USA+4 DMAS - W235-24 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days!

*
*
*

* Kk
*

*

*

* & *

Complete Demographic,
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CHICAGO, WASHINGTON, DC,
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Children Ages 17 and Younger
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[((Parent of child under 18: Yes AND Grocery stores shopped past 7 days (HHLD): Any grocery store) AND Food types HHLD bought (HHLD): Dairy-free)]




11.6% or 7,449,707 of USA Women 25 - 54 are Moms who Bought DAIRY-FREE Grocery Items in the past 7 daysj.
Typical Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days are 39.3 years old
(1.9% younger than average) and have a $96,242 (3.8% higher than average) annual household income.
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14.% or 265,635 of CHI DMA Women 25 - 54 are Moms who Bought DAIRY-FREE Grocery Items in the past 7 days.
Typical Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days are 37.9 years old
(5.3% younger than average) and have a $88,411 (13.5% lower than average) annual household income.
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10.1% or 149,751 of WDC DMA Women 25 - 54 are Moms who Bought DAIRY-FREE Grocery Items in the past 7 days!
Typical Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days are 42. years old
(4.4% older than average) and have a $159,293 (21.2% higher than average) annual household income.
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12.9% or 147,889 of SEA DMA Women 25 - 54 are Moms who Bought DAIRY-FREE Grocery Items in the past 7 days.
Typical Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days are 40.1 years old
(.6% older than average) and have a $132,121 (6.8% higher than average) annual household income.
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10.3% or 116,415 of PHX DMA Women 25 - 54 are Moms who Bought DAIRY-FREE Grocery Items in the past 7 days.
Typical Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days are 37.9 years old
(4.8% younger than average) and have a $91,707 (6.9% lower than average) annual household income.
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i 11.6% or 7,449,707 of USA Women 25 - 54 are Moms who Bought DAIRY-FREE Grocery Items in the past 7...
"Tﬁo A e — Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days are 5.% less likely to be
Brg a college graduate, 6.2% less likely to work full-time, 24.9% more likely to be married, 109.2% more

likely to be a parent of 1 or more children under 18.
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14.% or 265,635 of CHI DMA Women 25 - 54 are Moms who Bought DAIRY-FREE Grocery Items in the past 7.
Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days are 26.1% less likely to
be a college graduate, 14.8% less likely to work full-time, 20.6% more likely to be married, 106.3% more
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10.1% or 149,751 of WDC DMA Women 25 - 54 are Moms who Bought DAIRY-FREE Grocery Items in the pa:Lt...
Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days are 22.9% more likely to
be a college graduate, 3.% more likely to work full-time, 34.6% more likely to be married, 124.7% more

likely to be a parent of 1 or more children under 18.
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“Rs 12.9% or 147,889 of SEA DMA Women 25 - 54 are Moms who Bought DAIRY-FREE Grocery Items in the pastl...
A mondf Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days are 6.3% less likely to

,’géle g be a college graduate, 7.3% less likely to work full-time, 30.1% more likely to be married, 113.3% more
likely to be a parent of 1 or more children under 18.
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10.3% or 116,415 of PHX DMA Women 25 - 54 are Moms who Bought DAIRY-FREE Grocery Items in the past!...
Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days are 38.6% less likely to
be a college graduate, .4% less likely to work full-time, 26.2% more likely to be married, 111.6% more
likely to be a parent of 1 or more children under 18.
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Do 11.6% or 7,449,707 of USA Women 25 - 54 are Moms who Bought DAIRY-FREE Grocery Items in the past 7 days.
: Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days are 17.2% more likely to

own their home, 19.2% more likely to own a higher valued home, 11.1% more likely to have a single-
family home, 7.2% more likely to have a dog.
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14.% or 265,635 of CHI DMA Women 25 - 54 are Moms who Bought DAIRY-FREE Grocery Items in the past
Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days are 9.2% more likely to
own their home, 6.8% more likely to own a lower valued home, 3.3% more likely to have a single-family
home, 30.8% less likely to have a dog.

m Own/Rent/Other: Women 25 - 54 mﬁm Type of Home:Women 25 - 54  4,{® Pets in Home:Women 25 - 54
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10.1% or 149,751 of WDC DMA Women 25 - 54 are Moms who Bought DAIRY-FREE Grocery Items in the past 7...
Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days are 48.9% more likely to
own their home, 10.4% more likely to own a higher valued home, 57.8% more likely to have a single-

family home, 12.1% more likely to have a dog.
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oo 12.9% or 147,889 of SEA DMA Women 25 - 54 are Moms who Bought DAIRY-FREE Grocery Items in the past 7...
3 Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days are 1.3% more likely to

own their home, 5.% more likely to own a lower valued home, 1.% more likely to have a single-family

home, 33.9% more likely to have a dog.
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A 10.3% or 116,415 of PHX DMA Women 25 - 54 are Moms who Bought DAIRY-FREE Grocery Items in the past 7...

Almond ¢ Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days are 24.6% more likely to

ree own their home, 8.7% more likely to own a lower valued home, 13.1% more likely to have a single-family
home, 43.% more likely to have a dog.
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11.6% or 7,449,707 of USA Women 25 - 54 are Moms who Bought DAIRY-FREE Grocery Items in the past 7...
Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days are 15.8% more likely to
look up D-I-Y advice online, 4.7% more likely to always vote in local elections, 7.4% less likely to belong to

a gym, 2.% less likely to fly domestic past y
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14.% or 265,635 of CHI DMA Women 25 - 54 are Moms who Bought DAIRY-FREE Grocery Items in the past 7...
Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days are 9.8% more likely to

look up D-I-Y advice online, 9.9% less likely to always vote in local elections, 5.% less likely to belong to a
gym, 18.% less likely to fly domestic past yr
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By 10.1% or 149,751 of WDC DMA Women 25 - 54 are Moms who Bought DAIRY-FREE Grocery Items in the past...
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Sl 12.9% or 147,889 of SEA DMA Women 25 - 54 are Moms who Bought DAIRY-FREE Grocery Items in the past 7..
A mon Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days are 2.5% more likely to
(eele = look up D-I-Y advice online, 7.9% more likely to always vote in local elections, 23.8% less likely to belong to

a gym, 7.3% more likely to fly domestic past
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gym, 16.6% less likely to fly domestic past

10.3% or 116,415 of PHX DMA Women 25 - 54 are Moms who Bought DAIRY-FREE Grocery Items in the past 7..
Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days are 4.9% less likely to look
up D-I-Y advice online, 6.2% less likely to always vote in local elections, 36.3% more likely to belong to a
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etc) Finanding)
® Moms who Bought DAIRY-FREE Grocery Items in the past 7 days H PHX

33.4%)
2 22.8%) by 22.6%)
wn .

Political Activity: Women 25 - 54

b 79.7% | !
b 38.7% 5 % - 133.1%

Registered to Vote Democrat [ Lean  Republican / Lean Independent / None
(In District of Residence) Democrat Republican of These

Presidenic Elections: Aways
Presidential Elections: i m’ﬂ

Statewide Elections: Always
ide Elections: imes T
pTE——
Local Elections: Sometimes _EE-

#Moms who Bought DAIRY-FREE Grocery Items in the past 7 days - PHX

(9
W& Top-30 past 12-months Active Lifestyle Activites: Women 25 - 54 % Past 12-months Domestic Airline Trips: Women 25 - 54

1 trip

2 trips
3 trips
4 trips
5-9 trips

10+ trips

Giling-  Gamening  Swimming  Hiking-  Volinteer Belongto  lawnCare  Sewing- Bowling  Bicyding  Camping cmupnmm Yoga-plates Jogging-  Fallowa Fishing Aduk Basketbal
Outdoor  [Flowersor Backpacking  Work  Health Clubor cafts Runming  Weight Loss Continving
Cooking  Vegetbles) Gym PrgRm education

® Moms who Bought DAIRY-FREE Grocery ltems in the past 7 days

PHX DMA Scarborough R2 2025: Aug24-Jul25 Qual Intab 133
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= PHX

169,099

151,217 13.3%
[ 7 ——
85,738 7.6%

- 2.0%
62,487 5.5%

8.9%
14.9%

8.1%
8.2%
3.2% Flew Domestic past year: 45.4 54.4%
4.8% Avg. # Domestic Flights: ISz BENEY- I

-ﬂjhﬂ_ﬁnhm_’*m‘- -

Soating  Camgierol Competiive  Socter football Teamis  Organized  Sofball-  Muning  Snow Sking-
Aging Parent Video Gaming Roadace  Basebail Snowboarding
or Relative [sx,

Marathon,

e

[((Parent of child under 18: Yes AND Grocery stores shopped past 7 days (HHLD): Any grocery store) AND Food types HHLD bought (HHLD): Dairy-free)]




Past 30-days QSR Users: Women 25 - 54

3 times

4 times

5 times

6-9times

10times or more

16.5%
# Moms who Bought DAIRY-FREE Grocery Items in the past 7 days

mUSA

Total Monthly QSR Users: Avg. Monthly QSR Meals:
88.6%

e R - EE

yr., 1.5% less likely to smoke cigarettes.

