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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality




FOLLOWING

13.9% or 36,376,505 of USA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days.
Typical Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 42.2
years old (13.3% younger than average) and have a $88,363 (7.4% lower than average) annual household...
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality
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13.1% or 991,152 of CHI DMA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 d ‘ys.
Typical Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 41.6

FOLLOWING years old (13.9% younger than average) and have a $96,735 (10.% lower than average) annual household...
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality
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14.7% or 840,020 of WDC DMA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30.}.
Typical Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 41.6

[EROWING years old (13.2% younger than average) and have a $128,524 (6.2% lower than average) annual household...
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality
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14.1% or 638,684 of SEA DMA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 d‘ Vs.
Typical Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 44.

LT years old (8.9% younger than average) and have a $118,443 (5.1% lower than average) annual household...
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality
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12.3% or 587,391 of PHX DMA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 d1 ys.
Typical Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 40.
years old (17.7% younger than average) and have a $95,259 (9.6% lower than average) annual household...
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| likely to be a parent of 1 or more children
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who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days

13.9% or 36,376,505 of USA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days.
Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 7.5% less likely
to be a college graduate, 10.7% more likely to work full-time, 10.4% less likely to be married, 13.6% more
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



0PE0O0.0006 13.1% or 991,152 of CHI DMA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30...
6;005;“@650 Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 3.1% less likely
to be a college graduate, 12.7% more likely to work full-time, 18.1% less likely to be married, 16.1% more
likely to be a parent of 1 or more children
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



7 14.7% or 840,020 of WDC DMA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30./.
Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 19.% less likely
to be a college graduate, 5.3% more likely to work full-time, 9.4% less likely to be married, 2.5% less likely
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



14.1% or 638,684 of SEA DMA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30...
Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 2.9% less likely
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



090000:.0006 12.3% or 587,391 of PHX DMA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30...
0000000000 ) Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 21.5% less
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



13.9% or 36,376,505 of USA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days.
00000000 Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 17.5% less likely
to own their home, 15.% more likely to own a higher valued home, 8.7% less likely to have a single-family

home, 1.3% less likely to have a dog.

FOLLOWING
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



13.1% or 991,152 of CHI DMA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days.
Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 21.3% less likely

to own their home, 8.9% more likely to own a lower valued home, 9.5% less likely to have a single-family

i home, 5.7% more likely to have a dog.
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



14.7% or 840,020 of WDC DMA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30|days.
Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 15.7% less likely

to own their home, 13.1% more likely to own a lower valued home, 14.8% less likely to have a single-family
home, 3.2% less likely to have a dog.
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



1
14.1% or 638,684 of SEA DMA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days.
Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 13.6% less likely

to own their home, 3.4% more likely to own a higher valued home, 1.4% less likely to have a single-family
home, 1.3% less likely to have a dog.
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



090000:-000 12.3% or 587,391 of PHX DMA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days.
0000000000 Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 20.4% less likely

to own their home, 15.9% more likely to own a lower valued home, 4.5% less likely to have a single-family
home, 16.4% more likely to have a dog.
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



ko ING belong to a gym, 3.9% more likely to fly dome

13.9% or 36,376,505 of USA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30...
Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 24.6% more
likely to look up D-I-Y advice online, 11.7% less likely to always vote in local elections, 3.4% less likely to
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



13.1% or 991,152 of CHI DMA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30...
Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 27.2% more
likely to look up D-I-Y advice online, 1.1% less likely to always vote in local elections, 5.4% more likely to
belong to a gym, .6% more likely to fly domest

FOLLOWING
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



14.7% or 840,020 of WDC DMA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past...
Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 23.6% more
likely to look up D-I-Y advice online, 13.9% less likely to always vote in local elections, 10.1% more likely to

FOLLOWING
belong to a gym, 8.7% more likely to fly dom
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



6090000:000 14.1% or 638,684 of SEA DMA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30...
2 Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 26.8% more
likely to look up D-I-Y advice online, 12.6% less likely to always vote in local elections, 31.7% less likely to

FOLLOWING
belong to a gym, 1.6% more likely to fly dom
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



FOLLOWING

Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 35.5% more
likely to look up D-I-Y advice online, 26.9% less likely to always vote in local elections, 2.1% less likely to

12.3% or 587,391 of PHX DMA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30...

belong to a gym, 3.% more likely to fly domes
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Cooking  Vegemables} Education  Progam or Relative
marathon,
®who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days W PHX el

PHX DMA Scarborough R2 2025: Aug24-Jjul25 Qual Intab 302
All Graphs and HBIAI Data Modeling Copyright © 2025 Hubbard Broadcasting, inc. LLC, All rights reserved.

Social media activities done past 30 days: Follow/become a fan of a celebrity/personality




FOLLOWING

Past 30-days QSR Users: dults 18 or older

o |

1time 5.7%

2times

12.3%
3 times 11.9%
4 times 10.1%

S5times IU.D%

6 -9times

16.5%

10times or more

13.8%
= who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days
Avg. Monthly QSR Meals:

musA

Total Monthly QSR Users:
B84.3% 83.4%

13.9% or 36,376,505 of USA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 daysj
Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 1.1% more
likely to use QSRs past mo., 1.9% less likely to use Sit-Down Restaurants past mo., .1% more likely to use

Casinos past yr., 1.6% less likely to smoke cigaret

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

€ ¥ itme 17.0%

3 times 11.8%

4 times

5 times

6-9times

10 times or more

m who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days

mUSA

Total Monthly Sit-Down Restaurant Users:  Avg. Monthly Sit-Down R ant Meals:
70.6% 72.0%

Drank Past 30-days: Adults 18 or older

Liquor

Any Type of Beer
Wine

Domestic Regular Beer

Domestic Light Beer

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

I
piza

= who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days

I‘

Wings/  Bagel/ Steakhouse Upsale
Burgers /  Donat /
sparts gar  Bakery

Hakian

Thai/

who Became a Follower of @ SOCIAL MEDIA... 24.7%

usn 19.5%

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
[Boe7sa0

£ Past 12 months Casino Activities: Adults 18 or older

Slot Machines
- -

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

Stage Show / Concert

Imported Beer v Sports Betting
Microbrew / Craft Beer ¢ i Spa
Other Gambli I 2.3% i s
e BUTR 2.0% Casinos visited past 12 months: Yes
= who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days mUSA = who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days m USA
UsA USA Projection Scarborough R2 2025: Sep24-Aug25 Qual Intab 3,445
All Graphs and HBIAI Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved. USA Projection Scarborough R2 2025: Sep24-Aug25 Qual Intab 25,507

