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40.4% or 97,952,196 of USA DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.
Typical Adults 25 or older who Purchased Items at COSTCO in the past 3 months are 53.3 years old (1.8%
older than average) and have a $123,838 (25.1% higher than average) annual household income.
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34.9% or 2,344,929 of CHI DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.
Typical Adults 25 or older who Purchased Items at COSTCO in the past 3 months are 52.4 years old (.7%
older than average) and have a $146,449 (32.1% higher than average) annual household income.
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38.7% or 1,963,965 of WDC DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.
Typical Adults 25 or older who Purchased Items at COSTCO in the past 3 months are 52.1 years old (1.5%
older than average) and have a $168,082 (18.8% higher than average) annual household income.
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60.9% or 2,480,423 of SEA DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.
Typical Adults 25 or older who Purchased Items at COSTCO in the past 3 months are 53.1 years old (3.1%
older than average) and have a $147,808 (15.1% higher than average) annual household income.
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48.5% or 2,060,573 of PHX DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.
Typical Adults 25 or older who Purchased Items at COSTCO in the past 3 months are 54.2 years old (3.%
older than average) and have a $136,683 (22.9% higher than average) annual household income.
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40.4% or 97,952,196 of USA DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.
Adults 25 or older who Purchased Items at COSTCO in the past 3 months are 26.5% more likely to be a
college graduate, 10.% more likely to work full-time, 21.1% more likely to be married, 6.2% more likely
to be a parent of 1 or more children under 18.
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34.9% or 2,344,929 of CHI DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.
Adults 25 or older who Purchased Items at COSTCO in the past 3 months are 36.4% more likely to be a
college graduate, 17.1% more likely to work full-time, 29.9% more likely to be married, 12.4% more
likely to be a parent of 1 or more children under 18.
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38.7% or 1,963,965 of WDC DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.
Adults 25 or older who Purchased Items at COSTCO in the past 3 months are 21.% more likely to be a
college graduate, 5.5% more likely to work full-time, 15.8% more likely to be married, 11.% more likely
to be a parent of 1 or more children under 18.
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60.9% or 2,480,423 of SEA DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.
Adults 25 or older who Purchased Items at COSTCO in the past 3 months are 11.6% more likely to be a
college graduate, 6.4% more likely to work full-time, 17.6% more likely to be married, 4.8% more likely
to be a parent of 1 or more children under 18.
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be a parent of 1 or more children under 18.
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48.5% or 2,060,573 of PHX DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.
Adults 25 or older who Purchased Items at COSTCO in the past 3 months are 25.% more likely to be a
college graduate, 7.3% more likely to work full-time, 17.2% more likely to be married, 1.6% less likely to
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114 b Stage in Life: Adults 25 or older
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. 40.4% or 97,952,196 of USA DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.
Adults 25 or older who Purchased Items at COSTCO in the past 3 months are 16.2% more likely to own

their home, 19.6% more likely to own a higher valued home, 12.7% more likely to have a single-family
home, 14.2% more likely to have a dog.
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home, 27.4% more likely to have a dog.

34.9% or 2,344,929 of CHI DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.
Adults 25 or older who Purchased Items at COSTCO in the past 3 months are 21.% more likely to own
their home, 17.7% more likely to own a higher valued home, 18.% more likely to have a single-family

MEM Type of Home:Adults 25 or older 4™ Pets in Home:Adults 25 or older

m Own/Rent/Other:Adults 25 or older
81.2% Single Family House (unattached) 71.6% 40.1%
60.7% Own aDog
| 31.4%
Townhouse or attached Home | 7.9%
B sox
o 209%
Condominium 2:20% Own a Cat |
’ 20.5%
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: 38.7% or 1,963,965 of WDC DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.
Adults 25 or older who Purchased Items at COSTCO in the past 3 months are 15.1% more likely to own

their home, 12.4% more likely to own a higher valued home, 9.3% more likely to have a single-family
| home, 13.7% more likely to have a dog.

m Own/Rent/Other:Adults 25 or older MEM Type of Home:Adults 25 or older 4 Pets in Home:Adults 25 or older
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home, 6.1% more likely to have a dog.

m Own/Rent/Other:Adults 25 or older
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‘ 60.9% or 2,480,423 of SEA DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.
Adults 25 or older who Purchased Items at COSTCO in the past 3 months are 17.6% more likely to own

their home, 4.9% more likely to own a higher valued home, 15.8% more likely to have a single-family
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home, 5.5% more likely to have a dog.

. 48.5% or 2,060,573 of PHX DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.
Adults 25 or older who Purchased Items at COSTCO in the past 3 months are 14.8% more likely to own

their home, 15.3% more likely to own a higher valued home, 10.8% more likely to have a single-family
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19.2% more likely to fly domestic past yr.

