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Typical Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE are 48.4 years old (1.9%

“sr 38.4% or 1,051,593 of MSP Metro Adults 21 or older Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE.
younger than average) and have a $118,284 (5.9% higher than average) annual household income.

@ Percent of Market: Adults 21 or older lk*ﬁ‘ender of Target vs. Market: Adults 21 or older |Ethnicity of Target vs. Market:
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 who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE m MSP v $111,645
MSP Metro Scarborough R2 2024: Jul23-Aug24 Qual Intab 529
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Typical Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE are 51.1 years old (.1%

’ s“ 12.3% or 247,922 of STL Metro Adults 21 or older Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE.
younger than average) and have a $120,208 (20.1% higher than average) annual household income.
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11.9% or 144,165 of WPB Metro Adults 21 or older Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE.
Typical Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE are 54. years old (.5%
younger than average) and have a $113,631 (15.7% higher than average) annual household income.
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38.4% or 1,051,593 of MSP Metro Adults 21 or older Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE.
Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE are 11.% more likely to be a
college graduate, 6.5% more likely to work full-time, 2.1% less likely to be married, 1.2% less likely to be a

parent of 1 or more children under 18.

iy 9.
*.”f' Education Levels: Adults 21 or older Employment: Adults 21 or older | ( V) Marital Status: Adults 21 or older
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Postgraduate Degree 14.29% Work From Home (most of the time or always) 18.2% LGBTQ+ (net) B o5
who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE u MSP who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE mMsP who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE BMSP
.| Top-20 Occupations: Adults 21 or older Entrepreneurs/Military Experience Fuittut b Stage in Life: Adults 21 or older
10.980.6% 6.1% 5.8%  5.9% 7-2%
3. 1% 4.6% Parent of 1 or more Children under 18 [ 22%81%2
m N |
§3% Small Business Self-Employed  Current or Former Working Mothers | ] é_4%
Owner Military Service 4.2%
5_4%5 o M%s.a% e 54 e, Parent of 1 or more Children Under Age 2 I 5_1%
3.1%.9% 2. 3.0%
I I l l 225 2% 6% Lasd 2% 2.1%.1% 19% pasda% A4% 18%3% 15%.0% 13%.1% 11%.1% 09edl1% Parent of 1 or more ChildrenAge 2-5 I 56%‘};,6
. . L B I i ’ 1185
\‘g & & i & e & & & & & & Parent of 1 or more Children Age 6- 11 I :
& é& aﬁf «‘*’U dfw & f’f & ;,ﬁ & c@‘" \&f o ¢ bﬂ,f & %&@ 12.7%
\‘\ @‘" b gb < ‘:\,g-a\ & & §;<$?( fs? &«5 \‘@ Q@y & &5&} & Q‘S'S Parent of 1 or more Children Age 12 - 17 I igg;z
&« @*‘ & & & & KA S !
5‘;\ & o ;\(“ & & & & & =z - : &
é\b* cfg 58 & @é‘b (5‘}00 qlf ,ﬁ“‘ Ld.\‘? ef.,& J\é“; q"'ﬁe & @;s"@' Parent of 1 or more Children in College I 6:.".5%6%
& JE & & & & o & o v
o & i » o y 18.6%
L & Fa & Grandparent of 1 or more Children under 18 _ 21.6%
é"‘@ -f\& & .
who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE u MSP who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE mMSP
MSP Metro Scarborough R2 2024: Jul23-Aug24 Qual Intab 529

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

Custom Geo = 55117; 55418; 55337; 55124; 55125; 55448; 55104; 55113; 55416; 55428; 55122; 55345; 55426; 55423; 55446; 55128; 55129; 55433; 55106; 55311; 55408; 55420; 55343; 55414; 55369; 55413; 55378; 55415; 55431; 55305; 55347; 55119; 55317; 55410; 55447; 55421; 55443; 55419; 55406; 55112; 55442; 55126;
55304; 55437; 55075; 55438; 55427; 55441; 55445; 55044; 55422; 55103; 55303; 55123; 55316; 55417; 55318; 55344; 55346; 55435; 55391; 55331; 55405; 55434; 55401; 55118; 55436; 55306; 55424; 55150; 55121; 55116; 55454; 55439; 55429; 55120; 55108; 55379; 55372; 55107; 55404; 55016; 55411; 55327; 55403; 55425;

55077; 55432; 55068; 55114; 55455; 55042; 55105; 55444; 55340; 55409; 55127; 55109; 55076; 55356; 55386; 55374; 55412; 55001; 55407; 55402
P21+ (Where bought wine past 30 days: Liquor/beer/wine store OR Where bought liquor past 30 days: Liquor/beer/wine store OR Where bought beer past 30 days: Liquor/beer/wine store)



Total
Wine

12.3% or 247,922 of STL Metro Adults 21 or older Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE.
b\- srl Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE are 36.3% more likely to be a
7

college graduate, 10.2% more likely to work full-time, 5.5% more likely to be married, .3% less likely to be a

& MORE parent of 1 or more children under 18.
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11.9% or 144,165 of WPB Metro Adults 21 or older Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE.
Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE are 5.7% more likely to be a
college graduate, 18.1% more likely to work full-time, 12.2% more likely to be married, 44.5% more likely to

& MORE be a parent of 1 or more children under 18.
i ".?. Education Levels: Adults 21 or older Employment: Adults 21 or older
Some High School or Less (not graduate) [ 44;?;} Employed Full-Time or Part-Time %
High School Graduate (12th grade or GED) Employed Full-Time 35 hours or more) %

Some College Credit (no degree) % Employed Part-Time (less than 35 hours)

Associate's Degree (AA, AS, etc.) % White Collar 55'2%
College Graduate (4 year college) Blue Collar

Postgraduate Degree Work From Home (most of the time or always) 2%

who Buy Adult Bevs win 5-mi of a TOTAL WINE & MORE EWPB who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE EWPB
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who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE

Adults 21 or older

23.1%

27.1%

54.9%

48.9%

3.2%
f1.8%

14.4%

15.1%
4.4%
B 7.0%
4.7%

| A

EWPB

Top-20 Occupatlons: Adults 21 or older Entrepreneurs/Military Experience
29.0% 12.0%
. 8.0% 3.0% 7.4% 5.2% 3.6%
’ 20.0% — I —
Small Business Self-Employed Current or Former
11.3% Owner Military Service
9.6% ’
7.4% 6.1 6 7.2%
I 2.3‘}' 3_79. 43%5% 3198.0% 2.6% 2.3% 21% 20% g, 19% 1O%LE% 15%1.8% 3'5%1.7% 0s2% 0BLA% 1AWA% o ,08% 14%.8%
|| | ' e e e - - m O 0T —
& o & & 3 & & S . & o & o
& ¢ Jfg @Qﬁ F 4 oqgf b"f\& ;’5“ «e—a\& &‘*@{\ 6"&0 & * S 4 \'z‘pgt -&é\& @6*@ "QQP ~x‘é¢ o+ & ¢ o
& < 2 & @ & oS >
< &o" Jt & & o s « i & & (b‘bo & & o o
S o & ) e & o7 &+ S & A o &
o & .oﬁé & & \é\é & & & & & o & q &
& 5 S s R # « K £ & o o
£ & y <5 . 2 &
S8 3 *Jf & & S & &

Eg & = « & & & & ¥ o & &

& & & & *

& &
f \(\ﬁ
who Buy Adult Bevs wfin 5-mi of a TOTAL WINE & MORE mWPB

WPB Metro Scarborough R2 2024: Aug23-Aug24 Qual Intab 140

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

Foiitub b

Parent of 1 or more Children under 18

Stage in Life:

Working Mothers

Parent of 1 or more Children Under Age 2
Parent of 1 or more Children Age 2-5
Parent of 1 or more Children Age 6- 11
Parent of 1 or more Children Age 12 - 17
Parent of 1 or more Children in College

Grandparent of 1 or more Children under 18
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38.4% or 1,051,593 of MSP Metro Adults 21 or older Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE.
“sp Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE are 3.4% less likely to own their

home, 5.3% more likely to own a higher valued home, 2.9% less likely to have a single-family home, .7% more
likely to have a dog.

m Own/Rent/Other: Adults 21 or older mﬁm Type of Home: Adults 21 or older 4™ Pets in Home: Adults 21 or older

71.7% Single Family House (unattached)
Own a Dog

Townhouse or attached Home

Condominium Own a Cat
23.5%
6.9% 7.8%
3.3% 4.9% Apartment
RETEEEN 133701 |
Other Own Second Home Mobile Home or Manufactured Own other type of Pet
or Real Estate Home 6.4%
Property
®mwho Buy Adult Bevs Wfil'l 5-miof a TOTAL WINE & MORE HMSP =who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE = MSP ®who Buy Adult Bevs win 5-mi of a TOTAL WINE & MORE mMSP

ﬁ' Value of Owned Home: Adults 21 or older Home Loans: Adults 21 or older

Averoge Vaolue of Owned Home:
who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE

msp 5411,306

5.5% 5.8%

4.2%

(6 W

<$150K S150K-$200K S$200K-$250K $250K-S300K  $300K-$350K  $350K-$500K  S500K-$750K S750K-S1M S1VH+ Home Mortgage Refinanced Home Equity Oown
Home Mortgage Loan/Home Home/Property

Improvement  Outright (No
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12.3% or 247,922 of STL Metro Adults 21 or older Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE.

TOtaI' b\*‘-m Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE are 9.3% more likely to own their
W| ne' Vel home, 15.9% more likely to own a higher valued home, .6% less likely to have a single-family home, 4.6%

& MORE more likely to have a dog.

m Own/Rent/Other: Adults 21 or older @ﬁm Type of Home: Adults 21 or older 4 {® Pets in Home: Adults 21 or older

Singe Familv House ‘unaﬂaChEd’
72.9% Own a Dog

Townhouse or attached Home r 9.6%

72.2%

5.9%

N 5.9%
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' 24.9%

8.5%
6.7% Apartment E%
0%

134,077
Own Second Home Mobile Home or Manufactured = 0.3% Own other type of Pet
or Real Estate Home I 3.8% 71.79
Property
®who Buy Adult Bevs Wfll'l 5-miof a TOTAL WINE & MORE B STL m who Buy Adult Bevs wfin 5-mi of a TOTALWINE 8& MORE WSTL = who Buy Adult Bevs w/fin 5-mi of a TOTAL WINE & MORE mSTL
-
¢Z4l Value of Owned Home: Adults 21 or older 0 Home Loans: Adults 21 or older

Average Value of Owned Home:
who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE

sTL $327,531

21% 2.2% 2.6% oo
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= who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE W STL Home Mortgage Luaannme Hume{Pmperty
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11.9% or 144,165 of WPB Metro Adults 21 or older Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE.
Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE are 8.% more likely to own their

home, 3.4% more likely to own a higher valued home, 2.3% more likely to have a single-family home, 10.5%

Total
Wme'

& MORE more likely to have a dog.
m Own/Rent/Other: Adults 21 or older @ﬁm Type of Home: Adults 21 or older 4™ Pets in Home: Adults 21 or older
Single Family House (unattached) _

66.4% 50.1% Own a Dog
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15.5%

L 16.1%
32.1% Condominium - 15.6% Own a Cat

15.0% ' %
10.4% 17:6%
0.8% 1.5% Apartment &
1,097 rcre o
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Property
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-
¢Z4l Value of Owned Home: Adults 21 or older 0 Home Loans: Adults 21 or older
who Buy Adult Bevs w/in 5-mi ofa TOTAL WINE & MORE %
wes
115% L1y, 12:3%

Home Mortgage Refinanced Home Equity Own

<$150K S150K-$200K  S$S200K-$250K  $250K-5300K  $300K-$350K  $350K-S500K  $500K-$750K S750K-51M
mwho Buy Adult Bevs w/fin 5-miof a TOTAL WINE & MORE = WPB Home Mortgage Luaannme Hume{Pmperty
Improvement  Outright (No
WPB Metro Scarborough R2 2024: Aug23-Aug24 Qual Intab 140 R Loan Mortgages)

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

Custom Geo = 33410; 33403; 33404, 33408; 33407; 33414; 33411, 33449; 33426; 33436; 33435; 33462, 33437, 33463; 33431; 33486, 33433, 33432, 33434; 33487; 33496
P21+ (Where bought wine past 30 days: Liquor/beer/wine store OR Where bought liquor past 30 days: Liquor/beer/wine store OR Where bought beer past 30 days: Liquor/beer/wine store)



38.4% or 1,051,593 of MSP Metro Adults 21 or older Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE.
Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE are 2.6% less likely to look up
D-1-Y advice online, 4.5% more likely to always vote in local elections, 39.5% more likely to belong to a

gym, 9.6% more likely to fly domestic past yr.

jvity: Adults 21 or older

46.2% 31.4% 22.4%

}"op-ZO past 30-days Online Lifestyle Activites: Adults 21 or older
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¥ who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE uMSP m who Buy Adult Bevs w/fin 5-mi of a TOTAL WINE & MORE uMSP
<
@ &Top- 30 past 12-months Active Lifestyle Activites: Adults 21 or older -k Past 12-months Domestic Airline Trips: Adults 21 or older
: 20.4%
1trip  FveTR 19.9%

' 16.9%
PR C110,995 16.1%

) 6. 3%
L 35,328 6.8%

- 12.5%
Sl 29 852 10.6%

. 4.4% Flew Domestic past year:
10+ trips M Avg. # Domestic Flights:  [n3:6  EEEEY S

67.4%
I

19.5%) 19.0%
15.4%| 15. 1%
. - -

Grilling - lawn Care  Gamening  Bicyding  Swimming Boating Volunteer Hiking - Fishing Ccamping Sewing - Bowling Belong to logzing-  Yoga- Pilates Basketball Gmup Fitness  Aduk  Snow Skiingz- ccer Foothall Followa  Caregiverof  Hunting Tennis Softball-  Competitive  Organized
outdoor (Flowersor work Backpacking crafts Health Club or Running continuing  snowboarding Weight Loss  Aging Parent Baseball Video Gaming Road Race

Cooking Vegetables) Gym Education Progmm  or Relative 5K,
Marathon,

u who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE mMSP etc)

MSP Metro Scarborough R2 2024: Jul23-Aug24 Qual Intab 529
All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Custom Geo = 55117; 55418; 55337; 55124; 55125; 55448; 55104; 55113; 55416; 55428; 55122; 55345; 55426; 55423; 55446; 55128; 55129; 55433; 55106; 55311; 55408; 55420; 55343; 55414; 55369; 55413; 55378; 55415; 55431; 55305; 55347; 55119; 55317; 55410; 55447; 55421; 55443; 55419; 55406; 55112; 55442; 55126;
55304; 55437; 55075; 55438; 55427; 55441; 55445; 55044; 55422; 55103; 55303; 55123; 55316; 55417; 55318; 55344; 55346; 55435; 55391; 55331; 55405; 55434; 55401; 55118; 55436; 55306; 55424; 55150; 55121; 55116; 55454; 55439; 55429; 55120; 55108; 55379; 55372; 55107; 55404; 55016; 55411; 55327; 55403; 55425;
55077; 55432; 55068; 55114; 55455; 55042; 55105; 55444; 55340; 55409; 55127; 55109; 55076; 55356; 55386; 55374; 55412; 55001; 55407; 55402
P21+ (Where bought wine past 30 days: Liquor/beer/wine store OR Where bought liquor past 30 days: Liquor/beer/wine store OR Where bought beer past 30 days: Liquor/beer/wine store)



Total

Wine

& MORE

= ST

12.3% or 247,922 of STL Metro Adults 21 or older Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE.
Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE are 11.1% more likely to look
up D-I-Y advice online, 13.5% more likely to always vote in local elections, 46.2% more likely to belong to a
gym, 34.4% more likely to fly domestic past

‘_Top-ZO past 30-days Online Lifestyle Activites: Adults 21 or older
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11.9% or 144,165 of WPB Metro Adults 21 or older Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE.

