Fallbrook Community Overview

Methodology

In this Population Overview, we’ll understand the similarities and differences in

two adult populations for the purpose of creating a snapshot of their media and

engagement behaviors. Graphics are provided to give a visual picture. Grey
bars indicate that the 18+ adults are "less likely," light blue indicates "equally
likely" and medium blue signifies "more likely" than the comparison population.

The green vertical bar demarcates the percentage for the comparison population

(San Diego DMA 18+ adults are the comparison population).

Fallbrook Community 18+ Adults vs. San Diego DMA 18+ Adults

Activities

Activities Past 12 Months Grilling - Outdoor Cooking | 59.0%
Gardening (Flowers Or V... | S 5%

Lawn Care
Swimming

Bicycling

Volunteer Work
Arts & Crafts
Jogging - Running
Camping

Hiking - Backpacking
Photography

Yoga - Pilates

[

% of the
Fallbrook

Community adult

population

Fishing Relative indicator
Bowling 13.0%| of the % of the San
Diego DMA adult
population

Interpretation of Visualization

55.1% of the Fallbrook Zip Codes population, and 48.8% of the San Diego DMA population, answered Gardening
(Flowers Or Vegetables), to the question Activities past 12 months.

The size of the Fallbrook Zip Codes population answering this question is approximately 23,169 and is 13% more
likely than the San Diego DMA population to agree with this statement (Index: 113).

Less Likely Equally Likely More Likely

-
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Lifestyles and Behaviors Fallbrook Community Overview

Lifestyle and Health Behaviors

Lifestyle

The Fallbrook Community and San Diego DMA are outdoor people with grilling, gardening, lawn care,
and swimming as their favorite activities. Gardening especially rates high with the Fallorook Community
perhaps because so many of them live in a single family home and have outdoor space. The San Diego
DMA has more joggers and runners again showing that they have a younger population.

Activities Past 12 Months Grilling - Outdoor Cooking | 59.0%
Gardening (Flowers Or V... | S 5515

Lawn Care 1 38.3%
Swimming 1 d8.1%
Bicycling 0 1.4%
Volunteer Work 0 29.6%

Arts & Crafts P 26.8%

Jogging - Running 26.8% |

Camping P d1a%

Hiking - Backpacking 20.1*

Photography 18.#%

Yoga - Pilates D 16.3%

Fishing P h33%

Bowling 13.1%|

Exercise

Only 18.3% of the Fallbrook Community did not say they exercised at all in the last week. 23.2% exercised
the recommended 5+ times/week. Health club or gym memberships is at 18.3%. When they exercise, it's
walking, running, swimming and weight training. The San Diego DMA is similar in sport activities.

Sports played (participated in) every chance | get Days Exercised in the last week

Fitness Walking/Exercise.. | 16.5% 0 Days 18.3%
Jogging/Running 7% 4Days I 3%
Swimming — % 2 Days — I

Weight Training e b.4% 3 Days 13#%
Use Ca.rdlo Machine 1 h.s% 5 Days — 13.1%
Aerobics 3.4%

Bicycling - Stationary 1.0% 1Day —— 10'1%
Camping Trips (Overnight) 3.0% 6 Days - 5.9%
Backpacking/Hiking =2_9% 7 Days a|2%

Bicycling - Mountain/Road IZ.Q%

In both adult populations, around 57.2% responded that there’s “no barrier at all” to exercise, due
to a medical condition. A majority of the population has “somewhat of a barrier” when it comes to
sabotaging themselves by finding excuses to get out of exercising

. Somewhat Of A . Very Significant .
Not A Barrier At All Barrier Strong Barrier Barrier Very Small Barrier
| Have A Medical Condition Which Prevents Me From Exer.. _l57.2% - 18.1% .8‘1% |4.0% . 11.2%
It's Easier To Find Excuses Not To Exercise Than To Go Out..7, -28.2% - 33.0% - 14.8% |10.5% -|12.3%
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Lifestyles and Behaviors Fallbrook Community Overview

Lifestyle and Health Behaviors

Alcohol and Smoking

Smoking is a small percentage of the population. Around 5.3% smoke and 41.3% - 43.5% drank alcohol
in the last 30 days. However frequency is a little higher for Fallbrook with 14.1% drinking 3 or more times
a week versus 10.1% of the San Diego DMA.

