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What We Did gl 1]

The Arizona Media Association and Arizona Local News Foundation
commission an independent research study with SmithGeiger each year
to look at Arizona consumer media habits.

- The 2025 study includes 1,206 interviews with Arizona adults (18+).

Respondents qualify as weekly consumers of news, sports, or entertainment through
TV, radio, streaming, websites, apps, social media, or newspapers (print/digital).

(84% o]

oo 2025 Belease Median Length of Interview:
00000 Interviews conducted between 31:28 minutes
00000 i
000 February 12-24, 2025

(Fielding dates align closely with prior years,
ensuring year-over-year comparability.)

© 2025 SmithGeiger LLC 2
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Top 15 Daily Habits: How Arizona consumers use media

ARIZONA
h%lg M ‘ » LOCAL NEWS 9

FOUNDATION

In hours and minutes, Arizona consumer told us they use a long list of platforms to consume media, re-affirming that we live in an era of
fragmentation. Consumers also continued to be multi-taskers that regularly consumed media from multiple platforms at the same time.

Minutes
vs. Jan ‘24

OOOROYOOO®E®E

Local Radio (AM/FM)

Streaming video (paid subscription)
Streaming video (free services)

Local TV (live, big screen)

Streaming Audio (paid subscription)
Cable TV (live, big screen)

Podcasts (national or local)

Local TV (digital)

Local Newspaper or Magazine (digital)
Local newspaper or magazine (print)
Local media online-only brand (digital)

Satellite Radio

Email newsletters (local brand)
© 2025 SmithGeiger LLC 5
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2025 subscriptions by Arizona consumers (1 of 2)

Top tier subscriptions hold steady year-to-year, but YouTube TV adds +10 Difference from Jan ‘25 Total Respondents
points with 1 in 4 AZ residents subscribing; paid audio providers see declines.

Age Age Age HHI HHI
Jan'24  mFeb'25 18-34  35-54 55+ <$75K  S75K+

N Netflix 802 +10 +8 -14 -4 +7
Prime Amazon Prime Video B350 +1 +5 -5 -4 +7
hulu HUU ey 4344 +14 +8 -17 -1 +2
Basn:;r Disney+  —— 36 +20 +6 -19 -4 +7
Saramownt+ PAramount+  p—— 2 % +2 +8 -8 3 +6
peacocki PEaCOCK  m—— 530 +1 +6 -6 -3 +6
Cable TV o———e 7% 0 3 +3 -3 +5
S spotity SPOLIfY  ——— oo +13 +7 -15 -1 +2
O YOUTUDE TV p—— o 752 7 #6105 49
tUbi TUDI  p——— £ 49 -1 +6 -4 +3 -7
MEX MaX  — 1 +5 +5 -8 -3 +6
DYodubeMusic YoUTUDE MUSIC  p— 10 +7 +7 -11 -1 +1
Hulu Live TV _16%19% +8 +4 -9 -3 +6
MUSIC AMazon MUSIC  p— 179207 0 G 5 2 +4
Gtv+ APPIE TV — 1 +4 +6 -8 -5 +9
Satellite TV _140166% -2 -1 +2 -3 +7
pandora Pandora e 14 = 207 3 +6 3 0 +1
PIUto@ PIUTO TV s 110, 3 +5 5 +1 5
ESFii ESPNY o 117, ) +6 -7 -4 +7
Al Voice Assistants me—— 139 = +5 5 1 +3
éMusic APple MUSIC  m— 139, 177 +7 +3 -8 -4 +7
(sirusxm) SIMUSXM oy g9, 4% 4 0 +3 -2 +3

© 2025 SmithGeiger LLC 6

S11: Which of the following services do you currently subscribe to?



2025 subscriptions by Arizona consumers (2 of 2)

Top tier subscriptions hold steady year-to-year, but YouTube TV adds +10
points with 1 in 4 AZ residents subscribing; paid audio providers see declines.

Al Chat Platforms (e.g., ChatGPT, Bard, etc.)
TV service from a phone company
STARZ °STARZ
A local news website/app subscription
A national magazine print/mail subscription
sling Sling TV
A national news website/app subscription
pPhilo philo TV
% soundcCloud
A local print newspaper subscription
A national magazine website/app subscription
DIRECTVsream D|RECTV STREAM

Any other live TV streaming service
fubo™ fuboTV
A national print newspaper subscription
Al Chat Services (e.g., Kindroid, etc.)
A local magazine print/mail subscription
A local magazine website/app subscription
Tuneln
s TIiDALTIDAL

None of these

no ‘24 data

5%

I 7%

I 7%

I 6%

no ‘24 data

2%

no ‘24 data
|

I 4%

I 4%
3%

I 4%
3%

| 3‘%2

no 24 data

I 3%

no ‘24 data

3%
no ‘24 data
3%
1%
. 1%
1%
. 1%

3%
I 3%

S11: Which of the following services do you currently subscribe to?

