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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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14.2% or 1,071,716 of CHI DMA Adults 18 or older Purchased Items In-Store at TJ 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
(.3% younger than average) and have a $121,514 (13.% higher than average) annual household income.
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12.% or 683,503 of WDC 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 46.2 years old
(3.5% younger than average) and have a $152,123 (11.% higher than average) annual household income.
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6.% or 273,323 of SEA 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 47. years old
(2.6% younger than average) and have a $130,996 (4.9% higher than average) annual household income.

@ Percent of Market: Adults 18 or older ﬂ‘Gender of Target vs. Market: Adults 18 or older |Ethnicity of Target vs. Market:

. White S

Black/African ||4.1%

= who Purchased Items In-Store American
1) at T) MAXX in the past 3
6.0% I
® Remainder of SEA DMA | 2.5%
Other I )
47 . 9 48 . 7 11.7%
Hispanic g’
Total Persons: 2,275,509 2,249,102
2 Men Men Women Women = who Purchased Items In-Store at TI MAXX in the past 3 months BSEA
ot
N Average Age:
Age Cell Demographics of Target vs. Market: ; ok W= HHI of Target vs. Market:
e ATOCOETENE
« who Purchased Items In-Store at T) MAXX in the past 3 months  msea <§35K HHI
$35K-$50K HHI e 10:3%
$50K-$75K HHI

$75K-$100K HHI
$100K-$150K HHI
$150K-$250K HHI

$250K+ HHI

18-20 21-24 25-29 30-34 35-39 40-44 45-49 50-54 55-59 60-64 65-69 70+

Avg HHI: | 0,996 $124,869

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

SEA DMA Scarborough R2 2025: Sep24-Jul 25 Qual Intab 318
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

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



10.4% or 496,336 of PHX 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 45.4 years old
(6.7% younger than average) and have a $126,743 (20.3% 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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14.2% or 1,071,716 of CHI 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 9.8% more likely
to be a college graduate, 6.3% more likely to work full-time, 18.4% more likely to be married, .2% more
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12.% or 683,503 of WDC DMA Adults 18 or older Purchased Items In-Store at T) MAXX in the past 3 months.l
Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3 months are 17.6% more likely
to be a college graduate, 4.5% more likely to work full-time, 3.4% more likely to be married, 5.8% less

likely to be a parent of 1 or more children under
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6.% or 273,323 of SEA 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 12.4% more likely
to be a college graduate, 4.1% more likely to work full-time, 11.% more likely to be married, 13.8% more
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[(Major stores shopped in-store past 3 months: T/ Maxx AND Major stores bought past 3 months: TJ Maxx)]
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10.4% or 496,336 of PHX 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 56.1% more likely
to be a college graduate, 12.2% more likely to work full-time, 12.% more likely to be married, 31.3%

more likely to be a parent of 1 or more children und
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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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Adults 18 or

70.8%

14.2% or 1,071,716 of CHI DMA Adults 18 or older Purchased Items In-Store at TJ MAXX in the past 3 months.

older who Purchased Items In-Store at TI MAXX in the past 3 months are 12.% more likely to

own their home, 1.2% more likely to own a lower valued home, 8.5% more likely to have a single-family
home, 27.7% more likely to have a dog.
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12.% or 683,503 of WDC DMA Adults 18 or older Purchased Items In-Store at T) MAXX in the past 3 month:’l..
Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3 months are 5.1% more likely to
own their home, 2.1% more likely to own a higher valued home, 1.4% more likely to have a single-family

home, 9.2% more likely to have a dog.
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6.% or 273,323 of SEA DMA Adults 18 or older Purchased Items In-Store at TJ) MAXX in the past 3 months.

older who Purchased Items In-Store at TI MAXX in the past 3 months are 16.% more likely to

own their home, 6.% more likely to own a lower valued home, .6% more likely to have a single-family
home, 21.7% more likely to have a dog.
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10.4% or 496,336 of PHX DMA Adults 18 or older Purchased Items In-Store at TJ MAXX in the past 3 month| .
Adults 18 or older who Purchased Items In-Store at T} MAXX in the past 3 months are 11.8% more likely

to own their home, 3.2% more likely to own a lower valued home, 2.9% more likely to have a single-family
| home, 22.1% more 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

Political Activity: Adults 18 or older

I g toVote / Lean ican / Lean / None
! (In District of Residence) Democrat Republican of These
g o oy Presidertial Eections: Always
| s e o Presidential Elections: i B
S
= Statewide Elections: Sometimes |Erooig™
Recipes [ Health Restaurant  Onling Phone DO-I-voursel  Medical Home/  Faness/Diet  Apparel/  Job Search/ Career Religion /  Take Onine  Education  Homework EHectronk  Genealogy Phowgraphy Parenting/ Online Dating
M;:a::;; information m::::'n‘u n[r;:::lm Advice |::::,L| Garden ideas information Beauty ideas Postresume Development Spirtuakty  Classes (:;:::m |Y|:|:I‘;:]nllr Invite {s:::;:‘ Familyadvice  service Local Elections: Always
i i, Local Eections: Sometimes
® who Purchased Items In-Store at TJ MAXX in the past 3 months mUSA # who Purchased Items In-Store at T) MAXX in the past 3 months mUSA
«
@mTop-S‘O past 12-months Active Lifestyle Activites: Adults 18 or older % Past 12-months Domestic Airline Trips: Adults 18 or older
: 5,76 16.2%
. ERL: ) 515,205 16.2%

’ 58,908 15.1%
ERL- 5 969,055 3.7%

5. rips e
10 trps e E e .

6.1%
) FEVREEY . T
Griing-  lawncCare  Gandening swimming  Volunteer Hiking - selongto Bowling Camping  Jogging - Sewing- Fishing Boating  Group Fitness Golf Yoga-pdates Basketbal adult Fdlowa Competiive  Socer  Camgiverol  Football Teanis  Smowsking-  Hunting sofball-  Organized
Outdoor [Flowersor Work  Backpacking Health Club or Running Ccratts Class Continuing  Weight Loss Videa Gaming Aging Parent Snowboarding Baseball  Road Race
cooking vegetables) Gym Education Progmm o Relative sx,
Marathon,
= who Purchased ltems In-Store at T) MAXX in the past 3 months mUSA el

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)]




14.2% or 1,071,716 of CHI 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 8.6% less likely to

look up D-I-Y advice online, 4.7% less likely to always vote in local elections, 29.% more likely to belong to

a gym, 13.1% more likely to fly domestic
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12.% or 683,503 of WDC 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 3.1% more likely to
look up D-I-Y advice online, 1.7% less likely to always vote in local elections, 36.8% more likely to belong to
a gym, 10.5% more likely to fly domesti
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6.% or 273,323 of SEA 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 10.5% less likely to
look up D-I-Y advice online, 16.1% less likely to always vote in local elections, 49.4% more likely to belong

to a gym, 29.3% more likely to fly domes
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10.4% or 496,336 of PHX 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 22.4% less likely to
look up D-I-Y advice online, 5.6% less likely to always vote in local elections, 62.1% more likely to belong to
a gym, 19.2% more likely to fly domest
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Past 30-days QSR Users: Adults 18 or older
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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

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

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)]



Past 30-days QSR Users: Adults 18 or older
N J ] rome e

3 times

4 times

5 times

6-9times

10times or more

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

Total Monthly QSR Users: Avg. Monthly QSR Meals:
90.9%

84.6%

14.2% or 1,071,716 of CHI 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 7.5% more likely to
use QSRs past mo., 14.3% more likely to use Sit-Down Restaurants past mo., 26.8% more likely to use

Casinos past yr., 32.3% less likely to smoke cigare

1time 15.8%

2 times

3 times 12.6%

4 times

5 times

.5%

6-9times

5.8%

10times or more

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

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

16.5%

u CHI
nt Meals:

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

Top-10 Cuisines: Adults 18 or older

(Sit-

n Restaurants Used Past 30-days)

.