Currently Smoke Or Use Any  Yes, | Smoke Cigarettes | 5.3%

Tobacco Products On A Yes, | Use Electronic Ciga.. b.7%
Regular Basis Yes, | Smoke Cigars lo.3%
No. Of Packs Of Cigarettes Less Than 1 Pack . 2.1%
Smoked Past 7 Days 1 To 4 Packs Nl1.1%
5 To 8 Packs J 1.6%

Alcoholic Beverages - Drink L..  Yes e 41B%
Types Of Alcoholic Beverages  Beer _ 26.8%
Drank Past 7 Days Wine I I 26.5%

Liquor (Spirits) — 19.0%

Hard Cider - 3.5%

Wine Coolers (Bartles & J.. |0.8%
Wine - How Often Usually Never 34.3%|
Drink Less Than Once AMonth 21|2%

3 Times A Week Or More — 14.1%
2To3TimesAMonth [ 13.2%
1To 2 Times A Week _ 10.8%

Once A Month 52%
Diet
45.2% of the Fallbrook Community believe they have an average diet with 30.4% saying that they have a
healthy diet. Average Diet Healthy Diet Unhealthy Diet
How You Evaluate Your Diet At Home In Terms Of Health .. | MR 25.2% I 30.4% 2B.3%

Overall the Fallbrook Community population participating in a nutrition program want to achieve
good health at 40.9%.
For those who are dieting, their reasons are to lose/maintain weight, control blood pressure, cholesterol

and blood glucose levels. The amount of weight to lose is not overwhelming with 10.1% wanting to lose
1-10 Ibs. and 13.2% want to lose 11-30Ibs

Reasons for To Achieve Good Health }10.9%
currently To Lose Weight —31.8%
participating in | Am Not Currently Managing My Diet Or Nutrition 29.9%
nutrition To Maintain Weight P 23.5%
program To Lower/Maintain Cholesterol Levels — 20.3%

To Control Blood Pressure — 17.3%

To Lower/Maintain Blood Glucose Levels _ 10.3%

| Am Lactose Intolerant 5.1%
| Have Food Allergies -|5.0%
Other B.5%
To Gain Weight . 1.6%
Weight Loss 1 To 10 Pounds I 10.1%
goals 11 To 20 Pounds 5.5%
21 To 30 Pounds _ 7.7%
31 To 40 Pounds 2.9%
417To 50 Pounds 2.6%
51 To 100 Pounds .2.2%
101 Pounds Or More |0.5%
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Lifestyles and Behaviors

Fallborook Community Overview

Food

Fast Food Attitudes

The majority of both populations, do not endorse fast food from the perspective of “I prefer fast food to
home cooking,” “Eating fast food helps me stay in my budget” or "Fast Food fits my Busy Lifestyle.”
This is in contrast to the number of times that these populations visit fast food establishments. Over half
of both populations visited fast food 5+ times in the past 30 days.

| Like The Trend Towards Healthier Fast Food
| Think Fast Food Is All Junk

Fast Food Fits My Busy Lifestyle

Eating Fast Food Helps Me Stay In My Budget
| Prefer Fast Food To Home Cooking

Family Restaurants
Fast Food Restaurants

Shopping

Any Agree
Y a7.4%
P ba.2%

P 8%
e3%
[p.o%
1Time 2 Times 3 Times 4 Times
f33%  Bf11s% [ 16.8% 121%
Ml 8.0% ol 7.7% ) 11.0% 10.6%

Any Disagree

6-9 Times

] 125%
| 21.0%

10 Times Or M.. None

6.3% ) 16.4%
ho2% 1) 108%

5 Times

0 9.6%
102%

Weekly food shopping reflects the eating habits of the household. Except for Prepared Foods (Chicken,
Salad Bars, Sandwiches, Etc.) and baby food, both populations shop for fairly similar items.

Coffee
Fresh Meat

Food Products Household
Used Past 7 Days (HHLD)

Packaged Meat (Bacon, ..

