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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)]



2.% or 145,841 of CHI 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 42.1 years old (15.3%
younger than average) and have a $159,973 (42.6% 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)]
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1.9% or 105,214 of WDC 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 51.3 years old (2.7%
older than average) and have a $183,843 (29.3% 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)]



@ Percent of Market: Adults 21 or older ﬂ* Gender of Target vs. Market: Adults 21 or older
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2.8% or 122,718 of SEA 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 49.7 years old (.8%
older than average) and have a $177,437 (36.7% 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)]



1.3% or 59,890 of PHX 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 51.4 years old (2.%
older than average) and have a $156,566 (44.6% higher than average) annual household income.
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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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2.% or 145,841 of CHI 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 85.7% more likely to be a
college graduate, 52.9% more likely to work full-time, 17.4% more likely to be married, 4.5% 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)]



1.9% or 105,214 of WDC 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 51.6% more likely to be a
college graduate, 3.9% more likely to work full-time, 33.5% more likely to be married, 5.7% 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)]



2.8% or 122,718 of SEA 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 92.3% more likely to be a
college graduate, 30.8% more likely to work full-time, 24.8% more likely to be married, 15.2% more

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)]



* "f‘ Education Levels: Adults 21 or older Employment: Adults 21 or older
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1.3% or 59,890 of PHX 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 147.5% more likely to be a
college graduate, 43.% more likely to work full-time, 21.6% more likely to be married, 86.5% 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)]



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.

mﬁm Type of Home:Adults 21 or older € {® Pets in Home:Adults 21 or older

a2.1%

Own a Dog
35.9%

Single Family House (unattached - :
e fomiy o ’

Townhouse or attached Home 9.3%
9.1%
S
6.6% T '
Condominium G Own a Cat .
i 26.6%

60% 7% 7.6%
0.7%
39,334 511,218 DNLIRE:
Other Own Second Home
or Real Estate
Property
* who Drank NON-ALCOHOLIC BEER in the past 30 days mUSA

ij," Value of Owned Home: Adults 21 or older

Average Value of Owned Home:
who Drank NON-ALCOHOLIC BEER in the past 30 days

usA 5444549

4.4%

<$150K $150K-$200K 250K-$300K $300K-53

Apartment "

17.4% <
[ 17.0%] -
Mobile Home or Manufactured 1.4% Own other type of Pet
Home l 3.6% :
who Drank NON-ALCOHOLIC BEER in the past 30 days nusA who Drank NON-ALCOHOLIC BEER in the past 30 days nusa
Home Loans: Adults 21 or older
12.4%
10.6%

3

Refinanced

50K $350K-$500K $500K-$750K Home

$200K-5250K S $750K-51M $1M+ Home Equity Oown
Mortgage Home Loan/Home Home/Property
= who Drank NON-ALCOHOLIC BEER in the past 30 days mUSA Mortgage Improvement  Outright (No
USA USA Projection Scarborough R1 2026: Jan 25-Mar26 Qual Intab 516 6 Loan Mortgages)
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reservea  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)]



2.% or 145,841 of CHI 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 .7% more likely to own their

home, 16.8% more likely to own a higher valued home, 9.7% less likely to have a single-family home,
52.7% more likely to have a dog.
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1.9% or 105,214 of WDC 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 4.8% more likely to own their

home, 20.7% more likely to own a higher valued home, 17.6% less likely to have a single-family home,
6.5% less likely to have a dog.
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2.8% or 122,718 of SEA 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 30.6% more likely to own

their home, 2.7% more likely to own a higher valued home, 17.9% more likely to have a single-family
| home, 31.8% more likely to have a dog.
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l 1.3% or 59,890 of PHX 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 21.% more likely to own their

home, 29.% more likely to own a higher valued home, 7.3% more likely to have a single-family home,
1.6% more 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
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2.% or 145,841 of CHI 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 1.9% less likely to look up D-I-

Y advice online, 57.4% more likely to always vote in local elections, 79.8% more likely to belong to a gym,
53.5% more likely to fly domestic past yr.
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1.9% or 105,214 of WDC 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 30.% more likely to look up D-
I-Y advice online, 9.4% more likely to always vote in local elections, 43.1% more likely to belong to a gym,
40.7% more likely to fly domestic past yr.

.Top-ZO past 30-days Online Lifestyle Activites: Adults 21 or older Political Activity:' Adults 21 or older

87.5%

Registered to Vote / Lean ican / Lean Independent / None
(In District of Resil i of These

Presidential Elections: Always

ih.hh.h- ol l.. e e

sl s in e .alic S i S
3.6% -
_W J ide Elections: .

Health Restaurmnt Recpes/ Online Phone Do-it-vounell  Medical Finess/Diet Home/ Apparel/  )bsearch/ Relgion/ Caneer Take Onfine  Education Hlectroni Homework  Genealogy Parenting/
nformation nl::,:l::\fl::: :I:'l::: n;-;n;.mn advice .;:‘::; Information Gantenideas Beauty idess Postresume Spirtuality Development Classes (::::::. mvite (r:.:;:‘:.. i:.::;ﬁ:_ Family Advice Local Elections: Always _
e i o= Local Elections: Sometimes
® who Drank NON-ALCOHOLIC BEER in the past 30 days mWDC # who Drank NON-ALCOHOLIC BEER in the past 30 days =WDC
(s
Wm'rop-.ga past 12-months Active Lifestyle Activites: Adults 21 or older ‘M Past 12-months Domestic Airline Trips: Adults 21 or older

; 15.8%
Rt =1 5 250 15.1%

Fr= " 14.7%
LS 730 757 13.5%
4 trips _ 20.2%
: 16.8%
59 rips
2 -
i meps : Avg. # Domestic Fllghts: RS N T

Giling-  Gadening  lawnCare  Swimming anmkul Bicyding Hiking - Belongto  Sewing- nmupnmm Bowling Camping  Yoga-Pilates  Fishing adult Basketball followa Competitive Caregwerof  Soccer Faotball Tennis Organized  Snow Skiing-  Softball - Hunting
Outdoor  (Flowersor Backpacking lml\n| Health Clubor  Crafts Continuing Weight Loss Videa Gaming Aging Parent Road Race Snowboarding  Baseball
Cooking  Vegetables} Gym £ducation Progmm or Relative 5%,
Marathon,
w who Drank NON-ALCOHOLIC BEER in the past 30 days mWDC sk

wDC DMA Scarborough R1 2026: Mar25-Mar26 Qual Intab 134
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

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



2.8% or 122,718 of SEA 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 32.8% more likely to look up
D-I-Y advice online, 8.2% more likely to always vote in local elections, 152.2% more likely to belong to a

gym, 35.2% more likely to fly domestic past yr.
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1.3% or 59,890 of PHX 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 94.4% more likely to look up
D-I-Y advice online, 76.2% more likely to always vote in local elections, 118.4% more likely to belong to a
gym, 27.5% more likely to fly domestic past yr
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Past 30-days QSR Users: Adults 21 or older
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Total Munth.'y QSR Users:

mUSA

Avg. Monthly QSR Meals:
3.3%

' 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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3 times

4 times

5 times

6-9times

mUSA
Total

Users:

wn Restaurant Mea.'s

r

Drank Past 30-days: Adults 21 or older

Liquor

(Sit-Down Restaurants Used Past 30-days)

iiilhhiika

Malan  Wings/ Bagel/ Steakhouse Upscale Seafood
Burgers/  Donut/
sports gar  makery

Mexican  Chinese

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

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Drank NON-ALCOHOUC BEER in the past 30 doys 28.8%

use G 19.3%

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)]



2.% or 145,841 of CHI 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 14.1% more likely to use QSRs
past mo., 38.6% more likely to use Sit-Down Restaurants past mo., 30.4% more likely to use Casinos past yr.,
15.3% more likely to smoke cigarettes.

