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25.4% or 49,930,314 of USA DMA Adults 35 or older are Homeowners who Bought ltems at LOWE’S past 3mos|
Typical Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos are 59.2 years old (3.1%
older than average) and have a $147,846 (21.6% higher than average) annual household income.
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14.% or 766,251 of CHI DMA Adults 35 or older are Homeowners who Bought Items at LOWE’S past 3mos.
Typical Adults 35 or older Homeowners who Bought Items at LOWE'S past 3mos are 57.5 years old (.8%
older than average) and have a $146,988 (30.8% higher than average) annual household income.
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33.1% or 1,366,654 of WDC DMA Adults 35 or older are Homeowners who Bought Items at LOWE’S past 3mos.
Typical Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos are 58.4 years old (3.2%
older than average) and have a $169,110 (13.6% higher than average) annual household income.
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30.4% or 992,306 of SEA DMA Adults 35 or older are Homeowners who Bought Items at LOWE’S past 3mos.
Typical Adults 35 or older Homeowners who Bought Items at LOWE'S past 3mos are 59.1 years old (4.2%
older than average) and have a $152,230 (14.4% higher than average) annual household income.
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29.1% or 992,873 of PHX DMA Adults 35 or older are Homeowners who Bought Items at LOWE’S past 3mos.
Typical Adults 35 or older Homeowners who Bought Items at LOWE'S past 3mos are 60. years old (3.2%
older than average) and have a $140,020 (24.4% higher than average) annual household income.
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Employment: Adults 35 or older

25.4% or 49,930,314 of USA DMA Adults 35 or older are Homeowners who Bought Items at LOWE'S past...
Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos are 14.1% more likely to be a
college graduate, 2.5% more likely to work full-time, 24.1% more likely to be married, 12.5% more likely
to be a grandparent of 1 or more children under 18.
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14.% or 766,251 of CHI DMA Adults 35 or older are Homeowners who Bought Items at LOWE’S past 3mos.
Adults 35 or older Homeowners who Bought ltems at LOWE'S past 3mos are 33.8% more likely to be a
college graduate, 12.6% more likely to work full-time, 22.1% more likely to be married, 2.8% less likely

to be a grandparent of 1 or more children under 18.
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33.1% or 1,366,654 of WDC DMA Adults 35 or older are Homeowners who Bought Items at LOWE'’S past...
Adults 35 or older Homeowners who Bought ltems at LOWE'S past 3mos are 4.7% more likely to be a
college graduate, .6% less likely to work full-time, 19.2% more likely to be married, 24.6% more likely to
be a grandparent of 1 or more children under 18.
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30.4% or 992,306 of SEA DMA Adults 35 or older are Homeowners who Bought Items at LOWE’S past 3mos.
Adults 35 or older Homeowners who Bought ltems at LOWE'S past 3mos are 2.3% more likely to be a
college graduate, 2.% less likely to work full-time, 21.9% more likely to be married, 16.7% more likely to
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29.1% or 992,873 of PHX DMA Adults 35 or older are Homeowners who Bought Items at LOWE’S past 3mos.
Adults 35 or older Homeowners who Bought ltems at LOWE'S past 3mos are 13.3% more likely to be a
college graduate, 2.2% more likely to work full-time, 28.9% more likely to be married, 15.7% more likely

to be a grandparent of 1 or more children under 18.

L)
LOWES o
= LS

PHNX

-

‘ 9.
*\’f Education Levels: Adults 35 or older Employment: Adults 35 or older |( \| )Marital Status: Adults 35 or older
Some High School or Less (not graduate) -3'5:‘{’4% Employed Full-Time or Part-Time % Single, Never Married &6
High School Graduate (12th grade or 19.5% . 45.6% . 81.2%
Employed Full-Ti 35 h
GeD) plove FilTime (3 hotrs ormore S 53.0%
i 28.1% . 10.6% 0.4%
! Part-Ti I
Some College Credit (no degree) Employed Part-Time (less than 35 hours) m Legally Separated | 1.0%
Associate's Degree (AA, AS, etc.) 1 White Collar 196 Divorced 0%
21.0% 8.6% " 2.9%
Blue Coll Wwid d
College Graduate (4 year college) 18.7% ue Collar 13.9% idowe: . 6.1%
14.6% : 22.4% 3.0%
Postgraduate Degree Work From Home (most of the time or always) LGBTQ+ (net) . 6.1%
Homeowners who Bought Items at LOWE’S past 3mos m PHX Homeowners who Bought Items at LOWE’S past 3mos. mPHX Homeowners who Bought Items at LOWE’S past 3mos mPHX
Top-20 Occupations: Adults 35 or older Entrepreneurs/Government Workers it ’M b Stage in Life: Adults 35 or older
5%
28.5% 10.6% 11.3% = 22.2%
; 5.8% 6.4% 6.0% 5.7% Parent of 1 or more Children under 18 . 226
20.2% | | ] _ 7.8%
hsax Small Business Self-Employed Government Warking Mothes I s.7%
Owner Workers 3.6%
I Parent of 1 or more Children Under Age 2 . 4‘ 39
a19¢%% 47%, a6%
3.24M0% 6% 5503.2% oo e Lo 1% 20% 26 ; 7.0%
: 5 " 0% 3 q90.9% 25%1a% 5% 1.090-5% 063d4% 0830.9% 1.190.9% o60.8% 1-5%.8% % Parent of 1 or more Children Age 2-5
. H EHeol'm =" - n'1"1.- e it honiinialltin e il e n.ml_ M 1%
- 8.6%
& & & 3 & & P & & & & & & & & ° & o & Parent of 1 or more Children Age 6 - 11
& T‘;,ﬁ" (\bso&* & g‘"‘\ dfé’“ ‘,«’* od?.,f & éﬁ,q* &"’& & ; & P & o IS » & y P B o.0%
& S ¢ *
@4(“ & (;(‘"‘1 \d‘&é‘ R ‘x@?‘ p é“@ #bﬁ#‘ ‘#&h & &o°°& &vf‘? ‘&sﬂb (ﬁa" ‘b‘gF q!f\ e’& g ‘9-?& Parent of 1 or more Children Age 12 - 17 — 1134‘;?;
o « o § < & o & & & & > & &
¥ & F & & & 3 & F N & & & : i 9.1%
o < o & & d S & Parent of 1 or more Children in College
& @o" é&‘f. Q&f s’*& & 4 Bd"ﬁ a & fé 6‘69 v- W 5%
& & S S . 39.0%
\\8\(& 40@& 9,,5 Grandparent of 1 or more Children under 18 _ 33.7%
< < s
Homeowners who Bought Items at LOWE’S past 3mos o PHX Homeowners who Bought Items at LOWE’S past 3mos = PHX
PHX DMA Scarborough R1 2026: Feb25-Feb26 Qual intab 535

All Graphs and HBIAI Data Medeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC.

All rights reserved

[(Own or rent residence (HHLD): Own AND Major stores bought past 3 months: Lowe's)]



25.4% or 49,930,314 of USA DMA Adults 35 or older are Homeowners who Bought Items at LOWE’S past 3
Adults 35 or older Homeowners who Bought Items at LOWE'S past 3mos are 32.1% more likely to own
their home, 7.5% more likely to own a higher valued home, 24.7% more likely to have a single-family
home, 26.4% more likely to have a dog.
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14.% or 766,251 of CHI DMA Adults 35 or older are Homeowners who Bought Items at LOWE’S past 3mos
Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos are 35.2% more likely to own

their home, 12.4% more likely to own a higher valued home, 32.4% more likely to have a single-family
home, 37.2% more likely to have a dog.
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7 33.1% or 1,366,654 of WDC DMA Adults 35 or older are Homeowners who Bought Items at LOWE’S past 3mos.
Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos are 33.3% more likely to own

their home, 2.8% more likely to own a lower valued home, 42.% more likely to have a single-family home,
40.4% more likely to have a dog.
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30.4% or 992,306 of SEA DMA Adults 35 or older are Homeowners who Bought Items at LOWE’S past 3mos.
Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos are 39.1% more likely to own

their home, 3.9% more likely to own a lower valued home, 26.5% more likely to have a single-family
home, 20.5% more likely to have a dog.
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| 29.1% or 992,873 of PHX DMA Adults 35 or older are Homeowners who Bought Items at LOWE’S past 3mos.
Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos are 31.7% more likely to own

their home, 8.1% more likely to own a higher valued home, 18.% more likely to have a single-family
home, 15.9% more likely to have a dog.
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25.4% or 49,930,314 of USA DMA Adults 35 or older are Homeowners who Bought Items at LOWE’S past 3mos
Adults 35 or older Homeowners who Bought Items at LOWE'S past 3mos are 4.7% more likely to look up D-
I-Y advice online, 17.6% more likely to always vote in local elections, 23.4% more likely to belong to a gym,

