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[(Age summaries: Adults 21 or older AND Domestic light beer drank past 30 days: Bud Light)]




5.9% or 16,204,971 of USA Adults 21 or older Drank BUD LIGHT in the past 30 days.
Typical Adults 21 or older who Drank BUD LIGHT in the past 30 days are 47.8 years old (5.% younger than
average) and have a $95,866 (3.1% lower than average) annual household income.
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[(Age summaries: Adults 21 or older AND Domestic light beer drank past 30 days: Bud Light)]



4.6% or 172,243 of MINNEAPOLIS-ST. PAUL DMA Adults 21 or older Drank BUD LIGHT in the past 30 days.
Typical Adults 21 or older who Drank BUD LIGHT in the past 30 days are 50.2 years old (.7% younger than
average) and have a $112,538 (2.2% lower than average) annual household income.
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11.7% or 283,439 of ST. LOUIS DMA Adults 21 or older Drank BUD LIGHT in the past 30 days.
Typical Adults 21 or older who Drank BUD LIGHT in the past 30 days are 49.3 years old (2.5% younger than
average) and have a $109,939 (7.% higher than average) annual household income.
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8.% or 147,935 of CINCINNATI DMA Adults 21 or older Drank BUD LIGHT in the past 30 days.
- - = c I N Typical Adults 21 or older who Drank BUD LIGHT in the past 30 days are 45.9 years old (8.5% younger than
- LI average) and have a $118,130 (15.8% higher than average) annual household income.
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6.7% or 123,970 of WEST PALM BEACH-BOCA RATON DMA Adults 21 or older Drank BUD LIGHT in the past 30 days.
Typical Adults 21 or older who Drank BUD LIGHT in the past 30 days are 53.3 years old (3.3% younger than
average) and have a $101,476 (5.5% lower than average) annual household income.
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5.9% or 16,204,971 of USA Adults 21 or older Drank BUD LIGHT in the past 30 days.

Adults 21 or older who Drank BUD LIGHT in the past 30 days are 5.1% more likely to be a college
graduate, 13.3% more likely to work full-time, 3.9% more likely to be married, 38.8% more likely to be a
parent of 1 or more children under 18.
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4.6% or 172,243 of MINNEAPOLIS-ST. PAUL DMA Adults 21 or older Drank BUD LIGHT in the past 30 days.
Adults 21 or older who Drank BUD LIGHT in the past 30 days are 8.1% more likely to be a college
graduate, 4.2% less likely to work full-time, 7.5% more likely to be married, 30.2% more likely to be a
parent of 1 or more children under 18.
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11.7% or 283,439 of ST. LOUIS DMA Adults 21 or older Drank BUD LIGHT in the past 30 days.

Adults 21 or older who Drank BUD LIGHT in the past 30 days are 9.5% more likely to be a college
graduate, 33.4% more likely to work full-time, 2.8% more likely to be married, 18.% more likely to be a
parent of 1 or more children under 18.
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8.% or 147,935 of CINCINNATI DMA Adults 21 or older Drank BUD LIGHT in the past 30 days.

Adults 21 or older who Drank BUD LIGHT in the past 30 days are 37.3% more likely to be a college
graduate, 20.5% more likely to work full-time, 6.1% more likely to be married, 48.6% more likely to be a
parent of 1 or more children under 18.
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5.9% or 16,204,971 of USA Adults 21 or older Drank BUD LIGHT in the past 30 days.
Adults 21 or older who Drank BUD LIGHT in the past 30 days are 5.% more likely to own their home,

11.2% more likely to own a higher valued home, 2.5% more likely to have a single-family home, 28.7%
more likely to have a dog.

m%m Type of Home:Adults 21 or older 4, [® Pets in Home:Adults 21 or older
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4.0%

28.2%
Condominium . G Own a Cat
10.6% i 26.6%
o o fr y
7.6% 7.5%
45% 6.0% Apartment ﬂ
730,597 (LCGAYE 1,720,826 INLIA: _754'%
Other OwnSecondHome | Mobile Home or Manufactured || 3.0% Own other type of Pet B
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likely to have a dog.

: 4.6% or 172,243 of MINNEAPOLIS-ST. PAUL DMA Adults 21 or older Drank BUD LIGHT in the past 30 days.
Adults 21 or older who Drank BUD LIGHT in the past 30 days are 8.9% more likely to own their home,
29.% more likely to own a higher valued home, 21.9% more likely to have a single-family home, 9.8% less

m Own/Rent/Other:Adults 21 or older m%m Type of Home:Adults 21 or older 4, # Pets in Home:Adults 21 or older
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T

| 11.7% or 283,439 of ST. LOUIS DMA Adults 21 or older Drank BUD LIGHT in the past 30 days.
Adults 21 or older who Drank BUD LIGHT in the past 30 days are 11.6% more likely to own their home,
6.2% more likely to own a lower valued home, 10.7% more likely to have a single-family home, 22.8%

BUD]I more likely to have a dog.
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8.% or 147,935 of CINCINNATI DMA Adults 21 or older Drank BUD LIGHT in the past 30 days.
Adults 21 or older who Drank BUD LIGHT in the past 30 days are 4.% less likely to own their home, 9.6%
more likely to own a higher valued home, 6.% less likely to have a single-family home, 1.7% more likely to

| have a dog.
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6.7% or 123,970 of WEST PALM BEACH-BOCA RATON DMA Adults 21 or older Drank BUD LIGHT in the past 30...
Adults 21 or older who Drank BUD LIGHT in the past 30 days are 11.5% more likely to own their home,

8.3% more likely to own a lower valued home, 17.1% more likely to have a single-family home, 31.9%

' more likely to have a dog.
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62.1%

Own a Dog
| 87% 35.1%
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5.9% or 16,204,971 of USA Adults 21 or older Drank BUD LIGHT in the past 30 days.

Adults 21 or older who Drank BUD LIGHT in the past 30 days are 3.2% more likely to look up D-I-Y advice
online, 4.8% more likely to always vote in local elections, 30.8% more likely to belong to a gym, 23.9%
more likely to fly domestic past yr.
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more likely to fly domestic past yr.

4.6% or 172,243 of MINNEAPOLIS-ST. PAUL DMA Adults 21 or older Drank BUD LIGHT in the past 30 days.
Adults 21 or older who Drank BUD LIGHT in the past 30 days are 9.2% less likely to look up D-I-Y advice
online, 44.8% more likely to always vote in local elections, 32.1% more likely to belong to a gym, 38.%
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11.7% or 283,439 of ST. LOUIS DMA Adults 21 or older Drank BUD LIGHT in the past 30 days.
Adults 21 or older who Drank BUD LIGHT in the past 30 days are .1% more likely to look up D-I-Y advice
online, 19.7% less likely to always vote in local elections, 32.4% more likely to belong to a gym, 20.7%

more likely to fly domestic past yr.
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8.% or 147,935 of CINCINNATI DMA Adults 21 or older Drank BUD LIGHT in the past 30 days.

Adults 21 or older who Drank BUD LIGHT in the past 30 days are 17.2% more likely to look up D-I-Y advice
online, 9.5% more likely to always vote in local elections, 7.5% more likely to belong to a gym, 38.9% more
likely to fly domestic past yr.
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6.7% or 123,970 of WEST PALM BEACH-BOCA RATON DMA Adults 21 or older Drank BUD LIGHT in the past 30..
Adults 21 or older who Drank BUD LIGHT in the past 30 days are 18.9% more likely to look up D-I-Y advice
(GUDUGH Eﬁ | & online, 26.9% more likely to always vote in local elections, 18.1% less likely to belong to a gym, 2.7% less

C likely to fly domestic past yr.
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Past 30-days QSR Users: Adults 21 or older
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All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, inc. LLC. All rights reserved.

