USA + 4 Local DMAs - P29-94 FULL-TIME WORKERS
who WORK FROM HOME [(Most of the Time or ALWAYS)!

Gomplete nemngranmc & Media Use Profiles

Complete Demographic, Psychographic, and
Total Media Usage Profiles of P25-54s who
WORK FULL-TIME and WORK FROM HOME
MOST OF THE TIME or ALWAYS in the USA,
CHICAGO, WASHINGTON, DC, SEATTLE-
TACOMA, and PHOENIX DMAs as of April 2024

CHICAGO

This is how the Bloomberg Terminal is becoming the isit > ‘ I WASH/NGTON DC ) 77‘ — SEATTLE-TACOMA

backbone to financial businesses of the future - The.

And, Yes! You ARE Smart Enough to Read a Bloomberg Terminal. So get ready to Learn!

[(Employment status: Employed full-time (35 hours or more) AND Lifestyle characteristics: Work at home (most of the time or always))]




w}‘ THE= 20.% or 26,020,956 of USA Adults 25 - 54 are Full-Time Workers who Work from Home (Most or Always).

B o | Full-Time Workers

Typical Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) are 39.8 years old
| (wFHMost of the Time or ALWAYS) (.7% younger than average) and have a $137,730 (38.2% higher than average) annual household income.

@ Percent of Market: Adults 25 - 54 ﬂ* Gender of Target vs. Market: Adults 25 - 54

= who are Full-Time Workers

20 3 0% who Work from Home (Most

or Always)

= Remainder of USA Metro

50.1%

49.9%

39.9

65,030,439
103,774,861 Men Khen

40.1

64,765,378

Total Persons:

Women Women

Age Cell Demographics of Target vs. Market: _ AT Age

= who are Full-Time Workers who Work from Home (Most or Always) musa

0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
18-20 21-24 25-29 30-34 35-39 40-44 45-49 50-54 55-59 60-64 65-69 70+
® who are Full-Time Workers who Work from Home (Most or Always) HUSA
UsA USA Projection Scarborough R1 2024: Jan23-Apr24 Qual Intab 3,115
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Ethnicity of Target vs. Market:

White 63.2%
59.2%
Black/African | 11.0%
American E
9.3%
Asian &
Other 3%
Hispanic *3’25%

= who are Full-Time Workers who Work from Home (Most or Always)

W= HHI of Target vs. Market:

<$35K HHI -1-1
$35K-$50K HHI ﬁ%
$50K-$75K HHI %
$75K-$100K HHI 206
$100K-5150K HHI - zo.:;/fu %
$150K-$250K HHI - 30.9%

$250K+ HHI ﬁ,'s*

Avg HHI: ‘_

Y $99,683

[(Employment status: Employed full-time (35 hours or more) AND Lifestyle characteristics: Work at home (most of the time or always))]



L. ; -l Chicago 18.2% or 694,278 of CHI DMA Adults 25 - 54 are are Full-Time Workers who Work from Home (Most or Always).
‘ TR o Typical Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) are 39.5 years old

| (WFH Most of the Time or ALWAYS) (1.7% younger than average) and have a $160,389 (43.4% higher than average) annual household income.
@ Percent of Market: Adults 25 - 54 ﬂ\‘Gender of Target vs. Market: Adults 25 - 54 Ethnicity of Target vs. Market:

White

Black/African
# who are Full-Time Workers American
0, ho Work from H Most
18.2% i el o
49.6% 50.4%

= Remainder of CHI DMA

40.2 40.0

1,898,604 1,926,160

Total Persons:

 who are Full-Time Workers who Work from Home (Most or Always)

ng
W= HHI of Target vs. Market:

3,130,486 Men Men Women Women

Average Age:

Age Cell Demographics of Target vs. Market:

Adults 25 - 54
w who are Full-Time Workers who Work from Home (Most or Always) B CHI <$35K HHI
$35K-$50K HHI  gled%
$50K-575K HHI ¢
1 119.5%
g 17.7% $75K-$100K HHI
i 14.9% 4 $100K-$150K HHI
$150K-6250K HHI
0.0% 0.0% 0.0% 0.0% 0.0% 0.0% $250K+ HHI
18-20 21-24 25-29 30-34 35-39 40-44 45-49 50-54 55-59 60-64 65-69 70+ [ :
Avg HHI: : T $111,880
® who are Full-Time Workers who Work from Home (Most or Always) ECHI | d

CHI DMA Scarborough R1 2024: Feb23-Mar24 Qual Intab 395
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[(Employment status: Employed full-time (35 hours or more) AND Lifestyle characteristics: Work at home (most of the time or always))]



Washington

23.6% or 703,598 of WDC DMA Adults 25 - 54 are are Full-Time Workers who Work from Home (Most or Alway

Full-Time Workers Typical Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) are 39.5 years old
SRS Vi a s, (WFH Most of the Time or ALWAYS| (1.2% younger than average) and have a $180,860 (27.6% higher than average) annual household income.

@ Percent of Market: Adults 25 - 54 ﬂ\‘Gender of Target vs. Market: Adults 25 - 54 Ethnicity of Target vs. Market:

White

Black/African

u who are Full-Time Workers American
0, ho Work from H Most
23.6% G P,

Total Persons:

2,273,811

= Remainder of WDC DMA

49.2% 50.8%

40.1 39.9

1,463,937 1,513,472

 who are Full-Time Workers who Work from Home (Most or Always)
Men Men Women Women

Age Cell Demographics of Target vs. Market:

Average Age:

EEC
W= HHI of Target vs. Market:

Adults 25 - 54

" y |
» who are Full-Time Workers who Work from Home (Most or Always) B WDC <635K HHI p0:8%

$35K-$50K HHI g0 2%

$50K-$75K HHI

$75K-$100K HHI

o 17.4%
16.7% 78 45.79

$100K-$150K HHI
$150K-$250K HHI

0.0% 0.0% 0.0% 0.0% 0.0% 0.0% $250K+ HHI

18-20 21-24 25-29 30-34 35-39 40-44 45-49 50-54 55-59 60-64 65-69 70+ [ i
Avg HHI: ‘ $141,784
# who are Full-Time Workers who Work from Home (Most or Always) B WDC |

woDC DMA Scarborough R1 2024: Feb23-Apr24

Qual Intab 1,004
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[(Employment status: Employed full-time (35 hours or more) AND Lifestyle characteristics: Work at home (most of the time or always))]
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e Seattle

{Full-Time Workers
| (WFH Most of the Time or ALWAYS)

21.7% or 507,777 of SEA DMA Adults 25 - 54 are are Full-Time Workers who Work from Home (Most or Always).
Typical Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) are 40. years old
(1.% older than average) and have a $190,460 (40.3% higher than average) annual household income.

Percent of Market: Adults 25 - 54 ﬂ\lttGender of Target vs. Market: Adults 25 - 54

= who are Full-Time Workers
who Work from Home (Most
or Always)

= Remainder of SEA DMA

21.7%

48.8%

39.7

1,143,793

39.5

1,198,650
1,834,666 Nian

Total Persons:

Women Women

Ethnicity of Target vs. Market:

White
Black/African %1.9%
American
Asian ?%
Other H 6.8%
%

Hispanic %3

w who are Full-Time Workers who Work from Home (Most or Always)

Age Cell Demographics of Target vs. Market: Average Age:

Adults 25 - 54

= who are Full-Time Workers who Work from Home (Most or Always) ®SEA

17.0% 17.1%
0.0% 0.0% i 0.0% 0.0% 0.0%

18-20 21-24 25-29 30-34 35-39 45-49 50-54 55-59 60-64 65-69 70+
® who are Full-Time Workers who Work from Home (Most or Always) m SEA
SEA DMA Scarborough R1 2024: Jan23-fan24 Qual Intab 625
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—ages
W= HHI of Target vs. Market:

<$35K HHI lA%
$35K-$50K HHI
$50K-$75K HHI
$75K-$100K HHI  pisiek
$100K-$150K HHI
$150K-$250K HHI

$250K+ HHI

Avg HHI:

$135,714

[(Employment status: Employed full-time (35 hours or more) AND Lifestyle characteristics: Work at home (most of the time or always))]




19.6% or 427,584 of PHX DMA Adults 25 - 54 are are Full-Time Workers who Work from Home (Most or Alwaysb.
Typical Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) are 39.4 years old

£ 2] (WFH Most of the Time or ALWAYS) ‘ (1.3% younger than average) and have a $140,124 (34.5% higher than average) annual household income.
@ Percent of Market: Adults 25 - 54 ﬂ\lttGender of Target vs. Market: Adults 25 - 54 Ethnicity of Target vs. Market:
White
Black/African
= who are Full-Time Workers American

19 § 6% who Work from Home (Most rn 1 :

or Always)
= Remainder of PHX DMA 28:3%

Other

39.5

1,118,616

40.2

1,068,420

Hispanic

Total Persons:

w who are Full-Time Workers who Work from Home (Most or Always)

1,759,452 Men Men Women Women
A A Eﬂﬁ
. verage Age:
Age Cell Demographics of Target vs. Market: ek ._= HHI of Target vs. Market:
. u are Full-Time Workers who Work from Home (Most or Always) = PHX <$35K HHI gt .0% 16.0%
$35K-$50K HHI
SS0K-STSK HHI - e O
1 $75K-$100K HHI _15.5%
19.1% ! :
1 1 . ST00K-S1SOK HHI - pu 23,52
=5 $150K-$250K HHI g o2
0.0% 0.0% 0.0% 0.0% 0.0% 0.0% $250K+ HHI
18-20 21-24 25-29 30-34 35-39 40-44 45-49 50-54 55-59 60-64 65-69 70+ 3 R——
® who are Full-Time Workers who Work from Home (Most or Always) m PHX Avg HHI: B il sHiel
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[(Employment status: Employed full-time (35 hours or more) AND Lifestyle characteristics: Work at home (most of the time or always))]



USA =

Full-Time Workers
(WFH Most of the Time or ALWAYS)

Adults 25 - 54

0.6%

W 2.9%
10.3%

24.5%
8.4%
13.7%
11.2%
282

who are Full-Time Workers who Work from Home (Most or Always)

Education Levels:

Some High School or Less (not graduate)
High School Graduate (12th grade or GED)
Some College Credit (no degree)
Associate's Degree (AA, AS, etc.)

College Graduate (4 year college) 41.3%

B3

Postgraduate Degree

20.% or 26,020,956 of USA Adults 25 - 54 are Full-Time Workers who Work from Home (Most or Always).

Adults 25 - 54 who are Full-Time Workers who Work fro

m Home (Most or Always) are 57.% more likely to

be a college graduate, 44.3% more likely to work full-time, 12.% more likely to be married, 8.2% less likely

to be a parent of 1 or more children under 18

Adults 25 - 54

100.0%

81.7%

100.0%

0.0%
| 1]
i |
White Collar 50.7%

8.6%

Blue Collar m

Work From Home (most of the time or always) m

Employment:

Employed Full-Time or Part-Time

Employed Full-Time (35 hours or more)

Employed Part-Time (less than 35 hours)

91.4%

100.0%

mUSA who are Full-Time Workers who Work from Home (Most or Always) mUSA

9.
(_D Marital Status: Adults 25 - 54

28.5%

Single, Never Married 32, 9%

: 62.4%
Married 55.7%

1.7%
l2.0%

6.9%
EE

Legally Separated

Divorced
0.5%
| 1.1%

10.2%
8.1%

Widowed

LGBTQ+ (net) =

who are Full-Time Workers who Work from Home (Most or Always)

24t b Stage in Life: Adults 25 - 54
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I 20.1%
21.0%
I 17.5%
7.8%
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I 17.0%

19.8%
I 24.0%

) 19.2%
Parent of 1 or more Children Age 12 - 17 I 210%

6.8%
6.7%

4.5%

Parent of 1 or more Children under 18
Working Mothers

arent of 1 or more Children Under Age 2 -
Parent of 1 or more Children Age 2-5
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Grandparent of 1 or more Children under 18 - 8.2%
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[(Employment status: Employed full-time (35 hours or more) AND Lifestyle characteristics: Work at home (most of the time or always))]



Chicago

Full-Time Workers

(WFH Most of the Time or ALWAYS

P
i \% Education Levels:

0.3%

- 6.7%

Some High School or Less (not graduate)

High School Graduate (12th grade or GED)

Adults 25 - 54

18.2% or 694,278 of CHI DMA Adults 25 - 54 are are Full-Time Workers who Work from Home (Most or Always)
Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) are 65.% more likely to
be a college graduate, 46.9% more likely to work full-time, 12.2% more likely to be married, .9% less likely

to be a parent of 1 or more children under 18

Adults 25 - 54

Employment:

Employed Full-Time or Part-Time

Employed Full-Time (35 hours or more)

Marital Status: Adults 25 - 54

Single, Never Married

Married 52.8% I

C)

Some College Credit (no degree) &% Employed Part-Time (less than 35 hours) Legally Separated | i::
Associate's Degree (AA, AS, etc.) . White Collar 57-655 Divorced &%
College Graduate (4 year college) Blue Collar ﬁ% Widowed I i.ix
) = 100.0% _ 6.1%
Postgraduate Degree Work From Home (most of the time or always) m LGBTQ+ (net) . 5.7%
= who are Full-Time Workers who Work from Home (Most or Always) o CHI who are Full-Time Workers who Work from Home (Most or Always) mCHI # who are Full-Time Workers who Work from Home (Most or Always) mCHI
Top-20 Occupations: Adults 25 - 54 Entrepreneurs/Military Experience s 211 M ' Stage in Life: Adults 25 - 54
17.5% - 11.5%
T 6.8% 7.7% 7.3% 1.9% 2.5% Parent of 1 or more Children under 18 = :882632
8. ox _— ‘ — | 24.9% .
9.3% Small Busi ’ Working Mothers .
mall Business Self-Employed  Current or Former _ 18.4%
6.9% i Owner Military Service 12.1%
5.4% 5.1% p— Parent of 1 or more Children Under Age 2 ‘i"‘s 9%'
I I ‘ 1 Y e - : 20.9%
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- I | ' . ‘”’I - '- e o — oo
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5 & o o ; i . | 6.0%
g épv- & & #&& 'fg‘ﬁ 3 & bf‘? @’0 vpé' . d’hﬁ‘ y & e\‘&o’" 4 fp & & Parent of 1 or more Childrenin College - 7.3%
& # g ¢ &
<& &S Grand £1 Children under 15 g 3:8%
& G randparent of 1 or more Children under
R . 10.0%
X
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CHI DMA Scarborough R1 2024: Feb23-Mar24 Qual intab 395
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[(Employment status: Employed full-time (35 hours or more) AND Lifestyle characteristics: Work at home (most of the time or always))]



WaShingtOI‘l 23.6% or 703,598 of WDC DMA Adults 25 - 54 are are Full-Time Workers who Work from Home (Most or Alway‘ i
Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) are 41.7% more likely to
Full-Time Workers be a college graduate, 36.7% more likely to work full-time, 1.5% more likely to be married, 18.3% less likely

