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[((Pro teams (WSALF) - NHL: Washington Capitals AND Sports betting - sports plan to bet on next 12 months: National Hockey League (NHL)) AND Age summaries: Adults 21 or older)]




2.1% or 145,502 of CHI DMA Adults 21 or older are CHICAGO BLACKHAWKS Fans who Plan to Bet on NHL Games.
Typical Adults 21 or older CHICAGO BLACKHAWKS Fans who Plan to Bet on NHL Games are 45.2 years old
(10.3% younger than average) and have a $111,752 (8.5% higher than average) annual household income.
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1.9% or 67,335 of MSP DMA Adults 21 or older are MINNESOTA WILD Fans who Plan to Bet on NHL Games.
Typical Adults 21 or older MINNESOTA WILD Fans who Plan to Bet on NHL Games are 43.4 years old (14.%

EsritBE] younger than average) and have a $146,221 (37.6% higher than average) annual household income.
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2.1% or 51,208 of STL DMA Adults 21 or older are ST. LOUIS BLUES Fans who Plan to Bet on NHL Games.
Typical Adults 21 or older ST. LOUIS BLUES Fans who Plan to Bet on NHL Games are 40.3 years old (20.9%
younger than average) and have a $116,830 (24.7% higher than average) annual household income.
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1.8% or 79,054 of SEA DMA Adults 21 or older are SEATTLE KRAKEN Fans who Plan to Bet on NHL Games.
Typical Adults 21 or older SEATTLE KRAKEN Fans who Plan to Bet on NHL Games are 47.3 years old (4.4%
younger than average) and have a $158,377 (31.4% higher than average) annual household income.
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.6% or 32,164 of WDC DMA Adults 21 or older are WASHINGTON CAPITALS Fans who Plan to Bet on NHL Games.
Typical Adults 21 or older WASHINGTON CAPITALS Fans who Plan to Bet on NHL Games are 40.3 years old
(18.6% younger than average) and have a $179,783 (39.9% higher than average) annual household income.
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[((Pro teams (WSALF) - NHL: Washington Capitals AND Sports betting - sports plan to bet on next 12 months: National Hockey League (NHL)) AND Age summaries: Adults 21 or older)]



2.1% or 145,502 of CHI DMA Adults 21 or older are CHICAGO BLACKHAWKS Fans who Plan to Bet on NHL Games.
Adults 21 or older CHICAGO BLACKHAWKS Fans who Plan to Bet on NHL Games are .6% less likely to be a
college graduate, 38.6% more likely to work full-time, 45.8% more likely to be married, 71.3% more likely to

E:l-l—l BET be a parent of 1 or more children under 18.

e .
i f.f Education Levels: Adults 21 or older Employment: Adults 21 or older |( \Q ) Marital Status: Adults 21 or older
\
3 0.0% 3 98.9% . . 14.0%
Some High School or Less (not graduate) Bl s Employed Full-Time or Part-Time Single, Never Married 30.6%
" 26.6% ; 70.0% . 72.8%
High School Graduate (12th grade or GED) 27.8% Employed Full-Time (35 hours or more) 50.5% Married 40.9%
Some College Credit (no degree) 19.2% Employed Part-Time (less than 35 hours) '0% Legally Separated 1 22;“
fakal 16.7% ; 60.2% . 13.3%
Associate's Degree (AA, AS, etc.) 16.0% White Collar 45.9% Divorced mx
21.9% 38.7% o 0.0%
College Graduate (4 year college) 23.3% Blue Collar 184 Widowed W 6.4%
Postgraduate Degree % Work From Home [most of the time or always) '1% LGBTQ+ (net) H: g;%
470 . =Fi)
CHICAGO BLACKHAWKS Fans who Plan to Bet on NHL Games u CHI CHICAGO BLACKHAWKS Fans who Plan to Bet on NHL Games WCHI CHICAGO BLACKHAWKS Fans who Plan to Bet on NHL Games WCHI
TOp-ZO OCCUpaﬁOHS.' Adults 21 or older Entrepreneurs/Military Experience i ’M ] Sfage in Ll:fe_' Adults 21 or older
19.5% 29.5% . 48.0%
17.2% 12.7% 4.9% 6.4% 1.8% 4.3% Parent of 1 or more Children under 18 I 25.0%
Working Moth S
Small Business Self-Employed  Current or Former orking ors: B 10.3%
8.9%2.8% 0o 9.6% Owner Military Service
76%.9% Tow 5.9% Parent of 1 or more Children Under Age 2 [} g'gg/z
I 5.7% 52% 4.7% 3% 3.9%2% 5 L.38% - o 5.0% - -
” 0% 230 7% 24%3% 2.2%.0% 1.6% 14% 1.4% 1.2% 1.3%.2% 14% P. i = £
- 4 3% A% g gl 1% 'arent of 1 or more Children Age 2-5 o
o I I . . . . . - . || | Il”‘- Mm— - - = o.w_ — - 9.6% 18.9%
& s o A e & & 2 & 'y o ') & & 4 o Parent of 1 or more Children Age 6- 11 .
%"’-‘\&b 0l J s*qo Q@u“ e:é}ae & ‘@s ‘p@“ R4 3 '1“‘& & i &éﬁ o 4 a“‘& c‘“’eb o&o f 4 ‘7‘,@?\ o 4 s‘“"& e  ——a
Jf# (;4‘“! 009 -o\d! & 4 -&‘\% ) & @”(9 @’5& (a"‘& e"“a e-'? \2‘\& J’d} @3'@& (&"’@ r,d’e\ s,°°'> Parent of 1 or more Children Age 12 - 17 25.3%
& & & & N e K N S T S I 14.1%
o N < = g & 3 5 & & > & <& & & . )
J@b" \t,‘b“ &‘:"‘b . “o@o b.;!“‘\ ,;“Q"Db q'fo OF@ th"‘ qu\ bﬂ}&’ J@P & f@‘; "‘?@"\ Parent of 1 or more Children in College B 6.5% 24.5%
& o @ 3 & & & v
& @f ;«,"‘t & Grandparent of 1 or more Children under 18 10.6%
& @ I 2.5
CHICAGO BLACKHAWKS Fans who Plan to Bet gn NHL Games m CHI CHICAGO BLACKHAWKS Fans who Plan to Bet on NHL Games. uCHI

CHI DMA Scarborough R1 2024: Feb23-Mar24 Qual Intab 43
All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

[((Pro teams (WSALF) - NHL: Chicago Blackhawks AND Sports betting - sports plan to bet on next 12 months: National Hockey League (NHL)) AND Age summaries: Adults 21 or older)]



1.9% or 67,335 of MSP DMA Adults 21 or older are MINNESOTA WILD Fans who Plan to Bet on NHL Games.
Adults 21 or older MINNESOTA WILD Fans who Plan to Bet on NHL Games are 38.4% more likely to be a
college graduate, 63.1% more likely to work full-time, 25.3% more likely to be married, 24.2% more likely to

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

2.1% or 51,208 of STL DMA Adults 21 or older are ST. LOUIS BLUES Fans who Plan to Bet on NHL Games.
Adults 21 or older ST. LOUIS BLUES Fans who Plan to Bet on NHL Games are 9.1% more likely to be a college
graduate, 51.2% more likely to work full-time, 21.3% more likely to be married, 84.2% more likely to be a
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1.8% or 79,054 of SEA DMA Adults 21 or older are SEATTLE KRAKEN Fans who Plan to Bet on NHL Games.
Adults 21 or older SEATTLE KRAKEN Fans who Plan to Bet on NHL Games are 13.9% more likely to be a
college graduate, 66.4% more likely to work full-time, 16.6% more likely to be married, 118.% more likely to

be a parent of 1 or more children under 18.
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i \’.f, Education Levels: Adults 21 or older Employment: Adults 21 or older
Some High School or Less (not graduate) g%S.l% Employed Full-Time or Part-Time 92.5%

High School Graduate (12th grade or GED) 6% Employed Full-Time (35 hours or more) 92.3%

Some College Credit (no degree) Employed Part-Time (less than 35 hours) %

Associate's Degree (AA, AS, etc.) White Collar %

College Graduate (4 year college) 30.7% Blue Collar 096

Postgraduate Degree 33'4% Work From Home [most of the time or always) 9%‘
mwWDC WASHINGTON CAPITALS Fans who Plan to Bet on NHL Games mWDC

WASHINGTON CAPITALS Fans who Plan to Bet on NHL Games

6% or 32,164 of WDC DMA Adults 21 or older are WASHINGTON CAPITALS Fans who Plan to Bet on NHL Games.
Adults 21 or older WASHINGTON CAPITALS Fans who Plan to Bet on NHL Games are 34.3% more likely to be
a college graduate, 65.8% more likely to work full-time, 41.3% more likely to be married, 21.1% more likely

to be a parent of 1 or more children under 18.
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2114t 8 Stage in Life: Adults 21 or older
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2.1% or 145,502 of CHI DMA Adults 21 or older are CHICAGO BLACKHAWKS Fans who Plan to Bet on NHL Games.
Adults 21 or older CHICAGO BLACKHAWKS Fans who Plan to Bet on NHL Games are 26.1% more likely to own

their home, 3.7% more likely to own a lower valued home, 22.2% more likely to have a single-family home,
118.9% more likely to have a dog.

m Own/Rent/Other: Adults 21 or older ﬂﬁm Type of Home: Adults 21 or older 4{® Pets in Home: Adults 21 or older
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1.9% or 67,335 of MSP DMA Adults 21 or older are MINNESOTA WILD Fans who Plan to Bet on NHL Games.
Adults 21 or older MINNESOTA WILD Fans who Plan to Bet on NHL Games are 14.% more likely to own their

home, 17.4% more likely to own a higher valued home, 12.3% more likely to have a single-family home,
19.3% more likely to have a dog.
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more likely to have a dog.

