FLORIDA-P25+ HOMEOWNERS - 5 Top HOMEOWNERS INSURANCE PROVIDERS Used!
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[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): Citizens))]
[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): Alistate))]
[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): State Farm))]
[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): Progressive))]
[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): USAA))]




Typical Adults 25 or older Homeowners with CITIZENS as their Homeowners Insurance Co are 57.3 years old

(( 10.8% or 1,818,590 of FL Adults 25 or older are Homeowners with CITIZENS as their Homeowners Insurance Co.
gm!r-l-m!mzmmn§ (.7% older than average) and have a $111,569 (12.4% higher than average) annual household income.
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FL 10-DMAs Scarborough R1 2024: Jan23-Feb24 Qual Intab 2,969
All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.
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[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): Citizens))]



5.3% or 888,237 of FL Adults 25 or older are Homeowners with ALLSTATE as their Homeowners Insurance Co.
@ A"State Typical Adults 25 or older Homeowners with ALLSTATE as their Homeowners Insurance Co are 66.2 years old
Youreingoodhands. | (16.4% older than average) and have a $115,863 (16.7% higher than average) annual household income.
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All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.
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[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): Allstate))]



4.% or 680,027 of FL Adults 25 or older are Homeowners with STATE FARM as their Homeowners Insurance Co‘
@%State’.'arm Typical Adults 25 or older Homeowners with STATE FARM as their Homeowners Insurance Co are 66.6 years
: old (17.1% older than average) and have a $133,268 (34.3% higher than average) annual household income.
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[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): State Farm))]



4.% or 673,808 of FL Adults 25 or older are Homeowners with PROGRESSIVE as their Homeowners Insurance
PROGRESSIVE Typical Adults 25 or older Homeowners with PROGRESSIVE as their Homeowners Insurance Co are 55.6
. HOME ADVANTAGE™ | years old (2.1% younger than average) and have a $104,187 (5.% higher than average) annual household...
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[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): Progressive))]



2.9% or 495,697 of FL Adults 25 or older are Homeowners with USAA as their Homeowners Insurance Co.
US Typical Adults 25 or older Homeowners with USAA as their Homeowners Insurance Co are 62.4 years old
(9.7% older than average) and have a $141,643 (42.7% higher than average) annual household income.
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All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.
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[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): USAA))]



10.8% or 1,818,590 of FL Adults 25 or older are Homeowners with CITIZENS as their Homeowners Insurance erx
(( Adults 25 or older Homeowners with CITIZENS as their Homeowners Insurance Co are 31.7% more likely to
CITIZENS be a college graduate, 18.% more likely to work full-time, 12.2% more likely to be married, 4.8% less likely
to be a parent of 1 or more children under 1

cane , MILTON

4 PROPERTY INSURANCE CORPORATION
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[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): Citizens))]



@ Allistate.

You're in good hands.

5.3% or 888,237 of FL Adults 25 or older are Homeowners with ALLSTATE as their Homeowners Insurance Co.
Adults 25 or older Homeowners with ALLSTATE as their Homeowners Insurance Co are 21.% more likely to

be a college graduate, 60.4% less likely to work full-time, 8.1% more likely to be married, 74.8% less likely to
be a parent of 1 or more children under 1
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Homeowners with ALLSTATE as their Homeowners Insurance Co mFL

[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): Allstate))]




4.% or 680,027 of FL Adults 25 or older are Homeowners with STATE FARM as their Homeowners Insurance Co
Adults 25 or older Homeowners with STATE FARM as their Homeowners Insurance Co are 15.% more likely
to be a college graduate, 10.4% less likely to work full-time, 38.5% more likely to be married, 48.8% less

likely to be a parent of 1 or more children unde
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2114t 8 Stage in Life: Adults 25 or older
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Parent of 1 or more Children Under Age 2 .0‘03%8“/
8%

Parent of 1 or more Children Age 2-5 -0'0% 0.5%
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Homeowners with STATE FARM as their Homeowners Insurance Co

[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): State Farm))]
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mFL



| PROGRESSIVE

HOME ADVANTAGE

4.% or 673,808 of FL Adults 25 or older are Homeowners with PROGRESSIVE as their Homeowners Insurance Cp.
Adults 25 or older Homeowners with PROGRESSIVE as their Homeowners Insurance Co are 13.6% less likely
to be a college graduate, 10.% more likely to work full-time, 29.4% more likely to be married, 13.4% more

likely to be a parent of 1 or more children und

e .
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> | 0.8% X : 54.4% . . 11.0%
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Top-20 Occupations: Adults 25 or older Entrepreneurs/Military Experience 214t b Stage in Life: Adults 25 or older
1.7%
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» Homeowners with PROGRESSIVE as their Homeowners Insurance Co

FL 10-DMAs Scarborough R1 2024: Jan23-Feb24 Qual Intab 1,003
All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Homeowners with PROGRESSIVE as their Homeowners Insurance Co mFL

[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): Progressive))]




2.9% or 495,697 of FL Adults 25 or older are Homeowners with USAA as their Homeowners Insurance Co.
Adults 25 or older Homeowners with USAA as their Homeowners Insurance Co are 41.3% more likely to be
a college graduate, 2.8% less likely to work full-time, 4.1% more likely to be married, 56.8% less likely to be

a parent of 1 or more children under 18.

9.
*k Education Levels: Adults 25 or older Employment: Adults 25 or older ( \\ )Marital Status: Adults 25 or older
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Homeowners with USAA as their Homeowners Insurance Co mFL Homeowners with USAA as their Homeowners insurance Co mFL Homeowners with USAA as their Homeowners Insurance Co mFL
Top-20 Occupations: Adults 25 or older Entrepreneurs/Military Experience it M ' Stage in Life: Adults 25 or older
0.9%
29.8% - 10.8%
817 15.1% g gor  15.1% 919 6.7% Parent of 1 or more Children under 18 I 2.1
— ' — . 2 3% ’
SmallBusiness Self-Employed  Current or Former Working Mothers _ 10.9%
17.5% Owner Military Service

10.3%
7.4% 7.5%.8%

1=

4.5%1.4%
34M0% 22900.7% [ 20% (o 27%
| | - - - - -

D.mﬁl'”‘ 0.53d.9%

5.5%

2.8
18% 28 6% 1eman 23%Max 0 13% 0. a0% LSHO% (0ud 0% 01599%

Parent of 1 or more Children Under Age 2 ﬁo‘}; 8%

Parent of 1 or more Children Age 2-5 ﬂ% 9.5%

. 6.9%
> > 5 & P tof 1 Child 6-11
A A A A A A B S T AP A A A A A A srentof dormore ChidrenAge -1\ S 12.6%
& & - ol & & 4 &
& o (8"“ e & < \3‘# & d ,.\“b ¢ . <\"\'p ,b“’ ¥ .t"sl& ‘_6‘*\ w‘?& & Parent of 1 or more Children Age 12 - 17 7.3%
& R P R P @\zf" & & s & & & B 11.9%
G > & g P & < & & & & o e
ép h‘f o 1‘59 Qé"%\ & ﬁ" ée"? 3 #’Q 5 & \&‘é\ & Parent of 1 or more Childrenin College 4.6%
F?\é d@\&*\ o g “'f“ ¥ ¢ © & & e f & ‘z‘?\éﬁ W 2.9%
< & § &
o & < & ?&“ Grandparent of 1 or more Children under 18 e 37.7%
& vgf’q.’ . 30.4%
& d v&
Homeowners with USAA as their Homeowners Insurance Co mFL Homeowners with USAA as their Homeowners Insurance Co mFL

FL 10-DMAs Scarborough R1 2024: Jan23-Feb24 Qual Intab 782
All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): USAA))]



10.8% or 1,818,590 of FL Adults 25 or older are Homeowners with CITIZENS as their Homeowners Insurance
( Adults 25 or older Homeowners with CITIZENS as their Homeowners Insurance Co are 41.3% more likely to

CIT'ZENS own their home, 9.8% more likely to own a lower valued home, 42.7% more likely to have a single-family
PROPERTY INSURANCE CORPORATION .
home, 31.7% more likely to have a dog.

m Own/Rent/Other: Adults 25 or older mﬁm Type of Home: Adults 25 or older 4{™ Pets in Home: Adults 25 or older
Single Family House (unattached) 3
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Townhouse or attached Home ﬁ 8.1%
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19.1%
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1.5%
0.9% 4,661,854 0-9% 877

Rent Other Own Second Home Mobile Home or Manufactured 2.4% Own other type of Pet

or Real Estate Home 5.1%

Property )
» Homeowners with CITIZENS as their Homeowners Insurance Co WFL = Homeowners with QTIZENS as their Homeowners Insurance Co mFL » Homeowners with CITIZENS as their Homeowners Insurance Co wFL

Z:' Value of Owned Home: Adults 25 or older Home Loans: Adults 25 or older

Average Value of Owned Home:
Homeowners with QTIZENS as their Homeowners...

FL 578,160

9.3% 10.0%

0K $150K-S200K  $200K-$250K  $250K-$300K  S300K-$:

$350K-S500K  $500K-$750K  $750K-S1M S1VvH Home Mortgage Refinanced  Home Equity own
Home Mortgage Loan/Home Home/Property
Improvement  Outright (No
FL 10-DMAs Scarborough R1 2024: Jan23-Feb24 Qual Intab 2,969 . Loan Mortgages)
All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.
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[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): Citizens))]
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- 5.3% or 888,237 of FL Adults 25 or older are Homeowners with ALLSTATE as their Homeowners Insurance Co.
@)A "State Adults 25 or older Homeowners with ALLSTATE as their Homeowners Insurance Co are 41.3% more likely to
=4 *| own their home, 9.1% more likely to own a higher valued home, 3.2% less likely to have a single-family
home, 81.5% less likely to have a dog.

