USA+4 DMAs - P18+ Purchasing FLOWERS Online past 6mos!

Compiete Demographic & Media Use Profiles

Complete Demographic,
Psychographic, and Total
Media Usage Profiles of
USA, CHICAGO, WASHINGTON,
DC, SEATTLE-TACOMA, and
PHOENIX DMA P18+ who
Purchased FLOWERS Online in
the past 6 months as of
SEPTEMBER 2024.

Items bought on the Internet past 6 months:Household/Grocery: Flowers

James F. McCann, Founder and CEO (Largest individual 1 800 Flowers.com
shareholder, owning 12.08M shares representing 18.92% of the company).




8.% or 20,848,769 of USA Adults 18 or older Purchased FLOWERS Online in the past 6 months.
Typical Adults 18 or older who Purchased FLOWERS Online in the past 6 months are 49.7 years old (1.7%
older than average) and have a $112,786 (22.% higher than average) annual household income.
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Items bought on the Internet past 6 months:Household/Grocery: Flowers
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8.9% or 671,034 of CHICAGO DMA Adults 18 or older Purchased FLOWERS Online in the past 6 months.
Typical Adults 18 or older who Purchased FLOWERS Online in the past 6 months are 47.1 years old (2.6%
younger than average) and have a $123,653 (16.1% higher than average) annual household income.
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9.8% or 559,693 of WASHINGTON, DC DMA Adults 18 or older Purchased FLOWERS Online in the past 6 months.
Typical Adults 18 or older who Purchased FLOWERS Online in the past 6 months are 47.1 years old (1.1%
younger than average) and have a $153,271 (15.1% higher than average) annual household income.
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Items bought on the Internet past 6 months:Household/Grocery: Flowers
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8.5% or 384,867 of SEATTLE-TACOMA DMA Adults 18 or older Purchased FLOWERS Online in the past 6 month l.
Typical Adults 18 or older who Purchased FLOWERS Online in the past 6 months are 48.8 years old (1.1%
older than average) and have a $147,969 (20.6% higher than average) annual household income.
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5.4% or 251,562 of PHOENIX DMA Adults 18 or older Purchased FLOWERS Online in the past 6 months.
Typical Adults 18 or older who Purchased FLOWERS Online in the past 6 months are 52.6 years old (6.4%
older than average) and have a $131,621 (33.1% higher than average) annual household income.
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8.% or 20,848,769 of USA Adults 18 or older Purchased FLOWERS Online in the past 6 months.

Adults 18 or older who Purchased FLOWERS Online in the past 6 months are 23.2% more likely to be a
college graduate, 17.2% more likely to work full-time, 14.9% more likely to be married, 1.4% more likely to
be a parent of 1 or more children under 18.
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8.9% or 671,034 of CHICAGO DMA Adults 18 or older Purchased FLOWERS Online in the past 6 months.
Adults 18 or older who Purchased FLOWERS Online in the past 6 months are 25.% more likely to be a
college graduate, 15.2% more likely to work full-time, 16.6% more likely to be married, 14.7% more likely to

be a parent of 1 or more children under 18.
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 parent of 1 or more children under 18.

9.8% or 559,693 of WASHINGTON, DC DMA Adults 18 or older Purchased FLOWERS Online in the past 6 months.
Adults 18 or older who Purchased FLOWERS Online in the past 6 months are 7.3% more likely to be a
college graduate, 11.9% more likely to work full-time, 9.7% more likely to be married, 7.% less likely to be a
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8.5% or 384,867 of SEATTLE-TACOMA DMA Adults 18 or older Purchased FLOWERS Online in the past 6 months;
Adults 18 or older who Purchased FLOWERS Online in the past 6 months are 28.9% more likely to be a
college graduate, 20.7% more likely to work full-time, 12.7% more likely to be married, 21.% more likely to

be a parent of 1 or more children under 18.
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5.4% or 251,562 of PHOENIX DMA Adults 18 or older Purchased FLOWERS Online in the past 6 months.
Adults 18 or older who Purchased FLOWERS Online in the past 6 months are 29.7% more likely to be a
college graduate, 15.6% more likely to work full-time, 3.3% more likely to be married, 39.2% less likely to be
a parent of 1 or more children under 18.
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8.% or 20,848,769 of USA Adults 18 or older Purchased FLOWERS Online in the past 6 months.
Adults 18 or older who Purchased FLOWERS Online in the past 6 months are 14.7% more likely to own their

home, 28.7% more likely to own a higher valued home, 6.8% more likely to have a single-family home, 3.9%
| more likely to have a dog.
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8.9% or 671,034 of CHICAGO DMA Adults 18 or older Purchased FLOWERS Online in the past 6 months.
Adults 18 or older who Purchased FLOWERS Online in the past 6 months are 15.2% more likely to own their

home, 8.7% more likely to own a higher valued home, 12.8% more likely to have a single-family home, 14.5%
more likely to have a dog.
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9.8% or 559,693 of WASHINGTON, DC DMA Adults 18 or older Purchased FLOWERS Online in the past 6 months.
Adults 18 or older who Purchased FLOWERS Online in the past 6 months are 18.5% more likely to own their

home, 4.9% more likely to own a lower valued home, 2.9% more likely to have a single-family home, 8.8%
more likely to have a dog.