9.% more likely to fly domestic past yr.
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), 33.3% 125.2%
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14.% or 766,251 of CHI DMA Adults 35 or older are Homeowners who Bought Items at LOWE’S past 3mos.
Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos are 10.9% less likely to look up D-
I-Y advice online, 20.4% more likely to always vote in local elections, 45.% more likely to belong to a gym,
13.1% more likely to fly domestic past yr.
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33.1% or 1,366,654 of WDC DMA Adults 35 or older are Homeowners who Bought Items at LOWE’S past 3mos.
Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos are 14.1% more likely to look up
D-I-Y advice online, 18.3% more likely to always vote in local elections, 28.1% more likely to belong to a

gym, 2.7% more likely to fly domestic past yr.
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30.4% or 992,306 of SEA DMA Adults 35 or older are Homeowners who Bought Items at LOWE’S past 3mos.
Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos are 1.2% less likely to look up D-I-
Y advice online, 15.5% more likely to always vote in local elections, 7.5% more likely to belong to a gym,

5.4% more likely to fly domestic past yr.
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29.1% or 992,873 of PHX DMA Adults 35 or older are Homeowners who Bought Items at LOWE’S past 3mos.
Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos are 9.5% more likely to look up D-
I-Y advice online, 16.7% more likely to always vote in local elections, 17.6% more likely to belong to a gym,

9.7% more likely to fly domestic past yr.
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25.4% or 49,930,314 of USA DMA Adults 35 or older are Homeowners who Bought Items at LOWE'S past 3mos.
Adults 35 or older Homeowners who Bought Items at LOWE'S past 3mos are 5.4% more likely to use QSRs

past mo., 14.6% more likely to use Sit-Down Restaurants past mo., 2.5% less likely to use Casinos past yr.,
44.8% less likely to smoke cigarettes.
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Table Games (Craps, Poker, etc.)
Bar / Nightclub

le Restaurant

Stage Show / Concert

Sports Betting

Spa

Other Gambling

4,184,

= Homeowners who Bought Items at LOWE’S past 3mos

Casinos visited pa:

m USA

-

Top-10 Cuisines: Adults 35 or older

(Sit-Down Restaurants Used Past 30-days)

3 Mexican  Chinese

o s magan wmp; steakhouse -alw Upmale  Seafood

e s.ms s

= Homeowners who Bought items at LOWE'S past 3mos musa

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
14.3%
15.6%

Homeawners who Bought Items at LOWE'S past 3mos

[T W 30,567,661

Past 12 months Casmo Activities: Adults 35 or older

Slot Machines

29.2%

st 12

Used Past 30-days: Adults 35 or older

%

i / Cannabis

Cigarettes

* Homeowners who Bought ftems at LOWE'S past 3mos

[(Own or rent residence (HHLD): Own AND Major stores bought past 3 months: Lowe's)]



Past 30-days QSR Users: Adults 35 or older

1 time
’

2 times

3 times

4 times

5 times

6-9times

10times or more

= Homeowners who Bought Items at LOWE'S past 3mos

Total Monthly QSR Users:
86.4%

12.8%

11. 3%

11 3%

10.5%

mCHI

Avg. Monthly QSR Meals:

14.% or 766,251 of CHI DMA Adults 35 or older are Homeowners who Bought Items at LOWE’S past 3mos.
Adults 35 or older Homeowners who Bought Items at LOWE'S past 3mos are 3.6% more likely to use QSRs
past mo., 14.7% more likely to use Sit-Down Restaurants past mo., 9.9% less likely to use Casinos past yr.,

51.4% less likely to smoke cigarettes.

Past 30-days Sit-Down Restaurant Users. Adults 35 or older

. 1time 16.8%

2 times

3 times

4 times

5 times

6 -9 times

10times or more

N I

.8%

= Homeowners who Bought Items at LOWE'S past 3mos mCHI
Total Monthly Sit-Down Re Users:  Avg. Monthly Sit-Down R ant Meals:
79.8% 69.6%

Drank Past 30-days. Adults 35 or older

Any Type of Beer

Liquor

Wine

2,003,311

Imported Beer
Domestic Regular Beer
Domestic Light Beer

Microbrew / Craft Beer

' Homeowners who Bought Items at LOWE'S past 3mos

DMA

2.510840

2,355,264

1,652,839

Scarborough R1 2026: Feb25-Feb26

47. 196

43. 19-

36.7%

30.3%

- ¥
| |

EWCHI

Qual Intab

Top-10 Cuisines: Adults 35 or older

(Sit-Down Restaurants Used Past 30-days)

iii |

mexicn Pl

Chinese maian  Coffee  wings/ Bagel/ Steskhouse pscale  Seafood
House/ Burgers/ Donwt/

Coffee Bar sports Bar  Bakery

= Homeowners who Bought Items at LOWE'S past 3mos. mcHl

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
Homeowners who Bought Items at LOWE'S past 3mos 20.2%
[ 888,823 16.3%

Past 12 months Casmo Activities: Adults 35 or older

Slot Machines 26.4%

P @i 229
Table Games (Craps, Poker, etc.)
Bar / Nightclub

Stage Show / Concert

Upscale Restaurant

Sports Betting

Spa

1762566

Other Gambling hs: Yes

Casinos visited past 12

Used Past 30-days: Adults 35 or older

%

i / Cannabis

= Homeowners who Bought Items at LOWE’S past 3mos mCHI

499

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

Cigarettes

Vape

= Homeowners who Bought Items at LOWE'S past 3mos = CHI

[(Own or rent residence (HHLD): Own AND Major stores bought past 3 months: Lowe's)]



Past 30-days QSR Users: Adults 35 or older

1time

N

3 times

7.7%

13.3%
14.4%

4 times

5 times

10.0%
16.3%

= Homeowners who Bought items at LOWE'S past 3mos

6-9times

B WDC

past mo., 10.8% more likely to use Sit-Down Restaurants past mo.,
33.8% less likely to smoke cigarettes.

33.1% or 1,366,654 of WDC DMA Adults 35 or older are Homeowners who Bought Items at LOWE’S past 3mos.
Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos are 4.9% more likely to use QSRs

.5% less likely to use Casinos past yr.,

¢ Ltime 15.8%
2 times 17.1%
3 times 12.7%
vome
sumes
10 times or more m

= Homeowners who Bought Items at LOWE’S past 3mos mWDC

Past 30-days Sit-Down Restaurant Users: Adults 35 or older

Top-10 Cuisines: Adults 35 or older

(Sit-Down Restaurants Used Past 30-days)

Mexican  talan  Coffee  Bagel/ Steskhouse Upscale Seafood  Wings/
House /  Donut/ Burgers
Coffee Bar  Bakery ‘sparts Bar

Chinese.

i

= Homeowners who Bought items at LOWE'S past 3mos =WDC

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
Homeowners who Bought items at LOWE'S post 3mos 17.1%

woc Bl 21.3%

Total Monthly QSR Users: Avg. Monthly QSR Meals: Total Monthly Sit-Down Re Users:  Avg. Monthly Sit-Down Restaurant Meals:
BEE. 82.7% 81.3% 73.4%
Drank Past 30-days: Adults 35 or older L Past 12 months Casino Activities: Adults 35 or older
tiquor slot Machines R L

Any Type of Beer

Wine

1,421,445 34.4%
1,1.39 141 27.6% M

Imported Beer

1,600,196 38.8%

Domestic Regular Beer

Domestic Light Beer

755,975 18.3%

14.8%

Microbrew /[ Craft Beer g 12.0%

496,798

= Homeowners who Bought Items at LOWE’S past 3mos HWDC

DMA Scarborough R1 2026: Mar25-Mar26 Qual Intab

Table Games (Craps, Poker, etc.)

5,601

89, 6.6%

Bar / Nightclub
Upscale Restaurant

Stage Show / Concert

Sports Betting

Spa

Other Gambling

1.9%
[E07 1.5%
= Homeowners who Bought Items at LOWE’S past 3mos.

Casinos visited past 12 months: Yes

mWDC
1,702

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

Used Past 30-days: Adults 35 or older

%

Cigarettes

Marijuana / Cannabis

Vape

= Homeowners who Bought Items at LOWE'S past 3mos. mWDC

[(Own or rent residence (HHLD): Own AND Major stores bought past 3 months: Lowe's)]



Past 30-days QSR Users: Adults 35 or older

%
2 times 15.0%
3 times 11.8%
-
6-9times 13.1% .
® Homeowners who Bought items at LOWE'S past 3mos mSEA
Total Monthly QSR Users: Avg. Monthly QSR Meals:

83.6%

78.1%

‘ 30.4% or 992,306 of SEA DMA Adults 35 or older are Homeowners who Bought Items at LOWE’S past 3mos.
Adults 35 or older Homeowners who Bought Items at LOWE'S past 3mos are 7.% more likely to use QSRs
past mo., 14.4% more likely to use Sit-Down Restaurants past mo., 13.8% less likely to use Casinos past yr.,

52.% less likely to smoke cigarettes.