2.1% or 51,208 of STL DMA Adults 21 or older are ST. LOUIS BLUES Fans who Plan to Bet on NHL Games.
Adults 21 or older ST. LOUIS BLUES Fans who Plan to Bet on NHL Games are 6.3% more likely to own their

home, 5.2% more likely to own a higher valued home, 21.6% more likely to have a single-family home, 45.8%

m Own/Rent/Other: Adults 21 or older mﬁm Type of Home: Adults 21 or older 4™ Pets in Home: Adults 21 or older
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less likely to have a dog.

1.8% or 79,054 of SEA DMA Adults 21 or older are SEATTLE KRAKEN Fans who Plan to Bet on NHL Games.
Adults 21 or older SEATTLE KRAKEN Fans who Plan to Bet on NHL Games are 14.% more likely to own their

home, .2% more likely to own a higher valued home, 12.3% more likely to have a single-family home, 17.5%

m Own/Rent/Other: Adults 21 or older
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.6% or 32,164 of WDC DMA Adults 21 or older are WASHINGTON CAPITALS Fans who Plan to Bet on NHL Games.
Adults 21 or older WASHINGTON CAPITALS Fans who Plan to Bet on NHL Games are .4% less likely to own

their home, 24.7% more likely to own a higher valued home, 23.6% less likely to have a single-family home,
| 18.1% more likely to have a dog.

m Own/Rent/Other: Adults 21 or older ﬂﬁm Type of Home: Adults 21 or older 4{® Pets in Home: Adults 21 or older
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belong to a gym, 12.1% more likely to fly domestic past

2.1% or 145,502 of CHI DMA Adults 21 or older are CHICAGO BLACKHAWKS Fans who Plan to Bet on NHL...
Adults 21 or older CHICAGO BLACKHAWKS Fans who Plan to Bet on NHL Games are 56.% more likely to
look up D-I-Y advice online, 44.3% more likely to always vote in local elections, 132.3% more likely to
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1.9% or 67,335 of MSP DMA Adults 21 or older are MINNESOTA WILD Fans who Plan to Bet on NHL Games.

M S P Adults 21 or older MINNESOTA WILD Fans who Plan to Bet on NHL Games are 22.5% more likely to look up
— =2 D-1-Y advice online, 14.1% more likely to always vote in local elections, 69.8% more likely to belong to a

E2rii o gym, 44.9% more likely to fly domestic past yr.
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2.1% or 51,208 of STL DMA Adults 21 or older are ST. LOUIS BLUES Fans who Plan to Bet on NHL Games.
Adults 21 or older ST. LOUIS BLUES Fans who Plan to Bet on NHL Games are 5.9% more likely to look up D-
I-Y advice online, 14.5% more likely to always vote in local elections, 59.9% more likely to belong to a gym,
42.6% more likely to fly domestic past yr.
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1.8% or 79,054 of SEA DMA Adults 21 or older are SEATTLE KRAKEN Fans who Plan to Bet on NHL Games.
Adults 21 or older SEATTLE KRAKEN Fans who Plan to Bet on NHL Games are 17.4% more likely to look up
D-1-Y advice online, 31.8% more likely to always vote in local elections, 44.8% less likely to belong to a gym,

39.6% more likely to fly domestic past yr.
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6% or 32,164 of WDC DMA Adults 21 or older are WASHINGTON CAPITALS Fans who Plan to Bet on NHL...
Adults 21 or older WASHINGTON CAPITALS Fans who Plan to Bet on NHL Games are 15.% less likely to look
up D-I-Y advice online, 43.9% more likely to always vote in local elections, 40.9% more likely to belong to a
gym, 60.8% more likely to fly domestic past
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Presidential Elections: Always B s
Presidential Elections: i [Ers
diEEkmkik.. o =
el ide Elections:
Recipes / Health Restaurant  Online Phone Do-it-Younel  Medical Fitness/ Diet Home / Apparel/  JobSearch/ Take Onkine  Religion / Career Education  Homework  Electronic Genealogy Phatography Parenting/ Online Dating
sl Planning information Information / /VideoCall A 4l rden id Ideas Post r Tasses irtuah evel t (Research [Vovor¥our  Imwi [Snapfish, Family Advic vicy sy
e e T et o SOSCRRNE RS N IR s Taasr {owreh, " sanlipasiics saves Local Elections: Always m—
FaceTime, Applcation, 2] 7 - ;>
AT, i L Local Elections: Sometimes [Rangom
= WASHINGTON CAPITALS Fans who Plan to Bet on NHL Games B WDC = WASHINGTON CAPITALS Fans who Plan to Bet on NHL Games =wWDC

Past 12-months Domestic Airline Trips: Adults 21 or older

@ﬁTopaO past 12-months Active Lifestyle Activites: Adults 21 or older

II

1trip
2uips S — 1355

3iips 9.5%

4 trips 38.5%
souips HE AR 055

. 8.1% Flew Domestic pa: r
10+ trips JOI™0 6% . # Domestic Flights: A3 RN

P - W

GAling-  Gamdéning  (awnCare Swimming  Volntser  Bicyding  ozzing- Hiking - Belongto  Sewing- Bowling  Gmupsimess Yoga- Pilates  Boating Aduht camping Fishing Goit Basketbal  Follows  Camgiverof  Socesr Temmis  Competitve  Football  Orgasmired  Softball- Hunting  Snow Skiing -
outdoor  [Flewersor work Running  Backpacking Wealth clibor  Crafts class continuing Weight Loss Aging Parent Vidas Gaming Road Race  Baseball snowboarding
cooking  Vegetsbles] Gym education Pugmm  oraetive (5%,
Marathon,
W WASHINGTON CAPITALS Fans who Plan to Bet on NHL Games EWDC ac)

wDc DMA Scarborough R1 2024: Feb23-Apr24 Qual intab 37
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Past 30-days QSR Users: Adults 21 or older

1time

3 times

4 times

5 times

6 -9times

10times or more

= CHICAGO BLACKHAWKS Fans who Plan to Bet on NHL Games

Total Monthly QSR Users: Lok Avg. Monthly QSR Meals:

- .. N
6,451,966

mCHI

2.1% or 145,502 of CHI DMA Adults 21 or older are CHICAGO BLACKHAWKS Fans who Plan to Bet on NHL Gamei
Adults 21 or older CHICAGO BLACKHAWKS Fans who Plan to Bet on NHL Games are 3.3% more likely to use
QSRs past mo., 21.5% more likely to use Sit-Down Restaurants past mo., 88.6% more likely to use Casinos

past yr., 30.2% more likely to smoke cigarettes.

Past 30-days Sit-Down Restaurant Users: Adults 21 or older

1time

®

2 times

3 times

773
—
F

¥ CHICAGO BLACKHAWKS Fans who Plan to Bet on NHL Games

Total Monthly Sit-Down Restaurant Users: hly sit-Down
92.1% 75.8%

4 times

14.6%
5 times

6-9times

10 times or more

W CHI

ant Meals:

Avg.

Drank Past 30-days: Adults 21 or older

Liquor  pyrmerm 48.5%
Any Type of Beer

3,109,021 43.8%

Wine  perree

Domestic Light Beer  perrpr vt
Imported Beer 1.721,8134.3%
Domestic Regular Beer

v

1584.2.3% -

e

Microbrew / Craft Beer

= CHICAGO BLACKHAWKS Fans who Plan to Bet on NHL Games

CHI DMA Scarborough R1 2024: Feb23-Mar24

wCHI

Qual Intab

Top-10 Cuisines: Adults 21 or older

(Sit-Down Restaurants Used Past 30-days)

hliiiL Tis

Mo chiness wings/ Bagel/  Upscale
Burgers /| Donut /
spomts ar  sakery

pima coftee
House /

Coffee Bar

matian Indian / steakhouse
7

ha
Other
Asian

# CHICAGO BLACKHAWKS Fanswho Plan to Bet on NHL Games. = CHI

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
CHICAGO BLACKHAWKS Fans who Plan to Bet on NHL... 21.6%

aHl 1,407.151 19.8%

o Past 12 months Casino Activities: Adults 21 or older

54 9.1%
4.1%

Slot Machines
Table Games (Craps, Poker, etc.)

Bar [ Nightclub

Upscale Restaurant

Stage Show / Concert

2.6%
Sps 1.2% Casinos visited past 12 months: Yes

# CHICAGO BLACKHAWKS Fans who Plan to Bet on NHL Games = CHI
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Used Past 30-days: Adults 21 or older

II %

4.8%
Cigarettes

Marijuana / Cannabis

Vape

= CHICAGO BLACKHAWKS Fans who Plan to Bet on NHL Games = CHI

[((Pro teams (WSALF) - NHL: Chicago Blackhawks AND Sports betting - sports plan to bet on next 12 months: National Hockey League (NHL)) AND Age summaries: Adults 21 or older)]



Past 30-days QSR Users: Adults 21 or older

1time

3 times

4 times
5times
6-9times

h]m
—
.ty
e
it
—

10times or more

= MINNESOTA WILD Fans who Plan to Bet on NHL Games

Avg. Monthly QSR Meals:
87.6%

U em  IFTTER
3 187.920

uMSp

Total Monrhfy QSR Users:

1.9% or 67,335 of MSP DMA Adults 21 or older are MINNESOTA WILD Fans who Plan to Bet on NHL Games.
Adults 21 or older MINNESOTA WILD Fans who Plan to Bet on NHL Games are 2.5% more likely to use QSRs

past mo., 22.6% more likely to use Sit-Down Restaurants past mo., 1.8% more likely to use Casinos past yr.,

 79.2% less likely to smoke cigarettes.

