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Demographic Profile
(No Base, Population Weighted)

Median Household Income: The median household income of the target (and base if
provided)

The median household income of individuals who watched the 2017 Super Bowl at home is $88,445.

Median Age: The median age of the target (and base if provided)

The median age of individuals who watched the 2017 Super Bow! at home is 51 (rounded down from
51.4 years).

Vertical % (Percents on General Statistics, Bar, Column and Pie Charts): The percent of the
target that meets the demographic criteria

Of adults 18+ who watched the 2017 Super Bow! at home, 61% are married.
Of adults 18+ who watched the 2017 Super Bow! at home, 37% graduated college or more.
Of adults 18+ who watched the 2017 Super Bowl! at home, 10% are Hispanic.

Demographic Profile
| Base Name Sample Weighted (000) Percentage
All Adults 24138 242,486 100% WATCHED AT HOME (NFL SUPER BOWL 2017 (FOX)) 6590 68312 2817%
General Statistics Education Ethnicity
@ Median Household Income 388,445 o
@ Median Age 28% 28%
@ Employed {Full or Part-Time) 64% .
@ Married
6.0%

@ Children in Household 31% -

o . e
@ Homeowners 75% Less Than HighSchool  High School Graduate Some College Grad College or More © Hispanic @ Non-Hispanic

Race Income
100,000 OR MORE 4%
e $75000-539.359 |  15%
" 550,000 - §74.999 %
128% ’

$40,000- 529,599 NEEG_—_ 6.4%

$30000-539550 EEG— © 6%

520,000-529.999 |G .6%

784%
Less than $20,000 67%
@ White @ African-American Asian @ Other
o 25% 5% 75% W% mSw s USs W% asw  Z%  ZS% W% ®S% 3% ;Sk % ase as% 5w
Age Gender
2%
21%
19%
16%
14% 5
= -
18-24 -34 35-4 4558 55.64 65+ 9iMae’ @ Female
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Segmentation (Pie Chart)

(No Base, Population Weighted)

Pie Chart Vertical %: The percent of the target that falls into that specific segment
Of adults who watched the 2017 Super Bowl! at home, 24% of them are considered Image Shapers.

Health And Well Being Segmentation

Base Name Sample Weighted (000) Percentage

24138 242436

Sample

Weighted (000) Percentage

\iNATCHED AT HOME (NFL SUPER BOWL 2017 (FOX)) 6,590 68312 28.17%

Bt Heaith And Well Being v

Health And Well Being

13.6%

@ The Invincibles
Generally unconcerned about their health, they eat what they want and rarely get sick. They are younger and lead busy lives - they rely on fast
food on the run and shun preventative health care measures.

@ Weight Reformers

Constantly struggling with healthy food choices to improve their diet and their health. They are always quick to try  new diet or weight-loss plan in
their struggle to break bad food habits and are often trying to exercise more.

Rely on doctors and modern medicine as well as practicing 3 healthy lifestyle. They are older, and take an active role in managing their health,
seeking out health information as well as purchasing fresh and natural ingredients.

® He

Committed to exercise, organic foods, and healthy choices while shopping and eating, which help them to stay healthy. They are active in their
personal health management, trust holistic medicine, and like to cook nutritious meals.

Image Shapers

Loorm i€ans being healthy; they embrace convenience in their healthy choices. They are brand-loyal, tend to be vegetarians, and like
healthy pre-cooked and fast food options.

Source: Simmons Research LLC, Winter 2018 Simmons Connect
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Segmentation (Bar Chart)
(No Base, Population Weighted)

Bar Chart Index: The likelihood of the target to fall into the specific segment

Adults who watched the 2017 Super Bowl at home are 20% more likely to be Invincibles than all
adults.

Adults who watched the 2017 Super Bow! at home are 27% less likely to be Image Shapers than all
adults.

Health And Well Being Segmentation

Base Name Sample  Weighted (000) Percentage Sample  Weighted(000) Percentage

\»\H Adults 24138 242436 100% WATCHED AT HOME (NFL SUPER BOWL 2017 (FOX)) 6,590 68312

Bar [ Health And Well Being v ]

- T
Generayunconcerned about their health, they eat what they want and rarely get sick. They are younger and lead busy lives - they rely on fast

food on the run and shun preventative health care measures.