Plza medan  Chinese  Coffee  makan  Bagel/  Wings/ Steskhouse Upscale  indian/
House / Dosut/  Burgers hai

Caffee ar Bakery  Sports Bar Other

Asian

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

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Purchased ltems In-Store ot T MAXX in the past 3.. 18.2%

cHI 22.6%

1,704,342

Drank Past 30-days: Adults 18 or older Casino Activities: Adults 18 or older

Ay Typa of Seer
2,1 .1;

Liquor
Wine
Imported Beer

Domestic Light Beer

2%
687,106

9.1%
# who Purchased Items In-Store at TI MAXX in the past 3 months

Domestic Regular Beer

Microbrew / Craft Beer

ECHI

DMA Scarborough R2 2025: Sep24-Jul25 Qual intab

: Past 12 months

Slot Machines

24.4%
Table Games (Craps, Poker, etc.)

Bar / Nightclub
Upscale Restaurant §
Stage Show / Concert
Sports Betting

Spa

Other Gambling

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

626

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

(Casinos visited past 12

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 =CHI

[(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

i
2 times

3 times

Past

4 times

5 times

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

Avg. Monthly QSR Meals:

6-9times

10times or more

mWDC

Total Monthly QSR Users:
88.8%

12.% or 683,503 of WDC 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 7.2% more likely to
use QSRs past mo., 12.6% more likely to use Sit-Down Restaurants past mo., 11.3% more likely to use

Casinos past yr., 41.1% less likely to smoke cigare

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

1time

16.3%

—
-

m who Purchased Items In-Store at T) MAXX in the past 3 months mWDC
Total Monthly Sit-Down Restaurant Users: A -Down Restaurant Meals:

6-9times

10times or more

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

.71

Chiness  pima  Mexican  Coffee  makan  Bagel/ steakhouse indian/
House / Dot/ e/
Caffee ar Bakery Other

Asian

mwoC

®who Purchased Items In-Store at TI MAXC in the past 3 months.

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Purchased Hems li-Store ot T/ MAXX in the past 3... (15600  22.9%

L e 1,397,483 24.5%

82.8% 81.1% 72.1%
3.7
Drank Past 30-days: Adults 18 or older < Past 12 months Casino Activities: Adults 18 or older

Wine

Ay Typa of e

Imported Beer

Domestic Regular Beer

Liquor  peryryrs 39.8%
59

Slot Machines

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

Upscale Restaurant

Stage Show / Concert

Sports Betting

Spa

1,738 020

: 2.0%
Other Gambling 2.1% hs: Yes

Used Past 30-days: Adults 18 or older

/[ Cannabis

Cigarettes Vape

(Casinos visited past 12

Domestic Light Beer 1,069,040 18.7% - v
" 3,126 10.0% W
Microbrew / Craft Beer 10.1% | |
# who Purchased Items In-Store at T MAXX in the past 3 months = WDC

DMA Scarborough R2 2025: Oct24-Mar25 Qual Intab

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

877

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

w who Purchased | tems In-Store at TI MAXX in the past 3 months. =wDC

[(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
l
2 times

3 times

10.9%

12.4%

4 times S gn

5 times &
8.6%
6-9times
10times or more
# who Purchased Items In-Store at T) MAXX in the past 3 months

Total Monthly QSR Users:
88.0% 80.1%

C we T -

W SEA

Avg. Monthly QSR Meals:

6.% or 273,323 of SEA 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 9.9% more likely to
use QSRs past mo., 17.8% more likely to use Sit-Down Restaurants past mo., 24.8% more likely to use

Casinos past yr., 16.3% less likely to smoke cigare

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

. 1time

17.5% |

2 times 16.4%

3 times

4 times

8.4%

5 times

6-9times

10times or more

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

o == - “

Top-10 Cuisines: Adults 18 or older

(Sit- n Restaurants Used Past 30-days)

i Gl f i ed( tm il ow
House / Burgers /
Coffes gar m:ry m»er spors Bar
Asian
mwho Purchased items In-Store at TI MAXX in the past 3 months. mSEA

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Purchased ltems In-Store ot T MAXX in the past 3.. 19.5%

EZW 893,209 19.7%

Drank Past 30-days. Adults 18 or older

Liguor
Any Type of Beer
Wine

Imported Beer 9,068 23, O%

Domestic Regular Beer

799,484 17.7%

Domestic Light Beer

Microbrew / Craft Beer

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

DMA Scarborough R2 2025: Sep24-Jul 25

uSEA

Qual Intab

Past 12 months Casmo Activities: Adults 18 or older

Slot Machines
Table Games (Craps, Poker, etc.)

Upscale Restaurant

Used Past 30-days: Adults 18 or older

Bar / Nightclub
Stage Show / Concert
Sports Betting 39.9%
SPa prE 2.3% 24
Other Gambli 171.6% R o 5 s 2
er Gambling 1.3% Casinos visited past 12 hs: Yes j / Cannahis Cigarettes Vape
= who Purchased ltems In-Store at T MAXX in the past 3 months mSEA w who Purchased Items In-Store at ) MAXX in the past 3 months mSEA

318

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



Casinos past yr., 33.3% less likely to smoke cigar

10.4% or 496,336 of PHX 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 TJ) MAXX in the past 3 months are 11.6% more likely to
use QSRs past mo., 23.1% more likely to use Sit-Down Restaurants past mo., 12.4% more likely to use

Past 30-days QSR Users: Adults 18 or older |Past 30-days Sit-Down Restaurant Users: Adults 18 or older
= e e s 1tme

2 times

%
.

10 times or more

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

mexicn  pima

Chinese  Coffee  malan Steabhouse Wings/ Bagel/ indisn/  seslsod

House / Burgers/ Donut/  Thai/
Coften gt SportsBar  Bakery  Other
Asian
# who Purchased Items In-Store at TS MAXX in the past 3 months - PHX

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Purchased tems li-Store at T/ MAXX n the past ... [0G0G3 NI 21.5%

L Q) 785,235 16.5%

= who Purchased Items In-Store at TJ MAXX in the past 3 months PHX = who Purchased Items In-Store at TJ MAXX in the past 3 months m PHX
Total Monthly QSR Users: Avg. Monthly QSR Meals: Total Monthly Sit-Down Restaurant Users:  Avg. Monthly Sit-Down Re ant Meals:
EebtS 83.5% 87.2% 70.8%
e een IFExcE  wie ewes 5D
Drank Past 30-days: Adults 18 or older Past 12 months Casino Activities: Adults 18 or older
Any Type of Beer - Table Games (Craps, Poker, etc.)

wine i Wil (8 ;
Domestic Light Beer 2 . Upscale Restaurant Qzaam' 11.1% ‘

Imported Beer ! : 34.3 Stage Show / Concert m"o'_’%
N - 10.2%
Domestic Regular Beer : - v Sports Betting M%
g - 2.7%
Microbrew / Craft Beer X | | Spa = 2.8%

Other Gambling m,:%m Casinos visited past 12 months: Yes

® who Purchased Items In-Store at TJ MAXX in the past 3 months. BPHX w who Purchased Items In-Store at TJ MAXX in the past 3 months m PHX

PHX DMA Scarborough R2 2025: Aug24-Jul25 Qual Intab 257
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Used Past 30-days: Adults 18 or older
wi |
e

-

Marijuana / Cannabis Cigarettes

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

[(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)]



401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

Bonds

Other (Crypto / NFTs / Metals, etc.)