Past 30-days Sit-Down Restaurant Users: Adults 35 or older
¢ ;

1time 18.0%

2 times

15.5%

3 times

10times or more

4 times

5 times

6 -9 times

= Homeowners who Bought Items at LOWE'S past 3mos mSEA
Total Monthly Sit-Down Re Users:  Avg. Monthly Sit-Down R ant Meals:
79.5% 69.5%

e PEE -

Drank Past 30-days. Adults 35 or o!der

Liquor

1,372,934 42.0%

Any Type of Beer

1,284,885 39.3%

Wine  pyrrem

33.9%

Imported Beer

Domestic Regular Beer

22.5%

Microbrew / Craft Beer ey

17.4%

i 17.4% i
Domestic Light Beer 16.7% i
 Homeowners who Bought Items at LOWE'S past 3mos ESEA

DMA Scarborough R1 2026: Mar25-Mar26 Qual Intab

Top-10 Cuisines: Adults 35 or older

|S-1 -Down Restaurants Used Past 30-days)

mexican

/ wmpf umale  seafood Steakhouss
Burgers
spmsn.

= Homeoumers who Bought Items at LOWE'S past 3mos mSEA

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
Homeawners who Bough tems ot LOWE'S past 3mos BB SRGINNIINN  12.5%

CZW 516,880 15.8%

Past 12 months Casino Activities: Adults 35 or older

Slot Machines

Table Games (Craps, Poker, etc.)
Upscale Restaurant

Stage Show / Concert

Bar / Nightclub

Sports Betting

Spa

1353 883

Other Gambling hs: Yes

Casinos visited past 12

Used Past 30-days: Adults 35 or older

%

i / Cannabis

» Homeowners who Bought items at LOWE'S past 3mos mSEA

1,043

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

Cigarettes Vape

= Homeowners who Bought ltems at LOWE’S past 3mos. =SEA

[(Own or rent residence (HHLD): Own AND Major stores bought past 3 months: Lowe's)]



PR
% 2 tmes

3times
4 times
5 times
6-9times

10 times or more
® Homeowners who Bought Items at LOWE'S past 3mos

Total Monthly QSR Users: Avg. Monthly QSR Meals:
86.4% 81.2%

29.1% or 992,873 of PHX DMA Adults 35 or older are Homeowners who Bought Items at LOWE’S past 3mos.
Adults 35 or older Homeowners who Bought Items at LOWE'S past 3mos are 6.4% more likely to use QSRs
past mo., 15.2% more likely to use Sit-Down Restaurants past mo., 9.% more likely to use Casinos past yr.,

38.7% less likely to smoke cigarettes.

Past 30-days Sit-Down Restaurant Users: Adults 35 or older
€ ;

1time

16.3%

P

2 times

3 times

14.4%
10.2%

= Homeowners who Bought Items at LOWE’S past 3mos m PHX
Total Monthly Sit-Down Restaurant Users:  Avg. Monthly Sit-Down Restaurant Meals:

- - - “

4 times

5 times

6 -9 times

Top-10 Cuisines: Adults 35 or older

(Sit-Down Restaurants Used Past 30-days)

o e imhw oo comine W/, (badl Owole seiod
Burgers{  Donut/
sports Bar  Bakery

Mexican

l:rlleq m

= Homeowners who Bought Items at LOWE'S past 3mos mPHX

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
(00 12.1%
12.0%

at LOWE

LA 411,222

Drank Past 30 days. Adults 35 or older

Any Type of Beer

Liquor

Wine

Domestic Light Beer
Imported Beer
Domestic Regular Beer

Microbrew / Craft Beer

PHX

# Homeowners who Bought Items at LOWE’S past 3mos

DMA Scarborough R1 2026: Feb25-Feb26 Qual intab

Past 12 months Casino Activities: Adults 35 or older

Slot Machines

Table Games (Craps, Poker, etc.)
Upscale Restaurant

Bar / Nightclub

Stage Show / Concert

49.8%
Sports Betting

Other Gambling
1,701,230
Spa Casinos visited past 12 months: Yes

= Homeowners who Bought Items at LOWE’S past 3mos = PHX

535

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

Used Past 30-days: Adults 35 or older

%

Marijuana / Cannabis Cigarettes

= Homeowners who Bought items at LOWE'S past 3mos

[(Own or rent residence (HHLD): Own AND Major stores bought past 3 months: Lowe's)]



25.4% or 49,930,314 of USA DMA Adults 35 or older are Homeowners who Bought Items at LOWE'S past 3mos
Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos are 21.1% more likely to have a

401K, 24.5% more likely to have an Auto Loan, 40.2% more likely to Invest/Trade Stocks Online, .2% more
likely to pay with their Debit Card.

E“ﬁ?‘mwest*me'm.'s Owned: Adults 35 or older Financial Services Has and/or Uses: Adults 35 or older

401K Plan

90,606,951 46.1%

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

222%
Money Market Funds
0,5] 14.6%
Bonds ERRRREN 1.
Other (Crypto /NFTs / Metals, o) [JESREEIS 15%
7o oo o S o ¥
13.6%
Second Home or Real Estate Property m% Checking Debitor ATM  Savings  CreditCard  Online Online Bill Mobile Home Auto Loan Certificates of Personal Loan Studentloan Refinanced Home

o Account card Account Banking Paying Banking Mortgage Market  Deposit (CDs) Home Improvement

a 5,952,779 11.9% Account Mortgage Loan or Home

529 Plan / College Savings Plan 16,556,000} Equity toan

® Homeowners who Bought ltems at LOWE’S past 3mos mUSA ® Homeowners who Bought Items at LOWE’S past 3mos HUSA

Professional Services Used*: Adults 35 or older |m'Pasi.‘ 3-Months Payment Methods Used: Adults 35 or older

Tax Preparation Service -
2 44,240,624 22.5%

Financial Planner e 7

Online Investing / Stock Trading

95 15.9%
20,660,987 10.5%
S — o

Accountant

29,076,611 14.8%

. 6.1%
Estate Planning 1.9%
5.3%
N 9% (*Past 12 Months) visa PayPal Debit Card  MasterCard Zelle Venmo ApplePay  CashApp  Google Pay Store Credit  American Discover  Square Cash  Facebook Samsung Pay
Divorce / Family Attormey r 0% card Express Messenger
* Homeowners who Bought Items at LOWE'S past 3mos W USA ¥ Homeowners who Bought Items at LOWE’S past 3mos HUSA

USA USA Projection Scarborough R1 2026: Jan25-Mar26 Qual Intab 5,934
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, inc. LLC. All rights reserved.

[(Own or rent residence (HHLD): Own AND Major stores bought past 3 months: Lowe's)]




14.% or 766,251 of CHI DMA Adults 35 or older are Homeowners who Bought Items at LOWE'S past 3mos.
Adults 35 or older Homeowners who Bought Items at LOWE'S past 3mos are 40.6% more likely to have a
401K, 41.6% more likely to have an Auto Loan, 52.1% more likely to Invest/Trade Stocks Online, 5.9% more
likely to pay with their Debit Card.

Investments Owned Adults 35 or older
401K Plan
IRA (Individual Retirement Account)
Stocks or Stock Options
Mutual Funds m
Money Market Funds 4;;”‘

OZABIN 13.4%
Bunds [ESRELE 11.6%

Other (Crypto / NFTs / Metals, etc.) E T2

Financial Services Has and/or Uses: Adults 35 or older

” h — e I 3.7”

B.7%
) 5% e 2aooe | freme 2
529 Plan / College Savings Plan mﬁ Checking Debitor ATM  Savings  CreditCard  Online Online Bill Mobile Autoloan Cerfificates of Money  Studentloan Refinanced Persond Loan  Home
Account card Account Banking Paying Banking Deposit (CDs)  Market Home Improvement
11.4% Account Mortgage Loan or Home
Second Home or Real Estate Property mﬁﬁ Equity Loan

® Homeowners who Bought ltems at LOWE'S past 3mos mCHI ¥ Homeowners who Bought Items at LOWE’S past 3mos ECHI

Professional Serwces Used *: Adults 35 or older T\ Past 3-Months Payment Methods Used: Adults 35 or older

Tax Preparation Service
Financial Planner
Online Investing / Stock Trading
Insurance Agent at a Local Office (nat online) m 14.9%
o [E— O @
8%

Estate Planning T 119% 40,19
; 41% S4% 3.7%
4.9% 1.5%
Real state Agort O, -~ | el . e
) 0.8% {*Past 12 Months) visa Zelle MasterCard  Debit Card Venmo ApplePay  GooglePay  Discover Cash App  Store Credit  American  Square Cash  Facebook Samsung Pay
Divorce / Family Attormey 2.8% Card Express Messenger
# Homeowners who Bought Items at LOWE'S past 3mos HCHI ¥ Homeowners who Bought Items at LOWE’S past 3mos M CHI

DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 499
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

[(Own or rent residence (HHLD): Own AND Major stores bought past 3 months: Lowe's)]



33.1% or 1,366,654 of WDC DMA Adults 35 or older are Homeowners who Bought Items at LOWE’S past 3mos.
Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos are 10.% more likely to have a 401K,

32.2% more likely to have an Auto Loan, 2.5% more likely to Invest/Trade Stocks Online, 3.4% more likely to
pay with their Debit Card.

