USA-3 Metros - P21+ Purchasing ADULT'BEWS past 30 days w/in 5-mi of a TOTAL WINE & MORE!
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WASHINGTON, DC, Metro P21+
who Purchased ADULT BEVERAGES §

at Liquor/Beer/Wine Stores within
a 5-mile radius of a TOTAL WINE &
MORE Store Location in the past

30 days as of SEPTEMBER 2024.
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- (PRIVATE) David and Robert Trone

And, Yes! You ARE Smart Enough to Read a Bloomberg Terminal. So get ready to Learn!

P21+ (Where bought wine past 30 days: Liquor/beer/wine store OR Where bought liquor past 30 days: Liquor/beer/wine store OR W here bought beer past 30 days: Liquor/beer/wine store)
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'I'otal' ‘ 15.3% or 557,890 of SEA Metro Adults 21 or older Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE.
Wine, & sn Typical Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE are 46.3 years old (5.2%

& MORE younger than average) and have a $155,162 (19.% higher than average) annual household income.

@ Percent of Market: Adults 21 or older ik@Gender of Target vs. Market: Adults 21 or older |Ethnicity of Target vs. Market:
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Totalp

14.4% or 492,993 of PHX Metro Adults 21 or older Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE.
w ne m P“I Typical Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE are 48.3 years old (2.5%
SIMORE younger than average) and have a $123,468 (17.2% higher than average) annual household income.

@ Percent of Market: Adults 21 or older ik"\Gender of Target vs. Market: Adults 21 or older |Ethnicity of Target vs. Market:

59.8%
Black/African | 2.0%
American
0 = who Buy Adult Bevs w/in 5-mi
14_4A, of a TOTAL WINE & MORE Asian r'o%
_ %M vs. %F i
® Remainder of PHX Metro Other I 2.8%
Average Age 49.4 49.6 Hispanic
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e
. Average Age:
Age Cell Demographics of Target vs. Market: ge g W= HHI of Target vs. Market:
" who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE B PHX <S$35K HHI
$35K-550K HHI h
$50K-575K HHI m
$75K-5100K HHI
8.5% Ll
7.5% 7.5% $100KCS150K HHI
6.6%
$250K+ HHI E

18-20 21-24 25-29 30-34 35-39 40-44 45-49 50-54 55-59 60-64 65-69

# who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE B PHX Avg HHI: $105,342

PHX Metro Scarborough R2 2024: Aug23-Aug?4 Qual Intab 238
All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Custom Geo = 85008; 85032; 85282; 85296; 85201; 85212; 85308; 85209; 85283; 85006; 85013; 85251; 85351; 85202; 85015; 85042; 85210; 85254; 85020; 85260; 85021; 85017; 85257; 85016; 85018; 85388; 85323; 85297; 85208; 85037; 85298; 85374; 85281; 85379; 85003; 85382; 85258; 85044; 85253; 85050; 85225; 85024;
85395; 85234; 85392; 85295; 85345; 85142; 85306; 85233; 85226; 85338; 85014; 85040; 85028; 85373; 85053; 85250; 85310; 85120; 85381; 85340; 85255; 85207; 85224; 85022; 85304; 85054; 85051; 85284; 85375; 85286; 85353; 85004; 85009; 85048; 85034; 85007; 85302; 85335; 85206; 85383; 85249; 85203; 85029; 85266;
85355; 85331; 85387; 85204; 85259; 85378; 85027; 85012; 85307; 85085; 85083
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)



'I'otal' wne 18.7% or 835,938 of WDC Metro Adults 21 or older Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE.

wo " Typical Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE are 47.8 years old (1.4%
&I”l,},g younger than average) and have a $169,795 (21.4% 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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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)



15.3% or 557,890 of SEA 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 13.3% more likely to be a

college graduate, 21.8% more likely to work full-time, 11.5% more likely to be married, .5% more likely to

& MORE be a parent of 1 or more children under 18.
iy 9.
* = Education Levels: Adults 21 or older Employment: Adults 21 or older ( b )Mar.'tal Status: Adults 21 or older
. 3.9% . ) 73.9% . - 24.7%
Some High School or Less (not graduate) B 5% Employed Full-Time or Part-Time Single, Never Married 26.8%
. 18.0% . 64.6% . 63.1%
High School Graduate (12th grade or GED) 22.5% Employed Full-Time (35 hours or more) 53.0% Married 56.6%
Some College Credit (no degree) 1 Employed Part-Time (less than 35 hours) % Legally Separated | i:}:
e 11.5% . 58.8% . 8.5%
Associate's Degree (AA, AS, etc.) 11.8% White Collar 47.6% Divorced
30.6% 15.1% . 1.5%
College Graduate (4 year college) DOEED Blue Collar 17.0% Widowed B 35%
Postgraduate Degree 1 Work From Home (most of the time or always) 19 '8% LGBTQ+ (net) E i]ig";:
0 0 - .
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14.4% or 492,993 of PHX Metro Adults 21 or older Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE.

TOtal' m P“l Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE are 10.3% more likely to be a

Wine' college graduate, 16.4% more likely to work full-time, 21.% more likely to be married, 12.9% more likely to

& MORE be a parent of 1 or more children under 18.
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18.7% or 835,938 of WDC 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 24.9% more likely to be a

college graduate, 16.6% more likely to work full-time, 13.2% more likely to be married, 2.9% more likely to

Total
Wine'

= WDC

be a parent of 1 or more children under 18.

& MORE
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15.3% or 557,890 of SEA 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 4.7% less likely to own their

home, 14.9% more likely to own a higher valued home, 2.7% more likely to have a single-family home, 15.%

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
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14.4% or 492,993 of PHX Metro Adults 21 or older Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE.
L - P“l Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE are 3.8% less likely to own their
w.ne' home, 15.5% more likely to own a higher valued home, 4.7% more likely to have a single-family home, 7.5%
& MORE less likely to have a dog.

ﬂﬁm Type of Home: Adults 21 or older 4™ Pets in Home: Adults 21 or older

Totalg

m Own/Rent/Other: Adults 21 or older
70.7%
60.3% Single Family House (unattached) . 32.1%
67.5% Own a Dog
3.7% 34.6%
Townhouse or attached Home . 5 so
39.0% ’
6.7% 19.4%
Condominium I 2.4% Own a Cat
10.7% g 79 20.2%
2.0% i Apartment 17.1%
0.7% -
207,306 PELIMEIN 192,243 ERNYRTY 3,354 mmopcrem | 52,621 EPIIRC 17.2% 9.2%
Oown Rent Other Own Second Home Mobile Home or Manufactured 1.9% Own other type of Pet
or Real Estate Home . 5.1% 5.5%
Property
who BuyAdLﬂt Bevs wfin 5-miof a TOTAL WINE & MORE B PHX who Buy Adult Bevs w fin 5-mi of a TOTAL WINE & MORE = PHX who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE W PHX
-~
¢~ Value of Owned Home: Adults 21 or older w g Home Loans: Adults 21 or older
Averoge Vaolue of Owned Home:
who Buy Adult Bevs w/fin 5-mi of a TOTAL WINE & MORE
PHX 5566,793
11.7%
7.6%
6.4% I¥-373 0.7% gz ;
<$150K S150K-$200K S$200K-$250K $250K-S300K  $300K-$350K  $350K-$500K  S500K-$750K S750K-S1M Home Mortgage Refinanced Home Equity Own
® who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE W PHX Home Mortgage LOEII‘I/HOI'I"IE Home{Propertv
Improvement  Outright (No
Loan Mortgages)

PHX Metro Scarborough R2 2024: Aug23-Aug24 Qual Intab 238 .
All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Custom Geo = 85008; 85032; 85282; 85296; 85201; 85212; 85308; 85209; 85283; 85006; 85013; 85251; 85351; 85202; 85015; 85042; 85210; 85254; 85020; 85260; 85021; 85017; 85257; 85016; 85018; 85388; 85323; 85297; 85208; 85037; 85298; 85374; 85281; 85379; 85003; 85382; 85258; 85044; 85253; 85050; 85225; 85024;
85395; 85234; 85392; 85295; 85345; 85142; 85306; 85233; 85226; 85338; 85014; 85040; 85028; 85373; 85053; 85250; 85310; 85120; 85381; 85340; 85255; 85207; 85224; 85022; 85304; 85054; 85051; 85284; 85375; 85286; 85353; 85004; 85009; 85048; 85034; 85007; 85302; 85335; 85206; 85383; 85249; 85203; 85029; 85266;
85355; 85331; 85387; 85204; 85259; 85378; 85027; 85012; 85307; 85085; 85083

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)



18.7% or 835,938 of WDC 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 .3% less likely to own their

Wine‘ E wne home, 22.% more likely to own a higher valued home, 14.9% less likely to have a single-family home, 32.2%

& MORE more likely to have a dog.
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15.3% or 557,890 of SEA Metro Adults 21 or older Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE.

TOtaI' su Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE are 8.1% more likely to look up

lne D-1-Y advice online, 4.% more likely to always vote in local elections, 38.8% more likely to belong to a gym,
& MORE 17.8% more likely to fly domestic past yr.
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14.4% or 492,993 of PHX 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 1.3% more likely to look up
D-1-Y advice online, 1.2% more likely to always vote in local elections, 48.7% more likely to belong to a
gym, 9.2% more likely to fly domestic past yr.

}"op-ZO past 30-days Online Lifestyle Activites: Adults 21 or older Political Activity: Adults 21 or older
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29,0%) )
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85395; 85234; 85392; 85295; 85345; 85142; 85306; 85233; 85226; 85338; 85014; 85040; 85028; 85373; 85053; 85250; 85310; 85120; 85381; 85340; 85255; 85207; 85224; 85022; 85304; 85054; 85051; 85284; 85375; 85286; 85353; 85004; 85009; 85048; 85034; 85007; 85302; 85335; 85206; 85383; 85249; 85203; 85029; 85266;
85355; 85331; 85387; 85204; 85259; 85378; 85027; 85012; 85307; 85085; 85083
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)



18.7% or 835,938 of WDC Metro Adults 21 or older Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE.

TOtaI' E wne Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE are 1.1% more likely to look up

W|n D-1-Y advice online, 21.3% more likely to always vote in local elections, 36.8% more likely to belong to a
& MORE gym, 17.1% more likely to fly domestic past y
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past yr., 8.% less likely to smoke cigarettes.

15.3% or 557,890 of SEA 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 7.3% more likely to use
QSRs past mo., 15.1% more likely to use Sit-Down Restaurants past mo., 10.9% more likely to use Casinos

30-days QSR Users: Adults 21 or older

 ime Ty

Past

2 times 13.6%
3 times 12.7%
5 times 10.8%

6 - 9times

15.5%

10times or more

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

Total Aggrg)? ly QSR Users: Avg. Monthly QSR Meals:

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

1time

2 times

3 times

4 times

5 times

6-9times

10times or more

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

Total Monthly Sit-Down Restaurant Users:  Avg. Monthly Sit-Down Restaurant Meals:
72.0%

82.9%

Drank Past 30-days: Adults 21 or older

29.2%

Liquer
Any Type of Beer
Wine

Imported Beer

1,060,569

32.6%
640,849 17.6%

Domestic Regular Beer
Domestic Light Beer

Microbrew / Craft Beer

Hwho Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE ESEA

SEA Metro Scarborough R2 2024: Aug23-Aug24 Qual Intab

Top-10 Cuisines: Adults 21 or older

(Sit-Down Restaurants Used Past 30-days)

Mexican  Pizza

coffee chinese  Indian/ Bagel/  malian  Upscalle  seafood  Wings/
House / Thai/  Donutf Burgers /
Coffes Bar Other  Bakery Sparts Bar
asian
o who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE ESEA

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Buy Adult Bevs w/in 5-mi of o TOTAL WINE & MORE 30.3%

HZ W 638,208 18.9%

Adults 21 or older

32.0%

Casino Activities:

Past 12 months

Slot Machines 1162525

Upscale Restaurant 523,002
Table Games (Craps, Poker, etc.)
Bar / Nightclub

Stage Show / Concert

Sports Betting

Spa

Other Gambling

1.8%
CEEEN 2.4%

Casinos visited past 12 months: Yes

= who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE m SEA
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Used Past 30-days: Adults 21 or older
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]

Marijuana / Cannabis Cigarettes

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

Custom Geo = 98003; 98133; 98023; 98103; 98122; 98125; 98121; 98105; 98115; 98012; 98117; 98107; 98026; 98404; 98155; 98374; 98087; 98373; 98001; 98101; 98004; 98198; 98021; 98031; 98109; 98372; 98119; 98002; 98383; 98034; 98406; 98375; 98036; 98116; 98168; 98405; 98033; 98408; 98052; 98188; 98102; 98112;
98409; 98444; 98311; 98177; 98204; 98371; 98006; 98104; 98057; 98032; 98028; 98043; 98144; 98055; 98056; 98422; 98037; 98467; 98199; 98501; 98402; 98466; 98008; 98499; 98058; 98040; 98445; 98354; 98007; 98005; 98118; 98502; 98506; 98195; 98166; 98208; 98370; 98126; 98498; 98446; 98390; 98310; 98020; 98148;
98275; 98391; 98312; 98512; 98443; 98178; 98418; 98407; 98465; 98403; 98424; 98074; 98106; 98011; 98146; 98108; 98134; 98503; 98075; 98059; 98315; 98174; 98110; 98047; 98345; 98360; 98030; 98380; 98042; 98516; 98296; 98338; 98333; 98027

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

PHX

past yr., 25.9% less likely to smoke cigarettes.

14.4% or 492,993 of PHX 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 3.1% more likely to use
QSRs past mo., 18.9% more likely to use Sit-Down Restaurants past mo., 20.3% more likely to use Casinos

Past 30-days QSR Users: Adults 21 or older

1time

2 times
4 times 11.2%
s tmes |t
6 - 9times 21.1%

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

Total Ag:z:rrét‘)%: ly QSR Users: Avg. Monthly QSR Meals:

Can = EEE

M PHX

89.5%

3,055,359

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

£ 3o i
10 times or more

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

_91.0% - -

Top-10 Cuisines: Adults 21 or older

(Sit-Down Restaurants Used Past 30-days)

ihlkihhhk

Mexican  chinese  Pima  coffee  wings/ imlian  indian/ Upscalle Steakhouse Bagel /
House /  Burgers / Thai / Donut /
Coffee Bar Sports Bar Other Bakery

asian

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

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Buy Adult Bevs w/in 5-mi of o TOTAL WINE & MORE 21.1%

L7 617,510 18.1%

Drank Past 30-days: Adults 21 or older

Liquer

1,490,427 43.7%
Any Type of Beer 1,403,031 41.1%
Wine 874,146 25.6%
Imported Beer

801,734 23.5%

Domestic Light Beer prrprrry—m

Domestic Regular Beer

612.4787.9%

. 8.4%

Microbrew / Craft Beer 15.9%

B PHX
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Past 12 months Casino Activities: Adults 21 or older

Slot Machines

1,080,585 31.6%
8 i

12.0%

Table Games (Craps, Poker, etc.)
Bar / Nightclub

Upscale Restaurant oS

Stage Show / Concert
Sports Betting

Spa

Other Gambling

Casinos visited past 12 months: Yes

m PHX
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Used Past 30-days: Adults 21 or older
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Vape

Marijuana / Cannabis Cigarettes
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Custom Geo = 85008; 85032; 85282; 85296; 85201; 85212; 85308; 85209; 85283; 85006; 85013; 85251; 85351; 85202; 85015; 85042; 85210; 85254; 85020; 85260; 85021; 85017; 85257; 85016; 85018; 85388; 85323; 85297; 85208; 85037; 85298; 85374; 85281; 85379; 85003; 85382; 85258; 85044; 85253; 85050; 85225; 85024;
85395; 85234; 85392; 85295; 85345; 85142; 85306; 85233; 85226; 85338; 85014; 85040; 85028; 85373; 85053; 85250; 85310; 85120; 85381; 85340; 85255; 85207; 85224; 85022; 85304; 85054; 85051; 85284; 85375; 85286; 85353; 85004; 85009; 85048; 85034; 85007; 85302; 85335; 85206; 85383; 85249; 85203; 85029; 85266;

85355; 85331; 85387; 85204; 85259; 85378; 85027; 85012; 85307; 85085; 85083

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

= WNDC

past yr., 38.2% more likely to smoke cigarettes.

18.7% or 835,938 of WDC 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 2.8% more likely to use
QSRs past mo., 11.6% more likely to use Sit-Down Restaurants past mo., 7.9% more likely to use Casinos

Past 30-days QSR Users: Adults 21 or older

13.0%

2 times

3 times

4 times

12.4%
10.3%

5 times

6-9times

19.4%

10times or more 16.6%

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

EWDC

Total Aggpig.:‘: ly QSR Users: Avg. Monthly QSR Meals:

88.5%

3,053,794

. 1time

10 times or more 4.7

® who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE
Total Monthly Sit-Down Restaurant Users: A it
86.3% 77.3%

Drank Past 30-days: Adults 21 or older

Liquor

2,052,604 46.0%
Any Type of Beer 1,846,857 41.4%
Wine  prrewen 40.6%
Imported Beer

1,170,65626.2%

Domestic Regular Beer 1.128,8425.3%

Domestic Light Beer 925,730.7%

Microbrew / Craft Beer

3
8

EWDC

mwho Buy Adult Bevs w/in 5-mi of a TOTAL WINE 8& MORE

wDC Metro Scarborough R2 2024; Aug23-Sep24

Slot Machines i

Bar / Nightclub

238,609 5.3%
4.8%

2.5%
2.7%

B
97,552 v

Upscale Restaurant
Table Games (Craps, Poker, etc.)
Stage Show / Concert

Sports Betting

Spa

Other Gambling

Qual Intab

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

864

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

13.2%
3 times 12.7%
4 times 10.1%

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

18.0%

mWDC

wn Restaurant Meals:

Top-10 Cuisines: Adults 21 or older

'Si tiﬂ'ﬂ taurants Used Past 30-days)

Chinese  Pizza Coffee  Indian /
House [  Thai/
Coffes Bar  Other
Asian

Mexican

mWDC

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

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE 36.3%

wnc 27.5%

Past 12 months Casino Activities: Adults 21 or older

19.1%

400,575 9.0%

28.3%

Casinos visited past 12 months: Yes

EWDC

Used Past 30-days: Adults 21 or older
wi
’ | —

]

/

Marijuana / Cannabis Cigarettes

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

Custom Geo = 22003; 22191; 20170; 22193; 22204; 20171; 22042; 20147; 22101; 22015; 22305; 20032; 22314; 22192; 20020; 20164; 20016; 20707; 22032; 20003; 22152; 20165; 20176; 22202; 22304; 20155; 22315; 22043; 22310; 20109; 22303; 22201; 22203; 20001; 22150; 22031; 22180; 20008; 22209; 22151; 22033; 20191;
20009; 22306; 22030; 20151; 22182; 22301; 22207; 22041; 22206; 20745; 22205; 22153; 20817; 20037; 20190; 22102; 20169; 22312; 22124; 22046; 20175; 20816; 22044; 20036; 20052; 20194; 20024; 20120; 20166; 22302; 22311; 22181; 20002; 22405; 22025; 20005; 20007; 22027; 20121; 20136; 22079; 22307; 20748; 20744;

20720; 20837; 22309; 20705; 22406; 20854; 20124; 20006; 20708; 22066; 22060; 22039; 20112; 22026; 20842; 20815; 20152; 20148; 20004; 22213; 22125; 20019; 20181; 20874; 20158; 20110; 20814; 20010; 20640

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

& MORE

15.3% or 557,890 of SEA 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 33.6% more likely to have a

401K, 11.7% less likely to have an Auto Loan, 39.9% more likely to Invest/Trade Stocks Online, .4% less likely
to pay with their Debit Card.

