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




3.3% or 8,754,394 of USA Adults 18 or older PLAN TO GET MARRIED in the next 12 mos.
Typical Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are 35.2 years old (27.8% younger
than average) and have a $89,814 (2.9% lower than average) annual household income.
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3.7% or 281,621 of CHICAGO DMA Adults 18 or older PLAN TO GET MARRIED in the next 12 mos.
Typical Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are 38.2 years old (21.% younger
than average) and have a $119,197 (11.9% higher than average) annual household income.
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3.3% or 189,932 of WASHINGTON, DC DMA Adults 18 or older PLAN TO GET MARRIED in the next 12 mos.
Typical Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are 35.4 years old (25.7% younger
than average) and have a $146,018 (9.6% higher than average) annual household income.
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2.9% or 55,661 of CINCINNATI DMA Adults 18 or older PLAN TO GET MARRIED in the next 12 mos.
Typical Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are 36.1 years old (26.1% younger
than average) and have a $85,580 (10.5% lower than average) annual household income.
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2.8% or 51,936 of WEST PALM BEACH-BOCA RATON DMA Adults 18 or older PLAN TO GET MARRIED in the next...
Typical Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are 34.1 years old (36.4% younger
than average) and have a $89,370 (7.8% lower than average) annual household income.
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YOUR FRIEND & JEWELER

parent of 1 or more children under 18.
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3.3% or 8,754,394 of USA Adults 18 or older PLAN TO GET MARRIED in the next 12 mos.
Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are 1.9% less likely to be a college
graduate, 26.6% more likely to work full-time, 100.% less likely to be married, 30.6% more likely to be a
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3.7% or 281,621 of CHICAGO DMA Adults 18 or older PLAN TO GET MARRIED in the next 12 mos.
Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are 28.2% more likely to be a college
graduate, 29.4% more likely to work full-time, 100.% less likely to be married, 19.% more likely to be a
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3.3% or 189,932 of WASHINGTON, DC DMA Adults 18 or older PLAN TO GET MARRIED in the next 12 mos.
Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are 9.1% more likely to be a college
graduate, 34.% more likely to work full-time, 100.% less likely to be married, 12.5% less likely to be a parent

’
O Marital Status: Adults 18 or older
Single, Never Married 66.5%

0.0%

Married 50.0%

24.0%

Legally Separated 11.9%
0

LGBTQ+ (net) g 63;;2"

who PLAN TO GET MARRIED in the next 12 mos B WASHINGTON, DC

Top-20 Occupations: Adults 18 or older Entrepreneurs/Military Experience
17.3% 7.7%
4.9% 5.3%
2.4% 2.8% 1.5%
o m mm I
0% Small Business Self-Employed  Current or Former

Owner Military Service

65% | 65% o, 9,% i
3% 2% a3% a.2% il -
% 32%
l ,_3,' 2609 2.6%.4% =% 2% o 5% 20%7% % 0pd™ [ex aex Bhasx W oy
Hm = h L B e R Rl e
& & @ & & o o & & 5
Qg,‘ & ‘l & g é & c}é,o G&a" g @,«* X : ‘f?"' o 6"'\\ p (;3‘ J@‘P 3 44’4 . qf« b‘; f“ .,‘,Q‘FQ e éb"z
& <>**‘“ & w’° »«\”‘ & & PR A A A e S
b o
& t‘q&b & (@5“ & & \f <€ o c-"&“ o&u‘“ ,@é 6,,0" Q,\‘} \:ﬁd & d'.o“
& fo‘“ g E?o“a qa&‘ Q,ﬁ& i & & & &bq‘ < & d &
& < & Q,}&" & & e e°$ L © &f < o &
& &
& *‘;“b ad o
S <
&
who PLAN TO GET MARRIED in the next 12 mos = WASHINGTON, DC
WASHINGTON, DC DMA Scarborough R2 2024: Aug23-Sep24 Qual Intab 152

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

2114t 8| Stage in Life: Adults 18 or older

24.8%

Parent of 1 or more Children under 18 _ 28.3%

Working Mothers _ 10.6%

Parent of 1 or more Children Under Age 2 . 56:,’2?26

11 7%
Parent of 1 or more Children Age 2-5 _ 2.8

Parent of 1 or more Children Age 6- 11 _ 14.1%

Parent of 1 or more Children Age 12 - 17 & 14.6%
. . 1.9%
Parent of 1 or more Children in College . 6.7
6

4.8%
Grandparent of 1 or more Children under 18 I 13.8%

who PLAN TO GET MARRIED in the next 12 mos = WASHINGTON, DC

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



YOUR FRIEND & JEWELER

C)O Marital Status:

2.9% or 55,661 of CINCINNATI DMA Adults 18 or older PLAN TO GET MARRIED in the next 12 mos.
Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are 12.9% less likely to be a college
graduate, 28.% more likely to work full-time, 100.% less likely to be married, 34.1% less likely to be a parent

of 1 or more children under 18.
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: ) 2.8% or 51,936 of WEST PALM BEACH-BOCA RATON DMA Adults 18 or older PLAN TO GET MARRIED in the next...
"’"‘?A‘r-‘.?.f Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are 3.7% less likely to be a college

S"IHIUL ; | graduate, 120.7% more likely to work full-time, 100.% less likely to be married, 13.8% more likely to be a

parent of 1 or more children under 18.
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| to have a dog.

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

5.4% more likely to own a higher valued home, 34.% less likely to have a single-family home, 11.4% less likely
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3.7% or 281,621 of CHICAGO DMA Adults 18 or older PLAN TO GET MARRIED in the next 12 mos.
Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are 43.2% less likely to own their home,

11.4% more likely to own a lower valued home, 50.3% less likely to have a single-family home, 26.% less likely
to have a dog.
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3.3% or 189,932 of WASHINGTON, DC DMA Adults 18 or older PLAN TO GET MARRIED in the next 12 mos.
Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are 39.8% less likely to own their home,

12.2% more likely to own a lower valued home, 56.4% less likely to have a single-family home, 13.5% more
likely to have a dog.

m Own/Rent/Other: Adults 18 or older mﬁm Type of Home: Adults 18 or older 4™ Pets in Home: Adults 18 or older
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2.9% or 55,661 of CINCINNATI DMA Adults 18 or older PLAN TO GET MARRIED in the next 12 mos.
Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are 19.9% less likely to own their home,

21.9% more likely to own a lower valued home, 22.4% less likely to have a single-family home, .9% more
likely to have a dog.
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2.8% or 51,936 of WEST PALM BEACH-BOCA RATON DMA Adults 18 or older PLAN TO GET MARRIED in the next 12...
Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are 44.9% less likely to own their home,

21.4% more likely to own a higher valued home, 16.9% less likely to have a single-family home, 21.9% more
likely to have a dog.
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3.3% or 8,754,394 of USA Adults 18 or older PLAN TO GET MARRIED in the next 12 mos.
Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are .% more likely to look up D-I-Y

advice online, 31.9% less likely to always vote in local elections, 51.3% more likely to belong to a gym, .1%
less likely to fly domestic past yr.
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3.7% or 281,621 of CHICAGO DMA Adults 18 or older PLAN TO GET MARRIED in the next 12 mos.
Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are .2% less likely to look up D-I-Y
advice online, 33.3% less likely to always vote in local elections, 95.8% more likely to belong to a gym,