ﬁ‘mvestments Owned: Adults 35 or older N l Financial Services Has and/or Uses: Adults 35 or older

401K Plan

IRA (Individual Retirement Account)

29.1%
21.2%

24.5%

Mutual Funds

Money Market Funds

13-055

N 14.6%
529 Plan / College Savings Plan 13.4%
14.8%
—

14.2%

.‘3" Gas 6%

s - . | Lo s =
Other (Crypto / NFTs / Metals, etc.) -11 2% Chechm Debitor ATM ~ Savings  CreditCard  Online  OnlineBill  Mobile Home Money  Autoloan Certificates of Personal Loan Refinanced Studentlcan  Home
Account card Account Banking Paying Banking Mortgage Market Deposit (CDs) Home Improvement
Second Home or Real Estate Property M 13.3% Ao Mortgage Laan;oc Horwe
Equity Loan
® Homeowners who Bought ltems at LOWE'S past 3mos mWDC ¥ Homeowners who Bought Items at LOWE'S past 3mos EWDC

Professional Services Used *: Adults 35 or older |m'Pt':lsi.‘ 3-Months Payment Methods Used: Adults 35 or older

Tetrpeston ke

Financial Planner

Online Investing / Stock Trading

16.7%
t
Accountant i _—
Insurance Agent at a Local Office (not online) m ws% @ .
i 6.1%
Estate Planning M

5.0% 4.7% 53% 47%

3.9%
Real Estate Agent 2 - o \ . i P
30.5% (*Past 12 Months) visa MasterCard  Debit Card Venmo ApplePay  CashApp GooglePay American Store Credit  Discover  Square Cash Samsung Pay Facebook
Divorce / Family Attormey 0% Express card Messenger
® Homeowners who Bought ltems at LOWE'S past 3mos BWDC W Homeowners who Bought Items at LOWE'S past 3mos EWDC

WDC DMA Scarborough R1 2026: Mar25-Mar26 Qual Intab 1,702
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, inc. LLC. All rights reserved.

[(Own or rent residence (HHLD): Own AND Major stores bought past 3 months: Lowe's)]




30.4% or 992,306 of SEA DMA Adults 35 or older are Homeowners who Bought ltems at LOWE’S past 3mos.
Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos are 13.1% more likely to have a
401K, 24.6% more likely to have an Auto Loan, 37.8% more likely to Invest/Trade Stocks Online, 3.8% more
likely to pay with their Debit Card.

Investments Owned: Adults 35 or older

IRA (Individual Retirement Account)
31.5%
796,014 24.4%
23.6%
635 022 19.4%
17.7%
¢70 554 14.

5%

19.3%
14.3%

Stocks or Stock Options

Mutual Funds

Money Market Funds
Bonds

Other (Crypto / NFTs / Metals, etc.)

Financial Services Has and/or Uses: Adults 35 or older

12.5%
7.6% 7.5%

6.9% 7.5% 6.6%

Second Home or Real Estate Property 7% Checking Debitor ATM  Savings  CreditCard  Online  Online Bill Auto loan Certificates of Refinanced Personal Loan  Home  Studentloan
Account card Account Banking Paying Market Deposit (CDs) Home Improvement
529 Plan / College Savings Plan mﬂ;’"’x Accou: l:::;:’“;"‘e
® Homeowners who Bought ltems at LOWE'S past 3mos uSEA ® Homeowners who Bought Items at LOWE'S past 3mos N SEA
Professional Serwces Used *: Adults 35 or older 'm'Past 3-Months Payment Methods Used: Adults 35 or older
Online Investing / Stock Trading 9%
Tax Preparation Service
Accountant
Insurance Agent at a Local Office (not online)
Estate Planning 10.4% 10.5%
? ﬂ f 3.0% 8% 0 37%

Real Estate Agent

*Past 12 Month:
Divorce / Family Attorney za% (*Pas !
1.3%
# Homeowners who Bought ltems at LOWE’S past 3mos W SEA

SEA DMA Scarborough R1 2026: Mar25-Mar26 Qual Intab 1,043
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

'
. Y A i TN e, w1510 sccen
Zelle MasterCard ~ Apple Pay  GooglePay  CashApp  American

Venmo Store Credit Square Cash  Discover
Express. Card
® Homeowners who Bought Items at LOWE’S past 3mos WSEA

[(Own or rent residence (HHLD): Own AND Major stores bought past 3 months: Lowe's)]

Facebook  Samsung Pay
Messenger




401K,

29.1% or 992,873 of PHX DMA Adults 35 or older are Homeowners who Bought Items at LOWE’S past 3mos.
Adults 35 or older Homeowners who Bought Items at LOWE'S past 3mos are 42.5% more likely to have a

11.9% more likely to have an Auto Loan, 73.3% more likely to Invest/Trade Stocks Online, 9.7% less

likely to pay with their Debit Card.

ﬁﬂlnvestments Owned Adults 35 or older

401K Plan

1, 380 024 40.4%

IRA (Individual Retirement Account)

861370 25.2% [N
20.8%
16.4%
22.9%
14.9%
07,725 20.9%
EloE3 10.6%

12.9%

Stocks or Stock Options
Mutual Funds
Money Market Funds

Second Home or Real Estate Property

Financial Services Has and/or Uses: Adults 35 or older

Other (Crypto / NFTs / Metals, etc.) Miﬁ% 5.0%
3% ¢ - -
Bonds m% e Checking Debitor ATM  Savings  Credit Card Mobile Home Auto Loan Money  Certificates of Studentloan Personal Loan  Home Refinanced
Account card Account Banking Mortgage Market  Deposit (CDs) Improvement Home
N 2% Account Loan or Home Mortgage
529 Plan / College Savings Plan m% Equity loan
® Homeowners who Bought ltems at LOWE'S past 3mos u PHX ® Homeowners who Bought Items at LOWE’S past 3mos B PHX
Professional Services Used*: Adults 35 or older | g'Past 3-Months Payment Methods Used: Adults 35 or older
Tax Preparation Service : 5%
Financial Planner
Online Investing / Stock Trading
Insurance Agent at a Local Office (not online)
Accountant
Real Estate Agent = 10.7% g 495 —
25% 0%
cstate i [, " . R - o 2 % e
) 10.0% (*Past 12 Months) visa Debit Card  MasterCard  Venmo Apple Pay CashApp  American GooglePay StoreCredit  Discover  SquareCash Facebook —Samsung Pay
Divorce / Family Attorney 1 co% Express Can Messenger
» Homeowners who Bought Items at LOWE'S past 3mos M PHX ¥ Homeowners who Bought Items at LOWE'S past 3mos HPHX
DMA Scarborough R1 2026: Feb25-Feb26 Qual intab 535

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

[(Own or rent residence (HHLD): Own AND Major stores bought past 3 months: Lowe's)]




valspar
SIGNATURE

Interior paint or wallpaper
Remodel bathroom
Carpeting or floor covering
Fencing/decking

Exterior paint
Electrical/lighting
Remodel kitchen

Replace windows or doors
Plumbing

Replace or repair roof

Heating or air conditioning

"Home Improvements Planned"

P35+ Homeowners who Purchased Items at LOWE’S in the past 3 months (Home
Improvements Planned next 12 months)

22,932,576
16,224,511
13,168,079
1.;*'2,87(;,7'19
11,153,669

9,599,071

6,063,107

Home generator
1 P35+ Homeowners who Purchased Items at LOWE’S in the past 3 months (Home Improvements Planned next 12 months)
+
USA DMA Scarborough R12026: Jan25-Mar26 nglntgs‘“ggome MBIV PRNRSH A2 IO OIES) f' Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. Soe a.al for Anything =