11.6% or 7,449,707 of USA Women 25 - 54 are Moms who Bought DAIRY-FREE Grocery Items in the past 7 days.
Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days are 2.6% more likely to use
QSRs past mo., 6.8% more likely to use Sit-Down Restaurants past mo., 7.4% more likely to use Casinos past

Past 30-days Sit-Down Restaurant Users: Women 25 - 54

¢ 3o i

6.5
10times or more

® Moms who Bought DAIRY-FREE Grocery Items in the past 7 days

Total Monthly Sit-Down Restaurant Users:  Avg. ly Sit-Down
76.9% 72.0%

e mam [

Drank Past 30-ays: Women 25 - 54

Liquor

Wine

Any Type of Beer
Domestic Light Beer
Imported Beer
Domestic Regular Beer

Microbrew / Craft Beer

Casinos visited past 12 hs: Yes Mari
» Moms who Bought DAIRY-FREE Grocery Items in the past 7 days mUSA W Moms who Bought DAIRY-FREE Grocery ltems in the past 7 days BUSA
UsA USA Projection Scarborough R2 2025: Sep24-Aug25 Qual Intab 1,353
All Graphs and HBIAI Data Modeling Copyright © 2025 Hubbard Broadcasting, inc. LLC. All rights reserved. USA Projection Scarborough R2 2025: Sep24-Aug25 Qual Intab 25,507

Top-10 Cuisines: Women 25 - 54

(Sit-Down Restaurants Used Past 30-days)

Coffee  Bagel/
Mouse/ Domut/
Coffes Bar  Bakery

wings/ steskhouse Upscale
eurgers /
sports Bar

= Moms who Bought DAIRY-FREE Grocesy Items in the past 7 days. mUSA

ho Bought in the... 23.7%

use P 25.5%

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

Past 12 months Casino Activities: Women 25 - 54 _

- o

Slot Machines

Bar / Nightclub

Table Games (Craps, Poker, etc.)
Upscale Restaurant

Stage Show / Concert

Spa

Sports Betting

Other Gambling

Used Past 30-days: Women 25 - 54

[ Cannabis

Cigarettes Vape

= Moms who Bought DAIRY-FREE Grocery items in the past 7 days mUSA

[((Parent of child under 18: Yes AND Grocery stores shopped past 7 days (HHLD): Any grocery store) AND Food types HHLD bought (HHLD): Dairy-free)]
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Past 30-days QSR Users: Women 25 - 54

:‘_Iﬂ

2 times

3 times

4 times

5times

6 - 9times

10times or more

# Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
Avg. Monthly QSR Meals:

WCHI

Total Monthly QSR Users:
87.2% 5.0%

85.

past yr., 5.5% less likely to smoke cigarettes.

1time

2 times

3 times

4 times

5 times

6 - 9times

Lo

= Moms who Bought DAIRY-FREE Grocery Items in the past 7 days

10times or more

®CHI

Total Monthly Sit-Down Restaurant Users:  Avg. M
71.5%

hly Sit-Down R

81.7%

Drank Past 30-days: Women 25 - 54

Liquor

Wine

Any Type of Beer
Imported Beer g 1%
ﬁ% 7.4% i

Domestic Light Beer
Domestic Regular Beer

Microbrew / Craft Beer

# Moms who Bought DAIRY-FREE Gracery Items in the past 7 days

CHI DMA

W CHI

Scarborough R2 2025: Sep24-Jul25 Qual Intab

Slot Machines

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

Upscale Restaurant

Stage Show / Concert

Spa

Sports Betting

Other Gambling

= Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
213
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Casinos visited past 12

Meals:

Past 30-days Sit-Down Restaurant Users: Women 2 -54
4 ®

14.% or 265,635 of CHI DMA Women 25 - 54 are Moms who Bought DAIRY-FREE Grocery Items in the past 7 da
Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days are 2.6% more likely to use
QSRs past mo., 14.2% more likely to use Sit-Down Restaurants past mo., 24.4% less likely to use Casinos

Top-10 Cuisines: Women 25 - 54

(Sit-Down Restaurants Used Past 30-days)

caffee sagel/  wings/ Upscale Steakbouse indian/
House / Doawt/ Burgers/ Thai/
Coffes Bar Bakery  Sports Bar

Mexian  Chinese pima  malian

Other
asian

= Moms who Bought DAIRY-FREE Grocery Items in the past 7 days el

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
ho Bought in the... 27.3%

29.7%

(e 561,862

Past 12 months Casino Activities: Women 25 - 54

Used Past 30-days: Women 25 - 54

ij / Cannabis

m CHI

Cigarettes

Vape

® Moms who Bought DAIRY-FREE Grocery Items in the past 7 days mCHI

[((Parent of child under 18: Yes AND Grocery stores shopped past 7 days (HHLD): Any grocery store) AND Food types HHLD bought (HHLD): Dairy-free)]



Past 30-days QSR Users: Women 25 - 54
)
[

2imes

10.4%

3 times

4 times

5times

6 - 9times

10times or more

= Moms who Bought DAIRY-FREE Grocery Items in the past 7 days

Total Monthly QSR Users: Avg. Monthly QSR Meals:

86.3%

= WDC

past yr., 53.9% less likely to smoke cigarettes.

Past 30-days Sit-Down Restaurant Users: Wmen 25-54
4 ®

1time 18.8%

2 times

3 times

4 times

5 times

6 - 9times

10times or more

® Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
Total Monthly Sit-Down Restaurant Users: Avg. Monthly Sit-Down R

Drank Past 30-days: Women 25 - 54

Liquor

Wine

Any Type of Beer
Imported Beer

Domestic Regular Beer

Domestic Light Beer - v
Microbrew / Craft Beer 1 6% i
® Moms who Bought DAIRY-FREE Grocery Items in the past 7 days BWDC
DMA Scarborough R2 2025: Oct24-Aug25 Qual Intab

10.1% or 149,751 of WDC DMA Women 25 - 54 are Moms who Bought DAIRY-FREE Grocery Items in the past 7 days.
Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days are 10.% less likely to use
QSRs past mo., 5.4% more likely to use Sit-Down Restaurants past mo., 14.7% more likely to use Casinos

Top-10 Cuisines: Women 25 - 54

(Sit-Down Restaurants Used Past 30-days)

upscale Steakbouse wings /
Burgers /
Sports gar

Mouse/  Donut/
Caffes Bar  Bakery

= Moms who Bought DAIRY-FREE Grocery Items in the past 7 days mwoc

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
ho Bought in the... 22.0%
29.9%

LL /o 445,085

Past 12 months Casino Activities: Women 25 - 54

340,978

Bar / Nightclub .1

Slot Machines

Upscale Restaurant

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

Spa

Sports Betting |

Other Gambling Casinos visited past 12

Used Past 30-days: Women 25 - 54

%

ij / Cannabis

Yes

= Moms who Bought DAIRY-FREE Grocery ltems in the past 7 days mWDC

377
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Cigarettes

Vape

# Moms who Baught DAIRY-FREE Grocery Items in the past 7 days mwnC

[((Parent of child under 18: Yes AND Grocery stores shopped past 7 days (HHLD): Any grocery store) AND Food types HHLD bought (HHLD): Dairy-free)]



E il
% 2 times
3 times

4 times

5 times

6 - 9times

10times or more

* Moms who Bought DAIRY-FREE Grocery Items in the past 7 days WSEA

Avg. Monthly QSR Meals:
82.1%

e IR _

Total Munthfy QSR Users:

12.9% or 147,889 of SEA DMA Women 25 - 54 are Moms who Bought DAIRY-FREE Grocery Items in the past 7 days.
Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days are 7.7% more likely to use
QSRs past mo., 5.4% less likely to use Sit-Down Restaurants past mo., 23.% more likely to use Casinos past

| yr., 79.% less likely to smoke cigarettes.

