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Complete Demographic,
Psychographic, and Total
Media Usage Profiles of
USA, SEATTLE-TACOMA,
PHOENIX, MINNEAPOLIS-
ST. PAUL, and ST. LOUIS
DMA P18+ who Plan to
GET MARRIED in the next
12 months as of
SEPTEMBER 2024.

8 + (Private) Tom Shane, Founder and CEO

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

Lifestyle changes/events personally plan to do next 12 mths: Get married




3.3% or 8,754,394 of USA Adults 18 or older PLAN TO GET MARRIED in the next 12 mos.
Typical Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are 35.2 years old (27.8% younger
than average) and have a $89,814 (2.9% lower than average) annual household income.
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Lifestyle changes/events personally plan to do next 12 mths: Get married



3.5% or 157,746 of SEATTLE-TACOMA DMA Adults 18 or older PLAN TO GET MARRIED in the next 12 mos.
Typical Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are 34.2 years old (29.2% younger
than average) and have a $121,636 (.8% lower than average) annual household income.
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3.7% or 171,686 of PHOENIX DMA Adults 18 or older PLAN TO GET MARRIED in the next 12 mos.
Typical Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are 32. years old (35.4% younger
than average) and have a 560,348 (39.% lower than average) annual household income.
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2.1% or 81,863 of MINNEAPOLIS-ST. PAUL DMA Adults 18 or older PLAN TO GET MARRIED in the next 12 mos.
Typical Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are 34.7 years old (28.9% younger
than average) and have a $120,035 (12.1% higher than average) annual household income.

@ Percent of Market: Adults 18 or older **Gender of Target vs. Market: Adults 18 or older |Ethnicity of Target vs. Market:
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3.7% or 92,173 of ST. LOUIS DMA Adults 18 or older PLAN TO GET MARRIED in the next 12 mos.
Typical Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are 34.5 years old (30.4% younger
than average) and have a 563,614 (32.6% lower than average) annual household income.
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YOUR FRIEND & JEWELER

parent of 1 or more children under 18.

Education Levels: Adults 18 or older Employment: Adults 18 or older
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3.3% or 8,754,394 of USA Adults 18 or older PLAN TO GET MARRIED in the next 12 mos.
Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are 1.9% less likely to be a college
graduate, 26.6% more likely to work full-time, 100.% less likely to be married, 30.6% more likely to be a
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3.5% or 157,746 of SEATTLE-TACOMA DMA Adults 18 or older PLAN TO GET MARRIED in the next 12 mos.
Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are 25.8% more likely to be a college

ang'Ue: e graduate, 28.9% more likely to work full-time, 100.% less likely to be married, 45.9% more likely to be a
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3.7% or 171,686 of PHOENIX DMA Adults 18 or older PLAN TO GET MARRIED in the next 12 mos.
Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are 79.3% less likely to be a college
graduate, 21.6% less likely to work full-time, 100.% less likely to be married, 108.5% more likely to be a

parent of 1 or more children under 18.
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2.1% or 81,863 of MINNEAPOLIS-ST. PAUL DMA Adults 18 or older PLAN TO GET MARRIED in the next 12 mos.
Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are 11.4% more likely to be a college
graduate, 14.8% more likely to work full-time, 100.% less likely to be married, 41.6% more likely to be a

parent of 1 or more children under 18.
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High School Graduate (12th grade or GED) 29.0% Employed Full-Time (35 hours or more) 50.9% Married 55.0%
. 8.3% g 20.6% 9.2%
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parent of 1 or more children under 18.

2 Education Levels: Adults 18 or older Employment: Adults 18 or older
Some High School or Less (not graduate) - 45-?;;6 Employed Full-Time or Part-Time 5'5%
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3.7% or 92,173 of ST. LOUIS DMA Adults 18 or older PLAN TO GET MARRIED in the next 12 mos.
Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are 69.1% less likely to be a college
graduate, 46.2% more likely to work full-time, 100.% less likely to be married, 31.2% more likely to be a
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1 idth b Stage in Life: Adults 18 or older
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| to have a dog.

3.3% or 8,754,394 of USA Adults 18 or older PLAN TO GET MARRIED in the next 12 mos.
Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are 41.7% less likely to own their home,

5.4% more likely to own a higher valued home, 34.% less likely to have a single-family home, 11.4% less likely

mﬁm Type of Home: Adults 18 or older 4 {™ Pets in Home: Adults 18 or older
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to have a dog.

3.5% or 157,746 of SEATTLE-TACOMA DMA Adults 18 or older PLAN TO GET MARRIED in the next 12 mos.
Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are 16.1% less likely to own their home,

21.% more likely to own a lower valued home, 50.1% less likely to have a single-family home, 2.9% less likely

m Own/Rent/Other: Adults 18 or older
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to have a dog.

3.7% or 171,686 of PHOENIX DMA Adults 18 or older PLAN TO GET MARRIED in the next 12 mos.
Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are 90.8% less likely to own their home,

12.2% more likely to own a lower valued home, 1.2% less likely to have a single-family home, 22.8% less likely

mﬁm Type of Home: Adults 18 or older 4™ Pets in Home: Adults 18 or older
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2.1% or 81,863 of MINNEAPOLIS-ST. PAUL DMA Adults 18 or older PLAN TO GET MARRIED in the next 12 mos.
Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are 12.7% less likely to own their home,

2.3% more likely to own a higher valued home, 8.2% less likely to have a single-family home, 19.3% less likely
to have a dog.

m Own/Rent/Other: Adults 18 or older

8.6%

D

Own Second Home
or Real Estate
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OwnaDog g
7.3% 35.2%
Townhouse or attached Home - '10 5%
0.0% 24.0%
Condominium I Own a Cat
30.5%
Apartment m .
: 3.4%
Mobile Home or Manufactured = 0.6% Own other type of Pet
Home I 2.4% 7.6%

who PLAN TO GET MARRIED in the next 12 mos = MINNEAPOLIS-ST. PAUL who PLAN TO GET MARRIED in the next 12 mos W MINNEAPOLIS-ST. PAUL

Z:' Value of Owned Home: Adults 18 or olde

Average Value of Owned Home:
who PLANTO GET MARRIED in the next 12 mos.

MINNEAPOLIS-ST. PAUL 394,050

wg Home Loans: Adults 18 or older

556 5.1%
7.3% ' A
0.0% m o.0% 1% 1.0% 0.0%
6g 0 99 729 a1z 6,29 g0 743 I a0 £a 02 404 o WrTTa 26, 4 35 0 g
<8§150K S150K-S200K  S$200K-$250K  $250K-$300K  S$300K-$350K  $350K-SS500K  S500K-$750K $750K-S1M S1Vv+ Home Mortgage Refinanced Home Equity own
. Home Mortgage Loan/Home Home/Property
wwho PLAN TO GET MARRIED in the next 12 mos W MINNEAPOLIS-ST. PAUL i

Improvement  Outright (No

MINNEAPOLIS-ST. PAUL DMA Scarborough R2 2024: Jul23-Aug24 Qual Intab 37 Loan Mortgages)

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

Lifestyle changes/events personally plan to do next 12 mths: Get married



likely to have a dog.