TOtal' wpn Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE are 2.7% more likely to look up

D-1-Y advice online, 17.8% less likely to always vote in local elections, 35.8% more likely to belong to a gym,

Wine

& MORE 24.5% more likely to fly domestic past y

al Activity: Adults 21 or older
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yr., 7.6% more likely to smoke cigarettes.

38.4% or 1,051,593 of MSP Metro Adults 21 or older Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE.
Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE are 4.5% more likely to use
QSRs past mo., 9.4% more likely to use Sit-Down Restaurants past mo., 6.8% more likely to use Casinos past

30-days QSR Users: Adults 21 or older
10times or more

= who Buy Adult Bevs w/in 5-miof a TOTAL WINE & MORE
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2 times

3 times
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5 times

6-9times
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Total Agggg.:‘: ly QSR Users: Avg. Monthly QSR Meals:

Past 30-days Sit-Down Restaurant Users: Adults 21 or older

. 1time

2 times

3 times

4 times

5 times

6 - 9times

10 times or more

® who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE u MSP
Total Monthly Sit-Down Restaurant Users:  Avg. Monthly Sit-Down Restaurant Meals:

Top-10 Cuisines: Adults 21 or older

'Sit-Down Restaurants Used Past 30-days)

Piza  Chinese Mexican  Coffee  Wings/ Indian/ Bagel/ Itakian  Upscale Steakhouse
House/ Burgers/ Thai/  Donut/
Coffes Bar Sports Bar  Other Bakery
asian

= who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE BMSP

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

who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE 18.7%

MSP 400,0[-5 14.6%

e 81.4% 74.4%
Drank Past 30-days: Adults 21 or older Past 12 months Casino Activities: Adults 21 or older

Liquor

34.5%
17.3%

Any Type of Beer
Wine

Domestic Regular Beer

945,420

Domestic Light Beer

Imported Beer

Microbrew / Craft Beer

m who Buy Adult Bevs w/in 5-miof a TOTAL WINE & MORE

MSP

| MSP
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Slot Machines

7.8%
133,957 4,9%
3.5%
L
53, 2.0%

Table Games (Craps, Poker, etc.)

Bar / Nightclub

Stage Show / Concert
Upscale Restaurant 38.4%
Sports Betting

Other Gambling

Spa

Casinos visited past 12 months: Yes
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Marijuana / Cannabis

Cigarettes

Vape
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Custom Geo = 55117; 55418; 55337; 55124; 55125; 55448; 55104; 55113; 55416; 55428; 55122; 55345; 55426; 55423; 55446; 55128; 55129; 55433; 55106; 55311; 55408; 55420; 55343; 55414; 55369; 55413; 55378; 55415; 55431; 55305; 55347; 55119; 55317; 55410; 55447; 55421; 55443; 55419; 55406; 55112; 55442; 55126;
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P21+ (Where bought wine past 30 days: Liquor/beer/wine store OR Where bought liquor past 30 days: Liquor/beer/wine store OR Where bought beer past 30 days: Liquor/beer/wine store)
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= ST

past yr., 21.3% more likely to smoke cigarettes.

12.3% or 247,922 of STL Metro Adults 21 or older Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE.
Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE are 6.6% more likely to use
QSRs past mo., 16.6% more likely to use Sit-Down Restaurants past mo., 38.8% more likely to use Casinos

Past 30-days QSR Users: Adults 21 or older

Jx rome
@ times -im

10times or more

= who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE mSTL

Total Aggpag.g: ly QSR Users: Avg. Monthly QSR Meals:

87.3%

Past 30-days Sit-Down Restaurant Users: Adults 21 or older
€

1time 18.1%

2 times

17.0%

3 times

4 times

5 times

6 - 9times

10 times or more

4.7%
= who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE W STL

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

Top-10 Cuisines: Adults 21 or older

(Sit-Down Restaurants Used Past 30-days)

iza  Chinese  Italian  Wings/ Steakhouse Coffee  Bagel/ Indian/ Upscale
Burgers [ House /  Donut/  Thai/
Sports Bar Coffes Bar  Bakery  Other
Asian
m who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE mSTL

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE 15.8%

ST 235,211 14.2%

87.2% 74.8%
Drank Past 30-days: Adults 21 or older Past 12 months Casino Activities: Adults 21 or older

Any Type of Beer

940,310 46.8%

Liquor

903,151 44.9%

Domestic Light Beer

685,503 34.1%

Wine

659,259 32.8%

Domestic Regular Beer

639,451 31.8%

Imported Beer 212.620.5%

23.8%

Microbrew / Craft Beer

®who Buy Adult Bevs w/in 5-mi of a TOTAL WINE 8& MORE
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Slot Machines s

25.8%
Table Games (Craps, Poker, etc.)

Bar / Nightclub
Upscale Restaurant
Sports Betting

Stage Show / Concert

Other Gambling

B 2%

Spa Casinos visited past 12 months: Yes
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Marijuana / Cannabis Cigarettes
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47.8% less likely to smoke cigarettes.

11.9% or 144,165 of WPB Metro Adults 21 or older Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE.
Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE are .4% less likely to use QSRs
past mo., 12.% more likely to use Sit-Down Restaurants past mo., 46.1% more likely to use Casinos past yr.,

Past 30-days QSR Users: Adults 21 or older

1time

3 times -Emﬂ
6 -9times 18.1%

10times or more

8.4%
8.9

15.1%
m who Buy Adult Bevs w/fin 5-miof a TOTAL WINE & MORE

Avg. Monthly QSR Meals:

HWPB

Total Monthly QSR Users:
83.3% 83.7%

Past 30-days Sit-Down Restaurant Users: Adults 21 or older

€ 1time T

2 times 14.5%

3 times

4 times 10.6%

5 times

6-9times

10times or more 7.4%

® who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE

E'WPB

Total Monthly Sit-Down Restaurant Users:  Avg. Monthly Sit-Down Restaurant Meals:
77.5%

86.7%

Drank Past 30-days: Adults 21 or older

Liquor e 46.8%
Wine  prgrm 39.3%
Any Type of Beer g 38.3%
Imported Beer

Domestic Light Beer priv=-s

Domestic Regular Beer

19E6BH

Microbrew / Craft Beer m 14.5% '
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Top-10 Cuisines: Adults 21 or older

(Sit-Down Restaurants Used Past 30-days)

18.29

indian/ steakhouse Bagel/

Pizza  chinese  malian

upscale Mexican  wings/  Coffee

Burgers/ House f Thai /[ Donut /
Sports Bar Coffes Bar  Other Bakery
Asian
® who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE EWPB

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Buy Adult Bevs w/in 5-mi of o TOTAL WINE & MORE 33.2%

wrs [PIFEET] 20.0%

Past 12 months Casino Activities: Adults 21 or older

Table Games (Craps, Poker, etc.)
101_ 914 8.4%

7.0%

Slot Machines

Upscale Restaurant
Stage Show / Concert
Bar / Nightclub

Other Gambling  pee 1 %!';é%

4.3%
Spa M 1.4%

mwho Buy Adult Bevs w/fin 5-mi of a TOTAL WINE & MORE

30.1%

Casinos visited past 12 months: Yes

u WPB
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Used Past 30-days: Adults 21 or older

Marijuana / Cannabis

Cigarettes Vape
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Custom Geo = 33410; 33403; 33404, 33408; 33407; 33414; 33411, 33449; 33426; 33436; 33435; 33462, 33437, 33463; 33431; 33486, 33433, 33432, 33434; 33487; 33496
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38.4% or 1,051,593 of MSP Metro Adults 21 or older Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE.

Total’ Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE are 10.7% more likely to have a
Wine‘ 401K, 11.7% less likely to have an Auto Loan, 21.4% more likely to Invest/Trade Stocks Online, 1.7% less likely
& MORE to pay with their Debit Card.

Investments Owned: Adults 21 or older

401K Plan
IRA (Individual Retirement Account)
Stocks or Stock Options
Money Market Funds 1:?,;;%

. Financial Services Has and/or Uses: Adults 21 or older

. 14.4% 7.4% 83% ool 6% 6.1% 5.6%
529 Plan / College Savings Plan 1_1.35 E . - . .
Other (Crypto / NFTs / Metals, etc.) 10.8% - . ; : i ] — i ; "
Typ d " PECIL 8.8% Checking Savings  Debitor ATM Credit Card Online Mobile Online Bill Home Auto Loan Certificates of Studentloan Personal Loan Refinanced Home
Account Account card Banking Banking Paying Mortgage Deposit (CDs) Home Improvement
Second Home or Real Estate Property 3 6.9% Mortgage Loan or Home
212,68 K71 Equity Loan
m who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE u MSP m who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE u M5SP

Professional Services Used*: Adults 21 or older | f'Past 3-Months Payment Methods Used: Adults 21 or older

[ s)
Tax Preparation Service y
Online Investing / Stock Trading
Insurance Agent at a Local Office (not online) 1‘:21‘;:%
Accountant .6;;‘0'6% . .
Real Estate Agent 3_;."58%

Estate Planning :;;:'

Financial Planner

2.5% 3-3%  2.6% 2.4%
EES sooy EEEEDE S

. . 1.1% (*Past 12 Months) VISA PayPal Venmo Debit Card  MasterCard Zelle Apple Pay  American  Google Pay Store Credit  Cash App Discover Facebook Samsung Pay Sguare Cash
Diverce / Family Attorney 11% Express card Messenger
 who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE u MSP = who Buy Adult Bevs wyin 5-mi of a TOTAL WINE & MORE u MSP
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Custom Geo = 55117; 55418; 55337; 55124; 55125; 55448; 55104; 55113; 55416; 55428; 55122; 55345; 55426; 55423; 55446; 55128; 55129; 55433; 55106; 55311; 55408; 55420; 55343; 55414; 55369; 55413; 55378; 55415; 55431; 55305; 55347; 55119; 55317; 55410; 55447; 55421; 55443; 55419; 55406; 55112; 55442; 55126;
55304; 55437; 55075; 55438; 55427; 55441; 55445; 55044; 55422; 55103; 55303; 55123; 55316; 55417; 55318; 55344; 55346; 55435; 55391; 55331; 55405; 55434; 55401; 55118; 55436; 55306; 55424; 55150; 55121; 55116; 55454; 55439; 55429; 55120; 55108; 55379; 55372; 55107; 55404; 55016; 55411; 55327; 55403; 55425;
55077; 55432; 55068; 55114; 55455; 55042; 55105; 55444; 55340; 55409; 55127; 55109; 55076; 55356; 55386; 55374; 55412; 55001; 55407; 55402
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12.3% or 247,922 of STL Metro Adults 21 or older Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE.
Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE are 20.8% more likely to have a

401K, 15.8% more likely to have an Auto Loan, 58.5% more likely to Invest/Trade Stocks Online, 9.5% less
likely to pay with their Debit Card.

Investments Owned: Adults 21 or older .*‘ Financial Services Has and/or Uses: Adults 21 or older

401K Plan  peryen 25.7%

IRA (Individual Retirement Account)

766,139

Stocks or Stock Options

533,520 26.5%
26.4%
Mutual Funds 211782 22.0%
22.6%
Money Market Funds
16.0%
Bonds g 11.2%
12.1% 5.3% 5.4% 5.1%
Other (Crypto / NFTs / Metals, etc.) .4% “ 4.3%
13.3% - - . 2 [ Y [ PO
529 Plan / College Savings Plan m% ’ Checking Debitor ATM  Savings  Credit Card Online Online Bill Mobile Home Auto Loan Money  Certificates of Studentloan Personal Loan Refinanced Home
% Account card Account Banking Paying Banking Mortgage Market  Deposit(CDs) Home  Improvement
8.5 Account M Loan or Home
Second Home or Real Estate Property 6_7% lortgage eotor o
= who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE mSTL = who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE m STL

Professional Services Used*: Adults 21 or older | f'Past 3-Months Payment Methods Used: Adults 21 or older

Tax Preparation Service
pa 431,896 2
Financial Planner
410,600
Online Investing / Stock Trading Bl 12.0%
- . 9.6%
Insurance Agent at a Local Office (not online)
211,822 10.5%
12.4% . .
Accountant - ey 10.1%
3.9%
Real Estate Agent
e ARk 3.5%

7.9%
5.5% .
Eetate Planni 3.3% 1% 3.9% 50 2.7%
& rannine 3.2% 2 sz [N . O
. . 1.8% (*Past 12 Months) VISA paypal Debit Card Venmo MasterCard Zelle Apple Pay Discover ~ Google Pay Store Credit CashApp  American Facebook Samsung Pay Square Cash
Divorce / Family Attorney 1 Card Express Messenger
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63113; 63385; 63121; 63146, 63127, 63038; 63049; 63303; 63025, 62204, 63341
P21+ (Where bought wine past 30 days: Liquor/beer/wine store OR Where bought liquor past 30 days: Liquor/beer/wine store OR Where bought beer past 30 days: Liquor/beer/wine store)
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& MORE

11.9% or 144,165 of WPB Metro Adults 21 or older Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE.
Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE are 40.7% more likely to have a

401K, 75.1% more likely to have an Auto Loan, 66.6% more likely to Invest/Trade Stocks Online, 4.1% more
likely to pay with their Debit Card.

mﬁémvestments Owned: Adults 21 or older

401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

Bonds

Other (Crypto / NFTs / Metals, etc.)