Past 30-days QSR Users: Adults 21 or older

10. ﬁ%

0.0%
10.3%

N
Rt

o 1time

3 times

4 times

5 times

6 - 9times

10 times or more

 who Drank NON-ALCOHOLIC BEER in the past 30 days mcH
Total Monthly QSR Users: Avg. Monthly QSR Meals:
96.1%

10 times or more

Total

2 times

3 times

_ 4%

4 times

5 times

6-9times

® who Drank NON-ALCOHOLIC BEER in the past 30 davs HCHI
ly Sit-Down Users: -Down Restaurant Meals:
97.0%

Drank Past 30-days: Adults 21 or older
Ay Typa of s
M ™

Liquor

Wine

Imported Beer
Domestic Regular Beer
Domestic Light Beer

Microbrew / Craft Beer

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

CHI DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 70
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Table Games (Craps, Poker, etc.) §

Stage Show / Concert

Upscale Restaurant

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

1time 16. 6%
16.4%

(Sit-Down Restaurants Used Past 30-days)

I'itiilha-

mexian  Chinese wings/ magel/ Upscale steskhouse seafood
Burgers | Donut/
Sports Bar  Bakery

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

who Drank NON-ALCOHOLIC BEER in the past 30 days 37.0%

(=l 1,545,109 21.1%

Past 12 months Casmo Activities: Adults 21 or older

Slot Machines 25.8%

394,998

Bar/ nghtdub

Sports Betting 5.4% 32.9%

Spa

Other Gambling Casinos visited past 12

Used Past 30-days: Adults 21 or older

a / Cannabis Cigarettes

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

# 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)]



Past 30-days QSR Users: Adults 21 or older

12.2%

o 1time

% 2 times

3 times

4 times

5 times

6 - 9times

10 times or more

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

Total Aggg;{f:}y QSR Users: Avg. Monthly QSR Meals:

82.5%

1.9% or 105,214 of WDC 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 15.5% more likely to use QSRs

past mo., 28.4% more likely to use Sit-Down Restaurants past mo., .

87.1% less likely to smoke cigarettes.

3% less likely to use Casinos past yr.,

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

e 3 tee

2 times

3 times
4 times
5 times
6-9times

10 times or more

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

Users:

ly Sit-Down

®mWDC

ant Meals:

ly Sit-Down
92.3% 71.

Avg.

Drank Past 30-days. Adults 21 or older

Liquor

Any Type of Beer

-
B o v

Wine

Imported Beer
Domestic Regular Beer
Domestic Light Beer
Microbrew / Craft Beer
w who Drank NON-ALCOHOLIC BEER in the past 30 days mWDC

DMA Scarborough R1 2026: Mar25-Mar26 Qual Intab

Past 12 months Casmo Actiwtles. Adults 21 or older

(Sit-Down Restaurants Used Past 30-days)

ihitLiLLnL

Chinese

mexican  collee  1aan mdr steakhouse Upscale  Wings/  seafood

House / Burgers /
Coftee Bar sports Bar

wwho Drank NON-ALCOHOUC BEER in the past 30 days mwnC

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Drank NON-ALCOHOLIC BEER in the past 30 days 44.4%

Lo 1,356,150 25.1%

Slot Machines 1159258 ED
Tl Game o Pk )

Bar / Nightclub

Stage Show / Concert
Sports Betting

Spa

Other Gambling

= who Drank NON-ALCOHOLIC BEER in the past 30 days
134
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Casinos visited past 12

Used Past 30-days: Adults 21 or older

a / Cannabis Cigarettes

=WDC

#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)]



Past 30-days QSR Users: Adults 21 or older

13.5%

10 times or more

[ :
il o
-
S ——
-

' who Drank NON-ALCOHOLIC BEER in the past 30 days mSEA

Avg. Monthly QSR Meals:
78.8%

Total Monthly QSR Users:
76.9%

2.8% or 122,718 of SEA 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 2.4% less likely to use QSRs
past mo., 32.6% more likely to use Sit-Down Restaurants past mo., 11.7% less likely to use Casinos past yr.,
27.2% more likely to smoke cigarettes.

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

[ ] 1 time

2 times

3 times

4 times

5 times

6-9times

10 times or more

Total

Sit-Down

3.8%
= who Drank NON-ALCOHOLIC BEER in the past 30 days

Users: A

67.8%

Drank Past 30-days. Adults 21 or older

Liquor
———
Wine
Imported Beer
Domestic Regular Beer
Demestic ightBeer - ¥
e 55 |

wwho Drank NON-ALCOHOLIC BEER in the past 30 days LE

SEA DMA Scarborough R1 2026: Mar25-Mar26 Qual Intab

17.0%

11.1%

W SEA

own Restaurant Meals:

(Sit-Down Restaurants Used Past 30-days)

ihiikhlhhﬂ

coffee  chinese Bagel/ malian  wings/ Upsale Seafood steakhouse

House /. Donut / Burgers /.
Coffee Bar Bakery Sports Bar
= who Drank NON-ALCOHOLIC BEER in the past 30 days msEA

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Drank NON-ALCOHOLIC BEER in the past 30 days 23.0%

R 797,045 18.1%

Past 12 months Casmo Activities: AduIts 21 or older

Slot Machines

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

114
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Casinos visited past 12

Used Past 30-days: Adults 21 or older

a / Cannabis Cigarettes

Yes
mSEA

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

[(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

0.4%

12.4%

16.7%

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

Total Monthly QSR Users: Avg. Monthly QSR Meals:
62.2%

1time

% 2 times

3 times

4 times

5 times

6 - 9times

10 times or more

W PHX

Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30

51.6% less likely to smoke cigarettes.

