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9.4% or 25,772,730 of USA Adults 18 or older Bought Items at FAMILY DOLLAR in the past 3 months.
Typical Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months are 49.5 years old
(1.3% older than average) and have a $69,223 (29.6% lower than average) annual household income.
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Major stores bought past 3 months: Family Dollar



7.7% or 300,617 of MSP DMA Adults 18 or older Bought Items at FAMILY DOLLAR in the past 3 months.
Typical Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months are 47.5 years old (3.%
younger than average) and have a $87,803 (23.3% lower than average) annual household income.
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10.6% or 266,865 of STL DMA Adults 18 or older Bought Items at FAMILY DOLLAR in the past 3 months.
Typical Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months are 50.3 years old
(1.6% older than average) and have a $79,181 (23.8% lower than average) annual household income.
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15.8% or 306,969 of CIN DMA Adults 18 or older Bought Items at FAMILY DOLLAR in the past 3 months.
Typical Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months are 48.1 years old
(1.1% younger than average) and have a $73,429 (29.% lower than average) annual household income.
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11.4% or 220,886 of WPB DMA Adults 18 or older Bought Items at FAMILY DOLLAR in the past 3 months.
Typical Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months are 49.8 years old
(6.6% younger than average) and have a $70,398 (33.2% lower than average) annual household income.
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9.4% or 25,772,730 of USA Adults 18 or older Bought Items at FAMILY DOLLAR in the past 3 months.

Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months are 52.1% less likely to be
a college graduate, 12.3% less likely to work full-time, 18.% less likely to be married, 22.% more likely to
be a parent of 1 or more children under 18.
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7.7% or 300,617 of MSP DMA Adults 18 or older Bought Items at FAMILY DOLLAR in the past 3 months.
Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months are 47.7% less likely to be
a college graduate, 11.9% less likely to work full-time, 15.6% less likely to be married, 13.8% less likely to

be a parent of 1 or more children under 1
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10.6% or 266,865 of STL DMA Adults 18 or older Bought Items at FAMILY DOLLAR in the past 3 months.
Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months are 48.4% less likely to be
a college graduate, 24.3% less likely to work full-time, 27.4% less likely to be married, 22.9% more likely

to be a parent of 1 or more children under 1
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15.8% or 306,969 of CIN DMA Adults 18 or older Bought Items at FAMILY DOLLAR in the past 3 months.
Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months are 51.8% less likely to be
a college graduate, 6.1% less likely to work full-time, 10.6% less likely to be married, 10.2% more likely
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Adults 18 or older who Bought Items at FAMILY DOLLAR

to be a parent of 1 or more children under 18

11.4% or 220,886 of WPB DMA Adults 18 or older Bought Items at FAMILY DOLLAR in the past 3 months.

in the past 3 months are 48.2% less likely to be

a college graduate, 18.% less likely to work full-time, 33.9% less likely to be married, 64.2% more likely
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13.7% more likely to have a dog.
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9.4% or 25,772,730 of USA Adults 18 or older Bought Items at FAMILY DOLLAR in the past 3 months.
Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months are 12.8% less likely to own
their home, 20.8% more likely to own a lower valued home, 8.7% less likely to have a single-family home,
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.5% less likely to have a dog.

7.7% or 300,617 of MSP DMA Adults 18 or older Bought Items at FAMILY DOLLAR in the past 3 months.
Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months are 11.7% less likely to own

their home, 10.% more likely to own a lower valued home, 2.3% less likely to have a single-family home,
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| 2.1% less likely to have a dog.

| 10.6% or 266,865 of STL DMA Adults 18 or older Bought Items at FAMILY DOLLAR in the past 3 months.
Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months are 16.5% less likely to own
their home, 35.7% more likely to own a lower valued home, 1.6% less likely to have a single-family home,
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Adults 18 or

home, 2.7%

15.8% or 306,969 of CIN DMA Adults 18 or older Bought Items at FAMILY DOLLAR in the past 3 months.

older who Bought Items at FAMILY DOLLAR in the past 3 months are 24.5% less likely to own

their home, 28.4% more likely to own a lower valued home, 19.2% less likely to have a single-family

more likely to have a dog.
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Major stores bought past 3 months: Family Dollar



11.4% or 220,886 of WPB DMA Adults 18 or older Bought Items at FAMILY DOLLAR in the past 3 months.
Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months are 19.6% less likely to own
their home, 29.3% more likely to own a lower valued home, 8.7% less likely to have a single-family home,
6.% less likely to have a dog.
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Major stores bought past 3 months: Family Dollar



9.4% or 25,772,730 of USA Adults 18 or older Bought Items at FAMILY DOLLAR in the past 3 months.
Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months are 3.8% more likely to look
up D-I-Y advice online, 5.7% less likely to always vote in local elections, 19.% less likely to belong to a gym,

16.9% less likely to fly domestic past
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7.7% or 300,617 of MSP DMA Adults 18 or older Bought Items at FAMILY DOLLAR in the past 3 months.
Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months are 22.2% more likely to

look up D-I-Y advice online, 1.6% less likely to always vote in local elections, 16.% less likely to belong to a
gym, 18.3% less likely to fly domestic pas

-Top-ZO past 30-days Online Lifestyle Activites: Adults 18 or older

Political Activity: Adults 18 or older
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Major stores bought past 3 months: Family Dollar



10.6% or 266,865 of STL DMA Adults 18 or older Bought Items at FAMILY DOLLAR in the past 3 months.
Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months are 4.9% less likely to look
up D-I-Y advice online, 8.9% more likely to always vote in local elections, 42.6% less likely to belong to a
gym, 20.4% less likely to fly domestic pas
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15.8% or 306,969 of CIN DMA Adults 18 or older Bought Items at FAMILY DOLLAR in the past 3 months.
Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months are 15.1% more likely to
look up D-I-Y advice online, 13.8% less likely to always vote in local elections, 32.9% less likely to belong to
a gym, 12.6% less likely to fly domestic p
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11.4% or 220,886 of WPB DMA Adults 18 or older Bought Items at FAMILY DOLLAR in the past 3 months.
Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months are 3.4% less likely to look
up D-I-Y advice online, 1.1% less likely to always vote in local elections, 23.6% less likely to belong to a
gym, 12.6% less likely to fly domestic pas
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Past 30-days QSR Users: Adults 18 or older
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9.4% or 25,772,730 of USA Adults 18 or older Bought Items at FAMILY DOLLAR in the past 3 months.

Adults 18 or older who Bought Items at FAMILY DOLLAR in the past
QSRs past mo., 7.% less likely to use Sit-Down Restaurants past mo.
116.6% more likely to smoke cigarettes.
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Past 30-days QSR Users: Adults 18 or older
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F

4 times

5 times

6-9times

10 times or more

® who Bought Items at FAMILY DOLLAR in the past 3 months m MSP
Total ly Sit-Down Users: Avg. ly Sit-Down Meals:
71.9% 71.9%

=T - |-
.

Drank Past 30-days. Adults 18 or older

Liquor  pyetrey 42.9%

Any Type of Beer
Wine
Domestic LightBeer

Domestic Regular Beer

1,005,162 25.7%

Imported Beer prie 19.1% - ¥
Microbrew / Craft Beer 12.4% '
# who Bought Items at FAMILY DOLLAR in the past 3 months umsp

MSP DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

Chinese  Mexican cdlee wings / iakan steskhouse Upscale Indian /
Burgers / nmu Thai/
cutee e Sports Bar  Bakery Other
asizn
» who Bought items at FAMILY DOLLAR in the past 3 months. mmsP

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Bought ltems at FAMILY DOLLAR in the post 3... 7.4%

(L 518,071 13.3%

Past 12 months Casino Activities: Adults 18 or older

M

Slot Machines

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

Bar / Nightclub

Upscale Restaurant

Sports Betting

39.2%

Casinos visited past 12 months: Yes

Other Gambling

4,6%
4.1%

6.5%
Spa EI 2.3%

= who Bought Items at FAMILY DOLLAR in the past 3 months

:sz,nz

= MSP
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Major stores bought past 3 months: Family Dollar

Used Past 30-days: Adults 18 or older

=

Cigarettes

Marijuana / Cannabis

Vape

= who Bought items at FAMILY DOLLAR in the past 3 months nMSP



Past 30-days QSR Users: Adults 18 or older

17.0%

# who Bought Items at FAMILY DOLLAR in the past 3 months =STL

Avg. Monthly QSR Meals:

‘ 1time
% 2times
3 times
4 times
5 times
6 - 9times

10 times or more

Total Monthly QSR Users:
87.7% 86.