3.7% or 92,173 of ST. LOUIS DMA Adults 18 or older PLAN TO GET MARRIED in the next 12 mos.
Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are 26.5% less likely to own their home,

36.4% more likely to own a lower valued home, 24.7% less likely to have a single-family home, 23.4% less

m Own/Rent/Other: Adults 18 or older
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3.3% or 8,754,394 of USA Adults 18 or older PLAN TO GET MARRIED in the next 12 mos.
Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are .% more likely to look up D-I-Y

advice online, 31.9% less likely to always vote in local elections, 51.3% more likely to belong to a gym, .1%
less likely to fly domestic past yr.
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_Tap-20 past 30-days Online Lifestyle Activites:

3.5% or 157,746 of SEATTLE-TACOMA DMA Adults 18 or older PLAN TO GET MARRIED in the next 12 mos.
Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are 20.3% more likely to look up D-I-Y
advice online, 11.7% more likely to always vote in local elections, 91.% more likely to belong to a gym,
1.1% more likely to fly domestic past yr.
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3.7% or 171,686 of PHOENIX DMA Adults 18 or older PLAN TO GET MARRIED in the next 12 mos.

Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are 1.% more likely to look up D-I-Y
advice online, 65.2% less likely to always vote in local elections, 59.9% less likely to belong to a gym, 59.4%
less likely to fly domestic past yr.
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more likely to fly domestic past yr.

2.1% or 81,863 of MINNEAPOLIS-ST. PAUL DMA Adults 18 or older PLAN TO GET MARRIED in the next 12 mos.
Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are 14.6% less likely to look up D-I-Y
advice online, 13.2% more likely to always vote in local elections, 1.3% less likely to belong to a gym, 9.9%

_Tap-20 past 30-days Online Lifestyle Activites: Adults 18 or older
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19.5% more likely to fly domestic past yr.

3.7% or 92,173 of ST. LOUIS DMA Adults 18 or older PLAN TO GET MARRIED in the next 12 mos.
Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are 4.7% more likely to look up D-I-Y
advice online, 56.7% less likely to always vote in local elections, 10.2% more likely to belong to a gym,

_Tap-20 past 30-days Online Lifestyle Activites: Adults 18 or older
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Past 30-days QSR Users: Adults 18 or older
iz 1time

2times

19.7% |

= who PLAN TO GET MARRIED in the next 12 mos
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10times or more

musa

Total ng?%ixfy QSR Users: Avg. Monthly QSR Meals:

87.7%

e R -

62.3% more likely to smoke cigarettes.

3.3% or 8,754,394 of USA Adults 18 or older PLAN TO GET MARRIED in the next 12 mos.
Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are 4.2% more likely to use QSRs past

mo., 11.7% more likely to use Sit-Down Restaurants past mo., 18.4% more likely to use Casinos past yr.,

§ i e
2 times 15.8% .
T —— W
# who PLAN TO GET MARRIED in the next 12 mos mUSA
Total Monthly Sit-Down Restaurant Users:  Avg. Monthly Sit-Down R ant Meals:

83.4% 74.7%

Drank Past 30-days: Adults 18 or older

Liquor  prrerrem 45.3%
Any Type of Beer
Wine

Domaestic Regular Beer
Domestic Light Beer
Imported Beer
Microbrew / Craft Beer

®who PLAN TO GET MARRIED in the next 12 mos

musa

USA USA Projection Scarborough R1 2024: Jan23-Aug24

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

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

517
Mexican P

iz Chinese  Coffee  Makian  indian/ Wings/ Bagel/  Upscale Steskhouse
House / Thai/ Bergers/ Donut/

Caffee B3t Other  sports Bar  Bakery
asizn

® wha PLAN TO GET MARRIED in the next 12 mos musa

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who PLAN TO GET MARRIED in the next 12 mos 27.7%

usn R 15.6%

Past 12 months Casino Activities: Adults 18 or older

Slot Machines

Table Games (Craps, Poker, etc.)

Bar / Nightclub

8
27,563,615 10.5%

Upscale Restaurant

._ 3,125 9.2%
18,057,274 6.9%

w 6.8%
| 2.4%

Stage Show / Concert

Sports Betting 11.3

Other Gambling

Used Past 30-days: Adults 18 or older

Lifestyle changes/events personally plan to do next 12 mths: Get married

4.0% y P ; ;
Spa m% Casinos visited past 12 hs: Yes [ Cannabis Cigarettes Vape
= who PLAN TO GET MARRIED in the next 12 mos mUSA # who PLAN TO GET MARRIED in the next 12 mos musa
592
USA Projection Scarborough R1 2024: Jan23-Aug24 Qual Intab 23,243



Past 30-days QSR Users: Adults 18 or older

1time

3 times

4 times

5times

6-9times

15.3%

= who PLAN TO GET MARRIED in the next 12 mos

o SEATTLE-TACOMA

Total Aggréi;fry QSR Users: Avg. Monthly QSR Meals:

3.5% or 157,746 of SEATTLE-TACOMA DMA Adults 18 or older PLAN

110.3% more likely to smoke cigarettes.

L

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

€ &7 e
2times
imes e
5 times m
o-oumes |

6.6%
10times or more

® who PLAN TO GET MARRIED in the next 12 mos
Total Monthly Sit-Down Restaurant Users:  Avg. Mi

B SEATTLE-TACOMA

hly Sit-Down R Meals:

TO GET MARRIED in the next 12 mos.

Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are 6.4% more likely to use QSRs past
mo., 14.5% more likely to use Sit-Down Restaurants past mo., 56.7% more likely to use Casinos past yr.,

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

6.5
Mexican  pizza  Coffee  Chiness indian/ Bagel/ mmian  sedfood wings/  Upscale
Mouse / Ta/ posutf Burgers £

caffes Bar Gther

Asian

Bakery sports Bar

=who PLAN TO GET MARRIED in the next 12 mos WSEATTLE-TACOMA

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who PLAN TO GET MARRIED in the next 12 mos [ SE0ATINNIN 33.6%

searnecown T 17.4%

Z 80.9% 70.7%
Drank Past 30-days: Adults 18 or older < Past 12 months Casino Activities: Adults 18 or older

Liquor

2,098,719 46.6%
Ay Typeof Beer
Wine 1,493,139 33.1%
Imported Beer ey 27.7% -
1154250 25.6% ) i
792,874

Domestic Regular Beer

Domestic Light Beer

v ¥
|

Microbrew / Craft Beer 17.6%

# who PLAN TO GET MARRIED in the next 12 mos.

SEATTLE-TACOMA DMA

W SEATTLE-TACOMA

Scarborough R2 2024: Aug23-Aug24

Qual Intab

Slot Machines

e
Upscale Restaurant

Bar / Nightclub m

Table Games (Craps, Poker, etc.) (s

Stage Show / Concert

Sports Betting

Spa

Other Gambling

Used Past 30-days: Adults 18 or older

T

Casinos visited past 12
W SEATTLE-TACOMA

® who PLAN TO GET MARRIED in the next 12 mos
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Lifestyle changes/events personally plan to do next 12 mths: Get married

/[ Cannabis Cigarettes

Vape

= who PLANTO GET MARRIED in the next 12 mos W SEATTLE-TACOMA



Past 30-days QSR Users: Adults 18 or older

q 1time %
2 times '0%

3 times E%
E.O%
I 1.1%

F

= who PLAN TO GET MARRIED in the next 12 mos mPHOENIX

Total Monrhly QSR Users:
89.9%

4 times
S5 times
6 -9times

10times or more

Avg. Monthly QSR Meals:

likely to smoke cigarettes.

