USA-+4More DMAS - P18+ Purchasing FLOWERS Online past 6mos!

GComplete Ilemogranlllc & Mﬂﬂla “SE PI‘OfIlES

Complete Demographic,
Psychographic, and Total
Media Usage Profiles of

USA, MINNEAPOLIS-ST. PAUL,
ST. LOUIS, CINCINNATI, and
WEST PALM BEACH DMA P18+
who Purchased FLOWERS
Online in the past 6 months as
of SEPTEMBER 2024.

James F. McCann, Founder and CEO (Largest individual 1 800 Flowers.com
shareholder, owning 12.08M shares representing 18.92% of the company).

Items bought on the Internet past 6 months:Household/Grocery: Flowers




8.% or 20,848,769 of USA Adults 18 or older Purchased FLOWERS Online in the past 6 months.
Typical Adults 18 or older who Purchased FLOWERS Online in the past 6 months are 49.7 years old (1.7%
older than average) and have a $112,786 (22.% higher than average) annual household income.
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Items bought on the Internet past 6 months:Household/Grocery: Flowers
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6.1% or 234,309 of MINNEAPOLIS-ST. PAUL DMA Adults 18 or older Purchased FLOWERS Online in the past 6...
Typical Adults 18 or older who Purchased FLOWERS Online in the past 6 months are 55.5 years old (13.7%
older than average) and have a $133,146 (24.4% higher than average) annual household income.
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Items bought on the Internet past 6 months:Household/Grocery: Flowers



5.4% or 134,599 of ST. LOUIS DMA Adults 18 or older Purchased FLOWERS Online in the past 6 months.
Typical Adults 18 or older who Purchased FLOWERS Online in the past 6 months are 55.4 years old (12.%
older than average) and have a $118,765 (25.8% higher than average) annual household income.
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Items bought on the Internet past 6 months:Household/Grocery: Flowers



7.2% or 137,748 of CINCINNATI DMA Adults 18 or older Purchased FLOWERS Online in the past 6 months.
Typical Adults 18 or older who Purchased FLOWERS Online in the past 6 months are 50.9 years old (4.2%
older than average) and have a $129,732 (35.7% higher than average) annual household income.
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Items bought on the Internet past 6 months:Household/Grocery: Flowers



10.9% or 204,465 of WEST PALM BEACH DMA Adults 18 or older Purchased FLOWERS Online in the past 6 mos.
Typical Adults 18 or older who Purchased FLOWERS Online in the past 6 mos are 52.2 years old (2.8%
younger than average) and have a $111,896 (15.5% higher than average) annual household income.
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Items bought on the Internet past 6 months:Household/Grocery: Flowers



8.% or 20,848,769 of USA Adults 18 or older Purchased FLOWERS Online in the past 6 months.

Adults 18 or older who Purchased FLOWERS Online in the past 6 months are 23.2% more likely to be a
college graduate, 17.2% more likely to work full-time, 14.9% more likely to be married, 1.4% more likely to
be a parent of 1 or more children under 18.
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Items bought on the Internet past 6 months:Household/Grocery: Flowers



6.1% or 234,309 of MINNEAPOLIS-ST. PAUL DMA Adults 18 or older Purchased FLOWERS Online in the past 6... ‘
Adults 18 or older who Purchased FLOWERS Online in the past 6 months are 22.5% more likely to be a
college graduate, 14.1% more likely to work full-time, 42.8% more likely to be married, 19.6% less likely to

be a parent of 1 or more children under 18.
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5.4% or 134,599 of ST. LOUIS DMA Adults 18 or older Purchased FLOWERS Online in the past 6 months.
1800 Adults 18 or older who Purchased FLOWERS Online in the past 6 months are 37.% more likely to be a
>: college graduate, 4.3% more likely to work full-time, 27.4% more likely to be married, 39.7% less likely to be

a parent of 1 or more children under 18.
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7.2% or 137,748 of CINCINNATI DMA Adults 18 or older Purchased FLOWERS Online in the past 6 months.
Adults 18 or older who Purchased FLOWERS Online in the past 6 months are 54.% more likely to be a
college graduate, 22.9% more likely to work full-time, 17.3% more likely to be married, 5.4% more likely to
be a parent of 1 or more children under 18.
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10.9% or 204,465 of WEST PALM BEACH DMA Adults 18 or older Purchased FLOWERS Online in the past 6 mos.
Adults 18 or older who Purchased FLOWERS Online in the past 6 mos are 9.2% less likely to be a college
graduate, 35.4% more likely to work full-time, 8.2% more likely to be married, 50.1% more likely to be a
parent of 1 or more children under 18.
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Items bought on the Internet past 6 months:Household/Grocery: Flowers



8.% or 20,848,769 of USA Adults 18 or older Purchased FLOWERS Online in the past 6 months.
Adults 18 or older who Purchased FLOWERS Online in the past 6 months are 14.7% more likely to own their

home, 28.7% more likely to own a higher valued home, 6.8% more likely to have a single-family home, 3.9%
| more likely to have a dog.
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Items bought on the Internet past 6 months:Household/Grocery: Flowers



6.1% or 234,309 of MINNEAPOLIS-ST. PAUL DMA Adults 18 or older Purchased FLOWERS Online in the past 6...
Adults 18 or older who Purchased FLOWERS Online in the past 6 months are 24.5% more likely to own their
home, .3% more likely to own a lower valued home, 4.7% more likely to have a single-family home, 18.4%
more likely to have a dog.

m Own/Rent/Other: Adults 18 or older mﬁm Type of Home: Adults 18 or older 4™ Pets in Home: Adults 18 or older
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Items bought on the Internet past 6 months:Household/Grocery: Flowers



