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11.8% or 30,935,674 of USA Adults 18 or older Purchased Items In-Store at T) MAXX in the past 3 months.
Typical Adults 18 or older who Purchased Items In-Store at T} MAXX in the past 3 months are 47.1 years old
(3.4% younger than average) and have a $108,143 (13.4% higher than average) annual household income.
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11.6% or 449,984 of MSP DMA Adults 18 or older Purchased Items In-Store at T) MAXX in the past 3 months.
Typical Adults 18 or older who Purchased Items In-Store at T} MAXX in the past 3 months are 44.7 years old
(8.5% younger than average) and have a $125,041 (13.4% higher than average) annual household income.
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9.4% or 235,523 of STL DMA Adults 18 or older Purchased Items In-Store at T) MAXX in the past 3 months.
Typical Adults 18 or older who Purchased Items In-Store at T MAXX in the past 3 months are 48.2 years old
(2.3% younger than average) and have a $141,287 (40.7% higher than average) annual household income.
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13.7% or 265,399 of CIN DMA Adults 18 or older Purchased Items In-Store at T) MAXX in the past 3 months.
Typical Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3 months are 46.5 years old
(4.4% younger than average) and have a $124,704 (24.2% higher than average) annual household income.
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18.3% or 349,897 of WPB DMA Adults 18 or older Purchased Items In-Store at T) MAXX in the past 3 months.
Typical Adults 18 or older who Purchased Items In-Store at T} MAXX in the past 3 months are 50.3 years old
(5.1% younger than average) and have a $107,964 (6.1% higher than average) annual household income.
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11.8% or 30,935,674 of USA Adults 18 or older Purchased Items In-Store at T) MAXX in the past 3 months.
Adults 18 or older who Purchased Items In-Store at TJ) MAXX in the past 3 months are 19.7% more likely
to be a college graduate, 6.9% more likely to work full-time, 10.4% more likely to be married, 10.3%
more likely to be a parent of 1 or more children und
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11.6% or 449,984 of MSP DMA Adults 18 or older Purchased Items In-Store at TJ) MAXX in the past 3 month_J,.
Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3 months are 6.8% more likely
to be a college graduate, 11.2% more likely to work full-time, .% less likely to be married, 17.1% more

likely to be a parent of 1 or more children under
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9.4% or 235,523 of STL DMA Adults 18 or older Purchased ltems In-Store at T) MAXX in the past 3 months.
Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3 months are 37.8% more likely
to be a college graduate, 8.4% more likely to work full-time, 16.8% more likely to be married, 28.1%

more likely to be a parent of 1 or more children und
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OO Marital Status:

13.7% or 265,399 of CIN DMA Adults 18 or older Purchased Items In-Store at T) MAXX in the past 3 months.
Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3 months are 37.9% more likely
to be a college graduate, 11.2% more likely to work full-time, 9.8% more likely to be married, 24.% more

likely to be a parent of 1 or more children unde
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who Purchased Items In-Store at T) MAXX in the past 3 months

18.3% or 349,897 of WPB DMA Adults 18 or older Purchased ltems In-Store at T) MAXX in the past 3 months.
Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3 months are 16.9% more likely

to be a college graduate, 4.1% more likely to work full-time, 12.7% more likely to be married, 36.7%

more likely to be a parent of 1 or more children und
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Parent of 1 or more Children in College

randparent of 1 or more Children under 18

[(Major stores shopped in-store past 3 months: T/ Maxx AND Major stores bought past 3 months: TJ Maxx)]

who Purchased ltems In-Store at TJ MAXX in the past 3 months

Stage in Life: Adults 18 or older
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11.8% or 30,935,674 of USA Adults 18 or older Purchased Items In-Store at T) MAXX in the past 3 months.
Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3 months are 9.4% more likely to

own their home, 18.1% more likely to own a higher valued home, 5.2% more likely to have a single-family
home, 17.% more likely to have a dog.
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11.6% or 449,984 of MSP DMA Adults 18 or older Purchased Items In-Store at T) MAXX in the past 3 months.
Adults 18 or older who Purchased Items In-Store at T MAXX in the past 3 months are 6.2% less likely to

own their home, 8.4% more likely to own a higher valued home, 8.9% more likely to have a single-family
home, 30.1% more likely to have a dog.
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9.4% or 235,523 of STL DMA Adults 18 or older Purchased Items In-Store at T) MAXX in the past 3 months.
Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3 months are 13.8% more likely
to own their home, 23.4% more likely to own a higher valued home, 17.1% more likely to have a single-
family home, 10.5% less likely to have a dog.
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13.7% or 265,399 of CIN DMA Adults 18 or older Purchased Items In-Store at T) MAXX in the past 3 months,
Adults 18 or older who Purchased Items In-Store at T MAXX in the past 3 months are 19.1% more likely

to own their home, 2.3% more likely to own a higher valued home, 12.% more likely to have a single-
family home, 36.7% more likely to have a dog.
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18.3% or 349,897 of WPB DMA Adults 18 or older Purchased Items In-Store at T) MAXX in the past 3 montl{s‘

: 7‘ WPB Adults 18 or older who Purchased Items In-Store at T} MAXX in the past 3 months are 7.8% more likely to
own their home, 10.1% more likely to own a higher valued home, 2.% less likely to have a single-family
home, .8% less likely to have a dog.
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11.8% or 30,935,674 of USA Adults 18 or older Purchased Items In-Store at T) MAXX in the past 3 months.
Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3 months are 7.5% less likely to
look up D-I-Y advice online, 7.3% less likely to always vote in local elections, 40.% more likely to belong to
a gym, 18.5% more likely to fly domestic
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MTop-ZO past 30-days Online Lifestyle Activites: Adults 18 or older

11.6% or 449,984 of MSP DMA Adults 18 or older Purchased Items In-Store at T) MAXX in the past 3 months.
Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3 months are 8.4% less likely to

look up D-I-Y advice online, 8.5% less likely to always vote in local elections, 43.% more likely to belong to

a gym, 28.6% more likely to fly domestic
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9.4% or 235,523 of STL DMA Adults 18 or older Purchased Items In-Store at TJ MAXX in the past 3 months.
Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3 months are 5.5% less likely to
look up D-I-Y advice online, 11.6% less likely to always vote in local elections, 50.% more likely to belong to
a gym, 25.7% more likely to fly domesti
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13.7% or 265,399 of CIN DMA Adults 18 or older Purchased Items In-Store at T) MAXX in the past 3 months.
Adults 18 or older who Purchased Items In-Store at TJ MAXX in the past 3 months are .9% more likely to
look up D-I-Y advice online, 1.5% less likely to always vote in local elections, 52.9% more likely to belong to
a gym, 32.5% more likely to fly domestic
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18.3% or 349,897 of WPB DMA Adults 18 or older Purchased Items In-Store at T) MAXX in the past 3 months.
Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3 months are 4.5% less likely to
look up D-I-Y advice online, 4.5% more likely to always vote in local elections, 21.4% more likely to belong

to a gym, 18.6% more likely to fly domesti
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Past 30-days QSR Users: Adults 18 or older
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= who Purchased Items In-Store at TJ MAXX in the past 3 months =mUSA

Total Monthly QSR Users: Avg. Monthly QSR Meals:
89.5%

83.4%

v G -

Casinos past yr., 34.1% less likely to smoke cigare

11.8% or 30,935,674 of USA Adults 18 or older Purchased Items In-Store at TJ) MAXX in the past 3 months.
Adults 18 or older who Purchased Items In-Store at TJ) MAXX in the past 3 months are 7.2% more likely to
use QSRs past mo., 16.2% more likely to use Sit-Down Restaurants past mo., 15.9% more likely to use

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

1time

"~ 17.0%

2 times

3 times

4 times

5 times

6 -9times

10times or more

= who Purchased Items In-Store at T} MAXX in the past 3 months
Total Monthly Sit-Down Restaurant Users:  Avg. ly Sit-Down

s R - -

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

viua

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Purchosed items In-Store at TI MAXXin the past 3. 19.2%

use | 10.5%

meican  Chinese nakan

Coftee wings/  Bagel/ Steakhouse Upscale indian /
Mouse / eurgers /  Donut f hai /
Sports Bar  Bakery.

