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63.4% or 166,251,843 of USA Adults 18 or older purchased SNACK FOODS in the past 7 days.
Typical Adults 18 or older who purchased SNACK FOODS in the past 7 days are 50.1 years old (2.8% older
than average) and have a $100,223 (6.2% higher than average) annual household income.
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60.9% or 4,604,125 of CHICAGO DMA Adults 18 or older purchased SNACK FOODS in the past 7 days.
Typical Adults 18 or older who purchased SNACK FOODS in the past 7 days are 49.7 years old (2.8% older
than average) and have a $114,592 (7.9% higher than average) annual household income.
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60.5% or 3,452,003 of WASHINGTON, DC DMA Adults 18 or older purchased SNACK FOODS in the past 7 days.
Typical Adults 18 or older who purchased SNACK FOODS in the past 7 days are 49.8 years old (4.3% older
than average) and have a $149,633 (10.7% higher than average) annual household income.
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60.3% or 2,723,561 of SEATTLE-TACOMA DMA Adults 18 or older purchased SNACK FOQODS in the past 7 days.
Typical Adults 18 or older who purchased SNACK FOODS in the past 7 days are 49.6 years old (2.4% older than
average) and have a $128,194 (3.7% higher than average) annual household income.
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58.4% or 2,783,504 of PHOENIX DMA Adults 18 or older purchased SNACK FOODS in the past 7 days.
Typical Adults 18 or older who purchased SNACK FOODS in the past 7 days are 50.5 years old (3.8% older
than average) and have a $107,982 (2.5% higher than average) annual household income.
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1 or more children under 18.
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63.4% or 166,251,843 of USA Adults 18 or older purchased SNACK FOODS in the past 7 days.
Adults 18 or older who purchased SNACK FOODS in the past 7 days are 5.8% more likely to be a college
graduate, .3% less likely to work full-time, 6.3% more likely to be married, 7.8% more likely to be a parent of
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60.9% or 4,604,125 of CHICAGO DMA Adults 18 or older purchased SNACK FOODS in the past 7 days.
Adults 18 or older who purchased SNACK FOODS in the past 7 days are 10.4% more likely to be a college
graduate, .7% more likely to work full-time, 6.2% more likely to be married, 8.1% more likely to be a parent

of 1 or more children under 18.

i .
*‘f.f’ Education Levels: Adults 18 or older Employment: Adults 18 or older |( \\ ) Marital Status: Adults 18 or older
3 4.8% 5 3 63.3% 8 . 33.4%
Some High School or Less (not graduate) B 50 Employed Full-Time or Part-Time 62.8% Single, Never Married 36.4%
i 27.8% ; 47.7% . 51.4%
High School Graduate (12th grade or GED) Employed Full-Time (35 hours or more) a7.3% Married 48.4%
" 15.4% e 15.6% 1.5%
Some College Credit (no degree) 15.5% Employed Part-Time (less than 35 hours) 15 50 Legally Separated 116%
T 10.8% " 44.6% . 9.0%
Associate's Degree (AA, AS, etc.) White Collar 43.4% Divorced m
25.4% 18.7% . 4.6%
College Graduate (4 year college) 23.0% Blue Collar Widowed B 23%
15.8% . 13.1% 6.4%
Postgraduate Degree 14.4% Work From Home [most of the time or always) LGBTQ+ (net) [ ERA
who purchased SNACK FOODS in the past 7 days m CHICAGO who purchased SNACK FOODS in the past 7 days ® CHICAGO who purchased SNACK FOODS in the past 7 days W CHICAGO
TOp-ZO Occupations: Adults 18 or older Entrepreneurs/Military Experience i ’M ] Sfage in Life: Adults 18 or older
6.2% 6.0%
19'4;&7.3% 3.9% 4.6% -a 4.0% 3.6% Parent of 1 or more Children under 18 e 25227%2%
(] | S 10.0%
11.3%1 1% Small Business Self-Employed  Current or Former orking L I o.7%
Owner Military Service
sresk 5 . Parent of 1 or more Children Under Age 2 [— 55059;)
a5 a.504% AT%3% 2% o 389 6% 5 9035% S %
l l . . 6% 2.0005% 283% 2.092.0% 24%L9% 4 qe0 5w 185K 1330.4% 1.1%00% 05312% 1.0%1.0% Parent of 1 or more Children Age 2-5 pr— 897195/%
D D O ol S e S e S — e e = —_—
& & o s o &> & ' o & & o 3 o o '3 a Parent of 1 or more Children Age 6- 11 _ 3
%‘#‘P ol ‘;gq" e‘fpﬂ* \\“Df bf z‘#‘\ &vfe .&“"3? a"é& & 4 b":“e\o s,-‘qqo‘ -<”é\ &e@é’ ‘;p & 0‘*& ﬁf& &J&a Hﬁs J La:a
X & & & ey
ﬁj‘ (;3‘“! éoh ,}'5'1 J‘o \1}@ & <+ e‘? % & “:f, ‘5‘5\ « & 2 ‘_f, & 4‘” Parent of 1 or more Children Age 12 - 17 15.8%
&S & P & & &g I 14.9%
& : > 3 & & N & o &
A SR & & < & s s $ Parent of 1 Children in Coll 7.9%
é\\&q’e @é . & & “0&’ s}f ‘d}g‘ & q < & v‘y 9@5‘& & @@f r & “fﬂ\ arent of 1 or more Children in College N
& & S
<& N @'ﬁ ri‘b \é“k q‘“‘b Grandparent of 1 or more Children under 18 23.6%
& o & I 22.7%
. ) &
5
who purchased SNACK FOODS in the past 7 days ICHICAGOV who purchased SNACK FOODS in the past 7 days m CHICAGO

CHICAGO DMA Scarborough R1 2025: Feb24-Feb25 Qual Intab 2,409
All Graphs and HBIAI Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Food products household used past 7 days (HHLD): Pretzels, chips, popcorn



of 1 or more children under 18.

60.5% or 3,452,003 of WASHINGTON, DC DMA Adults 18 or older purchased SNACK FOODS in the past 7 days.
Adults 18 or older who purchased SNACK FOODS in the past 7 days are 5.9% more likely to be a college
graduate, 1.1% less likely to work full-time, 10.4% more likely to be married, 4.3% more likely to be a parent
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of 1 or more children under 18.
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) ar ] 60.3% or 2,723,561 of SEATTLE-TACOMA DMA Adults 18 or older purchased SNACK FOODS in the past 7 days.
= Adults 18 or older who purchased SNACK FOODS in the past 7 days are 2.% more likely to be a college
graduate, .4% more likely to work full-time, 2.6% more likely to be married, 9.7% more likely to be a parent
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58.4% or 2,783,504 of PHOENIX DMA Adults 18 or older purchased SNACK FOODS in the past 7 days.

Adults 18 or older who purchased SNACK FOODS in the past 7 days are 10.9% more likely to be a college

graduate, 1.5% less likely to work full-time, 3.2% more likely to be married, 2.3% less likely to be a parent of

1 or more children under 18.

iy .
} ‘.?, Education Levels: Adults 18 or older Employment: Adults 18 or older |( \q ) Marital Status: Adults 18 or older
\ :
Some High School or Less (not graduate) - 32:: Employed Full-Time or Part-Time Single, Never Married
i .0% .9%
= 30.5% 46.2% : 54.3%
High School Graduate (12th grade or GED) Employed Full-Time (35 hours or more) Married
Some College Credit (no degree) Employed Part-Time (less than 35 hours) '% Legally Separated 1 1‘22,6
Associate's Degree (AA, AS, etc.) 1 White Collar Divorced 11'5?6
.5% 2
College Graduate (4 year college) Blue Collar &?‘ Widowed n :‘é;:
Postgraduate Degree ‘ Work From Home (most of the time or always) LGBTQ#+ (net) e _f_?;";
o 0 o a . o
who purchased SNACK FOODS in the past 7 days m PHOENIX who purchased SNACK FOODS in the past 7 days m PHOENIX who purchased SNACK FOODS in the past 7 days B PHOENIX

Top-20 Occupations: Adults 18 or older Entrepreneurs/Government Workers kA1) 'M ] Stage in Ll:fe_‘ Adults 18 or older
2.1%
7.1% 7.2%
] 6:5% s5.4% g 5.6% 4.7% Parent of 1 or more Children under 18 I 2215839,?0
15.0054% '
- - Working Mothers | —] .‘?;;f‘
Small Business Owner  Self-Employed  Government Workers 6.3%
s sow, Parent of 1 or more Children Under Age 2 0%
2.693:6% 3% 0% 59 32% 3.1%3.0%
l . . 2'5"3. m Z-“’*. = 1.453: z.sv.Z: 1—9’”:‘- 13"“:‘ 1SHLT% 4 1905% 3 pd 2% 1191% 1.2%0.9% 0.8MDE% 0.6%0.7% Parent of 1 or more Children Age 2-5 |y 9936?‘2
- - - - o — —
= ; 13.9%
@\@b é&* e“f & Q(_-is" 4@&‘} So(,s* Q'y‘,c" 4 & ‘@&n§ ‘,s‘.‘s% y & g ﬁo“ p & ‘f“&‘ o & & & q}é‘,@ ‘f‘@ Parent of 1 or more Children Age 6- 11 1
e & & & o 3 & o & £ & & & > 7 @ & § »
S & & S & < Cal > il & & & & : 15.7%
of \aq-p d‘é“ @°o°° ,fb"b @@0“ ’ éc“ ; 'i‘.’\'} &o‘\,@ &‘}‘.‘ &9!“ &m‘b o;;!) %f‘& qt"d' & @*‘Q \@@ Parent of 1 or more Children Age 12 - 17 I 1.1
o & & & %l I < & & # & & & o &
& & & o & & & o o & & " : 4.9%
&‘9 & &Q@ “&a 0&.4” & & P ‘;“ p & & ‘f*‘? o‘f&, v-(y\ (f@" “é""f r ‘éf < Parent of 1 or more Childrenin College B 2o
S <« & & o < «
& <& > . . G i 24.3%
& S#,o I ,\\”ip‘\ Grandparent of 1 or more Children under 18 I -
& © &
who purchased SNACK FOODS in the past 7 days m PHOENIX ¥ b who purchased SNACK FOODS in the past 7 days m PHOENIX
PHOENIX DMA Scarborough R2 2025: Aug24-1ul25 Qual Intab 1;5d9

All Graphs and HBIAI Data Modeling Copyright © 2025 Hubbard Broadcasting,

Inc. LLC. Al rights reserved.