10.6% or 266,865 of STL DMA Adults 18 or older Bought Items at FAMILY DOLLAR in the past 3 months.
Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months are 1.2% more likely to use
QSRs past mo., 1.7% less likely to use Sit-Down Restaurants past mo., 19.3% more likely to use Casinos past

yr., 107.8% more likely to smoke cigarettes.

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

[ ] 1time 18.4%
2 times 17.8%
3 times _rm
4times
5 times
6-9times

10 times or more

—
E—
F

 who Bought Items at FAMILY DOLLAR in the past 3 months ESTL
Total ly Sit-Down Users: A own Restaurant Meals:
72.1% 73.3%

Drank Past 30-days. Adults 18 or older

Any Type of Beer

Liquor

Domestic Regular Beer
Wine
Imported Beer - v
Microbrew / Craft Beer '
= who Bought Items at FAMILY DOLLAR in the past 3 months mSTL
STL DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

malan steakhouse Coffee  Bagel/ upscale seafood
House/  Doawt/
Coffee Bar  Bakery

Mexin  Chinese

wwho Bought Items at FAMILY DOLLAR in the past 3 months msTL

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Bought ltems at FAMILY DOLLAR in the post 3... 20.0%

LU 420,308 17.1%

Past 12 months Casmo Activities: Adults 18 or older

22%

Slot Machines

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

Upscale Restaurant

Sports Betting

Stage Show / Concert

Other Gambling g

Used Past 30-days: Adults 18 or older

i
Y

a / Cannabis

Cigarettes

Yes

Casinos visited past 12

= who Bought items at FAMILY DOLLAR in the past 3 months mSTL
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Major stores bought past 3 months: Family Dollar
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Past 30-days QSR Users: Adults 18 or older
=~‘ Llﬂ 1time
ik o

3 times

4 times

5 times

6 - 9times

10 times or more

15.8% or 306,969 of CIN DMA Adults 18 or older Bought Items at FAMILY DOLLAR in the past 3 months.

Adults 18 or older who Bought Items at FAMILY DOLLAR in the past

3 months are 3.3% more likely to use

QSRs past mo., 6.8% less likely to use Sit-Down Restaurants past mo., 13.3% more likely to use Casinos past

yr., 64.4% more likely to smoke cigarettes.

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

[ ] 1 time

15.2%

i
Sy
s — e
c-oume
10 times or more

Top-10 Cuisines: Adults 18 or older

I.Dcwn Restaurants Used Past 30-days)

Si
Pima  chinese  mexican

malan  eagel/ upscale seafood
Doaw/

Bakery

# who Bought Items at FAMILY DOLLAR in the past 3 months. =CIN ¥ who Bought Items at FAMILY DOLLAR in the past 3 months mCIN = who Bought Items at FAMILY DOLLAR in the past 3 months maN
Total Monthly QSR Users: Avg. Monthly QSR Meals: Total ly Sit-Down Users:  Avg. Monthly Sit-Down ant Meals: Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
90.6% 87. 70.2% 75.2% who Bought ftems at FAMILY DOLLAR in the past 3... 31.5%
Drank Past 30-days: Adults 18 or older Past 12 months Casino Activities: Adults 18 or older |Used Past 30-days: Adults 18 or older
et i |
e ,,_N
Domestic Light Beer Table Games (Craps, Poker, etc.) -
Wine % Stage Show / Concert
Domestic Regular Beer Upscale Restaurant - 7?589:6
Imported Beer - v Sports Betting .;"15,9:
Microbrew / Craft Beer m%u.a% i Other Gambling &" ;_64% :
Spa 1_5525’6 Casinos visited past 12 Yes a / Cannabis Cigarettes Vape
= who Bought Items at FAMILY DOLLAR in the past 3 months mCIN = who Bought items at FAMILY DOLLAR in the past 3 months = CIN w who Bought Items at FAMILY DOLLAR in the past 3 months mON
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Major stores bought past 3 months: Family Dollar



Past 30-days QSR Users: Adults 18 or older

ol 1o H
i -

1time

2 times

3 times 3 times

4 times 4 times

5 times 5 times

6 - 9times 6-9times

10 times or more 10times or more

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

15.9%

11.2%

= who Bought Items at FAMILY DOLLAR in the past 3 months - WPB = who Bought Items at FAMILY DOLLAR in the past 3 months = WPB
Total Monthly QSR Users: Avg. Monthly QSR Meals: Total ly Sit-Down Users: Avg. ly Sit-Down ant Meals:
S 79.4% 75.4% 75.0%

s v D e

11.4% or 220,886 of WPB DMA Adults 18 or older Bought Items at FAMILY DOLLAR in the past 3 months.
Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months are 15.2% more likely to use
QSRs past mo., .6% more likely to use Sit-Down Restaurants past mo., 11.2% more likely to use Casinos past
yr., 150.3% more likely to smoke cigarettes.

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

malan  mexicin steakhouse Wings/
Burgers | House /
Sports Bar Coffee Bar

.y
6%

upscale  seafood  Bagel/
Donut/

Chinese  piza

 who Bought ftems at FAMILY DOLLAR in the past 3 montths nwes

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Bought ltems at FAMILY DOLIAR in the post 3... 31.3%

LU 387,595 19.9%

Casino

Used Past 30-days: Adults 18 or older

i
Y

a / Cannabis Cigarettes

Drank Past 30-days: Adults 18 or older Past 12 months Activities: Adults 18 or older
Lo Slot Machines 20.4% :
— I —
Wine Table Games (Craps, Poker, etc.)
S —
Domestic Regular Beer Bar / Nightclub m -
Domesti ight Beer -V Sport Betting i
Microbrew / Craft Beer , 453“'!26 i Spa m%ms”
Other Gambling m 3.5% Casinos visited past 12 Yes
wwho Bought Items at FAMILY DOLLAR in the past 3 months mWPB = who Bought Items at FAMILY DOLLAR in the past 3 months = WPB
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Major stores bought past 3 months: Family Dollar
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9.4% or 25,772,730 of USA Adults 18 or older Bought Items at FAMILY DOLLAR in the past 3 months.

Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months are 30.8% less likely to have a
401K, 5.3% more likely to have an Auto Loan, 42.9% less likely to Invest/Trade Stocks Online, 31.% more likely
to pay with their Debit Card.

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

IRA (Individual Retirement Account)

100,032,171

Stocks orSiock Optians

Mutual Funds nl7 850 151 17.5%

216.2%
Money Market Funds —
Bonds oo

BE236.4% 3.0% rxsn 1%
Other (Crypto / NFTs / Metals, etc.) o5 m 3.6% 26% 4%
4 g ’ b crc o o T S 13501 oo o TR o R
529 Plan / College Savings Plan h 8.0% Checking Debitor ATM  Savings  CreditCard  Online Mobile  Online Bill Home Auto Loan Money  Certificates of Studentloan Personal Loan Refinanced ~ Home

Account card Account Banking Banking Paying Mortgage Market  Deposit{CDs) Home  Improvement
2% Account Mortgage Loan or Home

Second Home or Real Estate Property m“% Equity loan

= who Bought ltems at FAMILY DOLLAR in the past 3 months mUSA = who Bought Items at FAMILY DOLLAR in the past 3 months B USA

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

Tax Preparation Service
53 34,833

Financial Planner

47,634,742 .
Online Investing / Stock Tradi i Lt
sy
5.2%
t
Accountant %

5 3 6.7%
t at i ot oni
Insurance Agent at a Local Office (not online) 20,896,012 7.6% . .
6(.3%
Real Estate Agent
o R aon

~ a.1% 4.7%
z 1.5
N 0% (*Past 12 Months) Venmo MasterCard  ApplePay ~ CashApp  GooglePay  American Discover  Store Credit Square Cash  Facebook Samsung Pay
Divorce / Family Attorney 0% Express card Messenger
» who Bought Items at FAMILY DOLLAR in the past 3 months mUSA = who Bought ltems at FAMILY DOLLAR in the past 3 months = USA
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Major stores bought past 3 months: Family Dollar



7.7% or 300,617 of MSP DMA Adults 18 or older Bought Items at FAMILY DOLLAR in the past 3 months.
Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months are 18.3% less likely to have a
401K, 33.6% less likely to have an Auto Loan, 13.3% less likely to Invest/Trade Stocks Online, 17.6% more
likely to pay with their Debit Card.

