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1.8% or 4,357,649 of USA DMA Adults 25 or older Purchased or Leased a New TESLA Electric Vehicle.
Typical Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle are 51.5 years old (1.7%
younger than average) and have a $149,061 (51.6% higher than average) annual household income.
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.9% or 32,598 of MSP DMA Adults 25 or older Purchased or Leased a New TESLA Electric Vehicle.
Typical Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle are 51.8 years old (1.3%
younger than average) and have a $170,655 (50.2% higher than average) annual household income.
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.5% or 11,848 of STL DMA Adults 25 or older Purchased or Leased a New TESLA Electric Vehicle.
Typical Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle are 47.1 years old (11.2%
younger than average) and have a $158,785 (55.5% higher than average) annual household income.
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1.% or 16,248 of CIN DMA Adults 25 or older Purchased or Leased a New TESLA Electric Vehicle.
Typical Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle are 58.6 years old (11.3%
older than average) and have a $161,881 (59.1% higher than average) annual household income.
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2.5% or 44,427 of WPB DMA Adults 25 or older Purchased or Leased a New TESLA Electric Vehicle.
Typical Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle are 60.3 years old (6.7%
older than average) and have a $150,831 (37.2% higher than average) annual household income.
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1.8% or 4,357,649 of USA DMA Adults 25 or older Purchased or Leased a New TESLA Electric Vehicle.
Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle are 44.9% more likely to be a
college graduate, 23.5% more likely to work full-time, 23.3% more likely to be married, 35.9% more
likely to be a parent of 1 or more children under 18.
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.9% or 32,598 of MSP DMA Adults 25 or older Purchased or Leased a New TESLA Electric Vehicle.
Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle are 28.9% more likely to be a
college graduate, 33.3% more likely to work full-time, 10.7% more likely to be married, 74.8% more
likely to be a parent of 1 or more children under 18.
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.5% or 11,848 of STL DMA Adults 25 or older Purchased or Leased a New TESLA Electric Vehicle.
Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle are 73.% more likely to be a
college graduate, 43.7% more likely to work full-time, 31.5% more likely to be married, 49.9% more
likely to be a parent of 1 or more children under 18.
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1.% or 16,248 of CIN DMA Adults 25 or older Purchased or Leased a New TESLA Electric Vehicle.

Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle are 137.2% more likely to be a
college graduate, 2.3% less likely to work full-time, 38.% more likely to be married, 47.% less likely to be
a parent of 1 or more children under 18.
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2.5% or 44,427 of WPB DMA Adults 25 or older Purchased or Leased a New TESLA Electric Vehicle.
Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle are 42.8% more likely to be a
college graduate, 17.2% more likely to work full-time, 16.1% more likely to be married, 44.2% more
likely to be a parent of 1 or more children under 18.
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| 1.8% or 4,357,649 of USA DMA Adults 25 or older Purchased or Leased a New TESLA Electric Vehicle.
Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle are 18.7% more likely to own
their home,

home, 16.9% more likely to have a dog.

56.2% more likely to own a higher valued home, 19.6% more likely to have a single-family
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| .9% or 32,598 of MSP DMA Adults 25 or older Purchased or Leased a New TESLA Electric Vehicle.
Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle are 18.8% more likely to own
their home, 56.% more likely to own a higher valued home, 2.% less likely to have a single-family home,
| 23.9% less likely to have a dog.
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.

.5% or 11,848 of STL DMA Adults 25 or older Purchased or Leased a New TESLA Electric Vehicle.
Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle are 12.8% more likely to own

their home, 63.4% more likely to own a higher valued home, 13.2% more likely to have a single-family
home, 14.2% more likely to have a dog.
L
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1.% or 16,248 of CIN DMA Adults 25 or older Purchased or Leased a New TESLA Electric Vehicle.
Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle are 36.2% more likely to own

their home, 89.5% more likely to own a higher valued home, 35.3% more likely to have a single-family
home, 42.2% less likely to have a dog.
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2.5% or 44,427 of WPB DMA Adults 25 or older Purchased or Leased a New TESLA Electric Vehicle.
Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle are 27.% more likely to own

their home, 38.1% more likely to own a higher valued home, 19.6% more likely to have a single-family
home, 21.5% less likely to have a dog.
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1.8% or 4,357,649 of USA DMA Adults 25 or older Purchased or Leased a New TESLA Electric Vehicle.
Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle are 7.8% more likely to look up
D-I-Y advice online, 4.3% less likely to always vote in local elections, 33.7% more likely to belong to a gym,

33.3% more likely to fly domestic past y
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29.% more likely to fly domestic past yr.

9% or 32,598 of MSP DMA Adults 25 or older Purchased or Leased a New TESLA Electric Vehicle.
Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle are .2% less likely to look up D-I-
Y advice online, 24.8% more likely to always vote in local elections, 1.2% less likely to belong to a gym,

VTop-ZO past 30-days Online Lifestyle Activites: Adults 25 or older

R N WEWC USRS OGRS MiSm| W) el ARl Sewgar wes( GG CEiewes, ook Gk - nime
MealPlaning Information Information/  Advke  /VideoCall Services/ Gordenideas Information Besutyideas Postresume SpERuaNty Development (Research  Chsses {rou or Your
suggestions Reviews (skype,  Information schoals, child's)
FaceTime, application,
etc) Financing)

u who Purchased or Leased a New TESLA Electric Vehicle u MSP

2.6 Statewide Elections: Always -
ii'i'i.‘ﬂh-hhhjdhhhn. .

Genealogy  Parenting /

jvity: Adults 25 or older

Republican / Lean Independent / None
Republican of These

Presidential Elections: Always

| Elections: i

Registered to Vote
(In District of Residence)

Democrat / Lean
Democrat

ide Elections: S &3
Local Flecions: Alwey: ™™
Local Elections: Sometimes e tit 0

# who Purchased or Leased a New TESLA Electric Vehicle

Family advice (snapfish,  Servic
shutterly,
etc)

mMSP

(S
@ﬂTop-&'O past 12-months Active Lifestyle Activites: Adults 25 or older

'II.".lilillil

12.2%)
Lawn care Boatis Bowling  logging -
Running

Giillng - Galening  Bicyding Fshing  vokinter Swimming  Camping  Mking-  Sewing-  Selongio Yoga- piates Basketbal
Outdoor [Flawers or work Backpacking  Crafts  Health Clubor
Cooking Vegethles) Gym

w who Purchased or Leased a New TESLA Electric Vehicle

MSP DMA Scarborough R2 2025-26: Aug24-Jul26 Qual Intab 35
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard | Media That Connects, LLC. All rights reserved.

\M Past 12-months Domestic Airline Trips: Adults 25 or older

LN 63> 630 18.4% 22.3%
3 trips Pﬂ% 19.7%
4 trips
5.9 trips
10+ trips Ffwﬂ; D;tg;s;xgﬁ:ehtz:

2.7% 2.6%
o mm
Groupfimess  Hunting Aduk  camgierof Followa Smowsking-  Football Tennis  Competitive sofball - Organized
Class Continuing  Aging Parent Weight Loss Snowboarding Video Gaming Baseball  Roud Race
Educaton  orReltive  Progm (5%,
Marathon,
m MsP il

Make of new vehicle (HHLD): TESLA



5% or 11,848 of STL DMA Adults 25 or older Purchased or Leased a New TESLA Electric Vehicle.

Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle are 10.8% more likely to look up
D-I-Y advice online, 4.5% more likely to always vote in local elections, 77.5% more likely to belong to a
gym, 41.3% more likely to fly domestic past
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1.% or 16,248 of CIN DMA Adults 25 or older Purchased or Leased a New TESLA Electric Vehicle.
Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle are 23.9% more likely to look up
D-I-Y advice online, 57.% more likely to always vote in local elections, 141.2% more likely to belong to a

gym, 90.4% more likely to fly domestic past
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Information Meal Planning Information /

2.5% or 44,427 of WPB DMA Adults 25 or older Purchased or Leased a New TESLA Electric Vehicle.
Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle are 8.9% more likely to look up
D-I-Y advice online, 16.4% less likely to always vote in local elections, 9.% less likely to belong to a gym,

21.9% more likely to fly domestic past yr
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1.8% or 4,357,649 of USA DMA Adults 25 or older Purchased or Leased a New TESLA Electric Vehicle.
Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle are .3% less likely to use QSRs
past mo., 16.5% more likely to use Sit-Down Restaurants past mo., 9.% more likely to use Casinos past yr.,

25.9% less likely to smoke cigarettes.
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w who Purchased or Leased a New TESLA Electric Vehicle musa = who Purchased or Leased a New TESLA Electric Vehicle mUSA = who Purchased or Leased a New TESLA Electric Vehicle =UsA
USA Projection Scarborough R2 2025-26: Feb24-Jul26 Qual Intab 833
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1 time

%
2 times

3 times

4 times

5 times

6-9times

10times or more

= who Purchased or Leased a New TESLA Electric Vehicle =MSP

Total Monthly QSR Users: Avg. Monthly QSR Meals:
74.8%

‘ .9% or 32,598 of MSP DMA Adults 25 or older Purchased or Leased a New TESLA Electric Vehicle.

Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle are 10.9% less likely to use QSRs
past mo., 9.% more likely to use Sit-Down Restaurants past mo., 13.2% less likely to use Casinos past yr.,

45.3% less likely to smoke cigarettes.