5.4% or 134,599 of ST. LOUIS DMA Adults 18 or older Purchased FLOWERS Online in the past 6 months.
Adults 18 or older who Purchased FLOWERS Online in the past 6 months are 18.4% more likely to own their

home, 13.7% more likely to own a higher valued home, 12.1% more likely to have a single-family home, 7.7%
more likely to have a dog.
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7.2% or 137,748 of CINCINNATI DMA Adults 18 or older Purchased FLOWERS Online in the past 6 months.
Adults 18 or older who Purchased FLOWERS Online in the past 6 months are 9.9% more likely to own their

home, 10.4% more likely to own a higher valued home, 1.3% more likely to have a single-family home, 25.1%
less likely to have a dog.
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10.9% or 204,465 of WEST PALM BEACH DMA Adults 18 or older Purchased FLOWERS Online in the past 6 mos.
Adults 18 or older who Purchased FLOWERS Online in the past 6 mos are 1.5% more likely to own their

home, 7.3% more likely to own a higher valued home, 3.% more likely to have a single-family home, 45.5%
more likely to have a dog.
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Single Family House (unattached) g 7 41.0%
=il Own a Dog
T 28.2%
Townhouse or attached Home - 11?; _
Condominium 1L.7% Owna Cat 2
wn a Ca
17.2% B 2a%
12.0%
0.8% 2.1% Apartment m
1,698 mmsmsewm | 35112 PICHED 5.0%
Other Own Second Home Mobile Home or Manufactured 7.1% Own other type of Pet
or Real Estate Home . 7.2%
Property
who Purchased FLOWERS Online in the past 6 mos ® WEST PALM BEACH who Purchased FLOWERS Online in the past 6 mos W WEST PALM BEACH who Purchased FLOWERS Online in the past 6 mos W WEST PALM BEACH

ff." Value of Owned Home: Adults 18 or older

Average Value of Owned Home:

Home Loans: Adults 18 or older

who Purchased FLOWERS Onlinein the past 6 mos
WEST PALM BEACH 561,726

10.8% g 70,

7.6%

6.2%

N 5.7%

$200K-$250K $250K-$300K  $300K-$350K  $350K-$500K  $500K-$750K

Home Mortgage Refinanced Home Equity Oown

$750K-$1M S1vi+

= who Purchased FLOWERS Online in the past 6 mos = WEST PALM BEACH Home Mortga ge Loan/Home HOme{PI’Opeftv
Improvement  Outright (No
WEST PALM BEACH DMA Scarborough R2 2024: Aug23-Aug24 Qual Intab 231 i Loan Mortgages)
All Graphs and HBIAI Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Items bought on the Internet past 6 months:Household/Grocery: Flowers



8.% or 20,848,769 of USA Adults 18 or older Purchased FLOWERS Online in the past 6 months.
Adults 18 or older who Purchased FLOWERS Online in the past 6 months are 23.8% more likely to look up
D-I-Y advice online, 4.2% more likely to always vote in local elections, 16.6% more likely to belong to a

gym, 8.4% more likely to fly domestic past yr.
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6.1% or 234,309 of MINNEAPOLIS-ST. PAUL DMA Adults 18 or older Purchased FLOWERS Online in the past 6...
Adults 18 or older who Purchased FLOWERS Online in the past 6 months are 35.4% more likely to look up
D-1-Y advice online, 17.5% more likely to always vote in local elections, 5.2% more likely to belong to a

gym, 5.9% less likely to fly domestic past yr.
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5.4% or 134,599 of ST. LOUIS DMA Adults 18 or older Purchased FLOWERS Online in the past 6 months.
Adults 18 or older who Purchased FLOWERS Online in the past 6 months are 24.8% more likely to look up
D-1-Y advice online, 22.4% more likely to always vote in local elections, 27.7% more likely to belong to a
gym, 10.% more likely to fly domestic past yr.
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7.2% or 137,748 of CINCINNATI DMA Adults 18 or older Purchased FLOWERS Online in the past 6 months.
Adults 18 or older who Purchased FLOWERS Online in the past 6 months are 30.6% more likely to look up
D-1-Y advice online, 14.9% more likely to always vote in local elections, 29.7% more likely to belong to a

gym, 23.2% more likely to fly domestic past yr
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_Tap-20 past 30-days Online Lifestyle Activites: Adults 18 or older

10.9% or 204,465 of WEST PALM BEACH DMA Adults 18 or older Purchased FLOWERS Online in the past 6 mos.
Adults 18 or older who Purchased FLOWERS Online in the past 6 mos are 36.7% more likely to look up D-I-

Y advice online, 16.7% more likely to always vote in local elections, 5.7% more likely to belong to a gym,

2.4% less likely to fly domestic past yr.
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10.1% less likely to smoke cigarettes.

8.% or 20,848,769 of USA Adults 18 or older Purchased FLOWERS Online in the past 6 months.
Adults 18 or older who Purchased FLOWERS Online in the past 6 months are .6% more likely to use QSRs
past mo., 5.6% more likely to use Sit-Down Restaurants past mo., 2.5% less likely to use Casinos past yr.,
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Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
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Items bought on the Internet past 6 months:Household/Grocery: Flowers

Used Past 30-days: Adults 18 or older

Marijuana / Cannabis Cigarettes

Vape
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Past 30-days QSR Users: Adults 18 or older
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mwho Purchased FLOWERS Online in the past 6 months ® MINNEAPOLIS-ST. PAUL

Total Monthly QSR Users: Avg. Monthly QSR Meals:
83.5%
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6.1% or 234,309 of MINNEAPOLIS-ST. PAUL DMA Adults 18 or older Purchased FLOWERS Online in the past 6...
Adults 18 or older who Purchased FLOWERS Online in the past 6 months are 2.6% less likely to use QSRs
past mo., 2.5% less likely to use Sit-Down Restaurants past mo., 21.7% less likely to use Casinos past yr.,
44.8% less likely to smoke cigarettes.
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Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)
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Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
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Past 30-days QSR Users: Adults 18 or older
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Total Agg%ffy QSR Users: Avg. Monthly QSR Meals:

