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5.9% or 16,204,971 of USA Adults 21 or older Drank BUD LIGHT in the past 30 days.
Typical Adults 21 or older who Drank BUD LIGHT in the past 30 days are 47.8 years old (5.% younger than
average) and have a $95,866 (3.1% lower than average) annual household income.
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6.% or 440,186 of CHICAGO DMA Adults 21 or older Drank BUD LIGHT in the past 30 days.
Typical Adults 21 or older who Drank BUD LIGHT in the past 30 days are 45.4 years old (8.8% younger than
average) and have a $103,743 (7.5% lower than average) annual household income.
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[(Age summaries: Adults 21 or older AND Domestic light beer drank past 30 days: Bud Light)]
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3.8% or 204,095 of WASHINGTON, DC DMA Adults 21 or older Drank BUD LIGHT in the past 30 days.
Typical Adults 21 or older who Drank BUD LIGHT in the past 30 days are 45.3 years old (9.3% younger than
average) and have a $148,204 (4.2% 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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4.6% or 201,305 of SEATTLE-TACOMA DMA Adults 21 or older Drank BUD LIGHT in the past 30 days.
Typical Adults 21 or older who Drank BUD LIGHT in the past 30 days are 45.7 years old (7.4% younger than
average) and have a $132,774 (2.3% higher than average) annual household income.
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6.5% or 300,098 of PHOENIX DMA Adults 21 or older Drank BUD LIGHT in the past 30 days.
Typical Adults 21 or older who Drank BUD LIGHT in the past 30 days are 50.3 years old (.1% younger than
average) and have a $102,960 (4.9% lower than average) annual household income.
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5.9% or 16,204,971 of USA Adults 21 or older Drank BUD LIGHT in the past 30 days.

Adults 21 or older who Drank BUD LIGHT in the past 30 days are 5.1% more likely to be a college
graduate, 13.3% more likely to work full-time, 3.9% more likely to be married, 38.8% more likely to be a
parent of 1 or more children under 18.
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[(Age summaries: Adults 21 or older AND Domestic light beer drank past 30 days: Bud Light)]



6.% or 440,186 of CHICAGO DMA Adults 21 or older Drank BUD LIGHT in the past 30 days.

Adults 21 or older who Drank BUD LIGHT in the past 30 days are 5.5% more likely to be a college
graduate, 12.4% more likely to work full-time, 6.2% more likely to be married, 69.6% more likely to be a
parent of 1 or more children under 18.
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[(Age summaries: Adults 21 or older AND Domestic light beer drank past 30 days: Bud Light)]



} f.f‘ Education Levels: Adults 21 or older Employment: Adults 21 or older
\
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3.8% or 204,095 of WASHINGTON, DC DMA Adults 21 or older Drank BUD LIGHT in the past 30 days.
Adults 21 or older who Drank BUD LIGHT in the past 30 days are 19.5% more likely to be a college
graduate, 17.8% more likely to work full-time, 4.5% more likely to be married, 26.8% more likely to be a
parent of 1 or more children under 18.
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4.6% or 201,305 of SEATTLE-TACOMA DMA Adults 21 or older Drank BUD LIGHT in the past 30 days.
Adults 21 or older who Drank BUD LIGHT in the past 30 days are 12.1% more likely to be a college
graduate, 24.2% more likely to work full-time, 9.2% more likely to be married, 69.8% more likely to be a
parent of 1 or more children under 18.
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114 b Stage in Life: Adults 21 or older
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6.5% or 300,098 of PHOENIX DMA Adults 21 or older Drank BUD LIGHT in the past 30 days.
Adults 21 or older who Drank BUD LIGHT in the past 30 days are 5.9% less likely to be a college
graduate, 2.2% more likely to work full-time, 9.4% less likely to be married, 2.9% less likely to be a
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who Drank BUD LIGHT in the past 30 days

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



5.9% or 16,204,971 of USA Adults 21 or older Drank BUD LIGHT in the past 30 days.
Adults 21 or older who Drank BUD LIGHT in the past 30 days are 5.% more likely to own their home,

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

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

Single Family House (unattached) S 46_3,5

Own a Dog
0,
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Other OwnSecondHome | Mobile Home or Manufactured || 3.0% Own other type of Pet B
or Real Estate G
Home J
Property I 3.6%
whe Drank BUD LIGHT in the past 30 days mUsaA who Drank BUD LIGHT in the past 30 days mUSA who Drank BUD LIGHT in the past 30 days

mUSA

ij," Value of Owned Home: Adults 21 or older &Home Loans: Adults 21 or older
Average Value of Owned Home:
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usa $444,549
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496,1¢ o 8 5
Home Refinanced Home Equity Own
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Mortgage Home Loan/Home Home/Property

Mortgage Improvement Outright (No
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[(Age summaries: Adults 21 or older AND Domestic light beer drank past 30 days: Bud Light)]



6.% or 440,186 of CHICAGO DMA Adults 21 or older Drank BUD LIGHT in the past 30 days.
Adults 21 or older who Drank BUD LIGHT in the past 30 days are 4.6% less likely to own their home, .8%

more likely to own a lower valued home, 12.8% less likely to have a single-family home, 20.4% more likely
 to have a dog.

m Own/Rent/Other:Adults 21 or olden mﬁm Type of Home:Adults 21 or older 4, # Pets in Home:Adults 21 or older
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11,238 BILNZEN 53,576 ELVETS 2.7%
Own Rent Other Own Second Home bile Home or factured | 0.3% Own other type of Pet
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Property Home [ 15% H
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Value of Owned Home: Adults 21 or older @Home Loans: Adults 21 or older
Average Value of Owned Home:
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» who Drank BUD LIGHT in the past 30 days m CHICAGO Mortgage Improvement Outright (NO
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[(Age summaries: Adults 21 or older AND Domestic light beer drank past 30 days: Bud Light)]



3.8% or 204,095 of WASHINGTON, DC DMA Adults 21 or older Drank BUD LIGHT in the past 30 days.
Adults 21 or older who Drank BUD LIGHT in the past 30 days are 9.6% more likely to own their home,
11.8% more likely to own a lower valued home, 4.2% less likely to have a single-family home, 74.2% more
likely to have a dog.

m Own/Rent/Other:Adults 21 or olden mﬁm Type of Home:Adults 21 or older 4, # Pets in Home:Adults 21 or older
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Home
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[(Age summaries: Adults 21 or older AND Domestic light beer drank past 30 days: Bud Light)]



| 4.6% or 201,305 of SEATTLE-TACOMA DMA Adults 21 or older Drank BUD LIGHT in the past 30 days.
Adults 21 or older who Drank BUD LIGHT in the past 30 days are 5.1% more likely to own their home,

1.6% more likely to own a higher valued home, 4.5% more likely to have a single-family home, 30.5%
more likely to have a dog.

m Own/Rent/Other:Adults 21 or olden mﬁm Type of Home:Adults 21 or older 4, # Pets in Home:Adults 21 or older
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Own Other Own Second Home bile Home or factured 6.8% Own other type of Pet
or Real Estate 9
Property Home l 5.2% m
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6.5% or 300,098 of PHOENIX DMA Adults 21 or older Drank BUD LIGHT in the past 30 days.
Adults 21 or older who Drank BUD LIGHT in the past 30 days are 4.1% more likely to own their home,

10.2% more likely to own a lower valued home, 12.6% less likely to have a single-family home, 28.2%
| more likely to have a dog.

m Own/Rent/Other:Adults 21 or olden MEM Type of Home:Adults 21 or older 4, # Pets in Home:Adults 21 or older
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Other Own Second Home blle Horhe o $iickiired 8.7% Own other type of Pet
o el oo £
who Drank BUD LIGHT in the past 30 days m PHOENIX who Drank BUD LIGHT in the past 30 days m PHOENIX who Drank BUD LIGHT in the past 30 days = PHOENIX
Value of Owned Home: Adults 21 or older &Home Loans: Adults 21 or older

Average Value of Owned Home:
who Drank BUD LIGHT in the past 30 days
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[(Age summaries: Adults 21 or older AND Domestic light beer drank past 30 days: Bud Light)]



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

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

yTop-ZO past 30-days Online Lifestyle Activites: Adults 21 or older Political Activity: Adults 21 or older
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: o 30.9% 26.9%
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: 14.7%
Rl 17 326,104 16.2%
2ipi e 18.5%
i 18.8%
Rl 564,105 10.9%

6.1% Flew Domestic past year: TS 2NN
10+ ripa Avg. # Domestic Flights:

Hhﬁhﬂn-hhkhmm‘ﬁ:

Griling-  lawnCare  Gardening i swimming  Velunteer king - long 1o EEing - Sewing - Fishing Boating l:mllp Fimess Yoga-pilates  Basketbal adul Followa Caregiverof Competitive Footbail Tenns  Snowskiing-  Munting softball-  Organized
Outdear [Flowersor work  Backpacking Null’\ Clubor  Rumning cratts Continuing  Weight Loss  Aging Parent Video Gaming Snowboarding Baseball  Road Race
cooking vegetables) Gym Education Program or Relative (5%,
marathan,
= who Drank BUD LIGHT inthe past 30 days = USA i)
USA USA Projection Scarborough R1 2026: Jan 25-Mar26 Qual Intab 1,485
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. USA Projection Scarborough R1 2026; Jan 25-Mar26 Qual Intab 23,606

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



6.% or 440,186 of CHICAGO DMA Adults 21 or older Drank BUD LIGHT in the past 30 days.