Past 30-days Sit-Down Restaurant Users: Adults 21 or older
€

®

1time

e
[
=

2 times

3times

4 times

5 times

6-9times

10times or more
= MINNESOTA WILD Fans who Plan to Bet on NHL Games

Total Monthly Sit-Down Restaurant Users:  Avg.
75.6%

Aonthly Sit-Down R

92.8%

Top-10 Cuisines: Adults 21 or older

Ist -Down Restaurants Used Past 30-days)

mexion  chinese  Wings/  Coffee b/ Baghl Uk i steakhouse
Burgers / Wouse | oot /
Sparts Bar Coffee Bar il Bakery
asian

piza

= MINNESOTA WILD Fans who Plan to Bet on NHL Games nMSP

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
MINNESGTA WILD Fans who Plan to Bet on NHL Games: .95].5%

wmse [EEECHIN 10.6%

Drank Past 30-days: Adults 21 or older

Ay Type of e

Liquor

Domestic Regular Beer

Wine

2,676 33.6%
1,199,224 __33.0%

importd e -V
Microbrew / Craft Beer 17.5% 29.9% i
# MINNESOTA WILD Fans who Plan to Bet on NHL Games " MsP
MSP DMA Scarborough R1 2024: Jan23-Jan24 Qual intab

Domestic Light Beer

Past 12 months Casino Activities: Adults 21 or older

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

375,825 10.3%

4.3%

Stage Show / Concert
Upscale Restaurant

Sports Betting

Used Past 30-days: Adults 21 or older

Mari / Cannabis

Cigarettes

Vape

Other Gambling ‘3267%
00.0%
SPa pry 7 g9 Casinos visited past 12 Yes
® MINNESOTA WILD Fans who Plan to Bet on NHL Games uMsP
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Past 30-days QSR Users: Adults 21 or older

N
|

2 times

il

3 times
4 times
5times
6-9times

10times or more
= ST. LOUIS BLUES Fans who Plan to Bet on NHL Games

Total Monthly QSR Users: Avg. Monthly QSR Meals:

98.9% 89.2%
e

. sos2 2132589

mSTL

2.1% or 51,208 of STL DMA Adults 21 or older are ST. LOUIS BLUES Fans who Plan to Bet on NHL Games.
Adults 21 or older ST. LOUIS BLUES Fans who Plan to Bet on NHL Games are 10.9% more likely to use QSRs

past mo., 7.9% more likely to use Sit-Down Restaurants past mo., 3.8% more likely to use Casinos past yr.,

58.4% less likely to smoke cigarettes.

Past 30-days Sit-Down Restaurant Users: Adults 21 or older
€

®

1time

2 times

3times

4 times
5 times 2.3%

6-9times

!n—-
0

10times or more
= ST. LOUIS BLUES Fans who Plan to Bet on NHL Games

Total Monthly Sit-Down Restaurant Users: A
82.2% 76.2%

—n

WSTL
wn Restaurant Meals:

Drank Past 30-days: Adults 21 or older

1,101,682 46.1%

Liquor
Any Type of Beer

Domestic Light Beer

,‘ 682
807,312 33.8%
5.0548.1%

Domestic Regular Beer

Wine

754,784 31_5%

imported Beer -V
Microbrew / Craft Beer 10.8% 25.2% i
¥ ST. LOUIS BLUES Fans who Plan to Bet on NHL Games. msTL
STL DMA Scarborough R1 2024: lan23-lan24 Qual intab

Top-10 Cuisines: Adults 21 or older

(Sit-Down Restaurants Used Past 30-days)

iiiiLthh

Chiness Mexion  peza  mikan  wings/ Steakhouse Coffee  Bagel/ indian/  Upscale
Burgers / Wouse{ Donut/  Thail
Sports Bar coffecsar makery  Other
Asian
# ST. LOUIS BLUES Fans who Plan to Bet on NHL Games mSTL

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
ST. LOUIS BLUES Fans who Plan to Bet on Nl Games  [SGS0NIIIIIN 11.1%

s 12.1%

< Past 12 months Casino Activities: Adults 21 or older

8.7%

Slot Machines
Bar/ Nightclub

Table Games (Craps, Poker, etc.) e

144,164 6.0%
7
4.5%
00.0%
3.2%

Upscale Restaurant

Stage Show / Concert -2%

30.0%

Sports Betting

Used Past 30-days: Adults 21 or older
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All Graphs and HBIAI Data Madeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

00.0%
Spa 2.3% : :
Other Gambling g29:0% . Aarl
e 1.6% Casinos visited past 12 Yes / Cannabis Cigarettes Vape
W ST. LOUIS BLUES Fans who Plan to Bet on NHL Games mSTL  ST. LOUIS BLUES Fans who Plan to Bet on NHL Games msTL

[((Proteams (WSALF) - NHL: St. Louis Blues AND Sports betting - sports plan to bet on next 12 months: National Hockey League (NHL)) AND Age summaries: Adults 21 or older)]



2times 12.3%

= SEATTLE KRAKEN Fans who Plan to Bet on NHL Games WSEA

3 times

4 times

5 times
6 -9times

10 times or more

Total ngggry{nfv QSR Users: Avg. Monthly QSR Meals:

I
3,635 069

1.8% or 79,054 of SEA DMA Adults 21 or older are SEATTLE KRAKEN

23.9% more likely to smoke cigarettes.

Adults 21 or older SEATTLE KRAKEN Fans who Plan to Bet on NHL Games are 6.7% more likely to use QSRs
past mo., 14.% more likely to use Sit-Down Restaurants past mo., 17.7% more likely to use Casinos past yr,,

Fans who Plan to Bet on NHL Games.

Past 30-days Sit-Down Restaurant Users: Adults 21 or older

[ ] 1time

2 times

3 times

4 times

5 times
6-9times
10 times or more

¥ SEATTLE KRAKEN Fans who Plan to Bet on NHL Games
Al

M SEA

Total Monthly Sit-Down Restaurant Users: lown Restaurant Meals:
84.3% 73.9%

Drank Past 30-days: Adults 21 or older

Liquor

Any Type of Beer
Wine

Imported Beer

Domestic Regular Beer

Microbrew / Craft Beer v v
= SEATTLE KRAKEN Fans who Plan to Bet on NHL Games. WSEA
SEA DMA Scarborough R1 2024: Jan23-Jan24 Qual Intab

Top-10 Cuisines: Adults 21 or older

(Sit-] n Restaurants Used Past 30-days) ﬁ
E
e

Chinese  ndian/  Bagel
Thai/  Donut/
Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
SEATTLE KRAKEN Fans who Plon to Bet on NHL Games 24.8%

Other  Bakery
SEA 673.900 15.7%

Pz

malan  wings/ seafood  Upscale
Burgers /

Sports sar

= SEATTLE KRAKEN Fans who Plan to Bet on NHL Games. mSEA

Past 12 months Casino Activities: Adults 21 or older

Slot Machines 29.2%

Upscale Restaurant

538,468 12.5% [N
35,156 10.1%

1,255,156
Table Games (Craps, Poker, etc.) T
Bar / Nightclub
Stage Show / Concert
Sports Betting

Spa

Other Gambling

7%

Casinos visited past 12 months: Yes

Used Past 30-days: Adults 21 or older

i

e )

Marijuana / Cannabis

Cigarettes

Vape

 SEATTLE KRAKEN Fans who Plan to Bet on NHL Games

HSEA
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Past 30-days QSR Users: Adults 21 or older
e 1time

2 times

3 times

4 times

5times

= WASHINGTON CAPITALS Fans who Plan to Bet on NHL Games.

6-9times

10times or more

mWDC

.6% or 32,164 of WDC DMA Adults 21 or older are WASHINGTON CAPITALS Fans who Plan to Bet on NHL Games

Adults 21 or older WASHINGTON CAPITALS Fans who Plan to Bet on

NHL Games are 12.5% more likely to

use QSRs past mo., 28.2% more likely to use Sit-Down Restaurants past mo., 15.1% less likely to use Casinos

~ past yr.,, 96.5% less likely to smoke cigarettes.

Past 30-days Sit-Down Restaurant Users: Adults 21 or older
€ »

1time

2 times

3times

4 times

5 times

6-9times

10.7%

0.0%
= WASHINGTON CAPITALS Fans who Plan to Bet on NHL Games

10times or more
mWDC
Total Monthly Sit-Down Restaurant Users:  Avg. Monthly Sit-Down Restaurant Meals:

Total Monthly QSR Users: Avg. Monthly QSR Meals:
100.0% 88.9% 98.7% 77.0%
Drank Past 30-days: Adults 21 or older < Past 12 months Casino
Liguor .?.5;4,551 . Slot Machines

43.1%

1,13:3,455 36.0%

Wine
Any Type of Beer

Imported Beer

- 07206 %
S.mmu%

Domestic Regular Beer

Domestic Light Beer M - v
Microbrew / Craft Beer 8.8% 33.4% ¥
® WASHINGTON CAPITALS Fans who Plan to Bet on NHL Games mwoC

DMA Scarborough R1 2024: Feb23-Apr24 Qual Intab

Top-10 Cuisines: Adults 21 or older

(Sit-Down Restaurants Used Past 30-days)

| ilhiihﬂ

Chiness  pizza  mexin indian/ Cofes  makan  Upscale  Bagel/ Steskhouse seafood
™A/ Wewse! Denut/
Gther  coffes tar Bakery
asian

= WASHINGTON CAPITALS Fans who Plan to Bet on NHL Games =WDC

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
WASHINGTON CAPITALS Fans who Pian to Bet on NHL... [ET,ssI  53.9%

woc EEEES 25.2%

Activities: Adults 21 or older
08327 S 16.9%

Table Games (Craps, Poker, etc.)