- ¥
B L v

mUSA

Scarborough R1 2026: Jan 25-Mar26

Qual intab

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

= who Drank BUD LIGHT in the past 30 days m USA
Total ly Sit-Down R Users: A it-Down Restaurant Meals:
83.3% 71.6%

' 5.9% or 16,204,971 of USA Adults 21 or older Drank BUD LIGHT in the past 30 days.
Adults 21 or older who Drank BUD LIGHT in the past 30 days are 12.1% more likely to use QSRs past mo.,
16.4% more likely to use Sit-Down Restaurants past mo., 54.8% more likely to use Casinos past yr., 160.6%

Top-10 Cuisines: Adults 21 or older

(Sit-Down Restaurants Used Past 30-days)

Pia  Mexion Chiness  Coffes  Walan  Wings/ Bagel/ Steskhouse Upscale Sevlood
Burgers | Dont/
Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Drank BUD LIGHT in the past 30 doys 27.3%

Sports Bar  Bakery
use G 19.3%

= who Drank BUD LIGHT in the past 30 days musa

Table Garmes (Craps, Poker, etc.)
Bar / Nightclub F 26515508 9.9%

Upscale Restaurant

Stage Show / Concert pemiyms 14.7%

7.3%

Sports Betting W 18
Spa rz.sys 7.1%

Past 12 months Casino Activities: Adults 21 or older

Slot Machines prerern 28.6%

37.2%
1014

Used Past 30-days: Adults 21 or older

kL

" 4.9%
Other Gambling 1.4% Casinos visited past 12
# who Drank BUD LIGHT in the past 30 days BUSA

1,485

USA Projection Scarborough R1 2026: Jan 25-Mar26 Qual intab 23,606

[(Age summaries: Adults 21 or older AND Domestic light beer drank past 30 days: Bud Light)]

/ Cannabis

Vape

= who Drank BUD LIGHT in the past 30 days mUsA



Past 30-days QSR Users: Adults 21 or older

1 o

2 times
10.8%

® who Drank BUD LIGHT in the past 30 days

3 times

4 times

5 times

6 - 9times

10 times or more

B MINNEAPOLIS-ST. PAUL

4.6% or 172,243 of MINNEAPOLIS-ST. PAUL DMA Adults 21 or older Drank BUD LIGHT in the past 30 days.

Adults 21 or older who Drank BUD LIGHT in the past 30 days are 17.

6% more likely to use QSRs past mo.,

12.1% more likely to use Sit-Down Restaurants past mo., 84.4% more likely to use Casinos past yr., 149.8%

more likely to smoke cigarettes.

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

1time 21.2%

2mes
s
4smes
5 times
6-9times

10 times or more

T

® who Drank BUD LIGHT in the past 30 days B MINNEAPOLIS-ST. PAUL

Top-10 Cuisines: Adults 21 or older

(Sit-Down Restaurants Used Past 30-days)

Pz chinese Mexican  Coffee  Wings/ Bagel/  imBan Steskbouse Upscale  Indian/
Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)

House/ Durgers/ Dot/ Thai/
Coffee Bar Sports Bar  Bakery Other

who Drank BUD LIGHT in the past 30 doys 12.4%
12.5%

asian

= who Drank BUD LIGHT in the past 30 days = MINNEAPOLIS-ST. PAUL

MINNEAPOLIS-ST. PAUL  [BTZRIL]

Total Monthly QSR Users: Avg. Monthly QSR Meals: Total ly Sit-Down Users: Avg. ly Sit-Down Meals:
81.4% 72.6%
98.6% .
—a——— T T R
Drank Past 30-days: Adults 21 or older Past 12 months Casino Activities: Adults 21 or older
Any Type of Beer Table Games (Craps, Poker, etc.)
Wine Stage Show / Concert
Domiestic Light Beer Bar / Nightclub

Domestic Regular Beer

|
|

934,1026.8%
Imported Beer 3

'v
|

73898%

51

Microbrew / Craft Beer

:

2
2 13.1%

# who Drank BUD LIGHT in the past 30 days

MINNEAPOLIS-ST. PAUL DMA

B MINNEAPOLIS-ST. PAUL

Scarborough R1 2026: Feb25-Feb26

Upscale Restaurant 7.1%

Sports Betting 5.7%

|

Other Gambling 12.9%

38.4%

Casinos visited past 12 months: Yes

13.2%

¥

Spa 2.3%

Qual Intab

= who Drank BUD LIGHT in the past 30 days = MINNEAPOLIS-ST. PAUL

75

All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

[(Age summaries: Adults 21 or older AND Domestic light beer drank past 30 days: Bud Light)]

Used Past 30-days: Adults 21 or older

=y

Marijuana / Cannabis

Cigarettes Vape

= who Drank BUD LIGHT in the past 30 days = MINNEAPOLIS-ST. PAUL



Past 30-days QSR Users: Adults 21 or older

*1 -* la 1time
e R

3 times

4 times

5 times

6 - 9times

17.6%

® who Drank BUD LIGHT in the past 30 days W ST. LOUIS

10 times or more

1time

2 times

3 times

4 times

5 times

6-9times

10 times or more

® who Drank BUD LIGHT in the past 30 days

Past 30-days Sit-Down Restaurant Users: Adults 21 or older
' e 20

18.4%

18.0%

—
—r—.
— o
e

10.0%

9.2%

B ST. LOUIS

Avg. Monthly Sit-Down Restaurant Meals:

Total Monthly QSR Users: Avg. Monthly QSR Meals: Total ly Sit-Down Users:
Drank Past 30-days. Adults 21 or older

Any Type of Beer

1,051,830 43.3%

Liquor

1,039,732 42.8%

Domestic Light Beer woses 34.1%

Domestic Regular Beer 718,873 29.4%

11111

Wine 688,786 2.4%

Imported Beer

II

41@”6

C

Microbrew / Craft Beer

wwho Drank BUD LIGHT in the past 30 days WST. LOUIS

ST. LOUIS DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab

200

Past 12 months Casino Activities: Adults 21 or older

Slot Machines

Table Games (Craps, Poker, etc.) §

Bar / Nightclub
Upscale Restaurant
Sports Betting

Stage Show / Concert

Other Gambling

wn
-
®

= who Drank BUD LIGHT in the past 30 days

All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

11.7% or 283,439 of ST. LOUIS DMA Adults 21 or older Drank BUD LIGHT in the past 30 days.

Adults 21 or older who Drank BUD LIGHT in the past 30 days are 11.% more likely to use QSRs past mo.,
17.3% more likely to use Sit-Down Restaurants past mo., 53.5% more likely to use Casinos past yr., 104.7%
more likely to smoke cigarettes.

Top-10 Cuisines: Adults 21 or older

(Sit-Down Restaurants Used Past 30-days)

Mexican  chinese malan steakhouse Coffee  Bagel/ upscale  seafood
House/  Doawt/
Coffee Bar  Bakery

# who Orank BUD LIGHT in the past 30 days mST. LOUIS
Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Drank BUD LIGHT in the past 30 days 20.7%

ST. LOUIS 16.8%

408,245

[ 726,627 29.9%

117 900 13.1%
zm L“ 3%
IE!!. 6.4%

Used Past 30-days: Adults 21 or older

a / Cannabis

4761 5.2%
LT 4.1% 35.6%
2.8%
2.2% 8 £
4.1%
2% Casinos visited past 12 Yes
mST. LOUIS

[(Age summaries: Adults 21 or older AND Domestic light beer drank past 30 days: Bud Light)]

Cigarettes

wwho Drank BUD LIGHT in the past 30 days



Past 30-days QSR Users: Adults 21 or older

1time

%
2times
3 times -

4 times 10.1%

-

® who Drank BUD LUIGHT in the past 30 days W CINCINNATI

Total Munthfy QSR Users: Avg. Monthly QSR Meals:
87.