Investments Owned: Adults 21 or older

401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

Other (Crypto / NFTs [/ Metals, etc.)

50.5%

35.0%
28.3%

20.1%

21.2%
14.2%

15.0%
447,535 12.3%

16.7%
son B
Second Home or Real Estate Property :';’9:
: 9.3%
529 Plan [ College Savings Plan 1.3%
B who Buy Adult Bevs wfin 5-mi of a TOTAL WINE & MORE HSEA

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

9.7% 7.8y 8.6% 6.7% 9.4%

Money  Certificates of Studentloan Refinanced Personal Loan  Home

Checking  Debitor ATM  Savings Credit Card Online Mobile

Online Bill Home Auto Loan
Account «card Account Banking Banking Paying Mortgage Market  Deposit(CDs) Home Improvement
Account Mortgage Loan or Home
Equity Loan

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

Professional Services Used*: Adults 21 or older

Online Investing / Stock Trading
Tax Preparation Service
Financial Planner

Accountant

Insurance Agent at a Local Office (not online)

20.2%

19.4%

13.3%
10.8%

63%

6.2%
Real Estate Agent M-"'%
- 6.6%
Estate Planning 3.5%
. ; K (*Past 12 Months)
Diverce / Family Attorney
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SEA Metro

Scarborough R2 2024: Aug23-Aug24
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T Past 3-Months Payment Methods Used: Adults 21 or older

I

5.8% a3% 57% 499

Apple Pay  MasterCard Google Pay  American

VISA PayPal Debit Card Venmo Zelle

Cash App  Store Credit  Discover Facebook  Sguare Cash Samsung Pay
Express card Messenger
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14.4% or 492,993 of PHX 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 1.6% less likely to have a

401K, 16.3% more likely to have an Auto Loan, 1.6% less likely to Invest/Trade Stocks Online, 19.3% more

likely to pay with their Debit Card.

Investments Owned: Adults 21 or older
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Financial Services Has and/or Uses: Adults 21 or older
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Professional Services Used*: Adults 21 or older
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Financial Planner
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18.7% or 835,938 of WDC 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 24.2% more likely to have a

401K, 31.4% more likely to have an Auto Loan, 55.3% more likely to Invest/Trade Stocks Online, 4.3% more
likely to pay with their Debit Card.

Investments Owned: Adults 21 or older

401K Plan
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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, 23 hours, 18
minutes and 41 seconds each week with All Forms of Media.

76.1% 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 25 minutes each
week listening to All Local AM/FM Radio, representing 7.9% of total time spent with all forms of 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 3 days, 3 hours, 54
minutes and 28 seconds each week with All Forms of Media.

87.8% 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 22 minutes each
week listening to All Local AM/FM Radio, representing 9.7% of total time spent with all forms of Media.
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-I- ' Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE spend an average of 2 days, 22 hours, 7
0 ta E wnc minutes and 57 seconds each week with All Forms of Media.
Wine

& MORE

81.4% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE spend an avg. of 6 hours and 50 minutes each
week listening to All Local AM/FM Radio, representing 7.9% of total time spent with all forms of 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, 3 hours, 31
minutes and 46 seconds each week with All Forms of Ad-Supported Media.

73.4% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE spend an avg. of 6 hours and 13 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 8.9% of total time spent with all forms of Ad-Supported Media.
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minutes and 17 seconds each week with All Forms of Ad-Supported Media.
Wl ne' 85.5% 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 44 minutes each
& MORE week listening to Local Ad-Supported AM/FM Radio, representing 11.7% 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, 2 hours, 21

TOt.aI' minutes and 4 seconds each week with All Forms of Ad-Supported Media.
WI ne' 76.8% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE spend an avg. of 6 hours and 0 minutes each week

& MORE 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 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE spend an average of 7
hours and 21 minutes each day with All Forms of Ad-Supported Media. 73.4% listen to Local AM/FM
Radio for an avg. of 53.4 minutes/day. (Local Radio delivers 8.9% 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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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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Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE spend an average of 8
hours and 3 minutes each day with All Forms of Ad-Supported Media. 85.5% listen to Local AM/FM
Radio for an avg. of 66.3 minutes/day. (Local Radio delivers 11.7% 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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Top-13 All Forms of Ad-Supported Media (% Time Spent &

Avg. Minutes/day Spent): Adults 21 or older
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Custom Geo = 85008; 85032; 85282; 85296; 85201; 85212; 85308; 85209; 85283; 85006; 85013; 85251; 85351; 85202; 85015; 85042; 85210; 85254; 85020; 85260; 85021; 85017; 85257; 85016; 85018; 85388; 85323; 85297; 85208; 85037; 85298; 85374; 85281; 85379; 85003; 85382; 85258; 85044; 85253; 85050; 85225; 85024;
85395; 85234; 85392; 85295; 85345; 85142; 85306; 85233; 85226; 85338; 85014; 85040; 85028; 85373; 85053; 85250; 85310; 85120; 85381; 85340; 85255; 85207; 85224; 85022; 85304; 85054; 85051; 85284; 85375; 85286; 85353; 85004; 85009; 85048; 85034; 85007; 85302; 85335; 85206; 85383; 85249; 85203; 85029; 85266;

85355; 85331; 85387; 85204; 85259; 85378; 85027; 85012; 85307; 85085; 85083

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 7
E wne hours and 11 minutes each day with All Forms of Ad-Supported Media. 76.8% listen to Local AM/FM

Wlne Radio for an avg. of 51.5 minutes/day. (Local Radio delivers 9.2% of Time with Ad-Supported Media.)
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Custom Geo = 22003; 22191; 20170; 22193; 22204; 20171; 22042; 20147; 22101; 22015; 22305; 20032; 22314; 22192; 20020; 20164; 20016; 20707; 22032; 20003; 22152; 20165; 20176; 22202; 22304; 20155; 22315; 22043; 22310; 20109; 22303; 22201; 22203; 20001; 22150; 22031; 22180; 20008; 22209; 22151; 22033; 20191;
20009; 22306; 22030; 20151; 22182; 22301; 22207; 22041; 22206; 20745; 22205; 22153; 20817; 20037; 20190; 22102; 20169; 22312; 22124; 22046; 20175; 20816; 22044; 20036; 20052; 20194; 20024; 20120; 20166; 22302; 22311; 22181; 20002; 22405; 22025; 20005; 20007; 22027; 20121; 20136; 22079; 22307; 20748; 20744;
20720; 20837; 22309; 20705; 22406; 20854; 20124; 20006; 20708; 22066; 22060; 22039; 20112; 22026; 20842; 20815; 20152; 20148; 20004; 22213; 22125; 20019; 20181; 20874; 20158; 20110; 20814; 20010; 20640
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)



409,698 or 73.4% 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 53.4 minutes every day representing
35.3% of all time spent daily with Ad-Supported Audio.
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Custom Geo = 98003; 98133; 98023; 98103; 98122; 98125; 98121; 98105; 98115; 98012; 98117; 98107; 98026; 98404; 98155; 98374; 98087; 98373; 98001; 98101; 98004; 98198; 98021; 98031; 98109; 98372; 98119; 98002; 98383; 98034; 98406; 98375; 98036; 98116; 98168; 98405; 98033; 98408; 98052; 98188; 98102; 98112;
98409; 98444; 98311; 98177; 98204; 98371; 98006; 98104; 98057; 98032; 98028; 98043; 98144; 98055; 98056; 98422; 98037; 98467; 98199; 98501; 98402; 98466; 98008; 98499; 98058; 98040; 98445; 98354; 98007; 98005; 98118; 98502; 98506; 98195; 98166; 98208; 98370; 98126; 98498; 98446; 98390; 98310; 98020; 98148;
98275; 98391; 98312; 98512; 98443; 98178; 98418; 98407; 98465; 98403; 98424; 98074; 98106; 98011; 98146; 98108; 98134; 98503; 98075; 98059; 98315; 98174; 98110; 98047; 98345; 98360; 98030; 98380; 98042; 98516; 98296; 98338; 98333; 98027

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)




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

421,309 or 85.5% 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 66.3 minutes every day representing
40.5% of all time spent daily with Ad-Supported Audio.
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Custom Geo = 85008; 85032; 85282; 85296; 85201; 85212; 85308; 85209; 85283; 85006; 85013; 85251; 85351; 85202; 85015; 85042; 85210; 85254; 85020; 85260; 85021; 85017; 85257; 85016; 85018; 85388; 85323; 85297; 85208; 85037; 85298; 85374; 85281; 85379; 85003; 85382; 85258; 85044; 85253; 85050; 85225; 85024;
85395; 85234; 85392; 85295; 85345; 85142; 85306; 85233; 85226; 85338; 85014; 85040; 85028; 85373; 85053; 85250; 85310; 85120; 85381; 85340; 85255; 85207; 85224; 85022; 85304; 85054; 85051; 85284; 85375; 85286; 85353; 85004; 85009; 85048; 85034; 85007; 85302; 85335; 85206; 85383; 85249; 85203; 85029; 85266;
85355; 85331; 85387; 85204; 85259; 85378; 85027; 85012; 85307; 85085; 85083
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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642,396 or 76.8% 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 51.5 minutes every day representing
37.1% of all time spent daily with Ad-Supported Audio.
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Local AM/FM Radio
Podcasts

Spotify

SiriusXM

YouTube Music
Owned Music

All Others

TV Music Channels
Apple Music
Amazon Music
Pandora
Audiobooks
iHeartRadio

s ¢15sa) 8,4%
R R

Ui0173a8] 2255 pue

es s | 17 A% 53}
Joe 732 | 1.5 |
(8317 3,*'23;? Eispmiakinnndy %,
0.3 o 1.7%

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

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

psn

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

EEEE

Local AM/FM
Radio
58.7

SiriusXmM
21.7

Podcasts )
591 Apple

Music
11.4

YouTube
Music

SiriusXm
17.0

Podcasts
21.6

Local AM/FM Radio | Spotify
60.5 18.8

YouTube
Music
12.8

Apple
Music
Chann... 8.5
Pandora
6.7

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

mWDC

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

Local AM/FM Radio
Podcasts

YouTube Music

TV Music Channels
All others

Spotify

Pandora

Amazon Music

Total Persons:

WREAET — 12,9%
e 7o
m

L
(R

ft
.
=

Avg. Hours+Minutes/day with Ad-
Supported Audio: Adults 21 or older

iHeartRadio QRS T mr o
siriusxv  RRSERES B8. 3% %,
Audiobooks _ g% - m
Owned Music _ 8 % ":':.;Tﬁdgmmﬂf; e
Apple Music i 884 o 0.0%
m who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE mWDC
woc Metro Scarborough R2 2024: Aug23-5ep24 Qual Intab 864

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

Local AM/FM Radio
51.5

YouTube
Music
10.2

TV Music
All Others Channels
9.0 8.4

Spotify
10.6

Amazon
Music

6.7

iHeartRa...

Podcasts
19.7

Spotify
10.7

TV Music
Local AM/FM Radio Channels
53.9 8.7

YouTube
Music
12.2

iHeart...

SiriusX...

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

mWDC

soefa.ai

* Share of Everything

for Anything _

Custom Geo = 22003; 22191; 20170; 22193; 22204; 20171; 22042; 20147; 22101; 22015; 22305; 20032; 22314; 22192; 20020; 20164; 20016; 20707; 22032; 20003; 22152; 20165; 20176; 22202; 22304; 20155; 22315; 22043; 22310; 20109; 22303; 22201; 22203; 20001; 22150; 22031; 22180; 20008; 22209; 22151; 22033; 20191;
20009; 22306; 22030; 20151; 22182; 22301; 22207; 22041; 22206; 20745; 22205; 22153; 20817; 20037; 20190; 22102; 20169; 22312; 22124; 22046; 20175; 20816; 22044; 20036; 20052; 20194; 20024; 20120; 20166; 22302; 22311; 22181; 20002; 22405; 22025; 20005; 20007; 22027; 20121; 20136; 22079; 22307; 20748; 20744;
20720; 20837; 22309; 20705; 22406; 20854; 20124; 20006; 20708; 22066; 22060; 22039; 20112; 22026; 20842; 20815; 20152; 20148; 20004; 22213; 22125; 20019; 20181; 20874; 20158; 20110; 20814; 20010; 20640

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)




409,698 or 73.4% 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 53.4 minutes every day representing
35.3% of all time spent daily with Ad-Supported Audio.
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Custom Geo = 98003; 98133; 98023; 98103; 98122; 98125; 98121; 98105; 98115; 98012; 98117; 98107; 98026; 98404; 98155; 98374; 98087; 98373; 98001; 98101; 98004; 98198; 98021; 98031; 98109; 98372; 98119; 98002; 98383; 98034; 98406; 98375; 98036; 98116; 98168; 98405; 98033; 98408; 98052; 98188; 98102; 98112;
98409; 98444; 98311; 98177; 98204; 98371; 98006; 98104; 98057; 98032; 98028; 98043; 98144; 98055; 98056; 98422; 98037; 98467; 98199; 98501; 98402; 98466; 98008; 98499; 98058; 98040; 98445; 98354; 98007; 98005; 98118; 98502; 98506; 98195; 98166; 98208; 98370; 98126; 98498; 98446; 98390; 98310; 98020; 98148;
98275; 98391; 98312; 98512; 98443; 98178; 98418; 98407; 98465; 98403; 98424; 98074; 98106; 98011; 98146; 98108; 98134; 98503; 98075; 98059; 98315; 98174; 98110; 98047; 98345; 98360; 98030; 98380; 98042; 98516; 98296; 98338; 98333; 98027
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)




421,309 or 85.5% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE
ﬂ P“! listen to Ad-Supported Local AM/FM Radio for an average of 66.3 minutes every day representing

40.5% of all time spent daily with Ad-Supported Audio.

85.5%

Avg. Hours+Minutes/day with Ad-Supported
Audio: Adults 21 or older

"Share of Ad-Supported Audio”

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

28.4%

26.8%

13.6%

11.3% 12.4%

7.1% 8.4%

Weekly
Total
Persons

Reached: 421309 2,779,737

74% 7.0%

6.4%

2.7% 2.3% 2.3% 2.2% 1.8%
- % v

7.1%

140,027 637,885

132,351 770,565 67,190 242,644

55,754 309,019 61,041 287,305 36,388 239,830 13,432 217,164 11,408 80,131 10,746 61,635
Local AM/FM  YouTube Music Podcasts Spotify All Others TV Music Pandora Amazon Music iHeartRadio SiriusXM
Average Radio Channels
Daily Mi
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PHX Metro Scarborough R2 2024: Aug23-Aug24 Qual Intab 238 PHOENIX Metro Scarborough R2 2024: Aug23-Aug24 Qual Intab 1,846
All Graphs and soefa.ai Dota Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved,
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Custom Geo = 85008; 85032; 85282; 85296; 85201; 85212; 85308; 85209; 85283; 85006; 85013; 85251; 85351; 85202; 85015; 85042; 85210; 85254; 85020; 85260; 85021; 85017; 85257; 85016; 85018; 85388; 85323; 85297; 85208; 85037; 85298; 85374; 85281; 85379; 85003; 85382; 85258; 85044; 85253; 85050; 85225; 85024;
85395; 85234; 85392; 85295; 85345; 85142; 85306; 85233; 85226; 85338; 85014; 85040; 85028; 85373; 85053; 85250; 85310; 85120; 85381; 85340; 85255; 85207; 85224; 85022; 85304; 85054; 85051; 85284; 85375; 85286; 85353; 85004; 85009; 85048; 85034; 85007; 85302; 85335; 85206; 85383; 85249; 85203; 85029; 85266;
85355; 85331; 85387; 85204; 85259; 85378; 85027; 85012; 85307; 85085; 85083
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)




listen to Ad-Supported Local AM/FM Radio for an average of 51.5 minutes every day representing

T tal 642,396 or 76.8% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE
Ry =WDC

Wine

& MORE 37.1% of all time spent daily with Ad-Supported Audio.

Weekly Avg. Hours+Minutes/day with Ad-Supported
Reach% 76.8% 76.6% Audio: Adults 21 or older

"Share of Ad-Supported Audio" 218
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14.2%
12.0% 11.7% 11.6%
10.5% 9 9.9%
8.7% 8.4% 2.4% °  7.6% 7.5% 7.0%  6.8%

Weekly 4.0% 3.3% 0,
Total 6.4% 6.6% 4.9% r . o
Persons = [ ] EE—
Reached: 642,396 3,421,88 296,712 1,153,099 72,442 376,700 100,249 633,028 7,435 420,688 82,594 341,323 97,653 518,704 62,617 310,761 56,938 179,282 27,633 109,583
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* Share of Everything
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All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved., SOEﬁ-

Custom Geo = 22003; 22191; 20170; 22193; 22204; 20171; 22042; 20147; 22101; 22015; 22305; 20032; 22314; 22192; 20020; 20164; 20016; 20707; 22032; 20003; 22152; 20165; 20176; 22202; 22304; 20155; 22315; 22043; 22310; 20109; 22303; 22201; 22203; 20001; 22150; 22031; 22180; 20008; 22209; 22151; 22033; 20191;
20009; 22306; 22030; 20151; 22182; 22301; 22207; 22041; 22206; 20745; 22205; 22153; 20817; 20037; 20190; 22102; 20169; 22312; 22124; 22046; 20175; 20816; 22044; 20036; 20052; 20194; 20024; 20120; 20166; 22302; 22311; 22181; 20002; 22405; 22025; 20005; 20007; 22027; 20121; 20136; 22079; 22307; 20748; 20744;
20720; 20837; 22309; 20705; 22406; 20854; 20124; 20006; 20708; 22066; 22060; 22039; 20112; 22026; 20842; 20815; 20152; 20148; 20004; 22213; 22125; 20019; 20181; 20874; 20158; 20110; 20814; 20010; 20640
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)



409,698 or 73.4% 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 Adult Contemporary, Pop Contemporary Hit
Radio, Country, Adult Hits, and Classic Hits.

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

(Averoge Week)
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Custom Geo = 98003; 98133; 98023; 98103; 98122; 98125; 98121; 98105; 98115; 98012; 98117; 98107; 98026; 98404; 98155; 98374; 98087; 98373; 98001; 98101; 98004; 98198; 98021; 98031; 98109; 98372; 98119; 98002; 98383; 98034; 98406; 98375; 98036; 98116; 98168; 98405; 98033; 98408; 98052; 98188; 98102; 98112;
98409; 98444; 98311; 98177; 98204; 98371; 98006; 98104; 98057; 98032; 98028; 98043; 98144; 98055; 98056; 98422; 98037; 98467; 98199; 98501; 98402; 98466; 98008; 98499; 98058; 98040; 98445; 98354; 98007; 98005; 98118; 98502; 98506; 98195; 98166; 98208; 98370; 98126; 98498; 98446; 98390; 98310; 98020; 98148;
98275; 98391; 98312; 98512; 98443; 98178; 98418; 98407; 98465; 98403; 98424; 98074; 98106; 98011; 98146; 98108; 98134; 98503; 98075; 98059; 98315; 98174; 98110; 98047; 98345; 98360; 98030; 98380; 98042; 98516; 98296; 98338; 98333; 98027
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)



421,309 or 85.5% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE listen to

1\}'\){!&" m P“l Ad-Supported Local AM/FM Radio. The Top-5 Formats are Classic Rock, Country, Classic Hits, Adult Hits,
ine and Mexican Regional.

& MORE
Loca{ AM/f-'M 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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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)



v =11 T

& MORE

642,396 or 76.8% 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 Adult Contemporary, Classic Hits, All News,
Classic Rock, and Pop Contemporary Hit Radio.