17.7% more likely to fly domestic past yr.
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3.3% or 189,932 of WASHINGTON, DC DMA Adults 18 or older PLAN TO GET MARRIED in the next 12 mos.
Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are 2.9% less likely to look up D-I-Y
advice online, 40.5% less likely to always vote in local elections, 87.1% more likely to belong to a gym, 17.%
more likely to fly domestic past yr.
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2.9% or 55,661 of CINCINNATI DMA Adults 18 or older PLAN TO GET MARRIED in the next 12 mos.
Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are 2.2% less likely to look up D-I-Y
advice online, 61.2% less likely to always vote in local elections, .2% more likely to belong to a gym, 9.%
more likely to fly domestic past yr.
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2.8% or 51,936 of WEST PALM BEACH-BOCA RATON DMA Adults 18 or older PLAN TO GET MARRIED in the...
Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are 23.3% less likely to look up D-I-Y
advice online, 31.% less likely to always vote in local elections, 97.% more likely to belong to a gym, 27.5%
less likely to fly domestic past yr.
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Past 30-days QSR Users: Adults 18 or older
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3.3% or 8,754,394 of USA Adults 18 or older PLAN TO GET MARRIED in the next 12 mos.
Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are 4.2% more likely to use QSRs past

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

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

83.4% 74.7%

Drank Past 30-days: Adults 18 or older

Liquor  prrerrem 45.3%
Any Type of Beer
Wine

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

®who PLAN TO GET MARRIED in the next 12 mos

musa

USA USA Projection Scarborough R1 2024: Jan23-Aug24

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

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

517
Mexican P

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

Caffee B3t Other  sports Bar  Bakery
asizn

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

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

usn R 15.6%

Past 12 months Casino Activities: Adults 18 or older

Slot Machines

Table Games (Craps, Poker, etc.)

Bar / Nightclub

8
27,563,615 10.5%

Upscale Restaurant

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

w 6.8%
| 2.4%

Stage Show / Concert

Sports Betting 11.3

Other Gambling

Used Past 30-days: Adults 18 or older

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

4.0% y P ; ;
Spa m% Casinos visited past 12 hs: Yes [ Cannabis Cigarettes Vape
= who PLAN TO GET MARRIED in the next 12 mos mUSA # who PLAN TO GET MARRIED in the next 12 mos musa
592
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Past 30-days QSR Users: Adults 18 or older
; ’ 0 I\ 1 time &

23. 5%

= who PLAN TO GET MARRIED in the next 12 mos m CHICAGO
Total Monthly QSR Users: Avg. Monthly QSR Meals:

96.6% 89.8%

 anmes 5792616

2times

3 times

4 times

5 times

6 -9times

10times or more

108.8% more likely to smoke cigarettes.

3.7% or 281,621 of CHICAGO DMA Adults 18 or older PLAN TO GET MARRIED in the next 12 mos.
Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are 7.6% more likely to use QSRs past
mo., 17.8% more likely to use Sit-Down Restaurants past mo., 18.4% more likely to use Casinos past yr.,

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

1time

2 times

3 times

4 times 10.0%

5 times

6-9times

10 times or more -

= who PLAN TO GET MARRIED in the next 12 mos

Total Monthly Sit-Down Restaurant Users:
87.9% 74.8%

H CHICAGO
Avg. Monthly Sit-Down Restaurant Meals:

Drank Past 30~days: Adults 18 or older

Liquor

Any Type of Beer
Wine

Imported Beer

Domestic Light Beer

Domestic Regular Beer Pty v v
Microbrew / Craft Beer 10 !":64% i
= who PLAN TO GET MARRIED in the next 12 mos B CHICAGO
CHICAGO DMA Scarborough R2 2024: Aug23-Sep24 Qual Intab

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

Cchinese

i Waps)  wed
rgers /| Donut /
Bakery

Pz e wilem, [Dply, Sadhnn

:wm m mmr

Asian

i who PLAN TO GET MARRIED in the next 12 mos mCHICAGO

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who PLAN TO GET MARRIED in the next 12 mos [T A6 25.6%

anerco 21.2%

Past 12 months Casino Activities: Adults 18 or older

Slot Machines TR

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

Upscale Restaurant

Sports Betting

Stage Show / Concert

Other Gambling

2.2%

2.7%

Spa 7%

B 1.

# who PLAN TO GET MARRIED in the next 12 mos

Casinos visited past 12 months: Yes
= CHICAGO

106
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Lifestyle changes/events personally plan to do next 12 mths: Get married

Used Past 30-days: Adults 18 or older

16.9%

Marijuana / Cannabis Cigarettes Vape

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



Past 30-days QSR Users: Adults 18 or older

tme

2 times

3 times

4 times

10.7%

5times

= who PLAN TO GET MARRIED in the next 12 mos

6-9times

10times or more

® WASHINGTON, DC

3.3% or 189,932 of WASHINGTON, DC DMA Adults 18 or older PLAN TO GET MARRIED in the next 12 mos.
Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are 2.6% less likely to use QSRs past mo.,

6.4% less likely to use Sit-Down Restaurants past mo., 12.2% more likely to use Casinos past yr., 30.8% less

likely to smoke cigarettes.

L

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

LRy e
£8imes hm

4 times 9.6%

5 times

8.4% I

6-9times 8.8%

n |

10times or more 2.6%

® who PLAN TO GET MARRIED in the next 12 mos B WASHINGTON, DC

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

Cofee  indian / Upscale  Bagel/  steakhouse seafood
Wousa/  ThE/ oonut /

Bakery

Chinese

pizza

wexican maian

 who PLAN TO GET MARRIED in the next 12 mos

BWASHINGTON, DC

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who PLAN TO GET MARRIED in the next 12 mos  [GES8SIIN 33.1%

wasnGron oc 25.1%

Total Monthly QSR Users: Avg. Monthly QSR Meals: Total Monthly Sit-Down Restaurant Users:  Avg. Monthly Sit-Down Ri Meals:
86.2% 88.5% 70.2% 75.0%
Drank Past 30-days: Adults 18 or older < Past 12 months Casino Activities: Adults 18 or older

Liquor

A Typa of e
Wi
inported Seer
-
B 0%’ ¥

Domestic Regular Beer

Domestic Light Beer
Microbrew / Craft Beer

# who PLAN TO GET MARRIED in the next 12 mos

WASHINGTON, DC DMA

W WASHINGTON, DC

Scarborough R2 2024: Aug23-Sep24

Slot Machines g 19.3%

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

Stage Show / Concert 5.2%
5.1%

Sports Betting 4.8%

272,188

2.2%
2.5%

o i

Spa

Other Gambling Casinos visited past 12

Used Past 30-days: Adults 18 or older

Mari /[ Cannabis

Qual Intab

® who PLAN TO GET MARRIED in the next 12 mos
152

B WASHINGTON, DC
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Lifestyle changes/events personally plan to do next 12 mths: Get married

Cigarettes Vape

= who PLANTO GET MARRIED in the next 12 mos WWASHINGTON, DC



Past 30-days QSR Users: Adults 18 or older

e

2times

3 times

4 times

5 times
6 -9times
10times or more

T
E—
—
—
hm
—ry

® who PLAN TO GET MARRIED in the next 12 mos

Avg. Monthly QSR Meals:

= CINCINNATI

Total Monthly QSR Users:
85.8% 87.9%

U e -] “

2.9% or 55,661 of CINCINNATI DMA Adults 18 or older PLAN TO GET MARRIED in the next 12 mos.
Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are 2.4% less likely to use QSRs past mo.,
8.% more likely to use Sit-Down Restaurants past mo., 62.1% more likely to use Casinos past yr., 5.4% less

likely to smoke cigarettes.