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

w

IOJ‘%

o aa
—
[ o
h&m

1time

2 times

3times
4 times
5 times
6-9times

10times or more

H

# who PLAN TO GET MARRIED in the next 12 mos B PHOENIX

Total Monthly Sit-Down Restaurant Users:  Avg. -ant Meals:
82.7% 77.2%

hly Sit-Down

Drank Past 30-days: Adults 18 or older

Liquor

2,030,344

43.5%
Any Type of Beer

Wine
Imported Beer
Domestic Light Beer

Domestic Regular Beer

Microbrew / Craft Beer

= who PLAN TO GET MARRIED in the next 12 mos

PHOENIX DMA

W PHOENIX

Scarborough R2 2024: Aug23-Aug24 Qual intab

3.7% or 171,686 of PHOENIX DMA Adults 18 or older PLAN TO GET MARRIED in the next 12 mos.
Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are 1.4% less likely to use QSRs past mo.,
7.1% more likely to use Sit-Down Restaurants past mo., 52.6% less likely to use Casinos past yr., 68.8% less

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

ih]kalhj

Mexican  Chinese Malan  Wings/ Indisn/ Upscale Steakhouse Seafood
Burgers/  Tha[
sportsBar  Other

Asian

= who PLAN TO GET MARRIED in the next 12 mos

Pizza

= PHOENIX

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who PLAN TO GET MARRIED in the next 12 mos [T, 6ANI 25.5%

o 165%

Past 12 months Casino Acttvmes Adults 18 or older

Slot Machines

Upscale Restaurant

Bar / Nightclub ¢

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

Sports Betting

Other Gambling

Spa

Used Past 30-days: Adults 18 or older

Casinos visited past 12
B PHOENIX

# who PLAN TO GET MARRIED in the next 12 mos.
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Lifestyle changes/events personally plan to do next 12 mths: Get married

/ Cannabis Cigarettes

= who PLAN TO GET MARRIED in the next 12 mos



Past 30-days QSR Users: Adults 18 or older

1time

3 times

4 times

9.9%
11.7% |

# who PLAN TO GET MARRIED in the next 12 mos

5times

e
e
=

6-9times

10times or more
= MINNEAPOLIS-ST. PAUL

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

2.1% or 81,863 of MINNEAPOLIS-ST. PAUL DMA Adults 18 or older P

more likely to smoke cigarettes.

L

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

®

1time

2 times

3times

4 times

5 times

6-9times

10times or more 7
# who PLAN TO GET MARRIED in the next 12 mos
Total Monthly Sit-Down Restaurant Users:  Avg. Mi

B MINNEAPOLIS-ST. PAUL
hly Sit-Down R Meals:

LAN TO GET MARRIED in the next 12 mos.

Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are .9% more likely to use QSRs past mo.,
18.2% more likely to use Sit-Down Restaurants past mo., 40.8% more likely to use Casinos past yr., 268.6%

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

EiilﬁELih

piza

mexion  Chinese  Wings/  Coffee  indian
Bugers/  Wouss/  Tha/

Sparts Bar Caoffes Bar  Other

asian

Bagel /
oot /
Bakery

mian  upscale Steakhouse

# who PLANTO GET MARRIED in the next 12 mos = MINNEAPOLIS-ST. PAUL

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who PLAN TO GET MARRIED in the next 12 mos  [AS,00SNI 22.0%

MINNEAPOLIS-ST. PAUL 11.9%

- 86.4% 73.1%
Drank Past 30-days: Adults 18 or older < Past 12 months Casino Activities: Adults 18 or older

Any Type of Beer

1,864,757 48.2%
1,843,062 47.7%

Liquor
Domestic Light Beer

Domestic Regular Beer

1,265,464 32.7%

Wine

1,195,425
720,425 18.9%

Slot Machines

459.13« 12.7%
2 7.8%

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

Upscale Restaurant

Used Past 30-days: Adults 18 or older

Imported Beer - v Sports Betting W 12.8%
i 51 1.6% = 8.7%
Microbrew / Craft Beer 14.6% ' Other Gambling M
00.0%
Spa 2.0% Casinos visited past 12 Yes
# who PLAN TO GET MARRIED in the next 12 mos W MINNEAPOLIS-ST. PAUL ®who PLAN TO GET MARRIED in the next 12 mos ® MINNEAPOLIS-ST. PAUL
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Lifestyle changes/events personally plan to do next 12 mths: Get married

Mari /[ Cannabis

Cigarettes Vape

= who PLAN TO GET MARRIED in the next 12 mas = MINNEAPOLIS-ST. PAUL



Past 30-days QSR Users: Adults 18 or older

1time

3 times

10.9%
e |

4 times
5times
6-9times

10times or more

= who PLAN TO GET MARRIED in the next 12 mos uST. LOUIS
Total Monthly QSR Users: Avg. Monthly QSR Meals:
99.3% 88.3%

. 2214811

3.7% or 92,173 of ST. LOUIS DMA Adults 18 or older PLAN TO GET MARRIED in the next 12 mos.

Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos a

re 12.4% more likely to use QSRs past

mo., 26.6% more likely to use Sit-Down Restaurants past mo., 97.8% more likely to use Casinos past yr.,

86.3% more likely to smoke cigarettes.