Upscale Restaurant

Used Past 30-days: Adults 21 or older

37
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Bar / Nightclub
Stage Show / Concert 5.1%
Sports Betting W 7
spa 2.2% g
Other Gambling Eaa,m %_'752', Casinos visited past 12 Yes N / Cannabis Cigarettes Vape
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[((Pro teams (WSALF) - NHL: Washington Capitals AND Sports betting - sports plan to bet on next 12 months: National Hockey League (NHL)) AND Age summaries: Adults 21 or older)]



mﬁﬂlnvestments Owned: Adults 21 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

38 9.5%
1,025,407 TR
3,75 19.3%
CPEY 11.1%
4.8%
7.8%
524%
f 7.1%

= CHICAGO BLACKHAWKS Fans who Plan to Bet on NHL Games

mCHI

2.1% or 145,502 of CHI DMA Adults 21 or older are CHICAGO BLACKHAWKS Fans who Plan to Bet on NHL...
Adults 21 or older CHICAGO BLACKHAWKS Fans who Plan to Bet on NHL Games are 59.4% more likely to have
a 401K, 60.5% more likely to have an Auto Loan, 77.9% more likely to Invest/Trade Stocks Online, 34.6% more
Iikely to pay with their Debit Card.

Financial Services Has and/or Uses: Adults 21 or older

30.9%
13.2%
8.3% 2%
; . ? 3.1% 5:2%

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

Online Bill Auto Loan
Paying

Mobile
Banking

Online
Banking

Checking  Debit or ATM Credit Card

Account card

Savings
Account

Home
Mortgage

Money
Market
Account

Home
Improvement
Loan or Home

Equity Loan

¥ CHICAGO BLACKHAWKS Fans who Plan to Bet on NHL Games ECHI

Professional Services Used*: Adults 21 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

m CHICAGO BLACKHAWKS Fans who Plan to Bet on NHL Games

CHI DMA

Scarborough R1 2024: Feb23-Mar24

_ 08 29.3% —
r 27.5%
1,108,936
r 32.2%
14.3% o

0,125 7.0%
[ 7.7%

a5%

3.7%

1.8%
2.0%

mCHI
Qual Intab

(*Past 12 Months)

43

L—

ymPast 3-Months Payment Methods Used: Adults 21 or older

11.7% 10,0% 9.2% 12.6%

B e

21%

Venmo

Zelle

PayPal Debit Card  MasterCard

Google Pay

Discover

Apple Pay  Store Credit  Cash App American Facebook  Square Cash Samsung Pay
Card Express  Messenger
W CHICAGO BLACKHAWKS Fans who Plan to Bet on NHL Games ECHI
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| 1.9%or 67,335 of MSP DMA Adults 21 or older are MINNESOTA WILD Fans who Plan to Bet on NHL Games.
Adults 21 or older MINNESOTA WILD Fans who Plan to Bet on NHL Games are 24.3% more likely to have a

401K, 19.4% less likely to have an Auto Loan, 6.4% less likely to Invest/Trade Stocks Online, 32.8% less likely
to pay with their Debit Card.

mﬁ_ﬁlnvestments Owned Adults 21 or older M Financial Services Has and/or Uses: Adults 21 or older

1, 95! 218 53.8%

401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

C 3 15.5%
Money Market Funds 18.9%

585 14.2%
Bonds Pl 10w

Other (Crypto / NFTs [ Metals, etc.) 8_&8%

ﬂ 8.4% 7.8% 7.1% 6.4% 5.6%
1.5%

529 Plan / College Savings Plan Mm Checking Debitor ATM  Savings  CreditCard  Online Mohile  Online Bill Home Auto loan  Certificates of Studentlcan Refinanced Personal Loan  Home
Account card Account Banking Banking Paying  Mortgage Deposit (CDs) Market Home Improvement
Second Home or Real Estate Property &5'0%% Account Mortgage Loan or Home
8.3 Equity Loan
= MINNESOTA WILD Fans who Plan to Bet on NHL Games u MSP = MINNESOTA WILD Fans who Plan to Bet on NHL Games u MSP

Professional Services Used*- Adults 21 or older 'E'Past 3-Months Payment Methods Used: Adults 21 or older

1,002,821
Online Investing / Stock Trading J'~)2 qn T
Insurance Agent at a Local Office (not online) 3.1%
43-3 661 12.1%
A tant .
oo B 100 -

8%
00.0% 12.1%
Real Estate Agent 8.2%
L 00.0% T il
Estate Planning 2.8% ziroon 4 e [EFE E e i R o ]
, 4.5% *past 12 Months) visa Paypal Debit Card Venmo MasterCard zelle Apple Pay  Store Credit  CashApp  GooglePay  American Discover Facebook Samsung Pay Square Cash
Divorce / Family Attorney H% ( ) Card Express Messenger

= MINNESOTA WILD Fans who Plan to Bet on NHL Games u MSP = MINNESOTA WILD Fans who Plan to Bet on NHL Games mMsP

DMA Scarborough R1 2024: Jan23-lan24 Qual Intab 35
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2.1% or 51,208 of STL DMA Adults 21 or older are ST. LOUIS BLUES Fans who Plan to Bet on NHL Games.
Adults 21 or older ST. LOUIS BLUES Fans who Plan to Bet on NHL Games are 66.1% more likely to have a 401K,

46.4% less likely to have an Auto Loan, 73.% more likely to Invest/Trade Stocks Online, 2.7% more likely to
pay with their Debit Card.

ﬁﬂlnvestments
| o 2

Owned: Adults 21 or older
465,498 19.5%
CAp
Il 12.4%
5o o i
10.5%
HE
9.4%

397 16.4%
131,388 K73

401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

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

529 Plan / College Savings Plan

# M Financial Services Has and/or Uses: Adults 21 or older

15.2%

7.6%
" o e

8.6% 6.4% 8.4% 5.0%

Online Online Bill Mobile

Savings

Checking  Debit or ATM

Credit Card Home 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 w Bk Account Mortgage  Loan or Home
- Equity Loan
W ST, LOUIS BLUES Fans who Plan to Bet on NHL Games mSTL # ST. LOUIS BLUES Fans who Plan to Bet on NHL Games mSTL
H i - .
Professional Services Used*: Adults 21 or older 'm'Past 3-Months Payment Methods Used: Adults 21 or older
Tax Preparation Service y
Financial Planner 408 0 20.8% e
Online investing / Stock Trading m
Insurance Agent at a Local Office (not online) ml;l’:%
23.6
o [S— ) @
Real Estate Agent &124%0% 22 ™ 9.7% 10.6%
i ‘ 6.3%

3.3% 3.2%

Estate Planning 2% o : | L o Em

3 ? 20.0% (*Past 12 Months) PayPal Debit Card  MasterCard ~ Venmo Zelle Cash App  Store Credit  Discover Apple Pay GooglePay Facebook  American SamsungPay Square Cash

Divorce / Family Attorney B ou% Card Messenger Express
w ST. LOUIS BLUES Fans who Plan to Bet on NHL Games mSTL m ST, LOUIS BLUES Fans who Plan to Bet on NHL Games mSTL
STL DMA Scarborough R1 2024: jan23-Jan24 Qual Intab 44
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mﬁﬁlnvestments Owned: Adults 21 or older

401K Plan
IRA (Individual Retirement Account)

Stocks or Stock Options

1.8% or 79,054 of SEA DMA Adults 21 or older are SEATTLE KRAKEN Fans who Plan to Bet on NHL Games.
Adults 21 or older SEATTLE KRAKEN Fans who Plan to Bet on NHL Games are 27.4% more likely to have a
401K, 12.% more likely to have an Auto Loan, 17.6% less likely to Invest/Trade Stocks Online, 30.% more likely
to pay with their Debit Card.

2,052,335 47.7%

1,800,420 41.9%

Financial Services Has and/or Uses: Adults 21 or older

411,028 8%
32.2%
Mutual Funds
1 5.4%
Money Market Funds &- 13.9%
32.0%
Other (Crypto / NFTs / Metals, etc.) S 20.2%
11.1%
8.9% 8.2%
Bonds &"‘m 1% - 6.2% B.0%
16.5% - p— - = o e -
Second Home or Real Estate Property m% Checking Debitor ATM  Savings  CreditCard  Online  OnlineBil  Mobile Home Autoloan  Money Certificates of Studentloan Refinanced Personal Loan  Home
Account card Account Banking Paying Banking  Mortgage Market  Deposit(CDs) Home Improvement
529 Plan / College Savings Plan B Account Mortgage Loan o Home
1.7% Eqhlty Loan
w SEATTLE KRAKEN Fans who Plan to Bet on NHL Games mSEA m SEATTLE KRAKEN Fans who Plan to Bet on NHL Games m SEA
iy

Professional Services Used*: Adults 21 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

W SEATTLE KRAKEN Fans who Plan to Bet on NHL Games

MA

Scarborough R1 2024: Jan23-Jan24

19.8%

853,198

_ 1.15 18.8%
776,357 18.1%

20.6%

a

3.
4.2%
6.3%
8.9%
5.5%
3.1%
3.4%
20.0%
| X

(*Past12 Months)

=SEA
Qual Intab 51

yE)Past 3-Months Payment Methods Used: Adults 21 or older

hh

CashApp GooglePay  American
Express

® SEATTLE KRAKEN Fans who Plan to Bet on NHL Games

MasterCard ~ Apple Pay

33.2%
_ P .. e
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.6% or 32,164 of WDC DMA Adults 21 or older are WASHINGTON CAPITALS Fans who Plan to Bet on NHL...
Adults 21 or older WASHINGTON CAPITALS Fans who Plan to Bet on NHL Games are 79.5% more likely to

have a 401K, 25.6% less likely to have an Auto Loan, 159.9% more likely to Invest/Trade Stocks Online, 3.%
more likely to pay with their Debit Card.
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Adults 21 or older CHICAGO BLACKHAWKS Fans who Plan to Bet on NHL Games spend an average of 3 days, 0 hours, 53

minutes and 31 seconds each week with All Forms of Media.
85.4% of Adults 21 or older CHICAGO BLACKHAWKS Fans who Plan to Bet on NHL Games spend an avg. of 12 hours and 22 minutes each
| week listening to All Local AM/FM Radio, representing 14.5% of total time spent with all forms of Media.
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minutes and 27 seconds each week with All Forms of Media.
— ks 96.% of Adults 21 or older MINNESOTA WILD Fans who Plan to Bet on NHL Games spend an avg. of 11 hours and 0 minutes each week
E=2rii il listening to All Local AM/FM Radio, representing 18.2% of total time spent with all forms of Media.