5%
5%

5%
5%
5%
5%

5%
5%

6%

6%

6%

6%

7%

7%

8%

9%

W Feb '25

ad
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Difference from Jan ‘25 Total Respondents

Age
18-34

+2
+3

Age
35-54

+4
0
+2
+1
-1
+1
+1

Age HHI
55+ <$75K S75K+

-5 -2
-2 -1
-2 -1
-1 -2
+4 =1l
-3 -1
0 -2
-2 -2
=3} 0
+2 =1L
+1 =l
-2 -1
0 +1
-3 -1
0 -1
-2 -1
+1 =il
-1 -1
0 0

0
+2 +1

© 2025 SmithGeiger LLC
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+4
+2
+2
+3
+2
+2
+4
+3
0
+2
+2
+2
-2
+2
+2
+2
+1
+2
0
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Weekly social media usage by Arizona consumers gl 1l "E&E#.E.!'.F‘"s 2,

YouTube continues to gain momentum in Arizona meanwhile nearly every social

. . . . . . “Weekly” Diff f 2025 Total R d
platform is showing year-to-year increases overall primarily driven by younger demaos. e’ Piference from 2025 Total Respondents

Age Age Age HHI HHI
Jan'24 ®mFeb'25 18-34  35-54 55+  <$75K  S$75K+
YouT) YouTube B #1349 -17 0 0
(£ FAacebook  p—— 7 7% -6 *6 -1 2 +2
r@ INSTagram o —————————————— 1% +25  +10  -26 -5 +10
TKTOK  p— 15, e #1274 =
® PiNterest  p————— ol #1346 14 5«11
3 Snapchatl  p——— 3322 +27  +11 =29 -4 +10
Reddit e ——— 3% #17 #1021 -7 +15
X (formerly known as Twitter) _3‘%’% +17 +7 -18 -6 +12
in LinkedIn  p— o +7 #1114 8 +16
N NeXtdOOr  p—— 090 3 R 0 6 +11
w TWIteh  — 20% $17 #6617 -6 +11
o Telegram _17%% +11 +7 -14 -5 +10
o)) Citizen s 13/ #1111 5 10
n Truth Social  E— 112;{‘% +6 +4 -8 -6 +11
o RUMble 112%2" +6 +4 -8 -4 +9
Weekly = %1-4 sum  © 2025 SmithGeiger LLC 8

S14: How often do you use each of these social media platforms?



Devices owned/used in Arizona

Device ownership holds relatively steady year-to-year with slight increases for internet
connected TVs (+2), and over-the-air antennas (+2) meanwhile tablets decrease (-4).

A smartphone such as an iPhone, Samsung Galaxy

A computer or laptop

An internet-connected Smart TV

A Roku, Apple TV, Google Chromecast connected to a TV

A tablet such as an iPad

AM / FM radio in home or office

A smart speaker such as an Amazon Echo or Alexa

Smartwatch such as Apple Watch or Google Pixel Watch

An antenna that enables you to watch over the air TV free of charge

A virtual reality (VR) or augmented reality (AR) device

A TiVo or other DVR

None of these

S9: Which of the following kinds of devices do you own or use?

Jan '24 H Feb '25

——

Jan '24 W Feb '25

90%
T 91%
78%
T 78%
62%
A 64%
56%
R 55%

58%
e 54%
43%
— 43%
39%
— 38%
34%
I 33%
26%
I 28%

no ‘24 data

I 14%
13%
B 11%
1%
I 1%

ad
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Difference from 2025 Total Respondents

Age
18-34

-15

+4

+3

Age

35-54

+1

+1

+5

+4

+7

+7

+10

+1

+5

-4

0

© 2025 SmithGeiger LLC

Age
55+
+1
+4

=3

-12

HHI

<S75K

=3

0

HHI

S75K+
-1

+9
+9

+2

+12

+13

+20

+10

+6

-1
9
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More or less? How Arizona media consumption has M > liitens <5
changed from 2024 to 2025 Vore Less 2025 Among

B Less often The same amount [l More often More-Less +/-Vs. Age Age Age
2025 2024 18-34 35-54 55+