@ Weight Reformers
Constantly struggling with healthy food choices to improve their diet and their health. They are always quick to try a new diet or weight-loss planin
their struggle to break bad food habits and are often trying to exercise more.

Rely on doctors and modern medicine as well as practicing a healthy lifestyle. They are older, and take an active role in managing their health,
a seeking out health information as well as purchasing fresh and natural ingredients.

Index
E

Committed to exercise, organic foods, and healthy choices while shopping and eating, which help them to stay healthy. They are active in their
personal health management, trust holistic medicine, and like to cook nutritious meals.

@ Image Shape!

Looking good means being healthy; they embrace convenience in their healthy choices. They are brand-loyal, tend to be vegetarians, and like
healthy pre-cooked and fast food options.

Source: Simmons Research LLC, Winter 2018 Simmons Connect
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Time Spent Composition: Last 7 Days by percent
(No Base, Population Weighted)

Percent of Stacked Bar: Percentage of the target that used the corresponding device for the
time interval indicated (only includes users of that device)

Among Male 21-49 digital tablet users, 20% have spent 1-4 hours on their digital tablet in the last 7
days.

Average Weekly Time Spent: Amount of hours and minutes spent in a given week on the
specified device

In an average week, Male 21-49 digital tablet users are spending 6 hours and 50 minutes on their
digital tablet.

Time Spent Composition: Last 7 Days

4,168 57,400 23.67%

@ Show Value:

@ 20+ Hours
@ QSQH

[ B —4Haus
Under 1 Hour

E-Resder Game Con Magazines Mobile Phone Newspapers PCatHome PCatWork Racio Tanler Television treaming Medi
43 100 : 860

* Indicates a cell count from 31 to 60. Projections may be unstable, use with caution.
**ndicates a cell count below 31. Projections are likely unstable, use with caution.

Source: Simmons Research LLC, Winter 2018 Simmon: s Connect
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Time Spent Composition: Last 7 Days by Index
(No Base, Population Weighted)

Index of Stacked Bar: The likelihood of the target that used the corresponding device for the
time interval indicated (only includes users of that device) relative to the base, for the time
frame specified

Males 21-49 are 17% more likely than the average adult to have spent under 1 hour on their tablet in
the last 7 days

Time Spent Composition: Last 7 Days

Base Name Sample Weighted (000) Percentage

24138 242436 100%

\Me\e 2149 4,168 57,400 23.67%
m [¢) Show Values on Chart

10
@ 40- Hours
207 137 @ 2039 Hours
5-19 Hours
] @ ' 4Hours
Under 1 Hour
214 120
E]

e T

0

=) M = @ 8

PCatWork Radio Tablet Television Streaming Media

E-Reader Game Console Magazines Mobile Phone Newspapers PC atHome
&3 650 1304 860

736 949 43 1431 304 1007 331

* Indicates & cell count from 31 to 60. Projections may be unstable, use with caution.
**Indicates a cell count below 31. Projections are likely unstable, use with caution.

Source: Simmons Research LLC, Winter 2018 Simmons Connect
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Reach by Percent: 1 Day, 7 Days, and 30 days
(No Base, Population Weighted- Example for 1 day)

Column Chart Percent: Percentage of the target who used the corresponding device in the

specified time frame
80% of Males 21-49 have used a mobile phone on an average day [average week for 7 days and

average month for 30 days].

Sample  Weighted (000) Percentage

Reach By Percent: One Day

Sample  Weighted (000) ~Percentage b

= ) o=

20%
72%
g 4%
& 4%
£ 30%
5 s 4%
-3
25% 26%
2%
9.0% o
18%
o —
& (m o ©

=) M B a8

Mabile Phone Newspapers PCat Home PCatWork Radio

Tablet Telavision Streaming Media

Source: Simmons Research LLC, Winter 2018 Simmons Connect
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Reach by Index: 1Day, 7 Days, 30 Days
(No Base, Population Weighted- Example for 1 Day)

Column Chart Index: The likelihood of the target to use the corresponding device relative to
the base, for the time frame specified

Males 21- 49 are 32% more likely to use a PC at Work on an average day [average week for 7-days,
average month for 30-days] than all adults.