Used Past 30-days: Adults 18 or older

Marijuana / Cannabis

Cigarettes Vape

# who Besame a Follower of 3 SOOAL MEDIA INFLUENCER past 30days ~ BUSA

Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



13.1% or 991,152 of CHI DMA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days.
Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are .8% more likely
to use QSRs past mo., 4.4% more likely to use Sit-Down Restaurants past mo., 7.1% less likely to use Casinos

FOLLOWING past yr., 25.8% less likely to smoke cigare

Past 30-days QSR Users: Adults 18 or older |Past 30-days Sit-Down Restaurant Users: Adults 18 or older| Top-10 Cuisines: Adults 18 or older

5 (Sit-Down Restaurants Used Past 30-days)
¢ 1tms 15.8%

2 times 16.5%
)
pirza

offee  mafan  Bagel/  wings/ Steskhouse Upscale  indian /
Thai/

e 1time

lm* .
2times 12.0%

3 times 12.7% 3 times 12.6%

5 times 5 times

10.1%

Mexican  Chinese

c
H

e ouse / Donut/  Burgers f
3 N Coffee Bar Bakery  Sports Bar Other
10times or more 13.8% 10 times or more e
= who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days mCHI ® who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days H CHI = who Became a Follower of a SOCIAL MED(A INFLUENCER past 30 days mCHI
Total Jlggd; l;gfv QSR Users: i Avg. Monthly QSR Meals: Total Monthly Sit-Dewn Restaurant Users:  Avg. hly Sit-Down ant Meals: Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
z . 74.1% 71.0%

who Became a Follower of @ SOCIAL MEDIA... [Z50,A0NNIIIIINN  26.2%
I i 1 .. B "
6,388 361 a0 8

Drank Past 30-days: Adults 18 or older Past 12 months Casino Activities: Adults 18 or older |Used Past 30-days: Adults 18 or older
Any Type ofGear s i
if ; 5.2 ; ] o il
TaleGaves (o, ok, <
wine B Sc Bar / Nightchub o
ipore e Upsle et
Domestic Regular Beer v v Sports Betting 196{3’6
E 3.3%
1

Microbrew / Craft Beer sg'slggﬁ ) o

Other Gambling Casinos visited past 12 months: Yes Marijuana / Cannabis Cigarettes Vape
wwho Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days mCHI # who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days = CHI = who Became a Follower of a SOCAL MEDIA INFLUENCER past 30 days =CH

CHI DMA Scarborough R2 2025: Sep24-Jul25 Qual intab 592
All Graphs and HBIAI Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



FOLLOWING

Past 3

1time

—
10.3%

= who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days

2times

e

3 times

4 times

5 times

6 -9times

10times or more
" WDC

Total Jlggt;;zﬂv QSR Users: Avg. Monthly QSR Meals:

e FEE 0
4,732 988

0-days QSR Users: Adults 18 or older

1
14.7% or 840,020 of WDC DMA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days.
Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 3.6% more
likely to use QSRs past mo., 1.5% less likely to use Sit-Down Restaurants past mo., 6.5% more likely to use

Casinos past yr., 11.1% less likely to smoke cigar

Past 30-days Sit-Down Restaurant Users: Ad
4

1time

2 times

3 times

4 times

5 times

6-9times

10 times or more

® who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days

Total Monthly Sit-Down Restaurant Users:

ults 18 or older

16.3%

15.7%

BWDC

Avg. ly Sit-Down

ant Meals:

71.0% 72.1%

Drank Past 30-days: Adults 18 or older

Liquor

39.8%

Any Type of Beer

Wine

311,259 22.9%

Imported Beer
1, . p .
1 Eth,D‘a‘lﬂ 18.7%

Domestic Regular Beer

Domestic Light Beer v v
i 7.5%
Microbrew / Craft Beer @ 10.1% i
®who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days mWDC
DMA Scarborough R2 2025: Oct24-Aug25 Qual Intab

Table Games (Craps, Poker, etc.)

Slot Machines T

369,608 6.5%
218,231 3.8%
w 4.3%

2.7%
i
FEVALT) 2.1%

# who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days

Bar [ Nightclub
Upscale Restaurant
Stage Show / Concert
Sports Betting

Spa

Other Gambling

845

All Graphs and HBIAI Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Past 12 months Casino Activities: Adults 18 or older

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

s 73
Mexican

masan
= who Became a Follower of a SOTAL MEDIA INFLUENCER past 30 days

chinese  pima Bagel [ steakhouse indian /
Donut / Thai/
Bakery

upsale  Seatsod

Other
Asian

mwnC
Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Became a Follower of @ SOCIAL MEDIA... [Z60/STANNI 31.0%

woe L 397,483 24.5%

19.7%

Casinos visited past 12 months: Yes

mWDC

Used Past 30-days: Adults 18 or older

Marijuana / Cannabis

Cigarettes Vape

=who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days =WDC

Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



14.1% or 638,684 of SEA DMA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days.
Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are .4% more likely
to use QSRs past mo., 2.5% less likely to use Sit-Down Restaurants past mo., 4.3% less likely to use Casinos

FOLLOWING . :
past yr., 10.2% more likely to smoke cigare

Past 30-days QSR Users: Adults 18 or older |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)

J 1time € 1time 17.5% g
atimes 4 tmes
iiiili
Moo cotee rm  camee sgar i el went upot seos
Wouse? e
10 times or more 10times or more m Coffenar """V :“:’ "‘“‘ "'
= who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days mSEA % who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days B SEA # who Became a Follower of a SOOIAL MEDIA INFLUENCER past 30 days mSEA
Total Mon rhry QSR Users: Avg. Monthly QSR Meals: Total Monthly Sit-Down Restaurant Users:  Avg. hly Sit-Down ant Meals: Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
80.1% 68.2% 69.9% who Became a Follower of a SOCIAL MEDIA... [IGBAASIIIII  26.4%
= T - -
— = _ —— = 10.7%
Drank Past 30~days: Adults 18 or older Past 12 months Casino Activities: Adults 18 or older |Used Past 30-days: Adults 18 or older