Food products household used past 7 days (HHLD): Pretzels, chips, popcorn



63.4% or 166,251,843 of USA Adults 18 or older purchased SNACK FOODS in the past 7 days.
Adults 18 or older who purchased SNACK FOODS in the past 7 days are 6.2% more likely to own their home,

22.5% more likely to own a higher valued home, 5.3% more likely to have a single-family home, 3.4% more
Vlikely to have a dog.

m Own/Rent/Other: Adults 18 or older

mﬁm Type of Home: Adults 18 or older 4 {™ Pets in Home: Adults 18 or older

Single Family House (unattached)

[ x| | il

Apartment

i 36.3%
Townhouse or attached Home - :::
Condominium g | 2.6% [o] Cat 26‘0%
wn a Ca
i S
25.2%
6.5% 6.8% 8.0% 7.7% 14.8%

Other Own Second Home

Mobile Home or Manufactured || 3.5% Own other type of Pet .
or Real Estate Home I 3.6% 6.9%
Property "
who purchased SNACK FOODS in the past 7 days WUSA

who purchased SNACK FOODS in the past 7 days ®mUsA

who purchased SNACKFOODS in the past 7 days mUsA

&Home Loans: Adults 18 or older

ﬁ’ Value of Owned Home: Adults 18 or older

Average Value of Owned Home:

who purchased SNACK FOODS in the past 7 days

usa 428,775 21.9% £

9.4% 9.4%
7.7% 73%

$150K-$200K $200K-$250K  $250K-$300K  $300K-$350K

<$150K

$350K-$500K  $500K-5750K Home Mortgage Refinanced Home Equity Oown
® who purchased SNACK FOODS in the past 7 days mUsA HomeMortgage: Laan/Homs Hnme{Pmpem
. Improvement  Outright (No
USA USA Projection Scarborough R2 2025: Feb24-Jul25 Qual intab 16,262 . Lcan Mortgages)
All Graphs and HBIAI Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.  Usa Projection Scarborough R1 2025: Feb24-Mar25 Qual Intab 24,982

Food products household used past 7 days (HHLD): Pretzels, chips, popcorn



60.9% or 4,604,125 of CHICAGO DMA Adults 18 or older purchased SNACK FOODS in the past 7 days.
Adults 18 or older who purchased SNACK FOODS in the past 7 days are 8.8% more likely to own their home,
2.5% more likely to own a higher valued home, 4.8% more likely to have a single-family home, .9% less likely

to have a dog.
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60.5% or 3,452,003 of WASHINGTON, DC DMA Adults 18 or older purchased SNACK FOODS in the past 7 days.

L] Adults 18 or older who purchased SNACK FOODS in the past 7 days are 7.7% more likely to own their home,
— 4.% more likely to own a higher valued home, 8.% more likely to have a single-family home, 9.5% more likely

to have a dog.
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likely to have a dog.

60.3% or 2,723,561 of SEATTLE-TACOMA DMA Adults 18 or older purchased SNACK FOODS in the past 7 days.
Adults 18 or older who purchased SNACK FOODS in the past 7 days are 6.9% more likely to own their home,

3.8% more likely to own a higher valued home, 5.4% more likely to have a single-family home, .8% more
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58.4% or 2,783,504 of PHOENIX DMA Adults 18 or older purchased SNACK FOODS in the past 7 days.
Adults 18 or older who purchased SNACK FOODS in the past 7 days are 4.2% more likely to own their home,
.2% more likely to own a lower valued home, 3.7% more likely to have a single-family home, 5.1% more likely

to have a dog.

m Own/Rent/Other: Adults 18 or older mﬁm Type of Home: Adults 18 or older 43 Pets in Home: Adults 18 or older

Single Family House (unattached) 46.1%
.5% o

o _
43.9%
Townhouse or attached Home g %8%

B as%

| 1.8% 1'ﬂ2%
Condominium Own a Cat
l 2.6% 26.3%
7.0% 7.2% 71.8% 7.5% 11.
° ° Apartment g 11.4?6
104,463 EELPRGCH | 215,913 ELON m 7.6%
Other Own Second Home Mobile Home or Manufactured 6.2% Own other type of Pet
or Real Estate Home
e B 54
who purchased SNACK FOODS in the past 7 days W PHOENIX who purchased SNACK FOODS in the past 7 days = PHOENIX who purchased SNACK FOODS in the past 7 days m PHOENIX
_-
.Z4 Value of Owned Home: Adults 18 or older &Home Loans: Adults 18 or older
Average Value of Owned Home:
who purchased SNACK FOODS in the past 7 days
PHOENIX
11.8% 11.6%

5.6% ©-1%

$750K-S1M S1VvH Home Mortgage Refinanced  Home Equity own

$350K-$500K

<$150K $150K-$200K  $200K-S250K  $250K-5300K  $300K-$350K $500K-$750K

" wh hased SNACK FOODS in the past 7 d W PHOENIX HemEboiapR Los/Hane Honse/Proparty
‘who purchas in the pas! a

s P Ve Improvement  Outright (No
PHOENIX DMA Scarborough R2 2025: Aug24-jul25 Qual Intab 1,539 . Loan Mortgages)

All Graphs and HBIAI Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Food products household used past 7 days (HHLD): Pretzels, chips, popcorn



63.4% or 166,251,843 of USA Adults 18 or older purchased SNACK FOODS in the past 7 days.
Adults 18 or older who purchased SNACK FOODS in the past 7 days are 11.7% more likely to look up D-I-Y
advice online, 3.7% more likely to always vote in local elections, .2% less likely to belong to a gym, .% less

likely to fly domestic past yr.
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60.9% or 4,604,125 of CHICAGO DMA Adults 18 or older purchased SNACK FOODS in the past 7 days.
Adults 18 or older who purchased SNACK FOODS in the past 7 days are 15.5% more likely to look up D-I-Y
advice online, 1.9% more likely to always vote in local elections, .3% less likely to belong to a gym, 1.1%
more likely to fly domestic past yr.
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60.5% or 3,452,003 of WASHINGTON, DC DMA Adults 18 or older purchased SNACK FOODS in the past 7 days.
Adults 18 or older who purchased SNACK FOODS in the past 7 days are 11.8% more likely to look up D-I-Y
advice online, 6.9% more likely to always vote in local elections, 4.3% more likely to belong to a gym, .4%

more likely to fly domestic past yr.
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less likely to fly domestic past yr.

60.3% or 2,723,561 of SEATTLE-TACOMA DMA Adults 18 or older purchased SNACK FOODS in the past 7 days.
Adults 18 or older who purchased SNACK FOODS in the past 7 days are 9.9% more likely to look up D-I-Y
advice online, 1.3% more likely to always vote in local elections, 2.3% more likely to belong to a gym, .9%
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58.4% or 2,783,504 of PHOENIX DMA Adults 18 or older purchased SNACK FOODS in the past 7 days.
Adults 18 or older who purchased SNACK FOODS in the past 7 days are 12.5% more likely to look up D-I-Y
advice online, 8.% more likely to always vote in local elections, 4.4% less likely to belong to a gym, .2% less
likely to fly domestic past yr.
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Past 30-days QSR Users: Adults 18 or older
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Total Monthly QSR Users:
B84.6%

63.4% or 166,251,843 of USA Adults 18 or older purchased SNACK FOODS in the past 7 days.
Adults 18 or older who purchased SNACK FOODS in the past 7 days are .3% more likely to use QSRs past
mo., 1.8% more likely to use Sit-Down Restaurants past mo., .3% less likely to use Casinos past yr., .9% less

likely to smoke cigarettes.
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less likely to smoke cigarettes.

60.9% or 4,604,125 of CHICAGO DMA Adults 18 or older purchased SNACK FOODS in the past 7 days.
Adults 18 or older who purchased SNACK FOODS in the past 7 days are .1% more likely to use QSRs past
mo., 2.3% more likely to use Sit-Down Restaurants past mo., .6% more likely to use Casinos past yr, 9.2%

Past 30-days Sit-Down Restaurant Users: Adults 18 or older
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Food products household used past 7 days (HHLD): Pretzels, chips, popcorn



Past 30-days QSR Users: Adults 18 or older
Lo veme
el

2times

3 times

4 times

 who purchased SNACK FOODS in the past 7 days ® WASHINGTON, DC
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Total Monthly QSR Users:
85.3% 84.4%

likely to smoke cigarettes.