YouTube 36% 22% -1 +1 *9 -8

Facebook 35% 13% -4 +2 +4 -5

Any streaming video subscription service 36% 16% -4 0 +5 -5

Instagram 26% 11% 0 +6 +6 -9

TikTok 21% 11% 0 +15 -1 -10

Messaging apps 31% 10% -1 -3 +4 -1

Local TV stations 44% 4% -1 -2 +4 -2

Cable news, entertainment, or sports TV channels 34% 2% -2 0 +1 -1

Any streaming radio platforms 30% 8% 0 +6 +5 -8

Any national or international website or mobile app 34% 1% 0 -1 +2 -1

Reddit 22% 7% -4 +3 +3 -5

Any smart speaker 25% 5% -1 +1 +4 -4

Local AM or FM radio stations 41% -2% +1 1 +2 1

Twitter 21% 3% -1 +7 -1 -4

Local TV station websites or mobile apps 31% 1% 0 +3 +2 -3

Local TV station social media posts 32% -1% 0 +2 +2 -3

Snapchat 18% 2% 0 +4 +1 -3

LinkedIn 21% 0% 0 -2 +4 -2

Local newspaper websites or mobile apps 32% -1% ) +4 +2 -5

Local newspaper social media posts 29% -4% +2 +3 -1 -1

Pinterest 24% 2% -1 +1 +2 -2

Local radio station websites or mobile apps 29% -3% 0 0 +2 2

Local radio station social media posts 27% -3% +3 0 +1 -1

Email newsletters from a local or national brand 27% -39 N/A +1 i) 0

Satellite radio channels 22% 0% +1 +3 -2 -1

Any local newspaper 31% -7% +2 0 0 0




e
alelet ‘M?‘ ty\ ‘-gu*f"f",

ARIZONA
» LOCAL NEWS

FOUNDATION




Arizona’s highly diverse TV landscape in 2025

vs. Jan 24 @ ‘@

Consumers with Consumers with Consumers with
Traditional Wired Cable Satellite Cable TV Streaming TV
Devices

28%

(2)

Consumers Who
Own/Use An Antenna
For Local TV

3 YouTubeTV

NA|  mwizon o
»fiitens £

~

BBO stands for
Broadband-only,

42% in Arizona subscribe to one
or more Live TV streaming services.
The two biggest players are YouTube TV homes that receive

(25%) and Hulu Live TV (19%)

Live TV streaming with

connection instead
of traditional cable
or satellite services.
e BBO homes are a

which is a term
used to describe

BBO television
programming
through an
internet

type of cord cutter

)

Consumers With

local and cable channels No Cable And No Antenna

@

Consumers Who Plan
To Buy An Antenna In
The Next Year

(among the 72% who don’t
have/use a broadcast TV
antenna)

And At Least One Streaming
Service

8%

O,

Consumers With
Only An Antenna
(No Broadband, No Cable)

© 2025 SmithGeiger LLC
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Daily Arizona TV platform usage in 2025 "E&E#.E.!'.F‘"‘ J

Minutes
vs. Jan 24

Watching a paid streaming video subscription
service

Watching video from a free video streaming
platform like YouTube

Local TV

Stations
(linear/digital/social)

 3:04®

Watching a local TV station

Consuming a local TV station’s social media

posts hemm
L1
Visiting a local TV station website or mobile app
Watching cable TV
© 2025 SmithGeiger LLC 13

MB12: How much total time on a typical weekday do you watch, listen to, or read any type of news, sports, and entertainment content in each of the following ways?



Daily Arizona audio platform usage in 2025

Minutes
vs. Jan 24

Listening to any AM or FM radio station in your car 1:13 @
Listening to an AM or FM radio station on your smartphone or computer 0:47 @
Listening to an AM or FM radio station on a smart speaker 0:44 @
Consuming a local radio station’s social media posts = ()=3414 @

Visiting a local radio station website or mobile app, including receiving push alerts on your phone = (230 @

Listening to a streaming audio subscription service 1:32 @
Listening to a satellite radio subscription service = (241 @
t i Listening to a national podcast 0:49 @
Listening to a local podcast = (=40 @

MB12: How much total time on a typical weekday do you watch, listen to, or read any type of news, sports, and entertainment content in each of the following ways?