Males 21-49 are 3% less likely to listen to the radio on an average day than all adults.

Reach By Index: One Day

Base Name Sample Weighted (000) - Percentage [

All Adults 24138 242486 100% )

[Orecay

ndex

sole Magazines Mobie Phone Newspapers PCatHome PC atWork Radio Tablet Telavision Streaming Media

Source: Simmons Research LLC, Winter 2018 Simmons Connect
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Incremental Reach Across Platforms
(No Base, Population Weighted)

Vertical %: Percent of the target reached by the corresponding media channel within an
average week

Horizontal Axis: Average time spent in hours with the corresponding media channel in an
average week, among users of that medium

Incremental Reach: Incremental reach gained when adding a media channel to the mix; this is
the total reach of the channel minus the channel(s) before it

Total Reach: This is calculated by “OR"ing the media channel specified with the combination of
those above it

97% of Starbucks customers have used their TV in an average week.

1.5% of Starbucks customers have used streaming media and did not use their TV (unduplicated
reach gained when streaming media is added to TV).

[Alternative way to read unduplicated reach] There is an additional unduplicated reach opportunity
of 0.63% of Starbucks customers that have used newspaper beyond TV and streaming media.

Incremental Reach Across Platforms

Reach {% of target}

™

L] Stream Media
Mobile Phone

2e

Newspapers

°
Radio b Magazines
PCat Home

PC at Home

L]
- Stream Media °
PC at Work

Magazines
Tablet.

Newspapers

ERggder

Time Spent in Hours {Average Week)

Source: Simmons Research LLC, Winter 2018 Simmons Connect
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Digital Activity Profile
(No Base, Population Weighted)

Internet Location Accessed Most Often (by Index): The likelihood of the target to access the
internet at the corresponding location most often relative to the base

Starbucks customers are 58% more likely to access the Internet most often at restaurants than all
adults.

Internet at Home -Usage Access (by Index): The likelihood of the target to access the
internet at home via the specified device relative to the base

Starbucks customers are 19% more likely than all adults to access Internet at home using their cell
phone or tablet.

Mobile Segment Composition (by Vertical %): Percent of the target which falls into each
segment

317% of Starbucks customers are Social Connectors.

Smartphone Activity Index: The likelihood of the target to participate in the specified
smartphone activity in relation to the base, among those that used their smartphone for any of
the specified activities in the last 7 days

Starbucks customers are 6% more likely than the average smartphone user to have used IM/Chat in

the last 7 days.
Starbucks customers are 11% less likely than the average smartphone user to have used email in the
last 7 days.
Digital Activity Profile

4175 42043 17.34%

All Aduits 24138 242426 \STARBUCKS (FAST FOOD RESTAURANTS - VISIT ANY)

b 4

Internet Location Access Most Often Internet at Home: Usage Access Mobile Segment Composition

3 s l @ Basic Planners
School 174 0
"] ‘ S
(] ® Mobile Professionals
Mobirati
Restaurants
HOf P ;
Television Computer Cellphone or Tablet © Pragmatic Adopters

Airports 153 158 121 @

@ Social Connectors

® Do Not Own Cell Phone

B X

ﬁ Hotels 149
Smartphone Activity Index
Q Work 138 B
12
o 102 Q 0 101 101 107 104 105 100
0 i
m Library 127
0
ﬁ:ﬁ Home 108 E _ | I 2 A
428 )
0 o & ¢ 2 H B « B % Q@ O O
Camera Downlozd App E-ma GPS IM/Chat Listen to Music Message Play Games Read Media Social Network Talk Video Visit Websites

SIMMONS Simmons Insights: How to Interpret Quick Reports| Page 10




Media Activity Across Platforms by Percent
(Base, Population Weighted)

Column Chart Percent: Percentage of the target who have done the corresponding activity in
any device in the last 7 days

77% of Starbucks social media users accessed social media on their smartphone device in the last 7
days

Media Activity Across Platform: Last 7 Days

Sample Weighted (000)  Percentage fargetName Sample: Weighted (000)  Percentage

17,165 175593 T241% STARBUCKS (FAST FOOD RESTAURANTS - VISIT ANY) 3564 36,576 20.83%

Social Network/Blog -4 } @

. )

