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3.8% or 7,458,059 of USA DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.
Typical Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos are 58.4 years old
(1.5% older than average) and have a $144,301 (18.7% higher than average) annual household income.
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3.8% or 106,534 of MSP DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.
Typical Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos are 54.4 years old
(5.4% younger than average) and have a $152,151 (27.3% higher than average) annual household income.
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4.7% or 85,921 of STL DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.
Typical Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos are 56.4 years old
(2.5% younger than average) and have a $124,478 (13.6% higher than average) annual household income.
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3.8% or 52,959 of CIN DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.
Typical Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos are 57.7 years old
(.3% older than average) and have a $135,104 (27.1% higher than average) annual household income.
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2.2% or 33,930 of WPB DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.
Typical Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos are 62.3 years old
(2.3% older than average) and have a $128,417 (18.6% higher than average) annual household income.
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2.2% or 33,930 of WPB DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.
Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos are 70.% more likely to
be a college graduate, 7.6% more likely to work full-time, 37.2% more likely to be married, 1.6% less
likely to be a grandparent of 1 or more children under

e 9.
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3.8% or 7,458,059 of USA DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos
Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos are 32.1% more likely to
own their home, 5.3% more likely to own a higher valued home, 16.8% more likely to have a single-family
home, 25.5% more likely to have a dog.
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family home, 50.5% more likely to have a dog.

m Own/Rent/Other:Adults 35 or older

. 3.8% or 106,534 of MSP DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.
Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos are 23.2% more likely to

own their home, 45.6% more likely to own a higher valued home, 21.6% more likely to have a single-
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m Own/Rent/Other:Adults 35 or older

| 4.7% or 85,921 of STL DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.
Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos are 26.9% more likely to

own their home, 4.3% more likely to own a lower valued home, 15.% more likely to have a single-family
home, 16.1% more likely to have a dog.
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| 3.8% or 52,959 of CIN DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.

Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos are 30.% more likely to

own their home, 8.7% more likely to own a higher valued home, 27.2% more likely to have a single-family
home, 74.7% more likely to have a dog.
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m Own/Rent/Other:Adults 35 or older
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2.2% or 33,930 of WPB DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.
Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos are 30.1% more likely to

own their home, 63.3% more likely to own a higher valued home, 34.5% more likely to have a single-
family home, 23.2% more likely to have a dog.
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3.8% or 7,458,059 of USA DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.
Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos are 2.7% less likely to look
up D-I-Y advice online, 5.6% more likely to always vote in local elections, 35.5% more likely to belong to a
gym, 22.% more likely to fly domestic past

al Activity: Adults 35 or older

43.0% k& 125.2%

Registered to Vote Democrat/Lean  Republican / Lean Independent / None
(In District of Residence) Democrat Republican of These

Presidential Elections: Always

Presid | Elections:

23.3%)
Statewide Elections: Always _
Ol i 5 5 6 o e e

yTop-20 past 30-days Online Lifestyle Activites: Adults 35 or older

Health Recipes / Restaurant  Do-it-Yourself Onirﬂ Phone  Medical Home/ ﬂnuill?ill Apparel/  JobSearch/ Relgion/  Take Online Career Education tectronk  Genealogy  Homework Parenting/ Elections:
Information p::::u;:;; "';".'.Z“,'" advice n:;m:-u '::':::ﬂ Gardenideas Information Beauty ideas Postresume Spirtualty  Clsses  Development (:;s:::. mvite po:’:;;;nx i;.:;ﬁ: Family advice  Service Local Elections: Always
bor i o o= Local Elections: Sometimes e SHOE
# who Plan to Switch and Bundle HOME+AUTO INS next 12mos mUSA wwho Plan to Switch and Bundle HOME+AUTO INS next 12mos mUSA
(s
Wm?'op-.go past 12-months Active Lifestyle Activites: Adults 35 or older ‘M Past 12-months Domestic Airline Trips: Adults 35 or older

e R 15,7
i 1%

S5

i " 2’2%
s e

6.2% Flew Domestic past year:
10+ trips  px 4.1% Avg. # Domestic Flights:

Giling-  Gandening tawnCare  Bicyding  Swimming  Volunteer ongto  Sewing- Camping Fishing Jogging - Bowling -:mupnmm Yoga-pilates  Aduk Followa  Basketbal Camgwerof  Football Tennts Hunting  Competitive  Softball- Snow Skiing- Organized
Outdoor  ([Flowersor Wark mmn; Ihallh chh o Cralts Running Continuing  Weight Lass. Aging Parent Video Gaming  Baseball Snowboarding Road Race
Cooking  Vegetbles) education  Progmm or Relative (5%,
Marathon,
= who Plan to Switch and Bundie HOME+AUTO INS next 12mos mUSA ]

USA USA Projection Scarborough R1 2026: Jan25-Mar26 Qual Intab 731
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbaord Broadcasting, Inc. LLC. All rights reserved.

[(((Own or rent residence (HHLD): Own AND (Number of vehicles (HHLD): 1:Vehicle OR Number of vehicles (HHLD): 2:Vehicles OR Number of vehicles (HHLD): 3:Vehicles OR Number of vehicles (HHLD): 4 or more: Vehicles)) AND Home/rent insurance-plan to switch provider next 12 mo(HHLD): Yes) AND Auto insurance - plan to switch provider next 12 mths (HHLD): Yes)]



3.8% or 106,534 of MSP DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.
Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos are 8.5% more likely to
look up D-I-Y advice online, 30.% more likely to always vote in local elections, 94.7% more likely to belong
to a gym, 13.2% more likely to fly domestic past

. -
o
Top-20 past 30-days Online Lifestyle Activites: Adults 35 or older
Registered to Vote Democrat/ Lean  Republican / Lean Independent / None
(In District of Residence) Democrat Republican of These
Presidential Elections: Always _
Presidential Elections: i e
j j H ﬂ —H ﬂ h M m Statewide Elections: A.'wa)e _
Redipes / Health Restaurant  Do-t-voursel Online Phone  Medical Home/ FRness/Diet JobSearch/  Apparel / Religion / Edwaton Career Electronic lil«unlne Genealogy Homework  Parenting/ i E,m'.m %
ST e AR A RN SC i AR ot e S WS e iy T Local Electons: Always
Pt Aepacrie, L Local Elections: Sometimes
w who Plan to Switch and Bundle HOME+AUTO INS next 12mos u MSP = who Plan to Switch and Bundle HOME+AUTO INS next 12mos " msP

WﬁTop-&'D past 12-months Active Lifestyle Activites: Adults 35 or older % Past 12-months Domestic Airline Trips: Adults 35 or older
iy 16.3%

2 twips 1 T

trips ﬁ}& 7.7%

Ags %5.8%

-~
5.0 trips — 39.1%
: 00.0% Flew Domestic past year:
Lo+ rips ﬁ 2.0% . # Domestic Fl 5
i h “ h o Bz o .z P B I.. B =

Griling-  tawnCare  Gardening Bicyding Fishing Volunteer Hiking-  Swimming  Camping Sewing - selong to Bowling  Yoga- Pilates nmup fitmess  logging - Hunting aduk Camgiverof  Followa  Basketbal Snowskig- Football  Competitive  Tennis Socoer softball-  Organized
Outdoor [Flowess or work  Backpadking Crafts  Health Club or Running Continuing  Aging Parent Weight Loss Snowbaarding Video Gaming Baseball  Road Race
Cooking vegembles) Gym Education  ormelative  Progmm (s%,
Marathon,
» who Plan to Switch and Bundle HOME+AUTO INS next 12mos u MSP -]