AM/FM radio
station
(linear/digital/social)

h:mm

Streaming audio/
satellite radio
subscription

h:mm

Listening to a podcast

- ©

h:mm

© 2025 SmithGeiger LLC
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What Arizona audio consumption hghlg"'";{:‘iﬁiﬁ.ﬁ‘ 2
looks like across platforms in 2025

stereo in a car

LOCAL RADIO IS BECOMING From an AM or STREAMING AUDIO SUBSCRIPTION
MORE MULTIPLATFORM &\ EM . ARE SLIGHTLY DOWN IN 2025
® ® receilver or

[0)
Spotify 26;9%
_ (0]
76% vs. Jan '24
- Directly from a YouTube Music 19%
= Terrestrial oartohone I 0%
(Home: From a clock or
table-top radio. Car: From an ] 20%
AM or FM receiver or stereo) Amazon Music _ 17%
20%
—D> From smartphone Pandora B 14
55 to Bluetooth ?
speaker 17%
Apple Musi
PETEE e 13%
Y @ SiriusXM 14%
49 A ) @ From a clock or I 0%
Streaming table-top radio 6% Jan '24
(Smartphone, Bluetooth, SoundCloud °
Smart Speaker, or Home - 5%
Computer) MW Feb '25

From a computer

TIDAL 1%
@
®]

MB15: How do you typically listen to a local AM or FM radio station? S11:Which of the following services do you currently subscribe to?



Daily Arizona newspaper and magazine usage in 2025

Minutes
vs. Jan 24

Reading articles or watching news stories on a local newspaper’s
website, or app, including receiving push alerts on your phone

Consuming content from a local news website or mobile app not
affiliated with a local TV station, local AM or FM radio station or
local newspaper

Reading a digital local magazine on a website or app, including
receiving push alerts on your phone

Reading an e-mail newsletter from any local news brand

Consuming a local newspaper’s social media posts m @ —

Reading a printed local newspaper m
Reading a printed local magazine m
*Attribute phrased differently in 2025

MB12: How much total time on a typical weekday do you watch, listen to, or read any type of news, live sports, weather, or entertainment content in each of the following ways?

» LOCAL NEWS

NA| o
FOUNDATION

Local Digital

3:17®

h:mm

Local Print

1:02 (9

h:mm

© 2025 SmithGeiger LLC
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Daily local email newsletter/blog trends in 2025

Difference from 2025 Total Respondents

Age Age Age HHI HHI

Jan'24  WFeb'25 1834 3554 55+ <$75K $75K+
Stay informed about local events and activities _22% 27% -2 +1 +1 0 0

Get notifications about local safety and security updates . 2%%%’ 1 3 ) 1 )

Receive updates on local news and headlines _15354’%) +1 +1 ) 1 )

Connect with neighbors and community members r— %;éy/g 9 +1 0 1 +1

Explore local restaurant reviews and recommendations _13{/_8)% 0 +4 3 1 +2

Share and discover community-related announcements _125/21% +1 +1 9 9 +3

Access local classifieds or marketplace information _12{/2% +1 +3 3 1 +2

Share and receive recommendations for local businesses or services _1%%/‘3,/0 +5 0 4 3 +6

Seek and offer assistance within the local community _9% 13% +5 +2 -5 2 +4

Participate in discussions or forums related to community issues _lof/i% +7 +1 -5 1 +2

Receive updates from local government or authorities 112:(3)20 +2 +2 -3 ) +3

Engage with community-sponsored events or initiatives _91/‘(’)% +1 +2 ) i +2

Participate in local interest groups or clubs _8%10% +5 0 -4 0 +1

Stay updated on local real estate trends and information %832 +2 +3 4 ) +3

Connect with local influencers or community leaders §?§; +5 +1 4 N +2

Never use local community email newsletters and blogs on digital platforms . 4340/5’% -11 -8 +15 +5 -10
© 2025 SmithGeiger LLC 17

MB16_2: How do you typically use local community email newsletters and blogs on digital platforms like Substack, Nextdoor, Ring, etc.?



ARIZONA |  ARIZONA Arizona Local News




Arizona consumers rate 2025 trust in “local news”

vs. Jan '24

5 - | completely trust local news . 13% @

1 - 1 do not trust local news at all

LAG6: Please rate your overall trust in local news.

20

6%

36%

37%

In Arizona, nearly 50% express high trust in local news and
nearly 9in 10 (86%) have a neutral or higher opinion.

O,
O,

Age
18-34

+2

+4

Age
35-54

+3

+1

+2

lllllllllll

Difference from Total Respondents

Age
55+

4

+3

+1

HHI
<S75K

-1

+3

+1

+1

HHI

croge P
+1  +2
+9 -1
-/ A4
-2 12
-1+

»iitihens €5
Dem.  Other
+2 -1
+7 -7
-6 +7
-3 -2
-1 43

19
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Perception: Arizona consumer rate truth and accuracy in 2025 !

