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6.3% or 8,334,218 of USA Adults 35 - 64 Shopped for LIFE INSURANCE Online in the past 6 months.
Typical Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months are 50.1 years old (.9%
older than average) and have a $113,008 (3.1% higher than average) annual household income.
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5.6% or 210,107 of CHI DMA Adults 35 - 64 Shopped for LIFE INSURANCE Online in the past 6 months.
Typical Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months are 50.4 years old
(1.3% older than average) and have a $108,300 (10.5% lower than average) annual household income.
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7.6% or 222,004 of WDC DMA Adults 35 - 64 Shopped for LIFE INSURANCE Online in the past 6 months.
Typical Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months are 51.1 years old
(2.9% older than average) and have a $145,772 (7.3% lower than average) annual household income.
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5.1% or 114,208 of SEA DMA Adults 35 - 64 Shopped for LIFE INSURANCE Online in the past 6 months.
Typical Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months are 49.4 years old (.9%
older than average) and have a $164,872 (17.9% higher than average) annual household income.
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7.6% or 169,557 of PHX DMA Adults 35 - 64 Shopped for LIFE INSURANCE Online in the past 6 months.
Typical Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months are 48.1 years old
(2.9% younger than average) and have a $138,104 (16.8% higher than average) annual household income.
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6.3% or 8,334,218 of USA Adults 35 - 64 Shopped for LIFE INSURANCE Online in the past 6 months.
Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months are 3.2% more likely to be
a college graduate, 11.6% more likely to work full-time, .2% less likely to be married, 16.2% more likely
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5.6% or 210,107 of CHI DMA Adults 35 - 64 Shopped for LIFE INSURANCE Online in the past 6 months.
Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months are 2.3% more likely to be
a college graduate, 8.1% more likely to work full-time, 15.% less likely to be married, 19.% less likely to
be a grandparent of 1 or more children under 1
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7.6% or 222,004 of WDC DMA Adults 35 - 64 Shopped for LIFE INSURANCE Online in the past 6 months.
Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months are 14.3% less likely to be
a college graduate, 20.3% more likely to work full-time, 15.% less likely to be married, 24.7% more likely
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5.1% or 114,208 of SEA DMA Adults 35 - 64 Shopped for LIFE INSURANCE Online in the past 6 months.
Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months are 15.6% more likely to
be a college graduate, 15.9% more likely to work full-time, 9.8% more likely to be married, 20.% more

likely to be a grandparent of 1 or more children under
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7.6% or 169,557 of PHX DMA Adults 35 - 64 Shopped for LIFE INSURANCE Online in the past 6 months.
Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months are 27.1% more likely to
be a college graduate, 2.9% more likely to work full-time, 30.9% more likely to be married, 4.9% less
likely to be a grandparent of 1 or more children under
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6.3% or 8,334,218 of USA Adults 35 - 64 Shopped for LIFE INSURANCE Online in the past 6 months.
Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months are 9.9% less likely to own
their home, 29.1% more likely to own a higher valued home, 9.7% less likely to have a single-family home,

ETHO

LIFE

.3% less likely to have a dog.
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5.6% or 210,107 of CHI DMA Adults 35 - 64 Shopped for LIFE INSURANCE Online in the past 6 months.
Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months are 16.5% less likely to own

their home, 2.2% more likely to own a lower valued home, 14.% less likely to have a single-family home,
| 1.8% more likely to have a dog.
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7.6% or 222,004 of WDC DMA Adults 35 - 64 Shopped for LIFE INSURANCE Online in the past 6 months.
ETH O Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months are 30.7% less likely to own

» their home, 5.8% more likely to own a higher valued home, 25.4% less likely to have a single-family home,
20.7% more likely to have a dog.

LIFE |
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| 5.1% or 114,208 of SEA DMA Adults 35 - 64 Shopped for LIFE INSURANCE Online in the past 6 months.
Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months are 15.9% more likely to

own their home, 10.5% more likely to own a higher valued home, 1.2% less likely to have a single-family
home, 8.5% less likely to have a dog.
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7.6% or 169,557 of PHX DMA Adults 35 - 64 Shopped for LIFE INSURANCE Online in the past 6 months.
H Q S Q@ P "x Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months are 14.4% more likely to
£ NCE own their home, 17.5% more likely to own a higher valued home, 6.6% more likely to have a single-family
home, 29.% less likely to have a dog.
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;
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6.3% or 8,334,218 of USA Adults 35 - 64 Shopped for LIFE INSURANCE Online in the past 6 months.
Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months are 21.7% more likely to look
up D-I-Y advice online, 6.4% more likely to always vote in local elections, 12.8% less likely to belong to a

gym, 1.% more likely to fly domestic past
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5.6% or 210,107 of CHI DMA Adults 35 - 64 Shopped for LIFE INSURANCE Online in the past 6 months.

ETH O S — Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months are 22.6% more likely to look
IF EX313 up D-I-Y advice online, 12.5% more likely to always vote in local elections, 8.8% more likely to belong to a

r—
gym, 6.7% less likely to fly domestic past
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7.6% or 222,004 of WDC DMA Adults 35 - 64 Shopped for LIFE INSURANCE Online in the past 6 months.
Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months are 31.8% more likely to look
up D-I-Y advice online, 10.4% more likely to always vote in local elections, 22.5% less likely to belong to a
gym, 15.3% less likely to fly domestic pa

. -
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5.1% or 114,208 of SEA DMA Adults 35 - 64 Shopped for LIFE INSURANCE Online in the past 6 months.
Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months are .1% less likely to look up
D-I-Y advice online, 2.2% less likely to always vote in local elections, 36.% more likely to belong to a gym,
13.8% more likely to fly domestic past y
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7.6% or 169,557 of PHX DMA Adults 35 - 64 Shopped for LIFE INSURANCE Online in the past 6 months.

E T H O ¢ Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months are 17.4% more likely to look
up D-I-Y advice online, 11.1% more likely to always vote in local elections, 63.1% less likely to belong to a
gym, 7.2% more likely to fly domestic pas

. -
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Past 30-days QSR Users: Adults 35 - 64
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Total Monthly QSR Users:
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7 6.3% or 8,334,218 of USA Adults 35 - 64 Shopped for LIFE INSURANCE Online in the past 6 months.
Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months are 2.3% more likely to use
QSRs past mo., 4.8% more likely to use Sit-Down Restaurants past mo., 7.1% more likely to use Casinos past

yr., 14.% more likely to smoke cigarettes.
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= who Shopped for LIFE INSURANCE Online in the past 6 months WUSA
1,259
USA Projection Scarborough R1 2026: Jan 25-Mar26 Qual intab 24,338

i / Cannabis

Cigarettes

Vape

= who shopped for LIFE INSURANCE Online inthe past 6 months mUSA
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i) 1time
'; X

2 times

3 times

4 times

5 times

6 - 9times

10 times or more

W CHI

Avg. Monthly QSR Meals:

= who Shopped for LIFE INSURANCE Online in the past 6 months

Total Monthly QSR Users:
84.5% 84.4%

| 54.8% less likely to smoke cigarettes.

Past 30-days Sit-Down Restaurant Users: Adults 35 - 64

[ ] 1 time

17.1%

2 times

10 times or more

3 times

4 times

5 times

6-9times

m who Shopped for LIFE INSURANCE Online in the past 6 months ECHI
Total ly Sit-Down Users: Avg. Monthly Sit-Down ant Meals:
69.2% 69.0%

Drank Past 30-day5. Adults 35 - 64

. 5.6% or 210,107 of CHI DMA Adults 35 - 64 Shopped for LIFE INSURANCE Online in the past 6 months.
Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months are .1% more likely to use
QSRs past mo., .3% more likely to use Sit-Down Restaurants past mo., .% less likely to use Casinos past yr.,

Top-10 Cuisines: Adults 35 - 64

(Sit-Down Restaurants Used Past 30-days)

Calfee wings/  magel/
House / Burgers /  Donut/
Coffee a1 Sports Bar  Bakery

Mexin  Chinese akan upsaale steakhouse seafood

= who Shopped for LIFE INSURANGE Online in the past 6 months mcHi

Uud Restaurant Delivery Serwce Past 30-days (Grubhub, Uber Eats, etc.)
hopped for LFE posté... 27.5%
20.9%

(=l 783,063

Past 12 months Casmo Activities: Adults 35 - 64

Any Type of Beer
Liquor

Wine

Imported Beer
Domestic Regular Beer
Domestic Light Beer

Microbrew / Craft Beer

= who Shopped for LIFE INSURANCE Online in the past 6 months

1,031,208 27 5%
&_ 11.1%

mCHI

Slot Machines

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

Stage Show / Concert

Upscale Restaurant

Sports Betting

Spa

Other Gambling

= who Shopped for LIFE INSURANCE Online in the past 6 months

26.5%
455,58 12.1%

Casinos visited past 12

Used Past 30-days: Adults 35 - 64

i
£y

a / Cannabis Cigarettes

L0 5%
(T 2.3%
uCHI

Vape

mwho sh 13 line in the past 6 months =CHI

CHI DMA Scarborough R1 2026: Feb25-Feb26 Qual intab 220
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Past 30-days QSR Users: Adults 35 - 64

v reme e
N _
% 2times
B
aume:
5 times

# who Shopped for LIFE INSURANCE Online in the past 6 months ®WDC

Total Monthly QSR Users: Avg. Monthly QSR Meals:
86.3%

84.1%

1time

2 times

3 times

4 times

5 times

6-9times

Past 30-days Sit-Down Restaurant Users: Adults 35 - 64

15.3%

10 times or more

Total

® who Shopped for LIFE INSURANCE Online in the past 6 months EWDC
ly Sit-Down Users: Avg. Monthly Sit-Down ant Meals:
78.3% 74.8%

- I

Drank Past 30-days: Adults 35 - 64

g

Any Type of Beer

wine

imported Seer

Domestic Regular Beer
Domestic Light Beer
Microbrew / Craft Beer 14:,'_%91% )

® who Shopped for LIFE INSURANCE Online in the past 6 months BWDC

DMA Scarborough R1 2026: Mar25-Mar26

'v

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

338

696,772

-
Table Games (Craps, Poker, etc.)