Caffee Bar Other

Asian

= who Purchased items In-Store at TI MAXX in the past 3 months. mUSA

Drank Past 30-days: Adults 18 or older

Any Type of Beer 40.3%

83,027, 3 i

Liquor

Wine
Domestic Regular Beer

Domestic Light Beer

Imported Beer - v
Microbrew / Craft Beer i
w who Purchased Items In-Store at TJ MAXX in the past 3 months. mUSA
UsA USA Projection Scarborough R2 2025: Sep24-Aug25 Qual Intab
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Past 12 months Casino Activities: Adults 18 or older

Slot Machines '

Table Games (Craps, Poker, etc.)
Bar / Nightclub
Upscale Restaurant

Stage Show / Concert

6.4%

14,238,159 4%

Sports Betting

Spa

Used Past 30-days: Adults 18 or older

Other Gambling Casinos visited past 12 hs: Yes Marij / Cannabis Cigarettes Vape
u who Purchased Items In-Store at TJ MAXX in the past 3 months B USA wwho Purchased Items In-Store at T MAXX in the past 3 months mUSA
3,385
USA Projection Searborough R2 2025: Sep24-Aug25 Qual Intab 25,507

[(Major stores shopped in-store past 3 months: T/ Maxx AND Major stores bought past 3 months: TJ Maxx)]



30-days QSR Users: Adults 18 or older
e

4umes

5times
6 times | ya s

Past

2 times

3 times

10times or more

= who Purchased Items In-Store at TI MAXX in the past 3 months u MSP

Total Ag;u;g]:ly QSR Users: Avg. Monthly QSR Meals:

86.2%

Casinos past yr., 22.9% less likely to smoke cigare

11.6% or 449,984 of MSP DMA Adults 18 or older Purchased Items In-Store at TJ MAXX in the past 3 months.
Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3 months are 8.4% more likely to
use QSRs past mo., 19.4% more likely to use Sit-Down Restaurants past mo., 38.4% more likely to use

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

1time

21.7%

® who Purchased Items In-Store at T) MAXX in the past 3 months
Total Monthly Sit-Down Restaurant Users:  Avg. Monthly Sit-Down R

2 times

3 times

4 times

5 times

6-9times

10times or more
= VISP
nt Meals:

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

Pizza Coffes  wings/ Sagl/  nalan Steskhouse Upscale indian/
Wouse/ Bumgers/ Dosut/ hai

Coffes tar Sports Bar  Bakery Other

Asian

Chinese  Mexican

= who Purchased Items In-Store at T} MAXX in the past 3 months mMsP

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Purchased Rtems ln-Store ot T/ MAXX in the past 3... _ 13.8%

(LU 486,328 12.5%

89.9% 75.3%
Drank Past 30-days: Adults 18 or older ¢ Past 12 months Casino

Liquor p

1,155,011 29.7%

Any Type o Saer
¥ 24 .5%

Domestic Light Beer

Domestic Regular Beer

Wine

Imported Beer
Microbrew / Craft Beer
# who Purchased Items In-Store at T) MAXX in the past 3 months - MSP

DMA Scarborough R2 2025: Aug24-Jul25 Qual Intab

Activities: Adults 18 or older

Slot Machines - 31.6%

P '
19.5
320,886 8.3%

FIOWEE] 5.2%

7.2%
4.3%
4.0%

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

Bar / Nightclub

Upscale Restaurant

Sports Betting

Other Gambling

Spa (Casinos visited past 12

Used Past 30-days: Adults 18 or older

i /[ Cannabis

2.4%

m MSP

u who Purchased Items In-Store at TJ MAXX in the past 3 months

245

MsP
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Cigarettes Vape

w who Purchased Items In-Store at TI MAXX in the past 3 months =-MsP

[(Major stores shopped in-store past 3 months: T/ Maxx AND Major stores bought past 3 months: TJ Maxx)]



= Y ‘l‘ I 1time

3 times

4 times

5 times

6-9times

® who Purchased Items In-Store at T) MAXX in the past 3 months.

10times or more

mSTL

Total Monrbly QSR Users: Avg. Monthly QSR Meals:

85.8%

9.4% or 235,523 of STL DMA Adults 18 or older Purchased Items In-Store at TJ MAXX in the past 3 months.
Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3 months are 3.5% more likely to
use QSRs past mo., 18.2% more likely to use Sit-Down Restaurants past mo., 18.2% more likely to use

Casinos past yr., 40.7% less likely to smoke cigare

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

. 1time
2 times
3 times
4 times
5 times
6-9times

10times or more

m who Purchased Items In-Store at T) MAXX in the past 3 months
hly Sit-Down

-

Total Monthly Sit-Down Restaurant Users:  Avg. M
71.2%

84.2%

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)
/T

Pl chinese  Mesican  maban  wings/ mm staakhouse oawd seatosd
Burgers ! hou
sports Bar Bo-sirlll mhw
= who Purchased Items In-Store at T MAXX in the past 3 months msTL

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Purchased Rtems ln-Store ot T/ MAXX in the past 3... _ 11.9%

B 451,148 18.0%

Drank Past 30-days. Adults 18 or o Ider
Liguor

Any Type of Beer
Domestic Light Beer
Domestic Regular Beer
Wine

Imported Beer

Microbrew / Craft Beer

# who Purchased Items In-Store at TJ MAXX in the past 3 months mSTL

DMA Searborough R2 2025: Aug24-Jul25 Qual Intab

Past 12 months Casmo Activities: Adults 18 or older

Slot Machines

Table Games (Craps, Poker, etc.)
Bar / Nightclub
Upscale Restaurant §

Sports Betting

35.4%
Stage Show / Concert
Spa
2 887605
Other Gambling L% Casinos visited past 12 hs: Yes

Used Past 30-days: Adults 18 or older

i /[ Cannabis Cigarettes Vape

= who Purchased Items In-Store at T) MAXX in the past 3 months mSTL
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STL
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= who Purchased Items In-Store at TI MAXX in the past 3 months -sTL

[(Major stores shopped in-store past 3 months: T/ Maxx AND Major stores bought past 3 months: TJ Maxx)]



3 times

4 times

5 times

6-9times

10times or more

# who Purchased Items In-Store at T) MAXX in the past 3 months

Total Monthly QSR Users:
92.8%

mCIN

Avg. Monthly QSR Meals:

6.9%

, -

past yr., 44.% less likely to smoke cigarett

13.7% or 265,399 of CIN DMA Adults 18 or older Purchased Items In-Store at T MAXX in the past 3 months.
Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3 months are 6.7% more likely to
use QSRs past mo., 14.5% more likely to use Sit-Down Restaurants past mo., 1.7% more likely to use Casinos

. 1time

2 times

3 times 13, 6

4 times a, B%
5 times

6-9times

10times or more

Total Monthly Sit-Down Restaurant Users: A
87.4% 76.4%

14.1%

I o
00
E3

®u who Purchased Items In-Store at TJ) MAXX in the past 3 months

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

uCIN

-Down Restaurant Meals:

Drank Past 30-days. Adults 18 or older
Any Type of Beer
wine
Domestic Regular Seer
imported Beer -V
Microbrew / Craft Beer ﬂ.i’!‘g i

