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27.3% or 74,583,524 of USA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Typical Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 37.2 years old
(23.8% younger than average) and have a $103,272 (5.% higher than average) annual household income.

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

White B
Black/African | ?ﬁ'ﬁ%

= who are GENERATION-Y American

27.3% 8 . -

%M vs. %F

= Remainder of USA DMAs

| 2.5%

Other

Average Age 48 .8 48 .9

Hispanic

Total Persons: . | .5 134,358,7... 138,815,7...
198,590,976 Women Women #who are GENERATION-Y "MILLENNIALS" (Age 30-44 Aduits) B USA
Age Cell Demographics of Target vs. Market: Avee A iu'- HHI of Target vs. Market:
Adults 18 or older ‘ ;
whu are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) mUSA <$35K HHI %
$35K-$50K HHI
$50K-$75K HHI
$75K-$100K HHI

$100K-$150K HHI 18.0%

—

14.1% Tl
e $150K-$250K HHI 0% B
8.0% 7.6% s 0% =
0. 0% 0.0% 0.0% $250K+ HHI : .

0.0%[RE]  0.0%fad  0.0% Lkl
18-20 21-24 25-29 30-34 35-39 40-44 45-49 50-54 55-59 65-69
Avg HHI: i !
 who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) mUSA va 103272 ‘1 $98,335
USA USA Projection Scarborough R1 2026: Jan 25-Mar26 Qual Intab 5,886
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. USA Projection Scarborough R1 2026: Jan 25-Mar26 Qual Intab 24,338
o

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)



28.% or 1,093,887 of MSP DMA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Typical Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 37.4 years old
(23.6% younger than average) and have a $127,437 (11.3% higher than average) annual household income.
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25.8% or 648,496 of STL DMA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Typical Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 37.2 years old
(24.9% younger than average) and have a $99,980 (3.8% lower than average) annual household income.
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26.7% or 518,437 of CIN DMA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Typical Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 37. years old
(23.9% younger than average) and have a $107,572 (4.% higher than average) annual household income.
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21.7% or 420,997 of WPB DMA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Typical Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 37.4 years old
(29.8% younger than average) and have a $105,923 (.5% higher than average) annual household income.
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27.3% or 74,583,524 of USA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 20.9% more likely to
be a college graduate, 39.3% more likely to work full-time, 1.3% more likely to be married, 115.1% more
likely to be a parent of 1 or more children under 18.
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likely to be a parent of 1 or more children under 18.

28.% or 1,093,887 of MSP DMA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 30.3% more likely to
be a college graduate, 38.9% more likely to work full-time,

4.% more likely to be married, 124.2% more
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25.8% or 648,496 of STL DMA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 15.1% more likely to
be a college graduate, 48.% more likely to work full-time, 7.5% less likely to be married, 140.5% more

likely to be a parent of 1 or more children under 18.
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likely to be a parent of 1 or more children under 18.

26.7% or 518,437 of CIN DMA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 25.3% more likely to
be a college graduate, 42.3% more likely to work full-time, 4.9% more likely to be married, 128.5% more
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likely to be a parent of 1 or more children under 18.

21.7% or 420,997 of WPB DMA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 6.8% more likely to be
a college graduate, 54.9% more likely to work full-time, 10.8% less likely to be married, 178.3% more
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27.3% or 74,583,524 of USA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 10.1% less likely to own
their home, 17.8% more likely to own a higher valued home, 6.4% less likely to have a single-family home,
8.8% more likely to have a dog.
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| 28.% or 1,093,887 of MSP DMA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 3.% less likely to own

their home, 4.4% more likely to own a higher valued home, 3.4% more likely to have a single-family
home, 28.9% more likely to have a dog.
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| 25.8% or 648,496 of STL DMA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).

Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 7.7% less likely to own

their home, 9.9% more likely to own a lower valued home, 3.3% more likely to have a single-family home,
11.7% more likely to have a dog.
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26.7% or 518,437 of CIN DMA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 5.4% less likely to own

their home, 3.8% more likely to own a lower valued home, 2.6% less likely to have a single-family home,
7.4% more likely to have a dog.
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21.7% or 420,997 of WPB DMA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 21.3% less likely to own
their home, 11.3% more likely to own a lower valued home, 3.6% less likely to have a single-family home,
2.% more likely to have a dog.
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gym, 9.3% more likely to fly domestic past y

27.3% or 74,583,524 of USA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 4.4% more likely to look
up D-I-Y advice online, 18.1% less likely to always vote in local elections, 4.8% more likely to belong to a

yTop-ZO past 30-days Online Lifestyle Activites: Adults 18 or older
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28.% or 1,093,887 of MSP DMA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 2.9% less likely to look
up D-I-Y advice online, 9.8% less likely to always vote in local elections, 4.9% more likely to belong to a
gym, 14.2% more likely to fly domestic past y
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gym, .7% more likely to fly domestic past y

25.8% or 648,496 of STL DMA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 9.9% less likely to look
up D-I-Y advice online, 20.9% less likely to always vote in local elections, 22.7% less likely to belong to a
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26.7% or 518,437 of CIN DMA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 7.6% more likely to look
up D-I-Y advice online, 24.1% less likely to always vote in local elections, 17.1% more likely to belong to a

gym, 9.7% more likely to fly domestic past
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21.7% or 420,997 of WPB DMA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 8.2% more likely to look
up D-I-Y advice online, 26.3% less likely to always vote in local elections, 10.8% more likely to belong to a
gym, 5.4% more likely to fly domestic past
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Past 30-days QSR Users: Adults 18 or older

Loy e
3 times

11.9%
10.4%

16.3%
10 times or more 12.9%

» who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) WUSA

Avg. Monthly QSR Meals:

4 times

5 times 10.3%
6 - 9times

Total Monthly QSR Users:
86.4% 83.3%

e R - EEE

7 27.3% or 74,583,524 of USA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 3.7% more likely to use
QSRs past mo., .3% more likely to use Sit-Down Restaurants past mo., 9.3% more likely to use Casinos past

yr., 28.2% more likely to smoke cigarettes.

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

1time

16.9%

i
3 s
A
S
yo——
m who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) mUSA
Total ly Sit-Down R Users: Avg. Monthly Sit-Down R ant Meals:

7L.7% 71.5%

Drank Past 30-days: Adults 18 or older

Liquor

Any Type of Beer
Wine

Domestic Regular Beer
Imported Beer

Domestic Light Beer

112,360,680 41.1%
108,355,087 39.8%
85,526,843 31.3%
o6 457,548 24.3%
66,217,070 24.2% |

g
29,006,269 10.6%

- Vv

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

IR o
i
vz

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

Mexican  Chinese Hakian

 who are GENERATION ¥ "MILLENNIALS {Age 30-44 Aduts) musA
Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who are GENERATION-Y "MILLENNIALS" {Age 30-44... 25.1%

usa 19.9%

Past 12 months Casino Activities: Adults 18 or older
Slot Machines g 1

Table Games (Craps, Poker, etc.)