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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Custom Geo = 22003; 22191; 20170; 22193; 22204; 20171; 22042; 20147; 22101; 22015; 22305; 20032; 22314; 22192; 20020; 20164; 20016; 20707; 22032; 20003; 22152; 20165; 20176; 22202; 22304; 20155; 22315; 22043; 22310; 20109; 22303; 22201; 22203; 20001; 22150; 22031; 22180; 20008; 22209; 22151; 22033; 20191;
20009; 22306; 22030; 20151; 22182; 22301; 22207; 22041; 22206; 20745; 22205; 22153; 20817; 20037; 20190; 22102; 20169; 22312; 22124; 22046; 20175; 20816; 22044; 20036; 20052; 20194; 20024; 20120; 20166; 22302; 22311; 22181; 20002; 22405; 22025; 20005; 20007; 22027; 20121; 20136; 22079; 22307; 20748; 20744;
20720; 20837; 22309; 20705; 22406; 20854; 20124; 20006; 20708; 22066; 22060; 22039; 20112; 22026; 20842; 20815; 20152; 20148; 20004; 22213; 22125; 20019; 20181; 20874; 20158; 20110; 20814; 20010; 20640
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)



SEATTLE-TACOMA (User Defined Survey Area)

Total
Win?

& MORE

_ ADULTS 21+

SCARBOROUGH R2 2024: AUGZ3-AUG24

WHO | am Looking At

(Where bought wine past 30 days: Liquonbeer/wine store OR Where

bought liguor past 30 days: Liquorn'beerwine stora OR YWhere bought

beer past 30 days: Liguorbeerwine store)

WHAT | Want to Know Abouwt Tham Target Persons®

M-5 Bam-mid cume: KJAQ-FM
M-5 Bam-mid cume: KJEB-FM
M-5 Bam-mid cume: KOMV-FM

Top AUDIO Media reaching SEA Metro V-5 Barnmid cume: KRN

M-5 Bam-mid cume: KKWF-FM

P21+ who Buy Adult Bevs w/in 5-mi Pk i arviosaipea tnad peet? day YacTub Mo g

Audio streaming services/apps used past T days: Amazon Music (free)

of a TOTAL WINE & MORE. V- arm-mid cume: KZOK. W

Map  Satellite

2

>
1Google

Olympic
National Park

M-5 Bam-mid cume: KBKS-FM
M-5 Bam-mid cume: KNDD-FM
M-5 Bam-mid cume: KSWD-FM

Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE:s sar-is cume: ke

M-5 Bam-mid cume: KPLZ-FM
Audio streaming services'apps used pasl 7 days: SiriusXM appiwebsile
M-5 Bam-mid cume: KIRO-AM
o Audio streaming services/apps used past 7 days: Pandora (free)
s M-5 Bam-mid cume: KJR-FM
Sere Al M-5 Gam-mid cumea: KNWN-AM
. Audio streaming services/apps used pasl 7 days: Spolify (free)
) M-5 Bam-mid cume: KING-FM
o M-S Bam-mid cume: KIRO-FM
SE M-S Bam-mid cume: KPNW-FM
Audio streaming services/apps used past 7 days: iHearlRadio (free)
M-5 Bam-mid cume: KNHC-FM
g M-5 Bam-mid cume: KLIOW-FM
e M-S Bam-mid cume: KNKX-FM
= M-5 Bam-mid cume: KEXP-FM
- e M-5 Bam-mid cume: KJR-AM
4 M-5 Gam-mid cume: KXXO-FM
M-5 Bam-mid cume: KCMS-FM
M-5 Bam-mid cume: KTTH-AM
M-5 Bam-mid cume: KBCS-FM

93,888
BZ,BB3
80,216
78,793
70,379
GB 482
67,321
66,343
62,723
61,765
56,168
56,070
51,071
48 628
38,682
38,206
37 6ET
34,001
32,859
anTza
28613
28,135
27,709
24,480
23,783
20,967
20,329
18,871
15,866
14,191
12,943
12,806
11,705

% of Target
16.8%
14.9%
14.4%
14.3%
12.6%
12.3%
12.1%
11.9%
11.2%
11.1%
10.1%
10.1%

B.2%
B.7%
7.1%
7.0%
B.8%
B.1%
5.9%
5.5%
5.3%
5.0%
5.0%
4.4%
4.3%
3.5%
3.6%
3.4%
2. 8%
2.5%
2.3%
2.3%
2.1%

Custom Geo = 98003; 98133; 98023; 98103; 98122; 98125; 98121; 98105; 98115; 98012; 98117; 98107; 98026; 98404; 98155; 98374; 98087; 98373; 98001; 98101; 98004; 98198; 98021; 98031; 98109; 98372; 98119; 98002; 98383; 98034; 98406; 98375; 98036; 98116; 98168; 98405; 98033; 98408; 98052; 98188; 98102; 98112;
98371; 98006; 98104; 98057; 98032; 98028; 98043; 98144; 98055; 98056; 98422; 98037; 98467; 98199; 98501; 98402; 98466; 98008; 98499; 98058; 98040; 98445; 98354; 98007; 98005; 98118; 98502; 98506; 98195; 98166; 98208; 98370; 98126; 98498; 98446; 98390; 98310; 98020; 98148;

98409; 98444; 98311; 98177; 98204;

98275; 98391; 98312; 98512; 98443; 98178; 98418; 98407; 98465; 98403; 98424; 98074; 98106; 98011; 98146; 98108; 98134; 98503; 98075; 98059; 98315; 98174; 98110; 98047; 98345; 98360; 98030; 98380; 98042; 98516; 98296; 98338; 98333; 98027
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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o6
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17
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BE
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B2
B3
111
258



PHOENILX (User Defined Survey Area)

& MORE

WHAT | Want to Know About Tham
Audio sireaming services/apps used past 7 days: YouTube Music (free)

' M-5 Gam-mid cume: KSLX-FM
Top AUDIO Media reaching PHX Metro s cam i e KESZ
P21+ who Buy Adult Bevs w/in 5-mi e

M-5 Bam-mid cume: KDKB-FM
of a TOTAL WINE & MORE. 456 e o
M-5 Bam-mid cume: KOAI-FM
M-5 Gam-mid cume: KHOT-FM
M-S Bam-mid cume: KMLE-FM
M-5 Bam-mid cume: KJZZ-FM
M-5 Bam-mid cume: KNIX-FM
M-5 Bam-mid cume: KLMZ-FM
M-5 Bam-mid cume: KOMR-FM
Audio sireaming services/apps used past 7 days: SiriusXM app/websile
sowrs ook @) M-5 Bam-mid cume: KMXP-FM
M-5 Gam-mid cume: KMVA-FM
Audio sireaming services/apps used pasl 7 days: Pandora (free)
M-5 Gam-mid cume: KMVP-FM
M-S Bam-mid cume: KTAR-FM
M-5 Gam-mid cume: KZZP-FM
M-5 Bam-mid cume: KAZG-AM
M-5 Bam-mid cume: KALZ-FM
M-5 Bam-mid cume: KALV-FM
M-5 Bam-mid cume: KAJM-FM
M-5 Bam-mid cume: KLVK-FM
¢ M-5 Gam-mid cume: KFY1-AM
M-5 Bam-mid cume: KRODE-FM
M-5 Bam-mid cume: KKFR-FM
- M-5 Bam-mid cume: KZCE-FM

Audio sireaming services'apps usad past 7 days: Amazon Music (frea)

Glendale
Torla it

SCARBOROUGH R2 2024: AUGZ23-AUG24

%018 e PHX |

WHO | am Looking At

(Where bought wine past 30 days: Liquor/bearwine store OR Where
bought liquor past 30 days: Liquor'beeriwine store OR Whera bought

baer past 30 days: Liquor/beeriwine slora)

Target Persons*
140,027
101,812

78,843
70,073
60, 606
67,180
66,961
56,982
55 801
54,816
51,447
48,793
48,623
45,615
44,818
43 276
42 984
41,083
36, TE4
36,388
31,185
28,710
26,810
25,371
24,943
23 879
23,802
18,212
17,548
16,530
15,883
14,718
13,432

% of Target
28.4%
20.7%
16.0%
14.2%
14.2%
13.6%
13.6%
11.6%
11.3%
11.1%
10.4%

9.9%
9.9%
9.3%
9.1%
B.8%
B.T%
B.3%
7.5%
7.4%
B.3%
5.8%
5.4%
5.1%
5.1%
4.8%
4.8%
37%
3.6%
3.4%
312%
3.0%
27T%

Custom Geo = 85008; 85032; 85282; 85296; 85201; 85212; 85308; 85209; 85283; 85006; 85013; 85251; 85351; 85202; 85015; 85042; 85210; 85254; 85020; 85260; 85021; 85017; 85257; 85016; 85018; 85388; 85323; 85297; 85208; 85037; 85298; 85374; 85281; 85379; 85003; 85382; 85258; 85044; 85253; 85050; 85225; 85024;
85395; 85234; 85392; 85295; 85345; 85142; 85306; 85233; 85226; 85338; 85014; 85040; 85028; 85373; 85053; 85250; 85310; 85120; 85381; 85340; 85255; 85207; 85224; 85022; 85304; 85054; 85051; 85284; 85375; 85286; 85353; 85004; 85009; 85048; 85034; 85007; 85302; 85335; 85206; 85383; 85249; 85203; 85029; 85266;

85355; 85331; 85387; 85204; 85259; 85378; 85027; 85012; 85307; 85085; 85083
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)

Indax

145
131
113

21|

T2
203
112
110

143
247
106
135

a5
177

110
84
77
a8

107

100
T3

121

143
53
B4

106
BE

a7
56
33
48



Totalp . \DE

& MORE

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

Tt
vcaanig D

WASHINGTON, DC {User Defined Survey Area)

SCARBOROUGH R2 2024: AUGZ3-5EP24

ADULTS 21+

WHAT | Want to Know About Them
M-5 Bam-mid cuma: WASH-FM
M-5 Bam-mid cume: WIAD-FM
M-5 Bam-mid cuma: WTOP-FM
M-5 Bam-mid cume: WEBIG-FM
Audio streaming services/apps usad pasl 7 days: SiriusXM app/websile
M-5 Bam-mid cume: WAMU-F
Audio streaming services/apps usad past 7 days: YouTube Music (free)
M-5 Bam-mid cume: WIHT-FM
Audio streaming serviceslapps used past 7 days: Pandora (free)
M-5 Bam-mid cume: WWDC-FM
Audio streaming senvicesiapps used past T days: Spolily (free)
Audio streaming services/apps usad past 7 days: Amazon Music (free)
M-5 Bam-mid cuma: WKYS-FM
Audio streaming services/apps usad pasl 7 days: iHeariRadio (free)
M-5 Bam-mid cuma: WhiAL-FM
M-5 Bam-mid cume: WZO-FM
M-5 Bam-mid cuma: WHUR-FM
M-5 Bam-mid cume: WJIFK-FM
M-5 Bam-mid cumea: WPGC-FM
M-5 Bam-mid cume: WM.J-FM
M-5 Bam-mid cuma: WETA-FM
M-5 Bam-mid cume: WGETS-FM
M-5 Bam-mid cuma: WBOB-FM
M-5 Gam-mid cume: WLIF-FM
M-5 Bam-mid cume: WFLS-FM
Audio streaming servicesiapps usad past 7 days: Tunaln (free)
M-5 Bam-mid cuma: WTEM-AM
M-5 Bam-mid cumea: WPRS-FM
M-5 Bam-mid cuma: WDCH-FM
M-5 Bam-mid cume: WCSP-FM
M-5 Bam-mid cuma: WLVW-FM
M-5 Bam-mid cume: WPFW-FM
M-5 Bam-mid cumea: WLZL-FM

WHO | am Looking At

(Where bought wine past 30 days: Liquor/bear/wine store OR Where
bought liquar past 30 days: Liguor'beertwine store OR YWhera bought

beer past 30 days: Liquorbeer'wine slore)

Target Persons®
141,561
137,345
127,360
113,488
110,532
102 995
100,249

B5 076
B2 504
79,742
72442
62,617
57 B36
56,938
54,004
52312
48,020
48,264
44,519
38,441
36,561
28,700
28 455
24,073
21,273
18 BBS
18,637
15415
13,200
12,183
12,036
10,362

B.141

% of Target
16.9%
16.4%
15.2%
13.6%
13.2%
12.3%
12.0%
10.2%

9.9%
B.5%
B.7%
7.5%
B.9%
B.8%
B.5%
B.3%
5.9%
5.5%
5.3%
4.7%
4.4%
3.4%
3.4%
2.9%
2.5%
2.3%
22%
1.8%
1.6%
1.5%
1.4%
1.2%
1.0%

Custom Geo = 22003; 22191; 20170; 22193; 22204; 20171; 22042; 20147; 22101; 22015; 22305; 20032; 22314; 22192; 20020; 20164; 20016; 20707; 22032; 20003; 22152; 20165; 20176; 22202; 22304; 20155; 22315; 22043; 22310; 20109; 22303; 22201; 22203; 20001; 22150; 22031; 22180; 20008; 22209; 22151; 22033; 20191;
20009; 22306; 22030; 20151; 22182; 22301; 22207; 22041; 22206; 20745; 22205; 22153; 20817; 20037; 20190; 22102; 20169; 22312; 22124; 22046; 20175; 20816; 22044; 20036; 20052; 20194; 20024; 20120; 20166; 22302; 22311; 22181; 20002; 22405; 22025; 20005; 20007; 22027; 20121; 20136; 22079; 22307; 20748; 20744;
20720; 20837; 22309; 20705; 22406; 20854; 20124; 20006; 20708; 22066; 22060; 22039; 20112; 22026; 20842; 20815; 20152; 20148; 20004; 22213; 22125; 20019; 20181; 20874; 20158; 20110; 20814; 20010; 20640

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)

Indax

108
133
121
115
139
121
82
a9
116
100
a2
104
121
153
114
120
a8z
106
T0
ri
T3
61
149
158
134
136
175
58
a0
178
a3
g3
45



Total
Wine'

& MORE

342,181 or 61.3% 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 70.4 minutes every day representing 24.6%
of all time spent daily with Ad-Supported Video.

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

Amazon Prime/IMDb/FireTV
Netflix
Local TV Stations

Non-Premium Cable TV..,

YouTube Video

Hulu/Hulu + Live TV (any Hulu)
AppleTV+fubo,Pluto, Tubi, etc.
Roku + The Roku Channel
TikTok

Disney+

Paramount+

Peacock

Premium Cable TV Networks

D00.6 D%

m_rm— Avg. Hours+Minutes/day with
P —T Video: Adults 21 or older

-

P ™
e
e

e 175
467,095 12.8%

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

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

Time SEIJE

Non-Premium Cz

Local TV Stations
76.4

Netflix
28.2

ble TV

Premium

Cable TV

Networks
25.4

Hulu/Hulu

+ Live TV

(any Hulu)
20.6

Amazon Prime/
IMDb/FireTV
27.0
YouTube | Apple
Video +,fuk

15.6 etc

TikTok Di...
11.6

Roku +
The... | Peacock

Non-Premium Cable TV

Netw S
100.3

Local TV Stations
89.2

Amazon
Prime/IMDb/ | Netflix
FireTV 29.5

YouTube

Premium

Cable TV

Networks
24.0

20.1

Roku +
Hulu/ The...
Hulu +
Live TV

(any...

Disney+

11.8 Peacock

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

W SEA

Avg. Week Ad-Supported 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

Non-Premium Cable TV...

Amazon Prime/IMDb/FireTV
YouTube Video

TikTok

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

Paramount+

Netflix

Disney+

Roku + The Roku Channel
Premium Cable TV Networks

SEA Metro

Totm) Persons:

it -
L —
S —Y T

e a— T
o am——1

o ——
P £

P 33

0.0%

MORE
M who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE
Scarborough R2 2024: Aug23-Aug24 Qual Intab 530

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

who Buy Adult Bewvs wfin 5
mi of a TOTAL WINE &

B SEA

0.0%

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

Non-Premium

Local TV Stations
70.4

Amazon Prime/IMDb/
FireTV
51.3

Hulu/
Hulu +
Live TV
(any
Hulu)

YouT...

Netflix
14.5

TikTok
11.6

AppleTv
+fubo...
etc. 0]

Peac...

Non-Premium
Cable TV

Amazon Prime/IMDb/
FireTV
54.4

Ap...

YouTube +f..
Video Netflix'| otc.
20.0 4 10.7

Local TV Hulu/Hulu
Stations +Live TV TikT...
84.3 (any Hulu) | 10.0

Pea...

Disn...

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

N SEA
* Share of Everything

Custom Geo = 98003; 98133; 98023; 98103; 98122; 98125; 98121; 98105; 98115; 98012; 98117; 98107; 98026; 98404; 98155; 98374; 98087; 98373; 98001; 98101; 98004; 98198; 98021; 98031; 98109; 98372; 98119; 98002; 98383; 98034; 98406; 98375; 98036; 98116; 98168; 98405; 98033; 98408; 98052; 98188; 98102; 98112;
98409; 98444; 98311; 98177; 98204; 98371; 98006; 98104; 98057; 98032; 98028; 98043; 98144; 98055; 98056; 98422; 98037; 98467; 98199; 98501; 98402; 98466; 98008; 98499; 98058; 98040; 98445; 98354; 98007; 98005; 98118; 98502; 98506; 98195; 98166; 98208; 98370; 98126; 98498; 98446; 98390; 98310; 98020; 98148;
98275; 98391; 98312; 98512; 98443; 98178; 98418; 98407; 98465; 98403; 98424; 98074; 98106; 98011; 98146; 98108; 98134; 98503; 98075; 98059; 98315; 98174; 98110; 98047; 98345; 98360; 98030; 98380; 98042; 98516; 98296; 98338; 98333; 98027

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)



359,471 or 72.9% 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 80.4 minutes every day representing 34.2%
of all time spent daily with Ad-Supported Video.

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

% Time Spent

Total
Wine'

& MORE

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

Local TV Stations n 0 64.7%

£

Non-Premium Cable TV.., m a3 300 Mz, Premium
O — S premiu
cuitheTicee EEETREE sl .24 Networks Netflix YouTube | Cable TV

22.2 22.2 Netflix Video Networ...
24.5 23.7 23.0

Netfiix TR E— W
Amazon Prime/IMDb/FireTV mm
Roku + The Roku Channel m m
TikTok TR
AppleTV+fubo,Pluto, Tubi, etc. m o,

Hulu/Hulu + Live TV (any Hulu) m

Non-Premium ( Apple...
Cable TV ) +fub...

Local TV Stations

) 88.1 Amazon Hulu/ Apple...
TikTok N = ; Prime/ Hulu + + fub...
20.3 - = Live TV.. etc.

un
o
2R

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

Dis... P.

i m m Amazon
Premium Cable TV Networks m 8,1% - E YouTube Prime/ " }
TE 1 1% Local TV Stations | Video IMDb/ 9.9 7.4
Paramount+ m - 15.4% who Ih;\rAduR Bews w/in PHX %, 86.1 6.9 FireTV S
; ) 5-mi of a TOTAL WINE & ! 6. 5.9
Peacock  HEICIV N N 113" mose L%
= who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE m PHX B who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE B PHX

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

Totol Persons- % Time spent

Local TV Stations s 6d. 1% 59,207
Non-Premium Cable TV... 652.7% 26,80

VouTube video  ETAES P xrm
Amsson Prime/IVOb/Frery PR T

Non-Premium Cable TV

MNetworks YouTube Video Amazon Prime/  YouTube

Hulu/Hulu + Live TV (any Hulu)
AppleTV+fubo,Pluto, Tubi, etc.

40.9 28.6

Appl..