Any Type of Beer Table Games (Craps, Poker, etc.) vy 11, 7
Wine Upscale Restaurant
Imported Beer Bar / Nightclub
Stage Show / Concert B.%g%
Vas

Domestic Regular Beer

Domestic Light Beer v v Sports Betting -179.‘2%
Microbrew / Craft Beer _ 11?5?.7936 i Spa - .
Other Gambling 1.3% Casinos visited past 12 months: Yes Marijuana / Cannabis Cigarettes Vape
= who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days ESEA # who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days HSEA = who Became a Follower of 3 SO0 AL MEDIA INFLUENCER past 30 days ®SEA

SEA DMA Scarborough R2 2025: Sep24-Jul25 Qual Intab 563
All Graphs and HBIAI Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



FOLLOWING

past yr., 29.9% less likely to smoke cigar

12.3% or 587,391 of PHX DMA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 d Vs,
Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 3.7% less likely
to use QSRs past mo., 2.5% less likely to use Sit-Down Restaurants past mo., 4.5% more likely to use Casinos

Past 30-days QSR Users: Adults 18 or older |Past 30-days Sit-Down Restaurant Users: Adults 18 or older
il ome H Hime U R
10times or more 16 3% : 10 times or more
= who Becamea Follower of a SOCIAL MEDIA INFLUENCER past 30 days  PHX ® who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days B PHX
Total Monthly QSR Users: Avg. Monthly QSR Meals: Total Monthly Sit-Down Restaurant Users:  Avg. hly Sit-Down ant Meals:
80.3% 83.5% 69.1% 70.8%

Drank Past 30

Past 12 months Casino Activities: Adults 18 or older

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

Mexican

offee  malan Steskhouse Wings/ Bagel/ indian/ Seatood
7

P Chinese

c
H

ouse / Burgers/ Donut/  Tha
Coffee Bar SportsBar  Bakery  Other
Asian

# who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days mPHX

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Became a Follower of a SOCIAL MEDIA... [UTSSANMIIIN 17.3%

16.5%

Liquor Slot Machines  prers 36.7%
Any Type of Beer Table Games (Craps, Poker, etc.)

Wine Bar [ Nightclub

Domestic Light Beer Upscale Restaurant 43.9%
Imported Beer Stage Show / Concert S 7%%9,‘
Domestic Regular Beer . v Sports Betting _189"3%

Microbrew / Craft Beer 9:‘:&% " Spa &12”;95 090,620

Other Gambling m 7% Casinos visited past 12 months: Yes
= who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days m PHX ® who Bacame a Follower of a SOCIAL MEDIA INFLUENCER past 30 days = PHX

PHX DMA Scarborough R2 2025: Aug24-Jul25 Qual Intab 302
All Graphs and HBIAI Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Used Past 30-days: Adults 18 or older

Marijuana / Cannabis Cigarettes Vape

= who Became a Follower of 3 SO0 AL MEDIA INFLUENCER past 30 days =PHX

Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



000000:00

FOLLOWING

13.9% or 36,376,505 of USA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30...
Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 3.8% more likely

to have a 401K, .9% more likely to have an Auto Loan, 11.8% less likely to Invest/Trade Stocks Online, 6.8%
more likely to pay with their Debit Card.

Investments Owned: Adults 18 or older

401K Plan

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

117,183,867 24.7%
96,208,454 36.7%

68,560,347 26.2%

44,482,904 17.0%
72 10.2%
35,563,070 13.6%
( 8.5%
26,731,654 10.2%
606 7.3%
PLELRIIE 9.3%
S304835 6.3%
20,821, 50 QKLY
186.1%
EREEE 7.7%

® who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days mUSA

Checking  Debit or ATM

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

TA% 6.8% o 5.4% g an 4.5%

Iliilﬂﬂ

Savings Credit Card Online Mobile Online Bill Home

Auto Loan Money  Certificates of Studentlcan Personal Loan Refinanced Home
Account card Account Banking Banking Paying Mortgage Market  Deposit(CDs) Home Improvement
Account Mortgage Loan or Home
Equity Loan

= who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days mUSA

Professional Services Used*: Adults 18 or older

Tax Preparation Service

Financial Planner

Online Investing / Stock Trading

Accountant

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

Estate Planning

Divorce / Family Attorney

USA USA Projection

Scarborough R2 2025: Sep24-Aug25
All Graphs and HBIA| Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.

66,257

45 826 883 1

107 3.3%
LREPR2] 3.5%
2.4%
2.9%
4.0% (*Past 12 Months)
1.0%

m who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days mUSA

=

Qual Intab 3,445

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

14.1%
10.6% 11-9%

6.8% 6.8%
4.0%
1 o

Square Cash  Facebook Samsung Pay
Messenger

PayPal Debit Card Zelle Venmo

[
Yo s2a7 5 -

MasterCard  ApplePay  CashApp  GooglePay  American  Store Credi
Express Card

® who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days W USA

Discover

USA Projection Scarborough R2 2025: Sep24-Aug25 Qual Intab 25,507

Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



FOLLOWING

: 13.1% or 991,152 of CHI DMA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30... ‘
Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are .3% more likely

to have a 401K, 13.% less likely to have an Auto Loan, 30.3% less likely to Invest/Trade Stocks Online, 10.8%
| more likely to pay with their Debit Card.

mﬁﬂlnvestments Owned: Adults 18 or older
401K Plan
Stocks or Stock Options
Mutual Funds m p—

Money Market Funds  peegyss 10'2::_1%

; 8.8%
Bonds ok

Other (Crypto / NFTs / Metals, etc.) '1:3%

4.7%
7.7%

IRA (Individual Retirement Account)

529 Plan / College Savings Plan

Second Home or Real Estate Property &.“"?‘;’6

 who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days ECHI

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

8.4%
5.3% 5%

el e - o e
- RO s SN e |

8 15-B% N 14.1% [N

Checking Debitor ATM  Savings Credit Card ©Online Mohbile Online Bill Home Auto Loan Money  Certificates of Student|oan Personal Loan Refinanced Home

card Account Banking Banking Paying Mortgage Market  Deposit(CDs) Home  Improvement
Account Mortgage Loan or Home
Equity Loan