You're in good hands.

m Own/Rent/Other: Adults 25 or older mﬁm Type of Home: Adults 25 or older # Pets in Home: Adults 25 or older
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Z:' Value of Owned Home: Adults 25 or older

Average Value of Owned Home:
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FL 578,160
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80,360 gaz 2. 220 0
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= Homeowners with ALLSTATE as their Homeowners Insurance Co mFL

[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): Allstate))]



4.% or 680,027 of FL Adults 25 or older are Homeowners with STATE FARM as their Homeowners Insurance Ca.
Adults 25 or older Homeowners with STATE FARM as their Homeowners Insurance Co are 41.3% more likely

'| to own their home, 5.7% more likely to own a higher valued home, 3.6% more likely to have a single-family
home, 12.% less likely to have a dog.

m Own/Rent/Other: Adults 25 or older mﬁm Type of Home: Adults 25 or older 4{™ Pets in Home: Adults 25 or older

Single Family House (unattached) ‘
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Property
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Average Value of Owned Home:
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[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): State Farm))]



4.% or 673,808 of FL Adults 25 or older are Homeowners with PROGRESSIVE as their Homeowners Insurance Co.
Pﬂﬂﬂﬂﬂf/[/ﬁ Adults 25 or older Homeowners with PROGRESSIVE as their Homeowners Insurance Co are 41.3% more likely
to own their home, 20.6% more likely to own a lower valued home, 20.1% more likely to have a single-family
HOME ADVANTAGE" ;
home, 4.3% less likely to have a dog.

m Own/Rent/Other: Adults 25 or older mﬁm Type of Home: Adults 25 or older 4{™ Pets in Home: Adults 25 or older
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-
yZ4l Value of Owned Home: Adults 25 or older Home Loans: Adults 25 or older
Average Value of Owned Home:
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gaan
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[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): Progressive))]



2.9% or 495,697 of FL Adults 25 or older are Homeowners with USAA as their Homeowners Insurance Co.
Adults 25 or older Homeowners with USAA as their Homeowners Insurance Co are 41.3% more likely to own
their home, 29.3% more likely to own a higher valued home, 29.5% more likely to have a single-family home,

32.6% less likely to have a dog.
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[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): USAA))]



Adults 25 or older Homeowners with CITIZENS as their Homeowners Insurance Co are 2.7% more likely to
CITIZENS look up D-I-Y advice online, 15.9% more likely to always vote in local elections, 11.9% more likely to belong
PROPERTY INSURANCE CORPORATION s &

to a gym, 9.6% more likely to fly domestic p

( 10.8% or 1,818,590 of FL Adults 25 or older are Homeowners with CITIZENS as their Homeowners Insurance...

jvity: Adults 25 or older
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“
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[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): Citizens))]



5.3% or 888,237 of FL Adults 25 or older are Homeowners with ALLSTATE as their Homeowners Insurance Co.

@)A"state Adults 25 or older Homeowners with ALLSTATE as their Homeowners Insurance Co are 5.6% less likely to
o= * | look up D-I-Y advice online, 11.6% more likely to always vote in local elections, 20.6% more likely to belong

to a gym, 29.4% more likely to fly domestic

You're in good hands.
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[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): Allstate))]




_Tap-20 past 30-days Online Lifestyle Activites: Adults 25 or older it

a7.6%)

4.% or 680,027 of FL Adults 25 or older are Homeowners with STATE FARM as their Homeowners Insurance Co
Adults 25 or older Homeowners with STATE FARM as their Homeowners Insurance Co are 24.4% more

likely to look up D-I-Y advice online, 39.6% more likely to always vote in local elections, 9.% less likely to
belong to a gym, 18.9% more likely to fly domestic
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[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): State Farm))]



4.% or 673,808 of FL Adults 25 or ol
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likely to look up D-I-Y advice online,
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der are Homeowners with PROGRESSIVE as their Homeowners Insurance...

Adults 25 or older Homeowners with PROGRESSIVE as their Homeowners Insurance Co are 18.9% more

8.8% more likely to always vote in local elections, 24.5% more likely to

belong to a gym, 24.8% more likely to fly domest
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[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): Progressive))]




2.9% or 495,697 of FL Adults 25 or older are Homeowners with USAA as their Homeowners Insurance Co.
Adults 25 or older Homeowners with USAA as their Homeowners Insurance Co are 14.2% less likely to look
up D-I-Y advice online, 4.% more likely to always vote in local elections, 38.6% more likely to belong to a
gym, 4.% less likely to fly domestic past yr
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[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): USAA))]



ITIZENS

ITY INSURANCE CORPORATION

Past 30-days QSR Users: Adults 25 or older
2 1time
wd

2times

3 times

4 times

5 times

6 -9times

10 times or more

12.7%

= Homeowners with CITIZENS as their Homeowners Insurance Co mFL

Total nggt;\;ﬂv QSR Users: Avg. Monthly QSR Meals:

82.1%

13,826,50
g

past yr., 53.9% less likely to smoke cigarettes.

10.8% or 1,818,590 of FL Adults 25 or older are Homeowners with CITIZENS as their Homeowners Insurance Co
Adults 25 or older Homeowners with CITIZENS as their Homeowners Insurance Co are 5.3% more likely to
use QSRs past mo., 6.% more likely to use Sit-Down Restaurants past mo., 3.% more likely to use Casinos

Past 30-days Sit-Down Restaurant Users: Adults 25 or older

s s

2 times

3 times

4 times

5 times

6-9times

10 times or more

® Homeowners with CITIZENS as their Homeowners Insurance Co

Avg. Monthly Sit-Dg
84.2% 79.4%

Total Monthly Sit-Down Restaurant Users:

Drank Past 30-days: Adults 25 or older

Liquor

7,394,037 43.9%

-
5 v

Wine

Any Type of Beer
Imported Beer
Domestic Light Beer
Domestic Regular Beer

v

Microbrew / Craft Beer

= Homeowners with CITIZENS as their Homeowners Insurance Co

FL 10-DMAs Scarborough R1 2024: Jan23-Feb24

=FL

Qual Intab

Top-10 Cuisines: Adults 25 or older

(Sit-Down Restaurants Used Past 30-days)

5
b

v Mescn  Upscals  Wings/  Coffee  Sesfoad
Burgers | Wouse /
Sparts Bar Coffes Bar

chiness  maian Indian / steakhouse
Thai
Other
Asian

» Homeowners with CITIZENS as their Homeowners Insurance Co =FL

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
CTIZENS o their BEEER 20.9%

FL 21687.359 16.0%

Past 12 months Casino Activities: Adults 25 or older

Table Games (Craps, Poker, etc.)

Upscale Restaurant
Stnge Show] Conourt

Bar / Nightclub m
Sports Betting m 3.8%
Other Gambling ng%
Sps = 1.4% 6% Casinos visited past 12 months: Yes

# Homeowners with CITIZENS as their Homeowners Insurance Co mFL

2,969

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

Used Past 30-days: Adults 25 or older

il

Marijuana / Cannabis

Cigarettes

Vape

= Homeowners with OITIZENS as their Homeowners Insurance Co mFL

[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): Citizens))]



@9 Alistate.

You're in good hands.

Past 30-days QSR Users: Adults 25 or older

1time
% 2 times
3 times

4 times

5times
6-9times
10times or more

i v
E— T
-
T
—
—— Ty
hm

= Homeowners with ALLSTATE as their Homeowners Insurance Co

Total Monthfy QSR Users:

— v

mFL

Avg. Monthly QSR Meals:

past yr., 82.1% less likely to smoke cigarett

5.3% or 888,237 of FL Adults 25 or older are Homeowners with ALLSTATE as their Homeowners Insurance Co.
Adults 25 or older Homeowners with ALLSTATE as their Homeowners Insurance Co are 10.7% less likely to

use QSRs past mo., 21.1% less likely to use Sit-Down Restaurants past mo., 13.5% more likely to use Casinos

Past 30-days Sit-Down Restaurant Users: Adults 25 or older

¢ Lo i
7
#times hm
3 times 13.3% .
4 times | 8
10times or more |

Total Monthly Sit-Down Restaurant Users: A
79.4%
13,371,54

= Homeowners with ALLSTATE as their Homeowners Insurance Co EFL
62.7%

m B

Drank Past 30-days: Adults 25 or older
el

Wine

Any Type of Beer

5578176 39 1%

Imported Beer

Domestic Regular Beer 2988,437 17.8% - v
Microbrew / Craft Beer 4.55956% '
® Homeowners with ALLSTATE as their Homeowners Insurance Co mEL
FL 10-DMAs Scarborough R1 2024: Jan23-Feb24 Qual Intab

Domestic Light Beer

Top-10 Cuisines: Adults 25 or older

(Sit-Down Restaurants Used Past 30-days)

i

tm  cls i Mol Umcle Wp/ o oote
rzers | Wouse !
spuruutmaeut

seatood mm\ / steakhouse

ml.e«
Asian

with ALLSTATE as their ! o mFL

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

ith ALLSTATE as their
AL I,MI,JSB 16.0%

Past 12 months Casino Activities: Adults 25 or older

Slot Machines -

20.8%
Table Games (Craps, Poker, etc.)

Upscale Restaurant

Used Past 30-days: Adults 25 or older

]
%k

12.9%

Stage Show / Concert
Bar / Nightclub
Sports Betting
Other Gambling 272, 1‘12?56% 65 8 m
ooa Eg'iﬁ% Casinos visited past 12 Mari / Cannabis Cigarettes Vape
» Homeowners with ALLSTATE as their Homeowners Insurance Co mFL jith ALLSTATE ] o mFL

1,244

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

[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): Allstate))]



o StateFarm

Past 30-days QSR Users: Adults 25 or older
2 1time
wd

2times

3 times

4 times

5 times

6 -9times

10 times or more

12.7%

» Homeowners with STATE FARM as their Homeowners Insurance Co

WFL

Total nggtz;’znfv QSR Users: Avg. Monthly QSR Meals:

82.1%

8

]

4.% or 680,027 of FL Adults 25 or older are Homeowners with STAT
Adults 25 or older Homeowners with STATE FARM as their Homeow

past yr., 45.% less likely to smoke cigarettes

to use QSRs past mo., 4.% more likely to use Sit-Down Restaurants past mo., 8.3% less likely to use Casinos

E FARM as their Homeowners Insurance Co.
ners Insurance Co are 10.1% more likely

Past 30-days Sit-Down Restaurant Users: Adults 25 or older

£ 3o im
3 times | ey
10times or more |26

= Homeowners with STATE FARM as their Homeowners Insurance Co mFL

ly Sit-Down

Total Monthly Sit-Down Restaurant Users:
79.4%

Avg.

ant Meals:
82.6%

13,371,54

Drank Past 30-days: Adults 25 orolder

Liquor

43.9%

Wine
Any Type of Beer pa <
importad Buac

Domestic Light Beer

3,085,787 18.3%

6,578,176 39.1%
2, 3. 17.8%

Domestic Regular Beer o v v
Microbrew / Craft Beer &?0265% v
= Homeowners with STATE FARM as their Homeowners Insurance Co mFL

FL 10-DMAs Scarborough R1 2024: Jan23-Feb24 Qual Intab

Top-10 Cuisines: Adults 25 or older

(Sit-Down Restaurants Used Past 30-days)

i ihh i

pirza Mescn  Upscals  Wings/  Coffee
Burgers | Wouse /
Sparts Bar Coffes Bar

nakan

ith STATE FARM o

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
Homeowners with STATE FARM as their Homeowners... [iBj962.5%

FL 21687.359 16.0%

Past 12 months Casino Activities: Adults 25 or older

Slot Machines  pyreyes 20.8%

Table Games (Craps, Poker, etc.)

