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[(Age summaries: Adults 21 or older AND Domestic light beer drank past 30 days: Michelob Ultra)]
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6.6% or 17,961,740 of USA Adults 21 or older Drank MICHELOB ULTRA in the past 30 days.
Typical Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days are 50.2 years old (.2% younger
than average) and have a $114,460 (15.7% higher than average) annual household income.
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[(Age summaries: Adults 21 or older AND Domestic light beer drank past 30 days: Michelob Ultra)]



4.9% or 359,560 of CHI DMA Adults 21 or older Drank MICHELOB ULTRA in the past 30 days.
Typical Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days are 46.6 years old (6.2% younger
than average) and have a $140,077 (24.8% higher than average) annual household income.
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5.1% or 278,233 of WDC DMA Adults 21 or older Drank MICHELOB ULTRA in the past 30 days.
Typical Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days are 51.3 years old (2.7% older
than average) and have a $159,246 (12.% higher than average) annual household income.
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@ Percent of Market: Adults 21 or older ﬂ* Gender of Target vs. Market: Adults 21 or older
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3.5% or 153,334 of SEA DMA Adults 21 or older Drank MICHELOB ULTRA in the past 30 days.
Typical Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days are 45.2 years old (8.4% younger
than average) and have a $137,088 (5.6% higher than average) annual household income.
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10.7% or 491,497 of PHX DMA Adults 21 or older Drank MICHELOB ULTRA in the past 30 days.
Typical Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days are 50.6 years old (.5% older
than average) and have a $123,640 (14.2% higher than average) annual household income.
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6.6% or 17,961,740 of USA Adults 21 or older Drank MICHELOB ULTRA in the past 30 days.

Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days are 12.9% more likely to be a college
graduate, 17.7% more likely to work full-time, 15.5% more likely to be married, 4.7% more likely to be a
parent of 1 or more children under 18.
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4.9% or 359,560 of CHI DMA Adults 21 or older Drank MICHELOB ULTRA in the past 30 days.

Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days are 34.2% more likely to be a college
graduate, 25.3% more likely to work full-time, 9.1% more likely to be married, 11.7% more likely to be a
parent of 1 or more children under 18.
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5.1% or 278,233 of WDC DMA Adults 21 or older Drank MICHELOB ULTRA in the past 30 days.

Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days are 5.4% more likely to be a college
graduate, .8% less likely to work full-time, 27.5% more likely to be married, 9.% less likely to be a parent
of 1 or more children under 18.
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3.5% or 153,334 of SEA DMA Adults 21 or older Drank MICHELOB ULTRA in the past 30 days.

Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days are 7.8% more likely to be a college
graduate, 36.8% more likely to work full-time, 11.2% more likely to be married, 42.3% more likely to be
a parent of 1 or more children under 18.
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10.7% or 491,497 of PHX DMA Adults 21 or older Drank MICHELOB ULTRA in the past 30 days.
Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days are 7.5% more likely to be a college
graduate, 22.9% more likely to work full-time, 4.9% more likely to be married, .% more likely to be a
parent of 1 or more children under 18.
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6.6% or 17,961,740 of USA Adults 21 or older Drank MICHELOB ULTRA in the past 30 days.
Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days are 13.7% more likely to own their

home, 23.4% more likely to own a higher valued home, 8.4% more likely to have a single-family home,
23.3% more likely to have a dog.
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4.9% or 359,560 of CHI DMA Adults 21 or older Drank MICHELOB ULTRA in the past 30 days.

Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days are 5.8% more likely to own their
home, 9.% more likely to own a higher valued home, 7.7% more likely to have a single-family home,

' 29.6% more likely to have a dog.
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5.1% or 278,233 of WDC DMA Adults 21 or older Drank MICHELOB ULTRA in the past 30 days.
Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days are 16.% more likely to own their
home, 3.9% more likely to own a higher valued home, 19.1% more likely to have a single-family home,

63.8% more likely to have a dog.
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3.5% or 153,334 of SEA DMA Adults 21 or older Drank MICHELOB ULTRA in the past 30 days.
Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days are 5.8% more likely to own their

home, 20.6% more likely to own a higher valued home, 2.4% more likely to have a single-family home,
14.8% more likely to have a dog.
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10.7% or 491,497 of PHX DMA Adults 21 or older Drank MICHELOB ULTRA in the past 30 days.
Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days are 6.8% more likely to own their

home, 6.% more likely to own a lower valued home, 12.% less likely to have a single-family home, 5.6%
more likely to have a dog.
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6.6% or 17,961,740 of USA Adults 21 or older Drank MICHELOB ULTRA in the past 30 days.

Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days are 2.7% more likely to look up D-I-Y
advice online, .8% more likely to always vote in local elections, 44.2% more likely to belong to a gym,
27.2% more likely to fly domestic past yr.
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4.9% or 359,560 of CHI DMA Adults 21 or older Drank MICHELOB ULTRA in the past 30 days.

Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days are 7.3% less likely to look up D-I-Y
advice online, 12.3% more likely to always vote in local elections, 32.8% more likely to belong to a gym,
41.4% more likely to fly domestic past yr.
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5.1% or 278,233 of WDC DMA Adults 21 or older Drank MICHELOB ULTRA in the past 30 days.

Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days are 4.1% less likely to look up D-I-Y
advice online, 8.8% more likely to always vote in local elections, 63.2% more likely to belong to a gym,
24.9% more likely to fly domestic past yr.
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24.6% more likely to fly domestic past yr.

3.5% or 153,334 of SEA DMA Adults 21 or older Drank MICHELOB ULTRA in the past 30 days.
Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days are 24.9% more likely to look up D-I-Y
advice online, 7.1% more likely to always vote in local elections, 93.3% more likely to belong to a gym,
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10.7% or 491,497 of PHX DMA Adults 21 or older Drank MICHELOB ULTRA in the past 30 days.
Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days are .2% less likely to look up D-I-Y

22.3% more likely to fly domestic past yr.

advice online, 18.1% less likely to always vote in local elections, 15.4% more likely to belong to a gym,
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Past 30-days QSR Users: Adults 21 or older
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' 6.6% or 17,961,740 of USA Adults 21 or older Drank MICHELOB ULTRA in the past 30 days.
Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days are 12.4% more likely to use QSRs past
mo., 24.% more likely to use Sit-Down Restaurants past mo., 44.% more likely to use Casinos past yr., 19.%

more likely to smoke cigarettes.
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Past 30-days QSR Users: Adults 21 or older
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Drank Past 30-days: Adults 21 or older

Any Type of Beer

|

3,314,888 45.3%

Past 12 months Casino Activities:

Slot Machines

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

4.9% or 359,560 of CHI DMA Adults 21 or older Drank MICHELOB ULTRA in the past 30 days.

Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days are 15.4% more likely to use QSRs past
mo., 27.8% more likely to use Sit-Down Restaurants past mo., 49.6% more likely to use Casinos past yr.,
6.9% more likely to smoke cigarettes.

Top-10 Cuisines: Adults 21 or older

(Sit-Down Restaurants Used Past 30-days)

5.3
vima

mexican  Chinese wings/  magel/
Burgers /  Donut/
Sports Bar  Bakery

akan upscale steakhouse seafood

= who Drank MICHELOB ULTRAn the past 30 days meni

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
30.0%
21.1%

who Drank MICHELGB ULTRA in the past 30 days
(=l 1,545,109

1,883,960 25.8%

Table Games (Craps Poke,etc)
wine Bar  Nightcub
importad Sesr Stagashow  Concet

Domestic Regular Beer
Domestic Light Beer L 4
Microbrew / Craft Beer 10 Z’z.u.z% i
mwho Drank MICHELOB ULTRA in the past 30 days mCH
CHI DMA Scarborough R1 2026: Feb25-Feb26 Qual intab 222
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3. 9%
2 10.0%
Upscale Restaurant 430,758 5.9%

B 2

Sports Betting

Spa 6.3%

Other Gambling Casinos visited past 12

Adults 21 or oldr

Used Past 30-days: Adults 21 or older

i
%k

a / Cannabis Cigarettes

= who Drank MICHELOB ULTRA in the past 30 days mCHI

= who Drank MICHELOB ULTRA in the past 30 days

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



Past 30-days QSR Users: Adults 21 or older

12.2%
12.9%

16.6%

= who Drank MICHELOB ULTRA in the past 30 days

Total Monthly QSR Users: Avg. Monthly QSR Meals:
94.2% 82.5%

1time

i

3 times

4 times

5 times

6 - 9times

10 times or more

= WDC

29.6% more likely to smoke cigarettes.