[(Own or rent residence (HHLD): Own AND Major stores bought past 3 months: Lowe's)]



Lowe's

—
valspar
SIGNATURE

Interior paint or wallpaper
Fencing/decking
Remodel kitchen
Carpeting or floor covering
Remodel bathroom
Replace windows or doors
Electrical/lighting
Exterior paint

Replace or repair roof

Heating or air conditioning

“Home Improvements Planned"

P35+ Homeowners who Purchased Items at LOWE’S in the past 3 months (Home
Improvements Planned next 12 months)

Plumbing
Home generator
® P35+ Homeowners who Purchased Iltems at LOWE’S in the past 3 months (Home Improvements Planned next 12 months)
H P35+ CHICAGO gHome Improvements Planned next 12 months)
CHICAGO DMA Scarborough R12026: Feb25-Feb26 Qual Intab: 492 * 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 =

[(Own or rent residence (HHLD): Own AND Major stores bought past 3 months: Lowe's)]



valspar
SIGNATURE

"Home Improvements Planned"

P35+ Homeowners who Purchased Items at LOWE’S in the past 3 months (Home
Improvements Planned next 12 months)

' %393 17.1%
11.3%
Remodel bathroom B 7 —
Carpeting or floor Covering B o —
Fencing/decking B o Loy

110,554 7.3%

Exterior paint e
Electrical/lighting b WM;
Plumbing e —
Remodel kitchen h — 6.3%
Replace windows or doors ,%9.0_”75895;

Replace or repair roof e = p = 20
Heating or air conditioning ﬁﬁ_ T 4.3% WASHINGTON, DC

Home generator

Interior paint or wallpaper

m P35+ Homeowners who Purchased Items at LOWE’S in the past 3 months (Home Improvements Planned next 12 months)

M P35+ WASHINGTON, DC (Home Improvements Planned next 12 months)
WASHINGTON, DC DMA  Scarborough R1 2026: Mar25-Mar26 Qual Intab: 1679 Share of Everything

.
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. SO efa . al for Anything =

[(Own or rent residence (HHLD): Own AND Major stores bought past 3 months: Lowe's)]



"Home Improvements Planned"

P35+ Homeowners who Purchased Items at LOWE’S in the past 3 months (Home
Improvements Planned next 12 months)

Fencing/decking

Interior paint or wallpaper

Carpeting or floor covering
Exterior paint

Remodel bathroom
Electrical/lighting
Plumbing

Remodel kitchen

Replace windows or doors

Replace or repair roof

Heating or air conditioning

SEATTLE-TACOMA

m P35+ Homeowners who Purchased Items at LOWE’S in the past 3 months (Home Improvements Planned next 12 months)

B P35+ SEATTLE-TACOMA (Home Improvements Planned next 12 months)
SEATTLE-TACOMA DMA  Scarborough R1 2026: Mar25-Mar26  QualIntab: 1110 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. S 0 e a . al for Anything =

Home generator

[(Own or rent residence (HHLD): Own AND Major stores bought past 3 months: Lowe's)]



"Home Improvements Planned"

P35+ Homeowners who Purchased Items at LOWE’S in the past 3 months (Home
valspar Improvements Planned next 12 months)

SIGNATURE

Interior paint or wallpaper

L7

Remodel bathroom
Exterior paint

Carpeting or floor covering
Electrical/lighting

Replace windows or doors
Heating or air conditioning
Remodel kitchen

Replace or repair roof

Plumbing
Home generator
Fencing/decking
m P35+ Homeowners who Purchased Items at LOWE’S in the past 3 months (Home Improvements Planned next 12 months)
® P35+ PHOENIX (Home Improvements Planned next 12 months)
PHOENIX DMA Scarborough R12026: Feb25-Feb26 Qualintab: 572 f * 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 o

[(Own or rent residence (HHLD): Own AND Major stores bought past 3 months: Lowe's)]



Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend an average of 3 days, 7 hours, 57
minutes and 46 seconds each week with All Forms of Media.

86.5% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend an avg. of 8 hours and 38 minutes each week
listening to All Local AM/FM Radio, representing 9.4% of total time spent with all forms of Media.

%o

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

Adults 18 or older
e S
concurrent
usage %: 48.3%
Homeowners who Bought usA

Items at LOWE'S past 3mos.

® Homeowners who Bought Items at LOWE’S past 3mos B USA
usA USA Projection Searborough R1 2026: Jan25-Mar26 Qual Intab 5,934 Scarborough R1 2026: Jan25-Mor26  USA Projection  Scarborough R12026: Jan25-Mar26 ~ Qual Intab 24,3 Hubba rd Share of Everything
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[(Own or rent residence (HHLD): Own AND Major stores bought past 3 months: Lowe's)]



Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend an average of 3 days, 11 hours, 20
minutes and 52 seconds each week with All Forms of Media.

88.6% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend an avg. of 9 hours and 59 minutes each week
listening to All Local AM/FM Radio, representing 10.6% of total time spent with all forms of Media.

e

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

- F

Concurrent

usage %: 46.7%
Homeowners who Bought CHI

Items at LOWE'S past 3mos

® Homeowners who Bought Items at LOWE’S past 3mos W CHI
CHI DMA Scarborough R1 2026: Feb25-Feb26 Qual intab 499 CHICAGO DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 4,001 Hubbar Shar‘fe ofA Ev;‘r*_ything
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Adults 35 or older Homeowners who Bought Iltems at LOWE’S past 3mos spend an average of 3 days, 2 hours, 57
minutes and 33 seconds each week with All Forms of Media.

86.1% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend an avg. of 7 hours and 48 minutes each week
listening to All Local AM/FM Radio, representing 9.% of total time spent with all forms of Media.

o= o

Weekly
Reach %:

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

Aduits 18 or older
64:35:26
pemivs 52.5%
Homeowners who Bought WDC
Items at LOWE'S past 3mos
% of Total
Weekly H:M:

® Homeowners who Bought Items at LOWE’S past 3mos mWDC

WDC  DMA  Scarborough R12026: Mar25-Mor26  Qual Intab 1,702 WASHINGTON, DC DMA  Scarborough R12026: Mar25-Mar26 ~ Qual intab 5,703 Hub ard S"af‘fe an E“E'_‘l“,vthi"*!
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Adults 35 or older Homeowners who Bought ltems at LOWE’S past 3mos spend an average of 3 days, 5 hours, 16

minutes and 28 seconds each week with All Forms of Media.

80.9% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend an avg. of 8 hours and 30 minutes each week
listening to All Local AM/FM Radio, representing 8.9% of total time spent with all forms of Media.

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

68:32:43
prostin 55.4%

Homeowners who Bought SEA
Items at LOWE'S past 3mos

= Homeowners who Bought Items at LOWE’S past 3mos H SEA
SEA  DMA  Scarborough R12026: Mar25-Mar26 ~ Qual Intab 1,043 SEATTLE-TACOMA DMA  Scarborough R12026: Mar25-Mar26 Qual Intab 3,887 HUbbG rd Share of Everything
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[(Own or rent residence (HHLD): Own AND Major stores bought past 3 months: Lowe's)]



Adults 35 or older Homeowners who Bought ltems at LOWE’S past 3mos spend an average of 2 days, 22 hours, 29
minutes and 3 seconds each week with All Forms of Media.

83.2% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend an avg. of 8 hours and 28 minutes each week
listening to All Local AM/FM Radio, representing 10.% of total time spent with all forms of Media.

EXs

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

67:17:19
eges: 48.5%
Homeowners who Bought PHX

Items at LOWE'S past 3mos

® Homeowners who Bought Items at LOWE’S past 3mos B PHX
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[(Own or rent residence (HHLD): Own AND Major stores bought past 3 months: Lowe's)]



Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend an average of 2 days, 13 hours, 45
minutes and 14 seconds each week with All Forms of Ad-Supported Media.
81.9% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend an avg. of 7 hours and 54 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 10.5% of total time spent with all forms of Ad-Supported Media.

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

57:22:39
Concurrel
usage 50.1%
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Homeowners who Bought
Items at LOWE'S past
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Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend an average of 2 days, 15 hours, 17
minutes and 48 seconds each week with All Forms of Ad-Supported Media.

83.3% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend an avg. of 8 hours and 52 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 11.7% of total time spent with all forms of Ad-Supported Media.

..