Past 30-days S:t~Down Restaurant Users: Adults 21 or older
€

1time 17.8%
14.9%

2 times

3 times

4 times

5 times

6-Otimes g3

15@1!‘

10 times or more 2.6%

= who Drank NON-ALCOHOLIC BEER in the past 30 days
ly Sit-Down hly Sit-Down
84.3%

W PHX
Total

Users:
72.3%

Avg. M ant Meals:

Drank Past 30-days. Adults 21 or older

oo s

Liquor
Wine
Imported Beer

Domestic Light Beer

Domestic Regular Beer M - v
Microbrew / Craft Beer 9.5% i
wwho Drank NON-ALCOHOLIC BEER in the past 30 days PHX
PHX DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab

1.3% or 59,890 of PHX DMA Adults 21 or older Drank NON-ALCOHOLIC BEER in the past 30 days.

days are 25.8% less likely to use QSRs

past mo., 16.6% more likely to use Sit-Down Restaurants past mo., 8.7% more likely to use Casinos past yr.,

Top-10 Cuisines: Adults 21 or older

(Sit-Down Restaurants Used Past 30-days)

Thitheos.

Chinese malan steakhouse Wings/ Bagel/ upscale seafood
Bugers/ Doaut/
Sports Bar  Bakery

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

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Drank NON-ALCOHOLIC BEER in the past 30 days 11.7%

L d 771,684 16.8%

Past 12 months Casmo Activities: Adults 21 or older

515 993 13.6%

Slot Machines

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

Upscale Restaurant

Sports Betting

197 198
m 17.2%

12,1%
3.2%

Stage Show / Concert

Other Gambling

Spa

71.9%
2.6%

Casinos visited past 12

Used Past 30-days: Adults 21 or older

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

m PHX
39
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a / Cannabis

Cigarettes

= who Drank NON-ALCOHOLIC BEER in the past 30 days
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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
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2%o0

401K,

r 145,841 of CHI 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 56.1% more likely to have a

7.4% less likely to have an Auto Loan, 78.7% more likely to Invest/Trade Stocks Online, 46.4% less likely

to pay with their Debit Card.

Investments Owned: Adults 21 or older

)

~Ha

IRA (Individual Retirement Account)

2,613,293 35.7%

1,827,443 25.0%
37.1%
18.2%
32 25.9%
TR 12.9%
782,614 10.7%

Stocks or Stock Options
Mutual Funds

Money Market Funds
Bonds 2ok

Other (Crypto / NFTs / Metals, etc.)

529 Plan / College Savings Plan

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

i 5.1% 5.6% 5.0% 42% 4.2% 31%
RN o B o R

13.6%
931,405

5313043

Debitor ATM  Savings

7.2% Checki Credit Card Online Auto loan  Certificates of  Money Personal Loan Home
Account card Account Banking Deposit (CDs)  Market Home  Improvement
Second Home or Real Estate Property ﬁm:;‘ Horoem Mortgage "‘E‘a;_:‘" 'L::'e
# who Drank NON-ALCOHOLIC BEER in the past 30 days ECHI ® who Drank NON-ALCOHOLIC BEER in the past 30 days B CHI
Professional Services Used*: Adults 21 or older 'm'Past 3-Months Payment Methods Used: Adults 21 or older
Tax Preparation Service = == 19';3%
o
Online Investing/ Stock Trading
Accountant 9.8% %
Insurance Agent at a Local Office (not online) 8:;; . .
Estate Planning ﬁ%l < 18.8% 10.6% 0.8%  g.o% 0.0%

4%

Real Estate Agent 2.4%

]

Divorce / Family Attorney !"?‘:;“

(*Past 12 Months)

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

CHI DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 70
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zelle Cash App

VisA PayPal DebitCard  MasterCard Apple Pay  Google Pay Discover  Store Credit  American  Square Cash  Facebook Samsung Pay
card Express Messenger
® who Drank NON-ALCOHOLIC BEER in the past 30 days =mCHI

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



1.9% or 105,214 of WDC 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 56.5% more likely to have a
401K, 28.3% more likely to have an Auto Loan, 71.9% more likely to Invest/Trade Stocks Online, 42.8% less
likely to pay with their Debit Card.

ﬁ Investments Owned: Adults 21 or older
e ¢ |

401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options
Mutual Funds W a5.8%

Money Market Funds 28.3%

529 Plan / College Savings Plan 20.8%

Other (Crypto / NFTs / Metals, etc.) 1:_2;?

r 28.7%
Bonds 10.5%

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

18.7%
X 8.6%
19.0% ﬂ 5.1% 7.4% 6.9%
8.9%
Money  Certi of Home

: 5 s EUTTE 305,023 o
Checking Debitor ATM  Savings Credit Card Online Online Bill Mobile Home Auto Loan

Personal Loan
Account card Account Banking Paying Banking  Mortgage Market  Deposit{CDs) Home  Improvement
10.3% Account Mortgage Loan or Home
Second Home or Real Estate Property E 5.3% Equity toan
# who Drank NON-ALCOHOLIC BEER in the past 30 days BWDC = who Drank NON-ALCOHOLIC BEER in the past 30 days mWDC
Professional Services Used*: Adults 21 or older 'm'Past 3-Months Payment Methods Used: Adults 21 or older
Tax Preparation Service = = 20.1% "
——
833,849 15.4%
F 27.2%
Accountant 282,107 9.0%
< 3 3.0%
Insurance Agent at a Local Office (not online) 2.6% . .
Real Estate Agent E, ;;D%
8.4% gl
este aning R . ‘ | e
B 5.3% (*Past 12 Menths) PayPal MasterCard  DebitCard  Apple Pay CashApp  GooglePay  American Discover  Store Credit Square Cash Samsung Pay Facebook
Divorce / Family Attorney H Express card Messenger
= who Drank NON-ALCOHOLIC BEER in the past 30 days = WDC # who Drank NON-ALCOHOLIC BEER in the past 30 days =WDC

wpc DMA Scarborough R1 2026: Mar25-Mar26 Qual Intab 134
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2.8% or 122,718 of SEA 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 35.3% more likely to have a
401K, 31.1% more likely to have an Auto Loan, 115.2% more likely to Invest/Trade Stocks Online, 7.7% less
likely to pay with their Debit Card.

ﬁ Investments Owned: Adults 21 or older
e ¢ |

401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

Bonds

Other (Crypto / NFTs / Metals, etc.)
Second Home or Real Estate Property

529 Plan / College Savings Plan

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

2, 68 48.6%
1,553,354 35.2%
46.3%
21.3%
40.7%
17.1%
33 27.3%
576,280 13.1%

L6 13.2%
552,584 12.5%

10.4%

B o
13.9%
7.7%

NSEA

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

w020
Checking  Debit or ATM

18.8%
: 6 T2%  6.1% 6.7% 54% 5.4%
8.0%

Auto Loan  Certif of

Online Money Personal Loan  Home

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

Equity Loan

358501 1102
Savings Credit Card

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

Professional Services sed*: Adults 21 or older

Online Investing / Stock Trading

Tax Preparation Service

Financial Planner

Accountant

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

Real Estate Agent

Divorce / Family Attorney

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

Scarborough R1 2026: Mar25-Mar26

DMA

919,508 ZUVB‘:K

827,588 18.7%
3 12.9%
308,278 EX
6 6.0%
262,01 X4
9.1%
E 1.3%

6.4%
3.8%

=10.5%
1.2%

(*Past 12 Months)

mSEA

Qual Intab 114

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

¥

MasterCard ~ Apple Pay

05%ETFIT |

9.3% 1010% 5 o
16.8% ° 5.1% 4.6%
z T . .. |

Debit Card Zelle Google Pay  Cash App American  Store Credit  Discover  Square Cash  Facebook  Samsung Pay
Express card Messenger
= who Drank NON-ALCOHOLIC BEER in the past 30 days mSEA

SEA
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1.3%

9.5%

or 59,890 of PHX 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 5.5% more likely to have a 401K,

more likely to have an Auto Loan, 13.4% more likely to Invest/Trade Stocks Online, 5.% less likely to pay

with their Debit Card.