1,762,242 10.5%

Upscale Restaurant gt 3

Stage Show / Concert

1,187,038 7.1%

3.3%

55‘
ES

Bar / Nightclub

Sports Betting O3 goy

Other Gambling

w
°
H

Casinos visited past 12 months: Yes

Used Past 30-days: Adults 25 or older

Al

Marijuana / Cannabis

Cigarettes

Vape

= Homeowners with STATE FARM as their Homeowners Insurance Co

1,184

mFL

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

= Homeowners with STATE FARM as their Homeowners Insurance Co =FL

[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): State Farm))]



| PROGRESSIVE

HOME ADVANTAGE™

Past 30-days QSR Users: Adults 25 or older
o 1time
wd

2times

3 times

11.3%

4 times 11.0%

5 times 8.0%
6 -9times

10 times or more

with Pi as their

Co WFL

Total J\g_?l;\;gl’y QSR Users: Avg. Monthly QSR Meals:

e R S

82.1%
13,826,50

Casinos past yr., 77.8% less likely to smoke cigare

4.% or 673,808 of FL Adults 25 or older are Homeowners with PROGRESSIVE as their Homeowners Insurance Co.
Adults 25 or older Homeowners with PROGRESSIVE as their Homeowners Insurance Co are 6.4% more likely
to use QSRs past mo., 19.4% more likely to use Sit-Down Restaurants past mo., 12.5% more likely to use

Past 30-days Sit-Down Restaurant Users: Adults 25 or older

s s

= Homeowners with PROGRESSIVE as their Homeowners Insurance Co

Avg. Monthly Sit-Dg
79.4%

2 times

3 times

4 times

5 times

6-9times

10 times or more

Total Monthly Sit-Down Restaurant Users:

Drank Past 30-days: Adults 25 or older

Liquor

7,394,037 43.9%
Wine E‘,‘}.OQ,DBZ 41.0%.
Any Type of Beer e 39.1%
Imported Beer 23 5%

3,953,864

Domestic Light Beer

3,085,787 18.3%

Domestic Regular Beer v v
Microbrew / Craft Beer E’iﬁs% v
] with as their Co mFL

FL 10-DMAs Secarborough R1 2024: Jan23-Feb24 Qual Intab

Top-10 Cuisines: Adults 25 or older

(Sit-Down Restaurants Used Past 30-days)

Tilidiian

Pma  chness  Maban  Wmdcn  Upscale  Wings/  Coffer  Seafoad  indian/ Steakhouse
Burgers | Wouse / hai
Sparts Bar Coffes Bar ather
asian
as their @ wFL

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
' s their OSSN 15.0%

FL 21687.359 16.0%

Slot Machines

Past 12 months Casino Activities: Adults 25 or older

20.8%

Table Games (Craps, Poker, etc.)

Upscale Restaurant

382 s L S
.
1,177,078 7.0%
ml.siﬁ
1.8%
600, 1%
1.6%
E 2,2%
= 1.4%
# Homeowners with PROGRESSIVE as their Homeowners Insurance Co

1,003

Stage Show / Concert
Bar / Nightclub
Sports Betting

Other Gambling

Spa

Casinos visited past 12 months: Yes
mFL

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

Used Past 30-days: Adults 25 or older

Marijuana / Cannabis

Cigarettes

[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): Progressive))]



yr., 63.% less li

2.9% or 495,697 of FL Adults 25 or older are Homeowners with USAA as their Homeowners Insurance Co.
Adults 25 or older Homeowners with USAA as their Homeowners Insurance Co are 7.9% less likely to use

QSRs past mo., 6.% more likely to use Sit-Down Restaurants past mo., 11.1% less likely to use Casinos past

kely to smoke cigarettes.

Past 30-days QSR Users: Adults 25 or older |Past 30-days Sit-Down Restaurant Users: Adults 25 or older

oy e T

4 times

10times or more 10times or more
Co mFL

2 times

4 times

8%
Fomes Lm 3times
"

15.1%

9.6%

= with USAA as their = Homeowners with USAA as their Homeowners Insurance Co mFL
Total Monthly QSR Users: Avg. Monthly QSR Meals: Total Monthly Sit-Down Restaurant Users:  Avg. Monthly Sit-Down R Meals:
75.6% 82.1% 84.2% 79.4%

| B
e .

— s - _

Top-10 Cuisines: Adu}ts 25 or older

(Sit-Down Restaurants Used Past 30-days,

000

P chinese  mian  Meian  Upsale  Wings/  Coffee  Seafoos  indian/ Steskhouse

Burgers/  Wouse/ Thai/
Sports Bar coffee sar other
Asian

iith USAA as their I ¢ mFL

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
with USAA as their _ 7.6%

AL 2,4&31,;59 16.0%

Drank Past 30-days: Adults 25 or older Past 12 months Casino Activities: Adults 25 or older
el Siat Machines

Any Type of Beer

Wine

Do s R
Domestic Regular Beer S Sas sl 17.8% - Vv Sports Betting m* 5.4%

Imported Beer Stage Show / Con

- Tt s s, o)

. R

Used Past 30-days: Adults 25 or older

Microbrew / Craft Beer Mq_ g;’%% ' Other Gambling m 3.4%
1.6% -
Spa ERE 1.4% Casinos visited past 12 Yes Marij / Cannabis Cigarettes Vape
# Homeowners with USAA as their Homeowners Insurance Co WEL # Homeowners with USAA as their Homeowners Insurance Co mFL ] vith USAA as their Insurance Co =i

FL 10-DMAs Scarborough R1 2024: Jan23-Feb24 Qual Intab 782
All Graphs and HBIAI Data Madeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): USAA))]



» ((CITIZENS

PROPERTY INSURANCE CORPORATION

' 10.8% or 1,818,590 of FL Adults 25 or older are Homeowners with CITIZENS as their Homeowners Insurance...
Adults 25 or older Homeowners with CITIZENS as their Homeowners Insurance Co are 15.% more likely to

have a 401K, 24.6% more likely to have an Auto Loan, 10.1% less likely to Invest/Trade Stocks Online, 10.7%
less likely to pay with their Debit Card.

Investments Owned: Adults 25 or older

401K Plan  pyroee 38.4%
6,053,121 36.0% :

IRA (Individual Retirement Account)

Stocks or Stock Options
Money Market Funds

Mutual Funds

79
Other (Crypto / NFTs / Metals, etc.) 2;;61',‘;“- %

19.1%
11.6%

Second Home or Real Estate Property

9.0%
Bonds -
529 Plan / College Savings Plan s "';’:%

% Homeowners with CITIZENS as their Homeowners Insurance Co WFL

il Financial Services Has and/or Uses: Adults 25 or older

o h so% 6.1% 5% gap 7%,

Checking  Debit or ATM Credit Card Online Bill Mobile

Savings Online Home Auto Loan Money  Certificates of Personal Loan Studentloan Home Refinanced
Account card Account Banking Paying Banking Mortgage Market  Deposit(CDs) Improvement  Home
Account Loanor Home Mortgage
Equity Loan

» Homeowners with CITIZENS as their Homeowners Insurance Co mFL

Professional Services Used*: Adults 25 or older

Tax Preparation Service

4,750,609 28.2%

Accountant

3,172,555

OnlineInvesting / Stock Trading S
Financial Planner
Insurance Agent at a Local Office (not online)

Real Estate Agent

Estate Planning

(*Past 12 Menths)

E‘m%

® Homeowners with CITIZENS as their Homeowners Insurance Co

Divorce / Family Attorney
mFL

10-DMAs Scarborough R1 2024: Jan23-Feb24 Qual Intab 2,969

gy \Past 3-Months Payment Methods Used: Adults 25 or older

3.9% 4.2%  4.0% 4.2%
L oo BEE oo |

CashApp  Apple Pay

" 8.9%
-

MasterCard  Debit Card Zelle Store Credit

visA PayPal American Venmo Discover ~ GooglePay  Facebook Samsung Pay Square Cash
Card Express Messenger
w Homeowners with CITIZENS as their Homeowners Insurance Co mFL

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

[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): Citizens))]




o 5.3% or 888,237 of FL Adults 25 or older are Homeowners with ALLSTATE as their Homeowners Insurance Co.
@ A" t t Adults 25 or older Homeowners with ALLSTATE as their Homeowners Insurance Co are 38.3% less likely to
| & ) S a e .| have a 401K, 54.3% less likely to have an Auto Loan, 8.8% less likely to Invest/Trade Stocks Online, 7.4% more

You'reingood hands. | |, 0lv to pay with their Debit Card.

Financial Services Has and/or Uses: Adults 25 or older

Investments Owned: Adults 25 or older

ALK Plan
IRA (Individual Retirement Account)

14.7%
2,773,717 16.5%

31; 35.2%
2,666,979 15.8%
28.8%
Other (Crypto / NFTs / Metals, etc.) m
15.8%
Second Home or Real Estate Property m %

Money Market Funds

Mutual Funds

16.4%) 2.8% 6.1% 4.8% 4.8% % 4.6%

193% e Larss 1115 .53 ’ s 2
Bonds m Checking Debitor ATM  savings  Credit Card online Online Bill Mobile Home Auto Loan Money  Certificates of Personal Loan Studentloan  Home Refinanced
Account card Account Banking Paying Banking Mortgage Market  Deposit(CDs) Improvement  Home
529 Plan / College Savings Plan % Account Loanor Home  Mortgage
L s.a% Equity Loan
= Homeowners with ALLSTATE as their Homeowners Insurance Co mFL ® Homeowners with ALLSTATE as their Homeowners Insurance Co mFL

Professional Services Used*: Adults 25 or older 'E'Past 3-Months Payment Methods Used: Adults 25 or older

Tax Preparation Service g
4,750,609
55

Accountant

Online Investing / Stock Trading
23.3%
15.6%
Insurance Agent ata Local Office (not online) m %1% @
12.0%
15.2%
8.2%
8.2%
Estate Planning m

Financial Planner

Real Estate Agent

- 18.4%) 8.9% 8.9%
4.2% 4.7% 4.2%
0.2%
. iy v e

PayPal Zelle Store Credit ~ American Venmo CashApp  Apple Pay Discover Google Pay  Facebook Samsung Pay Square Cash

- e 0. (*Past 12 Months) VISA MasterCard  Debit Card
Divorce / Family Attorney é ﬁ% pan ol i
B Homeowners with ALLSTATE as their Homeowners Insurance Co EFL » Homeowners with ALLSTATE as their Homeowners Insurance Co mFL

L 10-DMAs Scarborough R1 2024: Jan23-Feb24 Qual Intab 1,244
All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): Allstate))]



4.% or 680,027 of FL Adults 25 or older are Homeowners with STATE FARM as their Homeowners Insurance Co
Adults 25 or older Homeowners with STATE FARM as their Homeowners Insurance Co are 44.% more likely to

(% StateFarm have a 401K, 42.5% less likely to have an Auto Loan, 10.9% less likely to Invest/Trade Stocks Online, 3.7% less
likely to pay with their Debit Card.