® who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days u CHI

Professional Services Used*: Adults 18 or older
S —

789,713 10.5%
a2 . @
Real Estate Agent ;:;6

3.1%

Estate Planning n 2.0%

Divorce / Family Attorney EO,{?:%

m who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days mCHI

CHI DMA Scarborough R2 2025: Sep24-Jul25 Qual Intab 592
All Graphs and HBIAI Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Financial Planner

OnlineInvesting / Stock Trading

Accountant

Insurance Agent at a Local Office (not onfine)

(*Past 12 Menths)

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

16.2%

11.1% 11.4%
- - —
e o |

Discover  Store Credit  American  Square Cash  Facebook Samsung Pay
Card Express Messenger

= who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days m CHI

MasterCard  Debit card venmo ApplePay  Google Pay

Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



mﬁ Alnvestments Ow

401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

529 Plan / College Savings Plan

630 46.6%

2,143,204 37.5%
196 12.3%
1,004,081 17.6%
9.4%
12.8%
8.9%
637,850 11.2%

: 14.7% or 840,020 of WDC DMA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30...

Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 13.4% more
likely to have a 401K, 13.2% more likely to have an Auto Loan, 4.9% less likely to Invest/Trade Stocks Online,

| 7.2% more likely to pay with their Debit Card.

ned: Adults 18 or older

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

6.5% 19.8%) 76% 88% . Gom
Other (Crypto / NFTs / Metals, etc.) & 10.3% ﬂ ‘ 3.2% 3.8%
= a1 csmi ™. 131208 Linisas - Lo [ e
Bonds 51_3% Checking DebitorATM  Savings  CreditCard  Online online Bill Motile Home Auto Loan Money  Certificates of Studentloan Personal Loan Refinanced Home
Account card Account Banking Paying Banking Mortgage Market  Deposit(CDs) Home  Improvement
Second Home or Real Estate Property M 7.6% Account Mortgage Loan or Home
8.9% Equity Loan
# who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days |WDC w who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days = WDC
Professional Services Used*: Adults 18 or older 'm'Past 3-Months Payment Methods Used: Adults 18 or older
Tax Preparation Service g5 m;gﬁg v
FnancistPlanner
8.2%
Insurance Agent ata Local Office (not online) '"':j - @ ®
13.6%

Real Estate Agent
Estate Planning

Divorce / Family Attorney

DMA

Scarborough R2 2025: Oct24-Aug25

2.5%
3.6%
1.7%
2.3%
0.8%
0.9%

m who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days

Qual Intab

(*Past 12 Menths)

mWDC

845

11.9%11.2% 12.3%

- h””‘ hﬁm‘

Discover  Store Credit Square Cash  Facebook  Samsung Pay
Card Messenger

American
Express

u who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days

DebitCard  MasterCard

Zelle venmo Apple Pay CashApp  Google Pay

mWDC

wDC
All Graphs and HBIAI Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



FOLLOWING

: 14.1% or 638,684 of SEA DMA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30...‘
Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 3.6% less likely

to have a 401K, 22.9% more likely to have an Auto Loan, 11.5% more likely to Invest/Trade Stocks Online,
| 3.2% more likely to pay with their Debit Card.

mﬁﬂlnvestments Owned: Adults 18 or older

401K Plan

594 " 07.2%

16.8%
927,903 20.5%
15.1%

814,470 18.0%
33,901 14.7%
576,677 12.7%

5 15.6%
548,831 12,

7.3%
9.3%

® who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days

IRA (Individual Retirement Account)

Stocks or Stock Options

Mutual Funds

Money Market Funds

Bonds
Other (Crypto / NFTs / Metals, etc.)
Second Home or Real Estate Property

529 Plan / College Savings Plan
W SEA

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

10.6%

31116.3% 7.2%  7.0% 6.2% 5.8% 48%

.
Checking Debitor ATM  Savings Credit Card ©Online Mohbile Online Bill Home AutoLoan Certificates of Student|oan Personal Loan Refinanced Home
Account card Account Banking Banking Paying Mortgage Deposit (CDs) Home  Improvement
Account Mortgage Loan or Home
Equity Loan

m who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days W SEA

Professional Services Used*: Adults 18 or older

836,766 18.5% |

2 5.0%
444,768
3 5.5%
299,506 6.6%

Online Investing / Stock Trading

Tax Preparation Service

Financial Planner

Accountant 2.8%

Insurance Agent at a Local Office (not onfine)

2.9%

Estate Planning 4.3%

Real Estate Agent

4.0%

Divorce / Family Attorney ri :é:% (*Past12 Months)
m who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days WSEA
DMA Scarborough R2 2025: Sep24-Jul25 Qual Intab 563

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

10.2%
8.4%

Cash App American  Store Credit  Square Cash  Discover Facebook Samsung Pay
Express Card Messenger

= who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days m SEA

ApplePay MasterCard Google Pay

VIsA Zelle

Venmo

SEA
All Graphs and HBIAI Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



| 12.3%

or 587,391 of PHX DMA Adults 18 or older Became a Follower of a SOCIAL MEDIA INFLUENCER past 30...

Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days are 2.3% more likely
to have a 401K, .3% more likely to have an Auto Loan, 40.6% less likely to Invest/Trade Stocks Online, 17.5%
more likely to pay with their Debit Card.

FOLLOWING
Investments Owned Adults 18 or older

mﬁd
oLk pien

IRA (Individual Retirement Account)

1,582,940

Stocks or Stock Options 21'035"914 -
Mutual Funds
Money Market Funds

Other (Crypto / NFTs / Metals, etc.)

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

4% AB% 40% 4.0% 30% 3.9%
B oo MR o SRR .o |

Second Home or Real Estate Property & 75% Checking Debitor ATM  Savings  CreditCard  Online Mobile  OnlineBill  Home  Autoloan  Money Certificates of Studentloan Personal loan  Home  Refinanced
Account card Account Banking Banking Paying Mortgage Market  Deposit(CDs) improvement  Home
529 Plan / College Savings Plan Eﬂm ,E Account Loan or Home  Mortgage
14% Equity Loan
m who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days m PHX ® who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days B PHX
H .
Professional Services Used*: Adu Its 18 or older 'm'Past 3-Months Payment Methods Used: Adults 18 or older
Tax PrEpB(ﬂlan Service 841 700 17.7% ==
Financial Planner 784754 16.5%
Online Investing / Stock Trading T O'M
Accountant
Insurance Agent at a Local Office (not online) 18.7%
1.7% 12.0% 10,35
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality




Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days spend an average of 2 days, 22

hours, 15 minutes and 37 seconds each week with All Forms of Media.
77.4% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days spend an avg. of 7 hours and 17
| minutes each week listening to All Local AM/FM Radio, representing 8.% of totaltime spent with all forms of Media.
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BROADCASTING

Social media activities done past 30 days: Follow/become a fan of a celebrity/personality




Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days spend an average of 2 days, 21
hours, 41 minutes and 48 seconds each week with All Forms of Media.

