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27.3% or 74,583,524 of USA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Typical Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 37.2 years old
(23.8% younger than average) and have a $103,272 (5.% higher than average) annual household income.
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1.5% or 1,093,887 of USA GEN-Y (P30-44) "MILLENNIALS" Adults 30 - 44 Live in the MINNEAPOLIS, MN, DMA.
Typical Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the MINNEAPOLIS, MN, DMA are 37.4
years old (.4% older than average) and have a $127,437 (23.4% higher than average) annual household...
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.9% or 648,496 of USA GEN-Y (P30-44) "MILLENNIALS" Adults 30 - 44 Live in the ST. LOUIS, MO, DMA.
Typical Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the ST. LOUIS, MO, DMA are 37.2 years old
(.1% younger than average) and have a $99,980 (3.2% lower than average) annual household income.
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.7% or 518,437 of USA GEN-Y (P30-44) "MILLENNIALS" Adults 30 - 44 Live in the CINCINNATI, OH, DMA.
F Typical Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the CINCINNATI, OH, DMA are 37. years
( P30-44 old (.4% younger than average) and have a $107,572 (4.2% higher than average) annual household income.
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.6% or 420,997 of USA GEN-Y (P30-44) "MILLENNIALS" Adults 30 - 44 Live in the WEST PALM BEACH, FL, DMA.
Typical Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the WEST PALM BEACH, FL, DMA are 37.4
years old (.5% older than average) and have a $105,923 (2.6% higher than average) annual household...
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27.3% or 74,583,524 of USA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 20.9% more likely to
be a college graduate, 39.3% more likely to work full-time, 1.3% more likely to be married, 115.1% more
likely to be a parent of 1 or more children under 18.
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P UrHE M RN 1.5% or 1,093,887 of USA GEN-Y (P30-44) "MILLENNIALS" Adults 30 - 44 Live in the MINNEAPOLIS, MN, DMA.
“‘.‘- - . B Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the MINNEAPOLIS, MN, DMA are 6.4% more

2 Y\ likely to be a college graduate, 6.3% more likely to work full-time, 7.9% more likely to be married, 9.%

more likely to be a parent of 1 or more children under
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Employed Full-Time or Part-Time
_ 0
Employed Full-Time (35 hours or more) —I.O%III
13.3%
Employed Part-Time (less than 35 hours) -
11
White Collar
22.6%
Blue Collar -
7.0%

Work From Home (most of the time or always) -
21.5%

GEN-Y "MILLENNIALS" (P30-44) who Live in the ST. LOUIS, MO, DMA
W USA GEN-Y (P30-44) "MILLENNIALS"

.9% or 648,496 of USA GEN-Y (P30-44) "MILLENNIALS" Adults 30 - 44 Live in the ST. LOUIS, MO, DMA.

Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the ST. LOUIS, MO, DMA are 16.% less likely to
be a college graduate, .4% less likely to work full-time, 5.% less likely to be married, 10.3% more likely to
be a parent of 1 or more children under 18
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Education Levels: Adults 30 - 44

.7% or 518,437 of USA GEN-Y (P30-44) "MILLENNIALS" Adults 30 - 44 Live in the CINCINNATI, OH, DMA.

Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the CINCINNATI, OH, DMA are 9.8% less likely
to be a college graduate, 1.4% less likely to work full-time, 3.7% more likely to be married, 13.7% more

likely to be a parent of 1 or more children under
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m USA GEN-Y (P30-44) "MILLENNIALS"

W USA GEN-Y (P30-44) "MILLENNIALS"
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.6% or 420,997 of USA GEN-Y (P30-44) "MILLENNIALS" Adults 30 - 44 Live in the WEST PALM BEACH, FL, DM,
Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the WEST PALM BEACH, FL, DMA are 19.2%
less likely to be a college graduate, 6.7% less likely to work full-time, 17.1% less likely to be married,

16.4% less likely to be a parent of 1 or more childre

P ®.
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27.3% or 74,583,524 of USA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 10.1% less likely to own
their home, 17.8% more likely to own a higher valued home, 6.4% less likely to have a single-family home,
8.8% more likely to have a dog.
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1.5% or 1,093,887 of USA GEN-Y (P30-44) "MILLENNIALS" Adults 30 - 44 Live in the MINNEAPOLIS, MN, DMA.
Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the MINNEAPOLIS, MN, DMA are 16.9% more
likely to own their home, .8% more likely to own a higher valued home, 20.8% mare likely to have a
single-family home, 12.7% more likely to have a dog.

m%m Type of Home:Adults 30 - 44 4 [® Pets in Home:Adults 30 - 44
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30.1%
g 6.9%
6.3% 3.4% 5.0%
195,107 SSLEERLL 40,692 22,013
Rent Other Own Second Home
or Real Estate
Property

GEN-Y "MILLENNIALS" (P30-44) who Live in the ST. LOUIS, MO, DMA
W USA GEN-Y (P30-44) " MILLENNIALS"

.9% or 648,496 of USA GEN-Y (P30-44) "MILLENNIALS" Adults 30 - 44 Live in the ST. LOUIS, MO, DMA.
Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the ST. LOUIS, MO, DMA are 9.% more likely to
own their home, 29.5% more likely to own a lower valued home, 32.4% more likely to have a single-family

home, 20.8% more likely to have a dog.

m%m Type of Home:Adults 30 - 44 4 [® Pets in Home:Adults 30 - 44
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.7% or 518,437 of USA GEN-Y (P30-44) "MILLENNIALS" Adults 30 - 44 Live in the CINCINNATI, OH, DMA.
Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the CINCINNATI, OH, DMA are 7.6% more likely
to own their home, 19.8% more likely to own a lower valued home, 13.6% more likely to have a single-
family home, 12.9% more likely to have a dog.
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.6% or 420,997 of USA GEN-Y (P30-44) "MILLENNIALS" Adults 30 - 44 Live in the WEST PALM BEACH, FL, DMA.
Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the WEST PALM BEACH, FL, DMA are 5.7% less
likely to own their home, 14.4% more likely to own a higher valued home, .4% less likely to have a single-
family home, 8.9% less likely to have a dog.
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gym, 9.3% more likely to fly domestic past y

27.3% or 74,583,524 of USA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 4.4% more likely to look
up D-I-Y advice online, 18.1% less likely to always vote in local elections, 4.8% more likely to belong to a

yTop-ZO past 30-days Online Lifestyle Activites: Adults 18 or older
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Political Activity: Adults 18 or older

87.9%
30.5% 27.3%

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

Presidential Elections: Always

o
* Presidential Elections: i m
1L T T
——

Recipes / Hedth  Restaumnt Medical Wome/  Apparel/ Jobsewch/ Religion/  Education Camer  TakeOniine  Electronk  Homework  Genealogy Photography Pamnting/ Onkine Dating

MealPlanning Information Information /  Advke  /VideoCall Services{ Information Gamienidess Beautyidess Postresume Spiuaity  [Research Development  Clhsses it {You or vour (snapfish, Family Advice  Service F
suggestions Reviews (skype, information ‘schools, chid's) shunterly, Local Elections: Always 44.9%
FaceTime, Application, etc) i . %
=i prany - Local Elections: Sometimes 3%
® who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) mUSA # who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) mUSA

«
@ﬂTop-BO past 12-months Active Lifestyle Activites: Adults 18 or older

Griling-  lawnCare Gardening  Bicyding  Swimming  Volinteer long 1o camping ie'llg— Fishing Boating n:mupnmz.s Goll Yoga-pilates  Basketbal adul Followa Competitive Caregiver of Footbail Tenns  snowsking-  Sofball - Hunting  Organized
Outdoor [Flowers or work lmpmm; numcmu nm.m; Continuing  Weight Loss Video Gaming Aging Parent Snowboarding  Baseball Road Race
Cooking Vvegeubles) Gym Education Program or Relative (5%,
Marathan,
u who are GENERATION-Y “MILLENNIALS" (Age 30-44 Adults) = USA L
USA USA Projection Scarborough R1 2026: Jan 25-Mar26 Qual Intab 5,886
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. USA Projection Scarborough R1 2026; Jan 25-Mar26 Qual Intab 24,338

20.4%)
17.9%

% Past 12-months Domestic Airline Trips: Adults 18 or older

: 17.6%
B4 928710 16.4%
) 14.0%
2trips YT 103 13.6%
g 8.2%
Sl 1 564,403 7.9%
4 trips g.’z%
13.5%
5-9trips  PRRTHTT 10.8%
5 4.5% Flew Domestic past year: .5% 59.0%
10+ tips RORRT IR 4.1 Avg. # Domestic Flights: s G EEEY 3

6.0%

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)



1.5% or 1,093,887 of USA GEN-Y (P30-44) "MILLENNIALS" Adults 30 - 44 Live in the MINNEAPOLIS, MN, DMA.
Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the MINNEAPOLIS, MN, DMA are 1.8% less likely
to look up D-I-Y advice online, .1% less likely to always vote in local elections, 5.6% less likely to belong to a

gym, .7% less likely to fly domestic p
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.9% or 648,496 of USA GEN-Y (P30-44) "MILLENNIALS" Adults 30 - 44 Live in the ST. LOUIS, MO, DMA.
Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the ST. LOUIS, MO, DMA are 10.8% less likely to
look up D-I-Y advice online, 15.6% less likely to always vote in local elections, 32.5% less likely to belong to
a gym, 22.7% less likely to fly domest
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Adults 30 - 44 % Past 12-months Domestic Airline Trips: Adults 30 - 44

. 9823 15.1%
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10 043,054

1o0svips (R b 4.5%

13.5%

Flew Domestic past year:
Avg. # Domestic Flights:

.89 64.5%
33 BRI

Bowlng  Volnteer Belongto  Fishing  Basketball Yoga- Piates s--.; Emupnmm Boating aduk  Competitive Foothall  Followa Tenns somball- caegiverol Organired snowsking-  Hunting
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.7% or 518,437 of USA GEN-Y (P30-44) "MILLENNIALS" Adults 30 - 44 Live in the CINCINNATI, OH, DMA.
Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the CINCINNATI, OH, DMA are 4.2% more likely
to look up D-I-Y advice online, 7.8% less likely to always vote in local elections, 15.4% more likely to belong
to a gym, 15.% less likely to fly domestic

(In District of Residence) Democrat Republican of These

yTop-ZO past 30-days Online Lifestyle Activites: Adults 30 - 44 Political Activity: Adults 30 - 44
Presidential Elections: Always

: 83.9%
7+125.2% 31.0%
52.0'
: F ial Elections: i m
ﬂ i i ﬂ Bl B | | s e
de Elecions: Sometime:  ETERR™"
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b peciriig =) Local Elections: Sometimes v
 GEN-Y "MILLENNIALS” (P30-44) who Live in the CINCINNATI, OH, DMA ® USA GEN.-Y (P30-44) "MILLENNIALS" WOEIEY "HALEENNRRS: (PAIRA4) weho LR K CINCRINATY, O LM
C
@ﬂTop-BO past 12-months Active Lifestyle Activites: Adults 30 - 44 Jk Past 12-months Domestic Airline Trips: Adults 30 - 44
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Rl 3 153 808 17.6%
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4 trips 6.7%
ER 0 043,054 LRt 13.5%
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Outdoor [Flowers or Backpacking  Running Work  Health Club or Continuing Video Gaming Weight Loss Baseball  Aging Parent RoadRsce Snowboarding
Cooking vegeubies) Gym Education Program or Relative (5%,
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.6% or 420,997 of USA GEN-Y (P30-44) "MILLENNIALS" Adults 30 - 44 Live in the WEST PALM BEACH, FL, DMA.