60.5% or 3,452,003 of WASHINGTON, DC DMA Adults 18 or older purchased SNACK FOODS in the past 7 days.
Adults 18 or older who purchased SNACK FOODS in the past 7 days are 1.1% more likely to use QSRs past
mo., 2.1% more likely to use Sit-Down Restaurants past mo., .3% less likely to use Casinos past yr.,, 2.2% less

Past 30-days Sit-Down Restaurant Users: Adults 18 or older
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likely to smoke cigarettes.

60.3% or 2,723,561 of SEATTLE-TACOMA DMA Adults 18 or older purchased SNACK FOODS in the past 7 days.
Adults 18 or older who purchased SNACK FOODS in the past 7 days are .3% more likely to use QSRs past
mo., .4% more likely to use Sit-Down Restaurants past mo., .6% less likely to use Casinos past yr,, 1.5% less

Past 30-days Sit-Down Restaurant Users: Adults 18 or older
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58.4% or 2,783,504 of PHOENIX DMA Adults 18 or older purchased SNACK FOODS in the past 7 days.
Adults 18 or older who purchased SNACK FOODS in the past 7 days are 1.7% less likely to use QSRs past
mo., 2.1% more likely to use Sit-Down Restaurants past mo., 4.8% more likely to use Casinos past yr., 5.8%
more likely to smoke cigarettes.

Past 30-days QSR Users: Adults 18 or older |Past 30-days Sit-Down Restaurant Users: Adults 18 or older
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Food products household used past 7 days (HHLD): Pretzels, chips, popcorn



63.4% or 166,251,843 of USA Adults 18 or older purchased SNACK FOODS in the past 7 days.
Adults 18 or older who purchased SNACK FOODS in the past 7 days are 4.8% more likely to have a 401K, 7.8%

more likely to have an Auto Loan, 1.8% more likely to Invest/Trade Stocks Online, 1.1% more likely to pay with
their Debit Card.

Investments Owned: Adults 18 or older Financial Services Has and/or Uses: Adults 18 or older
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60.9% or 4,604,125 of CHICAGO DMA Adults 18 or older purchased SNACK FOODS in the past 7 days.

Adults 18 or older who purchased SNACK FOODS in the past 7 days are 7.8% more likely to have a 401K, 7.5%
more likely to have an Auto Loan, 2.5% more likely to Invest/Trade Stocks Online, 1.1% less likely to pay with
their Debit Card.

mﬁélnvestments wned: Adults 18 or olde Financial Services Has and/or Uses: Adults 18 or older
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| 60.5% or 3,452,003 of WASHINGTON, DC DMA Adults 18 or older purchased SNACK FOODS in the past 7 days.
Adults 18 or older who purchased SNACK FOODS in the past 7 days are 10.9% more likely to have a 401K,

14.% more likely to have an Auto Loan, 9.2% more likely to Invest/Trade Stocks Online, 5.1% more likely to
| pay with their Debit Card.

mﬁﬂlnvestments Owned: Adults 18 or older
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401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

Bonds

Other (Crypto / NFTs / Metals, etc.)
Second Home or Real Estate Property

529 Plan / College Savings Plan

# who purchased SNACK FOODS in the past 7 days

| 60.3% or 2,723,561 of SEATTLE-TACOMA DMA Adults 18 or older purchased SNACK FOODS in the past 7 days.
Adults 18 or older who purchased SNACK FOODS in the past 7 days are 1.4% more likely to have a 401K, 1.%

more likely to have an Auto Loan, 4.5% less likely to Invest/Trade Stocks Online, 2.5% more likely to pay with
| their Debit Card.
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f'Past 3-Months Payment Methods Used: Adults 18 or older

11.1%10.6%

PayPal Debit card venmo Zelle MasterCard  ApplePay  Google Pay  Cash App American  Store Credit  Square Cash  Discover Facebook Samsung Pay
Express Card Messenger
m who purchased SNACK FOODS in the past 7 days m SEATTLE-TACOMA
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mﬁ 4 Investments
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Oned: Adults 18 or older

58.4% or 2,783,504 of PHOENIX DMA Adults 18 or older purchased SNACK FOODS in the past 7 days.

Adults 18 or older who purchased SNACK FOODS in the past 7 days are 2.2% less likely to have a 401K, 2.9%

more likely to have an Auto Loan, 5.8% less likely to Invest/Trade Stocks Online, 4.% more likely to pay with
| their Debit Card.

Financial Services Has and/or Uses: Adults 18 or older
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Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an average of 2 days, 22 hours, 54 minutes
and 13 seconds each week with All Forms of Media.
80.3% of Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an avg. of 7 hours and 24 minutes each week

| listening to All Local AM/FM Radio, representing 8.4% of total time spent with all forms of Media.

B

Avg. H:M:S/weekwith All Forms of
Media: Adults 18 or older

usoge 56.7%
UsA

who purchased SNACK
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| Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an average of 2 days, 22 hours, 38 minutes

and 51 seconds each week with All Forms of Media.
83.6% of Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an avg. of 8 hours and 0 minutes each week listening

to All Local AM/FM Radio, representing 9.5% of total time spent with all forms of Media.
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Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an average of 2 days, 19 hours, 12 minutes
and 21 seconds each week with All Forms of Media.

76.9% of Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an avg. of 6 hours and 45 minutes each week
listening to All Local AM/FM Radio, representing 7.7% of total time spent with all forms of Media.
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Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an average of 2 days, 20 hours, 3 minutes
and 52 seconds each week with All Forms of Media.

72.9% of Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an avg. of 6 hours and 44 minutes each week
listening to All Local AM/FM Radio, representing 7.2% of total time spent with all forms of Media.
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Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an average of 2 days, 21 hours, 34 minutes
and 35 seconds each week with All Forms of Media.

79.9% of Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an avg. of 6 hours and 59 minutes each week
listening to All Local AM/FM Radio, representing 8.% of total time spent with all forms of Media.
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Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an average of 2 days, 5 hours, 1 minutes and
2 seconds each week with All Forms of Ad-Supported Media.

77.3% of Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an avg. of 6 hours and 51 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 10.% of total time spent with all forms of Ad-Supported Media.
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Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an average of 2 days, 4 hours, 46 minutes
and 23 seconds each week with All Forms of Ad-Supported Media.

80.% of Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an avg. of 7 hours and 21 minutes each week listening
to Local Ad-Supported AM/FM Radio, representing 11.1% of total time spent with all forms of Ad-Supported Media.
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Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an average of 2 days, 1 hours, 21 minutes

and 35 seconds each week with All Forms of Ad-Supported Media.
73.9% of Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an avg. of 6 hours and 10 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 9.2% of total time spent with all forms of Ad-Supported Media.
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Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an average of 2 days, 2 hours, 9 minutes and
55 seconds each week with All Forms of Ad-Supported Media.

70.6% of Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an avg. of 6 hours and 3 minutes each week listening
to Local Ad-Supported AM/FM Radio, representing 8.5% of total time spent with all forms of Ad-Supported Media.
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Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an average of 2 days, 5 hours, 1 minutes and
2 seconds each week with All Forms of Ad-Supported Media.

77.7% of Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an avg. of 6 hours and 40 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 9.8% of total time spent with all forms of Ad-Supported Media.
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| Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an average of 7 hours and
34 minutes each day with All Forms of Ad-Supported Media. 77.3% listen to Local AM/FM Radio for
an avg. of 58.7 minutes/day. (Local Radio delivers 10.% of Time with Ad-Supported Media.)
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Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an average of 7 hours and
32 minutes each day with All Forms of Ad-Supported Media. 80.% listen to Local AM/FM Radio for an
avg. of 63. minutes/day. (Local Radio delivers 11.1% of Time with Ad-Supported Media.)
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Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an average of 7 hours and 3
minutes each day with All Forms of Ad-Supported Media. 73.9% listen to Local AM/FM Radio for an

avg. of 52.9 minutes/day.

(Local Radio delivers 9.2% of Time with Ad-Supported Media.)
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avg. of 51.9 minutes/day.

" Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an average of 7 hours and 9
minutes each day with All Forms of Ad-Supported Media. 70.6% listen to Local AM/FM Radio for an
(Local Radio delivers 8.5% of Time with Ad-Supported Media.)
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Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an average of 7 hours and
34 minutes each day with All Forms of Ad-Supported Media. 77.7% listen to Local AM/FM Radio for
an avg. of 57.2 minutes/day.
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128,455,981 or 77.3% of Adults 18 or older who purchased SNACK FOODS in the past 7 days listen to
Ad-Supported Local AM/FM Radio for an average of 58.7 minutes every day representing 41.5% of
all time spent daily with Ad-Supported Audio.
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' 3,682,502 or 80.% of Adults 18 or older who purchased SNACK FOODS in the past 7 days listen to
Ad-Supported Local AM/FM Radio for an average of 63. minutes every day representing 43.6% of all
time spent daily with Ad-Supported Audio.

Avg. Hours+Minutes/day with
Audio: Adults 18 or older

who purchased SNACK CHICAGO
FOODS in the past 7 days

m CHICAGO

Avg

R

11.7

FEFEEE

. s
oy 1ioo « B0 o
ESN SR SN SN o3

68.7

Local AM/FM Radio

Podcasts
PER

SiriusXM
15.4

YouTube All
Music Others
125 10.9

Local AM/FM
Radio
66.0

Podcasts
22.6

SiriusXM

13.9

YouTube
Music

. Day All Audio (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

Spotify
20.1

v Amaz
Music on
Cha.. Mu...