. Local Media National Broadcast TV Media . National Cable TV Media National Radio/Audio Media

‘ Local TV News Stations

ABC News
\

NBC News

PBS NewsHour \/ Local Newspapers

CNN @

@ The Wall Street Journal
USA Today &

cnee @

The Washington Post‘ Any NPR News or radio [program

The New York Times CBS News ‘Lo cal AM/FM Radio Stations

» LOCAL NEWS

FOUNDATION

mzunn‘ ARZONA

Popular Podcasts . National Print Media

. Fox News Channel

The Joe Rogan Experience

Fox Business Channel @

MSNBC @
Left Wing Neutral

Los Angeles Times .
NPR News Now Podcast

Perception of Truthfulness (%Factual) —>

Right Wing

The Tucker Carlson Show

The Ben Shapiro Show

The Dan Bongino Show

The Sean Hannity Show

The Rush Limbaugh Show

The Glenn Beck Program

The Daily .Newsmax
Morning Joe The Epoch Times
@ TheMark Levin
National Review @ Podcast
Any Axios Podcasts The Blaze .

What Next Podcast

Perception of Political Bias

LA7: Please rate your perception of the political bias for the following news and media outlets.
LA8: Please rate your perception of the accuracy and truthfulness of the following news and media outlets.

<

20
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How connected is local media to Arizona communities? -~ '

Media strengthens connectedness, delivers value and authenticity, and
empowers Arizonans to build informed, engaged communities.

NN

TONA|  Mizow o
' o s £

W Feb '23 Jan 24 W Feb '25

8%  88% g7% 86% 86%

83% g1y

81%

82% goy  82% 81% g0y  82% gou  80%

Helps me stay connected to Is valuable to my life and my  Is personal, relatable, and * |s a trusted source for Understands me and my Is actively involved in my
my area community authentic information community community
*Worded differently in Feb ‘23 and Jan 24’ Note: Feb '23 tracking data does not include "Local community email newsletters and blogs on digital platforms"

MB16_1: Which of these media best fit the following descriptions? © 2025 SmithGeiger LLC 21
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What Arizonans say is most MEllln ‘PLIII:IHIEWS </

important for local news in 2025

Difference from Total Respondents

Vs Age Age Age HHI HHI

Extremely Important + Somewhat Important Jan ‘24 18-34 3554 55+ <$75K $75K+ Rep. Dem.
Investigative reports on local scams, rip-offs, corruption, and 0 -5 -2 +5 1 +1 0 +5
wrongdoing .
Local crime coverage with ways you can protect yourself and your +3 -6 +1 43 2 +3 42 +3
family
Reports about local transportation, roads, and construction projects +2 = +1 +3 -3 +6 +1 +2
News reports from trusted and established local reporters 0 5 +1 0 43 0 +1 -1 +5
Live news reports that take you where the local news is happening +1 -3 -2 +4 -1 +1 -1 +6
In-depth reporting on local government activities 0 -1 -1 +1 -1 +1 -3 +5
Updates on local events, activities, and things to do +2 +3 0 -2 -2 +3 -1 +7
Reports on local/national healthcare, wellness, and medical »
Local news coverage from your neighborhood or community +1 -3 +1  +2 -3 +4  +1  +5

LA2: How would you rate the importance of these items when it comes to local news? © 2025 SmithGeiger LLC



Trends: What Arizonans say are key issues in 2025

“Racial and Class
Inequity.”

“There are significant
issues with immigration,
particularly regarding
illegal immigration.”

“Rising housing
prices and high living
costs make it difficult

for many residents
to afford.”

“Clean up all areas of
AZ for the drug use.”

“Crime, cracking down
on it, punishing
criminals.”

“Homelessness.”

“The prices of various
items are rising, and
consumption is not

proportional to
income.”

“The heat and climate
change.”

Quotes show above represent recurring themes observed.

LA4: What are the top 3 most important issues affecting Arizona today?

» LOCAL NEWS

NA| o
FOUNDATION

“First and foremost,
the long-term
drought is the most
important thing.”

“I think the most
important thing is
the healthcare
issue.”