Investments Owned: Adults 25 or older Financial Services Has and/or Uses: Adults 25 or older

401K plan

IRA (Individual Retirement Account)  pFrtprn 36.0% -

Stocks or Stock Options
Money Market Funds W na

Mutual Funds 0%

Other (Crypto / NFTs / Metals, etc.) mo’:s.m

2% 10.2%
Second Home or Real Estate Property m e 6.1% a8% 59% 26%
11.6% 0.7%

—_— s 7 o i ’ o ses 3 oin 72 .ﬂ-‘u_m

Bonds m ’ Checking Debitor ATM  Savings  CreditCard  Online Online Bill Mobile Home Autoloan  Money  Certificates of Personal Loan Studentloan  Home  Refinanced

Account card Account Banking Paying Banking Mortgage Market  Deposit(CDs) Improvement  Home
529 Plan / College Savings Plan E"m Account Loanor Home  Mortgage
+.4% Equity Loon
m Homeowners with STATE FARM as their Homeowners Insurance Co mFL » Homeowners with STATE FARM as their Homeowners Insurance Co mFL

Professional Services Used*: Adults 25 or older 'E'Past 3-Months Payment Methods Used: Adults 25 or older

4,750,609
30.0%
15.6%
o " 4 14.0%
Insurance Agent ata Local Office (not online) - Py 120% . '
6.9%
Real Estate Agent 8.2%
6.7%
Estate Planning ml'*

Accountant

Online Investing / Stock Trading

Financial Planner

4% s %

PayPal Zelle Store Credit ~ American Venmo CashApp  Apple Pay Discover Google Pay  Facebook Samsung Pay Square Cash

- e 4% (*Past 12 Months) VISA MasterCard  Debit Card
Divorce / Family Attorney s canil Express et
B Homeowners with STATE FARM as their Homeowners Insurance Co WFL u Homeowners with STATE FARM as their Homeowners Insurance Co mFL

L 10-DMAs Scarborough R1 2024: Jan23-Feb24 Qual Intab 1,184
All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): State Farm))]




4.% or 673,808 of FL Adults 25 or older are Homeowners with PROGRESSIVE as their Homeowners Insurance...
Adults 25 or older Homeowners with PROGRESSIVE as their Homeowners Insurance Co are 55.9% more likely
to have a 401K, 78.% more likely to have an Auto Loan, 1.1% more likely to Invest/Trade Stocks Online, 16.9%
less likely to pay with their Debit Card.

| PrOGRESSIVE

HOME ADVANTAGE "

Investments Owned: Adults 25 or older Financial Services Has and/or Uses: Adults 25 or older

401K Plan e 38.4%
IRA (Individual Retirement Account)
24.4%
16.5%
3 18.1%
2,666,970 [EET¥ 173

Stocks or Stock Options
Money Market Funds

Mutual Funds

Other (Crypto / NFTs / Metals, etc.)

) 17.8%
2,361,478 14.0%

14.1%
Second Home or Real Estate Property mﬁ,‘"'m 0 ey, 6.1% 6.2% 4.8% 2.6%
13.3% 2 2575 52 30 2 531 1L 3 _&.m J m
Bonds 10.896 Checking  Debitor ATM  Savings  CreditCard  Online Online Bill Mobile Home Autoloan  Money  Certificates of Personal Loan Studentloan  Home Refinanced
Account card Account Banking Paying Banking Mortgage Market  Deposit(CDs) Improvement  Home
529 Plan / College Savings Plan ﬁ"‘.‘i’; Account l?ﬁ['o';"e Mortgage
ad a
¥ Homeowners with PROGRESSIVE as their Homeowners Insurance Co mFL = Homeowners with PROGRESSIVE as their Homeowners Insurance Co mFL
Professional Services Used*: Adults 25 or older 'm'Past 3-Months Payment Methods Used: Adults 25 or older
foxpreparation Senvice
pecountant
OnlineInvesting / Stock Trading e i
Financial Planner 2.632.376 .‘
Insurance Agent at a Local Office (not onfine) M - & [ ]
2 6.7%

4.2%
cstate pnive. [ - e e [

(*Past 12 Months) visa

" 0.9%
Divorce / Family Attorney E 1%
® Homeowners with PROGRESSIVE as their Homeowners Insurance Co

L 10-DMAs Scarborough R1 2024: Jan23-Feb24 Qual Intab 1,003
All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

mFL

[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): Progressive))]

Google Pay

Store Credit CashApp  Apple Pay Discover

Card

MasterCard  Debit Card PayPal Zelle

American
Express

Venmo

w» Homeowners with PROGRESSIVE as their Homeowners Insurance Co mFL

Facebook Samsung Pay Square Cash

Messenger



2.9% or 495,697 of FL Adults 25 or older are Homeowners with USAA as their Homeowners Insurance Co.
Adults 25 or older Homeowners with USAA as their Homeowners Insurance Co are 3.2% more likely to have a

401K, 34.8% less likely to have an Auto Loan, 56.9% more likely to Invest/Trade Stocks Online, 5.6% more
likely to pay with their Debit Card.

Investments Owned: Adults 25 or older N M Financial Services Has and/or Uses: Adults 25 or older

401K Plan  pyreyen 38.4%

89.5%]
IRA (Individual Retirement Account) st 6.0%

Stocks or Stock Options

5,525,558 32.8%

Money Market Funds 272%
Mutual Funds B
Other (Crypto / NFTs / Metals, etc.) 6% -
8.5%
4% 6.1%
Second Home or Real Estate Property W 2o ﬂ h 4.8% 4.6%
11.6% 1.6% pnyy 1-5% 2.2%
Bonds m ) Checking Debitor ATM  savings  Credit Card online online Bill Mobile Home Auto Loan Money  Certificates of Personal Loan Studentloan  Home Refinanced
Account card Account Banking Paying Banking Mortgage Market  Deposit(CDs) Improvement  Home
529 Plan / College Savings Plan m AL Account Loanor Home  Mortgage
G 5.4% Equity Loan
= Homeowners with USAA as their Homeowners Insurance Co mFL » Homeowners with USAA as their Homeowners Insurance Co mFL

Professional Services Used*: Adults 25 or older 'E'Past 3-Months Payment Methods Used: Adults 25 or older

Tax Preparation Service

4,750,609 28.2%

Accountant

3,172,555

Online Investing / Stock Trading

Financial Planner

Insurance Agent at a Local Office (not online)

Real Estate Agent

1,375,740

. 8.9%
BITRTY 5.1% 20% A% 4 g A%

6.6%
Estate Planning m A o Sars s
- - 2.0% (*Past 12 Months) VisA MasterCard  Debit Card PayPal Zelle Store Credit ~ American Venmo CashApp  Apple Pay Discover Google Pay  Facebook Samsung Pay Square Cash
Divorce / Family Attorney 13% Card Express Messenger
¥ Homeowners with USAA as their Homeowners Insurance Co NFL ® Homeowners with USAA as their Homeowners Insurance Co mFL

FL 10-DMAs Scarborough R1 2024: Jan23-Feb24 Qual Intab 782
All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): USAA))]



Adults 25 or older Homeowners with CITIZENS as their Homeowners Insurance Co spend an average of 3 days, 5 hours,
3 minutes and 17 seconds each week with All Forms of Media.

CITI ZEN S 83.9% of Adults 25 or older Homeowners with CITIZENS as their Homeowners Insurance Co spend an avg. of 9 hours and 7 minutes each

i week listening to All Local AM/FM Radio, representing 9.9% of total time spent with all forms of Media.

em E

Avg. H:M:5/week with All Forms of Media:
Adults 18 or older

i Concurrent

; 48.4
Uﬁ Homwnevsw%l QTIZENS as
713%

FL
their Homeowners Insurance

Co

45.3%

9\‘
W Homeowners with CITIZENS as their Homeowners Insurance Co mFL
FL  10-DMAs  Scarborough R12024:Jan23-Feb24  Qual intab 2,969 FLORIDA  10-DMAs  Scarborough R12024:Jan23-Feb24 ~ Qual Intab 23,691 HUbe rd Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved. el oo s il o for Anything
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Adults 25 or older Homeowners with ALLSTATE as their Homeowners Insurance Co spend an average of 2 days, 22

@A"state hours, 14 minutes and 10 seconds each week with All Forms of Media.

o o 82.1% of Adults 25 or older Homeowners with ALLSTATE as their Homeowners Insurance Co spend an avg. of 7 hours and 1 minutes eac
SRTEInERoRRRnES: week listening to All Local AM/FM Radio, representing 8.2% of total time spent with all forms of Media.
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Adults 25 or older Homeowners with STATE FARM as their Homeowners Insurance Co spend an average of 3 days, 14
hours, 24 minutes and 6 seconds each week with All Forms of Media.

90.3% of Adults 25 or older Homeowners with STATE FARM as their Homeowners Insurance Co spend an avg. of 9 hours and 23 minutes
each week listening to All Local AM/FM Radio, representing 9.8% of totaltime spent with all forms of Media.
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Adults 25 or older Homeowners with PROGRESSIVE as their Homeowners Insurance Co spend an average of 3 days, 6

Pﬂﬂﬁﬂfff/yf hours, 7 minutes and 53 seconds each week with All Forms of Media.

v 91.9% of Adults 25 or older Homeowners with PROGRESSIVE as their Homeowners Insurance Co spend an avg. of 10 hours and 6
HOME ADVANTAGE minutes each week listening to All Local AM/FM Radio, representing 11.9% of total time spent with all forms of Media.
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[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): Progressive))]



Adults 25 or older Homeowners with USAA as their Homeowners Insurance Co spend an average of 3 days, 13 hours,
26 minutes and 4 seconds each week with All Forms of Media.

