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Key Factors to be aware of in the Q4 Marketplace

] Marketplace bracing for open enroliment (October through early December); market will be flooded
with those advertisers targeting A65+ but mostly limited to 7a-8p to account for call center hours; this will
have an effect on inventory both nationally and locally

Demand for OTT/CTV continues to grow but so does supply; expect the highest demand around Black
Friday/Cyber Monday; plenty of opportunity for sponsorships

Anticipate higher CPMs in Social during holiday/gift-giving period; diversify tactics to drive more
efficiencies

Al now key component of driving successful YouTube campaigns; expect to see more Al-driven creative

Sports, Sports, Sports - still a hot ficket item across all channels (this has not changed from last quarter);
some sports are already aft sell out

Presidential Memorandum: Addressing Misleading Direct-To-Consumer Prescription Drug Advertisements -
directing HHS and the FDA to make sure prescription drug advertisements are fransparent and clear;
could have effect on pharmaceutical advertisers (video/social) — some may need to exit market or take
up more ad fime; just issued on 9/9 but we will need to watch ramifications closely
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2025 Media Trends Summary

Categories & Advertisers

Financial/Insurance, Local Service &
Pharmaceuticals categories lead in
offline spend, with Shopping & Consumer
Packaged Goods yielding the highest
online spend in 2025.

While the number of advertisers in offline
media continues to slowly decline, Linear
TV advertisers are +2% YQOY. Despite the
number of advertisers being -7% YOY;
online spending continues to increase.

CPMs & Response Rates

Linear TV CPMs are +10% YoY although
improving, with July CPMs -36%
compared to January. Online CPMs up
slightly overall with Instagram seeing the
largest increase, +12% YOY.

Linear TV response rate has been on an
upward trajectory since July with August
landing +7% MOM and +28% YQOY.
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Channel Level Insights

Linear TV 2025 HHLD cable viewership
was -15% YoY with average cost per spot
also lower.

Facebook & Instagram had the highest
spends across online channels in 2025,
while OTT spend is growing (+15% YoY).



OFFLINE: SPEND BY CATEGORY

2025 Offline Spend down 3% YOY; Financial, Local Services and Pharma remain Top Spenders

INDUSTRY GROUP 1Q'25 '? :;‘5’5 2Q '25 2Q2 :;‘5’5 July 24 July 25 J”J'zl;f;f Jan - July 24 J"“,'zé”'y J,‘;; v:"g % Sﬁf)“d

Financial and Insurance $2,043381  $2,192918 7% $1,601,589 $1,732,517 8% $539,392 $497,642 8% $4,184,362  $4,423,077 6%