Past 30-days Sit-Down Restaurant Users: Women 25-54

18 7%

4 ¥

1time
2 times
3 times
4 times
5 times

6 - 9times

10times or more
WSEA
Meals:

# Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
Avg. Monthly Sit-Down R
67.3% 71.1%

Total Monthly Sit-Down Restaurant Users:

Top-10 Cuisines: Women 25 - 54

|St -Down Restaurants Used Past 30-days)

Cofles e iza  chinese  magel/ nuimu

House / Donat /
Coffee Bar Bakery et
asizn

Ymal  mIR | W) ginkiae

8 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days mSEA
Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
ho Bought in the... 22.2%
23.5%

B2 268,758

Drank Past 30—days. Women 25 54

g
Wine 3enme 31.5%
Any Type of Beer 29 3%
Imported Beer

Domestic Regular Beer

-
12.5% 5
- e ¥

v

Domestic Light Beer

Microbrew / Craft Beer

# Moms who Bought DAIRY-FREE Grocery Items in the past 7 days ESEA

SEA DMA Scarborough R2 2025: Sep24-Jul25 Qual Intab

Past 12 months Casmo Activities: Women 25 54

33 0%

Slot Machines

Bar / Nightclub

Upscale Restaurant

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

Spa

Sports Betting

Used Past 30-days: Women 25 - 54

%

.=

Cigarettes

/ Cannabis

Other Gambling Casinos visited past 12 Yes

= Moms who Bought DAIRY-FREE Grocery ltems in the past 7 days wWSEA

229
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= Moms who Bought DAIRY-FREE Grocery items in the past 7 days mSEA

[((Parent of child under 18: Yes AND Grocery stores shopped past 7 days (HHLD): Any grocery store) AND Food types HHLD bought (HHLD): Dairy-free)]



e d 10.3% or 116,415 of PHX DMA Women 25 - 54 are Moms who Bought DAIRY-FREE Grocery Items in the past 7 dLys.
ona

A’B%ele

Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days are 6.7% more likely to use
QSRs past mo., 7.5% more likely to use Sit-Down Restaurants past mo., 19.6% more likely to use Casinos
past yr., 41.5% less likely to smoke cigarettes.

Past 30-days Sit-Down Restaurant Users: Women 25 - 54 Top-10 Cuisines: Women 25 - 54

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

18.
2times I 4
.6%

Coffee  Chinese  Pimza Steakhouse maan  magel/  Wings/ ndiam/  Upscale

3 times

T
5 times %

5 times

6 - 9times

House / Donut/ Burgers/ Thaif
10 times or more 10times or more &6 Coften st e
* Moms who Bought DAIRY-FREE Grocery Items in the past 7 days PHX ® Moms who Bought DAIRY-FREE Grocery Items in the past 7 days B PHX = Moms who Bought DAIRY-FREE Grocery Items in the past 7 days Lt
Total nggg‘:’g,fy QSR Users: Avg. Monthly QSR Meals: Total Monthly Sit-Down Restaurant Users:  Avg. Monthly Sit-Down R Meals: Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
8 87.1%

77.4% 72.0% o Bought in the... [ERS000N 14.9%

Drank Past 30-days: Women 25 - 54 Past 12 months Casino Activities: Women 25 - 54 Used Past 30-days: Women 25 - 54

Liquor  priyry 39.1% Slot Machines Py 32.9% =r i
Any Type of Beer Table Games (Craps, Poker, etc.) i{]
Wine Bar / Nightclub e -
Domestic Light Beer Stage Show / Concert
Imported Beer Upscale Restaurant m 9.8%
Domestic Regular Beer s . - v Sports Betting. Eﬁsl% 4.9%
Microbrew / Craft Beer i Other Gambling '5%5_7% & & & 27 74 22 6
Spa é%l%; 0% Casinos visited past 12 Yes ij / Cannabis Cigarettes Vape
® Moms who Bought DAIRY-FREE Grocery Items in the past 7 days W PHX = Moms who Bought DAIRY-FREE Grocery Items in the past 7 days mPHX

= Moms who Bought DAIRY-FREE Grocery Items in the past 7 days mPHX

PHX DMA Scarborough R2 2025: Aug24-Jul25 Qual Intab 133
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[((Parent of child under 18: Yes AND Grocery stores shopped past 7 days (HHLD): Any grocery store) AND Food types HHLD bought (HHLD): Dairy-free)]
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11.6% or 7,449,707 of USA Women 25 - 54 are Moms who Bought DAIRY-FREE Grocery Items in the past 7 days.

Ond* = Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days are 6.5% less likely to have a

Bregle — 401K, 3.8% more likely to have an Auto Loan, 7.7% more likely to Invest/Trade Stocks Online, 7.6% more likely
to pay with their Debit Card.

Investments Owned: Women 25 - 54
401K Plan

31,250,
IRA (Individual Retirement Account) -
Stocks or Stock Options

Mutual Funds

529 Plan / College Savings Plan

Money Market Funds 199';‘%

Other (Crypto / NFTs / Metals, etc.) -.7;::6

6.2%
Bonds Ems%

Second Home or Real Estate Property Ea :;:%

= Moms who Bought DAIRY-FREE Grocery Items in the past 7 days mUSA

Financial Services Has and/or Uses:

Checking Debitor ATM  Savings

Women 25 - 54

9.2% 8.3% 99 5% 5.3%

" 3.2%
TS e I e e

Home Auto loan  Student loan Money  Certificates of Personal Loan Refinanced Home

Mortgage Market  Deposit (CDs) Home  Improvement
Account Mortgage Loanor Home
Equity Loan

® Moms who Bought DAIRY-FREE Grocery Items in the past 7 days W USA

Professional Services Used*: Women 25 - 54

Tax Preparation Service
10,579,053

Financial Planner

Online Investing / Stock Trading

Accountant
Insurance Agent at a Local Office (not online) ﬁ 46%
Real Estate Agent 3;3;:;
Estate Planning E 1.2;%

*Past 12 Months,
Divorce / Family Attorney 25% | )
1.5%
= Moms who Bought DAIRY-FREE Grocery ltems in the past 7 days mUSA

usa USA Projection Scarborough R2 2025: Sep24-Aug25 Qual intab

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

DebitCard  ApplePay MasterCard

Scarborough R2 2025: Sep24-Aug25

Past 3-Months Payment Methods Used: Women 25 - 54

9.5% 9.8% -~

CashApp GooglePay Store Credit American Discover  Square Cash Facebook Samsung Pay
Card Express Messenger

= Moms who Bought DAIRY-FREE Grocery tems in the past 7 days mUSA

25,507

[((Parent of child under 18: Yes AND Grocery stores shopped past 7 days (HHLD): Any grocery store) AND Food types HHLD bought (HHLD): Dairy-free)]



14.% or 265,635 of CHI DMA Women 25 - 54 are Moms who Bought DAIRY-FREE Grocery Items in the past 7...
Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days are 31.1% less likely to have
a 401K, 11.2% less likely to have an Auto Loan, 15.9% more likely to Invest/Trade Stocks Online, 1.2% more
likely to pay with their Debit Card.