Adults 21 or older who Drank BUD LIGHT in the past 30 days are 2.1% more likely to look up D-I-Y advice
online, 9.5% more likely to always vote in local elections, 32.5% more likely to belong to a gym, 32.8%
more likely to fly domestic past yr.
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3.8% or 204,095 of WASHINGTON, DC DMA Adults 21 or older Drank BUD LIGHT in the past 30 days.
Adults 21 or older who Drank BUD LIGHT in the past 30 days are 2.5% more likely to look up D-I-Y advice
online, 5.% more likely to always vote in local elections, 123.2% more likely to belong to a gym, 32.5%
more likely to fly domestic past yr.
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4.6% or 201,305 of SEATTLE-TACOMA DMA Adults 21 or older Drank BUD LIGHT in the past 30 days.
Adults 21 or older who Drank BUD LIGHT in the past 30 days are 15.9% less likely to look up D-I-Y advice
online, 7.4% more likely to always vote in local elections, 13.3% more likely to belong to a gym, 30.2%
more likely to fly domestic past yr.
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6.5% or 300,098 of PHOENIX DMA Adults 21 or older Drank BUD LIGHT in the past 30 days.
Adults 21 or older who Drank BUD LIGHT in the past 30 days are 17.% more likely to look up D-I-Y advice
online, 3.2% less likely to always vote in local elections, 13.% more likely to belong to a gym, 12.% more

likely to fly domestic past yr.
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Past 30-days QSR Users: Adults 21 or older

IIJ 1time
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w who Drank BUD LIGHT in the past 30 days
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Drank Past 30-days: Adults 21 or older
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Past 30-days Sit-Down Restaurant Users: Adults 21 or older

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

Top-10 Cuisines: Adults 21 or older

(Sit-Down Restaurants Used Past 30-days)
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[(Age summaries: Adults 21 or older AND Domestic light beer drank past 30 days: Bud Light)]
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10 times or more

# who Drank BUD LIGHT in the past 30days

Total Monthly QSR Users:
92.9‘)6”

W CHICAGO

Avg. Monthly QSR Meals:
84.2%

more likely to smoke cigarettes.

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

1time 16.6%

2 times

16.4%

e TR
.
E—
e
F

3 times 11.6%

4 times 0.3%

5 times 6.4%

6-9times

10 times or more

® who Drank BUD LIGHT in the past 30 days m CHICAGO
Total ly Sit-Down Users: Avg. Monthly Sit-Down ant Meals:
78.9% 70.0%

Drank Past 30-days. Adults 21 or older
Any Type of Beer

Liquor
Wine

Imported Beer

Domestic Regular Beer
Domestic Light Beer L 4
Microbrew / Craft Beer mﬂ g‘;a% i
® who Drank BUD LIGHT in the past 30 days W CHICAGO
CHICAGO DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab

6.% or 440,186 of CHICAGO DMA Adults 21 or older Drank BUD LIGHT in the past 30 days.
Adults 21 or older who Drank BUD LIGHT in the past 30 days are 10.3% more likely to use QSRs past mo.,
12.8% more likely to use Sit-Down Restaurants past mo., 51.% more likely to use Casinos past yr., 177.5%

Top-10 Cuisines: Adults 21 or older

(Sit-Down Restaurants Used Past 30-days)

iliiihhiﬁk

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

akan upscale steakhouse seafood

= wha Drank BUDLIGHT in the past 30 days = CHICAGO
Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)

who Drank BUD LIGHT in the past 30 days 37.3%

(el lonll 1,545,109 21.1%

Past 12 months Casmo Activities: Adults 21 or older

F 12.1%
394,998
M 2796

Slot Machines

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

Stage Show / Concert
Upscale Restaurant
Sports Betting

Spa

Other Gambling Casinos visited past 12

Used Past 30-days: Adults 21 or older

a / Cannabis

Cigarettes

= who Drank BUD LIGHT in the past 30 days = CHICAGO
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Past 30-days QSR Users: Adults 21 or older
‘.Z%

1time

% 2 times

3 times

s
sumes
6 - 9times 16.6%

10 times or more

# who Drank BUD LIGHT in the past 30 days W WASHINGTON, DC

Total l\g?r;t’:dy QSR Users: Avg. Monthly QSR Meals:

3.8% or 204,095 of WASHINGTON, DC DMA Adults 21 or older Drank BUD LIGHT in the past 30 days.
Adults 21 or older who Drank BUD LIGHT in the past 30 days are 11.5% more likely to use QSRs past mo.,
15.1% more likely to use Sit-Down Restaurants past mo., 59.5% more likely to use Casinos past yr., 114.2%
more likely to smoke cigarettes.

1time

2 times

3 times

4 times

5 times

6-9times

10 times or more

Total

12.8%

7.9%

e 78
...
e P
e
F

3.5%

= who Drank BUD LIGHT in the past 30 days

Users: A

ly Sit-Down

71.9%

Drank Past 30-days. Adults 21 or older

Liquor

2,156,386 39.9%

Any Type of Beer

2,033,983 37.6%

Wine 1,824,301 33.7%

Imported Beer 1,447,526,8%

111111

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

Upscale Restaurant

Domestic Regular Beer 1,2928:8% Stage Show / Concert
Domestic Light Beer 1A% v Sports Betting
Microbrew / Craft Beer Mﬂ};}f% i Spa
Other Gambling
wwho Drank BUD LIGHT in the past 30 days B WASHINGTON, DC
WASHINGTON, DC DMA Scarborough R1 2026: Mar25-Mar26 Qual Intab 299
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[(Age summaries: Adults 21 or older AND Domestic light beer drank past 30 days: Bud Light)]

1,153,258

!!E- 6.1%
4.5%

P 11.2%
3.0%
E 3.5%

1.9%

= who Drank BUD LIGHT in the past 30 days

14.8%

16.0%

® WASHINGTON, DC

it-Down Restaurant Meals:

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

(Sit-Down Restaurants Used Past 30-days)

Iliiiilnkh

mexican  caflee mdr steakhouse Upscale  Wings/  seafood
House / Burgers /
Coftee Bar sports Bar

Chinese akan

wwho Drank BUD LIGHT in the past 30 days W WASHINGTON, DC

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Drank BUD LIGHT in the past 30 days 31.8%

WASHINGTON, DC  BELTR L] 25.1%

Past 12 months Casmo Activities: Adults 21 or older

21.3%

m

30.7%

Casinos visited past 12

Yes

Used Past 30-days: Adults 21 or older

a / Cannabis

Cigarettes

= WASHINGTON, DC

=who in the d; L]



Past 30-days QSR Users: Adults 21 or older

10 times or more

NSy e

il o
-
vore R e
-

# who Drank BUD LIGHT in the past 30 days W SEATTLE-TACOMA

Total l\g‘gn;:dy QSR Users: Avg. Monthly QSR Meals:
o

78.8%

4.6% or 201,305 of SEATTLE-TACOMA DMA Adults 21 or older Drank BUD LIGHT in the past 30 days.
Adults 21 or older who Drank BUD LIGHT in the past 30 days are 16.4% more likely to use QSRs past mo.,
25.6% more likely to use Sit-Down Restaurants past mo., 73.5% more likely to use Casinos past yr., 188.8%
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

® who Drank BUD LIGHT in the past 30 days B SEATTLE-TACOMA
Total ly Sit-Down Users: Avg. ly Sit-Down ant Meals:
85.2% 67.8%

17.0%

: 15.5%
11.1%

- 8%

Drank Past 30-days. Adults 21 or older

_ 616,350 36.6%

P - Vv
oo L

Liquor

Any Type of Beer

Wine

Imported Beer
Domestic Regular Beer
Domestic Light Beer
Microbrew / Craft Beer
w who Drank BUD LIGHT in the past 30 days B SEATTLE-TACOMA

SEATTLE-TACOMA DMA Scarborough R1 2026: Mar25-Mar26

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

Qual intab

m

6.0%

F 9.5%
2.3%

r 3.1%

T 1.4%

= who Drank BUD LIGHT in the past 30 days
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-Down Restaurants Used Past 30-days)

i'hliﬁhbh

E

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Drank BUD LIGHT in the past 30 days 34.7%

coffee  chinese Bagel/ malian  wings/ Upsale Seafood steakhouse
House / Dont/ Burgers /
Catfee Bar Bakery Sports Bar

wwho Drank BUD LIGHT in the past 30 days W SEATTLE-TACOMA

SEATTLETACOMA [EL7A 2 18.1%

Casinos visited past 12

39.8%
o

Yes

Used Past 30-days: Adults 21 or older

a / Cannabis Cigarettes

= SEATTLE-TACOMA

= who Drank BUD LIGHT in the past 30 days



‘ 1time
% 2times
3 times
4 times
5 times
6 - 9times

10 times or more

# who Drank BUD LIGHT in the past 30 days.

Total Agunt’élfy QSR Users: Avg. Monthly QSR Meals:
1.8

= PHOENIX

| more likely to smoke cigarettes.

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

1time

17.8%

2 times

3 times

4 times

5 times

6-9times

10 times or more

® who Drank BUD LIGHT in the past 30 days W PHOENIX
Total ly Sit-Down Users: Avg. Monthly Sit-Down ant Meals:
81.2% 72.3%

Drank Past 30-day5. Adults 21 or older

Any Type of Beer

2,008,788 43.6%

Liquor

1,844,027 40.1%

Wine 1,488,373 32.. 3%

Imported Beer 2,308 m 3%

Domestic Light Beer 1,200,628.0%

1\1'11

Domestic Regular Beer . 1"55%

1%

Microbrew / Craft Beer 9_5%

437,

® who Drank BUD LIGHT in the past 30 days

PHOENIX

W PHOENIX

DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab

6.5% or 300,098 of PHOENIX DMA Adults 21 or older Drank BUD LIGHT in the past 30 days.
Adults 21 or older who Drank BUD LIGHT in the past 30 days are 9.4% more likely to use QSRs past mo.,
12.4% more likely to use Sit-Down Restaurants past mo., 38.2% more likely to use Casinos past yr., 180.%

Top-10 Cuisines: Adults 21 or older

|Sr| -Down Restaurants Used Past 30-days)

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

Chinese malan steakhouse Wings/ Bagel/ upscale seafood
who Drank BUD LIGHT in the past 30 days 18.0%

Burgers /  Donut/
16.8%

= who Drank BUDLIGHT in the past 30 days | PHOENIX

Lo 771,684

Past 12 months Casino Activities: Adults 21 or older

751,431 16.3%
14 .0%
r 20.6%
8.2%
Other Gambling m

Spa

Slot Machines

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

Upscale Restaurant

Sports Betting

Stage Show / Concert

Casinos visited past 12

Used Past 30-days: Adults 21 or older

i
ey

1a / Cannabis

Yes

® who Drank BUD LIGHT in the past 30 days = PHOENIX
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Cigarettes

Vape

= who Drank BUD LIGHT in the past 30 days = PHOENIX



mﬁalnvestments Owned: Adults 21 or older

401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

2,001,461 12.4%

Other (Crypto / NFTs / Metals, etc.)