88.3%

5.4% or 134,599 of ST. LOUIS DMA Adults 18 or older Purchased FLOWERS Online in the past 6 months.
Adults 18 or older who Purchased FLOWERS Online in the past 6 months are 1.6% more likely to use QSRs

past mo., 4.3% more likely to use Sit-Down Restaurants past mo., 4.8% more likely to use Casinos past yr.,

 64.3% less likely to smoke cigarettes.
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Activities: Adults 18 or older
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Casinos visited past 12

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)
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7.2% or 137,748 of CINCINNATI DMA Adults 18 or older Purchased FLOWERS Online in the past 6 months.
Adults 18 or older who Purchased FLOWERS Online in the past 6 months are 2.2% less likely to use QSRs

more likely to use Casinos pastyr., 7.%

Top-10 Cuisines: Adults 18 or older
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Items bought on the Internet past 6 months:Household/Grocery: Flowers

Used Past 30-days: Adults 18 or older
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Past 30-days QSR Users: Adults 18 or older
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10.9% or 204,465 of WEST PALM BEACH DMA Adults 18 or older Purchased FLOWERS Online in the past 6 mos.
Adults 18 or older who Purchased FLOWERS Online in the past 6 mos are 5.5% more likely to use QSRs past

mo., 7.5% more likely to use Sit-Down Restaurants past mo., 11.4% more likely to use Casinos past yr.,
31.9% less likely to smoke cigarettes.
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Items bought on the Internet past 6 months:Household/Grocery: Flowers
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mﬁdlnvestments Owned: Adults 18 or older
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IRA (Individual Retirement Account)

100,509,698 38.3%
75,428,761 28.8%

5 24.0%
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,020 A
Stocks or Stock Options -

Mutual Funds

Money Market Funds
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13.8%
3,316, 15.9%
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29,009,689 JEERLS
356070 10.7%
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Bonds
Other (Crypto /[ NFTs / Metals, etc.)

529 Plan / College Savings Plan

20,848,769 of USA Adults 18 or older Purchased FLOWERS Online in the past 6 months.

Financial Services Has and/or Uses: Adults 18 or older

Checking Debitor ATM  Savings Credit Card online Mobile Online Bill

Adults 18 or older who Purchased FLOWERS Online in the past 6 months are 17.5% more likely to have a
401K, 15.% more likely to have an Auto Loan, 28.5% more likely to Invest/Trade Stocks Online, 7.2% less likely
to pay with their Debit Card.

7.7% 7.2% 83% gax gy e

Home Money  Certificates of Studentloan Personal Loan Refinanced Home
Account card Account Banking Banking Paying Mortgage Market  Deposit(CDs) Home  Improvement
Second Home or Real Estate Property m 9:2‘3% Account Mortgage Loan or Home
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Items bought on the Internet past 6 months:Household/Grocery: Flowers



=t e 6.1% or 234,309 of MINNEAPOLIS-ST. PAUL DMA Adults 18 or older Purchased FLOWERS Online in the past 6...
1800 11&_ 1 1 9! Adults 18 or older who Purchased FLOWERS Online in the past 6 months are 5.9% more likely to have a 401K,

bt | 7.3% less likely to have an Auto Loan, 9.7% more likely to Invest/Trade Stocks Online, 3.% more likely to pay
with their Debit Card.

mﬁ 4 Investments Owned: Adults 18 or older Financial Services Has and/or Uses: Adults 18 or older
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Professional Services Used*: Adults 18 or older 'E'Past 3-Months Payment Methods Used: Adults 18 or older
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Items bought on the Internet past 6 months:Household/Grocery: Flowers



5.4%

401K,
likely

or 134,599 of ST. LOUIS DMA Adults 18 or older Purchased FLOWERS Online in the past 6 months.

Adults 18 or older who Purchased FLOWERS Online in the past 6 months are 22.6% more likely to have a

18.9% more likely to have an Auto Loan, 29.9% more likely to Invest/Trade Stocks Online, 3.9% more
to pay with their Debit Card.

ﬁ Investments Owned: Adults 18 or older
ey 0 |
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24.5%
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Financial Services Has and/or Uses: Adults 18 or older
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8.9% A%
529 Plan / College Savings Plan 203,000 PR Checking Debitor ATM  Savings  CreditCard  Online online Bill Mobile Home Autoloan  Money  Certificates of Personal Loan Studentloan Refinanced  Home
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Second Home or Real Estate Property m 10.5% Account Mortgage Loan o Home
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Professional Services Used* : Adults 18 or older | pyPast 3-Months Payment Methods Used: Adults 18 or older
Financial Planner
Online Investing / Stock Trading
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13.1%
Real Estate Agent 8.3%
Estate Planning a5 : : i2am: R ... L
- 2 0.7% (*Past 12 Months) VisA PayPal Venmo MasterCard Zelle Apple Pay Discover  GooglePay CashApp StoreCredit  American Facebook Samsung Pay Square Cash
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7.2% or 137,748 of CINCINNATI DMA Adults 18 or older Purchased FLOWERS Online in the past 6 months.
Adults 18 or older who Purchased FLOWERS Online in the past 6 months are 7.5% more likely to have a 401K,

32.3% more likely to have an Auto Loan, 57.8% more likely to Invest/Trade Stocks Online, 15.7% more likely to
pay with their Debit Card.

mﬁ 4 Investments Owned Adults 18 or older Financial Services Has and/or Uses: Adults 18 or older
IRA (Individual Retirement Account)
Stocks or Stock Options
Mutual Funds %
Money Market Funds m 158%

8 11.5%
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101% L 13 Lo 535 1574 sz
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Second Home or Real Estate Property m 1% Account Loanor Home  Mortgage
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u who Purchased FLOWERS Online in the past 6 months u CINCINNATI ® who Purchased FLOWERS Online in the past 6 months W CINCINNATI

Professional Services Used*: Adults 18 or older yﬁ'Past 3-Months Payment Methods Used: Adults 18 or older

Tax Preparation Service
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331 352 1? 3%
Online Investing / Stock Trading 201 046 10.5% |
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o [E— @ @
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Real Estate Agent E‘ ;;,:% 11.8%

16,19 R S
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10.9% or 204,465 of WEST PALM BEACH DMA Adults 18 or older Purchased FLOWERS Online in the past 6 mos.|
Adults 18 or older who Purchased FLOWERS Online in the past 6 mos are 30.5% more likely to have a 401K,

2.% less likely to have an Auto Loan, 32.8% more likely to Invest/Trade Stocks Online, 17.% more likely to pay
with their Debit Card.