MSP DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 56
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

[(((Own or rent residence (HHLD): Own AND (Number of vehicles (HHLD): 1:Vehicle OR Number of vehicles (HHLD): 2:Vehicles OR Number of vehicles (HHLD): 3:Vehicles OR Number of vehicles (HHLD): 4 or more: Vehicles)) AND Home/rent insurance-plan to switch provider next 12 mo(HHLD): Yes) AND Auto insurance - plan to switch provider next 12 mths (HHLD): Yes)]



Restaurant Do-t-Younse¥  Medical
Meal Planning Information Information /

fvideocall Gardenidess information Beauty idess Postresume  Spituaity Development (Research it (Youorvour Famityadvke (snapfsh,  service

4.7% or 85,921 of STL DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.
Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos are 22.4% less likely to
look up D-I-Y advice online, 2.1% more likely to always vote in local elections, 33.7% more likely to belong
to a gym, 19.7% more likely to fly domestic pas
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3.8% or 52,959 of CIN DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.
Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos are 60.5% more likely to
look up D-I-Y advice online, 3.6% more likely to always vote in local elections, 74.9% more likely to belong
to a gym, 35.2% more likely to fly domestic pas
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2.2% or 33,930 of WPB DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.
Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos are 58.3% more likely to
look up D-I-Y advice online, 8.6% more likely to always vote in local elections, 42.% more likely to belong to
a gym, 9.4% less likely to fly domestic past

-Top 20 past 30-days Online Lifestyle Activites: Adults 35 or older or older

o,
Registered to Vote Democrat/Lean  Republican / Lean Independent / None
(In District of Residence) Democrat Republican of These
Presidential Elections: Always m
Presidential Elections: i ™
Statewide Elections: Alwaw e
| | (o

e Elections: S ﬁ
Health Redpes/ Restaurant  Do-it-yourse¥  Medical  Onkine Phone  Home/ Fitness/Diet  Apparel / Religion /  Job Search/ Take Onkine Career Electroni Genealogy Education  Homework  Photography Online Dating Parenting/
nformation Meal planning information /  Advice ices/  /videocall Gardenidess information Beaury idess spiitual resume  Cuasses  Development  imvi esearch  (vouorvowr  {snapfis ice  Family advice
Wkt SR PN ek LRG0 A (RS cbertu i WG, SO0 PR D, IR 8 RE. e R ek -3
B~ bl oy o=k Local Elections: Sometimes
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@ﬂ Top-30 past 12-months Active Lifestyle Activites: Adults 35 or older ‘M Past 12-months Domestic Airline Trips: Adults 35 or older
: 10.3%
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Past 30-days QSR Users: Adults 35 or older
—
o

= who Plan to Switch and Bundle HOME+AUTO INS next 12mos

Total Monthly QSR Users:
89.9%

1 time

2 times

3 times

4 times

5 times

6-9times

10times or more

musa

Avg. Monthly QSR Meals:

Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS
QSRs past mo., 15.6% more likely to use Sit-Down Restaurants past
past yr., 16.9% less likely to smoke cigarettes.

3.8% or 7,458,059 of USA DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.

next 12mos are 9.2% more likely to use
mo., 1.3% more likely to use Casinos

Past 30-days Sit-Down Restaurant Users. Adults 35 or older

Drank Past 30-days. Adults 35 or o!der

Any Type of Beer

_'

Liquor
Wine
Domestic Regular Beer

Domestic Light Beer

Imported Beer o - v
: 14.2% i
Microbrew / Craft Beer 1.796 i
# who Plan to Switch and Bundle HOME+AUTO INS next 12mos mUSA

USA USA Projection Scarborough R1 2026: Jan25-Mar26

Qual intab

Top-10 Cuisines: Adults 35 or older

q (Sit-Down Restaurants Used Past 30-days)
¢ time 17.3% -
s
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i
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% . eian chw oo mie o Whps Swdess Sl Uk e
- cmmm s.msnaz
10times or more 6%
= who Plan to Switch and Bundle HOME+AUTO INS next 12mos mUSA = who Plan to Sitchand Bundk s mUsA
Total Monthly Sit-Down R Users:  Avg. Monthly Sit-Down R ant Meals: Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
83.6% 72.3% wha Plan to Switch and Bundle HOME+AUTO INS next... GaSi M 13.8%

(XM 30,567,661

15.6%

Past 12 months Casmo Activities: Adults 35 or older
Slot Machines

Table Games (Craps, Poker, etc.) prewees

14894 ljﬂ
o impl

Bar / Nightclub
Upscale Restaurant
Stage Show / Concert
Sports Betting

Spa

Other Gambling Casinos visited past 12

‘ 1%

Used Past 30-days: Adults 35 or older

%

= who Plan to Switch and Bundle HOME+AUTO INS next 12mos

mUSA
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Past 30-days QSR Users: Adults 35 or older

Iq o
s
3times -mm
Atime
st

10 times or more

9.6%

= who Plan to Switch and Bundle HOME+AUTO INS next 12mos uMSsP

Total Monthly QSR Users: Avg. Monthly QSR Meals:
87.6%

82.7%

past yr., 130.5% more likely to smoke cigarettes.

Past 30-days Sit-Down Restaurant Users: Adults 35 or older

e
3 times h-m
4tmes
5 times 0%
6-9times

6.0%

10 times or more

w who Plan to Switch and Bundle HOME+AUTO INS next 12mos
Total y Sit-Down

u MSP
Avg. Monthly Sit-Down Restaurant Meals:

— 008 904 n

Users:
71.2%

78,

Drank Past 30-days: Adults 35 or older
tiquor
Ay Type ofBeer

Domestic Light Beer
Wine
Domestic Regular Beer

Imported Beer

525,660 18.6% )
r 25.2%
13.0%

- Vv
¥

Microbrew / Craft Beer

= who Plan to Switch and Bundle HOME+AUTO INS next 12mos uMSP

DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab

3.8% or 106,534 of MSP DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.
Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos are 5.9% more likely to use
QSRs past mo., 9.6% more likely to use Sit-Down Restaurants past mo., 41.9% more likely to use Casinos

Top-10 Cuisines: Adults 35 or older

(Sit-Down Restaurants Used Past 30-days)

ihiiLLaiw

chinese mexican  wings/ Coffee  gagel/  iman steskhouse Upscale  indian/
Dwgers/ House/ Donut/ Thai /
Sports Bar Coffee Bar  Bakery Other
asizn
» who Pan to Switch and Bundle HOME+AUTO INS next 12mos. -MSP

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
o Plan to Switch and. next... 10.8%

9.9%

L 279,125

Past 12 months Casino Activities: Adults 35 or older

269,591 9,6%

Slot Machines

Stage Show / Concert

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

Upscale Restaurant

Sports Betting

Used Past 30-days: Adults 35 or older
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I 1time
% 2 times

3 times
4 times

5 times

6-9times

18.4%

= who Plan to Switch and Bundle HOME+AUTO INS next 12mos

Total Manthly QSR Users: Avg. Monthly QSR Meals:

10times or more

mSTL

4.7% or 85,921 of STL DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.

Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS

next 12mos are 2.3% more likely to use

QSRs past mo., 16.2% more likely to use Sit-Down Restaurants past mo., 8.% less likely to use Casinos past

yr., 72.7% less likely to smoke cigarettes.

Past 30-days Sit-Down Restaurant Users: Adults 35 or older
€

¥

1time 19.1%
18 8%

2 times
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10times or more 1
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Total Monthly Sit-Down R Users:  Avg. Monthly Sit-Down R ant Meals:
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-
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Top-10 Cuisines: Adults 35 or older
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slot Machines g
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I 1time
% 2 times

3 times
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5 times
6-9times

10times or more

= who Plan to Switch and Bundle HOME+AUTO INS next 12mos ECIN

Avg. Monthly QSR Meals:

Total Manthly QSR Users:

3.8% or 52,959 of CIN DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.

Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS

QSRs past mo., 22.9% more likely to use Sit-Down Restaurants past mo.,

yr., 52.5% less likely to smoke cigarettes.

next 12mos are 3.4% more likely to use
.6% less likely to use Casinos past

Past 30-days Sit-Down Restaurant Users: Adults 35 or older
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¥
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2 times
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92.8% 75.5%

Drank Past 30-days. Adults 35 or older
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Microbrew / Craft Beer
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Top-10 Cuisines: Adults 35 or older

(Sit-Down Restaurants Used Past 30-days)
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Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
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Past 12 months Casino Activities: Adults 35 or older

Slot Machines

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

Upscale Restaurant

Stage Show / Concert

Sports Betting

Other Gambling
519,060

Spa Casinos visited past 12 months: Yes
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1 time
2 times
3 times
4 times

10times or more

# who Plan to Switch and Bundle HOME+AUTO INS next 12mos EWPB
Total Monthly QSR Users: Avg. Monthly QSR Meals:
60.1% 79.6%

2.2% or 33,930 of WPB DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.

Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS

QSRs past mo., 13.3% more likely to use Sit-Down Restaurants past mo., 41.8% more likely to use Casinos

past yr., 13.9% less likely to smoke cigarettes.

next 12mos are 24.5% less likely to use

Past 30-days Sit-Down Restaurant Users: Adults 35 or older
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(Sit-Down Restaurants Used Past 30-days)

iiiiiilllh

a3 chinese Mexican steakhouse wmp; upsale  seafood

masan Coffee
House / nwu

s.ms na. Coffee Bar  Bakery

= who Plan to Switch and Bundle HOME+AUTO INS next 12mos =wPB
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Past 12 months Casmo Activities: Adults 35 or older
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Sports Betting 30.0%
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E“ﬁ?‘mwestme'm.'s Owned: Adults 35 or older

401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

Bonds

Other (Crypto / NFTs / Metals, etc.)

3.8% or 7,458,059 of USA DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.
Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos are 30.4% more likely to

have a 401K, 40.8% more likely to have an Auto Loan, 65.% more likely to Invest/Trade Stocks Online, 9.6%
more likely to pay with their Debit Card.

1,858,/ 24.9%
BRI 16.0%
1,281 17.2%
21,9435 TR
13.9%
2 10.7%

Adults 35 or older

N d Financial Services Has and/or Uses:
|

9.8% 10.8%
6% %% gy

x Wem iwm Wl

Sz 1 e

13.9% - . . . s Il
Second Home or Real Estate Property T a% Checking Debitor ATM  Savings  CreditCard  Online  Online Bill Certificates of Personal Loan Studentloan Refinanced  Home
Account card Account Banking Paying Banking Market  Deposit (CDs) Home Improvement
N 12.1% Account Mortgage Loan or Home
529 Plan / College Savings Plan m«'% Equity toan
® who Plan to Switch and Bundle HOME+AUTO INS next 12mos. mUSA ® who Plan to Switch and Bundle HOME+AUTO INS next 12mos HUSA
Professional Services Used*: Adults 35 or older |m'Past 3-Months Payment Methods Used: Adults 35 or older
Tax Preparation Service 4’41'2'“0;6'2“ 22.5% ——
Finandal Panner Py
Online Investing / Stock Trading
225,32 16.4%
& , 18.4
Insurance Agent ata Local Office (not online) - P rErrs oo D%. .
. 10.3%
Estate Planning M 10.1%
16.7%CE 5.5% 3.8%
i 6.5% 3. 12%
al Estate Agent 33 L..... QU L ! " .. g . ! N ...
10.8% (*Past 12 Months) visa PayPal  DebitCard MasterCard Zelle Venmo  ApplePay CashApp GooglePay StoreCredit American  Discover SquareCash  Facebook —Samsung Pay
Divorce / Family Attormey l : _A'D* Card Express Messenger
® who Plan to Switch and Bundle HOME+AUTO INS next 12mos. W USA % who Plan to Switch and Bundle HOME+AUTO INS next 12Zmos HUSA
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3.8% or 106,534 of MSP DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.
Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos are 27.8% more likely to
have a 401K, 42.4% more likely to have an Auto Loan, 71.2% more likely to Invest/Trade Stocks Online, 48.%
more likely to pay with their Debit Card.

ﬁﬁlnvestments Owned: Adults 35 or older Financial Services Has and/or Uses: Adults 35 or older
401KPlan  pFyrrers 52.8% i
IRA (Individual Retirement Account)
Stocks or Stock Options
Mutual Funds A%
Money Market Funds
28.6%
Bonds 25.4%
13.5%
Other (Crypto / NFTs / Metals, etc.) g% ﬂ 6.3%
529 Plan / College Savings Plan Checking  Savings DebitorATM CreditCard  Online  OnlineBill  Mobile Home  Autoloan  Money Certificates of Studentloan  Home  Refinanced Personal Loan
Account Account card Banking Paying Banking Mortgage Market  Deposit (CDs) Improvement  Home
Second Home or Real Estate Property M 0.0% Account '-‘:‘“"; :}":‘-’ Mortgage
w who Plan to Switch and Bundle HOME+AUTO INS next 12mos u MSsP ® who Plan to Switch and Bundle HOME+AUTO INS next 12mos = MSP
Professional Services Used*: Adults 35 or older 'm'Past 3-Months Payment Methods Used: Adults 35 or older
Financial Planner
805,247 28.5%
Tax Preparation Service : 57.5%
Insurance Agent at a Local Office (not online)
Online Investing / Stock Trading m 20.4%
Accountant $2’:6'”ﬁ . .
Estate Planning H =% 10.4%
- 65%
0% (*Past 12 Months) visa MasterCard  Debit Card  Apple Pay Zelle American  Store Credit GooglePay  Discover Cash App  Square Cash  Facebook Samsung Pay
Divorce / Family Attorney 0.0% Express card Messenger
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4.7% or 85,921 of STL DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.
Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos are 21.6% more likely to

have a 401K, 41.7% more likely to have an Auto Loan, 10.6% more likely to Invest/Trade Stocks Online, 4.9%

more likely to pay with their Debit Card.