ﬁ Investments Owned: Adults 18 or older
e ¢ | ,

401K Plan i
IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

B,0580%
538,289

Money Market Funds po—

9.6%
19,821 6.6%
Bl 9.2%
5.6%
8.9%
74.7%
p 7.5%

¥ who Bought Items at FAMILY DOLLAR in the past 3 months

529 Plan / College Savings Plan
Other (Crypto / NFTs / Metals, etc.)

Second Home or Real Estate Property

W MSP

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

6.8% 55y 5.9% 6.4% 5.9%

1 3.4%
Checking Savings  Debit or ATM Credit Card Online Mobile Online Bill Money  Certificates of Home Personal Loan
Account Account card Banking Banking Paying Mortgage Market  Deposit {CDs) Improvement  Home
Account Loan or Home  Mortgage
Equity Loan
= who Bought Items at FAMILY DOLLAR in the past 3 months = MSP

Professional Services Used*: Adults 18 or older

Financial Planner

Tax Preparation Service

Online Investing / Stock Trading

545,133 13.9%

Insurance Agent at a Local Office (not online)

30,54 10.2%
456,569 11.7%
5.7%

9.6%

5.6%

. g

70.2%

BB 2

:1.0%
2.4%
= who Bought Items at FAMILY DOLLAR in the past 3 months
DMA

Accountant
Real Estate Agent

Estate Planning

(*Past 12 Months)
Divorce / Family Attorney

uMSP
Qual Intab

Scarborough R1 2026: Feb25-Feb26 124

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

riEse

Cash App American

DebitCard MasterCard  Apple Pay zelle Google Pay Discover  Store Credit Square Cash  Facebook  Samsung Pay
Express card Messenger
# who Bought Items at FAMILY DOLLAR in the past 3 months = MSP
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Major stores bought past 3 months: Family Dollar



10.6% or 266,865 of STL DMA Adults 18 or older Bought Items at FAMILY DOLLAR in the past 3 months.
Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months are 43.% less likely to have a
401K, 22.6% more likely to have an Auto Loan, 28.9% less likely to Invest/Trade Stocks Online, 14.4% more
likely to pay with their Debit Card.

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

401K Plan ;,ogi,.gss 43.4%
IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

Bonds v
: 104% g 19

Other (Crypto / NFTs / Metals, etc.) ﬂ m 1 9% 60% s0%
14,64 a7 “¥iaiso : sua. 74 =110 ses 373 3 E h -nn-m “
529 Plan / College Savings Plan Checking Debitor ATM  Savings  CreditCard  Online  OnlineBil  Mobile Home Money  Certificates of Studentloan Personal Loan  Home  Refinanced

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

Second Home or Real Estate Property RO L::‘nz l“::e Mortgage
¥ who Bought items at FAMILY DOLLAR in the past 3 months WSTL = who Bought Items at FAMILY DOLLAR in the past 3 months mSTL

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

5. 1 20.9%

Financial Planner

S

Tax Preparation Service

Online Investing / Stock Trading

11.9%

. " 10.5%
Insurance Agent at a Local Office (not online) 11.1%
), 3.5%
Aopen seng @ ®

12.9%

,780°% " os% 10.2%
Real Estate Agent hm a0% s
2.4% 3.3% 3.9%
cste vy o Yo - -
B 210.5% (*Past 12 Menths) Debit Card  MasterCard Venmo Zelle Apple Pay CashApp GooglePay  Discover  StoreCredit American Facehook  Square Cash Samsung Pay
Divorce / Family Attorney h 12% card Express Messenger
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STL DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 199
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Major stores bought past 3 months: Family Dollar



15.8% or 306,969 of CIN DMA Adults 18 or older Bought Items at FAMILY DOLLAR in the past 3 months.
Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months are 23.8% less likely to have a
401K, 5.7% less likely to have an Auto Loan, 45.9% less likely to Invest/Trade Stocks Online, 36.8% more likely
to pay with their Debit Card.

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

401K Plan e e

IRA (Individual Retirement Account)

Stocks or Stock Options

Mutual Funds

5.5%

Money Market Funds Tiidos

. j300.1%
529 Plan / College Savings Plan 6.4%

Other (Crypto / NFTs / Metals, etc.) FRis vy j oo o ATE e A%
s e RN e e sccser o ) v |
Second Home or Real Estate Property 1 6.8% Checking Debitor ATM  Savings  Credit Car Online Online Bill Home Autoloan  Money  Studentloan Certificates of Personal Loan  Home  Refinanced
Account card Account Banking Paying  Mortgage Market Deposit (€Ds) Improvement  Home
Bonds L2 Account Loanor Home ~ Mortgage
6.6% Equity Loan
# who Bought Items at FAMILY DOLLAR in the past 3 months HCIN = who Bought Items at FAMILY DOLLAR in the past 3 months uCIN

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

Tax Preparation Service
Financial Planner
Online Investing / Stock Trading

Accountant

Insurance Agent at a Local Office (not online)

Real Estate Agent

11.6%
3.1%
Estate Planning Hﬂz 9%

9.5% it
2 - 8.1%
6.3% 4.8%
..M .

PayPal Debit Card Venmo MasterCard Zelle Apple Pay CashApp  GooglePay  American Discover  Store Credit Square Cash  Facebook  Samsung Pay

) 1.3% (*Past 12 Months)
Divorce / Family Attorney E 1.0% Express card Messenger
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11.4% or 220,886 of WPB DMA Adults 18 or older Bought Items at FAMILY DOLLAR in the past 3 months.
Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months are 28.4% less likely to have a

401K, 28.7% less likely to have an Auto Loan, 23.% less likely to Invest/Trade Stocks Online, 48.2% more likely
to pay with their Debit Card.

ﬁ Investments Owned: Adults 18 or older

401K Plan

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

757,500 39.0%

IRA (Individual Retirement Account)

667,
Stacks or Stock Options
Mutual Funds & 0.1

296, 15.3%

8
8.2%
Other (Crypto / NFTs [ Metals, etc.) M 0%
050 4.9%
Bondy 0%

) ﬂ 3 7.2% o 20% 3% 22%
3 ns BTN h sl o mEETm

JEARTY | ssvese EERTY | ssma D 275 13 o
4.4%
Second Home or Real Estate Property &I 7.1% Checking Debitor ATM  Savings  Credit Card Mobile Online Bill Home Auto Loan Money  Certificates of Personal Loan Studentloan  Home Refinanced
Account card Account Banking Paying Mortgage Market  Deposit {CDs) Improvement  Home
i ,808% Account Loan or Home Mortgage
529 Plan / College Savings Plan Eﬂ 5% Eopiy Loan
# who Bought Items at FAMILY DOLLAR in the past 3 months EWPB

= who Bought Items at FAMILY DOLLAR in the past 3 months u'WPB

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

Tax Preparation Service

349,814 18.0%

Accountant

Financial Planner  Segts :
301,473 15.5%
2 10.3%
259,701 13.4%

Online Investing / Stock Trading

Insurance Agent at a Local Office (not online)

Estate Planning

2.4%
Real Estate Agent & 2.8%

B 11% (*Past 12 Menths) PayPal Zelle MasterCard  Debit Card Venmo Apple Pay Cash App American  Google Pay Store Credit  Discover  Square Cash  Facebook Samsung Pay
Divorce / Family Attorney & 1.5% Express card Messenger
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Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months spend an average of 3 days, 10 hours, 5
minutes and 10 seconds each week with All Forms of Media.

80.5% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months spend an avg. of 8 hours and 42 minutes each
week listening to All Local AM/FM Radio, representing 8.5% of total time spent with all forms of Media.

BE

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

Concurt
usage 56.1%

who Bought Items at UsA
% of Total FAMILY DOLLAR in the
Weekly HiM: past 3 months

N
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Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months spend an average of 3 days, 4 hours, 37
minutes and 16 seconds each week with All Forms of Media.

76.6% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months spend an avg. of 8 hours and 51 minutes each
week listening to All Local AM/FM Radio, representing 8.9% of total time spent with all forms of Media.

BX o

Avg. H:M:5/week with All Forms of Media:
Adults 18 or older

s 55.5%

who Bought ttems at Fi MSP
DOLLAR mmemam
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Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months spend an average of 3 days, 20 hours, 31 |
minutes and 55 seconds each week with All Forms of Media.
83.2% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months spend an avg. of 7 hours and 39 minutes each
week listening to All Local AM/FM Radio, representing 6.9% of total time spent with all forms of Media.