8.% or 147,935 of CINCINNATI DMA Adults 21 or older Drank BUD LIGHT in the past 30 days.
Adults 21 or older who Drank BUD LIGHT in the past 30 days are 7.1% more likely to use QSRs past mo.,
16.5% more likely to use Sit-Down Restaurants past mo., 53.3% more likely to use Casinos past yr., 76.1%

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

more likely to smoke cigarettes.

S .
3 times 12 6%
oy —
5 times
o | S —
10 times or more

® who Drank BUD I.IGHTln the pas!iﬂdays B CINCINNATI
Total ly Sit-Down Users: Avg. A hly Sit-Down ant Meals:
87.5% 75.1%

Drank Past 30-days. Adults 21 or older
Uauor
N ok e
Somesiiiigii Hoar
Wine
Domestic Regular Beer

Imported Beer

Microbrew / Craft Beer m 26.4% '

Top-10 Cuisines: Adults 21 or older

(Sit-Down Restaurants Used Past 30-days)

|

mexian  Chinese  Cofle  steakhouse mn;i.' ralian nga.' upscale  seafood

Coffee Ear Sponts nr nuq-
#who Drank BUD LIGHT in the past 30 days u CINCINNATI

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Drank BUDLIGHT in the post 30days [BZ,0280  21.6%

ONCINNATT  [eypR: ] 20.5%

Past 12 months Casmo Activities: Adults 21 or older

31.1%
214,383 11.6%

Slot Machines

Bar / Nightclub

Table Games (Craps, Poker, etc.) mm 10.1%

wwho Drank BUD LIGHT in the past 30 days = CINCINNATI

CINCINNATI DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab

Stage Show / Concert 145 451 7.9%
Upscale Restaurant

Sports Betting

Other Gambling

Spa Casinos visited past 12 Yes

Used Past 30-days: Adults 21 or older

a / Cannabis Cigarettes

= who Drank BUD LIGHT in the past 30 days m CINCINNATI
153

All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

[(Age summaries: Adults 21 or older AND Domestic light beer drank past 30 days: Bud Light)]

= who Drank BUD LIGHT in the past 30 days



Past 30-days QSR Users: Adults 21 or older

B 1.5%

1 *lﬂ Lnime
< T
3 times

12.6%

4 times
5 times
6 - 9times

10 times or more
# who Drank BUD LIGHT in the past 30 days

Total Monthly QSR Users: Avg. Monthly QSR Meals:
87.8%

W WEST PALM BEACH-BOCA RATON

more likely to smoke cigarettes.

[ ] 1 time

2 times

16.4%

3 times

4 times

5 times

6-9times

® who Drank BUD LIGHT in the past 30 days
ly Sit-Down
92.0%

10 times or more

W WEST PALM BEACH-BOCA RATON

Total ly Sit-Down

Users:
75.9%

Avg. ant Meals:

O e

Drank Past 30-days. Adults 21 or older

Liquor

789,579 42.8%

Any Type of Beer

689,597 37.4%

Wine (.5‘1 537

34.7%

Imported Beer 411.88.9%

Domestic Regular Beer o zﬂ.l%

111111

Domestic Light Beer 4073221%

S0% ¥

g

Microbrew / Craft Beer

w who Drank BUD LIGHT in the past 30 days W WEST PALM BEACH-BOCA RATON

6.7% or 123,970 of WEST PALM BEACH-BOCA RATON DMA Adults 21 or older Drank BUD LIGHT in the past 30 days.
Adults 21 or older who Drank BUD LIGHT in the past 30 days are 9.2% more likely to use QSRs past mo.,
21.2% more likely to use Sit-Down Restaurants past mo., 16.9% more likely to use Casinos past yr., 230.8%

Past 30-days Sit-Down Restaurant Users: Adults 21 or older| Top-10 Cuisines: Adults 21 or older

(Sit-Down Restaurants Used Past 30-days)

llishice

Chinese  piza Ban  mesicn Steakhouse Wings/
Burgers | House /
Sports Bar Coffee Bar

upscale  seafood  Bagel/
Donut/

#who Drank BUDLIGHT in the past 30 days = WEST PALM BEACH-BOCA RATON
Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Drank BUD LIGHT in the past 30 days 37.1%

WEST PALM BEACH-BOCA RATON Y[\ 11:2:] 20.1%

Past 12 months Casino Activities: Adults 21 or older

Slot Machines

Upscale Restaurant

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

Bar / Nightclub

Sports Betting

Spa

Other Gambling

1.3
1.3%

Casinos visited past 12

Used Past 30-days: Adults 21 or older

® who Drank BUD LIGHT in the past 30 days

= WEST PALM BEACH-BOCA RATON

WEST PALM BEACH-BOCA RATON DMA  Scarborough R1 2026: Jan25-Jan26  Qual Intab 175
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

[(Age summaries: Adults 21 or older AND Domestic light beer drank past 30 days: Bud Light)]

a / Cannabis

Cigarettes

= who Drank BUD LIGHT in the past 30days  /WEST PALM BEACH-BOCA RATON



mﬁalnvestments Owned: Adults 21 or older

401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

2,001,461 12.4%

Other (Crypto / NFTs / Metals, etc.)

5.9% or 16,204,971 of USA Adults 21 or older Drank BUD LIGHT in the past 30 days.

Adults 21 or older who Drank BUD LIGHT in the past 30 days are 7.2% more likely to have a 401K, 5.2% more
likely to have an Auto Loan, 18.2% more likely to Invest/Trade Stocks Online, 1.1% more likely to pay with
their Debit Card.

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

L019.8%
. “ m . e -
i 9.4% £33

9.6%
. ol a2 S e Soc e ) oo NS 1o 01 o oo
529 Plan / College Savings Plan ::% Checking Debitor ATM  Savings  CreditCard  Online Mobi Online Bill Home Auto Loan Money  Certificates of Studentloan Personal Loan Refinanced Home
Account card Account Banking Banking Paying Mortgage Market  Deposit{CDs) Home  Improvement
10.6% Account Mortgage Loan or Home
Second Home or Real Estate Property T Equity Loan
= who Drank BUD LIGHT in the past 30 days mUSA ® who Drank BUD LIGHT in the past 30 days mUSA
Professional Services Used*: Adults 21 or older | \g'Past 3-Months Payment Methods Used: Adults 21 or older
Tax Preparation Service 5‘;’;59;.831 203 -
Financial Planner 3 :
Online Investing / Stock Trading
Accountant
Insurance Agent at a Local Office (not online)
Real Estate Agent .
eal Estate Age: 16.7% B % 66% 67% .

Estate Planning

. (*Past 12 Months)
Divorce / Family Attorney
= who Drank BUD LIGHT in the past 30 days mUSA
USA USA Projection Scarborough R1 2026: Jan 25-Mar26 Qual Intab

4.
[ e

bsasar

74 LERCTRT

11 sl sias 00D
MasterCard ~ Apple Pay

2 Y

1

. -
Debit card Discover

American Store Credit  Square Cash  Facebook — Samsung Pay
Express Card Messenger
= who Drank BUD LIGHT in the past 30 days mUSA

Venmo Cash Google Pay

1,485
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

USA Projection

Scarborough R1 2026: Jan 25-Mar26 Qual Intab 23,606

[(Age summaries: Adults 21 or older AND Domestic light beer drank past 30 days: Bud Light)]



4.6% or 172,243 of MINNEAPOLIS-ST. PAUL DMA Adults 21 or older Drank BUD LIGHT in the past 30 days.
Adults 21 or older who Drank BUD LIGHT in the past 30 days are 1.3% less likely to have a 401K, 11.6% less
likely to have an Auto Loan, 113.6% more likely to Invest/Trade Stocks Online, 2.% more likely to pay with
their Debit Card.

mﬁ Alnvestments Owned: Adults 21 or older Financial Services Has and/or Uses: Adults 21 or older