& (WFH Most of the Time or ALWAYS to be a parent of 1 or more children under
P .
*\% Education Levels: Adults 25 - 54 Employment: Adults 25 - 54 ( \( )Mantal Status: Adults 25 - 54
: | 0.9% E = 100.0% ; : 31.6%
Some High School or Less (not graduate) . 5.2% Employed Full-Time or Part-Time Single, Never Married ﬁ
i 9. % 100.0% N 57.3%
High School Graduate (12th grade or GED) Employed Full-Time (35 hours or more) 73.2% Married 56.5%
Some College Credit (no degree) I?IS% Employed Part-Time (less than 35 hours) 0.0% Legally Separated é i:
— 7.3% ; 91.9% " 6.7%
Associate's Degree (AA, AS, etc.) m White Collar Divorced E
36.9% 8.1% - 0.3%
College Graduate (4 year college) 25.7% Blue Collar m Widowed | 0.7%
40.7% , | : 100.0% | 8.5%
Postgraduate Degree Work From Home (most of the time or always) m LGBTQ+ (net) - 6.2%
1 who are Full-Time Workers who Work from Home (Most or Always) = WDC who are Full-Time Workers who Work from Home (Most or Always) =mWDC who are Full-Time Workers who Work from Home (Most or Always) mWDC
Top-20 Occupations: Adults 25 - 54 Entrepreneurs/Military Experience j £ "M. Stage in Life: Adults 25 - 54
12.8%
11.8% 11.4%
. 6.5% 7.2% 5.4% 6.8% Parent of 1 or more Children under 18 _41'1%50 3%
14.7% ; | - - 18.3%
116% smallBusiness  Self-Em| Working Mothers | Y
g ployed  Current or Former _ 19.3%
ko Owner Military Service 6.6%
§ 7.5% . ; X
I 2% S% ssn | sax - . Parent of 1 or more Children Under Age 2 Bl 3.0%
i L 3.6% 32935% 3.2% 3.1 7%,
238 2.7% —t 8% 2,6% 31%) 59 25% 3002.1% 0% 2.1% g% " 15.3%
0.4 : % ol 15% 1.190.4% 1% Parent of 1 or more Children Age 2- 5 4 .
| I I ' | B I R D e ———
& > & S & & & 3 & > & & 3 & o3 & & S Parent of 1 or more Children Age 6- 11 _ .
& ; e Q*Qe"‘ & Q1@" & ‘ldi‘ o & & & & & "é&"‘ & 'f& -:\‘#é f 4“‘9 24.3%
& & e A A & &‘f o S TS Parent of 1 Child 12-17 14.6%
PV A A A G A S N A P A & arent of dormore Children Age 12- 1/ S 20.7%
< < > A <F & p . o $ & = B -
fd) ‘?é" *&‘f 090" ‘j‘& bP" p°° Q(f\ & @6\ "ﬁ& 39\"' Q‘fo & é\é‘a fi‘ Parent of 1 or more Childrenin College -‘ :;]E‘,;Gf
%4,\6’ & & Ey x4 ;#6 & &o“" ¥ & ‘}é&‘ W “Sor
£« 5 o o (Grandparent of 1 Children under 15 gen3-8%
&\& & 039. ‘9\ randparent of 1 or more Children under - 6.6%
¢
who are Full-Time Workvers who Work from Home (Most or Always) =WDC who are Full-Time Workers who Work from Home (Most or Always) mWDC
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21.7% or 507,777 of SEA DMA Adults 25 - 54 are are Full-Time Workers who Work from Home (Most or Always).
Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) are 55.7% more likely to
Full-Time Workers be a college graduate, 47.9% more likely to work full-time, 11.8% more likely to be married, 16.7% less
(WFH Most of the Time or ALWAYS) likely to be a parent of 1 or more children under

P .
*\% Education Levels: Adults 25 - 54 Employment: Adults 25 - 54 ( \ Marital Status: Adults 25 - 54
Some High 1.1% ; i 100.0% . . 27.2%
igh School or Less [not graduate) . 4.0% Employed Full-Time or Part-Time Single, Never Married
High School Graduate (12th grade or GED) Employed Full-Time (35 hours or more) 67.6% L Married
.1% .6%
Some College Credit (no degree) 14 18‘ 1% Employed Part-Time (less than 35 hours) ?’0% Legally Separated I iéx
A .
Associate's Degree (AA, AS, etc.) &% White Collar LA Divorced &ﬁx%
44.6% 6.1% - 0.4%
College Graduate (4 year college) 27.0% Blue Collar Widowed I 1.1%
Postgraduate Degree 'I% Work From Home (most of the time or always) EE‘ 100.0% LGBTQ+ (net) -1 142_9:%
= who are Full-Time Workers who Work from Home (Most or Always) mSEA who are Full-Time Workers who Work from Home (Most or Always) HSEA who are Full-Time Workers who Work from Home (Most or Always) mSEA
Top-20 Occupations: Adults 25 - 54 Entrepreneurs/Military Experience s 211 M ' Stage in Life: Adults 25 - 54
274%
12.7% 11.5%
6.7% Z 8.0% 4.8% 5.7% Parent of 1 or more Children under 18 _38'2265 0%
17.4% 17.3% T I — . 16.8%
i SmallBusiness Seif-Employed  Current or Former Working Mothers - 14.6%
f1.7% B Owner Military Service
I B0 8.5% Parent of 1 or more Children Under Age 2 -3 98%0%
15.6% 5.3% 4.9%
3% 3a% 30% 5 030% -‘”‘1 6% 26% g i 33% ; 10.0%
1.4 0793 5% __15% o, 14% 009da% 0033% 0.950.2% Parent of 1 or more Children Age 2-5 .
I I A - H O el T e " e D e e T S _i;’:;
&“ &# ,,Ji ,p"g. g ;b"w s,o‘“ J 56‘ ‘gs"\o% &oe é-‘“ p & @"é’ ;;S‘& J’&_@ # g 435‘"' \gﬁ? ‘f&gs 493&0 Parent of 1 or more Children Age 6- 11 _ 7 21.3%
)
& \écﬁ“’ Y A 'f & & ¢ &« & & S & Parent of 1 Child 12-17 18.8%
& ef \av“ Hf & e"’ A A A A & & srent of Lormore ChildrenAge 1217 N 21.2%
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d“ed) 3 k) “’ odgx? f"’ ‘é'o"e fs’ v‘&\g éod‘r" ’\b‘P . ‘PBQ‘ e.-i} q"h f&" Parent of 1 or more Children in College m %i?’?’
& & & G ¥ ¢
03&“‘ .z@‘\ « & &4& Grandparent of 1 or more Children under 18 '-2'?9_;’%
5 & :
s &
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Phoenix

1Full-Time Workers
(WFH Most of the Time or ALWAYS)

likely to be a parent of 1 or more children under

19.6% or 427,584 of PHX DMA Adults 25 - 54 are are Full-Time Workers who Work from Home (Most or Always‘.
Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) are 63.% more likely to
be a college graduate, 55.4% more likely to work full-time, 20.5% more likely to be married, 11.9% less

P .
*\% Education Levels: Adults 25 - 54 Employment: Adults 25 - 54 ( \( )Mantal Status: Adults 25 - 54
; 0.0% E T 100.0% i " 25.2%
Some High School or Less (not graduate) B 2ax Employed Full-Time or Part-Time Single, Never Married
i 15.5% R 100.0% ;i 67.3%
High School Graduate (12th grade or GED) s Employed Full-Time (35 hours or more) Married 55.8%
. 9.0% 0.0% 0.0%
Some College Credit (no degree) 17.6% Employed Part-Time (less than 35 hours) Legally Separated 119%
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20.% or 26,020,956 of USA Adults 25 - 54 are Full-Time Workers who Work from Home (Most or Always).
Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) are 22.5% more likely to
own their home, 39.1% more likely to own a higher valued home, 10.8% more likely to have a single-family

(Wi Mostofthe Time or AUWAYS) home, 16.7% more likely to have a dog.
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L - Chicago 18.2% or 694,278 of CHI DMA Adults 25 - 54 are are Full-Time Workers who Work from Home (Most or Always).
R Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) are 22.3% more likely to

Full-Time Workers QNG s home, 12.6% more likely to own a higher valued home, 7.2% more likely to have a single-family
i s nuEE O | home, 19.6% more likely to have a dog.
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- washington 23.6% or 703,598 of WDC DMA Adults 25 - 54 are are Full-Time Workers who Work from Home (Most or I-‘\IwaJ s).
: Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) are 19.7% more likely to

Full-Time Workers| own their home, 9.9% more likely to own a higher valued home, .8% more likely to have a single-family
(WFH MostoftheTime or AWAYS) | | home, 8.9% more likely to have a dog.
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Farernad Seatt'e 21.7% or 507,777 of SEA DMA Adults 25 - 54 are are Full-Time Workers who Work from Home (Most or Always).
e i . Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) are 22.% more likely to

l e ; AR TG ERYLIEE] | own their home, 17.6% more likely to own a higher valued home, 19.5% more likely to have a single-family
e g EEER el | home, 11.% more likely to have a dog.

<.
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|Phoenix

ull-Time Workers

4 (WFH Most of the Time or ALWAYS)

home, 34.8% more likely to have a dog.

19.6% or 427,584 of PHX DMA Adults 25 - 54 are are Full-Time Workers who Work from Home (Most or Alway
Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) are 24.7% more likely to

own their home, 2.6% more likely to own a higher valued home, 18.5% more likely to have a single-family
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USA 20.% or 26,020,956 of USA Adults 25 - 54 are Full-Time Workers who Work from Home (Most or Always).
Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) are 6.8% more likely to

\ Full-Time Workers look up D-I-Y advice online, 16.6% more likely to always vote in local elections, 37.2% more likely to belong
| (WFH Most of the Time or ALWAYS) to a gym, 27.6% more likely to fly domestic
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i Chicago

18.2% or 694,278 of CHI DMA Adults 25 - 54 are are Full-Time Workers who Work from Home (Most or Always).
Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) are 10.4% more likely to

| Full-Time Workers QIS up D-1-Y advice online, 7.7% less likely to always vote in local elections, 53.7% more likely to belong to
— |11 S EIEEVVAEE | 5 oym), 28.8% more likely to fly domestic
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@ Washington

Full-Time Workers
(WFH Most of the Time or ALWAYS)

23.6% or 703,598 of WDC DMA Adults 25 - 54 are are Full-Time Workers who Work from Home (Most or...
Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) are 15.7% more likely to
look up D-I-Y advice online, 18.6% more likely to always vote in local elections, 18.3% more likely to belong

to a gym, 22.7% more likely to fly domestic
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e Seattle

21.7% or 507,777 of SEA DMA Adults 25 - 54 are are Full-Time Workers who Work from Home (Most or...
Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) are 4.3% more likely to

1 Full-Time Workers JEEES up D-I-Y advice online, 10.7% more likely to always vote in local elections, 33.4% more likely to belong

(WFH Most of the Time or ALWAYS) to a gym, 24.3% more likely to fly domestic
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Phoe nix 19.6% or 427,584 of PHX DMA Adults 25 - 54 are are Full-Time Workers who Work from Home (Most or...
Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) are 5.8% more likely to

Full-Time Workers QRS up D-I-Y advice online, 54.6% more likely to always vote in local elections, 53.5% more likely to belong
iSRRI | to a gym, 28.5% more likely to fly domestic
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Proci de iol Elections: S e m

‘ ‘“ - us.\ ‘ - - Statewide Elections: Always | ST L%
h - ) 4. i : m :

\Top-ZO past 30-days Online Lifestyle Activites: Adults 25 - 54

Recipes/ Dotvounel Onbnehose  Meath  Rewaurant fknew/Oiet  Medicl  Mome/ JobSearch/ Womework  Appami/ TekeOnime  Camer  tdwcasion twrmk  comibey mw.u—' Religion /  Pareating/ Onkine Dating
Mesl Planning  Advic, /Video Call  information Ieformation / isformaBon  Services/ Gaden ideas Postresume (YouorYowr Sesulyidess  Classes  Oewelopment  (Research fish,  Spirtuslty FamilyAdvice  Service . w
Sugestons ke, Reviews Information [ Schools, smmﬂv Local Elections: Always
FxcaTime, pphaation, o) Local Elections: Sometimes
o ericien =35 8
» who are Full-Time Workers who Work from Home (Most or Always) W PHX uwho who Work 1 1 or Always) WPHX

u Past 12-months Domestic Airline Trips: Adults 25 - 54

10.4%
R 6157> 11.9%
19.5%
2trips THRTT 16.7%

w& Top-30 past 12-months Active Lifestyle Activites: Adults 25 - 54

7%
3trips  [EYEE) 6.2%
.o¥) 9.4%
strips ERTTRM 05%
: 14.5%
5-9trips [pFyrny 8.0%
3.0 10+ trips m 7.6% Flew Domestic past year:
I I I i Avg. # Domestic Flights: _1-
Lawn Care Gadening Byding H."I Swimming Campmg Volunteer Belongte Bowlng Rgpmg - Fahng ot - plates CQ\I’FII“ Adel Basketbal Boabeg Cangiver of Follow & Socter Football Compatitive sofdall - Ofganized  Saow Sking - Tents Hustng
(Fowersor ‘Work Health Clob or Runneg ‘l"“ Conpesing Aging Parent  Weight Loss. Video Gaming  Baseball Road Race Seowboarding
Vegetasies) cym tsucason ornesive  Progam [
Marathon,
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DMA Scarborough R1 2024: Jan23-Feb24 Qual Intab 235
All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.
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o USA

Full-Time Workers

: (WFH Most of the Time or ALWAYS)

Past 30-days QSR Users: Adults 25 - 54

oo

2times

3 times

# who are Full -Time Workers who Work from Home (Most or Always)

4 times

5 times

6-9times

10times or more

mUSA

Total nggfaﬁxfy QSR Users: Avg. Monthly QSR Meals:

91.3%

20.% or 26,020,956 of USA Adults 25 - 54 are Full-Time Workers who Work from Home (Most or Always).
Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) are 3.2% more likely to
use QSRs past mo., 10.3% more likely to use Sit-Down Restaurants past mo., 1.4% less likely to use Casinos

past yr., 57.7% less likely to smoke cigarettes

Past 30-days Sit-Down Restaurant Users: Adults 25 - 54

g Q% 1ume
2 times 16.2%
10times or more

5.0% |
= who are Full-Time Workers who Work from Home (Most or Always) = USA

Avg. Monthiy Sit-Down Restaurant Meals:

Total Monthly Sit-Down Restaurant Users:

77.3%
100,283,8

85.2%

Drank Past 30-days: Adults 25 - 54

Liquor

Any Type of Beer
Wine

Domaestic Regular Beer

Top-10 Cuisines: Adults 25 - 54

(Sit-Down Restaurants Used Past 30-days)

by.7
.6t |
Mexican P asi

2 Chinese  Coffee  indisn/ an Wings/  Bagel/
Wouse/  Tha/ Burgars/  Donut /
Caffee gar  Other sports Bar  Bakery

asian

Upscale Steakhouse
# who are Full-Time Workers who Work from Home (Most or Always) musa

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
whao are Full-Time Workers who Work from Home... 29.5%

e | 22.c%

Past 12 months Casino Activities: Adults 25 - 54

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

Upscale Restaurant

Used Past 30-days: Adults 25 - 54

Imported Beer Stage Show / Concert
Domestic Light Beer v Sports Betting
Microbrew / Craft Beer ' Spa %
Other Gambling 12919956 Casinos visited past 12 hs: Yes
m who are Full-Time Workers who Work from Home (Most or Always) mUSA m who are Full-Time Workers who Work from Home (Most or Always) mUSA
USA USA Projection Scarborough R1 2024: Jan23-Apr24 Qual Intab 3,115
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6.5%
L2 8 450 898
Marij [ Cannabis Cigarettes Vape
mwho are Full-Time Workers who Work from Home (Most or Always) mUSA

[(Employment status: Employed full-time (35 hours or more) AND Lifestyle characteristics: Work at home (most of the time or always))]



il Chicago

\ Full-Time Workers

| (WFH Most of the Time or ALWAYS)

Past 30-days QSR Users: Adults 25 - 54

C g e

o

el

2times

3 times

4 times

10.7%

5times

6-9times

24.2%

23.6%

» who are Full-Time Workers who Work from Home (Most or Always)

Total Monthly QSR Users: Avg. Monthly QSR Meals:

10 times or more

uCHI

18.2% or 694,278 of CHI DMA Adults 25 - 54 are are Full-Time Workers who Work from Home (Most or Always).
Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) are 1.6% more likely to

use QSRs past mo., 6.3% more likely to use Sit-Down Restaurants past mo., 7.9% more likely to use Casinos
past yr., 81.% less likely to smoke cigarettes.

