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5.2% or 13,522,564 of USA Adults 18 or older bought items at BASS PRO SHOPS and/or CABELA'S past 3mos.
Typical Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos are 49.6 years
old (1.6% older than average) and have a $102,578 (14.4% higher than average) annual household income.
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Percent of Market: Adults 18 or older ﬂ\lttGender of Target vs. Market: Adults 18 or older

5.6% or 214,459 of MSP DMA Adults 18 or older bought items at BASS PRO SHOPS and/or CABELA'S past 3mos
Typical Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos are 50.7 years
old (3.8% older than average) and have a $120,032 (12.7% higher than average) annual household income.
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8.2% or 205,997 of STL DMA Adults 18 or older bought items at BASS PRO SHOPS and/or CABELA'S past 3mos.
Typical Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos are 51.8 years
old (4.5% older than average) and have a $109,864 (16.1% higher than average) annual household income.
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5.1% or 97,476 of CIN DMA Adults 18 or older bought items at BASS PRO SHOPS and/or CABELA'S past 3mos.
Typical Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos are 47.9 years
old (1.8% younger than average) and have a $136,213 (43.8% higher than average) annual household...
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4.2% or 77,498 of WPB DMA Adults 18 or older bought items at BASS PRO SHOPS and/or CABELA'S past 3mos.
Typical Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos are 51.3 years
old (4.1% younger than average) and have a $137,850 (42.9% higher than average) annual household...
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5.2% or 13,522,564 of USA Adults 18 or older bought items at BASS PRO SHOPS and/or CABELA'S past 3mos.
Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos are 9.2% less likely to
be a college graduate, 14.6% more likely to work full-time, 24.5% more likely to be married, 7.6% more
likely to be a parent of 1 or more children unde
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5.6% or 214,459 of MSP DMA Adults 18 or older bought items at BASS PRO SHOPS and/or CABELA'S past 3mos.
Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos are 4.6% less likely to

be a college graduate, 15.7% more likely to work full-time, 33.6% more likely to be married, .5% less likely
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8.2% or 205,997 of STL DMA Adults 18 or older bought items at BASS PRO SHOPS and/or CABELA'S past 3mos.
Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos are 19.6% less likely
to be a college graduate, 2.7% more likely to work full-time, 38.1% more likely to be married, 32.1% more

likely to be a parent of 1 or more children und
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5.1% or 97,476 of CIN DMA Adults 18 or older bought items at BASS PRO SHOPS and/or CABELA'S past 3mos.
Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos are 20.7% less likely
to be a college graduate, 38.6% more likely to work full-time, 20.1% more likely to be married, 21.7% less
likely to be a parent of 1 or more children un
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4.2% or 77,498 of WPB DMA Adults 18 or older bought items at BASS PRO SHOPS and/or CABELA'S past 3mos.
Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos are .9% less likely to

be a college graduate, 66.2% more likely to work full-time, 50.4% more likely to be married, 96.6% more
likely to be a parent of 1 or more children unde

— o,
*\'.f' Education Levels: Adults 18 or older Employment: Adults 18 or older |( \\ ) Marital Status: Adults 18 or older
: o 2.8% I — % i od  ALT%
Some High School or Less (not graduate) - 2.2% Employed Full-Time or Part-Time Single, Never Married
High School Graduate (12th grade or GED) g 33 Employed Full-Time (35 hours or more) 70.5%. Married 74.9%
= - 8.9% | 1.0%
Some College Credit (no degree) Employed Part-Time (less than 35 hours) 1674 Legally Separated 1 1.5%
Associate's Degree (AA, AS, etc.) White Collar 40 i - Divarced
College Graduate (4 year college) Blue Collar :‘ Widowed -3.59/;%
Postgraduate Degree Work From Home [most of the time or always) 5% LGBTQ+ (net) - ;g:i
= who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos = WPB who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos =WPB 1 who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos uWPB
Top-20 Occupations: Adults 18 or older Entrepreneurs/Military Experience 214t b Stage in Life: Adults 18 or older
17.3%
28.8% 12.1% 11.1%
7.0% u‘ 9:8% . 6.1% Parent of 1 or more Children under 18 N 23.3% 45.9%
18.6° i " : it = 17.6%
5 SmallBusiness Self-Employed  Current or Former Working Mothers B 10.0%
13.6% . Pyuper Military Service
19.7% | Parent of 1 or more Children Under Age 2 . 2.0%
5% 68% 6.7% 3.7%
il o 35%0% 3% 3M%gx  gem i 32% i I . 234%
2.2 i B . 24% 4 02.2% 4 301.9% 1.490.8% 8% 17% & Parent of 1 or more Children Age 2-5 g
. o7% " 14 13 085" 14% 055.0% __1.0% 9% 0 ,0s0.9% [
I Ll [ ' . L Bae B B [l RTINS S O'M_ a‘”‘u_ B.6% TN
& & & & & o & & & & & & e & & & & & Parent of 1 or more Children Age 6- 11 BT .
& & éﬁy’ Q,}q‘r & P S SN B B & F se‘ﬁ P < & N 12.8%
f e° -\‘B‘f & éﬂo"“b é‘é & \5'& P&* q“‘\ @?‘" '?’} @-@z (::'5& s Qgi‘" > Parent of 1 or more Children Age 12 - 17 15.7%
« & 5 -
@» (\oé‘ JP@O a'{' Jé" ?@" y & «@s"“ R & y &‘!9 & p & -@j & F L’qf . 12.7%
> 3 3 8 %
e ¥ # < F & & S & ¢ & Parent of 1 Childrenin Coll i 4.5%
A AR A & ¢ & © e & HremoTtormore Fhrenin T W 2.7%
<
.gf .rB « & & Grandparent of 1 or more Children under 18 ﬁ 26.6%
@@. &%- ;0& 27.6%
L &
who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos = WPB » who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos uWPB

wes DMA Scarborough R1 2024: Jan23-Feb24 Qual Intab 118
All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved. <

(Stores/services bought past 3 months: Bass Pro Shops OR Stores/services bought past 3 months: Cabela's)



5.2% or 13,522,564 of USA Adults 18 or older bought items at BASS PRO SHOPS and/or CABELA'S past 3mos.
Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos are 21.4% more likely
to own their home, 10.8% more likely to own a higher valued home, 26.8% more likely to have a single-family
home, 36.3% more likely to have a dog.
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home, 24.2% more likely to have a dog.

5.6% or 214,459 of MSP DMA Adults 18 or older bought items at BASS PRO SHOPS and/or CABELA'S past 3mos.
Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos are 18.4% more likely

to own their home, 7.8% more likely to own a lower valued home, 19.6% more likely to have a single-family
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8.2% or 205,997 of STL DMA Adults 18 or older bought items at BASS PRO SHOPS and/or CABELA'S past 3mos.
Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos are 19.3% more likely

to own their home, 8.6% more likely to own a higher valued home, 6.4% more likely to have a single-family
home, 12.7% more likely to have a dog.

Own/Rent/Other: Adults 18 or older mﬁm Type of Home: Adults 18 or older 4 {®pPets in Home: Adults 18 or older
Single Family House (unattached) I
Own a Dog
Townhouse or attached Home E 7%
4.7%
Condaminmm (o Own a Cat
wn a Ca
15.7% l 5%
. 1.6% 6.7% 6.9% Apertment %%
i w3307 IEERET
Own Other Own Second Home Mobile Home or Manufactured 6.4% Own other type of Pet
or Real Estate Home 4.8%
Property
w» who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos HSTL # who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos msTL # who bought items at BASS PRO SHOPS and for CABELA'S past 3mos wsTL
s
24l Value of Owned Home: Adults 18 or older Home Loans: Adults 18 or older
Average Value of Owned Home:
who bought items at BASS PRO SHOPS and/or CABELA'S... *
st
3.8%
2.0% 0.0% 1.7%
<$150K $150K-$200K  $200K-$250K  $250K-$300K  $300K-$350 $350K-$500K  $500K-$750K  $750K-$1M S1vi+ Home Mortgage Refinanced Home Equity Own
= who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos mSTL Home Mortgage InL'lo:r:IvT:n";:t HOD’:;{;:: ‘(::;w