ﬁ Investments Owned: Adults 18 or older
IRA (Individual Retirement Account)
] 2.2%
TR s
Money Market Funds 11‘_';;%
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Financial Services Has and/or Uses: Adults 18 or older
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® who Purchased FLOWERS Online in the past 6 mos = WEST PALM BEACH

Professional Services Used*: Adults 18 or older

Accountant
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Online Investing / Stock Trading

Insurance Agent at a Local Office (not online)

Divorce / Family Attorney
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Qual Intab 231

Past 3-Months Payment Methods Used: Adults 18 or older

8.8%
5.9% 5.8% 5.5% 5.5% 5.0%

Google Pay  Facebook  Square Cash Samsung Pay
Messenger

Apple Pay CashApp  Store Credit  American Discover
Card Express

m who Purchased FLOWERS Online in the past 6 mos m WEST PALM BEACH

Zelle MasterCard ~ Venmo

Items bought on the Internet past 6 months:Household/Grocery: Flowers



Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend an average of 3 days, 0 hours, 55

minutes and 53 seconds each week with All Forms of Media.

84.1% of Aduits 18 or older who Purchased FLOWERS Online in the past 6 months spend an avg. of 7 hours and 34 minutes each week
listening to All Local AM/FM Radio, representing 8.7% of total time spent with all forms of Media.

96.2%

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

usage 54.0%

who Purchased FLOWERS usa
Onlinein the past &
months

207% B oan
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' Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend an average of 2 days, 20 hours, 57
minutes and 41 seconds each week with All Forms of Media.
80.8% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend an avg. of 8 hours and 37 minutes each week
| listening to All Local AM[/FM Radio, representing 10.1% of totaltime spent with all forms of Media.

Avg. H:M:5/week with All Forms of Media:
Adults 18 or older
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Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend an average of 3 days, 19 hours, 30

minutes and 4 seconds each week with All Forms of Media.
90.5% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend an avg. of 7 hours and 30 minutes each week
listening to All Local AM/FM Radio, representing 7.4% of total time spent with all forms of Media.
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Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend an average of 3 days, 14 hours, 52
minutes and 39 seconds each week with All Forms of Media.

86.1% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend an avg. of 7 hours and 52 minutes each week
listening to All Local AM/FM Radio, representing 7.8% of totaltime spent with all forms of Media.
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Adults 18 or older who Purchased FLOWERS Online in the past 6 mos spend an average of 3 days, 3 hours, 19 minutes
and 20 seconds each week with All Forms of Media.

88.1% of Adults 18 or older who Purchased FLOWERS Online in the past 6 mos spend an avg. of 7 hours and 58 minutes each week
listening to All Local AM/FM Radio, representing 9.3% of total time spent with all forms of Media.
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Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend an average of 2 days, 4 hours, 58
minutes and 50 seconds each week with All Forms of Ad-Supported Media.

80.5% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend an avg. of 6 hours and 58 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 10.6% of total time spent with all forms of Ad-Supported Media.
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Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend an average of 2 days, 3 hours, 49

minutes and 5 seconds each week with All Forms of Ad-Supported Media.
77.% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend an avg. of 7 hours and 58 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 11.8% of total time spent with all forms of Ad-Supported Media.
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Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend an average of 2 days, 23 hours, 55
minutes and 25 seconds each week with All Forms of Ad-Supported Media.

86.5% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend an avg. of 7 hours and 1 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 8.5% of total time spent with all forms of Ad-Supported Media.
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Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend an average of 2 days, 18 hours, 48

minutes and 49 seconds each week with All Forms of Ad-Supported Media.
84.3% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend an avg. of 7 hours and 28 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 9.4% of total time spent with all forms of Ad-Supported Media.
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Adults 18 or older who Purchased FLOWERS Online in the past 6 mos spend an average of 2 days, 1 hours, 49 minutes
and 9 seconds each week with All Forms of Ad-Supported Media.

82.2% of Adults 18 or older who Purchased FLOWERS Online in the past 6 mos spend an avg. of 6 hours and 56 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 11.5% of total time spent with all forms of Ad-Supported Media.
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for an avg. of 59.8 minutes/day.

Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend an average of 7 hours
and 34 minutes each day with All Forms of Ad-Supported Media. 80.5% listen to Local AM/FM Radio

(Local Radio delivers 10.6% of Time with Ad-Supported Media.)
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| Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend an average of 7 hours
and 24 minutes each day with All Forms of Ad-Supported Media. 77.% listen to Local AM/FM Radio

for an avg. of 68.3 minutes/day. (Local Radio delivers 11.8% of Time with Ad-Supported Media.)
Top-13 / AH Forms g! Media (Persons & % Reach): Adults 18 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Radio for an avg. of 60.2 minutes/day.

Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend an average of 10
hours and 16 minutes each day with All Forms of Ad-Supported Media. 86.5% listen to Local AM/FM
(Local Radio delivers 8.5% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 18 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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for an avg. of 64.1 minutes/day.

Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend an average of 9 hours
and 32 minutes each day with All Forms of Ad-Supported Media. 84.3% listen to Local AM/FM Radio
(Local Radio delivers 9.4% of Time with Ad-Supported Media.)
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for an avg. of 59.5 minutes/day.

| Adults 18 or older who Purchased FLOWERS Online in the past 6 mos spend an average of 7 hours
and 7 minutes each day with All Forms of Ad-Supported Media. 82.2% listen to Local AM/FM Radio
(Local Radio delivers 11.5% of Time with Ad-Supported Media.)