Past 30-days Sit-Down Restaurant Users: Adults 25 - 54

[ ] 1time
2 times
3 times
4 times
5 times
6-9times

10times or more

7.4%

14.7%

—12.9%

m who are Full-Time Workers who Work from Home (Most or Always)

Total Monthly Sit-Down Restaurant Users: Avg.

83.6%

78.6%

00c 24

Drank Past 30-days: Adults 25 - 54
Uiauor
01

Domestic Light Beer '

Any Type of Beer
Wine

Imported Beer

Domestic Regular Beer v v
Microbrew / Craft Beer e 11.0% i

= who are Full-Time Workers who Work from Home (Most or Always) ucHI

CHI DMA Scarborough R1 2024: Feb23-Mar24 Qual Intab

hly 5it-Down

m CHI
Meals:

Top-10 Cuisines: Adults 25 - 54

(Sit-Down R

iﬂﬂfs Used Past 30-days)

Mexican  Chiness Pz caftse  Wings/  Bagd/  halan  idian/ Upscale Steskhouse
Wouse/ surgers/ Dena/ hai /
Coffes ar Sports Bar  Bakery Other
asian
s who who Work fr Always) mcH

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who are Full-Time Workers who Work from Home... (250,00 NI 36.1%

i 953.55) 25.3%

Past 12 months Casino Activities: Adults 25 - 54

Slot Machines

Bar / Nightclub

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

Stage Show / Concert

Sports Betting

Other Gambling

Spa

» who are Full-Time Workers who Work from Home (Most or Always)

395
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366,143 9.

4.8%

by
T
1 6 4,

0%
5 1.8%
25
r 5.0%
1.9%

6%

Casinos visited past 12
mCHI

hs: Yes

Used Past 30-days: Adults 25 - 54

who sre Full- X

who Work from [

or Always) mcHI

[(Employment status: Employed full-time (35 hours or more) AND Lifestyle characteristics: Work at home (most of the time or always))]



= Washington

Full-Time Workers
s (WFH Most of the Time or ALWAYS!

past yr., 48.5% less likely to smoke cigarettes.

23.6% or 703,598 of WDC DMA Adults 25 - 54 are are Full-Time Workers who Work from Home (Most or Always).
Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) are 4.4% more likely to
use QSRs past mo., 5.9% more likely to use Sit-Down Restaurants past mo., 10.% more likely to use Casinos

Past 30-days QSR Users: Adults 25 - 54

2 times

1
= who are Full-Time Workers who Work from Home (Most or Always) mwoC

Avg. Monthly QSR Meals:
95.7% 91.7%

e 2,730,537 - -

4 times

5times

6-9times

10times or more

Total Monthly QSR Users:

Past 30-days Sit-Down Restaurant Users: Adults 25 - 54
€ »

1time 12.6%

2 times

3times

4 times 9.2%

5 times 8.1%

6-9times 4%

10times or more 5.9% I

= who are Full-Time Workers who Work from Home (Most or Always)

Total Monthly Sit-Down Restaurant Users: Al -Dowi
82.3% 77.6%

mWDC
urant Meals:

Drank Past 30-days: Adults 25 - 54
Lo
Wine
A Type of Beer
Domestic Light Beer - v
Microbrew / Craft Beer m 18.2% '

Domestic Regular Beer

Imported Beer

' who are Full-Time Workers who Work from Home (Most or Always)

wboc DMA Scarborough R1 2024: Feb23-Apr24

BWDC

Qual Intah

Top-10 Cuisines: Adults 25 - 54

(Sit-Down Restaurants Used Past 30-days)

Chress  Pizza  Mexican indian/  Coffee  Upscale  mafan  Bagel/  wings/ Steakhouse
™/ wewse! Donut/ Burgers/
Other  coffes Bar Bakery sports Bar
asian

Work fr or Always) nWDC

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who are Full-Time Workers who Work from uam__

woc 31.3%

Past 12 months Casino Activities: Adults 25 - 54

Slot Machines

459,500 15.4%
s gt

Table Games (Craps, Poker, etc.) m

Upscale Restaurant

Stage Show / Concert %6'5%

Sports Betting 4.0%

Spa

Other Gambling Casinos visited past 12

Used Past 30-days: Adults 25 - 54

J
02.70 3 g

Yes

® who are Full-Time Workers who Work from Home (Most or Always) =WDC
1,004
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Mari / Cannabis Cigarettes Vape

#who are Full kers who Work from {

orflvays)  mWDC

[(Employment status: Employed full-time (35 hours or more) AND Lifestyle characteristics: Work at home (most of the time or always))]

41.7%



~v=d Seattle

. |Full-Time Workers
| (WFH Most of the Time or ALWAYS)

Past 30-days QSR Users: Adults 25 - 54
10 times or more

#who are Full-Time Workers who Work from Home (Most or Always) mSEA

Total Aggrgi;ffy QSR Users: Avg. Monthly QSR Meals:

86.1%

2.017.841

L

past yr., 72.8% less likely to smoke cigarette

21.7% or 507,777 of SEA DMA Adults 25 - 54 are are Full-Time Workers who Work from Home (Most or Always).
Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) are 3.1% more likely to

use QSRs past mo., 17.7% more likely to use Sit-Down Restaurants past mo., 25.4% less likely to use Casinos

1time

2 times

3times

4 times

9.0%

5 times

6-9times

10times or more

87.5% 74.4%

— > 04

Drank Past 30-days: Adults 25 - 54
il
Ay Type o Beer
e g o
Wported Beer
Domestic Regular Beer

Microbrew / Craft Beer M - v

Dot Uittt e v

#who are Full-Time Workers who Work from Home (Most or Always) mSEA

SEA DMA Scarborough R1 2024: jan23-Jan24

Qual intab

Slot Machines  prrprs

Upscale Restaurant
Table Games (Craps, Poker, etc.)
Bar/ Nightclub
Stage Show / Concert 5976_5%
Sports Betting _959'58%
sea i
Other Gambling &I'fg%

® who are Full-Time Workers who Work from Home (Most or Always)

625
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# who are Full-Time Workers who Work from Home (Most or Always)

Past 30-days Sit-Down Restaurant Users: Adults 25 - 54
€ »

16.0%

mSEA
Total Monthly Sit-Down Restaurant Users:  Avg. Monthly Sit-Down Restaurant Meals:

Top-10 Cuisines: Adults 25 - 54

(Sit-Down Restaurants Used Past 30-days)

P Meson  Cotee  Chinese mdian/ Sagel/  maka  wings/ Upscale  Seafood
™

House | ./ Donut / Burgers /
Ccoffes Bar Other  Bakery Spors Bar
Asian
wwho are Full Wark or Always) mSEA

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who ore Full-Time Workers who Work from Home... (38,600 NN 27.5%

seA 21.0%

Past 12 months Casino Activities: Adults 25 - 54

28.6%

37.6%

Used Past 30-days: Adults 25 - 54

T
24.6% '.:ia‘\l )

Casinos visited past 12 Yes

WSEA

Mari / Cannabis Cigarettes Vape

# who are Full-Time Workers who Work from Home (Most or Always) usEA

[(Employment status: Employed full-time (35 hours or more) AND Lifestyle characteristics: Work at home (most of the time or always))]



(WFH Most of the Time or ALWAYS)

Past 30-days QSR Users: Adults 25 - 54

1time E‘-%%

2 times

3 times

4 times

5times

6-9times

10times or more

# who are Full-Time Workers who Work from Home (Most or Always)

Total Monthly QSR Users: Avg. Monthly QSR Meals:

95.9% 93.7%
=T .

- a2 2,045,308

. PHX

past yr., 20.6% less likely to smoke cigarettes

19.6% or 427,584 of PHX DMA Adults 25 - 54 are are Full-Time Workers who Work from Home (Most or Always)
Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) are 2.3% more likely to

use QSRs past mo., 10.3% more likely to use Sit-Down Restaurants past mo., 8.2% more likely to use Casinos

Past 30-days Sit-Down Restaurant Users: Adults 25 - 54
€ »

1time

2 times

12.6%

o e
E—T
o
7
—
E—
Ry

3times 16.9%

4 times 10.8%
5 times

6-9times

10times or more
= PHX
Meals:

# who are Full-Time Workers who Work from Home (Most or Always)

Total Monthly Sit-Down Restaurant Users:  Avg. Monthly Sit-

= - -

Drank Past 30-days: Adults 25 - 54

Uguor
Ay Typeof Beer
e e
Imported Beer
Domestic Regular Beer
Domestic Light Beer - v
B

18.6%
Microbrew / Craft Beer 7.8% '

® who are Full-Time Workers who Work from Home [Most or Always)

PHX DMA Scarborough R1 2024: Jan23-Feb24

W PHX

Qual intab

Top-10 Cuisines: Adults 25 - 54

(Sit-Down Restaurants Used Past 30-days)

a8
Mexean Chiness  Paza  Coffee  indian/ mikan  wings/ Steskhowse Upseale  Bagel/
Wouse/  Thm/ Burgers / oanut/

Coffes Bar  Other sports Bar Bakary
Asian
# who are Full-Time Workers who Wark from Home (Most or Always) mPHX

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who ore Full-Time Workers who Work from Home... [ES/030NIN 19.9%

18.9%

Past 12 months Casino Activities: Adults 25 - 54

Slot Machines g 34.4%

Bar/ Nightclub

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

Stage Show / Concert

Sports Betting

Spa

Other Gambling Casinos visited past 12 Yes

Used Past 30-days: Adults 25 - 54

18.4%

Mari / Cannabis

m who are Full-Time Workers who Work from Home (Most or Always) uPHX
235
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Vape

Cigarettes

 who are Full-Time Workers who Work from Home (Most or Always) ~ PHX

[(Employment status: Employed full-time (35 hours or more) AND Lifestyle characteristics: Work at home (most of the time or always))]



20.% or 26,020,956 of USA Adults 25 - 54 are Full-Time Workers who Work from Home (Most or Always).
Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) are 44.4% more likely to

have a 401K, 22.4% more likely to have an Auto Loan, 71.5% more likely to Invest/Trade Stocks Online, 13.%
(WFH Most of the Time or ALWAYS) less likely to pay with their Debit Card.

“ﬁ ﬁlnvestments Owned: Adults 25 - 54 Financial Services Has and/or Uses: Adults 25 - 54

IRA (Individual Retirement Account)

47,992,801 37.0%

Stocks or Stock Options

37,348,77228.8%

24.1%
Mutual Funds m%

529 Plan / College Savings Plan m;.s’;'m

Money Market Funds m 1;:'6%

Other (Crypto / NFTs / Metals, etc.) EJ ;;‘m

" 10.0% 10.2%
¥ 7 8.6%
10%. 4.6%

Bonds M;:l;,:% Checking Debitor ATM  Savings  CreditCard  Online Mobile Online Bill Home Autoloan Studentloan  Money  Refinanced Certificates of Personal Loan  Home
Account card Account Banking Banking Paying Mortgage Market Home  Deposit(CDs) Improvement
Second Home or Real Estate Property Ezﬁm Account  Mortgage L:B;._;ﬂ’v *:Dme
) "
w who are Full-Time Workers who Work from Home (Most or Always) mUSA m who are Full-Time Workers who Work from Home (Most or Always) mUSA
. . r— .
Professional Services Used*: Adults 25 - 54 Past 3-Months Payment Methods Used: Adults 25 - 54

Online Investing / Stock Trading 24,485, 671 18.9%

Financial Planner  paletics
17,557,362 13.5%

12.7%
Accountant
ccountant PYYSTRUON 0.6%
. . 1 8.4% .
t | Offi i 1
Insurance Agent at a Local Office (not online) sazrisiz B .

10.4% 1
Real Estate Agent 11.7%12.7%
" 6.3% 5.09% 4.6% 4.3%
Estate Plinning Ez.gé:% e s s TP ' N e OO L O .
o " K *Past 12 Menth: visa PayPal Debit Card Venmo 2elle MasterCard  Cash Aj Apple Pa Google Pay  Store Credit  American Discover Facebook uare Cash Samsung P:
Divorce/ Family Attorney !n:_;’: i enths) e v PRAE SERRRREY Card Express ' Messenger S b
® who are Full-Time Workers who Work from Home (Most or Always) mUSA w who are Full-Time Workers who Work from Home (Most or Always) mUSA
USA USA Projection Scarborough R1 2024: lan23-Apr24 Qual Intab 3,115
All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved. USA Projection Searborough R1 2024: Jan23-Apr24 Qual Intab 23,333

[(Employment status: Employed full-time (35 hours or more) AND Lifestyle characteristics: Work at home (most of the time or always))]



18.2% or 694,278 of CHI DMA Adults 25 - 54 are are Full-Time Workers who Work from Home (Most or Always).
Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) are 56.7% more likely to

Full-Time Workers have a 401K, 4.2% more likely to have an Auto Loan, 79.1% more likely to Invest/Trade Stocks Online, 6.2%
| (WFH Most of the Time or ALWAYS) less likely to pay with their Debit Card.