L

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

®

1time

2 times

3times

4 times

5 times

6-9times

10times or more 5

# who PLAN TO GET MARRIED in the next 12 mos | ST. LOUIS
Total Monthly Sit-Down Restaurant Users:  Avg. Monthly Sit-Down Restaurant Meals:

Drank Past 30-days: Adults 18 or older

Any Type of Beer
Liquor
Domestic Light Beer

Domestic Regular Beer

Wine
Imported Beer poryvrEEETRLS - ¥
Microbrew / Craft Beer %8 6% i
® who PLAN TO GET MARRIED in the next 12 mos ®ST. LOUIS
ST. LOUIS DMA Scarborough R2 2024: Jul23-Aug24 Qual Intab

Top-10 Cuisines: Adults 18 or older

Sit-Down Restaurants Used Past 30-days)
ol
n
=il -8
ors f

chinesa  pizaa wings/ steakhouse Cofes  Bagel /
Burgers Wouse{ Donut/
Sports Bar coffee sar  makery

mexican  makan indian/  upscale
Thai /
Other

Asian

= who PLAN TO GET MARRIED in the next 12 mas mST. LOUIS

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who PLAN TO GET MARRIED in the next 12 mas _ 23.4%

ST. Louns 3—’|1. 559 13.6%

< Past 12 months Casino Activities:

Slot Machines

.
Adults 18 or older

621,288 24.8%

292,52011',7% i

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

Upscale Restaurant

Used Past 30-days: Adults 18 or older

51

All Graphs and HBIAI Data Madeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Lifestyle changes/events personally plan to do next 12 mths: Get married

Sports Betting
Stage Show / Concert
33.3%
Other Gambling 59
Spa E 2 Casinos visited past 12 Yes ! / Cannabis Cigarettes Vape
# who PLAN TO GET MARRIED in the next 12 mos ST, LOUIS =who PLAN TO GET MARRIED in the next 12 mos uST.LOUIS



3.3% or 8,754,394 of USA Adults 18 or older PLAN TO GET MARRIED in the next 12 mos.

Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are 8.7% more likely to have a 401K, 19.7%
less likely to have an Auto Loan, 17.7% more likely to Invest/Trade Stocks Online, 16.2% more likely to pay
with their Debit Card.

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

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

Bonds

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

Second Home or Real Estate Property

13.8%

0%
11.4%

6,143 8.

6 B 8.7%
P 11.1%
124,M%

22,600,6 8:-X71
,635%
1.9%

w who PLAN TO GET MARRIED in the next 12 mos

29,979,287

mUSA

8.7% 7.2% 6.4%

13% o o
P 0.
Certificates of Studentican Personal Loan Refinanced Home
Deposit (CDs) Home Improvement
Mortgage Loan or Home
Equity Loan

Mobile
Banking

Savings Credit Card
Account

Checking  Debit or ATM
Account card

Online
Banking

Online Bill
Paying

Home
Mortgage

Autoloan  Money
Market

Account

# who PLANTO GET MARRIED in the next 12 mos m USA

Professional Services Used*: Adults 18 or older

Tax Preparation Service

Financial Planner

Online Investing / Stock Trading

Accountant

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

Estate Planning

64,895 767

48 341 833 18.4%

24.8%

41,639,071 15.9% |

154,073 8.6%
27,931,733 10.7%
6.0%
9.6%
BoS 9.9%
13 651,253 L1
1.6%
3.7%
4.0%
1L1%

MasterCard le Pa Discover American  Facebook  Samsung P: uare Cash
Divorce / Family Attorney ApEay Card Express  Messenger Py
mwho PLAN TO GET MARRIED in the next 12 mos mUSA # who PLAN TO GET MARRIED in the next 12 mos HUSA
USA USA Projection Scarborough R1 2024: Jan23-Aug24 Qual Intab 592
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(*Past 12 Months)

[—

ymPast 3-Months Payment Methods Used: Adults 18 or older

By 9.7% 8.0%
3.9% 3.8% 240 3.4%

VISA Google Pay  Store Credit

cash App

PayPal Debit Card Venmo Zelle

Lifestyle changes/events personally plan to do next 12 mths: Get married



| 3.5% or 157,746 of SEATTLE-TACOMA DMA Adults 18 or older PLAN TO GET MARRIED in the next 12 mos.
Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are 26.2% more likely to have a 401K,

31.6% less likely to have an Auto Loan, 6.2% more likely to Invest/Trade Stocks Online, 22.5% less likely to pay
with their Debit Card.

ﬁ Investments Owned: Adults 18 or older
ey 0 |

401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

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

Second Home or Real Estate Property

529 Plan / College Savings Plan

= who PLAN TO GET MARRIED in the next 12 mos

2,130,662 47,

1,771,239

847

31.5%

9.6%

838,121 18.6%
12.7%

8.2%
11.4%

502,646 WSt

NS 9.1%

m SEATTLE-TACOMA

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

11.6%
7.0% 6.6% 5.7%
i e e "
Checking Debitor ATM  Savings Credit Card online Mohile Online Bill Home Auto Loan 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 PLAN TO GET MARRIED in the next 12 mos W SEATTLE-TACOMA

Professional Services Used*: Adults 18 or older

Tax Preparation Service

Online Investing / Stock Trading

Financial Planner

Accountant

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

Estate Planning

Divorce / Family Attorney

® who PLAN TO GET MARRIED in the next 12 mos
Scarborough R2 2024: Aug23-Aug24

SEATTLE-TACOMA DMA

3.9%
289,630 6.4%
186,139 4.1%
2.7%
3.4%

1.0% (*Past 12 Months)

1.0%

B

B SEATTLE-TACOMA
Qual Intab

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

2.9% 43% 0% 3.8%
N o IR o |

MasterCard  Apple Pay  Google Pay

Zelle

Debit Card

PayPal Venmo Store Credit  Discover Facebook  Square Cash Samsung Pay
Express Card Messenger
m who PLAN TO GET MARRIED in the next 12 mos B SEATTLE-TACOMA
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3.7% or 171,686 of PHOENIX DMA Adults 18 or older PLAN TO GET MARRIED in the next 12 mos.

Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are 61.7% less likely to have a 401K, 29.%
less likely to have an Auto Loan, 73.6% less likely to Invest/Trade Stocks Online, 49.6% more likely to pay with
their Debit Card.

mﬁﬂlnvestments Owned: Adults 18 or older

401K Plan

45.0%
IRA (Individual Retirement Account) i,s-;i,'i';z:""
Stocks or Stock Options

Mutual Funds

Other (Crypto / NFTs / Metals, etc.)
Money Market Funds

Bonds

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

. 6.3% 2.8%
3.5% 4.0%
A . 3.4% SBLY 0.2% (LR::3 0.0% 0.0%
% 1 s v-- o I e o e
Second Home or Real Estate Property % 8% Debitor ATM  Checking savings  CreditCard  Online Mobile Online Bill Home Money  Studentloan Certificates of Refinanced Personal Loan  Home
L card Account Account Banking Banking Paying Mortgage Market Deposit(CDs)  Home Improvement
529 Plan / College Savings Plan |25 ik Account Mortgage l‘;ﬂ",:'t“:"e
: O. qui an
# who PLAN TO GET MARRIED in the next 12 mos EPHOENIX ® who PLANTO GET MARRIED in the next 12 mos = PHOENIX
Professional Services Used*: Adults 18 or older 'm'Past 3-Months Payment Methods Used: Adults 18 or older
Toxpreparationsenvice [ o &
Financial Planner g
OnlineInvesting / Stock Trading
Insurance Agent at a Local Office (not online) 0.7%
Accountant _— [ J
Real Estate Agent % 14.3%

Estate Planning

270.6%
5.4%

"
Divorce / Family Attorney Eo'?:% (*Past12 Months)
® who PLAN TO GET MARRIED in the next 12 mos W PHOENIX
PHOENIX
All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.
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VIsA

Debit Card

PayPal Venmo

MasterCard ~ Apple Pay

= who PLAN TO GET MARRIED in the next 12 mos

Lifestyle changes/events personally plan to do next 12 mths: Get married

Google Pay  Store Credit

American Discover
Card Express Messenger
m PHOENIX

W i5.0% 0296_@ .5'1" 56% 33%  3.2% 2.9%
i SV B

Facebook Samsung Pay Square Cash



2.1% or 81

their Debit

,863 of MINNEAPOLIS-ST. PAUL DMA Adults 18 or older PLAN TO GET MARRIED in the next 12 mos.
Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are 28.7% more likely to have a 401K, 26.%

less likely to have an Auto Loan, 38.5% more likely to Invest/Trade Stocks Online, 1.2% less likely to pay with

Card.

