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63.4% or 166,251,843 of USA Adults 18 or older purchased SNACK FOODS in the past 7 days.
Typical Adults 18 or older who purchased SNACK FOODS in the past 7 days are 50.1 years old (2.8% older
than average) and have a $100,223 (6.2% higher than average) annual household income.
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69.3% or 2,697,298 of MINNEAPOLIS DMA Adults 18 or older purchased SNACK FOODS in the past 7 days.
Typical Adults 18 or older who purchased SNACK FOODS in the past 7 days are 49.5 years old (1.3% older
than average) and have a $115,801 (5.% higher than average) annual household income.
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68.4% or 1,717,225 of ST. LOUIS DMA Adults 18 or older purchased SNACK FOODS in the past 7 days.
Typical Adults 18 or older who purchased SNACK FOODS in the past 7 days are 50.5 years old (2.2% older
than average) and have a $103,002 (6.1% higher than average) annual household income.
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70.7% or 1,359,510 of CINCINNATI DMA Adults 18 or older purchased SNACK FOODS in the past 7 days.
Typical Adults 18 or older who purchased SNACK FOODS in the past 7 days are 49.6 years old (1.8% older
than average) and have a $102,745 (5.3% higher than average) annual household income.
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63.9% or 1,222,420 of WEST PALM BEACH DMA Adults 18 or older purchased SNACK FOODS in the past 7 days.
Typical Adults 18 or older who purchased SNACK FOODS in the past 7 days are 54.3 years old (2.3% older
than average) and have a $109,884 (8.% higher than average) annual household income.
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1 or more children under 18.
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63.4% or 166,251,843 of USA Adults 18 or older purchased SNACK FOODS in the past 7 days.
Adults 18 or older who purchased SNACK FOODS in the past 7 days are 5.8% more likely to be a college
graduate, .3% less likely to work full-time, 6.3% more likely to be married, 7.8% more likely to be a parent of
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7 69.3% or 2,697,298 of MINNEAPOLIS DMA Adults 18 or older purchased SNACK FOODS in the past 7 days.
Adults 18 or older who purchased SNACK FOODS in the past 7 days are 6.% more likely to be a college

graduate, .6% less likely to work full-time, 7.3% more likely to be married, 11.3% more likely to be a parent
of 1 or more children under 18.
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68.4% or 1,717,225 of ST. LOUIS DMA Adults 18 or older purchased SNACK FOODS in the past 7 days.
Adults 18 or older who purchased SNACK FOODS in the past 7 days are .4% more likely to be a college
graduate, 1.6% less likely to work full-time, 9.2% more likely to be married, 14.5% more likely to be a parent

of 1 or more children under 18.
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70.7% or 1,359,510 of CINCINNATI DMA Adults 18 or older purchased SNACK FOODS in the past 7 days.
Adults 18 or older who purchased SNACK FOODS in the past 7 days are 1.4% more likely to be a college
graduate, .1% more likely to work full-time, 3.8% more likely to be married, 12.5% more likely to be a

parent of 1 or more children under 18.
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63.9% or 1,222,420 of WEST PALM BEACH DMA Adults 18 or older purchased SNACK FOODS in the past 7 days.
Adults 18 or older who purchased SNACK FOODS in the past 7 days are 1.% more likely to be a college
graduate, .4% more likely to work full-time, 5.2% more likely to be married, 7.9% more likely to be a parent
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63.4% or 166,251,843 of USA Adults 18 or older purchased SNACK FOODS in the past 7 days.
Adults 18 or older who purchased SNACK FOODS in the past 7 days are 6.2% more likely to own their home,

22.5% more likely to own a higher valued home, 5.3% more likely to have a single-family home, 3.4% more
Vlikely to have a dog.
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69.3% or 2,697,298 of MINNEAPOLIS DMA Adults 18 or older purchased SNACK FOODS in the past 7 days.
Adults 18 or older who purchased SNACK FOODS in the past 7 days are 3.5% more likely to own their home,

3.3% more likely to own a higher valued home, 5.1% more likely to have a single-family home, 4.8% more
likely to have a dog.
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68.4% or 1,717,225 of ST. LOUIS DMA Adults 18 or older purchased SNACK FOODS in the past 7 days.
Adults 18 or older who purchased SNACK FOODS in the past 7 days are 4.5% more likely to own their home,

1.6% more likely to own a higher valued home, 3.6% more likely to have a single-family home, 2.3% more

likely to have a dog.
mﬁm Type of Home: Adults 18 or older 4y l™ Pets in Home: Adults 18 or older

m Own/Rent/Other: Adults 18 or older
71.9% 68.8% Single Family House (unattached) 77 45.3%
75.2% OwnaDog
44.3%
Townhouse or attached Home I ii::
Condominium | 21% o Cat o
wn a Ca
. | 21% 24.3%
20.4% 7.7% 7.3% Y
- °  5.4% 5.8% Apartment ﬁ%
1,230,687 ERAALTY 351,012 5 131,526 BENS0 92,711 8.0%
Oown Rent Other Own Second Home Mobile Home or Manufactured 5.6% Own other type of Pet
or Real Estate Home 8
o B 5%
Who purchased SNACKFOODS in the past 7 days ST, LOUIS 4 who purchased SNACKFOODS in the past 7 days ST, LOUIS

» who purchased SNACK FOODS in the past 7 days mST. LOUIS

¥Z4l Value of Owned Home: Adults 18 or older &Home Loans: Adults 18 or older

Average Value of Owned Home:

who purchased SNACK FOODS in the past 7 days
ST. Louls 306,800

2.0% 1.7% 13% 1.3%

<8§150K S150K-S200K  $200K-$250K  $250K-$300K  $300K-$350K  $350K-SS500K  S500K-$750K $750K-S1M S1vi+ Home Mortgage Refinanced Home Equity Oown
w wh hased SNACK FOODS in the past 7 d. WST.LOUIS Home Mortgage Loan/Home Home/Property
who purchas: in the past 7 days 3 S
Improvement  Outright (No
c Loan Mortgages)

ST. LoUIS DMA Scarborough R1 2025: Feb24-Feb25 Qual Intab 1,475
All Graphs and HBIAI Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Food products household used past 7 days (HHLD): Pretzels, chips, popcorn



70.7% or 1,359,510 of CINCINNATI DMA Adults 18 or older purchased SNACK FOODS in the past 7 days.
Adults 18 or older who purchased SNACK FOODS in the past 7 days are 4.1% more likely to own their home,

1.6% more likely to own a higher valued home, 1.8% more likely to have a single-family home, 1.3% more
likely to have a dog.
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63.9% or 1,222,420 of WEST PALM BEACH DMA Adults 18 or older purchased SNACK FOODS in the past 7 days!
Adults 18 or older who purchased SNACK FOODS in the past 7 days are 3.8% more likely to own their home,
2.6% more likely to own a higher valued home, 6.7% more likely to have a single-family home, 1.7% more

likely to have a dog.
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63.4% or 166,251,843 of USA Adults 18 or older purchased SNACK FOODS in the past 7 days.
Adults 18 or older who purchased SNACK FOODS in the past 7 days are 11.7% more likely to look up D-I-Y
advice online, 3.7% more likely to always vote in local elections, .2% less likely to belong to a gym, .% less

likely to fly domestic past yr.

'Top-ZO past 30-days Online Lifestyle Activites: Adults 18 or older Political Activity: Adults 18 or older

85.9%
i (11-5% gy 31.2% ki
I |

Registered to Vote Democrat / Lean  Republican /Lean Independent / None
(In District of ce) Democrat i of These
i e e Presidential Elections: Always
e e Presidential Elections: 7 B
“H sl
ide Electons: Sometime: _ bl

Redpes/  Mealth  Restaurant Online Phone DoitvourseH  Medical  Fness/Diet  Wome/  apparel/ MbSearch/ Rslgion/  Camer  TakeOnline Cducation Momework Eecronk  Genealogy Photography Pamesting/ Onine Dating
Meal Planning information Information / / Video Call Advice Services/  Information Garden ideas Besuty ideas Postresume Spirituslity Development  Classes [Research  [¥ou or Your Invite {snapfish, FamilyAdvice Service g = m
Suggestions Reviews (skype, Information Schools, chil's) shuttedly, Lacdl Elacliona: Always

FaceTime, sppucaton, L Local Elections: Sometimes

Financing)

HUSA  who purchased SNACK FOODS in the past 7 days mUSA

el

® who purchased SNACK FOODS in the past 7 days

«
@ﬁTop—S‘O past 12-months Active Lifestyle Activites: Adults 18 or older ‘k Past 12-months Domestic Airline Trips: Adults 18 or older
41 35.5 958 15.8%
2tins I 15
8%
21,189,808 8.1%

5.7%

3 trips
46.9% w 0
AL 5 792,196 6.0%
 175BE5: 10.6%
59 trips (6%
ey ) 4.3% Flew Domestic past year:
- 104 tripa 4.5% Avg. # Domestic Flights: i e B R

10.7% '10.1%)
i 15.9%}
s 13.7% 15.5%
o “ - - “m
i - - 2
Galf

Galling- lawn Care  Gardening Bicyding Swimming Veolunteer Hiking - Belongto Jogging - Camping Bowling Sewmng - Fishing Boating  GmupFitness Yoga- Piates Basketbal adult Follow a Caregiverof Competitive Soccer Football Tennis Snow Skiing -  Softball - Hunting Organized
Outdoor (Flowersor ‘Work Backpacking Wealth Clubor  Running Crafts Class Continuing  Weight Loss  Aging Parent Video Gaming Snowboarding  Baseball Road Race
cooking vegetsblas) Gym Education  Pmgmm  orRelative (5%,
marathon,
# who purchased SNACK FOODS in the past 7 days HUSA ac)
USA USA Projection Scarborough R2 2025: Feb24-Jul25 Qual Intab 16,262
All Graphs and HBIAI Data Modeling Copyright © 2025 Hubbard Broadcasting, inc. LLC, All rights reserved. USA Projection Scarborough R1 2025; Feb24-Mar25 Qual Intab 24,982

Food products household used past 7 days (HHLD): Pretzels, chips, popcorn



more likely to fly domestic past yr.