STL DMA Scarborough R1 2024: Jan23-Jan24 Qual Intab 143 = Loai Mortgages)
All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC, All rights reserved,

(Stores/services bought past 3 months: Bass Pro Shops OR Stores/services bought past 3 months: Cabela's)




5.1% or 97,476 of CIN DMA Adults 18 or older bought items at BASS PRO SHOPS and/or CABELA'S past 3mos.
Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos are 12.7% more likely

to own their home, 12.8% more likely to own a higher valued home, 12.3% more likely to have a single-family
home, 7.6% more likely to have a dog.
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4.2% or 77,498 of WPB DMA Adults 18 or older bought items at BASS PRO SHOPS and/or CABELA'S past 3mos.
Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos are 28.5% more likely
to own their home, 8.% more likely to own a higher valued home, 55.6% more likely to have a single-family

home, 42.3% more likely to have a dog.
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5.2% or 13,522,564 of USA Adults 18 or older bought items at BASS PRO SHOPS and/or CABELA'S past 3mos.
Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos are 10.8% more
likely to look up D-I-Y advice online, 22.2% more likely to always vote in local elections, 11.4% more likely

to belong to a gym, 6.1% more likely to fly domest
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5.6% or 214,459 of MSP DMA Adults 18 or older bought items at BASS PRO SHOPS and/or CABELA'S past 3mos
Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos are 12.4% more
likely to look up D-I-Y advice online, 4.3% more likely to always vote in local elections, 43.8% less likely to

belong to a gym, 5.6% more likely to fly domesti
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8.2% or 205,997 of STL DMA Adults 18 or older bought items at BASS PRO SHOPS and/or CABELA'S past 3mos.
Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos are 9.7% more likely

to look up D-I-Y advice online, 23.4% more likely to always vote in local elections, 30.4% more likely to

belong to a gym, 11.2% more likely to fly domest
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5.1% or 97,476 of CIN DMA Adults 18 or older bought items at BASS PRO SHOPS and/or CABELA'S past 3mos.
Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos are 19.5% more
likely to look up D-I-Y advice online, 14.2% more likely to always vote in local elections, 16.6% more likely

to belong to a gym, 5.9% more likely to fly domest
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4.2% or 77,498 of WPB DMA Adults 18 or older bought items at BASS PRO SHOPS and/or CABELA'S past 3mos.
Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos are 6.5% more likely

to look up D-I-Y advice online, 1.3% more likely to always vote in local elections, 83.8% more likely to

belong to a gym, 10.9% more likely to fly domesti
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5.2% or 13,522,564 of USA Adults 18 or older bought items at BASS PRO SHOPS and/or CABELA'S past 3mos.
C‘_} i | Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos are 4.6% more likely

avecad ! 4 to use QSRs past mo., 15.5% more likely to use Sit-Down Restaurants past mo., 26.3% more likely to use
Casinos past yr., 24.5% less likely to smoke cigare

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

(Sit-Down Restaurants Used Past 30-days)

Chinese  Caffee Itakian indian/ Wings/ Bagel/  Upscale Steakhouse
Houss / s/ Burgers/ Donut/
= who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos. mUSA # who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos mUSA # who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos musA
Total ngzmggffy QSR Users: e Avg. Monthly QSR Meals: Total Monthly Sit-Down Restaurant Users:  Avg. Monthly Sit-Down Restaurant Meals: Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)

Laims [ 1time S
3 times —

87.8% 76.0% who bought items at BASS PRO SHOPS and/or... [GT2SSUNNII  12.8%

Past 12 months Casino Activities: Adults 18 or older |Used Past 30-days: Adults 18 or older

Slot Machines

T ==
Drank Past 30-days. Adults 18 or older

Wine 3.1% Bar / Nightclub
Domestic Regular Beer  Fhesiesm 23.4% Upscale Restaurant
Domestic Light Beer prpriers 22.8% Stage Show / Concert 16,133,535 6.2% A%

Liquor

63,481,788 24.2%

Any Type of Beer Table Games (Craps, Poker, etc.)

Imported Beer Erren 21.5% - v Sports Betting -;f;;:’"6 5.5%
Microbrew / Craft Beer 11&7?926 ' Other Gambling lig'_g?,‘(, : A : 14,344 92
Spa 4.4‘6 1?70')? Casinos visited past 12 hs: Yes Marij [ Cannabis Vape
wwho bought items at BASS PRO SHOPS and/or CABELA'S past 3mos - UsA » who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos mUSA ' who bought items at BASS PRO SHOPS andfor CABELA'S past 3mos BUSA
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3 times

4 times

5 times

6 -9times

2times

30-days QSR Users: Adults 18 or older

Tms 11,5%

%

® who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos

Total Monthly QSR Users:
90.6%

e R 52
3371117

mMsP

Avg. Monthly QSR Meals:
87.6%

Casinos past yr.,, 33.2% less likely to smoke cigaret

5.6% or 214,459 of MSP DMA Adults 18 or older bought items at BASS PRO SHOPS and/or CABELA'S past 3mos.
Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos are 3.4% more likely
to use QSRs past mo., 8.7% more likely to use Sit-Down Restaurants past mo., 17.2% less likely to use

[ ] 1time

20.3%

2 times

3 times
4 times
5 times

6-9times

10 times or more E

W who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos

= MSP

Avg. ly Sit-Down ant Meals:

Total Monthly Sit-Down Restaurant Users:
81.7% 75.2%

Drank Past 30-days: Adults 18 or older

Liquor

Any Type of Beer
Domestic Regular Beer
Wine

Domestic Light Beer

1,272,941

31.8% |
Imported Beer 545,586 19.5% - v
Microbrew / Craft Beer petyen 12.3266 6% i
= who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos uMSP

Msp DMA

Scarborough R1 2024: Jan23-Jan24 Qual Intab

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

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

ii

PiIa Mexican  Chiness  Wings/  Coffes  indian/ Bagel/ Upstsle  halan  steakhouse
Burgers/ House/ Thai/ Donut/
sports ear Coles @ar  Other  Bakery
Asizn

# who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos nmsp

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who bought items at BASS PRO SHOPS and/or... [ZT,IGANMMIIN 13.0%

MsP 610.572 10.7%

Past 12 months Casino Activities: Adults 18 or older
Slot Machines
334,332 8.7%
7.8%
153,749 4.0%
M 3,6%
. 2.6%

30,1%
1.3%

# who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos

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

Stage Show / Concert

Upscale Restaurant

Sports Betting

Other Gambling

Spa

Casinos visited past 12 months: Yes

= MSsP
116
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Used Past 30-days: Adults 18 or older

14.0%

10.0%

Marijuana / Cannabis

Cigarettes Vape
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Past 30-days QSR Users: Adults 18 or older

10.2%

2 times

3 times

10.8%

= who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos

4 times

5times

6-9times

mSTL

Total Aggrlsefy QSR Users: Avg. Monthly QSR Meals:

89.4%

_ 2.230.916 - “

Casinos past yr., 20.2% less likely to smoke cigare

8.2% or 205,997 of STL DMA Adults 18 or older bought items at BASS PRO SHOPS and/or CABELA'S past 3mos.
Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos are 5.6% more likely
to use QSRs past mo., 15.8% more likely to use Sit-Down Restaurants past mo., 25.6% more likely to use

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

®

1time

2 times

3times

4 times

5 times

6-9times

10times or more

F

# who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos
Total Monthly Sit-Down Restaurant Users:  Avg. Monthly Sit-Down R

18.6%

15.7%

13.2%

m|STL
Meals:

87.8% 75.8%

Drank Past 30-days: Adults 18 or older

Liquor
Any Type of Beer
Domestic Light Beer

Domestic Regular Beer

766,626 30.6%

Wine

—r— -V
Microbrew / Craft Beer mﬂ%ﬂl”ﬁ '

# who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos ESTL

sTL DMA Searborough R1 2024: Jan23-Jlan24 Qual Intab

Top-10 Cuisines: Adu!ts 18 or older

(Sit-Down Restaurants Used Past 30-days,

6.3

Chiness Mexion  peza  mikan  wings/ Steakhouse Coffee  Bagel/ indian/  Upscale
Burgers / Wouse/ Donut/ Thaif
Sports Bar coffecsar makery  Other
Asian

= who bought items at BASS PRO SHOPS and for CABELA'S past 3maos msTL

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who bought items at BASS PRO SHOPS and/or.. (BG,GSININI 13.0%

s 12.5%

Past 12 months Casino Activities: Adults 18 or older

Slot Machines
Bar/ Nightclub
Table Games (Craps, Poker, etc.)