ﬁ Investments Owned: Adults 18 or older

401K Plan

2,010,431 52.0%

IRA (Individual Retirement Account)

Stocks or Stock Options

1,038,869 26.9%
16.8%
22.1%

Mutual Funds
9.8%
14.3%

1.7%
11.2%

Money Market Funds

Bonds

la8r.6%
EEET 96%
491.0%
L 8.7%
00.0%
8.6%
m who PLAN TO GET MARRIED in the next 12 mos

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

Second Home or Real Estate Property
m MINNEAPOLIS-ST. PAUL

Checking
Account

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

8.3% 9.2% 6.3% _—

L R R

Studentloan Personal Loan Refinanced Home
Home Improvement
Mortgage Loan or Home
Equity Loan

Auto Loan  Certificates of
Deposit (CDs)

Mobile
Banking

Online Bill
Paying

Home
Mortgage

Debit or ATM  Credit Card
card

Money
Market
Account

Online
Banking

Savings
Account

® who PLAN TO GET MARRIED in the next 12 mos ® MINNEAPOLIS-ST. PAUL

Professional Services Used*: Adults 18 or older

Tax Preparation Service  pussrs 25.6%

953,166 24.7%

Financial Planner

Online Investing / Stock Trading 14.5%

559,893

7.3%
11.1%

Insurance Agent at a Local Office (not online)

Accountant

Real Estate Agent

2 0.0%

3.0%
4.6%
1.2%
¥ who PLAN TO GET MARRIED in the next 12 mos

MINNEAPOLIS-ST. PAUL DMA Scarborough R2 2024: Jul23-Aug24 Qual Intab
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Estate Planning

(*Past 12 Months)

Divorce / Family Attorney

B MINNEAPOLIS-ST. PAUL
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'E'Past 3-Months Payment Methods Used: Adults 18 or older

11.1%
5.2%

3.8%

J -

[

Facebook Samsung Pay Square Cash
Messenger

Google Pay  Store Credit  Cash App American
Card Express

W MINNEAPOLIS-ST. PAUL

Debit Card MasterCard  Apple Pay Discover

Zelle

Venmo

PayPal

» who PLAN TO GET MARRIED in the next 12 mos

Lifestyle changes/events personally plan to do next 12 mths: Get married



| 3.7% or 92,173 of ST. LOUIS DMA Adults 18 or older PLAN TO GET MARRIED in the next 12 mos.
Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are 6.4% more likely to have a 401K, 52.6%

less likely to have an Auto Loan, 81.5% less likely to Invest/Trade Stocks Online, 10.% more likely to pay with
their Debit Card.

mﬁ 4 Investments Owned: Adults 18 or older Financial Services Has and/or Uses: Adults 18 or older

401K Plan

IRA (Individual Retirement Account)

Stocks or Stock Options 6'071 =
,420 8.1%
Mestzinl Fuinels 10.2%
7.1%
Money Market Funds h 151%

0 3.4%
sonds i sox

Other (Crypto / NFTs / Metals, etc.) 8.0%

8.4%
5.2% 5.1%
’ 2.7% 2.1%
3.6% 2.4 . 0.0%
529 Plan / College Savings Plan $.3% Checking Debitor ATM  Savings  CreditCard  oOnline online Bill Mobile Home Money  Certificates of Personal Loan Studentloan Refinanced Home
- Account card Account Banking Paying Banking Mortgage Market  Deposit (CDs) Home  Improvement
Second Home or Real Estate Property &E’m Account Mortgage Loan or Home
: 6.0% Equity Loan
= who PLAN TO GET MARRIED in the next 12 mos mST. LOUIS

u who PLAN TO GET MARRIED in the next 12 mos u ST. LOUIS

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

Tax Preparation Service ot
547,059

Financial Planner

Online Investing / Stock Trading 278,432 11.1%
I Agent at a Local Office (not onli
g s Lo Offce ot o o
7.

6%

431,643
4,703 5.1%

Real Estate Agent

11.2%
3.0% 8.3%
3.2% 3.7% 2.7%
Estate Planning 26% ; ‘ e . ... JE - s .
-~ = 0.5% (*Past 12 Months) Debit Card Venmo MasterCard Zelle Apple Pay Discover  GooglePay CashApp StoreCredit  American Facebook Samsung Pay Square Cash
Divorce / Family Attorney 1.0% Card Express Messenger
¥ who PLAN TO GET MARRIED in the next 12 mos EST. LOUIS

m who PLAN TO GET MARRIED in the next 12 mos m ST. LOUIS
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Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an average of 2 days, 13 hours, 41 minutes
and 22 seconds each week with All Forms of Media.

80.8% of Aduits 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an avg. of 7 hours and 33 minutes each week listenin
to All Local AM/FM Radio, representing 9.9% of total time spent with all forms of Media.
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Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an average of 1 days, 17 hours, 59 minutes
and 10 seconds each week with All Forms of Media.

70.8% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an avg. of 5 hours and 29 minutes each week listening|
to All Local AM/FM Radio, representing 9.3% of total time spent with all forms of Media.
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Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an average of 3 days, 2 hours, 5 minutes and
55 seconds each week with All Forms of Media.

78.% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an avg. of 6 hours and 8 minutes each week listening to
All Local AM/FM Radio, representing 6.5% of total time spent with all forms of Media.
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Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an average of 2 days, 19 hours, 17 minutes
and 31 seconds each week with All Forms of Media.

85.9% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an avg. of 8 hours and 5 minutes each week listening
to All Local AM/FM Radio, representing 10.3% of total time spent with all forms of Media.
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Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an average of 2 days, 17 hours, 29 minutes
and 25 seconds each week with All Forms of Media.

81.1% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an avg. of 8 hours and 47 minutes each week listening|
to All Local AM/FM Radio, representing 10.9% of total time spent with all forms of Media. [
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Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an average of 1 days, 21 hours, 8 minutes and
23 seconds each week with All Forms of Ad-Supported Media.

78.6% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an avg. of 7 hours and 9 minutes each week listening
to Local Ad-Supported AM/FM Radio, representing 12.5% of totaltime spent with all forms of Ad-Supported Media.
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Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an average of 1 days, 3 hours, 58 minutes and
49 seconds each week with All Forms of Ad-Supported Media.