m Own/Rent/Other: Adults 18 or older mﬁm Type of Home: Adults 18 or older 4™ Pets in Home: Adults 18 or older
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8.5% or 384,867 of SEATTLE-TACOMA DMA Adults 18 or older Purchased FLOWERS Online in the past 6 months.
Adults 18 or older who Purchased FLOWERS Online in the past 6 months are 20.9% more likely to own their

home, 2.4% more likely to own a lower valued home, 11.% more likely to have a single-family home, .6%

more likely to have a dog.

mﬁm Type of Home: Adults 18 or older 4 t®p Pets in Home: Adults 18 or older
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5.4% or 251,562 of PHOENIX DMA Adults 18 or older Purchased FLOWERS Online in the past 6 months.
Adults 18 or older who Purchased FLOWERS Online in the past 6 months are 6.2% more likely to own their

home, 23.1% more likely to own a higher valued home, 17.7% more likely to have a single-family home,
19.2% less likely to have a dog.

m Own/Rent/Other: Adults 18 or older ﬂﬁm Type of Home: Adults 18 or older 4™ Pets in Home: Adults 18 or older
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8.% or 20,848,769 of USA Adults 18 or older Purchased FLOWERS Online in the past 6 months.
Adults 18 or older who Purchased FLOWERS Online in the past 6 months are 23.8% more likely to look up
D-I-Y advice online, 4.2% more likely to always vote in local elections, 16.6% more likely to belong to a

gym, 8.4% more likely to fly domestic past yr.
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3.9% less likely to fly domestic past yr.

8.9% or 671,034 of CHICAGO DMA Adults 18 or older Purchased FLOWERS Online in the past 6 months.
Adults 18 or older who Purchased FLOWERS Online in the past 6 months are 22.5% more likely to look up
D-1-Y advice online, 9.% less likely to always vote in local elections, 6.9% more likely to belong to a gym,
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9.8% or 559,693 of WASHINGTON, DC DMA Adults 18 or older Purchased FLOWERS Online in the past 6...
Adults 18 or older who Purchased FLOWERS Online in the past 6 months are 17.6% more likely to look up
D-1-Y advice online, 2.% less likely to always vote in local elections, 14.7% more likely to belong to a gym,

12.5% more likely to fly domestic past yr.
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8.5% or 384,867 of SEATTLE-TACOMA DMA Adults 18 or older Purchased FLOWERS Online in the past 6...
Adults 18 or older who Purchased FLOWERS Online in the past 6 months are 9.9% more likely to look up D-
I-Y advice online, 6.4% less likely to always vote in local elections, 42.8% more likely to belong to a gym,

23.7% more likely to fly domestic past yr.
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5.4% or 251,562 of PHOENIX DMA Adults 18 or older Purchased FLOWERS Online in the past 6 months.
Adults 18 or older who Purchased FLOWERS Online in the past 6 months are 31.9% more likely to look up
D-1-Y advice online, 31.7% more likely to always vote in local elections, 10.3% more likely to belong to a
gym, 6.% more likely to fly domestic past yr.
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wwho Purchased FLOWERS Online in the past 6 months

Total Monthly QSR Users:
88.2%

1time

2times

musA
Avg. Monthly QSR Meals:

87.7%

10.1% less likely to smoke cigarettes.

8.% or 20,848,769 of USA Adults 18 or older Purchased FLOWERS Online in the past 6 months.
Adults 18 or older who Purchased FLOWERS Online in the past 6 months are .6% more likely to use QSRs
past mo., 5.6% more likely to use Sit-Down Restaurants past mo., 2.5% less likely to use Casinos past yr.,
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# who Purchased FLOWERS Online in the past 6 months
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Total Monthly Sit-Down Restaurant Users:  Avg. Monthly Sit-Down Restaurant Meals:

8.9% or 671,034 of CHICAGO DMA Adults 18 or older Purchased FLOWERS Online in the past 6 months.
Adults 18 or older who Purchased FLOWERS Online in the past 6 months are .4% less likely to use QSRs past

mo., 2.9% less likely to use Sit-Down Restaurants past mo., 4.4% less likely to use Casinos past yr., 18.5%

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)
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9.8% or 559,693 of WASHINGTON, DC DMA Adults 18 or older Purchased FLOWERS Online in the past 6 months
Adults 18 or older who Purchased FLOWERS Online in the past 6 months are .6% more likely to use QSRs

past mo., 11.2% more likely to use Sit-Down Restaurants past mo., 11.2% more likely to use Casinos past yr.,