Upscale Restaurant

Stage Show / Concert

Sports Betting

2.0%
spa i%5%
Other Gambling m 4.4%

m who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos
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Casinos visited past 12

577,038 23.0%
211 A76 8.4%

Used Past 30-days: Adults 18 or older

]
k.

/ Cannabis

Yes
mSTL

Cigarettes Vape

mSTL

= who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos

(Stores/services bought past 3 months: Bass Pro Shops OR Stores/services bought past 3 months: Cabela's)



2times
3 times
4 times
5 times
6 -9times

10 times or more

Total Monthly QSR Users:
89.5%

16.0%
» who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos

=CIN

Avg. Monthly QSR Meals:

89.1%

past yr., 22.4% less likely to smoke cigarette

5.1% or 97,476 of CIN DMA Adults 18 or older bought items at BASS PRO SHOPS and/or CABELA'S past 3mos.
Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos are .5% more likely to
use QSRs past mo., 6.5% more likely to use Sit-Down Restaurants past mo., 2.9% more likely to use Casinos

[ ] 1time

14.8%

2 times

3 times

4 times

5 times
6-9times

10 times or more

® who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos
Total Monthly Sit-Down Restaurant Users:

mCIN
Avg. Monthly Sit-Down Restaurant Meals:

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

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

r0sfl
s.6%]

Chiness  mewitan  wings/ makan  steakhouse Bagel /
Burgers /  House | Donut /
sports 2ar Coffes Bar Bakery

Indizn/  Upscale
Thai
Other

Pz
Asian

= who bought items at BASS PRO SHOPS andj/or CABELA'S past 3mos nCiN

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who bought items at BASS PRO SHOPS and/or... (B, 08 18.7%

an 15.2%

84.7% 79.6% a1
o e wiow e [
Drank Past 30-days: Adults 18 or older Past 12 months Casino Activities: Adults 18 or older
Any Type of Beer 23.7% i SlotMachines  Eryer 27.0% ]
Liguor

Domestic Light Beer

794,496 41.7%

———
Wiria 511,164 26.8% i
Imported Beer FEER ol v v
Microbrew / Craft Beer ﬂ;g i
= who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos mCIN
CIN DMA Scarborough R1 2024: Jan23-Jan24 Qual intab

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

514,754
135,247 7.1%
&n.z%

4.8%

3.0%
EECTE 3.0%
760, 6%
1.7%
= who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos

Upscale Restaurant
Sports Betting

Stage Show / Concert
Other Gambling

Spa

Casinos visited past 12 months: Yes

ECIN
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Used Past 30-days: Adults 18 or older

i] “EJ

SR
Cigarettes

Marijuana / Cannabis Vape
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1time

Ry -
‘.5%
ey
e

= who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos

2times

3 times

4 times

5 times

6 -9times

10times or more

Total nggt;[’gﬂv QSR Users: Avg. Monthly QSR Meals:

83.5%

e e 0
1,545,244

Past 30-days QSR Users: Adults 18 or older

uWPB

Casinos past yr., 17.% less likely to smoke cigaret

4.2% or 77,498 of WPB DMA Adults 18 or older bought items at BASS PRO SHOPS and/or CABELA'S past 3mos.
Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos are 10.% more likely
to use QSRs past mo., 10.6% more likely to use Sit-Down Restaurants past mo., 35.6% more likely to use

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

1time

3times | —y
stme: | Ty
6-9times

® who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos EWPB

Total hly Sit-Down ant Users: hly sit-Down ant Meals:
86.8% 78.5%

1 .. B | -

10times or more

Avg.

Drank Past 30-days: Adults 18 or older

Uigquor
Wine
Any Type of Beer
Imported Beer

Domestic Light Beer

337,625 1B.2% )

Domestic Regular Beer v v
Microbrew / Craft Beer m%s.s% i
= who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos uWPB
DMA Scarborough R1 2024: Jan23-Feb24 Qual Intab

Top-10 Cuisines: Adults 18 or older

| it-Down Restaurants Used Past 30-days)

Pz

Chnese  mlan  Mewan  Upsle  Wings/  Coffee Steskhouse indian/ Sestood
Burgers | Wouse / hai
Sparts Bar Coffes Bar ather
asian

mwho bought items at BASS PRO SHOPS and/or CABELA'S past 3mos mWPB

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who bought items ot BASS PRO SHOPS and/or.. 11.6%

weo 17.1%

Past 12 months Casino Activities: Adults 18 or older

Table Games (Craps, Poker, etc.)

mo:nm 9.7%
TS
Stage Show / Concert
Bar / Nightclub
Sports Betting K
Other Gambling 1.:5'9%%
Spa 1,0%

1.3% Casinos visited past 12 months: Yes
= who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos = WPB
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Used Past 30-days: Adults 18 or older

Oy
0.4% 'SA’

Marijuana / Cannabis

Cigarettes

Vape

= who bought items at BASS PRO SHOPS and/or CABELA'S past 3mas =wPa

(Stores/services bought past 3 months: Bass Pro Shops OR Stores/services bought past 3 months: Cabela's)



5.2% or 13,522,564 of USA Adults 18 or older bought items at BASS PRO SHOPS and/or CABELA'S past 3mos.
Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos are 26.6% more likely
to have a 401K, 36.% more likely to have an Auto Loan, 20.5% less likely to Invest/Trade Stocks Online, 7.6%

more likely to pay with their Debit Card.

Investments Owned: Adults 18 or older

X P
101,750,071 38.8%

2 19.2%

48,234,549

18.4%

16.4%
LRGATE] 14.1%

12.7%
11.6%

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

EL ,
Other (Crypto / NFTs / Metals, etc.) iy

Bonds
Second Home or Real Estate Property

529 Plan / College Savings Plan

u who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos mUSA

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

Auto Loan Money Home
Improvement
Loan or Home

Equity Loan

Online Bill Certificates of Studentloan Refinanced Personal Loan

Paying

Mohbile
Banking

Home

Mortgage

Online
Banking

Credit Card

savings
Account

Checking  Debit or ATM
Account card Market

Account

Deposit (CDs) Home

Mortgage

¥ who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos HUSA

Professional Services Used*: Adults 18 or older

66,948 481
47,198,789 18.0%
41,243,790 15.7%
10.9%
29,337,826

Financial Planner

Online Investing / Stock Trading

Accountant 11.2%

12.2%

26,948,198 10.3%

: 7.0%
16,429 34 R 2

6.4%
3.7%
23%
12%

w who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos
Scarborough R1 2024: lan23-Apr24 Qual Intab

Insurance Agent at a Local Office (not online)

Real Estate Agent

Estate Planning

(*Past 12 Months)

Divorce / Family Attorney
mUSA
USA USA Projection

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

S

13.9% 8.8% 10.1%
_—

...y -]
American

Facebook  Square Cash Samsung Pay
Express  Messenger

ApplePay  CashApp  Store Credit
Card

Zelle Discover

Google Pay

o001 =1
Debit Card  MasterCard ~ Venmo

mUSA

= who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos

1,099
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ﬁélnvestment
Lo 4

401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

Bonds

Second Home or Real Estate Property

Other (Crypto / NFTs / Metals, etc.)

5.6% or 214,459 of MSP DMA Adults 18 or older bought items at BASS PRO SHOPS and/or CABELA'S past 3mos
Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos are 23.9% more likely

to have a 401K, 3.2% more likely to have an Auto Loan, 33.9% less likely to Invest/Trade Stocks Online, 11.8%
less likely to pay with their Debit Card.