Investments Owned: Women 25 - 54
Lo i 5 1
IRA (Individual Retirement Account)
Stocks or Stock Options
6.9%
9.1%
1;53,699 8.5%
BB
8.1%
Bonds ﬁ'ﬁm
Other (Crypto / NFTs / Metals, etc.) m 123%
800N 7.8%
[T a.8%

¥ Moms who Bought DAIRY-FREE Grocery Items in the past 7 days

401K Plan

Mutual Funds

529 Plan / College Savings Plan 125%

Money Market Funds

Second Home or Real Estate Property

M CHI

Financial Services Has and/or Uses: Women 25 - 54

Autoloan Studentloan  Money  Certificates of Personal Loan Refinanced

Checking  Debit or ATM

Credit Card Mobile Online Bill Home

Savings Home
Account card Account Banking Banking Paying Mortgage Market  Deposit{CDs) Home  Improvement
Account Mortgage Loan or Home
Equity Loan
= Moms who Bought DAIRY-FREE Grocery Items in the past 7 days m CHI

Professional Services Used*: Women 25 - 54

Tax Preparation Service

266,018
Financial Planner g
120,

2 11.7%
Online Investing / Stock Tradi
Accountant A ;
countan 8.7%
Insurance Agent at a Local Office (not online) L ‘ .

3.9%
4,0%
6.1
2881%
Real Estate Agent hm 2.1%
1.7%
2.9%
6%

¥

Estate Planning &

® Moms who Bought DAIRY-FREE Grocery ltems in the past 7 days
DMA Scarborough R2 2025: Sep24-Jul25 Qual Intab 213

(*Past 12 Months)

N CHI

Past 3-Months Payment Methods Used: Women 25 - 54

AL

Square Cash  American

Google Pay  Store Credit

Cash App

Debitcard  ApplePay MasterCard

venmo

Paypal Discover Facehook  Samsung Pay
card Express Messenger
= Moms who Bought DAIRY-FREE Grocery ltems in the past 7 days mCHI

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

[((Parent of child under 18: Yes AND Grocery stores shopped past 7 days (HHLD): Any grocery store) AND Food types HHLD bought (HHLD): Dairy-free)]



nﬁélnvestments Owned: Women 25 - 54

401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

529 Plan / College Savings Plan
Money Market Funds

Other (Crypto / NFTs / Metals, etc.)

10.1% or 149,751 of WDC DMA Women 25 - 54 are Moms who Bought DAIRY-FREE Grocery Items in the past...
Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days are 12.% more likely to have
a 401K, 3.5% more likely to have an Auto Loan, 50.8% more likely to Invest/Trade Stocks Online, 4.7% more
likely to pay with their Debit Card.

20.
20.7%
12.6%
30.6%
169,306 11.4%
19.7%

9.4%
8.9%

2

Financial Services Has and/or Uses: Women 25 - 54

6.6%
9% 5.6%

: B0 % oam
.

Online Bill Auto loan  Studentloan

Mobile

Checking Debitor ATM  Savings Credit Card Online

Second Home or Real Estate Property 7o Home Money  Certificates of Personal Loan Refinanced ~ Home
Account card Account Banking  Banking Paying  Mortgage Market  Deposit {COs) Home  Improvement
Bonds 14.1% Account Mortgage Loan or Home
i 5.9% Equity Loan
¥ Moms who Bought DAIRY-FREE Grocery Items in the past 7 days WWDC ® Moms who Bought DAIRY-FREE Grocery Items in the past 7 days mWDC
. . —
3
Professional Services Used*: Women 25 - 54 JyPast 3-Months Payment Methods Used: Women 25 - 54
2.6%
ot i 5%
it [ s @ @
Estate Planning — 4.7 11.4%11.0%
Insurance Agent at a Local Office (not online) H"z 1% i o e
. } 1.2% (*Past 12 Months) ApplePay  CashApp DebitCard MasterCard GooglePay American StoreCredit  Discover  SquareCash  Facebook Samsung Pay
Divorce / Family Attorney 1.2% Express Ccard Messenger
= Moms who Bought DAIRY-FREE Grocery Items in the past 7 days mWDC ® Moms who Bought DAIRY-FREE Grocery items in the past 7 days =WDC

MA

Scarborough R2 2025: Oct24-Aug25

Qual Intab 377

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

[((Parent of child under 18: Yes AND Grocery stores shopped past 7 days (HHLD): Any grocery store) AND Food types HHLD bought (HHLD): Dairy-free)]



12.9% or 147,889 of SEA DMA Women 25 - 54 are Moms who Bought DAIRY-FREE Grocery Items in the past 7...
Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days are 8.2% more likely to have

a 401K, 46.4% more likely to have an Auto Loan, 39.9% less likely to Invest/Trade Stocks Online, 2.2% less

likely to pay with their Debit Card.

mﬁ AInwestments Owned: Women 25 - 54

IRA (Individual Retirement Account)

Financial Services Has and/or Uses: Women 25 - 54

379,303

Stocks or Stock Options
Mutual Funds ggj'm
Money Market Funds o-;;;gx
Bonds 65'_3!:;

Other (Crypto / NFTs / Metals, etc.) ,?4‘59'?%

33.2%

2 M 9.5%
7.8%

Second Home or Real Estate Property E ci% Checking Debitor ATM  Savings  CreditCard  Online Mobile  OnlineBill  Home

Personal Loan C of Refi Home
Account card Account Banking Banking Paying Mortgage Market Deposit(CDs]  Home  Improvement
. 11.9% Account Mortgage Loan or Home
529 Plan / College Savings Plan m’" ity 1o

B Moms who Bought DAIRY-FREE Grocery ltems in the past 7 days NSEA = Moms who Bought DAIRY-FREE Grocery Items in the past 7 days mSEA

Professional Services Used*: Women 25-54 | 'Past 3-Months Payment Methods Used: Women 25 - 54

Online Investing / Stock Trading

59,650

14.0¢

Financial Planner
128 724 11.3%

Accountant
6.9%
E o o
580 2.4%
Estate Plannii
B

3.8%

Real Estate Agent

Insurance Agent at a Local Office (not online)

8.5% B8.7% 799 9.2%

R N 2.4% (*Past 12 Months) visa Venmo DebitCard  ApplePay MasterCard CashApp GooglePay  American  Store Credit Square Cash  Discover Facehook  Samsung Pay
Divorce/ Family Attomey !1'55‘ Express card Messenger
= Moms who Bought DAIRY-FREE Grocery ltems in the past 7 days mSEA ® Moms who Bought DAIRY-FREE Grocery Items in the past 7 days ESEA

SEA DMA Scarborough R2 2025: Sep24-Jul25 Qual intab 229
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10.3% or 116,415 of PHX DMA Women 25 - 54 are Moms who Bought DAIRY-FREE Grocery Items in the past 7...
Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days are 37.% less likely to have a
401K, 40.4% less likely to have an Auto Loan, 66.6% less likely to Invest/Trade Stocks Online, 34.4% more

likely to pay with their Debit Card.

nﬁ Y Investments Owned: Women 25 - 54 Financial Services Has and/or Uses: Women 25 - 54

401K Plan 7 e

IRA (Individual Retirement Account)

Stocks or Stock Options
5488 4.7%
Mutual Funds Si%

3.1%
Money Market Funds & 8%

o 5.8%
529 Plan / College Savings Plan E'B%

Other (Crypto / NFTs / Metals, etc.) E"_;:%

5.5% 6.3% 519

% « BT o WS ain o157 5 sz 11074 s
Checking itor ATM  Savings Credit Car Online Mohbile Home Online Bi Auto loan Studentloan  Money  Personal Loan Certificates of Refinances Home
Second Home or Real Estate Property g™ ", hecking  Debi i ditcard  onli obil nline Bill udent] nal rtificates of Refinanced
Account card Account Banking Banking  Mortgage Paying Market Deposit(CDs]  Home  Improvement
33.0% Account Mortgage Loan or Home
Bonds B8 % Equity Loan
i Moms who Bought DAIRY-FREE Grocery ltems in the past 7 days WPHX = Moms who Bought DAIRY-FREE Grocery Items in the past 7 days mPHX

Professional Services Used*: Women 25 - 54 y'E'Past 3-Months Payment Methods Used: Women 25 - 54
Tax Preparation Service 180487 IL7% 15.0%

Financial Planner

112,411

Online Investing / Stock Trading e
mine Investing / Stock Troding  pecter -
147 3.6%
. g 2.7%
Insurance Agent at a Local Office (not online) 3.9%
538 3.0%
Real Estate Agent  Seta
e 31,270 PR3
Z 2.7%
Estate Planning E—”‘

11.6%

6.5% %

Venmo Zelle DebitCard  ApplePay MasterCard Google Pay

R N 0.3% (*Past 12 Months) Discover ~ Square Cash American  Facebook Samsung Pay
Divorce/ Family Attomey E‘ 0.5% card Express  Messenger
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Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days spend an average of 2 days, 17 hours,
26 minutes and 43 seconds each week with All Forms of Media.