IMDb/FireTV Video

38.5

23.4

App...

Netflix m m Avg. Hours+Minutes/day with Ad- e, [
e TikTok Hfu..
Peacock m m Supported Video: Adults 21 or older n L Netfii | etc.
Paramount+  [RRSOEES LT : Amazon 114 | 104

Roku + The Roku Channel

5 3

Prime/IMDb/
Local TV Stations FireTV TikTok Hulu/

Local TV Stations

Hulu/Hulu

Roku + D...

: 6.5%
Disney+ m 7.3% 80.4 28.3 203 Hulu +.. g 85.4 +Live V... The.. +
Premium Cable TV Networks _ 8832 Wh:in;vaﬁ%;:_m:g : > prx 0.0%
MORE
m who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE m PHX ® who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE

PHX

Metro Scarborough R2 2024: Aug23-Aug24

Qual Intab

238

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

* Share of Everything

for Anything

Custom Geo = 85008; 85032; 85282; 85296; 85201; 85212; 85308; 85209; 85283; 85006; 85013; 85251; 85351; 85202; 85015; 85042; 85210; 85254; 85020; 85260; 85021; 85017; 85257; 85016; 85018; 85388; 85323; 85297; 85208; 85037; 85298; 85374; 85281; 85379; 85003; 85382; 85258; 85044; 85253; 85050; 85225; 85024;
85395; 85234; 85392; 85295; 85345; 85142; 85306; 85233; 85226; 85338; 85014; 85040; 85028; 85373; 85053; 85250; 85310; 85120; 85381; 85340; 85255; 85207; 85224; 85022; 85304; 85054; 85051; 85284; 85375; 85286; 85353; 85004; 85009; 85048; 85034; 85007; 85302; 85335; 85206; 85383; 85249; 85203; 85029; 85266;
85355; 85331; 85387; 85204; 85259; 85378; 85027; 85012; 85307; 85085; 85083

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)




RP — Wne

& MORE

564,192 or 67.5% 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 58. minutes every day representing 23.3%
of all time spent daily with Ad-Supported Video.

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

Non-Premium Cable TV... e
Local TV Stations m
Netflix [REORry 0.3%
YouTube Video m 1999,
Amazon Prime/IMDb/FireTV m oy,

Rokr+ The ok Charnel T T

ricrok U0 A xT8 1.0 Hourssinate oy with
Hl/Hulu + Lve TV (amy Hul) DS I TR Video: Adults 21 orolder

AppleTV+,fubo,Pluto, Tubi, ete. m m
oimey:  PUFEEA A -
Premium Cable TV Networks -1é%955% who Buy Adult Bevs w/in

5-mi of a TOTAL WINE &

paramounts PO TS 2 more

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

% Time Spent:

o 7]
0% m Premium 0 Amazon
Cable TV c i Prime/IMDb/
: FireTV
£t Networks
(7 ; MNon-Premium Cable TV ;
m YouTube ulu/Hulu : o Hulu/ Roku +
!Ia G Video ! 37 ( Wil !Il..llt.l [ The
18.9 \any fuluj Video ve TV... | Roku..
M Local TV Stations Jisn... 222
m 63.0 “F"F"'?‘JV Disney+
Non-Premium hfuboPlu.. | g Premium
m Cable Cable TV
% Net i 3 he ac... Local TV Stations NBtworksy TikTok
woe ag 36.. . Roku... 7 77.0 20.6 11.8
2.0%
EWDC = who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE mWDC

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

Tora/ Persons-

Non-Premium Cable TV...

Local TV Stations  EEASR 2 (25,954 by

' ulu

vouTube vceo  FEEET —— 7% e

I —— toutube | T
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Hulu/Hulu + Live TV (any Hulu) m w m - IMDb/FireTV i
AppleTV+,fubo,Plute, Tubi, etc. mm Local TV Stations a2k
Peacock 22 Avg. Hours+Minutes/day with Ad- 58.0 o
: ideo: etrilx lu/Hulu
Netflix Supported Video: Adults 21 or older 3 Hulu/|
Pty s v Pma ] i |
raramaunes PO, R =l | | rorremim icol
Disney+ m- Non-Premium Cable | Amazon I?rlmeflMDb/ R... Cable M oca v : 118
7.6% ! TV Networks FireTV TikTok e | stworks 5 £ Netflix
Roku + The Roku Channel m-sl% 79.5 32.9 8.7 a6 | T.. 81.3 2.0 12.4
Premium Cable TV Networks _ 8% wh:f;::ﬁmxmf: > woe 0.0%
MORE . .
® who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE mWDC = who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE mWDC
WDC  Metro  Scarborough R2 2024: Aug23-Sep24 ~ Qual Intab 864 fa * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved. Soe .al for Anything

Custom Geo = 22003; 22191; 20170; 22193; 22204; 20171; 22042; 20147; 22101; 22015; 22305; 20032; 22314; 22192; 20020; 20164; 20016; 20707; 22032; 20003; 22152; 20165; 20176; 22202; 22304; 20155; 22315; 22043; 22310; 20109; 22303; 22201; 22203; 20001; 22150; 22031; 22180; 20008; 22209; 22151; 22033; 20191;
20009; 22306; 22030; 20151; 22182; 22301; 22207; 22041; 22206; 20745; 22205; 22153; 20817; 20037; 20190; 22102; 20169; 22312; 22124; 22046; 20175; 20816; 22044; 20036; 20052; 20194; 20024; 20120; 20166; 22302; 22311; 22181; 20002; 22405; 22025; 20005; 20007; 22027; 20121; 20136; 22079; 22307; 20748; 20744;
20720; 20837; 22309; 20705; 22406; 20854; 20124; 20006; 20708; 22066; 22060; 22039; 20112; 22026; 20842; 20815; 20152; 20148; 20004; 22213; 22125; 20019; 20181; 20874; 20158; 20110; 20814; 20010; 20640
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)



342,181 or 61.3% 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 70.4 minutes every day representing 24.6%
of all time spent daily with Ad-Supported Video.

Weekly Avg. Hours+Minutes/day with Ad-Supported
Reach% 61.3% 61.3% n . n Video: Adults 21 or older
_ Share of Ad-Supported Video H
- -
41.3% 42.4% who Buy Adult Bevs w/in
5-mi of a TOTAL WINE &
MORE
28.0% 28.4%
19.8%

16.4%

16.3%

15.1%

14.5%
12.1%

Weekly

Total

Persons s —

Reached: 341,911 1,925,450 342,181 1,939,315 311,665 1,701,550 156,403 831,475 230,164 1,542,506 84,221 440, 110,683 596,287 91,156 509,205 80,986 449,725
Cable TV Local TV Amazon Hulu YouTube Netflix AppleTV+ Peacock Paramount+

Average

Daily Minute

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

SEA Metro Scarborough R2 2024: Aug23-Aug24 Qual Intab 530 SEATTLE-TACOMA Metro Scarborough R2 2024: Aug23-Aug24 Qual Intab 3,633 ® Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved. S(Ef‘a- for Anything _ =

Custom Geo = 98003; 98133; 98023; 98103; 98122; 98125; 98121; 98105; 98115; 98012; 98117; 98107; 98026; 98404; 98155; 98374; 98087; 98373; 98001; 98101; 98004; 98198; 98021; 98031; 98109; 98372; 98119; 98002; 98383; 98034; 98406; 98375; 98036; 98116; 98168; 98405; 98033; 98408; 98052; 98188; 98102; 98112;
98409; 98444; 98311; 98177; 98204; 98371; 98006; 98104; 98057; 98032; 98028; 98043; 98144; 98055; 98056; 98422; 98037; 98467; 98199; 98501; 98402; 98466; 98008; 98499; 98058; 98040; 98445; 98354; 98007; 98005; 98118; 98502; 98506; 98195; 98166; 98208; 98370; 98126; 98498; 98446; 98390; 98310; 98020; 98148;
98275; 98391; 98312; 98512; 98443; 98178; 98418; 98407; 98465; 98403; 98424; 98074; 98106; 98011; 98146; 98108; 98134; 98503; 98075; 98059; 98315; 98174; 98110; 98047; 98345; 98360; 98030; 98380; 98042; 98516; 98296; 98338; 98333; 98027
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' 359,471 or 72.9% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE
w n P“l watch Ad-Supported Local TV Stations for an average of 80.4 minutes every day representing 34.2%

L]
a',ﬂ,,? of all time spent daily with Ad-Supported Video.

Weekly Avg. Hours+Minutes/day with Ad-Supported
Reach % 78.0% n 4 n Video: Adults 21 or older
o ; — Share of Ad-Supported Video
: 4:51
who Buy Adult Bevs w/in PHX
5-mi of a TOTAL WINE &
MORE
39.5%
33.0% 32.9% 31.2% 30 09
15.1% 16.0% 16-8%

13.5%

10.7%

10.1%

9.1% 8.9% 6.5% 7.3%
Weekly
Total
Persons

Reached: 359,471 2,187,053

( ___ ]
31,941 247,817

—
384,596 2,139,804 52,805 305,042

Local TV Cable TV YouTube Amazon TikTok Netflix AppleTV+ Hulu Peacock Disney+

156,366 1,347,392 162,797 1,124,999 153,695 1,023,509

49,923 31

74,605 461,676 79,021 574,149

Average

Daily Mi

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

PHX Metro Scarborough R2 2024: Aug23-Aug24 Qual Intab 238 PHOENIX Metro Scarborough R2 2024: Aug23-Aug24 Qual Intab 1,846 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved. S(Ef‘a- for Anything _ =

Custom Geo = 85008; 85032; 85282; 85296; 85201; 85212; 85308; 85209; 85283; 85006; 85013; 85251; 85351; 85202; 85015; 85042; 85210; 85254; 85020; 85260; 85021; 85017; 85257; 85016; 85018; 85388; 85323; 85297; 85208; 85037; 85298; 85374; 85281; 85379; 85003; 85382; 85258; 85044; 85253; 85050; 85225; 85024;
85395; 85234; 85392; 85295; 85345; 85142; 85306; 85233; 85226; 85338; 85014; 85040; 85028; 85373; 85053; 85250; 85310; 85120; 85381; 85340; 85255; 85207; 85224; 85022; 85304; 85054; 85051; 85284; 85375; 85286; 85353; 85004; 85009; 85048; 85034; 85007; 85302; 85335; 85206; 85383; 85249; 85203; 85029; 85266;
85355; 85331; 85387; 85204; 85259; 85378; 85027; 85012; 85307; 85085; 85083
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)



564,192 or 67.5% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE

TOtaI' E wnc watch Ad-Supported Local TV Stations for an average of 58. minutes every day representing 23.3%

&lﬁgng of all time spent daily with Ad-Supported Video.

Weekly Avg. Hours+Minutes/day with Ad-Supported

Reach% 69.7% n . " Video: Adults 21 or older
67.5% —_ Share of Ad-Supported Video E
who Buy Adult Bevs w/in
44.9% 5-mi of a TOTAL WINE &
MORE
40.0% 39.4% 40.2%
29.5%

24.4%
21.1%

16.3%

13.4% 12.2%

7.6%

5.1%

Weekly
Total

Persons
Reached: 582,065 2,813,250 564,192 2,671,933

Cable TV Local TV

I
63,362 227,989

|
375,457 1,786,067 329,350 1,795,114 204,151 863,161 176,406 663,686 112,338 494,075 187,002 1,315,744 136,253 544,114
Amazon YouTube Hulu AppleTV+ Netflix TikTok Peacock Roku

Average

Daily Mi

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

woc Metro Scarborough R2 2024: Aug23-5ep24 Qual Intab 864

WASHINGTON, DC Metro Scarborough R2 2024: Aug23-Sep24 Qual Intab 4,527 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved. soeﬁ
-

for Anything _ =

Custom Geo = 22003; 22191; 20170; 22193; 22204; 20171; 22042; 20147; 22101; 22015; 22305; 20032; 22314; 22192; 20020; 20164; 20016; 20707; 22032; 20003; 22152; 20165; 20176; 22202; 22304; 20155; 22315; 22043; 22310; 20109; 22303; 22201; 22203; 20001; 22150; 22031; 22180; 20008; 22209; 22151; 22033; 20191;
20009; 22306; 22030; 20151; 22182; 22301; 22207; 22041; 22206; 20745; 22205; 22153; 20817; 20037; 20190; 22102; 20169; 22312; 22124; 22046; 20175; 20816; 22044; 20036; 20052; 20194; 20024; 20120; 20166; 22302; 22311; 22181; 20002; 22405; 22025; 20005; 20007; 22027; 20121; 20136; 22079; 22307; 20748; 20744;
20720; 20837; 22309; 20705; 22406; 20854; 20124; 20006; 20708; 22066; 22060; 22039; 20112; 22026; 20842; 20815; 20152; 20148; 20004; 22213; 22125; 20019; 20181; 20874; 20158; 20110; 20814; 20010; 20640
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)



342,181 or 61.3% 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, Comedies, National/Network News, and Movies.

Local TV Station Programs (Persons & % Reach): Adults 21 orolder  Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older

(Averoge week) Tota Persons: 8 Time Spent  [Ayerage Oay)

R
Local News - Evening . B R (W I
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woie DA s
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Dramas m m Avg. Hours+Minutes/day with Local m Al 18.0 Local News " | Natio... 7

Documentaries A TR TV Stations: Adults 21 or older %, - Suspense/ | Mf:;"‘

Food/Cooking Shows m m -

Bt — N -
Mystery/Suspense/Crime mm
Local News - Late AP TR 2 R, -
science Fiction  PRNVOR R TRV e 0.8%

u who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE ESEA ¥ who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE mSEA

i3

Comedies C shows Comedies
12.2 9.0 17.6

Local News Local News Local News
Sports Evening Movies ) Sports Evening Late
18.2 1l 195 9 s 19.4 12y .0 Science...

Ad-Supported Local TV Station Programs (Persons & % Reach): Adults 21 or olde

er
(Averoge Week) Total Persons: % Time

sports 8 T KU
e cvening e PR

Comedies B T T % .
Movies Bl EN] m 470 Local News
National/Network News  [30.287 m Avg. Hours+Minutes/day with Ad- -
Supported Local TV Stations: Adults Movies

Game shows P e TR 21 orolder 3 112

wsesuspnsecrine EORPTA TR
Foacookingshovs PRSP TR R 124
who Buy Adult Bevs w/in SEA Sports » Comedies Adven...
S oy mm 5-mi of a TOTAL WINE & . 18.2 4.f 10.7 ] Science

MORE
Reality - Adventure g ¥CgEl) m

Ad-Supported Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older

Movies
17.0
Local News
Sports
253 Mystery/
Comedies
16.7

0 We Local P Reality= Food...
Dramas { 3 Le Adven...
259 20.4 7.9 Scienc...

Reality - | Foc

® who Buy Adult Bevs wj/in 5-mi of a TOTAL WINE & MORE mSEA = who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE HSEA
SEA Metro Searborough R2 2024: Aug23-Aug24 Qual Intab 530 2 5 ha""ﬁg :' fﬁmE ":h"iynth’-"g
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved. - Y 3

Custom Geo = 98003; 98133; 98023; 98103; 98122; 98125; 98121; 98105; 98115; 98012; 98117; 98107; 98026; 98404; 98155; 98374; 98087; 98373; 98001; 98101; 98004; 98198; 98021; 98031; 98109; 98372; 98119; 98002; 98383; 98034; 98406; 98375; 98036; 98116; 98168; 98405; 98033; 98408; 98052; 98188; 98102; 98112;
98409; 98444; 98311; 98177; 98204; 98371; 98006; 98104; 98057; 98032; 98028; 98043; 98144; 98055; 98056; 98422; 98037; 98467; 98199; 98501; 98402; 98466; 98008; 98499; 98058; 98040; 98445; 98354; 98007; 98005; 98118; 98502; 98506; 98195; 98166; 98208; 98370; 98126; 98498; 98446; 98390; 98310; 98020; 98148;
98275; 98391; 98312; 98512; 98443; 98178; 98418; 98407; 98465; 98403; 98424; 98074; 98106; 98011; 98146; 98108; 98134; 98503; 98075; 98059; 98315; 98174; 98110; 98047; 98345; 98360; 98030; 98380; 98042; 98516; 98296; 98338; 98333; 98027
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

359,471 or 72.9% 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, Game Shows, Comedies, and Movies.

Local TV Station Programs (Persons & % Reach): Adults 21 or older

Total Persons:

(Averoge Week]
Local News - Evening
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Local News - Morning
Comedies

Game Shows
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Documentaries
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National/Network News
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Local News - Late

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

TV Stations: Adults 21 or older

e 2R

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

m PHX

Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older
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E & MORE H PHX

Ad-Supported Local TV Station Programs (Persons & % Reach): Adults 21 or older

{Average week)
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who Buy Adult Bevs win
5-mi of a TOTAL WINE &
MORE

B PHX
Qual Intab 238

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

[Average Day)

Ad- Suggorted Local TV Station Programs (% Time Spent &

Avg. Minutes/day Spent): Adults 21 or older
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Morning
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Sports
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MORE
* Share of Everything
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Custom Geo = 85008; 85032; 85282; 85296; 85201; 85212; 85308; 85209; 85283; 85006; 85013; 85251; 85351; 85202; 85015; 85042; 85210; 85254; 85020; 85260; 85021; 85017; 85257; 85016; 85018; 85388; 85323; 85297; 85208; 85037; 85298; 85374; 85281; 85379; 85003; 85382; 85258; 85044; 85253; 85050; 85225; 85024;
85395; 85234; 85392; 85295; 85345; 85142; 85306; 85233; 85226; 85338; 85014; 85040; 85028; 85373; 85053; 85250; 85310; 85120; 85381; 85340; 85255; 85207; 85224; 85022; 85304; 85054; 85051; 85284; 85375; 85286; 85353; 85004; 85009; 85048; 85034; 85007; 85302; 85335; 85206; 85383; 85249; 85203; 85029; 85266;
85355; 85331; 85387; 85204; 85259; 85378; 85027; 85012; 85307; 85085; 85083
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)



Totalp

Wine

& MORE

= WDC

564,192 or 67.5% 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, Movies, Local News -
Evening, Comedies, Local News - Morning, and National/Network News.