Liquor

Domestic Light Beer

# who Purchased Items In-Store at TJ MAXX in the past 3 months = CIN

DMA Scarborough R2 2025: Sep24-Jul25 Qual intab

Slot Machines

A _

Table Games (Craps, Poker, etc.) 10. d%

Upscale Restaurant
Spors e 3%
Stage Show / Concert 7‘9%

Other Gambling

Spa

= who Purchased ltems In-Store at T MAXX in the past 3 months
325

CIN
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Casinos visited past 12

uCIN

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)
upscale

pia  mexicn  Chinese

oA Gebbhone wep/ b wdim
Burgers / by
cate’ n. sports Bar Bakery e
Apan
= who Purchased Items In-Store at T MAXX in the past 3 months =ON

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Purchased Rtems ln-Store ot T/ MAXX in the past 3... _ 26.4%

366,382 18.9%

Past 12 months Casino Activities: Adults 18 or older

742752
hs: Yes

Used Past 30-days: Adults 18 or older

i /[ Cannabis

Cigarettes Vape

= who Purchased Items In-Store at TI MAXX in the past 3 months =CIN

[(Major stores shopped in-store past 3 months: T/ Maxx AND Major stores bought past 3 months: TJ Maxx)]



Past 30-days QSR Users: Adults 18 or older

I 1time
%

4 times

5 times

6-9times

10times or more

# who Purchased Items In-Store at T) MAXX in the past 3 months

Total Monthly QSR Users: Avg. Monthly QSR Meals:

74.8%

"WPB

75.9%

18.3% or 349,897 of WPB DMA Adults 18 or older Purchased Items In-Store at T/ MAXX in the past 3 months.
Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3 months are 1.5% less likely to use
QSRs past mo., 10.5% more likely to use Sit-Down Restaurants past mo., .2% less likely to use Casinos past

yr., 37.9% less likely to smoke cigarett

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

1time 15.3%

2 times

16.9%

3 times

4 times

5 times

6-9times

10times or more 6.3%

= who Purchased Items In-Store at T) MAXX in the past 3 months

= WPB

Total Monthly Sit-Down Restaurant Users:  Avg. Monthly Sit-Down Restaurant Meals:

80.7%

73.0%

Drank Past 30-days. Adults 18 or older

Liquor A%
Any Type o Beer
When
ot e

Domestic Regular Beer

460,225 24 1%

—— -v
" 6.5% ]
Microbrew / Craft Beer 6.0% | |
 who Purchased Items In-Store at TI MAXX in the past 3 months =WPB

DMA Scarborough R2 2025: Aug24-lun25 Qual Intab

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

fom:  Ohaoe mben Mo Smibme W/ G, pseln el | edlm]
Burgers | House /
Sports Bar Coffee Sar e
Apan
mwho Purchased items In-Store at TI MAXX in the past 3 months. mwPB

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)

wio Purchased Items In-Store ot T/ MAXXin the past 3... 18.4%

U2l 321,500 16.8%

Past 12 months Casmo Activities: Adults 18 or older

Slot Machines s

171,223 9.0%

20.3%
Table Games (Craps, Poker, etc.)

Upscale Restaurant
Stage Show / Concert

Bar / Nightclub YT i

EOf .o
E 3.2%
1.9%

Sports Betting
Spa
5 511035

Other Gambling hs: Yes

Used Past 30-days: Adults 18 or older

"
'.l

)

i /[ Cannabis

2%
1.2% (Casinos visited past 12

m who Purchased Items In-Store at TJ MAXX in the past 3 months

22,2

uWPB

510

WPB
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Cigarettes

Vape

wwho Purchased items In-Store at TI MAXX in the past 3 months. =wWPe

[(Major stores shopped in-store past 3 months: T/ Maxx AND Major stores bought past 3 months: TJ Maxx)]



11.8% or 30,935,674 of USA Adults 18 or older Purchased Items In-Store at T) MAXX in the past 3 months.
Adults 18 or older who Purchased Items In-Store at T MAXX in the past 3 months are 12.6% more likely to
have a 401K, 21.6% more likely to have an Auto Loan, 10.2% more likely to Invest/Trade Stocks Online, 6.7%
more likely to pay with their Debit Card.

Investments Owned: Adults 18 or older

e

IRA (Individual Retirement Account)

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

96,208,454 36.7

Stocks or Stock Options
Mutual Funds 11?1;;’;
Money Market Funds 1;1;-9:%
Bonds m 1;13;%

Other (Crypto / NFTs / Metals, etc.) 99'1:):

7.0% 6.8% 6.7% 5a% 5.8% 459

529 Plan / College Savings Plan 7_9% Checking Debitor ATM  Savings  CreditCard  Online Mobile  Online Bill Home Money  Certificates of Studentloan Personal Loan Refinanced  Home
— Account card Account Banking Banking Paying Mortgage Market  Deposit(CDs) Home  Improvement
2,545 8.2% Account Mortgage Loan or Home
Second Home or Real Estate Property okt Eauity Loan
u who Purchased Items In-Store at T) MAXX in the past 3 months mUSA ® who Purchased Items In-Store at T) MAXX in the past 3 months H USA

Professional Services Used*: Adults 18 or older | \p'Past 3-Months Payment Methods Used: Adults 18 or older

Tax Preparation Service 50, ; 39.%

Financial Planner

45,526,853 17.5% |

Online investing / Stock Tradi :
nline investing / Stock Trading 35,280,451 13.8%
0,82 12.6%
24,192,803 9.2%
742,548 8.9% & ®
19,943,190 1.6%
4.6%
Real Estate Agent =
e R son
o 2.9%
Estate Planning m 2.9%

20.9% (*Past 12 Menths) visa paypal

Accountant

Insurance Agent at a Local Office (not online)

11.2%10.6%
7.4% 6.8%
3.8% 4.0%

GooglePay  American  Store Credit  Discover  SquareCash Facebook Samsung Pay

$0017 1110017 4051172 b s icn
Zelle venmo MasterCard  Apple Pay

Debit Card cash App

Divorce / Family Attorney 0% Express Card Messenger
® who Purchased items In-Store at TJ MAXX in the past 3 months W USA = who Purchased Items In-Store at T MAXX in the past 3 months m USA
usa USA Projection Scarborough R2 2025: Sep24-Aug25 Qual intab 3,385
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. USA Projection Scarborough R2 2025: Sep24-Aug25 Qual Intab 25,507

[(Major stores shopped in-store past 3 months: T/ Maxx AND Major stores bought past 3 months: TJ Maxx)]



ol

IRA (Individual Retirement Account)

Investments Owned Adults 18 or older

2,082,277 53.! S%

401K Plan

Stocks or Stock Options A

18.0%
Vst e R e
15.3%
Money Market Funds e

13.9%
sonds R '

Other (Crypto / NFTs / Metals, etc.) &7‘;’:%

11.4%
£ 8.4%

529 Plan / College Savings Plan

11.6% or 449,984 of MSP DMA Adults 18 or older Purchased Items In-Store at T MAXX in the past 3 months.
Adults 18 or older who Purchased Items In-Store at TJ) MAXX in the past 3 months are 10.6% more likely to
have a 401K, 12.7% more likely to have an Auto Loan, 2.6% less likely to Invest/Trade Stocks Online, 22.6%
more likely to pay with their Debit Card.

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

* 6% B7% 67% 6.0% 6.5%

Checking Debitor ATM  Savings Credit Card Online Mobile Online Bill Home Auto Loan

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 ﬁ'?’:% Account Mortgage L:l";; "u;:“
# who Purchased ltems In-Store at TJ MAXX in the past 3 months BMSsP ® who Purchased Items In-Store at T) MAXX in the past 3 months uMSP
Professional Services Used* : Adults 18 or older 'm'Past 3-Months Payment Methods Used: Adults 18 or older
Financial Planner %
Tax Preparation Service
Online Investing / Stock Trading
Insurance Agent at a Local Office (not online)
Accountant
g 4.2%
Real Estate Agent s
3.6% 3.0%
. 2.2%
Estate Planning & 28% - 42 ey o Vi T
(*Past 12 Months) PayPal Venmo  DebitCard MasterCard  Apple Pay Zelle CashApp  Discover  American Store Credit GooglePay SquareCash Facebook Samsung Pay
Divorce / Family Attorney !’ 11% Express Card Messenger
= who Purchased items In-Store at T) MAXX in the past 3 months mMSP u who Purchased Items In-Store at TJ MAXX in the past 3 months uMSP

MSP DMA Scarborough R2 2025: Aug24-Jul25 Qual Intab 245
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9.4% or 235,523 of STL DMA Adults 18 or older Purchased Items In-Store at TJ) MAXX in the past 3 months.
Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3 months are 28.% more likely to

have a 401K, 41.8% more likely to have an Auto Loan, 16.6% more likely to Invest/Trade Stocks Online, 11.9%
less likely to pay with their Debit Card.