Investments Owned: Adults 21 or older

IRA (Individual Retirement Account)
24,8 41.5%
628,154 13.6%
5 26.4%
576,686 12.5%
6 14.6%
407,602 8.9%
9.3%

B
8%

348,638

529 Plan / College Savings Plan 93'2"

Stocks or Stock Options

Mutual Funds
Money Market Funds
Second Home or Real Estate Property

Other (Crypto / NFTs / Metals, etc.)

Bonds 7.6%
157 B ¥

¥ who Drank NON-ALCOHOLIC BEER in the past 30 days B PHX

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

Checking  Debit
Account

==
3310 7 , o
Credit Card Money  Certi of
Market  Deposit {CDs)
Account

254781

13.4%
5.5%
0.6% . R . i
. | R 112 |
Home

Home Personal Loan

Mortgage

Online Bill
Paying

Moile
Banking

5
Savings
Account

La0c.31)
or ATM

card

Online
Banking

Home  Improvement
Mortgage Loan or Home
Equity Loan

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

Professional Services sed*: Adults 21 or older

Tax Preparation Service 20.2%

9.4%
7.5%
3.8%
7.3%
1
164,184 JEX
6.1%
2.2%

|n0.1%
B 1%

9.

Financial Planner

Online Investing / Stock Trading

Accountant

659
0
Insurance Agent at a Local Office (not online)

Real Estate Agent

Estate Planning

(*Past 12 Months)

Divorce / Family Attorney

= who Drank NON-ALCOHOLIC BEER in the past 30 days m PHX
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Past 3-Months Payment Methods Used: Adults 21 or older

14.4%

; 9.9% g

American  Store Credit Square Cash  Facebook Samsung Pay
Express card Messenger

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

4.4%
0.5%

P

PayPal Debit Card Venmo MasterCard ~ Apple Pay Cash App

Google Pay

Discover

= PHX

[(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)

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
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Miller Lite

| BI.ID LIGHT
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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, 53
minutes and 43 seconds each week with All Forms of Media.
82.6% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend an avg. of 9 hours and 0 minutes each week
listening to All Local AM/FM Radio, representing 8.8% 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, 17 hours, 27
minutes and 11 seconds each week with All Forms of Media.
84.6% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend an avg. of 4 hours and 58 minutes each week
listening to All Local AM/FM Radio, representing 6.4% 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, 17 hours, 53
minutes and 35 seconds each week with All Forms of Media.

79.1% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend an avg. of 8 hours and 6 minutes each week
listening to All Local AM/FM Radio, representing 7.1% 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, 13 hours, 52
minutes and 25 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 7 hours and 56 minutes each week
listening to All Local AM/FM Radio, representing 11.6% 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, 11 hours, 34
minutes and 25 seconds each week with All Forms of Ad-Supported Media.

78.4% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend an avg. of 7 hours and 18 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 9.6% of total time spent with all forms of Ad-Supported Media.

Avg. H:M:S/week with All Forms of Ad-
Supported Media: Adults 18 or older
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Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend an average of 2 days, 2 hours, 24
minutes and 0 seconds each week with All Forms of Ad-Supported Media.
78.2% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend an avg. of 4 hours and 25 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 6.9% 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, 55
minutes and 23 seconds each week with All Forms of Ad-Supported Media.

75.5% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend an avg. of 5 hours and 27 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 6.3% of total time spent with all forms of Ad-Supported Media.
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Supported Media: Adults 18 or older
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Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend an average of 1 days, 15 hours, 18
minutes and 10 seconds each week with All Forms of Ad-Supported Media.

85.7% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend an avg. of 6 hours and 40 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 14.6% of total time spent with all forms of Ad-Supported Media.

Avg. H:M:S/week with All Forms of Ad-
Supported Media: Adults 18 or older
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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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for an avg. of 62.6 minutes/day.

| Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend an average of 8 hours
and 30 minutes each day with All Forms of Ad-Supported Media. 78.4% listen to Local AM/FM Radio
(Local Radio delivers 9.6% 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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for an avg. of 37.9 minutes/day.

| Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend an average of 7 hours
and 12 minutes each day with All Forms of Ad-Supported Media. 78.2% listen to Local AM/FM Radio
(Local Radio delivers 6.9% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 21 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older
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for an avg. of 46.8 minutes/day.

| Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend an average of 9 hours
and 16 minutes each day with All Forms of Ad-Supported Media. 75.5% listen to Local AM/FM Radio
(Local Radio delivers 6.3% of Time with Ad-Supported Media.)
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{Average week]
Grocery Stores
Search (Google, Bing, etc.)
Billboards & Signs (Weekly Drivers)

ial/Real Estate (Websites/Apps)

e/
News/Weather /Sports (Websites/Apps)
Email/Text/IM/Zoom,etc. (Personal & Work)
Facebook

Local AM/FM Radio

Games/Fantasy/Betting Sites

Instagram

Amazon Prime /IMDb fFireTV

YouTube Video

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

Total Persons:

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

who Drank NON-
ALCOHOLIC BEER in the
past 30 days

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

mSEA

% Time Spent:

(average pay

Search
(Google, Bing,
etc.)
41.1

Billboards &
Signs (Weekly
Drivers)
453
Local AM/FM
Radio
69.5

Amazon
Prime/IMDb/Fi
relV
33.6

Games/Fantasy
/Betting Sites
Instagram 286
324
N
ather/Spo

Shopping (incl. =

Food/Auctions
[Travel,etc.)

Email/Text/IM/Zo
om,etc. (Personal
& Work)
54.8

YouTube Video
33.4

Email/Text/IM/Z
oom,etc.
(Personal &
)
435

Billboards &
Signs (Weekly
Drivers)
405

Search
(Google,
Bing, etc.)

326

Local AM/FM

Shopping
(incl.
Food/Auctio
ns/Travel,e...
News/W Gro
eather/S cer
ports y
(Websi... St..

YouTube Video

Instagram 209

28.9

Games/Fant
asy/Betting
Sites
22.7

Amazon
Prime/IMDb/Fir
eTv
28.5

Facebook

440 Banking/Fina...

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

uSEA

Top-13 All Forms of Ad- Suggon‘ed Media (Persons & % Reach): Adults 21 or older

(averoge Week)
Grocery Stores.