Top-13 / AH Forms of Media (Persons & % Reach): Adults 18 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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16,777,352 or 80.5% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months
listen to Ad-Supported Local AM/FM Radio for an average of 59.8 minutes every day representing
43.2% of all time spent daily with Ad-Supported Audio.
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[ 180,325 or 77.% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months listen to
Ad-Supported Local AM/FM Radio for an average of 68.3 minutes every day representing 47.2% of
all time spent daily with Ad-Supported Audio.
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116,409 or 86.5% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months listen
to Ad-Supported Local AM/FM Radio for an average of 60.2 minutes every day representing 46.% of
all time spent daily with Ad-Supported Audio.
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116,097 or 84.3% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months listen
to Ad-Supported Local AM/FM Radio for an average of 64.1 minutes every day representing 43.4%
of all time spent daily with Ad-Supported Audio.
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168,109 or 82.2% of Adults 18 or older who Purchased FLOWERS Online in the past 6 mos listen to
Ad-Supported Local AM/FM Radio for an average of 59.5 minutes every day representing 39.1% of
all time spent daily with Ad-Supported Audio.
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16,777,352 or 80.5% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months
listen to Ad-Supported Local AM/FM Radio for an average of 59.8 minutes every day representing

| 43.2% of all time spent daily with Ad-Supported Audio.
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180,325 or 77.% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months listen to
Ad-Supported Local AM/FM Radio for an average of 68.3 minutes every day representing 47.2% of
all time spent daily with Ad-Supported Audio.
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| 116,409 or 86.5% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months listen
to Ad-Supported Local AM/FM Radio for an average of 60.2 minutes every day representing 46.% of
all time spent daily with Ad-Supported Audio.
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| 116,097 or 84.3% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months listen
to Ad-Supported Local AM/FM Radio for an average of 64.1 minutes every day representing 43.4%
of all time spent daily with Ad-Supported Audio.
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| 168,109 or 82.2% of Adults 18 or older who Purchased FLOWERS Online in the past 6 mos listen to
Ad-Supported Local AM/FM Radio for an average of 59.5 minutes every day representing 39.1% of
all time spent daily with Ad-Supported Audio.
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16,777,352 or 80.5% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months listen to
Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Country, Pop
Contemporary Hit Radio, Classic Rock, and Classic Hits.
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180,325 or 77.% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Classic Rock, Adult Contemporary, Classic Hits,
Country, and News/Talk/Information.
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116,409 or 86.5% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are New Country, Classic Hits, Classic Rock,
News/Talk/Information, and Adult Contemporary.
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116,097 or 84.3% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, News/Talk/Information, Hot
AC, Album Oriented Rock, and Classic Rock.
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168,109 or 82.2% of Adults 18 or older who Purchased FLOWERS Online in the past 6 mos listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Country, Pop Contemporary
Hit Radio, Classic Hits, and Urban Contemporary.
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13,418,016 or 64.4% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months
watch Ad-Supported Local TV Stations for an average of 96.6 minutes every day representing 30.5%
of all time spent daily with Ad-Supported Video.
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166,694 or 71.1% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months watch
Ad-Supported Local TV Stations for an average of 96.3 minutes every day representing 30.7% of all
time spent daily with Ad-Supported Video.
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104,308 or 77.5% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months watch
Ad-Supported Local TV Stations for an average of 137.8 minutes every day representing 30.7% of all
time spent daily with Ad-Supported Video.
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Avg. Week All Video (Persons & % Reach): Adults 18 or older .
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90,948 or 66.% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months watch
Ad-Supported Local TV Stations for an average of 146.2 minutes every day representing 34.7% of all
time spent daily with Ad-Supported Video.
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120,307 or 58.8% of Adults 18 or older who Purchased FLOWERS Online in the past 6 mos watch Ad-
Supported Local TV Stations for an average of 102.5 minutes every day representing 30.8% of all
time spent daily with Ad-Supported Video.

Avg. Week All Video (Persons & % Reach): Adults 18 or older . Avg. Day All Video (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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13,418,016 or 64.4% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months

watch Ad-Supported Local TV Stations for an average of 96.6 minutes every day representing 30.5%
 of all time spent daily with Ad-Supported Video.
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166,694 or 71.1% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months watch

Ad-Supported Local TV Stations for an average of 96.3 minutes every day representing 30.7% of all
time spent daily with Ad-Supported Video.
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104,308 or 77.5% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months watch
Ad-Supported Local TV Stations for an average of 137.8 minutes every day representing 30.7% of all
time spent daily with Ad-Supported Video.
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90,948 or 66.% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months watch

Ad-Supported Local TV Stations for an average of 146.2 minutes every day representing 34.7% of all
time spent daily with Ad-Supported Video.
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120,307 or 58.8% of Adults 18 or older who Purchased FLOWERS Online in the past 6 mos watch Ad-

Supported Local TV Stations for an average of 102.5 minutes every day representing 30.8% of all
time spent daily with Ad-Supported Video.
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13,418,016 or 64.4% of Adults 18 or older who Purchased FLOWERS QOnline in the past 6 months
watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Movies, Local News -
Evening, Comedies, Local News - Morning, and Dramas.

Local TV Statron Programs (Persons & % Reach): Adults 18 or older
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166,694 or 71.1% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months watch
Ad-Supported Local TV Stations. The Top 6-Programs are Movies, Local News - Evening, Sports,
Comedies, Dramas, and Local News - Morning.
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Morning, Sports, Comedies, Game Shows, and Movies.

Local TV Station Programs (Persons & % Reach): Adults 18 or older

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

104,308 or 77.5% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months watch
Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Local News -
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90,948 or 66.% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months watch
Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Morning, Local News -
Evening, Comedies, Movies, and Dramas.
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Local TV Station Programs (Persons & % Reach): Adults 18 or older
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120,307 or 58.8% of Adults 18 or older who Purchased FLOWERS Online in the past 6 mos watch Ad-
Supported Local TV Stations. The Top 6-Programs are Sports, Movies, Local News - Evening,
Comedies, Game Shows, and Dramas.
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Avg. Week All Digital (Persons & % Reach): Adults 18 or older .