74.6% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days spend an avg. of 7 hours and 38
minutes each week listening to All Local AM/FM Radio, representing 8.2% of total time spent with all forms of Media.
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days spend an average of 3 days, 0
hours, 37 minutes and 33 seconds each week with All Forms of Media.

72.% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days spend an avg. of 7 hours and 39
minutes each week listening to All Local AM/FM Radio, representing 7.6% of total time spent with all forms of Media.
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Adults 18 or older
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality




Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days spend an average of 2 days, 18
hours, 3 minutes and 43 seconds each week with All Forms of Media.

71.1% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days spend an avg. of 7 hoursand 5
minutes each week listening to All Local AM/FM Radio, representing 7.6% of total time spent with all forms of Media.
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BROADCASTING

Social media activities done past 30 days: Follow/become a fan of a celebrity/personality




Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days spend an average of 3 days, 2
hours, 9 minutes and 6 seconds each week with All Forms of Media.

85.2% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days spend an avg. of 6 hours and 26
minutes each week listening to All Local AM/FM Radio, representing 7.4% of total time spent with all forms of Media.
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Adults 18 or older
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BROADCASTING

Social media activities done past 30 days: Follow/become a fan of a celebrity/personality




Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days spend an average of 1 days, 22

hours, 49 minutes and 13 seconds each week with All Forms of Ad-Supported Media.
75.1% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days spend an avg. of 6 hours and 48
minutes each week listening to Local Ad-Supported AM/FM Radio, representing 10.9% of total time spent with all forms of Ad-Supporte
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days spend an average of 1 days, 20

hours, 59 minutes and 51 seconds each week with All Forms of Ad-Supported Media.
72.% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days spend an avg. of 7 hours and 7 minutes
each week listening to Local Ad-Supported AM/FM Radio, representing 11.4% of total time spent with all forms of Ad-Supported
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



hours, 29 minutes and 21 seconds each week with All Forms of Ad-Supported Media.

FOLLOWING

Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days spend an average of 2 days, 0

69.9% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days spend an avg. of 7 hours and 13
| minutes each week listening to Local Ad-Supported AM/FM Radio, representing 10.4% of total time spent with all forms of Ad-Supporte
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Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days spend an average of 1 days, 18
hours, 23 minutes and 44 seconds each week with All Forms of Ad-Supported Media.

69.3% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days spend an avg. of 6 hours and 23
minutes each week listening to Local Ad-Supported AM/FM Radio, representing 10.4% of total time spent with all forms of Ad-Supporte

BE o=
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Supported Media: Adults 18 or older
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BROADCASTING

Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



090000:000 Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days spend an average of 2 days, 3

00000000 ¢ hours, 15 minutes and 20 seconds each week with All Forms of Ad-Supported Media.
83.6% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days spend an avg. of 6 hours and 7
minutes each week listening to Local Ad-Supported AM/FM Radio, representing 10.% of total time spent with all forms of Ad-Supported
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality




| Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days spend an
average of 6 hours and 41 minutes each day with All Forms of Ad-Supported Media. 75.1% listen to
FOLLOWING Local AM/FM Radio for an avg. of 58.4 minutes/day.(Local Radio delivers 10.9% 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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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality
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Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days spend an
average of 6 hours and 25 minutes each day with All Forms of Ad-Supported Media. 72.% listen to
Local AM/FM Radio for an avg. of 61. mmutes/day (Local Radio delivers 11.4% of Time with Ad- Supported Media.)
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FOLLOWING

Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days spend an
average of 6 hours and 55 minutes each day with All Forms of Ad-Supported Media. 69.9% listen to
Local AM/FM Radio for an avg. of 61.9 minutes/day. (Local Radio delivers 10.4% of Time with Ad-Supported Media.)
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Top-13 All Forms of Ad-Supported Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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FOLLOWING

Top-13 All Forms of Media (Persons & % Reach): Adults 18 or older Top 13 All Forms of Media (% Time Spent & Avg.
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Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days spend an
average of 6 hours and 3 minutes each day with All Forms of Ad-Supported Media. 69.3% listen to
Local AM/FM Radio for an avg. of 54.8 minutes/day. (Local Radio delivers 10.4% of Time with Ad-Suppor
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| Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days spend an
average of 7 hours and 19 minutes each day with All Forms of Ad-Supported Media. 83.6% listen to
Local AM/FM Radio for an avg. of 52.5 minutes/day. (Local Radio delivers 10.% of Time with Ad-Supported Media.)
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27,320,537 or 75.1% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER
past 30 days listen to Ad-Supported Local AM/FM Radio for an average of 58.4 minutes every day
representing 37.5% of all time spent daily with Ad-Supported Audio.
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Avg. Week All Audio (Persons & % Reach): Adults 18 or older

' 713,574 or 72.% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days listen to Ad-Supported Local AM/FM Radio for an average of 61. minutes every day
representing 33.7% 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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Avg. Week All Audio (Persons & % Reach): Adults 18 or older

Local AM/FM Radio
Podcasts

Spotify

SiriusXM

Owned Music
YouTube Music

TV Music Channels
Apple Music

All Others

Amazon Music
Pandora
Audiobooks
iHeartRadio

' 587,116 or 69.9% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days listen to Ad-Supported Local AM/FM Radio for an average of 61.9 minutes every day
representing 37.3% of all time spent daily with Ad-Supported Audio.
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' 442,534 or 69.3% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days listen to Ad-Supported Local AM/FM Radio for an average of 54.8 minutes every day
representing 35.4% of all time spent daily with Ad-Supported Audio.
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Avg. Week All Audio (Persons & % Reach): Adults 18 or older

' 490,972 or 83.6% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days listen to Ad-Supported Local AM/FM Radio for an average of 52.5 minutes every day
representing 41.4% 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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27,320,537 or 75.1% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER
past 30 days listen to Ad-Supported Local AM/FM Radio for an average of 58.4 minutes every day
FOLLOWING | representing 37.5% of all time spent daily with Ad-Supported Audio.
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| 713,574 or 72.% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
200 30 days listen to Ad-Supported Local AM/FM Radio for an average of 61. minutes every day
FOLLOWING representing 33.7% of all time spent daily with Ad-Supported Audio.