96.9%

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

€oncurrent
vsoge ¥: 46.7%
STL

who Bought Items at F.
DOLLAR inlhepansm
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Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months spend an average of 3 days, 12 hours, 32
minutes and 17 seconds each week with All Forms of Media.
80.5% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months spend an avg. of 8 hours and 38 minutes each
week listening to All Local AM/FM Radio, representing 8.2% of total time spent with all forms of Media.

Avg. H:M:S/week with All Forms of Media:
Adults 18 or older
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Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months spend an average of 3 days, 17 hours, 28
minutes and 6 seconds each week with All Forms of Media.
77.4% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months spend an avg. of 10 hours and 49 minutes each
week listening to All Local AM/FM Radio, representing 9.4% of total time spent with all forms of Media.

98.5%

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

Concurrent
usoge %: 52.0%

who Bought ltems at FAMILY WPB
DOLLAR in the past 3 months
66.8%
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Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months spend an average of 2 days, 14 hours, 15
minutes and 8 seconds each week with All Forms of Ad-Supported Media.

78.3% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months spend an avg. of 8 hours and 10 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 10.3% of total time spent with all forms of Ad-Supported Media.

o721

Avg. H:M:5/week with All Forms of Ad-
Supported Media: Aduits 18 or older

53:35:41
concurr
usage 58.3%
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BROADCASTING
Major stores bought past 3 months: Family Dollar



Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months spend an average of 2 days, 12 hours, 38
minutes and 3 seconds each week with All Forms of Ad-Supported Media.
73.3% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months spend an avg. of 7 hours and 51 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 9.5% of total time spent with all forms of Ad-Supported Media.
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Major stores bought past 3 months: Family Dollar



Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months spend an average of 2 days, 22 hours, 52
minutes and 35 seconds each week with All Forms of Ad-Supported Media.
80.8% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months spend an avg. of 7 hours and 27 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 8.5% of total time spent with all forms of Ad-Supported Media.
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Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months spend an average of 2 days, 16 hours, 26
minutes and 33 seconds each week with All Forms of Ad-Supported Media.
78.8% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months spend an avg. of 8 hours and 6 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 9.9% of total time spent with all forms of Ad-Supported Media.
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Supported Media: Adults 18 or older
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Major stores bought past 3 months: Family Dollar



Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months spend an average of 2 days, 22 hours, 31
minutes and 2 seconds each week with All Forms of Ad-Supported Media.

75.7% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months spend an avg. of 10 hours and 32 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 11.3% of total time spent with all forms of Ad-Supported Media
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Avg. Hours+Minutes/day with All
Forms of Media: Adults 18 or older

Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months spend an average of 8
hours and 53 minutes each day with All Forms of Ad-Supported Media. 78.3% listen to Local AM/FM
Radio for an avg. of 70.1 minutes/day. (Local Radio delivers 10.3% 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 Bought Items at FAMILY DOLLAR in the past 3 months spend an average of 8

hours and 39 minutes each day with All Forms of Ad-Supported Media. 73.3% listen to Local AM/FM

Radio for an avg. of 67.3 minutes/day.

(Local Radio delivers 9.5% 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 Bought Items at FAMILY DOLLAR in the past 3 months spend an average of 10
hours and 7 minutes each day with All Forms of Ad-Supported Media. 80.8% listen to Local AM/FM
Radio for an avg. of 63.9 minutes/day.  (Local Radio delivers 8.5% 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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Radio for an avg. of 69.5 minutes/day.

Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months spend an average of 9
hours and 12 minutes each day with All Forms of Ad-Supported Media. 78.8% listen to Local AM/FM
(Local Radio delivers 9.9% of Time with Ad-Supported Media.)

Top-13 All Forms af Media (Persons & % Reach) Adults 18 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

(average week)
Grocery Stores

Billboards & Signs (Weekly Drivers)

Search (Google, Bing, etc.)

J fsparts pps)
Local AM/FM Radio

Facebook

ing/Financ Eckitis [Webitia/ i)

Email/Text/IM/Zoom,etc. (Persanal & Work)
Games/Fantasy/Betting Sites

Local TV Stations

Non-Premium Cable TV Networks

Gas Stations/Convenience Stores

Netflix

Total Persons:

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

who Bought items at
FAMILY DOLLAR in the
past 3 months

P —
RV —T

= who Bought Items at FAMILY DOLLAR in the past 3 months

ECIN

8 rimespent: (3ve12ge 02)

Local AM/FM Radio | Facebook

Local TV Stations

134.5 Emailﬂext,flm,‘

Zoom,etc.
(Persnnal &
Work)...

Search
(Google,
Bing, etc.)
317

Games

JFanta

sy/Bett
ing...

Billboards &
Signs (Weekly
Drivers)

Non-Premium Cable TV
Networks
113.1

Facebook
66.2

Local AM/FM Radio
72.0

Local TV Stations
1285 Search
(Google,
Bing, etc.)
321

Billboards &
Signs {(Weekly
Drivers)
49.6

Netflix
303
News/ Gr

Weath oc
er/S.. |e..

Banki... G..

Games

/Fanta

sy/Bett
ing...

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

Non-Premium Cable TV
Networks
104.1

= who Bought Items at FAMILY DOLLAR in th

e past 3 months mCIN

Top-13 All Forms of Ad-Supported Media (Persons & % Reach): Adults 18 or older

(averoge week)
Grocery Stores

Billboards & Signs (Weekdy Drivers)

Search (Google, Bing, etc)

Email/Text/IM/Zoom,etc. [Personal & Work)
Local TV Stations

Non-Premium Cable TV Networks

Gas Stations/ Convenience Stores

Shopping (ind. Food/ Auctions/Travel, etc.)

Total Persans:

T I ———
B s T '
m_m
T S —
_m-
-m
—
R —
S R

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

who Bought ltems at

T . bty
past 3 months
mazonpime woonrrery YO TR
= who Bought Items at FAMILY DOLLAR in the past 3 months BCIN
CIN DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 291

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

% Time spent:

Top-13 All Forms of Ad-Supported Media (% Time Spent &
(Axsroge ooy

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

Local AM/FM Radio  Facebook

Local TV Stations Bxllboards &

129.6

Search
(Google,
Bing, etc.)
3z

Amazon

_| Prime/IMDb/
FireTV
429

(Weekly'
Drivers)...

Shopp
ing
(incl.
Food/
Auct...

News/

Email/Text/1
nallText Weat...

M/Zoom,etc.
(Personal &
Work)...

Non-Premium Cable TV
Networks
109.0

Instag
ram

239 Gr... |G|

Local AM/FM Radio
67.2

Facebook
57.2

Email/Text/|
M/Zoom,etc.
(Personal &
Work)
40.4

Search
(Google,
Bing, etc.)
32.1

Local TV Stations

123.0 Billboards &

Signs (Weekly
Drivers)
49.6

Shopp
ing
(incl.
Food/ gram

News/

Amazon Weat...

Prime/IMDb/Fi
reTv

43.7

Non-Premium Cable TV Insta

Networks

99.7 Auct...

22.0

w who Bought Items at FAMILY DOLLAR in the past 3 months

Major stores bought past 3 months: Family Dollar

mCIN
* Share of Everything
for Anything .

soefa.ai




| Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months spend an average of 10
hours and 4 minutes each day with All Forms of Ad-Supported Media. 75.7% listen to Local AM/FM

Radio for an avg. of 90.4 minutes/day.