Upscale Restaurant

Sports Betting

7.6% or 222,004 of WDC DMA Adults 35 - 64 Shopped for LIFE INSURANCE Online in the past 6 months.
Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months are 2.7% more likely to use
QSRs past mo., 4.7% more likely to use Sit-Down Restaurants past mo., 5.2% more likely to use Casinos past
yr., 7.2% less likely to smoke cigarettes.

Top-10 Cuisines: Adults 35 - 64

(Sit-Down Restaurants Used Past 30-days)

Chinese  piza

ik

mexican  taian  coffee steakhouse Bagel/

upsaale  Wings/  seafood

House / Donut /. Burgers /
Coffen Bar Bakery sports Bar
#who Shapped for LIFE INSURANCE Online in the past 6 months mwne

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Shopped for LFE finei posté... 41,6%

26.1%

Lz 761,170

Past 12 months Casino Activities: Adults 35 - 64

9%
stage Show /Concert. iy 7.5%
i 5%
21

= who Shopped for LIFE INSURANCE Online in the past 6 months

se Efmm 35%

Other Gambling &wl 5%

Casinos visited past 12 months: Yes

=WDC

Used Past 30-days: Adults 35 - 64

7 0
Marijuana / Cannabis Vape
wwho LIFE INSURANCE past 6 months: =mWoC
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Past 30-days QSR Users: Adults 35 - 64

8%
8.5%

= who Shopped for LIFE INSURANCE Online in the past 6 months.
Avg. Monthly QSR Meals:

) 1time

= -

3 times
4 times
5 times

6 - 9times

WSEA

Total Monthly QSR Users:

80.1%

5.1% or 114,208 of SEA DMA Adults 35 - 64 Shopped for LIFE INSURANCE Online in the past 6 months.
Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months are 1.8% less likely to use

QSRs past mo., 7.2% less likely to use Sit-Down Restaurants past mo.

| yr., 58.6% less likely to smoke cigarettes.

Past 30-days Sit-Down Restaurant Users: Adults 35 - 64

[ ] 1 time

17.4%

2 times 16.0%

3 times - 10.5%

4 times 8.9%
5 times 5.7%

6-9times 5.8%

—
o

10 times or more

w who Shopped for LIFE INSURANCE Online in the past 6 months B SEA
Total ly Sit-Down Users: Avg. Monthly Sit-Down ant Meals:
64.9% 69.9%

, 16.8% more likely to use Casinos past

Top-10 Cuisines: Adults 35 - 64

(Sit-Down Restaurants Used Past 30-days)

vima

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
d for UFE finein the post 6... 14.8%

19.6%

mexian  coflee  Chiness sagel/ malian  Wings/ uUpsale Seafood Steakhouse
House / Dont/ Burgers /
Catfee Bar Bakery Sports Bar

whao shopped for LIFE INSURANCE Online in the past 6 months msEA

ho sh

RN 439,821

Drank Past 30-days: Adults 35 - 64

1,034,216 = 46.2%

Liquor

Any Type of Beer
Wine

Domestic Regular Beer

Imported Beer

Domestic Light Beer 19.3% | - v
Mt/ ot e ey 13 v
= who Shopped for LIFE INSURANCE Online in the past 6 months. BSEA
SEA DMA Scarborough R1 2026: Mar25-Mar26 Qual Intab

Past 12 months Casino Activities: Adults 35 - 64

735,496 32.8%

Slot Machines

Table Games (Craps, Poker, etc.)

Upscale Restaurant

Bar / Nightclub
Stage Show / Concert
Sports Betting
see S s.0%
Other Gambling 11 %’: Casinos visited past 12 Yes

Used Past 30-days: Adults 35 - 64

e

a / Cannabis Cigarettes

= who Shopped for LIFE INSURANCE Online in the past 6 months = SEA

157
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7.6% or 169,557 of PHX DMA Adults 35 - 64 Shopped for LIFE INSURANCE Online in the past 6 months.
Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months are 1.4% more likely to use
QSRs past mo., 7.1% more likely to use Sit-Down Restaurants past mo., 3.% more likely to use Casinos past

| yr., 31.8% less likely to smoke cigarettes.

Past 30-days QSR Users: Adults 35 - 64 Past 30-days Sit-Down Restaurant Users: Adults 35 - 64 Top-10 Cuisines: Adults 35 - 64

(Sit-Down Restaurants Used Past 30-days)

1time S [} 1time 15.8%

% #imes —5% 2 mes | —vry
4 times 10.6%

5 times

4 times

5 times

6 - 9times 6-9times

malan  wings/ steakhouse Bagel/ upscale seafood

Durgers / Donut /
10 times or more 10 times or more Spors Bar Bakery
= who Shopped for LIFE INSURANCE Online in the past 6 months. ™ PHX ® who Shopped for LIFE INSURANCE Online in the past 6 months B PHX h for UFE ine 6months mPHX
Total Monthly QSR Users: Avg. Monthly QSR Meals: Total ly Sit-Down Users: Ay it-Down Restaurant Meals: Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
84.9% 8% 76.7% 71.6% ho shopped for LIFE finein the post 6... BSGORINIIIIN  23.4%
e HEE - KN e AR o EZEEN 16.%

Drank Past 30-days: Adults 35 - 64 Past 12 months Casino Activities:

Adults 35 - 64 Used Past 30-days: Adults 35 - 64
Tl Games e, Pk, k)

Liquor

Wine Upscale Restaurant

Imported Beer Bar / Nightclub
Domestic Light Beer Stage Show / Concert
Domestic Regular Beer - v Sports Betting
Microbrew / Craft Beer W 27.0% ' Other Gambling

Spa

Casinos visited past 12 Yes ijuana / Cannabis Cigarettes

= who Shopped for LIFE INSURANCE Online in the past 6 months = PHX = who Shopped for LIFE INSURANCE Online in the past 6 months = PHX = who shopped for LIFE INSURANCE Online in the past 6 months WPHX
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6.3% or 8,334,218 of USA Adults 35 - 64 Shopped for LIFE INSURANCE Online in the past 6 months.

Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months are .6% less likely to have a
401K, 11.% less likely to have an Auto Loan, 2.4% more likely to Invest/Trade Stocks Online, 3.1% more likely
to pay with their Debit Card.

mﬁalnvestments Owned: Adults 35 - 64 Financial Services Has and/or Uses: Adults 35 - 64

401KPlan g = =

239,527 14.9%
83,332 17.5%
B57)a500  10.3%
Money Market Funds Th0%
529 Plan / College Savings Plan 1‘:':::

Other (Crypto / NFTs / Metals, etc.) 7'?_:%

IRA (Individual Retirement Account)

Stocks or Stock Options

Mutual Funds

8.6% 7.6% 7.0%
2% 305 S8%

SSEE N i

Bonds ﬁ-s:m‘ Checking V Debit orA‘l' i CreditCard  Online Mobile  Online Bill Home Muy Certificates of Studentloan Personal Loan Refinanced  Home
= Account card Banking Banking Paying Mortgage Market  Deposit{CDs) Home  Improvement
547,022 6.6%
Second Home or Real Estate Property o Account Mortgage L::::;I::::e
= who Shopped for LIFE INSURANCE Online in the past 6 months mUSA ® who Shopped for LIFE INSURANCE Online in the past 6 months H USA
Professional Services Used*: Adults 35 - 64 'n'Past 3-Months Payment Methods Used: Adults 35 - 64

Tax Preparation Service e
s 27,578,002 20.9%

Financial Planner

22,020,570

Online Investing / Stock Trading
Accountant 9.5%
Insurance Agent at a Local Office (not online) S @ ®
Real Estate Agent M”:‘m
Estate Planning E”;I%

16.6%

103% 103%
. 87%
. 74% P

Google Pay  American  Store Credit  Discover  Square Cash Facebook Samsung Pay

S 72.504

S rauon RS
Debit Card  MasterCard  Apple Pay

3

cash App

. 0.6% (*Past 12 Months)
Divorce / Family Attomney k 1% Express card Messenger
» who Shopped for LIFE INSURANCE Online in the past 6 months m USA w who Shopped for LIFE INSURANCE Online in the past 6 months mUSA
USA USA Projection Scarborough R1 2026: Jan 25-Mar26 Qual Intab 1,259
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5.6% or 210,107 of CHI DMA Adults 35 - 64 Shopped for LIFE INSURANCE Online in the past 6 months.