85.3% of Adults 25 or older Homeowners with USAA as their Homeowners Insurance Co spend an avg. of 9 hours and 34 minutes each
week listening to All Local AM/FM Radio, representing 9.6% of total time spent with all forms of Media.

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

Adults 18 or older
76:54:34
uomﬁnsa?‘?.‘m USAA as FL

their Homeowners Insurance

% of Total Co

Weekly H:M:
22.3%
Avg. Weekly
Hours:Minutes:
&
\3'0
&
® Homeowners with USAA as their Homeowners Insurance Co mFL

FL  10-DMAs  Scarborough R12024:Jan23-Feb24  QualIntab 782 FLORIDA 10-DMAs  Scarborough R12024: Jan23-Feb24  Qual Intab 23,691 HUbe rd Share of Everything

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

BROADCASTING

[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): USAA))]




Adults 25 or older Homeowners with CITIZENS as their Homeowners Insurance Co spend an average of 2 days, 13
(( hours, 46 minutes and 57 seconds each week with All Forms of Ad-Supported Media.

CITIZEN S 80.9% of Adults 25 or older Homeowners with CITIZENS as their Homeowners Insurance Co spend an avg. of 8 hours and 41 minutes
each week listening to Local Ad-Supported AM/FM Radio, representing 11.4% of total time spent with all forms of Ad-Supported Medi

PROPERTY INSURANCE CORPORATION
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- Adults 25 or older Homeowners with ALLSTATE as their Homeowners Insurance Co spend an average of 2 days, 8 hours,
@)A"State 57 minutes and 51 seconds each week with All Forms of Ad-Supported Media.
s . 78.7% of Adults 25 or older Homeowners with ALLSTATE as their Homeowners Insurance Co spend an avg. of 6 hours and 54 minutes

You're in good hands. each week listening to Local Ad-Supported AM/FM Radio, representing 9.5% of total time spent with all forms of Ad-Supported Media

e
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Adults 25 or older Homeowners with STATE FARM as their Homeowners Insurance Co spend an average of 2 days, 21
_ | hours, 3 minutes and 34 seconds each week with All Forms of Ad-Supported Media.
o StateFarm

85.9% of Adults 25 or older Homeowners with STATE FARM as their Homeowners Insurance Co spend an avg. of 9 hours and 3 minutes
| each week listening to Local Ad-Supported AM/FM Radio, representing 11.3% of total time spent with all forms of Ad-Supported Med
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Adults 25 or older Homeowners with PROGRESSIVE as their Homeowners Insurance Co spend an average of 2 days, 14
maﬁﬂﬂ.rﬂ/f hours, 41 minutes and 59 seconds each week with All Forms of Ad-Supported Media.
86.2% of Adults 25 or older Homeowners with PROGRESSIVE as their Homeowners Insurance Co spend an avg. of 9 hours and 36

HOME ADVANTAGE minutes each week listening to Local Ad-Supported AM/FM Radio, representing 13.2% of total time spent with all forms of Ad-

Supported M
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Adults 25 or older Homeowners with USAA as their Homeowners Insurance Co spend an average of 2 days, 14 hours,

20 minutes and 29 seconds each week with All Forms of Ad-Supported Media.
77.9% of Adults 25 or older Homeowners with USAA as their Homeowners Insurance Co spend an avg. of 7 hours and 49 minutes each

| week listening to Local Ad-Supported AMI/FM Radio, representing 9.8% of total time spent with all forms of Ad-Supported Media.
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(éITIZENS

PROPERTY INSURANCE CORPORATION

" Adults 25 or older Homeowners with CITIZENS as their Homeowners Insurance Co spend an average

of 8 hours and 49 minutes each day with All Forms of Ad-Supported Media. 80.9% listen to Local

AM/FM Radio for an avg. of 74.5 minutes/day.

(Local Radio delivers 11.4% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 25 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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= Adults 25 or older Homeowners with ALLSTATE as their Homeowners Insurance Co spend an average
@) A"state of 8 hours and 8 minutes each day with All Forms of Ad-Supported Media. 78.7% listen to Local
You're in good hands. AM/FM Radio for an avg. of 59.2 minutes/day. (Local Radio delivers 9.5% of Time with Ad-Supported Media.)

Top-13 All Forms of Media {Persons & % Reach): Adults 25 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older

(Averoge Week) Tots! Persons. % Time Spenc

Text/IM/ | Billboards

) Billboards &
tercal AWM Raclio mm m Zoom,etc. | &Signs ’

Signs

Email fText/IM/Zoom,etc. (Personal & Work) mm m (Personal
- & Work Driv .
N — By S vs s
Zrie Non-Prem s TV X
News/Weather /Sports (Websites/Apps) mm Avg. Hours+Minutes/day with All m

Search  Gam...
N R T Forms of Media: Adults 25 or older m

(Google, Fant...
Facebook Bing, etc.) Bet
43.8

Facebook

Local TV Stations Gam...

Fant... | W... No ] |h1f v Email/Text/IM/
Local AM/FM Radio Betti.. D stworks Zoom,etc. Ins...
60.2 Sites | (W I . (Personal &... 15.9 [Banke

Gas Stations/Convenience Stores
Homeowners with
ALLSTATE s their
Homeowners Insurance Co

Games/Fantasy/Betting Sites

Instagram

= Homeowners with ALLSTATE as their Homeowners Insurance Co mFL ¥ Homeowners with ALLSTATE as their Homeowners Insurance Co HFL
Top-13 AII Forms ofAd SuEQorted Media (Persons & % Reach): Adults 25 or older Top-13 All Forms of Ad-Supported Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
: {azroge. Doy,

P ——— lgsggsz

Hlllbud Billboards &
5 Weekl
YouTube Videa | D 5 Local AM/FM Radio Drivers)
NevafWesthes Soors (Wetaites Ao M_W 79 306 7.2 46.6
Email/Text/IM/Zoomet. (Personal & Work) et Local ;:’ k"’)’“ ULl
+ 5 5 sl i Email/Text/ Search
Non-Premium Cable TV Networks Avg. Hours+Minutes/day wrﬂf All m V Ne! s Email/Text/ Search s M/ (Google,
Pt ey Forms of Ad-Supported Media: m 97.1 IM/Zoomiete.  (Google, Video Zoonetel Bing,
Adults 25 or older " (Personal &... Bing, etc.) (Personal..  etc.)
- — ., ;
s Stations/Corvenience stores FERETT] I m Shop. News/ sho
iy . Weathe... ATy 2 oy el Instagr...
Shopping (incl. Food/Auctions/Travel, etc.) mm- usage 5! (incl. d Non-Premiu 2 TV (inc

Local TV Stations | Local AM/FM Radio Food/ | Fac... i Ne Food/

129.9 59.2 Aucti... | 160 | .. |2 116.0 35. Auc... |News..

Hommceswnh
Homeowners Insurance Co
YouTube Video  FF3Y 1 m

= Homeowners with ALLSTATE as their Homeowners Insurance Co mFL m Homeowners with ALLSTATE as their Homeowners Insurance Co mFL
FL 10-DMAs Scarborough R1 2024: Jan23-Feb24 Qual Intab 1,244 soeﬁ 3 Share of Everything
All Graphs and soefa.oi Data Modeling Copyright @ 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved. = for Anything .

[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): Allstate))]



| Adults 25 or older Homeowners with STATE FARM as their Homeowners Insurance Co spend an
&State’:arm. average of 9 hours and 51 minutes each day with All Forms of Ad-Supported Media. 85.9% listen to
Local AM/FM Radio for an avg. of 77.7 minutes/day. (Local Radio delivers 11.3% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 25 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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Adults 25 or older Homeowners with PROGRESSIVE as their Homeowners Insurance Co spend an

PROGRESSIVE average of 8 hours and 57 minutes each day with All Forms of Ad-Supported Media. 86.2% listen to
HOME ADVANTAGE Local AM/FM Radio for an avg. of 82.4 minutes/day. (Local Radic delivers 13.2% of Time with Ad-Supporged Media.)

Top-13 All Forms of Media {Persons & % Reach): Adults 25 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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| Adults 25 or older Homeowners with USAA as their Homeowners Insurance Co spend an average of 8
hours and 54 minutes each day with All Forms of Ad-Supported Media. 77.9% listen to Local AM/FM
Radio for an avg. of 67.1 minutes/day. (Local Radio delivers 9.8% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 25 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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Avg. Week All Audio (Persons & % Reach): Adults 25 or older
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[ 1,470,575 or 80.9% of Adults 25 or older Homeowners with CITIZENS as their Homeowners
Insurance Co listen to Ad-Supported Local AM/FM Radio for an average of 74.5 minutes every day
representing 46.8% of all time spent daily with Ad-Supported Audio.
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[ 698,859 or 78.7% of Adults 25 or older Homeowners with ALLSTATE as their Homeowners Insurance
Co listen to Ad-Supported Local AM/FM Radio for an average of 59.2 minutes every day representing
48.2% of all time spent daily with Ad-Supported Audio.
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7 583,852 or 85.9% of Adults 25 or older Homeowners with STATE FARM as their Homeowners

Insurance Co listen to Ad-Supported Local AM/FM Radio for an average of 77.7 minutes every day
representing 62.2% of all time spent daily with Ad-Supported Audio.

Avg. Hours+Minutes/day with
Audio: Adults 25 or older

Homeowners with STATE
FARM as their

Homeowners Insurance Co

m Homeowners with STATE FARM as their Homeowners Insurance Co mFL

Avg. Day All Audio (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older

(11,25

s

Local AM/FM Radio

80.5

SiriusXm
40.2

Ama.

Podcastsy] Music
7.9 6.1

Owned | iHear...

Music 5.7

Apple
Music

Local AM/FM Radio
81.6

SiriusXm
PER:]

Podcasts
16.1

Pandora

YouTube
Music

124

16.1 Amazon v

Music
9.8

Spoti
13.6

Apple
Music

Music | iHe...
Cha.. 6.1

All...