15,338,444 or 73.6% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months use
Ad-Supported Social Media for an average of 132.5 minutes every day representing 24.9% of all time
spent daily with Ad-Supported Digital Media.

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

Search (Google, Bing, etc.)

- m_!m— Cniie oniine
1 b 1A ) : C SES,
g . Schools,
Social Media Streaming Audio (Local Radio/  College:

Emal/Text/ M/ Zoomet. (Personal & Work) m QTT TV Streaming Services Podcasts/Streaming Services) U

137
orrmsansece | D ——T Y Socal Medlo —
54,2 152.4
e s P ———TV, | ton search : Non

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

s vt - P Y
. ]

Concurrent 6
: o

R -!m-

Premium

{Goo| (inc!

+Premium

Bing, Fo.
Cable...

)

Streaming Audio (Local
Radio/ Podcasts/Streaming
Services)

Local TV
Streaming

Premium
+Premium
Cable...

Local TV
Streaming

Online Classes, Schools, Colleges, Universities who Purchased FLOWERS UsA
Online in the past 6 138.5 42,1 37.8
= who Purchased FLOWERS Online in the past 6 months mUSA = who Purchased FLOWERS Online in the past 6 months m USA

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

Search (Google, Bing, etc.)

%

News/Westher/Sports Websites/Apps)

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

Non-Premium

Non
Email/Text/M/Zoom,etc. (Personal & Work) Streaming Audio (Local +Premium Streaming Audio (Local | Premium
e Radio/ Podcasts/ C abli.‘ Radio/ Podcasts/ +Premium
= Streaming Services) ming Streaming Services) Cable
OTT TV Streaming Services 71.5 3 74.0 Streaming

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

YouTube/TikTok, ete.

Local TV Streaming

Avg. Hours+Minutes/day with Ad- %k

Streaming Audio (Local Radiof... Supported Digital: Adults 18 or older m
Games /Fantasy/Betting Sites

Non-Premium+Premium Cable Streaming

ing/Financial/Real E /Apps)
who Purchased FLOWERS

P 33

Online Classes, Schools, Colleges, Universities Onllss 1 e pask 6 il

Social Media

132.5 YouTube/TikTok,
etc.
41.5

Local TV
Streaming
39.9

Shopping

OTT TV Streaming Services (incl.
95.5 Food.. Banking.

Social Media
134.7

102.8

OTT TV Streaming Services

YouTube/
TikTok, etc.
37.1

Local TV
Streaming
36.0

Shopping
(incl.

w who Purchased FLOWERS Online in the past 6 months

mUSA

USA USA Projection Scarborough R1 2024: Jan23-Aug24 Qual Intab 1,908
All Graphs and soefa.ai Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.

® who Purchased FLOWERS Online in the past 6 months HUSA
* Share of Everything

USA Praojection Scarborough R1 2024: Jan23-Aug24 Qual Intab 23,243

Items bought on the Internet past 6 months:Household/Grocery: Flowers



Avg. Week All Digital (Persons & % Reach): Adults 18 or older
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193,631 or 82.6% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months use
Ad-Supported Social Media for an average of 93.8 minutes every day representing 19.% of all time

spent daily with Ad-Supported Digital Media.
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120,050 or 89.2% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months use
Ad-Supported Social Media for an average of 139.4 minutes every day representing 22.6% of all time
spent daily with Ad-Supported Digital Media.

Avg. Day All Digital (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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95,435 or 69.3% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months use Ad-
Supported Social Media for an average of 123.5 minutes every day representing 20.3% of all time
spent daily with Ad-Supported Digital Media.
Avg. Week All Digital (Persons & % Reach): Adults 18 or older Avg. Day All Digital (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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122,827 or 60.1% of Adults 18 or older who Purchased FLOWERS Online in the past 6 mos use Ad-
Supported Social Media for an average of 113.5 minutes every day representing 20.% of all time
spent daily with Ad-Supported Digital Media.
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15,338,444 or 73.6% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months use
Ad-Supported Facebook for an average of 40.2 minutes every day representing 30.3% of all time
spent daily with Ad-Supported Social Media.
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178,637 or 76.2% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months use
Ad-Supported Facebook for an average of 29.6 minutes every day representing 31.5% of all time

spent daily with Ad-Supported Social Media.
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| 106,094 or 78.8% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months use
Ad-Supported Facebook for an average of 50.5 minutes every day representing 36.3% of all time
spent daily with Ad-Supported Social Media.
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54,870 or 39.8% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months use Ad-
Supported YouTube Video for an average of 44.1 minutes every day representing 35.7% of all time
spent daily with Ad-Supported Social Media.
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122,827 or 60.1% of Adults 18 or older who Purchased FLOWERS Online in the past 6 mos use Ad-
Supported Facebook for an average of 30.3 minutes every day representing 26.7% of all time spent
daily with Ad-Supported Social Media.

Avg. Hours+Minutes/day with all
Social Media: Adults 18 or older

who Purchased FLOWERS
Online in the past 6mos

= WEST PALM BEACH

WEST PALM BEACH

03%

Facebook

38.0

Instagram
30.0

YouTube Video

24.4

Linkedin | WhatsApp 1

13:1

Pinterest

8.6

TikTok

15.3

X
(Forme...
"Twitt

Facebook
513

YouTube Video
33.8

Linkedin
7.4

TikTok
126

X (Formerly
"Twitter")

Instagram
22.0

Pinte Wha...
4.3 4.0
gaey B (5
38 ot.

® who Purchased FLOWERS Online in the past 6 mos

B WEST PALM BEACH

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

Facebook

Instagram

YouTube Video

TikTok

Linkedin

X (Formerly "Twitter")

WhatsApp

Reddit

Pinterest

Snapchat
Others(Rumble, Twitch,Gab, Pa...
Blogs/Message Boards (read...

tumblr

= who Purchased FLOWERS Onlinein the past 6 mos
Scarborough R2 2024: Aug23-Aug24
All Graphs and soefa.ai Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.