40.4% or 97,952,196 of USA DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.
Adults 25 or older who Purchased Items at COSTCO in the past 3 months are .9% more likely to look up D-I-
Y advice online, 13.2% more likely to always vote in local elections, 24.4% more likely to belong to a gym,
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34.9% or 2,344,929 of CHI DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.
Adults 25 or older who Purchased Items at COSTCO in the past 3 months are 4.1% less likely to look up D-I-
Y advice online, 13.5% more likely to always vote in local elections, 30.% more likely to belong to a gym,

18.3% more likely to fly domestic past yr.
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38.7% or 1,963,965 of WDC DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.
Adults 25 or older who Purchased Items at COSTCO in the past 3 months are 1.8% less likely to look up D-I-
Y advice online, 13.6% more likely to always vote in local elections, 18.8% more likely to belong to a gym,
14.2% more likely to fly domestic past yr
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60.9% or 2,480,423 of SEA DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.
Adults 25 or older who Purchased Items at COSTCO in the past 3 months are 1.2% more likely to look up D-
I-Y advice online, 6.9% more likely to always vote in local elections, 16.6% more likely to belong to a gym,

10.7% more likely to fly domestic past yr.
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48.5% or 2,060,573 of PHX DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.
Adults 25 or older who Purchased Items at COSTCO in the past 3 months are .8% more likely to look up D-I-
Y advice online, 12.6% more likely to always vote in local elections, 24.% more likely to belong to a gym,

20.7% more likely to fly domestic past yr.
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Avg. Monthly QSR Meals:
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Past 30-days QSR Users: Adults 25 or older

40.4% or 97,952,196 of USA DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.
Adults 25 or older who Purchased Items at COSTCO in the past 3 months are 3.4% more likely to use QSRs
past mo., 11.3% more likely to use Sit-Down Restaurants past mo., 5.8% more likely to use Casinos past yr.,

46.9% less likely to smoke cigarettes.

Past 30-days Sit-Down Restaurant Users: Adults 25 or older
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Past 30-days QSR Users: Adults 25 or older
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= who Purchased items at COSTCO in the past 3 months

Total Manthly QSR Users:

Avg. Monthly QSR Meals:

34.9% or 2,344,929 of CHI DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.
Adults 25 or older who Purchased Items at COSTCO in the past 3 months are 5.3% more likely to use QSRs
past mo., 12.1% more likely to use Sit-Down Restaurants past mo., 1.9% more likely to use Casinos past yr.,

41.9% less likely to smoke cigarettes.

Past 30-days Sit-Down Restaurant Users: Adults 25 or older

. 1time

15. 3%

2 times 15. 8%

3 times 13, 0%

4 times 9.8%

5 times

6 -9 times 7.0%

10times or more

EI 7%
= who Purchased Items at COSTCO in the past 3 months mCHI

Total Monthly Sit-Down Re Users:  Avg. Monthly Sit-Down R ant Meals:

= - - “

Drank Past 30-days. Adults 25 or o!der
A Type of B
Uiquor
Whne

Imported Beer ey T
Domestc Light Baer
ottt
Microbrew / Craft Beer mﬂ? 39"!

® who Purchased Items at COSTCO in the past 3 months

DMA Scarborough R2 2025-26: Aug24-jul 26

Top-10 Cuisines: Adults 25 or older

(Sit- iﬂ‘m-umrm- Used Past 30-days)

Muin: P Qews:  oofw, Subn Wiep)| g/ ke Sekbe (nhoa
Burgers | Donut/
ml.gm spors Bar  Bakery D(h«
agian
= who Purchased Items at COSTCO in the past 3 months mCH

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Purchased Nems at COSTCO in the post 3months [ HGGSIONIINN  19.9%

(e BN 1,407,529 21.0%

Past 12 months Casmo Activities: Adults 25 or older

Slot Machines

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

Stage Show / Concert Y 31.1%

Sports Betting

Spa
2,089,573

Used Past 30-days: Adults 25 or older

Other Gambling 2 1% Casinos visited past 12 hs: Yes ij / Cannabis Cigarettes
= who Purchased Items at COSTCO in the past 3 months m CHI = who Purchased Items at COSTCO in the past 3 months. =CHI

2,465

CHI
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard | Media That Connects, LLCLLC. All rights reserved.

Major stores bought past 3 months: Costco



Past 30-days QSR Users: Adults 25 or older

m who Purchased items at COSTCO in the past 3 months

Total Manthly QSR Users: Avg. Monthly QSR Meals:

1 time

3 times

4 times

5 times

6-9times

10times or more

B WDC

38.7% or 1,963,965 of WDC DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.
Adults 25 or older who Purchased Items at COSTCO in the past 3 months are 4.8% more likely to use QSRs
past mo., 11.9% more likely to use Sit-Down Restaurants past mo., 7.1% more likely to use Casinos past yr.,

40.7% less likely to smoke cigarettes.