31,585,584 11.6%

75,606,880
Bar/ Nightclub st
Upscale Restaurant =
Stage Show / Concert

6.9%
15,865,257 .

3.4%

Sports Betting

Used Past 30-days: Adults 18 or older

i
4

13.8%

Microbrew / Craft Beer ' Spa T 2.4% en S
Other Gambling M;Z”S:{: Casinos visited past 12 Yes / Cannabis Cigarettes Vape
# who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) mUSA # who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) B USA = who are GENERATION-Y "MILLENNIALS” (Age 30-34 Adults) =mUsA
USA USA Projection Scarborough R1 2026: Jan 25-Mar26 Qual Intab 5,886

All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, inc. LLC. All rights reserved.
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(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)



Past 30-days QSR Users: Adults 18 or older

1time

3 times

9.5%

16.6%
11.2%
10.7% |}

10.0%

4 times

5 times

6 - 9times

# who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)

mMSP

Total Monthly QSR Users: Avg. Monthly QSR Meals:
85.3%

84.1%

28.% or 1,093,887 of MSP DMA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 1.4% more likely to use
QSRs past mo., 3.3% less likely to use Sit-Down Restaurants past mo., 5.1% more likely to use Casinos past
yr., 24.8% more likely to smoke cigarettes.

1time

2 times

3 times

4 times

5 times

6-9times

10 times or more

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

20.8%

® who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) uMSP
Total ly Sit-Down Users: Avg. ly Sit-Down Meals:
69.6% 71.9%

=

Drank Past 30-days: Adults 18 or older

Uk

Any Type of Beer
Wine
Domestic Light Beer

Domestic Regular Beer

panedser Sy
Microbrew / Craft Beer 21.3% '
# who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) mMsp
MSP DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab

456

Past 12 months

Slot Machines

Table Games (Craps, Poker, etc.)

Stage Show / Concert
Bar / Nightclub
Upscale Restaurant
Sports Betting

Other Gambling

Spa

= who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)

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

Top-10 Cuisines: Adults 18 or older

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

Pz chinese Mexican  Coffee  Wings/ Bagel/  imBan Steskbouse Upscale  Indian/
Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)

House/ Durgers/ Dot/ Thai/
Coffee Bar Sports Bar  Bakery Other
who are GENERATION-Y "MILLENNIALS” (Age 30-44... 16.3%
13.3%

# who are GENERATION-Y "MILLENNIALS” {Age 30-44 Adults) msp

L 518,071

Casino Activities: Adults 18 or older
6.7%
220,139 5.6%
m 6.9%
4.1%
E 4.4%
2.3%

Casinos visited past 12 months: Yes
m MsP

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)

Used Past 30-days: Adults 18 or older

=

Vape

Marijuana / Cannabis Cigarettes

= who are GENERATION-Y “MILLENNIALS” (Age 30-84 Adults) mmsP



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

1time

% 2 times

3 times

4 times

5 times

6 - 9times

10 times or more

25.8% or 648,496 of STL DMA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 5.3% more likely to use
QSRs past mo., 2.9% less likely to use Sit-Down Restaurants past mo., 17.1% more likely to use Casinos past

yr., 59.4% more likely to smoke cigarettes.

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

& time 18.4%

%

2 times

3 times
4 times

5 times

6-9times

10 times or more

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

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

Pia  wings/

who are GENERATION-Y "MILLENNIALS” (Age 30-44 Adults) msn

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who are GENERATION-Y "MILLENNIALS" (Age 30-44... 19.5%

LU 420,308 17.1%

# who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) msTL w who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) ESTL
Total Monthly QSR Users: Avg. Monthly QSR Meals: Total ly Sit-Down Users: Avg. Monthly Sit-Down ant Meals:
mitn 86.6% 71.2% 73.3%
Drank Past 30-days: Adults 18 or older Past 12 months Casino Activities: Adults 18 or older
Any Type of Beer Slot Machines .
Tl Games e, Pl i)
Domestic Light Beer _ Bar/ Nightclub

836,429 33.2%

Domestic Regular Beer 28.7% :

721,423

Wine

697,164 _27.7%

Imported Beer 17.2% o
12.2%
9.1%

432,371

Microbrew / Craft Beer

® who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) mSTL

STL DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab

Upscale Restaurant
Sports Betting
Stage Show / Concert

Other Gambling

Casinos visited past 12

Used Past 30-days: Adults 18 or older

i
ey

a / Cannabis

w who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) =STL

407

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

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)

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

1time

% 2 times

3 times

10. 8%

10.9%

4 times

10.0%

5 times

6 - 9times

10 times or more

# who are GENERATION-Y “MILLENNIALS” (Age 30-44 Adults)

Avg. Monthly QSR Meals:

= QN

Total Munthly QSR Users:

7%

26.7% or 518,437 of CIN DMA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 4.3% more likely to use
QSRs past mo., 4.4% less likely to use Sit-Down Restaurants past mo., 19.7% more likely to use Casinos past

yr., 25.2% more likely to smoke cigarettes.

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

[ ] 1 time
rums
-
4 times
5 times
6-9times

10 times or more

W who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) mCIN
Total ly Sit-Down Users: Avg. Monthly Sit-Down ant Meals:
71.9% 75.2%

Drank Past 30-days. Adults 18 or older

Any Type of Beer

Domestic Light Beer
Wine

Domestic Regular Beer
Imported Beer
Microbrew / Craft Beer
w who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)

mCN

CIN DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

malan  eagel/ upscale seafood

Doaw/
Bakery

5 who are GENERATION-¥ "MILLENNIALS” (Age 30-34 Adults) =N

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who are GENERATION-Y "MILLENNIALS" (Age 30-44... 27.6%

LU 412,644 21.2%

Past 12 months Casmo Activities: Adults 18 or older
_-

Slot Machines

Bar / Nightclub

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

Upscale Restaurant

Sports Betting

3,8%

Other Gambling 4%

2

Used Past 30-days: Adults 18 or older

a / Cannabis Cigarettes

Yes

Casinos visited past 12

See B 16%

w who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) = CIN

427
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(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)
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Past 30-days QSR Users: Adults 18 or older

1time

% 2 times

3 times

12.0%

11.4%
4 times 12 5%

5 times 94%
6 - 9times

10 times or more

* who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)

Avg. Monthly QSR Meals:

"WPEB

Total Monthly QSR Users:
89.7% 79.4%

21.7% or 420,997 of WPB DMA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 12.9% more likely to use
QSRs past mo., 1.9% less likely to use Sit-Down Restaurants past mo., 13.% more likely to use Casinos past

yr., 28.1% more likely to smoke cigarettes.