5.1% or 278,233 of WDC DMA Adults 21 or older Drank MICHELOB ULTRA in the past 30 days.
Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days are 14.3% more likely to use QSRs past
mo., 26.7% more likely to use Sit-Down Restaurants past mo., 45.1% more likely to use Casinos past yr.,

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

1time

14.8%

2 times

16.0%
12.8%
10.1%

3 times

4 times

5 times

6-9times

10 times or more

# who Drank MICHELOB ULTRA in the past 30 days EWDC
Total ly Sit-Down Users: Avg. ly Sit-Down ant Meals:
91.1% 71.9%

N e -

Drank Past 30-days. Adults 21 or older

Liquor

Any Type of Beer
Wine

Imported Beer

Domestic Regular Beer

Domestic Light Beer L 4
Microbrew / Craft Beer m 26.8% i
=who Drank MICHELOB ULTRA in the past 30 days mWDC
DMA Scarborough R1 2026: Mar25-Mar26 Qual Intab

(Sit-Down Restaurants Used Past 30-days)

Iiiihiﬁnkh

Calfee

Chinese mexican akan mdr steakhouse Upscale  Wings/  seafood

House /
Coffee a1

Burgers /
sports Bar

#who Drank MICHELOB ULTRA in the past 30 days =woc

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Drank MICHELOB ULTRA in the past 30 days 29.5%

Lo 1,356,150 25.1%

Past 12 months Casino Activities: Adults 21 or older

21.3%
512 747 9.9%

Slot Machines

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

Upscale Restaurant

Stage Show / Concert

Sports Betting

Spa

Other Gambling Casinos visited past 12

Used Past 30-days: Adults 21 or older

a / Cannabis

Cigarettes

Yes

= who Drank MICHELOB ULTRA in the past 30 days mWDC

326
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‘ 1time
- -
3 times
4 times
5 times
6 - 9times

10 times or more

® who Drank MICHELOB ULTRA in the past 30 days

Total Mnnthly QSR Users: Avg. Monthly QSR Meals:

78.8%

3.5% or 153,334 of SEA DMA Adults 21 or older Drank MICHELOB ULTRA in the past 30 days.

Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days are 10.3% more likely to use QSRs past
mo., 18.5% more likely to use Sit-Down Restaurants past mo., 35.5% more likely to use Casinos past yr.,
162.2% more likely to smoke cigarettes.

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

[ ] 1 time

2 times

3 times

4 times

5 times

6-9times

10 times or more

Total

17.0%

15.5%

# who Drank MICHELOB ULTRA in the past 30 days
ly Sit-Down

B SEA

.4% 67.8%

Users:  Avg. Monthly Sit-Down Restaurant Mea.'s

Drank Past 30-days. Adults 21 or older

_ 616,350 36.6%

wms%
‘- 34.1%
[Tl 15.5% ¥

Liquor

Any Type of Beer

Wine

Imported Beer
Domestic Regular Beer
Domestic Light Beer
Microbrew / Craft Beer
= who Drank MICHELOB ULTRA in the past 30 days mSEA

SEA DMA Scarborough R1 2026: Mar25-Mar26 Qual Intab

Past 12 months Casmo Activities: Adults 21 or older

Slot Machines

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

Upscale Restaurant

Stage Show / Concert

Sports Betting

Spa

Other Gambling

= who Drank MICHELOB ULTRA in the past 30 days

132
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(Sit-Down Restaurants Used Past 30-days)

Colfes
House /
Coffee Bar

IMlihiaak

Bagel / wings/ Upscale  seafood steakhouse
Dont/
Bakery

Chinese nafian

= who Drank MICHELOB ULTRAn the past 30 days wsEA

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Drank MICHELOB ULTRA in the past 30 days 22.5%

R 797,045 18.1%

1,289,661 29.2%

5}5 556 11 5%
_ 778

Mm—
r 5.2%

Casinos visited past 12

39.8%

Used Past 30-days: Adults 21 or older

a / Cannabis Cigarettes

mSEA

Yes

 who Drank MICHELGB ULTRAin the past 30 days

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



Past 30-days QSR

4 times
5 times
6 - 9times

10 times or more
wwho Drank MICHELOB ULTRA in the past 30 days

Total Monthly QSR Users:

95.9%

o s R
bk oo

3 times

Users: Adults 21 or older

WPHX
Avg. Monthly QSR Meals:

11.2%

83.9%

Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days

27.2% less likely to smoke cigarettes.

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

"
M

1time 8%

2 times

14.9%

® PHX

it-Down Restaurant Meals:

3 times 13.5%
4 times
5 times

6-9times

10 times or more

# who Drank MICHELOB ULTRA in the past 30 days
Avg

Total

ly Sit-Down
89.8%

Users:
72.3%

Drank Past 30-d

Any Type of Beer
Liquor

Wine

Imported Beer
Domestic Light Beer
Domestic Regular Beer

Microbrew / Craft Beer

m who Drank MICHELOB ULTRA in the past 30 days

PHX DMA

ys: Adults 21 or older

1,1;4,:5.596 - ¥

: 10

[Eif! 9.5% i
mPHX

Scarborough R1 2026: Feb25-Feb26 Qual Intab

10.7% or 491,497 of PHX DMA Adults 21 or older Drank MICHELOB ULTRA in the past 30 days.

are 14.4% more likely to use QSRs past

mo., 24.2% more likely to use Sit-Down Restaurants past mo., 31.1% more likely to use Casinos past yr.,

Top-10 Cuisines: Adults 21 or older

(Sit-Down Restaurants Used Past 30-days)

Mexican P2

Chinese Malan Steskhouse Wings/ Bagel/ Upscale seafood
wwho Drank MICHELOB ULTRA in the past 30 days

Bugers/ Dot/
Spors Bar  Bakery

mPHX

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

who Drank MICHELOB ULTRA in the past 30 days 18.6%

L d 771,684 16.8%

Past 12 months Casino Activities: Adults 21 or older

Slot Machines

40.8%

Table Games (Craps, Poker, etc.)

523
Bar / Nightclub n

.75-1,511 16.3%
7,947 13.8%
397,198 8.6%
i
8.2%
Other Gambling mﬂ%

see R

Upscale Restaurant
Sports Betting

Stage Show / Concert

Casinos visited past 12

Used Past 30-days: Adults 21 or older

i
ey

w who Drank MICHELOB ULTRA in the past 30 days = PHX

213
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[(Age summaries: Adults 21 or older AND Domestic light beer drank past 30 days: Michelo)

a / Cannabis

Cigarettes

#who Drank MICHELOB ULTRA in the past 30 days

b Ultra)]



| 6.6% or 17,
Adults 21 o

pay with th

IRA (Individual Retirement Account)

Stocks or Stock Options

74,874,915  27.4%

25.6%
——
3,822,06 21.3%
Money Market Funds %
14.2%
Bonds Mm%

Other (Crypto / NFTs / Metals, etc.) M:Ef‘

961,740 of USA Adults 21 or older Drank MICHELOB ULTRA in the past 30 days.
r older who Drank MICHELOB ULTRA in the past 30 days are 27.3% more likely to have a 401K,

30.9% more likely to have an Auto Loan, 44.3% more likely to Invest/Trade Stocks Online, 3.% more likely to

eir Debit Card.

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

T2% 67% 57% 52% 65% 4o

8%
o ) . e . e L e
529 Plan / College Savings Plan mc__%' Checking Debitor ATM  Savings  Credit Card Online Mobile Online Bill Certificates of Studentloan Personal Loan Refinanced Home
Account card Account Banking Banking Paying Mortgage Market  Deposit{CDs) Home  Improvement
12.0% Account Mortgage Loan or Home
Second Home or Real Estate Property yfes Equity loan
= who Drank MICHELOB ULTRA in the past 30 days mUSA = who Drank MICHELOB ULTRA in the past 30 days mUSA

Professional Services Used*: Adults 21 or older <X

Tax Preparation Service

55,493,831

Financial Planner 48,892,762 17.9%

:lll 5
Accountant 12N
e R S
e

Estate Planning ml:fx

Online Investing / Stock Trading -

07!
Insurance Agent at a Local Office (not online)
[ 3

D Mon
Divorce / Family Attorney r" 17% (*past 12 ths)
0.2%
® who Drank MICHELOB ULTRA in the past 30 days W USA

ISA USA Projection Scarborough R1 2026: Jan 25-Mar26 Qual Intab 1,616
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

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

9.6% 9.7%
% 4.1% 4.4%

.. ]

Store Credit  Square Cash  Facebook — Samsung Pay

$0imm

% 1000015

SRR

2 s b2 cana " 1
Dehit Caf Venmo MasterCard  Apple Pay  Cash App  Google Pay  American
Express Card Messenger

= who Drank MICHELOB ULTRA in the past 30 days mUSA

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: Michelob Ultra)]



4.9% or 359,560 of CHI DMA Adults 21 or older Drank MICHELOB ULTRA in the past 30 days.

Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days are 21.3% more likely to have a 401K,
17.7% more likely to have an Auto Loan, 79.% more likely to Invest/Trade Stocks Online, 8.% less likely to pay
with their Debit Card.

