards
Newspapers
Cable TV Networks

Local Broadcast TV

27,293,204 10.0%

29,990,159 11.0%

USA

38,641,707 14.1%

40,027,219 14.7%
m P18+ who are GENERATION-Z (Age 18-29 Adults) (Shopped/Visited/Bought past 3mos Due to Ads on %)
m P18+ USA AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
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Social Media

Websites
Direct Mail
Video Streaming Services

Broadcast, Cable, & Sat TV

"Advertising Actions"

P18+ who are GENERATION-Z (Age 18-29 Adults) (Shopped/Visited/Bought past 3mos
Due to Ads on %)

1,537,584

1,324,707 33.9%

1,105,073 " 28.3%

562,425 14.4%

897,031 22.9%

Podcasts  reiers 11.7%
Billboards
Audio Streaming Services 316,304 T
Local AM/FM Radio __n-
Newspapers grefprn 11.1%
Cable TV Networks 40,95( 9.8 70 MINNEAPOLIS-ST. PAUL
492,742 12.6%

Local Broadcast TV 585019 T
® P18+ who are GENERATION-Z (Age 18-29 Adults) (Shopped/Visited/Bought past 3mos Due to Ads on %)
W P18+ MINNEAPOLIS-ST. PAUL AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
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Social Media

Websites

Direct Mail

Video Streaming Services
Podcasts

Audio Streaming Services
Broadcast, Cable, & Sat TV

Billboards

"Advertising Actions"

P18+ who are GENERATION-Z (Age 18-29 Adults) (Shopped/Visited/Bought past 3mos
Due to Ads on %)

590, 513

312,727 12.4%

Local AM/FM Radio

412,114 16.4%

Newspapers o 13.0%
ST. LOUIS

Cable TV Networks  gredees 16.8% -

Local Broadcast TV 431,879 s
m P18+ who are GENERATION-Z (Age 18-29 Adults) (Shopped/Visited/Bought past 3mos Due to Ads on %)
B P18+ ST. LOUIS AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
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"Advertising Actions”

P18+ who are GENERATION-Z (Age 18-29 Adults) (Shopped/Visited/Bought past 3mos
Due to Ads on %)

Social Media

35.8%

696,452

Websites gre) 32.2%

Direct Mail 586,650 30.2%

Broadcast, Cable, & Sat TV '455’739 23.4%

Local AM/FM Radio

289,524

Video Streaming Services

225,776 11.6%

'!!||

Audio Streaming Services

165,451
Billboards S
Newspapers 218,862 11.3%
Podcasts 164 247 >
Cable TV Networks e T _
Local Broadcast TV 357,638 T
m P18+ who are GENERATION-Z (Age 18-29 Adults) (Shopped/Visited/Bought past 3mos Due to Ads on %)
H P18+ CINCINNATI AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
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"Advertising Actions"”

P18+ who are GENERATION-Z (Age 18-29 Adults) (Shopped/Visited/Bought past 3mos
Due to Ads on %)

Social Media 720,850 37.5%
Direct Mail 576, 926 29.7%
Websites 690,456 35.5%

Broadcast, Cable, & Sat TV

493,403

Video Streaming Services

Audio Streaming Services 192,729 9.9%

Local AM/FM Radio

Podcasts 192,687
NewsPaperS 211, 123 10.9%
Billboards 121134 6.2%
Cabla TV Networds WEST PALM BEACH-BOCA RATON
335,641 17.3%

Local Broadcast TV 317213 T
m P18+ who are GENERATION-Z (Age 18-29 Adults) (Shopped/Visited/Bought past 3mos Due to Ads on %)
H P18+ WESTPALM BEACH-BOCA RATON AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
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