69.6% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an avg. of 5 hours and 0 minutes each week listening
to Local Ad-Supported AM/FM Radio, representing 12.4% of total time spent with all forms of Ad-Supported Media.
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Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an average of 2 days, 10 hours, 6 minutes and

20 seconds each week with All Forms of Ad-Supported Media.
77.1% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an avg. of 6 hours and 9 minutes each week listening

to Local Ad-Supported AM/FM Radio, representing 8.2% of total time spent with all forms of Ad-Supported Media.
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Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an average of 1 days, 23 hours, 7 minutes and
48 seconds each week with All Forms of Ad-Supported Media.

84.4% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an avg. of 7 hours and 27 minutes each week listening
to Local Ad-Supported AM/FM Radio, representing 13.4% of total time spent with all forms of Ad-Supported Media.
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Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an average of 1 days, 23 hours, 32 minutes
and 21 seconds each week with All Forms of Ad-Supported Media.

79.5% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an avg. of 8 hours and 10 minutes each week listening
to Local Ad-Supported AM/FM Radio, representing 13.7% of total time spent with all forms of Ad-Supported Media.
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an avg. of 61.3 minutes/day.

| Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an average of 6 hours and
26 minutes each day with All Forms of Ad-Supported Media. 78.6% listen to Local AM/FM Radio for
(Local Radio delivers 12.5% of Time with Ad-Supported Media.)
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Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an average of 3 hours and
59 minutes each day with All Forms of Ad-Supported Media. 69.6% listen to Local AM/FM Radio for
an avg. of 42.9 minutes/day.

12.4% of Time with Ad-Supported Media.)
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| Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an average of 8 hours and
18 minutes each day with All Forms of Ad-Supported Media. 77.1% listen to Local AM/FM Radio for
an avg. of 52.8 minutes/day. (Local Radio delivers 8.2% 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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an avg. of 63.9 minutes/day.

Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an average of 6 hours and
43 minutes each day with All Forms of Ad-Supported Media. 84.4% listen to Local AM/FM Radio for
(Local Radio delivers 13.4% of Time with Ad-Supported Media.)
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an avg. of 70.1 minutes/day.

Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an average of 6 hours and
47 minutes each day with All Forms of Ad-Supported Media. 79.5% listen to Local AM/FM Radio for

(Local Radio delivers 13.7% 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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Avg. Week All Audio (Persons & % Reach): Adults 18 or older
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6,880,439 or 78.6% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos listen to
Ad-Supported Local AM/FM Radio for an average of 61.3 minutes every day representing 37.5% of
all time spent daily with Ad-Supported Audio.

Avg. Day All Audio (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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7 109,717 or 69.6% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos listen to Ad-
Supported Local AM/FM Radio for an average of 42.9 minutes every day representing 31.3% of all
time spent daily with Ad-Supported Audio.

Avg. Week All Audio (Persons & % Reach): Adults 18 or older
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Avg. Week All Audio (Persons & % Reach): Adults 18 or older
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132,312 or 77.1% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos listen to Ad-
Supported Local AM/FM Radio for an average of 52.8 minutes every day representing 37.7% of all
time spent daily with Ad-Supported Audio.
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69,093 or 84.4% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos listen to Ad-
Supported Local AM/FM Radio for an average of 63.9 minutes every day representing 33.9% of all
time spent daily with Ad-Supported Audio.
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Avg. Week All Audio (Persons & % Reach): Adults 18 or older
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[ 73,254 or 79.5% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos listen to Ad-
Supported Local AM/FM Radio for an average of 70.1 minutes every day representing 40.1% of all
time spent daily with Ad-Supported Audio.

-!m—'"
mm
[2aai0 1 1230
mm Avg. f;«_:ur;;ﬂﬂ;;r:;:;sfdci‘:. with
m m Audio: Adul orolder
[oize: 17 cine
PO 2 AR nthenez
asleos | B -

w who PLAN TO GET MARRIED in the next 12 mos mST. LOUIS

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

8 Time sinr

Spotify
32.6

SiriusXm
155

Local AM/FM YouTube
Radio Music All Others
753 284 12.9

R R SR SR R ER o SR R

Pandora

17

v
Music
Chann... | Music
12.0 10.0

Apple
Music

10.0

Ama...

Podcasts SiriusXm Spotify

19.6 19.1 17.3

TV Music

YouTube Channels Ama,

Music 93 Pand.. Music
13.1 8.6 8.2

Owned Al
Music Others
10.2 9.1

Local AM/FM Radio
65.9

Apple Q.. AL
Music 3. 2.

® who PLAN TO GET MARRIED in the next 12 mos

mST. LOUIS

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

Local AM/FM Radio
Podcasts

YouTube Music

TV Music Channels
Spotify

Pandora

All Others

Amazon Music
iHeartRadio
SiriusXM
Audiobooks
Owned Music
Apple Music

ST. LOUIS

oto/_Persons.

m m Avg. Hours+Minutes/day with Ad-
Supported Audio: Adults 18 or older
el s
? 6:8%
P 8% amD etz
— 8% -
= who PLAN TO GET MARRIED in the next 12 mos mST. LOUIS
DMA Scarborough R2 2024: Jul23-Aug24 Qual Intab 51

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

» nt
Vi,
13.2%
YouTube
M Podcasts Music
m YouTube Music Podcasts 18.9 12.0
2319 22.0
o0 ]
m Spotify Spotify Al
" e Pandoray Others
m fas Pandora ey 89 8.4
Péta 11.9
m All TV Music TV Music Amazon .
Lo Local AM/FM Radio Others Channels A.. i Local AM/FM Radio Channels Music iHear:
0.0% 70,1 16.5 12.0 M... | 62.3 9.3 6.3 Sirius..

# who PLANTO GET MARRIED in the next 12 mos

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

Lifestyle changes/events personally plan to do next 12 mths: Get married

M ST. LOUIS

soefa.ai

* Share of Everything
for Anything _




. 6,880,439 or 78.6% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos listen to
Ad-Supported Local AM/FM Radio for an average of 61.3 minutes every day representing 37.5% of
all time spent daily with Ad-Supported Audio.
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time spent daily with Ad-Supported Audio.

109,717 or 69.6% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos listen to Ad-
Supported Local AM/FM Radio for an average of 42.9 minutes every day representing 31.3% of all
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time spent daily with Ad-Supported Audio.
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69,093 or 84.4% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos listen to Ad-
SImeG) Supported Local AM/FM Radio for an average of 63.9 minutes every day representing 33.9% of all
oum D time spent daily with Ad-Supported Audio.
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| 73,254 or 79.5% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos listen to Ad-
Supported Local AM/FM Radio for an average of 70.1 minutes every day representing 40.1% of all
time spent daily with Ad-Supported Audio.
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6,880,439 or 78.6% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Urban Contemporary, Pop
Contemporary Hit Radio, Urban AC, and Classic Rock.
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S

109,717 or 69.6% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, All Sports, Classic Rock,
Active Rock, and Pop Contemporary Hit Radio.
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132,312 or 77.1% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Mexican Regional, Spanish Adult Hits, Active Rock,
Classic Hits, and Pop Contemporary Hit Radio.
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Lacal AM/FM Radlo 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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69,093 or 84.4% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Hot AC, Country, Active Rock,
| and Pop Contemporary Hit Radio.
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73,254 or 79.5% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Urban AC, Adult Contemporary, Adult Hits, New
Country, and Classic Rock.
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Avg. Week All Video (Persons & % Reach): Adults 18 or older
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Non-Premium Cable TV...