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

27 45.6%

401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

Bonds

Other (Crypto / NFTs / Metals, etc.) 8 ;,:'59‘

529 Plan / College Savings Plan m .

29 5.6%
ﬂ h { s+ [l _m?-lﬁ vise e mli”
: E e R . | —Laa

Online Bill Home Auto loan  Certificates of  Money Personal Loan Home

5313043

Checkil Debit or ATM

Savings Credit Card Online Mobile

Account card Account Banking Banking Paying Mortgage Deposit (CDs)  Market Home  Improvement
Second Home or Real Estate Property sz.‘;% fbcome Mortgage "‘E‘a;_:‘" 'LL“:I'E
# who Drank MICHELOB ULTRA in the past 30 days ECHI # who Drank MICHELOB ULTRA in the past 30 days mCHI

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

Tax Preparation Service

1,432,829

e
Online Investing / Stock Tradi :
el e e
15.2%
9.8%
% 38,644 10.7%
Insurance Agent at a Local Office (not online) m‘ ' .
. 3.9%
Estate Planning m 20%

Accountant

11.1% g g%
e
RealEstae ngert [ : - o e
B 3.0% (*Past 12 Menths) visa Zelle DebitCard  MasterCard Venmo Apple Pay  GooglePay  Cash App Discover  Store Credit  American  Square Cash  Facebook Samsung Pay
Divorce / Family Attorney D.8% card Express Messenger
m who Drank MICHELOB ULTRA in the past 30 days mCHI ® who Drank MICHELOB ULTRA in the past 30 days =mCHI

CHI DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 222
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.
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5.1% or 278,233 of WDC DMA Adults 21 or older Drank MICHELOB ULTRA in the past 30 days.

Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days are 30.2% more likely to have a 401K,
50.7% more likely to have an Auto Loan, 35.8% more likely to Invest/Trade Stocks Online, 17.8% more likely to
pay with their Debit Card.

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

)

IRA (Individual Retirement Account)

2,125,078 39.3%

Stocks or Stock Options
31.7%
19.4%
), 25.3%
878,665 16.3%
. 5 15.8%
529 Plan / College Savings Plan 1_9%

Other (Crypto / NFTs / Metals, etc.) Ml_;;‘“

.
Bonds M Checking  Debit or ATM

Mutual Funds

Money Market Funds

103% 86%  75% 6%

1L.7%
4.4%
= e s e
Home

3715009 3095435 2o
Credit Card Online Online Bil Mobile Home

Savings

Money  Certi of Personal Loan
Account card Account Banking Paying Banking  Mortgage Market  Deposit{CDs) Home  Improvement
Second Home or Real Estate Property m% 0% Account Mortgage L:anfx 'L::::e

# who Drank MICHELOB ULTRA in the past 30 days BWDC = who Drank MICHELOB ULTRA in the past 30 days =WDC

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

Tax Preparation Service y

1, 083 20.

Online Investing / Stock Trading

Financial Planner

833,849 15.4%

17.8%

Accountant = 9.0%

23, 8.3%
PITED 4.6%
10.0%
Real Estate Agent W
b 6.0%
Estate Planning m”‘

Insurance Agent at a Local Office (not online)

7.0% 6.6% s56% 5.8%

B 7 1.3% (*Past 12 Menths) PayPal Venmo MasterCard  DebitCard  Apple Pay CashApp  GooglePay  American Discover  Store Credit Square Cash Samsung Pay Facebook
Divorce / Family Attorney r 7% Express card Messenger
m who Drank MICHELOB ULTRA in the past 30 days m'WDC ® who Drank MICHELOB ULTRA in the past 30 days = WDC

wpc DMA Scarborough R1 2026: Mar25-Mar26 Qual Intab 326
All Graphs and HBIA! Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. Al rights reserved.
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3.5%

or 153,334 of SEA DMA Adults 21 or older Drank MICHELOB ULTRA in the past 30 days.

Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days are .2% more likely to have a 401K, 3.3%
less likely to have an Auto Loan, 5.6% less likely to Invest/Trade Stocks Online, 16.7% less likely to pay with
their Debit Card.

ﬁ Investments Owned: Adults 21 or older
e ¢ |

401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

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

17,86 11.6%
B i
9.2%
Other (Crypto / NFTs / Metals, etc.) '::::G - 2% B1% 6% gom sa%
Second Home or Real Estate Property % Chechng Debitor ATM  Savings  CreditCard  Online Mobile  Online Bill Home Money  Autoloan Certif of i Personal Loan  Home
Account card Account Banking Banking Paying  Mortgage  Market Deposit (€Ds) Home Improvement
. 7.9% Account Mortgage Loan or Home
529 Plan / College Savings Plan M 7.7% Equity toan
® who Drank MICHELOB ULTRA in the past 30 days HSEA = who Drank MICHELOB ULTRA in the past 30 days mSEA
Professional Serwces Used *: Adults 21 or older 'm'Past 3-Months Payment Methods Used: Adults 21 or older
Online Investing / Stock Trading e y
Tax Preparation Service
Financial Planner
783,423
-
Insurance Agent at a Local Office (not online) m ' .
. 930 2.6% 11.8%
Estate Planning e 10.1% 0.0%
3.4% S1% 46%
RealEstate Agent JRgpl 2 : e B e Y
~ 23% (*Past 12 Menths) Venmo Debit Card Zelle MasterCard  Apple Pay  Google Pay  Cash App American  Store Credit ~ Discover  Square Cash  Facebook  Samsung Pay
Divorce / Family Attorney 1.9% Express card Messenger
= who Drank MICHELOB ULTRA in the past 30 days mSEA ® who Drank MICHELOB ULTRA in the past 30 days = SEA

SEA DMA Scarborough R1 2026: Mar25-Mar26 Qual Intab 132
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10.7% or 491,497 of PHX DMA Adults 21 or older Drank MICHELOB ULTRA in the past 30 days.
Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days are 43.2% more likely to have a 401K,
2.6% more likely to have an Auto Loan, 47.% more likely to Invest/Trade Stocks Online, 6.4% more likely to

pay with their Debit Card.

mﬁ‘lnvestments Owned: Adults 21 or older

IRA (Individual Retirement Account)

Stocks or Stock Options
67,276 13.7%
Mutual Funds o28150 )

5 W 15.4%
Money Market Funds 12_5%
14.5%
2L 8.9%
BE '

Second Home or Real Estate Property

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

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

359 55% 5% gos 43% 30%

B
3 e LTS s1

A ! i : ; - s T e I
Bonds 6% g Chechng Debitor ATM  Savings  CreditCard  Online Mohile Online Bill Auto Loan Money  Certil of Personal Loan Home
g Account card Account Banking Banking Paying Market  Deposit {CDs) Home  Improvement
529 Plan / College Savings Plan EJ'!(‘S’:S Abeoa Mortgage "‘E‘a;_:‘" 'LL“:I'E
® who Drank MICHELOB ULTRA in the past 30 days W PHX = who Drank MICHELOB ULTRA in the past 30 days m PHX

Professional Services sed*: Adults 21 or oir

Tax Preparation Service
IBA 569 17. 0%
5.9%
334,701 7.3%
154 154 3. 696
=

2.2%

Financial Planner

Online Investing / Stock Trading

Accountant

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

Estate Planning

(*Past 12 Months)

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

S

MasterCard ~ Apple Pay

Debit Card

PayPal Venmo

~ .6% CashApp GooglePay American StoreCredit  Discover  Square Cash  Facebook Samsung Pay
Divorce / Family Attorney Emi..u% Express card Messenger
= who Drank MICHELOB ULTRA in the past 30 days m PHX = who Drank MICHELOB ULTRA in the past 30 days = PHX

DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 213

PHX
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&m I-I G H T Coors Light

BUD LIGHT | c.cicn

Miller Lite
Budweiser

Busch Light

Coors Original
Miller High Life
Samuel Adams
Busch

Natural Light
Pabst Blue Ribbon

Miller Genuine Draft

"BEER Brands Drank"

P21+ who Drank MICHELOB ULTRA in the past 30 days (BEER Brands Drank Last 30 days)

19,209,619

15,444,169
15,832,320 6.1%

4.3%

11,182,616
7,591,702 2.9%

8,001,008 3.1%

® P21+ who Drank MICHELOB ULTRA 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: 1616 ®* 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 =
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"BEER Brands Drank"

P21+ who Drank MICHELOB ULTRA in the past 30 days (BEER Brands Drank Last 30 days)

: : 112,994 31.4%
Miller Lite 780,610 —

oors Light 254290 27.3%

@
N
ES

Pabst Blue Ribbon Pt ™ 14.4%

)
N
xR

Coors Original ga4z8 13.8%

Miller High Life éﬁ. 12.5%

3.4% W
; 43,162 12.0%
Bl 0% wleelot

i 6,898 10.3%
Busch Light smess 2o . l I I I RA

Busch m 19%

&
8
©
ULTRA =mp
ULTRA m

3
. . 31,691 8.8% g
Miller Genuine Draft S T $ e
Samuel Adams % e 8.6% e i
Budweiser pSh=es e CHICAGO
279,98 3.8%
Natural Light 43 5.0%
1.1%
P21+ who Drank MICHELOB ULTRA in the past 30 days (BEER Brands Drank Last 30 days) M P21+ CHICAGO (BEER Brands Drank Last 30 days)
CHICAGO DMA Scarborough R12026: Feb25-Feb26 Qual Intab: 222 * Share of Everything
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"BEER Brands Drank"

P21+ who Drank MICHELOB ULTRA in the past 30 days (BEER Brands Drank Last 30 days)