Past 30-days Sit-Down Restaurant Users: Adults 25 or older
€

1time

3 times 12. 0%
; 0.0%

@ times

sumes

10times or more &"

= who Purchased or Leased a New TESLA Electric Vehicle = MSP
Total Monthly Sit-Down R Users:  Avg. Monthly Sit-Down R ant Meals:
79.7% 73.2%

Top-10 Cuisines: Adults 25 or older

|Sd -Down Restaurants Used Past 30-days)

Hisasae

oz Mexian  Chinese  wings/  Coffes fakn Snthooe: Opsct afin
el S
Sports Bar Coffee Bar  Bakery

mh-r
Asian

= who Purchased or Leased a New TESLA Electric Vehicle mMsP

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Purchased or Leased a New TESIA Electric Vehide (@2  12.7%

2O 406,266 11.8%

Drank Past 30-days. Adults 25 or older
Any Typa of ear
Liquor

Domestic Light Beer
Domestic Regular Beer
Wine

Imported Beer

Microbrew / Craft Beer

® who Purchased or Leased a New TESLA Electric Vehicle

L L

DMA Scarborough R2 2025-26: Aug24-Jul26 Qual Intab

Past 12 months Casino Activities: Adults 25 or older
Slot Machines L0J
Table Games (Craps, Poker, etc.)

Stage Show / Concert

357,203 10. d%

0.0%
lwwi 4.1%
1.3%

Bar/ Nighldub
Upscale Restaurant 39.8%
Sports Betting

Other Gambling

13690004

Spa hs: Yes

Used Past 30-days: Adults 25 or older

i / Cannabis Cigarettes

Casinos visited past 12
m MSP

: 2.2%
w who Purchased or Leased a New TESLA Electric Vehicle

MsP 35
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Past 30-days QSR Users: Adults 25 or older

1 time

%
2 times

3 times

3%

4 times

5 times
6-9times 13 2%

10times or more

= who Purchased or Leased a New TESLA Electric Vehide

ESTL

Total Manthly QSR Users: Avg. Monthly QSR Meals:

86.6%

‘ .5% or 11,848 of STL DMA Adults 25 or older Purchased or Leased a New TESLA Electric Vehicle.

Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle are 3.7% more likely to use QSRs
past mo., 27.1% more likely to use Sit-Down Restaurants past mo., 25.8% more likely to use Casinos past yr.,

67.8% less likely to smoke cigarettes.

Past 30-days Sit-Down Restaurant Users: Adults 25 or older

. 1time

2 times

17.2%

10times or more
= who Purchased or Leased a New TESLA Electric Vehicle mSTL
Total Monthly Sit-Down R Users:  Avg. Monthly Sit-Down R ant Meals:
93.0% 73.2%

3 times

4 times

5 times

6 -9 times

-

Drank Past 30-days. Adults 25 or older

qw 147 43.1%

Any Type of Beer
Liquor
Domestic Light Beer

Domestic Regular Beer

686,517 30.8%

Wine

5)3 578 28.. 2%

18.9%
14.4% W
9.6% ¥

Imported Beer

lll 909
Microbrew / Craft Beer

# who Purchased or Leased a New TESLA Electric Vehidle mSTL

DMA Scarborough R2 2025-26: Aug24-Jul26 Qual Intab

Top-10 Cuisines: Adults 25 or older

(Sit-Down Restaurants Used Past 30-days)

ikiihjikhﬂ

e Mexian  Chinese oy st Sole, Al ekttt
Wouse/  Don

coffee gar ua‘-

maian

sprmm

= who Purchased or Leased a New TESLA Electric Vehicle s

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Purchased or Leased a New TESLA Electric Vehide [B01 2.5%

T m 15.7%

Past 12 months Casino Activities: Adults 25 or older

Slot Machines e

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

Upscale Restaurant i

118,765 396
Other Gambling M 47%

Sports Betting
35.0%
Stage Show / Concert

781,142
hs: Yes

Used Past 30-days: Adults 25 or older

Casinos visited past 12

w who Purchased or Leased a New TESLA Electric Vehicle mSTL

31
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Past 30-days QSR Users: Adults 25 or older

1time

%

3 times

i
10 times or more

= who Purchased or Leased a New TESLA Electric Vehicle

4 times

5 times

6-9times

mCIN

Total Monthly QSR Users: Avg. Monthly QSR Meals:

82.6%

1.% or 16,248 of CIN DMA Adults 25 or older Purchased or Leased a

New TESLA Electric Vehicle.

Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle are 4.2% less likely to use QSRs
past mo., 2.1% less likely to use Sit-Down Restaurants past mo., 48.6% less likely to use Casinos past yr.,

91.4% less likely to smoke cigarettes.

Past 30-days Sit-Down Restaurant Users. Adults 25 or older

[} w» 1time A
2 imes | —C
3 imes | T 7
o T
s times |y
6 -9 times 10.3%
10 thiies oF inore
= who Purchased or Leased a New TESLA Electric Vehicle uCIN
Total Monthly Sit-Down R Users:  Avg. Monthly Sit-Down R ant Meals:

75.5%

Drank Past 30-days. Adults 25 or o]der

Any Type of Beer
Liquor

Domestic Light Beer
Domestic Regular Beer
Wine

Imported Beer

Microbrew / Craft Beer

u who Purchased or Leased a New TESLA Electric Vehicle

= CIN

DMA Scarborough R2 2025-26: Aug24-Jul 26

Top-10 Cuisines: Adults 25 or older

(Sit-Down Restaurants Used Past 30-days)

Ii'lilith

3 Mexican  Chinese

mm Steakhouse wmpl naan -a;w upscale mmu{

cam m mh-r

Asian

s.ms nz

= who Purchased or Leased a New TESLA El ectric Vehicle mCN

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
wiho Purchased or Leased a New TESLA Electric Ve hicle 10.1%

[l 202,302 17.9%

Past 12 months Casino Act:vmes. Adults 25 or older

Slot Machines

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

Upscale Restaurant

Sports Betting

Stage Show / Concert
s 655,826
3N 2.0%
Spa e 1.7% Casinos visited past 12 months: Yes

CIN Qual Intab
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Make of new vehicle (HHLD): TESLA

Used Past 30-days: Adults 25 or older

Cigarettes Marijuana / Cannabis Vape

=who Purchased or Leased a New TESLA Electric Viehicle =CIN



Past 30-days QSR Users: Adults 25 or older

% '
2 times 12.1%
A times _ma
LS —
® who Purchased or Leased a New TESLA Electric Vehicle =WPB
Total Monthly QSR Users: Avg. Monthly QSR Meals:

77.9%

65.0%

2.5% or 44,427 of WPB DMA Adults 25 or older Purchased or Leased a New TESLA Electric Vehicle.
Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle are 16.6% less likely to use QSRs
past mo., .8% less likely to use Sit-Down Restaurants past mo., 32.4% more likely to use Casinos past yr.,

29.2% less likely to smoke cigarettes.

Past 30-days Sit-Down Restaurant Users: Adults 25 or older

. 1time

8.9%

10times or more

o ”—
3 times 11.2%

e

8 e

3%

= who Purchased or Leased a New TESLA Electric Vehicle uWPB
Total Monthly Sit-Down Re Users:  Av, -Down Restaurant Meals:
73.1% 73.7%

Drank Past 30-days. Adults 25 or o!der
Liquor

Any Type of Beer
Wine

Imported Beer
Domestic Regular Beer
Domestic Light Beer

Microbrew / Craft Beer

# who Purchased or Leased a New TESLA Electric Vehicle

mWPB

DMA Scarborough R2 2025-26: Aug24-Jul26

Qual intab

Top-10 Cuisines: Adults 25 or older

Iblm-umnu Used Past 30-days)

Chiness  piza  maian  Mexicn Steakhouse Coffes Map/ \eole seled sl
House/ Burgers Don
Coffee Bar Sports i mw
= who Purchased or Leased a New TESLA Electric Vehicle =wps

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Purchased or Leased a New TESLA Electric Ve hice 10.4%

UL 219,788 18.1%

Past 12 months Casino Activities: Adults 25 or older
slot Machines prten 2%

Upscale Restaurant 196,639 11.1%

Table Games (Craps, Poker, etc.) g

22.7%

10.8% 2
Stage Show / Concert 164597
-y
Sports Betting 2.9% 4.3%
Spa 4.4%

3.0%

Other Gambling 1.6%

Used Past 30-days: Adults 25 or older

Cigarettes Vape

i / Cannabis

Casinos visited past 12

L 1.9%
w who Purchased or Leased a New TESLA Electric Vehicle

= WPB

115

wrB
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m"ﬁﬁl.nvestments Owned: Adults 25 or older
401KPlan  Frrpes LT
IRA (Individual Retirement Account)

Stocks or Stock Options

1,364, 31.3%

Mutual Funds 45,540,348

Money Market Funds 35,077,003 [V

18.7%
10.5%

13.9%
10.2%

Bonds

24,639,

Other (Crypto / NFTs / Metals, etc.)