Investments Owned Adults 18 or older

SEin

IRA (Individual Retirement Account)

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

Stocks or Stock Options

23.2%
Mutual Funds
Money Market Funds
Baodl

= 13.5%
10696
] 0% 76% ,
e B -h

Other (Crypto / NFTs / Metals, etc.) m 132%
) SR e . P Lo oz oy QNS o
529 Plan / College Savings Plan M Checking Debitor ATM  Savings  CreditCard  Online Online Bill Mobile Home Auto Loan Money  Certificates of Studentloan Personal Loan Refinanced Home
Account card Account Banking Paying Banking Mortgage Market  Deposit(CDs) Home Improvement
Account Mortgage Loan or Home
Second Home or Real Estate Property m Equity toan
% who Purchased ltems In-Store at T) MAXX in the past 3 months mSTL ® who Purchased Items In-Store at T) MAXX in the past 3 months mSTL

Professional Services Used*: Adults 18 or older B Past 3-Months Payment Methods Used: Adults 18 or older

Tax Preparation Service 545,174 7. 7%
Financial Planner
21.2%
Online Investing / Stock Tradi
&/ e 19? IRE 11. 6%
U— F wa
17.3%
A tant
ccountan & [ ]
71.4%
Real Estate nt

4% 6.9%
3.8% 3.9%
. 5.7% 1.5%
Estate Planning ml% Lo ) sacan N .. - e R 1o |
N . 3.0% (*Past 12 Months) visa PayPal Debit Card Venmo MasterCard Zelle ApplePay  CashApp  GooglePay  Discover  StoreCredit American  Facebook  Square Cash Samsung Pay
Divorce / Family Attorney 1.0% Card Express Messenger

% who Purchased Items In-Store at TJ MAXX in the past 3 months mSTL ¥ who Purchased Items In-Store at T) MAXX in the past 3 months WSTL
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[(Major stores shopped in-store past 3 months: T/ Maxx AND Major stores bought past 3 months: TJ Maxx)]



13.7%

or 265,399 of CIN DMA Adults 18 or older Purchased Items In-Store at T) MAXX in the past 3 months.

Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3 months are 30.3% more likely to
have a 401K, 50.% more likely to have an Auto Loan, 48.5% more likely to Invest/Trade Stocks Online, 9.5%
less likely to pay with their Debit Card.

Investments Owned: Adults 18 or older

SEin

IRA (Individual Retirement Account)

Stocks or Stock Options

20.7%
13.6%
19.7%
12.2%
16.8%
10.1%

Mutual Funds
Money Market Funds

529 Plan / College Savings Plan

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

23.0%} 8.3% 8.5% O. 2% 12. 1%
e B o g s
7.4%
Other (Crypto / NFTs / Metals, etc.)  72% Checking Debitor ATM  Savings  CreditCard  Online Mobile  Online Bill Home Autoloan  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 ms‘;% Accoi Mortgage L':’q:“;‘\” ':D“;"e
® who Purchased ltems In-Store at T MAXX in the past 3 months mCiN ® who Purchased Items In-Store at T} MAXX in the past 3 months ECIN
Professional Services Used*: Adults 18 or older 'm'Past 3-Months Payment Methods Used: Adults 18 or older
Tax Preparation Service
Financial Planner
Online Investing / Stock Trading
Insurance Agent at a Local Office (not online)
Accountant
Estate Planning 13.0% 9.8% 6% 8.4%
3.5%
Real Estate Agent - _ -z;”-

*Past 12 Menth:
Divorce / Family Attorney E'ﬁ% (*Pos onths)
2.0%
# who Purchased Items In-Store at TJ MAXX in the past 3 months mCIN
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Discover

American

PayPal visa DebitCard MasterCard Zelle CashApp  ApplePay Google Pay Store Credit
Car

Venmo Square Cash  Facebook  Samsung Pay
Express Messenger
® who Purchased Items In-Store at T MAXX in the past 3 months mCIN

[(Major stores shopped in-store past 3 months: T/ Maxx AND Major stores bought past 3 months: TJ Maxx)]




18.3% or 349,897 of WPB DMA Adults 18 or older Purchased Items In-Store at TJ) MAXX in the past 3 months.
Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3 months are 11.1% more likely to

have a 401K, 12.3% more likely to have an Auto Loan, 15.6% more likely to Invest/Trade Stocks Online, 11.%
less likely to pay with their Debit Card.

Investments Owned Adults 18 or older

SEin

IRA (Individual Retirement Account)

Stocks or Stock Options ,
16.9%
12.5%
236,086

12.3%

0,45 11.6%
sonds R v

Money Market Funds

Adults 18 or older

Financial Services Has and/or Uses:

Other (Crypto / NFTs / Metals, etc.) :’2’ ﬂ m s amn " s 2.9% 2.7%
i Lo oo 2 2ac e mTETR
Second Home or Real Estate Property 21% Checking Debitor ATM  Savings  CreditCard  Online Mokile Online Bill Home Auto Loan Money  Certificates of Personal Loan  Home  Studentican Refinanced
Account card Account Banking Banking Paying Mortgage Market  Deposit(CDs) Improvement Home
; 1,338 5.0% Account Loan or Home Mortgage
529 Plan / College Savings Plan 2% Equity loan
® who Purchased ltems In-Store at TJ MAXX in the past 3 months =WPB ® who Purchased Items In-Store at T) MAXX in the past 3 months = WPB
Professional Services Used *: Adults 18 or older 'm'Past 3-Months Payment Methods Used: Adults 18 or older
Accountant . B
Insurance Agent at a Local Office (not online)
12,45 3.6%
Real Estate Agent 3.5% sl ] 10.9%10.1% g go;
i 116.8% 6.4%
. 2.2% 3.3% 3.8%
Estate Planning & 33% L : Sia o o o . - o on [POETH
N ; 0.6% (*Past 12 Menths) Visa PayPal Zelle MasterCard  Debit Card Venmo Apple Pay  Cash App American  Store Credit GooglePay  Discover  Square Cash Facebook Samsung Pay
Divorce / Family Attorney ik Express Ccard Messenger
® who Purchased Items In-Store at TJ MAXX in the past 3 months =WPB ¥ who Purchased Items In-Store at T MAXX in the past 3 months HWPB

wpPs DMA Scarborough R2 2025: Aug24-Jun25 Qual intab 510
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Adults 18 or older who Purchased Items In-Store at T MAXX in the past 3 months spend an average of 3 days, 0 hours,
22 minutes and 37 seconds each week with All Forms of Media.

79.% of Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3 months spend an avg. of 7 hours and 25 minutes each
week listening to All Local AM/FM Radio, representing 8.1% of total time spent with all forms of Media.

BXs.

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

Usage 56.7%

who Purchased Items In- UsA
% of Total Store at T MAXX in the
Weekly H:M: past 3 months

oy

® who Purchased Items In-Store at T) MAXX in the past 3 months m USA
USA  USAProjection  Scarborough R2 2025: Sep24-Aug25  Qual Intab 3,385 USA Projection Scarborough R2 2025: Sep24-Aug25 Qual Intab 25,507 Hubba rd Sha';E “fA E":h"‘."t“i“g
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Adults 18 or older who Purchased Items In-Store at T} MAXX in the past 3 months spend an average of 2 days, 21
hours, 30 minutes and 44 seconds each week with All Forms of Media.