Apple

» who purchased SNACK FOODS in the past 7 days

® CHICAGO

Avg. Week Ad-Supported Audio (Persons & % Reach): Adults 18 or older Avg

Local AM/FM Radio
Podcasts

YouTube Music

TV Music Channels
All Others

Spotify

Pandora

Amazon Music
iHeartRadio
SiriusXM
Audiobooks
Owned Music
Apple Music

CHICAGO

Yool persons-

[ Jesiss 10,054
Ceaaza | s

Avg. Hours+Minutes/day with Ad-
Supported Audio: Aduits 18 or older

2 | e
o
P 83 C224 N
P 580 oo hepes T
— 8%
w who purchased SNACK FOODS in the past 7 days = CHICAGO
DMA Scarborough R1 2025: Feb24-Feb25 Qual Intab 2,409

% rime spent

1598

4.4%

S o, fov. fur B
= po e I W
PR e R ER R IR R 2

. Day Ad-Supported Audio (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

All Graphs and soefa.ai Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC, All rights reserved.

Local AM/FM Radio
63.0

YouTube
Music
11.2

Podcasts
22.0

v
Music Pando
Channe ra
Is... 7.9
Amazon iHe...
Music...

All Others

9.3 Siri..

Local AM/FM Radio
61.1

Podcasts
21.4

YouTube
Music
1 L |

All Others

8.6

v

Pandor Music
a Chann

8.2 els...

Amazon

= who purchased SNACK FOODS in the past 7 days

Food products household used past 7 days (HHLD): Pretzels, chips, popcorn

® CHICAGO

soefa.ai

® Share of Everything
for Anything _




- 2,550,186 or 73.9% of Adults 18 or older who purchased SNACK FOODS in the past 7 days listen to
Ad-Supported Local AM/FM Radio for an average of 52.9 minutes every day representing 39.2% of
all time spent daily with Ad-Supported Audio.
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1,923,122 or 70.6% of Adults 18 or older who purchased SNACK FOODS in the past 7 days listen to
Ad-Supported Local AM/FM Radio for an average of 51.9 minutes every day representing 36.9% of
all time spent daily with Ad-Supported Audio.
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Avg. Week All Audio (Persons & % Reach): Adults 18 or older

' 2,162,889 or 77.7% of Adults 18 or older who purchased SNACK FOODS in the past 7 days listen to
Ad-Supported Local AM/FM Radio for an average of 57.2 minutes every day representing 42.6% of
all time spent daily with Ad-Supported Audio.

Avg. Day All Audio (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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128,455,981 or 77.3% of Adults 18 or older who purchased SNACK FOODS in the past 7 days listen to
Ad-Supported Local AM/FM Radio for an average of 58.7 minutes every day representing 41.5% of
| all time spent daily with Ad-Supported Audio.
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| 3,682,502 or 80.% of Adults 18 or older who purchased SNACK FOODS in the past 7 days listen to

Ad-Supported Local AM/FM Radio for an average of 63. minutes every day representing 43.6% of all
time spent daily with Ad-Supported Audio.
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| 2,550,186 or 73.9% of Adults 18 or older who purchased SNACK FOODS in the past 7 days listen to
Ad-Supported Local AM/FM Radio for an average of 52.9 minutes every day representing 39.2% of
all time spent daily with Ad-Supported Audio.
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| 1,923,122 or 70.6% of Adults 18 or older who purchased SNACK FOODS in the past 7 days listen to
Ad-Supported Local AM/FM Radio for an average of 51.9 minutes every day representing 36.9% of

all time spent daily with Ad-Supported Audio.
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| 2,162,889 or 77.7% of Adults 18 or older who purchased SNACK FOODS in the past 7 days listen to
Ad-Supported Local AM/FM Radio for an average of 57.2 minutes every day representing 42.6% of
all time spent daily with Ad-Supported Audio.
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Locai AM/»FM Radio Formats (Persons & % Reach): Adults 18 or old
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128,455,981 or 77.3% of Adults 18 or older who purchased SNACK FOODS in the past 7 days listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Classic Hits, Country, Classic
Rock, and Pop Contemporary Hit Radio.
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3,682,502 or 80.% of Adults 18 or older who purchased SNACK FOODS in the past 7 days listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Pop Contemporary Hit Radio,
Classic Hits, Classic Rock, and Hot AC.
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Local AM/FM Radro Formats (Persons & % Reach): Adults 18 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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1,923,122 or 70.6% of Adults 18 or older who purchased SNACK FOODS in the past 7 days listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Country, Pop Contemporary
Hit Radio, Classic Hits, and Classic Rock.

Lacaf AM/FM Rad:o Formats (Persons & % Reach): Adults 18 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

Adult canlemporary
News/Talk/Information
Country

Pop Contemporary Hit Radio

O ER T o E—
O — 1

Classic Rock m
Classic Hits m
Alternative

All Sports
Adult Hits
Active Rock
Rhythmic AC
Variety g 99
Classical m

= who purchased SNACK FOODS in the past 7 days

% Time Spent

Avg. Hours+Minutes/day with Local
AM/FM Radio: Adults 18 or older

who purchased SNACK SEATTLE-TACOMA
FOODSin the past 7 days

9.6%

(7 75
70 ]
(475 |

m SEATTLE-TACOMA

Variety
27.9

Active Rock
27.2

Classical
26.6

Classic Rock
25.6

News/Talk/Info
rmation
24.6

Rhythmic AC
240

All Sports

Contemporar
y Hit Radio
224

Adult Hits
222

Country
232

Adult Contemporary

212

Variety
283

Classical
276

Classic Rock
26.2

News/Talk/info
rmation
249

All Sports

Classic Hits
223

218

Adult Hits

Alternat Hit
ive Radio
209

Adult
RhythmicAC Contemporary

22.7

Pop
Contem
porary

208

204

® who purchased SNACK FOODS in the past 7 days

B SEATTLE-TACOMA

Ad-Supported Local AM/FM Radio Formats (Persons & % Reach): Adults 18 or older

(Average week)
Adult Contemporary

Toto! persons:

% Time spenc:

13.7%)

Country

Pop Contemporary Hit Radio

Classic Rock

Classic Hits

All Sports
Adult Hits
Active Rock
Rhythmic AC
Variety

All News

News/Talk/information

SEATTLE-TACOMA

# who purchased SNACK FOODS in the past 7 days
Scarborough R1 2025: Feb24-Feb25

DMA

Avg. Hours+Minutes/day with Ad-
Supported Local AM/FM Radio:
Adults 18 or older

L o |

who purchased SNACK SEATTLE-TACOMA
FOODSn the past 7 days

Qual Intab

B SEATTLE-TACOMA
2,409

All Graphs and soefa.ai Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. Ail rights reserved.

Ad—Suﬂ ported Local AM/FM Radio Formats (% Time Spent

& Avg. Minutes/day Spent): Adults 18 or older

All News

Active Rock
27.2

Classic Rock
25.6

News/Talk/Infor

mation
24.6

All Sports
9

Country
232

Adult Hits
222

Alternative
22.0

Pop
Contemporary
Hit Radio
224

Classic Hits
216

Adult
Contemporary
212

All News
28.7

Active Rock
28.4

Classic Rock
26.2

News/Talk/Infor

mation
249

Country
240

Rhythmic AC

218

Alternative
209

Classic Hits
223

Pop
Contemporary
Hit Radio
208

Adult
Contemporary
20.4

® who purchased SNACK FOODS in the past 7 days

Food products household used past 7 days (HHLD): Pretzels, chips, popcorn

W SEATTLE-TACOMA
* Share of Everything



2,162,889 or 77.7% of Adults 18 or older who purchased SNACK FOODS in the past 7 days listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Country, Adult Contemporary, Hot AC, Classic
Rock, and Adult Hits.
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103,025,696 or 62.% of Adults 18 or older who purchased SNACK FOODS in the past 7 days watch
Ad-Supported Local TV Stations for an average of 103.3 minutes every day representing 30.6% of all
time spent daily with Ad-Supported Video.
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3,028,275 or 65.8% of Adults 18 or older who purchased SNACK FOODS in the past 7 days watch Ad-
Supported Local TV Stations for an average of 119.1 minutes every day representing 35.1% of all
time spent daily with Ad-Supported Video.
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Avg. Week All Video (Persons & % Reach): Adults 18 or older