401K Plan ;1,997,;239 3.8%

IRA (Individual Retirement Account)

Stocks or Stock Options

Mutual Funds 255

Money Market Funds

529 Plan / College Savings Plan

18.1%
13.3%
7.0% 61% . 59%
s 111.4%)

Le71.5%7

Other (Crypto / NFTs / Metals, etc.) i Checking  Savings DebitorATM CreditCard  Online  Mobile  OnlineBill  Home Money  Cerlificates of Studentloan  Home  Personal Loan Refinanced
- Account Account card Banking Banking Paying Mortgage Market  Deposit {CDs) Improvement Home
11.7% Account Loan or Home Mortgage
Second Home or Real Estate Property 796 Equity Loan
¥ who Drank BUD LIGHT in the past 30 days B MINNEAPOLIS-ST. PAUL = who Drank BUD LIGHT in the past 30 days = MINNEAPOLIS-ST. PAUL

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

Financial Planner

S

Tax Preparation Service

Online Investing / Stock Trading

Insurance Agent at a Local Office (not online)

Accountant

Real Estate Agent

1% 10.2% 9.6% BA% a0
T

Estate Planning
‘Venmo DebitCard MasterCard  Apple Pay zelle Google Pay  Cash App American Discover  Store Credit Square Cash  Facebook  Samsung Pay

~ 71.0% (*Past 12 Months)
Divorce / Family Attorney r",_\‘ e Express card Messenger
= who Drank BUD LIGHT in the past 30 days = MINNEAPOLIS-ST. PAUL » who Drank BUD LIGHT in the past 30 days ® MINNEAPOLIS-ST. PAUL

MINNEAPOLIS-ST. PAUL DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 75
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

[(Age summaries: Adults 21 or older AND Domestic light beer drank past 30 days: Bud Light)]



11.7% or 283,439 of ST. LOUIS DMA Adults 21 or older Drank BUD LIGHT in the past 30 days.

Adults 21 or older who Drank BUD LIGHT in the past 30 days are 29.7% more likely to have a 401K, 8.5% more
likely to have an Auto Loan, 26.7% more likely to Invest/Trade Stocks Online, 8.9% more likely to pay with
their Debit Card.

ﬁ Investments Owned: Adults 21 or older

)

IRA (Individual Retirement Account)

,690 8%

Stocks or Stock Options -

447,576 18.4%

24.5%
)23 12.9%
Bonds RN 5

Mutual Funds

Money Market Funds

14.1%

9.8%
10.1%

Other (Crypto / NFTs [ Metals, etc.)

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

i 5.0% 5.5%

8,
3.7%

9.7%
. 5.1%

a1 08

529 Plan / College Savings Plan T2 Checking  Debitor ATM  Savings Online  Online Bil Money  Certificates of Studentloan Personal Loan  Home  Refinanced
Account card Account Banking Paying Banking  Mortgage Market  Deposit (CDs) Improvement  Home
Second Home or Real Estate Property M&:’“ﬂ' RO L:;';Zl“::e Mortgage
# who Drank BUD LIGHT in the past 30 days HST.LOUIS m who Drank BUD LIGHT in the past 30 days mST. LOUIS
Professional Services Used*: Adults 21 or older 'm'Past 3-Months Payment Methods Used: Adults 21 or older
Financial Planner 5-2:8 usa 20.7% 2.5
Tax Preparation Service 21.6%
Online Investing / Stock Trading
Insurance Agent at a Local Office (not online) ;77 v u.:;“
10.9%
oot i
SAENN 5.4%
Real Estate Agent . 1% 27% 99%  0.0% P

Estate Planning

5.3%
3.6%

Divorce / Family Attorney ! 1;::6 etz Motls)
m who Drank BUD LIGHT in the past 30 days mST. LOUIS
ST. LOUIS DMA Scarborough R1 2026: Feb25-Feb26 Qual intab 200

4.0%
i - e

CashApp  Google Pay

Zalle

Debit Card  MasterCard

VisA PayPal Apple Pay Discover  Store Credit ~ American Facehook  Square Cash Samsung Pay
card Express Messenger
# who Drank BUD LIGHT in the past 30 days = ST. LOUIS

All Graphs and HBIA! Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

[(Age summaries: Adults 21 or older AND Domestic light beer drank past 30 days: Bud Light)]



8.% or 147,935 of CINCINNATI DMA Adults 21 or older Drank BUD LIGHT in the past 30 days.
Adults 21 or older who Drank BUD LIGHT in the past 30 days are 8.8% more likely to have a 401K, 23.7% more
likely to have an Auto Loan, 64.4% more likely to Invest/Trade Stocks Online, 8.5% less likely to pay with their

Debit Card.

mﬁ Alnvestments Owned: Adults 21 or older Financial Services Has and/or Uses: Adults 21 or older

401K Plan Q;n;ﬁn 45.9%
IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

529 Plan / College Savings Plan

10.7%
: o P e PR

Other (Crypto / NFTs / Metals, etc.)

$ souny (PR 151544 ia7.107 72e1m 521 251,
Second Home or Real Estate Property Checking Debitor ATM  Savings  CreditCard  Online Online Bill Home Money  Studentloan Certificates of Personal Loan  Home Refinanced
Account card Account Banking Paying Mortgage Market Deposit (CDs) Improvement  Home
Account Loanor Home Mortgage
Equity Loan

Bonds

® who Drank BUD LIGHT in the past 30 days B CINCINNATI = who Drank BUD LIGHT in the past 30 days m CINCINNATI

Professional Services sed*: Adults 21 or older y'E'Past 3-Months Payment Methods Used: Adults 21 or older

Tax Preparation Service g
382,401

312,170 16.8%
1

Financial Planner

Online Investing / Stock Trading

8%
215,437 11.6%
02 16.8%
m
21,668 4.6%
344 9.1%
4.7%

Insurance Agent at a Local Office (not online)

68,
Estate Planning 139;’;

[ 118.1% % P9y 8.1% 6.5 8.2%

Real Estate Agent

B 1.6% (*Past 12 Menths) visa PayPal Debit Card  MasterCard Zelle Cash App Apple Pay American  Google Pay Store Credit  Discover  Square Cash  Facebook Samsung Pay
Divorce / Family Attorney ro_m Express card Messenger
m who Drank BUD LIGHT in the past 30 days m CINCINNATI ® who Drank BUD LIGHT iin the past 30 days = CINCINNATI

CINCINNATI DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 153
All Graphs and HBIA! Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. Al rights reserved.
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6.7% or 123,970 of WEST PALM BEACH-BOCA RATON DMA Adults 21 or older Drank BUD LIGHT in the past 30...
Adults 21 or older who Drank BUD LIGHT in the past 30 days are 11.% more likely to have a 401K, 2.9% more
likely to have an Auto Loan, 19.5% less likely to Invest/Trade Stocks Online, 18.2% more likely to pay with
their Debit Card.

Investments Owned: Adults 21 or older

401K Plan

734,302 39.8%

IRA (Individual Retirement Account)

662,813  36.0%

Stocks or Stock Options

516,374 28.0%
15.8%
2

16.0%
11.7%

14.7%

10.3%
11.1%

Mutual Funds
Money Market Funds

271,749

Other (Crypto / NFTs [ Metals, etc.)