‘ S Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the WEST PALM BEACH, FL, DMA are 2.4% more
likely to look up D-I-Y advice online, 20.4% less likely to always vote in local elections, 1.2% less likely to

I P30-44 belong to a gym, 3.1% less likely to fly dom

yTop-ZO past 30-days Online Lifestyle Activites: Adults 30 - 44 Political Activity: Adults 30 - 44

83.9%
3 43.8% 25.2% 31.0%
52,01 Registered to Vote Democrat / Lean  Republican / Lean Independent / None
(In District of Residence) Democrat Republican of These
e Presidentiol Electons: Always
26, Presidential Elections: i m
el
ide Elections: Sometimes | e
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Faatns, tpphcton, ) Local Elections: Sometimes
® GEN-Y "MII.I.ENNIALS" (P30-44) whu Live in the “1'55’1J PALM BEACH, FL, DMA # GEN-Y "MILLENNIALS™ (P30-44) who Live in the WEST PALM BEACH, R., DMA
o W USA GEN-Y (P30-44) "MILLENNIAIS"

@ﬂTop-BO past 12-months Active Lifestyle Activites: Adults 30 - 44 Jk Past 12-months Domestic Airline Trips: Adults 30 - 44
. : 17.2%
RN 15 153 508 17.6%

2 trips

10,422 144 14.0%

) 4.1%
3trips [ 141 768 8.2%
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: ) 14.5%
; 5-9trips prierEy 13.5%
" L 1.5% 2 7R% Domestic past year: 52.5% 64.5%
, SN 5000 b oyl ———— 4%

Gilling-  lawnCare Gardening Swimming  Bicyding Hiking - Jogging - camping. Bowling Volunteer  Belongto Fishing Basketball Yoga- Pilates s--.; Emupnmm Boating aduk Competitive Foothall Followa Tenns Sofball-  cCaregiverol Organired Snow Skimg-  Humting
Outdear [Flowersor Backpacking  Running Work  Health Club or Continuing Video Gaming Weight Loss Baseball  Aging Parent RoadRace Snowboarding
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Past 30-days QSR Users: Adults 18 or older

Loy e
3 times

11.9%
10.4%

16.3%
10 times or more 12.9%

» who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) WUSA

Avg. Monthly QSR Meals:

4 times

5 times 10.3%
6 - 9times

Total Monthly QSR Users:
86.4% 83.3%

e R - EEE

7 27.3% or 74,583,524 of USA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).
Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 3.7% more likely to use
QSRs past mo., .3% more likely to use Sit-Down Restaurants past mo., 9.3% more likely to use Casinos past

yr., 28.2% more likely to smoke cigarettes.

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

1time

16.9%

i
3 s
A
S
yo——
m who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) mUSA
Total ly Sit-Down R Users: Avg. Monthly Sit-Down R ant Meals:

7L.7% 71.5%

Drank Past 30-days: Adults 18 or older

Liquor

Any Type of Beer
Wine

Domestic Regular Beer
Imported Beer

Domestic Light Beer

112,360,680 41.1%
108,355,087 39.8%
85,526,843 31.3%
o6 457,548 24.3%
66,217,070 24.2% |

g
29,006,269 10.6%

- Vv

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

IR o
i
vz

Wings/ Bagel/ Stakhouss Upscale Sesfood
Burgers/  Donut/
sports gar  makery

Mexican  Chinese Hakian

 who are GENERATION ¥ "MILLENNIALS {Age 30-44 Aduts) musA
Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who are GENERATION-Y "MILLENNIALS" {Age 30-44... 25.1%

usa 19.9%

Past 12 months Casino Activities: Adults 18 or older
Slot Machines g 1

Table Games (Craps, Poker, etc.)

31,585,584 11.6%

75,606,880
Bar/ Nightclub st
Upscale Restaurant =
Stage Show / Concert

6.9%
15,865,257 .

3.4%

Sports Betting

Used Past 30-days: Adults 18 or older

i
4

13.8%

Microbrew / Craft Beer ' Spa T 2.4% en S
Other Gambling M;Z”S:{: Casinos visited past 12 Yes / Cannabis Cigarettes Vape
# who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) mUSA # who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) B USA = who are GENERATION-Y "MILLENNIALS” (Age 30-34 Adults) =mUsA
USA USA Projection Scarborough R1 2026: Jan 25-Mar26 Qual Intab 5,886

All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, inc. LLC. All rights reserved.
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Past 30-days QSR Users: Adults 30 - 44

® GEN-Y "MILLENNIALS" (P30-44) who Live in the MINNEAPOLIS, MN, DMA
mUSA GEN-Y (P30-44) "MILLENNIALS"

Total Monthly QSR Users:
85.3%

e ERRE > B

2 times

3 times

4 times

5 times

6 - 9times

Avg. Monthly QSR Meals:

1.5% or 1,093,887 of USA GEN-Y (P30-44) "MILLENNIALS" Adults 30 - 44 Live in the MINNEAPOLIS, MN, DMA.
Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the MINNEAPOLIS, MN, DMA are 1.2% less likely
to use QSRs past mo., 3.% less likely to use Sit-Down Restaurants past mo., 4.2% more likely to use Casinos

past yr., .3% less likely to smoke cigarettes

L

Past 30-days Sit-Down Restaurant Users: Adults 30 - 44
€

1time

17.5%

2times 3

3 times

4 times

5 times

6 -9times

10 times or more
= GEN-Y "MILLENNIALS" (P30-44) who Live in the MINNEAPOLIS, MN, DMA
Total Monthly Sit-Down Restaurant Users:  Avg. ly Sit-Down Re

- o - “

e R

Meals:

Drank Past 30-days: Adults 30 - 44

22,557,773

20,205,323 27.1%
19,702,758 26.4%
e
10,458,345 14.0%

B GEN-Y "MILLENNIALS" (P30-44) who Live in the MINNEAPOLIS, MN, DMA
W USA GEN-Y (P30-44) " MILLENNIALS"

USA GEN-Y (P30-44) "MILLENNIALS"

Liquor
Any Type of Beer
Wine
Imported Beer
Domestic Regular Beer
Domestic Light Beer - v

|

Microbrew / Craft Beer

USA Projection

Top-10 Cuisines: Adults 30 - 44

(Sit-Down Restaurants Used Past 30-days)

5o.5
.
pizza

Mexicin  Chinese  Coffee  Wings/ Bagel/  imlan Steskhouse Upscale Seafood
House [ Burgers/ Donut/
Coffee Bar Sports Bar  Bakery

% GEN-Y "MILLENNIALS" [P30-84) who Live in the MINNEAPOLIS, MN, DMA
 USA GEN-Y (P30-44) "MILLENNIALS"
Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
GEN-Y “MILLENNIALS” (P30-44) who Live in the... 16.3%

usacen-y (pso-sq) “vucennenrs” [EOSERENIINNN 25.1%

Past 12 months Casino Activities: Adults 30 - 44

Slot Machines R 30.5% [}

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

Upscale Restaurant

Sports Betting

Stage Show / Concert

Spa

2 3.4%

29,453 ..
Casinos visited past 12 months: Yes

Scarborough R1 2026: Feb25-Feb26
All Graphs and HBIAI Date Modeling Copyright © 2026 Hubbard Broodcasting, Inc. LLC. All rights reserved.
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QualIntab 456
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(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)

Used Past 30-days: Adults 30 - 44

Marijuana / Cannabis

Cigarettes Vape

= GEN-Y "MILLENNIALS” (P30-44) who Live in the MINNEAPOLIS, MN, DMA
WUSA GEN-Y (P30-44) "MILLENNIALS™



Past 30—days QSR Users: Adults 30 - 44
Etme

2 times

3times 12 5%
s
6 - 9times 18 9%

» GEN-Y "MILLENNIALS" (P30-44) who Live in the ST Loms MO, DMA
® USA GEN-Y [P30-44) "MILLENNIALS"

Total MontMy QSR Users:

86.4%

Avg. Monthly QSR Meals:

.9% or 648,496 of USA GEN-Y (P30-44) "MILLENNIALS" Adults 30 - 44 Live in the ST. LOUIS, MO, DMA.
Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the ST. LOUIS, MO, DMA are 5.6% more likely to

use QSRs past mo.,
past yr., 60.% more likely to smoke cigarettes.

L

Past 30-days Sit-Down Restaurant Users: Adults 30 - 44

[ ] 1time

2 times

15. 0%

3 times

4 times

5 times

6-9times

10 times or more

= GEN-Y "MILLENNIALS" (P30-44) who Live in the ST. LOUIS, MO, DMA
Total Monthly Sit-Down Restaurant Users: Avg. ly Sit-Down Re

- e “

e RGN

Meals:

Drank Past 30 days Adults 30 - 44

Liquor
Any Type of Beer
Wine R:s,;;n 30.29¢
Imported Beer

20,205,323 27.1%

Domestic Regular Beer
Domestic Light Beer - v
2.2% i

Microbrew / Craft Beer 14.0% '

10,

.7% less likely to use Sit-Down Restaurants past mo., 2.1% more likely to use Casinos

Top-10 Cuisines: Adults 30 - 44

(Sit-Down Restaurants Used Past 30-days)

I

Mexian  Chinese  Colfee  Wings/  Bagel/
House [ Burgers/ Donut/
Coffee Bar Sports Bar  Bakery

ialan  Steskhouse Upscale  Seafood

# GEN-Y "MILLENNIALS” (P30-48) who Live in the ST. LOUIS, MO, DMA.
®USA GEN-Y (P30-44) "MILLENNIALS"
Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
GEN-Y ) " (P30-44) in the ST. 19.5%

usacen-y rpso-sq) “sucennenrs” [EOSERENIIINNN 25.1%

Past 12 months Casino Activities: Adults 30 - 44

Slot Machines

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

Upscale Restaurant

Sports Betting

Stage Show / Concert

Spa

Other Gambling Casinos visited past 12 months: Yes

 GEN-Y "MILLENNIALS" (P30-44) who Live in the ST. LOUIS, MO, DMA
W USA GEN-Y (P30-44) “MILLENNIALS"

USA GEN-Y (P30-44) "MILLENNIALS" USA Projection

Scarborough R1 2026:
All Graphs and HBIAI Date Modeling Copyright © 2026 Hubbard Broodcasting, Inc. LLC. All rights reserved.
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Feb25-Feb26 Qual Intab 407

USA Projection UsA Qual Intab 5886

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)

Used Past 30-days: Adults 30 - 44

Marijuana / Cannabis

Cigarettes Vape

= GEN-Y "MILLENNIALS" (P30-44) who Live in the ST. LOUIS, MO, DMA
WUSA GEN-Y (P30-44) "MILLENNIALS™



Past 30-days QSR Users: Adults 30 - 44

2 times

3 times

4 times

5 times

6 - 9times

10 times or more 16.3% -

%
® GEN-Y "MILLENNIALS" (P30-44) who Live in the CINCINNATI, OH, DMA
®USA GEN-Y (P30-44) "MILLENNIALS"

Total Monthly QSR Users:
91.6%

4%
e e Ve e

Avg. Monthly QSR Meals:

.7% or 518,437 of USA GEN-Y (P30-44) "MILLENNIALS" Adults 30 - 44 Live in the CINCINNATI, OH, DMA.
Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the CINCINNATI, OH, DMA are 6.% more likely to
use QSRs past mo., .4% more likely to use Sit-Down Restaurants past mo., 13.2% more likely to use Casinos

past yr., 64.3% more likely to smoke cigarette

L

Past 30-days Sit-Down Restaurant Users: Adults 30 - 44

[ ] 1time

17.5%

13.0%

2 times
3 times

4 times

10 times or more

5 times

3.4%
= GEN-Y "MILLENNIALS" (P30-44) who Live in the CINCINNATI, OH, DMA

ly Sit-Down R

Total Monthly Sit-Down Restaurant Users: Avg. Meals:

- o - “

T S

Drank Past 30-days: Adults 30 - 44
Liquor
o et
Wine
Wmportsd Bear

Domestic Regular Beer

Domestic Light Beer

Microbrew / Craft Beer

B GEN-Y "MILLENNIALS" (P30-44) who Live in the CINCINNATI, OH, DMA
W USA GEN-Y (P30-44) “MILLENNIALS"

USA GEN-Y (P30-44) "MILLENNIALS" USA Projection

Scarborough R1 2026: Feb25-Feb26

All Graphs and HBIAI Date Modeling Copyright © 2026 Hubbard Broodcasting, Inc. LLC. All rights reserved.