® Homeowners with STATE FARM as their Homeowners Insurance Co

mFL

Avg. Week Ad-. Suggorted Audio (Persons & % Reach): Adults 25 or older Avg

Local AM/FM Radio
Podcasts

m-m

YouTube Music

Pandora
TV Music Channels
Amazon Music
iHeartRadio Avg. Hours+Minutes/day with Ad-
Spotify Supported Audio: Adults 25 or older
All Others
SiriusXM
Audiobooks — m
Owned Music HUHTA:"; :;\::"s i
Apple Music fomeovmersimurance (o
= Homeowners with STATE FARM as their Homeowners Insurance Co mFL
FL 10-DMAs Scarborough R1 2024: Jan23-Feb24 Qual Intab 1,184

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

[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): State Farm))]

pfoo o fo- fo
b koo do o Jo
ES £ ES 4 S £ R =3 e\a e

0.0%

0.0%

Day Ad-Supported Audio (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older

Local AM/FM Radio

7.7

All Others
10.6

iHeartRadio
5.7

YouTube
Music

Pandora
4.6

Podcasts
7.8

Spotify
4.6

Am..,
Mu

Si
0N 3.2

TV Music...

Local AM/FM Radio
77.2

Podcasts
15.6

Pandora

12.7

Spotify
8.6

YouTube Music
15.2

v
AMBZORN Music
MIUSIEN Chan..
8.0 6.9

All

Hea Others

6.2 SiriusXm

¥ Homeowners with STATE FARM as their Homeowners Insurance Co

EFL

soefa.ai

* Share of Everything

for Anything _




Avg. Week AIIAudro (Persons & % Reach): Adults 25 or older

Local AM/FM Radio
SiriusXM

Podcasts

YouTube Music
Spotify

Pandora

Owned Music
Amazon Music
Apple Music

TV Music Channels
iHeartRadio

All Others
Audiobooks
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[ 580,611 or 86.2% of Adults 25 or older Homeowners with PROGRESSIVE as their Homeowners
Insurance Co listen to Ad-Supported Local AM/FM Radio for an average of 82.4 minutes every day
representing 50.6% of all time spent daily with Ad-Supported Audio.
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7 385,992 or 77.9% of Adults 25 or older Homeowners with USAA as their Homeowners Insurance Co
listen to Ad-Supported Local AM/FM Radio for an average of 67.1 minutes every day representing
44.1% of all time spent daily with Ad-Supported Audio.
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( 1,470,575 or 80.9% of Adults 25 or older Homeowners with CITIZENS as their Homeowners
Insurance Co listen to Ad-Supported Local AM/FM Radio for an average of 74.5 minutes every day
representing 46.8% of all time spent daily with Ad-Supported Audio.
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- | 698,859 or 78.7% of Adults 25 or older Homeowners with ALLSTATE as their Homeowners Insurance
@)A"State Co listen to Ad-Supported Local AM/FM Radio for an average of 59.2 minutes every day representing
You'te'n good hands. 48.2% of all time spent daily with Ad-Supported Audio.
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583,852 or 85.9% of Adults 25 or older Homeowners with STATE FARM as their Homeowners

St t F . Insurance Co listen to Ad-Supported Local AM/FM Radio for an average of 77.7 minutes every day
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580,611 or 86.2% of Adults 25 or older Homeowners with PROGRESSIVE as their Homeowners

Pﬁﬂﬁﬁ[fj’ll/[ Insurance Co listen to Ad-Supported Local AM/FM Radio for an average of 82.4 minutes every day
HOME ADVANTAGE representing 50.6% of all time spent daily with Ad-Supported Audio.
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385,992 or 77.9% of Adults 25 or older Homeowners with USAA as their Homeowners Insurance Co

%’% U SAA listen to Ad-Supported Local AM/FM Radio for an average of 67.1 minutes every day representing
44.1% of all time spent daily with Ad-Supported Audio.
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Local AMI/FM Radm Formats (Persons & % Reach): Adults 25 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older

{Average Week]
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(CITIZENS

PROPERTY INSURANCE CORPORATION

1,470,575 or 80.9% of Adults 25 or older Homeowners with CITIZENS as their Homeowners Insurance Co
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Classic Hits,
Country, Classic Rock, and Urban AC.
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— 698,859 or 78.7% of Adults 25 or older Homeowners with ALLSTATE as their Homeowners Insurance Co

@ A"state listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Classic Hits,
You're in good hands. News/Talk/Information, Adult Standards, and Urban Contempora
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o» StateFarm’

583,852 or 85.9% of Adults 25 or older Homeowners with STATE FARM as their Homeowners Insurance Co
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary,
News/Talk/Information, Classic Hits, Country, and Classic Rock.

Local AM/FM Radlo Formats (Persons & % Reach): Adults 25 orolder Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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Local AM/FM Radm Formats (Persons & % Reach): Adults 25 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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580,611 or 86.2% of Adults 25 or older Homeowners with PROGRESSIVE as their Homeowners Insurance
Co listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Pop
Contemporary Hit Radio, Classic Rock, Classic Hits, and Urban AC.
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[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): Progressive))]
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Local AM/FM Radlo Formats (Persons & % Reach): Adults 25 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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385,992 or 77.9% of Adults 25 or older Homeowners with USAA as their Homeowners Insurance Co listen
to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Country, Classic Hits,
Classic Rock, and Urban AC.
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Avg. Week All Video (Persons & % Reach): Adults 25 or older
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Local TV Stations
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AppleTV+ fubo,Pluto, Tubi, etc.
Premium Cable TV Networks
Hulu/Hulu + Live TV (any Hulu)
Disney+

Peacock
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((CITIZENS

PROPERTY INSURANCE CORPORATION

1,400,456 or 77.% of Adults 25 or older Homeowners with CITIZENS as their Homeowners Insurance
Co watch Ad-Supported Local TV Stations for an average of 110.9 minutes every day representing
28.3% of all time spent daily with Ad-Supported Video.
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| @ Alistate.

You're in good hands.

671,594 or 75.6% of Adults 25 or older Homeowners with ALLSTATE as their Homeowners Insurance
Co watch Ad-Supported Local TV Stations for an average of 129.9 minutes every day representing
30.7% of all time spent daily with Ad-Supported Video.
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Avg. Week All Video (Persons & % Reach): Adults 25 or older
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554,088 or 81.5% of Adults 25 or older Homeowners with STATE FARM as their Homeowners
Insurance Co watch Ad-Supported Local TV Stations for an average of 141.7 minutes every day
representing 29.7% of all time spent daily with Ad-Supported Video.
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536,871 or 79.7% of Adults 25 or older Homeowners with PROGRESSIVE as their Homeowners
PROGRESSIVE Insurance Co watch Ad-Supported Local TV Stations for an average of 87.5 minutes every day
HOME ADVANTAGE representing 21.9% of all time spent daily with Ad-Supported Video.
Avg. Week All Video (Persons & % Reach): Adults 25 or older Avg. Day All Video (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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432,791 or 87.3% of Adults 25 or older Homeowners with USAA as their Homeowners Insurance Co
watch Ad-Supported Local TV Stations for an average of 91.4 minutes every day representing 22.6%
of all time spent daily with Ad-Supported Video.
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('( 1,400,456 or 77.% of Adults 25 or older Homeowners with CITIZENS as their Homeowners Insurance
\ C'TlZENS Co watch Ad-Supported Local TV Stations for an average of 110.9 minutes every day representing

28.3% of all time spent daily with Ad-Supported Video.

PROPERTY INSURANCE CORPORATION
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671,594 or 75.6% of Adults 25 or older Homeowners with ALLSTATE as their Homeowners Insurance

@)A"state Co watch Ad-Supported Local TV Stations for an average of 129.9 minutes every day representing
You're in good hands. 30.7% of all time spent daily with Ad-Supported Video.
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[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): Allstate))]



554,088 or 81.5% of Adults 25 or older Homeowners with STATE FARM as their Homeowners
g Insurance Co watch Ad-Supported Local TV Stations for an average of 141.7 minutes every da
< StateFarm ce Cowate A vean 8 fh
representing 29.7% of all time spent daily with Ad-Supported Video.
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536,871 or 79.7% of Adults 25 or older Homeowners with PROGRESSIVE as their Homeowners
Insurance Co watch Ad-Supported Local TV Stations for an average of 87.5 minutes every day

PROGRESSIVE
representing 21.9% of all time spent daily with Ad-Supported Video.

HOME ADVANTAGE®
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[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): Progressive))]



432,791 or 87.3% of Adults 25 or older Homeowners with USAA as their Homeowners Insurance Co

watch Ad-Supported Local TV Stations for an average of 91.4 minutes every day representing 22.6%
of all time spent daily with Ad-Supported Video.
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Local TV Station Programs (Persons & % Reach): Adults 25 or older

{averoge week}
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1,400,456 or 77.% of Adults 25 or older Homeowners with CITIZENS as their Homeowners Insurance
Co watch Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Sports,
Movies, Local News - Morning, Comedies, and National/Network News.

Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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Local TVStatmn 1 Programs (Persons & % Reach): Adults 25 or older

(Average week)
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671,594 or 75.6% of Adults 25 or older Homeowners with ALLSTATE as their Homeowners Insurance
Co watch Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Comedies,
Movies, Game Shows, Sports, and Dramas.
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554,088 or 81.5% of Adults 25 or older Homeowners with STATE FARM as their Homeowners
Insurance Co watch Ad-Supported Local TV Stations. The Top 6-Programs are Movies, Local News -
Evening, Sports, Dramas, Mystery/Suspense/Crime, and Comedies.
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Local TV Station Programs (Persons & % Reach): Adults 25 or older
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536,871 or 79.7% of Adults 25 or older Homeowners with PROGRESSIVE as their Homeowners
Insurance Co watch Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Morning,
Local News - Evening, Movies, Comedies, Sports, and Dramas.

Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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Local TV Station Programs (Persons & % Reach): Adults 25 or older
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m Homeowners with USAA as their Homeowners Insurance Co mFL

432,791 or 87.3% of Adults 25 or older Homeowners with USAA as their Homeowners Insurance Co
watch Ad-Supported Local TV Stations. The Top 6-Programs are Movies, Local News - Morning,
Sports, Local News - Evening, Mystery/Suspense/Crime, and Comedies.

Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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A d—SuQ_gorted Local TV Station Programs (% Time Spent &
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(CITIZENS

PROPERTY INSURANCE CORPORATION

1,290,356 or 71.% of Adults 25 or older Homeowners with CITIZENS as their Homeowners Insurance
Co use Ad-Supported Social Media for an average of 115.4 minutes every day representing 21.% of
all time spent daily with Ad-Supported Digital Media.
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@ Allistate.

You're in good hands.