(Local Radio delivers 11.3% of Time with Ad-Supported Media.)
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Avg. Week Ah' ﬁggio (Persons & % Reach): Adults 18 or older
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20,170,750 or 78.3% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3
months listen to Ad-Supported Local AM/FM Radio for an average of 70.1 minutes every day
representing 37.5% of all time spent daily with Ad-Supported Audio.
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Avg. Week All Audio (Persons & % Reach): Adults 18 or older

Local AM/FM Radio

YouTube Music

- 220,286 or 73.3% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months
listen to Ad-Supported Local AM/FM Radio for an average of 67.3 minutes every day representing
31.3% of all time spent daily with Ad-Supported Audio.
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- 215,727 or 80.8% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months
listen to Ad-Supported Local AM/FM Radio for an average of 63.9 minutes every day representing
40.6% of all time spent daily with Ad-Supported Audio.
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Avg. Week A{[lﬂggio (Persons & % Reach): Adults 18 or older

Local AM/FM Radio

- 241,785 or 78.8% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months
listen to Ad-Supported Local AM/FM Radio for an average of 69.5 minutes every day representing
41.8% of all time spent daily with Ad-Supported Audio.
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- 167,169 or 75.7% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months
listen to Ad-Supported Local AM/FM Radio for an average of 90.4 minutes every day representing
37.9% of all time spent daily with Ad-Supported Audio.
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| 20,170,750 or 78.3% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3
months listen to Ad-Supported Local AM/FM Radio for an average of 70.1 minutes every day
representing 37.5% of all time spent daily with Ad-Supported Audio.
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220,286 or 73.3% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months
listen to Ad-Supported Local AM/FM Radio for an average of 67.3 minutes every day representing
31.3% of all time spent daily with Ad-Supported Audio.
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Weekly 80.8%

0,
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215,727 or 80.8% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months
listen to Ad-Supported Local AM/FM Radio for an average of 63.9 minutes every day representing
40.6% of all time spent daily with Ad-Supported Audio.
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| 241,785 or 78.8% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months
listen to Ad-Supported Local AM/FM Radio for an average of 69.5 minutes every day representing
41.8% of all time spent daily with Ad-Supported Audio.
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167,169 or 75.7% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months
listen to Ad-Supported Local AM/FM Radio for an average of 90.4 minutes every day representing
37.9% of all time spent daily with Ad-Supported Audio.
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20,170,750 or 78.3% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months
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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220,286 or 73.3% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months listen
to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Classic Hits, Pop Contemporary Hit Radio,
Country, Classic Rock, and All Sports.
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215,727 or 80.8% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months listen
to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Classic Hits, Urban AC, Classic Rock, Adult
Contemporary, and New Country.
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241,785 or 78.8% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months listen
to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Country, Adult Hits,
Classic Hits, and News/Talk/Information.
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167,169 or 75.7% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months listen
to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Urban AC, Classic Hits,
Country, and Classic Rock.
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' 16,237,383 or 63.% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months
watch Ad-Supported Local TV Stations for an average of 118.8 minutes every day representing
32.8% of all time spent daily with Ad-Supported Video.
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162,774 or 54.1% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months
watch Ad-Supported Local TV Stations for an average of 141.8 minutes every day representing 31.4%
of all time spent daily with Ad-Supported Video.
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188,631 or 70.7% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months
watch Ad-Supported Local TV Stations for an average of 147.8 minutes every day representing 37.9%
of all time spent daily with Ad-Supported Video.
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175,013 or 57.% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months
watch Ad-Supported Local TV Stations for an average of 129.6 minutes every day representing 32.8%
of all time spent daily with Ad-Supported Video.
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137,727 or 62.4% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months
watch Ad-Supported Local TV Stations for an average of 121.9 minutes every day representing 30.1%
of all time spent daily with Ad-Supported Video.
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16,237,383 or 63.% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months
watch Ad-Supported Local TV Stations for an average of 118.8 minutes every day representing 32.8%
of all time spent daily with Ad-Supported Video.
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162,774 or 54.1% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months
watch Ad-Supported Local TV Stations for an average of 141.8 minutes every day representing 31.4%
of all time spent daily with Ad-Supported Video.
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188,631 or 70.7% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months

watch Ad-Supported Local TV Stations for an average of 147.8 minutes every day representing 37.9%
of all time spent daily with Ad-Supported Video.
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175,013 or 57.% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months
watch Ad-Supported Local TV Stations for an average of 129.6 minutes every day representing 32.8%
of all time spent daily with Ad-Supported Video.
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137,727 or 62.4% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months
watch Ad-Supported Local TV Stations for an average of 121.9 minutes every day representing 30.1%
of all time spent daily with Ad-Supported Video.
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16,237,383 or 63.% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months
watch Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Local News -
Morning, Comedies, Sports, Movies, and Game Shows.
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162,774 or 54.1% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months
watch Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Morning, Local News -
Evening, Game Shows, Comedies, Sports, and Movies.
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Local TV Station Programs (Persons & % Reach): Adults 18 or older
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188,631 or 70.7% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months
watch Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Movies, Local
News - Morning, Comedies, Local News - Late, and Court Shows.
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175,013 or 57.% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months
watch Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Local News -
Morning, Sports, Comedies, Game Shows, and Movies.
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Local TV Station Programs (Persons & % Reach): Adults 18 or older

(Average Week)
Local News - Evening

Comedies
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137,727 or 62.4% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months
watch Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Game Shows,
Local News - Morning, Comedies, Movies, and Dramas.
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[ 20,125,755 or 78.1% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3
months use Ad-Supported Social Media for an average of 187.6 minutes every day representing
28.8% of all time spent daily with Ad-Supported Digital Media.
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[ 231,082 or 76.9% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months
use Ad-Supported Social Media for an average of 158.3 minutes every day representing 21.3% of all
time spent daily with Ad-Supported Digital Media.

% Digital: Adults 18 or older

47.1%

PR — o Bougt e o
il FAMILY DOLLAR in the
225 post monts

# who Bought Items at FAMILY DOLLAR in the past 3 months = MSP

Avg. Hours+Minutes/day with

Avg.

# Time Spent:

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

20.6%

Local TV
Streaming
76.6

Streaming Audio (Local
Radio/ Podcasts/Streaming
Services)

196.5

Social Media

OTT TV Streaming Services 145.8

182.4 OTT TV Streaming Services

doi Online

Classes,
Schools,
Colleges,...

Email/Tex
t/IM/Zoo
m,etc....

Non-
Premium+Premi
um Cable
Streaming...

YouTube/Ti M/Zoorr
etc. (Persc
Search
Non- (Googl
Premium+Pre e,
mium €able | Bing,
Streaming.. | etc.)...

Streaming Audio (Local
Radio/ Podcasts/Streaming
Services)

151.7

Online Classes,
Schools,
Colleges....

Social Media
185.0

Email/Text/1
n, k,

Local TV
Streamin

B
519

YouTube/
ets
Ne

ws/

Shopping
(incl....

Games/Fa
ntasy/Be...

¥ who Bought Items at FAMILY DOLLAR in the past 3 months uMSP

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

search (Google, Bing, etc.)

Sodial Media

Email/Text/IM/Zoom,etc. (Personal & Work)
OTT TV Streaming Services

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

Streaming Audio (Local Radio/ Podcasts/Streaming
Services)

Local TV Streaming

N iumeP Cable

Games/Fantasy/Betting Sites

Online Classes, Schools, Colleges, Universities

otal Persans:

A e—
] —
ey VR
FVETRTE —T

N T

concurrent

57,597 9.2 -
I —— Y%

0.0% who Bought items at
_ 0.0% FAMILY DOLLAR in the

past 3 months
= who Bought Items at FAMILY DOLLAR in the past 3 months

= MSP

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

2.8%

31.8

Shopping
(imcl.
Food/A...

Local TV
Streaming
49.0

YouTube/

Tok,

(Google,
tc. Bing, etc

30.4

News/We

ather/s...

Banking/...

MSP DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 124
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Streaming Audio (Local
Radio/
Streaming Audio (Local Podcasts/Streaming
Radio/ Podcasts/Streaming | Local TV pewvicss)
: : Services) Streaming 86.7
Social Media = . -
158.3 1411 719 Sacial Media
130.1 Non-
- Premium-+Premi
. . Search Ti
YouTube/TikT (Google... um Cable oy
Non- ok, etc. Streaming... =
Premium+ 44.0
Premium Srfr-’l’p Ne Email/Text/IM/Z
Cable Email/Text/I ing | ws oom,etc.
OTT TV Streaming Services Streaming | M/Zoomiete. | (incl... | /.. OTT TV Streaming Services (Personal &
147.0 67.6 (Personal... 106.6 Work)...
= who Bought Items at FAMILY DOLLAR in the past 3 months u MSP
-l