69.3% or 2,697,298 of MINNEAPOLIS DMA Adults 18 or older purchased SNACK FOODS in the past 7 days.
Adults 18 or older who purchased SNACK FOODS in the past 7 days are 4.7% more likely to look up D-I-Y
advice online, 5.9% more likely to always vote in local elections, 1.2% more likely to belong to a gym, 2.7%
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more likely to fly domestic past yr.

68.4% or 1,717,225 of ST. LOUIS DMA Adults 18 or older purchased SNACK FOODS in the past 7 days.
Adults 18 or older who purchased SNACK FOODS in the past 7 days are 16.6% more likely to look up D-I-Y
advice online, 2.8% more likely to always vote in local elections, .7% more likely to belong to a gym, 1.%
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70.7% or 1,359,510 of CINCINNATI DMA Adults 18 or older purchased SNACK FOODS in the past 7 days.
Adults 18 or older who purchased SNACK FOODS in the past 7 days are 6.8% more likely to look up D-I-Y
advice online, 2.2% more likely to always vote in local elections, 6.5% less likely to belong to a gym, 4.1%
less likely to fly domestic past yr.
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63.9% or 1,222,420 of WEST PALM BEACH DMA Adults 18 or older purchased SNACK FOODS in the past 7 days.
Adults 18 or older who purchased SNACK FOODS in the past 7 days are 12.6% more likely to look up D-I-Y
advice online, 1.3% more likely to always vote in local elections, 3.3% less likely to belong to a gym, 1.5%

more likely to fly domestic past yr.
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Food products household used past 7 days (HHLD): Pretzels, chips, popcorn




Past 30-days QSR Users: Adults 18 or older

o |

v

3%
»who purchased SNACK FOODS in the past 7 days musA

Avg. Monthly QSR Meals:

2times

3 times

4 times

5times

6 -9times

10times or more

Total Monthly QSR Users:
B84.6%

63.4% or 166,251,843 of USA Adults 18 or older purchased SNACK FOODS in the past 7 days.
Adults 18 or older who purchased SNACK FOODS in the past 7 days are .3% more likely to use QSRs past
mo., 1.8% more likely to use Sit-Down Restaurants past mo., .3% less likely to use Casinos past yr., .9% less

likely to smoke cigarettes.

1time

w

2 times

3 times

4 times

5 times

6-9times

7.

10 times or more

Total Monthly Sit-Down Restaurant Users:
73.5% 72.2%

N

9.2
2%

m who purchased SNACK FOODS in the past 7 days
Av,

Past 30-days Sit-Down Restaurant Users: Adults 18 or older
€

16.7% |

16.0%

mUSA

hly Sit-Down R ant Meals:

Drank Past 30-days: Adults 18 or older
Liquor

Any Type of Beer
Wine
Domestic Regular Beer

Domestic Light Beer

65,045,442 24.8%
), 11.5%
37,215,800

# who purchased SNACK FOODS in the past 7 days

Imported Beer
Microbrew / Craft Beer

mUSA

UsA USA Projection Scarborough R2 2025: Feb24-Jul25 Qual Intab

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

: Past 12 months Casino

Slot Machines

Table Games (Craps, Poker, etc.) Ffvrirs
Bar / Nightclub
Upscale Restaurant
Stage Show / Concert
Sports Betting

Spa

3
[(Rvlhi 2.4%

® who purchased SNACK FOODS in the past 7 days

Other Gambling

16,262

USA Projection Scarborough R1 2025.

: Feb24-Mar25

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

0.1
.o
112
9.8%
Mexican  Pizza

Chinese Caffee Bagel / Wings/ indian/ Steakhouse Upscale
s/
Swho purchased SNACK FOODS in the past 7 days

25.5
Hakian

House / Doaut/ Burgers/ Th
Coffen 83t Bakery sportsBar  Other
asian

musA

who purchased SNACK FOODS in the past 7 days 19.3%

usa [ 19.5%

Used Restaurant Delivery Service Past ED-duﬁ iGrubhub, Uber Eats, etc.)

Activities: Adults 18 or older

71,802,649 27.4%

Casinos visited past 12 months: Yes
mUSA

Qual Intab 24,982

Used Past 30-days: Adults 18 or older

Marijuana / Cannabis Cigarettes

# who purchased SNACK FOODS in the past 7 days

Food products household used past 7 days (HHLD): Pretzels, chips, popcorn



69.3% or 2,697,298 of MINNEAPOLIS DMA Adults 18 or older purchased SNACK FOODS in the past 7 days.
Adults 18 or older who purchased SNACK FOODS in the past 7 days are 1.2% more likely to use QSRs past

mo., .5% more likely to use Sit-Down Restaurants past mo., 4.% less likely to use Casinos past yr., 1.1% less
likely to smoke cigarettes.

Past 30-days QSR Users. Adults 18 or older |Past 30-days Sit-Down Restaurant Users: Adults 18 or older| Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)
1time

'2,3%)
, i

Chiness  mewitan  CoMee  Wings/ Bagel/  malian Steskhouse Upscale  indian/
™

= Wouse/ Burgers/ Doaut/ M
10 times or more - Coffes Bar sports ear  Bakery Other
2.4% Asian

1time

§s.7

2 times

2times
3 times 3 times
4 times 4 times

5 times 5 times

6 -9times 6-9times

10times or more

mwho purchased SNACK FOODS in the past 7 days = MINNEAPOLIS ® who purchased SNACK FOODS in the past 7 days = MINNEAPOLIS = who purchased SNACK FOODS in the past 7 days = MINNEAPOLIS
Total Jlg_t,u; l;zlfv QSR Users: o Avg. Monthly QSR Meals: Total Monthly Sit-Dewn Restaurant Users:  Avg. hly Sit-Down ant Meals: Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
1 ‘ 75.6% 75.3%

who purchased SNACK FOOOS in the past 7 doys [S25,9020l 12.1%
Drank Past 30~days: Adults 18 or older t Past 12 months Casino Activities: Adults 18 or older |Used Past 30-days: Adults 18 or older

Any Typeof Beer FREERY 33.5% s
Liquor S 43 5% Table Games (Craps, Poker, etc.)

Domestic Light Beer Stage Show / Concert
S— -
Wine Upscale Restaurant 8.3% 40.1%
Imported Beer & 50.1% v v Sports Betting
Microbrew / Craft Beer m 18.5% i Other Gambling
13.3% & 8 55
Spa 2.4% Casinos visited past 12 months: Yes Marijuana / Cannabis Cigarettes Vape
= who purchased SNACK FOODS in the past 7 days m MINNEAPOLIS = who purchased SNACK FOODS in the past 7 days = MINNEAPOLIS = who purchased SNACK FOODS in the past 7 days = MINNEAPOLIS

MINNEAPOLIS DMA Scarborough R2 2025: Aug24-Jul25 Qual Intab 1,452
All Graphs and HBIAI Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Food products household used past 7 days (HHLD): Pretzels, chips, popcorn



Past 30-days QSR Users: Adults 18 or older

1time %

2times

3 times

4 times

5 times

6 -9times

10times or more

= who purchased SNACK FOODS in the past 7 days mST.LOUIS

Total Jlgg%\;zﬂv QSR Users: Avg. Monthly QSR Meals:

5.3%

likely to smoke cigarettes.

68.4% or 1,717,225 of ST. LOUIS DMA Adults 18 or older purchased SNACK FOODS in the past 7 days.
Adults 18 or older who purchased SNACK FOODS in the past 7 days are .3% more likely to use QSRs past
mo., .1% more likely to use Sit-Down Restaurants past mo., 5.% less likely to use Casinos past yr., 7.3% less

1time 16.8%

14.6%

2 times
3 times
4 times
5 times
6-9times
10 times or more
# who purchased SNACK FOODS in the past 7 days

Total Monthly Sit-Down Restaurant Users:
69.8% 69.7%

W ST. LOUIS

Avg. hly sit-Down ant Meals:

Drank Past 30-days: Adults 18 or older
Any Type of Beer

i,u-nzén 41.7%

Liguor

Domestic Light Beer

34
766,201 30.5%
6‘;5,§70 27.7%

9%
Domestic Regular Beer

Wine

bnprtad B -V
N 9.0% T
Microbrew / Craft Beer m 13.2% .
m who purchased SNACK FOODS in the past 7 days mST. LOUIS
ST. LoUIS DMA Scarborough R1 2025: Feb24-Feb25 Qual Intab

Past 30-days Sit-Down Restaurant Users: Adlts 18 or older

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)
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sports ear Caffes Bar
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nasan
Bskery  Other
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# who purchased SNACK FOODS in the past 7 days mST. LOUIS

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who purchased SNACK FOOOSin the past 7 doys [ZS0,AB0NIIY 16.9%

ST. LouIS 17.2%

430,647

Z Past 12 months Casino

Slot Machines §

Activities: Adults 18 or older
67‘:‘,591
1. 6.9%

27.1%

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

Upscale Restaurant

Sports Betting

Stage Show / Concert

spa 5%
i 2.1%
Other Gambling 7 1.8% Casinos visited past 12 months: Yes

# who purchased SNACK FOODS in the past 7 days ST, LOUIS

1,475

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

Used Past 30-days: Adults 18 or older

Marijuana / Cannabis

Cigarettes Vape

= who purchased SNACK FOODS in the past 7 days usT. LOUS

Food products household used past 7 days (HHLD): Pretzels, chips, popcorn



Past 30-days QSR Users: Adults 18 or older

i [ o

2times

10.0%
#tinee
5 times 11.2% :
6 -9times

18.4%

10times or more

16.2%
| CINCINNATI

= who purchased SNACK FOODS in the past 7 days

Total Jlg?%\;zﬂv QSR Users: Avg. Monthly QSR Meals:

86.0%

e e - EEE

70.7% or 1,359,510 of CINCINNATI DMA Adults 18 or older purchased SNACK FOODS in the past 7 days.