M S Adults 21 or older MINNESOTA WILD Fans who Plan to Bet on NHL Games spend an average of 2 days, 10 hours, 7
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Adults 21 or older ST. LOUIS BLUES Fans who Plan to Bet on NHL Games spend an average of 3 days, 3 hours, 55
minutes and 9 seconds each week with All Forms of Media.

97.% of Adults 21 or older ST. LOUIS BLUES Fans who Plan to Bet on NHL Games spend an avg. of 9 hours and 39 minutes each week
listening to All Local AM/FM Radio, representing 12.3% of totaltime spent with all forms of Media.
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Adults 21 or older SEATTLE KRAKEN Fans who Plan to Bet on NHL Games spend an average of 3 days, 0 hours, 13
minutes and 59 seconds each week with All Forms of Media.

66.3% of Adults 21 or older SEATTLE KRAKEN Fans who Plan to Bet on NHL Games spend an avg. of 7 hours and 16 minutes each week
listening to All Local AM/FM Radio, representing 6.7% of total time spent with all forms of Media.
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Adults 21 or older WASHINGTON CAPITALS Fans who Plan to Bet on NHL Games spend an average of 3 days, 1 hours,
55 minutes and 46 seconds each week with All Forms of Media.

90.4% of Adults 21 or older WASHINGTON CAPITALS Fans who Plan to Bet on NHL Games spend an avg. of 6 hours and 48 minutes each
week listening to All Local AM/FM Radio, representing 8.3% of total time spent with all forms of Media.
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Adults 21 or older CHICAGO BLACKHAWKS Fans who Plan to Bet on NHL Games spend an average of 2 days, 6 hours, 6

minutes and 25 seconds each week with All Forms of Ad-Supported Media.
81.9% of Aduits 21 or older CHICAGO BLACKHAWKS Fans who Plan to Bet on NHL Games spend an avg. of 12 hours and 2 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 18.2% of total time spent with all forms of Ad-Supported Media.
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= =5 93.8% of Aduits 21 or older MINNESOTA WILD Fans who Plan to Bet on NHL Games spend an avg. of 10 hours and 36 minutes each wee!
T T} : listening to Local Ad-Supported AM/FM Radio, representing 25.4% of total time spent with all forms of Ad-Supported Media.
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Adults 21 or older MINNESOTA WILD Fans who Plan to Bet on NHL Games spend an average of 1 days, 15 hours, 10
. M S P minutes and 15 seconds each week with All Forms of Ad-Supported Media.
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Adults 21 or older ST. LOUIS BLUES Fans who Plan to Bet on NHL Games spend an average of 2 days, 1 hours, 24
minutes and 35 seconds each week with All Forms of Ad-Supported Media.

88.3% of Adults 21 or older ST. LOUIS BLUES Fans who Plan to Bet on NHL Games spend an avg. of 8 hours and 41 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 15.5% of total time spent with all forms of Ad-Supported Media.
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Adults 21 or older SEATTLE KRAKEN Fans who Plan to Bet on NHL Games spend an average of 2 days, 0 hours, 20
minutes and 53 seconds each week with All Forms of Ad-Supported Media.

65.5% of Adults 21 or older SEATTLE KRAKEN Fans who Plan to Bet on NHL Games spend an avg. of 6 hours and 46 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 9.2% of total time spent with all forms of Ad-Supported Media.

Avg. H:M:S/week with All Forms of Ad-
Supported Media: Adults 18 or older
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Adults 21 or older WASHINGTON CAPITALS Fans who Plan to Bet on NHL Games spend an average of 2 days, 6 hours, 7

minutes and 26 seconds each week with All Forms of Ad-Supported Media.
84.5% of Adults 21 or older WASHINGTON CAPITALS Fans who Plan to Bet on NHL Games spend an avg. of 5 hours and 13 minutes each
| week listening to Local Ad-Supported AMI/FM Radio, representing 8.2% of total time spent with all forms of Ad-Supported Media.

Avg. H:M:S/week with All Forms of Ad-
Supported Media: Adults 18 or older
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Adults 21 or older CHICAGO BLACKHAWKS Fans who Plan to Bet on NHL Games spend an average of 7
hours and 43 minutes each day with All Forms of Ad-Supported Media. 81.9% listen to Local AM/FM
Radio for an avg. of 103.1 minutes/day. (Local Radio delivers 18.2% of Time with Ad-Supported Media.

Top-13 All Forms of Media (Persons & % Reach} Adults 21 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older
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Radio for an avg. of 90.9 minutes/day

Adults 21 or older MINNESOTA WILD Fans who Plan to Bet on NHL Games spend an average of 5
hours and 35 minutes each day with All Forms of Ad-Supported Media. 93.8% listen to Local AM/FM
{Local Radio delivers 25.4% of Time with Ad-Supported Media.)
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for an avg. of 74.5 minutes/day.

Adults 21 or older ST. LOUIS BLUES Fans who Plan to Bet on NHL Games spend an average of 7 hours
and 3 minutes each day with All Forms of Ad-Supported Media. 88.3% listen to Local AM/FM Radio

(Locan‘ Radio delivers 15.5% of Time with Ad-Supported Media.)
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Top-13 / AH Forms of Media (Persons & % Reach} Adults 21 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older

Grocery sm res
Billboards & Signs (Weekly Drivers)

Search (Google, Bing, etc.)

[Westher /Sports
Email/Text/IM/Zoom,etc. (Personal & Work)
Facebook
Local AM/FM Radio
Games Fantasy/Betting Sites
Netflix

Amazon Prime /IMDb fFireTV

Totat persons:

T i Y™ v Hoursinues/dey with Al G

Forms of Media: Adults 21 or older m

B — T ¥
m_-m.

SEATTLE KRAKEN Fans who

for an avg. of 58.

% mui

| Adults 21 or older SEATTLE KRAKEN Fans who Plan to Bet on NHL Games spend an average of 6 hours
and 54 minutes each day with All Forms of Ad-Supported Media. 65.5% listen to Local AM/FM Radio
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Radio for an avg. of 44.8 minutes/day.

Adults 21 or older WASHINGTON CAPITALS Fans who Plan to Bet on NHL Games spend an average of 7
hours and 43 minutes each day with All Forms of Ad-Supported Media. 84.5% listen to Local AM/FM

(Local Radio delivers 8.2% of Time with Ad-Supported Media.)
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Avg. Week All Audio (Persons & % Reach): Adults 21 or older
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119,097 or 81.9% of Adults 21 or older CHICAGO BLACKHAWKS Fans who Plan to Bet on NHL Games
listen to Ad-Supported Local AM/FM Radio for an average of 103.1 minutes every day representing
49.8% of all time spent daily with Ad-Supported Audio.
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Avg. Week All Audio (Persons & % Reach): Adults 21 or older
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[ 63,182 or 93.8% of Adults 21 or older MINNESOTA WILD Fans who Plan to Bet on NHL Games listen
to Ad-Supported Local AM/FM Radio for an average of 90.9 minutes every day representing 42.4%
of all time spent daily with Ad-Supported Audio.
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7 45,236 or 88.3% of Adults 21 or older ST. LOUIS BLUES Fans who Plan to Bet on NHL Games listen to
Ad-Supported Local AM/FM Radio for an average of 74.5 minutes every day representing 40.8% of
all time spent daily with Ad-Supported Audio.

Avg. Week All Audio (Persons & % Reach): Adults 21 or older . 'Avg. Day All Audio (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older
Local AM/FM Radio  [AEATIRN 86 79

Podcasts 1 6%
spotify PR R T
ovneavisic gATRrm wenin
Pandora mw Avg. Hours+Minutes/day with
TV Music Channels mﬂ Audio: Adults 21 or older
Amazon e BT WARD
e R (e EZE
Local AM/FM 0 Owned TV Music  Apple Audi
Apple Music 82, ) EE— . ; udi...
PP‘ mm;.l% ST. LOUIS BLUES Fans who 1L Radio Pandora iHeart... Local AM/FM Radio Music Channels = Mu..
Audiobooks AT I 3.6% Planto Bet on NHL Games 82.8 23.9 108 | TV Mus... | Au.. 72.4 11.8 106 59 |iHea..
T

2

Spotify
22.0

Podcasts SiriusXM Spotify
20.5 19.0 17.2

YouTu... | Ama...

Podcasts Music | Music YouTube Amaz All
47.6 Siriusxm | 10.8 8.7 Music gango Music  Ot...