454,826 37.5%
453,874 37.4%
434,826 35.8%
33.3%
20.1%

182,885 15.1%

17.7%
181 3 14.8%

24.0%

17.7%

Second Home or Real Estate Property o 1 4;:'0%
529 Plan [ College Savings Plan 7.3%
o who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE BWPB

N B Financial Services Has and/or Uses: Adults 21 or older

TA% 6% 47% 44% g ge 2.9%

Auto Loan Certificates of Studentloan Personal Loan  Home

Checking  Debitor ATM  Savings Credit Card Online Mobile Online Bill Home Money

Refinanced
Account «card Account Banking Banking Paying Mortgage Market Deposit (CDs) Improvement Home
Account Loan or Home Mortgage

Equity Loan
m who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE mWPB

Professional Services Used*: Adults 21 or older

Tax Preparation Service

Online Investing / Stock Trading

Financial Planner

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

Estate Planning

Divorce / Family Attorney

312,376 25.8%
Accountant 234,920 19.3%

217,344 17.9%

201,601 16.6%

8.2%
78,570 6.5%

4.5%
4.6%

@ o

11.3%

(*Past 12 Months)
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Py 'Past 3-Months Payment Methods Used: Adults 21 or older

8.8%
4.0% 6.2% 5.5% 5.5%

2.4%
e T

Facebook  Sguare Cash Samsung Pay
Messenger

Cash App  Store Credit  American  Google Pay  Discover
card Express

m who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE uWPB

VISA Debit Card PayPal Zelle MasterCard ~ Apple Pay Venmo
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P21+ (Where bought wine past 30 days: Liquor/beer/wine store OR Where bought liquor past 30 days: Liquor/beer/wine store OR Where bought beer past 30 days: Liquor/beer/wine store)




Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE spend an average of 3 days, 3 hours, 10

” E minutes and 56 seconds each week with All Forms of Media.
Wine

84.4% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE spend an avg. of 8 hours and 54 minutes each
week listening to All Local AM/FM Radio, representing 10.% of total time spent with all forms of Media.

BX =5

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

Adults 18 or older
71:44:17
‘Concurrent
Vs 5 \who Buy AdUI Bevs w/in 5-mi MSsP
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P21+ (Where bought wine past 30 days: Liquor/beer/wine store OR Where bought liquor past 30 days: Liquor/beer/wine store OR Where bought beer past 30 days: Liquor/beer/wine store)




TOtal Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE spend an average of 3 days, 12 hours, 16

minutes and 14 seconds each week with All Forms of Media.
93.5% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE spend an avg. of 8 hours and 23 minutes each
week listening to All Local AM/FM Radio, representing 9.3% of total time spent with all forms of Media.

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

Weekly
Reach %: Adults 18 or older
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Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE spend an average of 3 days, 2 hours, 20
minutes and 54 seconds each week with All Forms of Media.

86.8% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE spend an avg. of 8 hours and 38 minutes each
week listening to All Local AM/FM Radio, representing 10.1% of total time spent with all forms of Media.
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X
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Adults 18 or older
. 74:18:33
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Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE spend an average of 2 days, 7 hours, 23

minutes and 43 seconds each week with All Forms of Ad-Supported Media.
80.% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE spend an avg. of 7 hours and 47 minutes each week

listening to Local Ad-Supported AM/FM Radio, representing 11.3% of total time spent with all forms of Ad-Supported Media.
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Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE spend an average of 2 days, 13 hours, 28
b\‘m minutes and 26 seconds each week with All Forms of Ad-Supported Media.
/h

87.9% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE spend an avg. of 7 hours and 24 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 10.6% of total time spent with all forms of Ad-Supported Media.
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Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE spend an average of 2 days, 9 hours, 40
minutes and 35 seconds each week with All Forms of Ad-Supported Media.

83.2% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE spend an avg. of 7 hours and 55 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 11.4% of total time spent with all forms of Ad-Supported Media.

Weekly

Reach %:

BX

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

e 53.5%
WPB

who Buy Adult Bews w/fin
5-mi of a TOTAL WINE &
% of Total MORE
Weekly H:M:
Avg. Weekly

Hours:Minutes:

m who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE = WPB

WPB Metro Scarborough R2 2024: Aug23-Aug24 Qual Intab 140 WEST PALM BEACH-BOCA RATON ~ Metro

Scarborough R2 2024: Aug23-Aug24 Qual Intab 1,335
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Hubbard s fieryirins

for Anything _
BROADCASTING

@

Custom Geo = 33410; 33403; 33404, 33408; 33407; 33414; 33411, 33449; 33426; 33436; 33435; 33462, 33437, 33463; 33431; 33486, 33433, 33432, 33434; 33487; 33496
P21+ (Where bought wine past 30 days: Liquor/beer/wine store OR Where bought liquor past 30 days: Liquor/beer/wine store OR Where bought beer past 30 days: Liquor/beer/wine store)




Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE spend an average of 7
“sp hours and 54 minutes each day with All Forms of Ad-Supported Media. 80.% listen to Local AM/FM
Radio for an avg. of 66.8 minutes/day. (Local Radio delivers 11.3% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 21 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older
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Total' Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE spend an average of 8
w " STl hours and 46 minutes each day with All Forms of Ad-Supported Media. 87.9% listen to Local AM/FM

& Mogs Radio for an avg. of 63.6 minutes/day. (Local Radio delivers 10.6% of Time with Ad-Supported Media.)
Top-ifwﬁqiu-'orms Pf Media (Persons & % Reach): Adults 21 or older Top -13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older

o) R —T Silboards 5 ool AWM R
(Weekly Drivers
SRS T : o EEREl | [—— ‘
Non-Premium Cable TV 72.0 66.6 e TV
Email /Text/IM/Zoom,etc. (Personal & Work) MAVQ. Hours+Minutes/day with All : Search o illboa (Goog...
Forms of Media: Adults 21 or older (G ) : . Bing,
[} 220 e o 4% _ Bing,
oo S 11:11
Concurre 461
e R i R
whao Bu\rAduIl Bevs w/fin 5 STL Local TV Stations Local TV Stations
MORE 18. e
R 952 657

= who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE msTL ® who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE mSTL
Top-13 All Forms of Ad-Supported Media (Persons & % Reach): Adults 21 or older Top-13 All Forms of Ad-Supported Media (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older
[Average Week) Total Persons: % Time Spent: [Aver: ﬁ Ef

rocery Stores g T T X5
s o o ) PR — T 2.6%
News M eather/Sports (Websites/apre) (L TRIEITS I ( 2.3% (We ivers Local AM/FM Radio
Emsil/Tet M/ Zomct. (Personal & Wor) - FRTER: 2.0% tworks Email/Text/  Search
Focook O  Aug. HourssMinutes/day with Al [ERTH & Amazon Prime/ | zoomete | B
) Forms of Ad-Supported Media: mazon Frime/  Bsamete. Bing
i1 s — | : :
1301712 Adults 21 or older IMDb/FireTV.  (personal..  etc.)
S i
Gas Stations/Convenience Stores m
=T
Shopping (incl. Food/Auctions/Travel, etc.) m m. Usage %!
who Buy Adult Bevs wfin
Instagram mm 5-mi of a TOTAL WINE & 1.5%
Amazon Prime/IMDb/FireTv 5 0Agt 0, MoRE 3.3%

Signs (W
Local AM/FM Radio Dr )
63.0 51.6

Email/Text/ Search
1M/ (Google,

Zoom,etc. Bing,

(Personal... etc.)

Amazon Prime/
IMDb/FireTV
45.6

= who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE msTL ® who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE mSTL

STL Metro Scarborough R2 2024: Jul23-Aug24 Qual Intab 243 l: * Share of Ever-_ything
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved. .al for Anything |

Custom Geo = 63376; 63017; 63122, 63021, 63119; 63130; 63368; 62269; 63304; 63109; 63011, 63139; 63123; 63114; 62226; 63105, 63116; 62208; 63366; 63112; 63367, 63110; 63141; 62232; 63124, 63131, 63108; 63005; 63143; 63026, 63132; 62223; 63144; 63133, 63126, 63088; 62221; 62203; 63040; 63117; 62234; 62220;
63113; 63385; 63121; 63146, 63127, 63038; 63049; 63303; 63025, 62204, 63341
P21+ (Where bought wine past 30 days: Liquor/beer/wine store OR Where bought liquor past 30 days: Liquor/beer/wine store OR Where bought beer past 30 days: Liquor/beer/wine store)



Total
e

& MORE

Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE spend an average of 8
hours and 14 minutes each day with All Forms of Ad-Supported Media. 83.2% listen to Local AM/FM
Radio for an avg. of 67.9 minutes/day. (Local Radio delivers 11.4% of Time with Ad-Supported Media.)
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Total' 841,654 or 80.% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE listen
“sp to Ad-Supported Local AM/FM Radio for an average of 66.8 minutes every day representing 40.2%

wglﬁ!;!ﬂs of all time spent daily with Ad-Supported Audio.
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'I'otal' 218,026 or 87.9% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE
Wine. E‘m sn listen to Ad-Supported Local AM/FM Radio for an average of 63.6 minutes every day representing

2 MORE 43.9% of all time spent daily with Ad-Supported Audio.
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119,875 or 83.2% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE
listen to Ad-Supported Local AM/FM Radio for an average of 67.9 minutes every day representing
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Total' 841,654 or 80.% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE listen
Wine. E to Ad-Supported Local AM/FM Radio for an average of 66.8 minutes every day representing 40.2%

& MORE of all time spent daily with Ad-Supported Audio.

Weekly g gy Avg. Hours+Minutes/day with Ad-Supported
Reach % 77.6%

Audio: Adults 21 or older

"Share of Ad-Supported Audio” - m

who Buy Adult Bevs w/in MSP
5-mi of a TOTAL WINE &
MORE
35.2%
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Total' 218,026 or 87.9% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE
w' . E sn listen to Ad-Supported Local AM/FM Radio for an average of 63.6 minutes every day representing
&lﬂs 43.9% of all time spent daily with Ad-Supported Audio.

Weekly 87.9%

Avg. Hours+Minutes/day with Ad-Supported
Reach % 83.8%

Audio: Adults 21 or older
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119,875 or 83.2% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE
listen to Ad-Supported Local AM/FM Radio for an average of 67.9 minutes every day representing
40.4% of all time spent daily with Ad-Supported Audio.
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Wine

& MORE

Total'

841,654 or 80.% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE listen to
Ad-Supported Local AM/FM Radio. The Top-5 Formats are Hot AC, Country, Classic Hits, Adult
Contemporary, and Classic Rock.

Local AM/FM Radio Formats (Persons & % Reach): Adults 21 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older
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Total' — 218,026 or 87.9% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE listen to
Wine. b“""‘ srl Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, New Country, Classic

& MORE Rock, Classic Hits, and Adult Hits.
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119,875 or 83.2% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE listen to
wpn Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Classic Hits, Urban AC,

Total
Wine'

2 MORE Classic Rock, and Urban Contemporary.
Loca{ AM/{-'M Radio Formats (Persons & % Reach): Adults 21 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older
[average week Total Persons: % Time spent  [Ave[oge Do)
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Top AUDIO Media reaching MSP Metro
P21+ who Buy Adult Bevs w/in 5-mi
of a TOTAL WINE & MORE.
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MINNEAPOLIS-ST. PAUL (User Defined Survey Area)

SCARBOROUGH R2 2024: JUL23-AUGZ4

ADULTS 21+

WHAT | Want to Know About Them
M-5 Bam-mid cume: KOOL-FM
M-5 Bam-mid cume: KSTP-FM
M-5 Bam-mid cume: KZJK-FM
M-5 Bam-mid cume: KFXMN-Fi
M-5 Bam-mid cume: KTCZ-FM
M-5 Bam-mid cume: KQRS-FM
M-5 Bam-mid cume: KXXR-FM
M-5 Bam-mid cume: KDWEB-FM
M-5 Bam-mid cume: KEEY-FM
M-5 Barm-rmid cume: KMNB-FM
Audio sireaming services/apps used past 7 days: YouTube Music (free)
M-5 Bame-mid cume: KTIS-FM
M-5 Bam-mid cume: KCMP-FM
M-5 Gam-rmid cume: KNOW-FM
Audio sireaming services/apps used past 7 days: iHeartRadio (free)
Audio sireaming services/apps used past 7 days: SiriusXM appiwebsile
Audio sireaming services/apps used past 7 days: Pandora (free)
Audio sireaming services/apps used past 7 days: Spolify (frea)
M-5 Bam-mid cume: WEVX-FM
M-5 Bam-mid cume: WCCO-AM
Audio sireaming services/apps used past 7 days: Amazon Music (frea)
M-5 Bam-mid cume: WDGEY -AM
M-5 Gam-mid cume: KS.MN-FM
M-5 Bami-rmid cume: KBEM-FM
M-5 Bam-mid cume: KTLE-AM
M-5 Bam-mid cume: KTCZ-FM HD3
'M-S Gam-mid cume: KTMY-FM
M-5 Gam-mid cume: KMOJ-Fi
M-5 Gam-mid cume: KLCI-FM
M-5 Bam-mid cume: KUOM-AM
M-5 Bam-mid cume: WWJIO0-FM
M-5 Bam-rmid cume: KNXR-FM