WEST PALM BEACH

(7007 | g
aacoo | R

DMA

Avg. Hours+Minutes/day with Ad-
Supported Social Media: Adults 18
orolder

who Purchased FLOWERS WEST PALM BEACH
Online in the past 6 mos

m'WEST PALM BEACH
Qual Intab 231

% Time Spent:

o
5 o
R o

%

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

Facebook
30.3

YouTube Video
24.3

Instagram
18.0

LinkedIn
6.5

X
(For...
"Twi...

4.6

W...

Pinterest

G«
5.5

Facebook
41.3

Instagram
17.7

Linkedin
5.6

YouTube Video X
33.5

(Formerl...

likTok
12.6

Pinte... ' Re
4.1 31

sn.. O.
W... T
2.7 Blo..

¥ who Purchased FLOWERS Online in the past 6 mos

Items bought on the Internet past 6 months:Household/Grocery: Flowers

B WEST PALM BEACH

soefa.ai

® Share of Everything

for Anything _



15,338,444 or 73.6% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months use
Ad-Supported Facebook for an average of 40.2 minutes every day representing 30.3% of all time
| spent daily with Ad-Supported Social Media.
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Reach % Social Media: Adults 18 or older
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178,637 or 76.2% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months use
Ad-Supported Facebook for an average of 29.6 minutes every day representing 31.5% of all time
spent daily with Ad-Supported Social Media.

Weekly Avg. Hours+Minutes/day with Ad-Supported
Reach % 76.2% Social Media: Adults 18 or older
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106,094 or 78.8% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months use

Ad-Supported Facebook for an average of 50.5 minutes every day representing 36.3% of all time
spent daily with Ad-Supported Social Media.
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54,870 or 39.8% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months use Ad-
Supported YouTube Video for an average of 44.1 minutes every day representing 35.7% of all time
spent daily with Ad-Supported Social Media.
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122,827 or 60.1% of Adults 18 or older who Purchased FLOWERS Online in the past 6 mos use Ad-
Supported Facebook for an average of 30.3 minutes every day representing 26.7% of all time spent
daily with Ad-Supported Social Media.

Avg. Hours+Minutes/day with Ad-Supported

Social Media: Adults 18 or older
"Share of Ad-Supported Social Media"

WEST PALM BEACH

who Purchased FLOWERS
Online in the past 6 mos

51.2%

44.5%

36.3%

29.6% 29.3%

23.6%

22.0%

19.5% 18.6%

17.0%
14.8%

—
104,768 799,595 90,953 529,184 74,209 496,545 60,450 349 608 48,239 413533 59,849 365 809 34,841 349,682 30,328 208,501
Instagram TikTok Linkedin Pinterest X (Formerly WhatsApp Reddit Snapchat

"Twitter")
5:1 2.7

B WEST PALM BEACH

17.7 12.6 5.6

4.1 3.1

Qual Intab 231 WESTPALM BEACH-BOCA RATON  DMA Scarborough R2 2024: Jan24-Aug24

Qual Intab

2,464 *® Share of Everything

Items bought on the Internet past 6 months:Household/Grocery: Flowers
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| M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 17,707;
Social Media: 13,428; Local Radio: 11,478; Local TV: 5,594; Non-Prem. Cable: 5,008
reaching Adults 18 or older who Purchased FLOWERS Online in the past 6 months.
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 11,198;
Social Media: 8,464; Local Radio: 7,490; Local TV: 4,369; Non-Prem. Cable: 4,288 reaching
| Adults 18 or older who Purchased FLOWERS Online in the past 6 months.
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 10,388;
Local Radio: 7,303; Social Media: 6,689; Non-Prem. Cable: 4,606; Local TV: 3,772 reaching
| Adults 18 or older who Purchased FLOWERS Online in the past 6 months.
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past 6 months
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 13,422;
Local Radio: 11,148; Social Media: 7,891; Non-Prem. Cable: 6,561; Local TV: 4,525
reaching Adults 18 or older who Purchased FLOWERS Online in the past 6 mos.

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 18 or older who Purchased FLOWERS Online in the
past 6 mos
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' 19,038,614 or 91.3% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months
spend an average of 50. minutes per day driving, seeing Billboards and Signs. 67.3% Listen to Local
Radio Stations Out-of-Home for an average of 36.3 minutes/day.

Top-13 Out-of- Home Media (Persons & % Reach): Adults 18 or older Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

(averoge week) 51298, 053)

)
) 548 - m Walking in Towns, Walking in Towns,
kg o, oo ot e PEY e s Bountown s
;45 4] 4 m‘ 21.4 17.1 214 18.1
Shopping Malls m m Avg. Hours+Minutes/day with Out- m 50.0 Restaurants ) Grocery 51.7 Restaurants & Grocery
of-Home Media: Adults 18 or older & Bars SiriusXm Stores Bars Sirius Stores
poscnrs ARSI ey s B
Siriusxm mm m Movie il Movie Music 4.2
5 - who Purchased FLOWERS AM/FM Radio Theaters ¢ AM/FM Radio Theaters Pod
YouTube ikic mm eleks gt 394 13.7 ‘ 403 14.1 7.4 Gas Dr..
o mesers - PSS A e e,
 who Purchased FLOWERS Online in the past 6 months HUSA m who Purchased FLOWERS Online in the past 6 months mUSA
Top-13 Ad-. Suggorted Out—of Home Media (Persons & % Reach): Adults 18 or older Top-13 Ad-Supported Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
vert % Time iverage Doyl
"Gﬂgl’v Stores 9 f