Major stores bought past 3 months: Family Dollar

® Share of Everything
for Anything _



[ 208,917 or 78.3% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months
use Ad-Supported Social Media for an average of 213.8 minutes every day representing 33.3% of all
time spent daily with Ad-Supported Digital Media.
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[ 250,706 or 81.7% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months
use Ad-Supported Social Media for an average of 159.7 minutes every day representing 24.3% of all

time spent daily with Ad-Supported Digital Media.
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| 182,526 or 82.6% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months
use Ad-Supported Social Media for an average of 218.7 minutes every day representing 29.7% of all
time spent daily with Ad-Supported Digital Media.
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20,125,755 or 78.1% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3
months use Ad-Supported Facebook for an average of 72.7 minutes every day representing 38.8% of
all time spent daily with Ad-Supported Social Media.
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231,082 or 76.9% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months
use Ad-Supported Facebook for an average of 54.7 minutes every day representing 34.6% of all time
spent daily with Ad-Supported Social Media.
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| 208,917 or 78.3% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months
use Ad-Supported Facebook for an average of 88.1 minutes every day representing 41.2% of all time
spent daily with Ad-Supported Social Media.
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| 250,706 or 81.7% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months
use Ad-Supported Facebook for an average of 59.8 minutes every day representing 37.4% of all time
spent daily with Ad-Supported Social Media.
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169,406 or 76.7% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months
use Ad-Supported Facebook for an average of 84.2 minutes every day representing 38.5% of all time
spent daily with Ad-Supported Social Media.
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| 20,125,755 or 78.1% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3
months use Ad-Supported Facebook for an average of 72.7 minutes every day representing 38.8% of
all time spent daily with Ad-Supported Social Media.
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Major stores bought past 3 months: Family Dollar



| 231,082 or 76.9% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months
use Ad-Supported Facebook for an average of 54.7 minutes every day representing 34.6% of all time
spent daily with Ad-Supported Social Media.
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Reach % Social Media: Adults 18 or older
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| 208,917 or 78.3% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months
use Ad-Supported Facebook for an average of 88.1 minutes every day representing 41.2% of all time
spent daily with Ad-Supported Social Media.
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| 250,706 or 81.7% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months
use Ad-Supported Facebook for an average of 59.8 minutes every day representing 37.4% of all time
spent daily with Ad-Supported Social Media.
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| 169,406 or 76.7% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months
use Ad-Supported Facebook for an average of 84.2 minutes every day representing 38.5% of all time
spent daily with Ad-Supported Social Media.
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 1,690,198;
Local Radio: 1,263,532; Social Media: 1,241,953; Non-Prem. Cable: 606,291; Local TV:
579,264 reaching Adults 18 or older who Bought Items at FAMILY DOLLAR in

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 18 or older who Bought Items at FAMILY DOLLAR in
the past 3 months
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M-F 6a-7p Avg. Available Impressions per 15-min. are..
Local Radio: 14,163; Social Media: 12,382; Local TV: 5,506; Non-Prem. Cable: 4,914
reaching Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 mo
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Social Media: 13,896; Local Radio: 13,543; Non-Prem. Cable: 7,562; Local TV: 7,500
reaching Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 mo
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 19,311;
Social Media: 15,431; Local Radio: 15,025; Non-Prem. Cable: 7,093; Local TV: 6,243
reaching Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 mo

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 18 or older who Bought Items at FAMILY DOLLAR in
the past 3 months
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Major stores bought past 3 months: Family Doilar




M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 14,155;
Social Media: 10,798; Local Radio: 10,593;: Non-Prem. Cable: 5,385; Local TV: 4,688
reaching Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 mo

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
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the past 3 months
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Major stores bought past 3 months: Family Doilar




Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older

(Average Week]

Grocery Stores

Billboards & Signs (Weekly Drivers)
Walking in Towns, Cities, Downtown...

AM/FM Radio

Gas Stations/Convenience Stores

Shopping Malls

Restaurants & Bars

Podcasts

Spotify

Drug Stores

SiriusXm

Retail Stores

YouTube Music

Total Persans:

85.6%

Usage %
who Bought items at
FAMILY DOLLAR in the
past 3 months

= who Bought Items at FAMILY DOLLAR in the past 3 months

20,851,270 or 80.9% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3
months spend an average of 49. minutes per day driving, seeing Billboards and Signs. 65.4% Listen to

Local Radio Stations Out-of-Home for an average of 42.5 minutes

Avg. Hours+Minutes/day with Out-
of-Home Media: Adults 18 or older
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Major stores bought past 3 months: Family Dollar




Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older

(average Week]
Grocery Stores

Billboards & Signs (Weekly Drivers)
AM/FM Radio
Walking in Towns, Cities, Downtown...
Gas Stations/Convenience Stores
Shopping Malls
Restaurants & Bars
Podcasts
Spotify
Drug Stores
SiriusXmM
Retail Stores

YouTube Music

231,248 or 76.9% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months
spend an average of 54.9 minutes per day driving, seeing Billboards and Signs. 61.3% Listen to Local

Radio Stations Out-of-Home for an average of 40.8 minutes/d

Total Persons:

egaal e
L —T
PP, E—

0%

Concurrent
usage %:

‘who Bought ltems at
FAMILY DOLLAR in the
past 3 months

S

® who Bought items at FAMILY DOLLAR in the past 3 months

MsP

= MSP

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

Walking in Towns,
Cities, Downtown
Areas
18.7

SiriusXM
18.7

Billboards & Signs (Weekly

Grocery
Stores
11.2

Podcasts
12.0

Restaurants
AM/FM Radio & Bars
46.0 13.8

Billboards & Signs (Weekly
Drivers)
50.6

AM/FM Radio
433

Walking in Towns,
Cities, Downtown
Areas

193

Shopping Malls
173

Grocery
Restaurants Stores Podcasts
& Bars 9.4 8.8
14.7
Retail Spotify
Stor... 5.1

YouTube Ga Dr
Music... e U...

SiriusXM
13.8

u who Bought Items at FAMILY DOLLAR in the past 3 months

u MSP

Top-13 Ad-Supported Out-of-Home Media (Persons & % Reach): Adults 18 or older

(average week]
Grocery Stores

Billboards & Signs (Weekly Drivers)

Walking in Towns, Cities, Downtown...

AM/FM Radio

Gas Stations/Convenience Stores
Shopping Malls

Restaurants & Bars

Podcasts

Drug Stores

Retail Stores

Movie Theaters

TV Music Channels

Health dubs/Gyms

Totol persons:

| ey e
aasanr] ]
_
m.

591 422 m’l

e _
usage %:

who Bought items at
FAMILY DOLLAR in the
456,588 past 3 months

w who Bought ltems at FAMILY DOLLAR in the past 3 months

DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 124

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

= MSsP

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

(averoge oo
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207,477 or 77.7% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months
spend an average of 61.1 minutes per day driving, seeing Billboards and Signs. 67.6% Listen to Local
Radio Stations Out-of-Home for an average of 38.7 minutes/d
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254,239 or 82.8% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months
spend an average of 40.2 minutes per day driving, seeing Billboards and Signs. 65.8% Listen to Local
Radio Stations Out-of-Home for an average of 42.1 minutes/d
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Top-13 Out-of-Home Medm (Persons & % Reach): Adults 18 or older
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182,968 or 82.8% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months
spend an average of 41.6 minutes per day driving, seeing Billboards and Signs. 63.3% Listen to Local
Radio Stations Out-of-Home for an average of 54.8 minutes/d
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20,851,270 or 80.9% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months

spend an average of 49. minutes per day driving, seeing Billboards and Signs representing 31.% of all Time
Spent with Ad-Supported Out-of-Home Media.
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231,248 or 76.9% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months spend

an average of 54.9 minutes per day driving, seeing Billboards and Signs representing 34.8% of all Time
Spent with Ad-Supported Out-of-Home Media.
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207,477 or 77.7% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months spend

an average of 61.1 minutes per day driving, seeing Billboards and Signs representing 36.9% 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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254,239 or 82.8% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months spend

an average of 40.2 minutes per day driving, seeing Billboards and Signs representing 29.8% of all Time
Spent with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported

Out-of-Home Media: Adults 18 or older
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182,968 or 82.8% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months spend
an average of 41.6 minutes per day driving, seeing Billboards and Signs representing 27.4% 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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231,248 or 76.9% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months
spend an average of 54.9 minutes per day driving an average of 32. miles each day and are 56.7%
more likely to use US 169 south of 1-394 than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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207,477 or 77.7% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months
spend an average of 61.1 minutes per day driving an average of 35.6 miles each day and are 219.6%
more likely to use Martin Luther King Bridge than the Metro av

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older Top-26 Residential Zip Codes: Adults 18 or older Top-26 Employment Zip Codes: Adults 18 or older
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[ 254,239 or 82.8% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months
spend an average of 40.2 minutes per day driving an average of 23.4 miles each day and are 125.5%
more likely to use Queen City Avenue than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older Top-26 Residential Zip Codes: Adults 18 or older Top-26 Employment Zip Codes: Adults 18 or older
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182,968 or 82.8% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months
spend an average of 41.6 minutes per day driving an average of 24.2 miles each day and are 88.8%
more likely to use St Lucie West Blvd than the Metro average.