S Owned Adults 18 or older

2,058,281 53.5%

1,655,758

1,020,866 26.5%

43.0%

19.9%

£
18.6%

578,635 15.0%

3 2 15.2%

448,085 EEEE

B

8.7%

9 6.8%
EREE 8.6%

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

Checking Savings  Debitor ATM Credit Card Online Mobile Online Bill

9.7%
6.8% 7-9% 73% oy 5%

Home Auto Loan Money  Certificates of Studentloan Refinanced Personal Loan  Home
_ . Account  Account card Banking Banking Paying Mortgage Market  Deposit(CDs) Home Improvement
529 Plan / College Savings Plan 2 Account Mortgage e
= who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos m MSP m who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos m MSP
Professional Services Used *: Ad ults 18 or older | p'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 .
Real Estate Agent m L 10.6%12:6%

Estate Planning

Divorce / Family Attorney

Scarborough R1 2024: Jan23-lan24

2.9%
2.7%

3.3%
0.8%

= who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos

MsP DMA
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(*Past12 Months)

m MSP

Qual Intab 116

e 17.1%)

MasterCard

Debit Card

visa Paypal Venmo zelle ApplePay  CashApp Store Credit Google Pay
Card

American  Discover
Express
= who bought items at BASS PRO SHOPS and/cor CABELA'S past 3mos u MsP

(Stores/services bought past 3 months: Bass Pro Shops OR Stores/services bought past 3 months: Cabela's)

6.5%
P - pe——1

Facebook Samsung Pay Square Cash
Messenger




mﬁﬁlnvestments Owned Adults 18 or older

401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

Other (Crypto / NFTs / Metals, etc.)

1,116,439 44.6%
887,330

620,395

474 939

13.7%
10.4%

8.2% or 205,997 of STL DMA Adults 18 or older bought items at BASS PRO SHOPS and/or CABELA'S past 3mos.
Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos are 19.4% more likely

to have a 401K, 14.% more likely to have an Auto Loan, 49.5% more likely to Invest/Trade Stocks Online, 4.%
less likely to pay with their Debit Card.

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

10. 29'
9.4%
529 Plan / College Savings Plan m ) Checking DebitorATM  Savings  CreditCard  Online  OnlineBil  Mobile Home Autoloan  Money Certificates of Studentlcan Personal Loan Refinanced  Home

_— Account card Account Banking Paying Banking  Mortgage Market  Deposit[CDs) Home  Improvement

g Account Mortgage Loan of Home

Second Home or Real Estate Property W el

= who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos mSTL = who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos mSTL
Professional Services Used *: Adults 18 or older 'm'Past 3-Months Payment Methods Used: Adults 18 or older
Online Investing / Stock Trading
Insurance Agent at a Local Office (not online) 248,683
Accountant .
Real Estate Agent 8.0%
& 2.6% 33% 519 3.2%

Estate Planning

Divorce / Family Attorney

2.8%

20.0%
E 10%

= who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos

DMA

Scarborough R1 2024: Jan23-lan24

Qual Intab

(*Past12 Months)

mSTL

Facebook American  Samsung Pay Square Cash
Messenger Express

Debit Card  MasterCard Zelle

Paypal

venmo Cash App  Apple Pay Discover  Store Credit  Google Pay
Card

= who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos mSTL
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(Stores/services bought past 3 months: Bass Pro Shops OR Stores/services bought past 3 months: Cabela's)




5.1% or 97,476 of CIN DMA Adults 18 or older bought items at BASS PRO SHOPS and/or CABELA'S past 3mos.
Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos are 28.4% more likely

to have a 401K, 24.2% more likely to have an Auto Loan, 8.% more likely to Invest/Trade Stocks Online, 15.6%
more likely to pay with their Debit Card.

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

401K Plan
IRA (Individual Retirement Account)
Stocks or Stock Options
Mutual Funds 1:;;:”

7.1%
Money Market Funds iR

Other (Crypto / NFTs / Metals, etc.) 12;:,?

3.79 o 121%
Bonds - 05% ﬂ i i e 5.1%
529 Plan / College Savings P puax g Dmbleordh i Oofw Dol okl ' o :
n ege >avings Plan 7.0% Checking Debitor ATM  Savings  CreditCard  Online  OnlineBill  Mobile Home Autoloan  Money  Ci of personal Loan Home

Account card Account Banking Paying Banking Mortgage Market  Deposit(CDs) Home  Improvement
Second Home or Real Estate Property E e Account Mortgage Loan of Home

S Equity Loan

= who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos mCIN ® who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos ECIN

Tax Preparation Service

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

378,422

Financial Planner

Online Investing / Stock Trading

"
.

203,411 10.7%

5.7%

Insurance Agent at a Local Office (not online)

Estate Planning

10.0%
Real Estate Agent [ —
2 0.0%

11.0%12:4%
1.7% 3.9% 3.9% 3.4%
- . . B s ]

: X (*Past 12 Months) Google Pay  Apple Pay  Store Credit  American Discover Facebook Square Cash Samsung Pay
Divorce [ Family Attorney E 13% Card Express Messenger
= who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos mCIN  who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos ECIN

CIN DMA Scarborough R1 2024: Jan23-Jan24 Qual Intab g3
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4.2% or 77,498 of WPB DMA Adults 18 or older bought items at BASS PRO SHOPS and/or CABELA'S past 3mos.
Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos are 100.9% more likely

to have a 401K, 102.2% more likely to have an Auto Loan, 18.7% less likely to Invest/Trade Stocks Online,
15.3% more likely to pay with their Debit Card

“ﬁ‘mvestments Owned: Adults 18 or older

401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Money Market Funds

Mutual Funds

Other (Crypto / NFTs / Metals, etc.)
Second Home or Real Estate Property
Bonds

529 Plan / College Savings Plan

m who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos

— 3,330 36.
634,071 34.3%

23.8%
15.8%
17.6%
282,251 15.3%
14.4%
263,479 14.2%
31.2%
10.7%
15.4%
10.5%

9.7%
5.5%

u WPB

Checki

Account

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

14.0%

12.4%
. 6.0%

a6% 7% g4y

ng Debitor ATM  Savings Credit Card Online Mobile Online Bill Home Auto Loan Money  Certificates of Studentloan Personal Loan Refinanced Home
card Account Banking Banking Paying Mortgage Market  Deposit (CDs) Home  Improvement
Account Mortgage Loan or Home
Equity Loan

= who boughtitems at BASS PRO SHOPS and/or CABELA'S past 3mos = WPB

Professional Services Used*: Adults 18 or older
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(Stores/services bought past 3 months: Bass Pro Shops OR Stores/services bought past 3 months: Cabela's)




Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos spend an average of 2 days, 21
hours, 18 minutes and 34 seconds each week with All Forms of Media.

89.1% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos spend an avg. of 9 hours and 12 minutes
each week listening to All Local AM/FM Radio, representing 11.8% of totaltime spent with all forms of Media.
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(Stores/services bought past 3 months: Bass Pro Shops OR Stores/services bought past 3 months: Cabela's)



Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos spend an average of 2 days, 21
hours, 58 minutes and 33 seconds each week with All Forms of Media.

84.1% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos spend an avg. of 8 hours and 38 minutes
each week listening to All Local AM/FM Radio, representing 10.4% of totaltime spent with all forms of Media.

Avg. H:M:S/week with All Forms of
Media: Adults 18 or older
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(Stores/services bought past 3 months: Bass Pro Shops OR Stores/services bought past 3 months: Cabela's)



Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos spend an average of 3 days, 4
hours, 52 minutes and 44 seconds each week with All Forms of Media.

97.4% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos spend an avg. of 9 hours and 20 minutes
each week listening to All Local AM/FM Radio, representing 11.8% of total time spent with all forms of Media.
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(Stores/services bought past 3 months: Bass Pro Shops OR Stores/services bought past 3 months: Cabela's)




Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos spend an average of 2 days, 20
hours, 38 minutes and 21 seconds each week with All Forms of Media.

77.3% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos spend an avg. of 8 hours and 53 minutes
each week listening to All Local AM/FM Radio, representing 10.% of total time spent with all forms of Media.
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(Stores/services bought past 3 months: Bass Pro Shops OR Stores/services bought past 3 months: Cabela's)




Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos spend an average of 3 days, 8
hours, 25 minutes and 1 seconds each week with All Forms of Media.

85.3% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos spend an avg. of 11 hoursand 57
minutes each week listening to All Local AM/FM Radio, representing 12.7% of total time spent with all forms of Media.