YouTube Video
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4,654,371 or 53.2% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos watch Ad-
Supported Local TV Stations for an average of 64.5 minutes every day representing 35.3% of all time
spent daily with Ad-Supported Video.
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Avg. Week All Video (Persons & % Reach): Adults 18 or older .
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84,930 or 53.8% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos watch Ad-
Supported Local TV Stations for an average of 31. minutes every day representing 28.3% of all time
spent daily with Ad-Supported Video.
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157,214 or 91.6% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos watch Ad-
Supported Local TV Stations for an average of 49.1 minutes every day representing 39.3% of all time
spent daily with Ad-Supported Video.
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25,691 or 31.4% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos watch Ad-
Supported Local TV Stations for an average of 139.3 minutes every day representing 50.2% of all
time spent daily with Ad-Supported Video.
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ki 4,654,371 or 53.2% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos watch Ad-
Supported Local TV Stations for an average of 64.5 minutes every day representing 35.3% of all time
| spent daily with Ad-Supported Video.

Shara @

Weekly 63.1% Avg. Hours+Minutes/day with Ad-Supported

60.5% "Share OfAd-SUppOftEd VidEO" Video: Adults 18 or older

5:25

Reach %

43.2% who PLAN TO GET
MARRIED in the next 12

35.9% mos

40.2%

25.3%

14.5% 14.8%

12.3% 12.0%

11.0% 10.1%

-.

10.1%
8.1%

I
Reached:4 654,37165,512,106 4,815,70858,562,647 3,514,937/7,741,351 3,778,02502,071,451 2,654,08294,194,011 2,212,10850,470,697 962,286 26,455,744 1,265,53%38,689,357 882,995 21,362,194 1,078,9181,529,171

Local TV Cable TV TikTok YouTube Amazon Hulu Netflix AppleTV+ Disney+ Peacock
Average
Daily Mi
® who PLAN TO GET MARRIED in the next 12 mos B USA
USA USA Projection Scarborough R1 2024: Jan23-Aug24 Qual Intab 592 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadeasting, Inc. LLC. All rights reserved. USA Projection Scarborough R1 2024: jan23-Aug24 Qual Intab 23,243 soefla_ for Anything _

Lifestyle changes/events personally plan to do next 12 mths: Get married



| 84,930 or 53.8% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos watch Ad-
Supported Local TV Stations for an average of 31. minutes every day representing 28.3% of all time
spent daily with Ad-Supported Video.
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| 157,214 or 91.6% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos watch Ad-
Supported Local TV Stations for an average of 49.1 minutes every day representing 39.3% of all time
| spent daily with Ad-Supported Video.
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| 25,691 or 31.4% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos watch Ad-
Supported Local TV Stations for an average of 139.3 minutes every day representing 50.2% of all
time spent daily with Ad-Supported Video.
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Local TVStatlon Programs (Persons & % Reach): Adults 18 or older

(average wees)
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Movies

Comedies

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

Court Shows

4,654,371 or 53.2% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos watch Ad-
Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Morning, Local News -
Evening, Game Shows, Movies, and Comedies.
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' 84,930 or 53.8% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos watch Ad-
Supported Local TV Stations. The Top 6-Programs are Daytime Soap Operas, Daytime Talk Shows,
Game Shows, Movies, Sports, and Late Night Talk.
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157,214 or 91.6% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos watch Ad-
Supported Local TV Stations. The Top 6-Programs are Local News - Morning, Local News - Evening,
Sports, Science Fiction, Game Shows, and Reality - Adventure.
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(averoge week}
Local News - Evening

Sports

Comedies

Local News - Morning
Movies

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

Local News - Late

Late Night Talk

m who PLAN TO GET MARRIED in the next 12 mos

Toto!

25,691 or 31.4% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos watch Ad-
Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Late, Court Shows, Game
Shows, Local News - Morning, and Local News - Evening.

r  Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Ad-Supported Local TV Station Programs (Persons & % Reach): Adults 18 or older
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Local TV Station Programs (Persons & % Reach): Adults 18 or older
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. 44,019 or 47.8% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos watch Ad-
Supported Local TV Stations. The Top 6-Programs are Local News - Morning, Movies, Local News -
Evening, Sports, Local News - Late, and Daytime Soap Operas.

Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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spent da

7,059,526 or 80.6% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos use Ad-
Supported Social Media for an average of 182.7 minutes every day representing 34.5% of all time

ily with Ad-Supported Digital Media.

Avg. Week All Digital (Persons & % Reach): Adults 18 or older
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Avg. Week All Digital (Persons & % Reach): Adults 18 or older
R
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/ ts (Websites/!

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

Games/Fantasy/Betting Sites

Steaming Audo(ocal ol m_rm—

Shopping (indl. Food/Auctions/Travel, etc.)
YouTube/TikTok, etc.
Online Classes, Schoals, Colleges, Universities

Local TV Streaming

b

® who PLAN TO GET MARRIED in the next 12 mos

' 113,659 or 72.1% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos use Ad-
Supported Social Media for an average of 104.5 minutes every day representing 29.% of all time
spent daily with Ad-Supported Digital Media.
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141,736 or 82.6% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos use Ad-
Supported Social Media for an average of 413.6 minutes every day representing 57.8% of all time
spent daily with Ad-Supported Digital Media.
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Avg. Week All Digital (Persons & % Reach): Adults 18 or older
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Concurrent 11
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57,530 or 70.3% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos use Ad-
Supported Social Media for an average of 121.7 minutes every day representing 21.4% of all time
spent daily with Ad-Supported Digital Media.
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89,308 or 96.9% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos use Ad-
Supported Social Media for an average of 165.8 minutes every day representing 30.5% of all time
spent daily with Ad-Supported Digital Media.
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6,081,114 or 69.5% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos use Ad-
Supported Facebook for an average of 57.4 minutes every day representing 31.4% of all time spent
daily with Ad-Supported Saocial Media.
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86,284 or 54.7% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos use Ad-
Supported Facebook for an average of 31.3 minutes every day representing 30.% of all time spent
daily with Ad-Supported Social Media.
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10,859 or 6.3% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos use Ad-
Supported Blogs/Message Boards (read and/or post) for an average of 147.1 minutes every day
representing 35.6% of all time spent daily with Ad-Supported Social Media.
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57,530 or 70.3% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos use Ad-
Supported Facebook for an average of 35.7 minutes every day representing 29.3% of all time spent
daily with Ad-Supported Social Media.
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6,081,114 or 69.5% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos use Ad-
Supported Facebook for an average of 57.4 minutes every day representing 31.4% of all time spent
daily with Ad-Supported Social Media.
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86,284 or 54.7% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos use Ad-
Supported Facebook for an average of 31.3 minutes every day representing 30.% of all time spent
daily with Ad-Supported Social Media.
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3 10,859 or 6.3% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos use Ad-
Shmm(}} <7} Supported Blogs/Message Boards (read and/or post) for an average of 147.1 minutes every day
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57,530 or 70.3% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos use Ad-
Supported Facebook for an average of 35.7 minutes every day representing 29.3% of all time spent
daily with Ad-Supported Social Media.
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| 57,630 or 62.5% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos use Ad-
Supported Facebook for an average of 56.7 minutes every day representing 34.2% 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: 507,664; Local Radio: 427,991; Non-Prem. Cable: 210,055; Local TV: 156,389
reaching Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos.
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 10,677;
Social Media: 7,715; Local Radio: 6,374; Non-Prem. Cable: 4,719; Local TV: 3,082 reaching
Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos.
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M-F 6a-7p Avg. Available Impressions per 15-min. are... Social Media: 9,548; Local Radio:
8,545; All Other Digital Media: 8,380; Non-Prem. Cable: 4,571; Local TV: 3,263 reaching
Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos.