0%

)
8
)=} 47%
c
&
5
S %
33%
24%
2%
10% 8.0%
e ————
| )
=) 8 e} g O
Game Console PCatHome PCatWork Smartphone Streaming Media Tablet Television

Source: Simmons Research LLC, Winter 2018 Simmons Connect
Camers, Email, Listen to Music, Talk, Messaging and Video excludes activity behaviors from i0S8 devices and greater.
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Media Activity Across Platforms by Index
(Base, Population Weighted)

Index Column Chart: The likelihood of the target to perform the selected activity on the
corresponding device relative to the base, among users that have participated in the selected
activity on any measured device

Among adults that have visited social media on any device, Starbucks customers are 37% more likely
to have visited social media on their PC at Work than the average adult that has visited social media
in the last 7 days

Among adults that have visited social media on any device in the last 7 days, Starbucks customers
are 26% less likely to have visited social media on their game console than the average adult that has
visited a social media in the last 7 days

Media Activity Across Platform: Last 7 Days

Sample  Weighted(000) Percentoge | Weighted (000) Percentage

\So:\a\ Network/Blog Users 17,165 175,593 241%

Social Neswork/Blog

=) g a .

Game Console PCat Home PCatWork Smartphone Streaming Media Tablet Television

Source: Simmons Research LLC, Winter 2018 Simmons Connect
Camers, Email, Listen to Music, Talk, Messaging and Video excludes activity behaviors from iOS8 devices and greater.
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Media Platforms Across Activities by Percent

(Base, Population Weighted)

Column Chart Percent: Percentage of the target who have done any activity on the

corresponding device in the last 7 days

77% of Starbucks smartphone users have accessed social media on their smartphone device in the

last 7 days

Media Platform Across Activity: Last 7 Days

Sample  Weighted(000) Percentage |

Smartphone Activities 17537 180,887

Sample Weighted (000) Percentage b

3574 36728

Smartphone

0%

0%

Percentage

s

2%

2%
58% 58%
54%
45%
I "%
B R

¢ 2 O e

Camera Download App EMai GPS IM/Chat Listen to Music Play Games

81%

%

38%

E ¢ Q @ B 8

Read Newspapers Social Network/Blog Talk TextPicture/Video Visit Websites Watch
Message Dowinloaded/Streamed

Source: Simmons Research LLC, Winter 2018 Simmons Connect
Camers, Email, Listen to Music, Talk, Messaging and Video excludes activity benaviors from iOS8 devices and greater.
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Media Platforms Across Activities by Index
(Base, Population Weighted)

Index Column Chart: The likelihood of the target to have used a selected platform to perform
any activity relative to the base, among users that have participated in any activity on the
selected device

Among adults that have done any activity on their smartphone, Starbucks customers are 12% more
likely to have used GPS on their smartphone than the average adult in the last 7 days

Among adults that have done any activity on their smartphone, Starbucks are 11% less likely to have
used email on their smartphone than the average adult in the last 7 days

Media Platform Across Activity: Last 7 Days
Sample Weighted (000) Percentage : g |
Smartphone Activities 17,537 180,887 746% STARBUCKS (FAST FOOD RESTAURANTS - VISIT ANY) 3574 36,728 203%
(e ] a

Index

E & @ 2 O e % @ [

Camera Download App EMai aps IMiChat Listen to Music Piay Games ReadNewspapers  Social Network/Blog Tak TextPicturelVideo Visit Websites Watch
Message DownloadedStreamed

Source: Simmons Research LLC, Winter 2018 Simmons Connect
Camers, Email, Listen to Music, Talk Messaging and Video excludes activity behaviors from i0S8 devices and greater.
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Simultaneous Usage: While Watching TV by Percent
(No Base, Population Weighted)

Horizontal Bar Chart: The percent of the target who participates in the specified activity at the
selected frequency while watching TV

11% of Starbucks customers talk often on their mobile phone while watching TV.