62,542 22.5%

265631 [FED
35 20.9%
5.0%

20.4%

- 56,71
Bud Light B S o
Budweiser 27i928 — 10.0%
27,163 9.8%

Samuel Adams 209,899 oz

Miller High Life  FEESme o e

26,365 9.5%

Coors Original IEiE_ 2.4%

Busch Light 8 1.6% -

Natural Light r:égfrsrzi,s e -
Eaiell 1.<70
16,026 5.8%

Busch peimm 17 —

Miller Genuine Draft &5@791‘3% 5.6% WASHINGTON, DC

Pabst Blue Ribbon - 32-3096

Attt i |
ULTRA mmb

P21+ who Drank MICHELOB ULTRA in the past 30 days (BEER Brands Drank Last 30 days) H P21+ WASHINGTON, DC (BEER Brands Drank Last 30 days)
WASHINGTON, DC DMA  Scarborough R1 2026: Mar25-Mar26  Qual Intab: 326 * 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 ¢
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"BEER Brands Drank”

P21+ who Drank MICHELOB ULTRA in the past 30 days (BEER Brands Drank Last 30 days)

e
W secctececse _ _ —
W Sadwelasr 187,690 4.3%

GOU% LIGHT coorsLight T 6.7%

Bud Light
Natural Light
Coors Original 1.'26',4‘83-
Busch Light 1.5%
Miller Lite u LT R A
Busch ‘E s
Miller High Life ~ gieea e % i gg:iﬁ l
Miller Genuine Draft F e

SEATTLE-TACOMA

Samuel Adams
Pabst Blue Ribbon o
¥ P21+ who Drank MICHELOB ULTRA in the past 30 days (BEER Brands Drank Last 30 days) W P21+ SEATTLE-TACOMA (BEER Brands Drank Last 30 days)
SEATTLE-TACOMA DMA  Scarborough R1 2026: Mar25-Mar26  Qual Intab: 132 * Share of Everything
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[(Age summaries: Adults 21 or older AND Domestic light beer drank past 30 days: Michelob Ultra)]



Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days spend an average of 3 days, 8 hours, 53 minutes
and 28 seconds each week with All Forms of Media.

84.9% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days spend an avg. of 8 hours and 59 minutes each week
listening to All Local AM/FM Radio, representing 9.4% of total time spent with all forms of Media.

EX o

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

- ey

Concur

usage 54.9%
usa

who Drank MICHELOB
ULTRA in the past 30 days

® who Drank MICHELOB ULTRA in the past 30 days H USA

UsA USA Projection Scarborough R1 2026: Jan 25-Mar26 Qual Intab 1,616 USA Projection

Scarborough R1 2026: Jan 25-Mar26 Qual Intab 23,606
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

b Share of Everything
U for Anything .

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




Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days spend an average of 3 days, 14 hours, 16 minutes
and 9 seconds each week with All Forms of Media.

86.% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days spend an avg. of 9 hours and 38 minutes each week listening
to All Local AM/FM Radio, representing 9.6% of total time spent with all forms of Media.
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Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days spend an average of 3 days, 1 hours, 24 minutes
and 34 seconds each week with All Forms of Media.

88.4% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days spend an avg. of 6 hours and 56 minutes each week
listening to All Local AM/FM Radio, representing 8.4% of total time spent with all forms of Media.
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[(Age summaries: Adults 21 or older AND Domestic light beer drank past 30 days: Michelob Ultra)]




Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days spend an average of 2 days, 19 hours, 53 minutes
and 23 seconds each week with All Forms of Media.

80.8% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days spend an avg. of 8 hours and 8 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 MICHELOB ULTRA in the past 30 days spend an average of 3 days, 1 hours, 26 minutes
and 53 seconds each week with All Forms of Media.

74.2% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days spend an avg. of 10 hours and 5 minutes each week
listening to All Local AM/FM Radio, representing 10.2% of total time spent with all forms of Media.
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Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days spend an average of 2 days, 13 hours, 58 minutes
and 48 seconds each week with All Forms of Ad-Supported Media.

81.4% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days spend an avg. of 8 hours and 1 minutes each week listenin
to Local Ad-Supported AM/FM Radio, representing 10.5% of total time spent with all forms of Ad-Supported Media.
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[(Age summaries: Adults 21 or older AND Domestic light beer drank past 30 days: Michelob Ultra)]



Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days spend an average of 2 days, 17 hours, 47 minutes
and 7 seconds each week with All Forms of Ad-Supported Media.
82.3% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days spend an avg. of 8 hours and 19 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 10.4% of total time spent with all forms of Ad-Supported Media.
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Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days spend an average of 2 days, 7 hours, 36 minutes
and 19 seconds each week with All Forms of Ad-Supported Media.
83.2% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days spend an avg. of 6 hours and 0 minutes each week listenin
to Local Ad-Supported AM/FM Radio, representing 9.% of total time spent with all forms of Ad-Supported Media.
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Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days spend an average of 2 days, 0 hours, 47 minutes
and 31 seconds each week with All Forms of Ad-Supported Media.

78.4% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days spend an avg. of 6 hours and 33 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 10.5% of total time spent with all forms of Ad-Supported Media.
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Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days spend an average of 2 days, 7 hours, 29 minutes
and 7 seconds each week with All Forms of Ad-Supported Media.
72.8% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days spend an avg. of 9 hours and 22 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 12.3% of total time spent with all forms of Ad-Supported Media.
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[(Age summaries: Adults 21 or older AND Domestic light beer drank past 30 days: Michelob Ultra)]



Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days spend an average of 8 hours and
51 minutes each day with All Forms of Ad-Supported Media. 81.4% listen to Local AM/FM Radio for

an avg. of 68.9 minutes/day. (Local Radio delivers 10.5% of Time with Ad-Supported Media.)
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[(Age summaries: Adults 21 or older AND Domestic light beer drank past 30 days: Michelob Ultra)]



an avg. of 71.4 minutes/day.

| Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days spend an average of 9 hours and
23 minutes each day with All Forms of Ad-Supported Media. 82.3% listen to Local AM/FM Radio for
(Local Radio delivers 10.4% of Time with Ad-Supported Media.)
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| Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days spend an average of 7 hours and
56 minutes each day with All Forms of Ad-Supported Media. 83.2% listen to Local AM/FM Radio for
an avg. of 51.5 minutes/day. (Local Radio delivers 9.% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 21 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older
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| Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days spend an average of 6 hours and
58 minutes each day with All Forms of Ad-Supported Media. 78.4% listen to Local AM/FM Radio for
an avg. of 56.2 minutes/day.

(Local Radio delivers 10.5% of Time with Ad-Supported Media.)
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| Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days spend an average of 7 hours and
55 minutes each day with All Forms of Ad-Supported Media. 72.8% listen to Local AM/FM Radio for

an avg. of 80.4 minutes/day. (Local Radio delivers 12.3% of Time with Ad-Supported Media.)
Top-13 All Forms of Media (Persons & % Reach): Adults 21 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older
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14,612,003 or 81.4% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days listen to
Ad-Supported Local AM/FM Radio for an average of 68.9 minutes every day representing 37.2% of
all time spent daily with Ad-Supported Audio.
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- 295,780 or 82.3% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days listen to Ad-
Supported Local AM/FM Radio for an average of 71.4 minutes every day representing 31.8% of all
time spent daily with Ad-Supported Audio.
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Avg. Week All Audio (Persons & % Reach): Adults 21 or older
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- 231,380 or 83.2% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days listen to Ad-
Supported Local AM/FM Radio for an average of 51.5 minutes every day representing 42.4% of all
time spent daily with Ad-Supported Audio.
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Avg. Week All Audio (Persons & % Reach): Adults 21 or older
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- 120,177 or 78.4% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days listen to Ad-
Supported Local AM/FM Radio for an average of 56.2 minutes every day representing 30.4% of all
time spent daily with Ad-Supported Audio.
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Avg. Week All Audio (Persons & % Reach): Adults 21 or older

Local AM/FM Radio

- 357,744 or 72.8% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days listen to Ad-
Supported Local AM/FM Radio for an average of 80.4 minutes every day representing 36.1% of all
time spent daily with Ad-Supported Audio.
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14,612,003 or 81.4% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days listen to
Ad-Supported Local AM/FM Radio for an average of 68.9 minutes every day representing 37.2% of
all time spent daily with Ad-Supported Audio.

Weekly 81.4% Avg. Hours+Minutes/day with Ad-Supported
Reach % 75 79 Audio: Adults 21 or older

"Share of Ad-Supported Audio” - m

who Drank MICHELOB usAa
ULTRA in the past 30 days

41.3%
34.5%
26.8%
14.5% 14.6% 14.3%

I 11.8% 13.6% 12.9% 6 .