Top-10 Cuisines: Adults 30 - 44

(Sit-Down Restaurants Used Past 30-days)
# GEN-Y "MILLENNIALS" [P30-34) who Live in the INCINNATI, OH, DMA

.5
vz
W USAGEN-Y (P30-44) “MILLENNIALS"

Wings/ Bagel/ falan Steskhouse Upscale Sestood
House/ Bugers/ Donut/
Coffee Bar Sports Bar  Bakery
Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
GEN-Y “MILLENNIALS” (P30-44) who Live in the... 27.6%
USA GEN-Y (P30-44) “MILLENNIALS™ “ 25.1%

Mexian  Chinese  Colfee

Past 12 months Casino Activities: Adults 30 -

Slot Machines

22,774,554 30.5% ’

Table Games (Craps, Poker, etc.)
Upscale Restaurant e 5
—
Stage Show / Concert :’9-;96
.8

%
Spa
P! 3.4% 29,453
. 3.8%
Other Gambling 2.9% Casinos visited past 12 months: Yes

GEN-Y "MILLENNIALS" (P30-44) who Live in the CINCINNATI, OH, DMA m USA GEN-Y (P30-44) "MILLENNIALS"

Qual Intab 427

USA Projection UsA Qual Intab 5886

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)

Used Past 30-days: Adults 30 - 44

Marijuana / Cannabis
= GEN-Y "MILLENNIALS” {P30-44) who Live in the CINCINNATI, OH, DMA
W USAGEN-Y (P30-44) "MILLENNIALS™

Cigarettes



Past 30-days QSR Users: Adults 30 - 44

1 time
TN
2 times
3 times
4 times
5 times

6-9times

10 times or more

.3%
® GEN-Y "MILLENNIALS" (P30-44) who Live in the WEST PALM BEACH, FL, DMA
M USA GEN-Y (P30-44) "MILLENNIALS"

Total Monthly QSR Users:
89.7%

4%
e R - K

Avg. Monthly QSR Meals:

Casinos past yr., 16.2% less likely to smoke ci

.6% or 420,997 of USA GEN-Y (P30-44) "MILLENNIALS" Adults 30 - 44 Live in the WEST PALM BEACH, FL, DMA.
Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the WEST PALM BEACH, FL, DMA are 3.8% more
likely to use QSRs past mo., 2.7% more likely to use Sit-Down Restaurants past mo., 17.8% less likely to use

Past 30-days Sit-Down Restaurant Users: Adults 30 - 44
¢ 2

1time

17.5%

e P
o
cumes
s
6 -9times
10 times or more

® GEN-Y "MILLENNIALS" (P30-44) who Live in the WEST PALM BEACH, FL, DMA
Total Monthly Sit-Down Restaurant Users: Avg. ly Sit-Down

e o - “

e

Meals:

Drank Past 30-days: Adults 30 - 44

Liquor
Any Type of Beer
Wine

Imported Beer

20,410,701 27.4%

Domestic Regular Beer

20,205,323 27.1%

Domestic Light Beer

v ¥
¥

19,702,788 26.&‘.}6

7.4%

Microbrew / Craft Beer 14.0%

® GEN-Y "MILLENNIALS" (P30-44) who Live in the WEST PALM BEACH, FL, DMA
W USA GEN-Y (P30-44) “MILLENNIALS"

USA GEN-Y (P30-44) "MILLENNIALS" USA Projection

Top-10 Cuisines: Adults 30 - 44
(sit-Down Restaurants Used Past 30-days)
I i
Pz Bagel /
= GEN-Y "MILLENNIALS” (P30-44) who Live in the WEST PALM BEACH, AL, DMA
B USA GEN-Y (P30-44) " MILLENNIALS"

Coffee  Wings/
Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)

Maxican  Chinese talian  steskhouse Upscale  Seafood

Mouse/ Buwgers/ Donut/
GEN-Y "MILLENNIALS" (P30-84) who Live in the WEST... 27.0%

Coffee Bar Sports Bar  Bakery
usacen-y (pso-sq) vsenwiars” RGN 25.1%

Past 12 months Casino Activities: Adults 30 - 44

9,153,588

7,560,126 10.1%

Slot Machines

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

Upscale Restaurant

Sports Betting

Stage Show / Concert

Spa

Other Gambling Casinos visited past 12 ths: Yes

Used Past 30-days: Adults 30 - 44

/ Cannabis

Scarborough R1 2026: Jan25-Jan26
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, inc. LLC. All rights reserved.

' GEN-Y "MILLENNIALS" (P3044) who Live in the WEST PALM BEACH, FL, DMA

m USA GEN-Y (P30-44) "MILLENNIALS"
Qual intab 473

USA Projection

UsA Qual intab 5,886

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)

Cigarettes Vape

 GEN-Y "MILLENNIALS" (P30-44) who Live in the WEST PALM BEACH, AL, DMA
mUSA GEN-Y (P30-24] “MILLENNIALS"



mﬁalnvestments Owned: Adults 18 or older

401K Plan

125,. . 45.8%

IRA (Individual Retirement Account)

100,032,171

Mutual Funds

: 13.4%
47,850,162 17.5%
10.0%
Money Market Funds & i
G085 25.8%
Bonds o
Other (Crypto / NFTs / Metals, etc.) 2 825
' e1C.) PR osu
10.1%
E 3.0%

, EL6%
7.4%

# who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)

529 Plan / College Savings Plan

Second Home or Real Estate Property

mUSA

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

- 5 15.6%]
- -

Auto Loan Money
Market
Account

Home
Mortgage

Mobile
Banking

Online
Banking

Online Bill
Paying

n?
Checking  Debit or ATM
Account card

Savings
Account

Credit Card

® who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)

27.3% or 74,583,524 of USA Adults 18 or older are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults).

Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) are 17.5% more likely to have a
401K, 16.4% more likely to have an Auto Loan, 19.5% more likely to Invest/Trade Stocks Online, 8.7% less
likely to pay with their Debit Card.

8.4%
66% 5% 5% oo 44%
e

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

B USA

Professional Serwces Used*' Adults 18 or older

Financial Planner

Online Investing / Stock Trading

Aoorimiant 26, 192 251 9 6%
20 896,912 7.6%
4.2%
3.

3%

151.6%
3.1%

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

Estate Planning

Divorce Family Attomey E:s;.;% (*Past 12 Months)
» who are GENERATION-Y “MILLENNIALS" (Age 30-44 Adults) mUSA
USA USA Projection Scarborough R1 2026: Jan 25-Mar26 Qual Intab

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

American
Express
» who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)

: $ir 7
Cash App  Google Pay

e o
MasterCard ~ Apple Pay

Venmo

5,886
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

USA Projection Scarborough R1 2026: Jan 25-Mar26 Qual Intab 24,338

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)

10.1%
9.5% 9.1% 6.8%

Store Credit  Square Cash ~ Facebook sarmungPay
Card Messenger

6.4% “m

Discover



Adults 30 -

mﬁalnvestments Owned: Adults 30 - 44

401K Plan o

IRA (Individual Retirement Account)

33.6%

Stocks or Stock Options

56,3670 18.0%
9,978,178 %%
12.7%
10.1%

686 9.9%
LR 10.0%
69,3876.3%
6,180, K

Mutual Funds
529 Plan / College Savings Plan
Money Market Funds

Other (Crypto / NFTs / Metals, etc.)

: 1.5% or 1,093,887 of USA GEN-Y (P30-44) "MILLENNIALS" Adults 30 - 44 Live in the MINNEAPOLIS, MN, DMA.

44 GEN-Y "MILLENNIALS" (P30-44) who Live in the MINNEAPOLIS, MN, DMA are 10.% more likely

to have a 401K, 33.8% more likely to have an Auto Loan, 6.2% more likely to Invest/Trade Stocks Online, 3.8%
less likely to pay with their Debit Card.

Financial Services Has and/or Uses: Adults 30 - 44

85% 8% g oo 6% .

0%

. b = o O - ... - e
Bonds m £.13% Checking Debitor ATM  Savings  CreditCard  Online Mobile Online Bill Home Autoloan Studentloan  Money  Certificates of Personal Loan Refinanced Home
Account card Account Banking Banking Paying Mortgage Market  Deposit (CDs) Home  Improvement
13, 7900% Account Mortgage Loan or Home
Second Home or Real Estate Property E%T 0 Equity Loan

w GEN-Y "MILLENNIALS" (P30-443) who Live in the MINNEAPOLIS, MN, DMA
M USA GEN-Y (P30-44) "MILLENNIALS"

= GEN-Y "MILLENNIALS" (P30-44) who Live in the MINNEAPOLIS, MN, DMA B USA GEN-Y (P30-44) "MILLENNIALS"

Professional Services Used*: Adults 30 - 44 <X

Tax Preparation Service

17.7%

13,191,667

Online Investing / Stock Trading 175% 1

13,081,759
Financial Planner e
7,722,963
nt s,
Accountant 5,911,227

Insurance Agent at a Local Office (not online)

Real Estate Agent

1.6%

Estate Planning 1.6%

0.7%
1.6%

® GEN-Y "MILLENNIALS" (P30-44) who Live in the MINNEAPOLIS, MN, DMA

(*Past 12 Months)

Divorce / Family Attorney

USA GEN-Y (P30-44) "MILLENNIALS"  USA Projection ~ Scarborough R1 2026: Feb25-Feb26
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Past 3-Months Payment Methods Used: Adults 30 - 44

5.1% 64%

0,550 104

Debit

S 1a0sr

Google Pay

. 2 S o201 !
Apple Pay MasterCard  Cash App American

Zelle Card Discover  Store Credit Square Cash  Facebook Samsung Pay
Express Card Messenger
® GEN-Y "MILLENNIALS" (P30-44) who Live in the MINNEAPOLIS, MN, DMA
W USA GEN-Y (P30-44) "MILLENNIALS"
Qualintab 456
USA Projection usa Qual Intab 5,886

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)



mﬁalnvestments Owned: Adults 30 - 44

401K Plan

0,165,594

19,148,997 25.7%

5,713 7.2%

0,078,173 JEERC
11.5%

7,529,761 [ELRCS

0,141 10.8%

7,462,115 LT )

6.7%

[RURE 5.3%

2.4%

¢ 5.8%
4%

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

529 Plan / College Savings Plan
Money Market Funds

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

Second Home or Real Estate Property

0%
= GEN-Y "MILLENNIALS" (P30-44) who Live in the ST. LOUIS, MO, DMA
W USA GEN-Y (P30-44) "MILLENNIALS"

.9% or 648,496 of USA GEN-Y (P30-44) "MILLENNIALS" Adults 30 - 44 Live in the ST. LOUIS, MO, DMA.

Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the ST. LOUIS, MO, DMA are .7% less likely to have
a 401K, 7.% more likely to have an Auto Loan, 36.2% less likely to Invest/Trade Stocks Online, 7.7% more
likely to pay with their Debit Card.

N d Financial Services Has and/or Uses: Adults 30 - 44

g 1z

: ! e
Checking Debitor ATM  Savings

s

Auto Loan

275511

Certificates of Personal Loan
Deposit (CDs)

Student loan

Refinanced
Home

Home
Improvement
Mortgage Loan or Home
Equity Loan

Home
Mortgage

Online Bill
Paying

Mobile
Banking

Online
Banking

Credit Card Money
Market

Account

Account card Account

® GEN-Y "MILLENNIALS" (P30-44) who Live in the ST. LOUIS, MO, DMA H USA GEN-Y (P30-44) "MILLENNIALS"

Professional Services Used*: Adults 30 - 44

Tax Preparation Service

Online Investing / Stock Trading

3 6.6%
5,911,227 7.9%
: 6.3%
3,390,597 4.5%
B
4.2%
1.4%
[T 1.6%
&1.1%
w GEN-Y "MILLENNIALS" (P30-44) who Live in the ST. LOUIS, MO, DMA

1.6%
USA GEN-Y (P30-44) "MILLENNIALS"  USA Projection
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

7 17.