Local Services $1,737,295  $1,889,819 9% $1,650,028 $1,748,351 % $567,760 $570,285 0% $3,955083  $4,208,455 6% 1%
Pharmaceuticals $1.758270  $1,784,635 1% $1,587,929 $1,673,467 5% $492,965 $544,882 1%  $3:839,164  $4,002,984 4% 10%
Retail $1,309,407  $1,365,79 4% $1,328,228 $1,411,577 6% $482,430 $459,548 5% $3,120,065  $3,236,922 4% 8%
Automotive $1,422023  $1,434,773 1% $1,204,845 $1,172,937 3% $434,119 $344,992 21%  $3,060,987  $2952,703 4% 7%
Restaurants $1,151,977  $1,172,403 2% $910,430 $886,285 3% $275,171 $301,103 9% $2,337,578  $2,359,791 1% %
Food and Beverage $1,146,735  $1,089,660 -5% $1,013,893 $922,783 9% $336,528 $302,917 0% $2497,156  $2,315,360 7% 6%
Telecommunications $1,056,246  $1,008,690 -5% $797,507 $771,107 3% $281,633 $190,945 30% | $2135386  $1,970,742 8% 5%
Media $1,016,335 $933,779 8% $865,419 $769,016 1% $297,189 $220,388 26%  $2178943  $1,923183  -12% 5%
Non-Rx Remedies $789,379 $697,408 -12% $572,095 $578,581 1% $204,463 $224,056 10%  $1,565937  $1,500,044  -4% 4%
Travel and Tourism $708,174 $696,959 2% $597,363 $583,208 2% $261,023 $153,726 4% | $1,566,560  $1,433,893 8% 4%
Personal Care Products $710,497 $621,754 12% $723,289 $564,841 2% $198,238 $191,331 3% $1,632,023  $1,377.927  -16% 3%
Govermnment and Organizations $912,194 582,573  [N36% | $831,704 $572,803 -31% $390,034 $170,914 56% | $2133932  $1,326,291 [ 8% 3%
Medical Services and Equipment $544,466 $606,168 1% $462,552 $490,504 % $169,665 $172,191 1% $1,176,684  $1,268,863 8% 3%
HH Supplies and Cleaners $374,162 $391,052 5% $386,469 $415,935 8% $129,409 $200,493  [105% | 890,039  $1,007.480 | 18% | 3%
Apparel $352,757 $408,730 16% $371,161 $319,487 -14% $111,229 $106,758 -4% $835,147  $834,975 0% %
Miscellaneous $346,808 $288,748 7% $356,359 $284,047 -20% $87,872 $66,373 4% $791,040  $639,168 19% %
Games, Toys and Sporting Goods $347,888 $303,052 -13% $219,831 $244987  [0I% | 341,521 $63968  [54% | $609.240  $612,008 0% %
HH Appliances, Furnishings and Paint $198,239 $243,372 _ $252,946 $254,955 1% $86,357 $81,804 -5% $537,542 $580,131 8% 1%
Pets $229,772 $224,244 2% $283,074 $204,287 -28% $85,040 $88,263 4% $597,886  $516,794 -14% 1%
Electronics $282,491 $271,078 -4% $156,688 $158,027 1% $73,491 523146 [RGB $512.669  $452,251 -12% 1%
Education $144,056 $165,548 15% $129,483 $142,336 10% $47,137 $44,071 7% $320,676  $351,955 10% 1%
HH Building Materials and Fixtures $103,425 $102,097 1% $135,333 $130,201 $46,025 $38,750 -16% $284,783  $271,049

Office Equipment and Manufacturing $67,539 $53,483 21% $56,830 $44,419 $19,178 $11,284 A% $143,547 $109,186

-53%
-10%

$35,268 $20,257
$40,941,698 $39,695,488 -3%

Energy $8,413 $8,311 1% $19,588 $8,520
GRAND TOTAL $18,761,929  $18,537,051 1% $16,514,632 $16,085,177

$7.267 $3,426
$5,665,137 $5,073,260

-3%

Source: MediaRadar (formerly Vivvix/Kantar), Spend in (000s)
Offline includes: TV, Radio & Print
Date Range: January 2024- July 2025



OFFLINE: NUMBER OF ADVERTISERS

# of Monthly Advertisers across Offline Channels is -3% YoY; Linear TV up +2% YOY
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*+ New advertisersin 2025 include Royal Kingdom Game, Iveric, Michelob Ultra, Bridgebio Pharma, Ebglyss and Galderma

Source: Media Radar(Formerly Vivvix/Kantar)
Offline includes: TV, Radio & Print
Date Range: January 2024 — July 2025



OFFLINE: SPEND BY MONTH

Offline Ad Spend -4% YOY; Linear TV Spend down -6% YOY
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e July 2025 spend decline skewed from Summer 2024 Olympics

+  Abbvie and Progressive continue to have top ad spend in market, with spend remaining flat YOY.