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

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

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

L019.8%
. “ m . e -
i 9.4% £33

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

Estate Planning

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

4.
[ e

bsasar

74 LERCTRT

11 sl sias 00D
MasterCard ~ Apple Pay

2 Y

1

. -
Debit card Discover

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

Venmo Cash Google Pay

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

USA Projection

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

N)lm WH

CHISACO

6.% or 440,186 of CHICAGO DMA Adults 21 or older Drank BUD LIGHT in the past 30 days.

Adults 21 or older who Drank BUD LIGHT in the past 30 days are 11.2% more likely to have a 401K, 25.3% less
likely to have an Auto Loan, 5.% more likely to Invest/Trade Stocks Online, 6.3% less likely to pay with their
Debit Card.

mﬁﬂlnvestments Owned: Adults 21 or oder
401K Plan T =

IRA (Individual Retirement Account)

Stocks or Stock Options

Mutual Funds

Money Market Funds

Bonds

Other (Crypto / NFTs / Metals, etc.)

529 Plan / College Savings Plan

Second Home or Real Estate Property

B who Drank BUD LIGHT in the past 30 days B CHICAGO

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

8.4%
S6% 2o 42% 30% 3a%
18,34 | 53 an S 3 5m 369/ g4 ET s s T s |
Checking Debitor ATM  Savings Credit Card Online Mobile Online Bill Home Auto loan  Certificates of  Money Personal Loan Home

Account card Account Banking Banking Paying Mortgage Deposit (CDs)  Market Home  Improvement
Account Mortgage Loan or Home

Equity Loan

® who Drank BUD LIGHT in the past 30 days H CHICAGO

Professional Services Used*: Adults 21 or older

Tax Preparation Service

Financial Planner

Online Investing / Stock Trading  pastees =
e/ e 1,013,494 13.9%

52,66 12.0%

717,929 9.8%

Accountant

Insurance Agent at a Local Office (not online) - 5.5% sk . .
Estate Planning &z?ﬁm‘
Real Estate Agent 1-‘”:.4%
Divorce / Family Attorney . B;-i"‘ (*Past 12 Months)

m who Drank BUD LIGHT in the past 30 days

CHICAGO DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 224
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m CHICAGO

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

‘- h ‘73* » = - - -

American  Square Cash  Facebook Samsung Pay
Messenger

Store Credit
card Express

Zelle DebitCard  MasterCard Venmo Apple Pay  Google Pay  Cash App

® who Drank BUD LIGHT in the past 30 days m CHICAGO

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



3.8% or 204,095 of WASHINGTON, DC DMA Adults 21 or older Drank BUD LIGHT in the past 30 days.
Adults 21 or older who Drank BUD LIGHT in the past 30 days are 10.6% more likely to have a 401K, 8.% less
likely to have an Auto Loan, 28.1% more likely to Invest/Trade Stocks Online, 3.9% more likely to pay with
their Debit Card.

ﬁ Investments Owned: Adults 21 or older

401K Plan

49.2%

2,658,938
IRA (Individual Retirement Account) et
1,612,983 29.8%
106 22.6%
1,048,432 19.4%
15.1%
878,665 16.3%
3, 16.1%
640,976 11.9%
5.9%
11.0%
7.1%
10.5%

14.6%
8.3%

¥ who Drank BUD LIGHT in the past 30 days

Stocks or Stock Options

Mutual Funds

Money Market Funds

529 Plan / College Savings Plan
Other (Crypto / NFTs / Metals, etc.)
Bonds

Second Home or Real Estate Property

W WASHINGTON, DC

Checking  Debit or ATM

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

8.2% B6% B5% gox gax

89% h
n a5

5 3715009 » 3095435 n 55
Savings Credit Card Mobile Money  Certif of

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

= who Drank BUD LIGHT in the past 30 days m WASHINGTON, DC

Professional Services Used*: Adults 21 or older

Tax Preparation Service

Online Investing / Stock Trading

1
9:
833,849 15.4%

59 17.4%
484,107 9.0%
Insurance Agent at a Local Office (not online) 4% ' .

16.9%

083 20.

Financial Planner

Accountant

4.6%

11.7%
Rt st et
B 4.1%
Estate Planning Ein‘

*Past 12 Months)
Divorce / Family Attorey “"&;37’;‘ f /
= who Drank BUD LIGHT in the past 30 days = WASHINGTON, DC

WASHINGTON, DC DMA Scarborough R1 2026: Mar25-Mar26
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

S

Qual intab 299

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

Venmo MasterCard DebitCard  Apple Pay Cash App

Google Pay

American Discover  Store Credit Square Cash Samsung Pay
Express card

= WASHINGTON, DC

Facebook
Messenger

= who Drank BUD LIGHT in the past 30 days
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4.6% or 201,305 of SEATTLE-TACOMA DMA Adults 21 or older Drank BUD LIGHT in the past 30 days.

Adults 21 or older who Drank BUD LIGHT in the past 30 days are 3.1% less likely to have a 401K, 44.8% more
likely to have an Auto Loan, 4.9% less likely to Invest/Trade Stocks Online, 7.9% 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

401K Plan
IRA (Individual Retirement Account)

Stocks or Stock Options g

1, 54 35.2%

28.0%
941,502 21.3%
), 16¢ 19.5%
,0 21.4%
576,280 13.1%
i 12.6%
Other (Crypto / NFTs / Metals, etc.) ey

Second Home or Real Estate Property 353 5'1 s BT mR Checking  Debit or ATM
Account card Account Banking Banking Paying Mortgage Market Deposit {CDs) Home Improvement

N 7.8% Account Mortgage Loan or Home
529 Plan / College Savings Plan M 77% Equity Loan

Mutual Funds

Bonds

12.1%
6.6% 7.2% 67% 4 10 5a%

1] 8.0%

Online Bill Home Money Auto Loan  Certif of i Personal Loan  Home

1301733

358501 1102 2 I
Savings Credit Card Online Mobile

# who Drank BUD LIGHT in the past 30 days B SEATTLE-TACOMA = who Drank BUD LIGHT in the past 30 days B SEATTLE-TACOMA

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

Online Investing / Stock Trading

. B
Tax Preparation Service 827,588

Financial Planner

783,423

Accountant ke 15B2%
398,278

Insurance Agent at a Local Office (not online)

EEOET o

5.

Estate Planning i

191,508 [EETS 8,49 10.1%

5.1% 4.6%
1.4% 1.6%

B 1.2% (*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 Attorey l" 1% Express card Messenger
= who Drank BUD LIGHT in the past 30 days m SEATTLE-TACOMA = who Drank BUD LIGHT in the past 30 days mSEATTLE-TACOMA

SEATTLE-TACOMA DMA Scarborough R1 2026: Mar25-Mar26 Qual Intab 195
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.
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7

a

6.5% or 300,098 of PHOENIX DMA Adults 21 or older Drank BUD LIGHT in the past 30 days.
Adults 21 or older who Drank BUD LIGHT in the past 30 days are .% more likely to have a 401K, 8.9% more

likely to have an Auto Loan, 17.1% more likely to Invest/Trade Stocks Online, .3% less likely to pay with their
Debit Card.

ﬁ Investments Owned: Adults 21 or older

401K Plan {,955,5541 $25%

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

IRA (Individual Retirement Account)
Stocks or Stock Options
Mutual Funds
Money Market Funds
Second Home or Real Estate Property S
Other (Crypto / NFTs / Metals, etc.) 77?; 1o 5 33w 40% gy 39%
— S O o R oo EOTER s (i ;PO T T
Bonds 6% Checking  Debit or AT CreditCard  Online Mobile  OnlineBill  Home Certificates of Personal Loan Home
> Account card Banking Banking Paying Mortgage Market  Deposit {CDs) Home  Improvement
529 Plan / College Savings Plan 56 E;‘:; Abeoa Mortgage ":"’;:;'Lr:"e
¥ who Drank BUD LIGHT in the past 30 days W PHOENIX = who Drank BUD LIGHT in the past 30days ~ ® PHOENIX
Professional Services Used*: Adults 21 or older 'E'Past 3-Months Payment Methods Used: Adults 21 or older
Tax Preparation Service y
Financial Planner
Online Investing / Stock Trading
Accountant
Insurance Agent at a Local Office (not online)
Real Estate Agent 7.9% D 7.2% 7.4%
12,00 28% o I

(*Past 12 Months)
Divorce / Family Attorney
m who Drank BUD LIGHT in the past 30 days m PHOENIX
PHOENIX DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 164

Debit Card MasterCard ~ Apple Pay Cash App Store Credit

Venmo Google Pay  American Discover  Square Cash Facebook Samsung Pay
Express card Messenger
= who Drank BUD LIGHT in the past 30 days = PHOENIX
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"BEER Brands Drank"

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

iy /
N Budweiser gy 40.0%
Eoows 223%

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

1,780,860 11.5%

Busch Light m o

Coors Original ”3‘1% 11.1%

Miller High Life &%78;‘ m 10.4%

1,585,894 10.3%

Busch 2.1%

Natural Light é%ﬁ&?oo 10.1%

A%

Samuel Adams 2 3.1% -

Miller Genuine Draft égéz’f._,e{ —

Pabst Blue Ribbon &}&;fﬁ%ﬁ--‘m

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

Miller High Life
Busch

Busch Light

Samuel Adams
Miller Genuine Draft
Coors Original
Michelob Ultra
Pabst Blue Ribbon

Natural Light

"BEER Brands Drank"”

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

173,784

279,987 3.8%
121,825

780,610 10.7%
84,526

A -

70,176 15.9%

245,170 YT

56,860 12.9%

FERE: 1.9%

54,974 12.5%
211,489 [P

Eﬁjg Lo 11.9%

50,200 11.4%
3.4%

11.1%
o167, JECR
9.8%
EE A - o
6.5%
104507 [T

éﬁ"ﬁ‘l’; 6.4%

19.2%

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

CHICAGO DMA Scarborough R12026: Feb25-Feb26 Qual Intab: 224
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"BEER Brands Drank"

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

il
P suonerer [p a1

Htetrs | ULTRA Michelob Ultra B2 — 27.8%
Miller Lite . 27.1%
Coors Light 759 T 23.9%
Miller High Life &5]5 v 14.1%
Samuel Adams - 14.0%
Coors Original % T 12.1%
Busch Light E%Bﬁ?s% 11.7% L I G H T
Natural Light E:.%‘".%{ 9.6% &
it Genuie o EEEI—a e —
WASHINGTON, DC|

Busch  [AZ00N—2% WASHINGTON, DC

: 9,377 4.6%
Pabst Blue Ribbon BE ..