Adults 18 or older who purchased SNACK FOODS in the past 7 days are 1.8% more likely to use QSRs past
mo., 3.7% more likely to use Sit-Down Restaurants past mo., 3.1% less likely to use Casinos past yr, 2.%

more likely to smoke cigarettes.

Past 30-days Sit-Down Restaurant Users: Adults 18
4

or older

16.8%

1time

2 times

15.4%
3 times 13.5%
4 times 10.2%

5 times 6.2%

6-9times 9.0%
10 times or more 2.6%
= who purchased SNACK FOODS in the past 7 days B CINCINNATI
Total Monthly Sit-Down Restaurant Users:  Avg. hly sit-Down ant Meals:

78.4%

75.7%

Drank Past 30-days: Adults 18 or older
Any Type of Beer

Liguor
Domestic Regular Beer

Domestic Light Beer

555,744 28.9%

Wine 9z
Imported Beer

Microbrew / Craft Beer

w who purchased SNACK FOODS in the past 7 days
CINCINNATI DMA Scarborough R1 2025: Feb24-Feb25

= CINCINNATI

Qual Intab

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

v Wings/  faian wndianf  Upscale
House ! Burgars | .l
Coffes Bar Sports Bar Bskery  Other
asizn
 who purchased SNACKFOODS in the past 7 days w CINCINNATI

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who purchased SNACK FOODS in the past 7 doys [ ZAG,2800  18.0%

F— 17.9%

Past 12 months Casino Activities: Adults 18 or older

203,685 10.6%
151,232

Slot Machines

28.1%
Table Games (Craps, Poker, etc.)

Bar [ Nightclub
Upscale Restaurant
Sports Betting

Stage Show / Concert

Other Gambling

Spa ¢

Casinos visited past 12 months: Yes

® who purchased SNACK FOODS in the past 7 days
1,446

= CINCINNATI

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

Used Past 30-days: Adults 18 or older

Cigarettes Marijuana / Cannabis

Vape
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Food products household used past 7 days (HHLD): Pretzels, chips, popcorn



Past 30-days QSR Users: Adults 18 or older
o] e
ik

2times

3 times

4 times

5 times

6 -9times

10times or more

10.4%

m WEST PALM BEACH

# who purchased SNACK FOODS in the past 7 days
Total Monthly QSR Users: Avg. Monthly QSR Meals:
75.4%

likely to smoke cigarettes.

63.9% or 1,222,420 of WEST PALM BEACH DMA Adults 18 or older purchased SNACK FOODS in the past 7 days.
Adults 18 or older who purchased SNACK FOODS in the past 7 days are .7% less likely to use QSRs past mo.,
3.% more likely to use Sit-Down Restaurants past mo., 3.2% more likely to use Casinos past yr., 21.% more

Past 30-days Sit-Down Restaurant Users: A
4

1time
2 times

3 times 10.9
4 times 8.3%
5 times 6.0% -

6-9times 8.5%

10 times or more 6.3%

® who purchased SNACK FOODS in the past 7 days

A

Total Monthly Sit-Down Restaurant Users:

75.9% 75.2% 73.0%
Drank Past 30-days: Adults 18 or older Past 12 months Casino Activities:

Do
Ay Typaof Bow
Wine
g e

Domestic Regular Beer

Domestic Light Beer Frgn %5 ek v v
Microbrew / Craft Beer 576‘?6% i
# who purchased SNACK FOODS in the past 7 days ' 'WEST PALM BEACH

WEST PALM BEACH DMA Scarborough R2 2025: Aug24-Jun25

Qual Intab

Slot Machines

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

Bar / Nightclub

Sports Betting
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Other Gambling

= who purchased SNACK FOODS in the past 7 days
1,751

All Graphs and HBIAI Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.
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dults 18 or older
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it-Down Restaurant Meals:

B WEST PALM BEACH

Casinos visited past 12 months: Yes

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

i 28
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= who purchased SNACK FOODS in the past 7 days = WEST PALM BEACH

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
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Food products household used past 7 days (HHLD): Pretzels, chips, popcorn



63.4% or 166,251,843 of USA Adults 18 or older purchased SNACK FOODS in the past 7 days.
Adults 18 or older who purchased SNACK FOODS in the past 7 days are 4.8% more likely to have a 401K, 7.8%

more likely to have an Auto Loan, 1.8% more likely to Invest/Trade Stocks Online, 1.1% more likely to pay with
their Debit Card.

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

117,557,729 a15% |
97,636,492 37.2%

401K Plan

IRA (Individual Retirement Account)

Stocks or Stock Options  prpergrey e

3 18.2%
Ml Funds i3
Money Market Funds 1;43:‘!226
10.5%
Bonds PrETETE 10.%
— 7.1% 6.8%
Other (Crypto / NFTs / Metals, etc.) ;:: 58% 5.4%  4.9% 4.6%
529 Plan / College Savings Plan 7.0% Checking DebitorATM  Savings  CreditCard  Online Mobile  OnlineBil  Home  Awoloan  Money Certificates of Studentloan Personal Loan Refinanced  Home
= Account card Account Banking Banking Paying Mortgage Market  Deposit(CDs) Home Improvement
Second Home or Real Estate Property g s Account Mortgage  Loan or Home
Equiity Loan
® who purchased SNACK FOODS in the past 7 days mUSA = who purchased SNACK FOODS in the past 7 days m USA

Professional Services Used*: Adults 18 or older y'E'Past 3-Months Payment Methods Used: Adults 18 or older

Tax Preparation Servic e
eparatios . 20.6%

Financial Planner

Online Investing / Stock Trading

Accountant

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

4.5% 4.0%

o Debit Card Zelle Venmo MasterCard le Pa Cash Google Pan American  Store Credit  Discover uare Cash  Facebook Samsung P:
Divorce / Family Attorney fRartiy Manths) Apple Pay App i Express card s Mesengar e

Estate Planning

m who purchased SNACK FOODS in the past 7 days mUSA ® who purchased SNACK FOODS in the past 7 days W USA

USA USA Projection Scarborough R2 2025: Feb24-Jul25 Qual intab 16,262
All Graphs and HBIA| Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved. USA Projection Scarborough R1 2025: Feb24-Mar25 Qual Intab 24,982

Food products household used past 7 days (HHLD): Pretzels, chips, popcorn



69.3% or 2,697,298 of MINNEAPOLIS DMA Adults 18 or older purchased SNACK FOODS in the past 7 days.

Adults 18 or older who purchased SNACK FOODS in the past 7 days are 1.9% more likely to have a 401K, 7.4%

more likely to have an Auto Loan, 6.4% more likely to Invest/Trade Stocks Online, .8% more likely to pay with
| their Debit Card.

mﬁ Alnvestments Owned: Adults 18 or older N Financial Services Has and/or Uses: Adults 18 or older

401K Plan  prrves 53.5%

IRA (Individual Retirement Account) 1'103 e ﬂ; T

Stocks or Stock Options
19.5%

4 15.8%
Money Market Funds 108%
9.8%
Bonds m 11.1%

Other (Crypto / NFTs / Metals, etc.) ;f:

ER07.6%) 6.3% 6.9% 7.4% 6.7% 7.2% 6.5%
-y -
L |

_ = 5% < 2 oo o “ e Lonss s
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= - Account card Account Banking Banking Paying Mortgage Market  Deposit(CDs) Home  Improvement
—— ' Account Mort Ly H
Second Home or Real Estate Property 7.9% e gage 2;;: LD:‘"@
¥ who purchased SNACK FOODS in the past 7 days ® MINNEAPOLIS m who purchased SNACK FOODS in the past 7 days m MINNEAPOLIS

Professional Services Used*: Adults 18 or older | "peyPast 3-Months Payment Methods Used: Adults 18 or older

Financial Planner

988,595 25.4%

Tax Preparation Service
OnlineInvesting / Stock Trading

Insurance Agent at a Local Office (not online)

Real Estate Agent

Estate Planning

19.450FR N 10-3% 9.0% 5 o0 5 706
3.4% 3.0%

(*Past 12 Months) visa PayPal Venmo Debitcard  MasterCard

< v Apple Pay zelle Cash App Discover American  Store Credit Google Pay Square Cash  Facebook  Samsung Pay
Divorce / Family Attorney Express Ccard Messenger
» whe purchased SNACK FOODS in the past 7 days = MINNEAPOLIS m who purchased SNACK FOODS in the past 7 days = MINNEAPOLIS

MINNEAPOLIS DMA Scarborough R2 2025: Aug24-Jul25 Qual Intab 1,452
All Graphs and HBIAI Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Food products household used past 7 days (HHLD): Pretzels, chips, popcorn



68.4% or 1,717,225 of ST. LOUIS DMA Adults 18 or older purchased SNACK FOODS in the past 7 days.
Adults 18 or older who purchased SNACK FOODS in the past 7 days are 1.8% more likely to have a 401K, 6.7%
more likely to have an Auto Loan, 8.7% more likely to Invest/Trade Stocks Online, 1.9% less likely to pay with

| their Debit Card.

mﬁ Alnvestments wned: Adults 18 or older Financial Services Has and/or Uses: Adults 18 or older