Per Week (Persons & % Reach): Adults 18 or older Top-26 Residential Zip Codes: Adults 18 or older Top-26 Employment Zip Codes: Adults 18 or older
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Top Residential Zip Codes: (Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months)

MSP DMA Scamorcugn R1 2026: Feb25-Feb26 Qual Intab 4 : share of Everything
All Grophs ond soefa.oi Data Modeling Copyrig: 026 Hubbard Broadcasting, Inc. LLC. All rights reserved. for anything

Major stores bought past 3 months: Family Dollar




Top Residential Zip Codes: (Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months) SUMAOIE S oriolde.
- .

@ oouanys= ST

£ o

DMA Scorborough R1 2026: Feb25-Feb26 Qual intab = Share of Everything

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

Major stores bought past 3 months: Family Dollar



Top Residential Zip Codes: (Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months) SRS LB

y 3 s
§ ' 33 12,828

026 Mapbox & OpenStreetMap

CiN DMA Scnmarou%h R1 20265: Feb25-Feb26 Qual Intab 291 ® share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. sm .al for Anything _

Major stores bought past 3 months: Family Dollar




Top Residential Zip Codes: (Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months)

“x

" - "
P8 DMA Scorborgugh R1 2026: Jan25-Jan26 Qual Intab 317 share of Everything
All Graphs and soefa.ai Data Modeling Copyright © .?5.75 Hubbard Broadcasting, Inc. LLC. All rights reserved Soe a.al for Anytning

Q

Major stores bought past 3 months: Family Dollar



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

Total persans:

% Time Spent:

7,748,434 or 30.1% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 8.7 minutes every day representing
33.3% of all time spent daily with All forms of Print Media
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Avg. Week All Print Medm (Persons & % Reach): Adults 18 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

% 7ime spene:

| 70,513 or 23.5% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 12. minutes every day representing
41.8% of all time spent daily with All forms of Print Media.
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| 87,908 or 32.9% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 8.4 minutes every day representing
34.4% of all time spent daily with All forms of Print Media.
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Local iy Newspaper(s) (Dally TRV ro6 PRy
Local Daily Newspaper(s) (sunday) 0 T aBoel

Books

‘Local Daily
Newspaper(s)
(DaitysSunday) USA Today (Daily)
84 83

Local Daily Mew York Times.
Newspaper(s) (Daily | (Daity+Sunday)
8.0 8.0

MNew York Times
(Sunday)
9.6

New York Times (Daily)

Lacal Daily

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

USA Today (Daily) Newspaper(s)
Magazines (Daily
New York Times 8.2 7.8
(Daity+Sunday)
9.3

Wall Street Journal
(Daity) Magatines

Wall Street Journal (Daily) USA Today (Daily) g
8.7

New York Times (Daily+Sunday)

New York Times (Sunday)
Direct Mail

Local Daily Advertising
Newspaperis) Mewspaper (excluding New York Catalog
(Sunday) Catalogs) Times (Daily) o
15 B4 6.8 6.3 42

Direct Mail Catalogs
Local Daily Advertising 3.5
Newspaper(s) Wall Street Journal (excluding New York
(Sunday) (Daily) Catalogs) Times (Daily)
118 92 75 6.9

All Local Weekly Newspapers

Magazines who Bought items at FAMILY

DOLLAR in the past 3 months

conrs PP T 5 :
wwho Bought items at FAMILY DOLLAR in the past 3 months msTL = who Bought Items at FAMILY DOLLAR in the past 3 months ESTL
Avg. Week Ad-Supported All Print Media (Persons & % Reach): Adults 18 or older Avg. Day Ad-Supported Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
Total Persons: % 7ime Spent:

Direct Mail Advertising (excluding Catalogs)

Local Daily Newspaper(s) (Daily+Sunday)

Lot aby et s mm_n—-—m

e e oo _—
Mew York Times all Streer 7 3
New York Times (Daily) m (Daity+Sunday) Journal (Daily) Nlma' Bai"l ) m; l;“ cml["::m”
Local Daily 50 75 ewspaper(s] . .
USA Today (Daily) m Newspaper(s) (Sunday}
(Sunday) 118
Wall Street Journal (Daily) . . m 115
Avg. Hours+Minutes/day with Ad- 2 \oce) Dy Newspaperts)

New York Times (Daily+sunday) Supported Print Media: Adults 18 or older [pjetoy sySundy) _ e re aaai

x CRECOe Local Daily Advertising

New York Times (Sunday) m 10 Newspaper(s) (excluding

=
All Local Weekly Newspapers ( le Ea!:l;)g.\)
New York Times Local Daily Newspaper(s) | Direct Mail Advertising Times New York Times
Catalogs who Bought items at FAMILY m {sunday) {Daily {excluding Catalogs) (Sunday) Magazines New York Times (Daity)
DOLLAR in the past 3 months = 9.6 8.0 6.8 117 82 69
Books

# who Bought Items at FAMILY DOLLAR in the past 3 months mSTL = who Bought Items at FAMILY DOLLAR in the past 3 months mSTL

DMA Scarborough R12026: Feb25-Feb26 Qual intab 199 ® Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All nghts reserved. So ¥ for Anything _

Major stores bought past 3 months: Family Dollar



| 89,869 or 29.3% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 8.8 minutes every day representing
29.4% of all time spent daily with All forms of Print Media.

Avg. Week All Print Med.ra (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+Sunday)
Local Daily Newspaper(s) (Daily

Local Daily Newspa per{s) (Sunday)
Books

USA Today (Daily)

New York Times (Daily)

New York Times (Daily+Sunday)

New York Times (Sunday)

Wall Street Journal (Daily)

Catalogs

Magazines

All Local Weekly Newspapers

who Bought Items at FAMILY
DOLLAR in the past 3 months

S mm 1

u who Bought Items at FAMILY DOLLAR in the past 3 months

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

% Time spent:

llll !1

Local Daily
Newspaper{s)
(Daily+Sunday)

New York Times
{Daily+Sunday)
8.8

Local Daily

USA Today (Daily)
87

Direct Mail
Advertising
{excluding
Catalogs)
78

Local Daily
Newspaper(s)
(Sunday)
126

New York

Magazines Times (Daily)
6.0

Local Daily

Local Daily
Newspaper(s) (Daily  Catalogs)

New York Times 7.9 7.6

(Daity+Sunday)
8.8

Catalogs
Local Daily 34
Newspaper(s) New York
(Sunday) Times (Daity)
11.8 63

Al Local
Weekly...

USA Today (Daily) Magazines
8.7

mCIN

® who Bought Items at FAMILY DOLLAR

in the past 3 months

W CIN

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

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

Local Daily Newspaper(s) (Sunday)

USA Today (Daily)

New York Times (Daily)

New York Times (Daily+Sunday)

New York Times (Sunday)

Wall street Journal (Daily)

Catalogs

Magazines

All Local Weekly Newspapers

Books

Total Persons:

@m—
m—

who Bought items at FAMILY
DOLLAR in the past 3 months

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

% Time spent-

16 94
o)

Day Ad-Supported Print Media (% Time Spent & A

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

6%
£.7%
20

®mCIN

‘Wall Street Journal

. (Daity) Magazines
Local Daily 53 8.9

Newspaper(s)
(Sunday)
12.6

Direct Mail
Local Daily Advertising
Newspaper(s) (excluding
{Daily Catalogs)
7.9 7.8

New York Times
{sunday)

USA Today (Daily)
116 87 6.0

New York Times (Daily}

New York Times Wall Street Journal
. (Daity+Sunday) USA Today (Daily) (Daity)
Local Daily 88 87 87
Mewspaper(s)
(Sunday}
118

Local Daily Newspaper(s)
(Daily+Sunday)
85

Direct M

Catalogs) Magazines
7.6 7.2

New York Times Local Daily Newspaper(s)
(Sunday) (Daity
108 7.9

New York Times (Daily)
6.9

uCIN

= who Bought Items at FAMILY DOLLAR in the past 3 months

DMA Scarborough R12026: Feb25-Feb26 Qual Intab
All Gmphs ond soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All nghrs reserved.
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= who Bought Items at FAMILY DOLLAR in the past 3 months

Major stores bought past 3 months: Family Dollar

= Share

soefa.ai

of Everything
for Anything g



60,930 or 27.6% of Adults 18 or older who Bought Items at FAMILY DOLLAR in the past 3 months
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 8.3 minutes every day representing
32.2% of all time spent daily with All forms of Print Media.