529 Plan / College Savings Plan B

Second Home or Real Estate Property 160%

wwho Purchased or Leased a New TESLA Electric Vehicle WUSA

1.8% or 4,357,649 of USA DMA Adults 25 or older Purchased or Leased a New TESLA Electric Vehicle.
Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle are 30.4% more likely to have a

401K, 30.2% more likely to have an Auto Loan, 100.% more likely to Invest/Trade Stocks Online, 22.2% less
likely to pay with their Debit Card.

Financial Services Has and/or Uses: Adults 25 or older

0% 6.3% 5.6%

hm

3, 5.1% 4.7%
Checking Debitor ATM  Savings  CreditCard  Online Mobile  Online Bill Home Money  Certificates of Studentloan Personal Loan Refinanced Home
Account card Account Banking Banking Paying Mortgage Market  Deposit (CDs) Home  Improvement
Account Mortgage Loan or Home
Equity Loan
# who Purchased or Leased a New TESLA Electric Vehicle HUSA

Professional Services Used*: Adults 25 or older

Tax Preparation Service
53,003,295 %
5,407

Financial Planner

Online Investing / Stock Trading

Accountant

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

Estate Planning

-

i Em_?x (*Past 12 Months)
Funeral pre-planning
1.1%
® who Purchased or Leased a New TESLA Electric Vehicle mUSA
USA USA Projection Scarborough R2 2025-26: Feb24-jul26 Qual intab

'E'Past 3-Months Payment Methods Used: Adults 25 or older

13'1”10.696
59% 64%  55% 500
PayPal Debit Card Zelle MasterCard Venmo Apple Pay CashApp GooglePay American Store Credit  Discover  Square Cash  Facebook  Samsung Pay
Express card Messenger
m who Purchased or Leased a New TESLA Electric Vehicle mUSA

833
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ﬁ Investments Owned: Adults 25 or older
Lo v s |

401K Plan 1,824,600 53.7% BB =

IRA (Individual Retirement Account)

Stocks or Stock Options

Mutual Funds  213%

L 20.4%
Money Market Funds .s%

Bonds

Other (Crypto / NFTs / Metals, etc.)

529 Plan / College Savings Plan

Second Home or Real Estate Property ? 9::0%

w who Purchased or Leased a New TESLA Electric Vehicle W MsP

.9% or 32,598 of MSP DMA Adults 25 or older Purchased or Leased a New TESLA Electric Vehicle.

Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle are 22.2% more likely to have a
401K, 29.5% more likely to have an Auto Loan, 112.5% more likely to Invest/Trade Stocks Online, 32.1% less
likely to pay with their Debit Card.

Financial Services Has and/or Uses: Adults 25 or older

Savings Debit or ATM  Credit Card

Money  Certificates of Studentloan Personal Loan  Home Refinanced
Account card Market  Deposit (CDs) Improvement  Home
Account Loan or Home Mortgage
Equity Loan

® who Purchased or Leased a New TESLA Electric Vehicle H MSP

Professional Serwces Used *: Adults 25 or older

Tax P tion Servi
ax Preparation e 893989 T

Financial Planner

Online Investing / Stock Tradil
e/ e suz 753 14.7%
Insurance Agent at a Local Office (not online) ‘
428,877
25.6%
Act tant

01.3%
1]
Real Estate Agent & 1.6%

Estate Planning ﬁ* -
. " o E 0.8% (*Past 12 Months)
uneral pre-planning
1.5%
u who Purchased or Leased a New TESLA Electric Vehicle o MSP

DMA Scarborough R2 2025-26: Aug24-Jul26 Qual Intab 35

MSsP
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Past 3-Months Payment Methods Used: Adults 25 or older

14.5%
. 9% 8.2%
PayPal ‘Venmo DebitCard MasterCard  Apple Pay Zelle Store Credit  American  Google Pay  Cash App Discover  Square Cash  Facebook Samsung Pay
Card Express Messenger

# who Purchased or Leased a New TESLA Electric Vehicle uMsP

Make of new vehicle (HHLD): TESLA



.5% or 11,848 of STL DMA Adults 25 or older Purchased or Leased a New TESLA Electric Vehicle.

Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle are 85.5% more likely to have a
401K, 76.6% more likely to have an Auto Loan, .3% more likely to Invest/Trade Stocks Online, 25.5% less likely
to pay with their Debit Card.

mﬁ ﬁl.rwest“ments Owned: Adults 25 or older Financial Services Has and/or Uses: Adults 25 or older

401K Plan

IRA (Individual Retirement Account)

Stocks or Stock Options

.é.lﬁ.,;z; 27.6%
Mutual Funds i
Money Market Funds

Bonds

Other (Crypto / NFTs / Metals, etc.) S . 105% g% 8% 5.5% 2% 4.9%
529 Plan / College Savings Plan  ppeg™, Lo/ 2% Checking  Debit or ATM Online  OnlineBill  Mobile Home  Autoloan  Money Certificates of Studentloan Personal Loan Refinanced  Home
Account card Banking Paying Banking Mortgage Market  Deposit (CDs) Home  Improvement
Second Home or Real Estate Property E?‘a?f o Rooomk Mortgage ":a;‘_: ':D:n“e
w who Purchased or Leased a New TESLA Electric Vehicle WSTL ® who Purchased or Leased a New TESLA Electric Vehicle HSTL

Professional Services Used*: Adults 25 or older

Tax Preparation Service

'E'Past 3-Months Payment Methods Used: Adults 25 or older

Financial Planner

Online Investing / Stock Trading

262,544 11.8%

Insurance Agent at a Local Office (not online) 11.4%
Basl)
Act tant S
countant prvwn 10.8% ®

137 2.0%
Real Estate Agent sy
e 3%
= 11.2%
cote [ —
0%

125%
81% 78% 102%

43%
13.5%

Google Pay  Store Credit ~ American Facebook  Square Cash Samsung Pay

e

(*Past 12 Months) visa paypal Zelle Applepay  Cash App

Funeral pre-planning jlu 3% card Express  Messenger
® who Purchased or Leased a New TESLA Electric Vehicle mSTL ¥ who Purchased or Leased a New TESLA Electric Vehicle WSTL

STL DMA Scarborough R2 2025-26: Aug24-Jul26 Qual Intab 31
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1.% or 16,248 of CIN DMA Adults 25 or older Purchased or Leased a New TESLA Electric Vehicle.
Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle are 40.3% more likely to have a

401K, 14.4% less likely to have an Auto Loan, 164.% more likely to Invest/Trade Stocks Online, 23.9% less
likely to pay with their Debit Card.

ﬁ Investments Owned: Adults 25 or older
e o e —

401K Plan

Financial Services Has and/or Uses: Adults 25 or older

768,832 45.5%

IRA (Individual Retirement Account) sa:;z;.u ey

'1

Stocks or Stock Options A TATAE

Mutual Funds 51.9%

i

Sl 15.2%

Money Market Funds 0%

]

i 11.7%

529 Plan / College Savings Plan 21.8%

1

) 3.1%

9.1%

Other (Crypto / NFTs / Metals, etc.) YR o

‘

9.2%
4.8% 53% 5.2%

Mobile Home Money  Certificates of Studentloan Personal Loan Home Refinanced
Banking Mortgage Market  Deposit (CDs) Improvement  Home

Account Loan or Home Mortgage
W who Purchased or Leased a New TESLA Electric Vehicle mCiN

Equity Loan
® who Purchased or Leased a New TESLA Electric Vehicle ECIN
Professional Services Used*: Adults 25 or older 'm'Past 3-Months Payment Methods Used: Adults 25 or older

Tax Preparation Service BLEN 5

Bonds 5%

ul e

Checking Debitor ATM  Savings
Account card Account

13.7%

1

.2%

Second Home or Real Estate Property

o

9%

354,005 20.9%

Financial Planner ”
307,394

Online Investing / Stock Trading

|

188,041.2%

2,506 15.4%
Insurance Agent at a Local Office (not online) 143,328 8.8%
Accountant 81%
14.1%
Real Estate Agent Eﬁ"?‘m ] 9.8% s
o 3.7%
23%
_ s 9% (*Past 12 Months) MasterCard  DebitCard ~ Venmo Zelle ApplePay  CashApp  American  GooglePay Store Credit
Funeral pre-planning 2.0%

Square Cash  Facebook Samsung Pay

Messenger
u who Purchased or Leased a New TESLA Electric Vehicle

Express Ccard
mCIN

# who Purchased or Leased a New TESLA Electric Vehicle
DMA Scarborough R2 2025-26: Aug24-Jul26 Qual Intab 35

mCIN
CIN
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ﬁ Investments Owned: Adults 25 or older
e o e

IRA (Individual Retirement Account)

Stocks or Stock Options
Mutual Funds

Money Market Funds
Bonds

Other (Crypto / NFTs / Metals, etc.) o 0%

2,48 5.6%
146,236 X4
. 7,21 16.2%
529 Plan / College Savings Plan

w who Purchased or Leased a New TESLA Electric Vehicle

Second Home or Real Estate Property

mWPB

2.5% or 44,427 of WPB DMA Adults 25 or older Purchased or Leased a New TESLA Electric Vehicle.
Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle are 7.3% more likely to have a

401K, 5.6% less likely to have an Auto Loan, 56.6% more likely to Invest/Trade Stocks Online, 12.9% less likely
to pay with their Debit Card.