Past 30-days Sit-Down Restaurant Users: Adults 25 or older
€

1time

. .15 4%

s
s1me
some
s

10times or more

= who Purchased Items at COSTCO in the past 3 months uWDC
Total Monthly Sit-Down Re Users:  Avg. Monthly Sit-Down R ant Meals:
81.6% 72.9%

Drank Past 30-days. Adults 25 or o!der

2,131,800 42.0%

1,392,901 27.8%

Liquor
Any Type of Beer
Wine

Imported Beer

Domestic Regular Beer

Domestic Light Beer

- ¥

Microbrew / Craft Beer

# who Purchased Items at COSTCO in the past 3 months mWDC

DMA Scarborough R2 2025-26: Aug24-jul26 Qual intab

Top-10 Cuisines: Adults 25 or older

(Sit-Down Restaurants Used Past 30-days)

waice: | s magan u-w-t upscale Steakhouse Seafood
Dpoa uu

Bakery

Chiness

l:nllm m mm

Asian

= who Purchased items at COSTCO in the past 3 months: =WDC

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Purchased tems at COSTCO in the past 3months  [B62,96RMMIIINN  23.6%

Ll 1,235,244 24.3%

Past 12 months Casino Activities: Adults 25 or older

Slot Machines -

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

Upscale Restaurant

Stage Show / Concert

HS ZG‘I
17; 657 5. 495
2.8%

2.4%

Sports Betting

Spa

Other Gambling Casinos visited past 12

Used Past 30-days: Adults 25 or older

i / Cannabis

1.8%

= who Purchased items at COSTCO in the past 3 months = WDC

4,258

woc
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Major stores bought past 3 months: Costco

Cigarettes Vape

= who Purchased Items at COSTCO in the past 3 months =WDC



Past 30-days QSR Users: Adults 25 or older

1 time

N

3 times

4 times

5 times

6-9times

10times or more

m who Purchased Items at COSTCO in the past 3 months

Total Monthly QSR Users: Avg. Monthly QSR Meals:

81.9% 79.6%

W SEA

60.9% or 2,480,423 of SEA DMA Adults 25 or older Purchased Items

Adults 25 or older who Purchased Items at COSTCO in the past 3 months are 2.9% more likely to use QSRs
past mo., 11.2% more likely to use Sit-Down Restaurants past mo., .6% less likely to use Casinos past yr.,

47.2% less likely to smoke cigarettes.

at COSTCO in the past 3 months.

Past 30-days Sit-Down Restaurant Users: Adults 25 or older

. 1time

17.9%

2 times 15.6%

3 times 10.8% §

4 times

5 times 5.8%

6 -9 times 6.2%

10times or more 2.1%
= who Purchased Items at COSTCO in the past 3 months mSEA
Total Monthly Sit-Down Re Users:  Avg. Monthly Sit-Down R ant Meals:
77.4% 69.6%

e R -

Drank Past 30-days: Adults 25 or older

Liquor
Any Type of Beer 39.6%
e

Imported Beer
Domestic Regular Beer
Domestic Light Beer

Microbrew / Craft Beer

® who Purchased Items at COSTCO in the past 3 months

WSEA

DMA Scarborough R2 2025-26: Aug24-Jul26 Qual Intab

Top-10 Cuisines: Adults 25 or older

(Sit-Down Restaurants Used Past 30-days)

i |
House.

Coffes  chinese  Bagel/ wdian/  wings/ Upscale  seafood
’ Donue [ e/ Burgers/

Other  sports Bar

asian

mexicn i

75.58
oza

Coffee Bar Bakery

# who Purchased items at COSTOD in the past 3 months. mSEA

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Purchased tems at COSTCO in the past 3 months 17.2%

SEA 18.0%

733,515

Past 12 months Casino Activities: Adults 25 or older

Slot Machines -
- .
1733 221

hs: Yes

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

Bar / Nightclub

Stage Show / Concert

Sports Betting

Spa

Other Gambling

Used Past 30-days: Adults 25 or older

%

i / Cannabis

Casinos visited past 12

= who Purchased Items at COSTCO in the past 3 months mSEA

4,573

SEA
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Major stores bought past 3 months: Costco

Cigarettes
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Past 30-days QSR Users: Adults 25 or older

1 time
’

2 times

3 times

4 times

5 times

6-9times

10times or more

w who Purchased Items at COSTCO in the past 3 months

Total Manthly QSR Users:
83.3%

Avg. Monthly QSR Meals:

past mo., 12.5% more likely to use Sit-Down Restaurants past mo.
37.5% less likely to smoke cigarettes.

‘ 48.5% or 2,060,573 of PHX DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.
Adults 25 or older who Purchased Items at COSTCO in the past 3 months are 4.1% more likely to use QSRs
, .8% more likely to use Casinos past yr.,

Past 30-days Sit-Down Restaurant Users: Adults 25 or older
. .

1time

=:|.6 3%

2 times

15.8%

3 times 12.9%

4 times 9.2%

5 times 7.1%

6 -9 times 5.0%

10times or more 2%
= who Purchased Items at COSTCO in the past 3 months uPHX
Total Monthly Sit-Down Re Users:  Avg. Monthly Sit-Down R ant Meals:
80.3% 71.4%

-

Drank Past 30-days. Adults 25 or o!der

Any Type of Beer

Liquor

Wine

Imported Beer
Domestic Light Beer
Domestic Regular Beer

Microbrew / Craft Beer

u who Purchased Items at COSTCO in the past 3 months

uPHX

DMA Scarborough R2 2025-26: Aug24-Jul26 Qual Intab

Top-10 Cuisines: Adults 25 or older

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

Muice: tow  cew ol maie Sbiwes sy dudl ok csmed

B m spms n. ua‘-

= who Purchased Items at COSTCO in the past 3 months. mPHX

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
15.7%
16.0%

who Purchesed ttems at COSTCO in the past 3 months

I 680,047

Past 12 months Casmo Activities: Adults 25 or older

Slot Machines ~38.9%
12.3%
516 603 12.2%

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

Upscale Restaurant

Stage Show / Concert

48.4%
Sports Betting

m

Other Gambling

2,058,005

Spa § hs: Yes

Casinos visited past 12

Used Past 30-days: Adults 25 or older

%

Cigarettes

m who Purchased ltems at COSTCO in the past 3 months = PHX

2,117

PHX
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Adu

40.4% or 97,952,196 of USA DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.