Nuts

Ice Cream, Frozen Juice B..
Yogurt (Not Frozen)
Pretzels, Chips, Popcorn
Ready-To-Eat Cereal

|

69.3%
60.6%

53.6%

53.5%

53.5%

1.8%

000 4p.a%

Tortillas 1 26.0%

Candy 1 43.2%

Salsa T 39.5%

Soup (Canned Or Dry Mix) 37.4%

Prepared Foods (Chicken.. 32.39‘

Energy Bars/Nutrition Bars [ 279%

Frozen Pizza ] 1714%

Baby Food 4.9%
Fresh Produce - Fruits-Types ~ Non-Organic 0 658%
Eaten Organic T 27.p%
Fresh Produce - Non-Organic 0 55.%
Vegetables-Types Eaten Organic D 25.2%
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Fallborook Community Overview

Engagement and Media

Engagement

Health Information Gathering

Both populations are again similar when it comes to the *first place | ook for info- health.” They look to
the internet overwhelmingly at close to 42%. Both populations gather health information mostly from
their doctors, but also utilize websites, and less so with newsletters. 37.3% and 39.5% of the San Diego
DMA population “Trust The Opinions Of My Family And Friends About Health Related Issues”.

The web is not a place to discuss health concerns, for both populations, slightly under 15% of both
populations are “More Comfortable Talking About Health And Wellness Concerns Online Than Face-To-
Face”

Concerning health, while the internet is used as a resource for information, it is not considered the
method to confirm a diagnosis.

First Place | Internet
Look For Info - TV
Health Friends
Family
Newspapers
Do Not Look For Information On This Topic
Magazines
Blogs
Radio
Healthcare Inf.. | Trust The Opinions Of My Family And Friends About Hea..

—|41-1%
FO 95%
4.p%
3%
31%
|2.2%
0.7%
0.6%
b.6%

Information | Gather Health Information From My Doctor I 45.6%
Gathering | Gather Health Information From Websites ] #5.5%

| Gather Health Information From Newsletters ] ]19‘3%

| Gather Health Information From The Library ] 11.2%

Any Agree Any Disagree

Healthcare ~ More Likely To Visit A Health Website That Was Recomme.. e 4#.2% _ 17.5%
Information  Online Videos Help Me Understand Complicated Subjects — 35.4% ] 12.7%
Attitudes More Comfortable Talking About Health And Wellness Co.. 1*.3% . }17.8%

The doctor is the healthcare source that both populations value “very much.” Similarly, they are likely to
value “very much” pharmacists, nurses/physician assistants, medication packaging and health
information websites. Friends/family are regarded as “somewhat” influential but not the authority.

It's also instructive to look at what healthcare sources are valued “not very much.”

Not Very Much Somewhat Very Much

Personal  Doctor Ml 6.5% e 25.4% P b2.9%
valueof  Pharmacists | 23.0% e 42.0% P 3s.2%
healthcare Nurses/Physician Assistants ] 117% | 47.6% | 32.7%
sources Medication Packaging/Labels - 20.5% — 41.4% _|24.1%

Medical Journals 15.9% — 34.9% ] l21.1%

Health Information Websites = 15.5% | 41.8% |28.7%

Government Websites I 24.2% P 303% f3.6%

Health-Related Publications - 19.0% — 41.2% |12.4%

Friends/Family I 25 8% P heo% 111.2%

Search Engine Results -21.9% 42.6% 0.4%

Websites Dedicated To A Particular Health Condition 24.2% =41.8% b.?%

Association/Non-Profit Websites = 24.0% _ 35.2% - 9.0%

Alternative/Holistic Medical Practitioners — 34.3% _33.2% -|7‘9%

Brochures/Pamphlets In Healthcare Professional's Office [N |26,6% — 47.1% - 7.6%

Brochures/Wallboards/Other Information In A Healthcare .. | _:_ p7.8% — 46.9% - 6.7%
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Engagement and Media Fallborook Community Overview

Engagement

Technology and Internet
Both populations are equally likely to have smartphones and laptops.

They slightly are more likely to be an Android user and must be fairly satisfied with their service, since
85% are most likely not to switch carriers.

This population is also more likely to use their phones to access the internet.