62, 9%
P21+ who Drank BUD LIGHT in the past 30 days (BEER Brands Drank Last 30 days) m P21+ WASHINGTON, DC (BEER Brands Drank Last 30 days)
WASHINGTON, DC DMA  Scarborough R1 2026: Mar25-Mar26  Qual Intab: 299 * Share of Everything
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C//% g Budweiser
COORILIGHT coorsLight

Michelob Ultra
Natural Light
Coors Original
Miller Lite

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



Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an average of 3 days, 8 hours, 46 minutes and 44
seconds each week with All Forms of Media.

86.% of Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an avg. of 9 hours and 4 minutes each week listening to All
Local AM/FM Radio, representing 9.7% of total time spent with all forms of Media.

o7
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[(Age summaries: Adults 21 or older AND Domestic light beer drank past 30 days: Bud Light)]



Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an average of 2 days, 18 hours, 27 minutes and 27
seconds each week with All Forms of Media.

84.% of Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an avg. of 9 hours and 17 minutes each week listening to All
Local AM/FM Radio, representing 11.7% 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: Bud Light)]



Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an average of 3 days, 7 hours, 31 minutes and 40
seconds each week with All Forms of Media.

81.7% of Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an avg. of 8 hours and 23 minutes each week listening to
All Local AM/FM Radio, representing 8.6% 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: Bud Light)]




Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an average of 3 days, 7 hours, 1 minutes and 21
seconds each week with All Forms of Media.

83.6% of Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an avg. of 8 hours and 29 minutes each week listening to
All Local AM/FM Radio, representing 9.% 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: Bud Light)]



Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an average of 3 days, 9 hours, 42 minutes and 58
seconds each week with All Forms of Media.

85.5% of Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an avg. of 9 hours and 22 minutes each week listening to
All Local AM/FM Radio, representing 9.8% of total time spent with all forms of Media.
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Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an average of 2 days, 11 hours, 45 minutes and 36
@[@@ — seconds each week with All Forms of Ad-Supported Media.
[:[_)[]@B{] ? = 81.2% of Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an avg. of 7 hours and 51 minutes each week listening to

Local Ad-Supported AM/FM Radio, representing 10.7% of total time spent with all forms of Ad-Supported Media.
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[(Age summaries: Adults 21 or older AND Domestic light beer drank past 30 days: Bud Light)]
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[(Age summaries: Adults 21 or older AND Domestic light beer drank past 30 days: Bud Light)]



Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an average of 2 days, 10 hours, 5 minutes and 28
seconds each week with All Forms of Ad-Supported Media.

74.9% of Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an avg. of 6 hours and 50 minutes each week listening to
Local Ad-Supported AM/FM Radio, representing 8.8% of total time spent with all forms of Ad-Supported Media.
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Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an average of 2 days, 7 hours, 26 minutes and 57
seconds each week with All Forms of Ad-Supported Media.

79.8% of Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an avg. of 7 hours and 4 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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| Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an average of 2 days, 13 hours, 59 minutes and 3
seconds each week with All Forms of Ad-Supported Media.
83.4% of Adults 21 or older who Drank BUD LIGHT 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 11.2% of total time spent with all forms of Ad-Supported Media.
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Adults 21 or older who Drank BUD LIGHT in the past 30 days
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minutes each day with All Forms of Ad-Supported Media. 81.2% listen to Local AM/FM Radio for an
(Local Radio delivers 10.7% of Time with Ad-Supported Media.)
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[(Age summaries: Adults 21 or older AND Domestic light beer drank past 30 days: Bud Light)]




XTI | Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an average of 6 hours and 54

meﬂ““cﬂl

minutes each day with All Forms of Ad-Supported Media. 78.4% listen to Local AM/FM Radio for an
avg. of 67.3 minutes/day. (Local Radio delivers 12.7% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 21 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older
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avg. of 58.6 minutes/day.

| Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an average of 8 hours and 17
minutes each day with All Forms of Ad-Supported Media. 74.9% listen to Local AM/FM Radio for an
(Local Radio delivers 8.8% of Time with Ad-Supported Media.)
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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 BUD LIGHT in the past 30 days spend an average of 8 hours and 51
minutes each day with All Forms of Ad-Supported Media. 83.4% listen to Local AM/FM Radio for an

L avg. of 71.4 minutes/day. (Local Radio delivers 11.2% of Time with Ad-Supported Media.)
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13,165,739 or 81.2% of Adults 21 or older who Drank BUD LIGHT in the past 30 days listen to Ad-
Supported Local AM/FM Radio for an average of 67.3 minutes every day representing 35.5% of all
time spent daily with Ad-Supported Audio.
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- 344,968 or 78.4% of Adults 21 or older who Drank BUD LIGHT in the past 30 days listen to Ad-
Supported Local AM/FM Radio for an average of 67.3 minutes every day representing 32.9% of all
time spent daily with Ad-Supported Audio.
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- 152,780 or 74.9% of Adults 21 or older who Drank BUD LIGHT in the past 30 days listen to Ad-
Supported Local AM/FM Radio for an average of 58.6 minutes every day representing 32.4% of all
time spent daily with Ad-Supported Audio.

Avg. Week All Audio (Persons & % Reach): Adults 21 or older Avg. Day All Audio (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older
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- 160,704 or 79.8% of Adults 21 or older who Drank BUD LIGHT in the past 30 days listen to Ad-
Supported Local AM/FM Radio for an average of 60.6 minutes every day representing 30.3% of all
time spent daily with Ad-Supported Audio.
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- 250,375 or 83.4% of Adults 21 or older who Drank BUD LIGHT in the past 30 days listen to Ad-
Supported Local AM/FM Radio for an average of 71.4 minutes every day representing 40.6% of all
time spent daily with Ad-Supported Audio.
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13,165,739 or 81.2% of Adults 21 or older who Drank BUD LIGHT in the past 30 days listen to Ad-

Supported Local AM/FM Radio for an average of 67.3 minutes every day representing 35.5% of all
time spent daily with Ad-Supported Audio.
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| 152,780 or 74.9% of Adults 21 or older who Drank BUD LIGHT in the past 30 days listen to Ad-
Supported Local AM/FM Radio for an average of 58.6 minutes every day representing 32.4% of all
time spent daily with Ad-Supported Audio.

Avg. Hours+Minutes/day with Ad-Supported
Audio: Adults 21 or older
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| 160,704 or 79.8% of Adults 21 or older who Drank BUD LIGHT in the past 30 days listen to Ad-
Supported Local AM/FM Radio for an average of 60.6 minutes every day representing 30.3% of all

time spent daily with Ad-Supported Audio.
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250,375 or 83.4% of Adults 21 or older who Drank BUD LIGHT in the past 30 days listen to Ad-
Supported Local AM/FM Radio for an average of 71.4 minutes every day representing 40.6% of all
time spent daily with Ad-Supported Audio.

Avg. Hours+Minutes/day with Ad-Supported
Audio: Adults 21 or older
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13,165,739 or 81.2% of Adults 21 or older who Drank BUD LIGHT in the past 30 days listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Classic Hits, Pop
Contemporary Hit Radio, Country, and Classic Rock.

Local AM/FM Radio Formats (Persons & % Reach): Adults 21 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older
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344,968 or 78.4% of Adults 21 or older who Drank BUD LIGHT in the past 30 days listen to Ad-Supported
Local AM/FM Radio. The Top-5 Formats are Pop Contemporary Hit Radio, Adult Contemporary, Classic
Hits, Country, and Spanish Contemporary.
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152,780 or 74.9% of Adults 21 or older who Drank BUD LIGHT in the past 30 days listen to Ad-Supported
Local AM/FM Radio. The Top-5 Formats are Country, Adult Contemporary, Classic Rock, Classic Hits, and
Pop Contemporary Hit Radio.

Local AM/FM Radio Formats (Persons & % Reach): Adults 21 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older

(Average Week)
News/Talk/Information

Adult Contemporary

Total Persons

8 Time simn

[aver:

n frp—
LG =24 785 Urban Classic Rock News/Talk/Info  cjassic Hits
Classic Hits 17.3% Contemporary Alternative 24.6 Country rmation 232
260 249
e ‘ur"-
comer ——ee
79, 095 Rhythmic
Classic Rock mug Hours+Minutes/day with Local m Urban AC Contemporary
~ dio: Adults ld 253
op GO mEOTy THt Palio _ m AM/FM Radio: Adults 21 or older Hit Radio : Hit Radio Urban AC Contemp  Urban
P mporary 564,594 - 58
27.2 - 235 arary Contem
Alternative m Christian ~ porary
s 220 19.9
Contemporary Christian 4 .
=t 1.06 m Contempo | Contemp | News/Tal Pop
Rhythmic Contemporary Hit Radio m Adult orary k/Inform Contemporary Adult
who Drank BUDLIGHTin  WASHINGTON, DC Classic Hits Contemporary Christian | ation Alternative Hit Radio Classic Rock  Contemporary
Urban Contem
Py e ot 301 (5o | 296 253 238 255 232 222 186

Hot AC

# who Drank BUD LIGHT in the past 30 days ® WASHINGTON, DC

21.0

® who Drank BUD LIGHT in the past 30 days

® WASHINGTON, DC

Ad-Supported Local AM/FM Radio Formats (Persons & % Reach): Adults 21 or older

Ad-Supported Local AM/FM Radio Formats (% Time Spent

& Avg. Minutes/day Spent): Adults 21 or older

(averoge week) Totol Persons: Time spent:” [Averoge Day)
Adult Contemporary m 22_.’% m
e 1 Adult Contemporary
8 0% 9.0% : Contemporary | Hot AC AR sports ; Hit Radio Classic Hits
Urban AC o e | g | BESE Classic Hits 253 249 Alternative g
2% 122% 9 9 26.1 22
T
P— e L, Hoursinte oy with - e GRSEROR N Uron ¢ o
p—— i Ppo'"d Local AM/FM Radio: Contemporary -~ 244 Country rmation Al News
Emative Adults 21 or older % 2 26.0 229
313 L 249
News/Talk/information PSSP e %570
Pop
Roythmic Contemporary 15t Radlo mw _ m m Rhythmic Contemp | News/Ta Rhyth: Urban Adult
Urban Contemporary mm m Contemporary orary Hit Ik/infor Contemporary Contem Contem
E— m 9, M‘“;’;';’ggzim B, WOSHIGTON, DE m Hit Radio All News mation Hit Radio Urban AC porary  porary
g 27.2 24.1 21.0 25.8 235 19.9 186
ansports AR ST 56}
® who Drank BUD LIGHT in the past 30 days W WASHINGTON, DC m who Drank BUD LIGHT in the past 30 days = WASHINGTON, DC
WASHINGTON, DC  DMA  Scarborough R1 2026: Mor25-Mar26 ~ Qual Intob 299 Soeﬁ ai ShErear Eueryhing
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. - o yEhing .