Billboards & Signs (Weekly Drivers)

o = Ee.22 36.6% Walking in Towns, Walking in Towns,
Walking in Towns, Cities, Downtown... m Cities, Bowntown Cites- Dorario,
AM/FM Radio 20.1% Areas Areas Shopping Malls
20.2% 214 214 18.1
Gas Stations/Convenience Stores
Restaurants & Bars m P Billboards & Signs (Weekly
Shopping Malls m Avg. Hours*Minutes/day with Ad- / Health Clubs/| ™MoV Droces Health Clubs/® Movie Gracery
Drug Stores m Supported Out-of-Home Media: 4 . Gyms Tt Stores Gyms T s Stores
Adults 18 or older 14.1 9.2 14.8 9.4
Podcasts m -
1.3%
Movie Theaters m - YouTube YouTube
Retail Stores H ] usage % Restaurants & Retail Restaurants & Ret...
» juic By rehesed ELOMUERS, AM/FM Radio Bars Pod... | Stor... | Gas AM/FM Radio Bars Pod.. Sto.. |Gas
YouTube Mi %
outube Music - BrB0/020 SR EL TG 138 74 | 7.1 [sen 37.3 14.6 76 | 71 (S8
Health Clubs/Gyms mﬁ L0y
u who Purchased FLOWERS Online in the past 6 months mUSA = who Purchased FLOWERS Online in the past 6 months = USA
& .
USA USA Projection Scarborough R1 2024: Jan23-Aug24 Qual Intab 1,908 al Sha'}z: ';l :":I:'iynt hing

All Graphs aend soefa.ai Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC, All rights reserved. USA Projection Scarborough R1 2024: Jan23-Aug24 Qual intab 23,243 - 4 9 o

Items bought on the Internet past 6 months:Household/Grocery: Flowers



Stations Out-of-Home for an average of 41.4 minutes/day.

232,965 or 99.4% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend
an average of 82.3 minutes per day driving, seeing Billboards and Signs. 64.3% Listen to Local Radio

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

(Average week) Totol Persons: % Time.
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Top-13 Out-of- Home Media (Persons & % Reach): Adults 18 or otder

(average week)
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130,158 or 96.7% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend
an average of 56.4 minutes per day driving, seeing Billboards and Signs. 72.3% Listen to Local Radio
Stations Out-of-Home for an average of 36.5 minutes/day.
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Top-13 Out-of- Home Media (Persons & % Reach): Adults 18 or otder

(average week)
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® who Purchased FLOWERS Online in the past 6 months

127,996 or 92.9% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend
an average of 48.4 minutes per day driving, seeing Billboards and Signs. 70.5% Listen to Local Radio
Stations Out-of-Home for an average of 38.9 minutes/day.
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Top-13 Out-of-Home Media (Persons & % Reach) Adults 18 or older

{Average Week)
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[ 195,058 or 95.4% of Adults 18 or older who Purchased FLOWERS Online in the past 6 mos spend an

average of 70.8 minutes per day driving, seeing Billboards and Signs. 68.7% Listen to Local Radio
Stations Out-of-Home for an average of 36. minutes/day.
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19,038,614 or 91.3% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend an
average of 50. minutes per day driving, seeing Billboards and Signs representing 37.6% of all Time Spent
with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 18 or older
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232,965 or 99.4% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend an

average of 82.3 minutes per day driving, seeing Billboards and Signs representing 52.7% of all Time Spent
with Ad-Supported Out-of-Home Media.
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130,158 or 96.7% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend an
average of 56.4 minutes per day driving, seeing Billboards and Signs representing 43.7% of all Time Spent
with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 18 or older
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127,996 or 92.9% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend an
average of 48.4 minutes per day driving, seeing Billboards and Signs representing 37.4% of all Time Spent
with Ad-Supported Out-of-Home Media.
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Out-of-Home Media: Adults 18 or older
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195,058 or 95.4% of Adults 18 or older who Purchased FLOWERS Online in the past 6 mos spend an

average of 70.8 minutes per day driving, seeing Billboards and Signs representing 48.3% of all Time Spent
with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported

Out-of-Home Media: Adults 18 or older
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Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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Top-26 Residential Zip Codes: Adults 18 or older
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Items bought on the Internet past 6 months:Household/Grocery: Flowers

232,965 or 99.4% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend
an average of 82.3 minutes per day driving an average of 47.9 miles each day and are 84.2% more
likely to use 1-694 east of I-35W than the Metro average.

Top-26 Employment Zip Codes: Adults 18 or older
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Top-26 Residential Zip Codes: Adults 18 or older
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Items bought on the Internet past 6 months:Household/Grocery: Flowers

130,158 or 96.7% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend
an average of 56.4 minutes per day driving an average of 32.8 miles each day and are 52.2% more
likely to use Manchester Road/Highway 100 than the Metro average

Top-26 Employment Zip Codes: Adults 18 or older
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Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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Avg. Hours+Minutes/day Driving:

Top-26 Residential Zip Codes: Adults 18 or older
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Items bought on the Internet past 6 months:Household/Grocery: Flowers

127,996 or 92.9% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend
an average of 48.4 minutes per day driving an average of 28.1 miles each day and are 71.3% more
likely to use Bridgetown Road than the Metro average.

Top-26 Employment Zip Codes: Adults 18 or older
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195,058 or 95.4% of Adults 18 or older who Purchased FLOWERS Online in the past 6 mos spend an
average of 70.8 minutes per day driving an average of 41.2 miles each day and are 106.1% more
likely to use Indiantown Road than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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6,579,692 or 31.6% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 9.5 minutes every day representing 33.6%
of all time spent daily with All forms of Print Media.

Avg. Week All Print Media (Persons & % Reach): Adults 18 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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83,917 or 35.8% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 11.4 minutes every day representing 37.%
of all time spent daily with All forms of Print Media.

Avg. Week All Print ngewg‘ia (Persons & % Reach): Adults 18 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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32,521 or 23.6% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 8.8 minutes every day representing 31.5%
of all time spent daily with All forms of Print Media.
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65,453 or 32.% of Adults 18 or older who Purchased FLOWERS Online in the past 6 mos read Local
Daily Newspaper(s) (Daily+Sunday) for an average of 9.5 minutes every day representing 34.2% of all
time spent daily with All forms of Print Media.
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