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

[ ] 1 time

2 times

3 times 11.2%

4 times 37%

5 times 2.6%
6-9times

10 times or more

= who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
Avg. Monthly Sit-Down Restaurant Meals:

Total Users:

75.0%

ly Sit-Down
73.6%

Drank Past 30-days: Adults 18 or older

Liquor - ey 41.1%
Any Type of Beer
Wine

Imported Beer

Domestic Regular Beer
Domestic Light Beer v
Microbrew / Craft Beer i
w who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) =WPB
weB DMA Scarborough R1 2026: Jan25-Jan26 Qual Intab

Past 12 months Casmo Activities: AduIts 18 or older

Slot Machines 267,129
Upscale Restaurant

Table Games (Craps, Poker, etc.)

E — 0
X 2en
B

Stage Show / Concert
Bar / Nightclub
Sports Betting

Spa

Other Gambling

= who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
473
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15 9%

16.1%

=WPB

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

Chinese  piza an upscale  seafood  Bagel/
Donut/

Mexicn steakhouse Wings/
Burgers | House /
Sports Bar Coffee Bar

= who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) "WPB

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who are GENERATION-Y "MILLENNIALS" (Age 30-44... 27.0%

LU 387,595 19.9%

20.4%

Casinos visited past 12 Yes

Used Past 30-days: Adults 18 or older

a / Cannabis Cigarettes

= WPB

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)

wwho are GENERATION-Y "MILLENNIALS" (Age 30-44 Aduits)



mﬁalnvestments Owned: Adults 18 or older

401K Plan

125,. . 45.8%

IRA (Individual Retirement Account)

100,032,171

Mutual Funds

: 13.4%
47,850,162 17.5%
10.0%
Money Market Funds & i
G085 25.8%
Bonds o
Other (Crypto / NFTs / Metals, etc.) 2 825
' e1C.) PR osu
10.1%
E 3.0%

, EL6%
7.4%

# who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)

529 Plan / College Savings Plan

Second Home or Real Estate Property

mUSA

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

- 5 15.6%]
- -

Auto Loan Money
Market
Account

Home
Mortgage

Mobile
Banking

Online
Banking

Online Bill
Paying

n?
Checking  Debit or ATM
Account card

Savings
Account

Credit Card

® who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)

27.3% or 74,583,524 of USA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).

Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 17.5% more likely to have a
401K, 16.4% more likely to have an Auto Loan, 19.5% more likely to Invest/Trade Stocks Online, 8.7% less
likely to pay with their Debit Card.

8.4%
66% 5% 5% oo 44%
e

Certificates of Studentloan Personal Loan Refinanced Home
Deposit (CDs) Home  Improvement
Mortgage Loan or Home
Equity Loan

B USA

Professional Serwces Used*' Adults 18 or older

Financial Planner

Online Investing / Stock Trading

Aoorimiant 26, 192 251 9 6%
20 896,912 7.6%
4.2%
3.

3%

151.6%
3.1%

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

Estate Planning

Divorce Family Attomey E:s;.;% (*Past 12 Months)
» who are GENERATION-Y “MILLENNIALS" (Age 30-44 Adults) mUSA
USA USA Projection Scarborough R1 2026: Jan 25-Mar26 Qual Intab

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

American
Express
» who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)

: $ir 7
Cash App  Google Pay

e o
MasterCard ~ Apple Pay

Venmo

5,886
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

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

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)

10.1%
9.5% 9.1% 6.8%

Store Credit  Square Cash ~ Facebook sarmungPay
Card Messenger

6.4% “m

Discover



28.% or 1,093,887 of MSP DMA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 12.4% more likely to have a
401K, 39.2% more likely to have an Auto Loan, 33.6% more likely to Invest/Trade Stocks Online, 9.9% less
likely to pay with their Debit Card.

ﬁ Investments Owned Adults 18 or older
e ¢ |

401K Plan
IRA (Individual Retirement Account)

Stocks or Stock Options

1 i 18.0%
751,695 19.2%

Mutual Funds

Money Market Funds -9:.‘33%
Bonds ﬁ?ﬁ%
529 Plan / College Savings Plan M‘ng
Other (Crypto / NFTs / Metals, etc.) L
Second Home or Real Estate Property 7“‘0:5%

¥ who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) EMSsP

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

11.4%)
ju5 70in

65% 6.8% 6.6% 59% o s
Checking Savings  Debit or ATM Credit Card Online Online Bill Home Auto Loan Personal Loan
Account Account card Banking Paying Mortgage Market Bq)mttmsj lmpunement Home
Account Loan or Home Mortgage
Equity Loan
= who are GENERATION-Y "MILLENNIALS" (Age 30-44 Aduits) u MSP

Professional Serwces Used*' Adults 18 or older

Financial Planner
Tax Preparation Service 905,331 23.2%

Online Investing / Stock Trading

Insurance Agent at a Local Office (not online)

i 8.7%
456,569 11.7%
e 5
373,857

9.6% '
B o

Real Estate Agent

B 1.6%
Estate Planning 2.7%
*Past 12 Months)
Divorce / Family Attorney 1% f /
0.4%
u who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) mMSP

MsSP DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 456
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T Past 3-Months Payment Methods Used: Adults 18 or older

% 3%
VisA PayPal ‘Venmo DebitCard MasterCard  Apple Pay zelle Google Pay  Cash App American Discover  Store Credit Square Cash  Facebook  Samsung Pay
Express card Messenger
# who are GENERATION-Y "MILLENNIALS" (Age 30-44 Aduits) - MSP

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)



25.8%

or 648,496 of STL DMA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).

Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 23.1% more likely to have a
401K, 4.1% less likely to have an Auto Loan, 6.% less likely to Invest/Trade Stocks Online, 9.5% less likely to
pay with their Debit Card.

Investments Owned: Adults 18 or older
;is,mi )
- 13 7.2%

461,389 18.3%

10.8%
13.8%

1.4%
9.8%
i »

401K Plan

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

Money Market Funds

Bonds

Other (Crypto / NFTs / Metals, etc.) S

11.5%
8.6%
13.4%
g 6.7%

# who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)

529 Plan / College Savings Plan

Second Home or Real Estate Property

WSTL

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

7.4% 8.1%

5.3% 5.4% 5.6% 5.0%

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

= who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) mSTL

Professional Services sed*: Adults 18 or older

Financial Planner

Tax Preparation Service

Online Investing / Stock Trading

Insurance Agent at a Local Office (not online)

"*Past 12 Months|
Divorce / Family Attorney E 1% f /
1.2%
= who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) mSTL

STL DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 407
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

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

.8%
6.8% 6% 1%

Store Credit

Debit Card  MasterCard Apple Pay CashApp  Google Pay American Facehook  Square Cash Samsung Pay
card Express Messenger
= who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) mSTL

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)



26.7% or 518,437 of CIN DMA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).

Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 9.3% more likely to have a
401K, 12.8% more likely to have an Auto Loan, 24.% more likely to Invest/Trade Stocks Online, 5.% less likely
to pay with their Debit Card.