Search {Google, Bing, etc)

Billboards & Signs (Weekly Drivers)

s/ ts

Email/Text /IM/Zoom,etc. (Personal & Work)
Facebook

Local AM/FM Radio

Total Persons:

_!!'l
L —
—mw
e —T
mm

Avg. Hours+Minutes/day with All

= = Forms of Ad-Supported Media:
shosping inc. Food/ Auctions Trave, et I e g HSSG Adults 21 or older
Non-Premium Cable TV Networks m 0,90¢
o M 4.3‘8% _
R
— who Drank NON-
Amazon Prime fIMDb/FireTv ALOOHOLIC BEERin the
past 30 days
YouTube Video By T[] m-
= who Drank NON-ALCOHOLIC BEER in the past 30 days ®SEA
SEA DMA Scarborough R1 2026: Mar25-Mar26 Qual Intab 114

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

Top-13 All Forms of Ad-Supported Media (% Time Spent &
- (Average Doy

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

Email/Text/l
M/Zoom,etc. | Local
(Personal & | AM/FM
Work) Radio
52.4

Amazon
Prime/IMDb/Fire
™
67.7

Local TV Stations
116.0

Billboards &
Signs (Weekly
Drivers)
453

Search
(Google,
Bing, etc.)

411

[Travel,etc.)...

News
/Wea

Instag ther/
er,
YouTube ram e

Video 232 |[E
EER

Non-Premium Cable
TV Networks
80.5

Facebook
418

(rncery

Amazon
Prime/IMDb/FireT
A
50.2

Local AM/FM Radio
62.2

Email/Text/IM/
Zoom,etc.
(Personal &
Work)...

Search
(Google,
Bing, etc.)

32.6

Local TV Stations
102.5

Shopp
ing
(incl.
Food/
Auctio

ns/T...

YouTube
Video...

News/
Weath
Billboards & er/S...
Signs (Weekly
Drivers)
40.5

Non-Premium Cable
TV Networks
79.7

Instagram

20.3 Groc...

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

mSEA
® Share of Everything

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



for an avg. of 57.2 minutes/day.

| Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend an average of 5 hours
and 36 minutes each day with All Forms of Ad-Supported Media. 85.7% listen to Local AM/FM Radio
(Local Radio delivers 14.6% 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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- 82,281 or 78.2% 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 37.9 minutes every day representing 37.2% of
all time spent daily with Ad-Supported Audio.
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- 92,624 or 75.5% 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 46.8 minutes every day representing 29.6% of
all time spent daily with Ad-Supported Audio.
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- 51,337 or 85.7% 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 57.2 minutes every day representing 34.1% of
all time spent daily with Ad-Supported Audio.
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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.

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

Reach% 77.5% 75.7% Audio: Adults 21 or older
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. 114,293 or 78.4% 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 62.6 minutes every day representing 33.6%
of all time spent daily with Ad-Supported Audio.
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82,281 or 78.2% 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 37.9 minutes every day representing 37.2% of
all time spent daily with Ad-Supported Audio.
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| 92,624 or 75.5% 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 46.8 minutes every day representing 29.6% of
all time spent daily with Ad-Supported Audio.
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51,337 or 85.7% 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 57.2 minutes every day representing 34.1% of
all time spent daily with Ad-Supported Audio.
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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.
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114,293 or 78.4% 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 Pop Contemporary Hit Radio, Hot AC, Adult
Contemporary, Urban Contemporary, and All Sports.

Local AM//FM Radio 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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82,281 or 78.2% 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 Adult Contemporary, All News, Classic Rock, Pop
Contemporary Hit Radio, and Alternative.
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92,624 or 75.5% 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 All Sports, Adult Hits, Variety, Adult Contemporary,
and Alternative.
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51,337 or 85.7% 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, Alternative, Rhythmic AC,
Classic Hits, 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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' 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.

Avg. Week AII Vrdeo (Persons & % Reach): Adults 21 or older
Local TV Stations
Non-Premium Cable TV...
Netflix
Amazon Prime/IMDb/FireTV

YouTube Video
Roku + The Roku Channel

O e e N
TikTok m—&m Video: Adults 21 or older
Hulu/Hulu + Live TV (any Hulu)
Disney+
6:41
Paramount+
eacock 27.1%  who Drank NON- usA
P m—w e
Premium Cable TV Networks m-l 1.4 past 30 days
# who Drank NON-ALCOHOLIC BEER in the past 30 days HUSA

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

% Time spent:

22.5%

B . =
Fo D o e 1
BRI R R PR SR e R R

4.4%

Non-Premium Cable TV
Networks
67.7

Hulu/
Hulu +
Live TV

(any...

Amazon
Prime/|
MDb/Fir

eTV...
TikTok

AppleTV
+,fubo,Pl
uto,Tu...

Local TV Stations
107.2

Roku +
The...

Premiu
m.—

Param
ount...

Local TV Stations
1113

Non-Premium Cable TV
Networks
89.0

Amazon
Prime/IMDb
[FireTV...

Netflix
29.1

Roku +
The
Roku...

Apple
TV+,fu
bo,P

YouTub
e Video
20.2

Premium
Cable...

TikTo

Disn
ey...

Hulu/Hulu
+ Live...

Para
mo...

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

B USA

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

Total Persons:

Local TV Stations
Non-Premium Cable TV...

60.6%

57.6%

(15752280
M

Amazon Prime/IMDb/FireTV

YouTube Video m
TikTok S a7
B —

Hulu/Hulu + Live TV (any Hulu)

AppleTV+ fubo,Pluto, Tubi, etc. : 0%
Peacock  PENTIIE MR Avg. HoursHMinutes/day with Ad-
Paramount+ m m Supported Video: Adults 21 or older
Netflic AR R
ouner - ARIST SR

e [EEH

Roku + The Roku Channel

ERET S — T

Premium Cable TV Networks _ 8% mg'ﬂ‘:,'[",g’,;';;‘,?"m he
past 30 days
= 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 soefo.oi Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

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

4.0 0]

4,0%

b

Non-Premium Cable TV
Networks
60.1

Appl
eTV+
Jfub
o,Plu
to,T
ubi...

TikTok
12.8

Hulu/Hul
Ut

Local TV Stations
95.1

Amazon
Prime/IMDb/
FireTV
379

Netflix
11.1

R
o]

Peac
oC...

Local TV Stations
105.8

Non-Premium Cable TV

YouTu

Amazon
Prime/IMD
b/FireTv
458

Networks
84.6

Hulu/Hul
u+..

Pe
a..

TikTok
13.0
be
Video
201

Netflix
12.8

AppleTV
+fubo,...

Ro
k...