ETHOS == Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months are 22.8% less likely to have a
401K, 19.7% less li 9 i i 9
UIFE | |——— , 19.7% less likely to have an Auto Loan, 68.3% less likely to Invest/Trade Stocks Online, 17.3% more

likely to pay with their Debit Card.

N RANCE

mﬁ Alnvestments Owned: Adults 35 - 64 Financial Services Has and/or Uses: Adults 35 - 64

401K Plan

,930,060

IRA (Individual Retirement Account)

Stocks or Stock Options
Mutual Funds :11.;.!;:
Money Market Funds $ 11.6%
Bonds &1&:‘; 09.9%

529 Plan / College Savings Plan M'g:ﬂ

20.4%] 8.8%
‘ a = - - -
1 L B.8%

113.1%
—— ¥ Lisom 5515 L aas s s T
Other (Crypto / NFTs / Metals, etc.) 266,508 L) Checking Debitor ATM  Savings  Credit Card Online Mobile Online Bill Home Auto Loan Money  Certificates of Studentloan Refinanced Personal Loan  Home
- Account card Account Banking Banking Paying  Mortgage Market  Deposit{CDs) Home Improvement
8% Account Mortgage Loan or Home
Second Home or Real Estate Property ﬁ 6.5% Equity Loan
# who Shopped for LIFE INSURANCE Online in the past 6 months N CHI = who Shopped for LIFE INSURANCE Online in the past 6 months mCHI

Professional Services sed*: Adults 35 - 64 Past 3-Months Payment Methods Used: Adults 35 - 64

Tax Preparation Service

S

776,103

Financial Planner

Online Investing / Stock Tradi
nline I ing / Stod ing Sy T
3.9%
Accountant L 101%

, 71 4.1%
320,308 8.5%

: 106%
Estate Plai =
state phanning pPERLL] 3.4%
0.4%
Real Estate Agent & 2.5%

0.2% (*Past 12 Months) visA PayPal Zelle

Insurance Agent at a Local Office (not online)
18.2% 17.7%

10.5% T 10.6%
. 47%

MasterCard DebitCard  ApplePay GooglePay  Cash App Discover  Store Credit  American  Square Cash  Facebook Samsung Pay

Divorce / Family Attorney 0% card Express Messenger
= who Shopped for LIFE INSURANCE Online in the past 6 months m CHI ® who Shopped for LIFE INSURANCE Online in the past 6 months mCHI

CHI DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 220
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7.6% or 222,004 of WDC DMA Adults 35 - 64 Shopped for LIFE INSURANCE Online in the past 6 months.
Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months are 4.1% more likely to have a
401K, 22.% less likely to have an Auto Loan, 7.3% less likely to Invest/Trade Stocks Online, 7.8% more likely to
pay with their Debit Card.

mﬁ Alnvestments Owned: Adults 35 - 64 Financial Services Has and/or Uses: Adults 35 - 64

401K Plan o 9 =

IRA (Individual Retirement Account)

Stocks or Stock Options
Mutual Funds m 18.4%
529 Plan / College Savings Plan ::::
Money Market Funds 14.7%

Other (Crypto / NFTs / Metals, etc) BRSSTL | o
5. 7%

45,
Bonds & 25%

ooy B5% 100% gy

" 145 4.9%

Mobile Online Bill Home Auto Loan Money  Certificates of Personal Loan Refinanced Studentloan Home

Checking Debitor ATM  Savings Credit Card

Online

Account card Account Banking Banking Paying Mortgage Market  Deposit (CDs) Home Improvement
8%.5% Account Mortgage Loan or Home
Second Home or Real Estate Property 7.8% Equity Loan
¥ who Shopped for LIFE INSURANCE Online in the past 6 months wEWDC = who Shopped for LIFE INSURANCE Online in the past 6 months =WDC

Professional Serw'ce Used*: Adults 35 - 64

Tax Preparation Service

'E'Past 3-Months Payment Methods Used: Adults 35 - 64

Online Investing / Stock Trading

Financial Planner Sttty
411,635 14.1%

4.2%
o
Insurance Agent at a Local Office (not online) A% . .

5.4%

7 8.2%
Real Estate Agent r 7
he 118,462 LS
5%

6.6% 56%
B 1.
Estate Planning h 3.6% m
B 7% (*Past 12 Menths) PayPal DebitCard  MasterCard  Apple Pay CashApp GooglePay American StoreCredit Discover  Square Cash Samsung Pay Facebook
Divorce / Family Attorney 2.9% Express card Messenger
= who Shopped for LIFE INSURANCE Online in the past 6 months mWDC # who Shopped for LIFE INSURANCE Online in the past 6 months =mWDC

wpc DMA Scarborough R1 2026: Mar25-Mar26 Qual Intab 338
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5.1% or 114,208 of SEA DMA Adults 35 - 64 Shopped for LIFE INSURANCE Online in the past 6 months.
Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months are 3.7% more likely to have a
401K, 52.2% less likely to have an Auto Loan, .% less likely to Invest/Trade Stocks Online, 6.7% less likely to
pay with their Debit Card.

ﬁ Investments Owned: Adults 35 - 64

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

1,215,615
780,570 34.8%
24.9%

456,668 20.4%
16.8%

345,817 15.4%

3 11.7%

317,686 14.2%

12,514 11.0%

292,643 13.1%

14.6%

247,420 11.0%

54.3%

Checking  Debit or ATM

Financial Services Has and/or Uses: Adults 35 - 64

Online Bill

Savings Credit Card Online Mobile Home Auto Loan Money  Certificates of Refinanced Studentloan Personal Loan  Home
Account card Account Banking Banking Paying Mortgage Market  Deposit{CDs)  Home Improvement
Second Home or Real Estate Property ;‘::f Abeoa Mortgaee "‘E‘a;.:; ';“::e
% who Shopped for LIFE INSURANCE Online in the past 6 months HSEA = who Shopped for LIFE INSURANCE Online in the past 6 months = SEA
Professional Services Used*: Adults 35 - 64 'm'Past 3-Months Payment Methods Used: Adults 35 - 64
Online Investing / Stock Trading y
Tax Preparation Service
Financial Planner
Accountant
Insurance Agent at a Local Office (not online) %— 5%
Estate Planning _ 10.5%

Real Estate Agent

Divorce / Family Attorney

= who Shopped for LIFE INSURANCE Online in the past 6 months

DMA

Scarborough R1 2026: Mar25-Mar26

5.0%
3.7%
1.2%
1.8%

Qual Intab

mSEA

(*Past 12 Months)
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SEA
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5.5%

e

MasterCard Google Pay  Cash App American  Store Credit ~ Discover  Square Cash  Facebook  Samsung Pay
Express card Messenger
= who Shopped for LIFE INSURANCE Online in the past 6 months mSEA

Apple Pay
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7.6%

or 169,557 of PHX DMA Adults 35 - 64 Shopped for LIFE INSURANCE Online in the past 6 months.

Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months are 1.1% more likely to have a
401K,

to pay with their Debit Card.

2.% more likely to have an Auto Loan, 85.7% more likely to Invest/Trade Stocks Online, 20.6% less likely

ﬁ Investments Owned: Adults 35 - 64
e ¢ |

401K Plan

90

778,791 34.9%

IRA (Individual Retirement Account)

Stocks or Stock Options

Mutual Funds

Money Market Funds

Second Home or Real Estate Property

Other (Crypto / NFTs / Metals, etc.)