. ]
= EEsfEe o
Reached: 7

'14,612,00306,725,114 6,200,221/3,197,232 2,117,57921,206,816 2,609,28025,830,265 2,440,72335,117,597 2,627,34639,112,279 1,710,92117,434,389 1,453,46320,476,443 982,547 11,190,383 630,209 6,238,093
Local AM/FM Podcasts Spotify Pandora YouTube Music TV Music Amazon Music All Others iHeartRadio SiriusXM

Average Radio Channels

Daily Mii
B T B o R oo BEE oo BEO o WER co BER w0 ER o
n in the pas ays [ ]
usa USA Projection Scarborough R1 2026: Jan 25-Mar26 Qual Intab 1,616 ﬁ * Share of Everything

= who Dra
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. USA Projection Scarborough R1 2026: Jan 25-Mar26 Qual Intab 23,606 for Anything _

Weekly
Total
Persons

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



295,780 or 82.3% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days listen to Ad-
Supported Local AM/FM Radio for an average of 71.4 minutes every day representing 31.8% of all
time spent daily with Ad-Supported Audio.
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| 231,380 or 83.2% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days listen to Ad-
Supported Local AM/FM Radio for an average of 51.5 minutes every day representing 42.4% of all
time spent daily with Ad-Supported Audio.
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| 120,177 or 78.4% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days listen to Ad-
Supported Local AM/FM Radio for an average of 56.2 minutes every day representing 30.4% of all
time spent daily with Ad-Supported Audio.
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| 357,744 or 72.8% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days listen to Ad-
Supported Local AM/FM Radio for an average of 80.4 minutes every day representing 36.1% of all
time spent daily with Ad-Supported Audio.
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14,612,003 or 81.4% of Adults 21 or older who Drank MICHELOB ULTRA 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.
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295,780 or 82.3% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Pop Contemporary Hit Radio, Adult Contemporary,
Hot AC, Classic Rock, and Urban AC.
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231,380 or 83.2% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Country, Adult Contemporary, Classic Hits, All
News, and Pop Contemporary Hit Radio.
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120,177 or 78.4% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Pop Contemporary Hit Radio, Active Rock, Country,
Adult Contemporary, and Alternative.
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357,744 or 72.8% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Classic Hits, Hot AC, Pop

Contemporary Hit Radio, and Country.
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13,816,899 or 76.9% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days watch
Ad-Supported Local TV Stations for an average of 96.2 minutes every day representing 32.7% of all
time spent daily with Ad-Supported Video.
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300,459 or 83.6% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days watch Ad-
Supported Local TV Stations for an average of 99.7 minutes every day representing 31.3% of all time
spent daily with Ad-Supported Video.
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186,078 or 66.9% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days watch Ad-
Supported Local TV Stations for an average of 56.8 minutes every day representing 27.3% of all time
spent daily with Ad-Supported Video.
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101,414 or 66.1% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days watch Ad-
Supported Local TV Stations for an average of 72.4 minutes every day representing 28.1% of all time
spent daily with Ad-Supported Video.
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Avg. Week A{Imxideo (Persons & % Reach): Adults 21 or older
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385,019 or 78.3% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days watch Ad-
Supported Local TV Stations for an average of 85.6 minutes every day representing 36.3% of all time
spent daily with Ad-Supported Video.
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13,816,899 or 76.9% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days watch
Ad-Supported Local TV Stations for an average of 96.2 minutes every day representing 32.7% of all
time spent daily with Ad-Supported Video.
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300,459 or 83.6% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days watch Ad-
Supported Local TV Stations for an average of 99.7 minutes every day representing 31.3% of all time
spent daily with Ad-Supported Video.
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186,078 or 66.9% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days watch Ad-

Supported Local TV Stations for an average of 56.8 minutes every day representing 27.3% of all time
spent daily with Ad-Supported Video.
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101,414 or 66.1% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days watch Ad-
Supported Local TV Stations for an average of 72.4 minutes every day representing 28.1% of all time
spent daily with Ad-Supported Video.
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385,019 or 78.3% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days watch Ad-
Supported Local TV Stations for an average of 85.6 minutes every day representing 36.3% of all time
spent daily with Ad-Supported Video.
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Local TV Station Programs (Persons & % Reach): Adults 21 or older

(Averoge week]

Local News - Evening
Sports

Comedies

Local News - Morning
Movies

Dramas

Game Shows
National/Network News
Food/Cooking Shows
Mystery/Suspense/Crime
Documentaries

Local News - Late

Court Shows

13,816,899 or 76.9% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days watch
Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening, Local News -
Morning, Comedies, Movies, and Game Shows.
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Local TV Station Programs (Persons & % Reach): Adults 21 or older
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Local News - Late
Food/Cooking Shows
Documentaries
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300,459 or 83.6% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days watch Ad-
Supported Local TV Stations. The Top 6-Programs are Sports, Comedies, Local News - Evening, Game
Shows, Local News - Morning, and Movies.
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186,078 or 66.9% of Adults 21 or older who Drank MICHELOB ULTRA 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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Local TV Station Programs (Persons & % Reach): Adults 21 or older
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Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older

Dramas
24.1

Local News -
Morning
224

Comedies

Local News -
Evening
16.3

Sports
| 220

Game Shows
13.7

Mystery/Susp
ense/Crime

17.2 12.5

Local News

menta

Nation
al/Net

ng Shows...

ries
6.0 Scien...

Local News -
Morning
37.7

Local News -
Evening
25.1

Local News -
Late
228

Game Shows
25.6

Natio
Mystery/S nal/N
uspense/C SO
rime
r [eas
Food/ Document
Cooki aries...
ng
Sho... Scen..

® who Drank MICHELOB ULTRA in the past 30

days

W SEA

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

% Time Spent:

[r16%
(75 ]
e.5% |

(average week}

Sports

Local News - Evening
Comedies

Local News - Morning
Dramas

Movies

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

Reality - Adventure

SEA DMA

Tatal Persans:

R ———
T — ¥ 7
R R LR
_EH_

M

= who Drank MICHELOB ULTRA in the past 30 days
Scarborough R1 2026: Mar25-Mar26

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

1:42

who Drank MICHELOB

ULTRAn the past 30 days

ESEA
Qual Intab 132

All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadeasting, Inc. LLC. All rights reserved.

4.4%
1.2%

HEOE

Average Day)

Ad-Supported Local TV Station Programs (% Time Spent & A

vg. Minutes/day Spent): Adults 21 or older

Local News -
Morning
224

Game Shows
13.7

Local News -
Evening

Mystery/Suspe
nse/Crime
16.2 125

Realit
y-
Adve
nture

11.8 7.0

Local News

Nationa
I/Netw
ork

News...

Scien...

Food/...

Local News -
Morning
37.7

Dramas
37.1

Game Shows
25.6

Local News -
Late
228

Local News -
Evening
26.1

Reali

Mystery/S = ty-
uspense/C | Adve
rime nture
18.6 113

Food/C
oking...

Nation
al/Net
work

New...  Scien...

® who Drank MICHELOB ULTRA in the past 30 days

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

B SEA

soefa.ai

® Share of Everything

for Anything




385,019 or 78.3% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days watch Ad-
Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening, Local News -
Morning, Movies, Dramas, and Comedies.

Local TV Station Programs (Persons & % Reach): Adults 21 or older
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[ 14,785,584 or 82.3% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days use Ad-
Supported Social Media for an average of 158.7 minutes every day representing 27.% of all time
spent daily with Ad-Supported Digital Media.

Avg. Week All Digital (Persons & % Reach): Adults 21 or older
Totol persons:
OTT TV Streaming Services
Search (Google, Bing, etc.)
/ .
ianch LN 255 711 214 83.7%
B _!m-
Email/Text/IM/Zoom,ete. (Personal & Work)
Podcasts/Stresming Services) Avg. Hours+Minutes/day with
R ) —— il L
sesetnt s O
T
Online Classes, Schools, Colleges, Universities  [OQAMATA o gt

T— mm- koo

w
l

% Time spent:

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

o n
3 o
RIS R

Social Media
1723

Online
Classes,
Schools,
Colleges,
Universit

ies...

OTT TV Streaming Services
Streaming Audio (Local Radio/ 132.8
Podcasts/Streaming Services) EE——

195.3 Non- YouTube/

157.7

Local TV Premium+Pr TikTok,
Streaming emium... etc....

427
Searc | Shopping | Ne

Email/Text h (in ws/ Streaming Audio (Local

le; Games/Fa Services)

Bing... | ntasy/B...

Sacial Media

Online
Classes,
Schools,
Colleges,
Universit

OTT TV Streaming Services ies
144.3 50.9

Non- YouTube/Ti

Local TV Premium+Pre
Streaming mium Cable...

418

Search Shop Games/Fa
EmailfTextil| (Googl ping ntasy/Be...
[IM/Zoom, | (Goog |———y, W... Radio/ Podcasts/Streaming | IM/Zoom,et

c. (Personal
& Work)...

e, (incl.

Bing, Food News/ |B

JA..  Wea.. ja

= who Drank MICHELOB ULTRA in the past 30 days

mUSA

ULTRA in the past 30 d
Won Premiamspremium Cable trcami e
# who Drank MICHELOB ULTRA in the past 30 days = USA
Avg. Week Ad- Suggarted Digital (Persons & % Reach): Adults 21 or older Avg.
T
Sodial Media

Email/Text/IM/Zoometc. (Personal & Work)
OTT TV Streaming Services

Shopping (indl. Food/ Auctions/Travel, etc.}

YouTube/TikTok, etc.

Streaming Audio {Local Radio/ Podcasts/Streaming
: mSﬂvius) Avg. Hours+Minutes/day with Ad-

Supported Digital: Adults 21 or older

Games/Fantasy/Betting Sites
. -m,!r— e
. Cﬂnw{ 69.3%
m_'zsza’e?" s :
T who Drank MICHELOB usA
Online Classes, Schools, Colleges, Universities _ o m(, ULTRA in the past 30 days
= who Drank MICHELOB ULTRA in the past 30 days mUSA

UsA USA Projection Scarborough R1 2026: Jan 25-Mar26 Qual Intab 1,616

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

% Time Spent:

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

Le 158.7

m Streaming A

m Podcasts/Streaming Services) mium Cable (incl.