ﬁﬂlnvestments Owned: Adults 35 or older Financial Services Has and/or Uses: Adults 35 or older

401K Plan
IRA (Individual Retirement Account)

Stocks or Stock Options

21.1%
22.3%

19.6%

Money Market Funds 5 9%
Other (Crypto / NFTs / Metals, etc.) %m'm

6,771 7.9%
Bonds 10.9%

Mutual Funds

. 22.6% ; o ; T s
529 Plan / College Savings Plan M Checking Debitor ATM  Sevings  CreditCard  Online  Online Bill Home  Autoloan  Money Certificates of Personal Loan Studentloan Refinanced
Account card Account Banking Paying i Mortgage Market  Deposit (CDs) Home
Second Home or Real Estate Property ﬂ"":‘% Account Mot
® who Plan to Switch and Bundle HOME+AUTO INS next 12mos mSTL ® who Plan to Switch and Bundle HOME+AUTO INS next 12mos
Professional Services Used*: Adults 35 or older | g'Past 3-Months Payment Methods Used: Adults 35 or older
Financial Planner s
Tax Preparation Service “7.312
Insurance Agent ata Local Office (not online) &5 -
Online Investing / Stock Trading u?;;m
i A v @ @
[ 9.2%
Estate Planning 10.0% 7%
2.4%
——— , ) | - I : | N ol
) 1.9% (*Past 12 Months) visa, Paypal  MasterCard DebitCard  Venmo Zelle  ApplePay StoreCredit GooglePay Discover  CashApp  American SquareCash Facebook Samsung Pay
Divorce / Family Attormey Card Express Messenger

# who Plan to Switch and Bundle HOME+AUTO INS next 12mos WSTL # who Plan to Switch and Bundle HOME+AUTO INS next 12mos WSTL

STL DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 75
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, inc. LLC. All rights reserved.

[(((Own or rent residence (HHLD): Own AND (Number of vehicles (HHLD): 1:Vehicle OR Number of vehicles (HHLD): 2:Vehicles OR Number of vehicles (HHLD): 3:Vehicles OR Number of vehicles (HHLD): 4 or more: Vehicles)) AND Home/rent insurance-plan to switch provider next 12 mo(HHLD): Yes) AND Auto insurance - plan to switch provider next 12 mths (HHLD): Yes)]



3.8% or 52,959 of CIN DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.
Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos are 73.7% more likely to

have a 401K, 83.5% more likely to have an Auto Loan, 58.% more likely to Invest/Trade Stocks Online, 59.3%
more likely to pay with their Debit Card.

Investments Owned: Adults 35 or older

IRA (Individual Retirement Account) = L = 5
Stocks or Stock Options M
Mutual Funds MS ;'5%
F 31.8%
13.2%
529 Plan / College Savings Plan ?9 7oy R

Other (Crypto / NFTs / Metals, etc.) &6'::%

Money Market Funds

Financial Services Has and/or Uses: Adults 35 or older

251%
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2.2% or 33,930 of WPB DMA Adults 35 or older Plan to Switch and Bundle HOME+AUTO INS next 12mos.
Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos are 15.2% more likely to
have a 401K, 101.1% more likely to have an Auto Loan, 265.5% more likely to Invest/Trade Stocks Online,
37.7% less likely to pay with their Debit Card.
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“"Current Carriers Used for Home and/or Auto Insurance”

P35+ who Plan to Switch Carriers and Bundle Home & Auto Insurance in the next 12
months (Current Home and/or Auto Insurers Planning to Switch from)
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"Current Carriers Used for Home and/or Auto Insurance”

P35+ who Plan to Switch Carriers and Bundle Home & Auto Insurance in the next 12
months (Current Home and/or Auto Insurers Planning to Switch from)
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"Current Carriers Used for Home and/or Auto Insurance”

P35+ who Plan to Switch Carriers and Bundle Home & Auto Insurance in the next 12
months (Current Home and/or Auto Insurers Planning to Switch from)
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"Current Carriers Used for Home and/or Auto Insurance"

P35+ who Plan to Switch Carriers and Bundle Home & Auto Insurance in the next 12
months (Current Home and/or Auto Insurers Planning to Switch from)
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"Current Carriers Used for Home and/or Auto Insurance”

P35+ who Plan to Switch Carriers and Bundle Home & Auto Insurance in the next 12
months (Current Home and/or Auto Insurers Planning to Switch from)
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Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend an average of 3 days, 14 hours,
51 minutes and 3 seconds each week with All Forms of Media.

85.8% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend an avg. of 10 hours and 13 minutes each
week listening to All Local AM/FM Radio, representing 10.1% of total time spent with all forms of Media.
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Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend an average of 4 days, 8 hours, 5
minutes and 48 seconds each week with All Forms of Media.

87.9% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend an avg. of 10 hours and 11 minutes each
week listening to All Local AM/FM Radio, representing 8.6% of total time spent with all forms of Media.
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Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend an average of 3 days, 20 hours,

10 minutes and 11 seconds each week with All Forms of Media.

86.2% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend an avg. of 9 hours and 46 minutes each
| week listening to All Local AM/FM Radio, representing 9.1% of total time spent with all forms of Media.
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Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend an average of 3 days, 13 hours,
2 minutes and 36 seconds each week with All Forms of Media.

93.% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend an avg. of 12 hours and 15 minutes each
week listening to All Local AM/FM Radio, representing 13.4% of total time spent with all forms of Media.
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Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend an average of 4 days, 18 hours,
35 minutes and 3 seconds each week with All Forms of Media.

90.8% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend an avg. of 8 hours and 46 minutes each
week listening to All Local AM/FM Radio, representing 7.% of total time spent with all forms of Media.
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| Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend an average of 2 days, 18 hours,

27 minutes and 10 seconds each week with All Forms of Ad-Supported Media.

79.6% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend an avg. of 9 hours and 3 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 10.8% of total time spent with all forms of Ad-Supported Media.
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Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend an average of 2 days, 20 hours,
44 minutes and 59 seconds each week with All Forms of Ad-Supported Media.

76.4% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend an avg. of 7 hours and 4 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 7.9% of total time spent with all forms of Ad-Supported Media.
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| Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend an average of 3 days, 1 hours, 1
minutes and 18 seconds each week with All Forms of Ad-Supported Media.
82.8% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend an avg. of 9 hours and 15 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 10.5% of total time spent with all forms of Ad-Supported Media.
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| Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend an average of 2 days, 19 hours,
8 minutes and 36 seconds each week with All Forms of Ad-Supported Media.
86.2% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend an avg. of 10 hours and 56 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 14.1% of total time spent with all forms of Ad-Supported Media.
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Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend an average of 3 days, 18 hours,
44 minutes and 9 seconds each week with All Forms of Ad-Supported Media.

86.5% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend an avg. of 8 hours and 11 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 7.8% of total time spent with all forms of Ad-Supported Media.
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Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend an average of
9 hours and 29 minutes each day with All Forms of Ad-Supported Media. 79.6% listen to Local
AM/FM Radio for an avg. of 77.6 minutes/day. (Local Radio delivers 10.8% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 35 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older
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| Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend an average of
9 hours and 49 minutes each day with All Forms of Ad-Supported Media. 76.4% listen to Local
AM/FM Radio for an avg. of 60.6 minutes/day.(Local Radio delivers 7.9% of Time with Ad-Supported Media.)

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

(average week)

Grocery Stores

Billboards & Signs (Weekly Drivers)
News/Weather [Sports (Websites/Apps)
Local AM/FM Radio

search (Google, Bing, etc.)

Facebook

Email/Text/IM/Zoom,etc. (Personal & Work)
Local TV Stations

Gas Stations/Convenience Stores.
Non-Premium Cable TV Networks
Games/Fantasy/Betting Sites

Netflix

Tofal Persons:

m—mr" vmpah oA A st

who Plan to Switchand

Msp
O TN Seaowions
2z 2%
T
® who Plan to Switch and Bundle HOME+AUTO INS next 12mos uMSP

5% Time spent.