5.2% less likely to smoke cigarettes.
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8.5% or 384,867 of SEATTLE-TACOMA DMA Adults 18 or older Purchased FLOWERS Online in the past 6 months.
Adults 18 or older who Purchased FLOWERS Online in the past 6 months are 2.1% more likely to use QSRs

past mo., 13.2% more likely to use Sit-Down Restaurants past mo., .2% more likely to use Casinos past yr.,

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)
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Items bought on the Internet past 6 months:Household/Grocery: Flowers
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Past 30-days QSR Users: Adults 18 or older
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Avg. Monthly QSR Meals:
89.9%

Total Monthly QSR Users:
92.5%

5.4% or 251,562 of PHOENIX DMA Adults 18 or older Purchased FLOWERS Online in the past 6 months.
Adults 18 or older who Purchased FLOWERS Online in the past 6 months are 2.9% more likely to use QSRs
past mo., 18.% more likely to use Sit-Down Restaurants past mo., 1.5% less likely to use Casinos past yr.,
9.4% less likely to smoke cigarettes.
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Other (Crypto /[ NFTs / Metals, etc.)

529 Plan / College Savings Plan

20,848,769 of USA Adults 18 or older Purchased FLOWERS Online in the past 6 months.

Financial Services Has and/or Uses: Adults 18 or older

Checking Debitor ATM  Savings Credit Card online Mobile Online Bill

Adults 18 or older who Purchased FLOWERS Online in the past 6 months are 17.5% more likely to have a
401K, 15.% more likely to have an Auto Loan, 28.5% more likely to Invest/Trade Stocks Online, 7.2% less likely
to pay with their Debit Card.
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Account card Account Banking Banking Paying Mortgage Market  Deposit(CDs) Home  Improvement
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8.9% or 671,034 of CHICAGO DMA Adults 18 or older Purchased FLOWERS Online in the past 6 months.
Adults 18 or older who Purchased FLOWERS Online in the past 6 months are 13.5% more likely to have a

401K, 10.9% more likely to have an Auto Loan, 13.4% more likely to Invest/Trade Stocks Online, 9.3% less
likely to pay with their Debit Card.

ﬁ Investments Owned Adults 18 or older
ey 0 |
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9.8% or 559,693 of WASHINGTON, DC DMA Adults 18 or older Purchased FLOWERS Online in the past 6...
Adults 18 or older who Purchased FLOWERS Online in the past 6 months are 6.3% more likely to have a 401K,

25.5% more likely to have an Auto Loan, 30.1% more likely to Invest/Trade Stocks Online, 17.6% less likely to
pay with their Debit Card.
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8.5% or 384,867 of SEATTLE-TACOMA DMA Adults 18 or older Purchased FLOWERS Online in the past 6 months.
Adults 18 or older who Purchased FLOWERS Online in the past 6 months are 28.9% more likely to have a

401K, 35.3% more likely to have an Auto Loan, 38.4% more likely to Invest/Trade Stocks Online, 8.3% less
likely to pay with their Debit Card.

mﬁ 4 Investments Owned: Adults 18 o Financial Services Has and/or Uses: Adults 18 or older
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r older
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5.4% or 251,562 of PHOENIX DMA Adults 18 or older Purchased FLOWERS Online in the past 6 months.
Adults 18 or older who Purchased FLOWERS Online in the past 6 months are 45.8% more likely to have a

401K, 13.8% more likely to have an Auto Loan, 13.9% more likely to Invest/Trade Stocks Online, 19.4% less
likely to pay with their Debit Card.
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Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend an average of 3 days, 0 hours, 55

minutes and 53 seconds each week with All Forms of Media.

84.1% of Aduits 18 or older who Purchased FLOWERS Online in the past 6 months spend an avg. of 7 hours and 34 minutes each week
listening to All Local AM/FM Radio, representing 8.7% of total time spent with all forms of Media.

96.2%

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

usage 54.0%
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Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend an average of 3 days, 0 hours, 0
minutes and 6 seconds each week with All Forms of Media.

88.% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend an avg. of 7 hours and 39 minutes each week
listening to All Local AM/FM Radio, representing 9.4% of total time spent with all forms of Media.
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Concurrent
e B o T2 FLOWERS CHICAGO
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Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend an average of 2 days, 23 hours, 46
minutes and 52 seconds each week with All Forms of Media.

82.8% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend an avg. of 6 hours and 38 minutes each week
listening to All Local AM/FM Radio, representing 7.7% of total time spent with all forms of Media.
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Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend an average of 3 days, 0 hours, 14
minutes and 39 seconds each week with All Forms of Media.

78.8% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend an avg. of 7 hours and 8 minutes each week
listening to All Local AM/FM Radio, representing 7.8% of total time spent with all forms of Media.
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Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend an average of 2 days, 19 hours, 59
minutes and 43 seconds each week with All Forms of Media.