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



160,704 or 79.8% of Adults 21 or older who Drank BUD LIGHT in the past 30 days listen to Ad-Supported
Local AM/FM Radio. The Top-5 Formats are Pop Contemporary Hit Radio, Adult Contemporary, Country,
All Sports, and Active Rock.
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250,375 or 83.4% of Adults 21 or older who Drank BUD LIGHT in the past 30 days listen to Ad-Supported
Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Hot AC, Classic Hits, Country, and Classic
Rock.
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Avg. Week A{fxa}’{iggo (Persons & % Reach): Adults 21 or older
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' 12,245,335 or 75.6% of Adults 21 or older who Drank BUD LIGHT in the past 30 days watch Ad-
Supported Local TV Stations for an average of 87.6 minutes every day representing 30.2% of all time
spent daily with Ad-Supported Video.
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Avg. Week All Video (Persons & % Reach): Adults 21 or older
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Netflix

Amazon Prime/IMDb/FireTV
YouTube Video

Roku + The Roku Channel
TikTok

Hulu/Hulu + Live TV (any Hulu)
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348,144 or 79.1% of Adults 21 or older who Drank BUD LIGHT in the past 30 days watch Ad-
Supported Local TV Stations for an average of 68.7 minutes every day representing 34.7% 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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AppleTV+,fubo,Pluto, Tubi, etc.
Roku + The Roku Channel
TikTok
Hulu/Hulu + Live TV (any Hulu)
Paramount+
Peacock
Disney+
Premium Cable TV Networks

142,665 or 69.9% of Adults 21 or older who Drank BUD LIGHT in the past 30 days watch Ad-
Supported Local TV Stations for an average of 72.5 minutes every day representing 26.7% of all time
spent daily with Ad-Supported Video.
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spent daily with Ad-Supported Video.

127,475 or 63.3% of Adults 21 or older who Drank BUD LIGHT in the past 30 days watch Ad-
Supported Local TV Stations for an average of 76.4 minutes every day representing 30.% of all time
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Avg. Week A{Imxideo (Persons & % Reach): Adults 21 or older

time spent daily with Ad-Supported Video.

218,311 or 72.7% of Adults 21 or older who Drank BUD LIGHT in the past 30 days watch Ad-
Supported Local TV Stations for an average of 117.5 minutes every day representing 34.6% of all

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

12,245,335 or 75.6% of Adults 21 or older who Drank BUD LIGHT in the past 30 days watch Ad-
Supported Local TV Stations for an average of 87.6 minutes every day representing 30.2% of all time
spent daily with Ad-Supported Video.
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BSuqCIGHT. 348,144 or 79.1% of Adults 21 or older who Drank BUD LIGHT in the past 30 days watch Ad-
JKHI‘ H ETTIA c H I Supported Local TV Stations for an average of 68.7 minutes every day representing 34.7% of all time
cr_g;lélﬁé%\ spent daily with Ad-Supported Video.
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142,665 or 69.9% of Adults 21 or older who Drank BUD LIGHT in the past 30 days watch Ad-

Supported Local TV Stations for an average of 72.5 minutes every day representing 26.7% of all time
spent daily with Ad-Supported Video.
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127,475 or 63.3% of Adults 21 or older who Drank BUD LIGHT in the past 30 days watch Ad-
Supported Local TV Stations for an average of 76.4 minutes every day representing 30.% of all time
spent daily with Ad-Supported Video.

Weekly Avg. Hours+Minutes/day with Ad-Supported
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218,311 or 72.7% of Adults 21 or older who Drank BUD LIGHT in the past 30 days watch Ad-
Supported Local TV Stations for an average of 117.5 minutes every day representing 34.6% of all
time spent daily with Ad-Supported Video.
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12,245,335 or 75.6% of Adults 21 or older who Drank BUD LIGHT in the past 30 days watch Ad-
Supported Local TV Stations. The Top 6-Programs are Sports, Comedies, Local News - Morning, Local
News - Evening, Game Shows, and Movies.
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348,144 or 79.1% of Adults 21 or older who Drank BUD LIGHT in the past 30 days watch Ad-
Supported Local TV Stations. The Top 6-Programs are Comedies, Sports, Local News - Evening, Local
News - Morning, Game Shows, and Daytime Talk Shows.
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Local TV Station Programs (Persons & % Reach): Adults 21 or older

[Average week)
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142,665 or 69.9% of Adults 21 or older who Drank BUD LIGHT in the past 30 days watch Ad-
Supported Local TV Stations. The Top 6-Programs are Local News - Morning, Sports, Comedies, Local
News - Evening, Game Shows, and National/Network News.
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Local TV Station Programs (Persons & % Reach): Adults 21 or older

(Average week)
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127,475 or 63.3% of Adults 21 or older who Drank BUD LIGHT in the past 30 days watch Ad-
Supported Local TV Stations. The Top 6-Programs are Comedies, Sports, Local News - Morning, Local
News - Evening, Movies, and Mystery/Suspense/Crime.
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Local TV Station Programs (Persons & % Reach): Adults 21 or older

218,311 or 72.7% of Adults 21 or older who Drank BUD LIGHT in the past 30 days watch Ad-
Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening, Local News -
Morning, Comedies, Game Shows, and National/Network News.

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

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

% Time spent:

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

OTT TV Streaming Services

Search (Google, Bing, etc.)
, :

228, 711 2 n 83.7%

Igzk

0.9%
Sodial Media

Email/Text/IM/Zoom,ete. [Personal & Work)

Poatsreaning e m
Podcasts/Streaming Services) PRRL gC. 2% Avg. Hours+Minutes/day with
b - T iy Ly

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

YouTube/TikTok, ete.

Online Classes, Sehaols, Colleges, Universities et

who Drank BUD LIGHT in
the past 30 days

Local TV Streaming

70 976 25 26.0%

Streaming Audio (Local Radio/
Podcasts/Streaming Services)
207.5

Social Media
180.3

Online
Classes,
Schooals,
Colleges,
Universit

fes...

OTT TV Streaming Services
129.8

Email/Tex
t/IM/Zoo
m,etc.
(Person...

Non-

Premium+Pr

YouTube/

emium...

Searc | Shopping
h (incl....
Local TV | (Goog
Streaming le,
394 Biny

Games/Fa
ntasy/B...

Sacial Media
157.7

Streaming Audio (Local
Radio/ Podcasts/Streaming
Services)

154.0

OTT TV Streaming Services
144.3

Non-
Premium+Pre
mium Cable...

Local TV
Streaming
41.8
Shop
ping
(incl.
Food
/A...

Search
Email/Text/l’ (Googl
M/Zoom,et e,
¢ (Persenal | ping,
& Work)...

Online
Classes,
Schools,
Colleges,
Universit

ies
50.9

YouTube/Ti

Games/Fa
ntasy/Be...

News/ B
Wea... |a

mUSA

® who Drank BUD LIGHT in the past 30 days

= who Drank BUD LIGHT in the past 30 days

= USA

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

Tatol persons: % Time spent:

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

Search (Google, Bing, etc.)

58 869%

Sodial Media

Email/Text/IM/Zoometc. (Personal & Work)

OTT TV Streaming Services

P
Avg. Hours+Minutes/day with Ad- m

mm Supported Digital: Adults 21 or older m
0 9%

D ———
L —

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

YouTube,/TikTok, etc.

Streaming Audio (Local Radio/ Podcasts/Streaming
Services)

Games/Fantasy/Betting Sites
. -mr'— e (725}
Cable i = Q0
! m— B LE ey
Online Clases, school, Colleges, Urivrstics I 0008 ooty (o 0oc
m who Drank BUD LIGHT in the past 30 days m USA
UsA USA Projection Scarborough R1 2026: Jan 25-Mar26 Qual Intab 1,485

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

Social Media
160.6

Streaming Audio (Local Radio/
Podcasts/Streaming Services)

116.3

Local TV
Streami

Premium+Pre | YouTube/
mium Cable TikTok,
Streamil etc.

323

Bing,
etc.)
30.0
Email/Text/|
M/Zoom,etc.
(Personal &
Work}...

News/W
eather...

Shopping
(incl.

itk Bankin...

Social Media
140.4

OTT TV Streaming Services
103.3

Streaming Audio {Local
Radio/
Podcasts/Streamlng

Non-
Premium+Pre
mium Cable
Streaming...

Email/Text/IM
JZoom,etc.
(Personal &

Work)...

Shopping
(incl.
Food/A...

Local TV
29.0
Search
(Google,
Bing,
etc.)
30.1

News/We
ather/S...

Banking/...