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

1time

®

2 times

3 times

4 times

5 times

6-9times

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

Total Monthly Sit-Down Restaurant Users:  Avg. hly sit-Down ant Meals:
84.2% 78.0%

W CINCINNATI

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days) ﬁ

‘iii]liﬂn-

Wolos, o, Wrm/ meiien ol mbe mwlf (eliml Omele
gers House / Donut/  Tha
swu -ar Caffen Bar Bakery mw
Asian
= who PLAN TO GET MARRIED in the next 12 mos mCINCINNAT

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who PLAN TO GET MARRIED in the next 12 mos  [EHJ0000N 19.8%

ancinmAT! 17.6%

Drank Past 30~days. Adults 18 or older
Any Type of Beer

Liguor
Domestic Regular Beer

Domestic Light Beer

Past 12 months Casino Activities: Adults 18 or older

Slot Machines

527,485

191,032 10.0% ’
:57,903 8.8%

13.3%

27.6%

Table Games (Craps, Poker, etc.)
Bar [ Nightclub
Sports Betting

Wine Upscale Restaurant 8.3%
17.1
Imported Beer Tots 2115% v v Stage Show / Concert 5.5% o
. 34.9%
Microbrew / Craft Beer h 10.9% . Other Gambling m'sz’fa% =
Sia 21,9% =
P 1.6% Casinos visited past 12 months: Yes
= who PLAN TO GET MARRIED in the next 12 mos u CINCINNATI = who PLAN TO GET MARRIED in the next 12 mos W CINCINNATI
CINCINNATI! DMA Scarborough R2 2024: Aug23-Aug24 Qual Intab 53
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Lifestyle changes/events personally plan to do next 12 mths: Get married

Used Past 30-days: Adults 18 or older

Cigarettes

Marijuana / Cannabis

Vape

=who PLANTO GET MARRIED in the next 12 mos = CINCINNATI



Past 30-days QSR Users. Adults 18 or older

1time
4 times m
5times r
6-Otimes w

10times or more 15.8%

= who PLAN TO GET MARRIED in the next 12 mos = WEST PALM BEACH-BOCA RATON

Avg. Monthly QSR Meals:
98.7% 84.2%

S
L s 1581371

Total Monthly QSR Users:

2.8% or 51,936 of WEST PALM BEACH-BOCA RATON DMA Adults 18 or older PLAN TO GET MARRIED in the next

Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are 17.3% more likely to use QSRs past
mo., 20.4% more likely to use Sit-Down Restaurants past mo., 28.7% less likely to use Casinos past yr., 57.4%

less likely to smoke cigarettes.

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

1time

2 times

3times

4 times

5 times

6-9times

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

ilii 78.4%

10times or more

B WEST PALM BEACH-BOCA RATON
hly Sit-Down Meals:

Drank Past 30-days. Adults 18 or older

Liquor
Wine
Any Type of Beer

Imported Beer

Domestic Light Beer

Domestic Regular Beer - v
. 94.9% ¥
Microbrew / Craft Beer 1.5% | |

® who PLAN TO GET MARRIED in the next 12 mos

WEST PALM BEACH-BOCA RATON DMA

W WEST PALM BEACH-BOCA RATON

Top-10 Cuisines: Adults 18 or older

(sit-

'n Restaurants Used Past 30-days)

L FEETY

s chiness  madan  Medan  Upscle  Wings/  Coffes
Burgers | Wouse /
Sports Bar coffee gar sl

Asian

lMun / steakhouse seafood
i

w who PLAN TO GET MARRIED in the next 12 mos  ® WEST PALM BEACH-BOCA RATON

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who PLAN TO GET MARRIED in the next 12 mos [T, 0o A 33.2%

WEST PALM BEACH-BOCA RATON 521,551 17.1%

Past 12 months Casino Activities: Adults 18 or older

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

Upscale Restaurant g

Bar / Nightclub
Stage Show / Concert
Sports Retting 2.5%
Other Gambling 2%
arisamping 1.8%
00.0%
Spa 1.6% Casinos visited past 12 Yes

Used Past 30-days: Adults 18 or older

0
T 9.6% NPV & 4o
‘ . 02% R

Marijuana / Cannabis

# who PLAN TO GET MARRIED in the next 12 mos. ® WEST PALM BEACH-BOCA RATON
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Lifestyle changes/events personally plan to do next 12 mths: Get married

Cigarettes Vape

= who PLAN TO GET MARRIED in the next 12 mos  m WEST PALM BEACH-BOCA RATON



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

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

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

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

Bonds

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

Second Home or Real Estate Property

13.8%

0%
11.4%

6,143 8.

6 B 8.7%
P 11.1%
124,M%

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

w who PLAN TO GET MARRIED in the next 12 mos

29,979,287

mUSA

8.7% 7.2% 6.4%

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

Mobile
Banking

Savings Credit Card
Account

Checking  Debit or ATM
Account card

Online
Banking

Online Bill
Paying

Home
Mortgage

Autoloan  Money
Market

Account

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

Professional Services Used*: Adults 18 or older

Tax Preparation Service

Financial Planner

Online Investing / Stock Trading

Accountant

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

Estate Planning

64,895 767

48 341 833 18.4%

24.8%

41,639,071 15.9% |

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

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

[—

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

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

VISA Google Pay  Store Credit

cash App

PayPal Debit Card Venmo Zelle

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



3.7% or 281,621 of CHICAGO DMA Adults 18 or older PLAN TO GET MARRIED in the next 12 mos.
Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are 16.1% more likely to have a 401K,

19.5% more likely to have an Auto Loan, 112.8% more likely to Invest/Trade Stocks Online, 32.6% more likely
| to pay with their Debit Card.

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

401K Plan

,025 46.6%
537

Mutual Funds 17.5%
Money Market Funds 14.0%
Bonds 13.6%

IRA (Individual Retirement Account)

Stocks or Stock Options

7.0%
Other (Crypto / NFTs / Metals, etc.) m%g_m ! 5.4% 3% s ook 4.9%
529 Plan / College Savings Plan Em 8.6% Checking Debitor ATM  Savings  CreditCard  Online Mobile  OnlineBill  Home  Autoloan Cerificatesof Money  Studentloan Persona Loan Refinanced  Home
Account card Account Banking Banking Paying Mortgage Deposit (CDs)  Market Home  Improvement
Second Home or Real Estate Property A9% Account Mortgage Loan or Home
6.8% Equity Loan

¥ who PLAN TO GET MARRIED in the next 12 mos H CHICAGO # who PLAN TO GET MARRIED in the next 12 mos mCHICAGO

Professional Services Used*: Adults 18 or older T 'Past 3-Months Payment Methods Used: Adults 18 or older

Tax Preparation Service Sl
L 2,155,434 28.5%

Financial Planner

i 349,882 17.8%

OnlineInvesting / Stock Trading

1,244,368
104 11.8%

Accountant -

1,036,232 13.7%

Insurance Agent ata Local Office (not online) T & [ ]