Financial Services Has and/or Uses: Adults 35 - 64

o 5.4%
2.5%
Bonds m "’ Checking Debitor ATM  Savings  CreditCard  Online Mohile Online B Home Auto Loan Money Home
> Account card Account Banking Banking Paying  Mortgage Market  Deposit{CDs) Home Improvement
529 Plan / College Savings Plan El_':;;: Abeoa Mortgage "‘E‘a;.:; ';“::e
B who Shopped for LIFE INSURANCE Online in the past 6 months W PHX = who Shopped for LIFE INSURANCE Online in the past 6 months mPHX
Professional Services Used*: Adults 35 - 64 'm'Past 3-Months Payment Methods Used: Adults 35 - 64
Tax Preparation Service usqag 1% s y
Online Investing / Stock Trading 3 -
323,883 14.5%
Accountant ES%HJ%
. . 6EA%
Insurance Agent at a Local Office (not online) 6.7% P
9.4%
Real Estate Agent m . 9.7% 103% 5 o0y 7.4%
4.1%
Estate Planning r‘.‘:: . h h
B 2 0.0% (*Past 12 Menths) visa MasterCard ~ Apple Pay CashApp GooglePay American StoreCredit Discover  Square Cash  Facebook  Samsung Pay
Divorce / Family Attorney I o7% Express card Messenger
u who Shopped for LIFE INSURANCE Online in the past 6 months m PHX = who Shopped for LIFE INSURANCE Online in the past 6 months m PHX

PHX DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 121
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Items shopped for on the Internet past 6 months: Finance/Insurance: Insurance - life



Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months spend an average of 2 days, 22 hours, 27
minutes and 6 seconds each week with All Forms of Media.

84.7% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months spend an avg. of 9 hours and 25 minutes each
week listening to All Local AM/FM Radio, representing 11.3% of total time spent with all forms of Media.

oo

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

- “am

Concur

usage 51.7%
usa

who Shopped for LIFE
INSURANCE Online in the
past 6 months

= who Shopped for LIFE INSURANCE Online in the past 6 months = USA
USA USA Projection Scarborough R1 2026: Jan 25-Mar26 Qual Intab 1,259 USA Projection Scarborough R1 2026: Jan 25-Mar26 Qual Intab 24,338 HUbb rd Share of Everything
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Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months spend an average of 3 days, 5 hours, 29
minutes and 25 seconds each week with All Forms of Media.

88.% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months spend an avg. of 10 hours and 0 minutes each week
listening to All Local AM/FM Radio, representing 11.4% of total time spent with all forms of Media.

96.2%
st Avg. H:M:S/week with All Forms of Media:
Adults 18 or older

Weekly
Reach %:

Concurrent
usoge : 50.2%
who Shopped for LUFE CHI
INSURANCE Online in the past
6 months

= who Shopped for LIFE INSURANCE Online in the past 6 months m CHI
CHI  DMA  Scarborough R12026: Feb25-Feb26  Qual intab 220 CHICAGD ~ DMA  Scarborough R12026: Feb25-Feb26 ~ Qual Intab 4,001 Hubba rd Share of Everything
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Items shopped for on the Internet past 6 months: Finance/Insurance: Insurance - life



Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months spend an average of 2 days, 14 hours, 2
minutes and 17 seconds each week with All Forms of Media.

79.3% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months spend an avg. of 8 hours and 51 minutes each
week listening to All Local AM/FM Radio, representing 11.3% of total time spent with all forms of Media.

o yobi

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

Weekly
Reach %:

v 53,0%
who Shopped for LIFE
INSURANCE Online in the past
% of Total 6 months

Weekly H:M:

Avg. Weekly
Hours:Minutes:

®m who Shopped for LIFE INSURANCE Online in the past 6 months m WDC

WwDC  DMA Scarborough R1 2026: Mar25-Mar26 Qual Intab 338 WASHINGTON, DC DMA Scarborough R1 2026: Mar25-Mar26 Qual Intab 5703 Hub ba rd Shar-fe “fn Evtehr-_ything
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Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months spend an average of 2 days, 18 hours, 44
minutes and 15 seconds each week with All Forms of Media.

81.6% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months spend an avg. of 8 hours and 16 minutes each
week listening to All Local AM/FM Radio, representing 10.1% of total time spent with all forms of Media.

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

Weekly
Reach %:

Adults 18 or older
Concurrent
vsoge ¥: 57.6%
who Shopped for LUFE SEA
INSURANCE Online in the past
6 months

m who Shopped for LIFE INSURANCE Online in the past 6 months H SEA
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Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months spend an average of 2 days, 23 hours,
minutes and 3 seconds each week with All Forms of Media.

90.4% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months spend an avg. of 9 hours and 50 minutes each
week listening to All Local AM/FM Radio, representing 12.5% of total time spent with all forms of Media.

Weekly
Reoach %:

Avg. H:M:5/week with All Forms of Media:

Adults 18 or older
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Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months spend an average of 2 days, 0 hours, 23
minutes and 57 seconds each week with All Forms of Ad-Supported Media.

81.1% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months spend an avg. of 8 hours and 32 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 14.3% of total time spent with all forms of Ad-Supported Media.

ER >
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Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months spend an average of 2 days, 6 hours, 54
minutes and 40 seconds each week with All Forms of Ad-Supported Media.

84.4% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months spend an avg. of 9 hours and 4 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 13.9% of total time spent with all forms of Ad-Supported Media.

Avg. H:M:S/week with All Forms of Ad-
Supported Media: Adults 18 or older
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Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months spend an average of 1 days, 18 hours, 29
minutes and 53 seconds each week with All Forms of Ad-Supported Media.
74.7% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months spend an avg. of 8 hours and 19 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 14.6% of total time spent with all forms of Ad-Supported Media.
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| Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months spend an average of 1 days, 16 hours, 34
minutes and 40 seconds each week with All Forms of Ad-Supported Media.
76.9% of Aduits 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months spend an avg. of 7 hours and 2 minutes each week
| listening to Local Ad-Supported AM/FM Radio, representing 13.3% of total time spent with all forms of Ad-Supported Media.
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| Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months spend an average of 1 days, 21 hours, 16
minutes and 15 seconds each week with All Forms of Ad-Supported Media.
85.7% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months spend an avg. of 8 hours and 15 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 15.7% of total time spent with all forms of Ad-Supported Media.
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Top-13 All Forms of Media (Persons & % Reach): Adults 35 - 64
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Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months spend an average of 6
hours and 54 minutes each day with All Forms of Ad-Supported Media. 81.1% listen to Local AM/FM
(Local Radio delivers 14.3% of Time with Ad-Supported Media.)
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Radio for an avg. of 77.8 minutes/day.

| Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months spend an average of 7
hours and 50 minutes each day with All Forms of Ad-Supported Media. 84.4% listen to Local AM/FM
(Local Radio delivers 13.9% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 35 - 64
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| Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months spend an average of 6
hours and 4 minutes each day with All Forms of Ad-Supported Media. 74.7% listen to Local AM/FM
Radio for an avg. of 71.3 minutes/day. (Local Radio delivers 14.6% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 35 - 64
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| Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months spend an average of 5
hours and 47 minutes each day with All Forms of Ad-Supported Media. 76.9% listen to Local AM/FM
Radio for an avg. of 60.3 minutes/day. (Local Radio delivers 13.3% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 35 - 64

{Average Week]
Search (Google, Bing, etc.)

Billboards & Signs (Weekly Drivers)

ial/Real Estate (Websites/Apps)

e/
News/Weather /Sports (Websites/Apps)
Email/Text/IM/Zoom,etc. (Personal & Work)
Facebook

Local AM/FM Radio

Games/Fantasy/Betting Sites

Instagram

Netflix

Amazon Prime /IMDb/FireTV

Non-Premium Cable TV Networks

Total Persons:

Mm utes/day with All
lia: Adults 35 - 64

!

SEA
FETEE ™ i e i
past 6 months
1385 os's
» who Shopped for LIFE INSURANCE Online in the past 6 months mSEA

Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 - 64

% Time Spent:

(average oay

Email/Text/IM/Zoom,etc. | Search (Google,
(Personal & Work) Bing, etc.)
a47.7

Games/Fanta

Local AM/FM Radio

Billboards &
Signs
(Weekly
Drivers)
30.7

70.9

News/Weathe
r/Sports
(Websites/A...

Amazon
Prime/IMDb/
FireTV...

Non-Premium Cable
TV Networks
54.6

Facebook

0%

Local AM/FM Radio
72.0

Non-Premium Cable
TV Networks
708

Email/Text/IM
[Zoom,etc.
(Personal &

Work)
445

Billboards &
Signs (Weekly
Drivers)
449

Games/Fan
tasy/Bettin
g Sites
241

Search (Google,
Bing, etc.)
335

Instagram
29.1

News/
Weathe
r/Sports
{Webs...

Facebook

4.7

Amazon

Prime/IMDb/

FireTV...

Gr
oc
ery
S...

Banking/Fin...