® who Drank BUD LIGHT in the past 30 days

USA Projection

Scarborough R1 2026: Jan 25-Mar26 Qual Intab

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

23,606

EmUSA

* Share of Everything

= for Anything A



[ 365,824 or 83.1% of Adults 21 or older who Drank BUD LIGHT in the past 30 days use Ad-Supported
Social Media for an average of 164.8 minutes every day representing 31.1% of all time spent daily
with Ad-Supported Digital Media.
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[ 178,545 or 87.5% of Adults 21 or older who Drank BUD LIGHT in the past 30 days use Ad-Supported
Social Media for an average of 154.4 minutes every day representing 27.1% of all time spent daily
with Ad-Supported Digital Media.
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142,450 or 70.8% of Adults 21 or older who Drank BUD LIGHT in the past 30 days use Ad-Supported
Social Media for an average of 158.5 minutes every day representing 26.7% of all time spent daily
with Ad-Supported Digital Media.
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11,644,957 or 71.9% of Adults 21 or older who Drank BUD LIGHT in the past 30 days use Ad-
Supported Facebook for an average of 60.1 minutes every day representing 37.4% of all time spent
daily with Ad-Supported Social Media.

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

Total Persans:
Facebook 07 708,760 i
Instagram
YouTube Video
Linkedin
TikTok
Reddit
Pinterest e :
X m Avg. Hours+Minutes/day with all
m Social Media: Adults 21 or older

WhatsApp 4 896 46 0.1%
snapchat  FHVS S AT
Others(Rumble, Threads,... mm}m 2:37
Blogs/Message Boards (read... mm 16.2%

who Drank BUD LIGHT in
the past 30 days.

wmbir  FIEEHAE 35

® who Drank BUD LIGHT in the past 30 days mUSA

% Time spem:

Facebook
59.2

) co b=t Lo
o oo - o o 1 e I

Instagram
36.4

TikTok
15.7

Linkedin
13.1

YouTube
Video
16.6

Facebook
549

Instagram
294

LinkedIn

YouTube
Video
20.2

Pinter

est...

Wh...

® who Drank BUD LIGHT in the past 30 days

m USA

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

Totol Pers:

Facebook 4 19¢
Instagram _MI'
YouTube Video S "'38.0%
TikTok _mr
=
Reddit
Pinterest
X Avg. Hours+Minutes/day with Ad-
WhatsApp Supported Social Media: Adults 21
or older
Snapchat m
Others(Rumble, Threads,... M

Blogs/Message Boards (read... mm
wrblr  FERERIE 33

® who Drank BUD LIGHT in the past 30 days
Scarborough R1 2026: Jan 25-Mar26

who Drank BUD LIGHT in
the past 30 days

g

B USA

USA USA Projection Qual Intab 1,485

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

% Time Spe

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

M
m
m
m
m

¥

Facebook
60.1

Instagram
28.0

LinkedIn
9.2

TikTok
15.7

YouTube
Video
16.6

Facebook
51.5

Instagram
229

YouTube Video
20.1

Reddi
t... res...

Pinte

W Blog...
h
a Sna...

USA Projection

= who Drank BUD LIGHT in the past 30 days

Scarborough R1 2026: Jan 25-Mar26

Qual Intab

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

23,606

®USA

soefa.ai

Share of Everything
for Anything _




I | 285,742 or 64.9% of Adults 21 or older who Drank BUD LIGHT in the past 30 days use Ad-Supported

Nﬁ H Facebook for an average of 57.3 minutes every day representing 34.8% of all time spent daily with
H-jh Ad-Supported Social Media.
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| 135,132 or 66.2% of Adults 21 or older who Drank BUD LIGHT in the past 30 days use Ad-Supported
Facebook for an average of 50.1 minutes every day representing 32.5% of all time spent daily with
Ad-Supported Social Media.
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141,452 or 70.3% of Adults 21 or older who Drank BUD LIGHT in the past 30 days use Ad-Supported
Facebook for an average of 61.8 minutes every day representing 39.% of all time spent daily with
Ad-Supported Social Media.
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186,001 or 62.% of Adults 21 or older who Drank BUD LIGHT in the past 30 days use Ad-Supported
Facebook for an average of 52. minutes every day representing 35.2% of all time spent daily with
Ad-Supported Social Media.
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| 11,644,957 or 71.9% of Adults 21 or older who Drank BUD LIGHT in the past 30 days use Ad-
Supported Facebook for an average of 60.1 minutes every day representing 37.4% of all time spent
daily with Ad-Supported Social Media.
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6‘-11’3@ | 285,742 or 64.9% of Adults 21 or older who Drank BUD LIGHT in the past 30 days use Ad-Supported

Facebook for an average of 57.3 minutes every day representing 34.8% of all time spent daily with

J\{:%J;l—’ ULH Ad-Supported Social Media.
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| 135,132 or 66.2% of Adults 21 or older who Drank BUD LIGHT in the past 30 days use Ad-Supported
Facebook for an average of 50.1 minutes every day representing 32.5% of all time spent daily with
Ad-Supported Social Media.
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| 141,452 or 70.3% of Adults 21 or older who Drank BUD LIGHT in the past 30 days use Ad-Supported
Facebook for an average of 61.8 minutes every day representing 39.% of all time spent daily with
Ad-Supported Social Media.

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

Reach % 70.3% 70.49 Social Media: Adults 21 or older
. . (]
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| 186,001 or 62.% of Adults 21 or older who Drank BUD LIGHT in the past 30 days use Ad-Supported
Facebook for an average of 52. minutes every day representing 35.2% of all time spent daily with
Ad-Supported Social Media.

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

Reach % 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: 1,067,058;
Social Media: 866,921; Local Radio: 836,905; Non-Prem. Cable: 469,724; Local TV: 387,839
reaching Adults 21 or older who Drank BUD LIGHT in the past 30 days.
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Social Media: 25,693; Local Radio: 22,014; Non-Prem. Cable: 13,780; Local TV: 13,110
reaching Adults 21 or older who Drank BUD LIGHT in the past 30 days.

All Other Digital Media: 33,256;

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 21 or older who Drank BUD LIGHT in the past 30 days
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 13,439;
Social Media: 11,491; Local Radio: 9,574;: Non-Prem. Cable: 6,433; Local TV: 4,662
reaching Adults 21 or older who Drank BUD LIGHT in the past 30 days.

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
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70,000

60,000

50,000

20,000

10,000

M L

»”'\9»9 R R R R AR R R R &
Q&@v?w«?@ W ggﬂgg@«:geﬂgxy
s Mon-Fri Local AM/FM Radio AQH

Mon-Fri Non-Pr Cable TVAQH

@ Mon-Fri Digital Media (Less Social) AQH

e \on+-Fri Local TV Station AQH
e Mon-Fri Social Media AQH

1,800,000

1,600,000

1,400,000

1,200,000

1,000,000

800,000

600,000

400,000

200,000

“

>
S & A

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
WASHINGTON, DC Metro Area Adults 21 or older

PP P oA P P g

SR AR R R R R R R R AR a¢
°Q¥’qo°»~o.&°»¢'\9’%¢h¢%¢@ cf@o,a "0
s Mon-Fri Local AM/FM Radio AQH

e on-Fri Non-Premium Cable TV AQH
e Vion-Fri Digital Media (Less Social) AQH

e Mon-Fri Local TV Station AQH
s Mon-Fri Social Media AQH

WASHINGTON, DC DMA Scarbarough R1 2026: Mar25-Mar26 Qual Intab 299
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broodcasting, Inc. LLC. All rights reserved.

* Share of Everything
for Anything

soefa.ai

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




M-F 6a-7p Avg. Available Impressions per 15-min. are...
Local Radio: 10,500; Social Media: 9,045; Non-Prem. Cable: 5,567; Local TV: 3,952
reaching Adults 21 or older who Drank BUD LIGHT in the past 30 days.

All Other Digital Media: 11,905;
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M-F 6a-7p Avg. Available Impressions per 15-min. are..
Local Radio: 15,820; Social Media: 14,625; Non-Prem. Cable: 7,482; Local TV: 5,361
reaching Adults 21 or older who Drank BUD LIGHT in the past 30 days.

. All Other Digital Media: 16,986;

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 21 or older who Drank BUD LIGHT in the past 30 days
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 21 or older

(average week)
Grocery Stores

Billboards & Signs (Weekly Drivers)
‘Walking in Towns, Cities, Downtown...

AM/FM Radio

Gas Stations/Convenience Stores

Shopping Malls

Restaurants & Bars

Podcasts

Spotify

Drug Stores

SiriusXM

YouTube Music

Retail Stores

Total Persons:

{Average Day,

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

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

(average week]

Grocery Stores

Billboards & Signs (Weekly Drivers)

Walking in Towns, Cities, Downtown...

AM/FM Radio

Gas Stations/Convenience Stores
Restaurants & Bars

Shopping Malls

Podcasts

Spotify

Drug Stores

Movie Theaters

SiriusXmM

YouTube Music
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= who Drank BUD LIGHT in the past 30 days

‘who Drank BUD LIGHT in

365,280 or 83.% of Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an average of
34.9 minutes per day driving, seeing Billboards and Signs. 65.5% Listen to Local Radio Stations Out-
of-Home for an average of 40.8 minutes/day.
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 21 or older

(average week]
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B WASHINGTON, DC

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

s _ iy H

WASHINGTON, DC

190,855 or 93.5% of Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an average
of 72.6 minutes per day driving, seeing Billboards and Signs. 62.6% Listen to Local Radio Stations
Out-of-Home for an average of 35.5 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

{average week)

‘Grocery Stores

Billboards & Signs (Weekly Drivers)
Walking in Towns, Cities, Downtown...