401K Plan  pyroyy 23.2%

IRA (Individual Retirement Account)
Money Market Funds 1;_33';%
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Bonds  proym 10.7% 4%

= - 9.4% 8.8%
Other (Crypto / NFTs / Metals, etc.) :'92: 6.4% 5% 453 30%
529 Plan / College Savings Plan g 9.8% A T = = e __-

an / Lollege >avings Flan  Syrevill s.c% Checking DebitorATM  Savings  CreditCard  Online Online gill Mobile Home Auto Loan Money  Certificates of Studentiocan Personal Loan Refinanced Home
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Second Home or Real Estate Property 55':2 Account Mortgage Loan or Home
, - Equity Loan
» who purchased SNACK FOODS in the past 7 days HST.LOUIS

= who purchased SNACK FOODS in the past 7 days W ST. LOUIS

Professional Services Used*: Adults 18 or older T 'Past 3-Months Payment Methods Used: Adults 18 or older

Tax P tion Service e
ax Preparation Service | S e
535 560 20.9%

Financial Planner

OnlineInvesting / Stock Trading
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Accountant
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[IREN 3.%
Estate Planning u Z’z

8.9% 8.0% 8.3% 8.0%

% 4.2% 44%
NP

2 i 7% (*Past 12 Months) visA PayPal Debit card venmo MasterCard Zelle Apple Pay CashApp GooglePay Discover Store Credit American  Square Cash  Facebook Samsung Pay
Divorce / Family Attorney 11% Ccard Express Messenger
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ST. LOUIS DMA Scarborough R1 2025: Feb24-Feb25 Qual Intab 1,475
All Graphs and HBIAI Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Food products household used past 7 days (HHLD): Pretzels, chips, popcorn



mﬁﬂmvestments Owned: Adults 18 or older

401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

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

Second Home or Real Estate Property

# who purchased SNACK FOODS in the past 7 days

70.7% or 1,359,510 of CINCINNATI DMA Adults 18 or older purchased SNACK FOODS in the past 7 days.
Adults 18 or older who purchased SNACK FOODS in the past 7 days are 4.% more likely to have a 401K, 5.8%

more likely to have an Auto Loan, 9.6% less likely to Invest/Trade Stocks Online, 3.9% less likely to pay with
| their Debit Card.

871,279 45.3%

618,729 32.2%

447, 23.2%

15.4%
15.1%

11.5%
11.8%

290,344

0,013 1 8.9%
179,545 9.4%

7.9%
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7.9%
7.5%

149,038
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.6%
Ll 4.1%

B CINCINNATI

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

8.3% 76% 5o 5.5% a9% 5.3%
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Equity Loan
® who purchased SNACK FOODS in the past 7 days m CINCINNATI
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Estate Planning

Divorce / Family Attorney

381,730 19.8%

(*Past 12 Months)
m who purchased SNACK FOODS in the past 7 days W CINCINNATI
Scarborough R1 2025: Feb24-Feb25 Qual Intab

CINCINNATI DMA

Used*: Adults 18 or older

f'Past 3-Months Payment Methods Used: Adults 18 or older

12.2%
; 10.6% 9.6% g 796

e TR

Store Credit  Square Cash
Card

venmo Cash App zelle Apple Pay Discover

MasterCard Google Pay  American Facebook Samsung Pay
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= who purchased SNACK FOODS in the past 7 days m CINCINNATI

1,446

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

Food products household used past 7 days (HHLD): Pretzels, chips, popcorn



| 63.9% or 1,222,420 of WEST PALM BEACH DMA Adults 18 or older purchased SNACK FOODS in the past 7 days.‘
Adults 18 or older who purchased SNACK FOODS in the past 7 days are 4.7% more likely to have a 401K,

11.3% more likely to have an Auto Loan, 7.9% more likely to Invest/Trade Stocks Online, .9% more likely to
| pay with their Debit Card.

mﬁ Alnvestments Owned Adults 18 or older Financial Services Has and/or Uses: Adults 18 or older

401K Plan
IRA (Individual Retirement Account)
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Mutual Funds 1144-2;
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529 Plan / College Savings Plan 55'2‘:’;: Account l?"_g:)ﬂne Mortgage
, .. qui an
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Professional Services Used*- Adults 18 or older fo\'Past 3-Months Payment Methods Used: Adults 18 or older

Tax Preparation Service

Financial Planner
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Accountant

. . 6.5%
Insurance Agent at a Local Office (not online) - ey 63% .
Real Estate Agent 3.6:: 10.1%10.1%

i B 6.2% 6.4%

Estate Planning -“% et . - s som. 123 s ra7m

- 5 5 1.4% (*Past 12 Months) visa PayPal Zelle MasterCard  Debit card venmo Apple Pay Cash App American  Store Credit Google Pay Discover  Square Cash Facebook Samsung Pay

Divorce / Family Attorney sy | o/ Express Card Messenger
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Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an average of 2 days, 22 hours, 54 minutes
and 13 seconds each week with All Forms of Media.
80.3% of Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an avg. of 7 hours and 24 minutes each week

| listening to All Local AM/FM Radio, representing 8.4% of total time spent with all forms of Media.

B
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Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an average of 2 days, 22 hours, 38 minutes
and 11 seconds each week with All Forms of Media.

84.9% of Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an avg. of 7 hours and 56 minutes each week
listening to All Local AM/FM Radio, representing 9.5% of total time spent with all forms of Media.
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Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an average of 3 days, 6 hours, 35 minutes
and 33 seconds each week with All Forms of Media.

84.5% of Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an avg. of 7 hours and 27 minutes each week
listening to All Local AM/FM Radio, representing 8.% of total time spent with all forms of Media.
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Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an average of 3 days, 4 hours, 45 minutes
and 47 seconds each week with All Forms of Media.

80.7% of Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an avg. of 7 hours and 26 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 SNACK FOODS in the past 7 days spend an average of 3 days, 6 hours, 21 minutes

and 45 seconds each week with All Forms of Media.
78.5% of Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an avg. of 7 hours and 41 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 SNACK FOODS in the past 7 days spend an average of 2 days, 5 hours, 1 minutes and
2 seconds each week with All Forms of Ad-Supported Media.

77.3% of Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an avg. of 6 hours and 51 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 10.% of total time spent with all forms of Ad-Supported Media.
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Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an average of 2 days, 4 hours, 43 minutes

and 3 seconds each week with All Forms of Ad-Supported Media.
80.5% of Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an avg. of 7 hours and 17 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 11.1% of total time spent with all forms of Ad-Supported Media.
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Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an average of 2 days, 11 hours, 5 minutes
and 10 seconds each week with All Forms of Ad-Supported Media.

81.6% of Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an avg. of 7 hours and 5 minutes each week listening
to Local Ad-Supported AM/FM Radio, representing 9.8% of total time spent with all forms of Ad-Supported Media.
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Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an average of 2 days, 9 hours, 36 minutes
and 15 seconds each week with All Forms of Ad-Supported Media.

77.9% of Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an avg. of 7 hours and 1 minutes each week listening
to Local Ad-Supported AM/FM Radio, representing 9.5% of totaltime spent with all forms of Ad-Supported Media.
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Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an average of 2 days, 11 hours, 35 minutes
and 19 seconds each week with All Forms of Ad-Supported Media.

76.1% of Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an avg. of 7 hours and 13 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 9.2% of total time spent with all forms of Ad-Supported Media.
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| Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an average of 7 hours and
34 minutes each day with All Forms of Ad-Supported Media. 77.3% listen to Local AM/FM Radio for
an avg. of 58.7 minutes/day. (Local Radio delivers 10.% of Time with Ad-Supported Media.)
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an avg. of 62.5 minutes/day.

Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an average of 7 hours and
31 minutes each day with All Forms of Ad-Supported Media. 80.5% listen to Local AM/FM Radio for
(Local Radio delivers 11.1% of Time with Ad-Supported Media.)
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an avg. of 60.8 minutes/day.

Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an average of 8 hours and
26 minutes each day with All Forms of Ad-Supported Media. 81.6% listen to Local AM/FM Radio for
(Local Radio delivers 9.8% of Time with Ad-Supported Media.)
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' Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an average of 8 hours and
13 minutes each day with All Forms of Ad-Supported Media. 77.9% listen to Local AM/FM Radio for

(Local Radio delivers 9.5% of Time with Ad-Supported Media.)
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an avg. of 62. minutes/day.

Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an average of 8 hours and
30 minutes each day with All Forms of Ad-Supported Media. 76.1% listen to Local AM/FM Radio for
(Local Radio delivers 9.2% of Time with Ad-Supported Media.)
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128,455,981 or 77.3% of Adults 18 or older who purchased SNACK FOODS in the past 7 days listen to
Ad-Supported Local AM/FM Radio for an average of 58.7 minutes every day representing 41.5% of
all time spent daily with Ad-Supported Audio.
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Avg. Week All Audio (Persons & % Reach): Adults 18 or older
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' 2,172,414 or 80.5% of Adults 18 or older who purchased SNACK FOODS in the past 7 days listen to
Ad-Supported Local AM/FM Radio for an average of 62.5 minutes every day representing 42.3% of
all time spent daily with Ad-Supported Audio.
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Avg. Week All Audio (Persons & % Reach): Adults 18 or older
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' 1,401,613 or 81.6% of Adults 18 or older who purchased SNACK FOODS in the past 7 days listen to
Ad-Supported Local AM/FM Radio for an average of 60.8 minutes every day representing 43.9% of
all time spent daily with Ad-Supported Audio.
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' 1,058,951 or 77.9% of Adults 18 or older who purchased SNACK FOODS in the past 7 days listen to
Ad-Supported Local AM/FM Radio for an average of 60.2 minutes every day representing 43.5% of
all time spent daily with Ad-Supported Audio.
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' 930,761 or 76.1% of Adults 18 or older who purchased SNACK FOODS in the past 7 days listen to Ad-
Supported Local AM/FM Radio for an average of 62. minutes every day representing 40.9% of all
time spent daily with Ad-Supported Audio.
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128,455,981 or 77.3% of Adults 18 or older who purchased SNACK FOODS in the past 7 days listen to
Ad-Supported Local AM/FM Radio for an average of 58.7 minutes every day representing 41.5% of
| all time spent daily with Ad-Supported Audio.
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| 2,172,414 or 80.5% of Adults 18 or older who purchased SNACK FOODS in the past 7 days listen to

Ad-Supported Local AM/FM Radio for an average of 62.5 minutes every day representing 42.3% of
all time spent daily with Ad-Supported Audio.
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| 1,401,613 or 81.6% of Adults 18 or older who purchased SNACK FOODS in the past 7 days listen to
Ad-Supported Local AM/FM Radio for an average of 60.8 minutes every day representing 43.9% of
all time spent daily with Ad-Supported Audio.
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Avg. Hours+Minutes/day with Ad-Supported
Reach %

Audio: Adults 18 or older

"Share of Ad-Supported Audio" 218

who purchased SNACK ST. LOUIS
FOODS in the past 7 days

25.2%

23.5%

8.7% 10.5% 10.5%

8.1%
6.6% V.
Weekly e 5A4% 4.5% 5.4% 4.5% 4.1% 3.1% 2.9%
Total 8.2% 75/ 57/ r w0 22040
—
Reached: 2,024,872 632,941 329,035 ; 333 670 217 649 263,295 161,345 136 112 102 420 i 72,929
Local AM/FM Podcasts YouTube Music TV Music Spotlfy Pandora All Others Amazon Music  iHeartRadio SiriusXm

Avstage Radio Channels

Daily Mi

® who purchased SNACK FOODS in the past 7 ays m ST. LOUIS

ST. LOUIS DMA Scarborough R1 2025: Feb24-Feb25 Qual intab 1,475

ST. LOUIS DMA Scarborough R1 2025:; Feb24-Feb25 Qual intab 2,075
All Graphs and soefa.ai Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.

* Share of Everything

Food products household used past 7 days (HHLD): Pretzels, chips, popcorn



| 1,058,951 or 77.9% of Adults 18 or older who purchased SNACK FOODS in the past 7 days listen to
Ad-Supported Local AM/FM Radio for an average of 60.2 minutes every day representing 43.5% of
all time spent daily with Ad-Supported Audio.
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| 930,761 or 76.1% of Adults 18 or older who purchased SNACK FOODS in the past 7 days listen to Ad-
Supported Local AM/FM Radio for an average of 62. minutes every day representing 40.9% of all
time spent daily with Ad-Supported Audio.
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Locai AM/»FM Radio Formats (Persons & % Reach): Adults 18 or old

Adult Contemporary
Classic Hits
News/Talk/Information
Country

Pop Contemporary Hit Radio
Classic Rock

Hot AC

Alternative

All Sports

Adult Hits
Contemporary Christian
Urban AC

All News

36,028,154 %"

21361651
15,409,674 9.3%

® who purchased SNACK FOODS in the past 7 days

Avg. Hours+Minutes/day with Local
AM/FM Radio: Adults 18 or oider

_
who purchased SNACK usA

FOODSin the past 7 days

B USA

s RPEERRBREEEE

werage Dayl,

128,455,981 or 77.3% of Adults 18 or older who purchased SNACK FOODS in the past 7 days listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Classic Hits, Country, Classic
Rock, and Pop Contemporary Hit Radio.
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2,172,414 or 80.5% of Adults 18 or older who purchased SNACK FOODS in the past 7 days listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Hot AC, Country, Classic Hits, Classic Rock, and
Adult Contemporary.
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1,401,613 or 81.6% of Adults 18 or older who purchased SNACK FOODS in the past 7 days listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Classic Hits, Classic Rock, New Country, Adult
Contemporary, and Adult Hits.
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1,058,951 or 77.9% of Adults 18 or older who purchased SNACK FOODS in the past 7 days listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Country, Classic Hits, Adult Contemporary,
News/Talk/Information, and Adult Hits.
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930,761 or 76.1% of Adults 18 or older who purchased SNACK FOODS in the past 7 days listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Classic Hits, Classic Rock,
Country, and Urban AC.
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103,025,696 or 62.% of Adults 18 or older who purchased SNACK FOODS in the past 7 days watch
Ad-Supported Local TV Stations for an average of 103.3 minutes every day representing 30.6% of all
time spent daily with Ad-Supported Video.
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1,754,977 or 65.1% of Adults 18 or older who purchased SNACK FOODS in the past 7 days watch Ad-
Supported Local TV Stations for an average of 104. minutes every day representing 31.2% of all time
spent daily with Ad-Supported Video.
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' 1,163,221 or 67.7% of Adults 18 or older who purchased SNACK FOODS in the past 7 days watch Ad-
Supported Local TV Stations for an average of 117.1 minutes every day representing 31.8% of all
time spent daily with Ad-Supported Video.
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870,833 or 64.1% of Adults 18 or older who purchased SNACK FOODS in the past 7 days watch Ad-
Supported Local TV Stations for an average of 127.9 minutes every day representing 31.8% of all
time spent daily with Ad-Supported Video.
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819,074 or 67.% of Adults 18 or older who purchased SNACK FOODS in the past 7 days watch Ad-
Supported Local TV Stations for an average of 105.9 minutes every day representing 27.% of all time
spent daily with Ad-Supported Video.
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103,025,696 or 62.% of Adults 18 or older who purchased SNACK FOODS in the past 7 days watch
Ad-Supported Local TV Stations for an average of 103.3 minutes every day representing 30.6% of all
time spent daily with Ad-Supported Video.
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1,754,977 or 65.1% of Adults 18 or older who purchased SNACK FOODS in the past 7 days watch Ad-
Supported Local TV Stations for an average of 104. minutes every day representing 31.2% of all time

spent daily with Ad-Supported Video.

Avg. Hours+Minutes/day with Ad-Supported
Video: Adults 18 or older

Reach o [N 62" "Share of Ad-Supported Video"

54.8% 53 79
5:27

who purchased SNACK MINNEAPOLIS
FOODS in the past 7 days

38.6%
37.4% 35.9% 36.4%

32.0%

20.1% 19.4%
15.0% 14.9%

14.5% 14.2%

11.1% 11.1%
8.4% 8.1%

7.2%
47 (%%

Weekly

3.4%

4.0% 3.8%

Total
Persons 7
Reached: ,6242,087,79 1,009,3321,501,831 7505 1,416,029 ; 755,918 ; 431,197 ,546 1,109,748 ; 553,828 ; 313,553 F 577,786
Cable TV Amazon YouTube Hulu Netflix TikTok AppleTV+ Roku Peacock
Average
Daily Mi
® who purchased SNACK FOODS in the past 7 days B MINNEAPOLIS
MINNEAPOLIS ~ DMA  Scarborough R2 2025: Aug24-Jul25  Qual Intab 1,452 MINNEAPOLIS-ST. PAUL ~ DMA  Scarborough R2 2025: Aug24-Jul25 ~ Qual Intab 2,081 E _ai Share of :;frfiyntghi:m‘f

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

Food products household used past 7 days (HHLD): Pretzels, chips, popcorn



| 1,163,221 or 67.7% of Adults 18 or older who purchased SNACK FOODS in the past 7 days watch Ad-
Supported Local TV Stations for an average of 117.1 minutes every day representing 31.8% of all

time spent daily with Ad-Supported Video.
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870,833 or 64.1% of Adults 18 or older who purchased SNACK FOODS in the past 7 days watch Ad-

Supported Local TV Stations for an average of 127.9 minutes every day representing 31.8% of all
time spent daily with Ad-Supported Video.
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819,074 or 67.% of Adults 18 or older who purchased SNACK FOODS in the past 7 days watch Ad-
Supported Local TV Stations for an average of 105.9 minutes every day representing 27.% of all time
spent daily with Ad-Supported Video.

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

Reach% 69.6% g9 1% —— . M'Share Of Ad-supported video n Video: Adults 18 or older

64.7%

who purchased SNACK WEST PALM BEACH
29 FOODS inth 7d

e 45.2% 43.3% in the past 7 days

Time Speni

Ad-Suppol

Video: 35.2% 36.0%

33.0% 31.9%
17.4% 16.0% 17.3% 16.1%  16.0% 1499
10.7% 10.7%
8.2% 7.8%

Weekly 7.4%

Total o 0 o, T g

Persons 3.5% 3.8% 3.8% 2.9% O

Reached E 1,237,749 5 828,641 X 689,102 5 305,948 E 610,703 = 204,805 2 308,166 B 285,703 z 148,560

Local TV Amazon YouTube AppleTV+ TikTok Netflix Hulu Peacock Roku
Average
Daily Mi
® who purchased SNACK FOODS in the past 7 days B WEST PALM BEACH

WESTPALM BEACH ~ DMA  Scarborough R2 2025: Aug24-fun25  Qualintab 1,751 ~ WESTPALM BEACH-BOCARATON ~ DMA  Scarborough R2 2025: Aug24-Jun25  Qual Intab 2,687 = Share of: Everything
All Graphs and soefa.ai Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved. soeﬁ_ for Anything _ =

Food products household used past 7 days (HHLD): Pretzels, chips, popcorn
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103,025,696 or 62.% of Adults 18 or older who purchased SNACK FOODS in the past 7 days watch
Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Sports, Comedies,
Local News - Morning, Movies, and Dramas.
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Local TV Station Programs (Persons & % Reach): Adults 18 or older
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1,754,977 or 65.1% of Adults 18 or older who purchased SNACK FOODS in the past 7 days watch Ad-
Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Sports, Local News -
Morning, Comedies, Game Shows, and Movies.
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Local TV Station Programs (Persons & % Reach): Adults 18 or older
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1,163,221 or 67.7% of Adults 18 or older who purchased SNACK FOODS in the past 7 days watch Ad-
Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Sports, Local News -
Morning, Comedies, Movies, and Game Shows.
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Food products household used past 7 days (HHLD): Pretzels, chips, popcorn
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Local TV Station Programs (Persons & % Reach): Adults 18 or older

(average week)
Local News - Evening

Sports
Local News - Morning
Comedies

Movies

Dramas

Game Shows.