Local TV Station Programs (Persons & % Reach): Adults 21 or older

(Average Week)]
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Local News - Evening
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Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older
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® who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE
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Scarborough R2 2024: Aug23-Sep24

Avg. Hours+Minutes/day with Ad-
Supported Local TV Stations: Adufts
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who Buy Adult Bevs w/in WDC
5-mi of a TOTAL WINE &
MORE
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Qual Intab 864

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

Custom Geo = 22003; 22191; 20170; 22193; 22204; 20171; 22042; 20147; 22101; 22015; 22305; 20032; 22314; 22192; 20020; 20164; 20016; 20707; 22032; 20003; 22152; 20165; 20176; 22202; 22304; 20155; 22315; 22043; 22310; 20109; 22303; 22201; 22203; 20001; 22150; 22031; 22180; 20008; 22209; 22151; 22033; 20191;
20009; 22306; 22030; 20151; 22182; 22301; 22207; 22041; 22206; 20745; 22205; 22153; 20817; 20037; 20190; 22102; 20169; 22312; 22124; 22046; 20175; 20816; 22044; 20036; 20052; 20194; 20024; 20120; 20166; 22302; 22311; 22181; 20002; 22405; 22025; 20005; 20007; 22027; 20121; 20136; 22079; 22307; 20748; 20744;
20720; 20837; 22309; 20705; 22406; 20854; 20124; 20006; 20708; 22066; 22060; 22039; 20112; 22026; 20842; 20815; 20152; 20148; 20004; 22213; 22125; 20019; 20181; 20874; 20158; 20110; 20814; 20010; 20640

Ad—Suggor‘ted Local TV Station Programs (% Time Spent &

Avg. Minutes/day Spent): Adults 21 or older
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B who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE

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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soefa.ai

* Share of Everything

for Anything -



1°01¥ =2 SEA

& MORE

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

Map  Satellite

2

Olympic
National Park

¥

SEATTLE-TACOMA (User Defined Survey Area)
SCARBOROUGH R2 2024: AUGZ23-AUG24
ADULTS 21+

WHO | am Looking At

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

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

\Video sireaming services/apps usad past 7 days: Netflix 3@z az22 68.6% 124
\Vidao sireaming sarvices'apps usad past 7 days: Amazon Prime Video 301,831 54 1% 121
Broadcasl stations walched past 7 days: ABC (KOMO, channel 4) 241,925 43 4% 118
Video sireaming services'apps usad past 7 days: HulwHulu + Live TV 239,193 42 9% 128
(any Hulu)

Broadcasl stations walched past 7 days: CBS (KIRO, channel T) 231,898 41.6% 123
\Video sireaming services'apps usad past 7 days: YouTube (free) 230,164 41.3% a6
\Vidao sireaming sarvices'apps usad past 7 days: Hulu 217 228 38.9% 125
Broadcas! stations watched past 7 days: FOX (KCPQ, channed 13) 200,802 36.0% 127
Broadcasl stations walched past 7 days: NBC (KING, channel 5) 200,174 35.9% 114
\Video sireaming services/apps usad past 7 days: Max 148 717 26.T% 125
Video sireaming servicesapps usad past 7 days: Disnay+ 144 257 259% 112
Cable networks watched past 7 days: ESPN 127,333 22 8% 143
Video sireaming services'apps usad past 7 days: Paramount+ 117,371 21.0% 118
\Video sireaming services/apps usad past 7 days: Peacock 113,845 20.4% 120
Cable networks walched past T days: CHNN 106,293 19.1% 138
Video sireaming services'apps usad past 7 days: Apple Tv+ 105,058 18.8% 134
Cable networks walched past T days: HBO 96 442 17.3% 168
Cable networks walched past T days: Food Nebwork BE.143 15.4% 140
Cable networks walched past T days: FX 79 885 14.3% 162
Cable networks watched past T days: Discovery Channel 78,013 14.0% 136
Broadcasi stations walched past 7 days: PBS (KCTS, chanmeal 3) 76,130 13.6% 104
Cable networks walched past 7 days: ASE 71,956 12.9% 1568
Cable networks walched past T days: HGTV 67,578 12.1% 122
Cable networks watched past 7 days: TBS 57,956 10.4% 142
Cable networks walched past T days: MSNBC 57,938 10.4% 145
Cable networks walched past T days: ESPN2 57.444 10.3% 149
Cable networks walched past T days: Bravo 54,219 9.7% 158
Cable networks watched past 7 days: TNT 53,821 9.6% 13
Broadcasl stations walched past 7 days: I1ON (KWPX, channel 33) 53,584 9.6% 184
Cable networks watched past T days: CBS Sports Network 53,410 9.6% 156
Cable networks walched past T days: USA 53,183 9.5% 148
Cable networks watched past 7 days: AMC 52 878 9.5% 150

Custom Geo = 98003; 98133; 98023; 98103; 98122; 98125; 98121; 98105; 98115; 98012; 98117; 98107; 98026; 98404; 98155; 98374; 98087; 98373; 98001; 98101; 98004; 98198; 98021; 98031; 98109; 98372; 98119; 98002; 98383; 98034; 98406; 98375; 98036; 98116; 98168; 98405; 98033; 98408; 98052; 98188; 98102; 98112;
98409; 98444; 98311; 98177; 98204; 98371; 98006; 98104; 98057; 98032; 98028; 98043; 98144; 98055; 98056; 98422; 98037; 98467; 98199; 98501; 98402; 98466; 98008; 98499; 98058; 98040; 98445; 98354; 98007; 98005; 98118; 98502; 98506; 98195; 98166; 98208; 98370; 98126; 98498; 98446; 98390; 98310; 98020; 98148;
98275; 98391; 98312; 98512; 98443; 98178; 98418; 98407; 98465; 98403; 98424; 98074; 98106; 98011; 98146; 98108; 98134; 98503; 98075; 98059; 98315; 98174; 98110; 98047; 98345; 98360; 98030; 98380; 98042; 98516; 98296; 98338; 98333; 98027
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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Top VIDEO Media reaching PHX Metro
P21+ who Buy Adult Bevs w/in 5-mi
of a TOTAL WINE & MORE.

Map  Satelite

Glendale

¥

PHOEMIX (User Defined Survey Area)
SCARBOROUGH R2 2024: ALG23-AUG24
ADULTS 21+

WHAT | Want to Know About Them
Broadcast stations watched past T days: FOX (KSAZ, channal 10)
Video sireaming services/apps used past 7 days: Metflix
Cable networks walched past T days: HBO
Broadcast stations watched past 7 days: ABC (KNXV, channel 15)
Broadcaslt stations watched past 7 days: CBS (KPHO, channel 5)
\Video sireaming services/apps used past 7 days: Amazon Primea Video
Video sireaming services/apps wsed past 7 days: YouTube (free)
Broadcas! stations watched past 7 days: NBC (KPNX, channel 12)
Cable networks walched past T days: ESPN
Broadcast stations watched past T days: 3TV (KTVK, channal 3)
Broadcast stations watched past T days: Univision (KTWVW, channel 33)

Video sireaming services/apps used past 7 days: Hulu/Hulu + Live TV
(any Hulu)

Video sireaming services/apps wsed past 7 days: Hulu

Broadcast stations watched past 7 days: Telemundo (KTAZ, channal 39)
Video sireaming services/apps used past 7 days: Max

Broadcast stations watched past 7 days: UniMas (KFPH, channal 13)
Cable networks walched past 7 days: CNN

Broadcast stations watched past 7 days: PBS (KAET, channal B)
Cable networks walched past T days: Food Matwork

Video sireaming services/apps used past 7 days: Disnay+

Video sireaming services/apps wused past 7 days: Apple T+

Cable networks walched past T days: ESPNZ

Cable networks walched past T days: HGTV

Video sireaming services/apps used past 7 days: Peacock

Cable networks walched past T days: FX

Cable networks walched past 7 days: USA

Cable nebtworks walched past 7 days: Hislory

Cabla networks watched past 7 days: TBS

Cable networks walched past T days: Disnay Channal

Video sireaming services/apps used past 7 days: Paramount+

Cable networks walched past T days: Comedy Central

Cable natworks watched past 7 days: TNT

WHO | am Looking Al

(Where bought wine past 30 days: Liquorbeariwine store OR Whara
bought iquor past 30 days: Liquor/bear/wine store OR Whera bought
beer past 30 days: Liquor/beariwine stora)

Target Persons*
269,053
226,924
181,171
180,695
165,047
157 860
156 466
150,241
129 8926
127 528
112,524
110,183

109,752
107,843
100,683
100,514
00,443
B3,791
B3, 760
77,804
75,522
70,328
70,183
BG, 006
B5,277
62,763
58,081
58,010
57,288
54,831
52,306
49, 430

% of Target
54.6%
46.0%
36.7%
36.7%
33.5%
32.0%
NT%
30.5%
26.4%
25.9%
22.8%
22.3%

Index

22.3%
21.8%
20.4%
20.4%
18.3%
17.0%
17.0%
15.8%
15.3%
14.3%
14.2%
13.4%
13.2%
12.7%
11.8%
11.8%
11.6%
11.1%
10.6%
10.0%

Custom Geo = 85008; 85032; 85282; 85296; 85201; 85212; 85308; 85209; 85283; 85006; 85013; 85251; 85351; 85202; 85015; 85042; 85210; 85254; 85020; 85260; 85021; 85017; 85257; 85016; 85018; 85388; 85323; 85297; 85208; 85037; 85298; 85374; 85281; 85379; 85003; 85382; 85258; 85044; 85253; 85050; 85225; 85024;

85395; 85234; 85392; 85295; 85345; 85142; 85306; 85233; 85226; 85338; 85014; 85040; 85028; 85373; 85053; 85250; 85310; 85120; 85381; 85340; 85255; 85207; 85224; 85022; 85304; 85054; 85051; 85284; 85375; 85286; 85353; 85004; 85009; 85048; 85034; 85007; 85302; 85335; 85206; 85383; 85249; 85203; 85029; 85266;
85355; 85331; 85387; 85204; 85259; 85378; 85027; 85012; 85307; 85085; 85083

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

Tt
vcaanig D

¥

WASHINGTORN, DC (User Defined Survey Area)
SCARBOROUGH R2 2024: AUGZ23-5EP24
ADULTS 21+

WHO | am Looking Al

(Where bought wina past 30 days: Liqguor/beariwine store OR Where
bought liquor past 30 days: Liquorbear/wine store OR Where bought
beer past 30 days: Liquor/bear/wine slora)

WHAT | Want to Know About Them Target Persons® % of Target Indec

Video sireaming services/apps used past 7 days: Netflix 510,827 61.1% 118
Broadcas! stalions watched past 7 days: CBS (WUSA, channel 9) 405,470 48_5% 138
Broadcast stations walched past 7 days: NBC (WRC, channel 4) 396,436 47 4% 130
Broadcast stations watched past 7 days: ABC (W.ULA, channel 7) 364,349 43.6% 121
Video sireaming services/apps used past 7 days: Amazon Primea Video 363,611 43.5% 107
Video sireaming services/apps used past 7 days: YouTube (free) 329,350 39.4% ar
Video sireaming services/apps used past 7 days: Huluw/Hulu + Live TV 306,848 36.T% 1186
{any Hulu)

Broadcas! stations watched past 7 days: FOX (WTTG, channel 5) 302,005 A6.1% 126
Cable natworks watched past T days: ESPN 288,033 34.5% 138
Video sireaming services/apps usad past 7 days: Hulu 283,543 339% 118
Video sireaming services/apps usaed past 7 days: Max 222 819 26.T% 130
Video sireaming services/apps used past 7 days: Disnay+ 213,981 25.6% 118
Cable nabworks walched past T days: CHNN 207,948 24 9% 1186
Video sireaming services/apps used pasl 7 days: Peacock 170,318 20.4% 138
Video sireaming services/apps used past 7 days: Apple TV+ 16&,991 20.0% 168
Video sireaming services/apps used pasl 7 days: Paramouni+ 182 517 18.2% 140
Broadcast stations walched past 7 days: PBS (WETA, channel 26) 140,898 16.9% 115
Cabla natworks walched past 7 days: MSNBC 135,601 16.2% 125
Cable natworks walched past 7 days: Food Matwork 134,247 16.1% 140
Cable networks walched past 7 days: USA 131,148 15.7% 156
Cable natworks watched past T days: HBO 127,232 152% 130
Cable networks walched past 7 days: ESPN2 124,719 14.9% 138
Cable nabworks watlched past T days: TNT 121,344 14.5% 156
Cable natworks watched past 7 days: History 115,859 13.8% 147
Cable nabworks walched past T days: TBS 109,867 13.1% 144
Cable natworks watched past 7 days: HGTV 103 677 12.4% 120
Cable nabworks walched past T days: Mational Geographic 103,085 12.3% 150
Cable natworks walched past 7 days: ARE 101,100 12.1% 139
Video sireaming services/apps used past 7 days: ESPN+ 99 341 11.8% 1459
Cabla natworks watched past 7 days: Comedy Central 98,774 11.8% 170
Cable natworks walched past T days: FX 80,435 10.8% 145
Cable networks watched past 7 days: AMC B9 968 10.8% 129

Custom Geo = 22003; 22191; 20170; 22193; 22204; 20171; 22042; 20147; 22101; 22015; 22305; 20032; 22314; 22192; 20020; 20164; 20016; 20707; 22032; 20003; 22152; 20165; 20176; 22202; 22304; 20155; 22315; 22043; 22310; 20109; 22303; 22201; 22203; 20001; 22150; 22031; 22180; 20008; 22209; 22151; 22033; 20191;
20009; 22306; 22030; 20151; 22182; 22301; 22207; 22041; 22206; 20745; 22205; 22153; 20817; 20037; 20190; 22102; 20169; 22312; 22124; 22046; 20175; 20816; 22044; 20036; 20052; 20194; 20024; 20120; 20166; 22302; 22311; 22181; 20002; 22405; 22025; 20005; 20007; 22027; 20121; 20136; 22079; 22307; 20748; 20744;
20720; 20837; 22309; 20705; 22406; 20854; 20124; 20006; 20708; 22066; 22060; 22039; 20112; 22026; 20842; 20815; 20152; 20148; 20004; 22213; 22125; 20019; 20181; 20874; 20158; 20110; 20814; 20010; 20640
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)



419,667 or 75.2% 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 129.5 minutes every day representing 23.2% of all time
spent daily with Ad-Supported Digital Media.

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

Total Persons % Time Spent.

Avg. Day All Digital (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older
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Custom Geo = 98003; 98133; 98023; 98103; 98122; 98125; 98121; 98105; 98115; 98012; 98117; 98107; 98026; 98404; 98155; 98374; 98087; 98373; 98001; 98101; 98004; 98198; 98021; 98031; 98109; 98372; 98119; 98002; 98383; 98034; 98406; 98375; 98036; 98116; 98168; 98405; 98033; 98408; 98052; 98188; 98102; 98112;
98409; 98444; 98311; 98177; 98204; 98371; 98006; 98104; 98057; 98032; 98028; 98043; 98144; 98055; 98056; 98422; 98037; 98467; 98199; 98501; 98402; 98466; 98008; 98499; 98058; 98040; 98445; 98354; 98007; 98005; 98118; 98502; 98506; 98195; 98166; 98208; 98370; 98126; 98498; 98446; 98390; 98310; 98020; 98148;
98275; 98391; 98312; 98512; 98443; 98178; 98418; 98407; 98465; 98403; 98424; 98074; 98106; 98011; 98146; 98108; 98134; 98503; 98075; 98059; 98315; 98174; 98110; 98047; 98345; 98360; 98030; 98380; 98042; 98516; 98296; 98338; 98333; 98027
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)



390,371 or 79.2% 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 198.9 minutes every day representing 34.7% of all time
spent daily with Ad-Supported Digital Media.

Total
Wine'

& MORE

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

Totol Persons:

Avg. Day All Digital (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older
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Custom Geo = 85008; 85032; 85282; 85296; 85201; 85212; 85308; 85209; 85283; 85006; 85013; 85251; 85351; 85202; 85015; 85042; 85210; 85254; 85020; 85260; 85021; 85017; 85257; 85016; 85018; 85388; 85323; 85297; 85208; 85037; 85298; 85374; 85281; 85379; 85003; 85382; 85258; 85044; 85253; 85050; 85225; 85024;
85395; 85234; 85392; 85295; 85345; 85142; 85306; 85233; 85226; 85338; 85014; 85040; 85028; 85373; 85053; 85250; 85310; 85120; 85381; 85340; 85255; 85207; 85224; 85022; 85304; 85054; 85051; 85284; 85375; 85286; 85353; 85004; 85009; 85048; 85034; 85007; 85302; 85335; 85206; 85383; 85249; 85203; 85029; 85266;

85355; 85331; 85387; 85204; 85259; 85378; 85027; 85012; 85307; 85085; 85083

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)

* Share of Everything
for Anything



Total
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& MORE

=WDC

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

Totl Persons:

Search (Google, Bing, etc.) m 89 8%

612,959 or 73.3% 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 126.8 minutes every day representing 24.5% of all time
spent daily with Ad-Supported Digital Media.

_Avg. Day All Digital (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older
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Custom Geo = 22003; 22191; 20170; 22193; 22204; 20171; 22042; 20147; 22101; 22015; 22305; 20032; 22314; 22192; 20020; 20164; 20016; 20707; 22032; 20003; 22152; 20165; 20176; 22202; 22304; 20155; 22315; 22043; 22310; 20109; 22303; 22201; 22203; 20001; 22150; 22031; 22180; 20008; 22209; 22151; 22033; 20191;
20009; 22306; 22030; 20151; 22182; 22301; 22207; 22041; 22206; 20745; 22205; 22153; 20817; 20037; 20190; 22102; 20169; 22312; 22124; 22046; 20175; 20816; 22044; 20036; 20052; 20194; 20024; 20120; 20166; 22302; 22311; 22181; 20002; 22405; 22025; 20005; 20007; 22027; 20121; 20136; 22079; 22307; 20748; 20744;
20720; 20837; 22309; 20705; 22406; 20854; 20124; 20006; 20708; 22066; 22060; 22039; 20112; 22026; 20842; 20815; 20152; 20148; 20004; 22213; 22125; 20019; 20181; 20874; 20158; 20110; 20814; 20010; 20640
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 . 364,282 or 65.3% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE use
W. o 6 Ad-Supported Facebook for an average of 42.8 minutes every day representing 33.1% of all time
&lnﬂ,s spent daily with Ad-Supported Social Media.

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

Total Persons:
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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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331,299 or 67.2% 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 70. minutes every day representing 35.2% of all time

spent daily with Ad-Supported Social Media.

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

Tota/ Persons: Time spent:

Facebook 348 978 m
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Avg. Hours+Minutes/day with all
Social Media: Adults 21 or older
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® who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE

W PHX

Avg. Week Ad-Supported Social Media (Persons & % Reach): Adults 21 or older

Facebook

Instagram e ——— 47
T —.
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Lnkedin S —T
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% Time Spent:

% 35,6%

Avg. Day Ad-Supported Social Media (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older
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B PHX

* Thare of Everything

soefa.ai

for Anything _

Custom Geo = 85008; 85032; 85282; 85296; 85201; 85212; 85308; 85209; 85283; 85006; 85013; 85251; 85351; 85202; 85015; 85042; 85210; 85254; 85020; 85260; 85021; 85017; 85257; 85016; 85018; 85388; 85323; 85297; 85208; 85037; 85298; 85374; 85281; 85379; 85003; 85382; 85258; 85044; 85253; 85050; 85225; 85024;
85395; 85234; 85392; 85295; 85345; 85142; 85306; 85233; 85226; 85338; 85014; 85040; 85028; 85373; 85053; 85250; 85310; 85120; 85381; 85340; 85255; 85207; 85224; 85022; 85304; 85054; 85051; 85284; 85375; 85286; 85353; 85004; 85009; 85048; 85034; 85007; 85302; 85335; 85206; 85383; 85249; 85203; 85029; 85266;
85355; 85331; 85387; 85204; 85259; 85378; 85027; 85012; 85307; 85085; 85083

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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=WDC

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

Facebook

Instagram

YouTube Video
Linkedin

TikTok

WhatsApp

Reddit

X (Formerly " Twitter")

Pinterest

Others(Rumble, Twitch,Gab, Par...

Snapchat

Blogs/Message Boards (read...

tumblr
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m
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e
e %
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m who Buy Adult Bevs wfin 5-mi of a TOTAL WINE & MORE

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

612,705 or 73.3% 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 47. minutes every day representing 37.1% of all time

spent daily with Ad-Supported Social Media.