AM/FM Radio

Shopping Malls

Podcasts

Restaurants & Bars

Gas Stations/Convenience Stores

Spotify

Drug Stores

Retail Stores

YouTube Music

Public Transit

162,118 or 80.5% of Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an average
of 45. minutes per day driving, seeing Billboards and Signs. 66.7% Listen to Local Radio Stations Out-
of-Home for an average of 36.7 minutes/day.
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 21 or older
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276,161 or 92.% of Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an average of
38.6 minutes per day driving, seeing Billboards and Signs. 69.7% Listen to Local Radio Stations Out-
of-Home for an average of 43.3 minutes/day.
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14,427,440 or 89.% of Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an average of

49.1 minutes per day driving, seeing Billboards and Signs representing 29.7% of all Time Spent with Ad-
Supported Out-of-Home Media.
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e 365,280 or 83.% of Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an average of 34.9

'"L H c “ I minutes per day driving, seeing Billboards and Signs representing 19.5% of all Time Spent with Ad-
CT-_EEL,GAG%\ Supported Out-of-Home Media.
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190,855 or 93.5% of Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an average of 72.6

minutes per day driving, seeing Billboards and Signs representing 39.8% of all Time Spent with Ad-
Supported Out-of-Home Media.
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162,118 or 80.5% of Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an average of 45.

minutes per day driving, seeing Billboards and Signs representing 23.3% of all Time Spent with Ad-
Supported Out-of-Home Media.
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Out-of-Home Media: Adults 21 or older
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276,161 or 92.% of Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an average of 38.6

minutes per day driving, seeing Billboards and Signs representing 28.2% of all Time Spent with Ad-
Supported Out-of-Home Media.
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34.9 minutes per day driving an average of 20.3 miles each day and are 88.2% more likely to use I-57

”"’-ﬁ”@; 365,280 or 83.% of Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an average of
| = GHI
Nﬂcrﬁa{é&‘)ﬂ 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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190,855 or 93.5% of Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an average
of 72.6 minutes per day driving an average of 42.3 miles each day and are 169.5% more likely to use
Montrose Road than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 21 or older
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Top-26 Residential Zip Codes: Adults 21 or older
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Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 21 or older
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Top-26 Residential Zip Codes: Adults 21 or older
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162,118 or 80.5% of Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an average
of 45. minutes per day driving an average of 26.2 miles each day and are 427.% more likely to use
6th Avenue (Puyallup) than the Metro average.

Top-26 Employment Zip Codes: Adults 21 or older
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276,161 or 92.% of Adults 21 or older who Drank BUD LIGHT in the past 30 days spend an average of
38.6 minutes per day driving an average of 22.5 miles each day and are 69.1% 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

0 co0% . | 85225 Too oo 85205 P —— o
Superstition Freeway (E Hwy 60) 29.8% 85138 [IBEE o 4.50% 85541 [ 4.20%
Santan Freeway (SE Loop 202) /i IR 15 0 oo 86442 5353 [ — 3.65%
Chandler Bivd 2% 85541 85213 [ 1.95%

Red Mountain Freeway (NE Loop 202) [ e 0 L% 86403 4.01% 85226 — 2.76%

N

g
§

529%
Pima Freeway (NE Loop 101) 85037 [ 3.61% 85010 P 2.00%
ighway 1 85207 (OIS — 5.51% 85220 [RESIE— 2.41%
McDowell Road 85213 [ 295% 86403 PP IIIIII———S 2.30%
Bell Road 85281 R 2.78% 85208 W 2.28%

Thomas Road

85208 B 270% 5300 R (200%
85029 66,665 .
A .
806 o e

-17
85019

85383 ; 2.57% Hl ﬁ 85120 W 1.82%

Indian School Road

2
=®
N
i g
-]
8
w
~
=
:
:
8
R

Scottsdale Road

4
¥

Agua Fria Freeway (NW Loop 101) 85205 m 2.45% 85255 m&'m
Camelback Road 85212 rn.n% 2.39% 85253 F~ T 171%
Price Freeway (SE Loop 101) 85040 1.18% 2194 85383 vy 1.04% Lo
7th Street 85303 RSO 213% 85308 [JOEI— 1.c0%
Arsnna AuenislCountr Cluk g5352 SIS 2.04% 25201 SS9 1.23%
Arizona Avenue/Country Club 127% BT 0.56%
Cave Creek Road 86301 P can Lo 85033 [ENENENEE 11s%
Grand Avenue (W Hwy 60) ZSBTSERR oo 85120 [N 182% 85122 ossn
8 - 1% 0.98%
7th Avenue 13.3% Avg. Houminute:ﬁ;'dnyonwng: 85251 m 4 85209 m
Adults 21 or older 5
3andstreet  FRE Vo 85210 R e 1 i ss1a3 RN, 0o
60 j 0.81%
Deer Valley Road 6‘5;_‘195 Avg. Mﬂes/tliay 03:3516 85257 0.83% Lo9% 85017 ﬂ; 1.32%
1 6.4% Driving: > 33. 1.53% T e
North Hayden Road 6.2% who Drank BUD LIGHT in PHOENIX 85204 ¥ 115':;% s ""25’;5 -
Washington Street s the past 30 doys 85201 [ETRE— L 85375 i 0.5
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7,139,195 or 44.1% of Adults 21 or older who Drank BUD LIGHT in the past 30 days read Local Daily
Newspaper(s) (Daily+Sunday) for an average of 9.7 minutes every day representing 29.9% of all time
spent daily with All forms of Print Media.

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

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

Local Daily Newspaper(s) (Sunday)
Books

New York Times (Daily)

New York Times (Daily+Sunday)

New York Times (Sunday)

All Local Weekly Newspapers

Wall Street Journal (Daily)

USA Today (Daily)

Catalogs

Magazines

Total Persans:

who Drank BUD LIGHT in the
past 30 days

. 2.8%
T

w who Drank BUD LIGHT in the past 30 days

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

Y

mUSA

Local Daity
Newspaper(s)
(Sunday}
136

New York Times
(Daily+Sunday)
10.4

Local Daily
Newspaper(s)
[Daily+Sunday)

USA Today (Daily)

Local Daily

Magazines
73 Local Daity
New York Times Newspaper(s)
(Daily) (Sunday)
8.4 Satwin 129

New York Times
(Daily+Sunday)
9.5

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

Local Daily
Newspaper(s) (Daily
86

Direct Mail
Advertising
{excluding
Catalogs)
7.5

USA Today (Daily)

Magazines

Catalogs
35

New York
Times (Daily)
7.4

All..

® who Drank BUD LIGHT in the past 30 days

HUSA

Avg. Week Ad- Sug_gorted Ah‘ Prmt Media (Persons & % Reach) Adults 21 or older Avg

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

Local Daily Newspaper(s) (Sunday)

New York Times (Daily)

New York Times (Daily+Sunday)

New York Times (Sunday)

All Local Weekly Newspapers

Wall Street Joumal (Daily)

USA Today (Daily)

Catalogs

Magazines

Books

usA USA Projection

Scarborough R1 2026: Jan 25-Mar26
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.
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# who Drank BUD LIGHT in the past 30 days

Qual Intab 1,485

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

mUsA

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

Local Daily
Newspaper(s)
(Sunday)
13.6

o o o =
= T
RIUER R R e o . fon

New York Times
{sunday)
12.4

g

(=l
=
!g

Wall Street Journal {Daily)
10.4

New York Times
(Daily+Sunday)
10.4

Local Daily
Newspaper(s) Newspaper(s)
(Daily+Sunday) (Daily
9.7 9.0

Local Daily

Local Daily
Newspaper(s}
{Sunday)
129

New York Times (Daily)
84

Direct Mail Advertising | Magazine
(excluding Catalogs) s
15 73

New York Times
(sunday)
115

New York Times
{Daily+Sunday)
95

Local Daily
Newspaper(s)
{Daity+Sunday)

9.2

Magazines
7.5

Local Daily Newspaper(s)

(Daity
86

Wall Street Journal
{Daity)
9.1

Direct Mail
Advertising
(excluding
Catalogs)
7.5

New York Times (Daily)
7.4

USA Projection

Scarborough R1 2026 Jan 25-Mar26

m who Drank BUD LIGHT in the past 30 days

Qual Intab 23,606

[(Age summaries: Adults 21 or older AND Domestic light beer drank past 30 days: Bud Light)]
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220,097 or 50.% of Adults 21 or older who Drank BUD LIGHT in the past 30 days read Local Daily
Newspaper(s) (Daily+Sunday) for an average of 9.6 minutes every day representing 31.5% 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

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

Local Daily Newspaper(s) (Daily

Books

All Local Weekly Newspapers

New York Times (Daily+Sunday)

New York Times (Sunday)

New York Times (Daily)

Wall Street Journal (Daily)

Magazines

Catalogs

USA Today (Daily)

Totol Per

MIn 115
icises | g x s

w who Drank BUD LIGHT in the past 30 days

‘who Drank BUD LIGHT in the

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

past 30 days

Local Daily
Newspaper(s)
(Sunday)
13.4

USA Today (Daily)

Local Daily
Newspaper(s)

Hew York Times
(Daity+Sunday)
2.9

Local Daily
Newspaper(s)
(Daily+Sunday)

9.7 9.6

Direct Mail
Advertising
{excluding Catalogs)

(Daily T3

9.0

Magazines

New York Times

(Daily)
8.2 Catalo...

Local Daity
Newspaper(s)
(Sunday)
12.4

Wall Street Journal
(Daily)

New York Times USA Today (Daily)

(Sunday) a7 83
107

Local Daity
Newspaper(s) (Daily  Magazines
82 80

Local Daily
Newspaper(s)
(Daily+Sunday)

8.8

Direct Md\l Catalogs

35
New York Times {excluding New York

(Daily+Sunday) Catalogs) Times (Daily)
8.7 7.5 6.8 e

B CHICAGO

= who Drank BUD LIGHT in the past 30 days

u CHICAGO

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

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

Local Daily Newspaper(s) (Daily

All Local Weekly Newspapers

New York Times (Daily+Sunday)

New York Times (Sunday)

New York Times (Daily)

Wall Street Journal (Daily)

Magazines

Catalogs

USA Today (Daily)

Books

All Gmphs and‘ soefa.ai Duta Modelmg Copyright © 20.