529 Plan / College Savings Plan

14.2% or 1,071,716 of CHI 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 8.1% more likely to

have a 401K, 23.% more likely to have an Auto Loan, .6% less likely to Invest/Trade Stocks Online, 20.9% more
likely to pay with their Debit Card.

42.8%

987,207 13.1%

11.2%
11.0%

Second Home or Real Estate Property ';";:';
® who Purchased Iltems In-Store at TIMAXX in the past 3 months mCHI

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

- 5A% 5.3% 37y 44% 35% 3.7%

Auto Loan Money  Certificates of Studentloan Personal Loan Refinanced Home

Online Bill Home

Checking Debitor ATM  Savings Credit Card Online Mobile
Account card Account Banking Banking Paying Mortgage Market  Deposit(CDs) Home Improvement
Account Mortgage Loan or Home
Equity Loan

® who Purchased Items In-Store at T] MAXX in the past 3 months N CHI

Professional Serwces Used*' Adults 18 or older

Financial Planner

Online Investing / Stock Trading

Accountant

Insurance Agent at a Local Office (not online)

Estate Planning

Divorce / Family Attorney

m
5.4%
3.4%

Real Estate Agent E

2.0%
3.0%

14.0%
789,713 10.5%

(*Past 12 Menths)

% who Purchased Items In-Store at TJ MAXX in the past 3 months W CHI

MA Scarborough R2 2025: Sep24-Jul25

Qual Intab 626

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

Discover

Cash App

VisA PayPal Zelle MasterCard  Debit Card Venmo AppF:Pav Google Pay Store Credit  American  Square Cash  Facebook Samsung Pay
Card

Express Messenger

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

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




Adults
have a
more |

12.% or 683,503 of WDC DMA Adults 18 or older Purchased Items In-Store at T) MAXX in the past 3 months.

18 or older who Purchased Items In-Store at TJ) MAXX in the past 3 months are 10.4% more likely to
401K, 19.8% more likely to have an Auto Loan, .8% more likely to Invest/Trade Stocks Online, 7.4%
ikely to pay with their Debit Card.

Investments Owned Adults 18 or older
401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

529 Plan / College Savings Plan

Other (Crypto / NFTs / Metals, etc.)

3 9.3%
531,618 [CEVS
71,60 10.5%

511,381 [EXES

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

Bonds

Second Home or Real Estate Property
mWDC

Adults 18 or older

Financial Services Has and/or Uses:

88% 9.5%

Certificates of Studentloan Personal Loan Rdlnanced

59"’ 5.4% ",ﬁ

Savings Credit Card Online Mobile Home Auto Loan

Checking  Debit or ATM Online Bill Money Home
Account card Account Banking Paying Banking Mortgage Market  Deposit(CDs) Home Improvement
Account Mortgage Loan or Home
Equity Loan

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

Professional Serwces Used*' Adults 18 or older

15.5%

Online Investing / Stock Trading

Financial Planner

Accountant

)2 10.5%
60 8.2%

Insurance Agent at a Local Office (not online)

22, 3.3%
239,608 4.2%
2 3.7%
204,556 EX>

2.7%
pas

23%

E“*
0.9%

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

WDC DMA Scarborough R2 2025: Oct24-Mar25 Qual Intab 877
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Real Estate Agent

Estate Planning

(*Past 12 Menths)

Divorce / Family Attorney

®WDC

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

11.6%11,2%

- i -

PayPal Venmo Google Pay  American Discover Slove tredt Square Cash  Facebook Samsuts Pay
Express Messenger
W who Purchased items In-Store at TJ MAXX in the past 3 months EWDC

Visa Zelle DebitCard MasterCard Apple Pay  Cash App

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




6.% or 273,323 of SEA 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 13.4% more likely to

have a 401K, 32.2% more likely to have an Auto Loan, 5.7% less likely to Invest/Trade Stocks Online, 8.6%
more likely to pay with their Debit Card.

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

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

Bonds
10.9%
2%

N s M e

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

Other (Crypto / NFTs / Metals, etc.)

Second Home or Real Estate Property

529 Plan / College Savings Plan

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

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

Online Investing / Stock Trading 835, Tﬁa 13 5%
Tax Preparation Service
B 783,958 17.2%
Financial Planner .
759,492 16.8%

Accountant

S S S SR °
st i Mﬁw .
- 5.9% 6.2% 3 4% 4.2%
Real Estate Agent m h 7 o i . - ey oy -
N ; 1.2% (*Past 12 Menths) Visa PayPal Debit Card Venmo Zelle ApplePay MasterCard GooglePay CashApp  American  Store Credit Square Cash  Discover Facebook Samsurg Pay
Divorce / Family Attorney 1.0% Express Card Messenger
® who Purchased Items In-Store at TJ MAXX in the past 3 months WSEA % who Purchased Items In-Store at TJ MAXX in the past 3 months WSEA

DMA Scarborough R2 2025: Sep24-Jui25 Qual Intab 318
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ﬁ Investments Owned Adults 18 or older
e g |

401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

Other (Crypto / NFTs / Metals, etc.)
Bonds

Second Home or Real Estate Property

529 Plan / College Savings Plan

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

1,863,689

10.4% or 496,336 of PHX 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 20.1% more likely to
have a 401K, 12.5% more likely to have an Auto Loan, 76.3% more likely to Invest/Trade Stocks Online, 4.7%
more likely to pay with their Debit Card.

1,035,914

7 996
8.6%
7.8%

8.2%
7.5%

B

379
356,764

4.9%
A%

M PHX

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

7.1%

3.9% 4.8% 4096 51% 39%
B P e e

Checking  Debit or ATM Credit Card online Mohile Online Bill Home Auto Loan

savings Certificates of Studentloan Personal Loan  Home Refinanced
Account card Account Banking Banking Paying Mortgage Markel Deposit {CDs) Improvement  Home
Account Loanor Home Mortgage

Equity Loan

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

Professional Services Used*: Adults 18 or older

Tax Preparation Service
841,706

Financial Planner

OnlineInvesting / Stock Trading

Accountant

Insurance Agent at a Local Office (not online)
Real Estate Agent

Estate Planning

Divorce / Family Attorney

DMA Scarborough R2 2025: Aug24-Jul25

551,094 11.6%

2.6%

29 918N

s

I

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

6%
5%

2.8%
2.4%

Qual Intab

12.3%
376 289
5, | 9.1%
330,892 6.9%

(*Past 12 Months)

W PHX

257

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

19.8%

120% o s
L
o P o gy

Venmo MasterCard  ApplePay  CashApp  Google Pay

Debit Card Zelle

VisA Paypal

American  StoreCredit  Discover  SquareCash  Facebook Samsung Pay
Express Card Messenger
# who Purchased tems In-Store at TJ MAXX in the past 3 months W PHX
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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, 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

Ex

® 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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BROADCASTING
[(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, 3 hours,
21 minutes and 31 seconds each week with All Forms of Media.

78.4% 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 51 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 2 days, 20
hours, 39 minutes and 39 seconds each week with All Forms of Media.

72.1% 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 42 minutes
each week listening to All Local AM/FM Radio, representing 7.1% 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 2 days, 16
hours, 9 minutes and 37 seconds each week with All Forms of Media.