%

Avg. Hours+Minutes/day with all
Social Media: Adults 21 or older
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Avg. Week Ad-Supported Social Media (Persons & % Reach): Adults 21 or older
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tumblr

wbDcC

Metro

Total Persons:

B e——
PR — 7

D e T

[ diezaal o5 Sn
FRTTRE | —C (A
PRI e YW
PRETETY] —t VS
e I
[1507c2 | e ianliids
X

MORE
m who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE
Scarborough R2 2024: Aug23-5ep24 Qual Intab

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

o

Avg. Hours+Minutes/day with Ad-
Supported Social Media: Adults 21
or older
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Avg. Day Ad-Supported Social Media (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older

Facebook
47.0

Instagram YouTube Video
21.2 19.0

X
(FOFmE Reddit
"Twitte... 5.0

LinkedIn | TikTok | What... | Pir
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YouTube Video Instagram
22.2 21.4

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

soefa.ai

* Share of Everything
for Anything _

Custom Geo = 22003; 22191; 20170; 22193; 22204; 20171; 22042; 20147; 22101; 22015; 22305; 20032; 22314; 22192; 20020; 20164; 20016; 20707; 22032; 20003; 22152; 20165; 20176; 22202; 22304; 20155; 22315; 22043; 22310; 20109; 22303; 22201; 22203; 20001; 22150; 22031; 22180; 20008; 22209; 22151; 22033; 20191;
20009; 22306; 22030; 20151; 22182; 22301; 22207; 22041; 22206; 20745; 22205; 22153; 20817; 20037; 20190; 22102; 20169; 22312; 22124; 22046; 20175; 20816; 22044; 20036; 20052; 20194; 20024; 20120; 20166; 22302; 22311; 22181; 20002; 22405; 22025; 20005; 20007; 22027; 20121; 20136; 22079; 22307; 20748; 20744;

20720; 20837; 22309; 20705; 22406; 20854; 20124; 20006; 20708; 22066; 22060; 22039; 20112; 22026; 20842; 20815; 20152; 20148; 20004; 22213; 22125; 20019; 20181; 20874; 20158; 20110; 20814; 20010; 20640

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)



364,282 or 65.3% 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 42.8 minutes every day representing 33.1% of all time
spent daily with Ad-Supported Social Media.

Weekly Avg. Hours+Minutes/day with Ad-Supported
Reach % 71.4% Social Media: Adults 21 or older

"Share of Ad-Supported Social Media"
oz EEZ

o who Buy Adult Bevs w/in SEA
48.4% 5-mi of a TOTAL WINE &

a1.3% 42.4% MORE

% of Weekly

35.4%

30.6%
28.4%

24.5%

23.0%

17.3% 17.5% 17.1%

16.5% 16.0%

Weekly
Total
Persons

o,
a

3.1%

92,079 197,438

Reached: 364,282 2,597,146

Average Facebook Instagram
Daily Minutes

Using Ad-Sup;

246,587 1,761,172 230,164 1,542,506

YouTube Video

158,452 912,394

197,704 1,096,274 136,880 837,778

170,472 968,590
TikTok Blogs/Message LinkedIn X (Formerly Reddit Pinterest WhatsApp

96,726 637,413 95,243 580,280

Boards (read "Twitter")

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

SEA Metro Scarborough R2 2024: Aug23-Aug24 Qual Intab 530 SEATTLE-TACOMA Metro Scarborough R2 2024: Aug23-Aug24 Qual Intab 3,633 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.
-

for Anything _ =

Custom Geo = 98003; 98133; 98023; 98103; 98122; 98125; 98121; 98105; 98115; 98012; 98117; 98107; 98026; 98404; 98155; 98374; 98087; 98373; 98001; 98101; 98004; 98198; 98021; 98031; 98109; 98372; 98119; 98002; 98383; 98034; 98406; 98375; 98036; 98116; 98168; 98405; 98033; 98408; 98052; 98188; 98102; 98112;
98409; 98444; 98311; 98177; 98204; 98371; 98006; 98104; 98057; 98032; 98028; 98043; 98144; 98055; 98056; 98422; 98037; 98467; 98199; 98501; 98402; 98466; 98008; 98499; 98058; 98040; 98445; 98354; 98007; 98005; 98118; 98502; 98506; 98195; 98166; 98208; 98370; 98126; 98498; 98446; 98390; 98310; 98020; 98148;
98275; 98391; 98312; 98512; 98443; 98178; 98418; 98407; 98465; 98403; 98424; 98074; 98106; 98011; 98146; 98108; 98134; 98503; 98075; 98059; 98315; 98174; 98110; 98047; 98345; 98360; 98030; 98380; 98042; 98516; 98296; 98338; 98333; 98027
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)



T tal 331,299 or 67.2% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE use
vine 3 PHK

Wo " Ad-Supported Facebook for an average of 70. minutes every day representing 35.2% of all time
},ﬂ,? spent daily with Ad-Supported Social Media.

Weekly 71.7% Avg. Hours+Minutes/day with Ad-Supported

Reach % 67.2% Social Media: Adults 21 or older
"Share of Ad-Supported Social Media"

47.9% who Buy Adult Bevs w/in PHX
5-mi of a TOTAL WINE &
MORE

% of Weekly

39.5% 39.5%

31.2% 30.0%

25.5%

23.7%

19.5%
17.5% 17.5% ’

15.7%
[227]
Reddit

16.0% 15.9%

14.5% 13 59,

Weekly
Total
Persons

Reached: 331,209 2,448,978 220,389 1,634,791 156,466 1,347,392 153,695 1,023,509 194,666 1,020,392 125,953 809,390 86,482 598,205 77,171 666,955 78,706 543,952 71,501 450,416
Average Facebook Instagram YouTube Video TikTok LinkedIn X (Formerly Pinterest d Snapchat WhatsApp
Daily Minutes n . n
Using Ad-Sup; Twitter )

& who Buy Adult Bevs w/in 5-miof a ]
PHX Metro Scarborough R2 2024: Aug23-Aug24 Qual Intab 238 PHOENIX Metro Scarborough R2 2024: Aug23-Aug24 Qual Intab 1,846 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved. soeﬁ. for Anything _ @

Custom Geo = 85008; 85032; 85282; 85296; 85201; 85212; 85308; 85209; 85283; 85006; 85013; 85251; 85351; 85202; 85015; 85042; 85210; 85254; 85020; 85260; 85021; 85017; 85257; 85016; 85018; 85388; 85323; 85297; 85208; 85037; 85298; 85374; 85281; 85379; 85003; 85382; 85258; 85044; 85253; 85050; 85225; 85024;
85395; 85234; 85392; 85295; 85345; 85142; 85306; 85233; 85226; 85338; 85014; 85040; 85028; 85373; 85053; 85250; 85310; 85120; 85381; 85340; 85255; 85207; 85224; 85022; 85304; 85054; 85051; 85284; 85375; 85286; 85353; 85004; 85009; 85048; 85034; 85007; 85302; 85335; 85206; 85383; 85249; 85203; 85029; 85266;
85355; 85331; 85387; 85204; 85259; 85378; 85027; 85012; 85307; 85085; 85083
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)



612,705 or 73.3% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE use

TOtaI E wne Ad-Supported Facebook for an average of 47. minutes every day representing 37.1% of all time

spent daily with Ad-Supported Social Media.

me

Avg. Hours+Minutes/day with Ad-Supported

Weekly 73-3% 725%
Social Media: Adults 21 or older

Reach %
" d d Soci dia’
Share of Ad-Supported Social Media
2
47.5% 49.1% who Buy Adult Bevs w/in
% of Weekly 5-mi of a TOTAL WINE &
Time Spent wi MORE
Ad-Support 39.4% 40.2% 41.3%
Social Media:
29.5% 28.7%
. 26.4% 5519
21.8% 70 21.7%
11.3% 12.2%

Weekly

Total

Persons

Reached: 612,705 3,236,763 397,384 2,191,964 329,350 1,795,114 345,607 1,535,294 187,002 1,316,744 182,429 1,036,302 239,617 1,091,531 220,992 1,121,191 135843 967,492 94,280 543,%
ADV[!Ira:; . Facebook Instagram YouTube Video Linkedin TikTok X (Formerly Reddit WhatsApp Pinterest Snapchat
aly inutes " . "
Using Ad-Sup Twitter )

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

woc Metro Scarborough R2 2024: Aug23-Sep24 Qual Intab 864 WASHINGTON, DC Metro Scarborough R2 2024: Aug23-Sep24 Qual Intab 4,527 ® Share of Everything
All Graphs and soefa.ai Dota Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved, SOEﬁ_al for Anything _ =

Custom Geo = 22003; 22191; 20170; 22193; 22204; 20171; 22042; 20147; 22101; 22015; 22305; 20032; 22314; 22192; 20020; 20164; 20016; 20707; 22032; 20003; 22152; 20165; 20176; 22202; 22304; 20155; 22315; 22043; 22310; 20109; 22303; 22201; 22203; 20001; 22150; 22031; 22180; 20008; 22209; 22151; 22033; 20191
20009; 22306; 22030; 20151; 22182; 22301; 22207; 22041; 22206; 20745; 22205; 22153; 20817; 20037; 20190; 22102; 20169; 22312; 22124; 22046; 20175; 20816; 22044; 20036; 20052; 20194; 20024; 20120; 20166; 22302; 22311; 22181; 20002; 22405; 22025; 20005; 20007; 22027; 20121; 20136; 22079; 22307; 20748; 20744;
20720; 20837; 22309; 20705; 22406; 20854; 20124; 20006; 20708; 22066; 22060; 22039; 20112; 22026; 20842; 20815; 20152; 20148; 20004; 22213; 22125; 20019; 20181; 20874; 20158; 20110; 20814; 20010; 20640
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)



1°01¥ =2 SEA

& MORE

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

Map  Satellite

2

Olympic
National Park

¥

SEATTLE-TACOMA, (User Defined Survey Area)
SCARBOROUGH R2 2024: ALUG23-AUG24
ADULTS 21+

WHO | am Looking Al

(Where bought wine past 30 days: Liquorbeern'wine store DR Wheare
bought liquor past 30 days: Liquor/bear/wina slore OR Where bought
beer pasl 30 days: Liquor/bear/wine slore)

WHAT | Want o Know About Them Target Persons® % of Targeal Index
Search apps or websiles used or visited past 30 days: Google 496,921 B9.1% 100
TrafficTransportationWeather apps or websiles used or visiled past 30 419 227 T5.1% a8
days: Google Maps
Social media apps or websites usad or visiled past 30 days: Facebook 354, 282 65.3% a2
Social media apps or websites used or visiled past 30 days: Instagram 298,702 53.T% a0
Mewspaper/ TVICable websites visiled/apps used past 30 days: Seatlle 250,133 44 8% 115
Timas
Search apps or websiles used or visited past 30 days: Wikipedia 234 907 42 1% a5
Social media apps or websites used or visiled pasl 30 days: Linkedln 224 138 40.2% 115
MNewspaper/TV/Cable wabsites visited/apps used past 30 days: Xfinity 212 968 3B 2% 118
Mewspaper/ TVICable websites visiled/apps used past 30 days: New York 205,461 36.8% 136
Times
Saocial media apps or websites used or visited past 30 days: Reddit 198 364 356% 111
Mewspaper/TViICable wabsiles visited/apps used past 30 days: KINGS. 182,349 A2 T% 121
com/KING NBC
TrafficTransportationWeather apps or websiles used or visiled past 30 181,081 32.5% 18
days: Apple Maps
Social media apps or websites usad or visiled past 30 days: X (formearly 165,514 29.T% 105
Twitter)
Social media apps or websites uwsed or visited past 30 days: TikTok 158, 452 28.4% 114
Mewspaper/ TViICable websites visiled/apps used past 30 days: 158,290 28.4% 112
KOMOMNews.comOMO ABC
MNewspaper/TV/Cable websites visited apps used past 30 days: KIROT. 148,179 26.6% 104
com/KIRO CBS
Travel apps or websiles used or visiled past 30 days: Expedia 147,919 26.5% 123
MNewspaper/ TVICable wabsites visited/apps used past 30 days: 142 648 25.6% 137
Washington Post
TrafficTransportationWeather apps or websiles used or visiled past 30 134,244 24 1% B4
days: The Weathar Channel
Search apps or websites used or visited past 30 days: Bing 132,720 238% 123
TrafficTransportationWeather apps or websiles used or visiled past 30 130,714 234% 122
days: Apple Waather
TrafficTransportation™Weather apps or websiles used or visited past 30 120,460 21.6% 102
days: AccuWeather
TrafficTransportationWeather apps or websiles used or visited past 30 120,453 21.6% 128
days: Ubar
Media/Spaorts apps or wabsites used or visited past 30 days: ESPN 120,178 21.5% 147

Custom Geo = 98003; 98133; 98023; 98103; 98122; 98125; 98121; 98105; 98115; 98012; 98117; 98107; 98026; 98404; 98155; 98374; 98087; 98373; 98001; 98101; 98004; 98198; 98021; 98031; 98109; 98372; 98119; 98002; 98383; 98034; 98406; 98375; 98036; 98116; 98168; 98405; 98033; 98408; 98052; 98188; 98102; 98112;
98409; 98444; 98311; 98177; 98204; 98371; 98006; 98104; 98057; 98032; 98028; 98043; 98144; 98055; 98056; 98422; 98037; 98467; 98199; 98501; 98402; 98466; 98008; 98499; 98058; 98040; 98445; 98354; 98007; 98005; 98118; 98502; 98506; 98195; 98166; 98208; 98370; 98126; 98498; 98446; 98390; 98310; 98020; 98148;
98275; 98391; 98312; 98512; 98443; 98178; 98418; 98407; 98465; 98403; 98424; 98074; 98106; 98011; 98146; 98108; 98134; 98503; 98075; 98059; 98315; 98174; 98110; 98047; 98345; 98360; 98030; 98380; 98042; 98516; 98296; 98338; 98333; 98027
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
Win?

& MORE

R

Top Digital Media reaching PHX Metro

P21+ who Buy Adult Bevs w/in 5-mi

of a TOTAL WINE & MORE.

Glendale

PHOENLX (User Defined Survey Area)
SCARBOROUGH R2 2024: AUG23-AUG24
ADULTS 21+

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

TrafficTransportation/Weather apps or websiles used or visiled past 30
days: Google Maps

Social media apps or websites used or visited past 30 days: Instagram
Social media apps or wabsiles used or visiled past 30 days: Linkedin
Search apps or websiles used or visited past 30 days: Wikipedia

Newspaper/TV/Cable websites visited'apps used past 30 days: Arizona
Republic/ AZCentral.com

Mewspaper/TVICable websites visited/apps used past 30 days: ABC 15
Arizona

TrafficTransportation/™Weather apps or websiles used or visiled past 30
days: Apple Maps

Social media apps of websiles usad or visited past 30 days: TikTok
Newspaper TVICable websiles visiled'apps used past 30 days: Cox

TrafficTransportationWeather apps or websiles used or visiled past 30
days: The Weather Channed

Social media apps or wabsiles used or visiled past 30 days: X (formarly
Twitter)

MNewspaper/TV/Cable websites visited/'apps used past 30 days: Fox 10
Phoenix KSAZ

Newspaper/ TVICable websiles visiled'apps used past 30 days: AL Family
ITVICBS &

Social media apps or websites used or visited past 30 days: Pinterest
Saocial media apps or websites used or visiled past 30 days: Snapchal
Search apps or websiles used or visited past 30 days: Bing
Media/Sports apps or websiles used or visiled past 30 days: CHN
Media/Sports apps or wabsites used or visited past 30 days: ESPN
Social media apps or wabsiles used or visited past 30 days: Reddil
MNewspaper/TVICable websites visiled/apps used past 30 days:
Univision/Univision Arizona

Newspaper/ TVICable websiles visiled'apps used past 30 days: 12 News
KPINX

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

TrafficTransportation/Weather apps or websiles used or visited past 30
days: Ubear

WHO | am Looking Al

(Where bought wine past 30 days: Liquorbeeriwine store OR Where
baought liquor past 30 days: Liquorbear/wine store DR Wheare bought
beer past 30 days: Liquor/beariwine store)

Target Persons*
391,721

331,299
329 836

257,047
211,784
186,839
182,900

176,314

160,266

153,695
153,441
149,039

146,153

139,793

135,803

102, 476
91,392
B9.518
BE,BED
B7,162
BE, 172
BZ,198

BO, 347

78,254
78,215

% of Target Index
79.5%

67 2%
66.9%

52.1%
43.0%
AT 9%
37 1%

35.8%

32.5%

N2%
31.1%
30.2%

29.6%

28.4%

2T7.5%

20.8%
18.5%
18.2%
18.0%
17.7%
17.6%
16.7%

16.3%

15.8%
15.89%

Custom Geo = 85008; 85032; 85282; 85296; 85201; 85212; 85308; 85209; 85283; 85006; 85013; 85251; 85351; 85202; 85015; 85042; 85210; 85254; 85020; 85260; 85021; 85017; 85257; 85016; 85018; 85388; 85323; 85297; 85208; 85037; 85298; 85374; 85281; 85379; 85003; 85382; 85258; 85044; 85253; 85050; 85225; 85024;
85395; 85234; 85392; 85295; 85345; 85142; 85306; 85233; 85226; 85338; 85014; 85040; 85028; 85373; 85053; 85250; 85310; 85120; 85381; 85340; 85255; 85207; 85224; 85022; 85304; 85054; 85051; 85284; 85375; 85286; 85353; 85004; 85009; 85048; 85034; 85007; 85302; 85335; 85206; 85383; 85249; 85203; 85029; 85266;

85355; 85331; 85387; 85204; 85259; 85378; 85027; 85012; 85307; 85085; 85083
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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WASHINGTON, DC (User Defined Survey Area)
SCARBOROUGH R2 2024: AUG23-SEP24

ADULTS 21+
Wia? = wne
WI l‘e‘!> — WWHO | am Looking Al

(Where bought wine past 30 days: Liquorbearnwine store OR Where

& MORE baught liquor past 30 days: Liquorbeariwine store OR Wheare bought
beer past 30 days: Liquorfbeaeriwine store)
WHAT | Want to Know About Them Target Persons*® % of Targat Index
Search apps or websiles used or visited past 30 days: Google TI7,240 893.0% 103
Traffic/TransportationWeather apps or websiles used or visilted past 30 535,338 TE.0% ag
days: Google Maps
Social media apps or wabsites usad or visiled past 30 days: Facebook 612,705 T33% ar
Top Digital Media reaChlng WDC Metro Social media apps or websiles used or visited past 30 days: Instagram 491,242 58 8% o8
Newspaper/TViCable websites visiled'apps used past 30 days: 484 408 55.6% 122
B v Washington Post
P21+ Who Buy AdUIt Bevs W/[n 5-m[ Social media apps or websites used or visited past 30 days: Linkedin 308 519 47 7% 119
Saarch apps or websiles used or visited past 30 days: Wikipedia 361,488 43 2% 109
TOTAL WI N E & M O R E Lifestyla/Enteriainment apps or websites used or visited past 30 days: 314,001 37T 6% 111
oja . Zilow
Traffic/TransportationWeather apps or websiles used or visited past 30 206,338 35.4% a8
days: The Wealhar Channel
Social media apps or websites used or visited past 30 days: Reddit 283 582 33.89% 112
Social media apps or websites used or visiled past 30 days: WhalsApp 256,352 30.7T% 108
Media/Sports apps or websiles used or visiled past 30 days: ESPN 240,841 28.8% 134
Social media apps or websites used or visiled past 30 days: X (Tormarly 224 366 26.8% 100
Twilter)
Traffic/TransportationWeather apps or websiles used or visilted past 30 224 027 26.8% a8
days: Apple Maps
Media/5porls apps or wabsites used or visiled past 30 days: CHN 222 787 26. 7% 128
MNewspaper/ TViCable websites visited/apps used past 30 days: Politico 215417 25.8% 127
it e TrafficTransportation/Wealher apps or websiles used or visiled past 30 212,494 254% 10
: Stz days: AccuWeather
Traffic/TransportationWeather apps or websiles used or visilted past 30 211,364 25.3% a8
days: Waze
Newspaper/TViCable websites visiled'apps used past 30 days: 206,205 24 T% 128
NECWashinglon.com/WRC NBC
Media/Sports apps or websites used or visiled past 30 days: New York 180,600 22 8% 135
Timas/MNY Timas.com
Social media apps or wabsites used or visited past 30 days: TikTok 187,002 22 4% T8
Traffic/TransportationWeather apps or websiles used or visilted past 30 185,681 22 2% 101
days: Ubar
Lifestyle/Enteriainment apps or websites used or visited past 30 days: 176,870 21.2% 112
IMDb
MNewspaper/ TViCable websites visited/apps used past 30 days: WJLA. 173,871 20.8% 134
comMWWJLA ABC

