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[(Age summaries: Adults 21 or older AND Types of alcoholic beverages drank past 30 days: Non-alcoholic beer)]




1.9% or 5,297,005 of USA Adults 21 or older Drank NON-ALCOHOLIC BEER in the past 30 days.
Typical Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days are 49.9 years old (.7%
younger than average) and have a $135,315 (36.8% higher than average) annual household income.
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[(Age summaries: Adults 21 or older AND Types of alcoholic beverages drank past 30 days: Non-alcoholic beer)]



1.6% or 61,003 of MSP DMA Adults 21 or older Drank NON-ALCOHOLIC BEER in the past 30 days.
Typical Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days are 55.3 years old (9.5%
older than average) and have a $142,322 (23.6% higher than average) annual household income.
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[(Age summaries: Adults 21 or older AND Types of alcoholic beverages drank past 30 days: Non-alcoholic beer)]



2.8% or 68,125 of STL DMA Adults 21 or older Drank NON-ALCOHOLIC BEER in the past 30 days.
Typical Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days are 55.8 years old (10.2%
older than average) and have a $129,784 (26.4% higher than average) annual household income.
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[(Age summaries: Adults 21 or older AND Types of alcoholic beverages drank past 30 days: Non-alcoholic beer)]



2.% or 36,809 of CIN DMA Adults 21 or older Drank NON-ALCOHOLIC BEER in the past 30 days.
Typical Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days are 52.3 years old (4.3%
older than average) and have a $166,681 (63.4% higher than average) annual household income.
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[(Age summaries: Adults 21 or older AND Types of alcoholic beverages drank past 30 days: Non-alcoholic beer)]



7% or 12,726 of WPB DMA Adults 21 or older Drank NON-ALCOHOLIC BEER in the past 30 days.
Typical Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days are 60.5 years old (9.8%
older than average) and have a $103,532 (3.6% lower than average) annual household income.
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[(Age summaries: Adults 21 or older AND Types of alcoholic beverages drank past 30 days: Non-alcoholic beer)]
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1.9% or 5,297,005 of USA Adults 21 or older Drank NON-ALCOHOLIC BEER in the past 30 days.

Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days are 83.% more likely to be a
college graduate, 24.8% more likely to work full-time, 24.1% more likely to be married, 12.% less likely to
be a parent of 1 or more children under 18.
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Education Levels: Adults 21 or older

=

Some High School or Less (not graduate) 1 i?’ﬁ‘
High School Graduate (12th grade or 24.6%
GED)
Some College Credit (no degree)
Associate's Degree (AA, AS, etc.) 7 0%
College Graduate (4 year college) 25 796
Postgraduate Degree 33105
uMSP

Employment: Adults 21 or older

Fmpleyed Fll Time orPart Time
Employed Full-Time (35 hours or more)
/0

Employed Part-Time (less than 35 hours)
e colr -

8.5%

Blue Collar -
18.2%
Work From Home (most of the time or always) ﬁm

who Drank NON-ALCOHOLIC BEER in the past 30 days uMSP

1.6% or 61,003 of MSP DMA Adults 21 or older Drank NON-ALCOHOLIC BEER in the past 30 days.

Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days are 63.5% more likely to be a
college graduate, 7.4% more likely to work full-time, 27.1% more likely to be married, 40.2% less likely
to be a parent of 1 or more children under 18.
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1ii b Stage in Life: Adults 21 or older
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[(Age summaries: Adults 21 or older AND Types of alcoholic beverages drank past 30 days: Non-alcoholic beer)]



2.8% or 68,125 of STL DMA Adults 21 or older Drank NON-ALCOHOLIC BEER in the past 30 days.
Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days are 82.9% more likely to be a
college graduate, 7.6% more likely to work full-time, 19.8% more likely to be married, 21.7% less likely
to be a parent of 1 or more children under 18.
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[(Age summaries: Adults 21 or older AND Types of alcoholic beverages drank past 30 days: Non-alcoholic beer)]



2.% or 36,809 of CIN DMA Adults 21 or older Drank NON-ALCOHOLIC BEER in the past 30 days.

Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days are 67.8% more likely to be a
college graduate, 2.5% less likely to work full-time, 27.% more likely to be married, 10.3% less likely to
be a parent of 1 or more children under 18.
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[(Age summaries: Adults 21 or older AND Types of alcoholic beverages drank past 30 days: Non-alcoholic beer)]



7% or 12,726 of WPB DMA Adults 21 or older Drank NON-ALCOHOLIC BEER in the past 30 days.
Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days are 64.6% more likely to be a
college graduate, 35.5% less likely to work full-time, 9.4% less likely to be married, 56.1% more likely to

be a parent of 1 or more children under 18.
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1ii b Stage in Life: Adults 21 or older
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[(Age summaries: Adults 21 or older AND Types of alcoholic beverages drank past 30 days: Non-alcoholic beer)]
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Adults 21 or

76.3%

1.9% or 5,297,005 of USA Adults 21 or older Drank NON-ALCOHOLIC BEER in the past 30 days.

older who Drank NON-ALCOHOLIC BEER in the past 30 days are 14.9% more likely to own

their home, 39.8% more likely to own a higher valued home, 3.5% more likely to have a single-family
home, 17.2% more likely to have a dog.
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1.6% or 61,003 of MSP DMA Adults 21 or older Drank NON-ALCOHOLIC BEER in the past 30 days.
Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days are 6.8% more likely to own their

home, 9.9% more likely to own a lower valued home, 2.7% less likely to have a single-family home, 26.5%
less likely to have a dog.
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2.8% or 68,125 of STL DMA Adults 21 or older Drank NON-ALCOHOLIC BEER in the past 30 days.
Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days are 36.5% more likely to own
their home, 3.7% more likely to own a higher valued home, 25.6% more likely to have a single-family

home, 23.7% more likely to have a dog.
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2.% or 36,809 of CIN DMA Adults 21 or older Drank NON-ALCOHOLIC BEER in the past 30 days.
Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days are 22.7% more likely to own

their home, 57.5% more likely to own a higher valued home, 11.6% more likely to have a single-family
home, 6.% less likely to have a dog.
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.7% or 12,726 of WPB DMA Adults 21 or older Drank NON-ALCOHOLIC BEER in the past 30 days.
Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days are 23.8% more likely to own

their home, 18.% more likely to own a higher valued home, 13.1% more likely to have a single-family
home, 26.% less likely to have a dog.
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gym, 36.5% more likely to fly domestic past yr.

1.9% or 5,297,005 of USA Adults 21 or older Drank NON-ALCOHOLIC BEER in the past 30 days.
Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days are 27.8% more likely to look up
D-I-Y advice online, 31.5% more likely to always vote in local elections, 82.7% more likely to belong to a

-Top-ZO past 30-days Online Lifestyle Activites: Adults 21 or older

al Activ Adults 21 or older
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1.6% or 61,003 of MSP DMA Adults 21 or older Drank NON-ALCOHOLIC BEER in the past 30 days.
Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days are 12.6% more likely to look up
D-I-Y advice online, 1.8% more likely to always vote in local elections, 9.% more likely to belong to a gym,

43.% more likely to fly domestic past yr.
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9.4% more likely to fly domestic past yr.

2.8% or 68,125 of STL DMA Adults 21 or older Drank NON-ALCOHOLIC BEER in the past 30 days.
Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days are 40.% more likely to look up D-
I-Y advice online, 50.2% more likely to always vote in local elections, 20.9% more likely to belong to a gym,

.Top-ZO past 30-days Online Lifestyle Activites: Adults 21 or older
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2.% or 36,809 of CIN DMA Adults 21 or older Drank NON-ALCOHOLIC BEER in the past 30 days.
Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days are 20.4% more likely to look up
D-I-Y advice online, 8.5% less likely to always vote in local elections, 119.9% more likely to belong to a gym,

16.6% more likely to fly domestic past yr.
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7% or 12,726 of WPB DMA Adults 21 or older Drank NON-ALCOHOLIC BEER in the past 30 days.
Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days are 4.2% less likely to look up D-I-
Y advice online, 106.6% more likely to always vote in local elections, 99.3% more likely to belong to a gym,

5.% more likely to fly domestic past yr.
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Past 30-days QSR Users: Adults 21 or older
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' 1.9% or 5,297,005 of USA Adults 21 or older Drank NON-ALCOHOLIC BEER in the past 30 days.
Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days are 3.1% more likely to use QSRs
past mo., 27.8% more likely to use Sit-Down Restaurants past mo., 7.% more likely to use Casinos past yr.,

26.5% less likely to smoke cigarettes.
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Past 12 months Casino Activities: Adults 21 or older

28.6%

Slot Machines

Any Type of Beer
Wine

Domestic Regular Beer
Imported Beer
Domestic Light Beer

Microbrew / Craft Beer

®who Drank NON-ALCOHOLIC BEER in the past 30 days

USA

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

W 26.9% ¥

musa

Scarborough R1 2026: Jan 25-Mar26

Qual Intab

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

Upscale Restaurant

Stage Show / Concert

Sports Betting

Spa

Other Gambling

= who Drank NON-ALCOHOLIC BEER in the past 30 days

516

USA Projection

32,083,377 11.9%
22,885,098

Used Past 30-days: Adults 21 or older

%

/ Cannabis

_- -

19,806,435

m 11.4

6,5204 2,4% Casinos visited past 12
HUSA

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

Cigarettes

= who Drank NON-ALCOHOLIC BEER in the past 30 days

mUSA

[(Age summaries: Adults 21 or older AND Types of alcoholic beverages drank past 30 days: Non-alcoholic beer)]



Past 30-days QSR Users: Adults 21 or older

1time

2 times

oo T

4 times

5 times

6 - 9times

10 times or more

i

wwho Drank NON-ALCOHOLIC BEER in the past 30 days
Avg. Monthly QSR Meals:

uMSP
Total Monthly QSR Users:
96.1% 83.9%

1.6% or 61,003 of MSP DMA Adults 21 or older Drank NON-ALCOHOLIC BEER in the past 30 days.
Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days are 14.6% more likely to use QSRs
past mo., 29.7% more likely to use Sit-Down Restaurants past mo., 19.4% more likely to use Casinos past yr.,

78.% less likely to smoke cigarettes.