Audio sireaming services/apps used past 7 days: Tunaln (frea)

WHO | am Looking At

(Where bought wine pasl 30 days: Liquor/bear/wine slore OR Wheare
bought liguor past 30 days: Liquor/beer’wine store OR Where bought

baer past 30 days: Liquorbeerwine slora)

Target Persons*
227 674
188,726
179,504
178,140
178,402
176,707
156,202
145,357
142,149
132,960
132,324
131,410
116,425
102,686

91,606
88,022
86,851
B4,947
78,081
T2,743
56,426
51,789
46,243
41,934
40,747
35,676
31,685
20,689
20,459
14,603

6,820

2,783

231

% of Target
21.T%
17.5%
17.1%
17.0%
17.0%
16.8%
14.9%
13.8%
13.5%
12.6%
12.6%
12.5%
11.1%

9.8%
B.T%
B.4%
B.3%
B.1%
7.4%
B.9%
5.4%
4.9%
4.4%
4.0%
39%
3.4%
3.0%
2.8%
28%
1.4%
0.6%
0.3%
0.2%
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55077; 55432; 55068; 55114; 55455; 55042; 55105; 55444; 55340; 55409; 55127; 55109; 55076; 55356; 55386; 55374; 55412; 55001; 55407; 55402

P21+ (Where bought wine past 30 days: Liquor/beer/wine store OR Where bought liquor past 30 days: Liquor/beer/wine store OR Where bought beer past 30 days: Liquor/beer/wine store)
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ST. LOUIS (User Defined Survey Area)

SCARBOROUGH R2 2024: JULZ23-AUG24

ADULTS 21+

WHAT | Want to Know About Tham

M-5 Bam-mid cume: KEZK-FM
' M-5 Bam-mid cume: WIL-FM

M-5 Bam-mid cume: KLOU-FM

° o M-5 Bam-mid cume: KSHE-FM

Top AUDIO Media reaching STL Metro NS S mid cne: WARFLFM
M-5 Bam-mid cume: KSD-FM

P21+ who Buy Adult Bevs w/in 5-mi B 15 sam i cum. ko o

M-S Gam-mid cume: KYKY-FM

Ofa TOTAL WINE & MORE. M-5 Gam-mid cume: KSLZ-FM

Audio sireaming services/apps used paslt 7 days:
Audio slreaming services/apps used past 7 days:

M-5 Bam-mid cume: WFUN-FM
M-5 Bam-mid cuma: KMOX-AM

Audio slreaming services/apps used past 7 days:

M-5 Bam-mid cume: WX0O5-FM
Cwap  Satlite s ] 2 ol A e 2 M-5 Bam-mid cume: KWMU-FM
- M-5 Bam-mid cume: KLJY-FM

M-5 Gam-mid cume: WHHL-FM
M-S Bam-mid cume: KFTK-FM
M-5 Bam-mid cume: KATZ-FM
M-S Gam-mid cume: KBOZ-FM

M-S Gam-mid cume: KDHX-Fi
M-5 Bam-mid cume: KXBS-FM

M-5 Bam-mid cume: WSIE-FM

M-S Gam-mid cume: KFAV-FM
M-5 Bam-mid cume: KSIV-FM
M-5 Bam-mid cume: KTLE-FM
Audio siraaming services/apps used past 7 days

Audio sireaming services/apps used paslt 7 days:

Audio streaming services/apps usad paslt 7 days:

Audio sireaming services/apps used paslt 7 days:

Audio sireaming services/apps used paslt 7 days:
Audio sireaming services/apps used paslt 7 days:

SiriusXM appiwebsile

Pandora (free)

YouTuba Music (free)

Spolity (free)

Amazon Music (frea)

iHeariRadio (freea)

Tuneln {free)
Audacy

: MaxtRadio

WHO | am Looking Al

[Whara bought wine past 30 days: Liqguor/bear'wine store DR Wheara
bought liguar past 30 days: Liquor'beernwine store OR Whera bought

beer past 30 days: Liguorbeertwine slora)

Target Persons*
81,853
50,445
54,748
51,069
47,750
48,741
41,497
41,008
40,462
38,144
36122
36,021
30,745
28,075
206,545
23,041
21,228
20,874
15,425
15,283
12,672
11,325

9,906
B985
B.430
7,513
6,802
5,667
5,220
4 972
4,203
3,676
3,001

% of Target
33.0%
22 8%
22.1%
20.6%
19.3%
18.9%
16.7%
16.5%
16.3%
15.4%
14.6%
14.5%
12.4%
11.3%
10.7%

5.3%
B.6%
B.4%
B.2%
B.2%
5.1%
4 6%
4.0%
3.6%
3.4%
3.0%
2.7%
2.3%
2.1%
2.0%
1.7%
1.5%
1.2%

Custom Geo = 63376; 63017; 63122, 63021, 63119; 63130; 63368; 62269; 63304, 63109; 63011, 63139; 63123; 63114; 62226; 63105, 63116, 62208, 63366, 63112; 63367; 63110; 63141, 62232, 63124, 63131, 63108; 63005; 63143; 63026, 63132, 62223; 63144; 63133; 63126; 63088; 62221, 62203, 63040; 63117; 62234; 62220;

63113; 63385; 63121; 63146, 63127; 63038, 63049; 63303; 63025; 62204, 63341
P21+ (Where bought wine past 30 days: Liquor/beer/wine store OR Where bought liquor past 30 days: Liquor/beer/wine store OR Where bought beer past 30 days:

Liguor/beer/wine store)

Indax

127
138

a3
111
m
111
128
114
123
132
140
123
138
105
147
141

a6
106

89
130
122
246

T3
108
103
170
113

340
129
197

46
303



WEST PALM BEACH-BOCA RATON (User Defined Survey Area)
SCARBOROUGH R2 2024: ALG23-AUG24

I ADULTS 21+
lne WHO | am Looking At

& MORE [Where bought wine past 30 days: Liquorbear/wine slore OF Wheara
bought liguor past 30 days: Liquorn'beeriwine store OR Where bought
beer past 30 days: Liguorbeern'wine slore)

WHAT | Want to Know About Tham Target Persons® % of Target Indax
Audio streaming serviceslapps used past 7 days: YouTube Music (frea) 41,306 28.7% 160
M-5 Bam-mid cume: WOLL-FM 27 G622 19.2% 124
M-5 Bam-mid cume: WEAT-FM 26,374 18.3% 107
Top AUDIO Media reaching WPB Metro S Samma cume, IMEX P - =
Audio streaming services/apps used past 7 days: Pandora (free) 24 553 17.0% 121
. . ’M-E Gam-mid cume: WRMF-FM 18,914 13.8% 145
P21+ Who Buy AdUIt Bevs W/In 5-ml M-5 Bam-mid cume: WKGR-FM 17,554 12.2% 109
M-5 Bam-mid cume: WIB-FM 17,178 11.9% 207
Of a TOTAL WI N E & M O RE . M-5 Bam-mid cume: WHYI-FM 16,481 11.4% 163
M-5 Bam-mid cume: WDXI-FM 15,605 10.8% 127
M-5 Bam-mid cume: WBGG-FM 14,098 9.8% 138
M-5 Bam-mid cume: WPOW-FM 13,038 B.0% 143
M-5 Bam-mid cume: WEDR-FM 12,922 9.0% a3
M-5 Bam-mid cume: WFEZ-FM 11,907 B.3% 82
M-5 Bam-mid cume: WHEIS-FM 11,527 B.0% 17
ap st S r M-5 Bam-mid cume: WIRK-FM 10,420 7.2% a5
M-5 Bam-mid cume: WHQT-FM B GEE B.0% 110
M-5 Gam-mid cume: WLML-FM B.485 5.9% B1
Audio streaming services/apps usaed past 7 days: SiriusXM app/websile B.423 5.8% 64
Audio streaming services/apps used pasl 7 days: Amazon Music (free) B.406 5.8% 101
o M-5 Bam-mid cume: WLDI-FM B,044 5.6% 161
e Audio streaming serviceslapps used past 7 days: iHeariRadio (free) 7,981 5.5% 126
M-5 Bam-mid cume: WSF5-FM 7450 5.2% 136
e M-5 Bam-rmid cume: WFLV-FM 6,170 4. 3% 129
M-5 Bam-mid cume: WLLY-FM 6,138 4.3% 209
. M-5 Gam-mid cume: WZZR-FM 5,569 3.9% 2BE
| M-5 Bam-mid cume: WRLX-FM 5241 3.6% 229
= ' M-5 Bam-mid cume: WAYF-FM 5,125 3.6% 86
i M-5 Bam-mid cume: WLYF-FM 5,088 3.5% 110
7R L] M-5 Bam-mid cume: WXDJ-FM 4875 3.4% 304
1 + M-5 Gam-mid cume: WOCS-FM 4,444 3.1% T2
o =} ——— M-5 Bam-mid cume: WLRN-FM 3837 2.7T% 50
M-5 Bam-mid cume: WWGR-FM 3,202 2.2% 191

Custom Geo = 33410; 33403; 33404; 33408; 33407; 33414, 33411; 33449; 33426; 33436, 33435; 33462; 33437; 33463; 33431, 33486; 33433; 33432; 33434; 33487; 33496
P21+ (Where bought wine past 30 days: Liquor/beer/wine store OR Where bought liquor past 30 days: Liquor/beer/wine store OR Where bought beer past 30 days: Liquor/beer/wine store)



TOtaI' 695,181 or 66.1% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE
o & “sp watch Ad-Supported Local TV Stations for an average of 98.3 minutes every day representing 28.8%

Wlne of all time spent daily with Ad-Supported Video.

& MORE
Avg. Week All Video (Persons & % Reach): Adults 21 or older Avg. Day All Video (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older

Local TV Stations m 66.6%

Non-Premium Cable TV.., m o, 75,
Netflix m 0% 8.
YouTube Video m 16.0%

Amazon Prime/IMDb/FireTV m 6%
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= who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE m MSP B who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE u MSP

Video Video | (any Hulu)
25.9

) AppleTV AppleTV TikTok
Hulu/ +,fubo... ROKUSES , fubo,..
Hulu + The

Local TV Stations / eacoc| Local TV Stations Roku

106.0 (any... 7 I 110.3 Channel

B,
=
R

Avg. Week Ad- Suggorted Video (Persons & % Reach): Adults 21 or older Avg. Day Ad-Supported Video (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older

Local TV Stations i 8- 55.7% | 29 56

D pit
Non-Premium Cable TV... &0 30.0%
YouTube Video iy %
ey S — — Amazon
TikTok A e T - e Prime/IMDb/ | YouTube Prime/IMDb/ | YouTu...
) . FireTV Video FireTV Video
Hulu/Hulu + Live TV (any Hulu m .
/ (any Hulu) 2 2 5% 425 26.4 43.1 25.7
gl b, o T, tc. R VA
Ap...
Peacock mm Avg. Hours+Minutes/day with Ad- Netflix " Hu":]ff H'lL'J\IJU J. P
Netfiix SR RO Supported Video: Adults 21 or older o ik {a:\'/"sulu) -
PRISMOLNEE mm m Non-Premium 9.8 | etc. 10.6 | 10.0
. Cable TV Hulu/Hulu + Non-Premium
Disney+ a : .
m-{i 7% - m Networks Local TV Stations | Live TV (any | Pea.. | R... Cable TV Networks Local TV Stations | Netflix Roku
Roku + The Roku Channel (SRR g ey 517 26 100.3 98.3 Hulu) 105.4 103.7 16.3
Premium Cable TV Networks _ 883& Mﬁf;:ﬁﬁ:_mmf: o 0.0%
MORE
m who Buy Adult Bevs wfin 5-mi of a TOTAL WINE & MORE m MSP ® who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE | MSP

MsP Metro Scarborough R2 2024: Jul23-Aug24 Qual Intab 529 S C E I:; * Share of Ever‘_ything
All Graphs and soefa.ai Dato Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved. .al for Anything

Custom Geo = 55117; 55418; 55337; 55124; 55125; 55448; 55104; 55113; 55416; 55428; 55122; 55345; 55426; 55423; 55446; 55128; 55129; 55433; 55106; 55311; 55408; 55420; 55343; 55414; 55369; 55413; 55378; 55415; 55431; 55305; 55347; 55119; 55317; 55410; 55447; 55421; 55443; 55419; 55406; 55112; 55442; 55126;
55304; 55437; 55075; 55438; 55427; 55441; 55445; 55044; 55422; 55103; 55303; 55123; 55316; 55417; 55318; 55344; 55346; 55435; 55391; 55331; 55405; 55434; 55401; 55118; 55436; 55306; 55424; 55150; 55121; 55116; 55454; 55439; 55429; 55120; 55108; 55379; 55372; 55107; 55404; 55016; 55411; 55327; 55403; 55425;
55077; 55432; 55068; 55114; 55455; 55042; 55105; 55444; 55340; 55409; 55127; 55109; 55076; 55356; 55386; 55374; 55412; 55001; 55407; 55402
P21+ (Where bought wine past 30 days: Liquor/beer/wine store OR Where bought liquor past 30 days: Liquor/beer/wine store OR Where bought beer past 30 days: Liquor/beer/wine store)
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& MORE
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190,036 or 76.7% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE
watch Ad-Supported Local TV Stations for an average of 99.4 minutes every day representing 26.3%
of all time spent daily with Ad-Supported Video.

Avg. Week A{fmlgmdmeo (Persons & % Reach): Adults 21 or older

Local TV Stations

Non-Premium Cable TV..,

Netflix

Amazon Prime/IMDb/FireTV
YouTube Video

Roku + The Roku Channel
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Peacock

Premium Cable TV Networks
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Non-Premium Cable TV...