Avg. H:M:S/week with All Forms of Ad-
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| Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend an average of 2 days, 7 hours, 58
minutes and 2 seconds each week with All Forms of Ad-Supported Media.
82.% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend an avg. of 7 hours and 14 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 10.6% of total time spent with all forms of Ad-Supported Media.

 os o

Avg. H:M:S/week with All Forms of Ad-
Supported Media: Adults 18 or older
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Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend an average of 2 days, 10 hours, 57
minutes and 2 seconds each week with All Forms of Ad-Supported Media.
75.9% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend an avg. of 7 hours and 25 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 9.6% of total time spent with all forms of Ad-Supported Media.

Ex”..

Avg. H:M:S/week with All Forms of Ad-
Supported Media: Adults 18 or older
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| Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend an average of 2 days, 7 hours, 42

minutes and 52 seconds each week with All Forms of Ad-Supported Media.

78.6% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend an avg. of 7 hours and 52 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 11.1% of total time spent with all forms of Ad-Supported Media.

98.7%

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

for an avg. of 67.7 minutes/day.

Adults 35 or older Homeowners who Bought Items at LOWE'S past 3mos spend an average of 8 hours
and 49 minutes each day with All Forms of Ad-Supported Media. 81.9% listen to Local AM/FM Radio
(Local Radio delivers 10.5% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 35 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older

{average week]
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Billboards & Signs (Weekly Drivers)

Search (Google, Bing, etc.)

Weather [Sports (Websites/Apps)
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Local AM/FM Radio
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Facebook
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Non-Premium Cable TV Networks
Games/Fantasy/Betting Sites
Amazon Prime /IMDb/FireTV

Instagram
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for an avg. of 76. minutes/day.

| Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend an average of 9 hours
and 2 minutes each day with All Forms of Ad-Supported Media. 83.3% listen to Local AM/FM Radio
(Local Radio delivers 11.7% of Time with Ad-Supported Media.)

Top-13 All Forms o_f Media (Persons & % Reach): Adults 35 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older
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for an avg. of 62. minutes/day.

Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend an average of 7 hours
and 59 minutes each day with All Forms of Ad-Supported Media. 82.% listen to Local AM/FM Radio
(Local Radio delivers 10.6% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 35 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older
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Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend an average of 8 hours
and 25 minutes each day with All Forms of Ad-Supported Media. 75.9% listen to Local AM/FM Radio

for an avg. of 63.7 minutes/day.

(Local Radio delivers 9.6% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 35 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older
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for an avg. of 67.5 minutes/day.

Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend an average of 7 hours
and 57 minutes each day with All Forms of Ad-Supported Media. 78.6% listen to Local AM/FM Radio
(Local Radio delivers 11.1% of Time with Ad-Supported Media.)
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- 40,875,080 or 81.9% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos
listen to Ad-Supported Local AM/FM Radio for an average of 67.7 minutes every day representing
41.5% of all time spent daily with Ad-Supported Audio.
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- 638,579 or 83.3% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos listen
to Ad-Supported Local AM/FM Radio for an average of 76. minutes every day representing 38.8% of
all time spent daily with Ad-Supported Audio.
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- 1,120,068 or 82.% of Adults 35 or older Homeowners who Bought ltems at LOWE’S past 3mos listen
to Ad-Supported Local AM/FM Radio for an average of 62. minutes every day representing 41.3% of
all time spent daily with Ad-Supported Audio.
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752,948 or 75.9% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos listen
to Ad-Supported Local AM/FM Radio for an average of 63.7 minutes every day representing 38.3%
of all time spent daily with Ad-Supported Audio.
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- 780,016 or 78.6% of Adults 35 or older Homeowners who Bought Items at LOWE'S past 3mos listen
to Ad-Supported Local AM/FM Radio for an average of 67.5 minutes every day representing 41.2%
of all time spent daily with Ad-Supported Audio.
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40,875,080 or 81.9% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos
listen to Ad-Supported Local AM/FM Radio for an average of 67.7 minutes every day representing
41.5% of all time spent daily with Ad-Supported Audio.
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638,579 or 83.3% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos listen
to Ad-Supported Local AM/FM Radio for an average of 76. minutes every day representing 38.8% of
all time spent daily with Ad-Supported Audio.
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1,120,068 or 82.% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos listen
to Ad-Supported Local AM/FM Radio for an average of 62. minutes every day representing 41.3% of
all time spent daily with Ad-Supported Audio.
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752,948 or 75.9% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos listen
to Ad-Supported Local AM/FM Radio for an average of 63.7 minutes every day representing 38.3%
of all time spent daily with Ad-Supported Audio.
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780,016 or 78.6% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos listen
to Ad-Supported Local AM/FM Radio for an average of 67.5 minutes every day representing 41.2%
of all time spent daily with Ad-Supported Audio.
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Local AM/FM Radio Formats (Persons & % Reach} Adults 35 or older Local AM/FM Radio Formats (% Time Spent & Avg. Mmutes/day Spent): Adults 35 or older

(Average Week)
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Urban AC

40,875,080 or 81.9% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos listen to
Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Classic Hits, Country,

Classic Rock, and Pop Contemporary Hit Radio.
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638,579 or 83.3% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Pop Contemporary Hit Radio,
Classic Rock, Classic Hits, and Country.
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Local AM//FM Radio Farmats (Persons & % Reach): Adults 35 or older Local AM/FM Radio Formats (% Time Spent & Avg. Mmutes/day Spent): Adults 35 or older

(Average Week)
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1,120,068 or 82.% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos listen to
Ad-Supported Local AM/FM Radio. The Top-5 Formats are All News, Country, Classic Hits, Adult

Contemporary, and News/Talk/Information.
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752,948 or 75.9% of Adults 35 or older Homeowners who Bought ltems at LOWE'S past 3mos listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Classic Rock, Country, Adult Contemporary, Classic
Hits, and All Sports.
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780,016 or 78.6% of Adults 35 or older Homeowners who Bought ltems at LOWE'S past 3mos listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Country, Classic Hits, Hot AC,

and Classic Rock.
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35,114,776 or 70.3% of Adults 35 or older Homeowners who Bought Items at LOWE'S past 3mos
watch Ad-Supported Local TV Stations for an average of 120.4 minutes every day representing 33.7%
of all time spent daily with Ad-Supported Video.
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Avg. Week AH Video (Persons & % Reach): Adults 35 or older
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576,579 or 75.2% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos watch
Ad-Supported Local TV Stations for an average of 133.5 minutes every day representing 36.9% of all
time spent daily with Ad-Supported Video.
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% Time spent:

871,798 or 63.8% of Adults 35 or older Homeowners who Bought Items at LOWE'S past 3mos watch
Ad-Supported Local TV Stations for an average of 94.3 minutes every day representing 30.1% of all
time spent daily with Ad-Supported Video.
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579,166 or 58.4% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos watch
Ad-Supported Local TV Stations for an average of 124.5 minutes every day representing 32.8% of all
time spent daily with Ad-Supported Video.
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720,943 or 72.6% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos watch
Ad-Supported Local TV Stations for an average of 93.6 minutes every day representing 32.4% of all
time spent daily with Ad-Supported Video.
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35,114,776 or 70.3% of Adults 35 or older Homeowners who Bought Items at LOWE'S past 3mos
watch Ad-Supported Local TV Stations for an average of 120.4 minutes every day representing 33.7%
of all time spent daily with Ad-Supported Video.
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576,579 or 75.2% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos watch
Ad-Supported Local TV Stations for an average of 133.5 minutes every day representing 36.9% of all
time spent daily with Ad-Supported Video.

75.2% 76.0%

Weekly
Reach %

Avg. Hours+Minutes/day with Ad-Supported

68.0% "Share OfAd'Supported v"deo n Video: Adults 35 or older

Homeowners who Bought
Items at LOWE'’S past 3mos
% of Wee
Time Spe
Ad-Suppo
Video:

34.3%

32.8%

26.7% 26.8%
20.7%

17.5% 16 0%

17.4%

13.8% 13 9%

11 1%
Weekly

6.6% 5%
3 4% 3 1% 3 1% m
Reached:

Total
Persons
576,579 4,150,966 521,306 3,371,868 343,440 2,274,682 262,996 1 792,603 105,426 607 052 158, 298 980 052 134,461 873 245 204,273 1 464,840 133,697 757 720 50,249 430,398

Local TV Cable TV ‘Amazon YouTube Netflix AppIeTV+ TikTok Peacock Roku
Avera
Daiy Mi
= Homeowners who Bought Items at LOWE'’S past 3mos H CHI

* Share of Everything

for Anything _ o

CHI DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 499 CHICAGO DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 4,001
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. soeﬁ-

[(Own or rent residence (HHLD): Own AND Major stores bought past 3 months: Lowe's)]



871,798 or 63.8% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos watch
Ad-Supported Local TV Stations for an average of 94.3 minutes every day representing 30.1% of all
time spent daily with Ad-Supported Video.
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579,166 or 58.4% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos watch
Ad-Supported Local TV Stations for an average of 124.5 minutes every day representing 32.8% of all
time spent daily with Ad-Supported Video.
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720,943 or 72.6% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos watch
Ad-Supported Local TV Stations for an average of 93.6 minutes every day representing 32.4% of all
time spent daily with Ad-Supported Video.