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

1time

2 times

17.8%

3 times

4 times

5 times

6-9times

10times or more &0%
® who Drank NON-ALCOHOLIC BEER in the past 30 days B MSP
Total ly Sit-Down Users: Avg. ly Sit-Down Meals:
94.2% 72.6%

s

Drank Past 30-days: Adults 21 or older

1,568,263 42.2%
1

Liquor
Any Type of Beer

Wine

Ln?n,%? 28.9%
mibz 26.8%

Domestic Light Beer

Domestic Regular Beer

Imported Beer v v
Microbrew / Craft Beer priy )-"m 13.1% 50.7% '
# who Drank NON-ALCOHOLIC BEER in the past 30 days mmsp
MSP DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab

Top-10 Cuisines: Adults 21 or older

(Sit-Down Restaurants Used Past 30-days)

i

chinese  Mexian  Coffee  Wings/
Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)

e

iakan steskhouse Upscale Indian /
Thai/
Other
asian

# who Drank NON-ALCOHOLIC BEER in the past 30 days mmsP

House/ Dugers/ Dot/
Coffee Bar Sports Bar  Bakery

who Drank NON-ALCOHOLIC BEER in the past 30 days 12.7%

12.5%

L 464,149

Casino Activities: Adults 21 or older

10.8%

Past 12 months

Slot Machines

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

Bar / Nightclub

Upscale Restaurant

Sports Betting

Other Gambling

Casinos visited past 12 months: Yes

00.0%
Spu 2.3%
= who Drank NON-ALCOHOLIC BEER in the past 30 days = MSP

35
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Used Past 30-days: Adults 21 or older

=

Marijuana / Cannabis Cigarettes

Vape

= who Drank NON-ALCOHOLIC BEER in the past 30 days mMsP

[(Age summaries: Adults 21 or older AND Types of alcoholic beverages drank past 30 days: Non-alcoholic beer)]



Past 30-days QSR Users: Adults 21 or older

= ' -* IR 1time
% 2times
3 times

4 times

5 times

6 - 9times

10 times or more

™ who Drank NON-ALCOHOLIC BEER in the past 30 days mSTL

Total Monthly QSR Users: Avg. Monthly QSR Meals:
87.2%

s
o 2

10 times or more

Total

1time

2 times 18.0%

3 times 10.0%

4 times St
5 times

6-9times

u

= who Drank NON-ALCOHOLIC BEER in the past 30 days ESTL
ly Sit-Down Users: Avg. ly Sit-Down ant Meals:
93.3% 73.9%

Drank Past 30-days: Adults 21 or older

Any Type of Beer

1.1)‘5 1,830 43.3%

Liquor

1,n§a,792 42.8%

Domestic Light Beer s

13

"

1!

Domestic Regular Beer Ti4gT | 29.4%

Wine peerm tUE

Imported Beer - Vv
Microbrew / Craft Beer 9.0% 46.5% i

= who Drank NON-ALCOHOLIC BEER in the past 30days msTL

STL DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 57
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Table Games (Craps, Poker, etc.)

Upscale Restaurant

Stage Show / Concert

Other Gambling

= who Drank NON-ALCOHOLIC BEER in the past 30 days

2.8% or 68,125 of STL DMA Adults 21 or older Drank NON-ALCOHOLIC BEER in the past 30 days.

Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days are .2% more likely to use QSRs
past mo., 26.2% more likely to use Sit-Down Restaurants past mo., 31.% more likely to use Casinos past yr.,
38.3% less likely to smoke cigarettes.

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)

hiitkikhhh

MexiGn Chinese  Piza  wings/ ialan Steakhouse Coffee  Bagel/ Upsalle  Seafood
Burgers / House/  Donsk/
Sports ar Coffee ar  Bakery
= who Drank NON-ALCOHOLIC BEER in the past 30 days msTL

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Drank NON-ALCOHOLIC BEER in the past 30 days 27.2%

LUl 408,245 16.8%

Past 12 months Casino Activities: Adults 21 or older

Slot Machines

7 208.9%
[ 317,900 FERT
mé.,-mv 6.9%

150 2.8%
99,819 4.1%
1 1.7%
2.2%

Spa E 1.2% 7%

Bar / Nightclub

Sports Betting

Casinos visited past 12 Yes

Used Past 30-days: Adults 21 or older

i
Y

a / Cannabis

mSTL

Cigarettes

= who Drank NON-ALCOHOLIC BEER in the past 30 days msi

[(Age summaries: Adults 21 or older AND Types of alcoholic beverages drank past 30 days: Non-alcoholic beer)]



Past 30-days QSR Users: Adults 21 or older
; %
=" B
% 2times

R

B |

4 times

5 times

6 - 9times

10 times or more

# who Drank NON-ALCOHOLIC BEER in the past 30days
Avg. Monthly QSR Meals:

®CN

Total Monthly QSR Users:
71.3% A

2.% or 36,809 of CIN DMA Adults 21 or older Drank NON-ALCOHOLIC BEER in the past 30 days.
Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days are 18.6% less likely to use QSRs
past mo., 8.5% more likely to use Sit-Down Restaurants past mo., 27.8% less likely to use Casinos past yr.,

55.6% less likely to smoke cigarettes.

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

n .3%
1time

e T
10.5%

0.9%

3.8%

3 times

4 times

5 times

6-9times

10 times or more

# who Drank NON-ALCOHOLIC BEER in the past 30 days mCIN
Total ly Sit-Down Users: Avg. Monthly Sit-Down ant Meals:
81.5% 75.1%

Top-10 Cuisines: Adults 21 or older

(Sit-Down Restaurants Used Past 30-days)

upscale  seafood

# who Drank NON-ALCOHOLIC BEER in the past 30 days uCIN

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Drank NON-ALCOHOLIC BEER in the past 30 days 31.7%

L 379,800 20.5%

Drank Past 30-days: Adults 21 or older

Ui
Any Type of Beer
Domestic Light Beer
Wine
Domestic Regular Beer
Imported Beer - v
Microbrew / Craft Beer W 36.6% '
w who Drank NON-ALCOHOLIC BEER in the past 30 days WCIN
CIN DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab

Activities: Adults 21 or older

31.1%

Past 12 months Casino

Slot Machines T

214,383 11.6% )

187,370 ;i

Bar / Nightclub

Table Games (Craps, Poker, etc.)

70 1.9%
144,874 7.8%

1368 7.4%

Stage Show / Concert
Upscale Restaurant
Sports Betting

Other Gambling

Bt o

Used Past 30-days: Adults 21 or older

i
Y

Cigarettes Vape

a / Cannabis

00.0%
SPa ETeL 17% Casinos visited past 12 Yes
= who Drank NON-ALCOHOLIC BEER in the past 30 days mCIN
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# who Drank NON-ALCOHOLIC BEER in the past 30 days som
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Past 30-days QSR Users: Adults 21 or older

A 1time

% 2 times

3 times

4 times

12.6%
5 times
6 - 9times

10 times or more 11.9%

® who Drank NON-ALCOHOLIC BEER in the past 30 days

= WPB

Total Monthly QSR Users: Avg. Monthly QSR Meals:
72.9% 80.4%

69.% less likely to smoke cigarettes.

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

1time

A
s
s
.
= who Drank NON-ALCOHOLIC BEER in the past 30 days = WPB
Total ly Sit-Down Users: Avg. Monthly Sit-Down ant Meals:
79.4% 75.9%

Drank Past 30-days: Adults 21 or older

Liquor

789,579 42.8% B

Any Type of Beer 689,597 37.4%
Wine 639,537

L 7%

Imported Beer waioss  23.9%

Domestic Regular Beer

Domestic Light Beer

22.1%

407,878

Microbrew / Craft Beer  5.0%

® who Drank NON-ALCOHOLIC BEER in the past 30 days LA

WPB DMA Scarborough R1 2026: Jan25-Jan26 Qual intab

.7% or 12,726 of WPB DMA Adults 21 or older Drank NON-ALCOHOLIC BEER in the past 30 days.
Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days are 9.4% less likely to use QSRs
past mo., 4.6% more likely to use Sit-Down Restaurants past mo., 35.7% less likely to use Casinos past yr.,

Top-10 Cuisines: Adults 21 or older

(Sit-Down Restaurants Used Past 30-days)

Ilihihijih

50,0
piza upscale  seafood  Bagel/
Donut/

Chinese malan  mexicin steakhouse Wings/
Burgers | House /

Sports Bar Coffee tar

= who Drank NON-ALCOHOLIC BEER in the past 30 days wes

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Drank NON-ALCOHOLIC BEER in the past 30 days 20.4%

L 370,489 20.1%

Past 12 months Casino

Slot Machines

Activities: Adults 21 or older

Upscale Restaurant

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

Bar / Nightclub

Sports Betting

Used Past 30-days: Adults 21 or older

i
ey

13.1%

a / Cannabis

Spa
Other Gambling S oo Casinos visited past 12 Yes
# who Drank NON-ALCOHOLIC BEER in the past 30 days =wps

30
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Cigarettes

#who Drank NON-ALCOHOLIC BEER in the past 30 days

[(Age summaries: Adults 21 or older AND Types of alcoholic beverages drank past 30 days: Non-alcoholic beer)]



i= Z

Adu

nﬁdlnvestments Owned: Adults 21 or older

401K Plan

IRA (Individual Retirement Account) -5 944 o oy

102,
Stocks or Stock Options

Mutual Funds 1B0%

Money Market Funds 205

38,910,395 L E

Bonds 21.2%

]

20.1%

Other (Crypto / NFTs / Metals, etc.) 5.1%

;I

529 Plan / College Savings Plan fa5%

15%

9.7%
2.6%

® who Drank NON-ALCOHOLIC BEER in the past 30 days

Second Home or Real Estate Property

127,493,883 46.7%

39.8%

mUSA

: 1.9% or 5,297,005 of USA Adults 21 or older Drank NON-ALCOHOLIC BEER in the past 30 days.