(Average Doy)

Local AM/FM Radio
87.3

Local TV Stations
124.4
Billboards &
Signs (Weekly
Drivers)
51.8

Email/Text/IM/Z
oom,etc.
(Personal &...

Non-Premium Cable TV
Networks
1213

Facebook

78.0

Games
/Fantas
y/Bet...

Local TV Stations
1421

Non-Premium Cable TV
Networks
115.6

Facebook
54.6

Local AM/FM Radio
75.1

Search
{Google,
Bing,
etc.)
30.6

Billboards &
Signs (Weekly
Drivers)
54.5

Netflix
27.3

Gam | News/ Gr
es/F |Weath oc
er/S.. e.

Email /Text/IM/Z
oom,etc.
(Personal &
Work]...

anta

v/ |k .

® who Plan to Switch and Bundle HOME+AUTO INS next 12mos

uMsP

Top-13 All Forms of Ad‘Squorted Media {Persons &% Reach} Adults 35 or older

{Average week)
Grocery Stores

Billhoards & Signs (Weekly Drivers)

/Sports
Search (Google, Bing, etc.)

Local AM/FM Radio

Email/Text /IM/Zoom,etr. (Personal & Work)
Facebook

Local TV Stations

Gas Stations/Convenience Stores
Non-Premium Cable TV Networks

Shopping (indl. Food/Auctions/Travel, etc.)
Amazon Prime /IMDb/FireTv

Instagram

Total persans:

_ﬂ"’
m

Forms of Ad-Supported Media:
Adults 35 or older

kst who Plan to Switch and
Y — i
- next 12mos

mMsP

= who Plan to Switch and Bundle HOME+AUTO INS next 12mos

DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 56

Avg. Hours+Minutes/day with All

5 Time spent:

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

[(((Own or rent residence (HHLD): Own AND (Number of vehicles (HHLD): 1:Vehicle OR Number of vehicles (HHLD): 2:Vehicles OR Number of vehicles (HHLD): 3:Vehicles OR Number of vehicles (HHLD): 4 or more: Vehicles)) AND Home/rent insurance-plan to switch provider next 12 mo(HHLD): Yes) AND Auto insurance - plan to switch provider next 12 mths (HHLD): Yes)]

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

Avg. Minutes/day Spent): Adults 35 or older

Facebook
62.8

Local TV Stations
102.4
1 Billboards &
Signs (Weekly
Drivers)
51.8

39.1

| Shoppi
Email/Text/IM/ ng
Zoom,etc. (incl.
(Personal & Food/A
‘Work)... uctio...

Non-Premium Cable TV
Networks
99.9

Amazon
Prime/IMDb/ |
FireTV

17.1

Local AM/FM Radio

60.6

Search

30.6

{Google,
Bing, etc.

)

News/W
Inst | eather...

agra

m
Gro...

(¢]

Local TV Stations
132.7

Nen-Premium Cable TV
Networks
107.9

Billboards &
Signs (Weekly
Drivers)
545

Local AM/FM Radio
67.1

‘Email/Text/l| Search

M/Zoom,ete (Google,
. (Personal Bing,
& Work) etc.)
39.0 30.6

Facebook
43.7

Instagram G,

Amazon
Prime/IMDb/F
ireTv
43.0

# who Plan to Switch and Bundle HOME+AUTO INS next 12mos

soefa.ai

u MSP
® Share of Everything
for Anything .




% rime spent:
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| Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend an average of
10 hours and 25 minutes each day with All Forms of Ad-Supported Media. 82.8% listen to Local
AM/FM Radio for an avg. of 79.4 minutes/day. (Local Radio delivers 10.5% of Time with Ad-Supported M

edia.)
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Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend an average of
9 hours and 35 minutes each day with All Forms of Ad-Supported Media. 86.2% listen to Local

AM/FM Radio for an avg. of 93.8 minutes/day. (Local Radio delivers 14.1% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 35 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older
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Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend an average of
12 hours and 57 minutes each day with All Forms of Ad-Supported Media. 86.5% listen to Local
AM/FM Radio for an avg. of 70.1 minutes/day.(Local Radio delivers 7.8% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 35 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older
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- 5,935,835 or 79.6% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next
12mos listen to Ad-Supported Local AM/FM Radio for an average of 77.6 minutes every day
representing 38.3% of all time spent daily with Ad-Supported Audio.
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81,345 or 76.4% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
listen to Ad-Supported Local AM/FM Radio for an average of 60.6 minutes every day representing
23.% of all time spent daily with Ad-Supported Audio.
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71,142 or 82.8% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
listen to Ad-Supported Local AM/FM Radio for an average of 79.4 minutes every day representing
37.6% of all time spent daily with Ad-Supported Audio.
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Avg. Week All Audm (Persons & % Reach): Adults 35 or older

- 45,643 or 86.2% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos

listen to Ad-Supported Local AM/FM Radio for an average of 93.8 minutes every day representing
45.2% of all time spent daily with Ad-Supported Audio.
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- 29,360 or 86.5% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
listen to Ad-Supported Local AM/FM Radio for an average of 70.1 minutes every day representing
36.9% of all time spent daily with Ad-Supported Audio.
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5,935,835 or 79.6% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next
12mos listen to Ad-Supported Local AM/FM Radio for an average of 77.6 minutes every day
representing 38.3% of all time spent daily with Ad-Supported Audio.
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81,345 or 76.4% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
listen to Ad-Supported Local AM/FM Radio for an average of 60.6 minutes every day representing
23.% of all time spent daily with Ad-Supported Audio.
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71,142 or 82.8% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
listen to Ad-Supported Local AM/FM Radio for an average of 79.4 minutes every day representing
37.6% of all time spent daily with Ad-Supported Audio.
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Avg. Hours+Minutes/day with Ad-Supported
Reach %

Audio: Adults 35 or older

"Share of Ad-Supported Audio” m

who Plan to Switch and STL
Bundle HOME+AUTO INS
% of Wee next 12mos
Time Spen
Ad-Suppo
Audio
35.4%
23:5% 21.7%
13.3% 13.2% 9
12.6% ®  10.8% 12.8%
7.6%
6.5%
Weekly 45% 4% e 389 3 3% a4%
= -— Bl ez B
Persons b i
Reached: 5T a2 1,511,082 30,386 223,956 20,185 397,95/ 10,784 121,998 11,429 242,037 9,309 235 704 6,815 82,172 4,627 140,242 3,257 60,977 3,760 118,421
Local AM/FM Pandora Podcasts All Others YouTube Music TV Music iHeartRadio Amazon Music SiriusXM Spotify

““"”" Radio Channels

Daily M

o Plan to Switch an next mos

STL DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 75 ST. Louls DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 1,956
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

* Share of Everything

[(((Own or rent residence (HHLD): Own AND (Number of vehicles (HHLD): 1:Vehicle OR Number of vehicles (HHLD): 2:Vehicles OR Number of vehicles (HHLD): 3:Vehicles OR Number of vehicles (HHLD): 4 or more: Vehicles)) AND Home/rent insurance-plan to switch provider next 12 mo(HHLD): Yes) AND Auto insurance - plan to switch provider next 12 mths (HHLD): Yes)]



45,643 or 86.2% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
listen to Ad-Supported Local AM/FM Radio for an average of 93.8 minutes every day representing
45.2% of all time spent daily with Ad-Supported Audio.
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29,360 or 86.5% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
listen to Ad-Supported Local AM/FM Radio for an average of 70.1 minutes every day representing
36.9% of all time spent daily with Ad-Supported Audio.
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5,935,835 or 79.6% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Hot AC, Country,
Classic Hits, and Pop Contemporary Hit Radio.
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81,345 or 76.4% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos listen
to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Country, Hot AC, Pop Contemporary Hit
Radio, Adult Contemporary, and Classic Hits.
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71,142 or 82.8% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos listen
to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Classic Hits, New Country, Hot AC, Pop
Contemporary Hit Radio, and Adult Hits.