99.8%

2605 Avg. H:M:S/week with All Forms of Media:

Adults 18 or older

76:30:35
Concurrent

44.7%

Usage 8 who bought items| A WPB
SHOPS and/or CA

% of Total

Weekly H:M:

18.9%

& -y
<
¥ who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos = WPB
WPB  DMA  Scarborough R12024:Jan23-Feb24  Qual Intab 118 WEST PALM BEACH-BOCA RATON  DMA  Scarborough R1 2024: Jan23-Feb24  Qual Intab 2,465 HUbel" Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadeasting, Inc. LLC. All rights reserved. for Anything .

BROADCASTING

(Stores/services bought past 3 months: Bass Pro Shops OR Stores/services bought past 3 months: Cabela's)




Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos spend an average of 2 days, 5
hours, 3 minutes and 2 seconds each week with All Forms of Ad-Supported Media.

83.9% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos spend an avg. of 8 hours and 46 minutes
each week listening to Local Ad-Supported AM/FM Radio, representing 13.9% of total time spent with all forms of Ad-Supported M
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(Stores/services bought past 3 months: Bass Pro Shops OR Stores/services bought past 3 months: Cabela's)



Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos spend an average of 2 days, 5
hours, 1 minutes and 5 seconds each week with All Forms of Ad-Supported Media.

80.% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos spend an avg. of 8 hours and 14 minutes
each week listening to Local Ad-Supported AM/FM Radio, representing 12.4% of total time spent with all forms of Ad-Supported Me
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(Stores/services bought past 3 months: Bass Pro Shops OR Stores/services bought past 3 months: Cabela's)



Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos spend an average of 2 days, 10
hours, 11 minutes and 31 seconds each week with All Forms of Ad-Supported Media.

92.9% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos spend an avg. of 8 hours and 57 minutes
each week listening to Local Ad-Supported AM/FM Radio, representing 14.3% of total time spent with all forms of Ad-Supported M
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(Stores/services bought past 3 months: Bass Pro Shops OR Stores/services bought past 3 months: Cabela's)



Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos spend an average of 2 days, 1

hours, 42 minutes and 41 seconds each week with All Forms of Ad-Supported Media.
73.3% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos spend an avg. of 8 hours and 5 minutes
each week listening to Local Ad-Supported AM/FM Radio, representing 11.9% of total time spent with all forms of Ad-Supported Me
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(Stores/services bought past 3 months: Bass Pro Shops OR Stores/services bought past 3 months: Cabela's)




Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos spend an average of 2 days, 12

hours, 35 minutes and 21 seconds each week with All Forms of Ad-Supported Media.
82.1% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos spend an avg. of 11 hours and 39
minutes each week listening to Local Ad-Supported AM/FM Radio, representing 15.8% of total time spent with all forms of Ad-
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(Stores/services bought past 3 months: Bass Pro Shops OR Stores/services bought past 3 months: Cabela's)



Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos spend an
average of 7 hours and 34 minutes each day with All Forms of Ad-Supported Media. 83.9% listen to
Local AM/FM Radio for an avg. of 75.2 minutes/day. (Local Radio delivers 13.9% of Time with Ad-Supported Media.)

Top-13 AII 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

Totol Persons: % Time S, kerege eyl
Grocerysores 759 [0

Billboards & Signs (Weekly Drivers)

Billboards &
Signs (Weekly
Local AM/FM Radio Drivers)
69.3 52.3

i
= o
ne

Search (Google, Bing, etc.) L - 30
Local AM/FM Radio E Bh 18 11e
Billboards & Signs
Local AM/FM Radio 2ekly Drivers)

Local TV Stations 79.0 :
98.3

Email/Text M/ Zoom,etc. {Personal & Work)
Local TV Stations

News/Weather/Sports (Welsites/Apps) 103.7 Search
03.7 earc

ial/Real

Avg. Hours+Minutes/day with All 3
Forms of Media: Adults 18 or older

(Google,
Bing, etc.)  Instagr...

- v Facebook 274 229
Zoom,etc, 51.4

(Personal... | s News/

Non-Premit able TV - Non-Prem Cable TV Email/Text/IM/ Fant...
Networks . c ’ N orks Zoom,etc. 55

> 100.2 (Personal & Work)' Sites | panki,

i - Email/Text/
Facebook

98 136 8§39 6%
ooty sions R TR
et o
Non-Premium Cable TV Networks mm e
as Sations/Convenience stores mm e
weason - ST P s

#who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos mUSA ® who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos mUSA
Top-13 All Forms of Ad-Supported Media (Persons & % Reach): Adults 18 or older Top 13 All Forms of Ad-Supported Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
[Averoge Week) % rime 5; (Average Day]

Grocery Stores

Billboards & Signs (Weekly Drivers)

EE

search (Google, Bing, etc)) Billboards & Si
Biliboards gns

News/Westher/Sports (Websites/Apps) Local AM/FM Radio (Weekly Drivers)

Local AM/FM Radio drivers) Local AM/FM Radio

78.3 Local TV Stations

98.9

Search
(Google, YouTube

Email/Text iM/Zoom,etc. (Personal & Work) Stations

Facebook Avg. Hours+Minutes/day with All
69 g /day ) Bing, etc.) Video
= 9,605,690 Forms of Ad-Supported Media: i
Local TV Stations  HRARREH 479 274 27.2
o A, Adults 18 or older (Google, _ -

Food/ | Inst...

Bing, etc,) Sho..

Nomeremiurs bl TV et TR R T
s SationsConveniense stores mm- [

Auc... | 16.6 News/

(incl. Weath...

Shopping (indl. Faod/Auctions/Travel, etc.) g',';a“ 4 ma‘zf:?p:(o L Non-Premium Cable TV FEmallfTextAM/ " YouTube Ne... | Groc... Non-Premiu able TV EmailiextAM Food/
Networks Zoom,etc. Video Wi Stores Networks Zoom,etc, / Inst...
Instagram 80.8 (Personal &... 228 Spo... |- 95.6 (Personal &... 18.7 Gro...
YouTube Video
# who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos BUSA = who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos = USA
UsA USA Projection Scarborough R1 2024: Jan23-Apr24 Qual Intab 1,099 soeﬁ + Share of Everything
All Graphs and soefa.ai Data Modeling Copyright @ 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved. USA Projection Scarborough R1 2024: Jan23-Apr24 Qual Intab 23,333 - for Anything .

(Stores/services bought past 3 months: Bass Pro Shops OR Stores/services bought past 3 months: Cabela's)



Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos spend an
average of 7 hours and 34 minutes each day with All Forms of Ad-Supported Media. 80.% listen to
Local AM/FM Radio for an avg. of 70.6 minutes/day. (Local Radio delivers 12.4% of Time with Ad-Suppor

ted Media.)

Top- 13 AII Forms of Media (Persons & % Reach): Adults 18 or older Top-13 AII Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos spend an
average of 8 hours and 18 minutes each day with All Forms of Ad-Supported Media. 92.9% listen to
Local AM/FM Radio for an avg. of 76.7 minutes/day. (Local Radio delivers 14.3% of Time with Ad- Supported Media.)

Top- 13 AII Forms of Media (Persons & % Reach): Adults 18 or older Top-13 AII Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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| Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos spend an
average of 7 hours and 6 minutes each day with All Forms of Ad-Supported Media. 73.3% listen to
Local AM/FM Radio for an avg. of 69.4 minutes/day. (Local Radio delivers 11.9% of Time with Ad- Suppor

Top -13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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| Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos spend an
average of 8 hours and 39 minutes each day with All Forms of Ad-Supported Media. 82.1% listen to
Local AM/FM Radio for an avg. of 99.9 minutes/day. (Local Radio delivers 15.8% of Time with Ad-Supported Media.)
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11,349,849 or 83.9% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S
past 3mos listen to Ad-Supported Local AM/FM Radio for an average of 75.2 minutes every day
representing 44.8% of all time spent daily with Ad-Supported Audio.
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[ 171,506 or 80.% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past
3mos listen to Ad-Supported Local AM/FM Radio for an average of 70.6 minutes every day
representing 44.5% of all time spent daily with Ad-Supported Audio.
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[ 191,438 or 92.9% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past
3mos listen to Ad-Supported Local AM/FM Radio for an average of 76.7 minutes every day
representing 46.6% of all time spent daily with Ad-Supported Audio.