Its 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days are 36.2% more likely to have a

401K, 20.6% more likely to have an Auto Loan, 93.4% more likely to Invest/Trade Stocks Online, 26.5% less
likely to pay with their Debit Card.

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

9.8%
5.29% 0.7% 52% 6.1% 450

Checking Debitor ATM  Savings Credit Card Online Mobile Online Bill Home Auto Loan Certificates of Studentloan Personal Loan Refinanced Home
Account card Account Banking Banking Paying Mortgage Market  Deposit{CDs) Home  Improvement
Account Mortgage Loan or Home
Equity Loan

= who Drank NON-ALCOHOLIC BEER in the past 30 days B USA

Professional Services Used*: Adults 21 or older

Tax Preparation Service
s 55,493,831 20.3%

Financial Planner PRI 17.9%
Online Investing / Stock Tradi el -
e/ ol 1180075 15.1%

58,723 18.1%

Insurance Agent at a Local Office (not online) s o @ ®

45%
2%

Estate Planning M" 6.7%

Real Estate Agent

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

$r0602.33

Debit Card Venmo MasterCard  Apple Pay  Cash App  Google Pay  American Discover  Store Credit Square Cash  Facebook Samsung Pay

bsa5ar

. 2.0% (*Past 12 Months)
Divorce / Family Attomney r;'.'l% Express card Messenger
® who Drank NON-ALCOHOLIC BEER in the past 30 days = USA » who Drank NON-ALCOHOLIC BEER in the past 30 days mUSA
USA USA Projection Scarborough R1 2026: Jan 25-Mar26 Qual intab 516
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 Types of alcoholic beverages drank past 30 days: Non-alcoholic beer)]



1.6% or 61,003 of MSP DMA Adults 21 or older Drank NON-ALCOHOLIC BEER in the past 30 days.
Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days are 18.9% more likely to have a
401K, 17.1% more likely to have an Auto Loan, 5.5% more likely to Invest/Trade Stocks Online, 48.7% less

likely to pay with their Debit Card.

IRA (Individual Retirement Account)

Stocks or Stock Options

936,03425.2%

32.9%
19.9%

18.9%
Money Market Funds Mm%
072 10.0%
Bonds ey
12.5%

529 Plan / College Savings Plan Eli%

Other (Crypto / NFTs / Metals, etc.) &?9’; i

Mutual Funds

Second Home or Real Estate Property E’.Jz‘w’

¥ who Drank NON-ALCOHOLIC BEER in the past 30 days W MSP

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

83% 709 B84% g S0k
b

o . RO

Money  Certificates of Studentloan

yar7ou 5 3311003 1a1351 353601
Checking Debit or ATM Credit Card Mobile Online Bill Home Auto Loan

Savings i Home  Personal Loan Refinanced
Account Account card Banking Banking Paying Mortgage Market  Deposit {CDs) Improvement Home
Account Loan or Home Mortgage
Equity Loan

= who Drank NON-ALCOHOLIC BEER in the past 30 days u MSP

Professional Services sed*: Adults 21 or older

Financial Planner 28.9%

926,930

Tax Preparation Service

Online Investing / Stock Trading

Insurance Agent at a Local Office (not online)

Accountant

Real Estate Agent

24.0%
L 4.0%
Estate Planning W 84%

2 0.0% (*Past 12 Months)
| ca%
= who Drank NON-ALCOHOLIC BEER in the past 30 days = MSP

MSP DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 35
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Divorce / Family Attorney

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

N18.1% S0 9.6% o 8.4%
1 1.9% 3-2%
5 sr3am J ]

Cash App American Discover  Store Credit Square Cash  Facebook  Samsung Pay
Express card Messenger

‘Venmo DebitCard MasterCard  Apple Pay zelle

Google Pay

# who Drank NON-ALCOHOLIC BEER in the past 30 days u MSP

[(Age summaries: Adults 21 or older AND Types of alcoholic beverages drank past 30 days: Non-alcoholic beer)]



2.8% or 68,125 of STL DMA Adults 21 or older Drank NON-ALCOHOLIC BEER in the past 30 days.

Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days are 29.7% more likely to have a
401K, 29.5% more likely to have an Auto Loan, 203.7% more likely to Invest/Trade Stocks Online, 27.8% less
likely to pay with their Debit Card.

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

894,600 36.8% —
Stocks or Stock Options
Mutual Funds m 35.2%
Money Market Funds M 24.2%
Other (Crypto / NFTs / Metals, etc.) W 27.9%
Bonds m 17.0%

IRA (Individual Retirement Account)

12.3%
7 Gy 5% 36% 55% 5.1%
5 9.

Money  Certificates of Studentloan Personal Loan  Home Refinanced

as.038

529 Plan / College Savings Plan mﬂnﬁ cmu Debit or M

Account card Account Banking Paying Banking Mortgage Market  Deposit {CDs) Improvement  Home
041
Second Home or Real Estate Property 5:9;:6 Account Loanor Home  Mortgage

08

Savings Credit Card Online Online Bill

Equity Loan
# who Drank NON-ALCOHOLIC BEER in the past 30 days WSTL = who Drank NON-ALCOHOLIC BEER in the past 30 days mSTL

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

Financial Planner

Tax Preparation Service
Online Investing / Stock Trading .zééésa T 37.3%
Insurance Agent at a Local Office (not online) m e
coaniii a.ﬁ:m ' .

056%
Real Estate Agent Eﬁ P ——

65% a0% 6% . o 20%
Estate Planning Ms% J h - |

~ 7.0% (*Past 12 Months) VIsA PayPal Zelle ApplePay  CashApp GooglePay  Discover  StoreCredit  American Facebook  Square Cash Samsung Pay
Divorce / Family Attorney g 1.2% card Express Messenger

# who Drank NON-ALCOHOLIC BEER in the past 30 days mSTL

= who Drank NON-ALCOHOLIC BEER in the past 30 days mSTL

STL DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 57
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[(Age summaries: Adults 21 or older AND Types of alcoholic beverages drank past 30 days: Non-alcoholic beer)]



2.% or 36,809 of CIN DMA Adults 21 or older Drank NON-ALCOHOLIC BEER in the past 30 days.

Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days are 13.2% less likely to have a 401K,
68.1% more likely to have an Auto Loan, 170.6% more likely to Invest/Trade Stocks Online, 13.3% less likely to
pay with their Debit Card.

E Investments Owned: Adults 21 or older
e ¢ )

401K Plan

IRA (Individual Retirement Account)

666,418 35.9%

2
5
y
3
: #

Stocks or Stock Options aBi266 26.0%

:

Mutual Funds

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

44.9%
Money Market Funds W
. 245%
529 Plan / College Savings Plan B e
21.0% : 7.6%
. 4.9%
Other (Crypto / NFTs / Metals, etc.) =7 m h 3.0% - . 4.6%
— sz 31100 S
Second Home or Real Estate Property  5.8% i Checking Debitor ATM  Savings  CreditCard  Online Online Bill Home Autoloan  Money  Studentloan Certificates of Personal Loan  Home  Refinanced
Account card Account Banking Paying  Mortgage Market Deposit (CDs) Improvement  Home
Bonds 18.2% Account Loan or Home Mortgage
[ 59.8% Equity Loan
# who Drank NON-ALCOHOLIC BEER in the past 30 days ECIN ® who Drank NON-ALCOHOLIC BEER in the past 30 days mCIN
Professional Services Used*: Adults 21 or older 'm'Past 3-Months Payment Methods Used: Adults 21 or older
Tax Preparation Service
el Phevwier uz,uu 16.8%
Oniine Investing / Stock Trading
2 33.3%
AGouBtaL; 575,341 9.5%
Insurance Agent at a Local Office (not online) 17.8% ‘
15.7%
12.0%
Real Estate Agent r
3 18.1% 8.1% Sa% s
: 20.2% 19% 12%
csate amnivg S L . - .. . : - h o™=
B 3 1.1% (*Past 12 Menths) visa PayPal Debit Card  MasterCard Venmo Zelle Cash App Apple Pay American  Google Pay Store Credit  Discover  Square Cash  Facebook Samsung Pay
Divorce / Family Attorney r 0.9% Express. card Messenger
= who Drank NON-ALCOHOLIC BEER in the past 30 days mCIN ® who Drank NON-ALCOHOLIC BEER in the past 30 days = CIN

CIN DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 37
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7% 0

9.5%

r 12,726 of WPB DMA Adults 21 or older Drank NON-ALCOHOLIC BEER in the past 30 days.

Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days are 11.% less likely to have a 401K,

more likely to have an Auto Loan, 12.2% less likely to Invest/Trade Stocks Online, 49.4% more likely to

pay with their Debit Card.

Investments Owned: Adults 21 or older

)

~Ha

IRA (Individual Retirement Account)

662,813 36.0%

516,374 28.0%

9.2%

16.0%
22.8%
14.7%
16.8%
11.1%
6.1%

176,649 9.6%

Stocks or Stock Options
Mutual Funds
Money Market Funds

Other (Crypto / NFTs [ Metals, etc.)

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

Bonds = ' oo 4.5% 4.9% e 3.5% diok 2.3%
Second Home or Real Estate Property 7'2% Checking Debitor ATM  Savings  Credit Card Online Bill Money  Certificates of Personal Loan Studentloan  Home Refinanced
5 Account card Account Paying Market  Deposit (CDs) Improvement  Home
529 Plan / College Savings Plan M aL5% RO "‘E';':;l‘:"e Mortgage
# who Drank NON-ALCOHOLIC BEER in the past 30 days EWPB = who Drank NON-ALCOHOLIC BEER in the past 30 days mWPB
Professional Services Used*: Adults 21 or older 'm'Past 3-Months Payment Methods Used: Adults 21 or older
Recountant
299,730
Online Investing / Stock Trading 1‘&,‘
Insurance Agent at a Local Office (not online) &% .
Estate Planning - :15: 9.6%
75,4198 K S 15.8% i a5% 57% 1%
Real Estate Agent m ‘;67% . weesiz e _..! = "™ e
) +0.0% (*Past 12 Months) VisA Paypal Zelle  Mastercard DebitCad  Venmo  ApplePay CashApp  American GooglePay StoreCredit Discover  SquareCash  Facebook  Samsung Pay
Divorce / Family Attorney B L% Express card Messenger
» who Drank NON-ALCOHOLIC BEER in the past 30 days mWPB # who Drank NON-ALCOHOLIC BEER in the past 30 days = WPB

wrs DMA Scarborough R1 2026: Jan25-Jan26 Qual Intab 30
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"BEER Brands Drank"

P21+ who Drank NON-ALCOHOLIC BEER in the past 30 days (BEER Brands Drank Last 30
days)

B
VA ¢
P \ TASTES LIKE: TIME

Miller Lite greecn

ettt | ULTRA Michelob Ultra  [SZ088

Bud Light
Coors Light grereysm
Budweiser greriysTs 4.3% I " |
Busch Light
Pabst Blue Ribb A
et Bue Ribben ULTRA
Miller High Life Z E.RO
Coors Original 0.0* | 29
ALC./VOL. | CALS
Miller Genuine Draft T oy
Natural Light USA
Busch
¥ P21+ who Drank NON-ALCOHOLIC BEER in the past 30 days (BEER Brands Drank Last 30 days) B P21+ USA (BEER Brands Drank Last 30 days)
USA DMA Scarborough R12026: Jan25-Mar26 Qualintab: 516 ®* Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. SOEfa.al for Anythiyng o

[(Age summaries: Adults 21 or older AND Types of alcoholic beverages drank past 30 days: Non-alcoholic beer)]



"BEER Brands Drank"

P21+ who Drank NON-ALCOHOLIC BEER in the past 30 days (BEER Brands Drank Last 30
days)
BUSCHLIGHT Bsusch Lignt

Pabst Blue Ribbon

Rbit
Blue Ribbon
Coors Light -

Miller Lite

Coors Original

Budweiser
Michelob Ultra o i
ULTRA
Busch ZERDO
Miller High Life n‘v")rg‘— 0.0* | 29

n Ao
Sy Fae—————— Rahal)

ALC./VOL. | CALS

) . 0.0%
Miller Genuine Draft 55,963 1.5%

Natural Light (@%%__ MINNEAPOLIS-ST. PAUL

Bud Light (29%

172,243 4.6%
m P21+ who Drank NON-ALCOHOLIC BEER in the past 30 days (BEER Brands Drank Last 30 days) m P21+ MINNEAPOLIS-ST. PAUL (BEER Brands Drank Last 30 days)
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Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend an average of 3 days, 7 hours, 29
minutes and 30 seconds each week with All Forms of Media.

83.6% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend an avg. of 7 hours and 53 minutes each week
listening to All Local AM/FM Radio, representing 8.3% of total time spent with all forms of Media.
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Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend an average of 3 days, 12 hours, 28
minutes and 3 seconds each week with All Forms of Media.

84.9% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend an avg. of 8 hours and 38 minutes each week
listening to All Local AM/FM Radio, representing 8.7% of total time spent with all forms of Media.
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Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend an average of 3 days, 20 hours, 37
minutes and 26 seconds each week with All Forms of Media.

90.6% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend an avg. of 8 hours and 32 minutes each week
listening to All Local AM/FM Radio, representing 8.4% of total time spent with all forms of Media.
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Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend an average of 3 days, 3 hours, 25
minutes and 59 seconds each week with All Forms of Media.

70.8% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend an avg. of 7 hours and 59 minutes each week
listening to All Local AM/FM Radio, representing 7.5% of total time spent with all forms of Media.
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Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend an average of 3 days, 3 hours, 11
minutes and 47 seconds each week with All Forms of Media.

91.2% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend an avg. of 9 hours and 54 minutes each week
listening to All Local AM/FM Radio, representing 12.% of total time spent with all forms of Media.
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Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend an average of 2 days, 9 hours, 34
minutes and 39 seconds each week with All Forms of Ad-Supported Media.

77.5% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend an avg. of 6 hours and 15 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 8.4% of total time spent with all forms of Ad-Supported Media.
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| Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend an average of 2 days, 8 hours, 41
minutes and 23 seconds each week with All Forms of Ad-Supported Media.
72.% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend an avg. of 5 hours and 57 minutes each week

listening to Local Ad-Supported AM/FM Radio, representing 7.6% of total time spent with all forms of Ad-Supported Media.
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Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend an average of 2 days, 16 hours, 26
minutes and 11 seconds each week with All Forms of Ad-Supported Media.
83.2% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend an avg. of 6 hours and 47 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 NON-ALCOHOLIC BEER in the past 30 days spend an average of 2 days, 9 hours, 16
minutes and 26 seconds each week with All Forms of Ad-Supported Media.

64.3% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend an avg. of 6 hours and 54 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 7.8% of total time spent with all forms of Ad-Supported Media.
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Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend an average of 2 days, 4 hours, 29
minutes and 16 seconds each week with All Forms of Ad-Supported Media.

88.3% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend an avg. of 9 hours and 15 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 15.6% of total time spent with all forms of Ad-Supported Media.
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for an avg. of 53.6 minutes/day.

Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend an average of 8 hours
and 13 minutes each day with All Forms of Ad-Supported Media. 77.5% listen to Local AM/FM Radio

(Local Radio delivers 8.4% of Time with Ad-Supported Media.)
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| Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend an average of 8 hours
and 5 minutes each day with All Forms of Ad-Supported Media. 72.% listen to Local AM/FM Radio for
an avg. of 51. minutes/day.

(Local Radio delivers 7.6% of Time with Ad-Supported Media.)
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for an avg. of 58.2 minutes/day.

| Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend an average of 9 hours
and 12 minutes each day with All Forms of Ad-Supported Media. 83.2% listen to Local AM/FM Radio
(Local Radio delivers 8.8% of Time with Ad-Supported Media.)
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for an avg. of 59.2 minutes/day.

Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend an average of 8 hours
and 10 minutes each day with All Forms of Ad-Supported Media. 64.3% listen to Local AM/FM Radio
(Local Radio delivers 7.8% of Time with Ad-Supported Media.)
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| Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend an average of 7 hours
and 29 minutes each day with All Forms of Ad-Supported Media. 88.3% listen to Local AM/FM Radio

for an avg. of 79.4 minutes/day.

(Local Radio delivers 15.6% of Time with Ad-Supported Media.)
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4,103,504 or 77.5% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days listen
to Ad-Supported Local AM/FM Radio for an average of 53.6 minutes every day representing 33.1%
of all time spent daily with Ad-Supported Audio.
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- 56,707 or 83.2% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days listen to
Ad-Supported Local AM/FM Radio for an average of 58.2 minutes every day representing 32.4% of
all time spent daily with Ad-Supported Audio.
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- 11,232 or 88.3% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days listen to
Ad-Supported Local AM/FM Radio for an average of 79.4 minutes every day representing 39.% of all
time spent daily with Ad-Supported Audio.

Avg. Week AIIAudJo (Persons & % Reach): Adults 21 or older Avg. Day All Audio (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older
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4,103,504 or 77.5% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days listen
to Ad-Supported Local AM/FM Radio for an average of 53.6 minutes every day representing 33.1%
of all time spent daily with Ad-Supported Audio.
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43,929 or 72.% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days listen to
Ad-Supported Local AM/FM Radio for an average of 51. minutes every day representing 30.3% of all
time spent daily with Ad-Supported Audio.

Weekly 78.7% Avg. Hours+Minutes/day with Ad-Supported
. ('

Reach % Audio: Adults 21 or older
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56,707 or 83.2% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days listen to
Ad-Supported Local AM/FM Radio for an average of 58.2 minutes every day representing 32.4% of
all time spent daily with Ad-Supported Audio.
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| 23,685 or 64.3% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days listen to
Ad-Supported Local AM/FM Radio for an average of 59.2 minutes every day representing 33.7% of
all time spent daily with Ad-Supported Audio.