80.6% 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 45 minutes
each week listening to All Local AM/FM Radio, representing 9.8% 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 2 days, 20
hours, 59 minutes and 7 seconds each week with All Forms of Media.

80.8% 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 22 minutes
each week listening to All Local AM/FM Radio, representing 8.6% 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 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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BROADCASTING
[(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, 7 hours,
37 minutes and 9 seconds each week with All Forms of Ad-Supported Media.
75.2% 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 24 minutes
each week listening to Local Ad-Supported AM/FM Radio, representing 10.% of total time spent with all forms of Ad-Supported Me
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BROADCASTING

[(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, 2 hours,
19 minutes and 2 seconds each week with All Forms of Ad-Supported Media.

69.7% 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 20 minutes
each week listening to Local Ad-Supported AM/FM Radio, representing 8.8% of total time spent with all forms of Ad-Supported Me

BZ oo
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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 1 days, 23
hours, 14 minutes and 40 seconds each week with All Forms of Ad-Supported Media.
76.8% 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 51 minutes
each week listening to Local Ad-Supported AM/FM Radio, representing 11.1% of total time spent with all forms of Ad-Supported M

BE s
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BROADCASTING

[(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, 4 hours,
11 minutes and 30 seconds each week with All Forms of Ad-Supported Media.
77.3% 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 10.3% of total time spent with all forms of Ad-Supported M
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BROADCASTING
[(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 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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[(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 7 hours and 56 minutes each day with All Forms of Ad-Supported Media. 75.2% listen to Local
AM/FM Radio for an avg. of 63.5 minutes/day. (Local Radio delivers 10.% of Time with Ad-Supported Media.)

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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Adults 18 or older who Purchased Items In-Store at TJ) MAXX in the past 3 months spend an average
of 7 hours and 11 minutes each day with All Forms of Ad-Supported Media. 69.7% listen to Local
AM/FM Radio for an avg. of 54.4 minutes/day. (Local Radio delivers 8.8% of Time with Ad-Supported 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 6 hours and 44 minutes each day with All Forms of Ad-Supported Media. 76.8% listen to Local
AM/FM Radio for an avg. of 58.8 minutes/day.(Local Radio delivers 11.1% of Time with Ad-Supported Media.)

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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Adults 18 or older who Purchased Items In-Store at TJ) MAXX in the past 3 months spend an average
of 7 hours and 27 minutes each day with All Forms of Ad-Supported Media. 77.3% listen to Local
AM/FM Radio for an avg. of 59.4 minutes/day. (Local Radio delivers 10.3% of Time with Ad-Supported Med.'a)
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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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806,076 or 75.2% 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 63.5 minutes every day
representing 41.6% of all time spent daily with Ad-Supported Audio.
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476,189 or 69.7% 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 54.4 minutes every day
representing 38.2% of all time spent daily with Ad-Supported Audio.
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Avg. Week Al:!wﬁg“dio (Persons & % Reach): Adults 18 or older

209,877 or 76.8% 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 58.8 minutes every day
representing 44.% of all time spent daily with Ad-Supported Audio.
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383,711 or 77.3% 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 39.2% 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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806,076 or 75.2% 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 63.5 minutes every day
representing 41.6% of all time spent daily with Ad-Supported Audio.
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476,189 or 69.7% 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 54.4 minutes every day
representing 38.2% of all time spent daily with Ad-Supported Audio.
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209,877 or 76.8% 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 58.8 minutes every day
representing 44.% of all time spent daily with Ad-Supported Audio.
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383,711 or 77.3% 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 39.2% 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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Local AM/FM Radio Formats (Persons & % Reach): Adults 18 or older Local AM/FM Radio Formats (% Time Spent & Avg. Mmutes/day Spent): Adults 18 or older
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806,076 or 75.2% 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, Pop
Contemporary Hit Radio, Hot AC, Classic Hits, and Album Adult Alter
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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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476,189 or 69.7% of Adults 18 or older who Purchased Items In-Store at TJ) MAXX in the past 3 months
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Classic Rock,
Classic Hits, Country, and All News.
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' 209,877 or 76.8% of Adults 18 or older who Purchased Items In-Store at TJ) MAXX in the past 3 months
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Country, Pop
Contemporary Hit Radio, Adult Hits, and Classic Rock.
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383,711 or 77.3% 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 Hits, Country, Classic Rock,
Alternative, and Hot AC.
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Avg. Week AIL Kidmeo (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
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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Avg. Week All Video (Persons & % Reach): Adults 18 or older
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686,219 or 64.% 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 114.7 minutes every day
representing 37.2% of all time spent daily with Ad-Supported Video.
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377,273 or 55.2% 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 73.1 minutes every day
representing 29.3% of all time spent daily with Ad-Supported Video.
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Avg. Week All Video (Persons & % Reach): Adults 18 or older
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126,143 or 46.2% 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 84.5 minutes every day
representing 31.2% of all time spent daily with Ad-Supported Video.
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Avg. Week All Video (Persons & % Reach): Adults 18 or older
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‘ 291,427 or 58.7% 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 91.2 minutes every day
representing 39.4% of all time spent daily with Ad-Supported Video.
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[(Major stores shopped in-store past 3 months: T/ Maxx AND Major stores bought past 3 months: TJ Maxx)]
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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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686,219 or 64.% 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 114.7 minutes every day
representing 37.2% of all time spent daily with Ad-Supported Video.
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377,273 or 55.2% 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 73.1 minutes every day
representing 29.3% of all time spent daily with Ad-Supported Video.
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126,143 or 46.2% 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 84.5 minutes every day
representing 31.2% of all time spent daily with Ad-Supported Video.
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291,427 or 58.7% 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 91.2 minutes every day
representing 39.4% 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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' 686,219 or 64.% 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,
Sports, Local News - Morning, Comedies, Movies, and Game Shows.
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' 377,273 or 55.2% of Adults 18 or older who Purchased Items In-Store at TJ MAXX in the past 3
months watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News -
Evening, Comedies, Movies, Game Shows, and Local News - Morning.
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Local TVStatmn Programs (Persons & % Reach): Adults 18 or older
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' 126,143 or 46.2% 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, Local News - Morning, Comedies, Movies, and Dramas.
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Local TV Station Programs (Persons & % Reach): Adults 18 or older

Total persons:

(averoge Week)
Sports

Local News - Evening
Comedies

Local News - Morning
Movies

Dramas
National/Network News
Food/Cooking Shows
Game Shows
Mystery/Suspense/Crime
Documentaries

Local News - Late

Court Shows

past 3 months

291,427 or 58.7% of Adults 18 or older who Purchased Items In-Store at T MAXX in the past 3
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Avg. Hours+Minutes/day with Local
TV Stations: Adults 18 or older

who Purchased Items In-
Store at TI MAXX in the

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

Time Spent:

Augings 24

Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

3

Comedies
25.5

<8,
e
53

Court Shows

ry/Suspense/C
rime

17.8

Documen
taries
8.1

Game Shows
21.8

Comedies
222

Local News -
Morning
34.5

Mystery/S
’

Food/Cooki
National = ng Shows
Local News -
Evening
25.2

Court Shows
16.9

Documenta
ries...