Financial Planner

Accountant

Insurance Agent at a Local Office (not online)

Real Estate Agent

Estate Planning

(*Past 12 Months)

Divorce / Family Attorney

Scarborough R1 2026: Feb25-Feb26

'E'Past 3-Months Payment Methods Used: Adults 30 - 44

9.1%

B1% 4%

& 17500 S0 210104 S o201 S 1asr
Zelle ApplePay  DebitCard MasterCard CashApp  Google Pay  American Store Credit  Square Cash  Facebook — Samsung Pay
Express Card Messenger
® GEN-Y "MILLENNIALS" (P30-44) who Live in the ST. LOUIS, MO, DMA
m USA GEN-Y (P30-44) "MILLENNIALS"
Qualintab 407
USA Projection usa Qual Intab 5,886

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)



Adults 30 -
have a 401

Investments Owned: Adults 30 - 44
Z.ZAE%
9,978,178 13.4%
7,529,761 JEURES
10.0%
5,495
6,180,28)

401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

529 Plan / College Savings Plan
Money Market Funds

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

Bonds 5.0%

.7% or 518,

Checking  Debit o

437 of USA GEN-Y (P30-44) "MILLENNIALS" Adults 30 - 44 Live in the CINCINNATI, OH, DMA.
44 GEN-Y "MILLENNIALS" (P30-44) who Live in the CINCINNATI, OH, DMA are 6.7% less likely to
K, 4.% more likely to have an Auto Loan, 18.6% less likely to Invest/Trade Stocks Online, 3.3% more

likely to pay with their Debit Card.

Financial Services Has and/or Uses: Adults 30 - 44

8.4% 8.4%

5.3% 5.6%

3.2% 3.0%

20
r ATM

4370 s

Auto Loan

Online Bill Home Student loan riificates of Personal Loan Refinanced Home

Mobile

Online

5.8% Credit Card Money  Ce
Account card Banking Banking Paying Mortgage Market  Deposit (CDs) Home  Improvement
28,129 5.4% Account Mortgage Loan or Home
Second Home or Real Estate Property Y "f’“ Equity Loan
GEN-Y "MILLENNIALS" (P30-44) who Live in the CINCINNATI, OH, DMA
o UsA GENY. P30 23] "N‘IILI.ENN)I A o e ® GEN-Y "MILLENNIALS" (P30-44) who Live in the CINCINNATI, OH, DMA B USA GEN-Y (P30-44) "MILLENNIALS"
[y

Professional Services Used*: Adults 30 - 44
oo

Online Investing / Stock Trading

Financial Planner

Accountant

4.8%
4.5%
4.5%
4.2%

Insurance Agent at a Local Office (not online)

3,390,507
3,095,279

2.8%

Real Estate Agent

Past 3-Months Payment Methods Used: Adults 30 - 44

986 101% 700 0% 0 (0

N o 2.0% (*Past 12 Months) zelle ApplePay  DebitCard MasterCard Cash App  Google Pay  American Discover  Store Credit Square Cash  Facebook Samsung Pay
Divorce / Family Attorney 16% Express card Messenger
w " E W GEN-Y "MILLENNIALS" (P30-44) who Live in the CINCINNATI, OH, DMA
® GEN-Y "MILLENNIALS" (P30-44) who Live in the CINCINNATI, OH, DMA  USA GEN-Y (P30-44) "MILLENNIALS"
USA GEN-Y (P30-44) "MILLENNIALS"  USA Projection  Scarborough R1 2026: Feb25-Feb26  Qual Intab 427
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. USA Projection USA  Qualintab 5,886

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)



mﬁalnvestments Owned: Adults 30 - 44

401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

529 Plan / College Savings Plan
Money Market Funds

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

Second Home or Real Estate Property

2! 33.6%

19,148,997 25.7%
6,073 10.9%
9,978,178 13.4%
5 5.4%
10.1%
,29 8.1%
7,462,115 ETNIS

L%
 GEN-Y "MILLENNIALS" (P30-44) who Live in the WEST PALM BEACH, FL, DMA
B USA GEN-Y (P30-44) "MILLENNIALS"

.6% or 420,997 of USA GEN-Y (P30-44) "MILLENNIALS" Adults 30 - 44 Live in the WEST PALM BEACH, FL, DMA.
Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the WEST PALM BEACH, FL, DMA are 4.2% less
likely to have a 401K, 8.3% less likely to have an Auto Loan, 13.1% less likely to Invest/Trade Stocks Online,
10.6% more likely to pay with their Debit Car

Financial Services Has and/or Uses: Adults 30 - 44

Professional Services Used*: Adults 30 - 44

Tax Preparation Service

Online Investing / Stock Trading

Financial Planner

Accountant

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

Estate Planning

Divorce / Family Attorney

(BERL 8.3% 1.3% 1.0%
24.6%
& 5.8% Checking Debitor ATM  Savings  Credit Card Online Mobile Online Bill Home Auto loan  Studentloan  Money  Certificates of Personal Loan Refinanced Home
Account card Account Banking Banking Paying Mortgage Market  Deposit (CDs) Home  Improvement
4% Account Mortgage Loan or Home
Equity Loan
= GEN-Y "MILLENNIALS" (P30-44) who Live in the WEST PALM BEACH, FL, DMA B USA GEN-Y (P30-44) "MILLENNIALS"
'n'Past 3-Months Payment Methods Used: Adults 30 - 44
91,667
11.0%
7.9%
a4.2%
S
B
3,095,279 MR 4.9% 6.4%

3.7%
1.6%

4.4% (*Past 12 Months)

1.6%

¥ GEN-Y "MILLENNIALS" (P30-44) who Live in the WEST PALM BEACH, FL, DMA

USA GEN-Y (P30-44) “MILLENNIALS"

USA Projection

Scarborough R1 2026: Jan25-lan26
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Facebook  Samsung Pay
Messenger

T

Debit Card  MasterCard

S 1a0sr

Google Pay

American
Express Card

# GEN-Y "MILLENNIALS" (P30-44) who Live in the WEST PALM BEACH, FL, DMA

m USA GEN-Y (P30-44) "MILLENNIALS"

L s SOTRTY
Apple Pay Cash App Discover  Store Credit Square Cash

QualIntab 473
USA Projection usa

Qual Intab 5,886

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)



“Lifestyle/Future Plans"

P18+ USA DMA GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Posted
Resume/Looked for a New Job Online in the past 30 days)

Play Video Games

84,498,252
/iﬁndeed) Looking for a New Job 65‘164,039

Plan to Buy a Used Vehicle

32,334,398 11.8% i

Plan to Move next 12mos i6,264.387

25,502,912 10 indeed
29,996,878 11.0%
19,317,729 7.1% YRY

16,086,762 5.9%

LGBTQ+

Plan to Buy/Lease New Vehicle

Use Online Dating Apps

Plan to Buy a House/Condo

Plan to Go Back to School

18605635  6.6% |
Plan Birth of a Child g

USA

Plan to Get Married

Still Attending College

7.5%

P18+ USA DMA GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Posted Resume/Looked for a New Job Online in the past 30 days)

= P18+ USA AVERAGE: (Posted Resume/Looked for a New Job Online in the past 30 days)

USA DMA Scarborough R1 2026: Jan25-Mar26 Qualintab: 5886 * Share of Everything

All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. SO e fa . al for Anything «

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)



“Lifestyle/Future Plans"

P18+ MINNEAPOLIS-ST. PAUL DMA GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
(Posted Resume/Looked for a New Job Online in the past 30 days)

Play Video Games

indeed Looking foraNew Job SRRsges

Plan to Buy a Used Vehicle

33.1%

10,312,253

Plan to Move next 12mos

9,029,072

1,134 10.2¢ / ®
.ndeed
7,875,593 l

7,770,657

LGBTQ+
Plan to Buy/Lease New Vehicle

Use Online Dating Apps

Plan to Go Back to School  gfrr

Plan Birth of a Child

Plan to Buy a House/Condo 6,362,564' 850

Still Attending College ggfrer-—m MINNEAPOLIS-ST. PAUL

3,504,7887%
m P18+ MINNEAPOLIS-ST. PAUL DMA GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Posted Resume/Looked for a New Job Online in the past 30 days)

B P18+ USA AVERAGE: GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Posted Resume/Looked for a New Job Online in the past 30 days)
MINNEAPOLIS-ST. PAUL  DMA  Scarborough R12026: Feb25-Feb26  Qual Intab: 456 Share of Everything

.
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. s 0 e a s al for Anything =

Plan to Get Married

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)



"Lifestyle/Future Plans"

P18+ ST. LOUIS DMA GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Posted
Resume/Looked for a New Job Online in the past 30 days)

Play Video Games

32,413,718

/fndeed” Looking for a New Job

24,671,414 33.1% |

Plan to Buy a Used Vehicle grasrers

Plan to Move next 12mos

9,029,072 12.1%

Plan to Buy/Lease New Vehicle

Use Online Dating Apps

3,9: 11.4¢ S ®
7,875,593 10.6% .n d e e d
7,770,657 10.4% l

LGBTQ+ 8,927,376

12.0%

Plan to Go Back to School

5,558,825

Plan Birth of a Child  grditetrem

Plan to Buy a House/Condo

Plan to Get Married 3,504,25% i

Still Attending College

= P18+ ST. LOUIS DMA GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Posted Resume/Looked for a New Job Online in the past 30 days)

H P18+ USA AVERAGE: GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Posted Resume/Looked for a New Job Online in the past 30 days)
ST.LOUIS DMA Scarborough R12026: Feb25-Feb26 Qualintab: 407 ! Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. S 0 e a A al for Anything =

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)



"Lifestyle/Future Plans"

P18+ CINCINNATI DMA GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Posted
Resume/Looked for a New Job Online in the past 30 days)

Play Video Games

/fndeed” Looking for a New Job

33.1%

Plan to Buy a Used Vehicle

10,312,253 13.8%

Plan to Move next 12mos

9,029,072

8,927,376 12.0% /@ n d e e d
5,558,825 ' l

6,362,564

LGBTQ+

Plan to Go Back to School

Plan to Buy a House/Condo

Plan to Buy/Lease New Vehicle e

Still Attending College
Use Online Dating Apps _
Plan to Get Married CINCINNATI

Plan Birth of a Child

m P18+ CINCINNATI DMA GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Posted Resume/Looked for a New Job Online in the past 30 days)

B P18+ USA AVERAGE: GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Posted Resume/Looked for a New Job Online in the past 30 days)
CINCINNATI DMA  Scarborough R1 2026: Feb25-Feb26 Qualintab: 427 f * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright ® 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. S 0 e a . al for Anything o

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)



“Lifestyle/Future Plans”

P18+ WEST PALM BEACH-BOCA RATON DMA GENERATION-Y "MILLENNIALS" (Age 30-44
Adults) (Posted Resume/Looked for a New Job Online in the past 30 days)

Play Video Games

43.5%

/fndeed Looking for a New Job

33.1%

Plan to Buy a Used Vehicle

13.8%

Plan to Buy/Lease New Vehicle

Plan to Buy a House/Condo

‘indeed
Use Online Dating Apps gt l n ee
Plan to Move next 12mos g (')2;-'0-72 S T > : ,

LGBTQ+

Plan to Go Back to School

Plan Birth of a Child

| 4,283,690 5.7%

Still Attending College

3,393,293.5%

WEST PALM BEACH-BOCA RATON
| 3,5’64,7"3331.7%

= P18+ WEST PALM BEACH-BOCA RATON DMA GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Posted Resume/Looked for a New Job Online in the past 30 days)

B P18+ USA AVERAGE: GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Posted Resume/Looked for a New Job Online in the past 30 days)
WEST PALM BEACH-BOCARATON DMA  Scarborough R12026: Jan25-Jan26  Qualintab: 473 * Share of Everything

All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. S 0 e a . al for Anything -«

Plan to Get Married

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)



Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an average of 2 days, 11 hours, 32
minutes and 22 seconds each week with All Forms of Media.

74.3% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an avg. of 7 hours and 32 minutes each
week listening to All Local AM/FM Radio, representing 9.4% of total time spent with all forms of Media.

Weekly
Reach %:

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

Concurt
usage 55.9%

who are GENERATION-Y usa
"MILLENNIALS" (Age 30-44
Adults)

= who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)

USA USA Projection Scarborough R1 2026: Jan 25-Mar26 Qual Intab 5886 USA Projection Scarborough R1 2026: Jan 25-Mar26 Qual Intab 24,338 Hubb rd
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

m USA

Share of Everything
for Anything .
(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)




Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the MINNEAPOLIS, MN, DMA spend an average of 2 days, 13
hours, 47 minutes and 16 seconds each week with All Forms of Media.