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

Court Shows

Morning, Com

/ 870,833 or 64.1% of Adults 18 or older who purchased SNACK FOODS in the past 7 days watch Ad-
Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening, Local News -

edies, Movies, and Dramas.
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Avg. Minutes/day Spent): Adults 18 or older
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Local TVStatlon 1 Programs (Persons & % Reach): Adults 18 or older

[Averoge wes
Cumedles

Local News - Evening
Sports

Local News - Morning
Movies

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

Court Shows

819,074 or 67.% of Adults 18 or older who purchased SNACK FOODS in the past 7 days watch Ad-
Supported Local TV Stations. The Top 6-Programs are Comedies, Local News - Evening, Sports, Local
News - Morning, Movies, and Game Shows.
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Avg. Week Ah’r Eigital (Persons & % Reach): Adults 18 or older ,.Avg. Day All Digital (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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who purchased SNACK
FOODSn the past 7 days
Non-Premiume+Premium Cable Streaming

| 120,615,565 or 72.5% of Adults 18 or older who purchased SNACK FOODS in the past 7 days use Ad-
Supported Social Media for an average of 133.2 minutes every day representing 24.3% of all time

spent daily with Ad-Supported Digital Media.
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Avg. Week All Digital (Persons & % Reach): Adults 18 or older

Social Media

OTT TV Streaming Services
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———
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YouTube/TikTok, etc.
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Online Classes, Schoals, Colleges, Universities

[ 2,079,217 or 77.1% of Adults 18 or older who purchased SNACK FOODS in the past 7 days use Ad-

Supported Social Media for an average of 119.1 minutes every day representing 22.2% of all time

spent daily with Ad-Supported Digital Media.
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1,249,721 or 72.8% of Adults 18 or older who purchased SNACK FOODS in the past 7 days use Ad-
Supported Social Media for an average of 145.3 minutes every day representing 26.% of all time
spent daily with Ad-Supported Digital Media.
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967,254 or 71.1% of Adults 18 or older who purchased SNACK FOODS in the past 7 days use Ad-
Supported Social Media for an average of 136.3 minutes every day representing 23.4% of all time
spent daily with Ad-Supported Digital Media.
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849,426 or 69.5% of Adults 18 or older who purchased SNACK FOODS in the past 7 days use Ad-
Supported Social Media for an average of 137.6 minutes every day representing 22.8% of all time
spent daily with Ad-Supported Digital Media.
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2,079,217 or 77.1% of Adults 18 or older who purchased SNACK FOODS in the past 7 days use Ad-
Supported Facebook for an average of 41.4 minutes every day representing 34.7% of all time spent
daily with Ad-Supported Social Media.
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1,249,721 or 72.8% of Adults 18 or older who purchased SNACK FOODS in the past 7 days use Ad-
Supported Facebook for an average of 51.3 minutes every day representing 35.3% of all time spent
daily with Ad-Supported Social Media.
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Supported Facebook for an average of 43.2 minutes every day representing 31.7% of all time spent
daily with Ad-Supported Social Media.

Avg. Hours+Minutes/day with all
Social Media: Adults 18 or older

= B

who purchased SNACK CINCINNATI
tumblr l 3 A% FOODS in the past 7 days
» who purchased SNACK FOODS in the past 7 days m CINCINNATI

=
o
R,

Facebook
54.2

YouTube Video
32.9

Pinterest

TikTok
14.0

Instagram
23.0

Facebook
56.2

YouTube Video
33.4

Instagram
22.8

Pintere

u who purchased SNACK FOODS in the past 7 days

B CINCINNATI

Avg. Week Ad-Supported Social Media (Persons & % Reach): Adults 18 or older

Facebook
Instagram
YouTube Video
TikTok
Linkedin
Reddit
Pinterest

X

Snapchat

Others(Rumble, Twitch,Gab,Pa... YOS B Ve rm

—— mn - m
Blogs/Message Boards (read... mm 17.4%
: 2% who purchased SNACK CINCINNATI
tumblr l %%96 FOODS in the past 7 days
® who purchased SNACK FOODS in the past 7 days B CINCINNATI

CINCINNATI

L
D e 19 0
eezes | oo
PRI —

PP — T

P — T

PR N
pegie 1 ox

Avg. Hours+Minutes/day with Ad-
Supported Social Media: Adults 18
orolder

DMA Scarborough R1 2025: Feb24-Feb25 Qual Intab 1,446

g
e

o
B
ES

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

Avg. Day Ad-Supported Social Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

Facebook
43.2

YouTube Video
327

Instagram
18.5

TikTok
14.0

Pinter Linke
est din
5.8 5.5

Red
dit
4.1
X

5100 Blogs/....

Facebook
46.7

TikTok
14.2

Linked!

n...
YouTube Video

33.2
Pinter
est...

Reddi

Instagram
18.5 O

= who purchased SNACK FOODS in the past 7 days

Food products household used past 7 days (HHLD): Pretzels, chips, popcorn

® CINCINNATI
* Share of Everything



849,426 or 69.5% of Adults 18 or older who purchased SNACK FOODS in the past 7 days use Ad-
Supported Facebook for an average of 44. minutes every day representing 32.% of all time spent
daily with Ad-Supported Social Media.
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120,615,565 or 72.5% of Adults 18 or older who purchased SNACK FOODS in the past 7 days use Ad-
Supported Facebook for an average of 43.8 minutes every day representing 32.9% of all time spent
daily with Ad-Supported Social Media.
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| 2,079,217 or 77.1% of Adults 18 or older who purchased SNACK FOODS in the past 7 days use Ad-
Supported Facebook for an average of 41.4 minutes every day representing 34.7% of all time spent

daily with Ad-Supported Social Media.
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Social Media: Adults 18 or older
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| 1,249,721 or 72.8% of Adults 18 or older who purchased SNACK FOODS in the past 7 days use Ad-
Supported Facebook for an average of 51.3 minutes every day representing 35.3% of all time spent

| daily with Ad-Supported Social Media.
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| 967,254 or 71.1% of Adults 18 or older who purchased SNACK FOODS in the past 7 days use Ad-
Supported Facebook for an average of 43.2 minutes every day representing 31.7% of all time spent
daily with Ad-Supported Social Media.
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| 849,426 or 69.5% of Adults 18 or older who purchased SNACK FOODS in the past 7 days use Ad-
Supported Facebook for an average of 44. minutes every day representing 32.% 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: 11,982,907;
Local Radio: 8,098,923; Social Media: 7,651,535; Non-Prem. Cable: 4,044,242; Local TV:
3,854,588 reaching Adults 18 or older who purchased SNACK FOODS in the
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 194,926;
Local Radio: 137,190; Social Media: 133,463; Local TV: 62,422; Non-Prem. Cable: 58,023
reaching Adults 18 or older who purchased SNACK FOODS in the past 7 days.
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 135,563;
Local Radio: 88,317; Social Media: 84,223; Non-Prem. Cable: 49,131; Local TV: 48,148
reaching Adults 18 or older who purchased SNACK FOODS in the past 7 days.
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 97,305;
Local Radio: 66,350; Social Media: 63,046; Non-Prem. Cable: 34,688; Local TV: 33,148
reaching Adults 18 or older who purchased SNACK FOQODS in the past 7 days.
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 81,593;
Local Radio: 58,489; Social Media: 52,570; Non-Prem. Cable: 34,132; Local TV: 29,246
reaching Adults 18 or older who purchased SNACK FOODS in the past 7 days.
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Top-13 Out—of Home Media (Persons & % Reach): Adults 18 or older

(Average week)

‘Grocery Stores

Billboards & Signs (Weekly Drivers)

Walking in Towns, Cities, Downtown...