ﬁ Investments Owned: Adults 18 or older

)

IRA (Individual Retirement Account) === - i
496,527 25.5%
60,643 11.7%
265,054 13.6%
7.5%
11.0%
58,003 11.2%
196,079 10.1%
33,. 6.4%
145,128 X314
38139 5.4%
pEFNL! 6.8%
i 6.6%
[FIXE 6.6%

# who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)

Stocks or Stock Options

Mutual Funds

Money Market Funds

529 Plan / College Savings Plan
Other (Crypto / NFTs / Metals, etc.)
Second Home or Real Estate Property

Bonds

HCIN

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

3ua257]

Credit Car Online Auto Loan Money  Studentloan Certificates of Personal Loan
Account card Account Banking Mortgage Market Deposit COs)
Account
® who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) uCiN

1737733 o5 L
Checking Debitor ATM  Savings

329 4.7% 5.3% 4.5%

s R
Home Refinanced
Improvement  Home

Loanor Home Mortgage
Equity Loan

Professional Services Used*: Adults 18 or older

Tax Preparation Service

223,933 11.5%

34,072 6.6%
180,100 9.3%
25,125 4.8%

168,344 8.7%

4.5%
3.1%

Financial Planner

Online Investing / Stock Trading

Accountant

Insurance Agent at a Local Office (not online)

Real Estate Agent

b 2.8%
Estate Planning 20%
*Past 12 Months)
Divorce / Family Attorney 2.0 f /
1.0%
= who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) uCIN

DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 427

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

- 17.3% kg 8.1%

Debit Card

VisA PayPal Venmo MasterCard CashApp  GooglePay  American Discover  Store Credit Square Cash
Express card
® who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) uCIN

Apple Pay

Zalle

CIN
All Graphs and HBIA! Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. Al rights reserved.

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)

7.9% 6.3% 7-7%

M. ..-

Facebook  Samsung Pay
Messenger



21.7% or 420,997 of WPB DMA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 32.3% more likely to have a
401K, 9.% more likely to have an Auto Loan, 14.1% more likely to Invest/Trade Stocks Online, .5% more likely
to pay with their Debit Card.

ﬁ Investments Owned: Adults 18 or older

)

IRA (Individual Retirement Account)

Stocks or Stock Options
Mutual Funds 9’1‘5 3%
Money Market Funds _
36, 8.7%
Other (Crypto / NFTs [ Metals, etc.) ey

3224.6%
Bonds

Second Home or Real Estate Property &.m

34.4%

71%

529 Plan / College Savings Plan 5:;:26

# who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) EWPB

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

0/19.0% " i
i 117,45 TE% g a% o
- yea.38 3uan0 L0132 pREES oo B oo ]

171130 ;3 275 1) y0u.173 sssa30 1057
Checking Debitor ATM  Savings Credit Card Mobile Online Bill Home Auto Loan Money  Certificates of Personal Loan Studentloan Home Refinanced
Account card Account Banking Banking Paying Mortgage Market  Deposit {CDs) Improvement  Home
Account Loanor Home Mortgage
Equity Loan

= who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) u'WPB

Professional Services Used*: Adults 18 or older

Tax Preparation Service

Accountant

Online Investing / Stock Trading 45:5-29;

- -
Estate Planning 2:2

Real Estate Agent 3':.1‘%

Financial Planner

Insurance Agent at a Local Office (not online)

"*Past 12 Months|
Divorce / Family Attorney 4% f /
1.5%
= who are GENERATION-Y “MILLENNIALS" (Age 30-44 Adults) uWPB

wpPB DMA Scarborough R1 2026: Jan25-Jan26 Qual intab 473
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T Past 3-Months Payment Methods Used: Adults 18 or older

'

% 10.6%10.2%
ﬂ S
D e e
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“Lifestyle/Future Plans”

P18+ who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Lifestyle/Future Plans)
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“Lifestyle/Future Plans"

P18+ who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Lifestyle/Future Plans)
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“Lifestyle/Future Plans"”

P18+ who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Lifestyle/Future Plans)
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Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an average of 2 days, 11 hours, 32
minutes and 22 seconds each week with All Forms of Media.

74.3% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an avg. of 7 hours and 32 minutes each
week listening to All Local AM/FM Radio, representing 9.4% of total time spent with all forms of Media.

Weekly
Reach %:

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

Concurt
usage 55.9%

who are GENERATION-Y usa
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Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an average of 2 days, 13 hours, 55
minutes and 26 seconds each week with All Forms of Media.

82.6% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Aduits) spend an avg. of 8 hours and 4 minutes each
week listening to All Local AM/FM Radio, representing 10.8% of total time spent with all forms of Media.

Weekly

[ Avg. H:M:S/week with All Forms of Media:
React Adults 18 or older
Concurrent
usoge %: 55.5%
who are GENERATION-Y MsP

"MILLENNIALS™ [Age 30-44

“m

63.0%
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Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an average of 2 days, 13 hours, 23 |
minutes and 17 seconds each week with All Forms of Media.

78.3% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an avg. of 7 hours and 57 minutes each
week listening to All Local AM/FM Radio, representing 10.2% of total time spent with all forms of Media.

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

Concurrent
usoge %: 46.4%
STL
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. 15" (Age 30-44
-

Weekly
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Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an average of 2 days, 18 hours, 33
minutes and 18 seconds each week with All Forms of Media.
78.3% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an avg. of 7 hours and 49 minutes each
week listening to All Local AM/FM Radio, representing 9.2% of total time spent with all forms of Media.

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

Adults 18 or older
Concurrent
vsoge ¥: 51.2%
who are GENERATION-Y ciN
"MILLENNIALS" (Age 30-44
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Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an average of 2 days, 13 hours, 13
minutes and 49 seconds each week with All Forms of Media.
75.8% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an avg. of 8 hours and 7 minutes each
week listening to All Local AM/FM Radio, representing 10.1% of total time spent with all forms of Media.

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

Weekly
Reach %:

Adults 18 or older
Concurrent
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Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an average of 1 days, 18 hours, 17
minutes and 12 seconds each week with All Forms of Ad-Supported Media.

72.1% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an avg. of 6 hours and 52 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 11.7% of total time spent with all forms of Ad-Supported Media.

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

53:31:18
concurr
usage 58.0%
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Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an average of 1 days, 19 hours, 36
minutes and 15 seconds each week with All Forms of Ad-Supported Media.
78.9% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an avg. of 7 hours and 1 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 12.7% of total time spent with all forms of Ad-Supported Media.

58
Avg. H:M:S/week with All Forms of Ad-
Supported Media: Adults 18 or older
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Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an average of 1 days, 19 hours, 59
minutes and 47 seconds each week with All Forms of Ad-Supported Media.
76.3% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an avg. of 7 hours and 26 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 12.9% of total time spent with all forms of Ad-Supported Media.
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Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an average of 1 days, 23 hours,
minutes and 57 seconds each week with All Forms of Ad-Supported Media.