79.5% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend an avg. of 8 hours and 46 minutes each week
listening to All Local AM/FM Radio, representing 10.3% of total time spent with all forms of Media.
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Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend an average of 2 days, 4 hours, 58
minutes and 50 seconds each week with All Forms of Ad-Supported Media.

80.5% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend an avg. of 6 hours and 58 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 10.6% of total time spent with all forms of Ad-Supported Media.
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Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend an average of 2 days, 5 hours, 32

minutes and 44 seconds each week with All Forms of Ad-Supported Media.
84.9% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend an avg. of 7 hours and 13 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 11.5% of total time spent with all forms of Ad-Supported Media.
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Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend an average of 1 days, 23 hours, 40
minutes and 25 seconds each week with All Forms of Ad-Supported Media.

78.8% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend an avg. of 5 hours and 53 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 9.7% of total time spent with all forms of Ad-Supported Media.
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Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend an average of 2 days, 3 hours, 24
minutes and 50 seconds each week with All Forms of Ad-Supported Media.

75.5% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend an avg. of 6 hours and 27 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 9.5% of total time spent with all forms of Ad-Supported Media.
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Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend an average of 2 days, 6 hours, 0
minutes and 14 seconds each week with All Forms of Ad-Supported Media.

76.5% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend an avg. of 8 hours and 30 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 12.1% of total time spent with all forms of Ad-Supported Media.

Weekly

Reach %

Avg. H:M:5/week with All Forms of Ad-
Supported Media: Adults 18 or older

e 54.6%

who Purchased FLOWERS PHOENIX
Online in the past 6
months

% of Total
Weekly H:M:

Avg. Weekly
Hours:Minutes:

® who Purchased FLOWERS Online in the past 6 months m PHOENIX

PHOENIX ~ DMA  Scarborough R2 2024: Aug23-Aug24 ~ Qual Intab 132 PHOENIX ~ DMA  Scarborough R2 2024: Aug23-Aug24  Qual intab 2,268 HUbbG I"d Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.

for Anythi .
BROADCASTING OELARYENING &

Items bought on the Internet past 6 months:Household/Grocery: Flowers



for an avg. of 59.8 minutes/day.

Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend an average of 7 hours
and 34 minutes each day with All Forms of Ad-Supported Media. 80.5% listen to Local AM/FM Radio

(Local Radio delivers 10.6% of Time with Ad-Supported Media.)
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Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend an average of 7 hours
and 38 minutes each day with All Forms of Ad-Supported Media. 84.9% listen to Local AM/FM Radio

for an avg. of 61.9 minutes/day. (Local Radio delivers 11.5% of Time with Ad-Supported Media.)
Top-l.la All lforms of Media (Persons & % Reach): Adults 18 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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| Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend an average of 6 hours
and 48 minutes each day with All Forms of Ad-Supported Media. 78.8% listen to Local AM/FM Radio

(Local Radio delivers 9.7% of Time with Ad-Supported Media.)
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Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend an average of 7 hours
and 20 minutes each day with All Forms of Ad-Supported Media. 75.5% listen to Local AM/FM Radio
( Local Radio delivers 9.5% of Time with Ad-Supported Media.)

Emallfl'extl
M/
Zoom;etc,
(Personal &

Billboards &
Signs
(Weekly
Facebook
40.7

Local TV Stations
96.6

Local TV Stations

90.9

Ernail/Text/
M/
Zoom,etc.
(Persanal &
Work)
38.0

Billboards &
Signs (Weekly
Facebook Drivers)
459
Amazon Game
Prime/IMDb/

FireTV Betting Sites

News/ G...
Wea.. 5.
Spor... 9.2

Banking...

® who Purchased FLOWERS Online in the past 6 months

B SEATTLE-TACOMA

Top-13 AH Forms of Ad-Supported Media (Persons & % Reach): Adults 18 or older

Gmte!y i‘mms

Search (Google, Bing, etc.)
Billboards & Signs (Weekfy Drivers)

News /W eather Sports [Websites/Anns)

Facebook

Local AM/FM Radio
Email/Text/IM/Zoom,etc. (Personal & Work)
Local TV Stations

Non-Premium Cable TV Networks

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

Amazon Prime/IMDb FireTV

YouTube Video

SEATTLE-TACOMA

Total persons %

T
| ————————— 7.0% ]
ssmsel o 3
5512 560 5.5%
B e SE1M

[
R

ime Spent:

oa.
B

gszassl s 5.0}
m_m.
B e TR B9
m mo urs+Minutes/day with All @

Forms of Ad-Supported Media: m
0.7%

Adults 18 or older
m_mr

Pu:chased FLOWERS SEATTLE-TACOMA
months

= who Purchased FLOWERS Online in the past 6 months
DMA Scarborough R2 2024: Aug23-Aug24