0.0%

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)]

soefa

W USA
* Share of Everything

-al for Anything =



105,657 or 72.4% 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 63.9 minutes every day representing 32.6% of all
time spent daily with Ad-Supported Video.
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Avg. Week AII Video (Persons & % Reach): Adults 21 or older

66,764 or 63.5% 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 60.7 minutes every day representing 28.1% of all
time spent daily with Ad-Supported Video.
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Avg. Week AII Vldeo (Persons & % Reach): Adults 21 or older
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56,759 or 46.3% 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 116. minutes every day representing 29.2% of all
time spent daily with Ad-Supported Video.
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Avg. Week A{Imxideo (Persons & % Reach): Adults 21 or older

42,558 or 71.1% 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 23. minutes every day representing 17.7% 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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105,657 or 72.4% 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 63.9 minutes every day representing 32.6% of all
time spent daily with Ad-Supported Video.
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66,764 or 63.5% 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 60.7 minutes every day representing 28.1% of all
time spent daily with Ad-Supported Video.

Weekly
Reach % 77.9%

Avg. Hours+Minutes/day with Ad-Supported

_ II'Share OfAd-suppOftEd Video" Video: Adults 21 or older

who Drank NON-
ALCOHOLIC BEER in the

past 30 days
42.1% 42.9%

14.1%

44,346 2,318,099
Amazon

63.5%

53.7%
0 27.9%

WDC

39.9%

31.2%

23.9% 25.1%

17.4%

13.9%
a1
7.5%
039
1

33,409 2,156,827 14,664 940,545 9,839 401,095
Hulu Disney+

Daily Mi

Viewing:

"o N
® who Drank NON-ALCOHOLIC BEER in the past 30 days ®m WDC

i 11.5%

Weekly
Total
Persons
Reached:

4.9%
81,979 3,099,882

Cable TV

3.9%

66,764 2,902,312
Local TV

25,128 1,010,442
AppleTV+

25,340 1,686,235
TikTok

14,171 622,246

26,413 801,100
Netflix Peacock YouTube

Average

wDC DMA Scarborough R1 2026: Mar25-Mar26 Qual Intab 134

WASHINGTON, DC DMA Scarborough R1 2026: Mar25-Mar26 Qual intab 5503
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

l: ® Share of Everything
s" .al for Anything =

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




56,759 or 46.3% 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 116. minutes every day representing 29.2% of all
time spent daily with Ad-Supported Video.
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42,558 or 71.1% 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 23. minutes every day representing 17.7% of all
time spent daily with Ad-Supported Video.

Avg. Hours+Minutes/day with Ad-Supported

Weekly
Reach % 87.0% n - n Video: Adults 21 or older
_ Share of Ad-Supported Video
men HS
who Drank NON- PHX
ALCOHOLIC BEER in the
past 30 days
50.4%
47.9% 46.6%
31.3%
27.2%
22.1% 23.8% 2 —
14.0%

0,
15.0% 17.2%
12.2%

. 3.9% . 45/» . 3.4%

3.2%

I
4,473 645,527

S —
Reached:
52,123 2,757,197 42,558 2,724,447 28,658 2,147,221 11,017 374,489 9,008 563,395 13,241 789,611 18,754 1,251,572 14,254 921,954 30,182 1,707,265
Cable TV Local TV Amazon Roku Netflix AppleTV+ TikTok Hulu YouTube Paramount+
Average
Daily Mi
v s [ESIEEE [EAEE R SR e e S EEEE
= who Drank NON-ALCOHOLIC BEER in the past 30 days H PHX
PHX DMA Searborough R1 2026: Feb25-Feb26 Qual Intab 39 PHOENIX DMA Searborough R1 2026: Feb25-Feb26 Qual Intab 2,332 * Share of Everything
All Graphs and soefa.oi Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. Soeﬁ for Anything _ «

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



' 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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105,657 or 72.4% 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 - Evening, Sports, Local News -
Morning, Local News - Late, National/Network News, and Game Sho
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66,764 or 63.5% 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 Sports, Local News - Evening, Food/Cooking
Shows, National/Network News, Local News - Morning, and Game Sho

Local TV Station Programs (Persons & % Reach): Adults 21 or older  Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older
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Local TV Station Programs (Persons & % Reach): Adults 21 or older
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Local TV Station Programs (Persons & % Reach): Adults 21 or older
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42,558 or 71.1% 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, Food/Cooking Shows, and National/Network News
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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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| 114,355 or 78.4% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days use
Ad-Supported Social Media for an average of 202.3 minutes every day representing 33.4% of all time
spent daily with Ad-Supported Digital Media.
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| 90,126 or 73.4% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days use Ad-
Supported Social Media for an average of 134.7 minutes every day representing 18.6% of all time
spent daily with Ad-Supported Digital Media.

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

# Time Spent:

4.1%

Avg. Hours+Minutes/day with
Digital: Adults 21 or older

who Drank NON-
ALCOHOLIC BEER in the

k20 e 6.7%

Local TV
Streaming
736

Social Media

Streaming Audio (Local 152.3

Radio/ Podcasts/Streaming
Services)

210.6

Non-
Premium+Pre
mium Cable
Streaming
68.2

Email/Text/IM
[Zoom,etc.
(Personal &...

Search
(Google,
Bing,...

Shopping
(incl....

s/W

ea...

Online
Classes, 2 g {
Schools, Games/Fan |

Colleges,... tasy/Betti...

OTT TV Streaming Services

167.0 Ba...

QOTT TV Streaming Services

Streaming Audio (Local 1381

Radio/ Podcasts/Streaming
Services)

173.0 Nons

Premium+Pre
mium Cable
Streaming...

Email/Text/|
M,’ionrn etc.

YouTu
be/Tik
Tok,
etc.
316

Online
Classes,
Schools,

Colleges, ..

(in

Social Media
142.0

Shopping

Local TV
Streaming
56.2

Search

(Google,

Ne
cl... ws/

Games
ntasy/Be...

= SEA

® who Drank NON-ALCOHOLIC BEER in the past

30 days W SEA

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

Search (Google, Bing, etc.)

Email/Text/IM/Zoom,etc. [Personal & Work)
Social Media

OTT TV Streaming Services

Shopping (ind. Food/Auctions/Travel, etc.)
YouTube/TikTok, ete.

Streaming Audio (Local Radio/ Podcasts/Streaming
Services)

Games/Fantasy/Betting Sites

Local TV Streaming

Online Classes, Schools, Calleges, Universities

otal Persans:

D e—
m_ml
—.wr-
B e—

m mpparud Digital: Adults 21 or older “
056

PR T
PR

4,724 3% -
P ™ 5
0.0% who Drank NON-
_ 0.0% ALCOHOLIC BEERin the

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

Scarborough R1 2026: Mar25-Mar26

concurrent

5.6%

&

Avg. Hours+Minutes/day with Ad- m

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

past 30 days
m SEA

Qual Intab 114

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

Streaming Audio (Local
Radio/
Podcasts/Streaming
Services)

104.9

Local TV
Streaming
62.0

OTT TV Streaming Services

161.6 Nop-

Premium+Premi
um Cable
Streaming...

YouTube/
TikTok,

411 "Jl

Email/Text/IM/Z
oom,etc.
(Personal &
Work)...