.6
14.5 14.9 Hieh: 94 64

All
Apple... ot

m ST. LOUIS BLUES Fans who Plan to Bet on NHL Games mSTL m ST. LOUIS BLUES Fans who Plan to Bet on NHL Games mSTL

Avg. Week Ad-. Suggorted Audio (Persons & % Reach): Adults 21 or older Avg Day Ad-Supported Audio (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older

Local AM/FM Radio mm 83 a; o, .

podcasts m-m—- o
YouTube Music m“&ﬂ

¢ YouTube
T¥Mmic Smnnels mm‘ m Podcasts Music
Pandora 298 i m YouT... 19.8 14.4
D, - tH
spotty PR RIY N Podcass sl
Amazon Music mmﬁ Avg. Hours+Minutes/day with Ad- m — .
All Others mmﬁ Supported Audio: Adults 21 or older m . f‘\n[.:;(;,*f)|1 Bandbra S;;t:)li{lv o fh\:L:dj;
4 - IHear aao usIc 6 SI
iHeartRadio  ENRTTRE o] . i 71 R 2
oo PR 338 0 mEEE o
: TV Music All TV Music -
Audiobooks . o
. < 88& ST. LOUIS BLUES Fans who sTL = Local AM/FM Radio Spotify Channels | Others Local AM/FM Radio Channels All Others e
Owned Music _ 8332 Plan to Bet on NHL Games m 74.5 10.8 7.6 Srine | 68.3 10.6 7.2 SiriuL.
apole vusc R 9.9% -
= ST, LOUIS BLUES Fans who Plan to Bet on NHL Games mSTL  ST. LOUIS BLUES Fans who Plan to Bet on NHL Games mSTL
STL DMA Scarborough R1 2024: Jan23-lan24 Qual Intab 44 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved. SOEﬁ_ for Anything _

[((Proteams (WSALF) - NHL: St. Louis Blues AND Sports betting - sports plan to bet on next 12 months: National Hockey League (NHL)) AND Age summaries: Adults 21 or older)]



[ 51,748 or 65.5% of Adults 21 or older SEATTLE KRAKEN Fans who Plan to Bet on NHL Games listen to
Ad-Supported Local AM/FM Radio for an average of 58.1 minutes every day representing 32.3% of
all time spent daily with Ad-Supported Audio.
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Avg. Day All Audio (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older

27,180 or 84.5% of Adults 21 or older WASHINGTON CAPITALS Fans who Plan to Bet on NHL Games
listen to Ad-Supported Local AM/FM Radio for an average of 44.8 minutes every day representing
46.3% of all time spent daily with Ad-Supported Audio.
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' 119,097 or 81.9% of Adults 21 or older CHICAGO BLACKHAWKS Fans who Plan to Bet on NHL Games
listen to Ad-Supported Local AM/FM Radio for an average of 103.1 minutes every day representing
49.8% of all time spent daily with Ad-Supported Audio.
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| 63,182 or 93.8% of Adults 21 or older MINNESOTA WILD Fans who Plan to Bet on NHL Games listen
to Ad-Supported Local AM/FM Radio for an average of 90.9 minutes every day representing 42.4%
ESrii of all time spent daily with Ad-Supported Audio.
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| 45,236 or 88.3% of Adults 21 or older ST. LOUIS BLUES Fans who Plan to Bet on NHL Games listen to
Ad-Supported Local AM/FM Radio for an average of 74.5 minutes every day representing 40.8% of
all time spent daily with Ad-Supported Audio.

Weekly 88.3% Avg. Hours+Minutes/day with Ad-Supported
Reach %

Audio: Adults 21 or older
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51,748 or 65.5% of Adults 21 or older SEATTLE KRAKEN Fans who Plan to Bet on NHL Games listen to
Ad-Supported Local AM/FM Radio for an average of 58.1 minutes every day representing 32.3% of
all time spent daily with Ad-Supported Audio.

Weekly
Reach %

71.8%

Avg. Hours+Minutes/day with Ad-Supported
Audio: Adults 21 or older
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[ 27,180 or 84.5% of Adults 21 or older WASHINGTON CAPITALS Fans who Plan to Bet on NHL Games
listen to Ad-Supported Local AM/FM Radio for an average of 44.8 minutes every day representing
46.3% of all time spent daily with Ad-Supported Audio.
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Audio: Adults 21 or older
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Local AM/FM Radio Formats (Persons & %
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119,097 or 81.9% of Adults 21 or older CHICAGO BLACKHAWKS Fans who Plan to Bet on NHL Games listen
to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Pop Contemporary Hit Radio, Adult
| Contemporary, News/Talk/Information, Classic Hits, and Classic Ro
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63,182 or 93.8% of Adults 21 or older MINNESOTA WILD Fans who Plan to Bet on NHL Games listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Hot AC, Active Rock, Pop Contemporary Hit Radio,

All Sports, and

Adult Contemporary.
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45,236 or 88.3% of Adults 21 or older ST. LOUIS BLUES Fans who Plan to Bet on NHL Games listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are New Country, Classic Rock, Adult Contemporary,

Alternative, and Adult Hits.

Local AM/FM Radm Formats (Persons & % Reach) Adults 21 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older
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Local AM/FM Radio Formats (Persons & %
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51,748 or 65.5% of Adults 21 or older SEATTLE KRAKEN Fans who Plan to Bet on NHL Games listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Classic Hits, All Sports, Active
| Rock, and Classic Rock.
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27,180 or 84.5% of Adults 21 or older WASHINGTON CAPITALS Fans who Plan to Bet on NHL Games listen
to Ad-Supported Local AM/FM Radio. The Top-5 Formats are All Sports, Urban AC, All News, Classic Hits,

| and Adult Contemporary.
LocalL ﬂMFM Radm Formats (Persons & % Reach) Adults 21 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older
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112,741 or 77.5% of Adults 21 or older CHICAGO BLACKHAWKS Fans who Plan to Bet on NHL Games
watch Ad-Supported Local TV Stations for an average of 69.8 minutes every day representing 31.9%
of all time spent daily with Ad-Supported Video.
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Avg. Week All Video (Persons & % Reach): Adults 21 or older
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40,570 or 60.3% of Adults 21 or older MINNESOTA WILD Fans who Plan to Bet on NHL Games watch
Ad-Supported Local TV Stations for an average of 59.3 minutes every day representing 38.6% of all
time spent daily with Ad-Supported Video.
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Supported Local TV Stations for an average of 79.5 minutes every day representing 26.% of all time
spent daily with Ad-Supported Video.

Avg. Day All Video (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older

[
oa
£

Networks et
21.4

29.6

AppleTV

WSTL

m ST. LOUIS BLUES Fans who Plan to Bet on NHL Gal

mes

mSTL

Avg. Week Ad—Suggorted Video (Persons & % Reach): Adults 21 or older Avg.

Local TV Stations

Nonremum cabe .. T T

% Time Spent.
31.0%
YouTube Video m_&n. A Amazon Amazon
sz e I T e TR - . e .
TikTok mm m FireTV Video FireTV Video
- 293 20.2 39.7 28.7
Hulu/Hulu + Live TV {any Hulu) mw A 6% -
AppISTVfubo, Plut,Tubi, oc.  FISTEST IR (5] et Syl AppleTV
ive TV (an
Peacock R PR 2o Avg. Hours+Minutes/day withAd- Wl Hulu) B TikTok +,fubo,...
Paramount+ mm Supported Video: Adults 21 or older m 18.4 14.8 i Netflix | Tik...
. i 16.8 | 13.1
N 9P R wee: | [N - - "
- m 0 emium Cable pple € on-Premium uluy
Disne s r on remium ’ )
Lo . - - i TV Networks Local TV Stations | +,fubo,Plu... | 11.2 Cable TV Networks  Local TV Stations [NHUW# Y Roku + P.
Rolu#:The Rok Chanrl 93.9 79.5 L Ty 126.1 112. Lve Ve The.. +

Premium Cable TV Networks

ST. LOUIS BLUES Fans who
Plan to Bet on NHL Games

Day Ad-Supported Video (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older

o
2

mSTL

soefa.ai

m ST. LOUIS BLUES Fans who Plan to Bet on NHL Games mSTL ™ ST. LOUIS BLUES Fans who Plan to Bet on NHL Games
STL DMA Scarborough R1 2024: Jan23-Jan24 Qual Intab 44

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

Share of Everything
for Anything _

[((Proteams (WSALF) - NHL: St. Louis Blues AND Sports betting - sports plan to bet on next 12 months: National Hockey League (NHL)) AND Age summaries: Adults 21 or older)]



Avg. Week All Video (Persons & % Reach): Adults 21 or older .

Netflix

Amazon Prime/IMDb/FireTV
Local TV Stations

YouTube Video

Non-Premium Cable TV...