79.1% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days spend an avg. of 7 hours and 19 minutes each
week listening to All Local AM/FM Radio, representing 8.9% of total time spent with all forms of Media.

B

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

- ey

Concurr

Usage 55.0%
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' Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days spend an average of 2 days, 4 hours,
21 minutes and 57 seconds each week with All Forms of Media.
78.8% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days spend an avg. of 7 hours and 9 minutes each
week listening to All Local AM/FM Radio, representing 10.8% of total time spent with all forms of Media.

Avg. H:M:S/weekwith All Forms of Media:

Adults 18 or older
A R
Concurrent 5 1
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' Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days spend an average of 2 days, 18 hours,
56 minutes and 9 seconds each week with All Forms of Media.
71.1% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days spend an avg. of 6 hours and 59 minutes each
week listening to All Local AM/FM Radio, representing 7.4% of total time spent with all forms of Media.

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

62:11:40
Concurrent
usoge X proms mﬁgeﬁgﬁ DAIRY-FREE woe

Grocery Items in the past 7
days

% of Total

Weekly H:M:

Byl 57.2%
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' Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days spend an average of 2 days, 16 hours,
6 minutes and 51 seconds each week with All Forms of Media.

73.5% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days spend an avg. of 6 hours and 51 minutes each
week listening to All Local AM/FM Radio, representing 7.9% of total time spent with all forms of Media.

BT

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

Concurrent
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Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days spend an average of 3 days, 17 hours,
3 minutes and 38 seconds each week with All Forms of Media.

87.9% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days spend an avg. of 7 hours and 57 minutes each
week listening to All Local AM/FM Radio, representing 7.9% of total time spent with all forms of Media.
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Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days spend an average of 1 days, 19 hours,
15 minutes and 44 seconds each week with All Forms of Ad-Supported Media.

77.4% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days spend an avg. of 6 hours and 49 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 12.2% of total time spent with all forms of Ad-Supported Media.
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| Women 25 - 54 Moms who Bought DAIRY-FREE Grocery ltems in the past 7 days spend an average of 1 days, 9 hours,

24 minutes and 29 seconds each week with All Forms of Ad-Supported Media.

77.8% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days spend an avg. of 6 hours and 50 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 15.9% of total time spent with all forms of Ad-Supported Media.

96.3% Avg. H:M:S/week with All Forms of Ad-
Supported Media: Adults 18 or older

=

Moms who Bought DAIRY-
FREE Grocery Items in the
past 7 days
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| Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days spend an average of 1 days, 20 hours,

41 minutes and 47 seconds each week with All Forms of Ad-Supported Media.

67.2% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days spend an avg. of 6 hours and 11 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 9.3% of total time spent with all forms of Ad-Supported Media.

B

Avg. H:M:S/week with All Forms of Ad-
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Usage 62.7%
woe
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| Women 25 - 54 Moms who Bought DAIRY-FREE Grocery ltems in the past 7 days spend an average of 1 days, 19 hours,

42 minutes and 39 seconds each week with All Forms of Ad-Supported Media.

72.4% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days spend an avg. of 6 hours and 11 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 10.2% of total time spent with all forms of Ad-Supported Media.
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| Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days spend an average of 2 days, 11 hours,

21 minutes and 59 seconds each week with All Forms of Ad-Supported Media.

86.9% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days spend an avg. of 7 hours and 39 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 11.2% of total time spent with all forms of Ad-Supported Media.
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| Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days spend an average of
6 hours and 10 minutes each day with All Forms of Ad-Supported Media. 77.4% listen to Local
AM/FM Radio for an avg. of 58.4 minutes/day. (Local Radio delivers 12.2% of Time with Ad-Supported M

edia.)

Top-13 All Forms of Media (Persons & % Reach): Women 25 - 54

(average week)
Grocery Stores

Search (Google, Bing, etc.)
Banking/Financial /Real Estate (Websites/Apps)
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Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days spend an average of
4 hours and 46 minutes each day with All Forms of Ad-Supported Media. 77.8% listen to Local
AM/FM Radio for an avg. of 58.7 minutes/day. (Local Radio delivers 15.9% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Womén 25-54

(Average week)
Grocery Stores

Search (Google, Bing, etc.)

News/Weather /Sports (Websites/Apps)
Facebook

Banking/Financial /Real Estate (Websites/Apps)
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Email/Text/IM/Zoom,etc. (Personal & Work)
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Netflix
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Games/Fantasy/Betting Sites

TikTok
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Top-13 All Forms of Media (Persons & % Reach): Women 25 - 54
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| Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days spend an average of
6 hours and 23 minutes each day with All Forms of Ad-Supported Media. 67.2% listen to Local
AM/FM Radio for an avg. of 53. minutes/day. (Local Radio delivers 9.3% of Time with Ad-Supported Medta )
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| Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days spend an average of
6 hours and 14 minutes each day with All Forms of Ad-Supported Media. 72.4% listen to Local
AM/FM Radio for an avg. of 53. minutes/day. (Local Radio delivers 10.2% of Time with Ad-Supported Media.)
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Top-13 All Forms of Media (Persons & % Reach): Women 25 - 54
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| Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days spend an average of
8 hours and 28 minutes each day with All Forms of Ad-Supported Media. 86.9% listen to Local

AM/FM Radio for an avg. of 65.6 minutes/day. (Local Radio delivers 11.2% of Time with Ad-Supported Media.)
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5,767,850 or 77.4% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7
days listen to Ad-Supported Local AM/FM Radio for an average of 58.4 minutes every day
representing 37.2% of all time spent daily with Ad-Supported Audio.
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- 206,600 or 77.8% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
listen to Ad-Supported Local AM/FM Radio for an average of 58.7 minutes every day representing
37.9% of all time spent daily with Ad-Supported Audio.
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Avg. Week All Audio (Persons & % Reach): Women 25 - 54

- 100,623 or 67.2% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
listen to Ad-Supported Local AM/FM Radio for an average of 53. minutes every day representing
38.2% of all time spent daily with Ad-Supported Audio.
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- 107,010 or 72.4% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
listen to Ad-Supported Local AM/FM Radio for an average of 53. minutes every day representing
39.5% of all time spent daily with Ad-Supported Audio.
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- 101,205 or 86.9% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
listen to Ad-Supported Local AM/FM Radio for an average of 65.6 minutes every day representing
32.7% of all time spent daily with Ad-Supported Audio.
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5,767,850 or 77.4% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7
days listen to Ad-Supported Local AM/FM Radio for an average of 58.4 minutes every day
representing 37.2% of all time spent daily with Ad-Supported Audio.
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| 206,600 or 77.8% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
listen to Ad-Supported Local AM/FM Radio for an average of 58.7 minutes every day representing
37.9% of all time spent daily with Ad-Supported Audio.
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| 100,623 or 67.2% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
listen to Ad-Supported Local AM/FM Radio for an average of 53. minutes every day representing
38.2% of all time spent daily with Ad-Supported Audio.
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| 107,010 or 72.4% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
listen to Ad-Supported Local AM/FM Radio for an average of 53. minutes every day representing
39.5% of all time spent daily with Ad-Supported Audio.
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"Share of Ad-Supported Audio" 20 IEB

Moms who Bought DAIRY- SEA
FREE Grocery Items in the

% of Weekl

Time Spen past 7 days

Ad-Suppo.