89.9% of Adults 18 or older who Purchased Iltems In-Store at T/ MAXX in the past 3 months spend an avg. of 7 hours and 40 minutes
each week listening to All Local AM/FM Radio, representing 9.9% of totaltime spent with all forms of Media.
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Adults 18 or older
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Adults 18 or older who Purchased Items In-Store at T} MAXX in the past 3 months spend an average of 3 days, 11
hours, 0 minutes and 56 seconds each week with All Forms of Media.

79.6% of Adults 18 or older who Purchased Items In-Store at T/ MAXX in the past 3 months spend an avg. of 7 hours and 3 minutes each
week listening to All Local AM/FM Radio, representing 6.8% of total time spent with all forms of Media.

Avg. H:M:S/weekwith All Forms of Media:
Adults 18 or older
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Adults 18 or older who Purchased Items In-Store at T} MAXX in the past 3 months spend an average of 3 days, 4 hours,
21 minutes and 9 seconds each week with All Forms of Media.

86.8% of Adults 18 or older who Purchased Items In-Store at T/ MAXX in the past 3 months spend an avg. of 7 hours and 13 minutes
each week listening to All Local AM/FM Radio, representing 8.2% of totaltime spent with all forms of Media.
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[(Major stores shopped in-store past 3 months: T/ Maxx AND Major stores bought past 3 months: TJ Maxx)]



Adults 18 or older who Purchased Items In-Store at T} MAXX in the past 3 months spend an average of 3 days, 5 hours, '
18 minutes and 11 seconds each week with All Forms of Media.

69.9% of Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3 months spend an avg. of 7 hours and 10 minutes
each week listening to All Local AM/FM Radio, representing 6.5% of totaltime spent with all forms of Media.
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Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3 months spend an average of 2 days, 5 hours,
55 minutes and 9 seconds each week with All Forms of Ad-Supported Media.

75.8% of Adults 18 or older who Purchased Items In-Store at TI MAXX in the past 3 months spend an avg. of 6 hours and 54 minutes
each week listening to Local Ad-Supported AM/FM Radio, representing 9.7% of total time spent with all forms of Ad-Supported Me
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[(Major stores shopped in-store past 3 months: T Maxx AND Major stores bought past 3 months: TJ Maxx)]



Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3 months spend an average of 2 days, 5 hours,

3 minutes and 35 seconds each week with All Forms of Ad-Supported Media.

85.5% of Adults 18 or older who Purchased Items In-Store at TI MAXX in the past 3 months spend an avg. of 6 hours and 59 minutes

each week listening to Local Ad-Supported AM/FM Radio, representing 11.3% of total time spent with all forms of Ad-Supported M
EX=.o.
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[(Major stores shopped in-store past 3 months: T/ Maxx AND Major stores bought past 3 months: TJ Maxx)]



Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3 months spend an average of 2 days, 12
hours, 50 minutes and 3 seconds each week with All Forms of Ad-Supported Media.

75.6% of Adults 18 or older who Purchased items In-Store at T/ MAXX in the past 3 months spend an avg. of 6 hours and 21 minutes
each week listening to Local Ad-Supported AM/FM Radio, representing 7.9% of total time spent with all forms of Ad-Supported Me
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[(Major stores shopped in-store past 3 months: T/ Maxx AND Major stores bought past 3 months: TJ Maxx)]




Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3 months spend an average of 2 days, 9 hours,

55 minutes and 26 seconds each week with All Forms of Ad-Supported Media.

83.6% of Adults 18 or older who Purchased Items In-Store at TI MAXX in the past 3 months spend an avg. of 6 hours and 32 minutes
each week listening to Local Ad-Supported AM/FM Radio, representing 9.4% of total time spent with all forms of Ad-Supported Me
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Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3 months spend an average of 2 days, 8 hours,

15 minutes and 0 seconds each week with All Forms of Ad-Supported Media.
68.1% of Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3 months spend an avg. of 6 hours and 56 minutes

each week listening to Local Ad-Supported AM/FM Radio, representing 8.4% of total time spent with all forms of Ad-Supported Me
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| Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3 months spend an average
of 7 hours and 42 minutes each day with All Forms of Ad-Supported Media. 75.8% listen to Local
AM/FM Radio for an avg. of 59.3 minutes/day. (Local Radio delivers 9.7% of Time with Ad-Supported Medm)

Top-13 All Forms of Media (Persons & % Reach): Adults 18 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Top-13 All Forms of Media (Persons & % Reach): Adults 18 or older Top-13 All Forms of Media (% Time Spent & Avg.
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Adults 18 or older who Purchased Items In-Store at TJ) MAXX in the past 3 months spend an average
of 7 hours and 34 minutes each day with All Forms of Ad-Supported Media. 85.5% listen to Local
AM/FM Radio for an avg. of 59.9 minutes/day. (Local Radio delivers 11.3% of Time with Ad-Supported M
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| Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3 months spend an average
of 8 hours and 41 minutes each day with All Forms of Ad-Supported Media. 75.6% listen to Local
AM/FM Radio for an avg. of 54.5 minutes/day. (Local Radio delivers 7.9% of Time with Ad-Supported Me
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" Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3 months spend an average
of 8 hours and 16 minutes each day with All Forms of Ad-Supported Media. 83.6% listen to Local
AM/FM Radio for an avg. of 56. minutes/day. (Local Radio delivers 9.4% of Time with Ad-Supported Med
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Adults 18 or older who Purchased Items In-Store at TJ) MAXX in the past 3 months spend an average
of 8 hours and 2 minutes each day with All Forms of Ad-Supported Media. 68.1% listen to Local

AM/FM Radio for an avg. of 59.4 minutes/day.(Local Radio delivers 8.4% of Time with Ad-Supported Media.)
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23,451,952 or 75.8% of Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3
months listen to Ad-Supported Local AM/FM Radio for an average of 59.3 minutes every day
representing 39.9% of all time spent daily with Ad-Supported Audio.
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384,655 or 85.5% of Adults 18 or older who Purchased Items In-Store at T MAXX in the past 3
months listen to Ad-Supported Local AM/FM Radio for an average of 59.9 minutes every day
representing 36.3% of all time spent daily with Ad-Supported Audio.

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

Avg. Hours+Minutes/day with
Audio: Adults 18 or older

who Purchased Items In-
Store at TI MAXX in the
past 3 months

Local AM/FM
Radio
65.7

SiriusXm
15.5 14.8

YouTube
Music...

Podcasts
28.5

Pandora
12.6

Amazon
Music...

All Others

Local AM/FM
Radio
68.8

Podcasts
PAR:]

Owned All
Music
11.0

SiriusXM
16.2

YouTube Pan
dora

Music

v
Music
Others = Chann

10.3 els...

Amaz iH
on ea
F=

App

12.0 9.1

Audinhnn

u MSP

® who Purchased Items In-Store at T) MAXX in the past 3 months

uMSP

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

Local AM/FM Radio
Podcasts

TV Music Channels
YouTube Music
Pandora

Spotify

All Others
Amazon Music
iHeartRadio
SiriusXM
Audiobooks
Owned Music
Apple Music

MsP

Total Persons.

mm
55560 | 5.7 o
o car | c o
.2.1%
e 00
P 85%
P 58%

® who Purchased items In-Store at T MAXX in the past 3 months
DMA

Scarborough R2 2025: Aug24-Jul25

% Time Spent:

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

b

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

Local AM/FM Radio
59.9

Podcasts
26.6

YouTube
Music
11.7

All Others
13.4

™ iHeart
Pandora Radio
125 = 72

Local AM/FM Radio
62.8

Podcasts
22.2

YouTube
Music
11.2

TV Music
Channels
9.9

All
Pandora Others
9.6 8.1

Amazo iHeartR
n adio...
Musi...