204,671

> 7.6%
9.6%

953 6.4%
BEERLEN 7.2%

Bonds ;7'5 T
Second Home or Real Estate Property

5,508 4.5%
85,928 i

B who Drank BUD LIGHT in the past 30 days

529 Plan / College Savings Plan

W'WEST PALM BEACH-BOCA RATON

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

o7 ¥% 23% 23%
—an SR e

sonsse ROTIT 231 552 sosrir EUE oriria
Checking Debitor ATM  Savings Credit Card Mobile Online Bill

Money  Certificates of Personal Loan Studentloan Home Refinanced
Account card Account Banking Banking Paying Market  Deposit {CDs) Improvement  Home
Account Loanor Home Mortgage
Equity Loan

® who Drank BUD LIGHT in the past 30 days = WEST PALM BEACH-BOCA RATON

Professional Services sed*: Adults 21 or older

346,517 18.8%

3

548

Tax Preparation Service

Accountant

Financial Planner

Online Investing / Stock Trading

3,3 10.8%
246,740 13.4%

Insurance Agent at a Local Office (not online)

82 5.5%
136,090 7.4%
7.5%
4.1%

Estate Planning

Real Estate Agent _ :';9’:
(*Past 12 Months)
Divorce / Family Attorney 1.6% 3R

m who Drank BUD LIGHT in the past 30 days m WEST PALM BEACH-BOCA RATON

WEST PALM BEACH-BOCA RATON DMA  Scarborough R1 2026: Jan25-Jan26  Qual Intab
All Graphs and HBIA! Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

T Past 3-Months Payment Methods Used: Adults 21 or older

MasterCard  Debit Card Venmo Apple Pay Google Pay  Store Credit

VisA PayPal Zelle Cash App American Discover  Square Cash  Facebook Samsung Pay
Express card Messenger
® who Drank BUD LIGHT in the past 30 days ® WEST PALM BEACH-BOCA RATON
175

[(Age summaries: Adults 21 or older AND Domestic light beer drank past 30 days: Bud Light)]



"BEER Brands Drank"

P21+ who Drank BUD LIGHT in the past 30 days (BEER Brands Drank Last 30 days)

iy /
N Budweiser gy 40.0%
Eoows 223%

: 3,450,230
LIGHT coors Light 7
Michelob Ultra 7 - 20.9%
Miller Lite B o —

1,780,860 11.5%

Busch Light m o

Coors Original ”3‘1% 11.1%

Miller High Life &%78;‘ m 10.4%

1,585,894 10.3%

Busch 2.1%

Natural Light é%ﬁ&?oo 10.1%

A%

Samuel Adams 2 3.1% -

Miller Genuine Draft égéz’f._,e{ —

Pabst Blue Ribbon &}&;fﬁ%ﬁ--‘m

P21+ who Drank BUD LIGHT in the past 30 days (BEER Brands Drank Last 30 days) W P21+ USA (BEER Brands Drank Last 30 days)
USA DMA Scarborough R12026:Jan25-Mar26 Qualintab: 1485 ®* Share of Everything
soe a.al for Anything =

All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.
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"BEER Brands Drank"
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"BEER Brands Drank"
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Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an average of 3 days, 8 hours, 46 minutes and 44
seconds each week with All Forms of Media.

86.% of Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an avg. of 9 hours and 4 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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Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an average of 4 days, 8 hours, 16 minutes and 46
seconds each week with All Forms of Media.

89.% of Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an avg. of 6 hours and 31 minutes each week listening to All
Local AM/FM Radio, representing 5.6% of total time spent with all forms of Media.
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Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an average of 3 days, 12 hours, 12 minutes and 44
seconds each week with All Forms of Media.

91.5% of Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an avg. of 9 hours and 17 minutes each week listening to
All Local AM[/FM Radio, representing 10.1% of total time spent with all forms of Media. ‘
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| Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an average of 3 days, 13 hours, 26 minutes and 25

seconds each week with All Forms of Media.
88.3% of Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an avg. of 9 hours and 30 minutes each week listening to
All Local AMI/FM Radio, representing 9.8% of total time spent with all forms of Media. ‘
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Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an average of 4 days, 4 hours, 37 minutes and 13
seconds each week with All Forms of Media.

86.2% of Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an avg. of 12 hours and 10 minutes each week listening to
All Local AMI/FM Radio, representing 10.4% of total time spent with all forms of Media.
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Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an average of 2 days, 11 hours, 45 minutes and 36
seconds each week with All Forms of Ad-Supported Media.

81.2% of Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an avg. of 7 hours and 51 minutes each week listening to
Local Ad-Supported AM/FM Radio, representing 10.7% of total time spent with all forms of Ad-Supported Media.
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Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an average of 2 days, 23 hours, 41 minutes and 36
seconds each week with All Forms of Ad-Supported Media.
80.4% of Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an avg. of 5 hours and 20 minutes each week listening to
Local Ad-Supported AM/FM Radio, representing 6.% of total time spent with all forms of Ad-Supported Media.
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Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an average of 2 days, 15 hours, 58 minutes and 33
seconds each week with All Forms of Ad-Supported Media.

86.% of Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an avg. of 8 hours and 28 minutes each week listening to
Local Ad-Supported AM/FM Radio, representing 11.4% of total time spent with all forms of Ad-Supported Media.
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| Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an average of 2 days, 15 hours, 44 minutes and 19

seconds each week with All Forms of Ad-Supported Media.

84.4% of Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an avg. of 8 hours and 23 minutes each week listening to
Local Ad-Supported AM/FM Radio, representing 11.1% of total time spent with all forms of Ad-Supported Media.
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Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an average of 3 days, 7 hours, 25 minutes and 32

seconds each week with All Forms of Ad-Supported Media.

84.2% of Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an avg. of 11 hours and 41 minutes each week listening to
Local Ad-Supported AM/FM Radio, representing 12.4% of total time spent with all forms of Ad-Supported Media.
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Adults 21 or older who Drank BUD LIGHT in the past 30 days

avg. of 67.3 minutes/day.

spend an average of 8 hours and 32

minutes each day with All Forms of Ad-Supported Media. 81.2% listen to Local AM/FM Radio for an
(Local Radio delivers 10.7% of Time with Ad-Supported Media.)
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avg. of 45.8 minutes/day.

| Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an average of 10 hours and 14
minutes each day with All Forms of Ad-Supported Media. 80.4% listen to Local AM/FM Radio for an
(Local Radio delivers 6.% of Time with Ad-Supported Media.)
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| Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an average of 9 hours and 8
minutes each day with All Forms of Ad-Supported Media. 86.% listen to Local AM/FM Radio for an
avg. of 72.6 minutes/day.

(Local Radio delivers 11.4% of Time with Ad-Supported Media.)
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Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an average of 9 hours and 6
minutes each day with All Forms of Ad-Supported Media. 84.4% listen to Local AM/FM Radio for an

avg. of 71.9 minutes/day.
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| Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an average of 11 hours and 20
minutes each day with All Forms of Ad-Supported Media. 84.2% listen to Local AM/FM Radio for an
avg. of 100.3 minutes/day.

(Local Radio delivers 12.4% of Time with Ad-Supported Media.)
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13,165,739 or 81.2% of Adults 21 or older who Drank BUD LIGHT in the past 30 days listen to Ad-
Supported Local AM/FM Radio for an average of 67.3 minutes every day representing 35.5% of all
time spent daily with Ad-Supported Audio.
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- 138,420 or 80.4% of Adults 21 or older who Drank BUD LIGHT in the past 30 days listen to Ad-
| Supported Local AM/FM Radio for an average of 45.8 minutes every day representing 31.8% of all
=IO time spent daily with Ad-Supported Audio.
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- 243,626 or 86.% of Adults 21 or older who Drank BUD LIGHT in the past 30 days listen to Ad-
Supported Local AM/FM Radio for an average of 72.6 minutes every day representing 39.4% of all
time spent daily with Ad-Supported Audio.
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- 124,847 or 84.4% of Adults 21 or older who Drank BUD LIGHT in the past 30 days listen to Ad-
Supported Local AM/FM Radio for an average of 71.9 minutes every day representing 39.1% of all
time spent daily with Ad-Supported Audio.
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- 104,440 or 84.2% of Adults 21 or older who Drank BUD LIGHT in the past 30 days listen to Ad-
Supported Local AM/FM Radio for an average of 100.3 minutes every day representing 39.8% of all
time spent daily with Ad-Supported Audio.
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13,165,739 or 81.2% of Adults 21 or older who Drank BUD LIGHT in the past 30 days listen to Ad-

Supported Local AM/FM Radio for an average of 67.3 minutes every day representing 35.5% of all
time spent daily with Ad-Supported Audio.