Amazon Prime/IMDb/FireTV
YouTube Video

TikTok
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All Graphs and soefa.ai Dato Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.
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Custom Geo = 63376; 63017; 63122, 63021, 63119; 63130; 63368; 62269; 63304; 63109; 63011, 63139; 63123; 63114; 62226; 63105, 63116; 62208; 63366; 63112; 63367, 63110; 63141; 62232; 63124, 63131, 63108; 63005; 63143; 63026, 63132; 62223; 63144; 63133, 63126, 63088; 62221; 62203; 63040; 63117; 62234; 62220;
63113; 63385; 63121; 63146, 63127, 63038; 63049; 63303; 63025, 62204, 63341
P21+ (Where bought wine past 30 days: Liquor/beer/wine store OR Where bought liquor past 30 days: Liquor/beer/wine store OR Where bought beer past 30 days: Liquor/beer/wine store)

Everything

for Anything



Total
Wine'

& MORE

100,030 or 69.4% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE
watch Ad-Supported Local TV Stations for an average of 87. minutes every day representing 24.7%
of all time spent daily with Ad-Supported Video.

Avg. Week All Video (Persons & % Reach): Adults 21 or older

Non-Premium Cable TV..,

Local TV Stations

Netflix

YouTube Video

Amazon Prime/IMDb/FireTV
Roku + The Roku Channel
TikTok

AppleTV+,fubo,Pluto, Tubi, etc.
Premium Cable TV Networks
Hulu/Hulu + Live TV (any Hulu)
Peacock

Disney+

Paramount+

Avg. Hours+Minutes/day with
Video: Adults 21 or older

who Buy Adult Bevs wfin
5-mi of a TOTAL WINE &
MORE

13 9%
PP ™ 47

m who Buy Adult Bevs wfin 5-mi of a TOTAL WINE & MORE mWPB

Avg. Day All Video (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older
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YouTube Video
29.5

TV Stations
87.0

App...
+fu...

etc,

Netflix
13.3

Peacock | Hu...

Non-Premium 10.2
Cable TV
Networks

101.4

Hulu
b

Amazon Prime/IMDb/FireTV
71.1

TikTok Ro...

Amazon Prime/ YouTube
IMDb/FireTV Video
48.7 30.7

H...
Netflix o
17.0 likTok  H...

Non-Premium 12.8 Fooe
Cable TV
Networks

100.1

Local TV Stations
107.0

AppleT\ | Peac... Ro.
+,fubo,Pl... 8.5 .

® who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE

HWPB
* Share of Everything

soefa.al "

Custom Geo = 33410; 33403; 33404, 33408; 33407; 33414; 33411, 33449; 33426; 33436; 33435; 33462, 33437, 33463; 33431; 33486, 33433, 33432, 33434; 33487; 33496
P21+ (Where bought wine past 30 days: Liquor/beer/wine store OR Where bought liquor past 30 days: Liquor/beer/wine store OR Where bought beer past 30 days: Liquor/beer/wine store)




695,181 or 66.1% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE
watch Ad-Supported Local TV Stations for an average of 98.3 minutes every day representing 28.8%

of all time spent daily with Ad-Supported Video.

66.1% 65.7% _ )
Weekly Avg. Hours+Minutes/day with Ad-Supported
Reach % n s n ideo: Adultsgdeg

_ Share of Ad-Supported Video
54.1%
51.6%
A41.4% who.Buy Adult Bevs w/in MSP
38.6% 5-mi of a:q%‘l::EL WINE &
26.5%
21.8%
15.5%

14.2% 13.7%

12.2%

12.7%

11.3%

579 ©9%

163,324 335,180 60,223 188,347

Weekly
Total

Persons
Reached: 59,2

149,245 376,246

229,249 540,549 255,484 725,838

Netflix Hulu TikTok AppleTV+ Peacock Roku

133,418 310,206

435,233 1,043,143
Amazon YouTube

695,181 1,799,432 405,503 990,029
Local TV

18 1,411,825
Cable TV

Average

Daily Mi

B who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE m MSP

Qual Intab 529 MINNEAPOLIS-ST. PAUL Metro Scarborough R2 2024: Jul23-Aug24 Qual Intab 1,362 E * Share of Everything
-

MSP Metro Scarborough R2 2024: 1ul23-Aug24

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

Custom Geo = 55117; 55418; 55337; 55124; 55125; 55448; 55104; 55113; 55416; 55428; 55122; 55345; 55426; 55423; 55446; 55128; 55129; 55433; 55106; 55311; 55408; 55420; 55343; 55414; 55369; 55413; 55378; 55415; 55431; 55305; 55347; 55119; 55317; 55410; 55447; 55421; 55443; 55419; 55406; 55112; 55442; 55126;
55304; 55437; 55075; 55438; 55427; 55441; 55445; 55044; 55422; 55103; 55303; 55123; 55316; 55417; 55318; 55344; 55346; 55435; 55391; 55331; 55405; 55434; 55401; 55118; 55436; 55306; 55424; 55150; 55121; 55116; 55454; 55439; 55429; 55120; 55108; 55379; 55372; 55107; 55404; 55016; 55411; 55327; 55403; 55425;
55077; 55432; 55068; 55114; 55455; 55042; 55105; 55444; 55340; 55409; 55127; 55109; 55076; 55356; 55386; 55374; 55412; 55001; 55407; 55402
P21+ (Where bought wine past 30 days: Liquor/beer/wine store OR Where bought liquor past 30 days: Liquor/beer/wine store OR Where bought beer past 30 days: Liquor/beer/wine store)



190,036 or 76.7% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE

E sn watch Ad-Supported Local TV Stations for an average of 99.4 minutes every day representing 26.3%
of all time spent daily with Ad-Supported Video.

Avg. Hours+Minutes/day with Ad-Supported

Weekly

oo 76.7% — "Share of Ad-Supported Video"
67.0%
who Buy Adult Bevs w/in STL
5-mi of a TOTAL WINE &
MORE
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15.0% 136%

11.0% 10.7% 10.9%
8.4%

27,078 169,034 74,365 563,125 37,221 274,363
Roku TikTok Paramount+

Weekly

Total

Persons

Reached: 166,086 1,264,010

3.7%

216,185
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57,080 345,774

102,763 750,522
CableTV Local TV Amazon AppleTV+ YouTube Hulu Netflix

190,036 1,401,712

Average

Daily Mi

® who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE mSTL

ST. LouIs Metro Scarborough R2 2024: Jul23-Aug24 Qual Intab 1,720 E * Share of Everything
-

STL Metro Scarborough R2 2024: Jul23-Aug24 Qual Intab 243
for Anything _ =

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

Custom Geo = 63376; 63017; 63122, 63021, 63119; 63130; 63368; 62269; 63304; 63109; 63011, 63139; 63123; 63114; 62226; 63105, 63116; 62208; 63366; 63112; 63367, 63110; 63141; 62232; 63124, 63131, 63108; 63005; 63143; 63026, 63132; 62223; 63144; 63133, 63126, 63088; 62221; 62203; 63040; 63117; 62234; 62220;
63113; 63385; 63121; 63146, 63127, 63038; 63049; 63303; 63025, 62204, 63341
P21+ (Where bought wine past 30 days: Liquor/beer/wine store OR Where bought liquor past 30 days: Liquor/beer/wine store OR Where bought beer past 30 days: Liquor/beer/wine store)



100,030 or 69.4% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE
watch Ad-Supported Local TV Stations for an average of 87. minutes every day representing 24.7%
of all time spent daily with Ad-Supported Video.

75.6% 76.1%

Weekly Avg. Hours+Minutes/day with Ad-Supported
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Reached: 109,012 924,208
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P21+ (Where bought wine past 30 days: Liquor/beer/wine store OR Where bought liquor past 30 days: Liquor/beer/wine store OR Where bought beer past 30 days: Liquor/beer/wine store)



695,181 or 66.1% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE
watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening, Local
News - Morning, National/Network News, Comedies, and Dramas.

Local TV Station Programs (Persons & % Reach): Adults 21 or older
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190,036 or 76.7% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE
watch Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Morning, Local News -
Evening, Sports, Game Shows, Comedies, and Movies.

Local TV Station Programs (Persons & % Reach): Adults 21 or older
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100,030 or 69.4% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE
watch Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Local News -
Morning, Movies, Local News - Late, Dramas, and Sports.

Local TV Station Programs (Persons & % Reach): Adults 21 or older
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Top VIDEO Media reaching MSP Metro
P21+ who Buy Adult Bevs w/in 5-mi
of a TOTAL WINE & MORE.

Map  sateliite

VIOSINNIN——
NISNOOSIM
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Mg,
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Google

MINNEAPOLIS-ST. PAUL (User Defined Survey Area)
SCARBOROUGH R2 2024: JUL23-AUG24
ADULTS 21+

WHO | am Looking At

(Wheare bought wine past 30 days: Liguorbeariwine store OR Where
baught liquor past 30 days: Liquor/bear/wine store OR Where bought
beer past 30 days: Liquor/bear/wine store)

WHAT | Want o Know Aboul Them Target Persons® % of Targat Index

Video sireaming services/apps used past 30 days: Metflix 745,632 T0.9% 10
Video sireaming services/apps used past 30 days: Amazon Prime Video 627 879 59.T% 13
Video sireaming services/apps used past 30 days: YouTube (frea) 539,834 51.3% 108
Broadeast stations watched past 7 days: FOX (KMSP, channel 9) 503,753 47 9% 108
Broadcast stations walched past 7 days: CBS (WCCO, channel 4) 487 517 46.4% 108
Video sireaming services/apps used past 30 days: Hulu/Mulu + Live TV 481,534 45 8% 107
[any Hulu}

Broadcast stations walched paslt 7 days: NBC (KARE, channel 11) 481,370 43.9% 12
Video sireaming senvices'apps used past 30 days: Hulu 446, 260 42 4% 108
Broadcast stations walched pasl 7 days: ABC (K5TP, channel 5) 439 793 41.8% 108
Video sireaming services/apps used past 30 days: Disney+ 361,832 34 4% 108
Video sireaming services/apps used past 30 days: Max 325,628 31.0% 13
Video sireaming services/apps used past 30 days: Peacock 318,119 30.3% 115
Video sireaming services/apps used past 30 days: Paramouni+ 284,236 25.1% 112
Cable networks watched past 7 days: ESPN 242 55 23.0% 13
Broadcast stations walched past 7 days: PBS TPT (KTCA, channal 2) 222 811 21.2% 124
Video sireaming services/apps used past 30 days: Apple TV+ 219,435 20.9% 121
Cable networks walched past T days: CHM 184,695 15.7% 128
Cable networks watched past 7 days: Food Metwork 130,387 12 4% 12
Video sireaming services/apps used past 30 days: Tubi 127 347 12.1% 108
Video streaming services/apps used past 30 days: ESPN+ 125,786 12.0% 134
Cable netwarks walched past T days: Discovery Channel 124,704 11.8% 10
Video sireaming services/apps used past 30 days: Pluto TV 108,452 10.3% 13
Cable netwarks walched past T days: HGTV 105,220 10.0% 10
Video sireaming services/apps used past 30 days: The Roku Channal 101,408 9.6% ar
Cable netwarks walched past T days: FOX News Channel 99 416 9.5% 128
Cable networks walched past 7 days: Bally Sporis Netwaork 598,442 9.4% 127
Cable netwarks walched past T days: Bally Sports Morth 98 442 9.4% 128
Cable networks watched past T days: ESPNZ 53,783 B.9% 148
Cablae netwarks walched past T days: Hislory 91,016 BT% a9
Cable networks watched past 7 days: FX B9.175 B.5% 102
Cable netwarks walched past 7 days: TNT BE, 547 82% 118
Cable networks watched past 7 days: USA 85,801 8.2% 129

Custom Geo = 55117; 55418; 55337 55124; 55125; 55448; 55104; 55113; 55416; 55428; 55122; 55345; 55426; 55423; 55446; 55128; 55129; 55433; 55106; 55311; 55408; 55420; 55343; 55414; 55369; 55413; 55378; 55415; 55431; 55305; 55347; 55119; 55317; 55410; 55447; 55421; 55443; 55419; 55406; 55112; 55442; 55126;
55304; 55437; 55075; 55438; 55427; 55441; 55445; 55044; 55422; 55103; 55303; 55123; 55316; 55417; 55318; 55344; 55346; 55435; 55391; 55331; 55405; 55434; 55401; 55118; 55436; 55306; 55424; 55150; 55121; 55116; 55454; 55439; 55429; 55120; 55108; 55379; 55372; 55107; 55404; 55016; 55411; 55327; 55403; 55425;
55077; 55432; 55068; 55114; 55455; 55042; 55105; 55444; 55340; 55409; 55127; 55109; 55076; 55356; 55386; 55374; 55412; 55001; 55407; 55402
P21+ (Where bought wine past 30 days: Liquor/beer/wine store OR Where bought liquor past 30 days: Liquor/beer/wine store OR Where bought beer past 30 days: Liquor/beer/wine store)



Top VIDEO Media reaching STL Metro
P21+ who Buy Adult Bevs w/in 5-mi
of a TOTAL WINE & MORE.