697,388 or 78.5% of Adults 25 or older Homeowners with ALLSTATE as their Homeowners Insurance
Co use Ad-Supported Social Media for an average of 80.5 minutes every day representing 16.1% of
all time spent daily with Ad-Supported Digital Media.
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398,959 or 58.7% of Adults 25 or older Homeowners with STATE FARM as their Homeowners
Insurance Co use Ad-Supported Social Media for an average of 112.2 minutes every day
representing 19.8% of all time spent daily with Ad-Supported Digital Media.
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® Homeowners with STATE FARM as their Homeowners Insurance Co mFL
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495,005 or 73.5% of Adults 25 or older Homeowners with PROGRESSIVE as their Homeowners

magﬂf_ﬂ'/yf Insurance Co use Ad-Supported Social Media for an average of 128.1 minutes every day
HOME ADVANTAGE' representing 23.4% of all time spent daily with Ad-Supported Digital Media.

Avg. Week AMr Bigital (Persons & % Reach): Adults 25 or older Avg. Day All Digital (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older

e monciresm s  ——T T
s s ) T —R

Non
Premium

ingfFiari (websites/ M_!!!.
Sodal Mdia l!m_m.
Sames/entasy/Retiioq Sites muﬂm

OTT TV Streaming Services

+Premium
Cable
Social Media Streaming Social Media
1204

OTT TV sm-aminp Services | 1 OTT TV Streaming Services

Online Classes,
Schools, Loce

Avg. Hours+Minutes/day with 179.5

Streaming Audio (Local Radio/ ...

YouTube/TikTok, ete. Universities

Streaming Audio (L

B -
= N 71— o [ o T sireaming Audio (Local Radic/ [RYGUTUBE/ v | (in... Radio/ Podcasts/Streaming [ YOUTUBE/

= . : m Podcasts/Streaming ices) PTIkTok; etc: S s/ |- Services) TikTok, etc.

TV Streaming mm P:gﬁ":;mgm""_ L 6.2% 133.2 | 448 Au... | We 1311 46.7

as their ! |

Online Classes, Schools, Colleges, Universities m Homeowners Insurance Co - - -

Non
Premium
+Premium

Cable
Streaming

Digital: Adults 25 or older 394 1 = £ Colleges, Streaming

# Homeowners with PROGRESSIVE as their Homeowners Insurance Co mFL ® Homeowners with PROGRESSIVE as their Homeowners Insurance Co mFL

Avg. Week Ad-Supported Digital (Persons & % Reach): Adults 25 or older‘ mAvg. Day Ad-Supported Digital (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older

ol Persons.
s o s ) A ———T

News/Weather /Sports (Websites/Apps) Streaming Audio

Rz 3% L e (loclRodio/
sosslmeds Hl!:!.! Podcasts/Streaming Cable Podcasts/! _Slreaming
OTT TV Streaming Servces m Services) Streaming Services)
s . 73.3 55.5 . . 73.6
shopping (indl. Food/Auctions/Travel, etc.) m Social Media OTT TV Streaming Services
128.1 125.4

N P

o YouTube/TikTok,
Local TV Streaming m m Avg. Hours+Minutes/day with Ad- m ikTok, 3 ete.
YouTube/mikTok, ete. m mﬁ. Supported Digital: Adults 25 or older 799 : g 46.9
sming ol il RFRETTE, T )
Games/Fantasy/Betting Sites m T~

E Shopping
OTT TV Streaming Services Zoom,etc (incl. i Social Media Local TV Streaming

Non-Premium
+Premium
Cable Streaming

Shoppi.

. . .7 concurrent I (incl
x/Hirarclaliies) mm 29&996 Sl 119.9 al &... Food.. Bankini: 1158 44.3 Food.. ganki..
Online Classes, Schools, Colleges, Universities _ 0. g% p:‘:g:;;:;;:rm
Homeownersnsurance (o
= Homeowners with PROGRESSIVE as their Homeowners Insurance Co mFL ® Homeowners with PROGRESSIVE as their Homeowners Insurance Co mFL
FL  10-DMAs  Scarborough R12024:jan23-Feb24  QualIntab 1,003 5 Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved. .a_l for Anything _

[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): Progressive))]



313,956 or 63.3% of Adults 25 or older Homeowners with USAA as their Homeowners Insurance Co
use Ad-Supported Social Media for an average of 100.5 minutes every day representing 19.4% of all
time spent daily with Ad-Supported Digital Media.
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((CITIZENS

PROPERTY INSURANCE CORPORATION

1,290,356 or 71.% of Adults 25 or older Homeowners with CITIZENS as their Homeowners Insurance
Co use Ad-Supported Facebook for an average of 43. minutes every day representing 37.3% of all
time spent daily with Ad-Supported Social Media.
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@ Alistate.

You're in good hands.

256,795 or 28.9% of Adults 25 or older Homeowners with ALLSTATE as their Homeowners Insurance

Co use Ad-Supported YouTube Video for an average of 47.9 minutes every day representing 59.5% of
all time spent daily with Ad-Supported Social Media.
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[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): Allstate))]
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Avg. Week All Socmf Medm (Persons & % Reach): Adults 25 or older Avg Day All Social Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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o StateFarm'

164,239 or 24.2% of Adults 25 or older Homeowners with STATE FARM as their Homeowners
Insurance Co use Ad-Supported YouTube Video for an average of 49.5 minutes every day
representing 44.1% of all time spent daily with Ad-Supported Social Media.
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[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): State Farm))]
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PROGRESSIVE

HOME ADVANTAGE®

495,005 or 73.5% of Adults 25 or older Homeowners with PROGRESSIVE as their Homeowners
Insurance Co use Ad-Supported Facebook for an average of 42.1 minutes every day representing
32.9% of all time spent daily with Ad-Supported Social Media.

Avg. Week All Social Media (Persons & % Reach): Adults 25 or older Avg. Day All Social Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): Progressive))]
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Avg Day Ad-Supported Social Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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191,431 or 38.6% of Adults 25 or older Homeowners with USAA as their Homeowners Insurance Co
use Ad-Supported YouTube Video for an average of 49.8 minutes every day representing 49.6% of all
time spent daily with Ad-Supported Social Media.

Avg. Week All Socmf Medm (Persons & % Reach): Adults 25 or older Avg Day All Social Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): USAA))]
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('( 1,290,356 or 71.% of Adults 25 or older Homeowners with CITIZENS as their Homeowners Insurance
\ C S Co use Ad-Supported Facebook for an average of 43. minutes every day representing 37.3% of all
ITIZEN ‘ i . ,

PROPERTY INSURANCE CORPORATION time spent daily with Ad-Supported Social Media.
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[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): Citizens))]



256,795 or 28.9% of Adults 25 or older Homeowners with ALLSTATE as their Homeowners Insurance

—
@)A"State Co use Ad-Supported YouTube Video for an average of 47.9 minutes every day representing 59.5% of
: You're in good hands. all time spent daily with Ad-Supported Social Media.
Weekly = Avg. Hours+Minutes/day with Ad-Supported
Reach % 78.5% Social Media: Adults 25 or older
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[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): Allstate))]



164,239 or 24.2% of Adults 25 or older Homeowners with STATE FARM as their Homeowners
; Insurance Co use Ad-Supported YouTube Video for an average of 49.5 minutes every da
< StateFarm e e © vie B S5
representing 44.1% of all time spent daily with Ad-Supported Social Media.
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[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): State Farm))]



PROGRESSIVE

HOME ADVANTAGE ™
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495,005 or 73.5% of Adults 25 or older Homeowners with PROGRESSIVE as their Homeowners
Insurance Co use Ad-Supported Facebook for an average of 42.1 minutes every day representing
32.9% of all time spent daily with Ad-Supported Social Media.

Avg. Hours+Minutes/day with Ad-Supported
Social Media: Adults 25 or older

e S
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[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): Progressive))]



191,431 or 38.6% of Adults 25 or older Homeowners with USAA as their Homeowners Insurance Co

use Ad-Supported YouTube Video for an average of 49.8 minutes every day representing 49.6% of all
time spent daily with Ad-Supported Social Media.
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Reach % 70.8% Social Media: Adults 25 or older
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[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): USAA))]



CITIZENS

PROPERTY INSURANCE CORPORATION

M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 130,851;
Local Radio: 97,254; Social Media: 85,978; Non-Prem. Cable: 56,115; Local TV: 53,227
reaching Adults 25 or older Homeowners with CITIZENS as their Homeowners Ins

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
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[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): Citizens))]




| @ Alistate

You're in good hands.

M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 51,989;
Local Radio: 45,000; Social Media: 36,997; Non-Prem. Cable: 26,656; Local TV: 25,752
reaching Adults 25 or older Homeowners with ALLSTATE as their Homeowners Insu

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 25 or older Homeowners with ALLSTATE as their
Homeowners Insurance Co
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[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): Allstate))]




o StateFarm

M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 47,318;
Local Radio: 37,309; Non-Prem. Cable: 22,486; Social Media: 21,576; Local TV: 20,219
reaching Adults 25 or older Homeowners with STATE FARM as their Homeowners In

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 25 or older Homeowners with STATE FARM as their
Homeowners Insurance Co
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| PROGRESSIVE

HOME ADVANTAGE"

M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 49,360;
Local Radio: 37,993; Social Media: 28,178; Local TV: 20,388; Non-Prem. Cable: 16,147
reaching Adults 25 or older Homeowners with PROGRESSIVE as their Homeowners |

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 25 or older Homeowners with PROGRESSIVE as their
Homeowners Insurance Co
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USAA

M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 28,626;
Local Radio: 25,431; Non-Prem. Cable: 15,659; Local TV: 15,643; Social Media: 14,154
reaching Adults 25 or older Homeowners with USAA as their Homeowners Insuranc

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 25 or older Homeowners with USAA as their
Homeowners Insurance Co
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(CITIZENS

PROPERTY INSURANCE CORPORATION

1,779,925 or 97.9% of Adults 25 or older Homeowners with CITIZENS as their Homeowners
Insurance Co spend an average of 50.1 minutes per day driving, seeing Billboards and Signs. 67.6%
Listen to Local Radio Stations Out-of-Home for an average of 45.1 minut

Top-13 Out—of Home Media (Persons & % Reach): Adults 25 or older

(average week) Totaf persons:
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Walking i Touns, e, Downown.. m_m—
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YouTube Music T:;‘: _
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Top-13 Ad-Supported Out-of-Home Media (Persons & % Reach): Adults 25 or older
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Top-13 Out—o_f Hame Media (Persons & % Reach): Adults 25 or older

faverage weel
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Gas Stations/Convenience Stores
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SiriusXmM

Podcasts

YouTube Music

Spotify
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@9 Alistate.

You're in good hands.