Financial Services Has and/or Uses: Adults 25 or older

1 16.7%|

- V- 1206508
s e

Money  Certificates of Personal Loan Studentloan

Zcain

Online

Checking  Debit or ATM

Auto Loan Home Refinanced
Account card Banking Market  Deposit (CDs) Improvement  Home
Account Loan or Home Mortgage
Equity Loan
® who Purchased or Leased a New TESLA Electric Vehicle =WPB

Professional Services Used*: Adults 25 or older

Tax Preparation Service
v 320,449 18.7%
Accountant -
S— _— nm

Insurance Agent at a Local Office (not online)

Financial Planner

?&%

B
67,080 MEX:T
1.2%
3.8%

Estate Planning

Real Estate Agent

F ! fanni - 0.0% (*Past 12 Months)
uneral pre-planning E
1.5%
® who Purchased or Leased a New TESLA Electric Vehicle =WPB

DMA Scarborough R2 2025-26: Aug24-Jul 26 Qual intab 115

Past 3-Months Payment Methods Used: Adults 25 or older

5% a3% 540

.8%
PayPal MasterCard Zelle Debit Card Venmo Apple Pay  American Cash App  Store Credit Google Pay  Discover  Square Cash  Facebook Samsung Pay
Express Card Messenger

# who Purchased or Leased a New TESLA Electric Vehicle =WPB

WwPB
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"TESLA Model Owned/Leased, Other Makes and Models Owned or Leased”

P25+ who Own or Lease a New TESLA Electric Vehicle (TESLA Model Owned/Leased,
Other Makes and Models Owned or Leased)

TESLA MODELY é“‘f"-” 59.0%

TESLA MODEL 3 -g‘ﬁ;m‘? 37.9%

357,562 8.3%

____ TESLA CYBERTRUCK [®
TR B

3 321,7547.4%
W—i . . HONDACR-V  eyweryivam . o
291,258.7%
TOYOTA CAM RY 10’942‘02 4.5% Model 3

266,0811%
HONDA ODYSSEY e

FORD F150 FEira’. .

SUBARU OUTBACK ﬁ.’"

2.5%

HONDACIVIC &R , .

182%73
LEXUS RX 3.8

1.5%

TOYOTARAV4 (GO9S | USA
RAM 1500 =

P25+ who Own or Lease a New TESLA Electric Vehicle (TESLA Model Owned/Leased, Other Makes and Models Owned or Leased)
M P25+ USA (TESLA Model Owned/Leased, Other Makes and Models Owned or Leased)
USA DMA Scarborough R2 2025-26: Feb2d-jul26  Qual Intab: 833 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard | Media That Connects, LLC. All rights reserved. s O e a . al for Anything
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"TESLA Model Owned/Leased, Other Makes and Models Owned or Leased”

P25+ who Own or Lease a New TESLA Electric Vehicle (TESLA Model Owned/Leased,
Other Makes and Models Owned or Leased)

TESLAMODELY 47595 54.0%
ﬁ\‘TESLA MODEL3 (42762 39.1%
== a _@ Tovoraravs T
TESLA CYBERTRUCK | a— 11.8%
HONDA ODYSSEY g%, 10.5% -~
HYUNDAI SONATA [0 —— ﬁ
CHEVROLET COLORADO éﬁg% 10.2% S |
HONDA ACCORD 19 e T0:0%

TOYOTAHIGHLANDER a2 iiei6%
ELncLacy K

DODGE JOURNEY Efj“”/ 8.2% MINNEAPOLIS-ST. PAUL

CHEVROLETSUBURBAN  p 830 it

voLvoxceo gt %0%

P25+ who Own or Lease a New TESLA Electric Vehicle (TESLA Model Owned/Leased, Other Makes and Models Owned or Leased)

W P25+ MINNEAPOLIS-ST. PAUL (TESLA Model Owned/Leased, Other Makes and Models Owned or Leased)
MINNEAPOLIS-ST. PAUL DMA  Scarborough R1 2025-26: Feb24-Feb26 Qual Intab: 35 * Share of Everything
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"TESLA Model Owned/Leased, Other Makes and Models Owned or Leased"

P25+ who Own or Lease a New TESLA Electric Vehicle (TESLA Model Owned/Leased,
Other Makes and Models Owned or Leased)

VG TESLAMODEL3 o 69.2%

= 4
= a TOYOTARAV4 pbd® " —

TESLA CYBERTRUCK | 2464 20.8%

| 1%

TESLAMODELY 4707 14.4%

0.3%

NISSAN PATHFINDER 7036:4%

0.%3%

7306.2%
FORD FUSION -2%

Model 3

VOLKSWAGEN TIGUAN ¢ 85575

LEXUS GX | 686.7%

DODGE CHARGER po80:7%

108
5B9%
FORD ESCAPE ity .
CHRYSLER PACIFICA Eg”%% ST. LOUIS

4%
KIA OPTIMA =D

P25+ who Own or Lease a New TESLA Electric Vehicle (TESLA Model Owned/Leased, Other Makes and Models Owned or Leased)

m P25+ ST. LOUIS (TESLA Model Owned/Leased, Other Makes and Models Owned or Leased)
ST.LOUIS DMA Scarborough R1 2025-26: Feb24-Feb26 QualIntab: 31 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright ® 2026 Hubbard | Media That Connects, LLC. All rights reserved. SO e a & a]_ for Anything

Make of new vehicle (HHLD): TESLA



"TESLA Model Owned/Leased, Other Makes and Models Owned or Leased"

P25+ who Own or Lease a New TESLA Electric Vehicle (TESLA Model Owned/Leased,
Other Makes and Models Owned or Leased)

TESLA MODEL 3 {1“5 47.0%
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"TESLA Model Owned/Leased, Other Makes and Models Owned or Leased"”

P25+ who Own or Lease a New TESLA Electric Vehicle (TESLA Model Owned/Leased, Other
Makes and Models Owned or Leased)
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Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle spend an average of 2 days, 23 hours, 18
minutes and 28 seconds each week with All Forms of Media.

82.6% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle spend an avg. of 8 hours and 19 minutes each week
listening to All Local AM/FM Radio, representing 9.6% of total time spent with all forms of Media.
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Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle spend an average of 2 days, 20 hours, 39
minutes and 30 seconds each week with All Forms of Media.

69.9% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle spend an avg. of 13 hours and 5 minutes each week
listening to All Local AM/FM Radio, representing 13.3% of total time spent with all forms of Media.
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Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle spend an average of 3 days, 1 hours, 29
minutes and 57 seconds each week with All Forms of Media.

85.2% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle spend an avg. of 7 hours and 50 minutes each week
listening to All Local AM/FM Radio, representing 9.1% of total time spent with all forms of Media.
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Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle spend an average of 3 days, 5 hours, 58
minutes and 15 seconds each week with All Forms of Media.

75.1% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle spend an avg. of 5 hours and 23 minutes each week
listening to All Local AM/FM Radio, representing 5.2% of total time spent with all forms of Media.
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Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle spend an average of 3 days, 1 hours, 15
minutes and 36 seconds each week with All Forms of Media.

89.2% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle spend an avg. of 8 hours and 4 minutes each week
listening to All Local AM/FM Radio, representing 9.8% of total time spent with all forms of Media.
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Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle spend an average of 2 days, 6 hours, 4

minutes and 53 seconds each week with All Forms of Ad-Supported Media.

79.2% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle spend an avg. of 7 hours and 27 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 10.9% of total time spent with all forms of Ad-Supported Media.
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Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle spend an average of 2 days, 3 hours, 33
minutes and 44 seconds each week with All Forms of Ad-Supported Media.

68.4% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle spend an avg. of 11 hours and 29 minutes each week
| listening to Local Ad-Supported AM/FM Radio, representing 15.3% of total time spent with all forms of Ad-Supported Media.
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Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle spend an average of 2 days, 5 hours, 30
minutes and 18 seconds each week with All Forms of Ad-Supported Media.

83.8% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle spend an avg. of 6 hours and 47 minutes each week
| listening to Local Ad-Supported AM/FM Radio, representing 10.6% of total time spent with all forms of Ad-Supported Media.
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% of Total
Weekly H:M:

Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle spend an average of 2 days, 11 hours, 34
minutes and 27 seconds each week with All Forms of Ad-Supported Media.
69.7% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle spend an avg. of 4 hours and 49 minutes each week

listening to Local Ad-Supported AM/FM Radio, representing 5.6% of total time spent with all forms of Ad-Supported Media.
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Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle spend an average of 2 days, 10 hours, 7
minutes and 5 seconds each week with All Forms of Ad-Supported Media.