© 2025 SmithGeiger LLC
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Trends: What Arizonans say isn’t getting enough coverage > L0CALNEWs £ =

FOUNDATION J

“I feel it lacks a
space for residents

There has been @ “Mental health support
o H a 7 5 . u
e el The war in Ukraine. drastic decrease in the corvicee in thgp to voice their
accomplishments discussion of local issues reighborhood” opinions.”
: . due to the chaos focused
instead of celebrity
» around Trump and Musk.
news. .
All the focus is on those
“What's really two, and as important as
happening: those issues are, | also
Fentanyl, need to be informed on “Positive Stories about “Actual coverage of
homelessness.” issues within my community members criminal cases.”

making a difference.”

community.”

“The unfair way Trump
has been treated.”

“The President’s
overreach, bypassing
Congress.”

Quotes show above represent recurring themes observed.
© 2025 SmithGeiger LLC

LA5: What are the top 3 issues not being covered enough in local news?
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Where do Arizona consumers
discover new products in 2025?

TOP WAYS DISCOVERING NEW PRODUCTS & SERVICES

TV commercials 40%

45%

Conversations with friends or farmily | —— 15

) ) 42%
st e e eNg N N 2%

. 31%
Ol 2 o — 3%

) ) 28%
Ol Fe e —— 31%

22%
—— 29%

; ; 25%
SOl el 8 | 20%

Social media posts from people within your network _26;/’8%

E-mail and/or e-mail newsletters e 27%

] 21%
AM or FM radio ads  |— 25%

H 0
oM ANy Wb sites ey %575

Social media posts from people outside of your... _20?2%

Direct mail advertisements received by postal mail [ %%22

18%

I 17%
14%

Outdoorads  p— 17

; 17%
Printads  — 15%

13%
I 15%

AM or FM radio ads featuring local endorsement... _12%15%

Jan '24
H Feb '25

Ads within free video streaming services

Printed inserts in newspapers

Ads within free audio streaming services

TV segments —9% 13%
Sponsorships and events gy 100,

5%
N 4%

None of these

CB1: Which, if any, of the following sources do you use to find out about new products or services in general?

QIZ ARITONA ‘ ARIZONA
“ l’s‘slguquun ’ !-IEIEEJ;““"EWS

TOP PAID: DISCOVERING NEW PRODUCTS & SERVICES

o TV commercials/segments
2
3
0,
= AM or FM radio ads/talent endorsement 33%
39%
[0)
Online ads 31%
'?'5 32%
]
=Y [0)
° Social media ads
29%
E Outdoor ads
o 17%
[0)
Direct mail ads 21%
21%
= 7
E Print ads 17
& 15%
[0)
Printed inserts in newspapers S
17%

© 2025 SmithGeiger LLC
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Driving consumer choice in Arizona: Wg“""w““"‘

Travel & Tourism

Cost and affordability overall

Safety and security of the destination

Climate and weather conditions

Is a place you can relax and unwind

Natural beauty and scenic landscapes

Cultural or historical significance

Having affordable or low-cost options for daily activities
Family-friendly facilities and activities

Culinary experiences and local cuisine

Top 1 HmTop3
L 40% Has minimal crowds ﬂ A
Lo% 32% Pet-friendly accommodations & 89
oL 26% Luxurious accommodations ﬂ 7%
3% 24% Unique local shops, markets, and stores for shopping ﬂ 7%
& 22% -o Has something to do every day of the week ‘/ 6%
50;0 79 é Offering year-round attractions and activities i%6%
3% 150, 8 Offers complimentary breakfast i%G%
59 i Proximity and travel distance (from your residence) i%S%
ﬁ 0
39 e Has casinos and gaming venues i%S%
12%