82.6% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the MINNEAPOLIS, MN, DMA spend an avg. of 8 hours and 4 minutes
each week listening to All Local AM/FM Radio, representing 10.8% of total time spent with all forms of Media.

.
Weekly

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

9 D
concun
usoge

GEN-Y "MILLENNIALS" USA GEN-Y (P30-44)
(P: inthe “MILLENNIALS"
MINN| a DMA

® GEN-Y "MILLENNIALS" (P30-44) who Live in the MINNEAPOLIS, MN, DMA  m USA GEN-Y (P30-44) "MILLENNIALS"

USA GEN-Y (P30-44) "MILLENNIALS" USA Projection USA Projection  USA  Qual Intab 5,886 HUbb ard Sharre ofA Eve:‘yth ing
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. e . or Anything

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)



Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the ST. LOUIS, MO, DMA spend an average of 2 days, 13
hours, 25 minutes and 7 seconds each week with All Forms of Media.

78.3% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the ST. LOUIS, MO, DMA spend an avg. of 7 hours and 57 minutes
each week listening to All Local AM/FM Radio, representing 10.2% of total time spent with all forms of Media.

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

9 D
concun
usoge

¥ " MILLENNIALS" USA GEN-Y (P30-44)
lﬂ%lmmhﬂ\e “MILLENNIALS"
. LOUIS, MO, DMA

M GEN-Y "MILLENNIALS" (P30-44) who Live in the ST. LOUIS, MO, DMA ® USA GEN-Y (P30-44) "MILLENNIALS"

USA GEN-Y (P30-44) "MILLENNIALS" USA Projection USA Projection  USA  Qual Intab 5,886 HUbbard Share of Everything

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

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)



Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the CINCINNATI, OH, DMA spend an average of 2 days, 18
hours, 34 minutes and 55 seconds each week with All Forms of Media.

78.3% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the CINCINNATI, OH, DMA spend an avg. of 7 hours and 49 minutes
each week listening to All Local AM/FM Radio, representing 9.2% of total time spent with all forms of Media.

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

9 D
concun
usoge

GEN-Y "MILLENNIALS” USAGEN-Y (P30-44)
(P30-44) who Live in the “MILLENNIALS"
CINCINNATI, OH, DMA

59.6%

B GEN-Y "MILLENNIALS" (P30-44) who Live in the CINCINNATI, OH, DMA B USA GEN-Y (P30-44) "MILLENNIALS"

USA GEN-Y (P30-44) "MILLENNIALS" USA Projection USA Projection  USA  Qual Intab 5,886 HUbbard Share of Everything

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

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)



Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the WEST PALM BEACH, FL, DMA spend an average of 2 days,

#53_‘1)\, z ; : :
l’ ‘?( &=y wp B 13 hours, 15 minutes and 32 seconds each week with All Forms of Media.

75.8% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the WEST PALM BEACH, FL, DMA spend an avg. of 8 hours and 7
P3ﬂ 44 minutes each week listening to All Local AM/FM Radio, representing 10.1% of total time spent with all forms of Media.

~

M =

95.3%

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

61:15:32

"ﬁgﬂf‘mt " (P30- USA SEM-Y (P30-44)

) who Uive in the WEST “MILLENNIALS"
PALM BEACH, FL, DMA

% of Total

= GEN-Y "MILLENNIALS" (P30-44) who Live in the WEST PALM BEACH, FL, DMA = USA GEN-Y (P30-44) "MILLENNIALS"

USA GEN-Y (P30-44) "MILLENNIALS" USA Projection USA Projection  USA  Qual Intab 5,886 HUbb ard Sharre ofA Eve:‘yth ing
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. e . or Anything

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)



Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an average of 1 days, 18 hours, 17
minutes and 12 seconds each week with All Forms of Ad-Supported Media.

72.1% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an avg. of 6 hours and 52 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 11.7% of total time spent with all forms of Ad-Supported Media.

Avg. H:M:5/week with All Forms of Ad-
Supported Media: Aduits 18 or older

53:31:18
concurr
usage 58.0%

who are GENERATION-Y
“MILLENNIALS” (Age 30-44

% of Total Adults)

Weekly H:M:

Avg. Weekly
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Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the MINNEAPOLIS, MN, DMA spend an average of 1 days, 19
hours, 28 minutes and 55 seconds each week with All Forms of Ad-Supported Media.

78.9% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the MINNEAPOLIS, MN, DMA spend an avg. of 7 hours and 1 minute.
each week listening to Local Ad-Supported AM/FM Radio, representing 12.8% of total time spent with all forms of Ad-Supported M
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Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the ST. LOUIS, MO, DMA spend an average of 1 days, 20
hours, 1 minutes and 19 seconds each week with All Forms of Ad-Supported Media.

76.3% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the ST. LOUIS, MO, DMA spend an avg. of 7 hours and 26 minutes
each week listening to Local Ad-Supported AM/FM Radio, representing 12.9% of total time spent with all forms of Ad-Supported Me
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Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the CINCINNATI, OH, DMA spend an average of 1 days, 23
hours, 10 minutes and 55 seconds each week with All Forms of Ad-Supported Media.

76.1% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the CINCINNATI, OH, DMA spend an avg. of 7 hours and 23 minutes
each week listening to Local Ad-Supported AM/FM Radio, representing 11.9% of total time spent with all forms of Ad-Supported M
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Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the WEST PALM BEACH, FL, DMA spend an average of 1 days,
21 hours, 20 minutes and 9 seconds each week with All Forms of Ad-Supported Media.

74.5% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the WEST PALM BEACH, FL, DMA spend an avg. of 7 hours and 44
minutes each week listening to Local Ad-Supported AM/FM Radio, representing 12.7% of total time spent with all forms of Ad-Suppor
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Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) spend an average of 6
hours and 2 minutes each day with All Forms of Ad-Supported Media. 72.1% listen to Local AM/FM
Radio for an avg. of 58.9 minutes/day. (Local Radio delivers 11.7% of Time with Ad-Supported Media.)
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Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the MINNEAPOLIS, MN, DMA spend an
average of 6 hours and 12 minutes each day with All Forms of Ad-Supported Media. 78.9% listen to
Local AM/FM Radio for an avg. of 60.2 minutes/day. (Local Radio delivers 12.8% of Time with Ad-Support
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Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the ST. LOUIS, MO, DMA spend an average
of 6 hours and 17 minutes each day with All Forms of Ad-Supported Media. 76.3% listen to Local
AM/FM Radio for an avg. of 63.8 minutes/day.(Local Radio delivers 12.9% of Time with Ad-Supported Me
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Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the CINCINNATI, OH, DMA spend an
average of 6 hours and 44 minutes each day with All Forms of Ad-Supported Media. 76.1% listen to
Local AM/FM Radio for an avg. of 63.4 minutes/day.(Local Radio delivers 11.9% of Time with Ad- Supported Media.)

Top-I? AII Forms of Media (Persons & % Reach): Adults 30 - 44 Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 30 - 44
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Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the WEST PALM BEACH, FL, DMA spend an
average of 6 hours and 28 minutes each day with All Forms of Ad-Supported Media. 74.5% listen to
Local AM/FM Radio for an avg. of 66.4 minutes/day. (Local Radio delivers 12.7% of Time with Ad-Supported Media.)
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53,772,823 or 72.1% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44
Adults) listen to Ad-Supported Local AM/FM Radio for an average of 58.9 minutes every day
representing 36.3% of all time spent daily with Ad-Supported Audio.
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863,494 or 78.9% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the MINNEAPOLIS,
MN, DMA listen to Ad-Supported Local AM/FM Radio for an average of 60.2 minutes every day
representing 33.8% of all time spent daily with Ad-Supported Audio.

Avg. Day All Audio (% Time Spent & Avg. Minutes/day Spent): Adults 30 - 44
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495,072 or 76.3% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the ST. LOUIS, MO,
DMA listen to Ad-Supported Local AM/FM Radio for an average of 63.8 minutes every day
representing 37.9% of all time spent daily with Ad-Supported Audio.

Avg. Week All Audio (Persons & % Reach): Adults 30-44 Avg. Day All Audio (% Time Spent & Avg. Minutes/day Spent): Adults 30 - 44
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394,548 or 76.1% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the CINCINNATI, OH,
DMA listen to Ad-Supported Local AM/FM Radio for an average of 63.4 minutes every day
representing 42.% of all time spent daily with Ad-Supported Audio.

Avg. Week All Audio (Persons & % Reach): Adults 30-44 Avg. Day All Audio (% Time Spent & Avg. Minutes/day Spent): Adults 30 - 44

% Time Spent-
T .

- YouTube TV Music
Spotify mmﬂ m : Music Channels
YouTube Music Podcasts 19.9 15.8
T Masic Channels  [RRES: SR o & =
owned s 8RR S #i% - e I o
and =
Al others  [RR0AAS CLR Avg. Hours+Minutes/day with % i | R 135
Pandora  pSEARTH AL St At 0048 Al YouTube 10 102 ool
SiriusXM mm M Music Pandora [:” 221:
4 S 193 1. 0 2
Apple Music PSR B _ m Sa | App | Ama 1o Musi ~ Musi
Amazon Music  [EEHEET Ve rem | RERYEY SiriusX |\I.i|e el Local AM/FM ' - c.. e
. = 5 GEN-Y “MILLENNIAIS" USA GEN-Y (P30-44) = Radio i M ) u Radio Spotify SiriusXM
Audiobooks  FAFVRTT . %25 (F0Mjwho Lveinthe  "WHLENMALS® 0 | 67.1 5 107 | S |t 64.7 31.6 10.9 Audio...
. ) 3.4% CINCINNATI, OH, DMA | | iHeariK... |
# GEN-Y "MILLENNIALS" (P30-44) who Live in the CINCINNATI, OH, DMA » GEN-Y "MILLENNIALS" (P30-44) who Live in the CINCINNATI, OH, DMA ® USA GEN-Y (P30-44) "MILLENNIALS"
Avg. Week Ad-Supported Audio (Persons & % Reach): Adults 30 - 44 Avg. Day Ad-Supported Audio (% Time Spent & Avg. Minutes/day Spent): Adults 30 - 44

Toral persons: % Time Spent:

Lot A R S TR
s 2%

Voutuse e ZRPRES S B s v Music
e e Podcasts Music Podcass Channels
- 274 129 30.1 15.8
St s 0 | : :
All Others Avg. Hours+Minutes/day with Ad- m .
2 Supported Audio: Aduits 30 - 44 TV Music All :
All Othe
Amazon Music m Channels Oth Spotify : 11m S
iHeartRadio o 117 Spotify s 13.0 -
SiriusXM m 9.5 . YouTu .
e REEEE < amsz i
Audiobooks m . : . . i
. GEN-Y "MILLENNIALS"  USA GEN-Y (P30-44) e Local AM/FM Radio Amazon Local AM/FM Radio Music Pandora
Owned Music X (P30-44) who Live in the “MILLENNIALS" m 63.4 ¥ Music... = 58.9 14.8 10.8 L
CINCINNATI, OH, DMA. .
J— T 285
GEN-Y "MILLENNIALS" (P30-44) who Live in the CINCINNATI, OH, DMA ® GEN-Y "MILLENNIALS" (P30-44) who Live in the CINCINNATI, OH, DMA B USA GEN-Y (P30-44) "MILLENNIALS"
USA GEN-Y (P30~ 44) "MILLENNIALS" USA Projection s i E i
are o verything
All Gm,é‘ﬁgbé’rfﬂ”gﬁh fgla‘?%zga%%%fing%gpyﬁght © 2026 f-fgggumrﬁ’i’oadmsﬁng, Inc. LLC. All rights reserved. UsA USA Projection USA Qual Intab 5886 Soeﬁ.al for Anything _

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)



313,514 or 74.5% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the WEST PALM
BEACH, FL, DMA listen to Ad-Supported Local AM/FM Radio for an average of 66.4 minutes every
day representing 34.9% of all time spent daily with Ad-Supported Audio.