- 865,239 or 97.4% of Adults 25 or older Homeowners with ALLSTATE as their Homeowners Insurance

Co spend an average of 30.6 minutes per day driving, seeing Billboards and Signs. 65.8% Listen to
Local Radio Stations Qut-of-Home for an average of 35.9 minutes

otal Persons

Homeowners with
ALLSTATE as their
Homeowners Insurance Co

L A

® Homeowners with ALLSTATE as their Homeowners Insurance Co

Avg. Hours+Minutes/day with Out-
of-Home Media: Adults 25 or older

v lﬂeﬁl
e m

% Time spent

Top 13 Out-a_f -Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older

3

) - ?
A % Sy
2 e e

AM/FM Radio
365

Billboards & Signs (Weekly Drivers)
30.6

Walking in Towns, Cities,

Downtown Areas

Restaur...

& Bars
10.0

Pandora

AM/FM Radio
49.4

Billboards & Signs (Weekly Drivers)
46.6

Walking in Towns,
Cities, Downtown  Shc
Areas
20.2

Grocer
Restaurants | Y

& Bars
11.3
YouTube

Music

Spotif
SiriusXm Pandora potity

10.9 5.2 Drug.

mFL

= Homeowners with ALLSTATE as their Homeowners Insurance Co

mFL

Top-13 Ad-Supported Out-of-Home Media (Persons & % Reach): Adults 25 or older
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Top-13 Out—of Home Media (Persons & % Reach): Adults 25 or older

(average week)
Grocery Stores

Billboards & Signs (Weekly Drivers)

AM/FM Radio

Walking in Towns, Cities, Downtown...

Gas Stations/Convenience Stores
Restaurants & Bars

Shopping Malls

Drug Stores
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YouTube Music
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673,247 or 99.% of Adults 25 or older Homeowners with STATE FARM as their Homeowners
Insurance Co spend an average of 46.2 minutes per day driving, seeing Billboards and Signs. 71.8%
Listen to Local Radio Stations Out-of-Home for an average of 47.1 minute
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Top-13 Ad-Supported Out-of-Home Media (Persons & % Reach): Adults 25 or older
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Top 13 Ad-Supported Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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Top-13 Out—of Home Media (Persons & % Reach): Adults 25 or older
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® Homeowners with PROGRESSIVE as their Homeowners Insurance Co

PROGRESSIVE

HOME ADVANTAGE

- 642,706 or 95.4% of Adults 25 or older Homeowners with PROGRESSIVE as their Homeowners
Insurance Co spend an average of 47.6 minutes per day driving, seeing Billboards and Signs. 72.%
Listen to Local Radio Stations Out-of-Home for an average of 49.9 minut
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483,070 or 97.5% of Adults 25 or older Homeowners with USAA as their Homeowners Insurance Co
spend an average of 40.4 minutes per day driving, seeing Billboards and Signs. 65.1% Listen to Local
Radio Stations Out-of-Home for an average of 40.6 minutes/day

Top-13 Out—of Home Media (Persons & % Reach): Adults 25 or older Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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((’ 1,779,925 or 97.9% of Adults 25 or older Homeowners with CITIZENS as their Homeowners Insurance Co
‘. CITIZENS

spend an average of 50.1 minutes per day driving, seeing Billboards and Signs representing 39.% of all Time
PROPLRIY INSURANCE CORPORATION Spent with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 25 or older
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865,239 or 97.4% of Adults 25 or older Homeowners with ALLSTATE as their Homeowners Insurance Co

-
@A“State spend an average of 30.6 minutes per day driving, seeing Billboards and Signs representing 34.3% of all
You're in good hands. Time Spent with Ad-Supported Out-of-Home Media.
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673,247 or 99.% of Adults 25 or older Homeowners with STATE FARM as their Homeowners Insurance Co

spend an average of 46.2 minutes per day driving, seeing Billboards and Signs representing 38.7% of all
Time Spent with Ad-Supported Out-of-Home Media.
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642,706 or 95.4% of Adults 25 or older Homeowners with PROGRESSIVE as their Homeowners Insurance

PROGRESSIVE Co spend an average of 47.6 minutes per day driving, seeing Billboards and Signs representing 34.8% of all
HOME ADVANTAGE" Time Spent with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 25 or older
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483,070 or 97.5% of Adults 25 or older Homeowners with USAA as their Homeowners Insurance Co spend
an average of 40.4 minutes per day driving, seeing Billboards and Signs representing 37.1% of all Time
Spent with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 25 or older
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[({Age summaries: Adults 25 or older} AND Own or rent residence {HHLD): Ownj AND Homeowners/renters insurance provider for household (HHLD): USAA))]
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Avg. Week All Print Meg‘ia (Persons & % Reach): Adults 25 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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CITIZENS

PROPERTY INSURANCE CORPORAT

596,984 or 32.8% of Adults 25 or older Homeowners with CITIZENS as their Homeowners Insurance
Co read Local Daily Newspaper(s) (Daily+Sunday) for an average of 11.2 minutes every day
representing 35.5% of all time spent daily with All forms of Print Medi
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@ Alistate.

You're in good hands.

309,334 or 34.8% of Adults 25 or older Homeowners with ALLSTATE as their Homeowners Insurance
Co read Local Daily Newspaper(s) (Daily+Sunday) for an average of 18.8 minutes every day
representing 38.3% of all time spent daily with All forms of Print Medi

Avg. Week All Print Dr/!’gkg‘ia (Persons & % Reach): Adults 25 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older

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

Local Daily Newspaper(s) (Daily

Books

New York Times (Daily+Sunday)

All Local Weekly Newspapers

New York Times (Sunday)

Magazines

Catalogs

Wall street Journal (Daily)

New York Times (Daily)

USA Today (Daily)

Avg. Hours+Minutes/day with All
Print Media: Adults 25 or older

o0 00 1 3.0
Cazoas | ki
AR 13

= Homeowners with ALLSTATE as their Homeowners Insurance Co

Homeowners with ALLSTATE as.
their Homeowners Insurance Co

EFL

Wall Street Journal
(Daily)
32.0

Wall Street Journal
(Daily)
15.7

USA Today (Daily)

20.0
Books

13.5
Books
13.7

Local Daily
Newspaper(s)
(sunday)
16.1

New York Times
(Daily)
21.6

New York Times.
(sunday)
125

New York Times.
(sunday)
146

I Direct Mail...

Local Daily

New York Times

(Daily+Sunday)
119

Newesy

(Daily

New York Times
(Daily) Catalogs
11.3 3.9

# Homeowners with ALLSTATE as their Homeowners Insurance Co

mFL

Avg. Week Ad-Supported All Print Media (Persons & % Reach): Adults 25 or older Avg

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

Local Daily Newspaper(s) (Daily

New York Times (Daily+Sunday)

All Local Weekly Newspapers

New York Times (Sunday)

Magazines

Catalogs

Wwiall Street Journal (Daily)

New York Times (Daily)

USA Today (Daily)

Books

FL 10-DMAs

Searborough R1 2024: lan23-Feb24

Total_persons:

d 0%

e TRV o
el o
e
R

Avg. Hours+Minutes/day with Ad-

m . i,iﬁ Homeowners with ALLSTATE as
i 85 e

= Homeowners with ALLSTATE as their Homeowners Insurance Co
Qual Intab 1,244

mFL

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

Supported Print Media: Adults 25 or older

9%

s = o

o 0 e :

R R BRI - L
% R E e

Day Ad-Supported Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older

Wall Street Joumal (Daily)
320

USA Today (Daily)
271

Local Daily Newspaper(s)
(sunday) New York Times (Daily)
25.8 21.6

Wall Street
Journal (Daily)
15.7

USA Today (Daily)

New York Times (Daily
+Sunday) s spaper(s| (sunda
18.1 . 5 12.5

New York Times
(Dailyssunday)

New York Times

Local Daily.
Newspaper(s) (Daily
+sunday)

11.9

113

= Homeowners with ALLSTATE as their Homeowners Insurance Co

soefa.ai
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246,407 or 36.2% of Adults 25 or older Homeowners with STATE FARM as their Homeowners
Insurance Co read Local Daily Newspaper(s) (Daily+Sunday) for an average of 13. minutes every day
representing 35.% of all time spent daily with All forms of Print Medi
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[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): State Farm))]



| PROGRESSIVE

HOME ADVANTAGE™

125,118 or 18.6% of Adults 25 or older Homeowners with PROGRESSIVE as their Homeowners
Insurance Co read Local Daily Newspaper(s) (Daily+Sunday) for an average of 9.4 minutes every day
representing 30.4% of all time spent daily with All forms of Print Me

Avg. Week All Print Dﬂﬁg‘ia (Persons & % Reach): Adults 25 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): Progressive))]
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Avg. Week All Print ngeg‘ia (Persons & % Reach): Adults 25 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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246,906 or 49.8% of Adults 25 or older Homeowners with USAA as their Homeowners Insurance Co
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 9.9 minutes every day representing
31.2% of all time spent daily with All forms of Print Media.

Avg. Hours+Minutes/day with All
Print Media: Adults 25 or older

4.3

=
v,
R

EFL

=N

New York Times
(Daily)
145

USA Today (Daily)

Lacal 00

Daily

13.7

Local Daily
New York Times Newspaper(s)
{Sunday) (Sunday)
131 C . 16.1

Wall Street Journal
(Daily)
15.7

Books

New York Times
(sunday)

New York Times Newspaper(s)
(Daily+Sunday) {Dail o
11.9

Local Daily

Catalogs 0.
12.5 3.9 W

= Homeowners with USAA as their Homeowners Insurance Co

mFL

Avg. Week Ad-Supported All Print Media (Persons & % Reach): Adults 25 or older Avg

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

Local Daily Newspaper(s) (Daily

New York Times (Daily+Sunday)

All Local Weekly Newspapers

New York Times (Sunday)

Magazines

Catalogs

Wall Street Journal (Daily)

New York Times (Daily)

USA Today (Daily)

Books

FL 10-DMAs

Scarborough R1 2024: Jan23-Feb24

Total persons

L A

Homeowners with USAA as.

_ 8:3;2 their Hnmecl\:r:rs Insurance

# Homeowners with USAA as their Homeowners Insurance Co
Qual Intab 782

Avg. Hours+Minutes/day with Ad-
Supported Print Media: Adults 25 or older

o D !
r= o o i
R 2 R RS L TR

mFL

All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.
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[((Age summaries: Adults 25 or older) AND Own or rent residence (HHLD): Own) AND Homeowners/renters insurance provider for household (HHLD): USAA))]