Audio 35.5%

0,
15.3% 15.3% 16.6%
. o, 12.4%
12.0% 11.6% 10.6%
7.6% 7.9% - o
» 11.6% s 7.0%  7.1%

Weekly 10.0%

Persons 3.9% sk w

Reached: 707,010 773,004 42,308 405,942 17,737 132,286 22,648 174,420 18,295 189,420 11,208 120,95/ 8,626 90,682 10,286 % Eﬁ 3,608 21,439

Local AM/FM Podcasts Spotify TV Music YouTube Music Pandora Amazon Music All Others SiriusXM iHeartRadio

Average Radio Channels

Daily Mi

oms who Boug - rocery Items in the past 7 days
SEA DMA Scarborough R2 2025: Sep24-Jul25 Qual Intab 229 SEATTLE-TAGOMA DMA Scarborough R2 2025: Sep24-Jul25 Qual Intab 3,986 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved. ] for Anything _ =

[((Parent of child under 18: Yes AND Grocery stores shopped past 7 days (HHLD): Any grocery store) AND Food types HHLD bought (HHLD): Dairy-free)]



36.2%
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| 101,205 or 86.9% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
listen to Ad-Supported Local AM/FM Radio for an average of 65.6 minutes every day representing
32.7% of all time spent daily with Ad-Supported Audio.
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Local AM/FM Rad:o Formats (Persons & % Reach): Women 25 - 54

{Average week)
Pop Contemporary Hit Radio

5,767,850 or 77.4% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Pop Contemporary Hit Radio, Adult
Contemporary, Country, Classic Hits, and Hot AC.
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Local AM/FM Radio Formats (Persons & % Reach): Women 25 - 54

(Averoge Week)
Pop Contemporary Hit Radio
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HotAC
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206,600 or 77.8% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Pop Contemporary Hit Radio, Mexican
Regional, Country, Urban AC, and Adult Hits.
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Local AM/FM Radio Formats (Persons & % Reach): Women 25 - 54

(Averoge Week)
Adult Contemporary

Pop Contemporary Hit Radio
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News/Talk/Information
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100,623 or 67.2% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Classic Hits, Adult Contemporary, All
Sports, Country, and Classic Rock.
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Local AM/FM Rad:o Formats (Persons & % Reach): Women 25 - 54

(Averoge Week)
Pop Contemporary Hit Radio

Adult Contemporary
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107,010 or 72.4% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Pop Contemporary Hit Radio, Country,
Alternative, Classic Rock, and Adult Contemporary.
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Local AM/FM Radio Formats (Persons & % Reach): Women 25 - 54

(Average Week)
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101,205 or 86.9% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Pop Contemporary Hit Radio, Mexican
Regional, Spanish Adult Hits, Hot AC, and Latino Urban.
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s d ' 3,369,693 or 45.2% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7
A On & | days watch Ad-Supported Local TV Stations for an average of 56.1 minutes every day representing
23.4% of all time spent daily with Ad-Supported Video.
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Avg. Week A{Imlfideo (Persons & % Reach): Women 25 - 54
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120,484 or 45.4% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
watch Ad-Supported Local TV Stations for an average of 64. minutes every day representing 34.% of
all time spent daily with Ad-Supported Video.
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Avg. Week All Video (Persons & % Reach): Women 25 - 54

Netflix

74,145 or 49.5% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
watch Ad-Supported Local TV Stations for an average of 56.7 minutes every day representing 23.2%
of all time spent daily with Ad-Supported Video.
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Avg. Week A{Imlfideo (Persons & % Reach): Women 25 - 54
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62,934 or 42.6% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
watch Ad-Supported Local TV Stations for an average of 34.7 minutes every day representing 18.8%
of all time spent daily with Ad-Supported Video.
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29,477 or 25.3% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
watch Ad-Supported Local TV Stations for an average of 58.5 minutes every day representing 14.3%
of all time spent daily with Ad-Supported Video.

Avg. Week A{Imliideo (Persons & % Reach): Women 25 - 54 Avg. Day All Video (% Time Spent & Avg. Minutes/day Spent): Women 25 - 54
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3,369,693 or 45.2% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7
days watch Ad-Supported Local TV Stations for an average of 56.1 minutes every day representing
23.4% of all time spent daily with Ad-Supported Video.
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120,484 or 45.4% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
watch Ad-Supported Local TV Stations for an average of 64. minutes every day representing 34.% of
all time spent daily with Ad-Supported Video.
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74,145 or 49.5% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days

watch Ad-Supported Local TV Stations for an average of 56.7 minutes every day representing 23.2%
of all time spent daily with Ad-Supported Video.
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62,934 or 42.6% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
watch Ad-Supported Local TV Stations for an average of 34.7 minutes every day representing 18.8%
of all time spent daily with Ad-Supported Video.
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29,477 or 25.3% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
watch Ad-Supported Local TV Stations for an average of 58.5 minutes every day representing 14.3%
of all time spent daily with Ad-Supported Video.
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3,369,693 or 45.2% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery ltems in the past 7
days watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening,
Local News - Morning, Game Shows, Local News - Late, and Comedies.
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Local TV Station Programs (Persons & % Reach): Women 25 - 54
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120,484 or 45.4% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
watch Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Local News -
Late, Sports, National/Network News, Local News - Morning, and Da
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74,145 or 49.5% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening, Game
Shows, Local News - Morning, Comedies, and National/Network News.
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Local TV Station Programs (Persons & % Reach): Women 25 - 54
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[ 6,184,238 or 83.% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7
days use Ad-Supported Social Media for an average of 142.9 minutes every day representing 28.9%
of all time spent daily with Ad-Supported Digital Media.
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| 205,917 or 77.5% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
use Ad-Supported Social Media for an average of 109.4 minutes every day representing 27.1% of all
time spent daily with Ad-Supported Digital Media.
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[ 120,679 or 80.6% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
use Ad-Supported Social Media for an average of 154.5 minutes every day representing 28.7% of all

time spent daily with Ad-Supported Digital Media.
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| 135,159 or 91.4% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
use Ad-Supported Social Media for an average of 162.2 minutes every day representing 31.5% of all
time spent daily with Ad-Supported Digital Media.
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' 101,335 or 87.% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
use Ad-Supported Social Media for an average of 205.2 minutes every day representing 21.6% of all
time spent daily with Ad-Supported Digital Media.
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- 6,141,623 or 82.4% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7
days use Ad-Supported Facebook for an average of 42.7 minutes every day representing 31.2% of all
time spent daily with Ad-Supported Social Media.
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[((Parent of child under 18: Yes AND Grocery stores shopped past 7 days (HHLD): Any grocery store) AND Food types HHLD bought (HHLD): Dairy-free)]
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205,917 or 77.5% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
use Ad-Supported Facebook for an average of 29.9 minutes every day representing 29.4% of all time

spent daily with Ad-Supported Social Media.
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| 120,679 or 80.6% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
use Ad-Supported Facebook for an average of 44.1 minutes every day representing 30.8% of all time
spent daily with Ad-Supported Social Media.
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| 115,075 or 77.8% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
use Ad-Supported Facebook for an average of 52.5 minutes every day representing 31.4% of all time
spent daily with Ad-Supported Social Media.
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100,018 or 85.9% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
use Ad-Supported Facebook for an average of 68.1 minutes every day representing 33.4% of all time
spent daily with Ad-Supported Social Media.
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6,141,623 or 82.4% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7
days use Ad-Supported Facebook for an average of 42.7 minutes every day representing 31.2% of all
time spent daily with Ad-Supported Social Media.

Weekly 82.4% 80.5% Avg. Hours+Minutes/day with Ad-Supported

Reach % Social Media: Women 25 - 54
70.0% "Share of Ad-Supported Social Media"
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Reach %

77.5% 79:1%
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Daily Minutes
Using Ad-Supported

Social Media: 47.4

102,962 682,272
YouTube Video

| 205,917 or 77.5% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
use Ad-Supported Facebook for an average of 29.9 minutes every day representing 29.4% of all time
spent daily with Ad-Supported Social Media.