AM/FM Radio

Gas Stations/Convenience Stores
Restaurants & Bars

Shopping Malls

Podcasts

Spotify

Drug Stores

SiriusXM

Totol Persons

m

4 60

Concurrent
Usage %

Avg. Hours+Minutes/day with Out-
of-Home Media: Adults 18 or older

7 145,154,072 or 87.3% of Adults 18 or older who purchased SNACK FOODS in the past 7 days spend
an average of 50.8 minutes per day driving, seeing Billboards and Signs. 64.6% Listen to Local Radio
Stations Out-of-Home for an average of 35.6 minutes/day.
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Top-13 Out—of -Home Media (Persons & % Reach): Adults 18 or older

(average week}
‘Grocery Stores

Billboards & Signs (Weekly Drivers)
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Shopping Malls
Restaurants & Bars

Podcasts

Spotify

Drug Stores

SiriusXm

Retail Stores

Movie Theaters

Tota! Persons:

w Avg. Hours+Minutes/day with Out- m

of-Home Media: Adults 18 or older

o N MR s
e 36.4%

who purchased SNACK MINNEAPOUS
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2,418,829 or 89.7% of Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an
average of 54.5 minutes per day driving, seeing Billboards and Signs. 67.3% Listen to Local Radio
Stations Out-of-Home for an average of 37.8 minutes/day.
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Top-13 Out-of- Home Media (Persons & % Reach): Adults 18 or older

(average week}
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1,501,301 or 87.4% of Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an
average of 61.4 minutes per day driving, seeing Billboards and Signs. 68.2% Listen to Local Radio
Stations Out-of-Home for an average of 36.9 minutes/day.
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older
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1,188,776 or 87.4% of Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an
average of 57. minutes per day driving, seeing Billboards and Signs. 65.1% Listen to Local Radio
Stations Out-of-Home for an average of 36.5 minutes/day.
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Top-13 Ad-Supported 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

(average week}
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1,115,134 or 91.2% of Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an
average of 47.1 minutes per day driving, seeing Billboards and Signs. 63.6% Listen to Local Radio
Stations Out-of-Home for an average of 37.6 minutes/day.
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145,154,072 or 87.3% of Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an
average of 50.8 minutes per day driving, seeing Billboards and Signs representing 36.8% of all Time Spent
with Ad-Supported Out-of-Home Media.
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2,418,829 or 89.7% of Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an
average of 54.5 minutes per day driving, seeing Billboards and Signs representing 38.3% 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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1,501,301 or 87.4% of Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an
average of 61.4 minutes per day driving, seeing Billboards and Signs representing 42.2% 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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1,188,776 or 87.4% of Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an
average of 57. minutes per day driving, seeing Billboards and Signs representing 39.9% 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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1,115,134 or 91.2% of Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an
average of 47.1 minutes per day driving, seeing Billboards and Signs representing 36.8% 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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Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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2,418,829 or 89.7% of Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an
average of 54.5 minutes per day driving an average of 31.7 miles each day and are 7.1% more likely
to use |-35E north of I-94 than the Metro average.
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Top-26 Residential Zip Codes: Adults 18 or older
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1,501,301 or 87.4% of Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an
average of 61.4 minutes per day driving an average of 35.7 miles each day and are 20.1% more likely
to use Poplar Street Bridge than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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1,188,776 or 87.4% of Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an
average of 57. minutes per day driving an average of 33.2 miles each day and are 13.1% more likely
to use Route 42 than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older Top-26 Residential Zip Codes: Adults 18 or older Top-26 Employment Zip Codes: Adults 18 or older
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1,115,134 or 91.2% of Adults 18 or older who purchased SNACK FOODS in the past 7 days spend an
average of 47.1 minutes per day driving an average of 27.4 miles each day and are 11.3% more likely
to use PGA Blvd than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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Top-26 Employment Zip Codes: Adults 18 or older
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47,006,253 or 28.3% of Adults 18 or older who purchased SNACK FOODS in the past 7 days read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 8.6 minutes every day representing 31.9%
of all time spent daily with All forms of Print Media.

Avg. Week All Print Media (Persons & % Reach): Adults 18 or olderx Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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93

Magazines
74

New York Times (Sunday) m m (Daify+Sunday) (Daily+Sunday) (Daily+Sunday) (Daity+Sunday)
¥ 8.6 114 87 i .
All Local Weekly Newspapers a1 A o) ::::_n'::f:
Wall Street Journal (Daily) mm ‘E"‘”di";: f"mk’g“
. 9 0 6 Local Daily Local Daily =
usa Today (Dally) PSR ey % T who purchased SNACK FOODS in usa vy sy (sunday USA Todey Daiy sy Cotogs
the past 7 days s = % ‘ .
Ccatalogs : 0.9%
m who purchased SNACK FOODS in the past 7 days musa ® who purchased SNACK FOODS in the past 7 days mUSA

Avg. Week Ad-Supported AII Prmt Media (Persons & % Reach): Adults 18 or older Avg Day Ad-Supported Print Media (% Time Spent & Avi

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

Local Daily Newspaper(s) (Sunday)

New York Times (Daily+Sunday)

New York Times (Daily)

New York Times (Sunday)

All Local Weekly Newspapers

Wall Street Journal (Daily)

14127 518 4%

Avg. Hours+Minutes/day with Ad-
Supported Print Media: Adults 18 arafd!rm

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

New York Times
(Sunday)
130

USA Today (Daily)
102

Local Daily
Newspaper(s)
(Daily+Sunday)
86

Wall Street Journal
(Daity)
106

New York Times
(Sunday)
134
Local Daily
Newspaper(s)

Magazines
74

Magazines R le PP W
o Local Daily Local Dai Direct Mail
usaToday (0aiy) - RSFRIRT monses  EOELEE AN | Rkl s . Newepaprts toca i eversiog
Catalogs m- ?’;?966 who purchased SNACKFOODS USA M {Sunday) Journal (Daily) Newspaper(s) (Daily Magazines {Sunday) USA Today (Daily) erspan:f(i) {Daily {excluding Catalogs)
2 S5 A in the past 7 days . ol 121 8.0 73 121 106 81 73
Books 0.0%
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Local Daily Newspaper(s) (Daily+Sunday)
Local Daily Newspaper(s) (Daily

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

All Local Weekly Newspapers

New York Times (Daily+Sunday)

New York Times (Daily)

New York Times (Sunday)

‘Wall Street Journal (Daily)

USA Today (Daily)

catal i
atalogs who W"ﬁ’l‘::'n?::m ) 18 81 7.0 97 76
Magazines
® who purchased SNACK FOODS in the past 7 days = MINNEAPOLIS = who purchased SNACK FOODS in the past 7 days = MINNEAPOLIS

Avg. Hours+Minutes/day with All
Print Media: Adults 18 or older

MINNEAPOLIS

885,592 or 32.8% of Adults 18 or older who purchased SNACK FOODS in the past 7 days read Local
Daily Newspaper(s) (Daily+Sunday) for an average of 8.4 minutes every day representing 33.2% 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

New York Times | USA Today
{Daily+Sunday) (Daily) Magazines

Wall Street Journal
(Daily)
97

Local Daily Direct Mail

Newspaper(s) Local Daily | Advertising
(Daity+Sunday) Newspaper(s | (excluding
) (Daity Catalogs)
7.7 74

New York Times
{Sunday)
136

New York Times

Wall Street Journal

USA Today (Daily)
84

Magazines
(Daily+Sunday)
114
2
(excluding Catalogs)
Local Daily

Newspaper(s)
(Daity) (Daily

Avg. Week Ad-Supported All Print Media (Persons & % Reach): Adults 18 or older Avg.

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

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

New York Times {Daily+Sunday)

New York Times (Daily)

New York Times (Sunday)

Wall street Journal (Daily)

USA Today (Daily)

Catalogs

Magazines

Books

MINNEAPOLIS DMA

® who purchased SNACK FOODS in the past 7 days
Scarborough R2 2025: Aug24-jul25

Avg. Hours+Minutes/day with Ad-

Supported Print Media: Adults 18 or olderm

who purchased SNACKFOODS MINNEAPOUIS
in the past 7 days

= MINNEAPOLIS

Qual Intab 1,452

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

Day Ad-Supported Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

New York Times
(Sunday)
139

Local Daily
Newspaper(s)
(Sunday)
118

Local Daily

Newspaper(s)

(Daily+Sunday)
84

Direct Mail

Wall Street Local Daily

Newspaper(s) (Daily Magazines

Journal (Daily)
9.7 7.7 7.0

New York Times
(Sunday)
136

Local Daity
Newspaper(s)
(Sunday)
1.7

Local Daity
Newspaper(s) .
(Daily+Sunday) Magazines
83 5

Direct M
Wall Street Local Daily Adve:
Journal (Daily) Newspaper(s) (Daily  (excluding Catalogs)
9.7 7.6 74

® who purchased SNACK FOODS in the past 7 days

Food products household used past 7 days (HHLD): Pretzels, chips, popcorn

m MINNEAPOLIS
*® Share of Everything
for Anything _



463,349 or 27.% of Adults 18 or older who purchased SNACK FOODS in the past 7 days read Local
Daily Newspaper(s) (Daily+Sunday) for an average of 8.8 minutes every day representing 30.4% of all
time spent daily with All forms of Print Media.

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

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

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

USA Today (Daily)

New York Times (Daily+Sunday)

New York Times (Daily)

‘Wall Street lournal (Daily)

New York Times (Sunday)

All Local Weekly Newspapers

Magazines

Catalogs

2z ]

®who purchased SNACK FOODS in the past 7 days

Avg. Hours+Minutes/day with All
Print Media: Adults 18 or older

who purchased SNACK FOODS in ST. LOUIS

the past 7 days
5%

Local Daily Newspaper(s)
(Sunday) New York Times
124 i (Daily)
10.1

Direct Mail
Advertising

(exciuding
USA Today (Daily) b 2 Catalogs)...
123

Magazines
Local Daily 67
Newspaper(s)
(Daily

82 Catalo...

New York Times
(Sunday)
145

New York Times
(Daity)
104

Local Daily Magatines
Newspaper(s) 76
(Daity+Sunday)
9.0 Direct Mail
Advertising
(excluding Catalogs)

USA Today (Daily)

Local Daily
Local Daily Newspaper(s) Newspaper(s)
(Sunday) {Daily
126 84

W ST. LOUIS

# who purchased SNACK FOODS in the past 7 days

HST. LOUIS

Avg. Week Ad-Supported f\n{,lfrint Media (Persons & % Reach): Adults 18 or olde! hﬁvﬂg.