Social Media Email/Text/IM \Parch

Local TV
Streamin
V Streaming Se [
96.3 39.8

JZoomjete | YouTube/ 140.4

(PErsonal 8  TikTok,
Work)... etc.
313

Non-
udio (Local Radio/  Premium:Pre | Shopping NEV'*’S/W
eather...

1095 Streaming... | Food/A.. [Tpo o

Social Media

Streaming Audio {Local
Radio/
Podcasts/Streamlng Local TV

Non-

29.0

Search

Premium+Pre (Google,

mium Cable
Streaming...

Bing,
etc.)
30.1

Email/Text/IM

JZoom,etc.

OTT TV Streaming Services (Personal &

Work)...

News/We

Shopping 4
ather/S...

(incl.

Food/A... Banking/..

USA Projection

= who Drank MICHELOB ULTRA in the past 30 days

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

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

HUSA

soefa.ai

* Share of Everything
for Anything .



[ 316,813 or 88.1% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days use Ad-
Supported Social Media for an average of 172.6 minutes every day representing 27.3% of all time
spent daily with Ad-Supported Digital Media.
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[ 224,030 or 80.5% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days use Ad-
Supported Social Media for an average of 176.4 minutes every day representing 35.% of all time
spent daily with Ad-Supported Digital Media.
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Avg. Week All D.rg:tal (Persons & % Reach): Adults 21 or older
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[ 394,234 or 80.2% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days use Ad-

Supported Social Media for an average of 154.9 minutes every day representing 28.4% of all time
spent daily with Ad-Supported Digital Media.
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12,722,591 or 70.8% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days use Ad-
Supported Facebook for an average of 61.2 minutes every day representing 38.6% of all time spent
daily with Ad-Supported Social Media.
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241,809 or 67.3% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days use Ad-
Supported Facebook for an average of 62.8 minutes every day representing 36.4% of all time spent
daily with Ad-Supported Social Media.
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| 217,987 or 78.3% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days use Ad-
Supported Facebook for an average of 73.9 minutes every day representing 41.9% of all time spent
daily with Ad-Supported Social Media.
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90,113 or 58.8% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days use Ad-
Supported Facebook for an average of 46.1 minutes every day representing 35.9% of all time spent
daily with Ad-Supported Social Media.

Avg. Week All Social Media (Persons & % Reach): Adults 21 or older Avg. Day All Social Media (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older
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293,210 or 59.7% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days use Ad-
Supported Facebook for an average of 53.3 minutes every day representing 34.4% of all time spent
daily with Ad-Supported Social Media.
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| 12,722,591 or 70.8% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days use Ad-
Supported Facebook for an average of 61.2 minutes every day representing 38.6% of all time spent
daily with Ad-Supported Social Media.
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| 241,809 or 67.3% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days use Ad-
Supported Facebook for an average of 62.8 minutes every day representing 36.4% of all time spent
daily with Ad-Supported Social Media.
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| 217,987 or 78.3% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days use Ad-
Supported Facebook for an average of 73.9 minutes every day representing 41.9% of all time spent
daily with Ad-Supported Social Media.
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. 90,113 or 58.8% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days use Ad-
Supported Facebook for an average of 46.1 minutes every day representing 35.9% of all time spent
daily with Ad-Supported Social Media.
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| 293,210 or 59.7% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days use Ad-
Supported Facebook for an average of 53.3 minutes every day representing 34.4% of all time spent
daily with Ad-Supported Social Media.

Avg. Hours+Minutes/day with Ad-Supported
70.7% Social Media: Adults 21 or older
. 0
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 1,141,392;
Social Media: 950,060; Local Radio: 923,524; Non-Prem. Cable: 543,350; Local TV: 444,556
reaching Adults 21 or older who Drank MICHELOB ULTRA in the past 30 da

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH) (Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
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M-F 6a-7p Avg. Available Impressions per 15-min. are..
Social Media: 22,336; Local Radio: 18,473; Non-Prem. Cable: 12,348:; Local TV: 10,395
reaching Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days.

. All Other Digital Media: 26,170;

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 18,852;
Local Radio: 14,456; Social Media: 13,530; Non-Prem. Cable: 7,729; Local TV: 5,468
reaching Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days.
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Adults 21 or older who Drank MICHELOB ULTRA in the past
30 days
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 10,273;
Local Radio: 7,742; Social Media: 7,059; Non-Prem. Cable: 3,720; Local TV: 3,706 reaching
Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days.
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Social Media: 25,240; Local Radio: 22,557; Non-Prem. Cable: 14,120; Local TV: 11,460
reaching Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days.

All Other Digital Media: 29,549;
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 21 or older

(average week)
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YouTube Music

Retail Stores

Total Persons:
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4,580 ]
9.4 4 65.7%
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ULTRA in the past 30 days

25 AP

® who Drank MICHELOB ULTRA in the past 30 days

' 16,697,676 or 93.% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days spend an
average of 57.6 minutes per day driving, seeing Billboards and Signs. 68.% Listen to Local Radio
Stations Out-of-Home for an average of 41.7 minutes/day.

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

mUSA

{Average 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
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326,687 or 90.9% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days spend an
average of 37.8 minutes per day driving, seeing Billboards and Signs. 68.8% Listen to Local Radio
Stations Out-of-Home for an average of 43.2 minutes/day.
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(Average Day)

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

(average week]
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261,045 or 93.8% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days spend an
average of 61.5 minutes per day driving, seeing Billboards and Signs. 69.5% Listen to Local Radio
Stations Out-of-Home for an average of 31.2 minutes/day.
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 21 or older

{average week)
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130,479 or 85.1% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days spend an
average of 44.7 minutes per day driving, seeing Billboards and Signs. 65.5% Listen to Local Radio
Stations Out-of-Home for an average of 34.1 minutes/day.
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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
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Avg. Hours+Minutes/day with Out-
of-Home Media: Adults 21 or older
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Usage %:

m PHX

446,599 or 90.9% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days spend an
average of 72.1 minutes per day driving, seeing Billboards and Signs. 60.8% Listen to Local Radio
Stations Out-of-Home for an average of 48.7 minutes/day.
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16,697,676 or 93.% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days spend an
average of 57.6 minutes per day driving, seeing Billboards and Signs representing 36.4% 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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326,687 or 90.9% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days spend an average

of 37.8 minutes per day driving, seeing Billboards and Signs representing 23.3% 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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261,045 or 93.8% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days spend an average

of 61.5 minutes per day driving, seeing Billboards and Signs representing 40.2% 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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130,479 or 85.1% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days spend an average
of 44.7 minutes per day driving, seeing Billboards and Signs representing 27.2% 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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446,599 or 90.9% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days spend an average
of 72.1 minutes per day driving, seeing Billboards and Signs representing 41.8% 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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CHI DMA

Scarborough R1 2026: Feb25-Feb26

326,687 or 90.9% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days spend an
average of 37.8 minutes per day driving an average of 22. miles each day and are 89.8% more likely
to use Tristate Tollway (1-294/1-94) than the Metro average.
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261,045 or 93.8% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days spend an
average of 61.5 minutes per day driving an average of 35.8 miles each day and are 217.5% more
likely to use Route 17 than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 21 or older Top-26 Residential Zip Codes: Adults 21 or older Top-26 Employment Zip Codes: Adults 21 or older
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| 130,479 or 85.1% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days spend an
average of 44.7 minutes per day driving an average of 26. miles each day and are 155.8% more likely
to use University Bridge than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 21 or older
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446,599 or 90.9% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days spend an
average of 72.1 minutes per day driving an average of 42. miles each day and are 99.8% more likely
to use Chandler Blvd than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 21 or older Top-26 Residential Zip Codes: Adults 21 or older Top-26 Employment Zip Codes: Adults 21 or older
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‘ 5,443,703 or 30.3% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days read Local
Daily Newspaper(s) (Daily+Sunday) for an average of 9.8 minutes every day representing 30.9% 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

Total Persans: % Time spent:

) —
m T

M“_

Local Daily Newspaper(s) (Daily+Sunday)

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

New York Times (Daily)

Avg. Hours+Minutes/day with All
Print Media: Adults 21 or older

New York Times (Daily+Sunday)
New York Times (Sunday)

All Local Weekly Newspapers
Wall Street Journal (Daily)

USA Today (Daily)

Catalogs who Drank MICHELOB ULTRA in

the past 30 days
Magazines

Local Daity
Newspaper(s)
(Sunday}
135

Local Daily
Newspaper(s)
(Daity+Sunday)

9.8

New York Times
(DailysSunday)
9.4

USA Today (Daily)
9.3

Local Daily
Newspaper(s)
(Daily
9.2

Magazines
6.8
New York Times
(Daily) Catalogs
7.6 3.4

Local Daity
Newspaper(s)
(Sunday)
129

New York Times
(Daily+Sunday)
9.5

Local Daily
Newspaper(s)
[Daily+Sunday)
92

USA Today (Daily)
8.8

Local Daily
Newspaper(s) (Daily
86

Magazines

Direct Mail
Advertising
{excluding New York
Catalogs) Times (Daily)
7.5 7.4 All..