13.3%
4 11.1%

Real Estate Agent 7.5% =3
e T e e o,
Estate Planning m 3.5% BET [ : 3 o 0 Lo : : I (B2 L o e o
~ i 7 *past 12 Months, visA PayPal Debitcard MasterCard Zelle venmo Apple Pay CashApp StoreCredit Discover  GooglePay  American Facebook Samsung Pay Square Cash

Divorce / Family Attorney m 1% r ) Card Express  Messenger

® who PLAN TO GET MARRIED in the next 12 mos W CHICAGO = who PLAN TO GET MARRIED in the next 12 mos m CHICAGO

CHICAGO DMA Scarborough R2 2024: Aug23-Sep24 Qual intab 106
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3.3% or 189,932 of WASHINGTON, DC DMA Adults 18 or older PLAN TO GET MARRIED in the next 12 mos.
Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are 25.3% more likely to have a 401K,

24.5% less likely to have an Auto Loan, 10.8% less likely to Invest/Trade Stocks Online, 10.8% less likely to pay
| with their Debit Card.

mﬁ Alnvestments Owned: Adults 18 or older Financial Services Has and/or Uses: Adults 18 or older
401K Plan Py 10.5% [

IRA (Individual Retirement Account) rEr :m7 T

Stocks or Stock Options
41,103 21.6%
Mutual Funds a0
3 12.1%
Money Market Funds 1e6%

529 Plan / College Savings Plan % ik

. 91049 R 0.1%
Other (Crypto / NFTs [ Metals, etc.) potymey ™ o0 Checking DebitorATM  Savings  CreditCard  Online Mobile  OnlineBil  Home  Autoloan  Money Certificates of Studentloan Refinanced Personalloan  Home
Account card Account Banking Banking Paying Mortgage Market  Deposit(CDs) Home Improvement
Second Home or Real Estate Property &E" Account Mortgage Loan or Home
8.3% Equity Loan
# who PLAN TO GET MARRIED in the next 12 mos B WASHINGTON, DC ® who PLAN TO GET MARRIED in the next 12 mos m WASHINGTON, DC

Professional Services Used*: Adults 18 or older

Tax Preparation Service saie ?
1,306,652 3

Online Investing / Stock Trading

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

Financial Planner

Accountant

Insurance Agent at a Local Office (not onfine)

Real Estate Agent

4.1% 4.1%  53% 4.0%

Google Pay  American Discover  Store Credit  Facebook  Square Cash Samsung Pay

1.6%
3.8%

Estate Planning srzysa - 2353
2.0% (*Past 12 Months) VISA Paypal Zelle Debit Card Venmo  MasterCard  Apple Pay

e

cash App

Divorce / Family Attorney r"-‘-“* Express Card Messenger
® who PLAN TO GET MARRIED in the next 12 mos B WASHINGTON, DC w who PLAN TO GET MARRIED in the next 12 mos m WASHINGTON, DC
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2.9% or 55,661 of CINCINNATI DMA Adults 18 or older PLAN TO GET MARRIED in the next 12 mos.

Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are 33.4% more likely to have a 401K,
15.3% less likely to have an Auto Loan, 5.3% more likely to Invest/Trade Stocks Online, 22.5% more likely to
pay with their Debit Card.

mﬁ ‘Investments Owned: Adults 18 or older
401K Plan

IRA (Individual Retirement Account)
005 12.6%
289,276 15.1%
13.9%
10.8%
1,903.4%
186,5108CK: 74
383.7%
7.2%

4%
Bonds 2%

12.1%
4%

= who PLAN TO GET MARRIED in the next 12 mos

Stocks or Stock Options

Mutual Funds

Money Market Funds

Other (Crypto / NFTs / Metals, etc.)

529 Plan / College Savings Plan

Second Home or Real Estate Property

m CINCINNATI

Checking

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

15.9%

8.1%
O . IS .

Debitor ATM  Savings Credit Card Online Online Bill Mobile Auto Loan

Home Money  Studentloan Certificates of Personal Loan ~ Home Refinanced
Account card Account Banking Paying Banking Mortgage Market Deposit (CDs) Improvement  Home
Account Loanor Home Mortgage
Equity Loan
wwho PLANTO GET MARRIED in the next 12 mos m CINCINNATI

Professional Services Used*: Adults 18 or older

Tax Preparation Service L
393,479
Online Investing / Stock Trading
14.7%
8.1%
3,36 6.1%
T 9 2
6.5%
2.7%
1.8%
2.2%

Financial Planner

Insurance Agent at a Local Office (not online)
Accountant .

Real Estate Agent

Estate Planning

¥
Divorce / Family Attorney ! 1.2% (*Past 12 Months)
1.1%
= who PLAN TO GET MARRIED in the next 12 mos W CINCINNATI
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'E'Past 3-Months Payment Methods Used: Adults 18 or older

17.7%

o8 6.3%
9% 1sx 27%
e e

Venmo Store Credit

PayPal VISA Zelle Cash App Apple Pay  GooglePay  American Discover Facebook Samsung Pay Square Cash
Express Card Messenger
m who PLAN TO GET MARRIED in the next 12 mos m CINCINNATI

Debit Card  MasterCard
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2.8% or 51,936 of WEST PALM BEACH-BOCA RATON DMA Adults 18 or older PLAN TO GET MARRIED in the...
Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos are 34.% more likely to have a 401K, 23.4%

less likely to have an Auto Loan, 19.6% more likely to Invest/Trade Stocks Online, 18.3% more likely to pay
with their Debit Card.

ﬁ Investments Owned: Adults 18 or older
ey 0 |

401K plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

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

Second Home or Real Estate Property m* 17.7%

. 3.9%
529 Plan / College Savings Plan ﬁ aii

= who PLAN TO GET MARRIED in the next 12 mos  m WEST PALM BEACH-BOCA RATON

Checki

ng Debitor ATM  Savings  Credit Card Online Mobile Online Bill Home

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

7.1% 55,5 7.1% 33*

Auto Loan Money  Certificates of Personal Loan Studentloan Home Refinanced

Market  Deposit(CDs)
Account

m WEST PALM BEACH-BOCA RATON

Improvement Home
Loanor Home Mortgage
Equity Loan

Professional Services Used*: Adults 18 or older

Tax Preparation Service

Act tant
alisd 352,457 18.8%

Online Investing / Stock Trading

Financial Planner

Insurance Agent at a Local Office (not online)

Real Estate Agent

Estate Planning m 45%

*Past 12 Month
Divorce / Family Attorney &”’;ﬁzx L iithe)

¥ who PLAN TO GET MARRIED in the next 12 mos M WEST PALM BEACH-BOCA RATON
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Account card Account Banking Banking Paying Mortgage
= who PLANTO GET MARRIED in the next 12 mos
[y

'

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

w who PLAN TO GET MARRIED in the next 12 mos

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

Card Express
mWEST PALM BEACH-BOCA RATON

=% 19.9%)
= BT o
: J o g

PayPal Zelle MasterCard Venmo Apple Pay CashApp  Store Credit  American Discover Google Pay

Facebook  Square Cash Samsung Pay
Messenger



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

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

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

concurr
Usage

who PLAN TO GET
MARRIED in the next 12
mos

B25%

68:46:42
54.0%

% of Total
Weekly H:M:

Hours:Minutes: 2:07250d 1510308 1:4522pd3 0:A70ELY 1:1822002 1:365400) 0:5%:81a) 1:00e2rl 1:02 50 0:50u21) 0:200.021 051382
&
&
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| Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an average of 2 days, 14 hours, 39 minutes
and 49 seconds each week with All Forms of Media.
95.3% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an avg. of 9 hours and 20 minutes each week listening
to All Local AM/FM Radio, representing 14.2% of total time spent with all forms of Media.
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Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an average of 2 days, 14 hours, 37 minutes
and 53 seconds each week with All Forms of Media.