87.5% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle spend an avg. of 7 hours and 39 minutes each week
| listening to Local Ad-Supported AM/FM Radio, representing 11.5% of total time spent with all forms of Ad-Supported Media.
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Top-13 All Forms of Media (Persons & % Reach): Adults 25 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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| Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle spend an average of 7
hours and 43 minutes each day with All Forms of Ad-Supported Media. 79.2% listen to Local AM/FM
Radio for an avg. of 63.9 minutes/day. (Local Radio delivers 10.9% of Time with Ad-Supported Media.)
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Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle spend an average of 7
hours and 21 minutes each day with All Forms of Ad-Supported Media. 68.4% listen to Local AM/FM
Radio for an avg. of 98.5 minutes/day. (Local Radio delivers 15.3% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 25 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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| Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle spend an average of 7
hours and 38 minutes each day with All Forms of Ad-Supported Media. 83.8% listen to Local AM/FM
Radio for an avg. of 58.2 minutes/day. (Local Radio delivers 10.6% of Time with Ad-Supported Media.)
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| Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle spend an average of 8
hours and 30 minutes each day with All Forms of Ad-Supported Media. 69.7% listen to Local AM/FM
Radio for an avg. of 41.4 minutes/day. (Local Radio delivers 5.6% of Time with Ad-Supported Media.)
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| Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle spend an average of 8
hours and 18 minutes each day with All Forms of Ad-Supported Media. 87.5% listen to Local AM/FM
Radio for an avg. of 65.6 minutes/day. (Local Radio delivers 11.5% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 25 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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Avg. Week AI! Rﬁudio (Persons & % Reach): Adults 25 or older

Local AM/FM Radio

- 3,449,267 or 79.2% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle

listen to Ad-Supported Local AM/FM Radio for an average of 63.9 minutes every day representing
41.6% of all time spent daily with Ad-Supported Audio.

e —

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

- 22,294 or 68.4% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle listen
to Ad-Supported Local AM/FM Radio for an average of 98.5 minutes every day representing 47.% of
all time spent daily with Ad-Supported Audio.

Avg. Day All Audio (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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Avg. Week Al! Rﬁudio (Persons & % Reach): Adults 25 or older
D — 1

Local AM/FM Radio

- 9,932 or 83.8% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle listen to
Ad-Supported Local AM/FM Radio for an average of 58.2 minutes every day representing 39.8% of
all time spent daily with Ad-Supported Audio.

Avg. Day All Audio (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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- 11,318 or 69.7% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle listen
to Ad-Supported Local AM/FM Radio for an average of 41.4 minutes every day representing 43.6%
of all time spent daily with Ad-Supported Audio.
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38,887 or 87.5% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle listen
to Ad-Supported Local AM/FM Radio for an average of 65.6 minutes every day representing 50.9%
of all time spent daily with Ad-Supported Audio.
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3,449,267 or 79.2% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle
listen to Ad-Supported Local AM/FM Radio for an average of 63.9 minutes every day representing
41.6% of all time spent daily with Ad-Supported Audio.

Weekly 79.2%
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Audio: Adults 25 or older

"Share of Ad-Supported Audio” - m

who Purchased or Leased a

New TESLA Electric Vehicle
% of Wee

Time Spen
Ad-Suppo
Audio

31.5%

11.6% 128% 132% 127%

15 2% 7.9% 9,9% 8.1% 9.9%
o 7.4% D
Weekly 8 1% hls - 6.9% 6.2% _ 4.4%
Total 7 3% % 2.2% e 2.0%  2.4%
Persons 5 0% 4. 7/ &m ﬂ______

R
R“d"d’3,449,267187 853,129 1,374,19164,010,678 507,205 30 879,383 575,073 30 848,094 305,713 19 189,418 431,290 17,885,499 353,366 16 596,223 168 919 24,058,447 97,396 10,609,957 88,523 5,923,442

Local AM/FM Podcasts YouTube Music TV Music Spotify All Others Amazon Music Pandora iHeartRadio SiriusXm
3“""‘“ Radio Channels
aily Mi
® who Purchased or Leased a New ectric Vehicle [ |
USA USA Projection Scarborough R2 2025-26: Feb24-1ul26 Qual Intab 833 Scarborough R2 2025-26: Feb24-Jul26 USA Projection

All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard | Media That Connects, LLC. All rights reserved.

* Share of Everything

Make of new vehicle (HHLD): TESLA



22,294 or 68.4% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle listen
to Ad-Supported Local AM/FM Radio for an average of 98.5 minutes every day representing 47.% of
all time spent daily with Ad-Supported Audio.

Weekly 79.9%
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9,932 or 83.8% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle listen to
Ad-Supported Local AM/FM Radio for an average of 58.2 minutes every day representing 39.8% of
all time spent daily with Ad-Supported Audio.
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11,318 or 69.7% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle listen
to Ad-Supported Local AM/FM Radio for an average of 41.4 minutes every day representing 43.6%
of all time spent daily with Ad-Supported Audio.

Weekly 80.7%
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38,887 or 87.5% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle listen
to Ad-Supported Local AM/FM Radio for an average of 65.6 minutes every day representing 50.9%
of all time spent daily with Ad-Supported Audio.
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Reach % a3
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3,449,267 or 79.2% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle listen to
Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Classic Rock, Classic Hits,
Country, and Pop Contemporary Hit Radio.
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22,294 or 68.4% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are All Sports, Classic Rock, Adult Contemporary,
Classic Hits, and Country.
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[Averoge Week)

and Hot AC.

9,932 or 83.8% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Classic Hits, Classic Rock, Adult Hits, Alternative,
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11,318 or 69.7% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Classic Hits, Adult Contemporary, Country,
News/Talk/Information, and Adult Hits.

Local AM/FM Radio Formats (Persons & % Reach): Adults 25 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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38,887 or 87.5% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Classic Hits, Urban AC, Classic
Rock, and News/Talk/Information.

Local AM/FM Radio Formats (Persons & % Reach): Adults 25 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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2,619,321 or 60.1% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle
watch Ad-Supported Local TV Stations for an average of 95.2 minutes every day representing 30.%
of all time spent daily with Ad-Supported Video.
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Avg. Week A{Lﬂlﬁ;jfgo (Persons & % Reach): Adults 25 or older
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20,320 or 62.3% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle watch
Ad-Supported Local TV Stations for an average of 144.6 minutes every day representing 46.% of all
time spent daily with Ad-Supported Video.
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6,891 or 58.2% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle watch
Ad-Supported Local TV Stations for an average of 109.2 minutes every day representing 46.3% of all
time spent daily with Ad-Supported Video.

Avg. Week A{Lﬂlﬁggo (Persons & % Reach): Adults 25 or older Avg. Day All Video (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older

% Time spent:

Local TV Stations  ReRAper 24 71.1%
Non-Premium Cable TV... m 66.1%

Netflix

Amazon Prime/IMDb/FireTV

Amazon
Netflix Prime/IMDb
325 [FireTV...

Non-Premium Cable
TV Networks
39.5

o e
ES8

YouTube Video Roku + Apple

Roku + The Roku Channel Pararnon Local TV Stations The YouTub TV+f

Amazon ! 1322 Roku e Video ubo,P

Prime/IM . W Chann... 26.9 luto...

Db/FireTV n
223 Disney Hulu Pre Hulu/Hulu Param Disn
+. /Hu... | mi... + Live... ount..  ey..

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

parsure . S T - 258
Dl PN TR ;
P, --4% who Purchased or Leased a ST
o P o st
premiumCal TV esuorks PP 1250

Ll

Non-Premium Cable TV
Local TV Stations i Apple Networks Premium  Peaco
1091 2 TV+... 107.7 Cable... (5 o

s b
SR B R TN TR R R

YouTube Video

= who Purchased or Leased a New TESLA Electric Vehicle mSTL w who Purchased or Leased a New TESLA Electric Vehicle mSTL
Avg. Week Ad-Supported Video (Persons & % Reach): Adults 25 or older Avg. Day Ad-Supported Video (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
Local TV Stations 6z -‘*5"": 0.1% m“
Non-Premium Cable TV... 65 20¢ m
Amazon Prime/IMDb/FireTV e e el
2

Non-Premium Amazon Amazon
4% Cable TV Prime/IM Prime/IM
Networks Db/FireTV Non-Premium Cable TV Db/FireT
39.5 26.6 Networks v
T 103.6 445

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

Paramount+ m Avg. Hours+Minutes/day with Ad-
P K m m:. Supported Video: Adults 25 or older 09

ApplETV |  TikTok Rok

o
§‘=‘ S5 438 3N Y38

T e
Roku + The Roku Channel m bu'S% YouTub

- st 97 _ m Local TV Stations i k Local TV Stations eVideo [PHUHES nNetflix  Para

Disney+ PP I 5% 109.2 . 3. : 127.2 270 u+... 123 m.
Premium Cable TV Networks _ 8% ;{f;",;;‘,’f;f;;‘ﬁ‘:ﬁ; .
= who Purchased or Leased a New TESLA Electric Vehicle mSTL m who Purchased or Leased a New TESLA Electric Vehicle mSTL
STL  DMA  Scarborough R2 2025-26: Aug24-Jul26  QualIntab 31 ﬁ = Share of Everything
All Graphs and soefo.ai Data Modeling Copyright © 2026 Hubbard | Media That Connects, LLC. All rights reserved. Soe for Anything