Its 25 or older who Purchased Items at COSTCO in the past 3 months are 22.9% more likely to have a

401K, 17.9% more likely to have an Auto Loan, 30.% more likely to Invest/Trade Stocks Online, 3.% less likely
to pay with their Debit Card.

ﬁ Investments Owned: Adults 25 or older
o ko 2

401K Plan A6

IRA (Individual Retirement Account)

Stocks or Stock Options

66,966,764 27.6%

25.2%

Mutual Funds

4,867,692 18.5%

20.0%
14.5%

Money Market Funds

Bonds

14.1%
10.4%
12.7%
f 10.0%

Other (Crypto / NFTs / Metals, etc.)

Financial Services Has and/or Uses: Adults 25 or older

70% 6.9% 74% g 6.3% 475

e

i 14.5%
0 8.8%
1 RTRLL 2ioccal

529 Plan / College Savings Plan . 3.“%12.0% Checking Debitor ATM  Savings  CreditCard  Online Mobile  Online Bill Home Money  Certificates of Student loan Personal Loan Refinanced  Home
Account card Account Banking Banking Paying Mortgage Market  Deposit (CDs) Home  Improvement
Second Home or Real Estate Property MWZM% Rooomk Mortgage "':;._;':D‘;“E
w who Purchased Items at COSTCO in the past 3 months mUSA ® who Purchased Items at COSTCO in the past 3 months mUSA
Professional Services Used*: Adults 25 or older 'm'Past 3-Months Payment Methods Used: Adults 25 or older
Financial Planner .
Online Investing / Stock Trading 3‘5 s : —
13.6%
Insurance Agent at a Local Office (not online) : 1005 . '
Real Estate Agent m S 10.6%10.7%
25% - 53% S5 3qx a2%
Estate Planning Az i, e L xint - e o) - ]
(*Past 12 Months) visa paypal Zelle  MasterCard  Venmo  ApplePay CashApp GooglePay American StoreCredit  Discover  SquareCash  Facebook  Samsung Pay
Funeral pre-planning 1% Express card Messenger
® who Purchased ltems at COSTCO in the past 3 months W USA # who Purchased ltems at COSTCO in the past 3 months mUSA
USA USA Projection Scarborough R2 2025-26: Feb24-Jul26 Qual intab 18,202
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Major stores bought past 3 months: Costco




mﬁ ﬁlnvestments Owned: Adults 25 or older
M 27.8%
18.4%

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

Bonds

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

Second Home or Real Estate Property

m who Purchased Items at COSTCO in the past 3 months

W CHI

34.9% or 2,344,929 of CHI DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.
Adults 25 or older who Purchased Items at COSTCO in the past 3 months are 32.2% more likely to have a
401K, 23.9% more likely to have an Auto Loan, 37.9% more likely to Invest/Trade Stocks Online, 6.1% less

likely to pay with their Debit Card.

Financial Services Has and/or Uses: Adults 25 or older

e} s

Checking Debit or ATM  Savings Credit Card Online Online Bill Home Auto loan  Cerfificates of  Money Student loan Personal Loan Refinanced

® who Purchased Items at COSTCO in the past 3 months HCHI

Professional Services Used*: Adults 25 or older

Tax Preparation Service

Financial Planner

Online Investing / Stock Trading

Accountant

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

Estate Planning

Funeral pre-planning
® who Purchased ltems at COSTCO in the past 3 months
DMA Scarborough R2 2025-26: Aug24-Jjul26

22.7%

1. 191,563
16.9%
11.3%
86 2% @
652,765 9.7%

(*Past 12 Months)

HCHI
Qual Intab

'E'Past 3-Months Payment Methods Used: Adults 25 or older

9.5% 10.8%
4.6% 57%

Card Express Messenger

# who Purchased Items at COSTCO in the past 3 months M CHI
2,465

CHI
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Major stores bought past 3 months: Costco

6.1% 5.8% 6.3% 46% 3.9% 3.7%

2% e .

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

Equity Loan

3.5% 3.8%
ouir

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



38.7% or 1,963,965 of WDC DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.
Adults 25 or older who Purchased Items at COSTCO in the past 3 months are 16.7% more likely to have a
401K, 7.7% more likely to have an Auto Loan, 27.7% more likely to Invest/Trade Stocks Online, 2.8% less likely

to pay with their Debit Card.

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

529 Plan / College Savings Plan

Other (Crypto / NFTs / Metals, etc.)