Weekly 72 6% 73.9% Avg. Hours+Minutes/day with Ad-Supported

Reach % _ "Share ofAd_Supported v"deo n Video: Adults 35 or older

= - -

Homeowners who Bought
Items at LOWE’S past 3mos

33.2%

21.0% 21.3%
18.8% 17 5%

17.1%

14 5o 15.7%

14.3%

11 7% 12.9%

Weekly

Total

Persons 3 3% 2 8%
Reached:

———
720,943 2,269,878 733,763 2,210,912 603,749 1,685,462 329,199 1 055,438 208,586 554 145 130,259 00 404 186,430 599 098 141,521 728 853 170,193 496 032 155,777 441,393

13.1%

Local TV Cable TV Amazon YouTube AppleTV+ Netflix Hulu TikTok Paramount+ Peacock
Average
Daily Mi
® Homeowners who Bought Items at LOWE’S past 3mos W PHX
PHX DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 535 PHOENIX DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 2,406 ® Share of Everything
All Graphs ond soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. soeﬁ_ for Anything _ ©

[(Own or rent residence (HHLD): Own AND Major stores bought past 3 months: Lowe's)]



Local TV Station Programs (Persons & % Reach): Adults 35 or older
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' 35,114,776 or 70.3% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos
watch Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Sports,
Comedies, Local News - Morning, Movies, and Dramas.
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Local TVStatron Programs (Persons & % Reach): Adults 35 or older

(average week)
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| 576,579 or 75.2% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos watch

Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Sports, Comedies,
Local News - Morning, Dramas, and Movies.
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| 871,798 or 63.8% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos watch
Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening, Comedies,
Local News - Morning, Movies, and Dramas.

Local TVStatron Programs (Persons & % Reach): Adults 35 or older
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' 579,166 or 58.4% of Adults 35 or older Homeowners who Bought Items at LOWE'S past 3mos watch

Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Sports, Comedies,
Local News - Morning, Dramas, and Movies.
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' 720,943 or 72.6% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos watch
Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening, Dramas, Local
News - Morning, Movies, and Mystery/Suspense/Crime.
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spent daily with Ad-Supported Digital Media.

[ 37,643,670 or 75.4% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos use
Ad-Supported Social Media for an average of 115.5 minutes every day representing 21.1% of all time

Digital: Adults 35 or older 29
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571,760 or 74.6% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos use
Ad-Supported Social Media for an average of 126.6 minutes every day representing 21.9% of all time

spent daily with Ad-Supported Digital Media.
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1,022,943 or 74.9% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos use
Ad-Supported Social Media for an average of 120.6 minutes every day representing 23.% of all time

spent daily with Ad-Supported Digital Media.
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691,121 or 69.6% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos use
Ad-Supported Social Media for an average of 108.4 minutes every day representing 18.9% of all time
spent daily with Ad-Supported Digital Media.
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765,800 or 77.1% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos use
Ad-Supported Social Media for an average of 101.2 minutes every day representing 20.6% of all time

spent daily with Ad-Supported Digital Media.
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37,643,670 or 75.4% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos use
Ad-Supported Facebook for an average of 41. minutes every day representing 36.6% of all time
spent daily with Ad-Supported Social Media.
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560,774 or 73.2% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos use
Ad-Supported Facebook for an average of 42.9 minutes every day representing 34.6% of all time
spent daily with Ad-Supported Social Media.
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1,022,943 or 74.9% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos use
Ad-Supported Facebook for an average of 43.7 minutes every day representing 38.3% of all time
spent daily with Ad-Supported Social Media.
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691,121 or 69.6% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos use
Ad-Supported Facebook for an average of 33.3 minutes every day representing 33.1% of all time
spent daily with Ad-Supported Social Media.
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657,021 or 66.2% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos use
Ad-Supported Facebook for an average of 37.1 minutes every day representing 36.7% of all time
spent daily with Ad-Supported Social Media.
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37,643,670 or 75.4% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos use
Ad-Supported Facebook for an average of 41. minutes every day representing 36.6% of all time
spent daily with Ad-Supported Social Media.
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| 560,774 or 73.2% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos use
Ad-Supported Facebook for an average of 42.9 minutes every day representing 34.6% of all time
spent daily with Ad-Supported Social Media.
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| 1,022,943 or 74.9% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos use
Ad-Supported Facebook for an average of 43.7 minutes every day representing 38.3% of all time
spent daily with Ad-Supported Social Media.
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’ 691,121 or 69.6% of Adults 35 or older Homeowners who Bought Items at LOWE'S past 3mos use
Ad-Supported Facebook for an average of 33.3 minutes every day representing 33.1% of all time
spent daily with Ad-Supported Social Media.
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657,021 or 66.2% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos use
Ad-Supported Facebook for an average of 37.1 minutes every day representing 36.7% 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: 84,634;
Local Radio: 71,239; Social Media: 57,509; Non-Prem. Cable: 33,684; Local TV: 27,233
reaching Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos.
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 67,521,
Local Radio: 48,483; Social Media: 40,292; Non-Prem. Cable: 21,517; Local TV: 20,164
reaching Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos.

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 35 or older Homeowners who Bought Items at
LOWE'’S past 3mos
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 66,496;
Local Radio: 49,949; Social Media: 45,632; Non-Prem. Cable: 26,540; Local TV: 23,719
reaching Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos.
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 35 or older
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of-Home Media: Adults 35 or older

Homeowners who Bought
Items at LOWE'S past 3mos

48,634,197 or 97.4% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos
spend an average of 56. minutes per day driving, seeing Billboards and Signs. 71.6% Listen to Local
Radio Stations Out-of-Home for an average of 44.8 minutes/day.

Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older

m Billboards & Signs (Weekly Drivers)
56.0

m AM/FM Radio
49.0

Walking in
Towns, Cities,
Downtown Areas | Shopping Malls
194 17.7

Grocer
Y
SiriusXm Stores
12.7 838

Movie
Theaters
138

Restaurants | Podca
& Bars sts
12.8 8.1

AM/FM Radio
49.1

Billboards & Signs (Weekly
Drivers)
48.4

Walking in Towns,
Cities, Downtown
Areas Shopping Malls
20.3 19.1

Restaurants Grocery
& Bars SiriusXM Stares.
14.2 11.9 9.0

YouTu Sp
be otif
y=
Theaters
14.2 6 Gas..| Dr..

®USA ® Homeowners who Bought Items at LOWE’S

past 3mos

mUSA
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741,625 or 96.8% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend
an average of 47.6 minutes per day driving, seeing Billboards and Signs. 72.9% Listen to Local Radio
Stations Out-of-Home for an average of 50.3 minutes/day.

Top-13 Out-of- Home Medm (Persons & % Reach): Adults 35 or older
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Top-13 Ad-Supported Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 35 or older
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1,340,180 or 98.1% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos
spend an average of 61.5 minutes per day driving, seeing Billboards and Signs. 71.7% Listen to Local
Radio Stations Out-of-Home for an average of 41. minutes/day.
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 35 or older

(average week)
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' 953,996 or 96.1% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend
an average of 45.5 minutes per day driving, seeing Billboards and Signs. 66.4% Listen to Local Radio
Stations Out-of-Home for an average of 42.1 minutes/day.
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961,241 or 96.8% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend
an average of 63.3 minutes per day driving, seeing Billboards and Signs. 68.7% Listen to Local Radio
Stations Out-of-Home for an average of 44.6 minutes/day.