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 6,209; Local
Radio: 4,151; Social Media: 4,022; Non-Prem. Cable: 1,544; Local TV: 993 reaching Adults
18 or older who PLAN TO GET MARRIED in the next 12 mos.
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 6,822;
Social Media: 6,525; Local Radio: 4,588; Non-Prem. Cable: 2,239; Local TV: 1,438 reaching
Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos.
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Top-13 Out-of- Home Media (Persons & % Reach): Adults 18 or older

(average week)

‘Grocery Stores

Billboards & Signs (Weekly Drivers)

Walking in Towns, Cities, Downtown...

AM/FM Radio

Gas Stations/Convenience Stores

' 7,948,689 or 90.8% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an
average of 86.6 minutes per day driving, seeing Billboards and Signs. 65.7% Listen to Local Radio
Stations Out-of-Home for an average of 37.1 minutes/day.
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Top-13 Out-of- Home Media (Persons & % Reach): Adults 18 or o[der

(average week)
Grocery Stores

Billboards & Signs (Weekly Drivers)

Walking in Towns, Cities, Downtown...

AM/FM Radio

Shopping Malls

Gas Stations/Convenience Stores
Restaurants & Bars

Podcasts

Spotify

Drug Stores

Public Transit

YouTube Music

Retail Stores
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# who PLAN TO GET MARRIED in the next 12 mos

133,055 or 84.3% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an
average of 42.7 minutes per day driving, seeing Billboards and Signs. 58.1% Listen to Local Radio
Stations Out-of-Home for an average of 26. minutes/day.
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Top-13 Out-of-Home Media (Persons & % Reach) Adults 18 or older

(average week)
‘Grocery Stores

Billboards & Signs (Weekly Drivers)
Walking in Towns, Cities, Downtown...
AM/FM Radio

Gas Stations/Convenience Stores
Restaurants & Bars

Shopping Malls

Drug Stores
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m PHOENIX

170,064 or 99.1% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an
average of 213.3 minutes per day driving, seeing Billboards and Signs. 64.4% Listen to Local Radio
Stations Out-of-Home for an average of 32. minutes/day.
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75,466 or 92.2% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an
average of 77.7 minutes per day driving, seeing Billboards and Signs. 70.6% Listen to Local Radio
Stations Out-of-Home for an average of 38.7 minutes/day.
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Top-13 Out-of- Home Media (Persons & % Reach): Adults 18 or otder

(average week)
Grocery Stores

Billboards & Signs (Weekly Drivers)
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Gas Stations/Convenience Stores
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Shopping Malls
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Podcasts

SiriusXm

Spotify

YouTube Music

Retail Stores

84,078 or 91.2% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an
average of 41.2 minutes per day driving, seeing Billboards and Signs. 66.4% Listen to Local Radio
Stations Out-of-Home for an average of 42.5 minutes/day.
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Top-13 Ad-Supported Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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7,948,689 or 90.8% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an average
of 86.6 minutes per day driving, seeing Billboards and Signs representing 44.7% of all Time Spent with Ad-
Supported Out-of-Home Media.
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133,055 or 84.3% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an average
of 42.7 minutes per day driving, seeing Billboards and Signs representing 27.4% of all Time Spent with Ad-
Supported Out-of-Home Media.
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Out-of-Home Media: Adults 18 or older
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i170,064 or 99.1% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an average

lof 213.3 minutes per day driving, seeing Billboards and Signs representing 65.3% of all Time Spent with Ad-
!Supported Out-of-Home Media.
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75,466 or 92.2% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an average of

77.7 minutes per day driving, seeing Billboards and Signs representing 40.5% of all Time Spent with Ad-
Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported

P Out-of-Home Media: Adults 18 or older
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84,078 or 91.2% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an average of
41.2 minutes per day driving, seeing Billboards and Signs representing 31.7% of all Time Spent with Ad-
‘Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 18 or older
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133,055 or 84.3% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an
average of 42.7 minutes per day driving an average of 24.9 miles each day and are 118.2% more
likely to use Highway 518 than the Metro average.
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Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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Lifestyle changes/events personally plan to do next 12 mths: Get married

170,064 or 99.1% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an
average of 213.3 minutes per day driving an average of 124.2 miles each day and are 390.2% more
likely to use 32nd Street than the Metro average.

Top-26 Employment Zip Codes: Adults 18 or older
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75,466 or 92.2% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an
average of 77.7 minutes per day driving an average of 45.2 miles each day and are 246.6% more
likely to use Hennepin Avenue than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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Top-26 Employment Zip Codes: Adults 18 or older
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Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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84,078 or 91.2% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an
average of 41.2 minutes per day driving an average of 24. miles each day and are 90.9% more likely
to use Highway 67/Highway 111 than the Metro average.

Top-26 Employment Zip Codes: Adults 18 or older
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3,039,903 or 34.7% of Adults 18 or older who PLAN TO GET

time spent daily with All forms of Print Media.
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96,269 or 61.% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos read Local Daily
Newspaper(s) (Daily+Sunday) for an average of 13.7 minutes every day representing 26.6% of all
time spent daily with All forms of Print Media.
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' 93 or .1% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos read New York Times
(Daily+Sunday) for an average of 17.5 minutes every day representing 21.5% of all time spent daily

with All forms of Print Media.
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41,814 or 51.1% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos read Local
Daily Newspaper(s) (Daily+Sunday) for an average of 8.4 minutes every day representing 36.9% of all
time spent daily with All forms of Print Media.
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45,665 or 49.5% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos read Local
Daily Newspaper(s) (Daily+Sunday) for an average of 10.4 minutes every day representing 24.8% of
all time spent daily with All forms of Print Media.
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