W PHX

¥ who Purchased Items In-Store at T) MAXX in th:

e past 3 months

B PHX

Ad-Supported Local TV Station Programs (Persons & % Reach): Adults 18 or older

(average week]
Sports

Local News - Evening
Local News - Morning
Comedies

Movies

Dramas
National/Network News
Game Shows
Mystery/Suspense/Crime
Food/Cooking Shows
Local News - Late

Court Shows

Late Night Talk

PHX

Total Persons:

ey TR U

| — v/

M

A —

T — 7w

FFCT7, 0 R— 7

I — 1

5 i x:n
—

Avg. Hours+Minutes/day with Ad-
Supported Local TV Stations: Adults
18orolder

-

who Purchased Items In-

257

past 3 months
'!Hm
mwho Purchased Items In-Store at TJ MAXX in the past 3 months
DMA Scarborough R2 2025: Aug24-Jul25 Qual Intab

® Time spent.” [Average Day)

Ad- Suggorted Local TV Station Programs (% Time Spent &

A

vg. Minutes/day Spent): Adults 18 or older

14.0%)

5 =

e [ Lo
Fd ot
EsS ES

Movies Game Shows

LE% Comedies 2=
24.1
I1.9%M 8 Dramas
i Court News -
IR Comedies Shows Late
3.0 /Eome 214 16.9 166
186
Food/C | Late I;Jitic:na La;ea I:ight
m ooking | Night Local News - LocalNews- Mystery/Sus  /Netw
i m Shi Tal... Morning Evening pense/Crime
345 269 171
mPHX u who Purchased Items In-Store at T} MAXX in the past 3 months m PHX

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

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

* Share of Everything

i for Anything



Search (Google, Bing, etc.)

Social Media

Banking/Financial/Real Estate (Websites/Apps)

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

Streaming Audio (Local Radiof
Podcasts fStreaming Services)

Games/Fantasy/Betting Sites

Shopping (indl. Food/Auctions/Travel, etc.)
YouTubeTikTok, etc.

Online Classes, Schools, Colleges, Universities

Non-F it it bl

Local TV Streaming

Concurrent
Usage %

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

081,60 26.3%
casai a8 26 1% |

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

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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872,545 or 81.4% 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 151.7 minutes every day representing
28.% of all time spent daily with Ad-Supported Digital Media.
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539,597 or 78.9% 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 155.8 minutes every day representing
29.4% of all time spent daily with Ad-Supported Digital Media.
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221,109 or 80.9% 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 118.2 minutes every day representing
23.8% of all time spent daily with Ad-Supported Digital Media.

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

Online
Classes,
Schools,

Colleges,
Universities
52.9

Streaming Audio (Local
Radio/ Podcasts/Streaming
Services)

1395

OTT TV Streaming Services
120.2

Search
(Google,

Non-
Premium-+Pre
mium Cable...

Local TV
Streaming

| YouTu
be/Tik

Social Media
131.0

Streaming Audio (Local
Radio/ Podcasts/Streaming
Services)

155.2

Social Media
146.4

OTT TV Streaming Services
1235

Py Email/T

Premium+Pre M/

mium Cable
Streaming
523

(Personal...

Search
(Googl (i
Local TV E
Streaming Bin
443

Games/Fa
ntasy/Be...

Online
Classes,
Schools,
Colleges,
Universitie

m SEA

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

past 3 months

ESEA

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

search (Google, Bing, etc.)
News/Westher/Sports (Websites/Apps)
Social Media

Ermail/Text /IM/Zoom,ete. (Personal & Work)
OTT TV Streaming Services

‘Shopping (incl. Food/Auctions/Travel, etc.)
YouTube/TikTok, etc.

Games /Fantasy/Betting Sites

Streaming Audio (Local Radio/ Podcasts/Streaming
Services)

ing/Fina ncial/Real ites/! )
Local TV Streaming
Non-Premium+Premium Cable Streaming

Online Classes, Schaols, Colleges, Universities

SEA

pa
= who Purchased Items In-Store at TJ MAXX in the past 3 months
DMA

Totol persons.

m —M"'"

e —

m Avg. Hours+Minutes/day with Ad- M
m%. Supported Digital: Adults 18 or older m

-M'

— ¥

O 085

Concurrent
Usage %
who Purchased Items In-
Store at TI MAXX in the
st 3 months

mSEA

Scarborough R2 2025: Sep24-1ul25 Qual Intab 318

All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadeasting, Inc. LLC. All rights reserved.
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404,738 or 81.5% 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 168.5 minutes every day representing
32.3% 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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808,323 or 75.4% 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 55. minutes every day representing 36.3% of
all time spent daily with Ad-Supported Social Media.
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| 530,076 or 77.6% 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 35.7% of
all time spent daily with Ad-Supported Social Media.
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Avg. Week All Socml Medm (Persons & % Reach): Adults 18 or older Avg. Day All Social Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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months use Ad-Supported Facebook for an average of 41.2 minutes every day representing 34.9% of
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375,768 or 75.7% 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 70.6 minutes every day representing 41.9% 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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| 808,323 or 75.4% 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 55. minutes every day representing 36.3% of
all time spent daily with Ad-Supported Social Media.
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530,076 or 77.6% 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 35.7% of
all time spent daily with Ad-Supported Social Media.

Weekly Avg. Hours+Minutes/day with Ad-Supported
Reach % 77.6% Social Media: Adults 18 or older
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195,772 or 71.6% 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 41.2 minutes every day representing 34.9% of
all time spent daily with Ad-Supported Social Media.
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. 375,768 or 75.7% 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 70.6 minutes every day representing 41.9% 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;

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 18 or older who Purchased Items In-Store at T) MAXX
in the past 3 months

8,000,000
7,000,000
6,000,000
5,000,000

4,000,000

3,000,000

2,000,000

1,000,000

O G -
‘3’&"\'»#""’9‘5’@'\199%-&9\,’6‘0’

AR AR R R R R AR 9
\g'ﬁ%QNQ%QbQ‘\Q%QQQQQNQ

B R R SRS

e lon-Fri Local TV Station AQH
e Vo1~ Fri Social Media AQH

Mon-Fri Local AM/FM Radio AQH
s [VION- Fri Non-Premium Cable TV AQH
e [\lon- Fri Digital Media (Less Social) AQH

70,000,000

60,000,000

50,000,000

40,000,000

30,000,000

20,000,000

10,000,000

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
USA 210 DMA Adults 18 or older

NP P R P
6‘-»"41?0}'90;"’@‘\"

P P PN R AR

R R R R AR R Q.&Q\}QQ&

q?g;&t,a.,ra.;p‘"&q?ﬁ? W A %Qqq

e Vion-Fri Local TV Station AQH
e Mon-Fri Social Media AQH

s Mon-Fri Local AM/FM Radio AQH
e M on-Fri Non-Premium Cable TV AQH
s [\ 01 Fri Digital Media (Less Social) AQH

USA USA Projection Scarborough R2 2025: Sep24-Aug25 Qual Intab 3,385
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

USA Projection

Scarborough R2 2025: Sep24-Aug25

® Share of Everything
for Anything .

soefa.ai

Qual Intab 25,507

[(Major stores shopped in-store past 3 months: T Maxx AND Major stores bought past 3 months: TI Maxx}]




M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 81,524;
Social Media: 57,006; Local Radio: 50,103; Non-Prem. Cable: 27,588; Local TV: 27,188
reaching Adults 18 or older who Purchased Items In-Store at T) MAXX in the pa

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 18 or older who Purchased Items In-Store at T/ MAXX
in the past 3 months
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 46,504;
Social Media: 34,427; Local Radio: 29,491; Non-Prem. Cable: 17,218; Local TV: 13,948
reaching Adults 18 or older who Purchased Items In-Store at T) MAXX in the pa
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Social Media: 13,597; Local Radio: 13,074; Non-Prem. Cable: 6,751; Local TV: 4,484
reaching Adults 18 or older who Purchased Items In-Store at T) MAXX in the past