L Map

Total
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¥

ST. LOUIS (User Defined Survey Area)
SCARBOROUGH R2 2024: JUL23-AUGZ24

ADULTS 21+

WHO | am Looking Al

(Where bought wine past 30 days: Liquor/beer'wine store OR Where
bought liquor past 30 days: Liquor/bear/wine store OR Where bought
beer past 30 days: Liquor/beear/wine slore)

WHAT | Wanit to Know About Them Target Persons* % of Targat Index

Broadcast stations walched past 7 days: CBS (KMOV, channel 4) 161,315 65.1% 127
Broadcast stations watched past 7 days: MBC (KSDK, channel 5) 140,551 56.T% 130
Broadcast stations walched past 7 days: FOX (KTVI, channel 2) 128,812 52.0% "7
Video sireaming services/apps used pasl 7 days: Nelflix 123,848 50.0% 102
Broadcast stations walched past 7 days: ABC (KDML, channal 30) 117,065 47 2% 140
Video sireaming services/apps used past 7 days: Amazon Prima Video 599 521 40.1% 104
Cable networks walched past T days: ESPN 79,462 32 1% 136
Video sireaming services/apps used past 7 days: Hulu'Hulu + Live TV 71.834 29.0% an
(any Hulu)

Video sireaming services'apps used past 7 days: Hulu 65,788 26.5% Ba
Video sireaming services'apps used past 7 days: YouTube (free) 61,492 24 8% T4
Cable networks walched past T days: Bally Sports Metwark 60,898 24 6% 1
Cabla natworks watched past T days: Bally Sports Midwest 60,320 24.3% 138
Broadcast stations walched past 7 days: PBS (KETC, channal 9) 58 683 23 T% 109
Video sireaming services/apps used past 7 days: Max 57,840 232% 100
Video sireaming services'apps used past 7 days: Disnay+ 54,935 22 2% a3
\ideo sireaming services/apps used pasl 7 days: Paramount+ 53,843 21.8% 123
Broadcast stations walched past 7 days: CW (KPLR, channeal 11) 50,974 20.6% 168
Video sireaming services/apps used past 7 days: Apple TV+ 45,453 18.3% 139
Cable networks walched past T days: FX 45,05 18.2% 149
Cabla natworks watched past 7 days: AMC 43,580 17.6% 139
Cable networks walched past T days: HGTV 43 434 17 5% 138
Video sireaming services'apps used pasl 7 days: Peacock 42 M7 16.9% B4
Cabla networks walched past T days: CHNN 41,222 16.6% 133
Cabla networks watched past T days: Discovery Channed 39,164 15.8% 114
Cable networks walched past T days: FOX Sports 1 r 438 15.1% 157
Cabla networks walched past T days: ESPN2 36, 757 14 8% 137
Cabla networks walched past T days: Hislory 34 310 13.8% 108
Cabla natworks watched past 7 days: FOX Mews Channel 33,011 13.3% 12
Cable networks walched past T days: Food Nabwork 3277 13.2% 148
Cable networks watched past 7 days: USA 32,360 13.1% 138
Cable networks walched past T days: TNT 32,018 12.9% 128
Cabla networks walched past T days: CBS Sporis Mebwork 31,964 12.9% 175

Custom Geo = 63376; 63017; 63122, 63021, 63119; 63130; 63368; 62269; 63304, 63109; 63011, 63139; 63123; 63114; 62226; 63105, 63116, 62208, 63366, 63112; 63367; 63110; 63141, 62232, 63124, 63131, 63108; 63005; 63143; 63026, 63132, 62223; 63144; 63133; 63126; 63088; 62221, 62203, 63040; 63117; 62234; 62220;

63113; 63385; 63121; 63146, 63127; 63038, 63049; 63303; 63025; 62204, 63341
P21+ (Where bought wine past 30 days: Liquor/beer/wine store OR Where bought liquor past 30 days: Liquor/beer/wine store OR Where bought beer past 30 days: Liquor/beer/wine store)



Total?
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& MORE

WPB

WEST PaLM BEACH-BOCA RATOM (User Defined Survey Area)
SCARBOROUGH R2 2024: AUGZ3-AUGZ4
ADULTS 21+

WHO | am Looking Al

(Where bought wine past 30 days: Liguornbean'wine store OR Where
bought iquor past 30 days: Liquorbear/wine store OR Where bought
beer past 30 days: Liquor/bear/wine slore)

WHAT | Want to Know About Them Target Persons*® % of Targat Index

’ Broadcast stalions walched past 7 days: ABC (WPBF, channel 25) 76,408 53.0% 111
Broadcast stalions walched past 7 days: CBS (WPEC, channal 12) 71,118 49 3% ag
Broadcast stalions walched past 7 days: NBC (WPTV, channel 5) 67,759 47 0% 114

Top VIDEO Media reaching WPB Metro o svsaring sonscenoppe ead gt doge Nt ot eos o e

P21+ who Buy Adult Bevs w/in 5-mi
of a TOTAL WINE & MORE.

Map

Google

Satellite g

Boca Raton.
The Bocs

o
8

Video streaming services/apps used past 7 days: Amazon Prime Video 59 683 41.4% 138
Video streaming services/apps used past 7 days: YouTube (freea) 45444 31.5% 106
Cable netwarks walched past T days: ESPN 36, 256 25 1% B9
Cable netwarks walched past T days: HBO M TTT 24 1% 122
Cable networks walched past 7 days: AERE 34,023 23.6% 128
Cable networks walched past T days: FOX Mews Channel 31,838 22 1% 94
Broadcast stations walched past 7 days: PBS (WXEL, channel 42) 31,408 21.8% 108
Cable networks walched past T days: Food Metwork 28 818 20.1% 140
Cable networks walched past T days: History 28 682 19.9% 101
Video streaming services/apps used past 7 days: Huluw'Hulu + Live TV 28 588 19.8% 135
(any Hulu)
Video streaming services/apps used past 7 days: Peacock 28,307 19.6% 138
Cable networks walched past T days: Bravo 27 688 19.2% 166
Cable networks walched past T days: CNN 26 5986 18.T% B4
Video streaming services/'apps used past 7 days: Hulu 26 574 18.4% 135
Cable networks walched past T days: USA 26,291 18.2% 107
Cable networks walched past T days: TBS 25,388 17.6% 101
Cable networks walched past T days: BET 25 285 17 5% 2689
Broadcast stalions walched past 7 days: 10N (WPXP, channel 67) 24 379 16.9% 144
Cablae netwarks watched past T days: VH1 21 565 15.0% 245
Cabla netwarks walched past T days: Lifetime 20,522 14.2% 130
Video sireaming services/apps used past 7 days: Paramount+ 20,502 14.2% 125
Video streaming services'apps used past 7 days: Max 20,372 14.1% 110
Cable networks walched past T days: Mational Geographic 19,8907 13.8% 131
’ Cable networks walched past T days: CNBC 19,884 13.8% B4
w Video streaming services'apps used past 7 days: Disnay + 18,772 13.0% 110
t Cable networks walched past T days: NFL Nebwark 18,556 12.8% 171
*************** s Cable networks walched past T days: MSNBC 17,969 12.5% a1

Custom Geo = 33410; 33403; 33404; 33408; 33407; 33414, 33411; 33449; 33426; 33436, 33435; 33462; 33437; 33463; 33431, 33486; 33433; 33432; 33434; 33487; 33496
P21+ (Where bought wine past 30 days: Liquor/beer/wine store OR Where bought liquor past 30 days: Liquor/beer/wine store OR Where bought beer past 30 days: Liquor/beer/wine store)
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777,680 or 74.% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE use
Ad-Supported Social Media for an average of 123.5 minutes every day representing 21.1% of all time
spent daily with Ad-Supported Digital Media.

Avg. Week All Digital (Persons & % Reach): Adults 21 or older Avg. Day All Digital (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older
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'I'otal' 190,244 or 76.7% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE use
w .h sn Ad-Supported Social Media for an average of 115.7 minutes every day representing 21.9% of all time

‘Iﬂ‘s spent daily with Ad-Supported Digital Media.
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103,898 or 72.1% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE use
Ad-Supported Social Media for an average of 119.1 minutes every day representing 19.9% of all time
spent daily with Ad-Supported Digital Media.
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Avg. Week All Social Media (Persons & % Reach): Adults 21 or older Avg. Day All Social Media (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older
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777,680 or 74.% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE use
Ad-Supported Facebook for an average of 42.2 minutes every day representing 34.1% of all time
spent daily with Ad-Supported Social Media.
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190,244 or 76.7% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE use
Ad-Supported Facebook for an average of 41.8 minutes every day representing 36.2% of all time
spent daily with Ad-Supported Social Media.
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‘I'otal' 103,898 or 72.1% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE use
Wo o ( wpn Ad-Supported Facebook for an average of 38.9 minutes every day representing 32.7% of all time
&Iﬂs spent daily with Ad-Supported Social Media.
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777,680 or 74.% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE use
Ad-Supported Facebook for an average of 42.2 minutes every day representing 34.1% of all time
spent daily with Ad-Supported Social Media.
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TOtaI 190,244 or 76.7% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE use
Ine b= sn Ad-Supported Facebook for an average of 41.8 minutes every day representing 36.2% of all time
2 MORE spent daily with Ad-Supported Social Media.
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® Share of Everything
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63113; 63385; 63121; 63146, 63127, 63038; 63049; 63303; 63025, 62204, 63341
P21+ (Where bought wine past 30 days: Liquor/beer/wine store OR Where bought liquor past 30 days: Liquor/beer/wine store OR Where bought beer past 30 days: Liquor/beer/wine store)



103,898 or 72.1% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE use
Ad-Supported Facebook for an average of 38.9 minutes every day representing 32.7% of all time
spent daily with Ad-Supported Social Media.

Weekly 72.1% . Avg. Hours+Minutes/day with Ad-Supported
Reach % 69.3% Social Media: Adults 21 or older

"Share of Ad-Supported Social Media"

wiss  IECH

who Buy Adult Bevs w/in WPB
5-mi of a TOTAL WINE &
MORE

48.8%

% of Weekly

32.1%

0,
28.2% 26.6%

23.0% 23.6% 23.1%

20.3%

18.6% 18.0%

10.6% 11.3%

Weekly
Total
Persons

A5

4.3%

3.2%

[ |
Reached: 103,808 842,052 45,444 406,302 70,415 550,959 33,756 342,760 46,240 344,298 33,185 286,304 29,287 221,728 38,341 225,272 25,922 280,823 15,350 137,187
Average Facebook YouTube Video Instagram TikTok LinkedIn X (Formerly Pinterest Reddit WhatsApp Snapchat
Daily Minutes n . n
Using Ad-Sup; Twitter )
B who uy dult Bevs w/in 5-mi of a [ |
wes Metro Scarborough R2 2024: Aug23-Aug24 Qual Intab 140  WEST PALM BEACH-BOCA RATON Metro Scarborough R2 2024: Aug23-Aug24 Qual Intab 1,335 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved. soeﬁ. for Anything _ @
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P21+ (Where bought wine past 30 days: Liquor/beer/wine store OR Where bought liquor past 30 days: Liquor/beer/wine store OR Where bought beer past 30 days: Liquor/beer/wine store)



Top Digital Media reaching MSP Metro
P21+ who Buy Adult Bevs w/in 5-mi
of a TOTAL WINE & MORE.

Map  sateliite

VLOSINNIN 5
NISNOOSIM

2
N

Mg,
st

Google

MIMNNEAPOLIS-ST. PAUL (User Defined Survey Area)
SCARBOROUGH R2 2024: JUL23-AUG24
ADULTS 21+

WHO | am Looking At

(Where bought wine past 30 days: Liquorbeeriwine store OR Where
bought liquor past 30 days: Liquor/bear/wine slore OR Where bought
beer past 30 days: Liquor/beariwine slore)

WHAT | Want to Know About Them
Search apps or websiles used or visited past 30 days: Google
Social media apps or websiles used or visited past 30 days: Facebook

Traffic/Transportation™Weather apps or websiles used or visited past 30
days: Google Maps

Social media apps or websites used or visited past 30 days: Instagram

Traffic/Transportationeather apps or websiles used or visited past 30
days: The Wealher Channel

Newspaper/ TWV/Cable websites visited/apps used past 30 days:
Minneapolis Star Tribune

Social media apps or weabsiles used or visited past 30 days: Linkedlin
Search apps or websiles used or visited past 30 days: Wikipedia

Lifestyle/Entertainment apps or websiles used or visiled past 30 days:
Zillow

Newspaper/TVICable websiles visiled/apps used past 30 days: Xfinily

Nenwspaper/TVICable websites visited'apps wsed past 30 days: KARE11.

com/KARE NBC
Social media apps or websites used or visited past 30 days: Reddit

Nenwspaper/TVICable websites visiled'apps used past 30 days:
CBSMinnesola.comMCCO.com/WCCD CBS

Social media apps or websites used or visited past 30 days: TikTok

Social media apps or wabsites used or visited past 30 days: X (formerly
Twilter)

TrafficTransportation™eather apps or websiles used or visited past 30
days: AccuWaather

TrafficTransportation™eather apps or websiles used or visited past 30
days: Apple Maps

Lifestyle/Entertainment apps or websiles used or visiled past 30 days:
MNextdoor

Newspaper/TV/Cable websiles visiled'apps used past 30 days: Fox8.
comKMSP FOX

Social media apps or websites used or visited past 30 days: Snapchat
Social media apps or websiles used or visited past 30 days: Pinlerest

Lifestyle/Entertainmeant apps or websites used or visited past 30 days:
Allrecipes

Lifestyle'Entertainment apps or websites used or visited past 30 days:
IMDbE

Search apps or websiles used or visited past 30 days: Bing

Target Persons® % of Targat Index
917,439 87 2% 100
TBEG 447 T4 8% 96
758,322 T21% a7
517,758 49.2% a7
478,906 45.5% 108
456,045 43 4% 116
381,693 T 2% 102
338 860 322% 103
310,227 29.5% 110
285,396 28.1% 105
282 B85 26.9% 98
281,112 26.T% 103
264,209 251% 110
255 484 24.3% 88
253,381 241% an
253 334 24 1% 23
242 327 23.0% 101
241,157 229% 106
234 451 22.3% 107
224 B89 21.4% 23
224 385 21.3% a2
223,935 21.3% 98
222 755 212% 116
220,978 21.0% 98

Custom Geo = 55117; 55418; 55337 55124; 55125; 55448; 55104; 55113; 55416; 55428; 55122; 55345; 55426; 55423; 55446; 55128; 55129; 55433; 55106; 55311; 55408; 55420; 55343; 55414; 55369; 55413; 55378; 55415; 55431; 55305; 55347; 55119; 55317; 55410; 55447; 55421; 55443; 55419; 55406; 55112; 55442; 55126;
55304; 55437; 55075; 55438; 55427; 55441; 55445; 55044; 55422; 55103; 55303; 55123; 55316; 55417; 55318; 55344; 55346; 55435; 55391; 55331; 55405; 55434; 55401; 55118; 55436; 55306; 55424; 55150; 55121; 55116; 55454; 55439; 55429; 55120; 55108; 55379; 55372; 55107; 55404; 55016; 55411; 55327; 55403; 55425;
55077; 55432; 55068; 55114; 55455; 55042; 55105; 55444; 55340; 55409; 55127; 55109; 55076; 55356; 55386; 55374; 55412; 55001; 55407; 55402
P21+ (Where bought wine past 30 days: Liquor/beer/wine store OR Where bought liquor past 30 days: Liquor/beer/wine store OR Where bought beer past 30 days: Liquor/beer/wine store)



Total?
Wine

& MORE
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Top Digital Media reaching STL Metro
P21+ who Buy Adult Bevs w/in 5-mi
of a TOTAL WINE & MORE.