Catalogs
35

» who Drank MICHELOB ULTRA in the past 30 days muUsA

# who Drank MICHELOB ULTRA in the past 30 days

B USA

Avg. Week Ad- Sug_gorted All Print Media (Persons & % Reach): Adults 21 or older Avg

Totol nmens

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

g. 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)

26.4%

4.9%

030.94 9%
W Avg. Hours+Minutes/day with Ad-
W Supported Print Media: Adults 21 or clderm

iy
_mm

New York Times (Daily)
New York Times (Daily+Sunday)

New York Times (Sunday)

All Local Weekly Newspapers
Wall Street Joumal (Daily)

USA Today (Daily)

Local Daily
Newspaper(s)
(Sunday)
135

New York Times
{sunday)
111

Local Daily Newspaper(s)

(Daity+Sun
LE]

Wall Street Journal (Daily)
9.6

New York Times

(Daity+Sunday)
9.4

day)
Local Daily
Newspaper(s)
(Daily
9.2

New York Times (Daily)
7.6

Direct Mail Advertising | Magazine
{excluding Catalogs) s
76 6.8

Local Daily
Newspaper(s}
{Sunday)
129

New York Times
{sunday)
115

New York Times
{Daily+Sunday)
95

USA Today (Daily)
88

Local Daily Newspaper(s)

(Daity
86

Local Daily
Newspaper(s)

Wall Street Journal

(Daity+Sunday) (Daity)
9.2 9.1

Direct Mail
Advertising
(excluding
Magazines Catalogs)
7.5 7.5

New York Times (Daily)
7.4

i 5.1%
Magazines 2 ‘who Drank MICHELOB ULTRAin
O T p— Ao
sooks i 0.0% 0.0%
» who Drank MICHELOB ULTRA in the past 30 days BmUSA
UsA USA Projection Scarborough R1 2026: Jan 25-Mar26 Qual Intab 1,616
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142,984 or 39.8% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days read Local
Daily Newspaper(s) (Daily+Sunday) for an average of 10. minutes every day representing 34.5% of all
time spent daily with All forms of Print Media.

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

Totol Pes

Local Daily Newspaper(s) (Daily+Sunday)

’ﬁ"

Direct Mail Advertising (excluding Catalogs)

a

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

Books

All Local Weekly Newspapers

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

Print Media: Adults 21 or older

who Drank MICHELOB ULTRA in
the past 30 days

New York Times (Sunday)
New York Times (Daily)

Wall Street Journal (Daily)

Magazines

Catalogs mrz.s%

o, = =
A Nea (TN T
T30 TR R TR T TH T

Local Daily
Newspaper(s)
(Sunday)
14.0
Local Daily
Newspaper(s)
(Daily+Sunday)
10.0

USA Today (Daily)

9.8

Local Daily
Newspaper(s)
(Daily
9.3

New York Times
{Daily)
HNew York Times 74
(Daily+Sunday)
9.1

Direct Mail Magazines
{excluding
Catalogs)

7.6

Local Daily
Newspaper(s)
(Sunday)

New York Times

(Sunday)
10.7

Local Daily
Newspaper(s)
(Daily+Sunday)

8.8

New York Times.
(Daily+Sunday)
87

Wall Street Journal
(Daily)

USA Today (Daily)
87 83

Local Daity
Newspaper(s) (Daily  Magazines
82 80

Direct Md\l Catalogs

35
{excluding New York
Times (Daily)

7.5 6.8 e

Catalogs)

124
UsA Today (Daily)  ERPRCELR M o 3 1.3.,'6
# who Drank MICHELOB ULTRA in the past 30 days ®CHI = who Drank MICHELOB ULTRA in the past 30 days mCHI
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

Total persons:

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

Local Daily Newspaper(s) (Sunday)

m_m—-
—!m——

Local Daily Newspaper(s) (Daily

All Local Weekly Newspapers

New York Times (Daily+Sunday)

New York Times (Sunda
) Avg. Hours+Minutes/day with Ad-

New York Times (Daily) Supported Print Media: Adults 21 or older

Wall Street Journal (Daily)

~ o
Won e
58 FIR M

Magazines
USA Today (Daily) who Drank MICHELOB ULTRAin m
the past 30 days
oo

Local Daity
Newspaper(s}
(Sunday)
14.0

New York Times
{Sunday)

Wall Street Journal (Daily)

Local Daily
Newspaper(s)
(Daily
9.3

New York Times
(Daily+Sunday)
9.1

Direct Mail Advertising
(excluding Catalogs)
76

Magazine
New York Times {Daily) s

10.8 9.7 7.4 13

Local Daily
Newspaper(s)
[Sunday)
124

New York Times
(Sunday)
10.7

Local D-!llv Newspaper(s)

(Daily
B2

New York Times Wall Street Journal
(Daily+Sunday) (Daily)
8.7 87

Direct Mail

Advertising

{excluding

Magazines Catalogs)
8.0 7.5

New York Times [Daily)
6.8
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Avg. Week All Print Med;a (Persons & % Reach): Adults 21 or older Avg Day All Print Media {% Time Spent & Avg. Minutes/day Spent): Adults 21 or older

Local Daily Newspaper(s) (Daily

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

New York Times (Daily)

New York Times (Daily+Sunday)

New York Times (Sunday)

Wall Street Journal (Daily)

USA Today (Daily)

All Local Weekly Newspapers
Magazines

Catalogs

m——

3.4%

# who Drank MICHELOB ULTRA in the past 30days

0%

19.4%

P —
a0 m—_- Avg. Hours+Minutes/day with All

3.1% who Drank MICHELOB ULTRA in
the past 30 days
3.1%
27%

96,399 or 34.6% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days read Local
Daily Newspaper(s) (Daily+Sunday) for an average of 8.8 minutes every day representing 29.7% of all

time spent daily with All forms of Print Media.

Print Media: Adults 21 or older

WDC

33

o = "lo
o No
ROER ER R RS

Local Daily
Newspaper(s)
(Sunday)
1.8

0.6%

Wall Street Journal
{Daily)
88

Local Daily
Newspaper(s) (Daily
8.7

Dires

(exc

USA Today (Daily) Cau

7.9

New York
Times (Daily)

6.7

New York Times
(Daily+Sunday)
8.0

Magazines

ct Mail

tuding
alogs)
73

Local Daity
Newspaper(s)
(Sunday)
13.2

New York Times
(Daily+Sunday)

Wall Street Journal
(Daily)
95

Local Daily
Newspaperis)
(Daity+Sunday)
04

USA Today {Daily)

Local Daily New York Times
Newspaper(s) (Daily (Daily)
87 81

Direct Mail Catalogs
Advertising 37
(excluding .

Magazines Catalogs)
7.9 7.3 foshral

= who Drank MICHELOB ULTRA in the past 30 days

mWDC

Avg. Week Ad-Supported All Print Media (Persons & % Reach): Adults 21 or older Avg Day Ad-Supported Print Media (% Time Spent & Av.

Local Daily Newspaper(s) (Daily

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

New York Times (Daily)

New York Times (Daily+Sunday)

New York Times (Sunday)

Wall Street Journal (Daily)

USA Today (Daily)

All Local Weekly Newspapers

Magazines

Catalogs

Books

All Gmphs and soefa.ai Dﬂ'ta Modeling Capynghr ©

oo | 255 e

who Drank MICHELOB ULTRAin
the past 30 days

® who Drank MICHELOB ULTRA in the past 30 days

h R1 2026: Mar25-Mar26 Qual Intab
026 Hubbard Broadcasting, Inc. LLC. All rlghts reserved.

Avg. Hours+Minutes/day with Ad-

m m Supported Print Media: Adults 21 or olderm

mWDC

vg. Minutes/day Spent): Adults 21 or older

Local Daily
Newspaper(s}
(Sunday)
118

New York Times
(Sunday)
93

10.0%

Wall Street Journal (Daily)
8.8

Local Daily Newspaper(s)
{DaitysSunday)
88

Local Daily Newspaper(s)
{Daily
8.7

New York Times
(Daity+Sunday)
8.0

Direct Mail Advertising
(excluding Catalogs)
73

New York Times (Daily)

Magazine
s
6.7

Local Daily
Newspaper(s)
(Sunday)
132

New York Times
(sunday)
12.0

Local Daily
(Daity
87

wspaper(s)

Local Daily
Wall Street Journal  Newspaper(s)
{Daily} {Daily+Sunday)
9.5 9.4

New York Times
(Daity) Magazines
8.1

Direct Mail Advertising (excluding
Catalogs)
7.3

326
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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

Totol Pes

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

Local Daily Newspaper(s) (Daily

New York Times (Daily+Sunday)

RO 391 249 m
New York Times (Sunday)
New York Times (Daily)

Wall Street Journal (Daily)

mH
[szace | oo e
iosaze | JPki)
o770 | pr

u who Drank MICHELOB ULTRA in the past 30 days

USA Today (Daily)
All Local Weekly Newspapers
Catalogs

Magazines

S e—
_m-— &

vg Hours+Minutes/day with All

m Wd‘“ Adults 21 or older

who Drank MICHELOB ULTRA in
the past 30 days

52,175 or 34.% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days read Local
Daily Newspaper(s) (Daily+Sunday) for an average of 9.4 minutes every day representing 24.4% of all

time spent daily with All forms of Print Media.