Avg. Hours+Minutes/day with Ad-Supported
Social Media: Women 25 - 54
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o EED

o Moms who Bought DAIRY-
54.0% 52.0% FREE Grocery Items in the
past 7 days

38.8%

36.0% 36.8% 36.0%

31.0%
28.2%

19.7%

27.8%

20.2% 19.7%

16.0%

13.1%
L ] -

53,578 373,210
WhatsApp

O o I s s

H CHI

* Share of Everything

143,328 983,966 97,766 681,929

67,656 525,431
TikTok Pinterest Snapchat

48,761 587,371
LinkedIn

34,839 303 043 52,441 34 238
Reddit

® Moms who Bought DAIRY-FREE Grocery Items in the past 7 days

Qual Intab 213 CHICAGO DMA Scarborough R2 2025: Sep24-Jul25 Qual Intab 4,186

[((Parent of child under 18: Yes AND Grocery stores shopped past 7 days (HHLD): Any grocery store) AND Food types HHLD bought (HHLD): Dairy-free)]



120,679 or 80.6% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
use Ad-Supported Facebook for an average of 44.1 minutes every day representing 30.8% of all time
spent daily with Ad-Supported Social Media.

Weekly 80.6% Avg. Hours+Minutes/day with Ad-Supported
Reach % 77.3% Social Media: Women 25 - 54

"Share of Ad-Supported Social Media"

Moms who Bought DAIRY-
FREE Grocery Items in the
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115,075 or 77.8% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
use Ad-Supported Facebook for an average of 52.5 minutes every day representing 31.4% of all time
spent daily with Ad-Supported Social Media.

Weekly

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

Social Media: Women 25 - 54
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=
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100,018 or 85.9% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
use Ad-Supported Facebook for an average of 68.1 minutes every day representing 33.4% of all time
spent daily with Ad-Supported Social Media.

Weekly Avg. Hours+Minutes/day with Ad-Supported
Reach % gg g9y Social Media: Women 25 - 54
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Social Media: 442,589; Local Radio: 360,674; Non-Prem. Cable: 148,623; Local TV: 132,216
reaching Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the p

All Other Digital Media: 546,899;

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH) (Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Women 25 - 54 Moms who Bought DAIRY-FREE Grocery USA 210 DMA Area Women 25 - 54
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Social Media: 16,540; Local Radio: 12,897; Local TV: 5,492; Non-Prem. Cable: 4,931
reaching Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 d

All Other Digital Media: 21,933;

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Women 25 - 54 Moms who Bought DAIRY-FREE Grocery
Items in the past 7 days

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
CHI Metro Area Women 25 - 54
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Social Media: 6,822; Local Radio: 6,253; Non-Prem. Cable: 2,432; Local TV: 2,331 reaching
Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days

All Other Digital Media: 8,845;

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Women 25 - 54 Moms who Bought DAIRY-FREE Grocery
Items in the past 7 days

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
WDC DMA Women 25 - 54
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M-F 6a-7p Avg. Available Impressions per 15-min. are...

Social Media: 9,744; All Other

:’8816 Digital Media: 9,295; Local Radio: 6,639; Non-Prem. Cable: 3,160; Local TV: 2,084 reaching
Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH) (Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Women 25 - 54 Moms who Bought DAIRY-FREE Grocery SEA Metro Area Women 25 - 54
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M-F 6a-7p Avg.
Social Media: 8,167; Local Radio: 6,241; Non-Prem. Cable: 1,741; Local TV: 1,531 reaching
Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 day
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Top-13 Out-of-Home Media (Persons & % Reach): Women 25 - 54

(Average week}
Grocery Stores

Billboards & Signs (Weekly Drivers)

Walking in Towns, Cities, Downtown..

AM/FM Radio

Gas Stations/Convenience Stores
Restaurants & Bars

Shopping Malls

Podcasts

Spotify

Drug Stores

YouTube Music

Retail Stores

SiriusXm

6,714,337 or 90.1% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7
days spend an average of 49.5 minutes per day driving, seeing Billboards and Signs. 67.7% Listen to
Local Radio Stations Out-of-Home for an average of 38.7 minutes/
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Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Women 25 - 54
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230,951 or 86.9% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
spend an average of 45.8 minutes per day driving, seeing Billboards and Signs. 68.% Listen to Local
Radio Stations Out-of-Home for an average of 38.8 minutes/day

Top-13 Out-of-Home Media (Persons & % Reach): Women 25 - 54
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Top-13 Out-of-Home Media (Persons & % Reach): Women 25 - 54
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139,714 or 93.3% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
spend an average of 44.7 minutes per day driving, seeing Billboards and Signs. 58.8% Listen to Local
Radio Stations Out-of-Home for an average of 35.1 minutes/da

Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Women 25 - 54
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Top-13 Ad-Supported Out-of-Home Media (Persons & % Reach): Women 25 - 54
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Top-13 Ad-Supported Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Women 25 - 54
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Top-13 Out-of-Home Media (Persons & % Reach): Womekh 25-54
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136,776 or 92.5% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
spend an average of 58.9 minutes per day driving, seeing Billboards and Signs. 63.3% Listen to Local
Radio Stations Out-of-Home for an average of 35.1 minutes/da
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Top-13 Ad-Supported Out-of-Home Media (Persons & % Reach): Women 25 - 54
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Top-13 Ad-Supported Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Women 25 - 54
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Top-13 Out-of-Home Media (Persons & % Reach): Women 25 - 54
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Gas Stations/Convenience Stores

110,431 or 94.9% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
spend an average of 38.1 minutes per day driving, seeing Billboards and Signs. 76.% Listen to Local
Radio Stations Out-of-Home for an average of 43.4 minutes/day
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6,714,337 or 90.1% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
spend an average of 49.5 minutes per day driving, seeing Billboards and Signs representing 34.6% of all
Time Spent with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Women 25 - 54
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230,951 or 86.9% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
spend an average of 45.8 minutes per day driving, seeing Billboards and Signs representing 30.5% of all
Time Spent with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Women 25 - 54
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139,714 or 93.3% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
spend an average of 44.7 minutes per day driving, seeing Billboards and Signs representing 37.3% of all
Time Spent with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Women 25 - 54
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136,776 or 92.5% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
spend an average of 58.9 minutes per day driving, seeing Billboards and Signs representing 39.3% of all
Time Spent with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Women 25 - 54
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110,431 or 94.9% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
spend an average of 38.1 minutes per day driving, seeing Billboards and Signs representing 28.2% of all
Time Spent with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Women 25 - 54
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230,951 or 86.9% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
spend an average of 45.8 minutes per day driving an average of 26.7 miles each day and are 172.3%
more likely to use I-65 than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Women 25 - 54
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139,714 or 93.3% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
spend an average of 44.7 minutes per day driving an average of 26. miles each day and are 197.9%
more likely to use Independence Avenue than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Women 25 - 54
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Top-26 Residential Zip Codes: Women 25 - 54
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[((Parent of child under 18: Yes AND Grocery stores shopped past 7 days (HHLD): Any grocery store) AND Food types HHLD bought (HHLD): Dairy-free)]




more likely to use 124th Street (Mill Creek) than the Metro ave

| 136,776 or 92.5% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
spend an average of 58.9 minutes per day driving an average of 34.3 miles each day and are 217.9%

Top-26 Residential Zip Codes: Women 25 - 54

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Women 25 - 54
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[((Parent of child under 18: Yes AND Grocery stores shopped past 7 days (HHLD): Any grocery store) AND Food types HHLD bought (HHLD): Dairy-free)]




Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Women 25 - 54
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110,431 or 94.9% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
spend an average of 38.1 minutes per day driving an average of 22.2 miles each day and are 214.8%
more likely to use Central Avenue than the Metro average.
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Avg. Week All Print Media (Persons & % Reach): Women 25-54
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1,491,600 or 20.% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7
days read Local Daily Newspaper(s) (Daily+Sunday) for an average of 8.8 minutes every day
representing 30.8% of all time spent daily with All forms of Print Media.
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- 55,641 or 20.9% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 10.2 minutes every day representing
32.6% of all time spent daily with All forms of Print Media.