EOXTE 10.8%

Financial Services Has and/or Uses: Adults 25 or older

8.3% ga% 9.7%

2 L .

7256 6.1% ﬂvﬁﬁ

Checking  Debit or ATM Online Bl Mobile Home Money

Bonds 0_51;'"* Online Certificates of Studentloan Personal Loan Refinanced  Home
" Account card Banking Paying Banking Mortgage Market  Deposit (CDs) Home  Improvement
11.5¢ Account Mortgage Loan or Home
Second Home or Real Estate Property ﬁs.ﬂe Equity Loan
» who Purchased ltems at COSTCO in the past 3 months mWDC % who Purchased Items at COSTCO in the past 3 months EWDC
Professional Serwces Used*: Adults 25 or older 'm'Past 3-Months Payment Methods Used: Adults 25 or older
820,584 16.2%
Insurance Agent at a Local Office (not online) Mm
Real Estate Agent m x ‘;;;" 1L1%115%
16.2%) .69 a0% 61% 5 . a7
i o 05 (*Past 12 Months) paypal Zelle  Mastercard Debitcard  Venmo  ApplePay  CashApp  American GooglePay  Discover  StoreCredit SquareCash Facebook —Samsung Pay
Funeral pre-planning 0.8% Express Ccard Messenger
® who Purchased ltems at COSTCO in the past 3 months mWDC m who Purchased ltems at COSTCO in the past 3 months mWDC

DMA Scarborough R2 2025-26: Aug24-Jul26

Qual Intab 4,258

wDC
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60.9% or 2,480,423 of SEA DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.

Adults 25 or older who Purchased Items at COSTCO in the past 3 months are 15.6% more likely to have a
401K, 23.3% more likely to have an Auto Loan, 16.% more likely to Invest/Trade Stocks Online, .5% more likely
to pay with their Debit Card.

ﬁ Investments Owned Adults 25 or older
Loy 5

IRA (Individual Retirement Account)

N d Financial Services Has and/or Uses: Adults 25 or older

Stocks or Stock Options
Mutual Funds
Money Market Funds
Bonds =
21% 7.5% 8.2% 2
Other (Crypto / NFTs / Metals, etc.) 2. - ﬂ 7.3% g5y
— i P oc , o oo " ; i . ...
Second Home or Real Estate Property .4% Checking Debitor ATM  Savings  CreditCard  Online Mobile  OnlineBil  Home Autoloan Certificates of Studentloan Personal Loan Refinanced  Home
Account card Account Banking Banking Paying Mortgage Deposit (CDs) Home  Improvement
529 Plan / College Savings Plan 7 19;?‘ AR Mortgage "':;._;':D‘;“E
w who Purchased tems at COSTCO in the past 3 months mSEA ® who Purchased Items at COSTCO in the past 3 months N SEA

Profess:onal Serwces Used *: Adults 25 or older

Tax P ration Servi
738,461 18.1%
11.1%
348, 784
: ; 8.4% &
I it at a Local Off ot onl
nsurance Agent at a Local Office (not online) 8‘)‘ '
" 5.3%
Estate Planni =
~ R
5.2%
Real Estate Agent u“’%

'E'Past 3-Months Payment Methods Used: Adults 25 or older

Accountant

11.9% 11,09
' S

Debit Card Venmo Zelle MasterCard  Apple Pay  Google Pay  American Cash App  Store Credit Square Cash  Discover Facebook  Samsung Pay

(*Past 12 Months)
Funeral pre-planning H s Express card Messenger
® who Purchased Items at COSTCO in the past 3 months W SEA i who Purchased ltems at COSTCO in the past 3 months W SEA

SEA DMA Scarborough R2 2025-26: Aug24-Jul26 Qual intab 4,573
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48.5% or 2,060,573 of PHX DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.

Adults 25 or older who Purchased Items at COSTCO in the past 3 months are 21.4% more likely to have a
401K, 20.% more likely to have an Auto Loan, 26.9% more likely to Invest/Trade Stocks Online, 1.3% less likely
to pay with their Debit Card.

mﬁ Al.nvest“ments Owned: Adults 25 or older Financial Services Has and/or Uses: Adults 25 or older

401K Plan 1,762,374 41.5%

IRA (Individual Retirement Account)

Stocks or Stock Options

969,000 22.8%
395,552 19.2%

Money Market Funds z;m%
Second Home or Real Estate Property MI%HJ%

Other (Crypto / NFTs / Metals, etc.) g ;;'m

56% 6.10% 6.0% 4300 5.1% 400

14.5%Q EL"

ol X 7.8%
Bonds _1% ] Checking Debitor ATM  Savings  Credit Card Online Mohile Online Bill Money  Certificates of Studentloan Personal Loan Refinanced Home
Account card Account Banking Banking Paying Market  Deposit (CDs) Home  Improvement
529 Plan / College Savings Plan 7.7;:% Rooomk Mortgage "':;"_:'::m“e
w who Purchased ltems at COSTCO in the past 3 months N PHX = who Purchased Items at COSTCO in the past 3 months M PHX

Professional Services Used*: Adults 25 or older 'E'Past 3-Months Payment Methods Used: Adults 25 or older