= who Shopped for LIFE INSURANCE Online i

n the past 6 months

W SEA

Top-13 All Forms of Ad-Suggorted Media (Persons & % Reach): Adults 35 - 64

(average Week)
Search (Google, Bing, etc)

Grocery Stores

Billboards & Signs (Weekly Drivers)

s/ ts

Facebook

Local AM/FM Radio
Email/Text/IM/Zoom,etc. (Personal & Work)
Instagram

Shopping (ind. Food/ Auctions/Travel, etc.)
Non-Premium Cable TV Networks

Local TV Stations

Amazon Prime /IMDb [FireTv

YouTube Video

SEA

Total Persons:

B
_
—HEI"
m_xmmwmmﬁw with All

Forms of Ad-Supported Media:
Adults 35 - 64

e

who Shopped for LIFE
T IR o e
S — T

past 6 months
» who Shopped for LIFE INSURANCE Online in the past 6 months
DMA Scarborough R1 2026: Mar25-Mar26 Qual Intab

mSEA
157

Top-13 All Forms of Ad-Supported Media (% Time Spent &

]
i

- [Average Day)

Avg. Minutes/day Spent): Adults 35 - 64

4 )
R

Amazon
Prime/IMDb/FireT
v
370

p

Non-Premium Cable TV
Networks
49.6

T8 [T
oo LN
!g

Billboards &
Signs (Weekly
Drivers)
30.7

Search
(Google, Bing,
etc.)
34.0

Facebook
221

Local TV Stations
86.3

oo

Shopping
(incl.
Food/Aucti...

Insta
gra
m
14.0

YouTu
be
Video
17.7

Email/Text/I
M/Zoom,etc.
(Per: | &
Work)
’)D Z

News/Weath
er/Sports...

Local AM/FM Radio
60.3

Groce...

Local TV Stations
82.6

Non-Premium
Cable TV Networks
67.1

My ool o Rl
Iy i h =5 N

Billboards & Signs

Local AM/FM Radio
63.5

Amazon
Prime/IMDb/F
ireTV
Facebook EER
40.8
Shopp
ing
(incl.
Food/
Auctio YouTube
ns/T.. = Video..

Instagram
232

Email/Text/IM
/Zoom,etc.
(Personal &

Work)
39.4

(Weekly Drivers)

449

Search

(Google, Bing,

etc.)
33.5

News/
Weath
er/s...

Groc...

= who Shopped for LIFE INSURANCE Online in the past 6 months

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

Items shopped for on the Internet past 6 months: Finance/Insurance: Insurance - life

HSEA
® Share of

soefa.ai

Everything

for Anything




| Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months spend an average of 6
hours and 28 minutes each day with All Forms of Ad-Supported Media. 85.7% listen to Local AM/FM
Radio for an avg. of 70.8 minutes/day. (Local Radio delivers 15.7% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 35 - 64
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6,760,690 or 81.1% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months
listen to Ad-Supported Local AM/FM Radio for an average of 73.3 minutes every day representing
37.8% of all time spent daily with Ad-Supported Audio.
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- 177,246 or 84.4% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months
E T H QS c "I listen to Ad-Supported Local AM/FM Radio for an average of 77.8 minutes every day representing
U 41.3% of all time spent daily with Ad-Supported Audio
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- 165,798 or 74.7% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months
listen to Ad-Supported Local AM/FM Radio for an average of 71.3 minutes every day representing
33.3% of all time spent daily with Ad-Supported Audio.
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- 87,846 or 76.9% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months
listen to Ad-Supported Local AM/FM Radio for an average of 60.3 minutes every day representing
37.6% of all time spent daily with Ad-Supported Audio.
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- 145,373 or 85.7% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months
listen to Ad-Supported Local AM/FM Radio for an average of 70.8 minutes every day representing
43.2% of all time spent daily with Ad-Supported Audio.
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6,760,690 or 81.1% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months
listen to Ad-Supported Local AM/FM Radio for an average of 73.3 minutes every day representing
37.8% of all time spent daily with Ad-Supported Audio.
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177,246 or 84.4% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months

listen to Ad-Supported Local AM/FM Radio for an average of 77.8 minutes every day representing
41.3% of all time spent daily with Ad-Supported Audio

Avg. Hours+Minutes/day with Ad-Supported
Audio: Adults 35 - 64
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| 165,798 or 74.7% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months
listen to Ad-Supported Local AM/FM Radio for an average of 71.3 minutes every day representing
33.3% of all time spent daily with Ad-Supported Audio.

Avg. Hours+Minutes/day with Ad-Supported
Audio: Adults 35 - 64
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| 87,846 or 76.9% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months
ETHCO S A '_ 3 listen to Ad-Supported Local AM/FM Radio for an average of 60.3 minutes every day representing
B 37.6% of all time spent daily with Ad-Supported Audio.

Weekly Avg. Hours+Minutes/day with Ad-Supported
Reach % 76.9% Audio: Adults 35 - 64
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145,373 or 85.7% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months
listen to Ad-Supported Local AM/FM Radio for an average of 70.8 minutes every day representing
43.2% of all time spent daily with Ad-Supported Audio.

Weekly Avg. Hours+Minutes/day with Ad-Supported
Reach % 85.7%

Audio: Adults 35 - 64
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Local AM/FM Radro Formats (Persons & % Reach): Adults 35 - 64
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= who Shopped for LIFE INSURANCE Online in the past 6 months

6,760,690 or 81.1% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months listen
to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Classic Hits, Adult Contemporary, Country,
Classic Rock, and Pop Contemporary Hit Radio.
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177,246 or 84.4% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months listen
to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Classic Hits, Album Adult Alternative, Classic

Rock, Adult Contemporary, and Country.

Local AM/FM Radio Formats (Persons & % Reach): Adults 35 - 64
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165,798 or 74.7% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months listen
to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Urban AC, Adult Contemporary, All News,
Urban Contemporary, and Classic Hits.
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Local AM/FM Radio Formats (Persons & % Reach): Adults 35 - 64
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87,846 or 76.9% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months listen to
Ad-Supported Local AM/FM Radio. The Top-5 Formats are All Sports, Country, Pop Contemporary Hit
Radio, Adult Contemporary, and Classic Rock.
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145,373 or 85.7% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months listen
to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Country, Classic Hits, Adult Contemporary,
Classic Rock, and Hot AC.
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' 5,605,887 or 67.3% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months
watch Ad-Supported Local TV Stations for an average of 71. minutes every day representing 34.8%
of all time spent daily with Ad-Supported Video.
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152,121 or 72.4% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months
watch Ad-Supported Local TV Stations for an average of 85.7 minutes every day representing 34.7%
of all time spent daily with Ad-Supported Video.
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157,286 or 70.8% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months
watch Ad-Supported Local TV Stations for an average of 51.5 minutes every day representing 35.8%
of all time spent daily with Ad-Supported Video.
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63,156 or 55.3% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months
watch Ad-Supported Local TV Stations for an average of 86.3 minutes every day representing 34.9%
of all time spent daily with Ad-Supported Video.
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103,025 or 60.8% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months
watch Ad-Supported Local TV Stations for an average of 43.4 minutes every day representing 30.4%
of all time spent daily with Ad-Supported Video.

Avg. Week A{Imgideo (Persons & % Reach): Adults 35 - 64
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5,605,887 or 67.3% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months
watch Ad-Supported Local TV Stations for an average of 71. minutes every day representing 34.8%
of all time spent daily with Ad-Supported Video.
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152,121 or 72.4% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months
watch Ad-Supported Local TV Stations for an average of 85.7 minutes every day representing 34.7%
of all time spent daily with Ad-Supported Video.

Weekly 72.4% Avg. Hours+Minutes/day with Ad-Supported

Reach % 70.4% o _ llshare O_fAd-suppOftEd video n Video: Adults 35 - 64
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157,286 or 70.8% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months
watch Ad-Supported Local TV Stations for an average of 51.5 minutes every day representing 35.8%
of all time spent daily with Ad-Supported Video.
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63,156 or 55.3% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months
watch Ad-Supported Local TV Stations for an average of 86.3 minutes every day representing 34.9%
of all time spent daily with Ad-Supported Video.
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B2
40.9%
SEA

38.9%
I

46.0% 46.1%

who Shopped for LIFE
INSURANCE Online in the
past 6 months

28.9%

24.2% 24.8%

22.5%

19.6% 19.6%

bi 16.2%
11.6% 12.1% 11.5%

Weekly
Total
Persons

5.7%

3.2%

I 12.9%

Reached: T2 156 1,042,395 49,851 1,168,427 52,547 1,033,438 44,480 915,179 25,662 440,202 22,108 542,345 13,274 270,573 16,501 257,728 22,406 363,062 28,3341 647,140
Local TV Cable TV Amazon YouTube Hulu AppleTV+ Netflix Disney+ Peacock TikTok
Average
Daily Mi
® who Shopped for LIFE INSURANCE Online in the past 6 months W SEA
SEA DMA Scarborough R1 2026: Mar25-Mar26 Qual Intab 157 SEATTLE-TACOMA DMA Scarborough R1 2026: Mar25-Moar26 Qual Intab 3,887 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. soef'a. for Anything =

Items shopped for on the Internet past 6 months: Finance/Insurance: Insurance - life



103,025 or 60.8% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months
watch Ad-Supported Local TV Stations for an average of 43.4 minutes every day representing 30.4%
of all time spent daily with Ad-Supported Video.
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[ 5,605,887 or 67.3% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months
E TH O S pait—— watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening, Local
B News - Morning, Comedies, Movies, and Dramas.