. Top 10 advertisers in 2024 seeing decreased spending in 2025 include Verizon, GlaxoSmithKline, Geico, and Bristol-Myers.
Source: MediaRadar (formerly Vivvix/Kantar), Spend in (000s)

Offline includes: TV, Radio & Print
Date Range: January 2024 — July 2025



LINEARTV: CPMS BY MONTH

P18+ CPMs +5% higher YOY; July 2025 CPMs -36% compared to January 2025
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m2024 =2025 Cable TV Network TV Span Lang Net TV
Row Labels JAN 2024 FEB 2024 MAR 2024 APR 2024 MAY 2024 JUN 2024 JUL 2024 AUG 2024 SEP 2024 OCT 2024 NOV 2024 DEC 2024 JAN 2025 FEB 2025 MAR 2025 APR 2025 MAY 2025 JUN 2025 JUL 2025
Cable TV $8.13 $6.81  $7.42  $8.47  $795  $675  $7.19  $7.23  $7.16  $9.25  $8.61 $9.35  $9.38  $7.34  $7.98  $8.45  $8.68  $698  $6.99
Network TV $12.18 $1080  $9.65  $643  §729  $887  $960  $971  $1098  $1018  $1260  $158  $1339 1187 $997  $930 752 913 $626

Grand Total $9.35 $8.00 $7 95 $7.73 $7.64 $7.46 $8.05 $8.01 $8.49 $9.47 $10.09 $10.03 _ S$10.59 _ 3$8.75 $8.46 $8 57 $8.22 $7.70 $56.78

Source: MediaRadar (Formerly Vivvix/Kantar)
Date Range: January 2024 — July 2025



LINEARTV: COST PER SPOT & AD LENGTHS

Avg. CP/Spot for Linear TV is -5% YoY

YOY Average CP/Spot
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:155s make up 63% of units in market YTD, which is flat YOY
+ Spend inlonger lengths increasing YOY.

« 1:15 spend driven primarily by Pharma

:45 Spend driven by Pharma but includes other categories
(Electronics, Media, Restaurants)

Source: MediaRadar (Formerly Vivvix/Kantar)
Date Range: January 2024 — July 2025
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Length 2024 2025 YOY Variance
30 $11,802,171,470 $10,614,986,229 -10%

15 $10,077,822,794  $9,636,788,930 -4%

1:00 $3,812,131,968  $3,297,885,602 -13%

2:00 $775,278,581 $798,346,155 3%

1:15 $108,013,247 $396,634,344 267%

1:30 $264,895,273 $388,413,773 47%

45 $163,663,443 $332,576,760 103%




September 2025: Response Rate Index continues to trend higher, +16% YOY

mmmmm Avg Spend Index

Avg Response Rate Index Linear (Avg Response Rate Index)
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Source: Tracker™

Compared to prior month (vs.
August 2025), September’s
Response Rate Index stayed Flat,
and the Average Spend Index is
down 16% MoM

Compared to LY, September 2025
reported a 27% decrease in
Average Spend Index at 82 vs.
112 Index prior year

Response Rate Index is 16% higher
YoY, up from 103 avg index to 120
in September 2025



LINEAR TV: VIEWERSHIP TRENDS

-15% YoY Decline in HHLD TV Viewership in 2025 for Ad-Supported Cable Stations

TV Viewership for Ad-Supported Cable Stations - Weekly Overall
12/27/22 - 08/31/25
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TV Viewership For Cable News Networks - Weekly Overall
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Date Range: January 2022 — August 2025
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Overall cable household
viewership was down 12% in
2024 compared to 2023

So farin 2025, overall cable
household viewership is down
15% YoY

Cable News viewership spiked
the first four weeks of 2025
surrounding the Presidential
inauguration.

Cable News viewership spiked
again in June, considering
summer break and
Juneteenth holiday



MACRO TRENDS

Consumer sentiment fell back about 5% in August, declining for the first time in four

months

Index of Consumer Sentiment
Source: University of Michigan Surveys of Consumers
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Source: University of Michigan Surveys of Consumers (link to chart)

Main driver: Rising worries about inflation are the
primary cause.

Buying conditions: Durable goods buying conditions
plunged 14%, hitting the lowest level in a year due to
high prices.

Current personal finances declined modestly amid
concerns about purchasing power.

Expected personal finances rose slightly with a mild
upftick in income expectations (though still subdued).

Economic outlook: Consumers no longer foresee the
worst-case economic scenario feared earlier in April.

However, they still expect future deterioration in both
inflation and unemployment.
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