Weekly 79.1% Avg. Hours+Minutes/day with Ad-Supported
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- 11,232 or 88.3% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days listen to
Ad-Supported Local AM/FM Radio for an average of 79.4 minutes every day representing 39.% of all
time spent daily with Ad-Supported Audio.

Weekly 88.3% Avg. Hours+Minutes/day with Ad-Supported
Reach % Audio: Adults 21 or older
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4,103,504 or 77.5% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days listen to
Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Pop Contemporary Hit
Radio, Hot AC, Classic Hits, and Classic Rock.

Local AM/FM Radro Formats (Persons & % Reach): Adults 21 or older Local AM/FM Radio Formats (% Time Spent & Avg. Mmutes/day Spent): Adults 21 or older
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43,929 or 72.% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Classic Hits, Hot AC, All Sports, Country, and Pop
Contemporary Hit Radio.

Local AM/FM Radio Formats (Persons & % Reach): Adults 21 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older
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56,707 or 83.2% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Classic Rock, Adult Hits, Alternative, New Country,
and Classic Hits.

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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23,685 or 64.3% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Adult Hits, Hot AC, Adult Contemporary, Classic
Rock, and Album Oriented 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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11,232 or 88.3% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Classic Hits, Urban AC, Classic
Rock, and Pop Contemporary Hit Radio.
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' 3,493,909 or 66.% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days watch
Ad-Supported Local TV Stations for an average of 95.1 minutes every day representing 33.5% of all
time spent daily with Ad-Supported Video.
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Avg. Day All Video (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older

% Time spent:

64.0%

m

6.7%

vg. Hours+Minutes/day with
—m—im s 2 o oldr

Non-Premium Cable TV
Networks
101.6

YouTube
Video
415

Non-Premium Cable TV
Networks
102.4

YouTu
be

Amazon
Prime/IMD

AppleT
V+,fu...

Netflix
33.1

Premi
um...

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

Local TV Stations

Non-Premium Cable TV...

Amazon Prime/IMDb/FireTV
YouTube Video

TikTok

Hulu/Hulu + Live TV (any Hulu)
AppleTV+fubo,Pluto, Tubi, etc.
Peacock

Paramount+

Netflix

Disney+

Roku + The Roku Channel
Premium Cable TV Networks

MsP

% Time spent:

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

Total Persons:

m-
o mee
M
e

[S0s35 | 13.c jiee Avg. Hours+Minutes/day with Ad- B
m W Supported Video: Adults 21 or older m

[iss00 | 115% jane
-ﬂ*"

324374 r
who Drank NON-

26.9%

00 a0
EREE

YouTube
Video
433

Non-Premium Cable TV
Networks

88.4 Networks

96.0

Appl
eTV+

Hulu/Hul

ut...
Net

flix
Local TV Stations 14.
121.7 . 6

Amazon
Prime/IMD
b/FireTV
35.2

Netflix
14.5

Local TV Stations
1305

11.7%
P — 7o
o 55
0.0% ALCOHOLIC BEERin the
past 30 days
# who Drank NON-ALCOHOLIC BEER in the past 30 days
DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab

u MSP
35

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

Non-Premium Cable TV

Hulu/Hu
lu+..

TiKT...

Amazon
Prime/IM
Db/FireTV

445

Ap
ple

® who Drank NON-ALCOHOLIC BEER in the past 30 days u MSP

soefa.ai

[(Age summaries: Adults 21 or older AND Types of alcoholic beverages drank past 30 days: Non-alcoholic beer)]

® Share of Everything
for Anything N



Avg. Week A{Imxideo (Persons & % Reach): Adults 21 or older

Local TV Stations
Non-Premium Cable TV...

Netflix

Amazon Prime/IMDb/FireTV

YouTube Video

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

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

Peacock

Disney+

Premium Cable TV Networks

u who Drank NON-ALCOHOLIC BEER in the past 30 days
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Ad-Supported Local TV Stations for an average of 122. minutes every day representing 35.2% of all
time spent daily with Ad-Supported Video.
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26,956 or 73.2% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days watch
Ad-Supported Local TV Stations for an average of 134.3 minutes every day representing 40.9% of all
time spent daily with Ad-Supported Video.
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9,551 or 75.% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days watch Ad-
Supported Local TV Stations for an average of 108.8 minutes every day representing 37.9% of all
time spent daily with Ad-Supported Video.
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3,493,909 or 66.% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days watch
Ad-Supported Local TV Stations for an average of 95.1 minutes every day representing 33.5% of all
time spent daily with Ad-Supported Video.
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43,618 or 71.5% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days watch
Ad-Supported Local TV Stations for an average of 130.5 minutes every day representing 35.% of all
time spent daily with Ad-Supported Video.
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51,899 or 76.2% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days watch
Ad-Supported Local TV Stations for an average of 122. minutes every day representing 35.2% of all
time spent daily with Ad-Supported Video.
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26,956 or 73.2% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days watch
Ad-Supported Local TV Stations for an average of 134.3 minutes every day representing 40.9% of all
time spent daily with Ad-Supported Video.
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9,551 or 75.% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days watch Ad-
Supported Local TV Stations for an average of 108.8 minutes every day representing 37.9% of all
time spent daily with Ad-Supported Video.
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' 3,493,909 or 66.% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days watch
Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening, Local News -
Morning, National/Network News, Comedies, and Dramas.
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Local TV Station Programs (Persons & % Reach): Adults 21 or older
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43,618 or 71.5% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days watch
Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Morning, Sports, Dramas,
Local News - Evening, Food/Cooking Shows, and Game Shows.
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51,899 or 76.2% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days watch
Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening, Local News -
Morning, Comedies, Movies, and Dramas.
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26,956 or 73.2% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days watch
Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening, Local News -
Morning, National/Network News, Comedies, and Mystery/Suspense/C
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Local TV Station Programs (Persons & % Reach): Adults 21 or older

(Average Week)
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Movies

Dramas

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

Court Shows

9,551 or 75.% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days watch Ad-
Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Morning, Local News -
Late, Daytime Talk Shows, Local News - Evening, and Court Shows.
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[ 3,761,371 or 71.% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days use
Ad-Supported Social Media for an average of 138.4 minutes every day representing 23.7% of all time
spent daily with Ad-Supported Digital Media.
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| 41,921 or 68.7% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days use Ad-
Supported Social Media for an average of 98.2 minutes every day representing 16.9% of all time
spent daily with Ad-Supported Digital Media.
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Avg. Week All Dtgltal (Persons & % Reach): Adults 21 or older
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46,720 or 68.6% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days use Ad-
Supported Social Media for an average of 77.8 minutes every day representing 13.% of all time
spent daily with Ad-Supported Digital Media.
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[ 28,964 or 78.7% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days use Ad-
Supported Social Media for an average of 78.8 minutes every day representing 15.9% of all time
spent daily with Ad-Supported Digital Media.
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| 11,271 or 88.6% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days use Ad-
Supported Social Media for an average of 142. minutes every day representing 26.1% of all time
spent daily with Ad-Supported Digital Media.
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3,654,466 or 69.% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days use
Ad-Supported Facebook for an average of 50.1 minutes every day representing 36.2% of all time
spent daily with Ad-Supported Social Media.

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

Total Persans:

% Time spent:

Facebook 07 708,760 6. 0%
Instagram
YouTube Video
Linkedin
TikTok
Reddit
Pinterest

xR T
(e gseac

Avg. Hours+Minutes/day with all
Social Media: Adults 21 or older

whatsApp R R v
snapchat AT VA
Others(Rumble, Threads,... m‘lﬂlﬂ 2:37
Blogs/Message Boards (read... mm

who Drank NON-
umblr PO 2 18 ALCOHOLICBEERn the
past 30 days

= who Drank NON-ALCOHOLIC BEER in the past 30 days mUSA

Facebook
48.7

FPEEEEET Egii
Pl M NS M i 5 o S
SEEREEEREED = o o

Instagram
28.7

YouTube Video TikTok

12.8

LinkedIn
16.2

Blogs
/Mes
sage

Facebook
549

Instagram
294

LinkedIn
9.3

TikTok | Reddit
13.0 8.2

YouTube
Video
20.2

Pinter

est...

Wh...

# who Drank NON-ALCOHOLIC BEER in the past 30 days

= USA

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

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

Facebook 419 M
it m_m_ o
e vouube
i Instagram Video
Linkedin mm 2139 159 Instagram YouTube Video
e B A ‘ : 01
S e
gs i
x A T Avg. Hours+Minutes/day with Ad- . [Mes Reddi = Pinte
WhatsApp mm‘;’. Supported Social Media: Adults 21 LinkedIn sage X £ res...
or older 9.0 Bo...
snapchat RS M > W Bl
Others(Rumble, Threads,... "OPR ]
ers(Rumble, Threads,.. [ASPREr} Ml o - m Facebook Tikiok | Reddit Pintere | W Facebook h
Blogs/Message Boards (read... PPRTRTt M a7s0 50.1 128 () st | b 515 a  Sna.
who Drank NON-

4.6%
weblr BEREN 1%

past 30 days
® who Drank NON-ALCOHOLIC BEER in the past 30 days HUSA

UsA USA Projection Scarborough R1 2026: Jan 25-Mar26 Qual Intab 516
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

ALCOHOLIC BEERin the

USA Projection

= who Drank NON-ALCOHOLIC BEER in the past 30 days

Scarborough R1 2026: Jan 25-Mar26

Qual Intab 23,606

[(Age summaries: Adults 21 or older AND Types of alcoholic beverages drank past 30 days: Non-alcoholic beer)]

= USA

soefa.ai

Share of Everything
for Anything _




26,745 or 43.8% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days use Ad-
Supported YouTube Video for an average of 43.3 minutes every day representing 44.% of all time
spent daily with Ad-Supported Social Media.
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46,720 or 68.6% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days use Ad-
Supported Facebook for an average of 25.5 minutes every day representing 32.8% of all time spent
daily with Ad-Supported Social Media.
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- 23,420 or 63.6% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days use Ad-
Supported Facebook for an average of 26.8 minutes every day representing 34.% of all time spent
daily with Ad-Supported Social Media.
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9,429 or 74.1% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days use Ad-
Supported Facebook for an average of 45.1 minutes every day representing 31.8% of all time spent
daily with Ad-Supported Social Media.
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spent daily with Ad-Supported Social Media.
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26,745 or 43.8% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days use Ad-
Supported YouTube Video for an average of 43.3 minutes every day representing 44.% of all time
spent daily with Ad-Supported Social Media.