2,089,732 or 60.5% of Adults 18 or older who purchased SNACK FOODS in the past 7 days watch Ad-
Supported Local TV Stations for an average of 73.8 minutes every day representing 26.8% of all time
spent daily with Ad-Supported Video.
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1,394,208 or 51.2% of Adults 18 or older who purchased SNACK FOODS in the past 7 days watch Ad-
Supported Local TV Stations for an average of 86.9 minutes every day representing 26.8% of all time
spent daily with Ad-Supported Video.
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1,621,983 or 58.3% of Adults 18 or older who purchased SNACK FOODS in the past 7 days watch Ad-
Supported Local TV Stations for an average of 101. minutes every day representing 31.6% of all time
spent daily with Ad-Supported Video.
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103,025,696 or 62.% of Adults 18 or older who purchased SNACK FOODS in the past 7 days watch
Ad-Supported Local TV Stations for an average of 103.3 minutes every day representing 30.6% of all
time spent daily with Ad-Supported Video.
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3,028,275 or 65.8% of Adults 18 or older who purchased SNACK FOODS in the past 7 days watch Ad-
Supported Local TV Stations for an average of 119.1 minutes every day representing 35.1% of all
time spent daily with Ad-Supported Video.
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2,089,732 or 60.5% of Adults 18 or older who purchased SNACK FOODS in the past 7 days watch Ad-
Supported Local TV Stations for an average of 73.8 minutes every day representing 26.8% of all time

spent daily with Ad-Supported Video.
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1,394,208 or 51.2% of Adults 18 or older who purchased SNACK FOODS in the past 7 days watch Ad-
Supported Local TV Stations for an average of 86.9 minutes every day representing 26.8% of all time

spent daily with Ad-Supported Video.
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1,621,983 or 58.3% of Adults 18 or older who purchased SNACK FOODS in the past 7 days watch Ad-
Supported Local TV Stations for an average of 101. minutes every day representing 31.6% of all time

spent daily with Ad-Supported Video.
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103,025,696 or 62.% of Adults 18 or older who purchased SNACK FOODS in the past 7 days watch
Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Sports, Comedies,
Local News - Morning, Movies, and Dramas.
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3,028,275 or 65.8% of Adults 18 or older who purchased SNACK FOODS in the past 7 days watch Ad-
Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Comedies, Sports, Local
News - Morning, Movies, and Dramas.
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Local TV Station Programs (Persons & % Reach): Adults 18 or older
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Movies, Local News - Morning, and Dramas.
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Local TVStatmn Programs (Persons & % Reach): Adults 18 or older
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1,394,208 or 51.2% of Adults 18 or older who purchased SNACK FOODS in the past 7 days watch Ad-
Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening, Local News -
Morning, Comedies, Movies, and Dramas.
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/ 1,621,983 or 58.3% of Adults 18 or older who purchased SNACK FOODS in the past 7 days watch Ad-
Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening, Dramas, Local
News - Morning, Comedies, and Movies.
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Totol Persons:

(average week)
Sports.

Local News - Evening
Comedies

Local News - Morning

v R —0
Morning Morning
National/Network News. Avg. Hours+Minutes/day with Local M - News -

= TV Stations: Adults 18 or older ] viovies Movies Late -

Food/Cooking Shows m 214 i 166 160
Game Shows ee 0 m

tenisperslcine RS —T T 138 Wes
Documentaries mm m Local News - Local News - /Networ
who purchased SNACK PHOENIX Dramas Evening Court Shows Dramas Evening CourtShows  k News 5
tocal News -Late SN R ECODS mhe peet 7 iy o B s 265 20,5 331 2522 169 157 5hc-
coutshows T R
® who purchased SNACK FOODS in the past 7 days m PHOENIX # who purchased SNACK FOODS in the past 7 days H PHOENIX

% Time. JEH:

Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

{Auciegs ooy

Game Shows
242

Local News -

Game Shows
218

Comedies
222

Local News -

Ad-Supported Local TV Station Programs (Persons & % Reach): Adults 18 or olde

(averoge week]
Sports

Local News - Evening
Local News - Morning
Comedies

Movies

Dramas
National/Network News
Game Shows
Mystery/Suspense/Crime
Food/Cooking Shows
Local News - Late

Court Shows

Late Night Talk

PHOENIX

Total Persons.

| ————— (T
[fbegseal
e Yiim

N —

o e T
m_m.
(eazee 1ot
T E—T 1 0
-!m
VR —C

® who purchased SNACK FOODS in the past 7 days
DMA Scarborough R2 2025: Aug24-Jul25 Qual Intab

Avg. Hours+Minutes/day with Ad-
Supported Local TV Stations: Adults s
5.9%

18 orolder

-

who purchased SNACK
FOODS in the past 7 days

W PHOENIX
1,539

All Graphs and soefa.ai Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Ad-Supported Local TV Station Programs (% Time Spent &
{Averoge Day)

Avg. Minutes/day Spent): Adults 18 or older

Game Shov Movies
24.2 22

Dramas
379 Local
News -
Late
18.0

Mystery/
Suspense
/Crime
18.0

Comedies
224

Late Night
Talk...

Nation
al/Net
work
New...

Local News -
Evening
281

Local News -
Morning
364

Court Shows

20.5 Food/Coo...

Game Shows
218

Movies
220

News -
Late
16.6

Court
Shows
16.9

Comedies
214

Late Night
Talk...

Nationa
I/Netw
ork

Local News -
Evening
269

Local News -
Morning
345

Mystery/Sus
pense/Crime

17.1 Food/Coo...

® who purchased SNACK FOODS in the past 7 days

Food products household used past 7 days (HHLD): Pretzels, chips, popcorn

W PHOENIX

soefa

* Share of Everything

_al for Anything _



Avg. Week Ah’r Eigital (Persons & % Reach): Adults 18 or older ,.Avg. Day All Digital (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

Search (Google, Bing, etc.)

OTT TV Streaming Services. 0 0ba4 24 69
670,084 84 6%

News/Westher/sparts (Websitcs/aoms) P E O] T
Social Media PSP 83.19

e e ot et ) ey U

Email /Text/IM/Zoomete. (Personal & Work)
Streaming Audio (Local Radioy ...

Games/Fantasy/Betting Sites

Shopping (incl. Food/Auctions/Travel, etc.)

YouTube/TikTok, etc.

Online Classes, Schoals, Colleges, Universities
v sueeni: SRR e

69,787,578
® who purchased SNACK FOODS in the past 7 days

who purchased SNACK
FOODSn the past 7 days
Non-Premiume+Premium Cable Streaming

| 120,615,565 or 72.5% of Adults 18 or older who purchased SNACK FOODS in the past 7 days use Ad-
Supported Social Media for an average of 133.2 minutes every day representing 24.3% of all time

spent daily with Ad-Supported Digital Media.
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3,268,096 or 71.% of Adults 18 or older who purchased SNACK FOODS in the past 7 days use Ad-
Supported Social Media for an average of 131.7 minutes every day representing 24.3% of all time
spent daily with Ad-Supported Digital Media.
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[ 2,494,204 or 72.3% of Adults 18 or older who purchased SNACK FOODS in the past 7 days use Ad-
Supported Social Media for an average of 132.8 minutes every day representing 25.5% of all time

spent daily with Ad-Supported Digital Media.
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2,049,078 or 73.6% of Adults 18 or older who purchased SNACK FOODS in the past 7 days use Ad-
Supported Social Media for an average of 137.1 minutes every day representing 25.1% of all time
spent daily with Ad-Supported Digital Media.
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3,268,096 or 71.% of Adults 18 or older who purchased SNACK FOODS in the past 7 days use Ad-
Supported Facebook for an average of 42.5 minutes every day representing 32.3% of all time spent
daily with Ad-Supported Social Media.
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2,494,204 or 72.3% of Adults 18 or older who purchased SNACK FOODS in the past 7 days use Ad-
Supported Facebook for an average of 45.7 minutes every day representing 34.4% of all time spent
daily with Ad-Supported Social Media.
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1,959,009 or 71.9% of Adults 18 or older who purchased SNACK FOODS in the past 7 days use Ad-
Supported Facebook for an average of 43.9 minutes every day representing 32.5% of all time spent
daily with Ad-Supported Social Media.
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2,049,078 or 73.6% of Adults 18 or older who purchased SNACK FOODS in the past 7 days use Ad-
Supported Facebook for an average of 50.1 minutes every day representing 36.6% of all time spent
daily with Ad-Supported Social Media.
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120,615,565 or 72.5% of Adults 18 or older who purchased SNACK FOODS in the past 7 days use Ad-
Supported Facebook for an average of 43.8 minutes every day representing 32.9% of all time spent
daily with Ad-Supported Social Media.
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| 3,268,096 or 71.% of Adults 18 or older who purchased SNACK FOODS in the past 7 days use Ad-
Supported Facebook for an average of 42.5 minutes every day representing 32.3% of all time spent
daily with Ad-Supported Social Media.
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| 2,494,204 or 72.3% of Adults 18 or older who purchased SNACK FOODS in the past 7 days use Ad-
Supported Facebook for an average of 45.7 minutes every day representing 34.4% of all time spent

daily with Ad-Supported Social Media.
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| 1,959,009 or 71.9% of Adults 18 or older who purchased SNACK FOODS in the past 7 days use Ad-
Supported Facebook for an average of 43.9 minutes every day representing 32.5% of all time spent

daily with Ad-Supported Social Media.
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| 2,049,078 or 73.6% of Adults 18 or older who purchased SNACK FOODS in the past 7 days use Ad-
Supported Facebook for an average of 50.1 minutes every day representing 36.6% of all time spent

daily with Ad-Supported Social Media.

Weekly 73.6% 74.3% Avg. Hours+Minutes/day with Ad-Supported
Social Media: Adults 18 or older
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 11,982,907;
Local Radio: 8,098,923; Social Media: 7,651,535; Non-Prem. Cable: 4,044,242; Local TV:
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(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 18 or older who purchased SNACK FOODS in the past
7 days

45,000,000
40,000,000
35,000,000
30,000,000
25,000,000
20,000,000
15,000,000
10,000,000

5,000,000

0

WP PR PP PP

S S0 R AR
o T A Y O S

R R R

s Mon-Fri Local AM/FM Radio AQH
e Vlon- Fri Non-Premium Cable TV AQH
e V|on- Fri Digital Media (Less Social) AQH

= Mon-Fri Local TV Station AQH
e Mon-Fri Social Media AQH

R R R R R G
S I I A AN q,Qqqaq'&

2
Y

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
USA 210 DMA Area Adults 18 or older

70,000,000
60,000,000
50,000,000
40,000,000
30,000,000
20,000,000

10,000,000

2 2 > X X 2 W
0&'\- 5 m@?afﬂ’% AN N,

AR AR R R R R AR R R ,;»Q ,&6‘
¢ & AT g,'a & ¥ RO I A ) %‘Q '\Q o« gq o o
s Mon-Fri Local AM/FM Radio AQH

e VloN-Fri Non-Premium Cable TV AQH
s Vlon-Fri Digital Media (Less Social) AQH

e Von-Fri Local TV Station AQH
s M on-Fri Social Media AQH

usA USA Projection Scarborough R2 2025: Feb24-jul25 Qual Intab 16,262
All Graphs and soefa.ai Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.