Accessibility and ease of travel

Offers unique local events and attractions

Is easily walkable

— . %
Proximity to grocery stores and retailers -1 3%
0,
12% 1%

Demonstrates environmental sustainability m %

0

0

1

11%

i 1%
o Has relaxation and spa treatments m %

I

0
8% Nightlife and entertainment venues n 2/(‘%

Base: Have taken/planning to take vacation within 2 years & consider any attribute important ~ Sorted by Top 3 _ ‘
TR_RNK: Next, please RANK your TOP 3 factors in order of importance when choosing a travel destination or vacation experience. © 2025 SmithGeiger LLC
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Driving consumer choice in Arizona: TYIMEDIA | PLOCALNEWS T =
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ankKs/evredal nions
Top 1 HmTop3
[0)
Offers 24/7 customer support 9% 0
/ op I 05% Communicates clearly and timely about account changes or updates & 12%
0
0,
Convenient for all my banking needs 9% 0
/ & R 4% Provides flexibility, like skipping payments in emergencies ﬂ 11%
(o]
o %
Is a reputable and trustworthy institution 9% 0
. / D 4% Offers special perks or discounts for customers & 10%
(0]
[0)
Provides a sense of security /% o 1%
D 4% Offers fast and easy loan approvals -° 79%
(0]
[0) .
Delivers excellent customer service & 3% '8 it . lesslv with budgeti . 3%
0 S ntegrates seamlessly with budgeting or payment apps W
c (o]
Puts my best interests first 9% ‘E 2%
R 1% 8 Offers personalized financial advice or planning -067
(o]
0,
Has a wide network of fee-free ATMs & 20% s ts ioint or farmi . 3%
0 upports joint or family accounts T BT
(0}
0,
Provides transparency in fees and charges 6% 0
. Y & I 19% Is locally owned and operated -14’5?
(0]
0,
Rewards me for my loyalty 6% o . ) . 1%
N 16% Demonstrates environmental or social responsibility -°5<y
0
[0)
Offers competitive rates for loans and savings accounts 3% 0
P & D 14% Has a modern and welcoming branch design -1%)4cy
(o}
0,
Provides user-friendly online and mobile banking tools 5% 0
Y & N 12% Supports and engages with the local community -Z{fcy
(0]

Base: Have switched/planning to switch financial institutions within 2 years  Sorted by Top 3 _ ‘
FS_RNK: Next, please RANK your TOP 3 factors in order of importance when selecting a bank, credit union, or financial institution for your everyday banking needs. © 2025 SmithGeiger LLC 28



Driving consumer choice in Arizona:
Senior Care

Top 1 HmTop3

Overallpricing - |y 09
Friendliness of staff & 23%
On-site security and safety protocols & 229%
Overall atmosphere & 229%
Reputation of the community & 18%
Daily events and activities & 17%
All-inclusive pricing & 16%
Location of the community & 14%
Housekeeping & 12%
Restaurant with meal plan & 12%
In-room kitchenettes & 11%
Community wellness facilities & 11%
Friendly senior residents & 10%
Online reviews ﬂ 99%

Continued...

Dog park on-site

Included transportation

Access to Religious/spiritual services and support
Community sports bar

On-site family areas

Aesthetics of facilities

Bilingual staff

Library on-site

Guest rooms for out-of-town visitors

Parking for vehicles

Robust activities calendar

Senior and retirement educational workshops
Non-profit status

Awards and accolades they’ve won

Base: Have researched/planning to research senior care within 2 years & consider any attribute important ~ Sorted by Top 3
SR_RNK: Next please RANK your TOP 3 for an active retirement, independent living, or 55+ living community or facility in order of importance.

QIZ ARITONA ‘ ARIZONA
“ l’s‘slglyuun ’ !-IEIEEJ;““"EWS

e 59,
-’ 7
-’ 7
e o
%
e’ 6%
st
5
= P,
-
-
' %
' %

1 14

© 2025 SmithGeiger LLC

<

29



Driving consumer choice in Arizona:
Attorneys (2024 data)

Topl ETop3

The lawyer gets paid only if you win
your lawsuit or reach a settlement

The attorney has a good reputation
for being honest with their clients

An attorney with extensive
experience in similar cases

A reasonable and competitive
attorney fee

A team of lawyers knowledgeable
about your specific case

An attorney who is known for being
aggressive with insurance companies

Knowing that the firm makes sure you
win more than they earn

The amount of cases the firm has won

Testimonials from past clients

Base: Likely to contact lawyer in a car accident and finds any attribute important

17%
— 37%

15%
— 36%

11%
— 33%

9%
— 30%

8%
I 21%

3%
N 16%

5%
I 15%

5%
N 14%

4%
N 12%

Sorted by Top 3

AP9: Next please RANK your TOP 3 for choosing an attorney or law firm in order of importance.

Continued...

The attorney or firm is located near you

A law firm that offers in-person and virtual
meetings as needed
The amount of money the attorney has won
for their clients
If seriously injured, a lawyer that is willing to
meet with you at the hospital
A lawyer that is willing to meet with you at my
home