News/We
ather/S...

Shopplng

Social Media
134.7

Banking...

Streaming Audio (Local
Radio/ Podcasts/Streaming
Services) §
94.5
Social Media

1217 Non-

Premium+Premiu
m Cable
Streaming
50.2

Email/Text/IM/Zo
om,etc. (Personal

& Work)...

Shopping

OTT TV Streaming Services bl

105.7

Food/Au...

Local TV
treaming
53.2

YouTube/
TikTok,

News/We
ather/s...

Bankin

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

M SEA

soefa.ai

for

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

® Share of Everything

Anything




| 35,876 or 59.9% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days use Ad-
Supported Social Media for an average of 66.2 minutes every day representing 15.8% 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
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101,706 or 69.7% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days use
Ad-Supported Facebook for an average of 82.8 minutes every day representing 40.9% of all time
spent daily with Ad-Supported Social Media.
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Total Persons:

Facebook 00¢
o e —
TikTok  PTRRTT T YouTube
tinkedin P T, Instagram Uinkadin Instagram Video
- o 383 310 7
X
Pinter
Pinterest Avg. Hours+Minutes/day with all . s est...
Snspchiat Social Media: Adults 21 or older TikTok Lm;egdln
17.9 -
WhatsApp -rm

Mlﬂ?ém
Blogs/Messa e Bomrds (reedl F
wumble  FRSTRE B %75

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

Others(Rumble, Threads,...

who Drank NON-
ALCOHOLIC BEERin the

--
'0

= CHI

Facebook
80.3

YouTube
Video...

Facebook
55.2

TikTok
14.1

Reddit
7.9

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

mCHI

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

Totol persons: % Time Spent:

Facebook  FEesa

s R ———
YouTube Video [ —T T
tinkedin P E—TA T
Redlt
Pinterest  AETRFTY] M— i
whatsapp  PREPISITC IR 1
snapchat  PESAECTS R v
Others(Rumble, Threads,... m%
Blogs/Message Boards (read... m'd-_g%

X

Avg. Hours+Minutes/day with Ad-
Supported Social Media: Adults 21

. .

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

o g
s 3 e 7
vhe A8 rhe vhe 12 2
$ oo o N i e i RO R

who Drank NON-
ALCOHOLIC BEERin the

tumblr l 2{2&6

Instagram

32.8

LinkedIn
17.0

YouTube Video
16.7

TikTok

179

Reddit
11.3

Pinter
est...

X
6.9

Sn...

Blo...

Facebook
53.1

Instagram

PEN

Linked!
n
6.9

YouTube
Video
17.4

Pinter = Reddi
est... et

HCHI

Share of Everythlng

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

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

CHI DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 70
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbord Broadcasting, Inc. LLC. All rights reserved.

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



| 20,895 or 19.9% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days use Ad-
Supported Blogs/Message Boards (read and/or post) for an average of 46.3 minutes every day
representing 29.1% of all time spent daily with Ad-Supported Social Me
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78,593 or 64.% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days use Ad-
Supported Facebook for an average of 41.8 minutes every day representing 31.1% of all time spent
daily with Ad-Supported Social Media.

Avg. Week All Soc:al Media (Persons & % Reach): Adults 21 or older Avg. Day All Social Media (% Time Spent & Avg. Minutes/day Spent): Adults 21 or older
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33,022 or 55.1% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days use Ad-
Supported Facebook for an average of 16.2 minutes every day representing 24.4% of all time spent
daily with Ad-Supported Social Media.
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Woskly 74.1%
Reach% gg 0%

% of Weekly
Time Spent

Ad-Supported
Social Media:

| 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.
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101,706 or 69.7% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days use
Ad-Supported Facebook for an average of 82.8 minutes every day representing 40.9% of all time
spent daily with Ad-Supported Social Media.
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| 20,895 or 19.9% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days use Ad-
Supported Blogs/Message Boards (read and/or post) for an average of 46.3 minutes every day
representing 29.1% of all time spent daily with Ad-Supported Social Me

Weekly 73.9% Avg. Hours+Minutes/day with Ad-Supported
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| 78,593 or 64.% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days use Ad-

Supported Facebook for an average of 41.8 minutes every day representing 31.1% of all time spent
daily with Ad-Supported Social Media.
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33,022 or 55.1% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days use Ad-
Supported Facebook for an average of 16.2 minutes every day representing 24.4% 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)
Adults 21 or older who Drank NON-ALCOHOLIC BEER in the

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 11,230;
Social Media: 8,385; Local Radio: 6,930; Non-Prem. Cable: 4,218; Local TV: 3,131 reaching
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: 6,922; Local
Radio: 5,090; Social Media: 4,009; Non-Prem. Cable: 3,325; Local TV: 2,300 reaching
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: 5,775; Social Media: 4,681; Non-Prem. Cable: 2,301; Local TV: 2,091 reaching
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: 3,291; Social Media: 2,684; Non-Prem. Cable: 1,786; Local TV: 1,153 reaching
Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days.

. All Other Digital Media: 4,985; Local
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 21 or older

{average week) Totol persons:
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s s ey e PO
T
A e, L
Gas Stations/Convenience Stores mm
shopping wias - PRSP

' 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

(average week]
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125,914 or 86.3% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend
an average of 39.1 minutes per day driving, seeing Billboards and Signs. 65.5% Listen to Local Radio
Stations Out-of-Home for an average of 37.9 minutes/day.
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Top-13 Out-of -Home Media (Persons & % Reach): Adults 21 or older
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98,222 or 93.4% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend
an average of 62.9 minutes per day driving, seeing Billboards and Signs. 65.4% Listen to Local Radio
Stations OQut-of-Home for an average of 23. minutes/day.
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Top-13 Out-of Home Media (Persons & % Reach): Adults 21 or older
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118,447 or 96.5% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend
an average of 45.3 minutes per day driving, seeing Billboards and Signs. 63.1% Listen to Local Radio
Stations Out-of-Home for an average of 28.3 minutes/day.
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58,783 or 98.2% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend
an average of 31.9 minutes per day driving, seeing Billboards and Signs. 71.7% Listen to Local Radio
Stations Out-of-Home for an average of 34.7 minutes/day.