64.9% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an avg. of 5 hours and 53 minutes each week listening
to All Local AM/FM Radio, representing 6.1% of total time spent with all forms of Media.
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Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an average of 2 days, 16 hours, 56 minutes
and 58 seconds each week with All Forms of Media.

92.5% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an avg. of 6 hours and 38 minutes each week listening
to All Local AM/FM Radio, representing 9.5% of total time spent with all forms of Media.
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Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an average of 2 days, 3 hours, 15 minutes and
20 seconds each week with All Forms of Media.

78.4% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an avg. of 9 hours and 7 minutes each week listening
to All Local AM/FM Radio, representing 14.% of total time spent with all forms of Media.
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Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an average of 1 days, 21 hours, 8 minutes and
23 seconds each week with All Forms of Ad-Supported Media.

78.6% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an avg. of 7 hours and 9 minutes each week listening
to Local Ad-Supported AM/FM Radio, representing 12.5% of totaltime spent with all forms of Ad-Supported Media.
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Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an average of 2 days, 1 hours, 15 minutes and
45 seconds each week with All Forms of Ad-Supported Media.

91.9% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an avg. of 9 hours and 3 minutes each week listening
to Local Ad-Supported AM/FM Radio, representing 16.9% of total time spent with all forms of Ad-Supported Media.
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Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an average of 1 days, 17 hours, 37 minutes
and 0 seconds each week with All Forms of Ad-Supported Media.

62.4% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an avg. of 5 hours and 30 minutes each week listening
to Local Ad-Supported AM/FM Radio, representing 8.3% of total time spent with all forms of Ad-Supported Media.
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Avg. H:M:S/week with All Forms of Ad-

Supported Media: Aduits 18 or older

Fom AP
— 57.8%

who PLAN TO GET 'WASHINGTON, DC
MARRIED in the next 12
% of Total mos
Weekly H:M:

® who PLAN TO GET MARRIED in the next 12 mos m WASHINGTON, DC
WASHINGTON, DC DMA Scarborough R2 2024: Aug23-5ep24 Qual Intab 152 WASHINGTON, DC DMA Scarborough R2 2024: Aug23-Sep24 Qual intab 5557 - Hubba r Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadeasting, Inc. LLC. All rights reserved. for Anything _

BROADCASTING

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




Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an average of 1 days, 23 hours, 51 minutes
and 10 seconds each week with All Forms of Ad-Supported Media.

91.3% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an avg. of 6 hours and 11 minutes each week listening
to Local Ad-Supported AM/FM Radio, representing 11.8% of total time spent with all forms of Ad-Supported Media.
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Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an average of 1 days, 12 hours, 18 minutes

and 45 seconds each week with All Forms of Ad-Supported Media.

74.3% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an avg. of 7 hours and 55 minutes each week listening
| to Local Ad-Supported AM/FM Radio, representing 16.2% of total time spent with all forms of Ad-Supported Media.
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an avg. of 61.3 minutes/day.

| Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an average of 6 hours and
26 minutes each day with All Forms of Ad-Supported Media. 78.6% listen to Local AM/FM Radio for
(Local Radio delivers 12.5% of Time with Ad-Supported Media.)
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avg. of 77.7 minutes/day.

Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an average of 7 hours and 2
minutes each day with All Forms of Ad-Supported Media. 91.9% listen to Local AM/FM Radio for an

(Local Radio delivers 16.9% of Time with Ad-Supported Media.)
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an avg. of 47.2 minutes/day.

| Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an average of 5 hours and
56 minutes each day with All Forms of Ad-Supported Media. 62.4% listen to Local AM/FM Radio for
(Local Radio delivers 8.3% of Time with Ad-Supported Media.)
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an avg. of 53.1 minutes/day.

Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an average of 6 hours and
50 minutes each day with All Forms of Ad-Supported Media. 91.3% listen to Local AM/FM Radio for
(Local Radio delivers 11.8% of Time with Ad-Supported Media.)
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Top-13 AH Forms of Medm (Persons & % Reach): Adults 18 or older Top-13 , AH Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an average of 5 hours and
11 minutes each day with All Forms of Ad-Supported Media. 74.3% listen to Local AM/FM Radio for
(Local Radio delivers 16.2% of Time with Ad-Supported Media.)
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6,880,439 or 78.6% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos listen to
Ad-Supported Local AM/FM Radio for an average of 61.3 minutes every day representing 37.5% of
all time spent daily with Ad-Supported Audio.
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7 258,894 or 91.9% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos listen to Ad-
Supported Local AM/FM Radio for an average of 77.7 minutes every day representing 43.7% of all
time spent daily with Ad-Supported Audio.
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118,551 or 62.4% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos listen to Ad-
Supported Local AM/FM Radio for an average of 47.2 minutes every day representing 30.5% of all

time spent daily with Ad-Supported Audio.
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50,829 or 91.3% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos listen to Ad-
Supported Local AM/FM Radio for an average of 53.1 minutes every day representing 41.1% of all
time spent daily with Ad-Supported Audio.
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Avg. Week All Audio (Persons & % Reach): Adults 18 or older
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38,610 or 74.3% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos listen to Ad-
Supported Local AM/FM Radio for an average of 67.9 minutes every day representing 39.4% of all
time spent daily with Ad-Supported Audio.
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. 6,880,439 or 78.6% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos listen to
Ad-Supported Local AM/FM Radio for an average of 61.3 minutes every day representing 37.5% of
all time spent daily with Ad-Supported Audio.
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Audio: Adults 18 or older
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time spent daily with Ad-Supported Audio.
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: 118,551 or 62.4% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos listen to Ad-
SImmiG) Supported Local AM/FM Radio for an average of 47.2 minutes every day representing 30.5% of all
oum N & v time spent daily with Ad-Supported Audio.
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Audio: Adults 18 or older
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| 50,829 or 91.3% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos listen to Ad-
Supported Local AM/FM Radio for an average of 53.1 minutes every day representing 41.1% of all
time spent daily with Ad-Supported Audio.

Weekly 91.3% Avg. Hours+Minutes/day with Ad-Supported
Reach %

Audio: Adults 18 or older
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38,610 or 74.3% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos listen to Ad-
Supported Local AM/FM Radio for an average of 67.9 minutes every day representing 39.4% of all
time spent daily with Ad-Supported Audio.
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6,880,439 or 78.6% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Urban Contemporary, Pop
Contemporary Hit Radio, Urban AC, and Classic Rock.
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Adult Centempurary
News/Talk/Information

Classic Hits

Pop Contemporary Hit Radio
Classic Rock

Hot AC

All Sports

Alternative

Contemporary Christian
Urban AC

Adult Hits

Urban Contemporary

% Time Spent:

mﬁ’.‘
M

Avg. Hours+Minutes/day with Local
AM/FM Radio: Adults 18 or older

= .

who PLAN TO GET

16,697,604 m MARRIED in the next 12
mos
15150579 €9 e

® who PLAN TO GET MARRIED in the next 12 mos

333333390338

| @

HUSA

werage Dayl,

All Sports

Classic Rock
30.4

Urban
Contempor...
232

News/Talk/
Information

24.6

Contemporary Adult

Con Jorary
, Contemporar
Christian F ¥

’, 24.0

News/Talk/
Country Information
24.0 23.0

Hot AC
25,6

Classic Rock
244

Pop Contemporary
Hit Radio

Urban AC

Adult Hits 13.8

239

Conte Adult
Chr Contempora...
2 228 Urban
Conte...