Weekly Avg. Hours+Minutes/day with Ad-Supported
Reach % Social Media: Adults 21 or older
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| 46,720 or 68.6% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days use Ad-
Supported Facebook for an average of 25.5 minutes every day representing 32.8% of all time spent
daily with Ad-Supported Social Media.
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Reach % Social Media: Adults 21 or older
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| 23,420 or 63.6% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days use Ad-
Supported Facebook for an average of 26.8 minutes every day representing 34.% of all time spent
daily with Ad-Supported Social Media.
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9,429 or 74.1% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days use Ad-
Supported Facebook for an average of 45.1 minutes every day representing 31.8% of all time spent
daily with Ad-Supported Social Media.
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 365,107;
Local Radio: 255,065; Social Media: 233,411; Non-Prem. Cable: 133,584; Local TV: 114,247
reaching Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Radio: 2,885; Social Media: 2,389; Local TV: 1,195; Non-Prem. Cable: 733 reaching Adults
21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days.

All Other Digital Media: 4,960; Local

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 21 or older who Drank NON-ALCOHOLIC BEER in the
past 30 days
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Radio: 3,594; Social Media: 2,730; Non-Prem. Cable: 2,169; Local TV: 1,936 reaching
Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days.

All Other Digital Media: 4,828; Local

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 21 or older who Drank NON-ALCOHOLIC BEER in the
past 30 days
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 2,404;
Social Media: 2,067; Local Radio: 1,345; Non-Prem. Cable: 948; Local TV: 867 reaching
Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days.

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 21 or older who Drank NON-ALCOHOLIC BEER in the
past 30 days
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 1,058;
Social Media: 774; Local Radio: 708; Non-Prem. Cable: 347; Local TV: 313 reaching Adults
21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days.

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 21 or older

{average week) Totol persons:
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T
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' 4,936,498 or 93.2% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days

spend an average of 49.9 minutes per day driving, seeing Billboards and Signs. 64.8% Listen to Local
Radio Stations Out-of-Home for an average of 32.5 minutes/day.
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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
m
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55,844 or 91.5% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend
an average of 47. minutes per day driving, seeing Billboards and Signs. 60.2% Listen to Local Radio
Stations Out-of-Home for an average of 30.9 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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66,485 or 97.6% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend
an average of 66. minutes per day driving, seeing Billboards and Signs. 69.6% Listen to Local Radio
Stations Out-of-Home for an average of 35.2 minutes/day.
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34,231 or 93.% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend an
average of 79.5 minutes per day driving, seeing Billboards and Signs. 53.8% Listen to Local Radio
Stations Out-of-Home for an average of 35.9 minutes/day.
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12,726 or 100.% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend
an average of 44.4 minutes per day driving, seeing Billboards and Signs. 73.8% Listen to Local Radio
Stations Out-of-Home for an average of 48.1 minutes/day.
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4,936,498 or 93.2% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend an

average of 49.9 minutes per day driving, seeing Billboards and Signs representing 34.5% of all Time Spent
with Ad-Supported Out-of-Home Media.
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55,844 or 91.5% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend an
average of 47. minutes per day driving, seeing Billboards and Signs representing 35.2% of all Time Spent
with Ad-Supported Out-of-Home Media.
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66,485 or 97.6% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend an

average of 66. minutes per day driving, seeing Billboards and Signs representing 41.1% of all Time Spent
with Ad-Supported Out-of-Home Media.
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34,231 or 93.% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend an

average of 79.5 minutes per day driving, seeing Billboards and Signs representing 52.3% of all Time Spent
with Ad-Supported Out-of-Home Media.
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12,726 or 100.% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend an

average of 44.4 minutes per day driving, seeing Billboards and Signs representing 30.8% of all Time Spent
with Ad-Supported Out-of-Home Media.
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55,844 or 91.5% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend
an average of 47. minutes per day driving an average of 27.4 miles each day and are 189.5% more
likely to use Hennepin Avenue 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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66,485 or 97.6% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend
an average of 66. minutes per day driving an average of 38.4 miles each day and are 196.% more
likely to use Stan Musial Veterans Memorial Bridge than the Metro a
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[ 34,231 or 93.% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend an
average of 79.5 minutes per day driving an average of 46.3 miles each day and are 328.5% more
likely to use Red Bank Road than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 21 or older
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[(Age summaries: Adults 21 or older AND Types of alcoholic beverages drank past 30 days: Non-alcoholic beer)]

Top-26 Residential Zip Codes: Adults 21 or older

45223 P 19.15%
45202 F 10.84%

45040 B OT% 10.05%

45208 m 7.16%

45244 W 6.21%

15013 B ™

45240 2 5.82%

45011 m%SJS%

45247 [FBRREON 5.44%

41048 m 3.31%

45224 [ 2as%

ssoss B 120 @&
41056 1a3% fn &
aton [ 1%

45205 AP Lao%

45103 e

41076 fB° 115%

ss2a2 B 112

45174 B 1ie%

45036 %3 25%

45220 6 L0%%

45123 PA008%

45255 09084

45140 ER080%

45150 pEOOTS%,

45101 P40.65%

Top-26 Employment Zip Codes: Adults 21 or older

45223 PH-M
45202 FB.M% 11.73%
45221 P 8.19%

45208 PROSC ©-26%

ssaco. FRTER,

41048 m 3.31%

45011 BB 2.00%

45150 S 150%

41056 B 1™

41011 o

45205 b, L39% —
45103 b _——
41015 A, Las% ""3“': =
45249 B 115% =

45220 R L1a%
45036 Loax
45050 [ _107%
45207 (288 0.72%
47353

47240
47060
47043
47042
47041
47040
47037

00.00%
| n.27%
00.00%
E 7%
00.00%
E 3%
00.00%

3.04%

00.00%
0.01%

00.00%
L02%

00.00%
I ©:5%
00.00%
| w.3%
® Share of Everything
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12,726 or 100.% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend
an average of 44.4 minutes per day driving an average of 25.9 miles each day and are 205.4% more
likely to use Linton Blvd than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 21 or older

Congress Avenue
I-95

Military Trail

Us1i

Atlantic Avenue
Linton Blvd

Boynton Beach Road
Florida Turnpike

uUs 441

Glades Road

Donald Ross Road
Indiantown Road
Southern Blvd

State Road 70

Port St Lucie Blvd
45th Street

Lake Worth Road

St Lucie West Bivd
PGA Blvd
Okeechobee Blvd

US 710/Beeline Highway
Palm Beach Lakes Bivd
Hypoluxo Road
Gateway Blvd

Blue Heron Blvd
Northlake Bivd

= who Drank NON-ALCOHOLIC BEER in the past 30 days

wrB DMA

Scarborough R1 2026: Jan25-Jan26
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g
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[(Age summaries: Adults 21 or older AND Types of alcoholic beverages drank past 30 days: Non-alcoholic beer)]

Top-26 Residential Zip Codes: Adults 21 or older
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2.57%
EERIL 2.45%

2.57%
s L05%

34987
33433
33463
33418
33426
34952
34947
32067
34950
32962
33462
33470
33455

1.90%
s L06%

Z 1.62%
bxki 1.47%

H 4.24%
B
.o
=

1.30%
¢ 1.53%

i
B
B

0.50%
.6%

BB Lo

20.25%
0.35%

Top-26 Employment Zip Codes: Adults 21 or older
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[(Age summaries: Adults 21 or older AND Types of alcoholic beverages drank past 30 days: Non-alcoholic beer)]
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Avg. Week All Print Media (Persons & % Reach): Adults 21 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older

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

30.8% of all time spent daily with All forms of Print Media.