Local TV Station Programs (Persons & % Reach): Adults 35 - 64 Local TVStatJon Programs (% Time Spent & Avg. Minutes/day Spent): Adults 35 - 64
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Local TV Station Programs (Persons & % Reach): Adults 35 - 64
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152,121 or 72.4% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months
watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Morning, Local
News - Evening, Comedies, Movies, and Dramas.
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Local TV Station Programs (Persons & % Reach): Adults 35 - 64
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157,286 or 70.8% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months
watch Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Sports,
Comedies, Local News - Morning, Dramas, and National/Network News.
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| 63,156 or 55.3% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months
watch Ad-Supported Local TV Stations. The Top 6-Programs are Comedies, Local News - Evening,
Sports, Game Shows, Dramas, and Reality - Adventure.
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103,025 or 60.8% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months
watch Ad-Supported Local TV Stations. The Top 6-Programs are Movies, Sports, Local News -
Morning, Local News - Evening, Local News - Late, and Comedies.
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[ 6,604,713 or 79.2% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months
use Ad-Supported Social Media for an average of 132.4 minutes every day representing 27.6% of all
time spent daily with Ad-Supported Digital Media.
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| 169,523 or 80.7% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months
use Ad-Supported Social Media for an average of 140.4 minutes every day representing 26.6% of all
time spent daily with Ad-Supported Digital Media.
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| 164,664 or 74.2% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months
use Ad-Supported Social Media for an average of 119.7 minutes every day representing 26.8% of all
time spent daily with Ad-Supported Digital Media.
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[ 82,110 or 71.9% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months use

Ad-Supported Social Media for an average of 105.2 minutes every day representing 20.1% of all time

spent daily with Ad-Supported Digital Media.
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[ 139,443 or 82.2% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months
use Ad-Supported Social Media for an average of 167.8 minutes every day representing 32.5% of all
time spent daily with Ad-Supported Digital Media.
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- 6,463,303 or 77.6% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months
E T H Q S use Ad-Supported Facebook for an average of 43.1 minutes every day representing 34.1% of all time
B spent daily with Ad-Supported Social Media.
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- 154,690 or 73.6% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months
use Ad-Supported Facebook for an average of 43.8 minutes every day representing 29.7% of all time
spent daily with Ad-Supported Social Media.
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| 164,664 or 74.2% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months
use Ad-Supported Facebook for an average of 41.5 minutes every day representing 37.8% of all time
spent daily with Ad-Supported Social Media.
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75,821 or 66.4% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months use
Ad-Supported Facebook for an average of 22.1 minutes every day representing 23.5% of all time
spent daily with Ad-Supported Social Media.
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116,337 or 68.6% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months
use Ad-Supported Facebook for an average of 57.2 minutes every day representing 36.% of all time
spent daily with Ad-Supported Social Media.
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— 6,463,303 or 77.6% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months
S . = “ sn use Ad-Supported Facebook for an average of 43.1 minutes every day representing 34.1% of all time
spent daily with Ad-Supported Social Media.
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154,690 or 73.6% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months
E T H OS EETEN c "I use Ad-Supported Facebook for an average of 43.8 minutes every day representing 29.7% of all time
B spent daily with Ad-Supported Social Media.
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164,664 or 74.2% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months
use Ad-Supported Facebook for an average of 41.5 minutes every day representing 37.8% of all time
spent daily with Ad-Supported Social Media.
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| 75,821 or 66.4% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months use
Ad-Supported Facebook for an average of 22.1 minutes every day representing 23.5% of all time
spent daily with Ad-Supported Social Media.
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116,337 or 68.6% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months
use Ad-Supported Facebook for an average of 57.2 minutes every day representing 36.% of all time
spent daily with Ad-Supported Social Media.
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 35 - 64

(Average Week]
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Billboards & Signs (Weekly Drivers)

Walking in Towns, Cities, Downtown...
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Shopping Malls
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Podcasts

Spotify
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SiriusXm

YouTube Music

Retail Stores

= who Shopped for LIFE INSURANCE Online in the past 6 months

7,266,185 or 87.2% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months
spend an average of 57.3 minutes per day driving, seeing Billboards and Signs. 70.8% Listen to Local
Radio Stations Out-of-Home for an average of 50.3 minutes/
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 35 - 64

(average week] Total Persons:
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170,877 or 81.3% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months
spend an average of 40.1 minutes per day driving, seeing Billboards and Signs. 73.7% Listen to Local
Radio Stations Out-of-Home for an average of 53.5 minutes/da
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193,035 or 87.% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months
spend an average of 81.8 minutes per day driving, seeing Billboards and Signs. 65.2% Listen to Local
Radio Stations Out-of-Home for an average of 49. minutes/day.
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97,820 or 85.7% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months
spend an average of 30.7 minutes per day driving, seeing Billboards and Signs. 67.2% Listen to Local
Radio Stations Out-of-Home for an average of 41.4 minutes/day
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 35 - 64
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155,336 or 91.6% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months
spend an average of 46.9 minutes per day driving, seeing Billboards and Signs. 74.9% Listen to Local
Radio Stations Out-of-Home for an average of 48.7 minutes/da
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7,266,185 or 87.2% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months spend
an average of 57.3 minutes per day driving, seeing Billboards and Signs representing 34.3% of all Time
Spent with Ad-Supported Out-of-Home Media.
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170,877 or 81.3% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months spend

an average of 40.1 minutes per day driving, seeing Billboards and Signs representing 22.9% of all Time
Spent with Ad-Supported Out-of-Home Media.
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193,035 or 87.% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months spend an
average of 81.8 minutes per day driving, seeing Billboards and Signs representing 45.3% of all Time Spent
with Ad-Supported Out-of-Home Media.
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97,820 or 85.7% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months spend an

average of 30.7 minutes per day driving, seeing Billboards and Signs representing 22.8% of all Time Spent
with Ad-Supported Out-of-Home Media.
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74.9%

Weekly
Total
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Reached:
Average
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with Ad-Supported

ANI/FM Radio

Billbioards & Signs
(Weekly Drivers)

155,336 or 91.6% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months spend

an average of 46.9 minutes per day driving, seeing Billboards and Signs representing 32.% of all Time Spent
with Ad-Supported Out-of-Home Media.
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170,877 or 81.3% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months
spend an average of 40.1 minutes per day driving an average of 23.3 miles each day and are 116.4%
more likely to use Touhy Avenue than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 35 - 64 Top-26 Residential Zip Codes: Adults 35 - 64 Top-26 Employment Zip Codes: Adults 35 - 64
Dan Ryan Expressway (-90/1-94) ok | cos2s SR — 7% 60523 [ ————

.64% _ 5.72%
=08 60008 PEXU  0.76%
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Edens Expressway (1-04) [0 e 1oany i 22.8% 60067 [LFTSEI— .41% 6625 [ 21%
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Tristate Tollway (1-294/1-94)
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Route 64 (North Avenue) 60586 A II 214% — 60015 [OTTe 2.42%
Route 34 (Ogden Avenue) 60607 — 2.00% ﬁ = ﬁ 60607 (SRS 2.00%
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us20 B S 60177 T 1.05% 60031 BTN 099%
Route 120 YT 9% avg. Mﬂes/Day_ 60442 FONTEN 143% 60076 T,
Route 31 s D,M"g;‘m Foppedte e 2 60031 rr-al 60632 [P 02°%
Jane Addams Memorial Tollway (1-90) SN 'Nﬂﬂf::tcsﬂr:ﬁn the 60463 m 1.39% 60069 i 081%
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193,035 or 87.% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months
ET _H O S — spend an average of 81.8 minutes per day driving an average of 47.6 miles each day and are 226.9%
" ‘ more likely to use Route 214/Central Avenue than the Metro avera

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 35 - 64 Top-26 Residential Zip Codes: Adults 35 - 64 Top-26 Employment Zip Codes: Adults 35 - 64
1-95/1-495/Capital Beltway ) — c0.9% 20110 [EESS = 6.11% 22031 [ I—620%
1-66 22193 m 6.05% 20871 m 5.76%
1-295/Baltimore Washington Parkway 20871 m S 22182 [RPARTRNNN, 5%
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Pennsylvania Avenue 22152 PR RAEE 20004 JPEEERORS—— a0
I 20721 ST 4 0% 22033 [SERT—— 1%
_— T a.16% 20037 BT 3.28%
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Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 35 - 64
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Items shopped for on the Internet past 6 months: Finance/Insurance: Insurance - life

97,820 or 85.7% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months
spend an average of 30.7 minutes per day driving an average of 17.9 miles each day and are 196.%
more likely to use 6th Avenue (Puyallup) than the Metro average.