Avg. Week Ah' Audio (Persons & % Reach): Adults 30-44 Avg. Day All Audio (% Time Spent & Avg. Minutes/day Spent): Adults 30 - 44
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| 53,772,823 or 72.1% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44
Adults) listen to Ad-Supported Local AM/FM Radio for an average of 58.9 minutes every day
representing 36.3% of all time spent daily with Ad-Supported Audio.
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representing 33.8% of all time spent daily with Ad-Supported Audio.
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| 863,494 or 78.9% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the MINNEAPOLIS,
MN, DMA listen to Ad-Supported Local AM/FM Radio for an average of 60.2 minutes every day
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| 495,072 or 76.3% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the ST. LOUIS, MO,
DMA listen to Ad-Supported Local AM/FM Radio for an average of 63.8 minutes every day
representing 37.9% of all time spent daily with Ad-Supported Audio.
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| 394,548 or 76.1% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the CINCINNATI, OH,
DMA listen to Ad-Supported Local AM/FM Radio for an average of 63.4 minutes every day
representing 42.% of all time spent daily with Ad-Supported Audio.
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| 313,514 or 74.5% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the WEST PALM

TJ :\&f 1"‘" ': & . . .
‘ BEACH, FL, DMA listen to Ad-Supported Local AM/FM Radio for an average of 66.4 minutes every
\ ;’ ( p3|] 14 day representing 34.9% of all time spent daily with Ad-Supported Audio.
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53,772,823 or 72.1% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Pop Contemporary Hit Radio, Adult
Contemporary, Hot AC, Country, and Classic Hits.
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Local AM/FM Radto Formats (Persons & % Reach): Adu|ts 30-44
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® GEN-Y "MILLENNIALS" (P30-44) who Live in the MINNEAPOLIS, MN, DMA

Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 30 - 44
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863,494 or 78.9% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the MINNEAPOLIS, MN,
DMA listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Hot AC, Country, Pop
Contemporary Hit Radio, Classic Hits, and Adult Contemporary.
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Local AM/FM Radro Formats (Persons & % Reach): Adults 30 - 44
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495,072 or 76.3% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the ST. LOUIS, MO, DMA
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Hits, Classic Rock, Classic Hits,
Adult Contemporary, and Hot AC.
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394,548 or 76.1% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the CINCINNATI, OH, DMA
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Country, Hot AC,
Active Rock, and Pop Contemporary Hit Radio.
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313,514 or 74.5% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the WEST PALM BEACH,
FL, DMA listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Urban
AC, Classic Hits, Rhythmic Contemporary Hit Radio, and Pop C
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Avg. Week AII Vrdeo (Persons & % Reach): Adults 18 or older
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' 33,762,061 or 45.3% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44
Adults) watch Ad-Supported Local TV Stations for an average of 44.7 minutes every day representing
29.2% of all time spent daily with Ad-Supported Video.
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Avg. Week All Video (Persons & % Reach): Adults 30 - 44
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553,413 or 50.6% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the MINNEAPOLIS,
MN, DMA watch Ad-Supported Local TV Stations for an average of 51.2 minutes every day
representing 27.8% of all time spent daily with Ad-Supported Video.
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352,101 or 54.3% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the ST. LOUIS, MO,
DMA watch Ad-Supported Local TV Stations for an average of 39.4 minutes every day representing
27.8% of all time spent daily with Ad-Supported Video.

Avg. Day All Video (% Time Spent & Avg. Minutes/day Spent): Adults 30 - 44
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Avg. Week All Vm'eo (Persons & % Reach): Adults 30-44
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261,094 or 50.4% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the CINCINNATI, OH,
DMA watch Ad-Supported Local TV Stations for an average of 51.5 minutes every day representing
27.9% of all time spent daily with Ad-Supported Video.

Avg. Day All Video (% Time Spent & Avg. Minutes/day Spent): Adults 30 - 44
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l 194,036 or 46.1% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the WEST PALM
BEACH, FL, DMA watch Ad-Supported Local TV Stations for an average of 43.8 minutes every day
representing 27.2% of all time spent daily with Ad-Supported Video.

Avg. Week AII Vrdeo (Persons & % Reach): Adults 30 - 44
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33,762,061 or 45.3% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44
Adults) watch Ad-Supported Local TV Stations for an average of 44.7 minutes every day representing
29.2% of all time spent daily with Ad-Supported Video.
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553,413 or 50.6% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the MINNEAPOLIS,
M s P MN, DMA watch Ad-Supported Local TV Stations for an average of 51.2 minutes every day
representing 27.8% of all time spent daily with Ad-Supported Video.
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352,101 or 54.3% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the ST. LOUIS, MO,
DMA watch Ad-Supported Local TV Stations for an average of 39.4 minutes every day representing
27.8% of all time spent daily with Ad-Supported Video.
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261,094 or 50.4% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the CINCINNATI, OH,
DMA watch Ad-Supported Local TV Stations for an average of 51.5 minutes every day representing
27.9% of all time spent daily with Ad-Supported Video.
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194,036 or 46.1% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the WEST PALM
BEACH, FL, DMA watch Ad-Supported Local TV Stations for an average of 43.8 minutes every day
representing 27.2% of all time spent daily with Ad-Supported Video.
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Local TV Station Programs (Persons & % Reach): Adults 18 or older
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' 33,762,061 or 45.3% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44
Adults) watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening,

Comedies, Local News - Morning, Game Shows, and Movies.
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Local TV Statron Programs (Persons & % Reach): Adults 30 - 44

[ 553,413 or 50.6% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the MINNEAPOLIS,
MN, DMA watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News -
Morning, Local News - Evening, Comedies, Game Shows, and Movies.

Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Adults 30 - 44
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Local TV Station Programs (Persons & % Reach): Adults 30 - 44

(average week)
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[ 352,101 or 54.3% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the ST. LOUIS, MO,
DMA watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Morning,
Local News - Evening, Comedies, Movies, and Game Shows.
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Local TV Station Programs (Persons & % Reach): Adults 30 - 44
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| 261,094 or 50.4% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the CINCINNATI, OH,
DMA watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Morning,
Local News - Evening, Game Shows, Comedies, and Movies.
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194,036 or 46.1% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the WEST PALM
BEACH, FL, DMA watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News -
Evening, Comedies, Local News - Morning, Game Shows, and Movies.
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[ 57,200,011 or 76.7% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44
Adults) use Ad-Supported Social Media for an average of 158.4 minutes every day representing
32.2% of all time spent daily with Ad-Supported Digital Media.
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[ 862,062 or 78.8% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the MINNEAPOLIS,
MN, DMA use Ad-Supported Social Media for an average of 126.7 minutes every day representing
25.5% of all time spent daily with Ad-Supported Digital Media.
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[ 504,598 or 77.8% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the ST. LOUIS, MO,
DMA use Ad-Supported Social Media for an average of 170.7 minutes every day representing 34.6%
of all time spent daily with Ad-Supported Digital Media.
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[ 375,190 or 72.4% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the CINCINNATI, OH,
DMA use Ad-Supported Social Media for an average of 166.2 minutes every day representing 32.1%
ofall time spent daily with Ad-Supported Digital Media.
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[ 327,229 or 77.7% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the WEST PALM
BEACH, FL, DMA use Ad-Supported Social Media for an average of 175.7 minutes every day
representing 32.9% of all time spent daily with Ad-Supported Digital Media.

[ ]

828

Online
Classes,
Schools,
Colleges,

oTT TV
Streaming
Services
63.4

Email/Tex
t/IM/Zoo
m,etc.
(Personal
& Work)
445

Sacial Media
180.9

YouTube/ | Shoppin
TikTok, g (incl.
etc.... Food/...

Social Media
199.9

Local TV

Games/F
Stream...

antasy...
Search
(Google,
Bing, etc.)
334

News/W
Non- eather...
Premiu...

Streaming Audio (Local Radio/
Podcasts/Streaming Services)

182.7 Bankin...

Streaming Audio (Local Radio/
Podcasts/Streaming Services)
178.0

Online
Classes,
Schools,
Colleges,

Universiti...

oTT TV
Streaming
Services
623

Shoppin
g (incl.
Food/A...

Email/Text

JIM/Zoom,
etc. e1c....
(Personal
& Work)... Local TV

Stream...

Games/F
antasy/B
etting...
News/W
eather...

Search
(Google,
Bing, etc.)
33.6

Non-
Premiu...

= GEN-Y "MILLENNIALS" (P30-44) who Live in the WEST PALM BEACH, FL, DMA

m USA GEN-Y (P30-44) "MILLENNIALS"

Avg. Week Ad-Supported Digital (Persons & % Reach): Adults 30-44

Tatal persans:

Search (Google, Bing, etc.)

Social Media

Email/Text/IM/Zoom,etc. (Personal & Work)
OTT TV Streaming Services

Shopping (indl. Food/ Auctions/Travel, etc.}
YouTube/TikTok, etc.

Streaming Audio {Local Radio/ Podcasts/Streaming
Services)

Games/Fantasy/Betting Sites

Local TV Streaming

Cab

Online Classes, Schools, Colleges, Universities

Avg. Hours+Minutes/day with Ad-
Supported Digital: Adults 30 - 44

m-
m

O — A Lo e
f— 5% nom

w GEN-Y "MILLENNIALS" (P30-44) who Live in the WEST PALM BEACH, FL, DMA

USA GEN-Y (P30-44) "MILLENNIALS" USA Projection

Avg.

% Time Spent:

6.9%

Day Ad-Supported Digital (% Time Spent & Avg. Minutes/day Spent): Adults 30 - 44

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

Servlcas
44.2

Podc asts/Slreamsng Services)
116.2

Email/Text/IM/Z Non- | |ocal

oom,etc. YouTube/Tik Premi v
(Personal & Tok, etc. UWH"PF Strea
Work)... 30.8 emiu | ming
m... 181

Shopping

Search (Google,
Bing, etc.)
33.4

; News/W | Ba
incl. eather/S | nk
Food/Auct... o -

Social Media
158.4

Social Media
175.7

Streamlng Audio (Lor;al Radlnl

Email /Text/IM/Z

com,etc.
(Personal &
Work)...

Search (Google,

Bing, etc.)
33.6

OTT TV
Streaming

40.5

News  Non-
/Wea Premi
ther/ um+P
Sport  remiu
g m...

YouTube/Ti
kTok, etc.
27.0

Shopping

(incl, Local TV Ba
Food/Aucti = Streami  nki
ons/Trav... ng... N...

= GEN-Y "MILLENNIALS" (P30-44) who Live in the WEST PALM BEACH, FL, DMA

USA Projection USA Qual Intab 5,886

(Age: 30 - 34 OR Age: 35 - 39 OR Age: 40 - 44)

B USA GEN-Y (P30-44) "MILLENNIALS"

* Share of Everything

= for Anything A



55,946,007 or 75.% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
use Ad-Supported Facebook for an average of 55.8 minutes every day representing 35.2% of all time
spent daily with Ad-Supported Social Media.
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- 862,062 or 78.8% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the MINNEAPOLIS,
MN, DMA use Ad-Supported Facebook for an average of 43.7 minutes every day representing 34.5%
of all time spent daily with Ad-Supported Social Media.
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- 504,598 or 77.8% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the ST. LOUIS, MO,
DMA use Ad-Supported Facebook for an average of 64.4 minutes every day representing 37.7% of all
time spent daily with Ad-Supported Social Media.
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375,190 or 72.4% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the CINCINNATI, OH,
DMA use Ad-Supported Facebook for an average of 59.3 minutes every day representing 35.7% of all
time spent daily with Ad-Supported Social Media.
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300,038 or 71.3% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the WEST PALM
BEACH, FL, DMA use Ad-Supported Facebook for an average of 60.5 minutes every day representing
34.4% of all time spent daily with Ad-Supported Social Media.
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55,946,007 or 75.% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
use Ad-Supported Facebook for an average of 55.8 minutes every day representing 35.2% of all time
spent daily with Ad-Supported Social Media.