{ Map satellite sanor
f=

ST. LOUIS (User Defined Survey Area)
SCARBOROUGH R2 2024: JUL23-ALG24
ADULTS 21+

WHO | am Looking Al

(Where bought wine past 30 days: Liquorbeeriwing store OR Whare
bought liquor past 30 days: Liquonbear/wine slore OR Wheare bought
beer past 30 days: Liquor/beer/wine slore)

WHAT | Want to Know About Them Target Persons® % of Targat Induex
Search apps or websites used or visited past 30 days: Google 229 887 92 8% 102
Social media apps or websites used or visited past 30 days: Facebook 210,207 B4 B% 111
TrafficTransportationWeather apps or websiles used or visiled past 30 182,800 T3.T% 103
days: Google Maps
Social media apps or websites used or visited past 30 days: Instagram 143197 57 8% 122
Menwspaper/ TVICable websiles visited'apps used past 30 days: 5. Louis 129,968 52.4% 131
Past-Dispatch/STLToday.com
MNewspaper/TV/ICable websites visited/apps used past 30 days: KMOV. 108,935 44 0% 121
com/KMOV CBS
TrafficTransportationWeather apps or websiles used or visiled past 30 107 878 43 5% 106
days: The Wealher Channel
MNewspaper/ TVICable websites visited/apps used past 30 days: KSDK. 105, 761 42 T% 130
comKSDK NBC
Social media apps or wabsiles used or visiled past 30 days: Linkedin 87,107 39.2% 115
MNewspaper/ TVICable websites visited/apps used past 30 days: B& 353 35.6% 129
Spectrum/Charter
Mewspaper/TVICable websites visiled'apps used past 30 days: B&,971 35.1% 125
FOXENow com KTV FOX
Search apps or websites used or visited past 30 days: Wikipedia B2,670 33.3% a8
Lifestyle/Entartlainment apps or websiles used or visiled past 30 days: 78,451 31.6% 119
Zillow
Social media apps or websites used or visited past 30 days: X (formerly 75,087 30.3% 138
Twitter)
Social media apps or websites used or visited past 30 days: TikTok 74 365 30.0% 104
Social media apps or websites used or visited past 30 days: Reddit 72,373 29.2% 107
Social media apps or websites used or visited past 30 days: Pinleresl 66,558 26.8% 121
TrafficTransporiationWeather apps or websiles used or visited past 30 58,070 23.8% a2
days: AccuWeather
Lifestyle/Entariainment apps or websiles used or visiled past 30 days: 57,796 23.3% 123
IMDi
Lifestyle/Entartainment apps or websites used or visiled past 30 days: 57,254 23.1% 137
‘Yahoo!
Lifestyle/Enteriainment apps or websiles used or visiled past 30 days: 55,9684 22 6% 115
Mextdoor
Media/Sports apps or websites used or visited past 30 days: ESPN 53,674 21.68% 135
Media/Sporis apps or websites used or visiled past 30 days: 5. Louis 50,430 20.3% 125
Cardinals

Custom Geo = 63376; 63017; 63122, 63021, 63119; 63130; 63368; 62269; 63304, 63109; 63011, 63139; 63123; 63114; 62226; 63105, 63116, 62208, 63366, 63112; 63367; 63110; 63141, 62232, 63124, 63131, 63108; 63005; 63143; 63026, 63132, 62223; 63144; 63133; 63126; 63088; 62221, 62203, 63040; 63117; 62234; 62220;
63113; 63385; 63121; 63146, 63127; 63038, 63049; 63303; 63025; 62204, 63341
P21+ (Where bought wine past 30 days: Liquor/beer/wine store OR Where bought liquor past 30 days: Liquor/beer/wine store OR Where bought beer past 30 days: Liquor/beer/wine store)



Total?
Wine

& MORE

WPB

WEST PALM BEACH-BOCA RATON (User Defined Survey Area)
SCARBOROUGH R2 2024: AUG23-AUG24
ADULTS 21+

WHO | am Looking Al

(Where bought wine past 30 days: Liguorbeanwine store OR YWhere
bought liquor past 30 days: Liquorbeer/wine slore OR Where bought
beer past 30 days: Liquor/bear/wine store)

WHAT | Want o Know About Them Target Persons* % of Targat Index

’ Saarch apps or websiles used or visited past 30 days: Google 121,845 B4 6% a5
Social media apps or websiles used or visited pasl 30 days: Facebook 108,110 T5.T% a8
TrafficTransportationWeather apps or websiles used or visited past 30 106,157 T3.6% a9

days: Google Maps

Top Digital Media reaChing WPB Metro Social media apps or websites used or visited past 30 days: Instagram 80,996 56.2% 108

Lifestyle/Enterlainment apps or websiles used or visiled past 30 days: 63,107 43 8% 136

P2 1+ W h O B uy Ad u It Bevs W/in 5-mi :::.::;IHWFCEHE websites visited/apps used past 30 days: Xfinity 57 420 39.8% 106

of a TOTAL WINE & MORE.

Map

Google

Satellite g

Boca Raton.
The Bocs

o
8

Social media apps or websiles used or visited past 30 days: Linkedln 49 613 34 4% 104
TrafficTransportationWeather apps or websiles used or visited past 30 49,025 34.0% a1
days: The Wealther Channel
Saarch apps or websiles used or visited past 30 days: Wikipadia 46 567 32.3% 78
Lifestyle/Enteriainment apps or websites used or visited past 30 days: 45,088 31.3% 103
Zillow
TrafficTransportationWeather apps or websiles used or visited past 30 44 640 31.0% a7
days: Waze
Social media apps or websiles used or visited past 30 days: Reddit 42 724 29.3% 125
TrafficTransportationfWeather apps or websiles used or visited past 30 42 166 29.2% 12
days: AccuWeather
Media/Sports apps or websiles used or visiled past 30 days: FOXMews 40 367 28.0% 129
Mewspaper/TVICable websiles visiled'apps used past 30 days: WPTV 5 40,13 27 8% 118
Saarch apps or websites used or visited past 30 days: Bing 40,072 27 8% 126
Social media apps or websites used or visited past 30 days: X (formerly 37 87T 26.3% 121
Twitler)
Mewspaper/TVICable websites visiled/apps used past 30 days: Palm 37,034 25.T% 128
Baach Post
Media/Sports apps or websiles used or visiled past 30 days: ESPN 35,784 25.5% 139
Lifestyle/Enteriainment apps or websites used or visiled past 30 days: 35,835 24.T% 12
IMDE
Social media apps or websiles used or visited past 30 days: Pinlerest 34,225 23.T% a8
Social media apps or websiles used or visited past 30 days: TikTok 33,756 23.4% B
Mewspaper/TVICable websites visiled'apps used past 30 days: WPBF 25 31,082 21.6% 111
L Mewspaper/ TVICable websiles visiled'apps used past 30 days: Sun 29 871 20.T% 129
F Santinal
= Lifestyle/Enteriainment apps or websites used or visiled past 30 days: 29, 732 20.6% BB
,,,,,,,,,,,,,,,,,, e ¥ahoal

Custom Geo = 33410; 33403; 33404; 33408; 33407; 33414, 33411; 33449; 33426; 33436, 33435; 33462; 33437; 33463; 33431, 33486; 33433; 33432; 33434; 33487; 33496
P21+ (Where bought wine past 30 days: Liquor/beer/wine store OR Where bought liquor past 30 days: Liquor/beer/wine store OR Where bought beer past 30 days: Liquor/beer/wine store)
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 82,031;
Local Radio: 53,288; Social Media: 50,729; Local TV: 26,502; Non-Prem. Cable: 23,269
reaching Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MO

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL
WINE & MORE
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* Share of Ewverything

Custom Geo = 55117; 55418; 55337; 55124; 55125; 55448; 55104; 55113; 55416; 55428; 55122; 55345; 55426; 55423; 55446; 55128; 55129; 55433; 55106; 55311; 55408; 55420; 55343; 55414; 55369; 55413; 55378; 55415; 55431; 55305; 55347; 55119; 55317; 55410; 55447; 55421; 55443; 55419; 55406; 55112; 55442; 55126;
55304; 55437; 55075; 55438; 55427; 55441; 55445; 55044; 55422; 55103; 55303; 55123; 55316; 55417; 55318; 55344; 55346; 55435; 55391; 55331; 55405; 55434; 55401; 55118; 55436; 55306; 55424; 55150; 55121; 55116; 55454; 55439; 55429; 55120; 55108; 55379; 55372; 55107; 55404; 55016; 55411; 55327; 55403; 55425;
55077; 55432; 55068; 55114; 55455; 55042; 55105; 55444; 55340; 55409; 55127; 55109; 55076; 55356; 55386; 55374; 55412; 55001; 55407; 55402
P21+ (Where bought wine past 30 days: Liquor/beer/wine store OR Where bought liquor past 30 days: Liquor/beer/wine store OR Where bought beer past 30 days: Liquor/beer/wine store)
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 18,781;
Local Radio: 13,741; Social Media: 12,825; Local TV: 7,597; Non-Prem. Cable: 7,320
reaching Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE
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* Share of Ewverything

Custom Geo = 63376; 63017; 63122, 63021, 63119; 63130; 63368; 62269; 63304; 63109; 63011, 63139; 63123; 63114; 62226; 63105, 63116; 62208; 63366; 63112; 63367, 63110; 63141; 62232; 63124, 63131, 63108; 63005; 63143; 63026, 63132; 62223; 63144; 63133, 63126, 63088; 62221; 62203; 63040; 63117; 62234; 62220;
63113; 63385; 63121; 63146, 63127, 63038; 63049; 63303; 63025, 62204, 63341
P21+ (Where bought wine past 30 days: Liquor/beer/wine store OR Where bought liquor past 30 days: Liquor/beer/wine store OR Where bought beer past 30 days: Liquor/beer/wine store)




M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 9,423; Local
Radio: 7,725; Social Media: 5,721; Non-Prem. Cable: 4,242; Local TV: 3,663 reaching
Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE.
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Custom Geo = 33410; 33403; 33404, 33408; 33407; 33414; 33411, 33449; 33426; 33436; 33435; 33462, 33437, 33463; 33431; 33486, 33433, 33432, 33434; 33487; 33496
P21+ (Where bought wine past 30 days: Liquor/beer/wine store OR Where bought liquor past 30 days: Liquor/beer/wine store OR Where bought beer past 30 days: Liquor/beer/wine store)




Total
Wine"

& MORE

B>

943,335 or 89.7% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE
spend an average of 46.5 minutes per day driving, seeing Billboards and Signs. 66.9% Listen to Local
Radio Stations Out-of-Home for an average of 40.5 minutes/day.

Top-13 Out-of-Home Media (Persons & % Reach): Adults 21 or older

(Average week)
Grocery Stores

Billboards & Signs (Weekly Drivers)

‘Walking in Towns, Cities, Downtown...

AM/FM Radio

Gas Stations/Convenience Stores
Shopping Malls

Restaurants & Bars

Podcasts

Spotify

Drug Stores

SiriusXm

Movie Theaters

Retail Stores

Total Persons: % Time

06 64, 8%

Avg. Hours+Minutes/day with Out-
of-Home Media: Adults 21 or older

T -
Usage %:

who Buy Adult Bevs w/in MsP
5-mi of a TOTAL WINE &
MORE
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P

b} + 0

(ssss5 [ 12008

m who Buy Adult Bevs wyfin 5-mi of a TOTAL WINE & MORE

u MSP

Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older
spenc (Avscage 00y

Billboard

AM/FM Radio

Walking in Towns,
Cities, Downtown
Areas
23.4

Shopping Malls

Billboards & Signs (Weekly

Retail
Stores

AM/FM Radio
43.9

Walking in Towns,
Cities, Downtown

Areas Shopping Malls

Grocery
Stores

Retail
Stores Sp
7.4

m who Buy Adult Bevs w/fin 5-mi of a TOTAL WINE & MORE

m MSP

Top-13 Ad-Supported Out-of-Home Media (Persons & % Reach): Adults 21 or older

(Average Week)
Grocery Stores

Billboards & Signs (Weekly Drivers)
‘Walking in Towns, Cities, Downtown...
AM/FM Radio

Gas Stations/Convenience Stores
Shopping Malls

Restaurants & Bars

Podcasts

Drug Stores

Movie Theaters

Retail Stores

YouTube Music

Health Clubs/Gyms

M5P

Metro

Total Persons:
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PR — Wil
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asioay 1 150

Avg. Hours+Minutes/day with Ad-
Supported Out-of-Home Media:
Adults 21 or older
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Top-13 Ad-Supported Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older

Avﬂ'ﬁ Dﬂﬂ
Walking in Towns, Walking in Towns,
Cities, Downtown Cities, Downtown
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23.4 209 17.5
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W
Health Clubs/ | Theat: Health Clubs/ 1},
Gyms 1: Gyms
15.8 15.3
Retail YouT...
Store 3
Restaurants & 7.4
AM/FM Radio AM/FM Radio Bars "
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TOtaI' < 234,971 or 94.8% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE
w'ne }hg srl spend an average of 66.6 minutes per day driving, seeing Billboards and Signs. 73.5% Listen to Local