.. . Chicago

mﬁﬁlnvestments Oned: Adults 25 - 54 Financial Services Has and/or Uses: Adults 25 - 54
IRA (Individual Retirement Account)
Stocks or Stack Optians
Mutual Funds m‘m“”"
Bonds i

Other (Crypto / NFTs / Metals, etc.) T 13_26'::6 v s -
e 10.4% 9.7%

17.0% = = = 3 —
Money Market Funds m% Checking Debitor ATM  Savings  CreditCard  Mobile online  Online Bill Home  Autoloan Studentloan Money Certificates of Refinanced Personal Loan  Home

Account card Account Banking Banking Paying  Mortgage Market  Deposit(CDs)  Home Improvement
Second Home or Real Estate Property E?B:S% Account Mortgage Loan o Home
4% Equity Loan
= who are Full-Time Workers who Work from Home (Most or Always) m CHI = who are Full-Time Workers who Work from Home (Most or Always) m CHI

[—\

Professional Services Used*: Adults 25 - 54 Py Past 3-Months Payment Methods Used: Adults 25 - 54

1,081,886
et

15.2%

Financial Planner

474,173 12.4%

" " 10.7%
Insurance Agent ata Local Office (not online) - prskgrpen s . .
6 9.1%
Real Estate Agent 284,078 Er

10.6% 15 90
6.1%
i 46% S0%  27% 2.5%
Estate Planning
3.1% . [ ..., [

5 *Past 12 Months, visa Paypal Debit Card  MasterCard ~ Venmo Zelle Cash le Pay Store Credit Google Pa Discover American  Facebook juare Cash Samsung P:
Divorce / Family Attorney E 221::6 ( ) " APp Apple Pay Card 00ge Pay Express Messenger s g Pay

® who are Full-Time Workers who Work from Home (Most or Always) m CHI = who are Full-Time Workers who Work from Home (Most or Always) m CHI

CHI DMA Scarborough R1 2024: Feb23-Mar24 Qual Intab 395
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Washington

Full-Time Workers
¢ (WFH Mostofthe Time or ALWAYS)

mﬁﬁlnvestments Owned: Adults 25 - 54

401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

529 Plan / College Savings Plan
Money Market Funds

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

Second Home or Real Estate Property

1, 795 587 60.3%

968, 2.5%
5 30.6%
622,494 20.9%
22.3%
GIRGN 17.6%
24.0%
16.8%

14.2%
ESSWEL 11.8%

16.1%
2 11.2%
11.6%
3%

= who are Full-Time Workers who Work from Home (Most or Always)

23.6% or 703,598 of WDC DMA Adults 25 - 54 are are Full-Time Workers who Work from Home (Most or...
Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) are 32.3% more likely to

have a 401K, 18.2% more likely to have an Auto Loan, 34.7% more likely to Invest/Trade Stocks Online, 10.3%
less likely to pay with their Debit Card.

mWDC

M Financial Services Has and/or Uses: Adults 25 - 54

5.4%
11.5%
9.5%
Hn
hh e

Savings Credit Card Online Mobile Online Bill Auto Loan

Checking  Debit or ATM Home Money  Studentloan Refinanced Certificates of Personal Loan  Home
Account card Account Banking Banking Paying Mortgage Market Home  Depasit(CDs) Improvement
Account Mortgage Loan o Home
Equity Loan
m who are Full-Time Workers who Work from Home (Most or Always) mWDC

Professional Services Used*- Adults 25 - 54

Tax Preparation Service

Online Investing / Stock Trading

Financial Planner

Accountant

Real Estate Agent

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

Divorce / Family Attorney

698,913

m
9.9%
A o o
4 6.4%
pEARON 5.7%

5.0%
2.8%

.8% (*Past 12 Months)

11%

= who are Full-Time Workers who Work from Home (Most or Always)

wDC DMA Scarborough R1 2024: Feb23-Apr24
All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

mWDC

Qual Intab 1,004

fy'Past 3-Months Payment Methods Used: Adults 25 - 54

10.4% 10.6% 8.4
57!6 5.9% 5.6%

Facebook squalecash Samsung Pay
Messenger

GooglePay  American  Store Credit  Discover

Express Card
m who are Full-Time Workers who Work from Home (Most or Always) = WDC

DebitCard MasterCard  Apple Pay  Cash App

Paypal

visa Venmo

[(Employment status: Employed full-time (35 hours or more) AND Lifestyle characteristics: Work at home (most of the time or always))]




=4 Seattle

iFuII-Time Workers

| (WFH Most of the Time or ALWAYS)

21.7% or 507,777 of SEA DMA Adults 25 - 54 are are Full-Time Workers who Work from Home (Most or...
Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) are 47.5% more likely to

have a 401K, 15.9% more likely to have an Auto Loan, 83.4% more likely to Invest/Trade Stocks Online, 21.9%
less likely to pay with their Debit Card.

mﬁﬁlnvestments Owned Adults 25 - 54
401K Plan

IRA (Individual Retirement Account)

Stocks or Stock Options

29.4%
18.0%

Mutual Funds

18.1%

B
20.0%
. 11.4%
14.2%
10.0%

17.7%
10.0%

9.6%
7%
= who are Full-Time Workers who Work from Home (Most or Always)

Money Market Funds

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

Second Home or Real Estate Property

mSEA

Financial Services Has and/or Uses: Adults 25 - 54

2% 13.1%
9.8%
s e s o s
13.7%)
Checking Debitor ATM  Savings Credit Card Online Mobile Online Bill Home Auto Loan Money  Studentloan Refinanced Certificates of Personal Loan  Home

Account card Account Banking Banking Paying Mortgage Market Home  Depasit(CDs) Improvement
Account Mortgage Loan o Home

Equity Loan

= who are Full-Time Workers who Work from Home (Most or Always) m SEA

Professional Services Used*- Adults 25 - 54

Online Investing / Stock Trading 22.6%
2.6%

528,087

325,190 13.9%

Tax Preparation Service

Financial Planner

10.0%
7.4%

5 10.0%
pEYES 5.9%
5.9%
4.1%
3.0%

B oo
2 1.7%
0.9%

= who are Full-Time Workers who Work from Home (Most or Always)
MA Scarborough R1 2024: Jan23-lan24

Accountant

Real Estate Agent

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

Divorce / Family Attorney

Qual Intab

(*Past12 Months)

mSEA

625

fy'Past 3-Months Payment Methods Used: Adults 25 - 54

10.7% g 3%

hﬂ e e

Zelle Google Pay  American

visa Paypal Venmo Debit Card MasterCard  Apple Pay  Cash App Store Credit  Facebook Discover  Square Cash Samsung Pay
Express Card Messenger
= who are Full-Time Workers who Work from Home (Most or Always) m SEA

All Graphs ond HBIAI Data' Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

[(Employment status: Employed full-time (35 hours or more) AND Lifestyle characteristics: Work at home (most of the time or always))]




| 19.6%

== Phoenix

2 FulI -Time Workers

L ~
i -l (WFH Most of the Time or ALWAYS)

or 427,584 of PHX DMA Adults 25 - 54 are are Full-Time Workers who Work from Home (Most or...

Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) are 45.% more likely to
have a 401K, 39.4% more likely to have an Auto Loan, 92.3% more likely to Invest/Trade Stocks Online, 19.4%
less likely to pay with their Debit Card.

mﬁﬁlnvestments Owned: Adults 25 - 54
26.0%
(255 e

401K Plan
IRA (Individual Retirement Account)
Stocks or Stock Options

Other (Crypto / NFTs / Metals, etc.)

15.3%
Mutual Funds mm‘
529 Plan / College Savings Plan ] 84;2'”6
Second Home or Real Estate Property e 17.7%

Money Market Funds mﬂ:l'm

Bonds h A%

m who are Full-Time Workers who Work from Home (Most or Always)

m PHX

Adults 25 - 54

Financial Services Has and/or Uses:

0% s 7.1%

hhhmh

Debitor ATM  Checking Savings Credit Card Online Mabile Online gill Home Auto Loan  Studentloan Refinanced Certificates of Personal Loan ~ Home
card Account Account Banking Banking Paying Mortgage Market Home  Deposit(CDs) Improvement
Account  Mortgage Loan or Home
Equity Loan
= who are Full-Time Workers who Work from Home (Most or Always) mPHX

Professional Services Used*: Adults 25 - 54

320,651 14.7%

265,243 12.1%

- o
7.

6%

11.8%)
7.6%
—
0.2%
1.2%

= who are Full-Time Workers who Work from Home (Most or Always) mPHX

PHX MA Scarborough R1 2024: Jan23-Feb24 Qual Intab 235
All Graphs and HB!AlDaw Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Tax Preparation Service

Online Investing / Stock Trading

Financial Planner

Real Estate Agent

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

*
Divorce / Family Attorney (*Past12 Months)

y'E'Past 3-Months Payment Methods Used: Adults 25 - 54

3.89% 46% 3.9% 339
Paypal Debit Card Venmo Zelle MasterCard  CashApp  Apple Pay  Google Pay Slnre Credt American Discover Facebook  Square Cash Samsung Pay
Express Messenger
m who are Full-Time Workers who Work from Home (Most or Alwnys] m PHX

[(Employment status: Employed full-time (35 hours or more) AND Lifestyle characteristics: Work at home (most of the time or always))]




| Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) spend an average of 3 days, 3 hours,

. 18 minutes and 28 seconds each week with All Forms of Media.
Full-Time Workers 83.4% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) spend an avg. of 7 hours and 27 minutes
(WFH Most of the Time or ALWAYS) | each week listening to All Local AM/FM Radlio, representing 8.3% of total time spent with all forms of Media.

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

usage 51.5%
Usa

wheo are Full-Time Workers
who Work from Home
[Most or Always)

® who are Full-Time Workers who Work from Home (Most or Always) m USA

USA  USA Projection  Scarborough R12024:Jan23-Apr24  Qual Intab 3,115 USA Projection  Scarborough R12024: Jan23-Apr24 ~ Qual Intab 23,333 Hubbar Share of Everything
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[(Employment status: Employed full-time (35 hours or more) AND Lifestyle characteristics: Work at home (most of the time or always))]



Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) spend an average of 2 days, 21

| X hours, 26 minutes and 25 seconds each week with All Forms of Media.

. Full-Time Workers 88.1% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) spend an avg. of 7 hours and 48 minutes
(WFH Most of the Time or ALWAYS) each week listening to All Local AM/FM Radio, representing 9.9% of totaltime spent with all forms of Media.

Weekly

Reach

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

4
usage 48.6%
who are Full-Time Workers CHI

who Work from Home
(Most or Always)

% of Total
Weekly H:M:

s & & ¥ o S S & &
& (ﬁ"”\ & y‘? ,{@\VQ & \(\éf & q@f & &
LA & &

» who are Full-Time Workers who Work from Home (Most or Always) m CHI
CHI DMA  Scarborough R12024:Feb23-Mar2d  QualIntab 395 CHICAGD ~ DMA  Scarborough R12024:Feb23-Mar24  Qualintab 3,488 HUbbG I'd Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved. for Anything .
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Wa shington Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) spend an average of 2 days, 19

. hours, 49 minutes and 31 seconds each week with All Forms of Media.
Full-Time Workers 81.9% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) spend an avg. of 6 hours and 17 minutes
each week listening to All Local AM/FM Radio, representing 7.6% of total time spent with all forms of Media.

95.8%

¢ (WFH Most of the Time or ALWAYS)

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

usage 48.8%

who are Full-Time Workers WDC
% of Total who Work from Home
Weekly H:M: (Most or Always)
Avg. Weekly
Hours:M,

@
'
:

&
0‘\
@J’
& éa t‘\é"
& &
& & &
& & & o & Q &
5 o Fi TS
«

m who are Full-Time Workers who Work from Home (Most or Always) BWDC

WDC  DMA  Scarborough R12024: Feb23-Apr24  Qual Intob 1,004 WASHINGTON, DC~ DMA  Scarborough R12024: Feb23-Apr24  Qual Intab 5,411 HUber Share of Everything
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Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) spend an average of 3 days, 0 hours,
4 minutes and 24 seconds each week with All Forms of Media.

72.% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) spend an avg. of 6 hours and 24 minutes each
week listening to All Local AM/FM Radio, representing 6.4% of total time spent with all forms of Media.

Full-Time Workers
| (WFH Most of the Time or ALWAYS)

Weekly

Reach

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

: ; £2:10:
2. 4 i % Goncurty
68.7% usage 56.4%
SEA
% of Total
Weekly H:M: 58.

who are Full-Time Workers
who Work from Home
(Most or Always)

Avg. Weekly
Hours:Minutes: 6:23 5

r & & & ¢ & SO L& ¢ &S o &S &
. & & 5 & & & &8 G A
& RO L & 3 F & & & R
o S A S ¥ & & o &S SIS A
& & & > <& & S F S & & @“‘g & o
& & & & & F & @& & & G
d‘-& 0‘5 & & é}.’oé « & S 3 & q&((\ ‘xi’p & .{:f
& ¥ i & o @
® who are Full-Time Workers who Work from Home (Most or Always) H SEA
SEA  DMA  Scarborough R12024:Jan23-Jan24  Qual intab 625 SEATTLE-TACOMA DMA Scarborough R1 2024: Jan23-Jan24 Qual Intab 3,951 Hubbq rd Share of Everything
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[(Employment status: Employed full-time (35 hours or more) AND Lifestyle characteristics: Work at home (most of the time or always))]




Phoe n ix Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) spend an average of 2 days, 22
’| . hours, 47 minutes and 7 seconds each week with All Forms of Media.
' Full-Time Workers

85.9% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) spend an avg. of 7 hours and 59 minutes
2 or ALWAYS) each week listening to All Local AM/FM Radio, representing 9.7% of total time spent with all forms of Media.