B SEATTLE-TACOMA
Qual Intab 317

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

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

(Average Doy

Avg. Minutes/day Spent): Adults 18 or older

Amazon
Prime/IMDb/  localAN/EM
Radio

55.4

Facebook
Local TV Stations 46.1
Search

Shop...
(Google, k

(incl
Fe /

Billboards &

Signs [Weekly
Drivers)

Non-Premium Cable
TV Networks
84.2

Local

Networks
99.1

Amazon
Prime/IMDb/  EacalAM/EM
Radio

52.0

Facebook
a4.5
Search Shopping
(Gor
Bing,

Billboards &
Signs (Weekly
Drivers)

News/
YouT.. Weath..
Video

19.7

Insta

20.2 Grocer...

m who Purchased FLOWERS Online in the past 6 months

Items bought on the Internet past 6 months:Household/Grocery: Flowers

W SEATTLE-TACOMA

E ® Share of Everything

for Anything _




for an avg. of 72.9 minutes/day.

Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend an average of 7 hours
and 42 minutes each day with All Forms of Ad-Supported Media. 76.5% listen to Local AM/FM Radio
(Local Radio delivers 12.1% of Time with Ad-Supported Media.)
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16,777,352 or 80.5% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months
listen to Ad-Supported Local AM/FM Radio for an average of 59.8 minutes every day representing
43.2% of all time spent daily with Ad-Supported Audio.
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569,685 or 84.9% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months listen
to Ad-Supported Local AM/FM Radio for an average of 61.9 minutes every day representing 44.7%
of all time spent daily with Ad-Supported Audio.
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Avg. Week All Audio (Persons & % Reach): Adults 18 or older

Local AM/FM Radio

& Time spent
m_ E‘Al‘

440,937 or 78.8% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months listen
to Ad-Supported Local AM/FM Radio for an average of 50.5 minutes every day representing 41.4%
of all time spent daily with Ad-Supported Audio.
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Avg. Week All Audio (Persons & % Reach): Adults 18 or older

Local AM/FM Radio

290,585 or 75.5% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months listen
to Ad-Supported Local AM/FM Radio for an average of 55.4 minutes every day representing 37.9%
of all time spent daily with Ad-Supported Audio.

Avg. Day All Audio (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Avg. Week All Audio (Persons & % Reach): Adults 18 or older

Local AM/FM Radio

192,539 or 76.5% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months listen
to Ad-Supported Local AM/FM Radio for an average of 72.9 minutes every day representing 52.5%
of all time spent daily with Ad-Supported Audio.
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16,777,352 or 80.5% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months
listen to Ad-Supported Local AM/FM Radio for an average of 59.8 minutes every day representing

| 43.2% of all time spent daily with Ad-Supported Audio.
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| 569,685 or 84.9% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months listen
to Ad-Supported Local AM/FM Radio for an average of 61.9 minutes every day representing 44.7%
of all time spent daily with Ad-Supported Audio.
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| 440,937 or 78.8% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months listen
to Ad-Supported Local AM/FM Radio for an average of 50.5 minutes every day representing 41.4%
of all time spent daily with Ad-Supported Audio.
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290,585 or 75.5% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months listen
to Ad-Supported Local AM/FM Radio for an average of 55.4 minutes every day representing 37.9%
of all time spent daily with Ad-Supported Audio.
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| 192,539 or 76.5% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months listen
to Ad-Supported Local AM/FM Radio for an average of 72.9 minutes every day representing 52.5%
of all time spent daily with Ad-Supported Audio.
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16,777,352 or 80.5% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months listen to
Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Country, Pop
Contemporary Hit Radio, Classic Rock, and Classic Hits.
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I 569,685 or 84.9% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Pop Contemporary Hit Radio, Adult Contemporary,
Classic Rock, Album Adult Alternative, and Hot AC.
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440,937 or 78.8% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Country, All News, Classic Hits, Urban AC, and

Classic Rock.
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Local AM/FM Radm Formats (Persons & % Reach): Adults 18 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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290,585 or 75.5% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Country, Pop Contemporary
Hit Radio, Alternative, and Classic Hits.
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{Average Week}

192,539 or 76.5% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Classic Rock, Country, Hot AC, Adult Hits, and
Classic Hits.
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13,418,016 or 64.4% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months
watch Ad-Supported Local TV Stations for an average of 96.6 minutes every day representing 30.5%
of all time spent daily with Ad-Supported Video.
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497,572 or 74.2% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months watch
Ad-Supported Local TV Stations for an average of 90.5 minutes every day representing 33.2% of all
time spent daily with Ad-Supported Video.
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Avg. Week All Video (Persons & % Reach): Adults 18 or older i