Weekly Avg. Hours+Minutes/day with Ad-Supported
Reach % 77.6% Audio: Adults 18 or older
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| 587,116 or 69.9% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER
past 30 days listen to Ad-Supported Local AM/FM Radio for an average of 61.9 minutes every day
RO NING representing 37.3% of all time spent daily with Ad-Supported Audio.
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



| 442,534 or 69.3% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER
: % past 30 days listen to Ad-Supported Local AM/FM Radio for an average of 54.8 minutes every day
FOLOWING representing 35.4% of all time spent daily with Ad-Supported Audio.
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



| 490,972 or 83.6% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER
past 30 days listen to Ad-Supported Local AM/FM Radio for an average of 52.5 minutes every day
representing 41.4% of all time spent daily with Ad-Supported Audio.
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



27,320,537 or 75.1% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Pop Contemporary Hit Radio,
Classic Hits, Adult Contemporary, Country, and Hot AC.
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



FOLLOWING

713,574 or 72.% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30
days listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Pop Contemporary Hit Radio,
Adult Contemporary, Urban Contemporary, Hot AC, and Classic H
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FOLLOWING

587,116 or 69.9% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30
days listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Classic Hits, Pop Contemporary
Hit Radio, Urban AC, Adult Contemporary, and Country.
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' 442,534 or 69.3% of Adults 18 or older who Became a Follower of a SOCIAL
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490,972 or 83.6% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30
days listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Pop Contemporary Hit Radio, Hot
AC, Mexican Regional, Country, and Classic Hits.
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Avg. Week All Video (Persons & % Reach): Adults 18 or older
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u USA

18,536,584 or 51.% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER
past 30 days watch Ad-Supported Local TV Stations for an average of 82.4 minutes every day
representing 31.% of all time spent daily with Ad-Supported Video.
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Local TV Stations

Avg. Week All Video (Persons & % Reach): Adults 18 or older .
]
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Disney+
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Premium Cable TV Networks

# who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days

600,334 or 60.6% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days watch Ad-Supported Local TV Stations for an average of 75.9 minutes every day representing
31.% of all time spent daily with Ad-Supported Video.
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411,650 or 49.% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days watch Ad-Supported Local TV Stations for an average of 57.8 minutes every day representing
25.9% of all time spent daily with Ad-Supported Video.
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261,047 or 40.9% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER
past 30 days watch Ad-Supported Local TV Stations for an average of 77.4 minutes every day
representing 34.7% of all time spent daily with Ad-Supported Video.
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219,702 or 37.4% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER
past 30 days watch Ad-Supported Local TV Stations for an average of 103.6 minutes every day
representing 35.2% of all time spent daily with Ad-Supported Video.
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18,536,584 or 51.% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER
past 30 days watch Ad-Supported Local TV Stations for an average of 82.4 minutes every day
representing 31.% of all time spent daily with Ad-Supported Video.
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600,334 or 60.6% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER
past 30 days watch Ad-Supported Local TV Stations for an average of 75.9 minutes every day
representing 31.% of all time spent daily with Ad-Supported Video.
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411,650 or 49.% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days watch Ad-Supported Local TV Stations for an average of 57.8 minutes every day
EOMOWING representing 25.9% of all time spent daily with Ad-Supported Video.
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261,047 or 40.9% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER
past 30 days watch Ad-Supported Local TV Stations for an average of 77.4 minutes every day

representing 34.7% of all time spent daily with Ad-Supported Video.

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

Resc 52.0% py "Share of Ad-Supported Video"

48.0%

45.8% w2805

who Became a Follower of SEA
a SOCIAL MEDIA
INFLUENCER past 30 days

23.9%

16.7% 17.4%
14.7% 14.29% 14.8% 14.7%

11.5% 11.9%

Weekly

Total = .

Gereons 3.7% 33% ; G

Reached: 261,047 2,170,788 ,945 2,452,255 ,984 2,012,027 7 n 537,316 ; 786,083 ; 640,500 94,708 665,036
Local TV Cable TV YouTube TikTok Netflix AppleTV+ Paramount+ Peacock

Average
Daily Mi
70 N RN - |

Viewing:
® who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days H SEA

SEA DMA Scarborough R2 2025: Sep24-jul25 Qual Intab 563 SEATTLE-TACOMA DMA Scarborough R2 2025: Sep24-Jul25 Qual Intab 3,986 ® Share of Everything

All Graphs and soefa.ai Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



219,702 or 37.4% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER
past 30 days watch Ad-Supported Local TV Stations for an average of 103.6 minutes every day
representing 35.2% of all time spent daily with Ad-Supported Video.
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18,536,584 or 51.% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER
past 30 days watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News -

Evening, Comedies, Local News - Morning, Movies, and Game Shows.
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600,334 or 60.6% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days watch Ad-Supported Local TV Stations. The Top 6-Programs are Comedies, Local News -
Morning, Local News - Evening, Sports, Game Shows, and Movies.
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Local TVStatlon n Programs (Persons & % Reach): Adults 18 or older
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411,650 or 49.% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Comedies, Local
News - Evening, Movies, Dramas, and Mystery/Suspense/Crime.
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/ 219,702 or 37.4% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past

30 days watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Comedies, Local
News - Evening, Mystery/Suspense/Crime, National/Network News, and
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FOLLOWING

| 24,014,117 or 66.% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER
past 30 days use Ad-Supported Social Media for an average of 143. minutes every day representing
27.3% of all time spent daily with Ad-Supported Digital Media.
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628,649 or 63.4% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days use Ad-Supported Social Media for an average of 144.4 minutes every day representing
25.3% of all time spent daily with Ad-Supported Digital Media.
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579,393 or 69.% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days use Ad-Supported Social Media for an average of 165.7 minutes every day representing
27.8% of all time spent daily with Ad-Supported Digital Media.
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FOLLOWING