1,833,479 or 34.6% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 10.4 minutes every day representing

Total Persans: % Time spent:

e VLT aaones
._lﬂ_"—

Local Daily
Newspaper(s)
(Daity+Sunday)
104

Local Daily
Newspaper(s)
(Sunday)
148

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

Local Daity
Newspaper(s)
(Daily
95

Magazines
New York Times

(Daity+Sunday}
12.0

Catalogs)
74 Local Daily

New York Times Newspaper(s)

New York Times
(Daily+Sunday)
9.5

Local Daily
Newspaper(s)

zs.g’: who Drank NON-ALCOHOLIC USA Today {Daily) {Daity) ol (Sunday) (Daily+Sunday) Catalogs) Times (Daily)
3.1% BEER in the past 30 days 114 9.2 = 129 92 7.5 74 L
2.6%

USA Today (Daily)
8.8

Local Daily
Newspaper(s) (Daily
86

Magazines

Direct Mail Catalogs
Advertising 35
(excluding New York -

m who Drank NON-ALCOHOLIC BEER in the past 30 days WUSA ® who Drank NON-ALCOHOLIC BEER in the past 30 days

EUSA

Avg. Week Ad- Sug_gorted All Print 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

UsSA USA Projection

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

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

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

rDW’l’lr.wﬂS
025 519 26.4%
67.9 840 4.9%
57 298 3d1 21.0% me L el

New York Times Wall Street Journal
(Daily+Sunday) USA Today (Daily) (Daily)
120 114 1ns3

Local Daity
Newspaper(s)
(Sunday)
148

o] ot Dty
m Newspaper(s)
<6 (Sunday)
129
Avg. Hours+Minutes/day with Ad- m
Supported Print Media: Adults 21 or clderm

Local Daily Newspaper(s)
{Daity Magazines
9.5 74

Local Daily
Newspaper(s
) Direct M
New York Times (Daily+Sunda Adve New York Times
(Sunday) ¥ New York Times (Daily) {excluding Ca (sunday)
147 10.4 9.2 74 115

who Drank NON-ALCOHOLIC
BEER in the past 30 days

New York Times
{Daily+Sunday)
95

USA Today (Daily)
88

Local Daily Newspaper(s)

(Daity
86

Newspaper(s) Wall Street Journal
(Daity+Sunday) (Daity)
9.2 9.1

Direct Mail
Advertising
(excluding
Magazines Catalogs)
7.5 7.5

New York Times (Daily)
7.4

# who Drank NON-ALCOHOLIC BEER in the past 30 days m who Drank NON-ALCOHOLIC BEER in the past 30 days
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Local Daily Newspaper(s) (Daily+Sunday)
Local Daily Newspaper(s) (Daily

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

All Local Weekly Newspapers

New York Times (Daily)

New York Times (Daily+Sunday)

New York Times {Sunday)

Wall street Journal (Daily)

USA Today (Daily)

Catalogs

Magazines

IMW 0%
a7 7 S

16,892 or 27.7% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 11.8 minutes every day representing 32.%
of all time spent daily with All forms of Print Media.

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

who Drank NON-ALCOHOLIC
BEER in the past 30 days

mMSP

= who Drank NON-ALCOHOLIC BEER in the past 30 days

New York Times {Sunday]

25

New York Times
(Daily+Sunday)
18.5

Local Daily Newspaper(s} (Sunday)
17.9

Wall Street
Journal (Daily)

Direct M

Local Daily Advertisis
Newspaper(s)
(Daily+Sunday)
118 8.2

(excluding 2.8
Catalogs)

New York Times (Daily)
14.6

Newspaper(s)
(Daily
95

UsSA
ail Ccatalo | Toda
ng gs ¥
(D

Magazin...

USA Today (Daily)

Local Daity
Newspaper(s)
(Sunday)
135

Wall Street Journal [ —
(Daily) {Daily
LX) 93

Magazines
Local Daily

Newspaper(s)
(Daily+Sunday)
9.8

New York Times
IDurlv] Catalogs

3.6

® who Drank NON-ALCOHOLIC BEER in the past 30 days

m MSP

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

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

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

All Local Weekly Newspapers

New York Times (Daily)

New York Times (Daily+Sunday)

New York Times (Sunday)

Wall street Journal (Daily)

USA Today (Daily)

Catalogs

Magazines

Books

DMA Qual Intab
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All nghts reserved.

Total persons:

2 e—
P —

S
S

Avg. Hours+Minutes/day with Ad-

# rime spenc

35,
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= who Drank NON-ALCOHOLIC BEER in the past 30 days | MSP

Scarborough R12026: Feb25-Feb26

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

New York Times (Sunday)

New York Times
(Daily+Sunday)
185

Local Daily Newspaper(s)
(Sunday)
17.9

Local Daily
Newspaper(s
]
{Daity+Sunda
vl Newspaper(s) (Daily
118 9.5

Local Daily

New York Times (Daily)
14.6

Direct Mail

{excluding
Catalogs)
82

UsA. Mag
Today | azin
(OSSN es...

Local Daily
Newspaper(s) New York Times
» (Daity+Sunday) [Daily+Sunday)
Local Daily 98 9.8
Newspaper(s)
(Sunday}
135

Direct Mail

Advertising

(excluding

Catalogs)
7.4

USA Today (Daily)
94

New York Times
(Sunday)
1.7

Local Daily Newspaper(s)
{Daity Magazines
93 6.9

= who Drank NON-ALCOHOLIC BEER in the past 30 days
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Avg. Week All Print edra (Persons & % Reach): Adults 21 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older

# Time spent:

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

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

New York Times (Daily)

USA Today (Daily)

New York Times (Daily+Sunday)

Wall Street Journal (Daily)

New York Times (Sunday)

All Local Weekly Newspapers

Catalogs

Magazines

27,134 or 39.8% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 10.2 minutes every day representing
30.7% of all time spent daily with All forms of Print Media.

m—
m

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

9.2% who Drank NON-ALCOHOLIC
BEER in the past 30 days

m 28%
R e

= who Drank NON-ALCOHOLIC BEER in the past 30 days mSTL

Local Daily
Newspaper(s)
(Sunday)
137

New York Times
(Daily+Sunday)
9.1

Wall Street lournal
(Daily)
91

Magazines

USA Today (Daily)
8 85

Direct Mail

Advertising

(excluding

Catalogs)
6.6

Local Daily
Newspaper(s)
(Sunday)
11.7

Local Daily
Newspaper(s) (Daily

New York
Times (Daity)
7.7

Wall Street Journal

(Daily)
9.0

New York Times
(Daily+Sunday)
9.0

‘Local Daily
Newspaper(s)
{Daity+Sunday) Magazines
B4 82

Local Daily
Newspaper(s)
USA Today (Daily) (Daily
80 7.8

Direct Mail
Advertising
{excluding
Catalogs)
74

Catalogs
New York 3.6

All...

® who Drank NON-ALCOHOLIC BEER in the past 30 days

ESTL

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

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

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

New York Times (Daily)

USA Today (Daily)

New York Times (Daily+Sunday)

Wwall street Journal (Daily)

New York Times (Sunday)

All Local Weekly Newspapers

Catalogs

Magazines

Books

Totol persons:

m——

who Drank NON-ALCOHOLIC
BEER in the past 30 days

67,464 2.8%
# who Drank NON-ALCOHOLIC BEER in the past 30 days
Scarborough R1 2026: Feb25-Feb26

mSTL

DMA Qual Intab
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% 7ime spent-

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

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

Local Daily
Newspaper(s)
(Sunday)
137

New York Times
{sunday)
10.4

Local Daily Newspaper(s)
{Daily+Sunday)
10.2 New York Times | USA Tosay
(Daily+Sunday) (Daily)
9.1 838

Local Daily
Newspaper(s)
(Sunday}
11.7

Local Daily Newspaper(s)
(Daily
10.1
Advertisi
ng
{excludi
ng
Catalogs
New York Times (Daity) )
1.7 6.6

New York Times
(Sunday)
115

Wall Street Journal (Daily)
91

USA Today (Daily}
8.0

Local Daily
New York Times Newspaper(s}
(Daily+Sunday) (Daity+Sunday)
9.0 8.4

New York Times (Daily)
6.5

w who Drank NON-ALCOHOLIC BEER in the past 30 days
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Direct Mail Advertising (excluding Catalogs)
Local Daily Newspaper(s) (Daily+Sunday)
Local Daily Newspaper(s) (Daily

Local Daily Newspaper(s) (Sunday)
Books

USA Today (Daily)

New York Times (Daily+Sunday)

New York Times (Daily)

New Yeork Times (Sunday)

Wall Street Journal (Daily)

Magazines

Catalogs

All Local Weekly Newspapers

P il
A TR AN Avg. Hours+Minates/day with All

mr 6.4% ‘who Drank NON-ALCOHOLIC

the s
o (AT —
29,267

"1.6%
# who Drank NON-ALCOHOLIC BEER in the past 30 days

Print Media: Adults 21 or older

11,836 or 32.2% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 11.8 minutes every day representing
31.3% of all time spent daily with All forms of Print Media.

uCIN

Local Daily
Newspaper(s) (Sunday)
17.7

Local Daily
Newspaper(s)
(Daily+Sunday)

118

New York Times
(Daily+Sunday)
9.4

Wall Street Journal
(Daity)
9.0

New York Times

(Daily)
7.3

Local Daily
Newspaper(s)
(Daily
9.7

Direct Mail
Advertising
(excluding
Caralogs)
6.6

Catalogs
a4

Rew York Times
(Sunday)
1.3

New York Times
(Daily+Sunday]
9.2

Local Daily
Newspaper(s) Wall Street Journal
(Sunday) (Daily)
12.5 2.0

Local Daily
Newspaper(s)
(Daity+Sunday)
89

USA Today (Daily)
9.0

Direct Mail

Advertising

Local Daily (excluding

Newspaper(s) {Daily ~ Catalogs)
83 6

Catalogs
3.4
New York
Times (Daily) =~ Magazines
7.0 6.8

All Local
Weekly..

# who Drank NON-ALCOHOLIC BEER in

the past 30 days

u CIN

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

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

Local Daily Newspaper(s) (Sunday)

USA Today (Daily)

New York Times (Daily+Sunday)

New York Times (Daily)

New York Times (Sunday)

Wall Street Journal (Daily)

Magazines

Catalogs

All Local Weekly Newspapers

Books

All Gmphs and soefa.ai Dato Modeling Copyright ©

__m1m
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_
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BEER in the past 30 days
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mrbaraugh R1 2026: Feb25-Feb26

Avg. Hours+Minutes/day with Ad-

m o 27% Supported Print Media: Adults 21 or older|
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HCIN
37

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

Local Daily Newspaper(s)
(Sunday)
17.7

New York Times {Sunday)
11.6

Wall Street Journal (Daily)
2.0

New
Times

7.