Weekly 81.2%
Reach %

Avg. Hours+Minutes/day with Ad-Supported
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| 138,420 or 80.4% of Adults 21 or older who Drank BUD LIGHT in the past 30 days listen to Ad-

Supported Local AM/FM Radio for an average of 45.8 minutes every day representing 31.8% of all
time spent daily with Ad-Supported Audio.

Weekly 80.4% Avg. Hours+Minutes/day with Ad-Supported
Reach % 78.7%

Audio: Adults 21 or older
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243,626 or 86.% of Adults 21 or older who Drank BUD LIGHT in the past 30 days listen to Ad-
Supported Local AM/FM Radio for an average of 72.6 minutes every day representing 39.4% of all
time spent daily with Ad-Supported Audio.

Weekly Avg. Hours+Minutes/day with Ad-Supported
Reach % 86.0% Audio: Adults 21 or older
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| 124,847 or 84.4% of Adults 21 or older who Drank BUD LIGHT in the past 30 days listen to Ad-
Supported Local AM/FM Radio for an average of 71.9 minutes every day representing 39.1% of all
time spent daily with Ad-Supported Audio.
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Audio: Adults 21 or older
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- 104,440 or 84.2% of Adults 21 or older who Drank BUD LIGHT in the past 30 days listen to Ad-
Supported Local AM/FM Radio for an average of 100.3 minutes every day representing 39.8% of all
time spent daily with Ad-Supported Audio.
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Audio: Adults 21 or older
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13,165,739 or 81.2% of Adults 21 or older who Drank BUD LIGHT in the past 30 days listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Classic Hits, Pop
Contemporary Hit Radio, Country, and Classic Rock.

Local AM/FM Radio Formats (Persons & % Reach): Adults 21 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older
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138,420 or 80.4% of Adults 21 or older who Drank BUD LIGHT in the past 30 days listen to Ad-Supported
Local AM/FM Radio. The Top-5 Formats are Country, Hot AC, Pop Contemporary Hit Radio, Classic Hits,
and Classic Rock.
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243,626 or 86.% of Adults 21 or older who Drank BUD LIGHT in the past 30 days listen to Ad-Supported
Local AM/FM Radio. The Top-5 Formats are Classic Hits, Classic Rock, Adult Hits, New Country, and Adult
Contemporary.

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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124,847 or 84.4% of Adults 21 or older who Drank BUD LIGHT in the past 30 days listen to Ad-Supported
Local AM/FM Radio. The Top-5 Formats are Country, Adult Contemporary, Classic Hits, Hot AC, 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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104,440 or 84.2% of Adults 21 or older who Drank BUD LIGHT in the past 30 days listen to Ad-Supported
Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Classic Hits, Country, Classic Rock, and
News/Talk/Information.

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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Avg. Week A{fxa}’{iggo (Persons & % Reach): Adults 21 or older

Local TV Stations

Non-Premium Cable TV...

Netflix

Amazon Prime/IMDb/FireTV
YouTube Video

Roku + The Roku Channel
AppleTV+fubo,Pluto, Tubi, ete.
TikTok

Hulu/Hulu + Live TV (any Hulu)
Disney+

Paramount+

Peacock

Premium Cable TV Networks

' 12,245,335 or 75.6% of Adults 21 or older who Drank BUD LIGHT in the past 30 days watch Ad-
Supported Local TV Stations for an average of 87.6 minutes every day representing 30.2% of all time
spent daily with Ad-Supported Video.
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spent daily with Ad-Supported Video.

141,724 or 82.3% of Adults 21 or older who Drank BUD LIGHT in the past 30 days watch Ad-
Supported Local TV Stations for an average of 102. minutes every day representing 27.% of all time
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240,390 or 84.8% of Adults 21 or older who Drank BUD LIGHT in the past 30 days watch Ad-

Supported Local TV Stations for an average of 84.9 minutes every day representing 30.5% of all time

spent daily with Ad-Supported Video.
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105,806 or 71.5% of Adults 21 or older who Drank BUD LIGHT in the past 30 days watch Ad-
Supported Local TV Stations for an average of 88.7 minutes every day representing 28.8% of all time
spent daily with Ad-Supported Video.
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91,005 or 73.4% of Adults 21 or older who Drank BUD LIGHT in the past 30 days watch Ad-
Supported Local TV Stations for an average of 112.7 minutes every day representing 24.9% of all
time spent daily with Ad-Supported Video.
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Reach %

12,245,335 or 75.6% of Adults 21 or older who Drank BUD LIGHT in the past 30 days watch Ad-
Supported Local TV Stations for an average of 87.6 minutes every day representing 30.2% of all time
spent daily with Ad-Supported Video.
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141,724 or 82.3% of Adults 21 or older who Drank BUD LIGHT in the past 30 days watch Ad-
Supported Local TV Stations for an average of 102. minutes every day representing 27.% of all time
Boo@iarr spent daily with Ad-Supported Video.
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240,390 or 84.8% of Adults 21 or older who Drank BUD LIGHT in the past 30 days watch Ad-
Supported Local TV Stations for an average of 84.9 minutes every day representing 30.5% of all time
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105,806 or 71.5% of Adults 21 or older who Drank BUD LIGHT in the past 30 days watch Ad-
Supported Local TV Stations for an average of 88.7 minutes every day representing 28.8% of all time
spent daily with Ad-Supported Video.
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91,005 or 73.4% of Adults 21 or older who Drank BUD LIGHT in the past 30 days watch Ad-
Supported Local TV Stations for an average of 112.7 minutes every day representing 24.9% of all
time spent daily with Ad-Supported Video.
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12,245,335 or 75.6% of Adults 21 or older who Drank BUD LIGHT in the past 30 days watch Ad-
Supported Local TV Stations. The Top 6-Programs are Sports, Comedies, Local News - Morning, Local
News - Evening, Game Shows, and Movies.

Local TVStatJon Programs (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older
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141,724 or 82.3% of Adults 21 or older who Drank BUD LIGHT in the past 30 days watch Ad-
Supported Local TV Stations. The Top 6-Programs are Local News - Morning, Local News - Evening,
Sports, Comedies, Local News - Late, and Court Shows.
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Local TV Station Programs (Persons & % Reach): Adults 21 or older
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240,390 or 84.8% of Adults 21 or older who Drank BUD LIGHT in the past 30 days watch Ad-
Supported Local TV Stations. The Top 6-Programs are Sports, Comedies, Local News - Evening, Local
News - Morning, Movies, and Game Shows.
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- 105,806 or 71.5% of Adults 21 or older who Drank BUD LIGHT in the past 30 days watch Ad-
Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening, Local News -
Morning, Movies, Game Shows, and Comedies.
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91,005 or 73.4% of Adults 21 or older who Drank BUD LIGHT in the past 30 days watch Ad-
Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Morning, Local News -
Evening, Comedies, Movies, and Dramas.

Local TV Station Programs (Persons & % Reach): Adults 21 or older
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[ 13,134,941 or 81.1% of Adults 21 or older who Drank BUD LIGHT in the past 30 days use Ad-
Supported Social Media for an average of 160.6 minutes every day representing 27.1% of all time
spent daily with Ad-Supported Digital Media.