314,670 or 56.2% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months watch
Ad-Supported Local TV Stations for an average of 76.1 minutes every day representing 28.5% of all
time spent daily with Ad-Supported Video.
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198,672 or 51.6% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months watch
Ad-Supported Local TV Stations for an average of 91.8 minutes every day representing 29.2% of all
time spent daily with Ad-Supported Video.
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Avg. Week All Video (Persons & % Reach): Adults 18 or older
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166,143 or 66.% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months watch
Ad-Supported Local TV Stations for an average of 84.8 minutes every day representing 25.% of all
time spent daily with Ad-Supported Video.
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13,418,016 or 64.4% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months

watch Ad-Supported Local TV Stations for an average of 96.6 minutes every day representing 30.5%
 of all time spent daily with Ad-Supported Video.
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497,572 or 74.2% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months watch

Ad-Supported Local TV Stations for an average of 90.5 minutes every day representing 33.2% of all
time spent daily with Ad-Supported Video.
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314,670 or 56.2% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months watch

Ad-Supported Local TV Stations for an average of 76.1 minutes every day representing 28.5% of all
time spent daily with Ad-Supported Video.
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198,672 or 51.6% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months watch

Ad-Supported Local TV Stations for an average of 91.8 minutes every day representing 29.2% of all
time spent daily with Ad-Supported Video.
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166,143 or 66.% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months watch
Ad-Supported Local TV Stations for an average of 84.8 minutes every day representing 25.% of all
time spent daily with Ad-Supported Video.
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13,418,016 or 64.4% of Adults 18 or older who Purchased FLOWERS QOnline in the past 6 months
watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Movies, Local News -
Evening, Comedies, Local News - Morning, and Dramas.
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Local TV Station Programs (Persons & % Reach): Adults 18 or older
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. 497,572 or 74.2% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months watch
Ad-Supported Local TV Stations. The Top 6-Programs are Movies, Comedies, Sports, Local News -
Morning, Local News - Evening, and Dramas.
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Local TV Station Programs (Persons & % Reach): Adults 18or older
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314,670 or 56.2% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months watch
Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Comedies, Movies, Local News -

Morning, Dramas, and Local News - Evening.
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198,672 or 51.6% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months watch
Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening, Comedies,
Dramas, Movies, and National/Network News.
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(averoge week}
Local News - Evening

Sports

Movies

Local News - Morning
Comedies

Dramas

Documentaries

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

Local News - Late

Totof Persons.

Avg. Hours+Minutes/day with Local m
TV Stations: Adults 18 or older

who Purchased FLOWERS PHOENIX e
Gl o the past 6 Pl
months
-!m—'"
m who Purchased FLOWERS Online in the past 6 months m PHOENIX

faverege eoy)

166,143 or 66.% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months watch
Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Local News -
Morning, Dramas, Comedies, Movies, and Local News - Late.
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Avg. Week All Digital (Persons & % Reach): Adults 18 or older .

15,338,444 or 73.6% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months use
Ad-Supported Social Media for an average of 132.5 minutes every day representing 24.9% of all time
spent daily with Ad-Supported Digital Media.

Avg. Day All Digital (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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507,037 or 75.6% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months use
Ad-Supported Social Media for an average of 151.3 minutes every day representing 28.4% of all time
spent daily with Ad-Supported Digital Media.
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417,920 or 74.7% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months use
Ad-Supported Social Media for an average of 136.4 minutes every day representing 26.1% of all time
spent daily with Ad-Supported Digital Media.
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' 276,931 or 72.% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months use Ad-
Supported Social Media for an average of 138.5 minutes every day representing 23.2% of all time
spent daily with Ad-Supported Digital Media.

Avg. Day All Digital (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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163,008 or 64.8% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months use
Ad-Supported Social Media for an average of 105.4 minutes every day representing 19.9% of all time
spent daily with Ad-Supported Digital Media.
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15,338,444 or 73.6% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months use
Ad-Supported Facebook for an average of 40.2 minutes every day representing 30.3% of all time
spent daily with Ad-Supported Social Media.
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507,037 or 75.6% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months use
Ad-Supported Facebook for an average of 46.5 minutes every day representing 30.7% of all time
spent daily with Ad-Supported Social Media.
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® who Purchased FLOWERS Online in the past 6 months

417,920 or 74.7% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months use
Ad-Supported Facebook for an average of 42.4 minutes every day representing 31.1% of all time
spent daily with Ad-Supported Social Media.
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269,117 or 69.9% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months use
Ad-Supported Facebook for an average of 46.1 minutes every day representing 33.3% of all time
spent daily with Ad-Supported Social Media.
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117,242 or 46.6% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months use
Ad-Supported YouTube Video for an average of 40.1 minutes every day representing 38.1% of all
time spent daily with Ad-Supported Social Media.
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15,338,444 or 73.6% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months use
Ad-Supported Facebook for an average of 40.2 minutes every day representing 30.3% of all time
| spent daily with Ad-Supported Social Media.
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507,037 or 75.6% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months use
Ad-Supported Facebook for an average of 46.5 minutes every day representing 30.7% of all time
spent daily with Ad-Supported Social Media.
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417,920 or 74.7% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months use
Ad-Supported Facebook for an average of 42.4 minutes every day representing 31.1% of all time
spent daily with Ad-Supported Social Media.
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Weekly 240 Avg. Hours+Minutes/day with Ad-Supported
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269,117 or 69.9% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months use
Ad-Supported Facebook for an average of 46.1 minutes every day representing 33.3% of all time
spent daily with Ad-Supported Social Media.
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117,242 or 46.6% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months use
Ad-Supported YouTube Video for an average of 40.1 minutes every day representing 38.1% of all
time spent daily with Ad-Supported Social Media.
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Reach % Social Media: Adults 18 or older
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| M-F 6a-7p Avg. Available Impressions per 15-min. are...
Local Radio: 1,073,240; Social Media: 929,000; Non-Prem. Cable: 526,525; Local TV:
507,842 reaching Adults 18 or older who Purchased FLOWERS Online in the past