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

% Time spent
Local AN/ FM Radio e TRV o

Podcasts FeRY
SiriusXM M
Spotify SirlusXM Podcasts
NoiTikic Mle m 25.8 21.4 Podcasts SiriusXm Spotify
Owned Musi m 20.4 18.1 17.8
n usic
TV Music Channels Avg. Hours+Minutes/day with m YouTube Owned Music Spotify TV Musi
Audio: Adults 18 or older i 14.0 11.5 YouTube FMUSIC T Amag..
Pandora W & '\:;S;C - Music SiEALE IV:usi(‘
: g )5
Ao i AR Pda 104
Allothers  PRSRETR Wk 3:21 (3 i
Apple Music LT Rebid™ - B Ama... | Mus Owned Apple
W - who bought items st BASS Local AM/FM Radio Pandora Music Local AM/FM Radio Music Pandora Music
Autobooks  POPER"s 55 s e

80.0 14.3 11.1 : L 70.6 11.5 10.1 6.1

CABELA'S past 3mos

iHeartRadio L 23333(,

= who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos mSTL ® who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos mSTL

-
8 -

Avg. Week Ad-. Suggorted Audio (Persons & % Reach): Adults 18 or older Avg Day Ad-Supported Audio (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
Local AM/FM Radio ,

e P R

voutube s ERSPARR VYR 28t -

8 - YouTube YouTube

TV Music Channels  EREIREES EERSiRoe a5 | Bodeasts Misic Podcasts Music

Pandors  EAERA TR ORI 22 21.0 | 19.7 14.1

sporty ETPRRISH pa -
Amazon Music mm Avg. Hours+Minutes/day with Ad- 4 9o

Supported Audio: Adults 18 or older ; Amaz.
Allothers - BYFPRRRWE i (470} Eaneos Spotify hotly Pandora r\::i.-
Spo Viusic
errado  JR 1 s 127 o .

TV Music All Siriu.

Audichooks  ROEE B-8% 0.0 TV Music

whio bought s ASS sTL Local AM/FM Radio Channels Others Local AM/FM Radio Channels All Others
Owned Music _ 88& et

PROSHOPS and/or 0,0% 76.7 11.1 6.9 Hea | 66.8 10.5 7.2 Siriu...
—— R o ‘

iHea...

® who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos B STL

I: * Share of Everything
.a_l for Anything _

CABELA'S past 3mos
= who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos mSTL
STL DMA Scarborough R1 2024: Jan23-lan24 Qual Intab 143
All Graphs and soefa.ai Data Modeling Copyright @ 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

(Stores/services bought past 3 months: Bass Pro Shops OR Stores/services bought past 3 months: Cabela's)



[ 71,423 or 73.3% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past
3mos listen to Ad-Supported Local AM/FM Radio for an average of 69.4 minutes every day
representing 45.5% of all time spent daily with Ad-Supported Audio.
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63,616 or 82.1% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past
3mos listen to Ad-Supported Local AM/FM Radio for an average of 99.9 minutes every day
representing 43.1% of all time spent daily with Ad-Supported Audio.
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11,349,849 or 83.9% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S
past 3mos listen to Ad-Supported Local AM/FM Radio for an average of 75.2 minutes every day
representing 44.8% of all time spent daily with Ad-Supported Audio.

83.9%
Weekly 80.3%
Reach %

“"Share of Ad-Supported Audio”

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

who bought items at BASS USA
PRO SHOPS and/or
CABELA'S past 3mos

25.5%
22.7%
15.4%
13.3% 12.9% °
0,
9.5% 67% 7% 8.9% g0  82% 8.9% 9.8%
Weekl o 4.7% 4.0%
Total | 9.5% o 25% 17%
M 4% 4 8% [ 4.6% | 5 6% rw- *
Reachedi1,340,84810,473,456 3,445,61159,622,491 1,798,03324,859,696 1,742,38340,453,126 910,269 0299 368 1,196,93 3020 102 1,113, ums 926, 5,790,322 630,814 10,541,656 338,837 4,353,991
Local AM/FM Podcasts Pandora YouTube Music Spotify Amazon Music All Others TV Music iHeartRadio SiriusXM
fusrage Radio Channels

19.1

9:2 143

10.7

Rl 07 | #I
and/or CA

Daily Mi

® who bought items at BASS PRO SHOPS BELA'S past 3mos m USA
USA USA Projection Scarborough R1 2024: Jan23-Apr24 Qual Intab 1,099 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved. USA Projection Scarborough R1 2024: Jan23-Apr24 Qual Intab soeﬁ_al for Anything _

(Stores/services bought past 3 months: Bass Pro Shops OR Stores/services bought past 3 months: Cabela's)



Weekly 80.0% 81.1%
Reach %

"Share of Ad-Supported Audio”

171,506 or 80.% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past
3mos listen to Ad-Supported Local AM/FM Radio for an average of 70.6 minutes every day
representing 44.5% of all time spent daily with Ad-Supported Audio.
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| 191,438 or 92.9% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past
3mos listen to Ad-Supported Local AM/FM Radio for an average of 76.7 minutes every day
representing 46.6% of all time spent daily with Ad-Supported Audio.
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71,423 or 73.3% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past
3mos listen to Ad-Supported Local AM/FM Radio for an average of 69.4 minutes every day
representing 45.5% of all time spent daily with Ad-Supported Audio.
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63,616 or 82.1% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past
3mos listen to Ad-Supported Local AM/FM Radio for an average of 99.9 minutes every day
representing 43.1% of all time spent daily with Ad-Supported Audio.
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11,349,849 or 83.9% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past
3mos listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Country, Classic Rock, Adult
Contemporary, Pop Contemporary Hit Radio, and News/Talk/Inf
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Local AM/FM Radio Formats (Persons & % Reach): Adults 18 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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171,506 or 80.% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Hot AC, Country, Pop Contemporary
Hit Radio, Classic Rock, and News/Talk/Information.
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191,438 or 92.9% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Classic Rock, New Country,
News/Talk/Information, Adult Hits, and Adult Contemporary.
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71,423 or 73.3% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Country, Adult Contemporary,
News/Talk/Information, Classic Hits, and Classic Rock.
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Local AMI/FM Radm Formats (Persons & % Reach): Adults 18 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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63,616 or 82.1% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Country, Classic Rock, Pop
Contemporary Hit Radio, Classic Hits, and Adult Contemporary.

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

-

who bought items at BASS
PRO SHOPS and/or
CABELA'S past 3mos

-m.
[
P
Eﬂﬁ?‘

T
oser Uy

HWPB

% Time lim

Adult
Contemporary

Classic Hits
19.8

Mexican Regional
42.4

Rhythmic

Hit Radio
17.0

Urban AC
208

m
m

Contempor..

Classic Rock
19.4

Pap
Contemporary
Hit Radio

Urban
Contemporary

News/Talk/
nformation
19.6

, Classic Rock
Classic Hits 19.7

20.9

Mexican Regional
25.2

Adult
Contempor...
18.9

Contemporary
Christian
20.8

Urban AC
238

Adult Urban

Standa.. Conte
Pop Rhythmic
Contemporary
Hit Radio
205

Contempor...
Hit Radio
188

Country
233

® who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos

= WPB

Ad-Supported Local AM/FM Radio Formats (Persons & % Reach): Adults 18 or older

(Averoge Week)
Adult Contemporary

Classic Hits

Country

Classic Rock

Urban AC

Pop Contemporary Hit Radio
Urban Contemporary
Spanish Contemporary
News/Talk/Information
Rhythmic Contemporary Hit Radio
Adult Standards

Mexican Regional

Oldies

wrB

u who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos

Avg. Hours+Minutes/day with Ad-
Supported Local AM/FM Radio:

18 or older
WPB

who bought items at BASS
PRO SHOPS and /or
CABELA'S past 3mos

=WPB

DMA Scarborough R1 2024: Jan23-Feb24 Qual Intab 118

% Time spent:

{Averege Doyl

Ad-Supported Local AM/FM Radio Formats (% Time Spent

& Avg. Minutes/day Spent): Adults 18 or older

16.7%

Urban AC
208

Oldies Spanish
47.9 Contempora...