Tax Preparation Service 5.5.8,571 20.2%

Financial Planner  EOlCED .
723,802 17.0%
Online Investing / Stock Tradil 2fil -
8/ Bl <20.000 12.7%

12.3%

Accountant rela
383,438 9.0%

uoes @ [ ]

Insurance Agent at a Local Office (not online)

353,803 8.3%

5.6%
1]
Real Estate Agent $‘ 0
= 3.2%
Estate Planning u 27%

" 00,9% (*Past 12 Months)
Funeral pre-planning 0.8% Express Card Messenger
® who Purchased ltems at COSTCO in the past 3 months W PHX u who Purchased ltems at COSTCO in the past 3 months H PHX

PHX DMA Scarborough R2 2025-26: Aug24-Jul26 Qual Intab 2,117
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11.7% 11.8%

W e
..

GooglePay  American  Store Credit  Discover  SquareCash  Facebook Samsung Pay

PayPal Zelle Debit Card  MasterCard Venmo Apple Pay Cash App

Major stores bought past 3 months: Costco



"Other Major Stores Bought at in the past 3 months"

P25+ who Purchased Items at COSTCO in the past 3 months (Percent Purchasing Iltems
from AMAZON, SAM'S CLUB, Others past 3 months)

Amazon 177,362,904 73.6%
58,662,526 60.2%
Walmart  geryomgrs 57.7%

52,911,143 , 54.3%
Targa 43.1%
samsciub s-scu [Sinem——s ..
15,465,135 15.9%
BestBuy RPN oo

1 114 15.6%
T Maxx a1 o

Macy's

Marshalls 10.3%
Nordstrom Rack %ﬁ;

IKEA 8,217,897%

12,535, 0 JEET

Nordstrom
w P25+ who Purchased Items at COSTCO in the past 3 months (Percent Purchasing Items from AMAZON, SAM'S CLUB, Others past 3 months)
W P25+ USA (Percent Purchasing Items from AMAZON, SAM'S CLUB, Others past 3 months)
USA DMA Scarborough R2 2025-26: Feb24-jul26 Qual Intab: 18202 * Share of Everything
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"Other Major Stores Bought at in the past 3 months"

it P25+ who Purchased Items at COSTCO in the past 3 months (Percent Purchasing Items
from AMAZON, SAM'S CLUB, Others past 3 months)

1,947,757 —

Amazon gy 69.4% -
1,490,027 ,‘ 63.5%

T w2

1,354,364 57.8%

Walmart stz

@ —
SAMS ClUD s cn P o

480,533 20.5%

TH Maxx

HomeGoods 310 _— 19.5%

450,313 19.2%

BestBuy e
409,074 _ 17_4”

Marshalls ik e
' 406,1 17.3%
Macy's oy
Nordstrom Rack 80,987 12.0%

A
505,198 7.5%
58 944 11.0% CHICAGO
IKEA
Nordstrom mﬁ%

P25+ who Purchased Items at COSTCO in the past 3 months (Percent Purchasing Items from AMAZON, SAM'S CLUB, Others past 3 months)

H P25+ CHICAGO (Percent Purchasing Items from AMAZON, SAM'S CLUB, Others past 3 months)
CHICAGO DMA Scarborough R1 2026: Feb25-Feb26 / Scarborough R1 2025: Feb24-Feb25 Qual Intab: 2465

* Share of Everything
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“"Other Major Stores Bought at in the past 3 months"

PET e P18+ who Purchased Items at COSTCO in the past 3 months (Percent Purchasing ltems
from AMAZON, SAM'S CLUB, Others past 3 months)

Amazon 10 — 77.0%

Walmart 3146563 | sBa%
1,040,512 e ]

Target T

375,610 9.1%

BastBuy e

TJ) Maxx | 327,942 16.7%

oy
N
N
S

318,716 16.2%

HomeGoods e iR 10.5%
i 304,717 = 155%
Macy's [ R 2 o4

Marshalls 11930%
samsclub sovscun ez

H 5
Eouniasmeny 10.1%

5.6% :
Nordstrom Rack ',_3,% WASHINGTON, DC
Nordstrom -4_!1%

P18+ who Purchased Items at COSTCO in the past 3 months (Percent Purchasing Items from AMAZON, SAM'S CLUB, Others past 3 months)

B P18+ WASHINGTON, DC (Percent Purchasing Items from AMAZON, SAM'S CLUB, Others past 3 months)
WASHINGTON, DC DMA  Scarborough R12025-26: Mar24-Mar26  Qual Intab: 4258 Share of Everything

.
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Amazon
Walmart

Target

Best Buy

Macy's
Nordstrom Rack
HomeGoods
Marshalls
Nordstrom

TJ Maxx

IKEA

sam‘s club samscws

"Other Major Stores Bought at in the past 3 months"”

P25+ who Purchased Items at COSTCO in the past 3 months (Percent Purchasing Items
from AMAZON, SAM'S CLUB, Others past 3 months)

2,104,514 . 84.8%
77.6%
1,205,457 48.6%
46.6%
96,255 - 44.2%
b 37.1%

335,219 13.5%
494,441 12.1%

77,813 11.2%
E@ﬂ-zﬂ 13 | 8.29%
4<. ;ns‘!‘lJ296
292,588 7.2%
226,036.1%
288,606 7.1%
2’1&07&'7961

6.8%
2&05'6’%

6.8%
%ﬁs_'&% SEATTLE-TACOMA

B5002
R 1%
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"Other Major Stores Bought at in the past 3 months"
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Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an average of 3 days, 2 hours, 48
minutes and 9 seconds each week with All Forms of Media.