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

% of Total
Weekly H:M:

Full-Time Workers
ork from Home
pst or Always)

= who are Full-Time Workers who Work from Home (Most or Always)

B PHX

i Intab 265 H b Share of Everything
Quetlnt & @ r for Anything _
BROADCASTING =

[(Employment status: Employed full-time (35 hours or more) AND Lifestyle characteristics: Work at home (most of the time or always))]
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Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) spend an average of 2 days, 6 hours,
| . 4 minutes and 49 seconds each week with All Forms of Ad-Supported Media.
\ i Full-Time Workers 79.7% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) spend an avg. of 6 hours and 44 minutes

| (WFH Most of the Time or ALWAYS) each week listening to Local Ad-Supported AM/FM Radio, representing 9.9% of total time spent with all forms of Ad-Supported Media

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

e 57.2%

who are Full-Time Workers UsA
who Work from Home
(Most or Always)

% of Total
Weekly H:M:

Avg. Weekly
Hours:Minutes:
&
&
¥ who are Full-Time Workers who Work from Home (Most or Always) W USA
USA  USAProjection _ Scarborough R12024:Jan23-Apr24 ~ QualIntab 3,115 USA Projection  Scarborough R12024: Jan23-Apr24  Qual Intab 23,333 Hubbqrd SHareiat Sranykn
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. e An rights reserved. i SR B L NG or Anything

[(Employment status: Employed full-time (35 hours or more) AND Lifestyle characteristics: Work at home (most of the time or always))]



i ‘ | Chica go Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) spend an average of 2 days, 1 hours,
. G 15 minutes and 15 seconds each week with All Forms of Ad-Supported Media.
| Full-Time Workers 83.5% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) spend an avg. of 6 hours and 55 minutes
| {wFH Most of the Time or ALWAYS) each week listening to Local Ad-Supported AM/FM Radio, representing 11.7% of total time spent with all forms of Ad-Supported Medi

o5

Avg. H:M:S5/week with All Forms of Ad-
Supported Media: Adults 18 or older

concurre
usoge 54.2%
who are Full-Time Workers CHI

who Work from Home
(Most or Always)

% of Total
Weekly H:M:

= who are Full-Time Workers who Work from Home (Most or Always) m CHI

CHI  DMA  Scarborough R12024: Feb23-Mar24  QualIntab 395 CHICAGO ~ DMA  Scarborough R12024: Feb23-Mar24 ~ QualIntab 3,488 Hubbar Share of Everything
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wa shington Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) spend an average of 2 days, 1 hours,
31 minutes and 30 seconds each week with All Forms of Ad-Supported Media.

77.3% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) spend an avg. of 5 hours and 26 minutes

each week listening to Local Ad-Supported AM/FM Radio, representing 8.5% of total time spent with all forms of Ad-Supported Media

95.8%

Full-Time Workers

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

ER 04
concurre
ms-_ 57.1%
woc

who are Full-Time Workers
who Work from Home
(Most or Always)

Weekly
Reach %,

% of Total
Weekly H:M:

Avg. Weekly
Hours:Minutes:

® who are Full-Time Workers who Work from Home (Most or Always) = WDC

WDC  DMA  Scarborough R12024: Feb23-Apr24  QualIntab 1,004 WASHINGTON, DC ~ DMA  Scarborough R12024: Feb23-Apr2d  QualIntab 5,411 Hubbard Share of Everything
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~;ﬂ3 Sea ttle Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) spend an average of 2 days, 0 hours,

: 24 minutes and 46 seconds each week with All Forms of Ad-Supported Media.
Full-Time Workers 69.8% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) spend an avg. of 5 hours and 42 minutes
| (WFH Most of the Time or ALWAYS) each week listening to Local Ad-Supported AM/FM Radio, representing 8.2% of total time spent with all forms of Ad-Supported Media

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

T1TUaT 10
concurr
usage 64.8%

who are Full-Time Workers SEA
‘who Work from Home
% of Total (Most or Always)
Weekly H:M:
EUI 50.0%
Avg. Weekly
Hours:Minutes:
&
&
® who are Full-Time Workers who Work from Home (Most or Always) m SEA
SEA  DMA  Scarborough R12024:Jan23-Jan24  Qual Intab 625 SEATTLE-TACOMA ~ DMA  Scarborough R12024:Jan23-Jan24 ~ Qual Intab 3,951 Hubbqrd Share of Everything
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[(Employment status: Employed full-time (35 hours or more) AND Lifestyle characteristics: Work at home (most of the time or always))]



Phoe n iX Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) spend an average of 2 days, 3 hours,

. 35 minutes and 4 seconds each week with All Forms of Ad-Supported Media.
Full-Time Workers 83.% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) spend an avg. of 7 hours and 49 minutes each

(WFH Most of the Time or ALWAYS) week listening to Local Ad-Supported AM/FM Radio, representing 12.6% of total time spent with all forms of Ad-Supported Media

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

concurr
usage 55.9%

who are Full-Time Workers PHX

‘who Work from Home
% of Total (Most or Always)
Weekly H:M:
Avg. Weekly
Hours:Minutes:
&
&
®m who are Full-Time Workers who Work from Home (Most or Always) W PHX
PHX MA  Scarborough R12024:Jan23-Feb24  Qual Intab 235 PHOENIX ~ DMA  Scarborough R12024:Jan23-Feb24  Qual Intab 2,265 HUbeI’d Share of Everything
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[(Employment status: Employed full-time (35 hours or more) AND Lifestyle characteristics: Work at home (most of the time or always))]



USA

Top-13 All Forms of Media (Persons & % Reach): Adults 25 - 54

(averoge week)
Grocery Stores
search (Google, Bing, etc.)
Billboards & Signs (Weekly Drivers)

Local AM/FM Radio

Kine /Financial/Real (Websites/Apps)

2/ pps)
Email/Text IM/Zoom,ete. (Personal & Work)
News/Weather /Sports (Websites/Apps)
Facebook

Games/Fantasy/Betting Sites

Instagram

Gas Stations/Convenience Stores

Full-Time Workers

(WFHM 2 or ALWAYS)

Toral Persons:

09,693 439 24 50

g £ 8 2

Avg. Hours+Minutes/day with All
Forms of Media: Adults 25 - 54

8

Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) spend an average
of 7 hours and 43 minutes each day with All Forms of Ad-Supported Media. 79.7% listen to Local
AM/FM Radio for an avg. of 57.8 minutes/day. (Local Radio delivers 9.9% of Time with Ad-Supported Media.)

ﬁ%ﬂr

4

(Average Doy)

Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 - 54

Local AM/FM
Radio
64.0

Search
(Google, Bing,
etc.)
385

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

Billboards &
Signs (Weekly

Games/
Fantasy/

Instagram

Local AM/FM Radio
67.8

Billboards & Signs

Email/Text/
IM/Zoom,etc.

Search
(Google,

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

News/
Weather/
Instagram Sports...
275
Grocery

= Stores
Games/

Grocery Stores

s %al S who are Full-Time Workers usa Facebook Drivers) Betting Sites (Weekly Drivers) YouTube Video Fantasy/
YouTube Video M 629 44 2% M};‘:;tfmﬂ:;m - 54.9 50.5 28.5 57.5 27.3 Betting Sites Ban...
Shopping (ind. Foed/Auctions/Travel, etc.) 4.7%
= who are Full Time Workers who Work from Home (Most or Always) mUSA ® who are Full-Time Workers who Work from Home (Most or Always) HUSA
Top-13 All Forms of Ad-Supported Media (Persons & % Reach): Adults 25 - 54 Top-13 All Forms of Ad-Supported Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 - 54
{average week) T St % Time Spent [Averoge Day)

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

AWeath bsites /)

fsports (!
Local AM/FM Radio
Facebook
Email/Text/IM/Zoom, etc. (Personal & Work)
Gas Stations/Convenience Stores

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

Non-Premium Cable TV Networks

Instagram

YouTube Video

USA

® who are Full-Time Workers who Work from Home (Most or Always)
USA Projection
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, inc. LLC. All rights reserved.
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Forms of Ad-Supported Media:
Adults 25-54

»

A

b !:m;
or. s

2.coc ]
muUsA

Qual Intab 3,115

Non-Premium
Cable TV
Networks
65.1

Local AM/FM
Radio
57.8

Billboards &

Signs (Weekly
Drivers)
50.5

Search

(Google, Bing,
etc.)
38.5

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

Local TV
Stations
52.9

Sports...

Email/Text/IM/
Zoom,etc.
(Personal &
Work)
46.6

YouT...
Video
236

Instagr...
26.4

Groc...
Stores

News/
Weather/

| Ge

Non-Premium
Cable TV
Networks

64.0

Local AM/FM
Radio
63.3

Email/Text/

Facebook
411

Local TV Stations
59.7 Search
(Google,
Bing, etc.)
287

Billboards &
Signs (Weekly
Drivers)
57.5

YouTube
Video
271

News/ Groc...
Weat... Stores

Sport... Gas...

USA Projection

= who are Full-Time Workers who Work from Home (Most or Always)

Scarborough R1 2024: lan23-Apr2d

Qual Intab
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[(Employment status: Employed full-time (35 hours or more) AND Lifestyle characteristics: Work at home (most of the time or always))]
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Top- 13 AII Forms of Media (Persons & % Reach): Adults 25-54

Groeelv Stores.

Local AM/FM Radio

Search [Google, Bing, etc.)

Billboards & Signs (Weekly Drivers)
News/Weather /Sports (Websites /Apps)

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

ial/Real (Websites /Apps)

g/Fi Estate pps)
Facebook

Local TV Stations
Games/Fantasy/Betting Sites

Instagram
Non-Premium Cable TV Networks

Gas Stations/Convenience Stores

wi Chicago

‘ Full-Time Workers
| (WFH Most of the Time or ALWAYS)

Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) spend an average
of 7 hours and 2 minutes each day with All Forms of Ad-Supported Media. 83.5% listen to Local
AM/FM Radio for an avg. of 59.4 minutes/day. (Local Radio delivers 11.7% of Time with Ad-Supported M

Totol Persons.

T TR Hours inutesdoy with
B R T |0/ of Medla: Adulta 25-54
m—!m .
S — it
nhonreiullhmew«kers

PR — who Wor from ome

(Most or Always)
ARTTRTY —

®who are Full-Time Workers who Work from Home (Most or Always)

m
m
m

WCHI

Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 - 54

Local AM/FM
Radio
66.9

Non-Premium
Cable TV
Networks

54.1

Billboards &
Signs (Weekly
Drivers)
42.3

Instagram
Search (Google, 25.6

Bing, etc.)

Local TV
Stations
46.9

Non-Premium
Cable TV
Networks

56.1

Local AM/FM
Radio
69.2

Local TV Stations
60.7

Facebook
50.5

Email/Text/
M/
Zoom,etc.
(Personal &
Work)
377

Billboards &
Signs (Weekly
Drivers)
494

Games/

Fantas

Instagram Betting Sites
32.4

News/ Gr...

Weat... St..

Search Sport... 10.4

(Google, Bing,
etc.) 3 G

= who are Full-Time Workers who Work from

Home (Most or Always)

ECHI

edia.)

Top-13 All Forms of Ad-Supported Media (Persons & % Reach): Adults 25 - 54

(average week)
Grocery Stores

Search (Google, Bing, ete.)

Local AM/FM Radio

Billboards & Signs (Weekly Drivers)
News/Weather /Sports (Websites/Apps)
Facebook

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

Non-Premium Cable TV Networks

Gas Stations/Convenience Stores
Shopping (ind. Food/Auctions/Travel,etc.)
Instagram

Restaurants & Bars

CHI

DMA

Total Persons % Time 35

B e o
R — A U
| —— 1/
_!BIl
5 Je73ad

Forrns of Ad-Supported Media:
_ Adults 25 -54

Concurre 9
usage - 4
CHI

who are Full-Time Workers
who Work from Home
(Most or Always)

m
-m

®who are Full-Time Workers who Work from Home (Most or Always)
Scarborough R1 2024: Feb23-Mar24 Qual Intab 395
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[averoge Day)

Tap-13 All Forms of Ad-Supported Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 - 54

Local AM/EM
Radio
59.4

Non-Premium
Cable TV
Networks

Billboards &
Signs (Weekly
Drivers)

IM/Zoom,etc.
o 423

(Personal &
Work)
49.2

Search (Google,
Bing, etc.)
388

Insta...
19.9
Shopping (incl.
Food/Auctions/ Groc...
. Stores
Gas...

Local TV

Non-Premium
Cable TV
Networks
53.8

Local AM/FM
Radio
64.7

Local TV Stations
58.2

Email/Text/
M/
Zoom,etc.
(Personal &
Work)
33.8

Billboards & Signs
(Weekly Drivers)
49.4

Search
(Google,
Bing, etc.)
287

Res...
&
Bars
15.7

Instagr...
235
Shopping
(incl. Food/
Auctions/
Travel,etc.)

News/ Groc...

Weat... Stores

Sport...

Gas...

= who are Full-Time Workers who Work from Home (Most or Always)

soefa.ai

[(Employment status: Employed full-time (35 hours or more) AND Lifestyle characteristics: Work at home (most of the time or always))]
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Washington

Full-Time Workers
(WFH Most of the Time or ALWAYS

Top-13 All Forms of Media (Persons & % Reach): Adults 25 - 54

(average week)
Grocery Stores

search (Google, Bing, etc.)

I Websites/Anos)

ig/Financial/ pps)
Billboards & Signs [Weekly Drivers)
News/Weather /Sports (Websites/Apps)
Email/Text/IM/Zoomyetc. (Personal & Work)
Local AM/FM Radio

Facebook

Instagram

Games/Fantasy/Betting Sites

Gas Stations/Convenience Stores

YouTube Video

Shopping (indl. Food/Auctions/T ravel, etc.)

Total Persons:

Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) spend an average
of 7 hours and 4 minutes each day with All Forms of Ad-Supported Media. 77.3% listen to Local
AM/FM Radio for an avg. of 46.7 minutes/day. (Local Radio delivers 8.5% of Time with Ad-Supported Media.)

Top-13 flll Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 - 54

e —

Forms of Media: Adults 25 - 54

9:19
48.8%

M!o are Full-Time Workers
who Work from Home
(Most or Always)

i N —

Local AM/FM
Radio
54.0

Email/Text/IM/
Zoom,etc.
(Personal &
Work)
52.0

Shopping
(incl. Food/
Auctions/
Travel,etc.)
324

Search (Google,
Bing, etc.)
Billboards & 39.6
Signs (Weekly
Drivers)
50.4

Instagram
29.9

Games/
Fantasy/
Betting Sites
282

Facebook
41.7

Facebook
43.0
Local AM/FM Radio
64.7

Instagram
29.8

Billboards & Signs
(Weekly Drivers)
53.9

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

Games/
Fantasy/
Betting Sites

Email/Text/IM/
Zoom,etc.
(Personal &
Work)
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® who are Full-Time Workers who Work from Home (Most or Always)

W SEA

Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) spend an average
of 6 hours and 54 minutes each day with All Forms of Ad-Supported Media. 69.8% listen to Local
AM/FM Radio for an avg. of 48.9 minutes/day. (Local Radio delivers 8.2% of Time with Ad-Supported Med:a)
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Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always) spend an average
of 7 hours and 22 minutes each day with All Forms of Ad-Supported Media. 83.% listen to Local

AM/FM Radio for an avg. of 67.1 minutes/day. (Local Radio delivers 12.6% of Time with Ad-Supported Med.'a)

Top-13 AII Forms of Media (Persons & % Reach} Adults 25 - 54
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|USA

20,737,227 or 79.7% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or
Always) listen to Ad-Supported Local AM/FM Radio for an average of 57.8 minutes every day
3 oW Most ofthe Time or ALWAYS) representing 37.5% of all time spent daily with Ad-Supported Audio.
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® who are Full-Time Workers who Work from Home (Most or Always)
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579,669 or 83.5% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or
Always) listen to Ad-Supported Local AM/FM Radio for an average of 59.4 minutes every day
representing 38.6% of all time spent daily with Ad-Supported Audio.