Simultaneous Usage: While Watching TV

e —— S el |
Al Aduits 24138 242426 100% STARBUCKS (FAST FOOD RESTAURANTS - VISIT ANY) 4175 42043 17.34%
[O‘m V} @ @
Listen to Radic: 26%
e 6D I >
Read Magazine/Comic: m _ 25%
Telon ot Frone @ | e
Text on Mobile Phone: (a 18%
Visit Websites on Computer: ﬁ P
Yenezs Ao rene ﬁ . ____________________ [}
Watch Videos on Computer: 3.9%
o " 4 < P s L a - % 2 1% 5° 69 1% %
Source: Simmons Research LLC, Winter 2018 Simmons Connect
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Simultaneous Usage: While Watching TV by Index
(No Base, Population Weighted)

Index Bar Chart: The likelihood of the target to have participated in the specified activity
relative to the base

Starbucks customers are 29% more likely than the average adult to very often talk on their mobile
phone while watching TV.

Simultaneous Usage: While Watching TV (@ Cearti]

Sample  Weighted (000) Percentage

42,043

4175

1
e |

ead Magazine/Comic:

T eens @

-~ @ |

e | '
s g Eﬂ —|
e Eﬂ —
e ) —

1
. 0

» 1 ® £l @ n ® 0 " " ) 120 "W 150 "%

Source: Simmons Research LLC, Winter 2018 Simmons Connect

SIMMONS Simmons Insights: How to Interpret Quick Reports| Page 16




Digital Day in the Life by Percent
(No Base, Population Weighted- Example for Smartphone Day in the Life)

Horizontal Stacked Chart Percent: Percentage of the target who used the corresponding
device, among those that used their smartphone for any of the specified activities during the
time frame specified

27% of full-time employed adults who are smartphone users talked on their smartphone between
11AM and 12PM during the week. (During the weekdays: Monday-Friday; During the weekends:
Saturday-Sunday; During any specific day)

Notes:

The Smartphone Day in the Life, Smartphone User base is defined as satisfying 1+ of the
following criteria for smartphone operating system used: Android, iOS, Blackberry or Other

The Mobile Day in the Life, Mobile User base is defined as is defined as satisfying 1+ of the
following criteria for smartphone/tablet operating system used: Android, iOS, Blackberry or
Other

Day InLife

| Smartohone Users

| EMPLOYED FULL OR PART TIME (EMPLOYMENT STATUS) 11,924 130,950 68.55%

Aivesk ] aE

Camera Dowinload Apps L M Listen to Music Social Network Websites

-0 Camera

-+~ Download Apps
Email

- GPS

- M

~#- Listen to Music
Messaging
Play Games

2 & Social Network
Talk

& Video

-+~ Websites

124 1A 2A A 4A SA 6A TA 8A 9A 104 11A 2P P 2P 3P 4P 5P &P b4 8P 9% 10P e

Source: Simmons Research LLC, Winter 2018 Simmons Connect
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Digital Day in the Life by Index
(No Base, Population Weighted- Example for Smartphone Day in the Life)

Horizontal Stacked Chart Index: The likelihood of the target to use the corresponding device
in relation to the base, among those that use their smartphone for any specified activities
during the time frame specified

Full-time employed adults are 7% more likely than all smartphone users to listen to music on their
smartphone between 8-9AM during the week. (During the weekdays: Monday-Friday; During the
weekends: Saturday-Sunday; During any specific day; Monday, Tuesday, etc.)

Hispanics are 4% less likely than all smartphone users to talk on their smartphone between 2-3PM
during the week. (During the weekdays: Monday-Friday, During the weekends: Saturday-Sunday;
During any specific day; Monday, Tuesday, etc.)