Make of new vehicle (HHLD): TESLA



Avg. Week A{Lﬂlﬁggo (Persons & % Reach): Adults 25 or older
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9,455 or 58.2% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle watch
Ad-Supported Local TV Stations for an average of 145.9 minutes every day representing 29.6% of all
time spent daily with Ad-Supported Video.
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28,410 or 63.9% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle watch
Ad-Supported Local TV Stations for an average of 62.7 minutes every day representing 21.8% of all
time spent daily with Ad-Supported Video.
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2,619,321 or 60.1% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle
watch Ad-Supported Local TV Stations for an average of 95.2 minutes every day representing 30.%
of all time spent daily with Ad-Supported Video.
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20,320 or 62.3% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle watch
Ad-Supported Local TV Stations for an average of 144.6 minutes every day representing 46.% of all
time spent daily with Ad-Supported Video.
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6,891 or 58.2% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle watch
Ad-Supported Local TV Stations for an average of 109.2 minutes every day representing 46.3% of all

time spent daily with Ad-Supported Video.
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9,455 or 58.2% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle watch
Ad-Supported Local TV Stations for an average of 145.9 minutes every day representing 29.6% of all
time spent daily with Ad-Supported Video.
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28,410 or 63.9% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle watch
Ad-Supported Local TV Stations for an average of 62.7 minutes every day representing 21.8% of all
time spent daily with Ad-Supported Video.
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Local TV Station Programs (Persons & % Reach): Adults 25 or older
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' 2,619,321 or 60.1% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle
watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening,
Comedies, Movies, Local News - Morning, and Dramas.
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' 20,320 or 62.3% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle watch
Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Sports, Local News -
Morning, Dramas, National/Network News, and Comedies.
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6,891 or 58.2% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle watch
Ad-Supported Local TV Stations. The Top 6-Programs are Game Shows, Comedies, Local News -
Evening, Sports, Food/Cooking Shows, and Local News - Late.
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Local TV Station Programs (Persons & % Reach): Adults 25 or older

(average week)

Local News - Evening
Sports

Local News - Morning
Comedies

Movies

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

Court Shows

Total Persons:

m who Purchased or Leased a New TESLA Electric Vehicle

Avg. Hours+Minutes/day with Local
TV Stations: Adults 25 or older

who Purchased or Leased a
New TESLA Electric Vehicle

9,455 or 58.2% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle watch
Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening,
National/Network News, Comedies, Reality - Adventure, and Dramas.

% Time spent: (average Day)

Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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Local TVStatron Programs (Persons & % Reach): Adults 25 or older

(average week)

Local News - Evening
Comedies

Local News - Morning

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

Court Shows

47.0%

who Purchased or Leased a
New TESLA Electric Vehicle

m

® who Purchased or Leased a New TESLA Electric Vehicle

' 28,410 or 63.9% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle watch

Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Comedies, Movies,
Sports, Dramas, and Local News - Morning.

Avg. Hours+Minutes/day with Local
TV Stations: Adults 25 or older

 Time spent:  (Avercge Day)

Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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Avg. Week All Digital (Persons & % Reach): Adults 25 or older

Search (Google, Bing, etc.)

OTT TV Streaming Services
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Social Media
EmailText 1M/ Zoom,etc. (Personal & Work)

Streaming Audio (Local Radio/
Podcasts/Streaming Services)
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YouTube/TikTok, etc.

Shopping (incl. Food/Auctions/Travel, etc.)
Online Classes, Schoals, Colleges, Universities

Local TV Streaming
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Avg. Hours+Minutes/day with
Digital: Adults 25 or older

Concurrent
Usage %:
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‘ 3,282,338 or 75.3% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle use
Ad-Supported Social Media for an average of 97.1 minutes every day representing 18.4% of all time
spent daily with Ad-Supported Digital Media.

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

e Spent:

24,983 or 76.6% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle use
Ad-Supported Social Media for an average of 67.4 minutes every day representing 13.3% of all time
spent daily with Ad-Supported Digital Media.

Avg. Day All Digital (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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Avg. Week All Digital (Persons & % Reach): Adults 25 or older
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‘ 9,262 or 78.2% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle use Ad-
Supported Social Media for an average of 111.9 minutes every day representing 21.6% of all time
spent daily with Ad-Supported Digital Media.

Avg. Day All Digital (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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Day Ad-Supported Digital (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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Avg. Hours+Minutes/day with

7 7,245 or 44.6% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle use Ad-
Supported Social Media for an average of 80.4 minutes every day representing 11.9% of all time
spent daily with Ad-Supported Digital Media.

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

Avg. Day All Digital (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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Day Ad-Supported Digital (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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Avg. Week All Digital (Persons & % Reach): Adults 25 or older

Time spent:

‘ 32,562 or 73.3% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle use
Ad-Supported Social Media for an average of 126.9 minutes every day representing 23.5% of all time
spent daily with Ad-Supported Digital Media.

Avg. Day All Digital (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older

Search (Google, Bing, etc.)

9% 4.0%

ing/Financi Estate

OTT TV Streaming Services

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

83 90
e 51 7
—' i Avg. Hours+Minutes/day with
047 336 _m-" Digital: Adults 25 or older
st oo AP R
— i =
who Purchased or Leased a WpB
New TESLA Electric Vehicle

Streaming Audio (Local Radio/
Podcasts/Streaming Services)

Games/Fantasy/Betting Sites

YouTube/TikTok, etc.

Online Classes, Schools, Colleges, Universities

No ; ium Cable .

Non-

Streaming Audio (Local Premium+Pre
Radio/ Podcasts/Streaming | mium Cable
Services) Streaming

104.9 60.0

Social Media
138.8

Search
(Google, Bing,

Online Classes, Local TV
Schools, Streaming
Colleges, etc.)... 29.5
Universities
Games/Fant
asy/Bettin...

Shopping
Email/Text/IM
J/Zoom,etc.

OTT TV Streaming Services

1341 Tok, etc....

OTT TV Streaming Services
169.9

Social Media
156.5

Non-
Premium
+Premiu
m Cable

Streaming Audio (Local Radio/ 2
Streamin

Podcasts/Streaming Services)
144.2

Online
Classes,
Schools,

Colleges,...

Email/Text/I
M/Zoom,etc.
(Personal...

Local TV
Streaming
39.8

Search  Sho

(Googl ppin
YouTube/Tik (4 g
Tok, etc. Bing, (incl. News/ 'B
43.2 etc.)... Fo.. Wea.. |a

Games/Fa
ntasy/Be...

= who Purchased or Leased a New TESLA Electric Vehicle = WPB

# who Purchased or Leased a New TESLA Electric Vehicle

EWPB

Avg. Week Ad-Supported Digital (Persons & % Reach): Adults 25 or older Avg.
Totol Persons: % Time Spent:

Search (Google, Bing, etc.)

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

Social Media

OTTTV Streaming Services

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

Streaming Audio (Local Radio/ Podcasts/Streaming
Services)

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

YouTube/TikTok, etc. Avg. Hours+Minutes/day with Ad-
el S Supported Digital: Adults 25 or older
m

amestnan e ses PR e e
—

. . = 0.5% 3 69.4%
o PO — 2o

Online Classes, Schools, Colleges, Universities Q0% bt obese e e

= who Purchased or Leased a New TESLA Electric Vehicle =WPB

weB DMA Scarborough R2 2025-26: Aug24-Jul26 Qual Intab 115
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard | Media That Connects, LLC. All rights reserved.

Streaming Audio
(Local Radio/
Premium+Premium | Podcasts/Streamin
Cable Streaming g Services)
58.5 55.4

Non-

Shopping
(incl.
Food/Auct | Local TV
jons/Trave | Streaming
letc.)... 28.7

Email/Text/IM/Z
oom,etc.
(Personal &
Work)
47.4

Social Media
126.9

News/We
ather/Spo
TikTok, rts...

YouTube/
Search (Google,
OTT TV Streaming Services Bing, etc.)

935 37.6 Bankir

Social Media
137.9

OTT TV Streaming Services
1255

Non-
Premium+Pre
Podcasts/Streaming mium Cable

Services) Streaming
855 51.2

Streaming Audio (Local
EL T

Search

YouTube/TikTo (Google,
k: ete: Local TV Bing,
;3 2 Streaming etc.)

- 383 32.0
Email/Text/IM
[Zoom,etc.
(Perscnal &
Work)...

Shopping News/We
(incl. ather/S...

Food/A.. g nking/..

® who Purchased or Leased a New TESLA Electric Vehicle

Make of new vehicle (HHLD): TESLA

soefa.ai

mWwWPB
® Share of Everything
for Anything _



3,206,581 or 73.6% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle use
Ad-Supported Facebook for an average of 32.3 minutes every day representing 33.3% of all time
spent daily with Ad-Supported Social Media.

Avg. Week All Socml Media (Persons & % Reach): Adults 25 or older Avg. Day All Social Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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18,911 or 58.% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle use Ad-
Supported YouTube Video for an average of 44.7 minutes every day representing 66.3% of all time
spent daily with Ad-Supported Social Media.
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% Time Spent:

(33 64
(520

Facebook
Instagram
YouTube Video
Linkedin
Reddit

TikTok

X

Pinterest
Snapchat

Others(Rumble, Threads,...

WhatsApp

Blogs/Message Boards (read...

tumblr

2 779,540

s g
63,96 4.8%
109,359 1'36,36%

u who Purchased or Leased a New TESLA Electric Vehicle

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

who Purchased or Leased a
New TESLA Electric Vehicle

mMSsP

o,
I~}
o
ES

YouTube Video
43.9

Facebook
12.5

TikTok
3.3

Facebook
46.6

YouTube Video
27.0

Instagram
16.5

Pinte

Linkedin
7.6

TikTok | Reddit
97 53

® who Purchased or Leased a New TESLA Electric

Vehicle

uMsSP

Avg. Week Ad- Suggorted Sac:al Media (Persons & % Reach): Adults 25 or older

Facebook
Instagram
YouTube Video
LinkedIn
TikTok

Reddit

X

Pinterest
Snapchat

Others(Rumble, Threads,...