Classic Rock
19.4

Adult
Contempora...
261

Country
19.0

Mexican Regional
42.4

Classic Hits
15.8

Pop
Conte...
Hit
Radio
15.0

Conte
Hit Radio
17.0

News/
Talk/
Informa...

14

Urban
Cont

10.1

News/Talk/
Information
19.6

Classic Rock
Classic Hits 19.7

209

Mexican Regional
25.2

Pop
Contemporary.
Hit Radio
20.5

Adult

Urban AC Contempor...

238 Adult

Urban

Spanish
Oldies
20.5

Contemporary
17.7

® who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos

All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadeasting, Inc. LLC. All rights reserved.

=WPB
* Share of Everything

(Stores/services bought past 3 months: Bass Pro Shops OR Stores/services bought past 3 months: Cabela's)



' 9,605,690 or 71.% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past
3mos watch Ad-Supported Local TV Stations for an average of 95.3 minutes every day representing
30.9% of all time spent daily with Ad-Supported Video.
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161,366 or 75.2% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past
3mos watch Ad-Supported Local TV Stations for an average of 113.2 minutes every day representing
33.4% of all time spent daily with Ad-Supported Video.
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150,744 or 73.2% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past
3mos watch Ad-Supported Local TV Stations for an average of 94.1 minutes every day representing
23.7% of all time spent daily with Ad-Supported Video.
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67,973 or 69.7% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past
3mos watch Ad-Supported Local TV Stations for an average of 111.5 minutes every day representing
30.8% of all time spent daily with Ad-Supported Video.
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(Stores/services bought past 3 months: Bass Pro Shops OR Stores/services bought past 3 months: Cabela's)
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51,471 or 66.4% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past
3mos watch Ad-Supported Local TV Stations for an average of 98.3 minutes every day representing
24.5% of all time spent daily with Ad-Supported Video.
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9,605,690 or 71.% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past
3mos watch Ad-Supported Local TV Stations for an average of 95.3 minutes every day representing
30.9% of all time spent daily with Ad-Supported Video.
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161,366 or 75.2% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past
3mos watch Ad-Supported Local TV Stations for an average of 113.2 minutes every day representing

33.4% of all time spent daily with Ad-Supported Video.
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| 150,744 or 73.2% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past
3mos watch Ad-Supported Local TV Stations for an average of 94.1 minutes every day representing
23.7% of all time spent daily with Ad-Supported Video.
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67,973 or 69.7% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past
3mos watch Ad-Supported Local TV Stations for an average of 111.5 minutes every day representing
30.8% of all time spent daily with Ad-Supported Video.
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51,471 or 66.4% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past
3mos watch Ad-Supported Local TV Stations for an average of 98.3 minutes every day representing
24.5% of all time spent daily with Ad-Supported Video.
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9,605,690 or 71.% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past
3mos watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening,
Movies, Local News - Morning, Comedies, and Dramas.
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Local TV Station Programs (Persons & % Reach): Adults 18 or older
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161,366 or 75.2% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past
3mos watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening,
Local News - Morning, Comedies, Dramas, and Mystery/Suspense/Cri
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(Stores/services bought past 3 months: Bass Pro Shops OR Stores/services bought past 3 months: Cabela's)



Local TVStat:on 1 Programs (Persons & % Reach): Adults 18 or older
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150,744 or 73.2% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past
3mos watch Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening,
Comedies, Sports, Local News - Morning, Movies, and Dramas.
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Local TVStat:on 1 Programs (Persons & % Reach): Adults 18 or older
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67,973 or 69.7% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past
3mos watch Ad-Supported Local TV Stations. The Top 6-Programs are Movies, Sports, Comedies,
Local News - Evening, Mystery/Suspense/Crime, and Dramas.
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51,471 or 66.4% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past
3mos watch Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Sports,
Movies, Local News - Morning, Mystery/Suspense/Crime, and Comedie
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9,050,264 or 66.9% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S
past 3mos use Ad-Supported Social Media for an average of 118.6 minutes every day representing
23.3% of all time spent daily with Ad-Supported Digital Media.

Avg. Week All Digital (Persons & % Reach} Adults 18 or older

Search (Google, Bing, etc))
Email/Text/iIM/Zoom,etc. (Personal & Work)
News/Weather /Sports (Websites/Apps)

Social Media

Banking/Financial /Real Estate (Websites/Apps)
OTT TV Streaming Services
Games/Fantasy/Betting Sites

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

iy - -

who bought items at BASS
PRO SHOPS and/for
CABELA'S past 3mos

shopping (incl. Food/Auctions/T ravel, etc.)
YouTube/TikTok, etc.

Local TV Streaming

Online Classes, Schools, Colleges, Universities

R et e (RIS e

= who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos

mUSA

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

5%

Streaming Audio (Local
Radio/ Podcasts/Streaming
Services)

145.9

OTT TV Strea

ng Services

‘ Non-Premium |
+Premium
Cable
Streaming

YouTube/
TikTok, etc.
36.0

Social Media
136.9

Social Media
149.0

JTT TV Streaming Ser
148.5

Online
Classes,
Streaming Audio (Local
Radio/ Podcasts/Streaming
Services)
126.8

Non-
Premium
+Premium
Cable...

YouTube/
TikTok, etc.
40.4

w who bought items at BASS PRO SHOPS and/or CABE

LA'S past 3mos

m USA

Avg. Week Ad- Suggarted Digital (Persons & % Reach): Adults 18 or older Avg. Day Ad-Supported Digital (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

Search (Google, Bing, etc.)

News/Weather /Sports (Websites/Apps) 630 08 8 o
Email/Text/\M/Zoom,etc. (Personal & Work) N8 b 6 20
e — —

Shopping (incl. Food/Auctions/T ravel, etc.)
Local TV Streaming
YouTube/TikTok, etc. Avg. Hours+Minutes/day with Ad-

Streaming Audio (Local Radiof... Supported Digital: Adults 18 or older

Games/Fantasy/Betting Sites

" i T (abie

Concurrent
usage %

M-zfsi‘f‘

g/ pps)

Online Classes, Schools, Colleges, Universities [ 3: 0% N o s
CABELA'S past 3mos
u who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos HUSA
USA USA Projection Scarborough R1 2024: jan23-Apr24 Qual Intab 1,099

All Graphs and soefa.oi Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

(Stores/services bought past 3 months: Bass Pro Shops OR Stores/services bought past 3 months: Cabela's)

ime Spent:

Hﬂl

m

USA Projection

Streaming Audio (Local
Radio/ Podcasts/Streaming
Services)

86.1

Local TV
Streaming
39.4

YouTube/TikTok,
OTT TV Streaming Services etc.

Shopping
(incl.
Faod..

96.2 36.2

Sacial Media
132.8

OTT TV Streaming Services
106.8

Non-Premium
+Premium
Cable

Streaming Audio (Local
Radio/ Podcasts/
Streaming Services)
T2

Stre. .unln[,

YouTube/
TikTok, etc.
40.4

Local TV
Streaming
37.1

Opping
(incl.
Food...

# who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos

Scarborough R1 2024: Jan23-Apr24 Qual Intab

23,333

HUSA
* Share of Everything
for Anything _



[ 156,351 or 72.9% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past
3mos use Ad-Supported Social Media for an average of 116.8 minutes every day representing 24.5%
of all time spent daily with Ad-Supported Digital Media.
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110,725 or 53.8% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past
3mos use Ad-Supported Social Media for an average of 74.9 minutes every day representing 14.4%
of all time spent daily with Ad-Supported Digital Media.
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52,570 or 53.9% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past
3mos use Ad-Supported Social Media for an average of 93.3 minutes every day representing 20.% of
all time spent daily with Ad-Supported Digital Media.
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60,343 or 77.9% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past
3mos use Ad-Supported Social Media for an average of 84.9 minutes every day representing 14.7%
of all time spent daily with Ad-Supported Digital Media.
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of all time spent daily with Ad-Supported Social Media.