Avg. Week All Print Medm (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+Sunday)
Local Daily Newspaper(s) (Daily

Local Daily Newspaper(s) (Sunday)
Books

New York Times (Daily+Sunday)

New York Times (Sunday)

New York Times (Daily)

Wall Street Journal (Daily)

Catalogs

Magazines

USA Today (Daily)

All Local Weekly Newspapers

m_m——lm
ey | s e m

o A
R -

wwho Bought Items at FAMILY DOLLAR in the past 3 months

who Bought Items at FAMILY
DOLLAR in the past 3 months

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

mWPB

% Time spent:

USA Today (Daily)

Direct Mail

Advertising

(excluding

Catalogs)
74

Local Daily
Newspaper(s)
(Sunday)
12.0

Wall Street
Journal (Daily)
6.6

New York Times
(Daily+Sunday)
7.7

Lacal Daily
Newspape(s)
(Daity
7.3

New York Catalo
Times (Daily} L
63 3.6

Local Daily
Newspaper(s)
(Sunday)
13.1

New York Times
(DailysSunday)

Magazines

Wall Street Journal
(Daity)
89

Local Daily New York Times
Newspaper(s) (Daily (Daily)
8.4 79

9.7

DirectMail  Catalogs
Advertising 38
USA Today (excluding
(Daily) Catalogs)
o o = All..

# who Bought Items at FAMILY DOLLAR in

the past 3 months

EWPB

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

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

Local Daily Newspaper(s) (Sunday)

New York Times (Daily+Sunday)

New York Times (Sunday)

New York Times (Daily)

Wwall street Journal (Daily)

Catalogs

Magazines

USA Today (Daily)

All Local Weekly Newspapers

Books

Total persons:

S

P 3%

3.0%
2.5%

# who Bought Items at FAMILY DOLLAR in the past 3 months

DMA corborough R1 2026: Jan25-Jan26 Qual Intab
All Graphs and soefa.ai Data Modeling Copyrpght © 2026 Hubbard Broadcasting, Inc. LLC. All nghts reserved.

Avg. Hours+Minutes/day with Ad-

Supported Print Media: Adults 18 or older m

‘who Bought ltems at FAMILY
DOLLAR in the past 3 months

EWPB

317

% 7ime spent-

00

New York Times (Sunday)
9.2

Local Daily
Newspaper(s)
(Sunday)
12.0
Local Daily Mewspaper{s)
(DaitysSunday)
83 (Dail

Magazines

USA Today (Daily)
9.6

Local Daity Newspaper(s)

Direct Mail
Advertising
(excluding
Catalogs)
7.4

ily

New York
Times
(Daily)

6.3

Local Daily
Newspaper(s)
[Sunday}
13.1

New York Times
(Sunday)
115

Local Daily
New York Times Newspaper(s)
(Daity+Sunday) Magazines (Daity+Sunday)
9.7 9.5 9.2

Wall Street Journal (Daily)
B9

New York Times  USA Today
(Daily) (Daily)
7.9 7

Local Daily Newspaper(s) Direct Mail Advertising (excluding
(Daily Catalogs)
84 72

= who Bought Items at FAMILY DOLLAR in the past 3 months

Major stores bought past 3 months: Family Dollar
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“Advertising Actions"

P18+ who Bought Items at FAMILY DOLLAR in the past 3 months
(Shopped/Visited/Bought past 3mos Due to Ads on %)

Social Media 107,409,95j 39.3%
Websites 97,287,216 35.6%

Direct Mail

79,811,340 29.2%

Broadcast, Cable, & Sat TV

63,738.660
Video Streaming Services 42,363,370

Local Broadcast TV giyeiper 14.7%

Local AM/FM Radio

Billboards

Podcasts
Audio Streaming Services

m P18+ who Bought ltems at FAMILY DOLLAR in the past3 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 Scarborough R12026: Jan25-Mar26  Qualintab: 2261

* 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 =

Newspapers

USA

Major stores bought past 3 months: Family Dollar



"Advertising Actions"

P18+ who Bought Items at FAMILY DOLLAR in the past 3 months
(Shopped/Visited/Bought past 3mos Due to Ads on %)

1,324,707 33.9%

Websites

Direct Mail 1,105,073 28.3%

Social Media 1,537,584 39.3%
Broadcast, Cable, & Sat TV 897 031 22.9%

Video Streaming Services

Local AM/FMRadio 22 16.9%
Local Broadcast TV

Cable TV Networks
Newspapers _

)

-

i ;

; ;
7

Bllikearas
Podcasts MINNEAPOLIS-ST. PAUL

Audio Streaming Services 316,394 8.1%

M P18+ who Bought Items at FAMILY DOLLAR in the past3 months (Shopped/Visited/Bought past 3mos Due to Ads on %)

H P18+ MINNEAPOLIS-ST. PAUL AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
MINNEAPOLIS-ST. PAUL  DMA  Scarborough R1 2026: Feb25-Feb26  Qual Intab: 124 3 Shave of ‘EVEryERinG
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. SO e a o al for Anything o

Major stores bought past 3 months: Family Dollar



"Advertising Actions"

P18+ who Bought Items at FAMILY DOLLAR in the past 3 months
(Shopped/Visited/Bought past 3mos Due to Ads on %)

Social Media

990,155 39.3%

Direct Mail g=iree 27.7%

Websites 854,336 34.0%

Broadcast, Cable, & Sat TV

590,513 23.5%

Newspapers 326,802

Video Streaming Services 421.970

Local Broadcast TV

431,879 17.2%

Podcasts 363,501

Local AM/FM Radio

412,114 16.4%

Cable TV Networks

Billboards

312,727 12.4%

264,736 10.5%
w P18+ who Bought Items at FAMILY DOLLAR in the past3 months (Shopped/Visited/Bought past 3mos Due to Ads on %)

M P18+ ST. LOUIS AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
ST.LOUIS DMA Scarborough R12026: Feb25-Feb26 Qualintab: 199 f‘ * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. S O e a . a 1 for Anything o

Audio Streaming Services

Major stores bought past 3 months: Family Dollar



Social Media

Websites

Direct Mail

Broadcast, Cable, & Sat TV
Local Broadcast TV

Cable TV Networks

Video Streaming Services

"Advertising Actions”

P18+ who Bought Items at FAMILY DOLLAR in the past 3 months
(Shopped/Visited/Bought past 3mos Due to Ads on %)

696,452 35.8%
626,672 “32.2%
b 60 30.2%
455,739 23.4%

287,638 14.8%

276,111 14.2%

225,776 11.6%

Local AM/FM Radio

289,524 14.9%

Newspapers
Billboards

Audio Streaming Services

218,862

146,861 7.6%

CINCINNATI

165,451 8.5%

Podcasts  rreys 8.4%
m P18+ who Bought Items at FAMILY DOLLAR in the past 3 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
H P18+ CINCINNATI AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
CINCINNATI DMA  Scarborough R12026: Feb25-Feb26  QualIntab: 291 * Share of Everything
All Graphs and soefa.al Data Modeling Copyright ©® 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. SO e a . al for Anything o

Major stores bought past 3 months: Family Dollar



"Advertising Actions"”

P18+ who Bought Items at FAMILY DOLLAR in the past 3 months
(Shopped/Visited/Bought past 3mos Due to Ads on %)

Social Media | 725.550 i)
Websites 696, e = 35:5%
Direct Mail 576,955
Broadcast, Cable, & Sat TV
Video Streaming Services
Local Broadcast TV
Cable TV Networks
Newspapers
Audio Streaming Services
Local AM/FM Radio 2208t j

Billboards

121,134 6.2%

m P18+ who Bought Items at FAMILY DOLLAR in the past 3 months (Shopped/Visited/Bought past 3mos Due to Ads on %)

= P18+ WEST PALM BEACH-BOCA RATON AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
WEST PALM BEACH-BOCARATON DMA  Scarborough R12026: Jan25-Jan26  Qual Intab: 317 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright @ 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. S O e a . al for Anything =

Major stores bought past 3 months: Family Dollar