409,493 or 69.7% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days use Ad-Supported Social Media for an average of 197.3 minutes every day representing
30.2% of all time spent daily with Ad-Supported Digital Media.
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‘ 24,014,117 or 66.% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER
past 30 days use Ad-Supported Facebook for an average of 36.5 minutes every day representing
25.6% of all time spent daily with Ad-Supported Social Media.
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628,649 or 63.4% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days use Ad-Supported Facebook for an average of 35.2 minutes every day representing 24.4% of
all time spent daily with Ad-Supported Social Media.
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579,393 or 69.% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days use Ad-Supported Facebook for an average of 41.9 minutes every day representing 25.3% of
all time spent daily with Ad-Supported Social Media.
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7 399,308 or 62.5% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past

30 days use Ad-Supported Facebook for an average of 30.9 minutes every day representing 26.7% of
all time spent daily with Ad-Supported Social Media.
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409,493 or 69.7% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days use Ad-Supported Facebook for an average of 58.3 minutes every day representing 29.6% of
all time spent daily with Ad—Supported Social Media.
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24,014,117 or 66.% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER
past 30 days use Ad-Supported Facebook for an average of 36.5 minutes every day representing
FOLLOWING 25.6% of all time spent daily with Ad-Supported Social Media.
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628,649 or 63.4% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER
past 30 days use Ad-Supported Facebook for an average of 35.2 minutes every day representing
FOLLOWING 24.4% of all time spent daily with Ad-Supported Social Media.
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579,393 or 69.% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days use Ad-Supported Facebook for an average of 41.9 minutes every day representing 25.3% of

all time spent daily with Ad-Supported Social Media.
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399,308 or 62.5% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER
P past 30 days use Ad-Supported Facebook for an average of 30.9 minutes every day representing
EOLLDWING 26.7% of all time spent daily with Ad-Supported Social Media.
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409,493 or 69.7% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER
past 30 days use Ad-Supported Facebook for an average of 58.3 minutes every day representing
29.6% of all time spent daily with Ad-Supported Social Media.
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality
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FOLLOWING

M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 73,622;
Local Radio: 43,593; Social Media: 40,983; Local TV: 23,065; Non-Prem. Cable: 19,758
reaching Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCE
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality




FOLLOWING

M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 52,141;
Local Radio: 35,621; Social Media: 34,705; Non-Prem. Cable: 16,773; Local TV: 14,212
reaching Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCE

300,000

250,000

200,000

150,000

100,000

50,000

w

p»’D 0 q;b Pp

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 18 or older who Became a Follower of a SOCIAL
MEDIA INFLUENCER past 30 days

SIS L N R

ﬂ?@s"@"\"#q@&e ST A o W & A

¥ o

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

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

gQuQ«,Q!oQ;\Qq,QqQQQ

o
oQ {.,Q'

2,000,000

1,800,000

1,600,000

1,400,000

1,200,000

1,000,000

800,000

600,000

400,000

200,000

g

&y

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

WP P PR P A

R T

RR MR R R R AR 4E
'\.»Q'
"°“;"=P~5s‘°~,’°-0

AR AR
.arwo,QuQs‘?@'\‘?'%?a,qu
s Mon-Fri Local AM/FM Radio AQH
e VloN-Fri Non-Premium Cable TV AQH
s Vlon-Fri Digital Media (Less Social) AQH

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

wDC DMA Scarborough R2 2025: Oct24-Aug25 Qual Intab 845

All Graphs and soefa.ai Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.

soefa.ai

for Anything _

Social media activities done past 30 days: Follow/become a fan of a celebrity/personality
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FOLLOWING

M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 42,474;
Local Radio: 27,220; Social Media: 22,786; Non-Prem. Cable: 12,112; Local TV: 9,004
reaching Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality




M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 49,658;
Social Media: 33,508; Local Radio: 31,314; Non-Prem. Cable: 15,421; Local TV: 9,594
reaching Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER
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FOLLOWING Listen to Local Radio Stations Out-of-Home for an average of 35.

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

[average week) Total Persons: % Time 5;

(Auzroge.pay

29,743,355 or 81.8% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER
past 30 days spend an average of 54.4 minutes per day driving, seeing Billboards and Signs. 62.8%

Top -13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Top-13 Out-o_f-Home Media (Persons & % Reach): Adults 18 or older
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774,651 or 78.2% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days spend an average of 42.4 minutes per day driving, seeing Billboards and Signs. 60.2% Listen
to Local Radio Stations Out-of-Home for an average of 37. mi
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FOLLOWING

Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older
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612,929 or 73.% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days spend an average of 56.8 minutes per day driving, seeing Billboards and Signs. 58.4% Listen
to Local Radio Stations Out-of-Home for an average of 37.5 mi
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FOLLOWING

Top-13 Out—of-Home Media (Persons & % Reach): Adults 18 or older
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' 536,298 or 84.% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days spend an average of 47.3 minutes per day driving, seeing Billboards and Signs. 57.9% Listen
to Local Radio Stations Out-of-Home for an average of 33.2 mi
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older
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. 532,261 or 90.6% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days spend an average of 82.1 minutes per day driving, seeing Billboards and Signs. 69.9% Listen
to Local Radio Stations Out-of-Home for an average of 31.8 m
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29,743,355 or 81.8% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30
days spend an average of 54.4 minutes per day driving, seeing Billboards and Signs representing 35.3% of
all Time Spent with Ad-Supported Out-of-Home Medi

FOLLOWING

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 18 or older
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774,651 or 78.2% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30
days spend an average of 42.4 minutes per day driving, seeing Billboards and Signs representing 26.1% 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

"Share of Ad-Supported OOH Media"
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612,929 or 73.% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30
days spend an average of 56.8 minutes per day driving, seeing Billboards and Signs representing 33.3% 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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536,298 or 84.% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30
days spend an average of 47.3 minutes per day driving, seeing Billboards and Signs representing 32.2% of
ELOWING 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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532,261 or 90.6% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30
days spend an average of 82.1 minutes per day driving, seeing Billboards and Signs representing 50.5% of
e cWING | 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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FOLLOWING