82.1% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an avg. of 7 hours and 43 minutes each week
listening to All Local AM/FM Radio, representing 8.5% of total time spent with all forms of Media.
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Adults 18 or older
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Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an average of 3 days, 4 hours, 9
minutes and 39 seconds each week with All Forms of Media.

86.3% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an avg. of 8 hours and 31 minutes each week
listening to All Local AM/FM Radio, representing 9.7% of total time spent with all forms of Media.
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Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an average of 2 days, 21 hours, 5
minutes and 32 seconds each week with All Forms of Media.

78.2% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an avg. of 6 hours and 40 minutes each week
listening to All Local AM/FM Radio, representing 7.5% of total time spent with all forms of Media.
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Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an average of 3 days, 0 hours, 8
minutes and 12 seconds each week with All Forms of Media.

78.2% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an avg. of 7 hours and 51 minutes each week
listening to All Local AM/FM Radio, representing 8.5% of total time spent with all forms of Media.
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Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an average of 3 days, 1 hours, 39
minutes and 12 seconds each week with All Forms of Media.

84.6% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an avg. of 7 hours and 9 minutes each week
listening to All Local AM/FM Radio, representing 8.2% of total time spent with all forms of Media.
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Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an average of 2 days, 9 hours, 12

minutes and 18 seconds each week with All Forms of Ad-Supported Media.

78.4% of Adults 25 or older who Purchased ltems at COSTCO in the past 3 months spend an avg. of 7 hours and 4 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 9.7% 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
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Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an average of 2 days, 10 hours, 18

minutes and 11 seconds each week with All Forms of Ad-Supported Media.

82.4% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an avg. of 7 hours and 50 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.
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Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an average of 2 days, 4 hours, 1

minutes and 2 seconds each week with All Forms of Ad-Supported Media.

74.6% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an avg. of 6 hours and 7 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 8.8% 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
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Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an average of 2 days, 6 hours, 32

minutes and 59 seconds each week with All Forms of Ad-Supported Media.

74.9% of Adults 25 or older who Purchased ltems at COSTCO in the past 3 months spend an avg. of 7 hours and 0 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.
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Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an average of 2 days, 8 hours, 40

minutes and 1 seconds each week with All Forms of Ad-Supported Media.

81.5% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an avg. of 6 hours and 46 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 9.7% of total time spent with all forms of Ad-Supported Media.
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for an avg. of 60.7 minutes/day.

| Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an average of 8 hours
and 10 minutes each day with All Forms of Ad-Supported Media. 78.4% listen to Local AM/FM Radio
(Local Radio delivers 9.7% of Time with Ad-Supported Media.)
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| Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an average of 8 hours
and 19 minutes each day with All Forms of Ad-Supported Media. 82.4% listen to Local AM/FM Radio
for an avg. of 67.3 minutes/day. (Local Radio delivers 11.1% of Time with Ad-Supported Media.)
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Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an average of 7 hours
and 25 minutes each day with All Forms of Ad-Supported Media. 74.6% listen to Local AM/FM Radio
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| Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an average of 7 hours
and 47 minutes each day with All Forms of Ad-Supported Media. 74.9% listen to Local AM/FM Radio

for an avg. of 60. minutes/day.

(Local Radio delivers 9.6% of Time with Ad-Supported Media.)
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for an avg. of 58.1 minutes/day.

| Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an average of 8 hours
and 5 minutes each day with All Forms of Ad-Supported Media. 81.5% listen to Local AM/FM Radio
(Local Radio delivers 9.7% of Time with Ad-Supported Media.)
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- 76,779,305 or 78.4% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months
listen to Ad-Supported Local AM/FM Radio for an average of 60.7 minutes every day representing
41.2% of all time spent daily with Ad-Supported Audio.

Avg. Week All Aud:o (Persons & % Reach): Adults 25 or older Avg. Day All Audio (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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- 1,931,336 or 82.4% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months
listen to Ad-Supported Local AM/FM Radio for an average of 67.3 minutes every day representing
42.5% of all time spent daily with Ad-Supported Audio.
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- 1,464,821 or 74.6% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months
listen to Ad-Supported Local AM/FM Radio for an average of 52.6 minutes every day representing
38.8% of all time spent daily with Ad-Supported Audio.