USA Projection

* Share of Everything

Scarborough R1 2025: Feb24-Mar25 Qual Intab 24,982

Food products household used past 7 days (HHLD): Pretzels, chips, popcorn




M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 336,843;
Local Radio: 233,594; Social Media: 201,378; Local TV: 115,180; Non-Prem. Cable: 106,386
reaching Adults 18 or older who purchased SNACK FOODS in the past 7 days
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 222,338;
Local Radio: 158,793; Social Media: 147,670; Non-Prem. Cable: 88,666, Local TV: 73,422
reaching Adults 18 or older who purchased SNACK FOQODS in the past 7 days.

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 18 or older who purchased SNACK FOODS in the past
7 days
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WASHINGTON, DC Metro Area Adults 18 or older
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 180,565;
Local Radio: 121,249; Social Media: 110,735; Non-Prem. Cable: 56,286; Local TV: 50,001
reaching Adults 18 or older who purchased SNACK FOODS in the past 7 days.

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 18 or older who purchased SNACK FOODS in the past
7 days
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 229,822;
Social Media: 149,813; Local Radio: 137,113; Non-Prem. Cable: 77,391; Local TV: 67,873
reaching Adults 18 or older who purchased SNACK FOQODS in the past 7 days.
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Top-13 Out—of Home Media (Persons & % Reach): Adults 18 or older

(Average week)

‘Grocery Stores

Billboards & Signs (Weekly Drivers)

Walking in Towns, Cities, Downtown...

AM/FM Radio

Gas Stations/Convenience Stores
Restaurants & Bars

Shopping Malls

Podcasts

Spotify

Drug Stores

SiriusXM

Totol Persons

m

4 60

Concurrent
Usage %

Avg. Hours+Minutes/day with Out-
of-Home Media: Adults 18 or older

7 145,154,072 or 87.3% of Adults 18 or older who purchased SNACK FOODS in the past 7 days spend
an average of 50.8 minutes per day driving, seeing Billboards and Signs. 64.6% Listen to Local Radio
Stations Out-of-Home for an average of 35.6 minutes/day.

verage pa)

Tap-13 Out-o_f-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

.
(0.5

Walking in Towns,
Cities, Downtown
Areas
206

Shopping V
19.2

Billboards & Signs (Weekly
Drivers)

50.8 Restaurants &

Bars
141

Retail Stores

YouTube Music

AM/FM Radio

SiriusXM

® who purchased SNACK FOODS in the past 7 days

who purchased SNACK
FOODSin the past 7 days

W USA

38.5 12.5

Billboards & Signs (Weekly
Drivers)
50.6

AM/FM Radio
38.0

Walking in Towns,
Cities, Downtown
Areas
212

Shoppi

Grocery
Stores Pod
10.4 7.9

Restaurants &
Bars
145

Retai YouTub Spoti
1 e Music fy
Store 5.9 4.5

= who purchased SNACK FOODS in the past 7 days

W USA

Top-13 Ad-. Sug_gorted Out of Home Media (Persons & % Reach): Adults 18 or older

(averoge wee
Grosery stores

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

AM/FM Radio

Gas Stations/Convenience Stores

Restaurants & Bars

shopping Malls

Podcasts

Drug Stores

Retail Stores.

Movie Theaters

Health Clubs/Gyms

TV Music Channels

UsA

THT099 13 354

m who purchased SNACK FOODS in the past 7 days

USA Projection
All Graphs and soefa.ai Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.

-
-

1
i
-
(540}

- IR0 W
who purchased SNACK

=

Avg. Hours+Minutes/day with Ad-
Supported Out-of-Home Media:
Adults 18 or older

FOODS in the past 7 days 5

mUSA
16,262

Scarborough R2 2025: Feb24-Jul25 Qual Intab

[aver

Top- 13 Ad-Supported Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent):

Adults 18 or older

Walking in Towns,
Cities, Downtown
Areas
206

pping Malls
19.2

Billboards & Signs (Weekly
Drivers)

50.8 Restaurants | Grocery

& Bars Stores
141 10.2

Health
Clubs/Gyms
17.8

Gas...

Retail

Movie Theaters
14.2

AM/FM Radio
35.6

USA Projection

Billboards & Signs (Weekly
Drivers)
50.6

AM/FM Radio
35.2

Walking in Towns,
Cities, Downtown
Areas
212

Shop

Movie
Theaters
139

Grocery
Stores
10.4

Health
Clubs/Gyms
179

#® who purchased SNACK FOODS in the past 7 days

Searborough R1 2025: Feb24-Mar25 Qual Intab 24,982

Food products household used past 7 days (HHLD): Pretzels, chips, popcorn

Restaurants &
Bars
14.5
mUSA
* Share of Everything
i for Anything _




Top-13 Out—of -Home Media (Persons & % Reach): Adults 18 or older

(average week}
‘Grocery Stores

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

Gas Stations/Convenience Stores
Restaurants & Bars

Shopping Malls

Podcasts

Spotify

Drug Stores

Retail Stores

— MuwrchaudSNACK CHICAGO AM/FM Radio
SiriusXM mm FOODS in the past 7 days m 416 115 Fe i Dr..
Youtube music  FRITIEL) Y, (552
w who purchased SNACK FOODS in the past 7 days u CHICAGO = who purchased SNACK FOODS in the past 7 days m CHICAGO

Tota! Persons:

Avg. Hours+Minutes/day with Out- m
of-Home Media: Adults 18 or older m

3,864,410 or 83.9% of Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an
average of 46.7 minutes per day driving, seeing Billboards and Signs. 66.9% Listen to Local Radio
Stations Out-of-Home for an average of 38.2 minutes/day.
Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older
[Average week) Total Persans:
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® who purchased SNACK FOODS in the past 7 days

2,966,586 or 85.9% of Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an
average of 53.6 minutes per day driving, seeing Billboards and Signs. 61.8% Listen to Local Radio
Stations Out-of-Home for an average of 32.1 minutes/day.
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Top-13 Out-o_f-Home Media (Persons & % Reach): Adults 18 or older

[average week)
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» who purchased SNACK FOODS in the past 7 days

2,362,002 or 86.7% of Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an
average of 45.8 minutes per day driving, seeing Billboards and Signs. 59.% Listen to Local Radio
Stations Out-of-Home for an average of 31.4 minutes/day.
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older

(average week)

Tota! Persons:

‘Grocery Stores
Billboards & Signs (Weekly Drivers)
AM/FM Radio
Walking in Towns, Cities, Downtown...
Gas Stations/Convenience Stores
Restaurants & Bars
Shopping Malls
Podcasts
Spotify
Drug Stores
SiriusXm
Movie Theaters

YouTube Music

2,533,538 or 91.% of Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an
average of 47.2 minutes per day driving, seeing Billboards and Signs. 65.% Listen to Local Radio
Stations Out-of-Home for an average of 34.7 minutes/day.
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145,154,072 or 87.3% of Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an
average of 50.8 minutes per day driving, seeing Billboards and Signs representing 36.8% of all Time Spent
with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
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3,864,410 or 83.9% of Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an
average of 46.7 minutes per day driving, seeing Billboards and Signs representing 32.2% of all Time Spent

with Ad-Supported Out-of-Home Media.
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Out-of-Home Media: Adults 18 or older
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2,966,586 or 85.9% of Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an
average of 53.6 minutes per day driving, seeing Billboards and Signs representing 37.9% of all Time Spent
' with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 18 or older
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2,362,002 or 86.7% of Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an
average of 45.8 minutes per day driving, seeing Billboards and Signs representing 34.8% of all Time Spent

with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 18 or older
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2,533,538 or 91.% of Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an average
of 47.2 minutes per day driving, seeing Billboards and Signs representing 37.7% of all Time Spent with Ad-
Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 18 or older
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Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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Food products household used past 7 days (HHLD): Pretzels, chips, popcorn

3,864,410 or 83.9% of Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an
average of 46.7 minutes per day driving an average of 27.2 miles each day and are 13.6% more likely
to use US 83 than the Metro average.