Local AM/FM Radio Formats (Persons & % Reach): Adults 35 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older
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45,643 or 86.2% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos listen
to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Country, Classic Rock, Classic Hits, Adult
Contemporary, and Adult Hits.
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29,360 or 86.5% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos listen
to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Classic Rock, Adult
Hits, Classic Hits, and Urban AC.
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{axsrmpe 0oy

(Average week) Tatol persons

Adult Contemporary

% Time Spent:

427,086 %
(Classic Hits Pop
Classic Rock Contemporary Contemporary
Rhythmic Hit Radio Christian
News/Talk/Information News/Talk/Infor ntemporary Talk/Pers;J Sty 179 173
Comtry mation Hit Radio Urban AC L
27.7 23.1
Contemporary Christian Urban Contemporary - i
Contemporan
Urban AC Avg. Hours+Minutes/day with Local 45.0 Pop Adult News/Talk/Infor 16 g Y
Pop Contemporary Hit Radio AM/FM Radio: Adults 35 or older Contemporary Hit | Contempor Clasis;clHns i Classic Rock qafécg“m

Rhythmic Contemporary Hit Radio
Adult Hits

Urban Contemporary

=

Radio
21.8

19.8

19.2

Contemporar

Rhythmi  Spanis
c

Adult Contemp Conte
orary Hit mpora

. - who Plan to Switch and Talk/Personality Urban AC Adult Hits Radio r
Spanish Contempora e % Bundle HOME+AL @ 3 v o
porary e "’"m‘ o 306 19.8 183 16.8 14.9 120

Talk/Personality

e
=
E3

= who Plan to Switch and Bundle HOME+AUTO |

INS next 12mos

= WPB

u who Plan to Switch and Bundle HOME+AUTO INS next 12mos u WPB

Ad-Supported Local AM/FM Radio Formats (Persons & % Reach): Adults 35 or older

Ad-Supported Local AM/FM Radie Formats (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older
frcrcge ool

(average week) Totol persons: % Time spent: [An
Classic Hits Pop
Classic Rock m Contemporary
Count m Rhythmic Talk/Personality Hit Radio All Sports
2 News/Talk/Infor | Contemporary 193 179 17
Urban AC mation Hit Radio Urban AC
27.7 249 231 Urban
Pop Contemporary Hit Radio Urban Contemporary 2 > t, rban
. . ] ontemporary
News/Talk/Information Avg. Hours+Minutes/day with Ad- 45.0 News/Talk/infor
= . e Supported Local AM/FM Radio: Pop mation Classic Hits
ythmic Contemporary Wit Radio Adults 35 or older m Contemporary Classic Rock Al Adi 19.8 16.9
Adult Hits m Hit Radio 14.4 Sports| Hits Rhythmi = Spanis
218 = ¢ h
11.2 9.3
Ui ContRnparary mm% - m § J Adult Contemp Conte
Spanish Contemporary Adult soani Keount Contemporar  orary Hit = mpora
who Plan to Switch and . t pani | Coun ; e
= Talk/Personality Contemporary Classic Hits Adult Hits ¥ Radio y
Talk/Personal Bundle HOME+AUTO INS m
S St % 396 15.0 14.1 sh... NG 183 16.8 149 | 120
All sports —

u who Plan to Switch and Bundle HOME+AUTO INS next 12mos
Scarborough R1 2026: Jan25-Jan26

WwrB DMA

uWPB

Qual Intab 51

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

[(((Own or rent residence (HHLD): Own AND (Number of vehicles (HHLD): 1:Vehicle OR Number of vehicles (HHLD): 2:Vehicles OR Number of vehicles (HHLD): 3:Vehicles OR Number of vehicles (HHLD): 4 or more: Vehicles)) AND Home/rent insurance-plan to switch provider next 12 mo(HHLD): Yes) AND Auto insurance - plan to switch provider next 12 mths (HHLD): Yes)]

® who Plan to Switch and Bundle HOME+AUTO INS next 12mos

= WPB

soefa.ai

for Anything

*® Share of Everything



Avg. Week All Video (Persons & % Reach): Adults 35 or older

Local TV Stations | EPASHERA casc gl 0 <
Non-Premium Cable TV... m 63.2%

Amazon Prime/IMDb/FireTV

Nt — T

YouTube Video gipn
Roku + The Roku Channe 251 FH i —T >
P e ¥ T8 " Avg. Hours#Minutes/day with

AppleTV+,fubo,Pluto, Tubi, etc,
Video: Adults 35 or older

Ml v V oy ) P RO

TikTok m—m'm
who Plan to Switch and

Paramount+
Bundle HOME+AUTO INS

Disney+ m-m.
next 12mos

=

5 o o .
PR R - PR PR R R R

Peacock PRI R 18.7%
Premium Cable TV Networks m-lz,]ssgi'f%

® who Plan to Switch and Bundle HOME+AUTO INS next 12mos

o
5
E

mUSA

5,311,491 or 71.2% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next
12mos watch Ad-Supported Local TV Stations for an average of 124. minutes every day representing
30.8% of all time spent daily with Ad-Supported Video.
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78,115 or 73.3% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
watch Ad-Supported Local TV Stations for an average of 102.4 minutes every day representing 26.1%
of all time spent daily with Ad-Supported Video.
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- 71,438 or 83.1% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
watch Ad-Supported Local TV Stations for an average of 128.6 minutes every day representing 31.8%
of all time spent daily with Ad-Supported Video.
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32,259 or 60.9% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
watch Ad-Supported Local TV Stations for an average of 121.7 minutes every day representing 33.%
of all time spent daily with Ad-Supported Video.
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30,259 or 89.2% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
watch Ad-Supported Local TV Stations for an average of 113. minutes every day representing 25.6%
of all time spent daily with Ad-Supported Video.
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5,311,491 or 71.2% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next
12mos watch Ad-Supported Local TV Stations for an average of 124. minutes every day representing
30.8% of all time spent daily with Ad-Supported Video.
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78,115 or 73.3% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
watch Ad-Supported Local TV Stations for an average of 102.4 minutes every day representing 26.1%
of all time spent daily with Ad-Supported Video.
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71,438 or 83.1% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
watch Ad-Supported Local TV Stations for an average of 128.6 minutes every day representing 31.8%
of all time spent daily with Ad-Supported Video.
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32,259 or 60.9% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
watch Ad-Supported Local TV Stations for an average of 121.7 minutes every day representing 33.%
of all time spent daily with Ad-Supported Video.
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30,259 or 89.2% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
watch Ad-Supported Local TV Stations for an average of 113. minutes every day representing 25.6%
of all time spent daily with Ad-Supported Video.
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Local TV Station Programs (Persons & % Reach): Adults 35 or older