All Other Digital Media: 1,446,331;

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 18 or older who Purchased FLOWERS Online in the
past 6 months
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 39,938;
Local Radio: 27,795; Social Media: 26,411; Non-Prem. Cable: 15,335; Local TV: 11,835
| reaching Adults 18 or older who Purchased FLOWERS Online in the past 6 months

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 18 or older who Purchased FLOWERS Online in the
past 6 months
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 27,521;
Local Radio: 18,546; Social Media: 16,093; Non-Prem. Cable: 9,376; Local TV: 8,538
reaching Adults 18 or older who Purchased FLOWERS Online in the past 6 months.
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Adults 18 or older who Purchased FLOWERS Online in the
past 6 months
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Local Radio: 12,241; Social Media: 10,239; Local TV: 7,155; Non-Prem. Cable: 5,903
; reaching Adults 18 or older who Purchased FLOWERS Online in the past 6 months.
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' 19,038,614 or 91.3% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months
spend an average of 50. minutes per day driving, seeing Billboards and Signs. 67.3% Listen to Local
Radio Stations Out-of-Home for an average of 36.3 minutes/day.

Top-13 Out-of- Home Media (Persons & % Reach): Adults 18 or older Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older
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608,429 or 90.7% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend
an average of 42.9 minutes per day driving, seeing Billboards and Signs. 71.% Listen to Local Radio
Stations Out-of-Home for an average of 37.5 minutes/day.
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Top-13 Out—of -Home Media (Persons & % Reach): Adults 18 or older
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| 490,750 or 87.7% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend
an average of 45.6 minutes per day driving, seeing Billboards and Signs. 65.9% Listen to Local Radio
Stations Out-of-Home for an average of 30.6 minutes/day.

_Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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342,564 or 89.% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend
an average of 35.2 minutes per day driving, seeing Billboards and Signs. 63.1% Listen to Local Radio
Stations Out-of-Home for an average of 33.5 minutes/day.

Top-13 Out-of- Home Media (Persons & % Reach): Adults 18 or o[der
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older
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| 226,503 or 90.% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend
an average of 50.6 minutes per day driving, seeing Billboards and Signs. 64.% Listen to Local Radio
Stations Out-of-Home for an average of 44.2 minutes/day.
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19,038,614 or 91.3% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend an
average of 50. minutes per day driving, seeing Billboards and Signs representing 37.6% of all Time Spent
with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 18 or older
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608,429 or 90.7% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend an

average of 42.9 minutes per day driving, seeing Billboards and Signs representing 32.9% of all Time Spent
with Ad-Supported Out-of-Home Media.

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

Out-of-Home Media: Adults 18 or older
e "Share of Ad-Supported OOH Media"

98.1% 96.7%
90.7%

who Purchased FLOWERS CHICAGO
Online in the past 6
months

79.5% 80.4%
71.0% 70.7%

58.2% 55.99

20.7% 42:9%

20.7% 21.5%

21.6% 70,0%

11.3% 13-2%

Weekly

a, 6% 5.9%
Total
Persons
6,266,298 5,348,170 b6 6,086,771 3 7,314,946 , 3,243, 713 ,980 1,626 396 «us 029 1 001,719 a 232,992 1,510,714
Billboards & Signs AMIFM Radio Walklng in Towns, Grocery Stores Restaurants & Shopping Malls Stadiums & Arenas Movie Theaters
Average (Weekly Drivers) Citl&:, Downtown
Daily Minutes

with Ad-Supported
OOH Media:

'Podcasts
Statmns/Cnnvemence

Stores
XN o: JEELEN 152 363 [EEN 27 [BEMl 7o EZE
® who Purchased FLOWERS Online in the past 6 months m CHICAGO

Qual Intab 3,420

CHICAGO DMA Scarborough R2 2024: Aug23-Sep24 Qual Intab 314 CHICAGO DMA Scarborough R2 2024: Aug23-Sep24
All Graphs and soefa.ai Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.