Totof persans:

g |2

mm 13.1% uho orank Wu;aliﬂnnﬂm

#who Drank BUD LIGHT in the past 30 days
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Supported Print Media: Adults 21 or olderm

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

Avg. Hours+Minutes/day with Ad-

past 30

Local Daily
Newspaper(s)
(Sunday)
134

New York Times
{sunday)
116

New York Times.
(DailysSunday)
9.9

Wall Street Journal (Daily)
9.8

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

Local Daily
Newspaper(s)
(Daily
9.0

New York Times (Daily)
82

Direct Mail Advertising
{excluding Catalogs)
7.9

Magazine

Local Daily
Newspaper(s)
[Sunday)
124

New York Times
(Sunday)
10.7

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

Direct Mail

Advertising

{excluding

Magazines Catalogs)
8.0 7.5

Local D-!llv Newspaper(s)
Daily New York Times [Daily)
s 2 68

W CHICAGO
tab 224
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Avg. Week All Prmt 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

77,270 or 37.9% of Adults 21 or older who Drank BUD LIGHT in the past 30 days read Local Daily
Newspaper(s) (Daily+Sunday) for an average of 9.4 minutes every day representing 28.7% of all time
spent daily with All forms of Print Media.

Totol Per

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

who Drank BUD LIGHT in the
past 30 days

= who Drank BUD LIGHT in the past 30 days B WASHINGTON, DC

Local Daily
Newspaper(s)
(Sunday)
13.0

New York Times
(Daity+Sunday)
105

Local Daily
Newspaper(s)
USA Today (Daily) (Daily

111 8.8 £ :
Direct Mail

Advertising
{excluding Catalogs)
6.4

Wall Sireet Journal New York Times
(Daily) (Daily} Catalogs
10.5 8.8 46

Local Daity
Newspaper(s)
(Sunday)
13.2

Local Daily
Newspaperis)
(Daity+Sunday)

04

USA Today {Daily)

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

New York Times 8.7 8.1

(Daily+Sunday)

Direct Mail Catalogs
Advertising 37
(excluding .

Catalogs)
7.3 AL

Wall Street Journal
(Daily) Magazines
95 7.9

= who Drank BUD LIGHT in the past 30 days

® WASHINGTON, DC

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

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

WASHINGTON, DC

All Graphs ond soefo.ai Data Modelmg Copyright © 2026
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Avg. Hours+Minutes/day with Ad-
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'WASHINGTON, DC

Supported Print Media: Adults 21 or older m

299

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

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

'0.0%

Local Daily
Newspapers}
(Sunday)
13.0

New York Times
(sunday)
122

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

Wall Street Journal (Daily)
105

Direct
New York Times (Daily) Mail
83 Advertis

catalog
Magazines s)
73 64

Local Daily
Newspaper(s)
(Sunday)
132

New York Times
(sunday)
12.0

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

Wall Street Journal

{Daily}
9.5

New York Times
(Daily)
8.1

Magazines

Direct Mail Advertis
Catal
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133,798 or 66.5% of Adults 21 or older who Drank BUD LIGHT in the past 30 days read Local Daily
Newspaper(s) (Daily+Sunday) for an average of 12.3 minutes every day representing 29.2% of all
time spent daily with All forms of Print Media.

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

Direct Mail Advertising (excluding Catalogs)

Local Daily Newspaper(s) (Daily+Sunday)

et ) T T ———s gy
Local Daily Newspaper(s) (Daily m b
oot i R et v | By
ks Pt marvn T —
New York Times (Sunday) MH Avg: Hours+Minutes/day with All Ll :::?(:r::ang Local Daity New York Times
New York Times (Daily) MF Print Media: Adults 21 or older 7;:,::;, 'll'::;; Ieaiban t:::ﬁ:;:lz h:;:: ,:f;: :;::]; newspa::;m (Daily [D;.i;vl

8.0 a8

Wall Street Journal (Daily)

Newspaper(s) (Daily
1.4

usa Today (Daiy) SRR RS
A ot ek wewsppers PRRG E e
i Wall Street Journal . Newspaper(s) (excluding Y
Catalogs mhﬂm ‘who Drank BUD LIGHT in the SEATTLE-TACOMA 0.4 (Daily) (Sunday) USA Today [Daily) Catalogs) Magazines
5.1% past 30 days 13.3 i Catalo._. 13.0 9.7 7.6 6.5 All..
Magazines vl 374 r

® who Drank BUD LIGHT in the past 30 days

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

W SEATTLE-TACOMA m who Drank BUD LIGHT in the past 30 days

m SEATTLE-TACOMA
Day Ad-Supported Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older

Direct Mail Advertising (excluding Catalogs)

Local Daily Newspaper(s) (Daily+Sunday)

Totof persans:

B —
Local Daily Newspaper(s) (Daily Mm Local Dally
20 3% Times Newspaper(s)
i . New York Times Wall Street Journal sl i i
Local Daily Newspaper(s) e i
New York Times (Sunday) @ F M Newspaper(s) {Sunday) 138 R (Sunday}

New York Times (Daily)

Wall Street Journal (Daily) m P Supported Print Media: Adults 21 or olderm oy
H Direct Mail Advertising
UsA Today (Daily) m sy m Advertising New York Times  (excluding
New York Times (excluding (Daity) Caralogs)
All Local Weekly Newspapers 189,302 “, m Local Daily (Daily) Catalogs) 7.7 76
Catalogs ot [ 0:16 | 5 RNl 1oco Daity n2 80
. m u3;2 m New York Times (DailysSunday | Newspaper(s New York Times Local Daily Newspaper(s)
Magazines m H‘n%l% who Drank BUD LIGHT in the SEATTLE-TACOMA m (Sunday) ) ) (Daily Ma%ﬂrinrs (sunday) i Magazines
0.0% past 30 days = 16.4 123 114 6.2 119 8.5 6.5
sooks [ 0.0%
= who Drank BUD LIGHT in the past 30 days B SEATTLE-TACOMA = who Drank BUD LIGHT in the past 30 days u SEATTLE-TACOMA
SEATTLE-TACOMA Scarborough R1 2026: Mar25-Mar26 Qual Intab 195 * Share of Everything

All Graphs and soefa.ai Data Modeimg Copyright © 2026

m" ! I Avg. Hours+Minutes/day with Ad- 24

173

13.0

lubbard Broadcasting, Inc. LLC. All rights reserved.

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

soefa

.dl

for Anything é




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)

4.5%
m .‘ E;l

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

93,621 or 31.2% of Adults 21 or older who Drank BUD LIGHT in the past 30 days read Local Daily
Newspaper(s) (Daily+Sunday) for an average of 8.9 minutes every day representing 28.9% of all time
spent daily with All forms of Print Media.

USA Today (Daily)
9.0

Local Daily
Newspaper(s)
(Daily+Sunday)
83

Direct Mail
Advertising
{excluding Catalogs)

Local Daily

USA Today [Daily)
8.9

Direct Mail
Advertising
{excluding
Catalogs)

Wall Street Journal
(Daity)

Wall Street Journal Newspaper(s)
Catatogs mm i 21 (Daily+Sunday) g 3
New York Times (Daily+Sunday) m H ==

Wall street Joural (Daily) [P s Mogazines

New York Times (Sunday) MF m H Local Daily Local Daily e
= & Newspaper(s) New York Times New York Times Newspaper(s) New York Times New York .

USA Today (Daily)  POPRPeR B 2.7% 7% who Drank BUDLIGHT n the PHOENIX {sunday) {DailysSunday) (Daily) Catalogs {Sunday) {DaitysSunday) Times (Daily) |~ Magazines
2. 9% past 30 days 123 9.1 7.3 141 9.3 7.3 6.8 AR
Magazines 92 ?“ “2'0% .
w who Drank BUD LIGHT in the past 30 days  PHOENIX = who Drank BUD LIGHT in the past 30 days m PHOENIX

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

Total persons: Time Spent:

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

Direct Mail Advertising (excluding Catalogs)
Local Daily Newspaper(s) (Daily
Local Daily Newspaper(s) (Daily+Sunday)
Local Daily Newspaper(s) (Sunday) Local Daily
New York Times Newspaper(s)
{Daily+Sunday) (Daily
Local Daily 9.3 a1
Newspaper(s)
(sunday)
1.1

Wall Street Journal | New York Times
(Daily) (Daily+Sunday)
92 9.1

Al Local Weekly N oday (Daily)
ocal y Newspapers Local Daily - 5.0
Newspaper(s)
(Sunday)

12.3

New York Times (Daily)

New YorkTimes {Daily+Sunday) MP

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

Direct Mail
Advertising
{excluding

Direct Mail
Advertising
New York (excluding

USA Taday (Daily)
89

Wall Street Journal (Daily) New York

m

New York Times (Sunday) F_ ationg Times (Daily) Catalogs) Cdl',’rlf:g's] "'"!;l;)aim
LEA Todoy (Dally) m“ — m Newspaper(s)  Local Daily e e
- New York Times {(DailysSunda  Newspapei(s New York Times
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ot P G e — : : =
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Social Media

“Advertising Actions"

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

102,963,517

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

Video Streaming Services
Podcasts
Newspapers

Audio Streaming Services

|\

39,709,105

31,946,626 12.3%

28,548,189 11.0%

USA

27,124,249 10.4%

Billboards  giemon 9.7%
® P21+ who Drank BUD LIGHT in the past 30 days (Shopped/Visited/Bought past 3mos Due to Ads on %)
m P21+ USA AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
USA DMA Scarborough R12026: Jan25-Mar26  Qual Intab: 1485 * Share of Everything
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"Advertising Actions"

e -
Dol EEGHI

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

2,589,254
Social Media | e

Broadcast, Cable, & Sat TV

1,670,088

Video Streaming Services

| 1,244,855

Cable TV Networks S Enaar 14.0%
Local AM/FM Radio 118,010
Local Broadcast TV

| 1,204,750

Audio Streaming Services

|

860,504 11.8%

Newspapers eIt 088 .
. \ : CHICAGO
730.438 10.0%

Podcasts o T
m P21+ who Drank BUD LIGHT 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: 224 f' * Share of Everything
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"Advertising Actions"

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

Social Media
Websites
Direct Mail .1,538,571 = 28.5%
Local AM/FM Radio gad0C '

Video Streaming Services
Podcasts

Broadcast, Cable, & Sat TV
Cable TV Networks
Newspapers

Audio Streaming Services
Local Broadcast TV

Billboards

884,985

17.4%

13.3%

800,215

10.5%

WASHINGTON, DC

672,135 12.4%
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[(Age summaries: Adults 21 or older AND Domestic light beer drank past 30 days: Bud Light)]
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