Background information about the different

attorneys

Honors and awards the firm has received

The hours of the firm’s office

The attorney or law firm gives back to the
community

The number of attorneys at the firm

ARIZONA
» LOCAL NEWS

FOUNDATION

3%
N 11%

2%
I 9%

2%
I 3%

3%
I 3%

1%
B 7%

1%
BN 6%

2%
B 5%

2%
N 5%

1%
N 4%

1%
W 2%

© 2024 SmithGeiger LLC
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Driving consumer choice in Arizona: CUTHEDIA | D LIEALAEWS
u ASSOCIATION FOUNDATION
Topl ETop3
. 4 12% 0
Quality workmanship I 37% A+ Rating with the (BBB) Better Business Bureau -44’11?
0
. 15% 3%
Overall price Dedicated person throughout the project
A 36% ’ ¢ PO o 11%
: . 13% Financin d i 3%
g and/or payment options
e e P 3% . 10%
. 2%
0 American-made products
Quality products /% : b Bl 3%
I 25% g 2o,
3 Uses state-of-the-art technol °
Transparent pricin 5% S e B 8%
PP e )% = 2
] Immediate phone call access %
. 8% M 6%
Company reputation o
I—20% Length of time in business 2%:.)
39 M 5%
Lifetime warranty or guarantee ° 0
_ 15% Awards and accolades for excellence 2%
4% M 5%
Friendly customer service ° 0
/ B 14% Involvement in the community .24é/
()
. . . . . 2% 0
Timeliness (i.e., how quickly they can finish the job) o Size of compan 1%
1% pany g%
. : 3% . . A ‘ 1%
Online user reviews Multi-generation family business
TR 1% Srresnerson famivEe®® M 4%
Base: Planning on using home services in next year and finds any attribute important Sorted by Top 3

APS5: Next, please RANK your TOP 3 reasons for selecting a home improvement company in order of importance. © 2024 SmithGeiger LLC
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Driving consumer choice in Arizona:
Healthcare (2024 data)

Topl ETop3

26%
Ability to use medical insurance °
N 45%
High levels of overall quality 7%
healthcare D 33%
Highly experienced doctor(s) and 11%
medical staff B 32%
Out-of-pocket expenses / accepts 13%
my insurance DN 32%
Treats patients with personal care 7%
and attention to detail B 6%
Professionalism of doctor(s) and 6%
staff N 21%
: . 3%
Ease of scheduling appointments °
B 15%
Base: Planning on healthcare-related activity in next yearand finds any attribute important Sorted by Top 3

AP7: Next please RANK your TOP 3 for choosing a healthcare provider in order of importance.

Friendliness of doctor(s) and staff

Positive online reputation (patient
reviews, testimonials, etc.)

Financing options for out-of-pocket
expenses

Makes sure you clearly understand
the process

State-of-the-art facilities with the
latest medical equipment

Continued...

Several area facilities for easy
access and convenience

Has limited or minimal wait times

An innovative healthcare provider

National awards and recognitions

» LOCAL NEWS

NA| ARizoNa
FOUNDATION

5%
B 14%

3%
B 12%

4%
BN 12%

3%
B 11%

2%
B 11%

2%
B 9%

2%
N 9%

2%
M 5%

1%
B 2%

© 2024 SmithGeiger LLC
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N/
How Arizona audiences view sponsorships + community aalll

» LOCAL NEWS

FOUNDATION

IR”[]NA‘ ARIZONA

Which of the following phrases best fits how you feel about companies or brands that
sponsor and/or contribute to community programs or events?

vs. Jan '24

©,

25%

Favorably and
prefer to work
with or purchase

from them over
others

Bzgeline
Jan 24 Age 18-34 29%
m Feb 25 pge 3554 25
Age 55+ :
24% :

Weekly News Users via Any Platform m
0
Weekly Digital News Users —%

"0
Weekly Email Newsletters 30%
o/Z
Weekly Local News via Social Media 27%
/
®

CB3: Many companies or brands sponsor and/or contribute to community programs or events. Which of the following phrases best fits how you feel about these sponsorships?

49%

Favorably but not

influenced to
purchase and/or
work with them

over others

Baseline
[ J

45% :
49%

) 46% -
Age 35-54 46% IE

Age 55+ 46%

Jan '24
M Feb '25

Age 18-34

o n
Weekly News Users via Any Platform 51%

|

% =
Weekly Digital News Users 49%
VOE

: 48%
Weekly Email Newsletters .
Y 48% K

% g
Weekly Local News via Social Media 49% :
/

®

26%

Meaningless to
me in choosing
which companies
or brands |
purchase from

Baseline

o
Age 18-34 SA’ .

_ 30%
Age 35-54 24% :

Age 55+ - 37%

Jan '24
M Feb '25

25% -
23% [
25% -
20% I
22%
19%
24%
20%

Weekly News Users via Any Platform

Weekly Digital News Users

Weekly Email Newsletters

Weekly Local News via Social Media

®
© 2025 SmithGeiger LLC
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