NI

who Purchased Items In- MsP
Store at T} MAXX in the
past 3 months
0.0%
u MSP
Qual Intab 245

All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadeasting, Inc. LLC. All rights reserved.

[(Major stores shopped in-store past 3 months: T/ Maxx AND Major stores bought past 3 months: TJ Maxx)]

= who Purchased Items In-Store at T) MAXX in the past 3 months

= MSP

soefa.ai

* Share of Everything
for Anything _




Avg. Week A{!wﬁgmdio (Persons & % Reach): Adults 18 or older

177,959 or 75.6% of Adults 18 or older who Purchased Items In-Store at T MAXX in the past 3
months listen to Ad-Supported Local AM/FM Radio for an average of 54.5 minutes every day
representing 38.6% of all time spent daily with Ad-Supported Audio.
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' 222,000 or 83.6% of Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3
months listen to Ad-Supported Local AM/FM Radio for an average of 56. minutes every day
representing 43.2% of all time spent daily with Ad-Supported Audio.
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Avg. Week AIIAumdio (Persons & % Reach): Adults 18 or older

Local AM/FM Radio
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238,352 or 68.1% of Adults 18 or older who Purchased Items In-Store at T MAXX in the past 3
months listen to Ad-Supported Local AM/FM Radio for an average of 59.4 minutes every day
representing 40.4% of all time spent daily with Ad-Supported Audio.
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23,451,952 or 75.8% of Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3
months listen to Ad-Supported Local AM/FM Radio for an average of 59.3 minutes every day
representing 39.9% of all time spent daily with Ad-Supported Audio.
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384,655 or 85.5% of Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3
months listen to Ad-Supported Local AM/FM Radio for an average of 59.9 minutes every day
representing 36.3% of all time spent daily with Ad-Supported Audio.
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177,959 or 75.6% of Adults 18 or older who Purchased Items In-Store at T] MAXX in the past 3
months listen to Ad-Supported Local AM/FM Radio for an average of 54.5 minutes every day
representing 38.6% of all time spent daily with Ad-Supported Audio.
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222,000 or 83.6% of Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3
months listen to Ad-Supported Local AM/FM Radio for an average of 56. minutes every day
representing 43.2% of all time spent daily with Ad-Supported Audio.
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- 238,352 or 68.1% of Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3
months listen to Ad-Supported Local AM/FM Radio for an average of 59.4 minutes every day
representing 40.4% of all time spent daily with Ad-Supported Audio.
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23,451,952 or 75.8% of Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3 months
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Classic Hits, Pop
Contemporary Hit Radio, Country, and Classic Rock.
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384,655 or 85.5% of Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3 months
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Hot AC, Classic Hits, Pop
Contemporary Hit Radio, Country, and Adult Contemporary.
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177,959 or 75.6% of Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3 months
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Classic Hits, New Country, Adult
Contemporary, Classic Rock, and Adult Hits.
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222,000 or 83.6% of Adults 18 or older who Purchased Items In-Store at T MAXX in the past 3 months
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Classic Hits,
Country, Adult Hits, and Hot AC.
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. 238,352 or 68.1% of Adults 18 or older who Purchased Items In-Store at T MAXX in the past 3 months
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Classic Hits,
Classic Rock, Country, and Pop Contemporary Hit Radio.
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257,587 or 57.2% of Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3
months watch Ad-Supported Local TV Stations for an average of 102.7 minutes every day
representing 34.5% of all time spent daily with Ad-Supported Video.
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158,271 or 67.2% of Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3
months watch Ad-Supported Local TV Stations for an average of 91.1 minutes every day
representing 28.3% of all time spent daily with Ad-Supported Video.
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164,763 or 62.1% of Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3
months watch Ad-Supported Local TV Stations for an average of 105.1 minutes every day
representing 34.5% of all time spent daily with Ad-Supported Video.
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203,702 or 58.2% of Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3
months watch Ad-Supported Local TV Stations for an average of 100. minutes every day
representing 26.4% of all time spent daily with Ad-Supported Video.
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18,318,886 or 59.2% of Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3
months watch Ad-Supported Local TV Stations for an average of 97.9 minutes every day
representing 33.2% of all time spent daily with Ad-Supported Video.
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257,587 or 57.2% of Adults 18 or older who Purchased Items In-Store at TJ MAXX in the past 3
months watch Ad-Supported Local TV Stations for an average of 102.7 minutes every day
representing 34.5% of all time spent daily with Ad-Supported Video.
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158,271 or 67.2% of Adults 18 or older who Purchased Items In-Store at T} MAXX in the past 3
months watch Ad-Supported Local TV Stations for an average of 91.1 minutes every day
representing 28.3% of all time spent daily with Ad-Supported Video.
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164,763 or 62.1% of Adults 18 or older who Purchased Items In-Store at T MAXX in the past 3
months watch Ad-Supported Local TV Stations for an average of 105.1 minutes every day
representing 34.5% of all time spent daily with Ad-Supported Video.
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203,702 or 58.2% of Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3
months watch Ad-Supported Local TV Stations for an average of 100. minutes every day
representing 26.4% of all time spent daily with Ad-Supported Video.
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Local TV Station Programs (Persons & % Reach): Adults 18 or older
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, 18,318,886 or 59.2% of Adults 18 or older who Purchased Items In-Store at TJ) MAXX in the past 3
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News - Morning, Comedies, Movies, and Game Shows.
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' 257,587 or 57.2% of Adults 18 or older who Purchased Items In-Store at T MAXX in the past 3
months watch Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Local
News - Morning, Sports, Game Shows, Movies, and Food/Cooking Shows
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158,271 or 67.2% of Adults 18 or older who Purchased Items In-Store at T MAXX in the past 3
months watch Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Local
News - Morning, Sports, Game Shows, Comedies, and Movies.
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' 164,763 or 62.1% of Adults 18 or older who Purchased Items In-Store at T MAXX in the past 3
months watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News -
Morning, Local News - Evening, Comedies, Movies, and Dramas.
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Local TVStatmn Programs (Persons & % Reach): Adults 18 or older
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' 203,702 or 58.2% of Adults 18 or older who Purchased Items In-Store at T MAXX in the past 3
months watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News -
Evening, Comedies, Local News - Morning, Game Shows, and Movies.
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24,911,327 or 80.5% of Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3
months use Ad-Supported Social Media for an average of 148.9 minutes every day representing