76.1% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an avg. of 7 hours and 23 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 11.9% 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
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Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an average of 1 days, 21 hours, 18
minutes and 35 seconds each week with All Forms of Ad-Supported Media.

74.5% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an avg. of 7 hours and 44 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 12.7% of total time spent with all forms of Ad-Supported Media.

Weekly
Reach %:

Avg. H:M:S/week with All Forms of Ad-
Supported Media: Adults 18 or older
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Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an average of 6
hours and 2 minutes each day with All Forms of Ad-Supported Media. 72.1% listen to Local AM/FM
Radio for an avg. of 58.9 minutes/day. (Local Radio delivers 11.7% of Time with Ad-Supported Media.)

Tap-13 All Forms of Media (Persons & % Reach): Adults 18 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Top-13 All Forms of Media (Persons & % Reach): Adults 18 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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| Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an average of 6
hours and 13 minutes each day with All Forms of Ad-Supported Media. 78.9% listen to Local AM/FM
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| Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an average of 6
hours and 17 minutes each day with All Forms of Ad-Supported Media. 76.3% listen to Local AM/FM

Radio for an avg. of 63.8 minutes/day.  (Local Radio delivers 12.9% of Time with Ad-Supported Media.)

Top-13 AH Forms of Media (Persons & % Reach): Adults 18 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an average of 6
hours and 44 minutes each day with All Forms of Ad-Supported Media. 76.1% listen to Local AM/FM
Radio for an avg. of 63.4 minutes/day. (Local Radio delivers 11.9% of Time with Ad-Supported Media.)

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

(average week] Total persons: % Time spent: [Averoge Doy)
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| Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an average of 6
hours and 28 minutes each day with All Forms of Ad-Supported Media. 74.5% listen to Local AM/FM
Radio for an avg. of 66.4 minutes/day. (Local Radio delivers 12.7% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 18 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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53,772,823 or 72.1% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44
Adults) listen to Ad-Supported Local AM/FM Radio for an average of 58.9 minutes every day
representing 36.3% of all time spent daily with Ad-Supported Audio.
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- 863,494 or 78.9% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
listen to Ad-Supported Local AM/FM Radio for an average of 60.2 minutes every day representing
33.8% of all time spent daily with Ad-Supported Audio.

Avg. Week AIIAudJo (Persons & % Reach): Adults 18 or older
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Avg. Day All Audio (% Time Spent & Avg Minutes/day Spent): Adults 18 or older
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Avg. Week All Audio (Persons & % Reach): Adults 18 or older
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- 495,072 or 76.3% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
listen to Ad-Supported Local AM/FM Radio for an average of 63.8 minutes every day representing
37.9% of all time spent daily with Ad-Supported Audio.
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- 394,548 or 76.1% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
listen to Ad-Supported Local AM/FM Radio for an average of 63.4 minutes every day representing
P30-44 42.% of all time spent daily with Ad-Supported Audio.

Avg. Week All Audio (Persons & % Reach): Adults 18 or older . Avg. Day All Audio (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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- 313,514 or 74.5% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
listen to Ad-Supported Local AM/FM Radio for an average of 66.4 minutes every day representing
34.9% of all time spent daily with Ad-Supported Audio.
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| 53,772,823 or 72.1% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44
Adults) listen to Ad-Supported Local AM/FM Radio for an average of 58.9 minutes every day
representing 36.3% of all time spent daily with Ad-Supported Audio.
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| 863,494 or 78.9% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
listen to Ad-Supported Local AM/FM Radio for an average of 60.2 minutes every day representing
33.8% of all time spent daily with Ad-Supported Audio.
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495,072 or 76.3% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)

listen to Ad-Supported Local AM/FM Radio for an average of 63.8 minutes every day representing
37.9% of all time spent daily with Ad-Supported Audio.
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Audio: Adults 18 or older

"Share of Ad-Supported Audio” - m

who are GENERATION-Y
"MILLENNIALS" (Age 30-44
Adults)

29.8%

19.5%

8.3% 9 4% 10.0%
Weekly

Total
Persons
Reached:

8.7%

7.4% 7.5%

6.1%
- 5 4% 4 9% 4. 2/a *‘lﬂ- 5 e
e —
208 395

9%
14.7%
r =

495,072 1,996,174

193,243 566,881

126,486 386 673

115,834 370,965 73,766 60,966 251 532 56,190 186644 48341 154,190 22,847 85,734 7622 63,016
Local AM/FM Podcasts YouTube Music TV Music Spotify Pandora All Others Amazon Music  iHeartRadio SiriusXM
A
Pt Radio Channels
R oo BT e B e N e BEOE e WOH e R e B Bl
w 0 are ON- ults)

ST DMA Scarborough R1 2026: Feb25-Feb26 Qual intab 407

ST. Louls DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 1,956
All Graphs and soefa.oi Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

' Share of Everything
soe for Anything 0 ®

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)



I 394,548 or 76.1% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
listen to Ad-Supported Local AM/FM Radio for an average of 63.4 minutes every day representing
42.% of all time spent daily with Ad-Supported Audio.
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| 313,514 or 74.5% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
listen to Ad-Supported Local AM/FM Radio for an average of 66.4 minutes every day representing
34.9% of all time spent daily with Ad-Supported Audio.
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53,772,823 or 72.1% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Pop Contemporary Hit Radio, Adult
Contemporary, Hot AC, Country, and Classic Hits.
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863,494 or 78.9% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) listen
to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Hot AC, Country, Pop Contemporary Hit
Radio, Classic Hits, and Adult Contemporary.

Local AM/FM Radio Formats (Persons & % Reach): Adults 18 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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495,072 or 76.3% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) listen
to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Hits, Classic Rock, Classic Hits, New
Country, and Adult Contemporary.

Local AM/FM Radio Formats (Persons & % Reach): Adults 18 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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394,548 or 76.1% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) listen
to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Country, Hot AC, Active
Rock, and Pop Contemporary Hit Radio.

Local AM/FM Radio Formats (Persons & % Reach): Adults 18 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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313,514 or 74.5% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) listen
to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Urban AC, Classic Hits,
Rhythmic Contemporary Hit Radio, and Pop Contemporary

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

(Average Week)
Adult Contemporary

Classic Hits

Classic Rock

Country

Urban AC
News/Talk/Information

Pop Contemporary Hit Radio
Contemporary Christian
Rhythmic Contemporary Hit Radio
Urban Contemporary
Spanish Contemporary
Aduit Hits

Rhythmic AC

Total Persons:

R T —— TV
T — v

Avg. Hours+Minutes/day with Local
AM/FM Radio: Adults 18 or older

1:11

wha are GENERATION-Y
7s0is | agig MILENNIALS” (rge 043
Adults)

s 15 4

¥ who are GENERATION-Y “MILLENNIALS" (Age 30-44 Adults) u'WPB

% Time Spent:

11.7%

6%

{axeroge oy

Adult
Contemporary
233

Classic Hits
235

Spanish
Contemporary

Contemporar
y Christian
21.8

Rhythmic AC g2

Country 226

311

Pop Contemporary
Hit Radio
281

BEE3E3

Rhythmic AC
230

Classic Rock
21.8

Adult Hits
20.8

Pop
Contemporary
Hit Radio
204

Contemporary

19.7

Urban
Contemporary
18.2
Classic Hits
192
Rhythmi  Spanis
c
Adult Contemp Conte
Contemporar  orary Hit mpora
y Radio
19.0 169

= who are GENERATION-Y "MILLENNIALS" (Age

30-44 Adults)

uWPB

Ad-Supported Local AM/FM Radio Formats (Persons & % Reach): Adults 18 or older

(average week) Total persans: % Time Spent.
Adut contemporary  [ERGEE "33 756 ;
cusicvis R —_E Y
Classic Rock
Country
Urban AC
Pop Contemporary Hit Radio
News/Talk/Information Avg. Hours+Minutes/day with Ad-
. Supported Local AM/FM Radio:
Rhythmic Contemporary Hit Radio Adults 18 or older
b cotermporary [ R o
e centempery m m - m
i who are GENERATION-Y WPB.
Rhythmic AC m E‘ "MILLENNIALS" (Age 30-44
Adults)
Talk/Personality 1 Y
® who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) =WPB

wprB DMA Scarborough R1 2026: Jan25-Jan26 Qual Intab 473

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

Ad-Supported Local AM/FM Radio Formats (% Time Spent

[Averoge Gay

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

Adult
Contemporary
233

Pop
Contemporary
Hit Radio

Rhythmic AC
22,6

Spanish
Contemp
orary
19.2

News/Talk/In
formation
22.5

Talk/Pers
onality
18.7

Urban AC
24.7

Rhythmic

Contemp

orary Hit
Radio
15.0

Urban

Contemporar

Adult Hits
16.6

Classic Hits
23.5

Country
311

y
214

Urban AC
225

Country
235

Talk/Personality
219

Rhythmic AC
23.0

News/Talk/Infor
mation
22.5

Classic Rock
218

Pop
Contemporary
Adult Hits Hit Radio
.8 204

Urban
Contemporary

Classic Hits
19.2
Spanis
h
Conte
mpora
ry
13.6

Adult
Contemporar

Contemp
orary Hit

¥
19.0

= who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)

soefa.ai

u WPB

® Share of Everything
for Anything _




Avg. Week AII Vrdeo (Persons & % Reach): Adults 18 or older
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' 33,762,061 or 45.3% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44
Adults) watch Ad-Supported Local TV Stations for an average of 44.7 minutes every day representing
29.2% of all time spent daily with Ad-Supported Video.
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Avg. Week A{{m}’(ﬁeo (Persons & % Reach): Adults 18 or older
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553,413 or 50.6% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
watch Ad-Supported Local TV Stations for an average of 51.2 minutes every day representing 28.2%
of all time spent daily with Ad-Supported Video.

% Time spent:

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

0%

456'%"

43.7%
S —
e el P

0%

7:23

0.9%  who are GENERATION-Y msp
16. 5’% “MILLENNIALS” [Age 30-24
Adults)

gggaggggﬂggga
R SR R ES o S

YouTube
Video
16.9

Non-Premium Cable TV
Networks
575

Amazon Hulu/
Hulu

Cab... +..

Premi

Prime/IMD S
b/FireTV...

Roku + The

Disne
Roku.. Disney

TikTok
113

Local TV Stations
54.4

Local TV
Stations
1272

Non-Premium Cable TV

Prime/IMD

Roku + The

Netflix
32.2

Networks
994

AppleT Premi

V+,fu.. um...

A
hazen YouTub

: e Video
b/FireTV... 216
Hulu/H
ulu +
Live...

Roku
Channel...

m who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) m MSP

= who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)

u MSP

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

Local TV Stations

Non-Premium Cable TV...

Amazon Prime/IMDb/FireTV
YouTube Video

TikTok

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

Paramount+

Netflix

Disney+

Roku + The Roku Channel
Premium Cable TV Networks

MsP

DMA

% Time spent:

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

Total persons:

ro
o
o
ES

e 11 -
_m—

PR —

P —T
A e

R —

P — i

Avg. Hours+Minutes/day with Ad-
Supported Video: Adults 18 or older

who are GENERATION-Y

.
5 o [ b
SR R N S
e 3

a3 E

o 5%
0.0%
Adults)
= who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
Scarborough R1 2026: Feb25-Feb26 Qual Intab

"MILLENNIALS" (Age 30-44
= MSP
456

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

YouTub
e Video
171

Local TV Stations
51.2

Apple

Netflix TV+,...

Amazon 6.9

Prime/IM
Db/FireTV
16.2

Non-Premium
Cable TV
Networks

54.1

Hulu/H
ulu +...

TikTok
11.3

Local TV Stations

120.3

Amazon
Prime/IM
Db/FireTV
44.2

Non-Premium Cable TV
Networks
94.0

Hult/Hals A,
U+ ple

Net
YouTub | flix
eVideo | 14.

216 1 TikT...

¥ who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)

u MSP
® Share of Everything



Avg. Week A{{m}’(ﬁeo (Persons & % Reach): Adults 18 or older
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352,101 or 54.3% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
watch Ad-Supported Local TV Stations for an average of 39.4 minutes every day representing 27.6%
of all time spent daily with Ad-Supported Video.
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Avg. Week AH Vldeo (Persons & % Reach): Adults 18 or older
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261,094 or 50.4% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
watch Ad-Supported Local TV Stations for an average of 51.5 minutes every day representing 27.7%
of all time spent daily with Ad-Supported Video.
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Avg. Week A{{m}’(ﬂeo (Persons & % Reach): Adults 18 or older Avg. Day All Video (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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194,036 or 46.1% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
watch Ad-Supported Local TV Stations for an average of 43.8 minutes every day representing 27.%
of all time spent daily with Ad-Supported Video.
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33,762,061 or 45.3% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44
Adults) watch Ad-Supported Local TV Stations for an average of 44.7 minutes every day representing
29.2% of all time spent daily with Ad-Supported Video.
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553,413 or 50.6% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
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352,101 or 54.3% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)

watch Ad-Supported Local TV Stations for an average of 39.4 minutes every day representing 27.6%
of all time spent daily with Ad-Supported Video.
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261,094 or 50.4% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
watch Ad-Supported Local TV Stations for an average of 51.5 minutes every day representing 27.7%
of all time spent daily with Ad-Supported Video.
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194,036 or 46.1% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
watch Ad-Supported Local TV Stations for an average of 43.8 minutes every day representing 27.%
of all time spent daily with Ad-Supported Video.
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Local TV Station Programs (Persons & % Reach): Adults 18 or older
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' 33,762,061 or 45.3% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44
Adults) watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening,

Comedies, Local News - Morning, Game Shows, and Movies.
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553,413 or 50.6% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Morning, Local
News - Evening, Comedies, Game Shows, and Movies.
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- 352,101 or 54.3% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Morning, Local
News - Evening, Comedies, Movies, and Game Shows.
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Local TV Station Programs (Persons & % Reach): Adults 18 or older
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261,094 or 50.4% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Morning, Local
News - Evening, Game Shows, Comedies, and Movies.

Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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194,036 or 46.1% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening,
Comedies, Local News - Morning, Game Shows, and Movies.

Local TV Station Programs (Persons & % Reach): Adults 18 or older
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[ 57,200,011 or 76.7% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44
Adults) use Ad-Supported Social Media for an average of 158.4 minutes every day representing
32.2% of all time spent daily with Ad-Supported Digital Media.
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| 862,062 or 78.8% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
use Ad-Supported Social Media for an average of 126.7 minutes every day representing 24.7% of all
time spent daily with Ad-Supported Digital Media.
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| 504,598 or 77.8% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
use Ad-Supported Social Media for an average of 170.7 minutes every day representing 34.2% of all
time spent daily with Ad-Supported Digital Media.

Avg. Week All D.rg:tal (Persons & % Reach): Adults 18 or older
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| 375,190 or 72.4% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
use Ad-Supported Social Media for an average of 166.2 minutes every day representing 31.6% of all
time spent daily with Ad-Supported Digital Media.
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| 327,229 or 77.7% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)

use Ad-Supported Social Media for an average of 175.7 minutes every day representing 32.% of all
time spent daily with Ad-Supported Digital Media.
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Day Ad-Supported Digital (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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55,946,007 or 75.% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
use Ad-Supported Facebook for an average of 55.8 minutes every day representing 35.2% of all time
spent daily with Ad-Supported Social Media.

Avg. Week All Socml Media (Persons & % Reach): Adults 18 or older Avg. Day All Social Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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862,062 or 78.8% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
use Ad-Supported Facebook for an average of 45.1 minutes every day representing 35.6% of all time
spent daily with Ad-Supported Social Media.
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| 504,598 or 77.8% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
use Ad-Supported Facebook for an average of 64. minutes every day representing 37.5% of all time
spent daily with Ad-Supported Social Media.

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

Facebook
Instagram
YouTube Video
TikTok

Reddit
Linkedin
Pinterest
Snapchat

X

Others(Rumble, Threads,...

WhatsApp

Blogs/Message Boards (read...

tumblr l %?966 ‘Mlummdlfhst)mm‘
A
® who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) mSTL ® who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) mSTL

Total Persons: % Time Spent:

2 026,689 80.5% 36.6%)

T —
m -E!.I. 9.0%
T
Goace 1 o155 ‘ma
RS e
T —
e | 207 o
S i trorm
(s

P T

Avg. Hours+Minutes/day with all
Social Media: Adults 18 or older

who are GENERATION-Y

15.8%)
[0
(6% |

Facebook
60.9

Reddit
233

Instagram

Snapch
Linkedin o

136 o

YouTube Pint
Video...

Facebook
62.2

Instagram
26.8

TikTok
15.3

YouTube Video
211

Blogs Pinte
/M... res...

Snap...

Linkedin
9.5

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

Facebook
Instagram
YouTube Video
TikTok
Linkedin
Reddit

Pinterest

Toral persons:

s TaTA
PR — T
m—

s i
= T
s

1

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

Snapchat

Others(Rumble, Threads,... m
e P il
Blogs/Message Boards (read... mw 15.5%
wmble PRSP 3%

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

who are GENERATION-Y STL

"MILLENNIALS" (Age 30-44

Facebook
64.0

Instagram TikTok
31.7 18.4

Pinteres

YouTube
Video
119

=

Snapch
at...

Linkedin

10.0 . Blogs...

Facebook
54.0

Instagram
22.6

YouTube Video
211

Blogs Pinter
/Me...

Linked|
n
74

TikTok Reddit
153 5.6

STL

DMA Scarborough R1 2026: Feb25-Feb26

Adults)
® who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) mSTL
Qual intab 407

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

= who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)

HSTL

soefa.ai

* Share of Everything
for Anything



375,190 or 72.4% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
use Ad-Supported Facebook for an average of 59. minutes every day representing 35.5% of all time
spent daily with Ad-Supported Social Media.
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300,038 or 71.3% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
use Ad-Supported Facebook for an average of 60. minutes every day representing 34.1% of all time
spent daily with Ad-Supported Social Media.
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55,946,007 or 75.% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
use Ad-Supported Facebook for an average of 55.8 minutes every day representing 35.2% of all time
spent daily with Ad-Supported Social Media.
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862,062 or 78.8% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
use Ad-Supported Facebook for an average of 45.1 minutes every day representing 35.6% of all time
spent daily with Ad-Supported Social Media.

Weekly
Reach %

Avg. Hours+Minutes/day with Ad-Supported
— Social Media: Adults 18 or older
e 75.8%

"Share of Ad-Supported Social Media"
Nzl N

who are GENERATION-Y MSP

% of Weekly 52.2% "MILLENNIALS" (Age 30-44

Time Spent wil Adults)

Ad-Supported

Social Media:

41.3%
36.8% 36.7% 38.4%
33.2%
30.8%

27.3%

25.5%

19.8%
3 7%

20.8% 19.19% 20.5%

“

337,033 813,428 209,107 802,436

16.6%

14.0%

. 5.0%
—

Weekly
Total

Persons
Reached:

862,062 2,964,952

570,675 1,659,529
Average Facebook Instagram YouTube Video TikTok LinkedIn Snapchat Pinterest Blogs/Message
Daily Minutes

Using Ad 6uw Boards (read

452,254 1,437,694

363,445 1,107,311

401,113 1,156,918 420, 279 1 069 205 279,300 774 972 152,919 193,833

# who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)

6.7

* Share of Everything
for Anything _ =

MsP DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 456 MINNEAPOLIS-ST. PAUL DMA Scarborough R1 2026: Feb25-Feb26 Qual intab 1,934
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. i

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)



504,598 or 77.8% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
use Ad-Supported Facebook for an average of 64. minutes every day representing 37.5% of all time
spent daily with Ad-Supported Social Media.
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375,190 or 72.4% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
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spent daily with Ad-Supported Social Media.
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300,038 or 71.3% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
use Ad-Supported Facebook for an average of 60. minutes every day representing 34.1% 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... All Other Digital Media: 4,772,723;
Social Media: 3,635,425; Local Radio: 3,339,424; Non-Prem. Cable: 1,304,873; Local TV:
1,104,690 reaching Adults 18 or older who are GENERATION-Y "MILLENNIALS"
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M-F 6a-7p Avg. Available Impressions per 15-min. are..
Local Radio: 53,963; Social Media: 50,102; Non-Prem. Cable: 17,939; Local TV: 17,606
reaching Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adu
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Social Media: 33,381; Local Radio: 31,439; Local TV: 13,960; Non-Prem. Cable: 13,161
reaching Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adu
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 29,836;
Local Radio: 24,784; Social Media: 21,085; Non-Prem. Cable: 8,052; Local TV: 7,881
reaching Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adult
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Social Media: 22,348; Local Radio: 19,573; Non-Prem. Cable: 8,669; Local TV: 6,125
reaching Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adult
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(Average Week]

Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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62,809,852 or 84.2% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44
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953,797 or 87.2% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
spend an average of 57.4 minutes per day driving, seeing Billboards and Signs. 66.% Listen to Local
Radio Stations Out-of-Home for an average of 36.5 minutes/day.