2322

Alterna...
224

Pop Contemporary
Hit Radio
209

Classic Hits.
23.8

= who PLAN TO GET MARRIED in the next 12 mos

mUSA

Ad-Supported Local AM/FM Radio Formats (Persons & % Reach): Adults 18 or older

(Averoge Week]
Adult Contemporary

Classic Hits

Country

Pop Contemporary Hit Radio
Classic Rock

Hot AC
News/Talk/information

All sports

Alternative

Urban AC

Adult Hits

Urban Contemporary

Avg. Hours+Minutes/day with Ad-
Supported Local AM/FM Radio:
Adults 18 or older

1:.01

0 PLANTO GET
IED in the next 12

AllNews  EERTCRL .n'l
= who PLAN TO GET MARRIED in the next 12 mos mUSA
USA USA Projection Scarborough R1 2024: Jan23-Aug24 Qual Intab 592

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

Ad-Supported Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
TAvsizas.a

Urban
Contemporary
23.2

Adult
Contemporary
Classic Rock 24.0

30.4

Alternative

21.0
Information

23.0

Country
24.0

Information

Pop
Conte... | All
Hit Radio | News
18.8 159

Classic Hits
22.1

Adult Hits
25.0

All Sports
219

Classic Rock
244

Adult Hits
Urban

Pop Contemporary
Hit Radio
209

Hot AC
22.7

Classic Hits
23.8

m who PLAN TO GET MARRIED in the next 12 mos

USA Projection Scarborough R1 2024: Jan23-Aug24 Qual Intab 23,243

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

mUSA
* Share of Everything




258,894 or 91.9% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Urban Contemporary, Urban AC, Pop
Contemporary Hit Radio, Adult Contemporary, and Rhythmic Oldies.
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Lacal AM/FM Radlo Formats {Persons & % Reach): Adults 18 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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118,551 or 62.4% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Urban Contemporary,
Country, Classic Hits, and All News.
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50,829 or 91.3% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Album Oriented Rock, Adult Contemporary,
| Country, Hot AC, and Adult Hits.
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38,610 or 74.3% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Urban Contemporary, Urban AC, Adult
Contemporary, Rhythmic Contemporary Hit Radio, and Classic Rock.
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4,654,371 or 53.2% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos watch Ad-
Supported Local TV Stations for an average of 64.5 minutes every day representing 35.3% of all time
spent daily with Ad-Supported Video.
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151,489 or 53.8% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos watch Ad-
Supported Local TV Stations for an average of 81.7 minutes every day representing 37.3% of all time
spent daily with Ad-Supported Video.
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70,228 or 37.% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos watch Ad-
Supported Local TV Stations for an average of 50.1 minutes every day representing 29.3% of all time
spent daily with Ad-Supported Video.

Avg. Week All Video (Persons & % Reach): Adults 18 or older . Avg. Day All Video (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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21,405 or 38.5% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos watch Ad-
Supported Local TV Stations for an average of 80.3 minutes every day representing 30.4% of all time
spent daily with Ad-Supported Video.
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spent daily with Ad-Supported Video.

20,743 or 39.9% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos watch Ad-
Supported Local TV Stations for an average of 33.8 minutes every day representing 26.7% of all time

Avg. Week All Video (Persons & % Reach): Adults 18 or older Avg. Day All Video (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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ki 4,654,371 or 53.2% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos watch Ad-
Supported Local TV Stations for an average of 64.5 minutes every day representing 35.3% of all time
| spent daily with Ad-Supported Video.
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151,489 or 53.8% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos watch Ad-
Supported Local TV Stations for an average of 81.7 minutes every day representing 37.3% of all time
spent daily with Ad-Supported Video.
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70,228 or 37.% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos watch Ad-
Supported Local TV Stations for an average of 50.1 minutes every day representing 29.3% of all time
spent daily with Ad-Supported Video.
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| 21,405 or 38.5% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos watch Ad-
Supported Local TV Stations for an average of 80.3 minutes every day representing 30.4% of all time
spent daily with Ad-Supported Video.
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| 20,743 or 39.9% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos watch Ad-
Supported Local TV Stations for an average of 33.8 minutes every day representing 26.7% of all time
spent daily with Ad-Supported Video.
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Local TVStatlon Programs (Persons & % Reach): Adults 18 or older

(average wees)
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Movies

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

Court Shows

4,654,371 or 53.2% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos watch Ad-
Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Morning, Local News -
Evening, Game Shows, Movies, and Comedies.
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Local TV Station Programs (Persons & % Reach): Adults 18 or older
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151,489 or 53.8% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos watch Ad-
Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening,
National/Network News, Game Shows, Local News - Morning, and Movies.
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Local TV Station Programs (Persons & % Reach): Adults 18or older
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70,228 or 37.% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos watch Ad-
Supported Local TV Stations. The Top 6-Programs are Sports, Comedies, Movies,
Mystery/Suspense/Crime, Game Shows, and Food/Cooking Shows.
Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

Game Shows
11.6

Sports
14.7 \ .. | Nation...

ork
7.1

fFood/
Local News
Evening Comedies Docu

12.9 9.5 4.6 Science...

Dramas
20.0

Local News -
Morning
19.8

Local News

Game Shows

13.1

Sports

183
Movies
12.2

Evening
14.2

Local News

Comedies
13.0

ocumen
Dl

Science...

# who PLAN TO GET MARRIED in the next 12 mos

B WASHINGTON, DC

Ad-Supported Local TV Station Programs (Persons & % Reach): Adults 18 or old

(average week) Totol Persons:

sports T ) AT
_vwa

B — T
PR e ey v

Movies
Local News - Evening
Comedies

Local News - Morning

oramas T T
Mystery/Suspense/Crime mm Avg. Hours+Minutes/day with Ad-
Supported Local TV Stations: Adults
camesh —e
e m 18 orolder
Nt ek s R ATV m

Local News - Late

-Jimh'l
PR —

Food/Cooking Shows

0
who PLANTO GET
Science Fiction m m MARRIED in the next 12
" mos
courtshows S VR
® who PLAN TO GET MARRIED in the next 12 mos B WASHINGTON, DC
WASHINGTON, DC DMA Scarborough R2 2024: Aug23-Sep24 Qual Intab 152

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

A d—SuQ_gorted Local TV Station Programs (% Time Spent &

A

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

Local News -

Morning
17.8

Movies
10.8

Sports
14.7

Court
Shows Crime
93 8.0

Local News -
Evening Comedies
14.3 95

National/ Food..
Network
News Scien

Local News -
Morning
19.8

Comedies

Local News -
Evening
14.8

Movies
12.7

® who PLANTO GET MARRIED in the next 12 mos

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

B WASHINGTON, DC

* Share of Everything
for Anything _



21,405 or 38.5% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos watch Ad-
Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening, Comedies,
Movies, Local News - Morning, and Game Shows.
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20,743 or 39.9% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos watch Ad-
Supported Local TV Stations. The Top 6-Programs are Comedies, Local News - Morning, Local News -
Evening, Game Shows, National/Network News, and Dramas.