(averoge week)
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' 5,311,491 or 71.2% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next
12mos watch Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Sports,
Comedies, Local News - Morning, Local News - Late, and Dramas.
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Local TV Station Programs (Persons & % Reach): Adults 35 or older

(average week)
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' 78,115 or 73.3% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening, Local
News - Morning, Local News - Late, Comedies, and Game Shows.
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' 71,438 or 83.1% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
watch Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Morning, Local News -
Evening, Comedies, Sports, Game Shows, and Dramas.
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' 32,259 or 60.9% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
watch Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Morning, Sports, Local
News - Evening, Comedies, Local News - Late, and Game Shows.
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Local TV Station Programs (Persons & % Reach): Adults 35 or older

(averoge week)
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@ 44 2%

' 30,259 or 89.2% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
watch Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Local News -
Morning, National/Network News, Sports, Comedies, and Court Shows.
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[ 5,845,898 or 78.4% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next
12mos use Ad-Supported Social Media for an average of 122.2 minutes every day representing
19.6% of all time spent daily with Ad-Supported Digital Media.
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83,215 or 78.1% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
use Ad-Supported Social Media for an average of 143.2 minutes every day representing 19.8% of all
time spent daily with Ad-Supported Digital Media.
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79,901 or 93.% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
use Ad-Supported Social Media for an average of 120.4 minutes every day representing 21.3% of all
time spent daily with Ad-Supported Digital Media.
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36,597 or 69.1% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
use Ad-Supported Social Media for an average of 149.9 minutes every day representing 22.9% of all
time spent daily with Ad-Supported Digital Media.
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Avg. Week All Digital (Persons & % Reach): Adults 35 or older
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[ 25,686 or 75.7% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
use Ad-Supported Social Media for an average of 129.9 minutes every day representing 17.4% of all
time spent daily with Ad-Supported Digital Media.
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5,748,506 or 77.1% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next
12mos use Ad-Supported Facebook for an average of 42.5 minutes every day representing 34.8% of
all time spent daily with Ad-Supported Social Media.
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83,215 or 78.1% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
use Ad-Supported Facebook for an average of 62.8 minutes every day representing 44.2% of all time
spent daily with Ad-Supported Social Media.
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69,535 or 80.9% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
use Ad-Supported Facebook for an average of 44.5 minutes every day representing 34.3% of all time
spent daily with Ad-Supported Social Media.
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36,597 or 69.1% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
use Ad-Supported Facebook for an average of 40.6 minutes every day representing 27.2% of all time
spent daily with Ad-Supported Social Media.
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19,791 or 58.3% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
use Ad-Supported YouTube Video for an average of 50.9 minutes every day representing 42.% of all
time spent daily with Ad-Supported Social Media.
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5,748,506 or 77.1% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next
12mos use Ad-Supported Facebook for an average of 42.5 minutes every day representing 34.8% of
all time spent daily with Ad-Supported Social Media.
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| 83,215 or 78.1% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
use Ad-Supported Facebook for an average of 62.8 minutes every day representing 44.2% of all time
spent daily with Ad-Supported Social Media.
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| 69,535 or 80.9% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
use Ad-Supported Facebook for an average of 44.5 minutes every day representing 34.3% of all time
spent daily with Ad-Supported Social Media.
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| 36,597 or 69.1% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
use Ad-Supported Facebook for an average of 40.6 minutes every day representing 27.2% of all time
spent daily with Ad-Supported Social Media.
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19,791 or 58.3% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
use Ad-Supported YouTube Video for an average of 50.9 minutes every day representing 42.% of all
time spent daily with Ad-Supported Social Media.
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 481,329;
Local Radio: 375,711; Social Media: 348,623; Non-Prem. Cable: 180,525; Local TV: 173,011
reaching Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
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| M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 5,841;
Social Media: 4,618; Local Radio: 4,455; Non-Prem. Cable: 2,458; Local TV: 2,435 reaching
Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 3,834; Local
Radio: 2,892; Social Media: 2,574; Non-Prem. Cable: 1,454; Local TV: 1,170 reaching
Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
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| M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 2,817;
Social Media: 2,064; Local Radio: 1,850; Non-Prem. Cable: 1,642; Local TV: 1,269 reaching
Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos

9,000

8,000

7,000

6,000

5,000

4,000

3,000

2,000

1,000

N @ AT P

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 35 or older who Plan to Switch and Bundle
HOME+AUTO INS next 12mos

W oo R P P AT P P AT AR AR R R R R AR R R R AR L
PG A E S o,q'”@“&ﬁ

Mon-Fri Local AM/FM Radio AQH
e Vlon- Fri Non-Premium Cable TV AQH
‘e Mon- Fri Digital Media (Less Social) AQH

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

500,000

450,000

400,000

350,000

300,000

250,000

200,000

150,000

100,000

NP
o

s Mon-Fri Local AM/FM Radio AQH

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
WPB Metro Area Adults 35 or older

PP R PPN PP PP R R R R R R

WA o @ P @AY &
P

e Mon-Fri Local TV Station AQH

Mon-Fri Non-P

Cable TV AQH s Mon-Fri Social Media AQH

s Mon-Fri Digital Media (Less Social) AQH

R R RS
’0’0 A A o o F® F aF "Q'qQ'NQQ -\}Q‘

wWpPB DMA Scarborough R1 2026: Jan25-Jan26 Qual Intab 51

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

soefa.ai

® Share of Everything
for Anything .



7,042,124 or 94.4% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next
12mos spend an average of 48.9 minutes per day driving, seeing Billboards and Signs. 69.6% Listen
to Local Radio Stations Out-of-Home for an average of 51.3 minutes/
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105,753 or 99.3% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
spend an average of 51.8 minutes per day driving, seeing Billboards and Signs. 66.8% Listen to Local
Radio Stations Out-of-Home for an average of 40.1 minutes/da
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 35 or older

(Average week)
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82,288 or 95.8% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
spend an average of 69.4 minutes per day driving, seeing Billboards and Signs. 72.4% Listen to Local
Radio Stations Out-of-Home for an average of 52.5 minutes/day
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 35 or older

{Average week]
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52,181 or 98.5% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
spend an average of 49.1 minutes per day driving, seeing Billboards and Signs. 75.4% Listen to Local
Radio Stations Out-of-Home for an average of 62.1 minutes/day
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33,481 or 98.7% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
spend an average of 44.3 minutes per day driving, seeing Billboards and Signs. 75.7% Listen to Local
Radio Stations Out-of-Home for an average of 46.4 minutes/day
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7,042,124 or 94.4% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
spend an average of 48.9 minutes per day driving, seeing Billboards and Signs representing 33.2% of all

Time Spent with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 35 or older
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105,753 or 99.3% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend
an average of 51.8 minutes per day driving, seeing Billboards and Signs representing 27.2% of all Time
Spent with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 35 or older
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82,288 or 95.8% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend
an average of 69.4 minutes per day driving, seeing Billboards and Signs representing 40.9% of all Time
Spent with Ad-Supported Qut-of-Home Media.
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52,181 or 98.5% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend

an average of 49.1 minutes per day driving, seeing Billboards and Signs representing 33.2% of all Time
Spent with Ad-Supported Qut-of-Home Media.
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33,481 or 98.7% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos spend

an average of 44.3 minutes per day driving, seeing Billboards and Signs representing 33.% of all Time Spent
‘with Ad-Supported Out-of-Home Media.
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105,753 or 99.3% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
spend an average of 51.8 minutes per day driving an average of 30.2 miles each day and are 265.9%
more likely to use MN 47 (University Avenue) than the Metro ave