Top-13 Out—of Home Media (Persons & % Reach): Adults 18 or older
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557,492 or 86.% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
spend an average of 55.6 minutes per day driving, seeing Billboards and Signs. 63.8% Listen to Local
Radio Stations Out-of-Home for an average of 38.6 minutes/day.
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Top-13 Out-of Home Media {Persons & % Reach): Adults 18 or older
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425,955 or 82.2% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
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Top-13 Out-of Hame Media (Persons & % Reach): Adults 18 or older
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354,672 or 84.2% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
spend an average of 67.2 minutes per day driving, seeing Billboards and Signs. 62.3% Listen to Local
Radio Stations Out-of-Home for an average of 40.2 minutes/day
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62,809,852 or 84.2% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
spend an average of 53.3 minutes per day driving, seeing Billboards and Signs representing 34.7% of all
Time Spent with Ad-Supported Out-of-Home Media.
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953,797 or 87.2% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend
an average of 57.4 minutes per day driving, seeing Billboards and Signs representing 36.4% of all Time
Spent with Ad-Supported Out-of-Home Media.
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|557,492 or 86.% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an

|
;average of 55.6 minutes per day driving, seeing Billboards and Signs representing 36.6% of all Time Spent
‘Wlth Ad-Supported Out-of-Home Media.
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425,955 or 82.2% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend

an average of 53.1 minutes per day driving, seeing Billboards and Signs representing 34.% of all Time Spent
with Ad-Supported Out-of-Home Media.
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354,672 or 84.2% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend

an average of 67.2 minutes per day driving, seeing Billboards and Signs representing 37.7% of all Time
Spent with Ad-Supported Out-of-Home Media.
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953,797 or 87.2% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
spend an average of 57.4 minutes per day driving an average of 33.4 miles each day and are 34.7%
more likely to use MN 13 than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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557,492 or 86.% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
spend an average of 55.6 minutes per day driving an average of 32.4 miles each day and are 22.9%
more likely to use Martin Luther King Bridge than the Metro averag

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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425,955 or 82.2% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
spend an average of 53.1 minutes per day driving an average of 30.9 miles each day and are 29.1%
more likely to use Red Bank Road than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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354,672 or 84.2% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
spend an average of 67.2 minutes per day driving an average of 39.1 miles each day and are 27.7%
more likely to use Lake Worth Road than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older Top-26 Residential Zip Codes: Adults 18 or older Top-26 Employment Zip Codes: Adults 18 or older
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Avg. Week AII Pnnt Medm (Persons & % Reach): Adults 18 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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15,746,769 or 21.1% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44
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representing 28.9% of all time spent daily with All forms of Print Media.

1.2%

Magazines
8.0

Direct Mail
Advertising
Newspaper(s) (excluding
New York Times (Daity+Sunday) Catalogs)
(Daily+Sunday) 79 7.6
9.1

Local Daily

Local Daily
Newspaper(s)
(Sunday)
11.0

Local Daily
Newspaper(s)
{Daity
74

New York
USA Today (Daily) Times (Daily)

9.1

USA Today (Daily)
8.7

Direct Mail
Advertising
(excluding
Catalogs)
74

Local Daily
Newspaper(s) (Daily
8.6

New York Times
(Daily+Sunday)
9.4

Catalogs

Local Daily 36

Newspaper(s)
{sunday)
131

Local Daily
Newspaper{s}
(Daity+Sunday)
9.3

New York
Times (Daily)
73

Magazines

73 All.

# who are GENERATION-Y "MILLENNIALS"

(Age 30-44 Adults) = USA

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

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

Local Daily Newspaper(s) (Sunday)

New York Times (Daily+Sunday)

New York Times (Daily)

New York Times (Sunday)

wall Street Journal (Daily)

All Local Weekly Newspapers

USA Today (Daily)

Catalogs

Magazines

Books

UsA USA Prajection

Scarborough R1 2026: Jan 25-Mar26

Tatol persans:

10,279,744 3.8%

e g e — i
= = “MILLENNIALS” (Age 30-94
e §0% aduts)
# who are GENERATION-Y “MILLENNIALS" (Age 30-44 Adults) mUSA

Qual Intab 5,886

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

Avg. Hours+Minutes/day with Ad-
Supported Print Media: Adults 18 or alderm

5 Time Spent:

Day Ad-Supported Print Media (% Time Spent & A

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

Local Daily
Newspaper(s)
Local Daily (Daity+sunday)
Newspaper(s) 78
(Sunday)
110

Magazines
8.0

Direct Mail Advertising
(excluding Catalogs)
7.6

New York
Times
{Daity)

7.3

New York Times.
(Sunday)
110

Local Daily Newspaper(s)
(Daily
7.4

Wall Street Journal (Daily)
9.0

Local Daily
Newspaper(s)
(Daily+Sunday)

LE]

New York Times
(Daily+Sunday)
9.4

Wall Street Journal
(Daily)
Local Daity 9.0
Newspaper(s)
(Sunday)
13.1

Direct Mail

Advertising

{excluding

Catalogs)
74

Magazines
73

New York Times.
(sunday)
1L5

Local Daily Newspaper(s)
(Daity
8.6

New York Times (Daily)
73

USA Projection

= who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)

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

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)

= USA
® Share of Everything



290,175 or 26.5% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 8.4 minutes every day representing
31.3% of all time spent daily with All forms of Print Media.
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138,700 or 21.4% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 8.6 minutes every day representing
29.1% of all time spent daily with All forms of Print Media.
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102,466 or 19.8% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 8.3 minutes every day representing
25.7% of all time spent daily with All forms of Print Media.
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68,175 or 16.2% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 7.7 minutes every day representing
28.3% of all time spent daily with All forms of Print Media.
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Social Media
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Direct Mail

Broadcast, Cable, & Sat TV
Video Streaming Services

Podcasts

“Advertising Actions"

P18+ who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
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Websites
Direct Mail

Broadcast, Cable, & Sat TV
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P18+ who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
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Social Media

Direct Mail
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Broadcast, Cable, & Sat TV

Video Streaming Services

"Advertising Actions"

P18+ who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
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Social Media

Websites

Direct Mail

Broadcast, Cable, & Sat TV
Video Streaming Services
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Direct Mail

Broadcast, Cable, & Sat TV
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