774,651 or 78.2% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER
past 30 days spend an average of 42.4 minutes per day driving an average of 24.7 miles each day
and are 27.6% more likely to use I-65 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
Dan Ryan Expressway (1-90/1-94) S 60618 PR Lazs % Rl
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



FOLLOWING

612,929 or 73.% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days spend an average of 56.8 minutes per day driving an average of 33.1 miles each day and are
69.2% more likely to use New Hampshire Avenue than the Metro a

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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Top-26 Residential Zip Codes: Adults 18 or older
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536,298 or 84.% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days spend an average of 47.3 minutes per day driving an average of 27.5 miles each day and are
90.% more likely to use Fremont Bridge than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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Top-26 Residential Zip Codes: Adults 18 or older
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FOLLOWING

532,261 or 90.6% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days spend an average of 82.1 minutes per day driving an average of 47.8 miles each day and are
135.2% more likely to use 7th 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 Residential Zip Codes: Adults 18 or older
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Top-26 Employment Zip Codes: Adults 18 or older
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' 9,201,430 or 25.3% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER
past 30 days read Local Daily Newspaper(s) (Daily+Sunday) for an average of 7.5 minutes every day
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Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



298,707 or 30.1% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days read Local Daily Newspaper(s) (Daily+Sunday) for an average of 7.6 minutes every day
representing 32.8% of all time spent daily with All forms of Print

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

Local Daily Newspaper(s) (Daily

Books

All Local Weekly Newspapers

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

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

New York Times (Daily)

Wall street Journal (Daily)

who Became a Follower of a
SOCIAL MEDIA INFLUENCER past
30days

Catalogs

e z.zﬁ?‘

= who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days

USA Today (Daily)

| CHI

(Daily+Sunday)
7.6

New York Times
(Sunday)
101

Local Daily
Newspaper(s)
New York Times (Daily
(Daily+Sunday)
85

Direct Mail
Advenising (excluding
Catalogs)

77

Magazines
75

New York Times
(Daity+Sunday)
112

New York Times
(Sunday)
ER)

AWall Street Joumal | New York Times
(Daily) (Daity)
9.1 8.7

Direct Mail
Adve
Local Daily (excluding
Newspaper(s) 75
(Daily+Sunday)
84

talogs)

Magazines
72
Local Daily
Newspaper(s)
(Daily Catalogs
77 35

# who Became a Follower of a SOCIAL MEDI

A

INFLUENCER past 30 days

H CHI

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

Torf persons:

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

Local Daily Newspa per(s) {Daily

All Local Weekly Newspapers

New York Times (Daily+Sunday)

New York Times (Sunday)

Avg. Hours+Minutes/day with Ad-

Magazines Supported Print Media: Adults 18 or older|

New York Times (Daily)
Wall Street Journal (Daily)

Catalogs

USA Today (Daily) m | who Became a Follower of a i
SOCIAL MEDIA INFLUENCER
cocks [ 898 b o
#who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days ECHI
CHI DMA Scarborough R2 2025: Sep24-Jul25 Qual Intab 592

All Graphs and soefa.ai Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.

) s
5 = (0
B EER R R

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

Local Daily
Newspaper(s)
(Sunday)
105

New York Times
(Sunday)
101

Magazines
75

Direct Mail Advertising
(exchiading Cathlogs) Wall Street Journal

i Daily)
71

Local Daily Newspaper(s)
(Daily+Sunday)
16

USA Today (Daily)
70

Wall Street Journal
(Daily)
9.1

New York Times
(Sunday)
137

Local Daily
Newspaper(s)
(Sunday)
117

USA Today (Daity)
104

Newspaper(s) {Daily
7.7

Direct Mail
Advertising
(excluding Catalogs)
75

Local Daily
Magazines
72

m who Became a Follower of a SOCIAL MEDIA INFLUENCER past 30 days

Social media activities done past 30 days: Follow/become a fan of a celebrity/personality

soefa.ai

H CHI

* Share of Everything
for Anything :



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

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

New York Times (Daily)

New York Times (Daily+Sunday)

New York Times (Sunday)

Wall Street Journal (Daily)

USA Today (Daily)

All Local Weekly Newspapers
Magazines

Catalogs
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159,808 or 25.% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days read Local Daily Newspaper(s) (Daily+Sunday) for an average of 8.4 minutes every day
representing 28.7% of all time spent daily with All forms of Print
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FOLLOWING

158,933 or 27.1% of Adults 18 or older who Became a Follower of a SOCIAL MEDIA INFLUENCER past
30 days read Direct Mail Advertising (excluding Catalogs) for an average of 7.7 minutes every day
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FOLLOWING

Social Media

Websites

Direct Mail

Broadcast, Cable, & Sat TV

Video Streaming Services

“Advertising Actions"

P18+ who Became a Follower of a SOCIAL MEDIA INFLUENCER in the past 30 days
(Shopped/Visited/Bought past 3mos Due to Ads on %)
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FOLLOWING

Social Media
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Direct Mail
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"Advertising Actions"

P18+ who Became a Follower of a SOCIAL MEDIA INFLUENCER in the past 30 days
(Shopped/Visited/Bought past 3mos Due to Ads on %)

| 2,725,996 36.1%
| 2,667,505 35.3%

1.591.108

Local AM/FM Radio

1.261.069

Podcasts

Billboards

Audio Streaming Services
Local Broadcast TV

Cable TV Networks

Newspapers

CHICAGO DMA ScarboroughR22025:Sep24-Jul25 Qualintab: 59
All Graphs and soefa.ai DataModeling Copyright ® 2025Hubbard Broadcasting, Inc. LLC. All rights reserved.

| 814,656 10.8%
| 854,388
Bt —y

14.9%

| 1126762

m P18+ who Became a Follower of a SOCIAL MEDIA INFLUENCER in the past 30 days (Shopped/Visited/Bought past 3mos Due to Ads on %)

[ 971195 12.9%

11.0%

W P18+ CHICAGO AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
2 Share of Everything
for Anything ©

soefa.ai

Social media activities done past 30 days: Follow/become a fan of a celebrity/personality



"Advertising Actions"
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(Shopped/Visited/Bought past 3mos Due to Ads on %)
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Social Media
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"Advertising Actions"”
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