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 35 or older
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82,288 or 95.8% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
spend an average of 69.4 minutes per day driving an average of 40.4 miles each day and are 99.5%
more likely to use Page Avenue than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 35 or older Top-26 Residential Zip Codes: Adults 35 or older Top-26 Employment Zip Codes: Adults 35 or older
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52,181 or 98.5% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
spend an average of 49.1 minutes per day driving an average of 28.6 miles each day and are 258.%
more likely to use 1-675 than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 35 or older
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33,481 or 98.7% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
spend an average of 44.3 minutes per day driving an average of 25.8 miles each day and are 131.9%
more likely to use Donald Ross Road than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 35 or older
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2,316,195 or 31.1% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next
12mos read Local Daily Newspaper(s) (Daily+Sunday) for an average of 11.5 minutes every day
representing 32.5% of all time spent daily with All forms of Print Media
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56,457 or 53.% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 15.2 minutes every day representing
31.2% of all time spent daily with All forms of Print Media.
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. 14,444 or 16.8% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 11.8 minutes every day representing
29.7% of all time spent daily with All forms of Print Media.
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- 13,085 or 24.7% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 9.8 minutes every day representing
29.% of all time spent daily with All forms of Print Media.

Avg. Week All Print Media (Persons & % Reach): Adults 35 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older

Total persons:

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

Local Daily Newspaper(s) (Sunday)

Books

‘wall Street Journal (Daily)

New York Times (Daily+Sunday)

% Time spent:

Avg. Hours+Minutes/day with All

Lacal Daity
Newspaper(s)
{Dailys+Sunday)
9.8

New York Times {Sunday)
10.4

New York Times.

(Daily)
9.7

Local Daily
Newspaper(s)
(Sunday)
12.2

USA Today (Daily)
8.6

; 5 Wall § ! 1 Direct Mail
Print Media: Adults 35 or older Local Daily Newspaper(s) SNl e e
USA Today (Daily) gso“’!"""] Advertising (exc 56 New York Times (Sunday) (excluding Catalogs)
o 105 81
New York Times (Daily) ("‘:‘;E”
New York Times (Sunday) Street
Jourmal Catalo
Newspaper(s) Local Daily Newspaper(s)  New York Times a3 3.7

Magazines zx 257 > %'fg% who Plan to Switch and Bundle 58 ey ot Magazines (Daily (Daily)

All Local Weekly Newspapers

7 sas | ]

% who Plan to Switch and Bundle HOME+AUTO INS next 12mos

HOME+AUTO INS next 12mos

4.9

(Daily+Sunday)
10.9 9.7

7 All Local...

HCIN

# who Plan to Switch and Bundle HOME+A

UTO INS next 12mos

ECIN

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

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

Local Daily Newspaper(s) (Sunday)

Wall Street Journal (Daily)

New York Times (Daily+Sunday)

USA Today (Daily)

Total persans:

m‘"‘

Avg. Hours+Minutes/day with Ad-

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

New York Times
(Daity+Sunday)
10.0

New York Times
(Daily)
9.7

Lacal Daily
Newspaper(s) (Daily
85

Local Daily
Newspaper(s)
(sunday)
12.2

Local Daily New York Times
Newspaper(s) (Daily  (Daity+Sunday)
9.7 9.1

ek NoricTmes (s) m Supported Print Media: Adults 35 or dd"m Direct Mail Advertising Wall Street
New York Times (Sunday) 2% lexc\udu::ucaxalng lnum.;l.énalm
New York Times
Catalogs m (Daily) Magazines
Newspaper(s) Newspaper(s) Newspaper(s) (excluding
All Local Weekly Newspapers who Plan to Switch and Bundle CIN m (Sunday) (Daily+Sunday) USA Today (Daily) Magazines (Daily+Sunday) Catalogs) Wall Street Journal (Daily)
HOME+AUTO INS next 12mos 10.1 98 63 49 10.9 43
Books I i———
® who Plan to Switch and Bundle HOME+AUTO INS next 12mos ECIN ¥ who Plan to Switch and Bundle HOME+AUTO INS next 12mos ECIN
CIN DMA Scarborough R1 2026: Feb25-Feb26 Qual intab 65

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

Share of Everything
so al for Anything N

[(((Own or rent residence (HHLD): Own AND (Number of vehicles (HHLD): 1:Vehicle OR Number of vehicles (HHLD): 2:Vehicles OR Number of vehicles (HHLD): 3:Vehicles OR Number of vehicles (HHLD): 4 or more: Vehicles)) AND Home/rent insurance-plan to switch provider next 12 mo(HHLD): Yes) AND Auto insurance - plan to switch provider next 12 mths (HHLD): Yes)]



. 10,223 or 30.1% of Adults 35 or older who Plan to Switch and Bundle HOME+AUTO INS next 12mos
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 17.4 minutes every day representing
40.2% of all time spent daily with All forms of Print Media.
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“Advertising Actions"

P35+ who Plan to Switch Carriers and Bundle Home & Auto Insurance in the next 12
months (Shopped/Visited/Bought past 3mos Due to Ads on %)

Websites
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"Advertising Actions"

P35+ who Plan to Switch Carriers and Bundle Home & Auto Insurance in the next 12
months (Shopped/Visited/Bought past 3mos Due to Ads on %)

1,098,146 38.9%
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"Advertising Actions"

P35+ who Plan to Switch Carriers and Bundle Home & Auto Insurance in the next 12
months (Shopped/Visited/Bought past 3mos Due to Ads on %)

377,546 20.6%
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“Advertising Actions”

P35+ who Plan to Switch Carriers and Bundle Home & Auto Insurance in the next 12
months (Shopped/Visited/Bought past 3mos Due to Ads on %)

Websites 478,704 34.6% |
Social Media 498,576 36.0%
Direct Mail s 31.5%
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"Advertising Actions"”

P35+ who Plan to Switch Carriers and Bundle Home & Auto Insurance in the next 12

months (Shopped/Visited/Bought past 3mos Due to Ads on %)

Social Media

528,118

Websites
Cable TV Networks
Broadcast, Cable, & Sat TV
Local Broadcast TV
Direct Mail
Local AM/FM Radio "

Audio Streaming Services

Newspapers

168,957 11.2%

Video Streaming Services
Podcasts WEST PALM BEACH-BOCA RATON

Billboards 84,3765.6%

® P35+ who Plan to Switch Carriers and Bundle Home & Auto Insurance in the next 12 months (Shopped/Visited/Bought past 3mos Due to Ads on %)

H P35+ WEST PALM BEACH-BOCA RATON AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
WEST PALM BEACH-BOCARATON DMA  Scarborough R12026: Jan25-Jan26  Qual Intab: 47

f * Share of Everything
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[(((Own or rent residence (HHLD): Own AND (Number of vehicles (HHLD): 1:Vehicle OR Number of vehicles (HHLD): 2:Vehicles OR Number of vehicles (HHLD): 3:Vehicles OR Number of vehicles (HHLD): 4 or more: Vehicles)) AND Home/rent insurance-plan to switch provider next 12 mo(HHLD): Yes) AND Auto insurance - plan to switch provider next 12 mths (HHLD): Yes)]