Avg. Week All Digital (Persons & % Reach): Adults 21 or older
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[ 139,417 or 80.9% of Adults 21 or older who Drank BUD LIGHT in the past 30 days use Ad-Supported
Social Media for an average of 201. minutes every day representing 31.% of all time spent daily with
Ad-Supported Digital Media.
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233,374 or 82.3% of Adults 21 or older who Drank BUD LIGHT in the past 30 days use Ad-Supported
Social Media for an average of 156.7 minutes every day representing 28.% of all time spent daily
with Ad-Supported Digital Media.
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' 98,308 or 79.3% of Adults 21 or older who Drank BUD LIGHT in the past 30 days use Ad-Supported
Social Media for an average of 179.4 minutes every day representing 24.8% of all time spent daily
with Ad-Supported Digital Media.
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11,644,957 or 71.9% of Adults 21 or older who Drank BUD LIGHT in the past 30 days use Ad-
Supported Facebook for an average of 60.1 minutes every day representing 37.4% of all time spent
daily with Ad-Supported Social Media.
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139,417 or 80.9% of Adults 21 or older who Drank BUD LIGHT in the past 30 days use Ad-Supported
Facebook for an average of 87.9 minutes every day representing 43.7% of all time spent daily with
Ad-Supported Social Media.
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| 222,318 or 78.4% of Adults 21 or older who Drank BUD LIGHT in the past 30 days use Ad-Supported
Facebook for an average of 62.5 minutes every day representing 39.9% of all time spent daily with
Ad-Supported Social Media.
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- 124,630 or 84.2% of Adults 21 or older who Drank BUD LIGHT in the past 30 days use Ad-Supported
Facebook for an average of 51. minutes every day representing 38.6% of all time spent daily with
Ad-Supported Social Media.
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94,440 or 76.2% of Adults 21 or older who Drank BUD LIGHT in the past 30 days use Ad-Supported
Facebook for an average of 62.2 minutes every day representing 34.7% of all time spent daily with
Ad-Supported Social Media.
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| 11,644,957 or 71.9% of Adults 21 or older who Drank BUD LIGHT in the past 30 days use Ad-
Supported Facebook for an average of 60.1 minutes every day representing 37.4% of all time spent
daily with Ad-Supported Social Media.
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Reach %
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139,417 or 80.9% of Adults 21 or older who Drank BUD LIGHT in the past 30 days use Ad-Supported
Facebook for an average of 87.9 minutes every day representing 43.7% of all time spent daily with
=IO Ad-Supported Social Media.

Weekly Avg. Hours+Minutes/day with Ad-Supported
Reach % 80.9% Social Media: Adults 21 or older
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| 222,318 or 78.4% of Adults 21 or older who Drank BUD LIGHT in the past 30 days use Ad-Supported
Facebook for an average of 62.5 minutes every day representing 39.9% of all time spent daily with
Ad-Supported Social Media.
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Reach % —_— Social Media: Adults 21 or older
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| 124,630 or 84.2% of Adults 21 or older who Drank BUD LIGHT in the past 30 days use Ad-Supported
Facebook for an average of 51. minutes every day representing 38.6% of all time spent daily with
Ad-Supported Social Media.
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| 94,440 or 76.2% of Adults 21 or older who Drank BUD LIGHT in the past 30 days use Ad-Supported
Facebook for an average of 62.2 minutes every day representing 34.7% of all time spent daily with
Ad-Supported Social Media.
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 1,067,058;
Social Media: 866,921; Local Radio: 836,905; Non-Prem. Cable: 469,724; Local TV: 387,839
reaching Adults 21 or older who Drank BUD LIGHT in the past 30 days.
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Social Media: 9,476; Local Radio: 8,714; Non-Prem. Cable: 4,592; Local TV: 4,022 reaching
Adults 21 or older who Drank BUD LIGHT in the past 30 days.

All Other Digital Media: 11,939;

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 21 or older who Drank BUD LIGHT in the past 30 days
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Social Media: 16,396; Local Radio: 15,665; Non-Prem. Cable: 8,921; Local TV: 7,993
reaching Adults 21 or older who Drank BUD LIGHT in the past 30 days.

All Other Digital Media: 21,462;
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Social Media: 7,989; Local Radio: 7,821; Non-Prem. Cable: 4,013; Local TV: 3,385 reaching
Adults 21 or older who Drank BUD LIGHT in the past 30 days.

All Other Digital Media: 9,249;
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 8,560;
Social Media: 6,554; Local Radio: 6,531; Non-Prem. Cable: 3,789; Local TV: 3,183 reaching
Adults 21 or older who Drank BUD LIGHT in the past 30 days.
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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...
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Gas Stations/Convenience Stores

Shopping Malls

Restaurants & Bars

Podcasts

Spotify

Drug Stores

SiriusXM

YouTube Music

Retail Stores

Total Persons:

{Average Day,

14,427,440 or 89.% of Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an average
of 49.1 minutes per day driving, seeing Billboards and Signs. 67.9% Listen to Local Radio Stations
Out-of-Home for an average of 40.8 minutes/day.

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

163,457 or 94.9% of Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an average
of 52.2 minutes per day driving, seeing Billboards and Signs. 67.2% Listen to Local Radio Stations
Out-of-Home for an average of 27.7 minutes/day.

Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older
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263,969 or 93.1% of Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an average
of 59.2 minutes per day driving, seeing Billboards and Signs. 71.9% Listen to Local Radio Stations
Out-of-Home for an average of 44. minutes/day.

Top-13 Out-of-Home Media (Persons & % Reach): Adults 21 or older
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132,377 or 89.5% of Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an average
of 51.9 minutes per day driving, seeing Billboards and Signs. 70.5% Listen to Local Radio Stations
Out-of-Home for an average of 43.6 minutes/day.
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 21 or older
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113,574 or 91.6% of Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an average
of 64. minutes per day driving, seeing Billboards and Signs. 70.4% Listen to Local Radio Stations Out-
of-Home for an average of 60.8 minutes/day.
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14,427,440 or 89.% of Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an average of

49.1 minutes per day driving, seeing Billboards and Signs representing 29.7% of all Time Spent with Ad-
Supported Out-of-Home Media.
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163,457 or 94.9% of Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an average of 52.2
'minutes per day driving, seeing Billboards and Signs representing 33.8% of all Time Spent with Ad-
'Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 21 or older
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263,969 or 93.1% of Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an average of 59.2

minutes per day driving, seeing Billboards and Signs representing 36.6% of all Time Spent with Ad-
Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
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132,377 or 89.5% of Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an average of 51.9
minutes per day driving, seeing Billboards and Signs representing 31.3% of all Time Spent with Ad-
Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported

. Out-of-Home Media: Adults 21 or older
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113,574 or 91.6% of Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an average of 64.
minutes per day driving, seeing Billboards and Signs representing 36.5% of all Time Spent with Ad-
Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 21 or older
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Hennepin Avenue 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
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163,457 or 94.9% of Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an average
of 52.2 minutes per day driving an average of 30.4 miles each day and are 123.9% more likely to use
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263,969 or 93.1% of Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an average
of 59.2 minutes per day driving an average of 34.4 miles each day and are 119.6% more likely to use
Highway 370 than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 21 or older
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132,377 or 89.5% of Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an average
of 51.9 minutes per day driving an average of 30.2 miles each day and are 86.6% more likely to use
Winton Road than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 21 or older
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113,574 or 91.6% of Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an average
of 64. minutes per day driving an average of 37.3 miles each day and are 98.7% more likely to use
45th Street than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 21 or older
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7,139,195 or 44.1% of Adults 21 or older who Drank BUD LIGHT in the past 30 days read Local Daily
Newspaper(s) (Daily+Sunday) for an average of 9.7 minutes every day representing 29.9% of all time
spent daily with All forms of Print Media.

Avg. Week All Print Media (Persons & % Reach): Adults 21 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older
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Avg. Week All Print Medm (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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| 98,669 or 57.3% of Adults 21 or older who Drank BUD LIGHT in the past 30 days read Local Daily
Newspaper(s) (Daily+Sunday) for an average of 10.1 minutes every day representing 30.3% of all
time spent daily with All forms of Print Media.
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Avg. Week All Print Medm (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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| 94,413 or 33.3% of Adults 21 or older who Drank BUD LIGHT in the past 30 days read Local Daily
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| 60,318 or 40.8% of Adults 21 or older who Drank BUD LIGHT in the past 30 days read Local Daily
Newspaper(s) (Daily+Sunday) for an average of 9.5 minutes every day representing 28.9% of all time
spent daily with All forms of Print Media.