Custom Geo = 22003; 22191; 20170; 22193; 22204; 20171; 22042; 20147; 22101; 22015; 22305; 20032; 22314; 22192; 20020; 20164; 20016; 20707; 22032; 20003; 22152; 20165; 20176; 22202; 22304; 20155; 22315; 22043; 22310; 20109; 22303; 22201; 22203; 20001; 22150; 22031; 22180; 20008; 22209; 22151; 22033; 20191;
20009; 22306; 22030; 20151; 22182; 22301; 22207; 22041; 22206; 20745; 22205; 22153; 20817; 20037; 20190; 22102; 20169; 22312; 22124; 22046; 20175; 20816; 22044; 20036; 20052; 20194; 20024; 20120; 20166; 22302; 22311; 22181; 20002; 22405; 22025; 20005; 20007; 22027; 20121; 20136; 22079; 22307; 20748; 20744;
20720; 20837; 22309; 20705; 22406; 20854; 20124; 20006; 20708; 22066; 22060; 22039; 20112; 22026; 20842; 20815; 20152; 20148; 20004; 22213; 22125; 20019; 20181; 20874; 20158; 20110; 20814; 20010; 20640
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

& MORE

M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 36,778;
Social Media: 26,519; Local Radio: 25,756; Non-Prem. Cable: 15,030; Local TV: 12,400
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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SEA Metro Scarborough R2 2024: Aug23-Aug24 Qual Intab 530
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

*®* Share of Everything
_al for Anything _

Custom Geo = 98003; 98133; 98023; 98103; 98122; 98125; 98121; 98105; 98115; 98012; 98117; 98107; 98026; 98404; 98155; 98374; 98087; 98373; 98001; 98101; 98004; 98198; 98021; 98031; 98109; 98372; 98119; 98002; 98383; 98034; 98406; 98375; 98036; 98116; 98168; 98405; 98033; 98408; 98052; 98188; 98102; 98112;
98409; 98444; 98311; 98177; 98204; 98371; 98006; 98104; 98057; 98032; 98028; 98043; 98144; 98055; 98056; 98422; 98037; 98467; 98199; 98501; 98402; 98466; 98008; 98499; 98058; 98040; 98445; 98354; 98007; 98005; 98118; 98502; 98506; 98195; 98166; 98208; 98370; 98126; 98498; 98446; 98390; 98310; 98020; 98148;
98275; 98391; 98312; 98512; 98443; 98178; 98418; 98407; 98465; 98403; 98424; 98074; 98106; 98011; 98146; 98108; 98134; 98503; 98075; 98059; 98315; 98174; 98110; 98047; 98345; 98360; 98030; 98380; 98042; 98516; 98296; 98338; 98333; 98027
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
Wme'

& MORE

M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 41,342;
Social Media: 27,718; Local Radio: 26,755; Non-Prem. Cable: 18,508; Local TV: 15,404
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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s [V on-Fri Social Media AQH

PHX Metro Scarborough R2 2024: Aug23-Aug24 Qual Intab 238
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

* Share of Ewverything

Custom Geo = 85008; 85032; 85282; 85296; 85201; 85212; 85308; 85209; 85283; 85006; 85013; 85251; 85351; 85202; 85015; 85042; 85210; 85254; 85020; 85260; 85021; 85017; 85257; 85016; 85018; 85388; 85323; 85297; 85208; 85037; 85298; 85374; 85281; 85379; 85003; 85382; 85258; 85044; 85253; 85050; 85225; 85024;
85395; 85234; 85392; 85295; 85345; 85142; 85306; 85233; 85226; 85338; 85014; 85040; 85028; 85373; 85053; 85250; 85310; 85120; 85381; 85340; 85255; 85207; 85224; 85022; 85304; 85054; 85051; 85284; 85375; 85286; 85353; 85004; 85009; 85048; 85034; 85007; 85302; 85335; 85206; 85383; 85249; 85203; 85029; 85266;
85355; 85331; 85387; 85204; 85259; 85378; 85027; 85012; 85307; 85085; 85083
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 M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 54,223;
Wine' E wne Local Radio: 39,971; Social Media: 38,289; Non-Prem. Cable: 24,345; Local TV: 19,827
& MORE 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) (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 WDC Metro Area Adults 21 or older
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woc Metro Scarborough R2 2024: Aug23-Sep24 Qual Intab 864 ® Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved. soef-a for Anything ,

Custom Geo = 22003; 22191; 20170; 22193; 22204; 20171; 22042; 20147; 22101; 22015; 22305; 20032; 22314; 22192; 20020; 20164; 20016; 20707; 22032; 20003; 22152; 20165; 20176; 22202; 22304; 20155; 22315; 22043; 22310; 20109; 22303; 22201; 22203; 20001; 22150; 22031; 22180; 20008; 22209; 22151; 22033; 20191;
20009; 22306; 22030; 20151; 22182; 22301; 22207; 22041; 22206; 20745; 22205; 22153; 20817; 20037; 20190; 22102; 20169; 22312; 22124; 22046; 20175; 20816; 22044; 20036; 20052; 20194; 20024; 20120; 20166; 22302; 22311; 22181; 20002; 22405; 22025; 20005; 20007; 22027; 20121; 20136; 22079; 22307; 20748; 20744;
20720; 20837; 22309; 20705; 22406; 20854; 20124; 20006; 20708; 22066; 22060; 22039; 20112; 22026; 20842; 20815; 20152; 20148; 20004; 22213; 22125; 20019; 20181; 20874; 20158; 20110; 20814; 20010; 20640
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

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

Shopping Malls

Gas Stations/Convenience Stores
Restaurants & Bars

Podcasts

Spotify

Drug Stores

Public Transit

YouTube Music

Retail Stores

495,798 or 88.9% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE
spend an average of 40. minutes per day driving, seeing Billboards and Signs. 61.4% Listen to Local
Radio Stations Out-of-Home for an average of 32.4 minutes/day.
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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

Shopping Malls

Gas Stations/Convenience Stores
Restaurants & Bars

Podcasts

Drug Stores

Public Transit

Retail Stores

Movie Theaters

YouTube Music
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(Average Duy}

Top-13 Ad-Supported Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older
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Custom Geo = 98003; 98133; 98023; 98103; 98122; 98125; 98121; 98105; 98115; 98012; 98117; 98107; 98026; 98404; 98155; 98374; 98087; 98373; 98001; 98101; 98004; 98198; 98021; 98031; 98109; 98372; 98119; 98002; 98383; 98034; 98406; 98375; 98036; 98116; 98168; 98405; 98033; 98408; 98052; 98188; 98102; 98112;
98409; 98444; 98311; 98177; 98204; 98371; 98006; 98104; 98057; 98032; 98028; 98043; 98144; 98055; 98056; 98422; 98037; 98467; 98199; 98501; 98402; 98466; 98008; 98499; 98058; 98040; 98445; 98354; 98007; 98005; 98118; 98502; 98506; 98195; 98166; 98208; 98370; 98126; 98498; 98446; 98390; 98310; 98020; 98148;
98275; 98391; 98312; 98512; 98443; 98178; 98418; 98407; 98465; 98403; 98424; 98074; 98106; 98011; 98146; 98108; 98134; 98503; 98075; 98059; 98315; 98174; 98110; 98047; 98345; 98360; 98030; 98380; 98042; 98516; 98296; 98338; 98333; 98027

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
Wlne'

& MORE

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
Restaurants & Bars

Shopping Malls

Drug Stores

Podcasts

Spotify

YouTube Music

Movie Theaters

SiriusXm

479,251 or 97.2% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE
spend an average of 111.9 minutes per day driving, seeing Billboards and Signs. 71.4% Listen to Local
Radio Stations Out-of-Home for an average of 40.2 minutes/day.
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Top-13 Ad-Supported Out-of-Home Media (Persons & % Reach): Adults 21 or older
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(Average Duy}

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

Billboards

Walking in
Towns, Cities,
Downtown
AM/FM Radio Areas
40.2 21.6

Restaurants
& Bars
12.4

Health Gro...
Clubs/Gyms | Sto...
15.8 9.7

55

Billboards & Signs
(Weekly D 3

2
3

AM/FM Radio
38.2

Restaurants
& Bars
14.2

Walking in Towns,

Cities, Downtown

Areas
20.2

Movie

Theaters

Health Clubs/
Gyms
14.6

Gr REET
Stores  Stor...
9.2 6.9

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

soefa.ai

B PHX

Custom Geo = 85008; 85032; 85282; 85296; 85201; 85212; 85308; 85209; 85283; 85006; 85013; 85251; 85351; 85202; 85015; 85042; 85210; 85254; 85020; 85260; 85021; 85017; 85257; 85016; 85018; 85388; 85323; 85297; 85208; 85037; 85298; 85374; 85281; 85379; 85003; 85382; 85258; 85044; 85253; 85050; 85225; 85024;

85395; 85234; 85392; 85295; 85345; 85142; 85306; 85233; 85226; 85338; 85014; 85040; 85028; 85373; 85053; 85250; 85310; 85120; 85381; 85340; 85255; 85207; 85224; 85022; 85304; 85054; 85051; 85284; 85375; 85286; 85353; 85004; 85009; 85048; 85034; 85007; 85302; 85335; 85206; 85383; 85249; 85203; 85029; 85266;
85355; 85331; 85387; 85204; 85259; 85378; 85027; 85012; 85307; 85085; 85083

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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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
Restaurants & Bars

Shopping Malls

Podcasts

Spotify

SiriusXmM

Drug Stores

Movie Theaters

Public Transit

Total Persons:
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Avg. Hours+Minutes/day with Out-
of-Home Media: Adults 21 or older
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714,917 or 85.5% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE
spend an average of 51.4 minutes per day driving, seeing Billboards and Signs. 64.2% Listen to Local
Radio Stations Out-of-Home for an average of 31.2 minutes/day.
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Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older
spent (2151008 22

Billboards & Sig

Public Transit
38.6

s (Weekly

Walking in Towns,
Cities, Downtown
Areas
26.4

AM/FM Radio

35.6

Restaurants
& Bars

Billboards & Sig
rivers)
46.6

AM/FM Radio
36.7

Public Transit
24.2

s (Weekly

Shopping
19,2

Restaurants &
Bars
14.5

Walking in Towns,
Cities, Downtown
Areas
23.0

Movie

Spotify

Gas
St...

mWDC

m who Buy Adult Bevs w/in 5-mi of a TOTAL WIN

E & MORE

mWDC

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
Restaurants & Bars

Shopping Malls

Podcasts

Drug Stores

Movie Theaters

Public Transit

Retail Stores

YouTube Music

wDC

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

Totol Persons: % Time Spent Awfﬁ Dﬂﬂ
4,337,540 o
m 53500
| 11.6%
O] — Wi e
EREER0L) — L3%
‘Lezaszol —sean Billboards
1623570 B, 4% 4.4%
R on ) I Avg. Hours+Minutes/day with Ad- SR
m Supported Out-of-Home Media:
M Adults 21 or older 1.4%
773,571 m 0.4%

icass | ¢ .00

Walking in Towns,
Cities, Downtown
Areas
26.4

AM/FM Radio
31.2

Grocery
Stores
9.9

YouTube
Music

Restaurants &
Bars
13.5

Billboards & Sig
Driv

AM/FM Radio
32.7

Restaurants &
Bars
14.5

Walking in Towns,
Cities, Downtown
Areas

9.6

YouTube
Music
Retail
Gas
Sta...

Stor...

Concurrent

Usage 5:
el 50| 12 7o o o st 5o 305 .
sscaze | 12,08 5-mi of a TOTAL WINE & 0.7%

MORE
(529,150 | 1.5 0.:6%
m who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE mWDC
Metro Scarborough R2 2024: Aug23-Sep24 Qual Intab 864

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

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

MORE

EWDC

soefa.ai

* Share of Everything
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Custom Geo = 22003; 22191; 20170; 22193; 22204; 20171; 22042; 20147; 22101; 22015; 22305; 20032; 22314; 22192; 20020; 20164; 20016; 20707; 22032; 20003; 22152; 20165; 20176; 22202; 22304; 20155; 22315; 22043; 22310; 20109; 22303; 22201; 22203; 20001; 22150; 22031; 22180; 20008; 22209; 22151; 22033; 20191;
20009; 22306; 22030; 20151; 22182; 22301; 22207; 22041; 22206; 20745; 22205; 22153; 20817; 20037; 20190; 22102; 20169; 22312; 22124; 22046; 20175; 20816; 22044; 20036; 20052; 20194; 20024; 20120; 20166; 22302; 22311; 22181; 20002; 22405; 22025; 20005; 20007; 22027; 20121; 20136; 22079; 22307; 20748; 20744;
20720; 20837; 22309; 20705; 22406; 20854; 20124; 20006; 20708; 22066; 22060; 22039; 20112; 22026; 20842; 20815; 20152; 20148; 20004; 22213; 22125; 20019; 20181; 20874; 20158; 20110; 20814; 20010; 20640

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' 495,798 or 88.9% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE spend an
(]

wlne. _ average of 40. minutes per day driving, seeing Billboards and Signs representing 28.9% of all Time Spent
& MORE with Ad-Supported Out-of-Home Media.
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T tal 479,251 or 97.2% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE spend an
vine =3 PHN |
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average of 111.9 minutes per day driving, seeing Billboards and Signs representing 54.8% of all Time Spent
& MORE with Ad-Supported Out-of-Home Media.
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Custom Geo = 85008; 85032; 85282; 85296, 85201, 85212, 85308; 85209; 85283; 85006, 85013, 85251, 85351; 85202; 85015; 85042; 85210; 85254, 85020; 85260; 85021; 85017; 85257; 85016, 85018; 85388; 85323; 85297; 85208; 85037; 85298; 85374, 85281, 85379; 85003; 85382; 85258; 85044, 85253, 85050; 85225; 85024,
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85355; 85331; 85387; 85204; 85259; 85378; 85027; 85012; 85307; 85085; 85083

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 wne 714,917 or 85.5% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE spend an

average of 51.4 minutes per day driving, seeing Billboards and Signs representing 32.5% of all Time Spent
lne with Ad-Supported Out-of-Home Media.
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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
Wing

& MORE

495,798 or 88.9% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE
spend an average of 40. minutes per day driving an average of 23.3 miles each day and are 78.7%
more likely to use Fremont Bridge than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adulis 21 or older
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6th Avenue (Seattle)
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Elliot Avenue/15th Avenue NW
Canyon Road East
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Top-26 Residential Zip Codes: Adults 21 or older

08115 [ 3.0%%

08405 2.86%

98002 2.73%
2.72%

98103
98058
98115
98033
98117

:

0.93%

e

2
=N &
;.Eae

N
§

=
]
ES

N
s
B

2.19%

m 0.80%
!!._I, !- 1.

2

ES
e
E

98168 M' 0.63%
98125 P — 10
g9g119 [EFTE— 2.02%
ssi0 P o |G @
.98% T
98445 | 1 ﬂn m &
98023 1.90%
98374 Los% L.90%
1.90%

98109
98034

0.74%

3

% v
3

98004 0.83%

08003 P — 15
098296 W 1.71%
98155 PHCTREE. oo |
98057 W 1.66%
soies e
98501 FEFiTmmm onri | ¢
98122ty 125%

Top-26 Employment Zip Codes: Adults 21 or older
98032 2:66%
98052
98004
98105
98011
98119
08168
98133
98101

!!5_ 1.06%
s 25

70,838

98118 [EEEgL—
98103 0.86%
98109 g
98034 r(m% : NS

1.38% =
98001 P o7
95058 ISy I— 1.20%

1.18%

98198

98104 m 1.76%
98177 W 1.10%

98125 : L.09%

05122 PR o1

98144 [ESIEEEm—— 1.05%

98275 W 1.01%

98383 oo %

osso1 P .\

* Share of Everything
for Anything _

3_

Custom Geo = 98003; 98133; 98023; 98103; 98122; 98125; 98121; 98105; 98115; 98012; 98117; 98107; 98026; 98404; 98155; 98374; 98087; 98373; 98001; 98101; 98004; 98198; 98021; 98031; 98109; 98372; 98119; 98002; 98383; 98034; 98406; 98375; 98036; 98116; 98168; 98405; 98033; 98408; 98052; 98188; 98102; 98112;
98409; 98444; 98311; 98177; 98204; 98371; 98006; 98104; 98057; 98032; 98028; 98043; 98144; 98055; 98056; 98422; 98037; 98467; 98199; 98501; 98402; 98466; 98008; 98499; 98058; 98040; 98445; 98354; 98007; 98005; 98118; 98502; 98506; 98195; 98166; 98208; 98370; 98126; 98498; 98446; 98390; 98310; 98020; 98148;
98275; 98391; 98312; 98512; 98443; 98178; 98418; 98407; 98465; 98403; 98424; 98074; 98106; 98011; 98146; 98108; 98134; 98503; 98075; 98059; 98315; 98174; 98110; 98047; 98345; 98360; 98030; 98380; 98042; 98516; 98296; 98338; 98333; 98027

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

479,251 or 97.2% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE
spend an average of 111.9 minutes per day driving an average of 65.1 miles each day and are 85.8%
more likely to use 32nd Street than the Metro average.