Avg. Day All Audio (% Time Spent & Avg. Minutes/day Spent): Adults 25 - 54
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Washington

Full-Time Workers
« (WFH Most ofthe Time or ALWAYS)

[ 544,171 or 77.3% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or
Always) listen to Ad-Supported Local AM/FM Radio for an average of 46.7 minutes every day
representing 34.2% of all time spent daily with Ad-Supported Audio.

Avg. Week All Audio (Persons & % Reach): Adults 25 - 54

Avg. Day All Audio (% Time Spent & Avg. Mmutes/day Spent): Adults 25 - 54
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354,679 or 69.8% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or
Always) listen to Ad-Supported Local AM/FM Radio for an average of 48.9 minutes every day
representing 33.2% of all time spent daily with Ad-Supported Audio.

Avg. Day All Audio (% Time Spent & Avg. Minutes/day Spent): Adults 25 - 54
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Phoenix

1 Full-Time Workers
§ (WFH Most of the Time or ALWAYS)

Avg. Week All Audio (Persons & % Reach): Adults 25-54
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354,851 or 83.% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or
Always) listen to Ad-Supported Local AM/FM Radio for an average of 67.1 minutes every day
representing 42.9% of all time spent daily with Ad-Supported Audio.

Avg. Day All Audio (% Time Spent & Avg. Mmutes/day Spent): Adults 25 - 54

Time spent:

Local AM/FM Radio | Podecasts

YouTube
Music
16.7

SiriusXM
13.7

Apple
Music
14.8

Owned

Music

Local AM/FM Radio
69.1

Spotify
23.5

Owned
Music SiriusXM
11.1 9.8
Apple

Pandora Music
10.3 9.6

YouTube
Music
20.1

Ama... ™
Music  Music
8.0 Chan...

Au...

Others iHeL.

m who are Full-Time Workers who Work from Home (Most or Always)

m PHX

Avg. Week Ad-Supported Audio (Persons & % Reach): Adults 25 - 54

Local AM/FM Radio

i

ST S—TT
YouTube Music m m-
Pandora mm}l
TV Music Channels mm.
All Others m m Avg. Hours+Minutes/day with Ad-
S R m m Supported Audio: Adults 25 - 54
iHeartRadie m F"W’
siriusxv  GRAREESS I12.9% m
Audiobooks _ 8_832 -
Owned Music _ 8332 M&:ﬁ:?ﬁﬂ:ﬂf’ o
Apple Music _ 8832 (Most or Abwoys)
= who are Full-Time Workers who Work from Home (Most or Always) m PHX
PHX DMA Scarborough R1 2024: Jan23-Feb24 Qual Intab 235

All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

{lvg. Day Ad-Supported Audio (% Time Spent & Avg. Minutes/day Spent): Adults 25 - 54

*
S %8 3 - 5 N T |

= o o N oL i
B3N SSRGS -3 oS SIS S5 S B 2 S 2

Podcasts
34.1

Local AM/FM Radio
67.1

Pandora

6.2

TV Music
Channels

YouTube

Music
18.0

SiriusXm

4.7

Al i...
Oth... {1..]

Local AM/FM Radio
67.1

Podcasts
25.9

Spotify

15:3 12.4

Pand...

YouTube Music
21.4

v
Music All
Chanis Others
7.7 7.3

Amazon
Music

Siriu...

= who are Full-Time Workers who Work from Home (Most or Always)

[(Employment status: Employed full-time (35 hours or more) AND Lifestyle characteristics: Work at home (most of the time or always))]

m PHX

soefa.ai

* Share of Everything
for Anything _




| USA 20,737,227 or 79.7% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or
Always) listen to Ad-Supported Local AM/FM Radio for an average of 57.8 minutes every day
"] (wrHMost of the Time or ALWAYS) representing 37.5% of all time spent daily with Ad-Supported Audio.

Weekly 79.7% 81.3% Avg. Hours+Minutes/day with Ad-Supported
Reach % Audio: Adults 25 - 54
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: ) il Chicago 579,669 or 83.5% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or

| Full-Time Workers Always) listen to Ad-Supported Local AM/FM Radio for an average of 59.4 minutes every day
| (WFH Most of the Time or ALWAYS) representing 38.6% of all time spent daily with Ad-Supported Audio.
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Reach % 86.1%
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270
Persons

"Share of Ad-Supported Audio" ==
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% Washington

Full-Time Workers

v (WFH Most of the Time or ALWAYS)

Weekly
Reach% 77.3% 77.7%

38.9%

544,171 or 77.3% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or
Always) listen to Ad-Supported Local AM/FM Radio for an average of 46.7 minutes every day
representing 34.2% of all time spent daily with Ad-Supported Audio.

"Share of Ad-Supported Audio”

Avg. Hours+Minutes/day with Ad-Supported
Audio: Adults 25 - 54
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r‘*’_;._', Seattle 354,679 or 69.8% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or

“ >, i £y i i
s FuII-Tlme Workers Always) Ilften to Ad SuppoArted Local AM/FM Radio for an average. of 48.9 minutes every day
> | (WFH Most of the Time or ALWAYS) representing 33.2% of all time spent daily with Ad-Supported Audio.

:\L:ilr(llge 69.8% 70.7% Avg. Hours+Minutes/day with Ad-Supported

Audio: Adults 25 - 54
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Phoenix 354,851 or 83.% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or

1 Full-Time Workers Always) listen to Ad-Supported Local AM/FM Radio for an average of 67.1 minutes every day
| (wrH Most of the Time or ALWAYS) representing 42.9% of all time spent daily with Ad-Supported Audio.
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'USA

Local AM/FM Rad:o Formats (Persons & % Reach): Adults 25 - 54

{average week)
Adult Contemporary

Pop Contemporary Hit Radio
Country

Classic Hits

Hot AC

Classic Rock
News/Talk/Information
Alternative

Urban Contemporary

\| Full-Time Workers
J (WFH Most of the Time or ALWAYS)

' 20,737,227 or 79.7% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always)
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Pop
Contemporary Hit Radio, Classic Hits, Hot AC, and Classic Rock.
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Local AM/FM Rad:o Formats (Persons & % Reach): Adults 25 - 54

{Average Week]
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|Chicago

'FuII Time Workers

(WFH Most of the Time or ALWAYS)

579,669 or 83.5% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always)
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Pop Contemporary Hit Radio, Adult
Contemporary, Hot AC, Rhythmic Oldies, and Urban Contemporar
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Washington

Full-Time Workers
(WFH Most of the Time or ALWAYS)

544,171 or 77.3% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always)
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Pop

Contemporary Hit Radio, Classic Hits, All News, and Alternative.
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e Seattle

{Full-Time Workers
] (WFH Most of the Time or ALWAYS)

Local AM/FM Radm Formats (Persons & % Reach) Adults 25 - 54

{Average Week]
Adult Contemporary

Pop Contemporary Hit Radio
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Country

Classic Hits

Avg. Hours+Minutes/day with Local
AM/FM Radio: Adults 25 - 54

354,679 or 69.8% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always)
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Pop
Contemporary Hit Radio, Alternative, Adult Hits, and Rhythmic AC.
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Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 25 - 54
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Local AM/FM Radlo Formats (Persons & % Reach} Adults 25-54

Hnt AC

Pop Contemporary Hit Radio
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1Full-Time Workers

4 (WFH Most of the Time or ALWAYS)

354,851 or 83.% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always)
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Pop Contemporary Hit Radio, Classic
Rock, Adult Hits, Hot AC, and Active Rock.
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‘Ful[ Time Workers

13,649,125 or 52.5% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or
Always) watch Ad-Supported Local TV Stations for an average of 52.9 minutes every day

representing 23.% of all time spent daily with Ad-Supported Video.

J (WFH Most of the Time or ALWAYS)
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«i Chicago

Full-Time Workers
_| (WFH Most of the Time or ALWAYS

496,322 or 71.5% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or
Always) watch Ad-Supported Local TV Stations for an average of 44.2 minutes every day
representing 24.7% of all time spent daily with Ad-Supported Video.
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337,192 or 47.9% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or
Always) watch Ad-Supported Local TV Stations for an average of 46.3 minutes every day
representing 22.4% of all time spent daily with Ad-Supported Video.
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201,704 or 39.7% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or
Always) watch Ad-Supported Local TV Stations for an average of 53.5 minutes every day
representing 22.7% of all time spent daily with Ad-Supported Video.
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Phoenix 180,199 or 42.1% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or
' Always) watch Ad-Supported Local TV Stations for an average of 56.5 minutes every day

Full-Time Workers
(WFH Most of the Time or ALWAYS) representing 25.1% of all time spent daily with Ad-Supported Video.
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’“_\\7 USA 13,649,125 or 52.5% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or
. Always) watch Ad-Supported Local TV Stations for an average of 52.9 minutes every day

*\| Full-Time Workers i ) o )
| (WFH Most ofthe Time or ALWAYS) representing 23.% of all time spent daily with Ad-Supported Video.
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.. .« Chicago

496,322 or 71.5% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or
lEull-Time Workers Always) watch Ad-Supported Local TV Stations for an average of 44.2 minutes every day

| (WFH Most of the Time or ALWAYS) representing 24.7% of all time spent daily with Ad-Supported Video.
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- Washington 337,192 or 47.9% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or
Full-Time Workers Always) watch Ad-Supported Local TV Stations for an average of 46.3 minutes every day
; (WFH Most of the Time or ALWAYS) representing 22.4% of all time spent daily with Ad-Supported Video.
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s Phoenix

180,199 or 42.1% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or
f 0T B Eull-Time Workers Always) watch Ad-Supported Local TV Stations for an average of 56.5 minutes every day
=] (wrismost of the Time o twavs) representing 25.1% of all time spent daily with Ad-Supported Video.

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

s.0'Share OfAd-SUPported Video" Video: Adults 25 - 54
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46.7%
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(Most or Always)

% ofWukfyda 3%

32.4%
29.9%

16.2% 17.5%
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10 5%

Weekly
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YouTube
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TikTok
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[ ]
56,628 225,155
Disney+

Paramount+
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® who are Full-Time Workers who Work from Home (Most or Always) B PHX

49,675 239,111

74,983 285,872
Netflix

AppleTV+

Average
Daily Mi
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Sports

Comedies

Local News - Evening
Movies

Local News - Morning
Game Shows

Dramas

Food/Cooking Shows
Documentaries
Mystery/Suspense/Crime
National/Network News.
Local News - Late

Science Fiction

|USA

\|Full -Time Workers

lWFH Most of the Time or ALWAYS)

Loca.{'ﬂ TV wﬁation Programs (Persons & % Reach): Adults 25 - 54

ARSI i

® who are Full-Time Workers who Work from Home (Most or Always)

13,649,125 or 52.5% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or
Always) watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Comedies, Movies,
Local News - Evening, Local News - Morning, and Game Shows.

% Time 54

FEFFEES

Avg. Hours+Minutes/day with Local m
TV Stations: Adults 25 - 54

--m

who are Full-Time Workers

who Work from Home
(Mast or Always)

m USA

Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Adults 25 - 54
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18.0

Movies

Local News -
Evening
12.8

Dramas
16.7

Comedies
11.0

Faod/ Docume...
Cooki... a1

Shows
Science...

Local News -
Maorning
19.4

Local News -
Evening
136

Game Shows
129

Movies
11.5

Local News -
Late
10.5

Comedies
12.7

ery/ Natio...

Netw...

e News
8.6 6.5
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= who are Full-Time Workers who Work from Home (Most or Always)

mUSA

Ad-Supported Local TV Station Programs (Persons & % Reach): Adults 25 - 54

(Average week]
Sports

Local News - Evening
Movies

Comedies

Local News - Morning
Game Shows
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National/Network News
Food/Cooking Shows
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Reality - Adventure
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vg. Minutes/day Spent): Adults 25 - 54
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i Chicago

-Time Workers
| (WFH Most of the Time or ALWAYS)

496,322 or 71.5% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or
Always) watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Comedies, Local
News - Morning, Movies, Local News - Evening, and Game Shows.

Local TVStatlon Programs (Persons & % Reach): Adults 25 - 54

(Averoge Weel
Sports

Comedies

Movies

Local News - Evening
Local News - Morning
Game Shows

Dramas

Food/Cooking Shows
Documentaries.
Mystery/Suspense/Crime
Local News - Late
National/Network News

Late Night Talk

%

Avg. Hours+Minutes/day with Local
TV Stations: Adults 25 - 54

lﬁ

who are Full-Time Workers
who Work from Home
(Mast or Always)

-m—

u who are Full-Time Workers who Work from Home (Most or Always)

N CHI

= o o Jo ko
s o o 3

Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Adults 25 - 54
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Ad-Supported Local TV Station Programs (Persons & % Reach): Adults 25 - 54
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Local News - Evening
Local News - Morning
Game Shows
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® who are Full-Time Workers who Work from Home {Most or Always)

DMA
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Washington

Full-Time Workers
% (WFH Most of the Time or ALWAYS|

Local TV Station Programs (Persons & % Reach): Adults 25 - 54

Totof Persons.

(average week)

Sports

Movies

Comedies

Local News - Evening
Dramas

Documentaries
Food/Cooking Shows
Local News - Morning
National/Network News
Game Shows
Mystery/Suspense/Crime
Local News - Late

Science Fiction

m who are Full-Time Workers who Work from Home (Most or Always)

Avg. Hours+Minutes/day with Local m
TV Stations: Adults 25 - 54

who are Full-Time Workers
R R who Work from Home m
(Most or Always) 3
Yo9570 | 20y B

mWDC

javerage Day)

. 337,192 or 47.9% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or
Always) watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Movies, Comedies,
Dramas, Local News - Evening, and Mystery/Suspense/Crime.

Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Adults 25 - 54
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Evening Crime
10.9 79

Game Shows

Nation...
Network
News

Comedies Movies

10.7 10.1

Local News
Mystery/ Natio...
Suspense/ Netw...
Game Shows Crime News
10.0 73 5.8

Food/ [DoSumes
Local News-  Local News - Cooki... 41
Evening Late Shows
11.0 8.6 49

Dramas

16.2 Science...
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Ad-Supported Local TV Station Programs (Persons & % Reach): Adults 25 - 54
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551’ f“’f;.ai Seattle

‘Full -Time Workers
2| (WFH Most of the Time or ALWAYS)

201,704 or 39.7% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or
Always) watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Comedies, Local
News - Evening, Movies, Game Shows, and National/Network News.