Avg. Hours+Minutes/day with Ad-Supported
Social Media: Adults 18 or older
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t’ 1)% x 862,062 or 78.8% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the MINNEAPOLIS,
‘\%ﬁ 3 M s P MN, DMA use Ad-Supported Facebook for an average of 43.7 minutes every day representing 34.5%
of all time spent daily with Ad-Supported Social Media.

b
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" ‘%, 1)& x STl 504,598 or 77.8% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the ST. LOUIS, MO

DMA use Ad-Supported Facebook for an average of 64.4 minutes every day representing 37.7% of all
( p3|] T time spent daily with Ad-Supported Social Media.
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375,190 or 72.4% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the CINCINNATI, OH,
DMA use Ad-Supported Facebook for an average of 59.3 minutes every day representing 35.7% of all
time spent daily with Ad-Supported Social Media.
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300,038 or 71.3% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the WEST PALM
BEACH, FL, DMA use Ad-Supported Facebook for an average of 60.5 minutes every day representing
34.4% 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: 4,772,723;
Social Media: 3,635,425; Local Radio: 3,339,424; Non-Prem. Cable: 1,304,873; Local TV:
1,104,690 reaching Adults 18 or older who are GENERATION-Y "MILLENNIALS"
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 71,716;
Local Radio: 53,963; Social Media: 50,102; Non-Prem. Cable: 17,939; Local TV: 17,606
reaching Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the MINNEAPO
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 50,574;
Social Media: 33,381; Local Radio: 31,439; Local TV: 13,960; Non-Prem. Cable: 13,161
reaching Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the ST. LOUI
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 29,836;
Local Radio: 24,784; Social Media: 21,085; Non-Prem. Cable: 8,052; Local TV: 7,881
reaching Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the CINCINNATI
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the CINCINNATI, OH, DMA
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 26,404;
Social Media: 22,348; Local Radio: 19,573; Non-Prem. Cable: 8,669; Local TV: 6,125
reaching Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the WEST PALM

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in
the WEST PALM BEACH, FL, DMA
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(Average Week]

Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
ent: (Ave1oge. 00y

Grocery Stores

Billboards & Signs (Weekly Drivers)
Walking in Towns, Cities, Downtown...

AM/FM Radio

Gas Stations/Convenience Stores

Shopping Malls

Restaurants & Bars

Podcasts

Spotify

Drug Stores

SiriusXm

Retail Stores

YouTube Music

62,809,852 or 84.2% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44
Adults) spend an average of 53.3 minutes per day driving, seeing Billboards and Signs. 60.3% Listen
to Local Radio Stations Out-of-Home for an average of 35.7 minutes/
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 30 - 44

(average week)
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Walking in Towns, Cities, Downtown...

AM/FM Radio

Gas Stations/Convenience Stores
Restaurants & Bars

Shopping Malls

Podcasts

Spotify

Retail Stores

YouTube Music

Drug Stores

Movie Theaters

Totol Persons:
0 55.3%
mm.
m
mm

™ GEN-Y "MILLENNIALS" (P30-44) who Live in the MINNEAPOLIS, MN, DMA

Avg. Hours+Minutes/day with Out-
of-Home Media: Adults 30 - 44

GEN-Y "MILLENNIALS" USA GEN-Y (P30-44)
(P30-44) who Live in the "MILLENNIALS"
MINNEAPOLIS, MN, DMA

Concurrent
usoge %:

7 953,797 or 87.2% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the MINNEAPOLIS,
MN, DMA spend an average of 57.4 minutes per day driving, seeing Billboards and Signs. 66.% Listen
to Local Radio Stations Out-of-Home for an average of 36.5 minu

Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 30 - 44
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Top-13 Out—of -Home Media (Persons & % Reach): Adults 30 - 44

(Average week]
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Billboards & Signs (Weekly Drivers)
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Shopping Malls
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Spotify
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Drug Stores
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Avg. Hours+Minutes/day with Out-
of-Home Media: Adults 30 - 44
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ST.LOUIS, MO, DMA
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“MILLENNIALS™

® GEN-Y "MILLENNIALS" (P30-44) who Live in the ST. LOUIS, MO, DMA

V 557,492 or 86.% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the ST. LOUIS, MO,
DMA spend an average of 55.6 minutes per day driving, seeing Billboards and Signs. 63.8% Listen to
Local Radio Stations Out-of-Home for an average of 38.6 minute

Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 30 - 44
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Top-13 Out—of Home Media (Persons & % Reach): Adults 30-44

(average week)
Grocery Stores

Billboards & Signs (Weekly Drivers)
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7 425,955 or 82.2% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the CINCINNATI, OH,
DMA spend an average of 53.1 minutes per day driving, seeing Billboards and Signs. 63.6% Listen to
Local Radio Stations Out-of-Home for an average of 38.4 minu

Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 30 - 44
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Top-1’3 Out;of -Home Medm (Persons & % Reach): Adults 30 - 44 Top-13 Out-of-Home Media (% Time Spent & Avg. Mmutes/day Spent): Adults 30 - 44
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7 354,672 or 84.2% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the WEST PALM
BEACH, FL, DMA spend an average of 67.2 minutes per day driving, seeing Billboards and Signs.
62.3% Listen to Local Radio Stations Out-of-Home for an average of 40.2
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62,809,852 or 84.2% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
spend an average of 53.3 minutes per day driving, seeing Billboards and Signs representing 34.7% 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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953,797 or 87.2% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the MINNEAPOLIS, MN,
DMA spend an average of 57.4 minutes per day driving, seeing Billboards and Signs representing 36.4% of
all Time Spent with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 30 - 44
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557,492 or 86.% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the ST. LOUIS, MO, DMA
spend an average of 55.6 minutes per day driving, seeing Billboards and Signs representing 36.6% of all
Time Spent with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 30 - 44
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425,955 or 82.2% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the CINCINNATI, OH, DMA
spend an average of 53.1 minutes per day driving, seeing Billboards and Signs representing 34.% of all Time
Spent with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
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354,672 or 84.2% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the WEST PALM BEACH, FL,
DMA spend an average of 67.2 minutes per day driving, seeing Billboards and Signs representing 37.7% of
all Time Spent with Ad-Supported Qut-of-Home Media

Avg. Hours+Minutes/day with Ad-Supported

. " Out-of-Home Media: Adults 30 - 44
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953,797 or 87.2% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
spend an average of 57.4 minutes per day driving an average of 33.4 miles each day and are 34.7%
more likely to use MN 13 than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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557,492 or 86.% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
spend an average of 55.6 minutes per day driving an average of 32.4 miles each day and are 22.9%
more likely to use Martin Luther King Bridge than the Metro averag

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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425,955 or 82.2% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
spend an average of 53.1 minutes per day driving an average of 30.9 miles each day and are 29.1%
more likely to use Red Bank Road than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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354,672 or 84.2% of Adults 18 or older who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
spend an average of 67.2 minutes per day driving an average of 39.1 miles each day and are 27.7%
more likely to use Lake Worth Road than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older Top-26 Residential Zip Codes: Adults 18 or older Top-26 Employment Zip Codes: Adults 18 or older
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Avg. Week AII Pnnt Medm (Persons & % Reach): Adults 18 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Avg. Week All Prmt Media (Persons & % Reach): Adults 30 - 44

Total persans:
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9.1
wonstest ot ) PSR
USA Today [Daily) m m m Local Daily Advertising Local Daily Local Daily ;4
= GEN-Y “MILLENNIALS” (P30-44) USA GEN-Y {P30-44) Newspaper(s) (excluding Newspaper(s) Newspaper(s) New York B
Magazines m - 3 "5986% who Live in the MINNEAPOLIS, “MILLENNIALS" USA Today (Daily) (Daity Catalogs) {Sunday} USA Today (Daily) (Daity Times (Daily)
. MN, DMA 10.0 7.9 7.6 11.0 9.1 7.4 73 Al
Catslogs  FTORLS W L%

= GEN-Y "MILLENNIALS" (P30-44) who Live in the MINNEAPOLIS, MN, DMA

® GEN-Y "MILLENNIALS" (P30-44) who Live in the MINNEAPOLIS, MN, DMA m USA GEN-Y (P30-44) "MILLENNIALS"
. Day Ad-Supported Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 30 - 44

M USA GEN-Y (P30-44) " MILLENNIALS"

Avg. Week Ad-Supported All Print Media (Persons & % Reach): Adults 30 - 44

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

Local Daily Newspaper(s) (Sunday)

Total persons:

Local Daily

Wall Street Journal (Daily)
10.0 Newspaper(s)

New York Times

(Daily+Sunday)
9.1

Local Daily
Newspaper(s)

New vork Times (Daily) | AR B BT (Daity+Sunday)  |Magatines Local Daity (DailysSunday)
i New York Times 8.4 Bl Newspaper(s) 7.9
L —— |
= 1.9 11.0
PEW Yol i [Snday) m Avg. Hours+Minutes/day with Ad-
‘Wall Street Journal (Daily) m 4. 7% Supported Print Media: Adults 30 - 43 USA Today (Daily) USA Today (Daily) Direct Mail Advertising

All Local Weekly Newspapers
USA Today (Daily)

Magazines

s s
m

10.0

New York Times.

(Daily)

81

Local Daily
Hewspaper(s)

Local Daily
Newspaper(s)
(Daily
7.9

Direct Mail Advertising (excluding

New York Times

9.1

{excluding Catalogs)
1.6

New York
Lacal Daily Tim

Catalogs m - 99(, GEN-Y"MILLENNIALS” (P30-44)  USAGEN-Y (P30-44) (sunday) Catalogs) (sunday) Wall Street Journal (Dally)  Newspaper(s) (Daily (Daily)
it who Live in the MINNEAPOLIS, “MILLENNIALS® n7s 7.6 110 9.0 7.4 7.3
oo [P 835 s

® GEN-Y "MILLENNIALS" (P30-44) who Live in the MINNEAPOLIS, MN, DMA

B USA GEN-Y (P30-44) " MILLENNIALS"
USA GEN-Y (P30-44) " MfLLENNlALSw )USA Projection
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Total Persans: % Time Spent:
Direct Mail Advertising (excluding Catalogs)
Local Daily Newspaper(s) (Daily+Sunday) @
Local Daily Newspaper(s) (Daily Local Daily
” = Newspaper(s)
Local Daily Newspaper(s) (Sunday) USA Today (Daily) (Daily+Sunday) Mag;x;-ms
a9 26 .
Books

New York Times {Daily)

138,700 or 21.4% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the ST. LOUIS, MO,
DMA read Local Daily Newspaper(s) (Daily+Sunday) for an average of 8.6 minutes every day
representing 29.1% of all time spent daily with All forms of Print Med

Avg. Week AH’ Prmt Media (Persons & % Reach): Adults 30-44 Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 30 - 44

Direct Mail

i i Local Daily Local Daily Advertising
New York Times (Daily+Sunday) Avg. Hours+Minutes/day with All m e ia) wspaper(s) (excluding
&Ti Print Media: Adults 30 - 44 New York Times Magazines (Daily New York Times iy ‘75: ) C"'; ':"5‘
NewYorkfimes (Sundey) m (Daily+Sunday} 8.3 20 (Daily+Sunday) 4
9.1
Wall Street Journal (Daily) m
All Local Weekly Newspapers
USA Today [Daily) m Local Daily Advertising Local Daily Local Daily ;4
GEN-Y “MILLENNIALS" (P30-44) USA GEN-Y (P30-44) Newspaper(s) New York Times | (excluding Cawlo Newspaper(s) Newspaper(s) New York 2
Magazines M - 35% who Live in the ST. LOUIS, MO, mumnas PR (Sunday) Daity) Catalogs) & {sunday) USA Today (Daily) {Daily Times (Daily)
é% DMA i 121 7.9 71 3.9 11.0 9.1 7.4 73 Al
catalogs  FRORLS I 1.9% m

= GEN-Y "MILLENNIALS" (P30-44) who Live in the ST. LOUIS, MO, DMA
m USA GEN-Y (P30-44) "MILLENNIALS™

Avg. Week Ad-Supported All Print Media (Persons & % Reach) Adults 30 - 44

Total persons:

# GEN-Y "MILLENNIALS" (P30-44) who Live in the ST. LOUIS, MO, DMA

® USA GEN-Y (P30-44) "MILLENNIALS"
. Day Ad-Supported Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 30 - 44