Computer/Mobile Devices  Smartphone (1Phone, Gal.. |65
Currently Own Laptop Or Notebook Co.. | 63.5%
Tablet (1Pad, Galaxy Tab, . | 59-5%
Desktop Computer 58.1%
Smartphone - Currently Use ~ Yes o ea
No I . 17.3%
Smartphone - Operating Android 1 380
System (05) i0s 1 35.4%
Other Operating System 2.2%
Windows -IZ.Z%
BlackBerry OS b.s%
Why Check In On Cell Share Location With Oth.. 4.*%
Phone/Smartphone Receive Points/Deals/Re.. 2h%
Other o 2.1%

Recommend Places To Fr.. 2’.0%

Track Personal History/A.. 1.7%

Discovery Of New Locati.. 1 4%
Wireless/Cell Phone Carrier - Yes Bb%
Plan To Switch Next 12 Mon.. No N Y.
Wireless/Cell Phone Carriers  Verizon Wireless I . 40.1%
Currently Use AT&T P 21.1%

P 12.1%

T-Mobile

Other Carrier - 8.5%

Sprint 7|3%

None 2%

Cricket 1.3%

MetroPCS 2[3%

Boost Mobile 1.6%

TracFone |O 7%

Virgin Mobile IO.G%
Wireless/Cell Phone Features _Texting R, Y
Currently Use Data (E-Mail, Internet, E:t... |5 69.2% |

Wireless/Cell Phone Payment Receive Bill Each Month |

Plan Currently Use Prepaid Usage | 13.2%
Wireless/Cell Phone Used To  Yes e 69.2% |

Access Internet No I N 2¢.4%

6
“'IP PopulationCentric Intelligence:!

All contents herein are the proprietary and confidential property of CentraForce, LLC. or its licensors. / ©2017. All rights reserved.



Engagement and Media Fallborook Community Overview

Engagement

TV

The Fallbrook Community watches TV a little longer than the San Diego DMA. 32.6% of the Fallbrook
population watches 2-8+ hours of TV daily. This is compared to 30.3% of the San Diego DMA
population.

Email comes in first as an information source with TV coming in second for the Fallorook Community.
The San Diego DMA population go to their cellphones first. This shows again the age difference in these
two populations.

Time Spent, None 4F%
Watching TV Under 15 Minutes 1.6%
15 Minutes To 30 Minutes i.9%
30 Minutes To Under 1 Hour 412%
1 Hour To Under 2 Hours 9.#%
2 Hours To Under 5 Hours | 13.6%
5 Hours To Under 8 Hours — 9.0%
8 Hours Or More - 3.3%
TV/Cable | Like Television Commercials That Make Me Laugh ] 51.4%
Attitudes | Typically Avoid Watching Television Commercials . 42.0%
Television Is My Main Source Of Entertainment ] *0.1%
| Rely On TV To Keep Me Informed _|39.1%

Nearly All TV Advertising Annoys Me P 36.1%
Whenever Commercials Come On, | Change Channels s 41.5%
| Enjoy Watching Kids' TV Shows With My Children e 19.1%

TV/Cable Cable Networks/Stations ESPN P 290.9%
Stations Watched Past 7 Days Discovery Channel P 28.5%
History P 26.3%
ARE 24.0%
FOX News Channel — 22.1%
HGTV I 10.1%
I

TBS 18.9%
Food Network D hes%
AMC P 18.1%
USA I 6%
Comedy Central — 17.1%
ESPN2 I 16.8%
Cooking Channel I ea2%
National Geographic Cha.. — 15.0%
TCM (Turner Classic Movi.. | N 14.5%
HBO 14.7)%
The Weather Channel — 14.7%
TNT Drama P 14.3%
FX 13.9%
High Importance
Informatio E-Mail 0y 39l0%
nSource Cable Television Network e 33.3%|
Cell/Smartphone 32.0% |
Text Messages 28.0% |
AM/FM Radio T 27.0%
Broadcast Television Networks — 26.1%
Print Newspapers 23.8%
Newspaper Websites | !ZS%
Social Networking Sites 21.8% |
Print Magazines 1 21.0%
Landline Telephone e d0.1%
Satellite Radio P 15.8%
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Engagement and Media Fallborook Community Overview

Engagement

Print

While print does not have the impact that it used to, close to 40% of each of the populations still spend
some time reading newspapers and magazine.
Print Attitudes | Value The Local Paper Because It Covers Local News _ 40.2%