Local TVStatmn Programs (Persons & % Reach): Adults 25 - 54

(average weel
Spuns

Local News - Evening
Comedies

Local News - Morning
Movies
National/Network News
Food/Cooking Shows
Game Shows
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Reality - Adventure

m who are Full-Time Workers who Work from Home (Most or Always)

TV Stations: Adults 25 - 54
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W SEA
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Ad-Supported Local TV Station Programs (Persons & % Reach): Adults 25 - 54
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|Phoenix

{ Full-Time Workers

Local TV Station Programs (Persons & % Reach): Adults 25 - 54

(averoge week) Toto! Persons

Sports

;

o g (o4
be o e o 3o
LR Fl S

e

Local News - Evening
Comedies

Local News - Morning

Movies
Game Shows
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= who are Full-Time Workers who Work from Home (Most or Always) m PHX

(average Day)

. 180,199 or 42.1% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or
Always) watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Comedies, Game
Shows, Food/Cooking Shows, Local News - Evening, and Local News - Morning.

Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Adults 25 - 54
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[USA =

Full-Time Workers

(o §

| (WEHMost of the Time or ALWAYS) 29.9% of all time spent daily with Ad-Supported Digital Media.

[ 20,504,777 or 78.8% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or
| Always) use Ad-Supported Social Media for an average of 170.1 minutes every day representing

Avg. Week All Digital (Persons & % Reach): Adults 25 - 54
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ial Real bsi
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Avg. Week Ad-Supported Digital (Persons & % Reach): Adults 25 - 54

Avg. Day Ad-Supported Digital (% Time Spent & Avg. Minutes/day Spent): Adults 25 - 54
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i Chicago
‘ \Full Time Workers

Social Media
Search (Google, Bing, etc.)

News/Weather /Sports (Websites/Apps)
Email [Text/IM/Zoom,ete. (Personal & Work)

ial/Real (Websites/Apgs]

OTT TV Streaming Services
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Shopping fincl. Food/Auctions/Travel, etc.)
YouTube/TikTok, etc.

Local TV Streaming

Online Classes, Schools, Colleges, Universities

= who are Full-Time Workers who Work from Home (Most or Always)

‘ (WFH Most of the Time or ALWAYS)

560,198 or 80.7% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or
Always) use Ad-Supported Social Media for an average of 123.9 minutes every day representing
25.3% of all time spent daily with Ad-Supported Digital Media.
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Avg. Week Ad-Supported Digital (Persons & % Reach): Adults 25 - 54
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' Washington

Full-Time Workers
k (WFHMostofthe Time or ALWAYS)

557,247 or 79.2% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or
Always) use Ad-Supported Social Media for an average of 141. minutes every day representing
24.5% of all time spent daily with Ad-Supported Digital Media.
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Seattle

|Full-Time Workers
| (WFH Most of the Time or ALWAYS)

367,436 or 72.4% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or
Always) use Ad-Supported Social Media for an average of 130.7 minutes every day representing
21.1% of all time spent daily with Ad-Supported Digital Media.
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|Phoenix

Full-Time Workers

(WFH Most of the Time or ALWAYS)

342,441 or 80.1% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or
Always) use Ad-Supported Social Media for an average of 130.9 minutes every day representing
23.8% of all time spent daily with Ad-Supported Digital Media.
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\ | Full-Time Workers

(WFH Most of the T ALWAYS)

20,190,081 or 77.6% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or
Always) use Ad-Supported Facebook for an average of 56.1 minutes every day representing 34.8% of
all time spent daily with Ad-Supported Social Media.
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. .« Chicago

| Full-Time Workers
(WFH Most of the Time or ALWAYS)

560,198 or 80.7% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or
Always) use Ad-Supported Facebook for an average of 43.7 minutes every day representing 35.9% of
all time spent daily with Ad-Supported Social Media.
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549,562 or 78.1% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or
Always) use Ad-Supported Facebook for an average of 42.8 minutes every day representing 32.7% of

Washington
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P%aAs. (WFH Most of the Time or ALWAYS) all time spent daily with Ad-Supported Social Media.
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‘FuII-Time Workers
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367,436 or 72.4% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or
Always) use Ad-Supported Facebook for an average of 34.2 minutes every day representing 28.8% of
all time spent daily with Ad-Supported Social Media.
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Phoenix

Full-Time Workers
(WFH Most of the Time or ALWAYS)

Facebook
Instagram
YouTube Video
TikTok
Linkedin
X (Formerly "Twitter")
Reddit
Pinterest
Snapchat
WhatsApp
Others(Rumble, Twitch, Gab, Par... m.;ﬁ;.
Blogs/Message Boards (read... m 5.7%

rumblr - PR A%

18.9%

{Most or Always)
u who are Full-Time Workers who Work from Home (Most or Always)

269,626 or 63.1% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or
Always) use Ad-Supported Facebook for an average of 37.2 minutes every day representing 29.8% of
all time spent daily with Ad-Supported Social Media.

Avg. Hours+Minutes/day with all
Social Media: Adults 25 - 54
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USA

\] Full-Time Workers

(WFH Most of the Time or ALWAYS)

M-F 6a-7p Avg. Available Impressions per 15-min. are...
Local Radio: 1,316,037; Social Media: 1,300,226; Non-Prem. Cable: 542,676; Local TV:
489,963 reaching Adults 25 - 54 who are Full-Time Workers who Work from Ho

All Other Digital Media: 1,818,052;

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 25 - 54 who are Full-Time Workers who Work from
Home (Most or Always)

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
USA Metro Area Adults 25 - 54

35,000,000
9,000,000
30,000,000
8,000,000
7,000,000 25,000,000
6,000,000
20,000,000
5,000,000
4,000,000 15,000,000
3,000,000
10,000,000
2,000,000
5,000,000
1,000,000
0 0
PR FRE PN P F PPN R R R R R AR R R R R G NP P W R P AT R o PPt AR AR R R R R AR AR R R oF
oAl A e %'b%'a@fbh;@ O A A o W R Y g QQ'\’NQ'” R “"’v,"\?.;s"»{"‘“ SR Q’Q‘BQ o‘?&.,q'&
e M- Fri Local AM/FM Radic AQH e Mon-Fri Local TV Station AQH s Mon-Fri Local AM//FM Radio AQH e Von-Fri Local TV Station AQH
s V0N Fri Non-Premium Cable TV AQH s Mon+-Fri Social Media AQH e Mon-Fri Non-Premium Cable TV AQH s Mon-Fri Social Media AQH
e V|on-Fri Digital Media (Less Social) AQH s [Vl on-Fri Digital Media (Less Social) AQH
UsA USA Projection Scarborough R1 2024: Jan23-Apr24 Qual Intab 3,115 *® Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved. USA Projection Scarborough R1 2024: Jan23-Apr24 Qual Intab 23,333 dl for Anything _
- c

[(Employment status: Employed full-time (35 hours or more) AND Lifestyle characteristics: Work at home (most of the time or always))]




. .l Chicago

’ 2 | Full-Time Workers

| (WFH Most of the Time or ALWAYS)

M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 46,893;
Local Radio: 36,969; Social Media: 32,497; Local TV: 16,823; Non-Prem. Cable: 14,594
reaching Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 25 - 54 who are Full-Time Workers who Work from
Home (Most or Always)
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' Washington

Full-Time Workers

M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 42,339;
Local Radio: 34,111; Social Media: 29,682; Non-Prem. Cable: 13,439; Local TV: 10,880
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' r‘!"‘-‘&;l Seattle M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 30,431;
Local Radio: 22,205; Social Media: 21,518; Non-Prem. Cable: 7,646; Local TV: 6,430
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 40,005;
Social Media: 26,802; Local Radio: 23,463; Non-Prem. Cable: 9,776; Local TV: 8,246
reaching Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or A

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 25 - 54 who are Full-Time Workers who Work from
Home (Most or Always)
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s USA ==

| .
| Full-Time Workers
| (WFH Most of the Time or ALWAYS)

24,296,023 or 93.4% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or
Always) spend an average of 50.5 minutes per day driving, seeing Billboards and Signs. 70.2% Listen

to Local Radio Stations Out-of-Home for an average of 40.9 minu

Top-13 Out-of-Home Media (Persons & % Reach): Adults 25 - 54

(average weex)
Grocery Stores

Billboards & Signs (Weekly Drivers)
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Spotify

YouTube Music

Drug Stores

Movie Theaters

Retail Stores m
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Avg. Hours+Minutes/day with Out- m
of-Home Media: Adults 25 -54 m

i
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{Most or Always)

uUSA

Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 - 54
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Top-13 Ad-Supported Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 - 54
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wi Chicago

| Full-Time Workers

(WFH Most of the Time or ALWAYS)

620,166 or 89.3% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or
Always) spend an average of 42.3 minutes per day driving, seeing Billboards and Signs. 73.6% Listen
to Local Radio Stations Out-of-Home for an average of 42. minutes/

Top-13 Out—of -Home Media (Persons & % Reach): Adults 25-54

(average week)
‘Grocery Stores

Billboards & Signs (Weekly Drivers)

Walking in Towns, Cities, Downtown...

AM/FM Radio

Gas Stations/Convenience Stores
Restaurants & Bars

Spotify

Podcasts

YouTube Music
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Drug Stores

Movie Theaters

Public Transit

® who are Full-Time Workers who Work from Home (Most or Always)
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of-Home Media: Adults 25 -54
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Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 - 54
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Washington

Full-Time Workers
(WFH Most of the Time or ALWAYS)

641,654 or 91.2% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or
Always) spend an average of 50.4 minutes per day driving, seeing Billboards and Signs. 68.1% Listen

to Local Radio Stations Out-of-Home for an average of 33. minutes/

Top-13 Out-of-Home Media (Persons & % Reach): Adults 25 - 54

(average week)
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Billboards & Signs (Weekly Drivers)
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YouTube Music
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Public Transit

Total Persons:

Usage %:
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Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 - 54

Billboards & Signs (Weekly
Drivers)
50.4

AM/FM Radio
38.2

Walking in Towns,
Cities, Downtown
Areas
26.0

SiriusXmM
12.0

Public Transit
19.6

Restaurants &
Bars
16.0

Shopping Malls

204

Grocery
Stores
110

YouTube
Music

Billboards & Signs (Weekly
Drivers)
539

AM/FM Radio
45.8

Public Transit
284

Shopping Malls
20.3

Restaurants &
Bars
15.6

Walking in
Towns, Cities,
Downtown Areas
2338

Grocery
Stores
10.5

SiriusX
11.2

YouTu... [Gas
Music SSES

Pod...

7.2 Spotify Dr...

u who are Full-Time Workers who Work from Home

(Most or Always)

= WDC

Top-13 Ad-Supported Out-of-Home Media (Persons & % Reach): Adults 25 - 54
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Top-13 Ad-Supported Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 - 54
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Seattle

465,622 or 91.7% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or

| : iy : g . o7 i
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 25 - 54
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423,599 or 99.1% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or
Always) spend an average of 58.8 minutes per day driving, seeing Billboards and Signs. 73.1% Listen
to Local Radio Stations Out-of-Home for an average of 47.5 minutes
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| Full-Time Workers

(WFH Most of the Time or ALWAYS)

-~ Chicago

620,166 or 89.3% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or
Always) spend an average of 42.3 minutes per day driving an average of 24.6 miles each day and are
35.6% more likely to use I-355/Veterans Memorial Tollway than the M

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 25 - 54
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Top-26 Residential Zip Codes: Adults 25 - 54
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' Washington

 Full-Time Workers
i (WFH Most ofthe Time or ALWAYS)

641,654 or 91.2% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or
Always) spend an average of 50.4 minutes per day driving an average of 29.3 miles each day and are
71.4% more likely to use K Street than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 25 - 54
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Top-26 Residential Zip Codes: Adults 25 - 54
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o Seattle

Full-Time Workers
(WFH Most of the Time or ALWAYS)

465,622 or 91.7% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or
Always) spend an average of 51.1 minutes per day driving an average of 29.7 miles each day and are
77.3% more likely to use Ballard Bridge than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 25 - 54
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423,599 or 99.1% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or
Always) spend an average of 58.8 minutes per day driving an average of 34.2 miles each day and are
48.2% more likely to use Price Freeway (SE Loop 101) than the Metro

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 25 - 54
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Top Residential Zip Codes: (Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always))

Jerome

- .

-
fi

Cam p-ﬁ';arde

Payson

© 2024 Mapbox © OpenStreethap

Qual Intab 235

Scarborough R1 2024: Jan23-Feb24
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

PHX DMA

SUM(Adults 25-54 wh...

L ———

San Car|

Winkelman

Safford

Gallup 49 32,087
o] Al Carefree
417
Wik ; o
545
43 L [s7)
HEtitag s 4 Bt
‘ ! | 8807, 682 | gspse
unC:t_yWest o 85308 545 ST
. e ;
Surprise sunCi e PR ss022 R 1icgowel
25" 7397 25280 . eszez (Hills
: 2384 85025 4,305
/ ' i Beoria o5 ssoze
Waddell B505. 4306 B2
i 28
R Paradis.
ul Il 3
5'850; i BE215
5 a 513
son | Eofle £
4 85008 2,069
855
haen! )
e Apache
el ey 5 unction
85021 578 3434 80
1 E 85222
v 3 ssoaz  LadaEly - b
{-1_-- 1388 5128 aperes
trella 2 522 X
7. 85272
E s | e
600 236
85286
85326 15
856 E=3
85243
Tam
e _ Tan Valley
Ll totanle —
/H\_LJ 0 ess
-
© 2024 Mapbox © OpenStrestMap 3
| PNOE
A orke

® snare of Everything

Smfa.al for Anything

[(Employment status: Employed full-time (35 hours or more) AND Lifestyle characteristics: Work at home (most of the time or always))]



USA

Full-Time Workers

| (WFH Most of the Time or ALWAYS)

Avg. Week All Print Ar{l;’ekdia (Persons & % Reach): Adults 25 -54

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

Local Daily Newspaper(s) (Daily

Books

New York Times (Daily+Sunday)

Mew York Times (Sunday)

Magazines

New York Times (Daily)

All Local Weekly Newspapers

Wall Street Journal (Daily)

USA Today (Daily)

Catalogs

Avg. Hours+Minutes/day with All
Print Media: Adults 25 -54

whao are Full-Time Workers who
Work from Home (Most or
Ahways)

VR
REERED i %3 %

= who are Full-Time Workers who Work from Home (Most or Always)

®mUSA

' 6,670,167 or 25.6% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or
Always) read Local Daily Newspaper(s) (Daily+Sunday) for an average of 8. minutes every day
representing 29.% of all time spent daily with All forms of Print Media

Avg. Day All Print Media (% Time Spent & Avg Minutes/day Spent): Adults 25 - 54

% rime ¢

News;

New York Times (Daily
+Sunday)
86

Direct Mail

Advertising

{exchuding

Catalogs)
7.6

New York Times | Wall Street Joumnal

New York Times (Daily)
75

Local Daily
Newspaper(s)
(Daily

Local Daily
paper(s) (Daily
+Sunday)

8.0

New York Times [Daily
+Sunday)
9.0

New York Times
(Sunday)
7.1 = 10.1

‘Wall Street Journal
(Daily)
B84

Local Daily

Newspaper(s) (Daily

+Sunday)
8.0

Direct Mail Advertising
(excluding Catalogs)
6.7

Catalogs
3.4

= who are Full-Time Workers who Work from Home (Most or Always)

= USA

Avg. Week Ad-Supported AII Print Media (Persons & % Reach): Adults 25 - 54

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

Local Daily Newspaper(s) (Daily

New York Times (Daily+Sunday)

New York Times (Sunday)

Magazines

New York Times (Daily)

All Local Weekly Newspapers

Wall street Journal (Daily)

USA Today (Daily)

Catalogs

Books

tal persons:

Avg. Hours+Minutes/day with Ad-

PO e,
B 83 -

# who are Full-Time Workers who Work from Home (Most or Always) mUSA

Supported Print Media: Adults 25 - 54

Avg.