WhatsApp

Blogs/Message Boards (read...

tumblr

DMA

B TR

P — T

‘-ﬂm

IMI-.: e M
Lioé 2ce | Trwt”

" who Purchased or Leased a New TESLA Electric Vehicle
Scarborough R2 2025-26: Aug24-Jul26

Avg. Hours+Minutes/day with Ad-
Supported Social Media: Adults 25
or older

whao Purchased or Leased a
New TESLA Electric Vehide

u MSP
Qual intab 35

rSp!nr

12.

§

All Gmphs and soefa.ai Data Modeling Copyright © 2026 Hubbard | Media That Connects, LLC. All rights reserved.
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9,262 or 78.2% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle use Ad-
Supported Facebook for an average of 35.6 minutes every day representing 31.8% of all time spent
daily with Ad-Supported Social Media.
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Avg. Week All Socml Media (Persons & % Reach): Adults 25 or older Avg. Day All Social Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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7,408 or 45.6% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle use Ad-
Supported YouTube Video for an average of 39. minutes every day representing 48.5% of all time
spent daily with Ad-Supported Social Media.
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32,562 or 73.3% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle use
Ad-Supported Facebook for an average of 44.4 minutes every day representing 35.% of all time
spent daily with Ad-Supported Social Media.
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| 3,206,581 or 73.6% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle use
Ad-Supported Facebook for an average of 32.3 minutes every day representing 33.3% of all time
spent daily with Ad-Supported Social Media.
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| 18,911 or 58.% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle use Ad-
Supported YouTube Video for an average of 44.7 minutes every day representing 66.3% of all time
spent daily with Ad-Supported Social Media.
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| 9,262 or 78.2% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle use Ad-
Supported Facebook for an average of 35.6 minutes every day representing 31.8% of all time spent
daily with Ad-Supported Social Media.

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

Reach % 78.2% Social Media: Adults 25 or older
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| 7,408 or 45.6% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle use Ad-
Supported YouTube Video for an average of 39. minutes every day representing 48.5% of all time
spent daily with Ad-Supported Social Media.
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| 32,562 or 73.3% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle use
Ad-Supported Facebook for an average of 44.4 minutes every day representing 35.% of all time
spent daily with Ad-Supported Social Media.
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M-F 6a-7p Avg. Available Impressions per 15-min. are..
Social Media: 222,440; Local Radio: 216,206; Non-Prem. Cable: 106,032; Local TV: 92,104
reaching Adults 25 or older who Purchased or Leased a New TESLA Electric

. All Other Digital Media: 306,325;
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Social Media: 1,549; Local Radio: 1,402; Local TV: 722; Non-Prem. Cable: 502 reaching
Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle.
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M-F 6a-7p Avg. Available Impressions per 15-min. are..
Social Media: 801; Local Radio: 655; Non-Prem. Cable: 484; Local TV: 378 reaching Adults
25 or older who Purchased or Leased a New TESLA Electric Vehicle.

. All Other Digital Media: 1,286;
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Radio: 662; Social Media: 492; Local TV: 336; Non-Prem. Cable: 268 reaching Adults 25 or
older who Purchased or Leased a New TESLA Electric Vehicle.

All Other Digital Media: 1,228; Local
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M-F 6a-7p Avg. Available Impressions per 15-min. are..
Radio: 2,401; Social Media: 2,108; Non-Prem. Cable: 1,280; Local TV: 986 reaching Adults
25 or older who Purchased or Leased a New TESLA Electric Vehicle.

. All Other Digital Media: 2,847; Local

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 25 or older who Purchased or Leased a New TESLA
Electric Vehicle

10,000

8,000

4,000

2,000

’s?‘\?”? P E N
o

o SR
¥ Q?oj@'b .\,e RO A v‘f'o‘ffoq"\‘f%‘?'qq'oq

AR R R R R AR R R g

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

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

o o
‘SQ

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
WPB Metro Area Adults 25 or older

500,000
450,000
400,000
350,000
300,000
250,000

200,000

150,000

100,000

o2 0

L S A R R
S @5 '\Q & of qu ,’Q?”

R R R
oS P 7

D I

.,9”.,»"\5‘\9".9
o7 x“'{‘?*

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

e [V on-Fri Local TV Station AQH
s M on-Fri Social Media AQH

weB DMA Scarborough R2 2025-26: Aug24-jul26 Qual Intab 115
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard | Media That Connects, LLC. All rights reserved.

® Share of Everything
for Anything o

soefa.ai

ehicle (HHLD): TESLA




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

4,124,802 or 94.7% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle
spend an average of 56.2 minutes per day driving, seeing Billboards and Signs. 66.2% Listen to Local
Radio Stations Out-of-Home for an average of 38.7 minutes/da
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31,416 or 96.4% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle spend
an average of 45. minutes per day driving, seeing Billboards and Signs. 57.2% Listen to Local Radio
Stations Out-of-Home for an average of 59.7 minutes/day.

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

faverage week)
‘Grocery Stores

Billboards & Signs (Weekly Drivers)

AM/FM Radio

Walking in Towns, Cities, Downtown...

Gas Stations/Convenience Stores
Restaurants & Bars

Shopping Malls

Drug Stores

SiriusXmM

Podcasts

Spotify

YouTube Music

Retail Stores

11,426 or 96.4% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle spend
an average of 75.4 minutes per day driving, seeing Billboards and Signs. 70.1% Listen to Local Radio
Stations Out-of-Home for an average of 35.3 minutes/day.
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 25 or older

faverage week)
‘Grocery Stores
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16,248 or 100.% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle spend
an average of 50.9 minutes per day driving, seeing Billboards and Signs. 58.2% Listen to Local Radio
Stations Out-of-Home for an average of 25.1 minutes/day.
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38,771 or 87.3% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle spend
an average of 90.1 minutes per day driving, seeing Billboards and Signs. 73.2% Listen to Local Radio
Stations Out-of-Home for an average of 39.8 minutes/day.
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4,124,802 or 94.7% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle spend an
average of 56.2 minutes per day driving, seeing Billboards and Signs representing 39.2% of all Time Spent
with Ad-Supported Out-of-Home Media.
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waalig "Share of Ad-Supported OOH Media"
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66.8%
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AM/FM Radio

31,416 or 96.4% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle spend an
average of 45. minutes per day driving, seeing Billboards and Signs representing 33.% of all Time Spent
with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported

Out-of-Home Media: Adults 25 or older
"Share of Ad-Supported OOH Media"
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11,426 or 96.4% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle spend an
average of 75.4 minutes per day driving, seeing Billboards and Signs representing 46.5% of all Time Spent
with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 25 or older
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16,248 or 100.% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle spend an
average of 50.9 minutes per day driving, seeing Billboards and Signs representing 43.1% of all Time Spent
with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 25 or older
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38,771 or 87.3% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle spend an
average of 90.1 minutes per day driving, seeing Billboards and Signs representing 52.9% of all Time Spent
with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported

. Out-of-Home Media: Adults 25 or older
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Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 25 or older
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Top-26 Residential Zip Codes: Adults 25 or older
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31,416 or 96.4% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle spend
an average of 45. minutes per day driving an average of 26.2 miles each day and are 143.4% more
likely to use -394 than the Metro average.

Top-26 Employment Zip Codes: Adults 25 or older
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Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 25 or older
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Top-26 Residential Zip Codes: Adults 25 or older
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11,426 or 96.4% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle spend
an average of 75.4 minutes per day driving an average of 43.9 miles each day and are 104.% more
likely to use Manchester Road/Highway 100 than the Metro avera

Top-26 Employment Zip Codes: Adults 25 or older
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Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 25 or older
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Avg. Hours+Minutes/day Driving:

Top-26 Residential Zip Codes: Adults 25 or older
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16,248 or 100.% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle spend
an average of 50.9 minutes per day driving an average of 29.6 miles each day and are 90.4% more
likely to use Red Bank Road than the Metro average.
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Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 25 or older
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Top-26 Residential Zip Codes: Adults 25 or older
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Make of new vehicle (HHLD): TESLA

38,771 or 87.3% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle spend
an average of 90.1 minutes per day driving an average of 52.4 miles each day and are 86.8% more
likely to use US 710/Beeline Highway than the Metro average.
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Top Residential Zip Codes: (Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle)
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Top Residential Zip Codes: (Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle)
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. 1,008,005 or 23.1% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 8.8 minutes every day representing 29.4%
of all time spent daily with All forms of Print Media.
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. 7,485 or 23.% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 7.8 minutes every day representing 35.2%
of all time spent daily with All forms of Print Media.