ISpend Less Time Reading Newspapers In Print Because .. | 35.4%
| Spend Less Time Reading Magazines In Print Because Of .. e 34.3*:

| Trust The Information | Read In Newspapers _hS.Q%
| Rely On Newspapers To Keep Me Informed — 21.0%
| Read A Newspaper Most Days — 20.9%
| Often Read Ads In Magazines Just Out Of Curiosity — 19.7%
| Enjoy Reading Ads In Magazines — 16.0%
Most Magazines Are Worth The Money ] |134996
| Rely On Magazines To Keep Me Informed — 12.2%
| Often Visit The Websites Of The Magazines | Read D hos%
Magazines Are My Main Source Of Entertainment ] #.9%
| Cannot Resist Buying Magazines _ 8.8%
Under 15 15 Minutes To 30 Minutes To 1 Hour ToUnder 2 Hours To 5 Hours To 8 Hours Or More None
Minutes 30 Minutes Under 1 Hour 2 Hours Under 5 Hours = Under 8 Hours
Time Reading Magazines I 13.7% D {129 N Bo% B.ow% [1.0% [1.6% Jo.8% . 2%
Spent Reading Newspapers BN osx i 1iew N 8.0% |1.2% 2.8% J1.0% |17% 3.0%

Radio

Half of both populations listen to the radio. Most have it on in the car and about 40% listen every day.

Radio Attitudes When In The Car, | Always Listen To The Radio 0 6%
I Listen To The Radio Every Day T ho.0%
| Listen To The Radio When | Need A Quick News UPDAte 26.2%
I Spend Less Time Listening To Non-Internet Radio Becaus.. [ 2.
| Rely On Radio To Keep Me Informed — 22.9%
Radio Is My Main Source Of Entertainment ] 1]2.0%
Under 15 15 Minutes To 30 Minutes To 1 Hour To Under 2 Hours To 5 Hours To 8 Hours Or More None
Minutes 30 Minutes Under 1 Hour 2 Hours Under 5 Hours  Under 8 Hours
Time Spent  Listening To The Radio J[5.9% P 14.1% 15.1% R f17% $.3% [1.6% 2.1% M 53%

Events Attended

The most popular events for both populations are sports, with theme parks close behind. The Fallbrook
Community enjoy the theater and jazz/blues concerts more tan San Diego DMA population.

Events Any Professional Sports Event ] 44.3%

Attended/ Any Theme Park 0 43.1%|
Places Visited, Zoo 1 34.9%
past 12 months San Diego Zoo T 33.4%

San Diego Padres Baseball Game 31.7%

San Diego County Fair I |!0~6%

Coronado 1 29.3%

Gaslamp Quarter ] 49.3%

Live Theater I . 1.5%
San Diego Zoo Safari Park P 21.8%

Sea World (San Diego) 20.3% |
Disneyland (Anaheim) — 20.1%
Other Museum P 17.8%

Other Musical Concert (Jazz, Blues, Etc.) I 17.0%

Any Paid Ticket Music Concert _|15.0%

- - . 1 __
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Engagement and Media Fallborook Community Overview

Engagement

Print

While print does not have the impact that it used to, close to 40% of each of the populations still spend
some time reading newspapers and magazine.
Print Attitudes | Value The Local Paper Because It Covers Local News _ 40.2%

ISpend Less Time Reading Newspapers In Print Because .. | 35.4%
| Spend Less Time Reading Magazines In Print Because Of .. e 34.3*:

| Trust The Information | Read In Newspapers _hS.Q%
| Rely On Newspapers To Keep Me Informed — 21.0%
| Read A Newspaper Most Days — 20.9%
| Often Read Ads In Magazines Just Out Of Curiosity — 19.7%
| Enjoy Reading Ads In Magazines — 16.0%
Most Magazines Are Worth The Money ] |134996
| Rely On Magazines To Keep Me Informed — 12.2%
| Often Visit The Websites Of The Magazines | Read D hos%
Magazines Are My Main Source Of Entertainment ] #.9%
| Cannot Resist Buying Magazines _ 8.8%
Under 15 15 Minutes To 30 Minutes To 1 Hour ToUnder 2 Hours To 5 Hours To 8 Hours Or More None
Minutes 30 Minutes Under 1 Hour 2 Hours Under 5 Hours = Under 8 Hours
Time Reading Magazines I 13.7% D {129 N Bo% B.ow% [1.0% [1.6% Jo.8% . 2%
Spent Reading Newspapers BN osx i 1iew N 8.0% |1.2% 2.8% J1.0% |17% 3.0%

Radio

Half of both populations listen to the radio. Most have it on in the car and about 40% listen every day.