Avg. Week All Print Med.ra (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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| 47,095 or 38.% of Adults 21 or older who Drank BUD LIGHT in the past 30 days read Local Daily
Newspaper(s) (Daily+Sunday) for an average of 10.7 minutes every day representing 33.4% of all
time spent daily with All forms of Print Media.
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Newspaper(s) (Daily (Daily)

MNew York Times 88 8.0

(Daily+Sunday)
9.8

DirectMail  Catalogs
Advertising 3.8

{excluding

Catalogs)
72

Local Daily
Newspaper(s)
(Daily+Sunday)
9.6

USA Today
(Daily)
7.9 Al

™ who Drank BUD LIGHT in the past 30 days

W WEST PALM BEACH-BOCA RATON

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

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

Local Daily Newspaper(s) (Sunday)

New York Times (Daily+Sunday)

New York Times (Sunday)

New York Times (Daily)

Wwall street Journal (Daily)

Catalogs

Magazines

USA Today (Daily)

All Local Weekly Newspapers

Books

WEST PALM BEACH-BOCA RATON

Totol persons:

 ime spent

m—"m
_!m—— o

10,65

e T
_ 88%

# who Drank BUD LIGHT in the past 30 days

Scarborough R1 2026: Jan25-Jan26

who Drank BUD LIGHT in the

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

WEST PALM BEACH-BOCA
RATON

W WEST PALM BEACH-BOCA RATON
Qual Intab 175

DM,
All Graphs and soefoa.ai Data Modeling Copyraght © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Local Daily
Newspaper(s)
(Sunday)
14.9

New York Times
{sunday)
116

USA Today {Daily)
Local Daily
New YorkTimes | Newspaper(s)
{Daily+Sunday) (Daily
102 9.9

Wall Street Journal (Dalty)
107

Direct Mail

New York
Times
(Daity) Magazines
88 58

Local Daily Newspaper(s)
(Daily+Sunday)

Local Daily
Newspaper(s)
(Sunday)
13.6

New York Times
(Sunday)
1.7

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

New York Times.
{Daily+Sunday)
9.8

Wall Street Journal (Daily)
9.1

New YorkTimes  USA Today
(Daily) (Daily)
8.0 79

Local Daily Newspaper(s) Direct Mail Advertising (excluding
(Daily Catalogs)
88 7.2

= who Drank BUD LIGHT in the past 30 days

[(Age summaries: Adults 21 or older AND Domestic light beer drank past 30 days: Bud Light)]

= WEST PALM BEACH-BOCA RATON

soefa.ai

for Anything 5

* Share of Everything



Social Media

“Advertising Actions"

P21+ who Drank BUD LIGHT in the past 30 days (Shopped/Visited/Bought past 3mos
Due to Ads on %)

102,963,517

Websites o5 413,845
Direct Mall
Broadcast, Cable, & Sat TV
Cable TV Networks
Local Broadcast TV
Local AM/FM Radio : iy

Video Streaming Services
Podcasts
Newspapers

Audio Streaming Services

|\

39,709,105

31,946,626 12.3%

28,548,189 11.0%

USA

27,124,249 10.4%

Billboards  giemon 9.7%
® P21+ who Drank BUD LIGHT in the past 30 days (Shopped/Visited/Bought past 3mos Due to Ads on %)
m P21+ USA AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
USA DMA Scarborough R12026: Jan25-Mar26  Qual Intab: 1485 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. so e fa . al for Anything =

[(Age summaries: Adults 21 or older AND Domestic light beer drank past 30 days: Bud Light)]



"Advertising Actions"

soo@arr P21+ who Drank BUD LIGHT in the past 30 days (Shopped/Visited/Bought past 3mos Due
to Ads on %)

1,481,095 39.9%

1,258,410

Social Media

Websites

Direct Mail sHEESES 28.5% |

Video Streaming Services

Local AM/FM Radio

17.2%

Broadcast, Cable, & Sat TV

Local Broadcast TV 15.4%

Cable TV Networks

472,669 12.7%

Audio Streaming Services

Billboards 350,707 s
Newspapers  EESS
Podcasts g 20, 677
¥ P21+ who Drank BUD LIGHT in the past 30 days (Shopped/Visited/Bought past 3mos Due to Ads on %)
H P21+ MINNEAPOLIS-ST. PAUL AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
MINNEAPOLIS-ST. PAUL DMA  Scarborough R1 2026: Feb25-Feb26  Qual intab: 75 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. SO e a o al for Anything o

[(Age summaries: Adults 21 or older AND Domestic light beer drank past 30 days: Bud Light)]



Direct Mail

Social Media

Broadcast, Cable, & Sat TV
Websites

Local Broadcast TV

Cable TV Networks

Video Streaming Services

"Advertising Actions"

P21+ who Drank BUD LIGHT in the past 30 days (Shopped/Visited/Bought past 3mos Due
to Ads on %)

686,507 28.3%
959,584 39.5%
576,791 23.8%

823,292 33.9%

427,665 17.6%

422,419 17.4%

403,195 16.6%

Local AM/FM Radio

407,872 16.8%

Billboards
Podcasts geriprs 12.5% [l
i i i : ST. LOUIS
Audio Streaming Services g T -
Newspapers grrrm 13.2%
m P21+ who Drank BUD LIGHT in the past 30 days (Shopped/Visited/Bought past 3mos Due to Ads on %)
B P21+ ST. LOUIS AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
ST.LOUIS DMA Scarborough R12026: Feb25-Feb26 Qualintab: 200 f‘ * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. SO e a . al for Anything =

[(Age summaries: Adults 21 or older AND Domestic light beer drank past 30 days: Bud Light)]



“Advertising Actions”

P21+ who Drank BUD LIGHT in the past 30 days (Shopped/Visited/Bought past 3mos Due
to Ads on %)

Social Media

670,210 36.2%

Websites
Broadcast, Cable, & Sat TV

DirectMail gy
Giable T Narwark

Video Streaming Services

222,339 12.0%

Fofieasts

Newspapers gison : . CINCINNATI

Audio Streaming Services gt 8.3%

M P21+ who Drank BUD LIGHT in the past 30 days (Shopped/Visited/Bought past 3mos Due to Ads on %)

B P21+ CINCINNATI AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
CINCINNAT! DMA  Scarborough R12026: Feb25-Feb26  QualIntab: 153

Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. SO e a . al for Anything ¢

[(Age summaries: Adults 21 or older AND Domestic light beer drank past 30 days: Bud Light)]



Social Media

Direct Mail

Websites

Broadcast, Cable, & Sat TV
Local Broadcast TV
Newspapers

Cable TV Networks

Video Streaming Services

"Advertising Actions"”

P21+ who Drank BUD LIGHT in the past 30 days (Shopped/Visited/Bought past 3mos Due
to Ads on %)

690,808
527,922 28.6%

664,996

460,868

316,426

197,233
332,702

288,132

Local AM/FM Radio

238,805 13.0%

Podcasts

Audio Streaming Services

182,304

s WEST PALM BEACH-BOCA RATON

Billboards
m P21+ who Drank BUD LIGHT in the past 30 days (Shopped/Visited/Bought past 3mos Due to Ads on %)
o P21+ WEST PALM BEACH-BOCA RATON AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
WEST PALM BEACH-BOCARATON DMA  Scarborough R1 2026: Jan25-Jan26  Qual Intab: 175 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright @ 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. SO e a . al for Anything =

[(Age summaries: Adults 21 or older AND Domestic light beer drank past 30 days: Bud Light)]