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

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

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

All Local Weekly Newspapers

New York Times (Daily+Sunday)

New York Times (Daily)

New York Times (Sunday)

Wall Street Journal (Daily)

USA Today (Daily)

Catalogs

Magazines

e

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

who Purchased or Leased a New
TESIA Electric Vehide
94,675 2.8964 e

= who Purchased or Leased a New TESLA Electric Vehicle uMsP

Local Daily
Newspaper(s) {Sunday)
14

Local Daily

Newspaper(s)
{Daily+Sunday)
7.8

Local Daity
‘Wall Street Journal Newspaper(s)
(Daity) (Daily
77 6.8

Direct Mail
Advertising New York Times
{excluding Catalogs) (Daily)
71 6.2

New York Times
(Daily+Sunday)
7.8

UsA Today (Daily)
54

Magarines

Local Daity
Newspaperis)
{Sunday)
125

Local Daily
Newspaper(s)
(Daily+Sunday)

USA Today (Daily)
9.6 89

New York Times
(Daily)
8.2

Local Daily

News; i il
MNew York Times £ ﬁ:lps ';‘q (Dally

(Daity+Sunday)
10.2

Direct Mavt Catalogs
Advertising 37
Wall Street Journal (excluding
(Daity) Magazines Catalogs)
9.8 8.0 73 AR

= who Purchased or Leased a New TESLA

Electric Vehicle

u MsP

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

Local Daily Newspaper(s) (Daily+Sunday)
lLocal Daily Newspa per(s) (Daily

Local Daily Newspaper(s) (Sunday)
Direct Mail Advertising (excluding Catalogs)
All Local Weekly Newspapers

New York Times (Daily+Sunday)

New York Times (Daily)

New York Times (Sunday)

Wall Street Joual (Daily)

USA Today (Daily)

Catalogs

Magazines

Books

MsP DMA

Persons:

who Purchased or Leased a MsP
New TESLA Electric Vehicle
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Catalogs)
71

New York Times (Daily)

Wall Street Journal
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7.7

USA Today (Daily)
54

Magazines
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Newspaper(s)
(Sunday)
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New York Times
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Newspape(s)
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Direct Mail Advertising (excluding Catalogs)
Local Daily Newspaper(s) (Daily

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

USA Today (Daily)

New York Times (Daily)

Wall Street Journal (Daily)

New York Times (Daily+Sunday)

New York Times (Sunday)

All Local Weekly Newspapers

Magazines

Catalogs

i Persons: % Time Spent:

i —
Lo | oo mmmme

090

PRI b 5.2%
T Rl 2 0%

m who Purchased or Leased a New TESLA Electric Vehicle

who Purchased or Leased a New

. 2,179 or 18.4% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 10.5 minutes every day representing
29.7% of all time spent daily with All forms of Print Media.

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

TESIA Electric Vehide

Local Daity
Newspaper(s)
(Sunday)
15.1

Wall Street
Journal (Daily)

119

New York Times

(Daily+Sunday) (Daily+Sunday)

1.7 10.5

Direct Mail
Advertising
{excluding
Catalogs)
77

New York Times
(Daity)
9.6

Local Daily

Newspaper(s) (Daily | Magazines
83

Local Daity
Newspaperis)
{Sunday)
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Wall Street Journal
(Daily)
10.2

New York Times
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9.9

Local Daily
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mSTL
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mSTL
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Direct Mail Advertising (excluding Catalogs)
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New York Times (Daily+Sunday)
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New York Times
(Daity+Sunday)
9.9

USA Taday (Daily}
9.7

Local Daily
Newspaper(s)

New York Times
(Daity) Magazines
8.1 7.5

Direct Mail Advertising (excluding
Catalogs)
7.4

WSTL
Qual Intab 31

All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard | Media That Connects, LLC. All rights reserved.

= who Purchased or Leased a New TESLA Electric Vehicle

Make of new vehicle (HHLD): TESLA

mSTL

for Anything _

® Share of Everything

soefa.ai



. 9,193 or 56.6% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle read
Direct Mail Advertising (excluding Catalogs) for an average of 8. minutes every day representing
57.2% of all time spent daily with All forms of Print Media.

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

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

Local Daily Newspaper(s) (Sunday)
Books

USA Today (Daily)

‘Wall Street Journal (Daily)

New York Times (Daily+Sunday)

New York Times (Daily)

New York Times (Sunday)

Magatines

Catalogs

All Local Weekly Newspapers

hm-
sz |y
!é"

Er
ME;’"'

mhho;g’%s who Pachosed o Levsed 2 New ow
csas | g
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Direct Mail Advertising (excluding Catalogs)
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. 7,338 or 16.5% of Adults 25 or older who Purchased or Leased a New TESLA Electric Vehicle read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 11.5 minutes every day representing
31.2% of all time spent daily with All forms of Print Media.

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

Local Daily Newspaper(s) (Daily+Sunday)

Direct Mail Advertising (excluding Catalogs)

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

New York Times (Daily)

Wall Street Journal (Daily)

All Local Weekly Newspapers

catalogs

Magazines m- 4.9% o Purchased or Leased a New wes

USA Today (Daily)

P —
(oae | "aos
T e m
(g | 55 g

4.9%

%
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Avg. Hours+Minutes/day with All
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Social Media

Websites
Direct Mail

Broadcast, Cable, & Sat TV

“Advertising Actions"

P25+ who Own or Lease a New TESLA Electric Vehicle (Shopped/Visited/Bought past
3mos Due to Ads on %)

| 93,138,785 38.7%

| 85,458,335 35.5%

| 70,369,871 29.2%

56,025,393 23.3%

Local AM/FM Radio

37,683,577

Local Broadcast TV

Video Streaming Services
Cable TV Networks
Podcasts

Newspapers

Audio Streaming Services

37,651,535 15.6%

35,098,277 14.6%

35,806,776 14.9%

27,845,556 11.6%

27,684,689 11.5%

USA

24,603,426 10.2%

Billboards 24,057,117 10.0% |
m P25+ who Own or Lease a New TESLA Electric Vehicle (Shopped/Visited/Bought past 3mos Due to Ads on %)
m P25+ USA AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
USA DMA Scarborough R2 2025-26: Feb24-Jul26  QualIntab: 833 * Share of Everything
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"Advertising Actions"

P25+ who Own or Lease a New TESLA Electric Vehicle (Shopped/Visited/Bought past

3mos Due to Ads on %)
Soclal Media
DirectMall
Broadcast, Cable, & Sat TV
Websites
Billboards
Local Broadcast TV
Local AM/FM Radio g S
Newspapers grerrs 12.1% [

Video Streaming Services  Egs —
Audio Streaming Services

Podcasts MINNEAPOLIS-ST. PAUL
Cahle TV Networks

P25+ who Own or Lease a New TESLA Electric Vehicle (Shopped/Visited/Bought past 3mos Due to Ads on %)

M P25+ MINNEAPOLIS-ST. PAUL AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
MINNEAPOLIS-ST.PAUL  DMA  Scarborough R1 2025-26: Feb24-Feb26  QualIntab: 35

* Share of Everything
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"Advertising Actions"

P25+ who Own or Lease a New TESLA Electric Vehicle (Shopped/Visited/Bought past
3mos Due to Ads on %)

Social Media 23 4,236

Websites 720,041

BicEHl
Broadcast, Cable, &SatTV  gry )
Billboards
Local AM/FM Radio
Audio Streaming Services
Newspapers
Cable TV Networks
Local Broadcast TV
Podcasts
Video Streaming Services

m P25+ who Own or Lease a New TESLA Electric Vehicle (Shopped/Visited/Bought past 3mos Due to Ads on %)

B P25+ ST. LOUIS AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
ST.LOUIS DMA Scarborough R12025-26: Feb24-Feb26 Qual Intab: 31 f‘ Share of Everything
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Social Media

Websites

Direct Mail

Video Streaming Services
Audio Streaming Services

Broadcast, Cable, & Sat TV

“Advertising Actions”

P25+ who Own or Lease a New TESLA Electric Vehicle (Shopped/Visited/Bought past
3mos Due to Ads on %)

616,265 36.4%
568,510 33.6%
519,522 30.7% o

214,475

143,469

406,336 ' 24.0%

Local AM/FM Radio

271,668 16.1%

Newspapers

Local Broadcast TV
Billboards

Cable TV Networks

Podcasts

196,476 11.6%

CINCINNATI

178,931 10.6%

H P25+ who Own or Lease a New TESLA Electric Vehicle (Shopped/Visited/Bought past 3mos Due to Ads on %)
W P25+ CINCINNATI AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)

CINCINNAT! DMA  Scarborough R1 2025-26: Feb24-Feb26 Qual Intab: 35 * Share of Everything
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Social Media

Websites

Broadcast, Cable, & Sat TV
Podcasts

Cable TV Networks

Direct Mail

Local Broadcast TV

"Advertising Actions"

P25+ who Own or Lease a New TESLA Electric Vehicle (Shopped/Visited/Bought past
3mos Due to Ads on %)

669,133 37.9%

616,830 34.9%

437,183 24.8%

173,782
320,571 18.2%

507,120

295,373 16.7%

Local AM/FM Radio

240,806

Newspapers
Video Streaming Services

Audio Streaming Services

| 108,298

| 244,865

WEST PALM BEACH-BOCA RATON

171,439 9.7%

Billboards 133,736 e
W P25+ who Own or Lease a New TESLA Electric Vehicle (Shopped/Visited/Bought past 3mos Due to Ads on %)
W P25+ WESTPALM BEACH-BOCA RATON AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
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