Top-26 Employment Zip Codes: Adults 18 or older
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2,966,586 or 85.9% of Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an
average of 53.6 minutes per day driving an average of 31.2 miles each day and are 17.7% more likely
to use Constitution Avenue than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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Top-26 Employment Zip Codes: Adults 18 or older
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2,362,002 or 86.7% of Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an
average of 45.8 minutes per day driving an average of 26.7 miles each day and are 8.5% more likely
to use Pacific Avenue (Tacoma) than the Metro average.
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2,533,538 or 91.% of Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an
average of 47.2 minutes per day driving an average of 27.4 miles each day and are -.8% more likely
to use Red Mountain Freeway (NE Loop 202) than the Metro avera

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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Top-26 Employment Zip Codes: Adults 18 or older
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Top Residential Zip Codes: (Adults 18 or older who purchased SNACK FOODS in the past 7 days)
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47,006,253 or 28.3% of Adults 18 or older who purchased SNACK FOODS in the past 7 days read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 8.6 minutes every day representing 31.9%
of all time spent daily with All forms of Print Media.
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m who purchased SNACK FOODS in the past 7 days musa ® who purchased SNACK FOODS in the past 7 days mUSA

Avg. Week Ad-Supported AII Prmt Media (Persons & % Reach): Adults 18 or older Avg Day Ad-Supported Print Media (% Time Spent & Avi

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

Local Daily Newspaper(s) (Sunday)

New York Times (Daily+Sunday)

New York Times (Daily)

New York Times (Sunday)

All Local Weekly Newspapers

Wall Street Journal (Daily)

14127 518 4%

Avg. Hours+Minutes/day with Ad-
Supported Print Media: Adults 18 arafd!rm

vg. Minutes/day Spent): Adults 18 or older

New York Times
(Sunday)
130

USA Today (Daily)
102

Local Daily
Newspaper(s)
(Daily+Sunday)
86

Wall Street Journal
(Daity)
106

New York Times
(Sunday)
134
Local Daily
Newspaper(s)

Magazines
74

Magazines R le PP W
o Local Daily Local Dai Direct Mail
usaToday (0aiy) - RSFRIRT monses  EOELEE AN | Rkl s . Newepaprts toca i eversiog
Catalogs m- ?’;?966 who purchased SNACKFOODS USA M {Sunday) Journal (Daily) Newspaper(s) (Daily Magazines {Sunday) USA Today (Daily) erspan:f(i) {Daily {excluding Catalogs)
2 S5 A in the past 7 days . ol 121 8.0 73 121 106 81 73
Books 0.0%
wwho purchased SNACK FOODS in the past 7 days W USA = who purchased SNACK FOODS in the past 7 days m USA
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Food products household used past 7 days (HHLD): Pretzels, chips, popcorn



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

Local Daily Newspaper(s) (Daily

Books

All Local Weekly Newspapers
Magazines

New York Times (Daily+Sunday)
Catalogs

New York Times (Sunday)

Wall street Journal (Daily)

New York Times (Daily)

USA Today (Daily)

1,446,654 or 31.4% of Adults 18 or older who purchased SNACK FOODS in the past 7 days read Local
Daily Newspaper(s) (Daily+Sunday) for an average of 8.7 minutes every day representing 33.2% of all
time spent daily with All forms of Print Media.

B
PRV — 5%

who purchased SNACK FOODS in CHICAGO
the past 7 days
115292 | i
mwho purchased SNACK FOODS in the past 7 days B CHICAGO

Avg. Hours+Minutes/day with All
Print Media: Adults 18 or older
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o
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Wall Street Journal
(Daity)
99

*| New York Times
(Daily)
92

Local Daily
New York Times New York Times | Newspaper(s)
(Sunday) (Daily+Sunday) | (Daily+Sunday)
134 13 87

Local Daily
Newspaper(s
) (Daily

Direct Mail
Advertising
(excluding
Catalogs)

Magazines
68

New York Times
(Sunday)
138

Local Daily

New York Times Newspager(s)

(Daily+Sunday) (DailysSunday)
114 88

Local Daily
Wall Street Journal Newspaper(s)
(Daily) {Daily
104 82

New York Times
(Daily)
9.0

Direct Mail

Magazines

All
Catalogs Lo
3.8 al..

# who purchased SNACK FOODS in the

past 7 days

 CHICAGO

Avg. Week Ad-Supported All Print Media (Persons & % Reach): Adults 18 or older

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

Local Daily Newspa per(s) {Daily

All Local Weekly Newspapers
Magazines

New York Times (Daily+Sunday)
Catalogs

New York Times (Sunday)

Wall Street Journal (Daily)

New York Times (Daily)

USA Today (Daily)

Books

CHICAGO DMA

Scarborough R1 2025: Feb24-Feb25

Torat persons:

20

T LY
P 893

# who purchased SNACK FOODS in the past 7 days
Qual Intab 2,409

who purchased SNACK FOODS
in the past 7 days

All Graphs and soefa.ai Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.

B CHICAGO

Avg. Hours+Minutes/day with Ad-
Supported Print Media: Adults 18 or olderm

CHICAGO

vg Day Ad-Supported Print Media (% Time Spent & Av

vg. Minutes/day Spent): Adults 18 or older

USA Today {Daily)
95
New York Times
(Sunday)
134
Local Daily
Newspaper(s)
(Daily+Sunday)
87

Local Daily
Newspaper(s)
(Sunday)
123

Wall Street
Journal (Daily)
9.9

Local Daily
Newspaper(s) (Daily
78

Direct Mail
Advertising
(excluding
Catalogs)
74

Magazines
68

New York Times
(Sunday)
138

Local Daily
Newspaper(s)
(Sunday)
124

USA Today (Daily)
95

Local Daily

Wall Street
Journal (Daily)
104

Local Daily
Newspaper(s) {Daily

2

Direct Mail

Advertising
(excluding

Catalogs)
72

® who purchased SNACK FOODS in the past 7 days

Food products household used past 7 days (HHLD): Pretzels, chips, popcorn

H CHICAGO
* Share of Everything

soefa.ai

for Anything :




1,046,940 or 30.3% of Adults 18 or older who purchased SNACK FOODS in the past 7 days read Local
Daily Newspaper(s) (Daily+Sunday) for an average of 8.7 minutes every day representing 32.6% of all
time spent daily with All forms of Print Media.

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

Direct Mail Advertising (excluding Catalogs)

Books
New York Times (Daily)

New York Times (Daily+Sunday) Avg. Hours+Minutes/day with All

Print Media: Adults 18 or older

who purchased SNACK FOODS in ‘WASHINGTON, DC
the past 7 days

New York Times (Sunday)
All Local Weekly Newspapers
Wall Street Journal (Daily)

USA Today (Daily)

Magazines

P
T 3%

w who purchased SNACK FOODS in the past 7 days

Catalogs 0.7%

B WASHINGTON, DC

SPEFEEFEFEEEE]

New York Times
[Sunday)
133

Local Daily
Newspaper(s) (Sunday)

Wall Street Journal
(Daily)
9.3

Local Daily

Magazines
83

New York Times.
(Daily)
101

New York Times
(Sunday)

148
Local Daily

= Local Daily
Newspaper(s) (Daily
82

Local Daily Newspaper(s)
Newspaper(s) (Sunday)  (DailysSunday)
120 87
Direct Mail
Advertising
(excluding Catalogs)
70 Local Daily
! Newspaper(s)
(Daily

USA Today (Daily}
109 83

Wall Street Journal
(Daily)
98

Magatines
8.1

Direct Mail
Advertising
(excluding Catalogs)
71

Catalogs

Al
39 —

= who purchased SNACK FOODS in the past 7 days

B WASHINGTON, DC

Avg. Week Ad-Supported All Print Media (Persons & % Reach): Adults 18 or older Avg Day Ad-Supported Print Media (% Time Spent & Av

Torl_persons:

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

Local Daily Newspaper(s) (Sunday)

Direct Mail Advertising (excluding Catalogs)
Mew York Times (Daily)

New York Times (Daily+Sunday)

New York Times (Sunday)

Avg. Hours+Minutes/day with Ad-
All Local Weekly Newspapers Supported Print Media: Adults 18 or olderm

Wall Street Journal (Daily)

usa Tocay (0aiy) - PR e
wagarines - BTG i CU T 0:17 W
Catalugs m- 33_55%" who purcha sed SNACK FOODS ‘WASHINGTON, DC m

in the past 7 days

coos i 883

= who purchased SNACK FOODS in the past 7 days H WASHINGTON, DC
WASHINGTON, DC DMA  Scarborough R1 2025: Mar24-Mar25  Qual Intab 3,781
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vg. Minutes/day Spent): Adults 18 or older

New York Times
(Sunday)
133

New York Times
(Daily+Sunday)
111

USA Today (Daily)
105

Local Daily
Newspaper(s)
(Daily+Sunday)
87

Magazines
83

New York Times
(Sunday)
148

Direct M
Advertisi
(excluding Cata
70

New York Times

(Daily+Sunday)

Local Daily
USA Today (Daity)
109

Newspaper(s) {Daily
83

Magazines
81

Direct
Advent
(excluding
Catalogs)
71

® who purchased SNACK FOODS in the past 7 days

soefa.ai

Food products household used past 7 days (HHLD): Pretzels, chips, popcorn

B WASHINGTON, DC
* Share of Everything
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Local Daily Newspaper(s) (Daily+Sunday)
Local Daily Newspaper(s) (Sunday)
Direct Mail Advertising (excluding Catalogs)
Local Daily Newspaper(s) (Daily

Boaks

New York Times (Daily+Sunday)

New York Times (Sunday)

New York Times (Daily)

Wall Street Journal (Daily)

USA Today (Daily)

All Local Weekly Newspapers
Magazines

the past 7 days
Catalogs

® who purchased SNACK FOODS in the past 7 days

who purchased SNACK FOODS in

' 886,827 or 32.6% of Adults 18 or older who purchased SNACK FOODS in the past 7 days read Local
Daily Newspaper(s) (Daily+Sunday) for an average of 8.5 minutes every day representing 31.9% of all

time spent daily with All forms of Print Media.