mSEA

Local Daily
Newspaper(s)
(Sunday)
13.0

USA Today (Daily)
10.5

New York Times
(Daily+Sunday)

10.2

New York Times
lDa:Ivl

Local Daily
Newspaper(s) (Daily

Local Daity
Newspaper(s)
(Sunday)
13.0

Wall Street Journal
(Daily) Catalogs) Magazines
10.2 7.8 7.3

New York Times
(Daily+Sunday)
9.8

USA Today {Daily)
9.7

Local Daily
Newspaper(s) Wall Street Journal
(Daily+Sunday) (Daity)
92 9.2

Local Daily
Newspaper(s) (Daily
85

New York Times
(Daily)
7.7

Catalogs

{excluding =

Catalogs) Magazines

7.6 [ Al

u who Drank MICHELOB ULTRA in the past 30 days

uSEA

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

Total persans:

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

Local Daily Newspaper(s) (Daily

New York Times (Daily+Sunday)

New York Times (Sunday)

New York Times (Daily)

Wall Street Journal (Daily)

USA Today (Daily)

MF
ST

All Local Weekly Newspapers

Catalogs

Hours+Minutes/day with Ad- 2
m—sﬁeﬂpﬁm i s 21 o oder O

Magazines m 8.8% ho Drank MIGHELOB ULTRAIN SEA m
the past 30 days =
oo i §
® who Drank MICHELOB ULTRA in the past 30 days WSEA
carborough R12026: Mar25-Mar26 Intab 132

Qual
All Gmphs ond soefo.ai Dﬂ'ta Modeling Capynghr © 2026 Hubbard Broadcasting, Inc. LLC. All nghts reserved.

Day Ad-Supported Print Media (% Time Spent & A

vg. Minutes/day Spent): Adults 21 or older

Local Daity
Newspaper(s)
(Sunday)
13.0

New York Times
(Sunday)
119

Local Daily
Newspaper(s)
(Daily+Sunday)
9.4

Local Daily
Newspaper(s)
(Daily Local Daity
9.0 Newspaper(s)
[Sunday}
13.0

USA Today (Daily)
10.5

New York Times (Daily)
8.4

New York Times
(sunday)
119

Direct Mail Advertising | Magazine
(excluding Catalogs) s
18 13

New York Times
{Daily+Sunday)
9.8

Local Daily Newspaper(s)

85

USA Today {Daily)
9.7

Local Daily
Newspaper(s)
[Daily+Sunday)
9.2

Direct Mail
Advertising
New York Times | (excluding
(Daily) Catalogs)
7.7 76

Magazines
65
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103,366 or 21.% of Adults 21 or older who Drank MICHELOB ULTRA in the past 30 days read Local
Daily Newspaper(s) (Daily+Sunday) for an average of 11.2 minutes every day representing 32.7% 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

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

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

Books

All Local Weekly Newspapers

New York Times (Daily)

Catalogs

New York Times (Daily+Sunday)

Wall Street Journal (Daily)

New York Times (Sunday)

Avg. Hours+Minutes/day with All
Print Media: Adults 21 or older

-

% Time

= s
!agggaaﬂ

Local Daily
Newspaper(s)
(Sunday)
15.2

Wall Street Journal
(Daily)
10.6

Local Daily
Newspaper(s)
{Daily+Sunday)

1.2

USA Today (Daily)
10.3

New York Times

New York Times.
(Daily+Sunday)
10.5

Direct Mail
Advertising
{excluding
Catalogs)
73

Magazines
6.3

Local Daily
Newspaper(s)
(Daily+Sunday)
9.9

Local Daily

Newspaper(s) New York Times

USA Today [Daily)
8.9

Direct Mail
Advertising
Wall Street Journal {excluding
(Daity) Catalogs)
8.6 7.4

Catalogs

3.6
New York

USA Today (Daily) m m% who Drank MICHELOB ULTRA in m (Daily) Catalogs {Sunday) [T — Times (Daily) = Magazines
1 the past 30 days 9.1 3.7 14,1 9.3 73 68 AL
Magazines @R Fry L '2?8% 1.196

 who Drank MICHELOB ULTRA in the past 30days

mPHX

= who Drank MICHELOB ULTRA in the past 30 days

m PHX

Avg. Week Ad-Supported All Print Media (Persons & % Reach): Adults 21 or older Avg Day Ad-Supported Print Media (% Time Spent & Av

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

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

All Local Weekly Newspapers

New York Times (Daily)

Catalogs

New York Times (Daily+Sunday)

Wall Street Journal (Daily)

Total persons:

13.75

0,1

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

vg. Minutes/day Spent): Adults 21 or older

Local Daily
Newspapers)
(Sunday)
152

New York Times
(Daity+Sunday)
105

Local Daily Newspaper(s)
(Daily
109

USA Today
Daity)
103

Direct Mail
Advertising
{excluding Catalogs)
7.3

Local Daily
Newspaper(s)
(sunday)
1.1

USA Taday (Daily)
89

Local Daily
Newspaper(s)
(Daily
2.1

New York Times
(Daily+Sunday)
9.3

Direct Mail
Advertising

{excluding New York

Catalogs) Times (Daily)
New York Times (Sunday)  FPPYLFR ERGE e 74 73
usa Ty o) EosE
PR 0:10 _WC Wl ... e Yok Hew Yo Times
Magazines m 1%98% mcnmm:;umh PHX m |s-;r3:y) WalrSlr?rllluct:mnlt()ailﬂ ‘(»me;.(:)iilv) Mﬂt‘;z}ine'. {Su;;:aw wallS(resl:ﬁmnal(ﬂaiw) Map::ngs
0.0%
ook i 00

B PHX
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“Advertising Actions"

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

Social Media
Websites
Direct Mail 75,810,047
Cable TV Networks

Video Streaming Services
Podcasts
Audio Streaming Services
-
Billboards

w P21+ who Drank MICHELOB ULTRA 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 1616

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 =
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"Advertising Actions"

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

Soclal Media
Direct Mail 2,35.1,6"02 ’
Websites | é,sag 2:5'4 . =
Broadcast, Cable, & Sat TV '1,6-70,0788
Local Broadcast TV | 1.204.750
Cable TV Networks 1.050.995 14-4“5 i
Video Streaming Services 1.,‘24.4,555
Newspapers |
Local AM/FM Radio '1 ST
Billboards o 455 10.0% -
Audio Streaming Services | Béo 50 4 <4 11.8% o
Podcasts ‘

761.333 10.4%
¥ P21+ who Drank MICHELOB ULTRA in the past 30 days (Shopped/Visited/Bought past 3mos Due to Ads on %)

W P21+ CHICAGO AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
CHICAGO DMA Scarborough R12026: Feb25-Feb26 QualIntab: 222 SOEfa ai Share of Everything
.
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"Advertising Actions"

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

Social Media

Websites 2,111,576 39.1%

2,459,251 45.5%

1,538,371 28.5%

Broadcast, Cable, & Sat TV e

Cable TV Networks 800,215 14.8%
Local Broadcast TV getees 14.0%
Local AM/FM Radio 884,985 ' 16.4%
Video Streaming Services 942,826 17.4%
Billboards AL 12.0%
Audio Streaming Services 647,896 12.0%
2 5 WASHINGTON, DC
b
Podcasts 24 WASHINGTON, DC|
Newspapers £66,033
m P21+ who Drank MICHELOB ULTRA in the past 30 days (Shopped/Visited/Bought past 3mos Due to Ads on %)
B P21+ WASHINGTON, DC AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
WASHINGTON, DC DMA  Scarborough R12026: Mar25-Mar26  QualIntab: 326 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. SO efa . al for Anything =
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"Advertising Actions"”

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

Websites

1,598,398 36.2%

Social Media 1,758,681 39.8%

Direct Mail T

Broadcast, Cable, & Sat TV S 20.5%

Podcasts

656,845

Video Streaming Services

Local AM/FM Radio

|I’J‘|
I

Local Broadcast TV e 3%
Newspapers T S
Cable TV Networks e 0%
Billboards Sl e
® P21+ who Drank MICHELOB ULTRA in the past 30 days (Shopped/Visited/Bought past 3mos Due to Ads on %)
M P21+ SEATTLE-TACOMA AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
SEATTLE-TACOMA DMA  Scarborough R12026: Mar25-Mar26  QualIntab: 132 * Share of Everything
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Websites

Direct Mail

Social Media

Broadcast, Cable, & Sat TV
Cable TV Networks

Local Broadcast TV

"Advertising Actions"

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

1,678,165 36.5%
1,301,915 28.3%
1,702,279 37.0%

1,039,761 22.6%

731,953 15.9%

736,872

Local AM/FM Radio

711,937

Audio Streaming Services
Podcasts

Video Streaming Services
Billboards

Newspapers

512,293 11.1%

602,620 13.1%

585,294 12.7%

44 PHOENIX
432,798 9.4%

528,556 11.5%
® P21+ who Drank MICHELOB ULTRA in the past 30 days (Shopped/Visited/Bought past 3mos Due to Ads on %)
H P21+ PHOENIX AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)

PHOENIX DMA  Scarborough R12026: Feb25-Feb26  Qualintab: 213 * Share of Everything
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