Direct Mail Advertising (excluding Catalogs)

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

Local Daily Newspaper(s) (Sunday)

All Local Weekly Newspapers

New York Times (Daily) m“ m Local Daily [Daily+Sunday) Magarines Local Daily (Daily+Sunday)
St i Newspaper(s) 86 8.3 Newspaper(s) 7.9
New York Times (Daily+Sunday) mm m (Sunday) (Sunday)
lm Ry - 12.1 110
New YorkTTimes (Snday) - EERETNTS S8% Avg. Hours+Minutes/day with Ad- m
wall Street Journal (Daily) mm Supported Print Media: Adults 30 - 44 m Wall Street Journal (Dailty) | Local Daily Newspaper(s) USA Today (Daily) Direct Mail Advertising
- . 2 99
UsaToday (ally) - RN ERT2 m_ (510 ] fs
ng
Mew York Times E New York Times Lacal Daily Times
Catalogs m-l 29% GEN-Y "MILLENNIALS" (P30-44) USAGEN-Y (P30-24) (Sunday) USA Today (Daily) Daily) | Catalogs) (sunday) Wall Street journal (Daily)  Newspaper(s) (Daily (Daity)
who Live in the ST. LOUIS, MO, “MILLENNIALS" 12.0 9.9 71 1.0 9.0 14 7.3

Books

Lo

- o
0o,

DMA

Local Daily
Newspaper(s)

(Daily
8.0 Direct

Mail

Local Daily
Newspaper(s)

9.1 {excluding Catalogs)
1.6

W GEN-Y "MILLENNIALS" (P30-44) who Live in the ST. LOUIS, MO, DMA

W USA GEN-Y (P30-44) "
USA GEN-Y (P30-44) " MfLLENNlALSx(

"IVIILLE M I ALS
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102,466 or 19.8% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the CINCINNATI, OH,
DMA read Local Daily Newspaper(s) (Daily+Sunday) for an average of 8.3 minutes every day
representing 25.7% of all time spent daily with All forms of Print Me

Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 30 - 44

% Time Spent:

Avg. Week AH’ Prmt Media (Persons & % Reach): Adults 30 - 44

Total persans:

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

Local Daily Newspaper(s) {Daily m L Local Daily
. " Newspaperls) =
% Newspaper(s) (Sunday) 94 8.3 :

New York Times {Daily)

Avg. Hours+Minutes/day with All

New York Times (Daily+Sunday)
Print Media: Adults 30 - 44

New York Times (Sunday)

Wall Street Journal (Daily)

All Local Weekly Newspapers
USA Today (Daily) m w m Advertising Local Daily Local Daily Local Daily o
! it GEN-Y "MILLENNIALS™ (P30-44) USA GEN-Y (P30-44) {excluding Newspaper(s) Newspaper(s) Newspaper(s) New York s
Magazines  [AIPRERH 2.8%. who Live in the GINCINNAT, OH, s P Catalog) (waiy {Sunday) LAy e oy | imes ekt
= 2 oMA = 7.8 110 . 7.4 :
1 138 2.0%
Catalogs B ICR[S 9%

= GEN-Y "MILLENNIALS" (P30-44) who Live in the CINCINNATI, OH, DMA
B USA GEN-Y (P30-44) "MILLENNIALS"

New York Times Magazines
{Dailyssunday) 8
5.8

New York Times
(Daily)
7.8

Direct Mail
Advertising
(excluding

Local Daily
wspaper(s)

New York Times (Daily+Sunday) Cat;a |:,,s|

(Daily+Sunday) 7.9
9.1

® GEN-Y "MILLENNIALS" (P30-44) who Live in the CINCI

NNATI, OH, DMA

®m USA GEN-Y (P30-44) "MILLENNIALS"

Avg. Week Ad-Supported All Print Media (Persons & % Reach): Adults 30 - 44

Total persons:

Direct Mail Advertising (excluding Catalogs)

Local Daily Newspaper(s) (Daily+Sunday)

Lot uby et o i
7 46,7 Local Dail a1 Dail
tocai tely R ) 13,284 628 17.8% Net:na:el:‘iﬂ N':::;fpae”r\(rsl
New York Times (Daily) mm’ (Daity+Sunday) Magazines. Local Daity (Daily+Sunday)
i Mew York Times 83 78 Newspaper(s) 7.9
New York Times (Daily+Sunday) mm (Sunday) (Sunday)
m . 1.8 11.0
New YorkTTimes (Snday) - @EREINTS Avg. Hours+Minutes/day with Ad-
‘Wall Street Journal (Daily) mm Supported Print Media: Adults 30 - 43 Wall Street Journal (Daily) Direct Mail USA Today (Daily) Direct Mail Advertising
e j 0.8 Advertising 9.1 {excluding Catalogs)
1.6

All Local Weekly Newspapers

—— m—
Newspaper(s) New York Times. Local Daily Times
Catalogs m - GEN-Y "MILLENNIALS" (P30-44) USA GEN-Y (P30-44) (Sunday) USA Today [Daily) Local Daily Newspaper(s) (Daily (Sunday) ‘Wall Street Journal (Daily)  Newspaper(s) (Daily (Daily)
who Live in the ONCINNATI, “MILLENNIALS" 116 9.4 78 1L0 9.0 74 7.3

Books OH, DMA

Lo

® GEN-Y "MILLENNIALS" (P30-44) who Live in the CINCINNATI, OH, DMA

o USA GEN-Y, [PSDM()J IVILLENNIALS™
USA GEN-Y (P30-44) " Mi'LLENNlALS ISA Projection
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354,672 or 84.2% of Adults 30 - 44 GEN-Y "MILLENNIALS" (P30-44) who Live in the WEST PALM BEACH, FL,
DMA spend an average of 67.2 minutes per day driving, seeing Billboards and Signs representing 37.7% of
all Time Spent with Ad-Supported Qut-of-Home Media

Avg. Hours+Minutes/day with Ad-Supported

. " Out-of-Home Media: Adults 30 - 44
Reach % "Share of Ad-Supported OOH Media'
9% o230 ERICEE

GEN-Y "MILLENNIALS" (P30-44) USA GEN-Y (P30-44)
who Llive in the WEST PALM "MILLENNIALS"
BEACH, FL, DMA

84.2% 84.2%

73.3% 74.5%

62.3% cn 30,

39.5%
373% 354%  34.5%

14.8% 14.0% 13.4%
8.4%

Weekly
Total

Persons
Reached:

4.3%

55,564,410 103,375 2,160,455 26,569,126 21 147,946 m 453,790
Wa kmg in Towns, Restaurants & Bars

Health Clubs/Gyms

faopLan

ARM/FM Radio
Average (Weekly Drivers) Cities, Downtown

26 o)
Shopping Mialls

238,782
" Spo trﬁ(

—
Grocery faves Movie Thesters 'Podca:

Billboards i%ﬁgﬁiZ

Daily Minutes
with Ad-Supported Arens

OO0H Media:

¥ GEN-Y "MILLENNIALS" (P30-44) who Live in the WEST PALM BEACH, FL, DMA

USA GEN-Y (P30-44) "MILLENNIALS" USA Projection
rbur h R1 2026: Jan25-lan26 Qual Intab _ i
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Social Media

Websites

Direct Mail

Broadcast, Cable, & Sat TV
Video Streaming Services

Podcasts

“Advertising Actions"

P18+ who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
(Shopped/Visited/Bought past 3mos Due to Ads on %)

107,469,551
79,81l1,.3‘46 7 " 29.0%

3 5,210 12.3%

) b
e

Local AM/FM Radio

42,714,536 15.6%

Audio Streaming Services
Billboards

Local Broadcast TV

Cable TV Networks

Newspapers

29,182,413 10.7%

27,293,204 10.0%

40,027,219

38,641,707 14.1%
29,990,159 11.0%

¥ P18+ who are GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Shopped/Visited/Bought past 3mos Due to Ads on %)
H P18+ USA AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)

USA DMA Scarborough R12026: Jan25-Mar26  Qual intab: 5886 * Share of Everything
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Social Media

Websites
Direct Mail

Broadcast, Cable, & Sat TV

"Advertising Actions"”

P18+ MINNEAPOLIS-ST. PAUL DMA GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
(Shopped/Visited/Bought past 3mos Due to Ads on %)

25,744,558 34.5%
20,183,508 27.1% '

Local AM/FM Radio

33,728,525 45.2%

Video Streaming Services
Podcasts

Billboards

Local Broadcast TV

Cable TV Networks

Audio Streaming Services

Newspapers

15,570,244 20.9% '

7,646,652 10.3%

7,547,083

10.1%

MINNEAPOLIS-ST. PAUL

10,487,828

6,813,463 9.1%

W P18+ MINNEAPOLIS-ST. PAUL DMA GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Shopped/Visited/Bought past 3mos Due to Ads on %)

H P18+ USA AVERAGE: GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Shopped/Visited/Bought past 3mos Due to Ads on %)
MINNEAPOLIS-ST. PAUL DMA  Scarborough R12026: Feb25-Feb26 Qual intab: 456 * Share of Everything
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¥

PR =STIL

"Advertising Actions"

P18+ ST. LOUIS DMA GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
(Shopped/Visited/Bought past 3mos Due to Ads on %)

et e P30-14

Social Media greien - 45.2%
Direct Mail 20,183,508 27.1%
Websites

25,744,558 34.5%

Broadcast, Cable, & Sat TV gairem 20.9%

Video Streaming Services

Audio Streaming Services 10,487,828 = T
3,48¢ ST. LOUIS
Newspapers grivyrs 9.1% -
Cable TV Networks 7.547.083 E
w P18+ ST. LOUIS DMA GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Shopped/Visited/Bought past 3mos Due to Ads on %)
B P18+ USA AVERAGE: GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Shopped/Visited/Bought past 3mos Due to Ads on %)
ST.LOUIS DMA Scarborough R12026: Feb25-Feb26 Qualintab: 407 f‘ * Share of Everything
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Social Media

Websites

Direct Mail

Broadcast, Cable, & Sat TV
Video Streaming Services
Podcasts

Local Broadcast TV

“Advertising Actions”

P18+ CINCINNATI DMA GENERATION-Y "MILLENNIALS" (Age 30-44 Adults)
(Shopped/Visited/Bought past 3mos Due to Ads on %)

33,728,525

25,744,558 34.5%

20,183,598

15,570,244 20.9%

13,564,631 18.2%

12,541,424 16.8%

Local AM/FM Radio

7,646,652 10.3%

11,372,462

Audio Streaming Services

10,487,828 14.1%

Cable TV Networks ST OB3 T
Billboards T 1
B P18+ CINCINNATI DMA GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Shopped/Visited/Bought past 3mos Due to Ads on %)
W P18+ USA AVERAGE: GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Shopped/Visited/Bought past 3mos Due to Ads on %)
CINCINNATI DMA  Scarborough R1 2026: Feb25-Feb26 Qualintab: 427 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. SO e a . al for Anything ¢
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"Advertising Actions"”

P18+ WEST PALM BEACH-BOCA RATON DMA GENERATION-Y "MILLENNIALS" (Age 30-44
Adults) (Shopped/Visited/Bought past 3mos Due to Ads on %)

Social Media | 33,728,525 45.2%
Websites 25,744,558 34.5%

DirectMail prerarem 27.1%
Broadcast, Gable, & Sat TV
Video Streaming Services grisyen 18.2%

Podcasts

12,541,424 16.8%

Audio Streaming Services 10,487.828 ey

Local AM/FM Radio 11,372,462

7,547,083 10.1%

Cable TV Networks

News papers 6.813463 9.1%
Local Broadcast TV WEST PALM BEACH-BOCA RATON

Billboards 8,525,712

P18+ WESTPALM BEACH-BOCA RATON DMA GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Shopped/Visited/Bought past 3mos Due to Ads on %)

H P18+ USA AVERAGE: GENERATION-Y "MILLENNIALS" (Age 30-44 Adults) (Shopped/Visited/Bought past 3mos Due to Ads on %)
WEST PALM BEACH-BOCARATON DMA  Scarborough R1 2026: Jan25-Jan26  Qual Intab: 473 Share of Everything

.
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