Notes:

The Smartphone Day in the Life, Smartphone User base is defined as satisfying 1+ of the
following criteria for smartphone operating system used: Android, iOS, Blackberry or Other

The Mobile Day in the Life, Mobile User base is defined as is defined as satisfying 1+ of the
following criteria for smartphone/tablet operating system used: Android, iOS, Blackberry or

Other
Day In Life ®
e Sample Weighted (000) Percentage Target Name Sample Weighted (000)  Percentage b

\Smart:)h:me Users 18,612 191,023 78.78% ) \EMFLOVED FULL OR PART TIME (EMPLOYWENT STATUS) 11,924 130,930 £8.55%

-# Camera
=+ Download Apps
Email
GPs
- M
& Listen ta Music
Messaging
ﬁ Play Cames
- o o / =4 Social Network
~ Talk
-#- Video
-+~ Websites

1075

Index

Source: Simmons Research LLC, Winter 2018 Simmons Connect

SIMMONS Simmons Insights: How to Interpret Quick Reports| Page 18




Social Media Activity Profile by Percent
(No Base, Population Weighted)

Social Media User (by Percent): Percent of the target defined as a social media user
Respondents must satisfy the following criteria:

Visited Social Media/Networking Websites? Yes

61% of Hispanics are Social Media Users

Social Media Statements -Any Agree (by Percent): Percent of the target that agrees with the
specific statement

34% of Hispanics agree with the following statement, “I talk about things | see on social
sharing/networking websites in face-to-face conversations.”

Social Media Website Visits (by Percent): Among those who indicated a frequency of
visitations, the percent of the target that visited a social media website at the specified
frequency

58% of Hispanics visited social media websites 3+ times a day.

Top Social Media Websites (by Percent): Percent of the target that has visited a specified
social media website in the last 7 days

Websites visited from home PCs shown are the top 5 social media websites measured in
Simmons Connect (websites with samples sizes of 60 or below are omitted)

34% of Hispanics have visited Facebook.com in the last 7 days.

Social Media Consumption by Device (by Percent): Percent of the target that has accessed
social media on a specific digital device in the last 7 days, among those that have accessed any
digital device for social media

76% of Hispanics used their smartphone to access social media in the last 7 days.

Social Media Activity Profilef Hispanics are Social Media Users)

All Adults
Xy
a
Social Media Statements; < | TALK ABOUT THINGS | SEE ON SOCIAL MEDIA/ NETWORKING WEBSITES IN SOCIAL MEDIA WEBSITE VISITS}
AnyAgree 34% FACE-TO-FACE CONVERSATIONS
»
. | WOULD RATHER READ OTHER PEOPLE'S COMMENTS ON SOCIAL MEDIA/
8 8 8 30% NETWORKING WEBSITES THAN POST MY OWN =
g 5 | PAY ATTENTION TO RATINGS AND REVIEWS POSTED ONLINE BY OTHER
30% CONSUMERS s 21.9%
9.9% i
3.8% 6.1% ” ‘
o —
Less than fx aweek 1-3xaweek L6x 3 week 1-2ta day 3+xaday

SOCIAL MEDIA WEBSITES: LAST 7 DAYS OF TOP 5 WEBSITES Social Media Consumption by Device (Last 7 Days)

0O B O 0O e

PCatWork

(&

-

Smartphone

PC &t Home Tablet Television Game Console

Streaming Media

hangouts google.com

woinssgrem o | ¢ 0%

I 9%

76% 30% 21%

15% 12%

9.7% 3.1%

SIMMONS
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Social Media Activity Profile by Index
(No Base, Population Weighted)

Social Media Statements -Any Agree (by Index): The likelihood of the target to agree with
the specified social media statement relative to the base

Hispanics are 25% more likely than all adults to agree with the following statement, “I am more likely
to watch a TV show or TV network that actively participates on social media/networking websites.”

Social Media Website Visits (by Index): The likelihood of the target to visit a social media
website in the specified frequency, relative to the base

Hispanics are 9% more likely to visit social media websites 3+ times a day than all adults.

Hispanics are 21% less likely to visit social media websites 1-3 times a week than all adults.

Top Social Media Websites (by Index): The likelihood of the target to visit a specified social
media website among those that visit social media sites often

Websites visited from home PCs shown are top 5 social media websites measured in Simmons
Connect (websites with samples sizes of 60 or below are omitted)

Females are 19% less likely than the average adult to have visited hangouts.google.com in the last 7
days.

Social Media Consumption by Device (by Index): The likelihood of the target to have
accessed social media in relation to the base, among those that used any digital device for
social media in the last 7 days

Hispanics are 13% less likely to access social media on their PC at work than all adults that have
used any device for social media.

Hispanics are 20% more likely to access social media on their streaming media device than all adults
that have used any device for social media.