& MORE Radio Stations Out-of-Home for an average of 38.5 minutes/day.
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134,198 or 93.1% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE
spend an average of 47.5 minutes per day driving, seeing Billboards and Signs. 69.5% Listen to Local
Radio Stations Out-of-Home for an average of 41.1 minutes/day.
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943,335 or 89.7% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE spend an

average of 46.5 minutes per day driving, seeing Billboards and Signs representing 32.1% of all Time Spent
with Ad-Supported Out-of-Home Media.
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Total' . 234,971 or 94.8% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE spend an
wine. }E “ average of 66.6 minutes per day driving, seeing Billboards and Signs representing 41.7% of all Time Spent
& MORE with Ad-Supported Out-of-Home Media.
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Total' 134,198 or 93.1% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE spend an
Wine. wpn average of 47.5 minutes per day driving, seeing Billboards and Signs representing 34.1% of all Time Spent
& MORE with Ad-Supported Out-of-Home Media.
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943,335 or 89.7% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE
spend an average of 46.5 minutes per day driving an average of 27.1 miles each day and are 57.9%
more likely to use Hennepin Avenue than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adulis 21 or older

1-35W south of 1-94
1-94 west of 1-35W
1-494 west of I-35W
1-35W north of 1-94
1-94 east of I-35W
1-494 east of 1-35W
1-694 west of I-35W
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us 10
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Hennepin Avenue

US 169 south of I-394
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Snelling Avenue

MN 55

Lake Street

1-694 east of 1-35W
MN 7

MN 65 (Central Avenue)
County Road 42

MN 77 (Cedar Avenue)
MN 47 (University Avenue)
MN 36

us 52
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234,971 or 94.8% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE
spend an average of 66.6 minutes per day driving an average of 38.8 miles each day and are 89.3%
more likely to use Manchester Road/Highway 100 than the Metro avera

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adulis 21 or older
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Avg. Hours+Minutes/day Driving:

Top-26 Residential Zip Codes: Adults 21 or older
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P21+ (Where bought wine past 30 days: Liquor/beer/wine store OR Where bought liquor past 30 days: Liquor/beer/wine store OR Where bought beer past 30 days: Liquor/beer/wine store)
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134,198 or 93.1% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE
spend an average of 47.5 minutes per day driving an average of 27.6 miles each day and are 62.6%
more likely to use Gateway Blvd than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 21 or older
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Custom Geo = 33410; 33403; 33404; 33408; 33407; 33414; 33411, 33449; 33426; 33436; 33435; 33462, 33437; 33463; 33431; 33486, 33433, 33432; 33434; 33487; 33496

Top-26 Residential Zip Codes: Adults 21 or older

_ 19.10%
6.71%

[T 11.87%
33426 0 1 2.51%

Top-26 Employment Zip Codes: Adults 21 or older
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P21+ (Where bought wine past 30 days: Liquor/beer/wine store OR Where bought liquor past 30 days: Liquor/beer/wine store OR Where bought beer past 30 days: Liquor/beer/wine store)
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502,838 or 47.8% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 10.5 minutes every day representing
36.7% of all time spent daily with All forms of Print Media.

Avg. Week All Print Medla (Persons & % Reach): Adults 21 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older
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Avg. Week Ad-Supported All Print Media (Persons & % Reach): Adults 21 or older Avg Day Ad-Supported Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older
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P21+ (Where bought wine past 30 days: Liquor/beer/wine store OR Where bought liquor past 30 days: Liquor/beer/wine store OR Where bought beer past 30 days: Liquor/beer/wine store)
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105,821 or 42.7% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 9.8 minutes every day representing 31.1%
of all time spent daily with All forms of Print Media.

Avg. Week All Print Media (Persons & % Reach): Adults 21 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older
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P21+ (Where bought wine past 30 days: Liquor/beer/wine store OR Where bought liquor past 30 days: Liquor/beer/wine store OR Where bought beer past 30 days: Liquor/beer/wine store)
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38,392 or 26.6% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 13.4 minutes every day representing 36.%

of all time spent daily with All forms of Print Media.

Avg. Hours+Minutes/day with All
Print Media: Adults 21 or older
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Top PRINT Media reaching MSP Metro
P21+ who Buy Adult Bevs w/in 5-mi
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¥

MINNEAPOLIS-ST. PALL (User Defined Survey Area)
SCARBOROUGH R2 2024: JUL23-AUG24
ADULTS 21+

WHO | am Looking At

(Where bought wine past 30 days: Liguorbeenwine store DR Where
bought liquor past 30 days: Liquorbear/wine store OR Where bought

beer past 30 days: Liquor/beariwine store)

WHAT | Want o Know About Tham Target Persons®

Integrated Mewspaper Audience: Minneapolis Star Tribune INA 540,339
MNewspapers: Minneapolis Star Tribune (Sunday) 375,229
Newspapears: Minneapolis Star Tribune (Daily) 300,233
Integrated Newspaper Audience: St Paul Pioneer Press INA 239 164
Magazines read past 8 months: Mpls. SUPaul Magazine 197 428
Magazines read past & months: AARP The Magazine 165,188
Newspapears: 5. Paul Pioneer Press (Sunday) 141,708
Newspapers: 51. Paul Pionear Press (Daily) 137,039
Made a purchase as a resull of ads past 3 months: Ads received in the 126,419
mail

MNon-daily newspapers read past 6 months: Minneapolis/St. Paul Business 115,676
Journal

Magazines read pasi & months: Star Tribune Magazine 87 649
Mon-daily newspapers read past & months: Sun Current/Sailor/Post 96,289
Newspapears: Other daily newspaper print edition {Daily) B7.831
Magazines read past & months: Minnesola Monthly B4 948
Magazines read past B months: Midwest Living BO,BO1
Newspapers: Mew York Times (Daily) 74 684
Newspapears: Wall Streel Journal {Daily) 70,128
MNewspapers: Mew York Times (Sunday) 69,174
Newspapers: USA Today (Daily) 63,047
MNewspapers: Other Sunday newspaper print edition (Sunday) 57,185
Magazines read pasi & months: Midwest Home 45 511
MNon-daily newspapers read past 6 months: Sun Thisweak 43,750
MNon-daily newspapers read past 6 months: Anoka County Shopper 39,241
Magazines read past & months: Twin Cities Business 35, 979
Integrated Newspaper Audience: 51 Cloud Times [MA 34 829
Mewspapers: St. Cloud Times (Sunday) 29,279
Newspapears: St. Cloud Times {Daily) 27 585
Non-daily newspapers read past § months: MyVillager 22 852
Magazines read past B months: Artful Living 21,458
Non-daily newspapers read past & months: Marth Mews 14 859
MNon-daily newspapers read past & months: Stillwater Gazelle 8,443

55077; 55432; 55068; 55114; 55455; 55042; 55105; 55444; 55340; 55409; 55127; 55109; 55076; 55356; 55386; 55374; 55412; 55001; 55407; 55402
P21+ (Where bought wine past 30 days: Liquor/beer/wine store OR Where bought liquor past 30 days: Liquor/beer/wine store OR Where bought beer past 30 days: Liquor/beer/wine store)

% of Target
51.4%
35.7T%
28.6%
22.T%
18.8%
15.7%
13.5%
13.0%
12.0%

11.0%

9.3%
9.2%
B.4%
B.1%
T.T%
T 1%
6.T%
G6.6%
6.0%
5.4%
4.3%
4. 2%
3.T%
3.4%
3.3%
2.8%
2.6%
22%
2.0%
1.4%
0.8%

Index

117
116
"7
116
118
100
108
120
107

134

144
130
135
125
127
104
109

B9
113
109
148
125
113
128
110
108
110
126
143
153
123



Total?
Wine

& MORE

oll

Top PRINT Media reaching STL Metro
P21+ who Buy Adult Bevs w/in 5-mi
of a TOTAL WINE & MORE.

Satellite

Hoh mdge

Tekakwiba

ST. LOUIS (User Defined Survey Area)
SCARBOROUGH R2 2024: JUL23-AUG24
ADULTS 21+

WHAT | Want o Know About Them
Integrated Mewspaper Audience: Posl-Dispatch |NA
Newspapers: Si. Louis Post-Dispatch (Daily)
Newspapers: Si. Louis Post-Dispatch (Sunday)
MNon-daily newspapers read past & months: Riverfront Times
MNon-daily mewspapers read past & months: 51 Louis Business Journal
MNewspapers: New York Times (Sunday)
Newspapers: Wall Streel Journal (Daily)
Newspapers: Other daily newspaper print edition (Daily)
Mon-daily newspapers read past & months: Webster-Kirkwood Times
Newspapers: Other Sunday newspaper print edition (Sunday)
Mewspapers: USA Today (Daily)
Mewspapers: Belleville News-Democrat (Sunday)
Mewspapers: Mew York Times (Daily)

Made a purchase as a result of ads past 3 months: Ads received in the
mail

MNon-daily newspapers read past & months: 51 Louis American

MNon-daily newspapers read past & months: Newsmagazine (Mid Rivers,

West)

Mon-daily newspapers read past 6 months: Missourian (Washington,
Union, St Clair)

Mon-daily newspapers read past & months: St Louis Call

Mon-daily newspapers read past & months: Jefferson County Leader
MNon-daily newspapers read past & months: West Side Leader
Mon-daily newspapers read past & months: Amald - Imperial Leader

WHO | am Looking Al

(VWhere bought wine past 30 days: Liguorbeeriwine store OR Where
bought liquor past 30 days: Liquor/bear/wine store OF Wheare bought
beer past 30 days: Liquor/bear/wine store)

Target Persons*® % of Target Index

144 214 58.2% 138
79,845 322% 143
9,217 32.0% 124
67511 2T.2% 148
39,728 16.0% 231
33,580 16.0% 132
34 835 14.0% 140
34 288 13.8% 148
31,034 12.5% 138
29,974 12.1% 158
28 699 11.6% 148
28 427 11.5% 126
26,863 10.8% 108
24,544 10.1% B9
23,823 9.6% 165
17,058 6.9% 125
12,712 5.1% 242
5,871 2.4% 130
5487 22% a1
3,592 1.4% 352
2,748 1.1% 100

Custom Geo = 63376; 63017; 63122, 63021, 63119; 63130; 63368; 62269; 63304, 63109; 63011, 63139; 63123; 63114; 62226; 63105, 63116, 62208, 63366, 63112; 63367; 63110; 63141, 62232, 63124, 63131, 63108; 63005; 63143; 63026, 63132, 62223; 63144; 63133; 63126; 63088; 62221, 62203, 63040; 63117; 62234; 62220;
63113; 63385; 63121; 63146, 63127; 63038, 63049; 63303; 63025; 62204, 63341
P21+ (Where bought wine past 30 days: Liquor/beer/wine store OR Where bought liquor past 30 days: Liquor/beer/wine store OR Where bought beer past 30 days: Liquor/beer/wine store)



Wine =1 WPB

& MORE

Top PRINT Media reaching WPB Metro
P21+ who Buy Adult Bevs w/in 5-mi
of a TOTAL WINE & MORE.

Map  Satellite

Google

¥

WEST PALM BEACH-BOCA RATON (User Defined Survey Area)
SCARBOROUGH R2Z 2024: AUGZ3-AUGZ4
ADULTS 21+

WHO | am Looking Al

(Where bought wine past 30 days: Liquorbeeriwine store OR Where
bought liquor past 30 days: Liquorbeariwine store OR Wheare bought
beer past 30 days: Liquor/bear/wine slore)

WHAT | Want lo Know About Them Target Persons* % of Targat Index
Integraled Newspapar Audience: Palm Beach Post INA 35,910 24 9% 118
Magazines read past & months: AARP The Magazine 30,674 21.3% a5
Integrated Newspapsar Audience: Sun Sentinal INA 23,988 16.6% 105
Mewspapers: Palm Beach Post (Sunday) 17.847 12.4% a3
Magazines read past G months: Southarn Living 16,848 11.7% 164
Made a purchase as a resull of ads past 3 months: Ads received in the 15,901 11.0% 21
mail
Mon-daily newspapers read past 6 months: The Coastal Star 13,443 9.3% 218
Mon-daily newspapers read past 6 months: Boca Times 12,251 B.5% 200
Mewspapers: Palm Beach Post (Daily) 11,641 B1% 9q
Magazines read past 6 months: boca (Boca Raton Magazine) 11,187 T8% 140
Mewspapers: Sun Santinel (South Florida) (Sunday) 10,033 T.0% a1
Mon-daily newspapers read past 6 months: South Florida Business 9,848 6.8% 238
Journal
Mon-daily newspapers read past & months: Hometown Mews (the ree 8,622 6.7% 184
weekly newspapar)
Integraled Newspapear Audience: Palm Beach Daily News IMA 8 963 6.2% 139
Magazines read past G months: The Boca Raton Observer T.769 5.4% 115
Mewspapers: New York Times (Daily) 5,909 4.1% a5
Mewspapers: Other daily newspaper print edition (Daily) 5,453 38% 252
Mon-daily newspapers read past 6 months: Gateway Gazeite 5,194 J.6% 215
Mon-daily newspapers read past & months: Delray Sun 3,908 2.T% 174
Mewspapers: Mew York Times (Sunday) 3,616 2.5% 41
Mewspapers: Wall Streel Journal [Daily) 3,348 2.3% 55
Mon-daily newspapers read past & months: New Times Broward-Palm 3,192 2.2% By
Baach
Mon-daily newspapers read past 6 months: Florida Weakly 3,098 2.1% T
Integraled Newspapsar Audience: Treasure Coast News/Press-Tribuna 2,952 20% 159
IMA
Magazines read past G months: City & Shore Magazine 2,822 1.8% 45
Magazines read pasl 8 months: Palm Beach lllustrated 2,134 1.5% 58
Mewspapers: Other Sunday newspaper print edition {Sunday) 1.848 1.3% 125
Mewspapers: Sun Sentinel (South Florida) (Daily) 1,623 1.1% 17
Mon-daily newspapers read past & months: Wesl Boca Times 1.570 1.1% 168

Custom Geo = 33410; 33403; 33404; 33408; 33407; 33414, 33411; 33449; 33426; 33436, 33435; 33462; 33437; 33463; 33431, 33486; 33433; 33432; 33434; 33487; 33496
P21+ (Where bought wine past 30 days: Liquor/beer/wine store OR Where bought liquor past 30 days: Liquor/beer/wine store OR Where bought beer past 30 days: Liquor/beer/wine store)
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