Hulu/Hulu + Live TV (any Hulu)
AppleTV+,fubo,Pluto, Tubi, etc.
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time spent daily with Ad-Supported Video.
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| 112,741 or 77.5% of Adults 21 or older CHICAGO BLACKHAWKS Fans who Plan to Bet on NHL Games
watch Ad-Supported Local TV Stations for an average of 69.8 minutes every day representing 31.9%
of all time spent daily with Ad-Supported Video.
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| 40,570 or 60.3% of Adults 21 or older MINNESOTA WILD Fans who Plan to Bet on NHL Games watch
Ad-Supported Local TV Stations for an average of 59.3 minutes every day representing 38.6% of all
ESri | time spent daily with Ad-Supported Video.
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31,757 or 62.% of Adults 21 or older ST. LOUIS BLUES Fans who Plan to Bet on NHL Games watch Ad-
Supported Local TV Stations for an average of 79.5 minutes every day representing 26.% of all time
spent daily with Ad-Supported Video.
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48,604 or 61.5% of Adults 21 or older SEATTLE KRAKEN Fans who Plan to Bet on NHL Games watch
Ad-Supported Local TV Stations for an average of 57.5 minutes every day representing 22.5% of all
time spent daily with Ad-Supported Video.
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| 19,008 or 59.1% of Adults 21 or older WASHINGTON CAPITALS Fans who Plan to Bet on NHL Games

watch Ad-Supported Local TV Stations for an average of 46.9 minutes every day representing 21.6%
T of all time spent daily with Ad-Supported Video.
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112,741 or 77.5% of Adults 21 or older CHICAGO BLACKHAWKS Fans who Plan to Bet on NHL Games
watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Morning, Local
News - Late, Comedies, Local News - Evening, and Game Shows.
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31,757 or 62.% of Adults 21 or older ST. LOUIS BLUES Fans who Plan to Bet on NHL Games watch Ad-
Supported Local TV Stations. The Top 6-Programs are Sports, Comedies, Movies, Local News -
Morning, Local News - Evening, and Local News - Late.
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Local TV Station Programs (Persons & % Reach): Adults 21 or older
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Local TV Station Programs (Persons & % Reach): Adults 21 or older

(average week)
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19,008 or 59.1% of Adults 21 or older WASHINGTON CAPITALS Fans who Plan to Bet on NHL Games
watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Comedies, National/Network
News, Local News - Morning, Local News - Late, and Science Fiction.
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108,479 or 74.6% of Adults 21 or older CHICAGO BLACKHAWKS Fans who Plan to Bet on NHL Games
use Ad-Supported Social Media for an average of 122.6 minutes every day representing 25.5% of all
time spent daily with Ad-Supported Digital Media.
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[ 50,361 or 74.8% of Adults 21 or older MINNESOTA WILD Fans who Plan to Bet on NHL Games use
Ad-Supported Social Media for an average of 75.6 minutes every day representing 18.2% of all time
spent daily with Ad-Supported Digital Media.
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29,567 or 57.7% of Adults 21 or older ST. LOUIS BLUES Fans who Plan to Bet on NHL Games use Ad-
Supported Social Media for an average of 95.3 minutes every day representing 18.8% of all time
spent daily with Ad-Supported Digital Media.
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[ 58,077 or 73.5% of Adults 21 or older SEATTLE KRAKEN Fans who Plan to Bet on NHL Games use Ad-
Supported Social Media for an average of 115.8 minutes every day representing 21.3% of all time
spent daily with Ad-Supported Digital Media.
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' 25,669 or 79.8% of Adults 21 or older WASHINGTON CAPITALS Fans who Plan to Bet on NHL Games
use Ad-Supported Social Media for an average of 111.5 minutes every day representing 23.6% of all
time spent daily with Ad-Supported Digital Media.

Avg.

Day All Digital (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older

Avg. Week All Digital (Persons & % Reach): Adults 21 or older
7

T —T
Email/Text/IM/Zoomete. (Personal & Work) DRI T ) I LR Do
ingFna i 83 75
o T i T
e s I i
Gamesranasyeting sves PP AT
Streaming Audio (Local Radio/ ... mm

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

Search (Google, Bing, etc.)

News/Weather /Sports (Websites/Apps)

r
o
R

Oy A
o 4D P 18
1+ G PR R

Avg. Hours+Minutes/day with
Digital: Adults 21 or older

YouTube/TikTok, etc. m
Online Classes, Schools, Colleges, Universities ‘:":;‘,’:_ 5% 0595 ]
Local TV Streaming: 'WASHINGTON CAPITALS M
Fanswho PlantoBeton
b 1788509 m NHL Games Bna

Online Classes,
Schools,
Colleges,
Universities
56.2

OTT TV Streaming Services
89.0
I Dt 127.2
Non-Premium Social Media
145.2

Media
131.9

Search
(Google, Bing,
etc.)

+Premium
Cable
Streaming

Online Classes,
Schools,
Colleges,

Universities

Food

Local TV
Streaming Audio (Local
Radio/ Podcasts/
Streaming Services)
128.8

Streaming
431

OTT TV Streaming Services

Non-
Premium
+Premium
Cable
Streaming
59.6

Search  Sh...
(Goo...  (incl.
Bing,  Fo

etc) | Au.

# WASHINGTON CAPITALS Fans who Plan to Bet on NHL Games EWDC

= WASHINGTON CAPITALS Fans who Plan to Bet on NHL Games mWDC

Avg. Week Ad—Suggorted Digital (Persons & % Reach): Adults 21 or older evg.

Day Ad-Supported Digital (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older

N — m_m-

Email/Text/IM/Zoomyetc. (Personal & Work)
Social Media
S—
OTT TV Streaming Services m [\

oo e Y R PR s e
Youtuberrierek e, yEAE Y R —T Y-

streaming i Local Redio. g e v

tacal v streaming. L6 e v

e T R TR

BankingFinacial/Real Estate (Websites/apos)  PRPEOICE]

Avg. Hours+Minutes/day with Ad-
Supported Digital: Adults 21 or older

FEEREEEEREEES

WASHINGTON CAPITALS

WDC

Online Classes, schools, Colleges, univesities [T 882 utasillukiiliny 56%
= WASHINGTON CAPITALS Fans who Plan to Bet on l\m'i.%'a"ﬁ mWDC

wbpc DMA Scarborough R1 2024: Feb23-Apr24 Qual Intab 37
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Non-Premium
+Premium Cable
ming Radio/ Podcasts/

Streaming Services)

Shopping

Streaming Audio /
(incl. Food/

(Local Radio/ Social Media

Streaming Audio (Local

Shumm\,‘
(incl. Fe
Auctiol

Non-Premium
+Premium Cable
Streaming

* Share of Everything

Auctions/ ENGuTubE 127.0
Social Media Podcasts/ Travel e ' TikTok / Local TV
Streaming ravel,etc.) ok, etc. -
111.5 9 3 292 Streaming
Services) £ g 0.5
athe:
OTT TV Streaming Search (C Lacal TV Sports YouTube/
Ser\ Streaming : QOTT TV Streaming Services TikTok, etc.
5 269 Banking... 98.1 36.1
» WASHINGTON CAPITALS Fans who Plan to Bet on NHL Games mWDC
-

[((Pro teams (WSALF) - NHL: Washington Capitals AND Sports betting - sports plan to bet on next 12 months: National Hockey League (NHL)) AND Age summaries: Adults 21 or older)]

for Anything _
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46,197 or 68.6% of Adults 21 or older MINNESOTA WILD Fans who Plan to Bet on NHL Games use
Ad-Supported Facebook for an average of 25.2 minutes every day representing 33.3% of all time
spent daily with Ad-Supported Social Media.
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[((Pro teams (WSALF) - NHL: Minnesota Wild AND Sports betting - sports plan to bet on next 12 months: National Hockey League (NHL)) AND Age summaries: Adults 21 or older)]
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58,077 or 73.5% of Adults 21 or older SEATTLE KRAKEN Fans who Plan to Bet on NHL Games use Ad-
Supported Facebook for an average of 33.1 minutes every day representing 28.6% of all time spent
daily with Ad-Supported Social Media.
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Avg. Week All Social Media (Persons & % Reach): Adults 21 or older Avg. Day All Social Media (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older
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Avg. Day Ad-Supported Social Media (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older
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25,940 or 17.8% of Adults 21 or older CHICAGO BLACKHAWKS Fans who Plan to Bet on NHL Games
use Ad-Supported Blogs/Message Boards (read and/or post) for an average of 37. minutes every day
representing 30.1% of all time spent daily with Ad-Supported Social
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[((Pro teams (WSALF) - NHL: Chicago Blackhawks AND Sports betting - sports plan to bet on next 12 months: National Hockey League (NHL)) AND Age summaries: Adults 21 or older)]



46,197 or 68.6% of Adults 21 or older MINNESOTA WILD Fans who Plan to Bet on NHL Games use
Ad-Supported Facebook for an average of 25.2 minutes every day representing 33.3% of all time

ESrii spent daily with Ad-Supported Social Media.
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8,283 or 16.2% of Adults 21 or older ST. LOUIS BLUES Fans who Plan to Bet on NHL Games use Ad-
Supported Blogs/Message Boards (read and/or post) for an average of 31.8 minutes every day
representing 33.4% of all time spent daily with Ad-Supported Social Me
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58,077 or 73.5% of Adults 21 or older SEATTLE KRAKEN Fans who Plan to Bet on NHL Games use Ad-
Supported Facebook for an average of 33.1 minutes every day representing 28.6% of all time spent
daily with Ad-Supported Social Media.
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T — ] spent daily with Ad-Supported Social Media.
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 10,388;
Local Radio: 7,227; Social Media: 6,633; Local TV: 3,253; Non-Prem. Cable: 3,011 reaching
Adults 21 or older CHICAGO BLACKHAWKS Fans who Plan to Bet on NHL Games.
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 4,660; Local
Radio: 4,026; Social Media: 3,077; Non-Prem. Cable: 1,449; Local TV: 1,276 reaching
Adults 21 or older MINNESOTA WILD Fans who Plan to Bet on NHL Games.
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 4,645; Local
Radio: 2,853; Social Media: 2,201; Non-Prem. Cable: 1,359; Local TV: 1,340 reaching
Adults 21 or older ST. LOUIS BLUES Fans who Plan to Bet on NHL Games.
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 6,531;
Social Media: 4,829; Local Radio: 3,049; Non-Prem. Cable: 2,292; Local TV: 2,017 reaching
Adults 21 or older SEATTLE KRAKEN Fans who Plan to Bet on NHL Games.
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Social Media: 1,947; Local Radio: 1,714; Non-Prem. Cable: 931; Local TV: 558 reaching
Adults 21 or older WASHINGTON CAPITALS Fans who Plan to Bet on NHL Games.
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144,866 or 99.6% of Adults 21 or older CHICAGO BLACKHAWKS Fans who Plan to Bet on NHL Games
spend an average of 98.6 minutes per day driving, seeing Billboards and Signs. 68.4% Listen to Local
Radio Stations Out-of-Home for an average of 62.5 minutes/day.