27.5% of all time spent daily with Ad-Supported Digital Media.
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394,554 or 87.7% of Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3
months use Ad-Supported Social Media for an average of 126. minutes every day representing
22.3% of all time spent daily with Ad-Supported Digital Media.
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186,957 or 79.4% of Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3
months use Ad-Supported Social Media for an average of 158.3 minutes every day representing
27.3% of all time spent daily with Ad-Supported Digital Media.
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232,179 or 87.5% of Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3
months use Ad-Supported Social Media for an average of 156.1 minutes every day representing
29.2% of all time spent daily with Ad-Supported Digital Media.
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228,997 or 65.4% of Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3
months use Ad-Supported Social Media for an average of 139.9 minutes every day representing
23.6% of all time spent daily with Ad-Supported Digital Media.
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24,140,094 or 78.% of Adults 18 or older who Purchased Items In-Store at T MAXX in the past 3
months use Ad-Supported Facebook for an average of 53.7 minutes every day representing 36.1% of
all time spent daily with Ad-Supported Social Media.
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352,363 or 78.3% of Adults 18 or older who Purchased Items In-Store at T MAXX in the past 3
months use Ad-Supported Facebook for an average of 42.3 minutes every day representing 33.6% of
all time spent daily with Ad-Supported Social Media.
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186,957 or 79.4% of Adults 18 or older who Purchased Items In-Store at T MAXX in the past 3
months use Ad-Supported Facebook for an average of 52.9 minutes every day representing 33.4% of
all time spent daily with Ad-Supported Social Media.
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218,097 or 82.2% of Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3
months use Ad-Supported Facebook for an average of 55.6 minutes every day representing 35.6% of
all time spent daily with Ad-Supported Social Media.
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228,997 or 65.4% of Adults 18 or older who Purchased Items In-Store at TJ MAXX in the past 3
months use Ad-Supported Facebook for an average of 46.1 minutes every day representing 32.9% of
all time spent daily with Ad-Supported Social Media.
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24,140,094 or 78.% of Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3
months use Ad-Supported Facebook for an average of 53.7 minutes every day representing 36.1% of
all time spent daily with Ad-Supported Social Media.
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352,363 or 78.3% of Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3
months use Ad-Supported Facebook for an average of 42.3 minutes every day representing 33.6% of
all time spent daily with Ad-Supported Social Media.
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186,957 or 79.4% of Adults 18 or older who Purchased Items In-Store at T} MAXX in the past 3
months use Ad-Supported Facebook for an average of 52.9 minutes every day representing 33.4% of
all time spent daily with Ad-Supported Social Media.
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218,097 or 82.2% of Adults 18 or older who Purchased Items In-Store at TJ MAXX in the past 3
months use Ad-Supported Facebook for an average of 55.6 minutes every day representing 35.6% of
all time spent daily with Ad-Supported Social Media.
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228,997 or 65.4% of Adults 18 or older who Purchased Items In-Store at T MAXX in the past 3
months use Ad-Supported Facebook for an average of 46.1 minutes every day representing 32.9% 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...
Social Media: 1,625,552; Local Radio: 1,472,777; Non-Prem. Cable: 765,296; Local TV:
682,927 reaching Adults 18 or older who Purchased Items In-Store at T) MAX

All Other Digital Media: 2,242,804;
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Local Radio: 24,466; Social Media: 24,130; Non-Prem. Cable: 9,431; Local TV: 9,361
reaching Adults 18 or older who Purchased Items In-Store at T) MAXX in the past

All Other Digital Media: 32,970;
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in the past 3 months
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Social Media: 14,243; Local Radio: 11,119; Non-Prem. Cable: 7,192; Local TV: 6,608
reaching Adults 18 or older who Purchased Items In-Store at T) MAXX in the past

All Other Digital Media: 20,042;
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Social Media: 14,975; Local Radio: 14,200; Non-Prem. Cable: 6,725; Local TV: 6,112
reaching Adults 18 or older who Purchased Items In-Store at T) MAXX in the past

All Other Digital Media: 19,665;
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Local Radio: 15,037; Social Media: 12,572; Non-Prem. Cable: 8,290; Local TV: 7,101

reaching Adults 18 or older who Purchased Items In-Store at T) MAXX in the past

All Other Digital Media: 21,409;
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in the past 3 months

120,000

100,000

20,000

R W
,\:,}“9’»’@’99’”@‘\’9,,@\9@»@0'&Q#@'«ﬂ'«o'\ﬁﬁ'qqoqsq

g B FFN TSP R R bQ'\Q‘bQQQQQNQ,QfF
s Mon-Fri Local AM/FM Radio AQH
e Vlon-Fri Non-Premium Cable TV AQH

‘e [\on-Fri Digital Media (Less Social) AQH

wmm Vlon-Fri Local TV Station AQH
e M on-Fri Social Media AQH

600,000

500,000

400,000

300,000

200,000

100,000

06‘

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
WPB Metro Area Adults 18 or older

PN BT T FNT TP R R R R R R R R RS GE
'»’\.'bb?ﬁi"b""\%"’qo’&'o,@,&x ")QVR“)Q%Q’\Q@qQQQ.’Q
e Mlon-Fri Local AM/FM Radio AQH Mon-Fri Local TV § AQH

e Mo~ Fri Non-Premium Cable TV AQH
e [Vlon-Fri Digital Media (Less Social) AQH

e M ON-Fri Social Media AQH

WrB DMA Scarborough R2 2025: Aug24-Jun25 Qual Intab 510
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

{(Major stores shopped in-store past 3 r
(Major store opped in-store past

* Share of Everything

soefa.al i

nths: T Maxx AND Major stores bought past 3 months: T) Maxx)]




28,293,130 or 91.5% of Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3
months spend an average of 53.3 minutes per day driving, seeing Billboards and Signs. 63.4% Listen
to Local Radio Stations Out-of-Home for an average of 35.9 m
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406,862 or 90.4% of Adults 18 or older who Purchased Items In-Store at T MAXX in the past 3
months spend an average of 52.9 minutes per day driving, seeing Billboards and Signs. 71.5% Listen
to Local Radio Stations Out-of-Home for an average of 36.3 minu
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222,592 or 94.5% of Adults 18 or older who Purchased Items In-Store at T MAXX in the past 3
months spend an average of 60. minutes per day driving, seeing Billboards and Signs. 63.2% Listen
to Local Radio Stations Out-of-Home for an average of 33. minute
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Top-13 Out—of -Home Media (Persons & % Reach): Adults 18 or older
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250,965 or 94.6% of Adults 18 or older who Purchased Items In-Store at T MAXX in the past 3
months spend an average of 57.4 minutes per day driving, seeing Billboards and Signs. 69.9% Listen
to Local Radio Stations Out-of-Home for an average of 34. minut
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318,397 or 91.% of Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3
months spend an average of 57.6 minutes per day driving, seeing Billboards and Signs. 56.9% Listen
to Local Radio Stations Out-of-Home for an average of 36. minute
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28,293,130 or 91.5% of Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3 months
spend an average of 53.3 minutes per day driving, seeing Billboards and Signs representing 36.4% of all
Time Spent with Ad-Supported Out-of-Home Media.
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406,862 or 90.4% of Adults 18 or older who Purchased Items In-Store at TJ MAXX in the past 3 months
spend an average of 52.9 minutes per day driving, seeing Billboards and Signs representing 34.% of all Time
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222,592 or 94.5% of Adults 18 or older who Purchased Items In-Store at TJ MAXX in the past 3 months

spend an average of 60. minutes per day driving, seeing Billboards and Signs representing 41.7% of all Time
Spent with Ad-Supported Out-of-Home Media.
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250,965 or 94.6% of Adults 18 or older who Purchased Items In-Store at T MAXX in the past 3 months

spend an average of 57.4 minutes per day driving, seeing Billboards and Signs representing 39.8% of all
Time Spent with Ad-Supported Out-of-Home Media.
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318,397 or 91.% of Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3 months
spend an average of 57.6 minutes per day driving, seeing Billboards and Signs representing 41.5% of all
Time Spent with Ad-Supported Out-of-Home Media.
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406,862 or 90.4% of Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3
months spend an average of 52.9 minutes per day driving an average of 30.8 miles each day and are
131.1% more likely to use County Road 42 than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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Top-26 Residential Zip Codes: Adults 18 or older
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Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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Top-26 Residential Zip Codes: Adults 18 or older
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222,592 or 94.5% of Adults 18 or older who Purchased Items In-Store at TJ MAXX in the past 3
months spend an average of 60. minutes per day driving an average of 34.9 miles each day and are
58.7% more likely to use Stan Musial Veterans Memorial Bridge tha
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114.1% more likely to use Route 48 than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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Top-26 Residential Zip Codes: Adults 18 or older
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[(Major stores shopped in-store past 3 months: T/ Maxx AND Major stores bought past 3 months: TJ Maxx)]

250,965 or 94.6% of Adults 18 or older who Purchased Items In-Store at TJ MAXX in the past 3
months spend an average of 57.4 minutes per day driving an average of 33.4 miles each day and are
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Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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Top-26 Residential Zip Codes: Adults 18 or older
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[(Major stores shopped in-store past 3 months: T/ Maxx AND Major stores bought past 3 months: TJ Maxx)]