Radio Attitudes When In The Car, | Always Listen To The Radio 0 6%
I Listen To The Radio Every Day T ho.0%
| Listen To The Radio When | Need A Quick News UPDAte 26.2%
I Spend Less Time Listening To Non-Internet Radio Becaus.. [ 2.
| Rely On Radio To Keep Me Informed — 22.9%
Radio Is My Main Source Of Entertainment ] 1]2.0%
Under 15 15 Minutes To 30 Minutes To 1 Hour To Under 2 Hours To 5 Hours To 8 Hours Or More None
Minutes 30 Minutes Under 1 Hour 2 Hours Under 5 Hours  Under 8 Hours
Time Spent  Listening To The Radio J[5.9% P 14.1% 15.1% R f17% $.3% [1.6% 2.1% M 53%

Events Attended

The most popular events for both populations are sports, with theme parks close behind. The Fallbrook
Community enjoy the theater and jazz/blues concerts more tan San Diego DMA population.

Events Any Professional Sports Event ] 44.3%

Attended/ Any Theme Park 0 43.1%|
Places Visited, Zoo 1 34.9%
past 12 months San Diego Zoo T 33.4%

San Diego Padres Baseball Game 31.7%

San Diego County Fair I |!0~6%

Coronado 1 29.3%

Gaslamp Quarter ] 49.3%

Live Theater I . 1.5%
San Diego Zoo Safari Park P 21.8%

Sea World (San Diego) 20.3% |
Disneyland (Anaheim) — 20.1%
Other Museum P 17.8%

Other Musical Concert (Jazz, Blues, Etc.) I 17.0%

Any Paid Ticket Music Concert _|15.0%

- - . 1 __
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Engagement and Media Fallborook Community Overview

Engagement

Email
Almost one fifth of the both populations “..like to hear about new products and services via email.”
All'in all the San Diego DMA population spend more time on emailing.

Email Attitudes | Like To Hear About New Products And Services Via E-Mail Iy 16‘4%

Emailing, Time None h.o%
Spent Daily  Under 15 Minutes Pl 14.6%

15 Minutes To 30 Minutes 12.|l%

30 Minutes To Under 1 Hour — 12.1%

1 Hour To Under 2 Hours ] #.0%

2 Hours To Under 5 Hours S.BPG

5 Hours To Under 8 Hours {J.e%

8 Hours Or More b.z%

Social Media

50.2% of the Fallbrook Community is on social with 53% of the San Diego DMA adult population. Most use
social media/ Some follow sites to get discounts but the majority use social media to connect with friends.
Facebook, YouTube and Pinterest are most popular. Twitter is used by about 12% each population.

Social Media  Facebook I 0.8
Sites, past 30 YouTube 38.9% |
days Pinterest P 21.5%
Linkedin J e s.6%
Twitter R 1].3%
LivingSocial — 9.2%
Social Media  Social Media/Networking W.. Yes o 50.2%
Usage Social Media/Networkng Less Than One Year |1.6%
Websites-How Long 1 Year To Less Than 2 Ye.. - 3.7%

2 Years To Less Than 4 Ye.. _|10.7%
4 Years To Less Than 6 Ye.. _Ilz.o%

6 Years Or More 0 20.4%
Why To Get Discounts And/Or.. [ 19]7%
Support/Follow/Friend/Fan  To Get Product Informati.. 12.6%
Scl Ntwrk Site For Sales Announcements [ P.O%

To Get A Sneak Peak At N.. 8.9%

Because It Says Somethin.. 6.2}&

Friends Of Mine Are Fans G.b%

Other 4.1%

A Friend Recommended |.. 4.3%'

To Get Better Customer S.. 3.8%

To Meet Other Consume.. 3;%

None Of These i.s%

Text
71.6% of the Fallbrook Community population are texters. One quarter keep it to one to four texts a day.
No. Of Text Messages Sent None P 7.8%
Yesterday On Wireless/Cell 1 -4 Texts I N 26.7%
Phone 5-9 Texts 12.5% |

10 - 19 Texts P 1d5%

20-29 Texts 7]2%

30 - 49 Texts P ba%

50 - 74 Texts I 3.0%

75 - 99 Texts W11%

100 Texts Or More 2.4%
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