Top-13 Out—of Home Media (Persons & % Reach): Adults 21 or o[der Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older
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63,988 or 95.% of Adults 21 or older MINNESOTA WILD Fans who Plan to Bet on NHL Games spend
an average of 41.8 minutes per day driving, seeing Billboards and Signs. 78.4% Listen to Local Radio
Stations Out-of-Home for an average of 55.1 minutes/day.
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Top-13 Out—of -Home Media (Persons & % Reach): Adults 21 or older
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47,541 or 92.8% of Adults 21 or older ST. LOUIS BLUES Fans who Plan to Bet on NHL Games spend an
average of 122.9 minutes per day driving, seeing Billboards and Signs. 73.8% Listen to Local Radio
Stations Out-of-Home for an average of 45.2 minutes/day.
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68,971 or 87.2% of Adults 21 or older SEATTLE KRAKEN Fans who Plan to Bet on NHL Games spend
an average of 39.5 minutes per day driving, seeing Billboards and Signs. 54.7% Listen to Local Radio
Stations Out-of-Home for an average of 35.2 minutes/day.

Top-13 Out-of-Home Media (Persons & % Reach): Adults 21 or older Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older
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Top-13 Out-of-Home Media (Persons & % Reach) Adults 21 or older
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25,454 or 79.1% of Adults 21 or older WASHINGTON CAPITALS Fans who Plan to Bet on NHL Games
spend an average of 26.2 minutes per day driving, seeing Billboards and Signs. 70.6% Listen to Local
Radio Stations Out-of-Home for an average of 27.1 minutes/day.

Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older
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Top-13 Ad-Supported Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older
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144,866 or 99.6% of Adults 21 or older CHICAGO BLACKHAWKS Fans who Plan to Bet on NHL Games spend

an average of 98.6 minutes per day driving, seeing Billboards and Signs representing 46.8% of all Time
Spent with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 21 or older
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: M S P 63,988 or 95.% of Adults 21 or older MINNESOTA WILD Fans who Plan to Bet on NHL Games spend an
average of 41.8 minutes per day driving, seeing Billboards and Signs representing 26.% of all Time Spent

ESrii with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported

. Out-of-Home Media: Adults 21 or older
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47,541 or 92.8% of Adults 21 or older ST. LOUIS BLUES Fans who Plan to Bet on NHL Games spend an
average of 122.9 minutes per day driving, seeing Billboards and Signs representing 54.% of all Time Spent
with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 21 or older
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68,971 or 87.2% of Adults 21 or older SEATTLE KRAKEN Fans who Plan to Bet on NHL Games spend an
average of 39.5 minutes per day driving, seeing Billboards and Signs representing 27.8% of all Time Spent
with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported

d O O d. " Out-of-Home Media: Adults 21 or older
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25,454 or 79.1% of Adults 21 or older WASHINGTON CAPITALS Fans who Plan to Bet on NHL Games spend

an average of 26.2 minutes per day driving, seeing Billboards and Signs representing 17.5% of all Time
Spent with Ad-Supported Out-of-Home Media.
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Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 21 or older
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Top-26 Residential Zip Codes: Adults 21 or older
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144,866 or 99.6% of Adults 21 or older CHICAGO BLACKHAWKS Fans who Plan to Bet on NHL Games
spend an average of 98.6 minutes per day driving an average of 57.4 miles each day and are 302.9%
more likely to use US 14 (Northwest Highway) than the Metro avera

Top-26 Employment Zip Codes: Adults 21 or older
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63,988 or 95.% of Adults 21 or older MINNESOTA WILD Fans who Plan to Bet on NHL Games spend
an average of 41.8 minutes per day driving an average of 24.3 miles each day and are 135.9% more
likely to use MN 100 than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 21 or older
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Top-26 Residential Zip Codes: Adults 21 or older
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Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 21 or older
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likely to use Highway 94 than the Metro average.

47,541 or 92.8% of Adults 21 or older ST. LOUIS BLUES Fans who Plan to Bet on NHL Games spend an
average of 122.9 minutes per day driving an average of 71.5 miles each day and are 102.4% more
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68,971 or 87.2% of Adults 21 or older SEATTLE KRAKEN Fans who Plan to Bet on NHL Games spend
an average of 39.5 minutes per day driving an average of 23. miles each day and are 203.3% more
likely to use West Seattle Bridge than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 21 or older
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25,454 or 79.1% of Adults 21 or older WASHINGTON CAPITALS Fans who Plan to Bet on NHL Games
spend an average of 26.2 minutes per day driving an average of 15.3 miles each day and are 214.8%

more likely to use Massachusetts Avenue than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 21 or older
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Top-26 Residential Zip Codes: Adults 21 or older
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[((Pro teams (WSALF) - NHL: Washington Capitals AND Sports betting - sports plan to bet on next 12 months: National Hockey League (NHL)) AND Age summaries: Adults 21 or older)]
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Top Residential Zip Codes: (Adults 21 or older ST. LOUIS BLUES Fans who Plan to Bet on NHL Games)
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[((Pro teams (WSALF) - NHL: Washington Capitals AND Sports betting - sports plan to bet on next 12 months: National Hockey League (NHL)) AND Age summaries: Adults 21 or older)]



56,832 or 39.1% of Adults 21 or older CHICAGO BLACKHAWKS Fans who Plan to Bet on NHL Games
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 8.8 minutes every day representing
39.3% of all time spent daily with All forms of Print Media.

Avg. Week All Print Med.ra (Persons & % Reach) Adults 21 or older Avg Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older

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

All Local Weekly Newspapers

Books

Magazines
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New York Times (Daily+Sunday)

New York Times (Sunday)

‘Wall Street Journal (Daily)

New York Times (Daily)

USA Today (Daily)

CHICAGO BLACKHAWKS Fans
who Plan to Bet on NHL Games.

2.1%

® CHICAGO BLACKHAWKS Fans who Plan to Bet on NHL Games

Avg. Hours+Minutes/day with All
Print Media: Adults 21 or older
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4% 71
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148 a. . 133 10.4 8.2 39 W

New York Times.
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Avg. Week Ad-Supported All Print Media (Persons & % Reach): Adults 21 or older Avg
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Local Daily Newspaper(s) (Daily+Sunday)
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New York Times (Daily+Sunday)

New York Times (Sunday)

Wall Street Journal (Daily)

New York Times (Daily)

USA Today (Daily)

Books
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[((Pro teams (WSALF) - NHL: Chicago Blackhawks AND Sports betting - sports plan to bet on next 12 months: National Hockey League (NHL)) AND Age summaries: Adults 21 or older)]



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

Local Daily Newspa per(s) (Daily

Direct Mail Advertising (excluding Catalogs)
Books

New York Times (Daily+Sunday)

New York Times (Sunday)

New York Times (Daily)

Wall Street Journal (Daily)
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USA Today (Daily)
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Magazines

MSP

ESriil

28,716 or 42.6% of Adults 21 or older MINNESOTA WILD Fans who Plan to Bet on NHL Games read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 9.9 minutes every day representing 30.7%
 of all time spent daily with All forms of Print Media.

m F Avg. Hours+Minutes/day with All

Print Media: Adults 21 or older

MINNESOTA WILD Fans who Plan
to Bet on NHL Games

Pl o
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[((Pro teams (WSALF) - NHL: Minnesota Wild AND Sports betting - sports plan to bet on next 12 months: National Hockey League (NHL)) AND Age summaries: Adults 21 or older)]



19,065 or 37.2% of Adults 21 or older ST. LOUIS BLUES Fans who Plan to Bet on NHL Games read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 7.2 minutes every day representing 29.%
of all time spent daily with All forms of Print Media.

Avg. Week All Pnnt Medla (Persons & % Reach) Adults 21 or older Avg Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older

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

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

New York Times (Sunday)

‘Wall street Journal (Daily)

New York Times (Daily)

Books

USA Today (Daily)

All Local Weekly Newspapers

Magazines

Catalogs

TR 1

Avg. Hours+Minutes/day with All
Print Media: Adults 21 or older
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[((Proteams (WSALF) - NHL: St. Louis Blues AND Sports betting - sports plan to bet on next 12 months: National Hockey League (NHL)) AND Age summaries: Adults 21 or older)]



29,753 or 37.6% of Adults 21 or older SEATTLE KRAKEN Fans who Plan to Bet on NHL Games read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 5.7 minutes every day representing 25.2%
of all time spent daily with All forms of Print Media.

Avg. Week All Prmt Medm (Persons & % Reach): Adults 21 or older Avg Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older

Local Daily Newspaper(s) (Daily+Sunday)

Direct Mail Advertising (excluding Catalogs)

Local Daily Newspaper(s) (Sunday)
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81 79
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a y 3 New York Times
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Catalogs ﬂﬂg.s%
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14,631 or 45.5% of Adults 21 or older WASHINGTON CAPITALS Fans who Plan to Bet on NHL Games
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 8.5 minutes every day representing
38.% of all time spent daily with All forms of Print Media.

Avg. Week All Prmt Med.ra (Persons & % Reach) Adults 21 or older _Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older

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

Magazines

New York Times (Daily+Sunday)

New York Times (Sunday)

Catalogs

New York Times (Daily)

Wall Street Journal (Daily)

USA Today (Daily)

Print Media: Adults 21 or older
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New York Times
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[((Pro teams (WSALF) - NHL: Washington Capitals AND Sports betting - sports plan to bet on next 12 months: National Hockey League (NHL)) AND Age summaries: Adults 21 or older)]