Time Spent:

Day Ad-Supported Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 - 54

Local Daily
Newspaper(s) (Daily
+Sunday)

New York Times L

(Sunday)
9.6

Direct Mail Advertising

(excluding Catalogs)
76

USA Today (Daily)
81

75

New York Times (Daily)

Magazines
76

USA Today {Daily)
89

Local Daily

Local Daily
Newspaper(s)
(Daily+Sunday)
80

(Daity}
84

Local Daily
Newspaper(s) [Daily
7.0

New York
Times Direct Mail Advertising
(Daily) (excluding Catalogs)
7.9 6.7

= who are Full-Time Workers who Work from Home (Most or Always)

mUSA

USA USA Projection Scarborough R1 2024: Jan23-Apr24 Qual Intab 3,115
All Graphs and soefo.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

* Share of Everything

USA Projection Scarborough R1 2024: Jan23-Apr24 Qual Intab 23,333 for Anything _

[(Employment status: Employed full-time (35 hours or more) AND Lifestyle characteristics: Work at home (most of the time or always))]



Avg. Week AII Print Medm (Persons & % Reach): Adults 25 - 54

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

Books

Magazines

All Local Weekly Newspapers

New York Times (Daily+Sunday)

New York Times (Sunday)

Catalogs

New York Times (Daily)

‘Wall Street Journal (Daily)

USA Today (Daily)

Chicago

\ Full-Time Workers

| (WFH Most of the Time or ALWAYS)

194,530 or 28.% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or Always)
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 9.1 minutes every day representing
33.7% of all time spent daily with All forms of Print Media.

T b0 v B

Avg. Hours+Minutes/day with All
Print Media: Adults 25 - 54

who are Full-Time Workers who CHI
Work from Home [Most or

P e
P

ECHI

» who are Full-Time Workers who Work from Home (Most or Always)

'Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 - 54

New York Times (Sunday)
107

Local Daily
New York Times Newspaper(s) New York Times (Sunday)
(Daily+Sunday) {Daily+Sunday) 105

9.5 9.1 9.4

Local Daily
Newspaper(s) wall street
(Daily Journal (Daily)
B.O0 78

Direct Mail Advertising
{excluding Catalogs)

New York Times (Daily}
84 72

Catalogs
35

New York Times
{Daily+Sunday)

Local Daily
Newspaper{s) (Daily
+Sunday)

(Daily)
78

USA Today (Daily)
9.4

Wall Street Journal

Magazines
9.2

Direct Mail
Advertising
(exchuding
Catalogs)
63

Local Daily

Newspaper(s) (Daily
72

Catalogs
33

= who are Full-Time Workers who Work from Home (Most or Always)

H CHI

Avg. Week Ad-Supported All Print Media (Persons & % Reach): Adults 25 - 54

Total persons

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

All Local Weekly Newspapers

New York Times [Daily+Sunday)

New York Times (Sunday)

Catalogs

New York Times (Daily)

Wiall Street Journal (Daily)

USA Today (Daily)

Books

CHI DMA

Scarborough R1 2024: Feb23-Mar24

Avg. Hours+Minutes/day with Ad-
Supported Print Media: Adults 25 -54

‘who are Full-Time Workers CHI
who Work from Home (Most or
Always)

o
R

# who are Full-Time Workers who Work from Home (Most or Always) HCHI

Qual Intab 395

All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Avg. Day Ad-Supported Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 - 54

USA Today (Daily)
11

New York Times.
(Sunday)
107

Local Daily
Newspaper(s)
(sunday)
103

Wall Street Journal

New York Times (Daily) (Daily)
B4 7.8

Direct Mail

New York Times Local Daily Advertising Newspaper(s)

{Dailty+Sunday) Newspaper(s) (Daily {excluding Catalogs) (Sunday)
95 80 7.2 9.5

Local Daily

USA Today (Daily)
9.4

New York Times (Daily)
83

Wall Street Journal
[Daily)
78

Local Daily
Newsspapers) (Daily
7.2

Direct Mail
Advertising
{excluding Catalogs)
63

m who are Full-Time Workers who Work from Home (Most or Always)

[(Employment status: Employed full-time (35 hours or more) AND Lifestyle characteristics: Work at home (most of the time or always))]

ECHI

® Share of Everything

soefa.ai

for Anything _




Washington

Full-Time Workers
(WFH Most of the Time or ALWAYS)

195,456 or 27.8% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or
Always) read Local Daily Newspaper(s) (Daily+Sunday) for an average of 8.3 minutes every day
representing 30.1% of all time spent daily with All forms of Print Media

Avg. Week AII Prmt Medm (Persons & % Reach): Adults 25 - 54

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

Local Daily Newspaper(s) (Daily

Books

Magazines

New York Times (Daily+Sunday)

All Local Weekly Newspapers

New York Times (Sunday)

Catalogs

New York Times (Daily)

‘Wall Street Journal (Daily)

USA Today (Daily)

m who are Full-Time Workers who Work from Home (Most or Always)

1.
9%
200
7
A
28

Avg. Hours+Minutes/day with All
Print Media: Adults 25 - 54

who are Full-Time Workers who
Work from Home [Most or
Always)

g

[Zae | oy
ERER Y% g

BWDC

-3
R

'Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 - 54

New York Times

Wall Street Journal
(Daily)
9.2

New York Times
(Daily)
7.8

Local Daily
Newspaper{s)
(Daily
7.4

New York Times (Daily

Direct Mail Advertising
{excluding Catalogs)
71

USA Today (Daily)
6.9

Catalogs
EX]

Wall Street
Journal (Daily)
69

Local Daily
Newspaper(s)
(Daily

6.8

USA Today (Daily)
7.2

Direct Mail Advertising
(excluding Catalogs)
65

New York
Times (Daily] ~ Catal_.
6.0 37

# who are Full-Time Workers who Work from

Home (Most or Always)

®WDC

Avg. Week Ad-Supported All Print Media (Persons & % Reach): Adults 25 - 54

Total persons

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

Local Daily Newspaper(s) (Daily
Magazines

New York Times (Daily+Sunday)

All Local Weekly Newspapers

New York Times (Sunday)

Catalogs

New York Times (Daily)

Wiall Street Journal (Daily)

USA Today (Daily)

Books

wbDC DMA

Scarborough R1 2024: Feb23-Apr24

Avg. Hours+Minutes/day with Ad- "

Supported Print Media: Adults 25 -54

L e 0:10
o whoareFullTime Workers woc
- who Work from Home [Most or
P 88 Ay 00
# who are Full-Time Workers who Work from Home (Most or Always) BWDC

Qual Intab 1,004

All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

[(Employment status: Employed full-time (35 hours or more) AND Lifestyle characteristics: Work at home (most of the time or always))]

. Avg. Day Ad-Supported Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 - 54
Time Spent.

Wall Street Journal
(Daily)
9.2

Local Daily
Newspaper(s) (Daily
+Sunday)

83

New York Times (Daily]
7.8

Local Daily
Newspaper{s) (Daily
7.4

Magazines

Direct Mail
Advertising (excluding
Catalogs)

71

USA Today (Daily)
69

Local Daily
Newspaper(s)
(Sunday)
2.0

New York Times (Daily
+Sunday)

75

Wall Street Journal

(Daity)
63

Local Daily

Newspaper(s)

(Daily+Sunday)
79

Local Daily
Newspaper(s) (Daily
68

Direct Mail
Advertising
(excluding Catalogs)
65

New York Times
(Daily)
6.0

= who are Full-Time Workers who Work from Home (Most or Always)

soefa.ai

mWDC
® Share of Everything
for Anything _



B

" road Seattle

Avg. Week AII Print Dﬁgﬂg‘ia (Persons & % Reach): Adults 25 - 54

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

Local Daily Newspaper(s) (Daily

Books

New York Times (Daily)

New York Times (Daily+Sunday)

New York Times (Sunday)

Wall Street Journal (Daily)

USA Today (Daily)

Magazines

All Local Weekly Newspapers

Catalogs

!FuII-Tlme Workers
7 (WFH Most of the Time or ALWAYS)

P e 53
O 5

= who are Full-Time Workers who Work from Home (Most or Always)

Avg. Hours+Minutes/day with All
Print Media: Adults 25 - 54

who are Full-Time Workers who
Work from Home (Most or
Always)

144,276 or 28.4% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or
Always) read Local Daily Newspaper(s) (Daily+Sunday) for an average of 8. minutes every day
representing 24.9% of all time spent daily with All forms of Print Media.

'Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 - 54

Direct Mail
New York Times (Daily Advertising
+Sunday) {excluding Catalogs)
a5 8.2 : (DailysSunday)
9.2

Local Daily

New York Times Newspaper(s)

(Sunday)
88

USA Today (Daily)
89

Local Daily Local Daily
Newspaper(s) {Daily | Newspaper(s) (Daily i
. Local Daily
USA T +Sus 3
n:g (Daity) inday) 73 Newspaper(s)

(Daily+Sunday)
79

Local Daily
Newspaper(s)
(Daily
10

New York Times (Sunday)
9.8

Direct Mail
Advertising (excluding
Catalogs)

G All Local...

New York Times Catalogs
i 3.0

New York Times (Daily}
85

mSEA

= who are Full-Time Workers who Work from Home (Most or Always) = SEA

Avg. Week Ad-Supported All Print Media (Persons & % Reach): Adults 25 - 54

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

Local Daily Newspaper(s) (Sunday)

New York Times (Daily)

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

Wall Street Journal (Daily)

USA Today (Daily)

Magazines

All Local Weekly Newspapers
Catalogs

Books

SEA DMA

Total_persons:

0 e—
T .

Supported Print Media: Adults 25 - 54 Local Daily Local Daily
8.0 Newspaperls) (Daily 89 Newspaper(s) (Daily
Maggorl e n o 7
115625 .ﬁrﬂ Local Daily
New York Times Newspaper(s) Wall Street Journal  Local Daily N (s} [ Direct Mail Advertising
m ‘ 1, “&6 i (Sunday) {sunday) New York Times (Daily)  [INSgSzines (Daily) (Sunday) +Sunday)| | | [eadoding Catalogs)
who Work from Home (Most or 9.1 8.7 7.9 54 95 88 7.9 6.9
P 0% Alay] 0.0%

# who are Full-Time Workers who Work from Home (Most or Always)
Scarborough R1 2024: Jan23-lan24

All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Avg. Hours+Minutes/day with Ad-

Qual Intab 625

Avg.

 Time Spent:

Day Ad-Supported Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 - 54

New York Times (Daifly | Direct Mail Advertising
+Sunday} (excluding Catalogs)

85 8.2 New York Times
(Daily)

Wall Street Journal = 85
usa rnrkv {Daily) .5

(Daily)
9.5

USA Today [Daily)

(Daily+Sunday)

5 =] I -~ —
0 Yo T T BN Te T N
R R ERNE R N
X 2 MR R

mSEA = who are Full-Time Workers who Work from Home (Most or Always)

soefa.ai

u SEA

® Share of Everything
for Anything _

[(Employment status: Employed full-time (35 hours or more) AND Lifestyle characteristics: Work at home (most of the time or always))]



Lﬁ

'Phoenix

Full-Time Workers

(WFH Most of the Time or ALWAYS)

153,401 or 35.9% of Adults 25 - 54 who are Full-Time Workers who Work from Home (Most or
Always) read Direct Mail Advertising (excluding Catalogs) for an average of 7.8 minutes every day
representing 31.8% of all time spent daily with All forms of Print

Avg. Week All Print Dﬁgﬁg‘ia (Persons & % Reach): Adults 25 - 54

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

Books

Local Daily Newspa per(s) (Daily

All Local Weekly Newspapers

Magazines

New York Times (Daily+Sunday)

New York Times (Sunday)

Wall Street Journal (Daily)

Avg. Hours+Minutes/day with All
Print Media: Adults 25 - 54

'Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 - 54

=

g

H

New York Times
{Sunday)
121

Magazines
9.1

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

New York Times

{excluding Catalogs)
71

Magazines
88

Local Daily
Newspaper(s) (Daily

Catalogs INpgiponE ENY.TEE Local Daily Direct Mail Local Daily e
who are Full-Time Workers who PHX Newspaper(s) (Daily Advertising (excluding Newspaper(s)
New York Times (Daily) Work from Home (Most or 0% +Sunday) Catalogs) (Daily+Sunday) Catalogs
Always) 52 7.8 81 34
USA Today (Daily) 3798 .
wwho are Full-Time Workers who Work from Home (Most or Always) mPHX u who are Full-Time Workers who Work from Home (Most or Always) = PHX

Avg. Week Ad-Supported All Print Media (Persons & % Reach): Adults 25 - 54

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

Local Daily Newspaper(s) (Daily

All Local Weekly Newspapers

Magazines

New York Times (Daily+Sunday)

New York Times (Sunday)

Wall Street Journal (Daily)

Catalogs

New York Times (Daily)

Totml_persons:

Avg. Hours+Minutes/day with Ad-

Supported Print Media: Adults 25 - 54

NO:08N Wl

. Avg. Day Ad-Supported Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 - 54

21.6%

3

.‘ i s
L = N o T F
FEEPEEEEEER

New York Times
Magazines (Daily+Sundary)
9.4 87

Local Daily Newspaper(s)
(Daily Times (Daily)
| 52

New York

85

Local Daily

Newspaper(s) Direct Mail Advertising USA Today

(Daity)

New York Times

UsA Today (Daily) (Daily+Sunday)

Magazines
88

Adver "4
(excluding Catalogs)
724

Local Daily
Newspaper(s) (Daily
+Sunday)

Local Daily

3! (Daily+Sunday) (excluding Catalogs) Newspaper(s) (Daily
usA Today 0a) - PR %, 15¢ Tt Workey prx = o i ! S = =
oo R 3% ey
w who are Full-Time Workers who Work from Home (Most or Always) mPHX = who are Full-Time Workers who Work from Home (Most or Always) m PHX
PHX DMA Scarborough R1 2024: Jan23-Feb24 Qual Intab 3.

® Share of Everything

soefa.ai "

All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

[(Employment status: Employed full-time (35 hours or more) AND Lifestyle characteristics: Work at home (most of the time or always))]