Avg. Week All Print Media (Persons & % Reach): Women 25 - 54 Avg Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Women 25 - 54
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[((Parent of child under 18: Yes AND Grocery stores shopped past 7 days (HHLD): Any grocery store) AND Food types HHLD bought (HHLD): Dairy-free)]



- 27,463 or 18.3% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 7.6 minutes every day representing
32.1% of all time spent daily with All forms of Print Media.

Avg. Week All Print Media (Persons & % Reach): Women 25 - 54 Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Women 25 - 54
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- 33,056 or 22.4% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 8.2 minutes every day representing
30.8% of all time spent daily with All forms of Print Media.

Avg. Week All Print Media (Persons & % Reach): Women 25 - 54
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- 45,951 or 39.5% of Women 25 - 54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
read Direct Mail Advertising (excluding Catalogs) for an average of 8.6 minutes every day
representing 39.1% of all time spent daily with All forms of Print Medi

Avg. Week All Print Media (Persons & % Reach): Women 25 - 54

Direct Mail Advertising (excluding Catalogs)
Books

Local Daily Newspaper(s) (Daily

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

New York Times (Daily)

Magazines

All Local Weekly Newspapers

New York Times (Daily+Sunday)

‘Wall Street Journal (Daily)

New York Times (Sunday)

USA Today (Daily)

Catalogs

Toeal persons

Morms who Bought DAIRY-FREE
Grocery Items in the past 7 days

® Moms who Bought DAIRY-FREE Grocery Items in the past 7 days

Avg. Hours+Minutes/day with All
Print Media: Women 25 - 54

mPHX

% Time s}

Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Women 25 - 54

Magazines
104

Local Daily
Newspaper(s)
(Sunday)
839

Wall Strest
Journal

Local Daily
Newspaper(s)
{Daily+Sunday)
79

Local Daily
Newspaper(
s) (Daily
69

(Daily+Sund
Yo

Wall Street Journal (Daily)
107

New York Times
(Daily+Sunday)
95

Magazines
o1

Local Daily
per(s) (Sunday)
16

USA Today (Daily)

9.2

Local Daily
Newspaper(s) N

(Daily+Sunday)
74

t Mail
Advertising (excluding

New York Times
(Sunday)
2.1

Local Daily
per(s)
(Daily
71

Catalogs.
24

Catalogs)

63

All Local...

= Moms who Bought DAIRY-FREE Grocery

Items in the past 7 days

PHX

Avg. Week Ad-Supported All Print Media (Persons & % Reach): Women 25 - 54

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

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

New York Times (Daily)

Magazines

All Local Weekly Newspapers

New York Times (Daily+Sunday)

Wall Street Journal (Daily)

New York Times (Sunday)

USA Today [Daily)

Catalogs

Books

PHX DMA

Scarborough R2 2025: Aug24-Jul25
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e
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= Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
Qual Intab 133

Avg. Hours+Minutes/day with Ad-
Supported Print Media: Women 25 - 54
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Avg. Day Ad-Supported Print Media (% Time Spent & Avg. Minutes/day Spent): Women 25 - 54

Local Daily Newspaper(s)
(Sunday)
839

Direct Mail Advertising
(excluding Catalogs)
86

USA Today (Daily)
81

Wall Street
Journal (Daily)
36

Local Daily Newspaper(s)
(Daity
(]

Local Daily
Newspaper(s)
(Daily+Sunday)

New York Times (Sunday)
79 54

Wall Street Journal
(Daily)
107

USA Today (Daily)
92

New York Times
(Daily) New York Times (Sunday)
99 9.1

Local Daily
Newspaper(s)
(Sunday)
76

Local Daily Newspaper(s)

(Daily+Sunday)

74

Direct
Mail
Advertisi
ng
(excludin

Local Daily Newspaper(s) [

(Daity

71

Catalogs)
63
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Social Media

Direct Mail

Websites

Video Streaming Services
Broadcast, Cable, & Sat TV

Podcasts

"Advertising Actions"

W25-54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
(Shopped/Visited/Bought past 3mos Due to Ads on %)

| 32,780,633

18,438,609 28.4% :

22,498,014 34.7%

11,796,224

12,191,047 18.8%

9,951,573 1

Local AM/FM Radio

Audio Streaming Services

Billboards

9,461,243 14.6%

9,002,248 13.9%

7,668,967

Local Broadcast TV 6.163.497
Cable TV Networks 6,484,507
Newspapers ey
mW25-54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days (Shopped/Visited/Bought past 3mos Due to Ads on %)
m W25-54 USA AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
USA DMA ScarboroughR22025:Sep24-Aug25 Qualintab: 831 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. Allrights reserved. Soefa'al for Anything ¢

[((Parent of child under 18: Yes AND Grocery stores shopped past 7 days (HHLD): Any grocery store) AND Food types HHLD bought (HHLD): Dairy-free)]



Direct Mail
Social Media
Websites

Video Streaming Services

“Advertising Actions"

W25-54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
(Shopped/Visited/Bought past 3mos Due to Ads on %)

623,121 32.9%

992,613 52.4%
| 683,904 36.1%

338,411 17.9%

Local AM/FM Radio

| 311,992 16.5%

Audio Streaming Services
Broadcast, Cable, & Sat TV
Podcasts

Billboards

Local Broadcast TV
Newspapers

Cable TV Networks

34'5,1ia 18.3%

183,344 9.7%

B W25-54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days (Shopped/Visited/Bought past 3mos Due to Ads on %)

B W25-54 CHICAGO AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
CHICAGO DMA ScarboroughR22025:Sep24-Jul25 Qualintab: 136

* Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. Allrights reserved. Soefa.al for Anything =

[((Parent of child under 18: Yes AND Grocery stores shopped past 7 days (HHLD): Any grocery store) AND Food types HHLD bought (HHLD): Dairy-free)]



Social Media

Websites
Direct Mail
Broadcast, Cable, & Sat TV

Video Streaming Services

"Advertising Actions”

W25-54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
(Shopped/Visited/Bought past 3mos Due to Ads on %)

838,213 56.4%

595,061

472,083

383,032 25.8%

358,166 24.1%

Local AM/FM Radio

259,492 17.5%

Billboards
Podcasts

Audio Streaming Services

229,486 15.4%
273,430 18.4%

233,641 15.7%

Local Broadcast TV 7554 T
: WASHINGTON, DC
b
News papers 149,223 10.0%
Cable TV Networks 186,965 T
m W25-54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days (Shopped/Visited/Bought past 3mos Due to Ads on %)
B W25-54 WASHINGTON, DC AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
WASHINGTON,DC DMA ScarboroughR22025:0ct24-Aug25 Qualintab: 208 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. Soefa.al for Anything =
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"Advertising Actions"”

W25-54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
(Shopped/Visited/Bought past 3mos Due to Ads on %)

Social Media "540‘484 47.3%
Websites 358,406 31.3%
Direct Mail :

Podcasts  geders 13.6%

Video Streaming Services 164709

Local AM/FM Radio
Cable TV Networks '

Audio Streaming Services

Local Broadcast TV
Billboards grkes 7.2% SEATTLE-TACOMA

Newspapers 68,728 6.0%

B W25-54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days (Shopped/Visited/Bought past 3mos Due to Ads on %)

B \W25-54 SEATTLE-TACOMA AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
SEATTLE-TACOMA DMA ScarboroughR22025:Sep24-Jul25 QuallIntab: 155 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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Social Media

Direct Mail

Websites

Podcasts

Broadcast, Cable, & Sat TV
Video Streaming Services

Audio Streaming Services

"Advertising Actions”

W25-54 Moms who Bought DAIRY-FREE Grocery Items in the past 7 days
(Shopped/Visited/Bought past 3mos Due to Ads on %)

34.3%

202,153

193,805

221,451

169,844

Local AM/FM Radio 180,469
Cable TV Networks 111,003 : 5.6%
Billboards
Local Broadcast TV PHOENIX
Newspapers rrer e
= W25-54 Moms who Bought DAIRY-FREE Grocery Iltems in the past 7 days (Shopped/Visited/Bought past 3mos Due to Ads on %)
B W25-54 PHOENIX AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
PHOENIX DMA ScarboroughR22025:Aug24-Jul25 Qualintab: 76 * Share of Everything
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