Avg. Hours+Minutes/day with All
Print Media: Adults 18 or older

SEATTLE-TACOMA m

W SEATTLE-TACOMA

Local Dail

Newspaperi

(Sunday)
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Wall Street Journal
(Daity)
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USA Today (Daily}
95
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Newspaper(s)
(Daily+Sunday)

I Daily
paper(s)
(Daity
]

(excluding Catalogs)
74

New York Times

Magazines
78

Local Daily
Newspaper(s)
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nz

Wall Street Journal
(Daity)
104

USAToday (Daily)
98

Direct Mail
Advertising (excluding
Local Daily Catalogs)
Newspaper(s) 75
(Daily
79

Magazines

New York Times
{Daily} Catalogs
78 35

® who purchased SNACK FOODS in the past

7 days

B SEATTLE-TACOMA

Avg. Week Ad-Supported All Print Media (Persons & % Reach): Adults 18 or older Avg Day Ad-Supported Print Media (% Time Spent & Av,

Totol persons:
Local Daily Newspa per(s) (Daily+Sunday)

Local Daily Newspaper(s) (Sunday)

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

New York Times (Daily+Sunday)

New York Times (Sunday)

New York Times (Daily)

Wall Street Journal (Daily)

USA Today (Daily)

All Local Weekly Newspapers

Avg. Hours+Minutes/day with Ad-
Supported Print Media: Adults 18 or alderm

SEATTLE-TACOMA

W SEATTLE-TACOMA

catalogs PN B 2o who purchased SNACKFO0DS
Fcie _ g % in the past 7 days
= who purchased SNACK FOODS in the past 7 days
SEATTLE-TACOMA DMA Scarborough R1 2025: Feb24-Feb25 Qual Intab 2,409
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vg. Minutes/day Spent): Adults 18 or older

Local Daily
Newspaper(s)
(Sunday)
18

New York Times
(Sunday)
112

USA Today (Daily)
95

New York Times.
(Daily+Sunday)
93

Direct Mail

Advertising
(excluding Catalogs)
79 74

Local Daily
Newspaper(s) (Daily

New York Times
Magazines (Daily)
7.8 74

Local Daily
MNewspaper(s)
(Sunday)
117

New York Times
(Sunday)
114

USA Today (Daily)
98

New York Times
(Daily+Sunday)
96

Direct Mail
Local Daily Advertising
Newspaper(s) (Daily (excluding Catalogs)
79 15

New York Times
(Daity) Magazines
78 73

= who purchased SNACK FOODS in the past 7 days

Food products household used past 7 days (HHLD): Pretzels, chips, popcorn

W SEATTLE-TACOMA
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Direct Mail Advertising (excluding Catalogs)
Local Daily Newspa per(s) (Daily

Local Daily Newspaper(s) (Daily+Sunday)
Local Daily Newspaper(s) (Sunday)
Books

All Local Weekly Newspapers

New York Times (Daily)

New York Times (Daily+Sunday)

New York Times (Sunday)

Wall Street Journal (Daily)

Magazines

USA Today (Daily)

Catalogs

454,413 or 16.3% of Adults 18 or older who purchased SNACK FOODS in the past 7 days read Local
Daily Newspaper(s) (Daily+Sunday) for an average of 8.8 minutes every day representing 28.4% of all
time spent daily with All forms of Print Media.

Avg. Hours+Minutes/day with All
Print Media: Adults 18 or older
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USA Today (Daily)
138 121
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Local Daily
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New York Times
{Daily)
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{excluding Catalogs)
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# who purchased SNACK FOODS in the

past 7 days

® PHOENIX

Avg. Week Ad-Supported All Print Media (Persons & % Reach): Adults 18 or older Avg Day Ad-Supported Print Media (% Time Spent & Av

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

Local Daily Newspaper(s) (Daily+Sunday)
Local Daily Newspaper(s) (Sunday)
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New York Times (Daily)

New York Times (Daily+Sunday)
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Wall Street Journal (Daily)

Magazines

USA Today (Daily)

Catalogs

Books

PHOENIX DMA

Scarborough R2 2025: Aug24-Jul25
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%

Avg. Hours+Minutes/day with Ad- =
Supported Print Media: Adults 18 or olderm
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vg. Minutes/day Spent): Adults 18 or older

Local Daily
New York Times Newspaper(s)
(Sunday) (Sunday)
126 12.1

Local [).,uv

New York Times.
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13

Local Daily
Newspaper(s) (Daily
85

USA Today (Daily)
122

Magazines
7.7

Advertising

(excluding Catalogs)

7.5

USA Today (Daily)
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Local Daity
New York Times Newspaper(s)
(Sunday) (Sunday)
134 121

New York Times
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119

Local Daiy
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Food products household used past 7 days (HHLD): Pretzels, chips, popcorn
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“Advertising Actions"

P18+ who purchased SNACK FOODS in the past 7 days (Shopped/Visited/Bought past
3mos Due to Ads on %)

Social Media 01.504.538

Websites
Direct Mail
Broadcast, Cable, & Sat TV
e ———————
Local AM/FM Radio
LocalBroadcast TV
Cable TV Networks [BRaoite r iy lloe Losal
Video Streaming Services Erfintes Enihas
Podcasts ey
Newspapers growm

USA

Audio Streaming Services gHETYT 10.8%

Billboards

28,530,480 10.8%
® P18+ who purchased SNACK FOODS in the past 7 days (Shopped/Visited/Bought past 3mos Due to Ads on %)
W P18+ USA AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)

USA DMA ScarboroughR22025:Feb24-Jul25 Qualintab: 16262 L4
All Graphs and soefa.ai Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved. soe a,al for Anything =

Share of Everything

Food products household used past 7 days (HHLD): Pretzels, chips, popcorn



Social Media

Websites
Direct Mail

Broadcast, Cable, & Sat TV

“Advertising Actions"

P18+ who purchased SNACKFOODS in the past 7 days (Shopped/Visited/Bought past
3mos Due to Ads on %)

| 2,984,314 39.5%

2,708,966 35.8%

| 2,253,041 29.8%

1,663,378

Local AM/FM Radio

1,364,480

Local Broadcast TV
Video Streaming Services
Cable TV Networks

Audio Streaming Services

1,186,117

1.212,266
1,050,919 13.9%

1.029.930 13.6%

Podcasts geeism T
Billboards S e -
Newspapers — i1 e
m P18+ who purchased SNACK FOODS in the past 7 days (Shopped/Visited/Bought past 3mos Due to Ads on %)
M P18+ CHICAGO AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
CHICAGO DMA ScarboroughR12025:Feb24-Feb25 Qualintab: 2409 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. Allrights reserved. Soe a. al for Anything =

Food products household used past 7 days (HHLD): Pretzels, chips, popcorn



Social Media

Websites

Direct Mail

Broadcast, Cable, & Sat TV
Cable TV Networks

Local Broadcast TV

Video Streaming Services

"Advertising Actions"

P18+ who purchased SNACK FOODS in the past 7 days (Shopped/Visited/Bought past
3mos Due to Ads on %)

2,346,272 41.1%

2,050,635

1 '68.976.24
_

Local AM/FM Radio

Audio Streaming Services

773, 386 13 6%

Podcasts 744 916 13.1%
Newspapers EAB 416 11.4%
m P18+ who purchased SNACK FOODS in the past 7 days (Shopped/Visited/Bought past 3mos Due to Ads on %)
W P18+ WASHINGTON, DC AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
WASHINGTON,DC DMA Scarborough R12025:Mar24-Mar25 Qualintab: 3781 Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved. Soe a o al for Anything *

Food products household used past 7 days (HHLD): Pretzels, chips, popcorn



Social Media

Websites

Direct Mail

Broadcast, Cable, & Sat TV

Video Streaming Services

"Advertising Actions”

P18+ who purchased SNACKFOODS in the past 7 days (Shopped/Visited/Bought past
3mos Due to Ads on %)

1,822,870

1,663,194 36.8%

1,354,488 30.0%
890,811 19.7%
620,993 13.8% [

Local Broadcast TV 6439 Ao
Local AM/FM Radio  gretymy
Podcasts gy ' S
Cable TV Networks
Newspapers

Audio Streaming Services

425,500 9.4%

= P18+ who purchased SNACK FOODS in the past 7 days (Shopped/Visited/Bought past 3mos Due to Ads on %)
W P18+ SEATTLE-TACOMA AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)

SEATTLE-TACOMA DMA Scarborough R12025:Feb24-Feb25 Qualintab: 2409 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. Allrights reserved. Soe a . al for Anything =

Food products household used past 7 days (HHLD): Pretzels, chips, popcorn



Social Media

"Advertising Actions"

P18+ who purchased SNACKFOODS in the past 7 days (Shopped/Visited/Bought past
3mos Due to Ads on %)

1,629,689 34.2%

()]
[o4]
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[{o]
N
w

Websites pesen 32.9%
Direct Mail 1,393,049 .29.-2”/’0
Broadcast, Cable, & Sat TV 950,333 0 O
Local Broadcast TV peets i
Local AM/FM Radio T
Cable TV Networks 560,660 o

Video Streaming Services

Audio Streaming Services

568,037 11.9%

Billboards AD1161 i
m P18+ who purchased SNACK FOODS in the past 7 days (Shopped/Visited/Bought past 3mos Due to Ads on %)
M P18+ PHOENIX AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
PHOENIX DMA ScarboroughR22025:Aug24-Jul25 Quallntab: 1539 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2025Hubbard Broadcasting, Inc. LLC. All rights reserved. SO e a . al for Anything «

430,851 9.0%

Food products household used past 7 days (HHLD): Pretzels, chips, popcorn