USA Taday (Daily)

Local Daily Newspaper(s)
(Daily
9.7

Direct Mail
Adve!
(exchudi
Catalogs)
3 66

York
{Daly)

Maga
zines
65 23

New York Times.
: (Daily+Sunday)
Local Daily 92
Newspaper(s)
(sunday}
12.5

New York Times
(sunday) (Daily
113 83

Local Daily Newspaper(s)
(Daily+Sunday)
89

Local Daily Newspaper(s)

Wall Street Journal
(Daily)

USA Today (Daily)
9.0 2.0

Direct Mail
Advenising
(excluding
Catalogs)
7.6

New York
Times (Daily)
7.0

Magazines
6.8
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Avg. Week All Print Medm (Persons & % Reach): Adults 210r 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+Sunday)

New York Times (Sunday)

New York Times (Daily)

Wall Street Journal (Daily)

USA Today (Daily)

All Local Weekly Newspapers

who Drank NON-ALCOHOLIC
BEER in the past 30 days

I‘m,

» who Drank NON-ALCOHOLIC BEER in the past 30 days

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

| 5,654 or 44.4% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 13. minutes every day representing 33.4%

of all time spent daily with All forms of Print Media.

HWPB

Local Daily
Local Daity Newspaper(s) New York Times.
Mewspaper(s) {Daily | (DailysSunday) {DailysSunday)

Local Daily
132 13.0 121

Newspaper(s)
{Sunday)
Bl Direct Mail
Advertising
{excluding Catalogs)
13
USA Today (Daily)
10.9

Wall Street Local Daily
Journal Newspaper(s)
(Daily) (Sunday)

New York Times (Daily)
9.1 5.9 | 13.6

Wall Street Journal
(Daily)
9.1

New York Times
(Sunday)

1.7

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

MNew York Times 88 8.0

(Daily+Sunday)
9.8

DirectMail  Catalogs
Advertising 3.8

{excluding

Catalogs)
72

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

USA Today
(Daily)
7.9 Al

# who Drank NON-ALCOHOLIC BEER in the past 30 days

EWPB

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

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

Local Daily Newspaper(s) (Sunday)

New York Times (Daily+Sunday)

New York Times (Sunday)

New York Times (Daily)

Wwall street Journal (Daily)

Catalogs

Magazines

USA Today (Daily)

All Local Weekly Newspapers

Books

Total persons:

m-!m
e |

5190
Fm

m 19 (373
F
(75 | 2
ciaze |
H.S%
Cia |ty
5.3%

who Drank NON-ALCOHOLIC

2.6% BEER in the past 30 days

= who Drank NON-ALCOHOLIC BEER in the past 30 days
carborough R12026: Jan25-lan26 Qui

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

% 7ime spent-

19.1

=WPB
tab 30

DMA al In
All Graphs and soefa.ai Data Modeling Copyraght © 2026 Hubbard Broadcasting, Inc. LLC. All rughts reserved

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

Local Daily Newspaper(s) Local Daily Newspaper(s)
{Daily (Daity+Sunday)
13.2 13.0
Local Daily
Newspaper(s)
(Sunday)
13.6

Local Daily Newspaper(s)
(Sunday)
17.1

Direct Mail
Advertising
New York (excluding
Times (Daity) Catalogs)
9.1 73

New York Times
(Sunday)
1.7

USA Today (Daily)
10.9

New York Times (Sunday}
151

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

New York Times.
{Daily+Sunday)
9.8

Wall Street Journal (Daily)
9.1

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

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

m who Drank NON-ALCOHOLIC BEER in the past 30 days

[(Age summaries: Adults 21 or older AND Types of alcoholic beverages drank past 30 days: Non-alcoholic beer)]

= WPB
* Share of Everything



Social Media

Websites
Direct Mail
Broadcast, Cable, & Sat TV

Cable TV Networks

“Advertising Actions"

P21+ who Drank NON-ALCOHOLIC BEER in the past 30 days (Shopped/Visited/Bought
past 3mos Due to Ads on %)

| 102,963,517

| 93,418,843
75,810,947

60,667,900 23.3%

37,508,501 14.4%

Local AM/FM Radio

40,303,178 15.5%

Video Streaming Services
Local Broadcast TV
Podcasts

Newspapers

Billboards

Audio Streaming Services

39,044,228 15.0%
31,946,626 12.3%
28,548,189 11.0%

39,709,105 15.3%

25,366,622 9.7%
27,124,249 10.4%

® P21+ who Drank NON-ALCOHOLIC BEER in the past 30 days (Shopped/Visited/Bought past 3mos Due to Ads on %)
H P21+ USA AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)

USA DMA Scarborough R12026: Jan25-Mar26  Qual Intab: 516 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. SO e a . al for Anything =

[(Age summaries: Adults 21 or older AND Types of alcoholic beverages drank past 30 days: Non-alcoholic beer)]



Websites

Social Media

Broadcast, Cable, & Sat TV
Direct Mail

Local Broadcast TV

Cable TV Networks

"Advertising Actions"

P21+ who Drank NON-ALCOHOLIC BEER in the past 30 days (Shopped/Visited/Bought
past 3mos Due to Ads on %)

472,669 12.7%

Local AM/FM Radio

638,729 17.2%

Video Streaming Services
Podcasts

Billboards

Newspapers

Audio Streaming Services

570,791 15.4%

522,822 14.1%
440677 11 99

MINNEAPOLIS-ST. PAUL
420,541 11.3%

295,864
¥ P21+ who Drank NON-ALCOHOLIC BEER in the past 30 days (Shopped/Visited/Bought past 3mos Due to Ads on %)
N P21+ MINNEAPOLIS-ST. PAUL AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)

MINNEAPOLIS-ST. PAUL  DMA  Scarborough R1 2026: Feb25-Feb26  Qual Intab: 35 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. S O e a o al for Anything o

[(Age summaries: Adults 21 or older AND Types of alcoholic beverages drank past 30 days: Non-alcoholic beer)]



Social Media

Websites
Broadcast, Cable, & Sat TV
Direct Mail

Cable TV Networks

"Advertising Actions"

P21+ who Drank NON-ALCOHOLIC BEER in the past 30 days (Shopped/Visited/Bought
past 3mos Due to Ads on %)

959,584 39.5%

823,292 33.9%

576,791 23.8%

686,507 28.3%

422,419 17.4%

Local AM/FM Radio

407,872

Local Broadcast TV
Podcasts

Video Streaming Services
Newspapers

Billboards

Audio Streaming Services

427,665 17.6%
358,897 14.8%

403,195 16.6%

321,044 13.2%
3. /6 ST. LOUIS
309,409 12.7%

253,353 10.4%
m P21+ who Drank NON-ALCOHOLIC BEER in the past 30 days (Shopped/Visited/Bought past 3mos Due to Ads on %)
B P21+ ST. LOUIS AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)

!

ST.LOUIS DMA Scarborough R12026: Feb25-Feb26 Qualintab: 57 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. S O e a . a 1 for Anything =

[(Age summaries: Adults 21 or older AND Types of alcoholic beverages drank past 30 days: Non-alcoholic beer)]



Broadcast, Cable, & Sat TV

Websites

Local Broadcast TV

Cable TV Networks

Video Streaming Services

Social Media

“Advertising Actions"

P21+ who Drank NON-ALCOHOLIC BEER in the past 30 days (Shopped/Visited/Bought
past 3mos Due to Ads on %)

437,740 23.6%

606,968 32.7%

286,180

274,905

222,339

2%

Local AM/FM Radio

276,522 14.9%

Direct Mail
Newspapers
Podcasts

Audio Streaming Services

548,019 29.6%
208,345 11.2%

152,481 8.2%

CINCINNATI
154,177 8.3%

"

Billboards e s
P21+ who Drank NON-ALCOHOLIC BEER in the past 30 days (Shopped/Visited/Bought past 3mos Due to Ads on %)
W P21+ CINCINNATI AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
CINCINNATI DMA  Scarborough R1 2026: Feb25-Feb26 Qual Intab: 37 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. SO e a . al for Anything ¢

[(Age summaries: Adults 21 or older AND Types of alcoholic beverages drank past 30 days: Non-alcoholic beer)]



"Advertising Actions"”

P21+ who Drank NON-ALCOHOLIC BEER in the past 30 days (Shopped/Visited/Bought
past 3mos Due to Ads on %)

Social Media 600, 808 © 37.5%
Websites 554 995 36.1%

Direct Mail

527 922 28.6%
Broadcast, Cable, & Sat TV 460,868 25.0%

Newspapers 107,233

wenLAoadeasly
Podsasts
Cable TV Networks

Billboards
- 59 WEST PALM BEACH-BOCA RATON
163,144 8.8%

13.0%

m P21+ who Drank NON-ALCOHOLIC BEER in the past 30 days (Shopped/Visited/Bought past 3mos Due to Ads on %)

= P21+ WEST PALM BEACH-BOCA RATON AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
WEST PALM BEACH-BOCARATON DMA  Scarborough R12026: Jan25-Jan26  Qual Intab: 30 * 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 =

Video Streaming Services

Audio Streaming Services

Local AM/FM Radio

[(Age summaries: Adults 21 or older AND Types of alcoholic beverages drank past 30 days: Non-alcoholic beer)]