318,397 or 91.% of Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3
months spend an average of 57.6 minutes per day driving an average of 33.5 miles each day and are
57.8% more likely to use Glades Road than the Metro average.
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Top Residential Zip Codes: (Adults 18 or older who Purchased Items In-Store at TJ MAXX in the past 3 months) N _SUMfAd“*tS 1B orolder..
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Top Residential Zip Codes: (Adults 18 or older who Purchased Items In-Store at TJ MAXX in the past 3 months)
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7,778,383 or 25.1% of Adults 18 or older who Purchased Items In-Store at TJ) MAXX in the past 3
months read Local Daily Newspaper(s) (Daily+Sunday) for an average of 8.5 minutes every day
representing 28.7% of all time spent daily with All forms of Print

Avg. Week All Print Media (Persons & % Reach): Adults 18 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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118,326 or 26.3% of Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3
months read Local Daily Newspaper(s) (Daily+Sunday) for an average of 8.6 minutes every day
representing 27.% of all time spent daily with All forms of Print Med

Avg. Week All Print Media (Persons & % Reach): Adults 18 or older Avg Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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- 48,011 or 20.4% of Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3 months
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 9.4 minutes every day representing
29.1% of all time spent daily with All forms of Print Med

Avg. Week All Print Media (Persons & % Reach): Adults 18 or older Avg Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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50,632 or 19.1% of Adults 18 or older who Purchased Items In-Store at TJ MAXX in the past 3 months
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 8. minutes every day representing
25.7% of all time spent daily with All forms of Print Medi

Avg. Week All Print Media (Persons & % Reach): Adults 18 or older Avg. Day All Print Media (% Time Spent & Avg Minutes/day Spent): Adults 18 or older
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87,851 or 25.1% of Adults 18 or older who Purchased Items In-Store at T} MAXX in the past 3 months
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 9.9 minutes every day representing
29.9% of all time spent daily with All forms of Print Med
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Wall Street Journal
(Daily)
9.7

Local Daily
Newspaper(s)
(Daily
80
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USA Today (Daily)
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Magazines
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(excluding

® who Purchased Items In-Store at T) MAXX in the past 3 months

= WPB
® Share of Everything

soefa.ai

for Anything _

[(Major stores shopped in-store past 3 months: T/ Maxx AND Major stores bought past 3 months: TJ Maxx)]



Social Media

Websites
Direct Mail

Broadcast, Cable, & Sat TV

"Advertising Actions"

P18+ who Purchased Items In-Store at T) MAXXin the past 3 months
(Shopped/Visited/Bought past 3mos Due to Ads on %)

100,055,454

92,470,172 34.9%

76,858,434 29.0%

58,265,886

Local AM/FM Radio

41,132,118

Video Streaming Services
Cable TV Networks

Local Broadcast TV
Podcasts

Newspapers

Billboards

Audio Streaming Services

40,411,885 15.2%
35,764,177 13.5%
36,938,060 13.9%

30,975, 338

29,307, 017 11.0%

26,703,489 10.1%
27,818,480 10.5%

m P18+ who Purchased Items In-Store at TJ MAXX in the past 3 months (Shopped/Visited/Bought past 3mos Due to Ads on %)

m P18+ USA AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
USA DMA ScarboroughR22025: Sep24- AuﬁS Qualintab: 3385

Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. Allrights reserved. Soefa . al for Anything «

[(Major stores shopped in-store past 3 months: T/ Maxx AND Major stores bought past 3 months: TJ Maxx)]



Social Media

"Advertising Actions"

P18+ who Purchased Items In-Store at T) MAXXin the past 3 months
(Shopped/Visited/Bought past 3mos Due to Ads on %)

1,417,025

Websites 1,289;583
Direct Mail 977,468'7
Broadcast, Cable, & SatTV  geyrges
Video Streaming Services 520,162
Local Broadcast TV 544,i64
Cable TV Networks
Local AM/FM Radio
Newspapers @
Podcasts gyEm .
Billboards &

Audio Streaming Services

’ MINNEAPOLIS-ST. PAUL
365,418 9.4%

288,669 7.4%
® P18+ who Purchased Items In-Store at T) MAXX in the past 3 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
B P18+ MINNEAPOLIS-ST. PAUL AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)

MINNEAPOLIS-ST.PAUL DMA Scarborough R22025:Aug24-Jul25 Qualintab: 245 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. SO e a 0 al for Anything «

[(Major stores shopped in-store past 3 months: T/ Maxx AND Major stores bought past 3 months: TJ Maxx)]



Social Media

Websites

Direct Mail

Broadcast, Cable, & Sat TV
Cable TV Networks

Local Broadcast TV

Video Streaming Services

Podcasts

"Advertising Actions”

P18+ who Purchased Items In-Store at T) MAXXin the past 3 months
(Shopped/Visited/Bought past 3mos Due to Ads on %)

825,579 32.9%
740,416 29.5%

589,676 23.5%

499,563 19.9% [

14.4%

361,260

378,575 15.1%

332,819

291,168 11.6%

Local AM/FM Radio

344,137

Billboards

8.4%

Audio Streaming Services S ' ST. LOUIS
209,166
Newspapers gyyprs 9.8%
m P18+ who Purchased Items In-Store at T) MAXX in the past 3 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
B P18+ ST. LOUIS AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
ST.LOUIS DMA ScarboroughR22025:Aug24-Jul25 Qualintab: 227 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. Soe a & al for Anything «

[(Major stores shopped in-store past 3 months: T/ Maxx AND Major stores bought past 3 months: TJ Maxx)]



Social Media

Direct Mail
Websites

Broadcast, Cable, & Sat TV

"Advertising Actions"”

P18+ who Purchased Items In-Store at T) MAXXin the past 3 months
(Shopped/Visited/Bought past 3mos Due to Ads on %)

705,209 36.5%
587,936 30.4%

632,310 32.7%

Local AM/FM Radio

437,389 22.6%

330,409 17.1%

Cable TV Networks

Local Broadcast TV

Video Streaming Services
Newspapers

Billboards

Audio Streaming Services

275,690 14.3%
274,190 14.2%
266,434 13.8%

236,554 12.2%

[{e]
L

178,184

-

191,967 9.9%

CINCINNATI

Podcasts : -
235,304 12.2%
m P18+ who Purchased Items In-Store at T MAXX in the past 3 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
H P18+ CINCINNATI AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
CINCINNATI DMA ScarboroughR22025:Sep24-Jul25 Quallntab: 325 f * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. Soe a.al for Anything «

[(Major stores shopped in-store past 3 months: T/ Maxx AND Major stores bought past 3 months: TJ Maxx)]



Social Media

Websites

Direct Mail

Broadcast, Cable, & Sat TV
Cable TV Networks
LocalBroadcast TV

Video Streaming Services
Newspapers

Podcasts

"Advertising Actions'’

P18+ who Purchased Items In-Store at T) MAXX in the past 3 months
(Shopped/Visited/Bought past 3mos Due to Ads on %)

38.4%

689,187

577,416 30.2%

477,189 25.0%

346,953 18.1%

323,394 16.9%

275,376

245,799 12.9%

195,778 10.2%

Local AM/FM Radio

255,979 13.4%

Audio Streaming Services

Billboards

- WEST PALM BEACH-BOCA RATON
207,422 10.8%

152,117 8.0%

m P18+ who Purchased Items In-Store at T MAXX in the past 3 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
m P18+ WESTPALM BEACH-BOCA RATON AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)

WESTPALM BEACH-BOCARATON DMA ScarboroughR22025:Aug24-Jun25 Qualintab: 510 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reservet soe a ’ al for Anything «

[(Major stores shopped in-store past 3 months: T/ Maxx AND Major stores bought past 3 months: TJ Maxx)]