9,050,264 or 66.9% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S
past 3mos use Ad-Supported Facebook for an average of 38.4 minutes every day representing 32.3%
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156,351 or 72.9% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past
3mos use Ad-Supported Facebook for an average of 44.6 minutes every day representing 38.2% of
all time spent daily with Ad-Supported Social Media.
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96,691 or 46.9% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past
3mos use Ad-Supported YouTube Video for an average of 29.6 minutes every day representing
39.5% of all time spent daily with Ad-Supported Social Media.
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30,918 or 31.7% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past
3mos use Ad-Supported YouTube Video for an average of 32.7 minutes every day representing 35.%
of all time spent daily with Ad-Supported Social Media.
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26,132 or 33.7% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past
3mos use Ad-Supported YouTube Video for an average of 33.3 minutes every day representing
39.2% of all time spent daily with Ad—Supported Social Media.
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9,050,264 or 66.9% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S
past 3mos use Ad-Supported Facebook for an average of 38.4 minutes every day representing 32.3%
of all time spent daily with Ad-Supported Social Media.
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156,351 or 72.9% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past
3mos use Ad-Supported Facebook for an average of 44.6 minutes every day representing 38.2% of
all time spent daily with Ad-Supported Social Media.
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96,691 or 46.9% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past
3mos use Ad-Supported YouTube Video for an average of 29.6 minutes every day representing
39.5% of all time spent daily with Ad-Supported Social Media.
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e - 30,918 or 31.7% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past
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26,132 or 33.7% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past
3mos use Ad-Supported YouTube Video for an average of 33.3 minutes every day representing
39.2% of all time spent daily with Ad-Supported Social Media.
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 1,098,700;
Local Radio: 723,644; Social Media: 614,731; Non-Prem. Cable: 367,825; Local TV: 365,885
reaching Adults 18 or older who bought items at BASS PRO SHOPS and/or

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 18 or older who bought items at BASS PRO SHOPS
and/or CABELA'S past 3mos
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 17,182;
Local Radio: 11,183; Social Media: 10,682; Local TV: 6,421; Non-Prem. Cable: 5,165
reaching Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 17,536;
Local Radio: 11,994; Social Media: 7,580; Non-Prem. Cable: 5,724; Local TV: 5,632
reaching Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S p

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 18 or older who bought items at BASS PRO SHOPS
and/or CABELA'S past 3mos
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 7,093; Local
Radio: 4,518; Social Media: 3,530; Non-Prem. Cable: 2,834; Local TV: 2,561 reaching
Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S pas
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 5,794;
Social Media: 4,129; Local Radio: 4,040; Non-Prem. Cable: 2,679; Local TV: 2,095 reaching
Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S pas
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Listen to Local Radio Stations Out-of-Home for an average of 45.6 m

' 13,189,513 or 97.5% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S
past 3mos spend an average of 78.3 minutes per day driving, seeing Billboards and Signs. 70.2%

Top-13 Out-of- Home Media (Persons & % Reach): Adults 18 or older Tap -13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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209,633 or 97.7% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past
3mos spend an average of 66.8 minutes per day driving, seeing Billboards and Signs. 66.9% Listen to
Local Radio Stations Out-of-Home for an average of 42.8 minu

Top-13 Out-of- Home Media (Persons & % Reach): Adults 18 or older Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Top-13 Out-of- Home Media (Persons & % Reach): Adults 18 or older
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203,766 or 98.9% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past
3mos spend an average of 96.9 minutes per day driving, seeing Billboards and Signs. 77.7% Listen to

Local Radio Stations Out-of-Home for an average of 46.5 minu
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Top-13 Ad-Supported Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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93,377 or 95.8% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past
3mos spend an average of 99.4 minutes per day driving, seeing Billboards and Signs. 61.3% Listen to
Local Radio Stations Out-of-Home for an average of 42. minute
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77,498 or 100.% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past
3mos spend an average of 73.5 minutes per day driving, seeing Billboards and Signs. 68.6% Listen to
Local Radio Stations Out-of-Home for an average of 60.5 minut
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13,189,513 or 97.5% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past
(,Me{f:w | 3mos spend an average of 78.3 minutes per day driving, seeing Billboards and Signs representing 47.3% of
all Time Spent with Ad-Supported Out-of-Home Media.

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

Waskli. “Share of Ad-Supported OOH Media"

who bought items at BASS USA
PRO SHOPS and/or
74.3% 74.3%
70.2% ° 72.0% CABELA'S past 3mos
67.1%
38.9% 37.4%
31.5%
21.3%
19.0%
15.0%
9.8%
Weeldy 6-3%  4.9%
Total | 140 EEwWTE
Persons W— m—
,189, 230,564,475 X 175,945,285 1,588 194,763,983 , 255, 251,515,099 ,260,354 72,215,905 ,253, 98,049,234 1,732, 148,825,066 A 12,757,988 £ 25,594,568 3 49,841,421
Billboards & Signs AI\k/FM Radio Wnlkmg in Towns, Grocery Stores Shopping Malls Restaurants & Bars Gas stadiums & Arenas  Health CEubs/Gyms Podcasts
Average (Weekly Drivers) Cities, Downtown Stations/Convenience

Daily Minutes
with Ad-Supported Areas Stores

® who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos m USA

USA USA Projection Scarborough R1 2024: Jan23-Apr24 Qual Intab 1,099
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved. USA Projection Scarborough R1 2024: Jan23-Apr24 Qual Intab 23,333

* Share of Everything

soefa.ai " i

(Stores/services bought past 3 months: Bass Pro Shops OR Stores/services bought past 3 months: Cabela's)



Bass ., 209,633 or 97.7% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos
T.* @5@&2&5 v i spend an average of 66.8 minutes per day driving, seeing Billboards and Signs representing 46.8% of all
~ Time Spent with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported

Out-of-Home Media: Adults 18 or older
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203,766 or 98.9% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos
spend an average of 96.9 minutes per day driving, seeing Billboards and Signs representing 52.3% of all
Time Spent with Ad-Supported Out-of-Home Media.
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93,377 or 95.8% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos
spend an average of 99.4 minutes per day driving, seeing Billboards and Signs representing 57.5% of all
Time Spent with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 18 or older
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77,498 or 100.% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos
spend an average of 73.5 minutes per day driving, seeing Billboards and Signs representing 44.8% of all
Time Spent with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 18 or older
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209,633 or 97.7% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past
3mos spend an average of 66.8 minutes per day driving an average of 38.9 miles each day and are
59.% more likely to use US 52 than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older

o4 westof - 35W .
us 10 %
1-35W south of 1-94 5 . 42,%""'
US 169 north of 1-394 e 1.10g i 20.8%
a5 south of -5 T 1
1-94 east of I-35W 7w e 22 7%
34 wes of 35
+35W north of 154 oo
Uss2 R e 157
1694 west of 135w EHIE0S L%
1-35E north of 1-94 s 15-29273%
M 35 e e 14
1694 eastof 135W e
W%
w55 £

o
3
G~y
o
=
=
-
o
@
®

1-494 east of I-35W

=
2
2
It
N
&
s
c ','::!"
i
B%
&
2
=
R

Snelling Avenue

MN 100 10.7%
M 65 (Central Avenue) - PSR 12
s 169 south of -394 S8 135
MN7 givs S‘W‘.‘;_m Avg. Hours+Minutes/day Driving:
County Road 42 m% - Adults 18 or older
N 77 (Codar Avene) - RS i 5.7
I 7 (University Avere) Bl 5. 5. ies/y
® who bought items at BASS mMsp

Hennepin Avenue  FEYY e o.% POk aad/t
. CABELA'S past 3mos

® who bought items at BASS PRO SHOPS and/or CABELA'S past 3mos u MSP

MspP DMA Scarborough R1 2024: Jan23-Jan24 Qual Intab 116
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Top-26 Residential Zip Codes: Adults 18 or older
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203,766 or 98.9% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past
3mos spend an average of 96.9 minutes per day driving an average of 56.4 miles each day and are
125.% more likely to use Stan Musial Veterans Memorial Bridge th
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93,377 or 95.8% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past
3mos spend an average of 99.4 minutes per day driving an average of 57.8 miles each day and are
231.3% more likely to use Loveland - Madeira Road than the Metro
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Top-26 Residential Zip Codes: Adults 18 or older
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27,273 or 28.% of Adults 18 or older who bought items at BASS PRO SHOPS and/or CABELA'S past
3mos read Local Daily Newspaper(s) (Daily+Sunday) for an average of 9.7 minutes every day
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