Local TVStatmn 1 Programs (Persons & % Reach): Adults 18 or older

(average weel
Muv:es

Local News - Evening
Sports

Comedies

Local News - Morning
Dramas

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

Court Shows

who PLANTO GET

mos

MARRIED in the next 12

1:57

'WEST PALM BEACH-BOCA
RATON

Local TVStat:on Programs (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

% Time Spent

Avg. Hours+Minutes/day with Local m
TV Stations: Adults 18 or older

2t

¥ who PLAN TO GET MARRIED in the next 12 mos W WEST PALM BEACH-BOCA RATON

Food/Cooking Shows
26.0

Mystery/Suspense/Crime | geal News

- Morning
11.5

Movies

Local News
Evening
10.9

Movies
209

Comedies
229

Local News -
Maorning
32.6

Mystery/

Local News Local N
Sports /"

31.2

® who PLAN TO GET MARRIED in the next 12 mos

B WEST PALM BEACH-BOCA RATON

Ad-Supported Local TV Station Programs (Persons & % Reach): Adults 18 or older

{average week)
Movies

Local News - Evening
Sports

Local News - Morning
Comedies

Dramas

Game Shows
Mystery/Suspense/Crime
National/Network News

Local News - Late

Total Persons:

hm
o el O
h—'{'ll‘l
T —C
B — T,
EE7 T ——T% v
C T —
P mie— v
m-m-

Avg. Hours+Minutes/day with Ad-
Supported Local TV Stations: Adults
4.9

18 orolder

Court Shows.
who PLANTO GET  WEST PALM BEACH-BOCA
Food/Cooking Shows 9, 5% MARRIED in the next 12 RATON
® who PLAN TO GET MARRIED in the next 12 mos ™ WEST PALM BEACH-BOCA RATON

WEST PALM BEACH-BOCA RATON  DMA  Scarborough R2 2024: Aug23-Aug24  Qual Intab 42
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Ad-Supported Local TV Station Programs (% Time Spent &
ARz

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

Food/Cooking
Shows
15.4

Comedies
Local News
Morning
11.5
- Movies
7.1

Court
Shows
10.8

Late Night Talk

Comedies
218

Movies
221
Local News
Morning
32.6
Myster
Suspen
Crime
16.2

Game Shows Court

20.9

Late
Night
Talk

Local Ne
Late

19.5

Natio
Netw..
News

Local News

# who PLANTO GET MARRIED in the next 12 mos

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

M WEST PALM BEACH-BOCA RATON

* Share of Everything

iy for Anything _




spent da

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

ily with Ad-Supported Digital Media.
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; 232,183 or 82.4% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos use Ad-
S,anG} ETTTa Supported Social Media for an average of 139.8 minutes every day representing 26.2% of all time
spent daily with Ad-Supported Digital Media.
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150,898 or 79.4% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos use Ad-
Supported Social Media for an average of 136.7 minutes every day representing 26.8% of all time
spent daily with Ad-Supported Digital Media.
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‘ 41,613 or 74.8% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos use Ad-
Supported Social Media for an average of 184.6 minutes every day representing 33.7% of all time
spent daily with Ad-Supported Digital Media.
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46,094 or 88.8% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos use Ad-
Supported Social Media for an average of 137.9 minutes every day representing 30.4% of all time
spent daily with Ad-Supported Digital Media.
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6,081,114 or 69.5% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos use Ad-
Supported Facebook for an average of 57.4 minutes every day representing 31.4% of all time spent
daily with Ad-Supported Saocial Media.

Avg. Week All Soc;al Medm (Persons & % Reach): Adults 18 or older Avg Day All Social Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

Facebook

Instagram

YouTube Video
Linkedin

TikTok

X (Formerly “Twitter")
Reddit

Pinterest Avg. Hours+Minutes/day with all

Social Media: Adults 18 or older

who PLANTO GET
MARRIED in t!e next 12

Snapchat
WhatsApp
Others{Rumble, Twitch, Gab, Par...

Blogs/Message Boards [read... mm 19.2%
tumblr r 7.2%

mwho PLAN TO GET MARRIED in the next 12 mos m USA

Facebook

Instagram
42.8

TikTok
18.2

LinkedIn
166

Blogs/
Message

1
anc /'m post) ‘

YouTube Video
17.9

Reddit

13.7

‘mdpt hat
tumhir

\’\ﬂhn
Pinterest 5.0

Facebook
52.1

Instagram
25.1

Linkedin
89

TikTok X

YouTube Video
24.0

Reddit
6.0

Pinte...

13.2 (Formerly...

= who PLAN TO GET MARRIED in the next 12 mos

mUSA

Avg. Week Ad- Sug_qorted Social Media (Persons & % Reach): Adults 18 or otder

% ime spenc
Frcsbook (ORI tm B
g A 8%
netsgram ARV  — logs/
h\l.llm
R ——F 2%
Fas e A (e manas m——— YouTube (read and/
Linkedin  PYRTYRY DN T A 4,99 Video or post) .
: % / YouTube Video Instagram
R —— s 259 201
X Formery “Twitter')  ESSE TR #ofe —
5 Reddit
picerest TS T v Hoursshimtessdoywiehad- R 310 o | o
i ia: i £ LinkedIn ol
Snapchat  PRRIEIAE, M L R SupponedSocml'::l:fm.Adul!sla A% Lml.:,e:ln e 48 41
Whatsapp  PREFACH S RO e ' '
Z Blogs... O
Others(Rumble, Twitch, Gab, Pa... m“ m - S - o OES.« |8
17.4% Facebook KUFGrmeriyy Pint... Facebook TikTok X Sice
Blogs/Message Boards (read... YRRRH(E M 4.4% ' - g% 57.4 3 "Twitter") 46.8 132 (Formerls) 2.7 What...
3 0% 0 PLAN TO GET usA
tumblr HO’;& MARRIED in the next 12

= who PLAN TO GET MARRIED in the next 12 mos mUSA
usA USA Projection Scarborough R1 2024: Jan23-Aug24 Qual Intab 592

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

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

# who PLAN TO GET MARRIED in the next 12 mos

USA Projection Scarborough R1 2024: Jan23-Aug24 Qual Intab 23,243

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

BUSA

soefa.ai

* Share of Everything

for Anything _




s @

198,107 or 70.3% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos use Ad-
Supported Facebook for an average of 42.4 minutes every day representing 30.4% of all time spent
daily with Ad-Supported Social Media.
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147,327 or 77.6% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos use Ad-
Supported Facebook for an average of 45.9 minutes every day representing 33.5% of all time spent
daily with Ad-Supported Social Media.
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daily with

Ad-Supported Social Media.

41,613 or 74.8% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos use Ad-
Supported Facebook for an average of 55.1 minutes every day representing 29.9% of all time spent
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daily with

Ad-Supported Social Media.

31,083 or 59.8% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos use Ad-
Supported Facebook for an average of 38.5 minutes every day representing 27.9% of all time spent
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6,081,114 or 69.5% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos use Ad-
Supported Facebook for an average of 57.4 minutes every day representing 31.4% of all time spent
daily with Ad-Supported Social Media.