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

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

USA Today (Daily)

New York Times {Daily+Sunday)

Mew York Times (Daily)

Wall Street Journal (Daily)

New York Times (Sunday)

All Local Weekly Newspapers

Books

ST. Louis DMA

P —

Magazines m“

Catalogs m- ig%
0.0

Day Ad-Supported Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

m

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

M

C R 017 l'm

who purchased SNACK FOODS ST. LouIs 0.5%

in the past 7 days o

Wall Street Journal
(Daity)

New York Times
{(Sunday)
141

(Daily+Sunday)
88

Local Daily
Newspaper(s) Local Daily
(Sunday) i Newspaper(s) (Daily Magazines
124 82 6.7

New York Times:
(Sunday)
145

‘Wall Street Journal
(Daity)
130

(Daily)
104
USA Today (Daily)
127

Local Daily
Neu ﬁNlKHSl
Magazines
716

t Mail

Local Daily
Newspaper(s) Local Daily
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126 84

= who purchased SNACK FOODS in the past 7 days W ST. LOUIS

Scarborough R1 2025: Feb24-Feb25 Qual Intab 1,475

All Graphs and soefo.ai Data Modeling Copyright @ 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.
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Food products household used past 7 days (HHLD): Pretzels, chips, popcorn

ST, LOUIS
* Share of Everything



344,050 or 25.3% of Adults 18 or older who purchased SNACK FOODS in the past 7 days read Local
Daily Newspaper(s) (Daily+Sunday) for an average of 9.2 minutes every day representing 28.2% of all
time spent daily with All forms of Print Media.

Direct Mail Advertising (excluding Catalogs) M 0

Local Daily Newspaper(s) (Daily+Sunday) m 0%
Local Daily Newspaper(s) (Daily

New York Times Wall Street Joumal | New York Times
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17
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Books 3 9 4
. : New York Times New York Times
New York Times (Daityssunday) VR Il | P i
New York Times (Daily) mm Avg. Hours+Minutes/day with All e el Dadly o . 166 Local Daity
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USA Today (Daily) mm (sunday) (Daily+Sunday) i (Sunday) (DailysSunday)

12.7 | 130
New York Times (sunday)  ECYAI ST : 22 -

‘Wall Street Journal (Daily) 94 300 > NeRERCinCS
34 agazines
Local Daib Local Daily
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Avg. Week Ad-Supported All Print Media (Persons & % Reach): Adults 18 or older Avg. Day Ad-Supported Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Direct Ml Advertising fexclding Catalogs) e TR/ PO
Local Daly Newspaperl) (DailsSunday) . s £ T/
tocal Daily Newspaper(s) (Dally T T 1

Local Daily Newspaper(s) (Sunday) Wall Street Journal  New York Times Wall Street Journal
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110
New York Times New York Times
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160 Direct Mail 166

New York Times (Daily+Sunday)
New York Times (Daily)

USA Today (Daily)

Avg. Hours+Minutes/day with Ad- :":‘;‘,g i AT
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Al Local Weekly Newspapers m 22249!66 who purchased SNACK FOODS CINCINNATI m (Daily+Sunday) USA Today (Daily) | Mewspaper(s) (Daily Magazines (Daily+Sunday) USAToday (Daily] Newspaper(s) (Daily Magazines
18 g In the past T days i 135 118 87 74 140 122 8.9 71
oo P 8% % '
= who purchased SNACK FOODS in the past 7 days m CINCINNATI ® who purchased SNACK FOODS in the past 7 days B CINCINNATI
CINCINNATI DMA Scarborough R1 2025: Feb24-Feb25 Qual intab 1,446 ® Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved. soeﬁ_al for Anything _

Food products household used past 7 days (HHLD): Pretzels, chips, popcorn



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

Local Daily Newspaper(s) (Sunday)
Books

New York Times (Daily+Sunday)

Mew York Times (Sunday)

New York Times (Daily)

Wall Street Journal (Daily)

Magazines

All Local Weekly Newspapers

Catalogs

USA Today (Daily)

[

= who purchased SNACK FOODS in the past 7 days

285,237 or 23.3% of Adults 18 or older who purchased SNACK FOODS in the past 7 days read Local
Daily Newspaper(s) (Daily+Sunday) for an average of 9.1 minutes every day representing 32.2% of all
time spent daily with All forms of Print Media.

Avg. Hours+Minutes/day with All
Print Media: Adults 18 or older

who purchased SNACK FOODS in

the past 7 days

'WEST PALM BEACH

B WEST PALM BEACH

1.5%

New York Times
(Sunday)
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New York Times
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Local Daily
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Wall Street Journal
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New York
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Direct Mail
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New York Times
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(Daily Magazines
80 15

Direct Mail
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New York Times N (excluding 36
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108 £ 7 Al

= who purchased SNACK FOODS in the past 7 days

® WEST PALM BEACH

Avg. Week Ad-Supported All Print Media (Persons & % Reach): Adults 18 or older Avg. Day Ad-Supported Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Direct Mail Advertising (excluding Catalogs)
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New York Times (Sunday)

New York Times (Daily)

Wall Street Journal (Daily)
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All Local Weekly Newspapers
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USA Today (Daily)
Books
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Local Daily
Newspaper(s)
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109

New York Times
(Sunday)
129

Wall Street Journal
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98

Local Daily

Newspaper(s) (Daily

82

New York Times
(Daily)
82
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Newspaper(s)
(Daity+Sunday)
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Magazines
76

Direct Mail
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(excluding Catal
74

New York Times
(Sunday)
135
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124

USA Today (Daily)
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New York Times
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Food products household used past 7 days (HHLD): Pretzels, chips, popcorn

® who purchased SNACK FOODS in the past 7 days

B WEST PALM BEACH
* Share of Everything

soefa.ai "



“Advertising Actions"

P18+ who purchased SNACK FOODS in the past 7 days (Shopped/Visited/Bought past
3mos Due to Ads on %)

Social Media 01.504.538

Websites
Direct Mail
Broadcast, Cable, & Sat TV
e ———————
Local AM/FM Radio
LocalBroadcast TV
Cable TV Networks [BRaoite r iy lloe Losal
Video Streaming Services Erfintes Enihas
Podcasts ey
Newspapers growm

USA

Audio Streaming Services gHETYT 10.8%

Billboards

28,530,480 10.8%
® P18+ who purchased SNACK FOODS in the past 7 days (Shopped/Visited/Bought past 3mos Due to Ads on %)
W P18+ USA AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)

USA DMA ScarboroughR22025:Feb24-Jul25 Qualintab: 16262 L4
All Graphs and soefa.ai Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved. soe a,al for Anything =
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Social Media

Websites
Direct Mail

Broadcast, Cable, & Sat TV

"Advertising Actions”

P18+ who purchased SNACK FOODS in the past 7 days (Shopped/Visited/Bought past
3mos Due to Ads on %)

1,417,025 36.4%

1,289,583 33.2%

977,468

840,766

Local AM/FM Radio

547,689 14.1%

Local Broadcast TV

Cable TV Networks

Video Streaming Services
Podcasts

Newspapers

Billboards

Audio Streaming Services

544,164 14.0%

494,265 12.7%

529,162 13.6%

491,587 11.1%
goe e s MINNEAPOLIS-ST. PAUL

288,669 7.4%
m P18+ who purchased SNACK FOODS in the past 7 days (Shopped/Visited/Bought past 3mos Due to Ads on %)
B P18+ MINNEAPOLIS-ST. PAUL AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)

y
S
)

MINNEAPOLIS-ST.PAUL DMA Scarborough R22025:Aug24-Jul25 Qualintab: 1452 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2025Hubbard Broadcasting, Inc. LLC. All rights reserved. Soe a = al for Anything ©
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Social Media

Websites
Direct Mail

Broadcast, Cable, & Sat TV

"Advertising Actions"”

P18+ who purchased SNACK FOODS in the past 7 days (Shopped/Visited/Bought past
3mos Due to Ads on %)

839,590 33.5%
785,707 31.3%
652,349 26.0%

503,556

Local AM/FM Radio

357,489 14.2% |

Local Broadcast TV

Cable TV Networks

Video Streaming Services
Newspapers

Podcasts

Billboards

Audio Streaming Services

ST.LOUIS DMA ScarboroughR12025:Feb24-Feb25 Qualintab: 1475

238,415 . 9.5%

m P18+ who purchased SNACK FOODS in the past 7 days (Shopped/Visited/Bought past 3mos Due to Ads on %)
W P18+ ST, LOUIS AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)

* Share of Everything
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Social Media

Websites
Direct Mail

Broadcast, Cable, & Sat TV

"Advertising Actions"

P18+ who purchased SNACK FOODS in the past 7 days (Shopped/Visited/Bought past
3mos Due to Ads on %)

778,487 40.5%
673,674 35.0%
568,270 29.5%

452,171 23.5%

Local AM/FM Radio

o
2

345,475 1

Local Broadcast TV

Cable TV Networks

Video Streaming Services
Podcasts

Newspapers

Billboards

Audio Streaming Services

273,248 14.2%

CINCINNATI

m P18+ who purchased SNACK FOODS in the past 7 days (Shopped/Visited/Bought past 3mos Due to Ads on %)
W P18+ CINCINNATI AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)

CINCINNAT! DMA  Scarborough R12025:Feb24-Feb25 Qualintab: 1446 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved. Soe a.al for Anything

Food products household used past 7 days (HHLD): Pretzels, chips, popcorn



Social Media

Websites

Direct Mail

Broadcast, Cable, & Sat TV
Cable TV Networks

Local Broadcast TV

Video Streaming Services

"Advertising Actions”

P18+ who purchased SNACK FOODS in the past 7 days (Shopped/Visited/Bought past
3mos Due to Ads on %)

734,380 38.4%

689,187 36.0%

577,416

477,189 25.0%

346, 953 18.1%
323 394 16.9%
275 376 14.4%

Local AM/FM Radio

255,979 13.4%

Newspapers
Podcasts
Audio Streaming Services

Billboards

245,799

195,778

S = WEST PALM BEACH-BOCA RATON

152,117

m P18+ who purchased SNACK FOODS in the past 7 days (Shopped/Visited/Bought past 3mos Due to Ads on %)
W P18+ WEST PALM BEACH-BOCA RATON AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
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