Top-26 Employment Zip Codes: Adults 35 - 64
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Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 35 - 64

Red Mountain Freeway (NE Loop 202)
I-10

Highway 51

-17
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McDowell Road
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Cave Creek Road

Bob Stump Memorial Parkway (Loop 303)
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Top-26 Residential Zip Codes: Adults 35 - 64
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Items shopped for on the Internet past 6 months: Finance/Insurance: Insurance - life

155,336 or 91.6% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months
spend an average of 46.9 minutes per day driving an average of 27.3 miles each day and are 69.3%
more likely to use 44th Street than the Metro average.

Top-26 Employment Zip Codes: Adults 35 - 64
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Top Residential Zip Codes: (Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months)
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31.4% of

Avg. Week All Print Media (Persons & % Reach): Adults 35 - 64

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

Local Daily Newspaper(s) (Sunday)
Books

New York Times (Daily+Sunday)

New York Times (Daily)

New York Times (Sunday)

Wall Street Journal (Daily)

USA Today (Daily)

All Local Weekly Newspapers

Magazines

Catalogs

Total persans:

Avg. Hours+Minutes/day with All
Print Media: Adults 35 - 64

NoEN mryrm

who Shopped for LIFE
INSURANCE Online in the past 6
months

# who Shopped for LIFE INSURANCE Online in the past 6 months WUSA

all time spent daily with All forms of Print Media

Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 - 64

% Time Spent:

2,266,135 or 27.2% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 11.3 minutes every day representing

Local Daily Newspaper(s)
(Sunday)
12.7

New York Times
(Daily+Sunday)
113

Direct Mail
Advertising
{excluding
Catalogs)

USA Today (Daily) 5%

125 New York Times (Daily)

Magazines

Wall Street
Journal (Daily) New York Times {Sunday)
131 1.6

New York Times
(Sunday)
9.2

Local Daily
Newspaper(s)
(Sunday}
10.8

‘Wall Street Journal
(Daily)
89

Local Daily
llunpu:!ls] (Daity

Magazines
8.1

New York Times
(Daily+Sunday)

USA Today (Daily)
8.4

New York Times
(Daily)

Catalogs)
6.8

Catalogs

81 3.2

® who Shopped for LIFE INSURANCE Online

in the past 6 months

= USA

Avg. Week Ad- Suggorted All Print Media (Persons & % Reach): Adults 35 - 64

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

Total persans.
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% Time Spent.

Avg. Day Ad-Supported Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 - 64
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80,337 or 38.2% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 15.4 minutes every day representing
43.6% of all time spent daily with All forms of Print Media.

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

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

Books

All Local Weekly Newspapers

Avg. Hours+Minutes/day with All

New York Times (Daily+Sunday)
Print Media: Adults 35 - 64

‘Wall Street Journal (Daily)
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B R ERE TR
N X

New York Times (Sunday)
e M -
2% m
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USA Today (Daily)
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» who Shopped for LIFE INSURANCE Online in the past 6 months ECHI

Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 - 64

Local Daily Newspaper(s)
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Wall Street Journal (Daily)
17.1
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154 13.7 1 .
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73 7.0
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New York
York Times
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5.9 37 3.7
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s New York

New York Local Daily
New York
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Avg. Week Ad-Supported All Print Media (Persons & % Reach): Adults 35 - 64
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L Newspaper(s) MNewspaper(s) Direct Mail Advertising  New York Times.
New York Times [Daily+Sunday) (Daity (excluging Catalogs) (Daity)
(Daity)... 20 01 710 i

Local Daity

(exciuding

Magazines | Catalogs)
5.9 5.7
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Avg. Week All Print Media (Persons & % Reach): Adults 35 - 64

Totol Persons:

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+Sunday)

New York Times (Daily)
New York Times (Sunday)
Wall Street Journal (Daily)
USA Today (Daily)
Magazines

Catalogs

All Local Weekly Newspapers

B ren il m

42,477 or 19.1% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 8.7 minutes every day representing

29.7% of all time spent daily with All forms of Print Media.

0.8%

18.1%

w Avg. Hours+Minutes/day with All 2
% : 4.0

Print Media: Adults 35 - 64

wha Shopped for LIFE
INSURANCE Online in the past 6
'months

= who Shopped for LIFE INSURANCE Online in the past 6 months

‘Avg. Day All Print Media (% Time Spent & Avg Minutes/day Spent): Adults 35 - 64

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

o
2
o8

Local Daily

New York Times
(Sunday)

Local Daily

¢ Newspaper(s) (Sunday) USA Today (Daily)

New York Times New York Times fr——
(Daily) (Daily+Sunday) Catalogs)
10.4 8.9 % 5.8

Local Daily
Newspaper(s)
(Sunday)
10.8

Newspaper(s)
(DailysSunday)

New York Times

New York Times
(Daily+Sunday)
8.4

Local Daily
Newspaper(s) (Daily
82

Local Daily
USA Today (Daily)
8.2

9.5

Advenising  Catalogs
New York (excluding 39
{Sunday) Times (Daily) Catalogs)

9.3 75 7.0 AlL.

WDC m who Shopped for LIFE INSURANCE Online

in the past 6 months

mWDC

Avg. Week Ad-Supported All Print Media (Persons & % Reach): Adults 35 - 64

Total persons:
Local Daily Newspa per(s) (Daily+Sunday)

Local Daily Newspaper(s) (Daily

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

New York Times (Daily+Sunday)

New York Times (Daily)

New York Times (Sunday)

Wall Street Journal (Daily)

USA Today (Daily)

4.4%

s R

cosor: PO

2.5%

All Local Weekly Newspapers 909 3.9% who Shopped for LIFE
= * INSURANCE Online in the past 6
ook P 8% mor

u who Shopped for LIFE INSURANCE Online in the past 6 months

Scarborou
All Graphs and soefa.ai Daro Modeling Copyright ©

h R1 2026: Mar25-Mar26 Qual Intab
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i Avg. Hours+Minutes/day with Ad-
Supported Print Media: Adults 35 - 64

Avg.

% Time Spent.

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

vg. Minutes/day Spent): Adults 35 - 64

Lacal Daily Newspaper(s)

Sundar
; 92 i Local Daily

Newspaper(s) New York Times
New York Times (Daity (Sunday)
(Daily) 8.2 | 73
10.4 m -

USA Today (Daily)

%:-:‘-.-:'—-.'— 538 R E

Local Daity
Newspaper(s)
(Sunday)
10.8

New York Times (Sunday)
9.3

USA Today (Daily)

Local Daily Newspaper(s)

338

Items shopped for on the Internet past 6 months: Finance/Insurance: Insurance - life

% Direct
6.8 Mail
Advertisi
ng
m (excludin (excludin
£ Local Daily Newspaper(s} Wall Street Journal E [
WDC Magazines (Daily+Sunday] {Daily) Catalogs) Magazines Wall Street Jounal (Daily)  New York Times (Daily) Caralogs)
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32,290 or 28.3% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 11.2 minutes every day representing
27.3% of all time spent daily with All forms of Print Media.

Avg. Week All Print Medm (Persons & % Reach): Adults 35 - 64

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

Local Daily Newspaper(s) (Daily

New York Times (Daily+Sunday)

Books

New York Times (Sunday)

New York Times (Daily)

Wall Street Journal (Daily)

USA Today (Daily)

All Local Weekly Newspapers

Magazines

Catalogs

Totol Per

-l

Avg. Hours+Minutes/day with All
Print Media: Adults 35 - 64

who Shopped for LIFE
INSURANCE Online in the past 6
months

MH 2%
T ek T o

= who Shopped for LIFE INSURANCE Online in the past 6 months BSEA

Avg. Day All Print Media {% Time Spent & Avg. Minutes/day Spent): Adults 35 - 64

New York Times
(Sunday)
15.9

Local Daily
Newspaper(s)
(Sunday)
123

New York Times
(Daity+Sunday)
134
Wall Street Journal
(Daily)
15.6

Local Daily
Newspaper(s) (Daily
10.2

Direct Mail
Advertisin
E
{excluding
New York Times (Daily) | Catalogs)
11.0 5.9

Local Daity
Newspaper(s)
(Sunday)
111

Local Daily
Newspaper(s)
(Daily
9.0

USA Today (Daily)
94

Magazines
New York Times 13
(Daily+Sunday)

8.8

New York Times
{Sunday)
10.0

Direct Mail
Advertising
(excluding Catalogs)
74

Wall Sreet Journal New York Times
(Daity) (Daily) Catalogs
9.8 7.6 3.1

m who Shopped for LIFE INSURANCE Online

in the past 6 months

m SEA

Avg. Week Ad-Supported All Print Media (Persons & % Reach): Adults 35 - 64

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

Local Daily Newspaper(s) (Daily

New York Times (Daily+Sunday)

New York Times (Sunday)

New York Times (Daily)

Wall Street Journal (Daily)

USA Today (Daily)

All Local Weekly Newspapers
Magazines

Catalogs

Books

Qual
All Gmphs ond soefo.ai Dﬂ'ta Modeling Capynghr © 2026 Hubbard Broadcasting, Inc. LLC. All nghts reserved.