All Other Digital Media: 18,840;

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH) (Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 36,470;
Social Media: 28,735; Local Radio: 24,534; Non-Prem. Cable: 12,107; Local TV: 10,388
reaching Adults 18 or older who Purchased Items In-Store at TJ MAXX in the pa
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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. 63.4% Listen
to Local Radio Stations Out-of-Home for an average of 35.9 m

Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older
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Top-13 Out-of-Home Media (Persons & % Reach}: Adults 18 or older
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984,190 or 91.8% of Adults 18 or older who Purchased Items In-Store at T/ MAXX in the past 3
months spend an average of 51.1 minutes per day driving, seeing Billboards and Signs. 62.9% Listen
to Local Radio Stations Out-of-Home for an average of 38.5 minu
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Top-13 Out-of -Home Media (Persons & % Reach): Adults 18 or older
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older

Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/iiay Spent): Adults 18 or older

(average week] Tow! persons:  Time spent

crocerystores  AERPEER 03 55
T | —
Wating i Tours, e, Dowrtor.. T ——V

AM/FM Radio
Shopping Malls
Restaurants & Bars

Podcasts Avg. Hours+Minutes/day with Out-

G St e T s of-Home Media: Adults 18 or older
Spotify
Drug Stores.
o

Usoge %

= who Purchased Items in- SEA
YouTube Music Store at TI MAXX in the

past 3 months
public Transit RS m

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

Retail Stores

816

249,556 or 91.3% of Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3
months spend an average of 39.5 minutes per day driving, seeing Billboards and Signs. 64.2% Listen
to Local Radio Stations Out-of-Home for an average of 35.6 minu
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older
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470,692 or 94.8% of Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3
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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.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 18 or older
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984,190 or 91.8% of Adults 18 or older who Purchased Items In-Store at TI MAXX in the past 3 months

spend an average of 51.1 minutes per day driving, seeing Billboards and Signs representing 34.3% 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
Weekly

Reach % "Share of Ad-Supported OOH Media"

97.3% 97.2%

81.8% who Purchased Items In- CHI
Store at T) MAXX in the
past 3 months
62.9% 64.9%
41.5%
36.4%
0%
230% o am

16.3%

11.9%

11.5% 12.2%

7.5% o,
Waakly 6.2%
Total o
Persons
Reached: g o rds ggﬁg‘;s: ARITEM Radia Walking in %&25\%315? "Grdcery Stras Shopping falls”  Resthurants& Bavs  Stadiums& Arenas  Hea C[ubs?gifrtl'fs Bublic Transr Padcaste
Average (Weekly Drivers) Cities, Downtown
Daily Minutes Areas
with Ad-Supported
OOH Media:
42.8 37.2 22.3 10.2 22 19.8 15.2 35.6 18.5 19.0
® who Purchased Items In-Store at T) MAXX in the past 3 months m CHI
CHI DMA Scarborough R2 2025: Sep24-Jul25 Qudl Intab 626 CHICAGO DMA  Scarborough R2 2025: Sep24-jul25 ~ Qual Intab 4,186 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. - for Anything _ =

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




595,635 or 87.1% of Adults 18 or older who Purchased Items In-Store at T MAXX in the past 3 months

spend an average of 54.7 minutes per day driving, seeing Billboards and Signs representing 35.6% of all
Time Spent with Ad-Supported Out-of-Home Media.
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249,556 or 91.3% of Adults 18 or older who Purchased Items In-Store at T MAXX in the past 3 months
spend an average of 39.5 minutes per day driving, seeing Billboards and Signs representing 30.5% of all
Time Spent with Ad-Supported Out-of-Home Media.
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470,692 or 94.8% of Adults 18 or older who Purchased Items In-Store at T MAXX in the past 3 months

spend an average of 55.9 minutes per day driving, seeing Billboards and Signs representing 37.8% of all
Time Spent with Ad-Supported Out-of-Home Media.
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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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984,190 or 91.8% of Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3
months spend an average of 51.1 minutes per day driving an average of 29.8 miles each day and are
47.1% more likely to use 1-355/Veterans Memorial Tollway than th
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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)]

595,635 or 87.1% of Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3
months spend an average of 54.7 minutes per day driving an average of 31.8 miles each day and are
92.4% more likely to use Route 118/Germantown Road than the Metr
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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)]

249,556 or 91.3% of Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3
months spend an average of 39.5 minutes per day driving an average of 23. miles each day and are
70.8% more likely to use Fremont Bridge than the Metro average.

Top-26 Employment Zip Codes: Adults 18 or older

98284
98007
98371
98003
98072
98032
98204
98513
98052
98002
98258
98439
98366
98026
98109
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98225
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470,692 or 94.8% of Adults 18 or older who Purchased Items In-Store at T MAXX in the past 3
months spend an average of 55.9 minutes per day driving an average of 32.5 miles each day and are
82.7% more likely to use Scottsdale Road than the Metro average.

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

1-10

1-17

Santan Freeway (SE Loop 202)
Red Mountain Freeway (NE Loop 202)
Bell Road

Highway 51

Pima Freeway (NE Loop 101)
McDowell Road

Scottsdale Road

Superstition Freeway (E Hwy 60)
Camelback Road

Agua Fria Freeway (NW Loop 101)
Indian School Road

Thomas Road

Price Freeway (SE Loop 101)
Chandler Blvd

7th Street

Deer Valley Road

Central Avenue

32nd Street

Arizona Avenue/Country Club

7th Avenue

Cave Creek Road

North Hayden Road

44th Street

Bob Stump Memorial Parkway (Loop 303)
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Top-26 Residential Zip Codes: Adults 18 or older
85224
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85053
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86042
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[(Major stores shopped in-store past 3 months: T/ Maxx AND Major stores bought past 3 months: TJ Maxx)]

Top-26 Employment Zip Codes: Adults 18 or older
85054
85257
85042
85282
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85207
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0.74%

* Share of Everything
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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

Totol persons % Time spent

Direct Mail Advertising (excluding Catalogs)

Local Daily Newspaper(s) (Daily+Sunday)

Local Daily Newspaper(s) (Daily

s’
s
o

Local Daily Newspaper(s) (Sunday)
Books

New York Times (Daily+Sunday)
Mew York Times (Daily)

New York Times (Sunday)

All Local Weekly Newspapers

Wall Street Journal (Daily)

Avg. Hours+Minutes/day with All
Print Media: Adults 18 or older

.
[
o,

= ; N
. o 0o, 0 - co
SIR YR YRR YR TR YR TR X X .