Top-13 Out-of Hame Medm (Persons & % Reach): Adults 35 or older

{Average week)

Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older

% Time spent: w
ey ——
PSRN o[ —— Walking in R
o Downtown Downtown
Walking in Towns,Ctes, Downtour.. mm U s Shopping Malls Aists
Gas Stations/Convenience Stores m m 257 19.3 229 20.5
shopping Malls P IR TR S Billboards & Signs (Weekly
“ = Billboards & Signs (Weekly Drivers) . Drivers)
SiriusXM mm Avg. Hours+Minutes/day with Out- m 633 Movie Grocery 501 Mone Grocery
of-Home Media: Adults 35 or older » Theaters Stores SiriusXM Stores.
podcasts N TR (125 ] SiriusXM 12.3 CE! Thf:tfrs 113 86
y Sp Own | podcast P
Restaurants & Bars W i 2 S 3
it Concurrent _ m Podcasts | Ot ed S {,m
Spotify mm L L M Restaurant 8.6 i Restaurants  'IMusi 7.3 f..
- 13.6% Homeowners who Bought AM/FM Radio s & Bars AM/FM Radio & Bars €
movie theaters . FERER ENY S LW S el e (Lo 481 123 455 14.0 78 | Gas. Dr.
e
= Homeowners who Bought Items at LOWE’S past 3mos & PHX = Homeowners who Bought Items at LOWE’S past 3mos m PHX
Top-13 Ad-Supported Out-of-Home Media (Persons & % Reach): Adults 35 or older  Top-13 Ad-Supported Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older
(Averoge week] Tatol Plrmm % Time Spent: w

Gy s —— Y
S e —
Ao e

Wallig i Towns, Ciies, Downtown.. —"—

Gas Stations/Convenience Stores

Shopping Malls
Podcasts Avg. Hours+Minutes/day with Ad-
Supported Out-of-Home Media:
g Shotes Adults 35 or older 0.3%
Restaurants & Bars
Movie Theaters
TV Music Channels e ot
Homeowners who Bought PHX
Retail Stores Items at LOWE’S past
M" o
siiusx 3571
= Homeowners who Bought Items at LOWE'S past 3mos = PHX

PHX DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 535
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Billboards & Signs
{Weekly Drivers)
63.3

AM/FM Radio
44.6

Shopping Malls
25.7

Podcast

Restaurants & Grocery
Bars

Stores

Walking in
¢ 9.3

Towns,
Cities,
Downtown
Areas

123

Retail
Stores
6.5

4238

Billboards & Signs
(Weekly Drivers)
59.1

AM/FM Radio

Shopping Malls
229

Walking in
Towns, Cities,
Downtown
Areas
20.5

Movie
Theaters
14.1

Restaurants &
Bars
14.0

Grocery
Stores
8.6

Ga
G

Siriu

Podca
sts
75

Retail
Stores
e 1| D..

® Homeowners who Bought Items at LOWE'S past 3mos

[(Own or rent residence (HHLD): Own AND Major stores bought past 3 months: Lowe's)]

= PHX
* Share of Everything

i for Anything _




48,634,197 or 97.4% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend an
average of 56. minutes per day driving, seeing Billboards and Signs representing 39.9% of all Time Spent
with Ad-Supported Out-of-Home Media.
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741,625 or 96.8% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend an
average of 47.6 minutes per day driving, seeing Billboards and Signs representing 30.9% of all Time Spent
with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 35 or older
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1,340,180 or 98.1% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend an

average of 61.5 minutes per day driving, seeing Billboards and Signs representing 44.7% of all Time Spent
with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported

Out-of-Home Media: Adults 35 or older
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953,996 or 96.1% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend an

average of 45.5 minutes per day driving, seeing Billboards and Signs representing 36.4% of all Time Spent
with Ad-Supported Out-of-Home Media.
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961,241 or 96.8% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend an
average of 63.3 minutes per day driving, seeing Billboards and Signs representing 42.% of all Time Spent
with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 35 or older
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741,625 or 96.8% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend
an average of 47.6 minutes per day driving an average of 27.7 miles each day and are 96.6% more
likely to use Jane Addams Memorial Tollway (I-90) than the Metro a

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 35 or older
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Top-26 Residential Zip Codes: Adults 35 or older
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1,340,180 or 98.1% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos
spend an average of 61.5 minutes per day driving an average of 35.8 miles each day and are 96.1%
more likely to use Route 17 than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 35 or older
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Top-26 Residential Zip Codes: Adults 35 or older

21703 B —— o
20853 g 3.08%
7 1.49%
22030 52 479 1.27%
20136 R — %
20743 D
20772 1030
8924 1.38%
21702 26898 0.65%
1.35%
20878 1165
22193 e — 1,53
20603 (i o
22406 PO 122% ol ﬁ
19,850 0.48% -
1.21% A3
2wa P e fa &
20784 — L47%
21701 O %
1! | 1.16%
20147 v
i
20003 R 000%
20 [T
5,683 1.15%
22554
2263 [P 1.10%
A81 1.06%
22733 14481 0.35%
1.04%
20011 L30%
20747 O 07 O
22191 P Gt 0%
F 0.96%
25442 0.32%

[(Own or rent residence (HHLD): Own AND Major stores bought past 3 months: Lowe's)]

Top-26 Employment Zip Codes: Adults 35 or older
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Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 35 or older
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Top-26 Residential Zip Codes: Adults 35 or older
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953,996 or 96.1% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend
an average of 45.5 minutes per day driving an average of 26.5 miles each day and are 58.7% more
likely to use Highway 518 than the Metro average.

Top-26 Employment Zip Codes: Adults 35 or older
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961,241 or 96.8% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend
an average of 63.3 minutes per day driving an average of 36.8 miles each day and are 82.7% more
likely to use Deer Valley Road than the Metro average.
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Top Residential Zip Codes: (Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos)
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SUM(Adults 35 or olde...

28 30,499

Top Residential Zip Codes: (Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos)
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Top Residential Zip Codes: (Adults 35 or older Homeowners who Bought Items at LOWE'’S past 3mos)
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12,600,602 or 25.2% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 10.9 minutes every day representing
33.5% of all time spent daily with All forms of Print Media.

Total persons:

Avg. Hours+Minutes/day with All
Print Media: Adults 35 or older
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. 261,928 or 34.2% of Adults 35 or older Homeowners who Bought Items at LOWE'S past 3mos read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 11.3 minutes every day representing

35.8% of all time spent daily with All forms of Print Media.

Avg. Week All Print Medra (Persons & % Reach): Adults 35 or older Avg Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older
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338,337 or 24.8% of Adults 35 or older Homeowners who Bought Items at LOWE'S past 3mos read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 11.2 minutes every day representing
34.2% of all time spent daily with All forms of Print Media.

Avg. Week All Print Media (Persons & % Reach): Adults 35 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older
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279,316 or 28.1% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 10.2 minutes every day representing

32.7% of all time spent daily with All forms of Print Media.
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. 191,807 or 19.3% of Adults 35 or older Homeowners who Bought Items at LOWE'S past 3mos read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 11.2 minutes every day representing 33.%
of all time spent daily with All forms of Print Media.
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Social Media

Websites

Direct Mail

Broadcast, Cable, & Sat TV
Local Broadcast TV

Cable TV Networks

“Advertising Actions"

P35+ Homeowners who Purchased Items at LOWE’S in the past 3 months
(Shopped/Visited/Bought past 3mos Due to Ads on %)

73,779,084
70,209,878 35.7%
56,778,305 28.9%

48,079,854 24.5%

34,010,198 17.3%

31,582,995 16.1%

Local AM/FM Radio

31,747,893 16.2%
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Audio Streaming Services

27,482,901 14.0%

22,248,860 11.3%

7

20,153,753 10.3%

USA

17,215,169 8.8%

m P35+ Homeowners who Purchased Items at LOWE’S in the past 3 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
m P35+ USA AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
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"Advertising Actions"

P35+ Homeowners who Purchased Items at LOWE’S in the past 3 months
(Shopped/Visited/Bought past 3mos Due to Ads on %)

Direct Mail 1‘507,755 31.3%
Social Media .1',9.7;3,744 : 36.2%
Websites | 1,886,505 ' 34.6%
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Local Broadcast TV | AR
Local AM/FMRadio  greveies
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Social Media

"Advertising Actions"

P35+ Homeowners who Purchased Items at LOWE’S in the past 3 months
(Shopped/Visited/Bought past 3mos Due to Ads on %)

1,763,087 42.7%

Websites 1,586,577 38.4%
Direct Mail 1124.757 27.3%
Broadcast, Cable, & Sat TV gtles e
Cable TV Networks 714.89% T
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648,458 15.7%
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Websites

Social Media

Direct Mail

Broadcast, Cable, & Sat TV
Video Streaming Services
Local Broadcast TV

Cable TV Networks

"Advertising Actions"”

P35+ Homeowners who Purchased Items at LOWE’S in the past 3 months
(Shopped/Visited/Bought past 3mos Due to Ads on %)

1 207 986 37.0%

1 188,710 36.4%

27.7%

Local AM/FM Radio

(431733 733 13.2%

Podcasts
Newspapers
Audio Streaming Services

Billboards
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__ SEATILETACOMA
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229 339 7.0%
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Lowes o« PHK

P35+ Homeowners who Purchased Items at LOWE’S in the past 3 months
(Shopped/Visited/Bought past 3mos Due to Ads on %)

o |
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Newspapers : i
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® P35+ Homeowners who Purchased ltems at LOWE’S in the past 3 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
H P35+ PHOENIX AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
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