Total persans:

Avg. Hours+Minutes/day with Ad-
Supported Print Media: Adults 35 - 64
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157

. Day Ad-Supported Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 - 64

USA Today (Daily)
159

New York Times
(Daily+Sunday)

Wall Street Journal (Daily)
15.6 13.4

Local Daily Newspaper(s)
(Sunday)
123

Local Daily
New York Times | NEWSpaperis)
{Daily) (Daily.
110 10.2
Local Daily Newspaper(s)
(Daily+Sunday)
1.2

Direct Mail
{exclud;

Local Daily
Newspaper(s)
(Sunday)
111

Local Daily
Newspaper(s)
(Daily+Sunday)

10.0

mmu:::(mma oot by

Newspaper(s) New York Times

(Daity {Daily+Sunday)
8.0 88

Wall Street Journal (Daily)

New York Times (Daily)
76
Direct
[
Advertisin
g
(excluding
Magazines Catalogs)
7.3 71

USA Today (Daily)
94
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Avg. Week All Print Mgdiq (Persons & % Reach): Adults 3"5 -64

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

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

All Local Weekly Newspapers

New York Times (Daily+Sunday)

Wall Street Journal (Daily)

New York Times (Daily)

New York Times (Sunday)

Catalogs

USA Today (Daily)

Magazines

mr 2%
SR L

w who Shopped for LIFE INSURANCE Online in the past 6 months

8 9%

Avg. Hours+Minutes/day with All
Print Media: Adults 35 - 64

who Shopped for LIFE

INSURANCE Online in the past 6

months

W PHX

| 37,283 or 22.% of Adults 35 - 64 who Shopped for LIFE INSURANCE Online in the past 6 months read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 14.3 minutes every day representing
24.2% of all time spent daily with All forms of Print Media.

Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 - 64

% Time spent:

E s e & £ RN X = E

New York Times (Sunday)
186

USA Today (Daily)
243

New York Times
(Daily+Sunday)
16.7

Wall Street Journal
(Daily)
18.7

Local Daily
Newspaper(s)
{Sunday)
15.6

New York Times

(Daily)
14.7

Direct
Mail
Advertisin
[
[CE
Catalogs...

Jou

Local Daily
Newspaper(s)
(Sunday)
9.5

New York Times
{Sunday)
76

Wall Street 6.2

New York Times
(Daity+Sunday)

Local Daily
Newspaper(s)
(Daily
75

USA Today {Daily)

I {Daily)

New York
Times
{Daily)

48

62

® who Shopped for LIFE INSURANCE Online

in the past 6 months

W PHX

Avg. Week Ad-Supported All Print Media (Persons & % Reach): Adults 35 - 64

Total persons:

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

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

All Local Weekly Newspapers

New York Times (Daily+Sunday)

Wall Street Journal (Daily)

New York Times (Daily)

New York Times (Sunday)

Catalogs

USA Today (Daily)

Magazines

Books

= who Shopped for LIFE INSURANCE Online in the past 6 months

DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab
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Avg. Hours+Minutes/day with Ad-
Supported Print Media: Adults 35 - 64

‘who shopped for LIFE PHX
INSURANCE Online in the past 6
months
HPHX
121

Avg. Day Ad-Supported Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 - 64

% Time spent-

m

USA Today (Daily)
243

| Local Daily Newspaper(s)
(Sunday)
15.6

Wall Street Journal
{Daily)
187

New York Times {Daily)
14.7

New York Times
(Daily+Sunday)
16.7

Local Daily
- Newspaper(s)
{Daity+Sunday)
14.3

Local Daily
Newspaper(s)

(Daily
13.0

New York Times {sunday)
7.6

Local Daily
Newspaper(s)
(Sunday)
9.5

Local Daily Newspaper(s)
¢Dar!y

Local Daily
Newspapet(s)
(Daily+Sunday) Magazines
85 71

Wall Street
Journal (Daily)

New York Times
(Daity+Sunday)
6.2

USA Today (Daily)
6.2
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Social Media

Websites
Broadcast, Cable, & Sat TV

Direct Mail

“Advertising Actions"

P35-64 who Shopped for LIFE INSURANCE Online in the past 6 months
(Shopped/Visited/Bought past 3mos Due to Ads on %)

55,672,677

47,557,549

31,138,155 23.6%

35,671,620 27.0%

Local AM/FM Radio

17.8%

Video Streaming Services
Local Broadcast TV
Billboards

Cable TV Networks
Podcasts

Newspapers

Audio Streaming Services

21,479,427 16.3%

i —
F

19,743,194 14.9%

13,993,155 10.6%

18,953,190 14.3%

17,397,331 13.2%

USA

13,250,384 10.0%

14,820,952 11.2%
m P35-64 who Shopped for LIFE INSURANCE Online in the past 6 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
m P35-64 USA 6.ﬂ%’ER.v\GE (Shopped/Visited/Bought past 3mos Due to Ads on %)

USA DMA Scarborough R12026: Jan25-Mar26  Qual Intab: * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. SO e a . al for Anything =
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"Advertising Actions"

P35-64 who Shopped for LIFE INSURANCE Online in the past 6 months
(Shopped/Visited/Bought past 3mos Due to Ads on %)

T e
Websites 1,278,895 34.1% : |
Broadcast, Cable, & Sat TV | T
Direct Mall . — I Ty
Biliboards
el o o —
Video Streaming Services |
Local Broadcast TV |

Cable TV Networks [ 530,080 14.4%

Audio Streaming Services |
- : CHICAGO
Podcasts e AT

pap | 358640 9.6%

m P35-64 who Shopped for LIFE INSURANCE Online in the past 6 months (Shopped/Visited/Bought past 3mos Due to Ads on %)

M P35-64 CHICAGO AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
CHICAGO DMA Scarborough R12026: Feb25-Feb26 Qual Intab: 101 soefh ai Share of Everything
L]

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

Social Media
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Websites

Social Media

Broadcast, Cable, & Sat TV

"Advertising Actions"

P35-64 who Shopped for LIFE INSURANCE Online in the past 6 months
(Shopped/Visited/Bought past 3mos Due to Ads on %)

1,120,394 38.3%
1,352,211 46.3%

725,693 24.8%

Direct Mail grtrrrs 23.6%
Local AM/FM Radio 436.531 16.7%
Cable TV Networks i T
Local Broadcast TV
Billboards '

Video Streaming Services

Podcasts

336,148 11.5%

478,085 16.4%

406,223 13.9%
i - - ; ‘ WASHINGTON, DC
= ’
Audio Streaming Services v 11.5% _
Newspapers S Sy
= P35-64 who Shopped for LIFE INSURANCE Online in the past 6 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
M P35-64 WASHINGTON, DC AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
WASHINGTON, DC DMA  Scarborough R12026: Mar25-Mar26  QualIntab: 185 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. SO Efa B al for Anything
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Websites

Direct Mail
Social Media
Broadcast, Cable, & Sat TV

Video Streaming Services

"Advertising Actions"”

P35-64 who Shopped for LIFE INSURANCE Online in the past 6 months
(Shopped/Visited/Bought past 3mos Due to Ads on %)

851,114 38.0%
619,871 27.7%
932,744 41.6%

476,671 21.3%

358,491 16.0%

Billboards 195,300 B e
Local AM/FM Radio e o
Audio Streaming Services St 30300
Podcasts S =
Newspapers o S '

Cable TV Networks e o
® P35-64 who Shopped for LIFE INSURANCE Online in the past 6 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
M P35-64 SEATTLE-TACOMA AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)

SEATTLE-TACOMA DMA  Scarborough R1 2026: Mar25-Mar26  Qual Intab: 87 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright ® 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. soera.ail for Anything &
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"Advertising Actions"

P35-64 who Shopped for LIFE INSURANCE Online in the past 6 months
(Shopped/Visited/Bought past 3mos Due to Ads on %)

Websites

788,161 35.3% |

Social Media preyen 38.6%

Broadcast, Cable, &Sat TV  peoprm 19.6%

Video Streaming Services

308,530 13.8%

Local AM/FM Radio 382,016

Direct Mail

579,368

Billboards

253,331 11.4% .
Newspapers 225,823 10.1%
Local Broadcast TV 202,474 158 7
Audio Streaming Services

Cable TV Networks 250,854 e
® P35-64 who Shopped for LIFE INSURANCE Online in the past 6 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
H P35-64 PHOENIX AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)

PHOENIX DMA Scarborough R12026: Feb25-Feb26 Qualintab: 71 * Share of Everything
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