New York Times
(Daily+Sunday)

USA Today (Daily)

New York Times
(Daily)
93

Local Daily
Newspaper(s)

Local Daily
Newspaper(s) (Sunday)
0

Local Daily

Newspaper(s)

New York Times (DaitysSunday)
(Daily+Sunday) &6

New York Times
(Daity)
89

Local Daily
Newspaper(s)
(Daity
8.0

Direct Mail DirectMail e
USA Today (Daily) Advertising Advertising =
New York Times {excluding New York Times (excluding
Magazines who Purchased Items In-Store at UsA (Sunday) Magazines Catalogs) (Sunday) USA Today (Daily) Magazines Catalogs)
T1 MAXX in the past 3 months 132 72 7.6 132 105 76 75 All.
Catalogs 0.6%

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

W USA

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

mUSA

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

Direct Mail Advertising (excluding Catalogs)
Local Daily Newspa per(s) (Daily+Sunday)
Local Daily Newspa per(s) (Daily

Local Daily Newspaper(s) (Sunday)

MNew York Times (Daily+Sunday)

New York Times (Daily)

New York Times (Sunday)

All Local Weekly Newspapers

Wall Street Journal (Daily)

I —— A
Magazines W 015 m Local Daily Direct Ml Local Daily ) Direct Mail
- i Newspaper(s) Wall Street Local Daily Advertising Newspaper(s) Local Daily Advert:
Catalogs m 22‘4& who Purchased Items In-Store. USA 0.9 (Sunday) Journal (Daity) Newspaper(s) (Daily (excluding Catalogs) (Sunday) USA Today (Daily) Newspaper(s) (Daily
=R " atTIMAXX in the past 3 117 0.1 80 76 120 105 8.0
o P $% -

Avg. Hours+Minutes/day with Ad-

Supported Print Media: Adults 18 or alderm

USA

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

New York Times
(Sunday)
132

New York Times
(Daity+Sunday)
112

USA Today (Daily)
98

Local Daily

Magarines
78

New York Times
(Sunday)
132
Local Daily
Newspaper(s)
(Daily+Sunday)
8.6

Magazines
76

# who Purchased Items In-Store at T MAXX in the past 3 months
USA USA Projection Scarborough R2 2025: Sep24-Aug25 Qual Intab 3,385
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- 314,407 or 29.3% 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 7.5 minutes every day
representing 30.6% of all time spent daily with All forms of Print Me

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

Local Daily Newspaper(s) (Daily+Sunday)
Direct Mail Advertising (excluding Catalogs)
Local Daily Newspa per(s) (Sunday)

Local Daily Newspaper(s) (Daily

Books

All Local Weekly Newspapers

New York Times (Daily+Sunday)

New York Times (Sunday)

Magazines

New York Times (Daily)

‘Wall Street Journal (Daily)

Catalogs

USA Today (Daily)

Toeal persons

mm

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

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

Avg. Hours+Minutes/day with All
Print Media: Adults 18 or older

New York Times
(Sunday)
104

New York Times
(DaitysSunday)
82

USA Today (Daily)
79

77

Local Daily
Newspaper(s)
(Daily+Sunday)
75

Local Daily
Newspaper(s)

New York

Magazines Times (Daily)
6.0

New York Times
{Sunday)
137

Local Daily
Newspaper(s)

Dail 2
New York Times (= day)

(Daily+Sunday)
112

Direct Mail
Advertising
(exc mdmg

USA Today (Daily)
101

Magazines
72

New York Times

(Daily)
87

Local Daily
Newspaper(s)
{Daity
77

Catalogs
5

All..

mCHI

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

mCHI

Avg. Week Ad-Supported All Print Media (Persons & % Reach): Adults 18 or older Avg Day Ad-Supported Print Media (% Time Spent & Av

Local Daily Newspaper(s) (Daily+Sunday)
Direct Mail Advertising (excluding Catalogs)
Local Daily Newspaper(s) (Sunday)

Local Daily Newspa per(s) (Daily

All Local Weekly Newspapers

New York Times {Daily+Sunday)

New York Times (Sunday)

Magazines

New York Times (Daily)

Wall Street Journal (Daily)

Catalogs

USA Today (Daily)

Books

CH! DMA

Scarborough R2 2025: Sep24-Jul25

rotal Persons

who Purchased Items In-Store
atTIMAXX inthe past 3
months

® who Purchased Items In-Store at T MAXX in the past 3 months
Qual Intab 626

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

vg. Minutes/day Spent): Adults 18 or older

New York Times

(Sunday)
£.2% 104

USA Today {Daily)
7.9

Direct Mail Advertising
{excluding Catalogs)
77

Local Daily

Wall Street Newspaper(s)

Joumal (Daily) (Daity+sunday)
75 15

Local Daily Newspaper(s)
(Daily
70

Mogazines
6.7

New York Times
(Sunday)
137

Local Daily
Newspaper(s)
(Sunday)
17

USA Today (Daily)
10.1

Local Daily
Newspaper(s)
Daily
77

New York Times (Daily)
27

Local Daily Newspaper(s)

(Daily+Sunday) Magazines
8.4

Wall Street
Journal (Daily)
9.1

Direct Mail
Advertising
(excluding
Catalogs)

0.5 Newspaper(s)
cHi (Sunday)
103
ECHI

All Graphs and soefa.ol Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.
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185,793 or 27.2% 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 9.8 minutes every day
representing 27.7% of all time spent daily with All forms of Print Me

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

Local Daily Newspaper(s) (Daily+Sunday)
Local Daily Newspaper(s) (Daily

Direct Mail Advertising (excluding Catalogs)
Local Daily Newspa per(s) (Sunday)
Books

New York Times (Daily)

New York Times (Daily+Sunday)

New York Times (Sunday)

‘Wall Street Journal (Daily)

USA Today (Daily)

All Local Weekly Newspapers
Magazines

Catalogs

Toeal persons

mw Avg. Hours+Minutes/day with All
m— Print Media: Adults 18 or older
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TIMAXX in the past 3 months
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New York Times
(Daily)
14
New York Times
(Sunday)
140

Direct Mai
Advertising

(exciuding
Local Daily ERIOgE)
Newspaper(s) (Daily 3
99

. Magazines
Local Daity X

USA Today (Daily)
123

USA Taday (Daily)
118

New York Times
(Daily)
94

tocal Daily
Newspaper(s)

85

Catalogs
36
{excluding
Magazines Catalogs)

80 74 Al
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Avg. Week Ad-Supported All Print Media (Persons & % Reach): Adults 18 or older Avg. Day Ad-Supported Print Media (% Time Spent & Av

Local Daily Newspaper(s) (Daily+Sunday)
Local Daily Newspaper(s) {Daily

Direct Mail Advertising (excluding Catalogs)
Local Daily Newspa per(s) (Sunday)

New York Times (Daily)

New York Times {Daily+Sunday)

New York Times (Sunday)

wall Street Journal (Daily)

USA Today (Daily)

All Local Weekly Newspapers

Magazines

Catalogs

Books

woc DMA
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Avg. Hours+Minutes/day with Ad-
Supported Print Media: Adults 18 or older
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atTIMAXX inthe past 3
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Qual Intab 877

BWDC
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vg. Minutes/day Spent): Adults 18 or older

New York Times
(Sunday)
156

New York Times
(Daily+Sunday)
135

‘Wall Street Jounal

Local Daily
Newspaper(s)
{Sunday)
13.0

New York Times
(Sunday)
14.0

Local Daily
Newspaper(s) (Daily Catalogs)
99 79

Local Daily

Newspaper(s)

(Daily+Sunday)
98

Local Daily
Newspaper(s)
(Sunday)
127

Magazines
75

USA Today (Daily)
128

USA Today (Daily}
118

Local Daily Newspaper(s)

(Daily+Sunday)
9.1

New York Times Wall Street
(Daily+Sunday) Journal (Daily)
1.7 9.7

Local Daily
Newspaper(s) (Daily

{excludin
g

Magazines Catalogs)
80 74
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93,522 or 34.2% 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 8.7 minutes every day representing
28.5% of all time spent daily with All forms of Print Med

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

Local Daily Newspaper(s) (Daily+Sunday)
Direct Mail Advertising (excluding Catalogs)
Local Daily Newspa per(s) (Sunday)

Local Daily Newspaper(s) (Daily

Books

New York Times (Daily+Sunday)

New York Times (Sunday)

New York Times (Daily)

‘Wall Street Journal (Daily)

USA Today (Daily)

All Local Weekly Newspapers

Catalogs

Magazines

Torol persons:

M_ﬂ""
B T A
e o

0%

Avg. Hours+Minutes/day with All
Print Media: Adults 18 or oider

‘who Purchased Items In-Store at
TIMAXX in the past 3 months

m-z.s%é%
[ | ol

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

% Time Spent

27

m

Local Daily Newspaper(s) = Wall Street Journal
{Sunday) (Daily) Magazines
‘ 125 108 10.0
—

Locai Daily

Local Daily )
Newspaper(s) (Daily

Newspaper(s}
(Daily+Sunday)

USA Today (Daily)
112 8.7

73
New York Times
(Daily)

Mew York Times
{Daily+Sunday)

New York Times
(Sunday)

Catalogs
134 1.0 87 37

Local Daily
Newspaper(s)
(Daily+Sunday)
84

Local Daily

New York Times Newspaper(s)
(Daily) (Daily

.0 g
USA Today (Daily) = [

106

Catalogs
35
New York Times
(Sunday) Magazines

119 . - 74 e
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W SEA

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

Local Daily Newspaper(s) (Daily+Sunday)
Direct Mail Advertising (excluding Catalogs)
Local Daily Newspaper(s) (Sunday)

Local Daily Newspa per(s) (Daily

New York Times (Daily+Sunday)

New York Times (Sunday)

New York Times (Daily)

Wall Street Journal (Daily)

USA Today (Daily)

All Local Weekly Newspapers

Catalogs

Magazines

Books

SEA DMA
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New York Times
(Daily+Sunday)
110 % 2
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Newspaper(s) (Daily

£
Catalogs)
125 109 78 73

Wall Street Journal (Daily)

New York Times
(Daily)
New York Times 80
(Sunday)
19

New York Times
(Daily+Sunday)
99

Direct Mail
Local Daily Advertising
Newspaper(s) (excluding
(Daily Catalogs)
78 75
Local Daily
Newspaper(s)
(Sunday)
118

Wall Street Journal (Daily)
5.7

Magazines
74
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144,383 or 29.1% of Adults 18 or older who Purchased Items In-Store at T) MAXX in the past 3
months read Direct Mail Advertising (excluding Catalogs) for an average of 7.6 minutes every day
representing 24.6% of all time spent daily with All forms of Pri

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

Direct Mail Advertising (excluding Catalogs)
Local Daily Newspaper(s) (Daily

Local Daily Newspaper(s) (Daily+Sunday)
Local Daily Newspa per(s) (Sunday)
Books

All Local Weekly Newspapers

New York Times (Daily)

New York Times (Daily+Sunday)

New York Times (Sunday)

‘Wall Street Journal (Daily)

Magazines

USA Today (Daily)

Catalogs

Toeol persons

Avg. Hours+Minutes/day with All
Print Media: Adults 18 or older

who Purchased ltems In-Store at PHX
TIMAXX in the past 3 months

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

Local Daily
Newspaper(s)
(Daily
79

Direct Mail

Advertising

(excluding

Catalogs)
6

Wall Street Journal
(Daily) New York Times (Daily)
133 11.0

USA Today
(Daily)

Local Daily
per(s)

Magazines

Wall Street
Journal (Daily)
121

USA Today (Daily) : ;
138 New York Times

{Daily)
104

Local Daily

Local Daily
Newspaper(s)
(Daity Magazines
87 7.6

Catalogs

(excluding Catalogs)

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

m PHX

Avg. Week Ad-Supported All Print Media (Persons & % Reach): Adults 18 or older Avg Day Ad-Supported Print Media (% Time Spent & Av

Direct Mail Advertising (excluding Catalogs)
Local Daily Newspaper(s) {Daily

Local Daily Newspaper(s) (Daily+Sunday)
Local Daily Newspa per(s) (Sunday)

All Local Weekly Newspapers

New York Times (Daily)

New York Times (Daily+Sunday)

New York Times (Sunday)

Wall Street Journal (Daily)

Magazines

USA Today [Daily)

Catalogs

Books

PHX DMA
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vg. Minutes/day Spent): Adults 18 or older

Supported Print Media: Adults 18 or older m

Local Daily
Newspaper(s) (Sunday)
102

Local Daily
er(s) (Daily
79

Local Daily
Newspaper(s)
(Daily+Sunday)
113 78

New York Times
(Sunday)

USA Today (Daily)
86

Mogazines
73

USA Today (Daily)
138

Local Daily Newspaper(s)
(sunday)
121

New York Times New York Times
(Sunday) (Daily+Sunday)
134 119

Wall Street Journal (Daily)
121

Local Daily
Newspaper(s)
New York Times | (Daily+Sunday
{Daily} )
104 89

Local Daity

Magazines
7.6

Direct Mail Advertising (excluding
Catalogs)
16
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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

Websites
Direct Mail

Broadcast, Cable, & Sat TV

"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 %)

| 2,725,996 36.1%

| 2,431,425

| 1,591,108 21.1%

Local AM/FM Radio

| 1,261,069 16.7%

Local Broadcast TV

Video Streaming Services
Billboards

Newspapers

Cable TV Networks

Audio Streaming Services

| 1,126,762 14.9%

o ——— 7
A —
T
B ——rr
CHICAGD
| 911521 12.1%

Podcasts [s14.656 s
m P18+ who Purchased Items In-Store at T) MAXX in the past 3 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
W P18+ CHICAGO AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
CHICAGO DMA ScarboroughR22025:Sep24-Jul25 Qualintab: 626 f * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright @ 2026 Hubbard Broadcasting, Inc. LLC. Alirights reserved. So e 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

"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 %)

2,518,891 44.1%

Websites 2.202.524
Direct Mail 172226 S0LA%
Broadcast, Cable, & Sat TV 1,495,301 6 0
Video Streaming Services 1,122,545 19.6%
—_—
Local AM/FM Radio 1,044,203 185
Billboards 750,568 o
Local Broadcast TV gedyrs ' S 15.1%
Cable TV Networks 902,089 iR
Audio Streaming Services  risre e i
N - 10.4% WASHINGTON, DC
693,501 12.1%
Newspapers 665 954 T
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+ WASHINGTON, DC AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
WASHINGTON,DC DMA ScarboroughR22025:0ct24-Mar25 Qualintab: 877 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. Allrights 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)]



"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 %)

Social Media

1,816,656 40.2%

Websites 1.647.200

Direct Mail 1295 554

Broadcast, Cable, & Sat TV

20.2%

Local AM/FM Radio

Podsasts
Video Streaming Services
Cable TV Networks
Henspapars
Local Broadcast TV

Billboards

SEATTLE-TACOMA

7.3%
458,434 O 10.1%
u 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+ SEATTLE-TACOMA AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
SEATILE-TACOMA DMA  ScarboroughR22025:Sep24-Jul25 Qualintab: 318 Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. so e a » al for Anything =

Audio Streaming Services

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



"Advertising Actions”

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

Social Media

1,629,689 34.2%

Websites 1.566.661

32.9%

Direct Mail

1,393,049 29.2%

Broadcast, Cable, &Sat TV pepees

Local AM/FM Radio

Podcasts 581,834

Video Streaming Services ey 11.9% |

Cable TV Networks 566,660 11.9%
Billboards 491 161 8.8%
Newspapers

511,991 10.7%

Local Broadcast TV gmepen 7.8 _— PHOENIX

Audio Streaming Services

6

430,851 9.0%

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

o P18+ PHOENIX AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
PHOENIX DMA Scarborough R22025:Aug24-Jul25 Qualintab: 257

. .
Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. So Efa . al for Anything ¢

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