Social Media Activity Profile (61% of Hispanics are Social Media Users)

(® e
Social Media Statements: | AM MORE LIKELY TO WATCH A TV SHOW OR TV NETWORK THAT ACTIVED SOCIAL MEDIA WEBSITE VISITS$
Any Agree 1 PARTICIPATES ON SOCIAL MEDIA/ NETWORKING WEBSITES
| AM MORE LIKELY TO PURCHAGE PRODUCTS | SEE ADVERTISED ON A SOCIAL

8 8 8 122 MEDIA/ NETWORKING WEBSITE

g | TRUST PRODUCT INFORMATION THAT | GET FROM SOCIAL

113 MEDIA/NETWORKING WEBSITES MORE THAN OTHER SOURCES
SOCIAL MEDIA WEBSITES: LAST 7 DAYS OF TOP 5 WEBSITES
spale.cor | 357 Q
e I s
en Smartphone BC &t Home Tablet Television Game Console
I
100 78 72 129 141
<cor N 72
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Channel Category by Percentage: 7 Days and 30 Days
(No Base, Population Weighted- Example for 7 Days)

Horizontal Bar Chart: Percentage of the target who visited the corresponding category by
device in the specified time frame

52% of Hispanics have visited the Computers and Internet category on their mobile device
(smartphone/tablets) in the last 7 days.

Table Chart by Percent: Percentage of the target who visited the corresponding website by
device in the specified time frame

39% of Hispanics have visited Google.com on their mobile device in the last 7 days.

Table Chart by Index: The likelihood of the target to have visited the corresponding website,
relative to the base

Hispanics are 24% less likely than the average adult to have visited Facebook.com on their mobile
device (smartphone/tablets) in the last 7 days.

Channel Category by Percentage: 7 Days

24138 242436

L——
~~~~~~~~~~~~ am T
a [ T,
3% [ |
3% e
Website Percent  Index

ww.facebook.com 34 e
utube.c 72

N ax T S
2 o T S ;
22 66
= o S
13 69
o N by
3 » 3 © s P 10 56 bs  1s0

mail.yahoo.com 10 67

www.yahoo.com 9.9 72

hangouts.googie.com 9.3 81

* Indicates a cell count from 31 to 60. Projections may be unstable, use with caution.

**Indicates a cell count below 31. Projections are likely unstable, use with caution, Source: Simmons Research LLC, Winter 2018 Simmons Connect
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Website Visitation: 7 Days and 30 Days
(No Base, Population Weighted- Example for 7 Days)

Table Chart by Percent: Percentage of the target who visited the corresponding website by
device in the specified time frame

26% of Hispanics have visited YouTube.com on their PC at Home in the last 7 days.

Table Chart by Index: The likelihood of the target to have visited the corresponding website,
relative to the base

Hispanics are 22% more likely than the average adult to have visited Pandora.com on their PC at
home in the last 7 days.

Hispanics are 40% less likely than the average adult to have visited Pandora.com on their mobile
device (smartphone/tablet) in the last 7 days.

Website Visitation by Percentage: 7 Days
Bt Name: Sample  Weighted (000) Percentage [ Sample  Weighted(000) Percentage )
All Aduits 24138 242,436 100% Hispanics 6442 38988 16.08%

[—-_l [Tca)-s v ]
=) @
PC Websites Mobile Websites
o —
: E’ Entertainment 2 o7 * 5 Computers and Internet 80 25%
& wenyoutuoecom L @ \w| Entertainment 82 23%
[Z  wwwinstagram.com 65 8.0% @ www.pandora.com 6%
lT" et g 2 ]:‘1 www.instagram.com 160 3.7%
(@ wwimeocom # o (& wwwyoube.com 49 35%
[ wneemcom 0 30 (B wwwifed.com 141 22%
{  Wwwpandara.com s [ wwwespn.com 54 22%
LG hpwildgames.com 10, <Ak J f@®  abclocal.go.com 86 22% J
* Indicates & cell count from 31 to 60. Projections may be unstable, use with caution.
**Indicates a cell count below 31. Projections are likely unstable, use with caution Source: Simmons Research LLC, Winter 2018 Simmons Connect
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