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

Reach % 72.4% Social Media: Adults 18 or older
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ALY 198,107 or 70.3% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos use Ad-
S’lﬂﬂQG} Supported Facebook for an average of 42.4 minutes every day representing 30.4% of all time spent
oD v daily with Ad-Supported Social Media.
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daily with Ad-Supported Social Media.
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41,613 or 74.8% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos use Ad-
Supported Facebook for an average of 55.1 minutes every day representing 29.9% of all time spent
daily with Ad-Supported Social Media.
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Y , _ 31,083 or 59.8% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos use Ad-
Sham&(}} Supported Facebook for an average of 38.5 minutes every day representing 27.9% of all time spent
oonmesonaveien [ daily with Ad-Supported Social Media.
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Social Media: 507,664; Local Radio: 427,991; Non-Prem. Cable: 210,055; Local TV: 156,389
reaching Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos.

All Other Digital Media: 587,273;

(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...
Social Media: 17,968; Local Radio: 16,446; Non-Prem. Cable: 5,899; Local TV: 5,650
reaching Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos.

All Other Digital Media: 20,325;

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 18 or older who PLAN TO GET MARRIED in the next 12
mos
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 13,054;
Social Media: 9,793; Local Radio: 7,097; Non-Prem. Cable: 3,908; Local TV: 2,450 reaching
Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos.
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 3,802;
Social Media: 3,185; Local Radio: 3,134; Non-Prem. Cable: 956; Local TV: 699 reaching
Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos.
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Top-13 Out-of- Home Media (Persons & % Reach): Adults 18 or older

(average week)

‘Grocery Stores

Billboards & Signs (Weekly Drivers)

Walking in Towns, Cities, Downtown...

AM/FM Radio

Gas Stations/Convenience Stores

' 7,948,689 or 90.8% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an
average of 86.6 minutes per day driving, seeing Billboards and Signs. 65.7% Listen to Local Radio
Stations Out-of-Home for an average of 37.1 minutes/day.
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248,562 or 88.3% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an
average of 79.7 minutes per day driving, seeing Billboards and Signs. 76.8% Listen to Local Radio
Stations Out-of-Home for an average of 47.1 minutes/day.
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165,646 or 87.2% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an
average of 53. minutes per day driving, seeing Billboards and Signs. 52.2% Listen to Local Radio

Stations Out-of-Home for an average of 28.6 minutes/day.
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older

(average week)
‘Grocery Stores
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54,517 or 97.9% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an
average of 39.8 minutes per day driving, seeing Billboards and Signs. 76.3% Listen to Local Radio
Stations Out-of-Home for an average of 32.2 minutes/day.
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older

(average week)
‘Grocery Stores
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51,592 or 99.3% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an
average of 100.3 minutes per day driving, seeing Billboards and Signs. 62.1% Listen to Local Radio
Stations Out-of-Home for an average of 41.1 minutes/day.
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7,948,689 or 90.8% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an average
of 86.6 minutes per day driving, seeing Billboards and Signs representing 44.7% of all Time Spent with Ad-
Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 18 or older
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248,562 or 88.3% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an average
of 79.7 minutes per day driving, seeing Billboards and Signs representing 40.1% of all Time Spent with Ad-

Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 18 or older
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. 165,646 or 87.2% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an average
S'tam& G} of 53. minutes per day driving, seeing Billboards and Signs representing 34.6% of all Time Spent with Ad-
Toun ERA Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 18 or older

e "Share of Ad-Supported OOH Media"

81.4% who PLAN TO GET WASHINGTON, DC
MARRIED in the next 12
mos
% of Weekly 64.6%
Time Spent 59.7%
Ad-Suppo
OOH Media.
42.4%
34.1% 34.2%
0%
22.9%
15.7% 15.3%

Weekly

Total =39 ] .

Persons

65, 4,864,050 545 4,136,873 , 3,679,216 AT3 715,897 B 5,504,287 3 2,120,336 687 1,764534 X 1,224,052 89 871,289 2,835,135
Billboards & Signs Walking in Towns, AM/FM Radio Public Transit Grocery Stores Restaurants & Bars Shopping Malls Podcasts Movie Theaters Gas

Average (Weekly Drivers) Cities, Downtown Stations/Convenience
Daily Minutes Areas Stores
with Ad-Supported
[o]e] dia: y

S TN o2 JEEVE 230 EETEN a2 EUIRA 017 QNN o5 QEETYE 105 JETEN 104 EEEER 77 EEVEN 166 EEVAN 3 |

® who PLAN TO GET MARRIED in the next 12 mos B WASHINGTON, DC
WASHINGTON, DC  DMA  Scarborough R2 2024: Aug23-Sep2d  QualIntab 152 WASHINGTON, DC ~ DMA  Scarborough R2 2024: Aug23-Sep2d  Qual Intab 5,557 ® Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved. soeﬁ_al for Anything _ ©

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



Weekly
Reach %

97.9%

88.1%

76.3%

Weekly
Total

Persons
1,645,580
Billboards & Signs

(Weekly Drivers)

1,283,922

AM/FM Radio

Average
Daily Minutes
with Ad-Supported
OOH Media:

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

DMA Scarborough R2 2024: Aug23-Aug24 Qual Intab

3 273,695
Movie Theaters

2. XA RAN 7: |
B who PLAN TO GET MARRIED in the next 12 mos

54,517 or 97.9% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an average of

39.8 minutes per day driving, seeing Billboards and Signs representing 27.8% of all Time Spent with Ad-
‘Supported Out-of-Home Media.
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51,592 or 99.3% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an average of
100.3 minutes per day driving, seeing Billboards and Signs representing 49.% of all Time Spent with Ad-
Supported Out-of-Home Media.

e
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Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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Top-26 Residential Zip Codes: Adults 18 or older
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Lifestyle changes/events personally plan to do next 12 mths: Get married

248,562 or 88.3% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an
average of 79.7 minutes per day driving an average of 46.4 miles each day and are 190.5% more
likely to use Bishop Ford Freeway than the Metro average.
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165,646 or 87.2% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an
average of 53. minutes per day driving an average of 30.9 miles each day and are 122.4% more likely
to use Independence Avenue than the Metro average.
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54,517 or 97.9% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an
average of 39.8 minutes per day driving an average of 23.2 miles each day and are 74.3% more likely
to use Norwood Lateral Expressway than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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Top-26 Employment Zip Codes: Adults 18 or older
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Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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51,592 or 99.3% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos spend an
average of 100.3 minutes per day driving an average of 58.4 miles each day and are 233.7% more
likely to use PGA Blvd than the Metro average.

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

time spent daily with All forms of Print Media.
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96,094 or 34.1% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos read Local
Daily Newspaper(s) (Daily+Sunday) for an average of 7.9 minutes every day representing 24.3% of all
time spent daily with All forms of Print Media.
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59,154 or 31.1% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos read Local
Daily Newspaper(s) (Daily+Sunday) for an average of 7.2 minutes every day representing 25.% of all
time spent daily with All forms of Print Media.
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20,710 or 39.9% of Adults 18 or older who PLAN TO GET MARRIED in the next 12 mos read Local
Daily Newspaper(s) (Daily+Sunday) for an average of 6.3 minutes every day representing 33.3% of all
time spent daily with All forms of Print Media.
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