Top-13 Out-of -Home Media (Persons & % Reach): Adults 21 or older
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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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125,914 or 86.3% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend an
average of 39.1 minutes per day driving, seeing Billboards and Signs representing 22.6% of all Time Spent
with Ad-Supported Out-of-Home Media.
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98,222 or 93.4% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend an

average of 62.9 minutes per day driving, seeing Billboards and Signs representing 43.8% of all Time Spent
with Ad-Supported Out-of-Home Media.
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118,447 or 96.5% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend an

average of 45.3 minutes per day driving, seeing Billboards and Signs representing 33.1% of all Time Spent
with Ad-Supported Out-of-Home Media.
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58,783 or 98.2% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend an

average of 31.9 minutes per day driving, seeing Billboards and Signs representing 26.5% of all Time Spent
with Ad-Supported Out-of-Home Media.
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125,914 or 86.3% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend
an average of 39.1 minutes per day driving an average of 22.7 miles each day and are 166.8% more
likely to use Edens Expressway (I-94) than the Metro average.
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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
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Top-26 Employment Zip Codes: Adults 21 or older
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98,222 or 93.4% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend
an average of 62.9 minutes per day driving an average of 36.6 miles each day and are 213.4% more
likely to use Route 29/Colesville Road than the Metro average.
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| 118,447 or 96.5% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend
an average of 45.3 minutes per day driving an average of 26.4 miles each day and are 335.1% more
likely to use University Bridge than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 21 or older
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[(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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| 58,783 or 98.2% of Adults 21 or older who Drank NON-ALCOHOLIC BEER in the past 30 days spend
an average of 31.9 minutes per day driving an average of 18.6 miles each day and are 164.2% more
likely to use Central Avenue than the Metro average.
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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
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49,317 or 33.8% 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 9. minutes every day representing 34.3%
of all time spent daily with All forms of Print Media.
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40,834 or 38.8% 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 12. minutes every day representing 30.7%
of all time spent daily with All forms of Print Media.
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53,314 or 43.4% 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 10.2 minutes every day representing
27.5% of all time spent daily with All forms of Print Media.
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6,967 or 11.6% 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 16.5 minutes every day representing
34.4% of all time spent daily with All forms of Print Media.
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Local Daily Newspaper(s) (Sunday)
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(Daily+Sunday)
. 16.5
Local Daily
Newspaper(s)
(Sunday)
243

New York Times.
(Dally+Sunday)
149

Wall Street Journal
(Daily) USA Today (Daily)
16.1 15.8

New York Times
{Daity)

Direct Mail
Advertising
(excluding
Magazines Catalogs)
8.0 6.8

USA Today [Daily)
8.9

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

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

e Catalogs
Local Daily 35

Newspaper(s) New York Times New York
(Sunday) [Daily+Sunday) Times (Daily)
14.1 9.3

Magazines
6.8 AR

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

m who Drank NON-ALCOHOLIC BEER in

the past 30 days m PHX

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

Total persons:

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

&

Direct Mail Advertising (excluding Catalogs)
Local Daily Newspaper(s) (Daily -1'3_7
Local Daily Newspaper(s) (Daily+Sunday)

Local Daily Newspaper(s) (Sunday)

e
All Local Weekly Newspapers m
New York Times (Daily) M

Avg. Hours+Minutes/day with Ad- m

New York Times (Daily+Sunday)

Wall Street Journal (Daily)

New York Times (Sunday) m
sa vocny sty) - AV RS - 015
Magazines m 1'23506% who Drank NON-ALCOHOLIC PHX
- BEER in the past 30 days
cooke O §3

All Gmphs and soefa.ai Daw Modeling Copyright ©

Supported Print Media: Adults 21 or alderm

Local Daily
Newspaper(s)
(Daily+Sunday)
Local Daily Newspaper(s) 16.5
(sunday)
243

New York

Wall Street Journal
{Daily)

USA Today {Daily)
16.1 158

New York
Times (Daily)
107 80

Magazine

Local Daily

Local Daily Local Daily
Newspaper(s)
(Daily
2.1

Newspaper(s) New York Times
(Daily+Sunday) (Daily+Sunday)
Local Daily 9.3 9.3
Newspaper(s)
(Sunday)
1.1

= who Drank NON-ALCOHOLIC BEER in the past 30 days
mrbarou;h R1 2026: Feb25-Feb26

ntab

Qual I
026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

New York Times
(Sunday)
114

Times
(Daily+Sunday)
14.9

Newspaper(s) |
(Daity
142

Direct Mail Advertising
(exciuding Catalogs)...

m New York Times (Sunday)
s 19.2
'

Direct Mail
Advertising
{excluding
Catalogs)
7.4

USA Taday (Daily)
89

New York
Times (Daily)
7.3

Wall Street Journal (Daily) ~ Magazines
8.6 68

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

39

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

= PHX

® Share of Everything
for Anything 5

soefa.ai



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)]



Social Media
Direct Mail

Websites

"Advertising Actions"

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

766,855

2,361,602

| 2,589,254

Local AM/FM Radio

1,189,910 16.3%

Broadcast, Cable, & Sat TV
Video Streaming Services
Cable TV Networks
Billboards

Local Broadcast TV

Audio Streaming Services

| 1,670,088
1,244,855
1,050,995

| 730,438

1,204,750

860,504 11.8%
CHICAGO
Podcasts | - -
761.333 10.4%
Newspapers e O
® P21+ who Drank NON-ALCOHOLIC BEER 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 R1 2026: Feb25-Feb26 QualIntab: 70 f' * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright @ 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. SO e a . al for Anything «

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



Social Media

Websites

Direct Mail

Broadcast, Cable, & Sat TV
Podcasts

Video Streaming Services
Cable TV Networks
Newspapers

Local Broadcast TV

Audio Streaming Services

"Advertising Actions"

P21+ who Drank NON-ALCOHOLIC BEER in the past 30 days (Shopped/Visited/Bought

2,459,251

2,111,576

past 3mos Due to Ads on %)

45,5%

39.1%

1,538,371

1,400,367

13.3%

942,826

800,215

569,033 10.5%

759,375

647,896 12.0%

719 748

14.0%

25.9%

17.4%

Local AM/FM Radio

884,985

Billboards

672,135 12.4%

WASHINGTON, DC

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

M P21+ WASHINGTON, DC AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
WASHINGTON, DC DMA  Scarborough R12026: Mar25-Mar26  QualIntab: 134

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

Websites %

Social Media

Direct Mail
¥ideo ShresaiifSonioes
Local AM/FMRadio g .

Podcasts
Broadeast, Cable, & Sat TV

402,753 9

Audio Streaming Services

Local Broadcast TV
Cable TV Networks
Billboards
Newspapers

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

M P21+ SEATTLE-TACOMA AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
SEATTLE-TACOMA DMA  Scarborough R1 2026: Mar25-Mar26  Qual Intab: 114 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. soera.ail for Anything e

SEATTLE-TACOMA

[(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
Websites
Direct Mail gty 28.3%
Broadcast, Cable, & Sat TV
Cable TV Networks
Local Broadcast TV 7:;5'872' 7
Billboards

432,798 9.4%

Audio Streaming Services 512,203 T

Newspa pers 528,556 11.5%

Video Streaming Services 585,294

. 18.2% PHOENIX
Local AM/FMRadio ey 15.5% -

I

Podcasts 602 620 TR
® P21+ who Drank NON-ALCOHOLIC BEER in the past 30 days (Shopped/Visited/Bought past 3mos Due to Ads on %)
H P21+ PHOENIX AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
PHOENIX DMA Scarborough R12026: Feb25-Feb26 Qualintab: 39 * 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)]



