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HANNAFORD CUSTOMERS are 16% more likely to be 
HEAVILY EXPOSED TO TELEVISION

Television is the MOST TARGETED MEDIUM in reaching HANNAFORD CUSTOMERS.
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MEDIA DAY ANALYSIS
HANNAFORD SUPERMARKET CUSTOMERS



Source:  The Media Audit Boston DMA  Dec’04-Jan 2005

MEDIA DAY ANALYSIS
VICTORY SUPER MARKET CUSTOMERS
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HANNAFORD CUSTOMER PROFILE
BOSTON DMA

• Almost equal 
gender split

• 59.9% 18-49
62.7% 25-54
56.3% 35-64

• 87.1% White

• 50.8% $50K+

• Varied Education
Levels



Source:  The Media Audit Boston DMA  Dec’04-Jan 2005

VICTORY SUPER MARKET CUSTOMER PROFILE
BOSTON DMA

• Skews Female

• Older Age Skew

• 89.4% White

• 43.9% $50K+

• Varied Education
Levels



WNDS Viewers are 75% MORE LIKELY than the market average
To be HANNAFORD CUSTOMERS

Source:  The Media Audit Boston DMA  Dec’04-Jan 2005



WNDS is the 2nd MOST HIGHLY TARGETED station in delivering
HANAFORD CUSTOMERS.

Source:  The Media Audit Boston DMA  Dec’04-Jan 2005
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WHEN to advertise on WNDS-TV to most effectively reach
HANNAFORD SUPERMARKET CUSTOMERS.

ALL WNDS Time Periods are highly targeted in reaching HANNAFORD Customers.
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