* Share of Ever‘yt.hlng

ltems bought on the internet past 6 months:Household/Grocery: Flowers




490,750 or 87.7% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend an
average of 45.6 minutes per day driving, seeing Billboards and Signs representing 34.3% of all Time Spent
with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 18 or older
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342,564 or 89.% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend an

average of 35.2 minutes per day driving, seeing Billboards and Signs representing 28.3% of all Time Spent
with Ad-Supported Out-of-Home Media.
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226,503 or 90.% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend an
average of 50.6 minutes per day driving, seeing Billboards and Signs representing 37.7% of all Time Spent
with Ad-Supported Out-of-Home Media.
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Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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Top-26 Residential Zip Codes: Adults 18 or older
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Items bought on the Internet past 6 months:Household/Grocery: Flowers

608,429 or 90.7% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend
an average of 42.9 minutes per day driving an average of 24.9 miles each day and are 36.% more
likely to use Ronald Reagan Memorial Tollway (I-88) than the Metr

Top-26 Employment Zip Codes: Adults 18 or older
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Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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Items bought on the Internet past 6 months:Household/Grocery: Flowers

490,750 or 87.7% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend
an average of 45.6 minutes per day driving an average of 26.6 miles each day and are 59.5% more
likely to use H Street/Benning Road than the Metro average.
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Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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Top-26 Residential Zip Codes: Adults 18 or older
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Items bought on the Internet past 6 months:Household/Grocery: Flowers

342,564 or 89.% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend
an average of 35.2 minutes per day driving an average of 20.5 miles each day and are 107.2% more
likely to use Highway 518 than the Metro average.

Top-26 Employment Zip Codes: Adults 18 or older
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Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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Top-26 Residential Zip Codes: Adults 18 or older
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Items bought on the Internet past 6 months:Household/Grocery: Flowers

226,503 or 90.% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months spend
an average of 50.6 minutes per day driving an average of 29.4 miles each day and are 53.2% more
likely to use Cave Creek Road than the Metro average.
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6,579,692 or 31.6% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 9.5 minutes every day representing 33.6%
of all time spent daily with All forms of Print Media.

Avg. Week All Print Media (Persons & % Reach): Adults 18 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Books

New York Times (Daily+Sunday)

All Local Weekly Newspapers
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who Purchased FLOWERS Online
in the past 6 months

<
b4

mUSA

l

®

ocal Daily
(s) (Daily

New York Times (Daily
+Sunday)
2.5

USA Today (Daily)
93

wall Street Journal
(Daily)
9.8

Newspa prlls] New York Times (Daily  New York
(sunday) +Sunday) (Daily) Catalogs
12.8 9.7 7.7 3.8

® who Purchased FLOWERS Online in the past 6 months

mUSA

Avg Week Ad- Sug_qorted Aﬂ' Prmt Media (Persons & % Reach):Adults 18 or older Avg

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

All Local Weekly Newspapers
New York Times (Sunday)

New York Times (Daily)

Wall street Journal (03ily) M

UsA Today (0aity) SRS P S %

Books

e 50

» who Purchased FLOWERS Online in the past 6 months
Scarborough R1 2024: Jan23-Aug24

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

USA USA Projection

Qual Intab

Avg. Hours+Minutes/day with Ad-
Supported Print Media: Adults 18 or m‘derm

who Purchased FLOWERS
Onlinein the past 6 months

musa
1,908

USA Projection

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

vg. Minutes/day Spent): Adults 18 or older

Local Daily
Newspaper(s)
(Sunday)

New York Times
(sunday)

New York Times
(Daily+Sunday)

New York Times (Daily)
115 9.5 16

Local Daily
New: r(s) (Daily
88

Direct Mail
Advertis
{excluding Catalogs,
1.2

Wall Street Journal (Daily) Local Daily
9.8
Local Daily
Newspaper(s)
(Sunday)
128

New York Times {Daily
+Sunday)
a7

New York Times (Daily)

New York Times
{sunday) USA Today (Daily) Magazines
1.7 9.3 1.4

= who Purchased FLOWERS Online in the past 6 months

Scarborough R1 2024: Jan23-Aug24

Qual Intab

23,243

Items bought on the Internet past 6 months:Household/Grocery: Flowers

m USA

soefa.ai

for Anything _

* Share of Everything



Local Daily Newspaper(s) (Daily+Sunday)
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All Local Weekly Newspapers
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Magazines
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‘Wall Street Journal (Daily)
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USA Today (Daily)

186,194 or 27.7% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 8.8 minutes every day representing 32.4%
of all time spent daily with All forms of Print Media.
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177,141 or 31.6% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 8.8 minutes every day representing 34.6%
of all time spent daily with All forms of Print Media.
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173,725 or 45.1% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 9.5 minutes every day representing 33.2%
of all time spent daily with All forms of Print Media.
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, 54,201 or 21.5% of Adults 18 or older who Purchased FLOWERS Online in the past 6 months read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 13.5 minutes every day representing
31 6% of all time spent daily with All forms of Print Media.
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