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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Top-26 Employment Zip Codes: Adults 21 or older
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Custom Geo = 85008; 85032; 85282; 85296; 85201; 85212; 85308; 85209; 85283; 85006; 85013; 85251; 85351; 85202; 85015; 85042; 85210; 85254; 85020; 85260; 85021; 85017; 85257; 85016; 85018; 85388; 85323; 85297; 85208; 85037; 85298; 85374; 85281; 85379; 85003; 85382; 85258; 85044; 85253; 85050; 85225; 85024;
85395; 85234; 85392; 85295; 85345; 85142; 85306; 85233; 85226; 85338; 85014; 85040; 85028; 85373; 85053; 85250; 85310; 85120; 85381; 85340; 85255; 85207; 85224; 85022; 85304; 85054; 85051; 85284; 85375; 85286; 85353; 85004; 85009; 85048; 85034; 85007; 85302; 85335; 85206; 85383; 85249; 85203; 85029; 85266;

85355; 85331; 85387; 85204; 85259; 85378; 85027; 85012; 85307; 85085; 85083
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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714,917 or 85.5% of Adults 21 or older who Buy Adult Bevs w/in 5-mi of a TOTAL WINE & MORE
spend an average of 51.4 minutes per day driving an average of 29.9 miles each day and are 50.8%
more likely to use I-66 than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 21 or older Top-26 Residential Zip Codes: Adults 21 or older Top-26 Employment Zip Codes: Adults 21 or older
1-95/1-495/Capital Beltway Bopgon B 630% | 20170 AR 308, 20170 s 01%
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Route 185/Connecticut Avenue o 7% 20854 (SN 163% 20171 R oo 1%
16th Street s 22315 [T — 162% 22203 BEEERLT 103%
Constitution Avenue BEGRrl ¢oi" 22201 [RERRR o o 1.53% 22314 B 0%
Independence Avenue oL 79% 20009 gH55 osre LR 20009 0 6er 0%
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20009; 22306; 22030; 20151; 22182; 22301; 22207; 22041; 22206; 20745; 22205; 22153; 20817; 20037; 20190; 22102; 20169; 22312; 22124; 22046; 20175; 20816; 22044; 20036; 20052; 20194; 20024; 20120; 20166; 22302; 22311; 22181; 20002; 22405; 22025; 20005; 20007; 22027; 20121; 20136; 22079; 22307; 20748; 20744;
20720; 20837; 22309; 20705; 22406; 20854; 20124; 20006; 20708; 22066; 22060; 22039; 20112; 22026; 20842; 20815; 20152; 20148; 20004; 22213; 22125; 20019; 20181; 20874; 20158; 20110; 20814; 20010; 20640
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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Custom Geo = 98003; 98133; 98023; 98103; 98122; 98125; 98121, 98105, 98115; 98012; 98117; 98107, 98026; 98404; 98155; 98374, 98087, 98373; 98001; 98101; 98004, 98198, 98021; 98031; 98109; 98372; 98119; 98002; 98383; 98034, 98406, 98375; 98036; 98116; 98168; 98405; 98033; 98408; 98052; 98188; 98102; 98112;
98409; 98444; 98311; 98177; 98204; 98371; 98006; 98104; 98057, 98032; 98028; 98043; 98144, 98055, 98056; 98422; 98037; 98467, 98199; 98501; 98402; 98466, 98008; 98499; 98058; 98040; 98445, 98354; 98007; 98005; 98118; 98502; 98506; 98195; 98166, 98208; 98370; 98126; 98498; 98446, 98390; 98310; 98020; 98148;
98275, 98391; 98312; 98512; 98443; 98178; 98418; 98407; 98465; 98403; 98424; 98074; 98106; 98011, 98146, 98108; 98134; 98503; 98075, 98059; 98315; 98174; 98110; 98047, 98345; 98360; 98030; 98380; 98042; 98516; 98296; 98338; 98333, 98027
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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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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Custom Geo = 22003; 22191; 20170; 22193; 22204; 20171; 22042; 20147; 22101; 22015; 22305; 20032; 22314; 22192; 20020; 20164; 20016; 20707; 22032; 20003; 22152; 20165; 20176; 22202; 22304; 20155; 22315; 22043; 22310; 20109; 22303; 22201; 22203; 20001; 22150; 22031; 22180; 20008; 22209; 22151; 22033; 20191;
20009; 22306; 22030; 20151; 22182; 22301; 22207; 22041; 22206; 20745; 22205; 22153; 20817; 20037; 20190; 22102; 20169; 22312; 22124; 22046; 20175; 20816; 22044; 20036; 20052; 20194; 20024; 20120; 20166; 22302; 22311; 22181; 20002; 22405; 22025; 20005; 20007; 22027; 20121; 20136; 22079; 22307; 20748; 20744;
20720; 20837; 22309; 20705; 22406; 20854; 20124; 20006; 20708; 22066; 22060; 22039; 20112; 22026; 20842; 20815; 20152; 20148; 20004; 22213; 22125; 20019; 20181; 20874; 20158; 20110; 20814; 20010; 20640
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)



220,200 or 39.5% 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 9.1 minutes every day representing 28.3%
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

% Time Spent
; B

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

Local Daily Newspa per(s) (Daily

Direct Mail Advertising (excluding Catalogs)
MNew York Times (Daily+Sunday)

New York Times (Sunday)

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

USA Today (Daily)
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All Local Weekly Newspapers.
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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

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

New York Times (Sunday)

MNew York Times (Daily)

Wall Street Journal (Daily)

USA Today (Daily)

Magazines

All Local Weekly Newspapers

Catalogs

Books
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Custom Geo = 98003; 98133; 98023; 98103; 98122; 98125; 98121; 98105; 98115; 98012; 98117; 98107; 98026; 98404; 98155; 98374; 98087; 98373; 98001; 98101; 98004; 98198; 98021; 98031; 98109; 98372; 98119; 98002; 98383; 98034; 98406; 98375; 98036; 98116; 98168; 98405; 98033; 98408; 98052; 98188; 98102; 98112;
98409; 98444; 98311; 98177; 98204; 98371; 98006; 98104; 98057; 98032; 98028; 98043; 98144; 98055; 98056; 98422; 98037; 98467; 98199; 98501; 98402; 98466; 98008; 98499; 98058; 98040; 98445; 98354; 98007; 98005; 98118; 98502; 98506; 98195; 98166; 98208; 98370; 98126; 98498; 98446; 98390; 98310; 98020; 98148;
98275; 98391; 98312; 98512; 98443; 98178; 98418; 98407; 98465; 98403; 98424; 98074; 98106; 98011; 98146; 98108; 98134; 98503; 98075; 98059; 98315; 98174; 98110; 98047; 98345; 98360; 98030; 98380; 98042; 98516; 98296; 98338; 98333; 98027

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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84,735 or 17.2% 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 11.4 minutes every day representing
31.6% 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

% Time Spent

Direct Mail Advertising (excluding Catalogs)
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Custom Geo = 85008; 85032; 85282; 85296; 85201; 85212; 85308; 85209; 85283; 85006; 85013; 85251; 85351; 85202; 85015; 85042; 85210; 85254; 85020; 85260; 85021; 85017; 85257; 85016; 85018; 85388; 85323; 85297; 85208; 85037; 85298; 85374; 85281; 85379; 85003; 85382; 85258; 85044; 85253; 85050; 85225; 85024;
85395; 85234; 85392; 85295; 85345; 85142; 85306; 85233; 85226; 85338; 85014; 85040; 85028; 85373; 85053; 85250; 85310; 85120; 85381; 85340; 85255; 85207; 85224; 85022; 85304; 85054; 85051; 85284; 85375; 85286; 85353; 85004; 85009; 85048; 85034; 85007; 85302; 85335; 85206; 85383; 85249; 85203; 85029; 85266;
85355; 85331; 85387; 85204; 85259; 85378; 85027; 85012; 85307; 85085; 85083

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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296,409 or 35.5% 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 9.9 minutes every day representing 30.4%
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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Custom Geo = 22003; 22191; 20170; 22193; 22204; 20171; 22042; 20147; 22101; 22015; 22305; 20032; 22314; 22192; 20020; 20164; 20016; 20707; 22032; 20003; 22152; 20165; 20176; 22202; 22304; 20155; 22315; 22043; 22310; 20109; 22303; 22201; 22203; 20001; 22150; 22031; 22180; 20008; 22209; 22151; 22033; 20191;
20009; 22306; 22030; 20151; 22182; 22301; 22207; 22041; 22206; 20745; 22205; 22153; 20817; 20037; 20190; 22102; 20169; 22312; 22124; 22046; 20175; 20816; 22044; 20036; 20052; 20194; 20024; 20120; 20166; 22302; 22311; 22181; 20002; 22405; 22025; 20005; 20007; 22027; 20121; 20136; 22079; 22307; 20748; 20744;
20720; 20837; 22309; 20705; 22406; 20854; 20124; 20006; 20708; 22066; 22060; 22039; 20112; 22026; 20842; 20815; 20152; 20148; 20004; 22213; 22125; 20019; 20181; 20874; 20158; 20110; 20814; 20010; 20640

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

Map  Satellite

T Giagar

@

MeGieay(5)

SEATTLE-TACOMA (User Defined Survey Area)
SCARBOROUGH R2 2024: AUG23-AUG24
ADULTS 21+

WHO | am Looking Al

(Where bought wine past 30 days: Liquorbeer'wine store OR Where
baught liquor past 30 days: Liquorbear/wine store OR Where baught
beer past 30 days: Liquor/bear/wine store)

WHAT | Want lo Know About Them Target Persons® % of Targat Index
'Inle-gralad Mewspaper Audience: Seatlle Timas INA 235 237 42 2% 103
MNewspapers: Seattle Times (Sunday) 152,507 27.3% 111
Nenwspapers: Seattle Times (Daily) 135,267 24 2% 112
Integraled Mewspaper Audience: Mews Tribune (Tacoma) INA B85, 045 17.0% 113
Magazines read past & months: Any in-flight magazine 80,702 16.3% 153
Nenwspapers: Mew York Times (Daily) B7 082 15.68% 142
Magazines read past & months: AARP The Magazina 85,321 15.3% 125
MNewspapers: New York Times (Sunday) B2 800 14.8% 132
Made a purchase as a result of ads past 3 months: Ads received in the 73,830 13.2% a8
mail
MNewspapers: Wall Street Journal (Daily) 71,018 12. 7% 145
Magazines read pasi & months: Seallle Magazine 63,140 11.3% 155
Integraled Mewspaper Audiencea: Daily Herald (Everett) INA 58 843 10.5% 105
Non-daily newspapers read past 6 months: Puget Sound Business 57,4895 10.3% 185
Journal (Seatlla)
Newspapers: Tacoma Mews Tribune (Sunday) 54 861 89.8% 110
Nenwspapers: USA Today (Daily) 53,841 8.7% 143
Nenwspapers: Tacoma Mews Tribune (Daily) 53,480 8.6% 118
Nenwspapers: Other Sunday newspaper print edition (Sunday) 49 488 B.8% 124
MNewspapers: Other daily newspaper print edition (Daily) A6 820 B.4% 120
Magazines read pasi & months: University of Washinglon Magazine 42 958 T.T% 153
Newspapers: Weekend Everett Daily Herald {Sunday) 42 841 T.6% 116
Magazines read past & months: Seallle Mel Magazine 39,373 T1% 163
Integraled Mewspaper Audience: The Ohympian [NA 38, 519 5.8% 108
Integraled Mewspaper Audience: Kitsap Sun INA 3g 322 5.8% 25
Magazines read past 6 months: Sunset Magazine 36, 278 6.5% 152
Non-daily newspapers read past 6 months: Federal Way Mirror 34,5984 6.3% 154
Nenwspapers: Everell Daily Herald (Daily) 33,838 6.1% 108
Nenwspapers: Kitsap Sun (Daily) 30,798 5.5% 118
Magazines read pasi 6 months: Homes & Land 28 538 5.1% 194
Nenwspapers: Kitsap Sun (Sunday) 28,183 5.1% 100
MNewspapers: Olympian (Daily) 28 180 5.1% 126
Nenwspapers: Olympian (Sunday) 26,911 4. B% 100
MNon-daily newspapers read past & months: The Beacon 26 494 4. 7% 148

Custom Geo = 98003; 98133; 98023; 98103; 98122; 98125; 98121; 98105; 98115; 98012; 98117; 98107; 98026; 98404; 98155; 98374; 98087; 98373; 98001; 98101; 98004; 98198; 98021; 98031; 98109; 98372; 98119; 98002; 98383; 98034; 98406; 98375; 98036; 98116; 98168; 98405; 98033; 98408; 98052; 98188; 98102; 98112;
98409; 98444; 98311; 98177; 98204; 98371; 98006; 98104; 98057; 98032; 98028; 98043; 98144; 98055; 98056; 98422; 98037; 98467; 98199; 98501; 98402; 98466; 98008; 98499; 98058; 98040; 98445; 98354; 98007; 98005; 98118; 98502; 98506; 98195; 98166; 98208; 98370; 98126; 98498; 98446; 98390; 98310; 98020; 98148;
98275; 98391; 98312; 98512; 98443; 98178; 98418; 98407; 98465; 98403; 98424; 98074; 98106; 98011; 98146; 98108; 98134; 98503; 98075; 98059; 98315; 98174; 98110; 98047; 98345; 98360; 98030; 98380; 98042; 98516; 98296; 98338; 98333; 98027
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
Win?

& MORE

R

Top PRINT Media reaching PHX Metro

P21+ who Buy Adult Bevs w/in 5-mi

of a TOTAL WINE & MORE.

Glendale

Custom Geo = 85008; 85032; 85282; 85296; 85201; 85212; 85308; 85209; 85283; 85006; 85013; 85251; 85351; 85202; 85015; 85042; 85210; 85254; 85020; 85260; 85021; 85017; 85257; 85016; 85018; 85388; 85323; 85297; 85208; 85037; 85298; 85374; 85281; 85379; 85003; 85382; 85258; 85044; 85253; 85050; 85225; 85024;

85395; 85234; 85392; 85295; 85345; 85142; 85306; 85233; 85226; 85338; 85014; 85040; 85028; 85373; 85053; 85250; 85310; 85120; 85381; 85340; 85255; 85207; 85224; 85022; 85304; 85054; 85051; 85284; 85375; 85286; 85353; 85004; 85009; 85048; 85034; 85007; 85302; 85335; 85206; 85383; 85249; 85203; 85029; 85266;
85355; 85331; 85387; 85204; 85259; 85378; 85027; 85012; 85307; 85085; 85083

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)

¥

PHOEMIX (User Defined Survey Area)
SCARBOROUGH R2 2024: AUG23-AUG24
ADULTS 21+

WHAT | Want to Know About Tham
Integrated Mewspapear Audience: Arizona Republic INA
Mon-daily newspapers read past 6 months: Phoenix New Timas
Mon-daily newspapers read past 6 months: Prensa Arizona
Magazines read past 8 months: AARP The Magazine
Made a purchase as a resull of ads past 3 months: Ads received in the
mail
Newspapers: Arizona Republic (Sunday)
Magazines read pasl § months: PHOENLX Magazine
Magazines read pasl B months: Arizona Highways
Magazines read past B months: Phoenix Homa & Gardan
Magazines read past 6 months: Segunda Mano
Magazines read pasl § months: jQué! Magazine
Mon-daily newspapers read past 6 months: TV ¥ Mas
Mewspapers: Arizona Republic (Daily)
Mon-daily newspapers read past 6 months: Arizona Business Gazefle
Mon-daily newspapers read past 6 months: Phoenix Business Journal
Mon-daily newspapers read past 6 months: East Valley Tribune
Magazines read past B months: Southarn Living
MNewspapers: Daily Indepandeant (Tues, Wed, Thurs, Fri) (Daily)
Magazines read past B months: Arizona PBS
Magazines read past G months: Arizona Foothills
Magazines read pasl B months: Lovin® Life Afler 50
Newspapers: USA Taday {Daily)
Magazines read pasl B months: College Times
Newspapers: Other Sunday newspaper print edition {Sunday)
Mon-daily newspapers read past 6 months: Wasl Valley View
Mewspapers: New York Times [Daily)
Mewspapers: Wall Streel Journal (Daily)
Magazines read past 6 months: Sunset Magazine
Mewspapers: New York Times [Sunday)
Non-daily newspapers read past & months: SanTan Sun News
Mewspapers: Other daily newspaper print edition [Daily)

Target Persons*
166,825
93 579
82,074
78,832
68,961

65,210
58,120
41,271
37 661
30,581
30,123
29 337
26,654
25,505
18,184
16,773
16,408
16,349
13,865
13,855
12,156
B 634
8523
5,932
6,612
6,458
5, TEB
5711
5,134
2 T87
]

WHO | am Looking Al

(Where bought wine past 30 days: Liguor/beerwing store OR Where
bought liquor past 30 days: Liquor/bear/wine slore OR Where bought
beer past 30 days: Liquor/bear/wine slora)

% of Targat
33.8%
19.0%
16.6%
16.0%
14.0%

13.2%
11.8%
B4%
7.6%
6.2%
6.1%
6.0%
S4%
5.2%
ITh
34%
33%
33%
2.8%
28%
2.5%
1.8%
1.7
1.4%
1.3%
1.3%
12%
12%
1.0%
0.6%
0.0%

Index

116
195
aoF

25
120

108
208
115
123
182
138
148
&7
283
ar
ar
213
B6
59
121
168
76
262
187
42
50
40
112
36
70



WASHINGTON, DC {User Defined Survey Area)
SCARBOROUGH R2 2024: AUG23-SEP24

ADULTS 21+
Total§
W. ® —— WHO | am Looking Al
L |
I ne (Where bought wine past 30 days: Liquorbeer'wine store OR Where
& MORE bought iquor past 30 days: Liquorbeariwine store OR Wheare bought
beer past 30 days: Liquor/beer/wine slore)
WHAT | Want o Know About Them Target Persons"® % of Targat Inde
' Integrated Mewspaper Audience: Washinglon Post INA 475,100 56.8% 122
Mewspapers: Washington Post (Sunday) 226 48T 27 1% 17
Newspapers: Washington Post (Daily) 198 684 23.8% 121
° . Magazines read past 8 months: Washinglonian 184, 859 22.1% 157
Top PRINT Media reaching WDC Metro intgrated Newspapar Audence:Polica I 120,624
Magazines read past & months: The Allantic 141,835 17.0% 161

P21+ who Buy Adult Bevs w/in 5-mi SoguoNad o past 6 miha: AARP The Mageats 129,222 1% =

Magazines read past & months: Morthern Virginia

of a TOTAL WINE & MORE. Neispepar: o Yk Tnes Gty s i i

Magazines read past & months: The Economist 84,084 11.3% 133
Integraled Newspaper Audience: Washinglon Times INA 90,650 10.8% 137
Made a purchase as a result of ads past 3 months: Ads received in the B9 857 10.7% 86
mail
MNewspapers: Wall Street Journal (Daily) B9, 856 10.7% 188
Magazines read past & months: Southearn Living B4.484 10.1% 152
p—— Magazines read past 6 months: Smithsonian B4,356 10.1% 124
Nenwspapers: New York Times (Sunday) 76,916 89.2% 147
MNewspapers: USA Today (Daily) 64,031 T.T% 177
Magazines read past & months: Washington Examiner B0,698 T.3% 183
Non-daily newspapers read past & months: Loudoun Times-Mirror 60,079 T2% 137
e & ¥ YT £, : ] Mewspapers: Politico (Daily) 57,523 6.9% 191
MNon-daily newspapers read past 6 months: Alexandria Times 55,324 6.6% 17
Newspapers: Washinglon Times (Daily) 55,224 6.6% 154
Magazines read pasl B months: Time 55,118 6.6% 104
Magazines read past B months: Bloomberg Businessweek 51,915 6.2% 123
Marn-daily newspapers read past & months: Connection/Centre View 51,136 6.1% 160
Magazines read past 8 months: Fortune 50,444 6.0% 168
Non-daily newspapers read past & months: InsideMoVa Prince William 48,223 5.8% 107
Non-daily newspapers read past & months: Fairfax County Times 46,433 5.6% 130
Non-daily newspapers read past & months: 72 Hours 41,670 5.0% 20
Magazines read past & months: Modern Luxury DC 34,246 4.1% 177
Magazines read past 6 months: HOME & DESIGN 34,014 4.1% 105

Custom Geo = 22003; 22191; 20170; 22193; 22204; 20171; 22042; 20147; 22101; 22015; 22305; 20032; 22314; 22192; 20020; 20164; 20016; 20707; 22032; 20003; 22152; 20165; 20176; 22202; 22304; 20155; 22315; 22043; 22310; 20109; 22303; 22201; 22203; 20001; 22150; 22031; 22180; 20008; 22209; 22151; 22033; 20191;
20009; 22306; 22030; 20151; 22182; 22301; 22207; 22041; 22206; 20745; 22205; 22153; 20817; 20037; 20190; 22102; 20169; 22312; 22124; 22046; 20175; 20816; 22044; 20036; 20052; 20194; 20024; 20120; 20166; 22302; 22311; 22181; 20002; 22405; 22025; 20005; 20007; 22027; 20121; 20136; 22079; 22307; 20748; 20744;
20720; 20837; 22309; 20705; 22406; 20854; 20124; 20006; 20708; 22066; 22060; 22039; 20112; 22026; 20842; 20815; 20152; 20148; 20004; 22213; 22125; 20019; 20181; 20874; 20158; 20110; 20814; 20010; 20640
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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