Avg. Week All Aud:o (Persons & % Reach): Adults 25 or older Avg. Day All Audio (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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- 1,857,435 or 74.9% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months
listen to Ad-Supported Local AM/FM Radio for an average of 60. minutes every day representing
39.5% of all time spent daily with Ad-Supported Audio.
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- 1,680,291 or 81.5% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months
listen to Ad-Supported Local AM/FM Radio for an average of 58.1 minutes every day representing
43.3% of all time spent daily with Ad-Supported Audio.
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' 76,779,305 or 78.4% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months
listen to Ad-Supported Local AM/FM Radio for an average of 60.7 minutes every day representing
41.2% of all time spent daily with Ad-Supported Audio.
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1,931,336 or 82.4% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months
listen to Ad-Supported Local AM/FM Radio for an average of 67.3 minutes every day representing
42.5% of all time spent daily with Ad-Supported Audio.
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1,464,821 or 74.6% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months
listen to Ad-Supported Local AM/FM Radio for an average of 52.6 minutes every day representing
38.8% of all time spent daily with Ad-Supported Audio.
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1,857,435 or 74.9% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months
listen to Ad-Supported Local AM/FM Radio for an average of 60. minutes every day representing
39.5% of all time spent daily with Ad-Supported Audio.
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1,680,291 or 81.5% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months
listen to Ad-Supported Local AM/FM Radio for an average of 58.1 minutes every day representing
43.3% of all time spent daily with Ad-Supported Audio.
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76,779,305 or 78.4% of Adults 25 or older who Purchased Items at COSTCO 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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1,931,336 or 82.4% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months listen to
Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Pop Contemporary Hit
Radio, Classic Hits, Hot AC, and Classic Rock.
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1,464,821 or 74.6% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months listen to
Ad-Supported Local AM/FM Radio. The Top-5 Formats are All News, Adult Contemporary, Classic Hits,
Country, and Classic Rock.
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1,857,435 or 74.9% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months listen to
Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Country, Classic Rock, Pop
Contemporary Hit Radio, and Classic Hits.
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1,680,291 or 81.5% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months listen to
Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Hot AC, Country, Classic
Hits, and Adult Hits.
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63,980,522 or 65.3% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months
watch Ad-Supported Local TV Stations for an average of 100.7 minutes every day representing 31.8%
of all time spent daily with Ad-Supported Video.
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1,749,069 or 74.6% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months
watch Ad-Supported Local TV Stations for an average of 102.9 minutes every day representing 34.1%
of all time spent daily with Ad-Supported Video.
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1,201,608 or 61.2% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months
watch Ad-Supported Local TV Stations for an average of 69.6 minutes every day representing 27.2%
of all time spent daily with Ad-Supported Video.
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Avg. Week AH Video (Persons & % Reach): Adults 25 or older
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1,369,161 or 55.2% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months
watch Ad-Supported Local TV Stations for an average of 99.9 minutes every day representing 30.3%
of all time spent daily with Ad-Supported Video.

55.7%

55.2%

T e VRV 0. Hours+Minutes/day with
P — e P
m_!!!'.
P — R
P —T
21.0%

m—m:u.aa e
!-!:H:Bl-ll.m

months
= who Purchased ltems at COSTCO in the past 3 months

= SEA

Avg. Day All Video (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older

% Time spent:

E

G P
2 B o8 U8 T8 Ll

-

A

i

Amazon
Prime/IMDb/
FireTV...

AppleT
V+,fubo

Local TV Stations

106.0 YouTub

e Video
255

Premiu

Non-Premium Cable TV m
Networks Cable
92.5

Netflix
295

Hulu/H
ulu +

Disney
VIS +o

Amazon
Prime/IMDb/
FireTV...

AppleT
V+,fubo
,Pluto...

Local TV Stations
99.1
YouTub
e Video
26.0
The

Netflix
27.5

Hulu/H
ulu +
Live...

Roku +

Pa
ra

Roku...

Non-Premium Cable TV A

m
Networks
20.8 Cable... fio

m...

Disney

® who Purchased Items at COSTCO in the past 3 months

W SEA

Avg. Week Ad-Supported Video (Persons & % Reach): Adults 25 or older Avg.

Non-Premium Cable TV...

Local TV Stations

Amazon Prime/IMDb/FireTV
YouTube Video

TikTok

Hulu/Hulu + Live TV (any Hulu)
AppleTV+, fubo,Pluto, Tubi, etc.
Peacock

Paramount+

Netflix

Disney+

Roku + The Roku Channel
Premium Cable TV Networks

Total Persons:

0.28 24,500

Avg. Hours+Minutes/day with Ad-
Supported Video: Adults 25 or older

who Purchased Items at
COSTCO in Ih! past 3

ESEA
4,573

= who Purchased Items at COSTCO in the past 3 momhl

SEA DMA Scarborough R2 2025-26: Aug24-Jul26 Qual intab

Time Spent:
77.1%

X

e 00,
~. = o Tl o
X [RR R R e - e R - jo

Day Ad-Supported Video (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older

All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard | Media That Connects, LLC. All rights reserved.

Non-Premium Cable TV
Networks
87.1

Ne
tfli
X

YouTube
Video
25.4

Local TV Stations
99.9

Hulu/Hul
u+...

Amazon
Prime/IMDb/
FireTV
52

TikT...

Pa

1= AppleT...

Non-Premium Cable TV
Networks
86.0

Hulu/Hul
u+...

YouTube
Video
26.0

AppleTV+
,fubo,Pl...

Local TV Stations
93.9

Amazon
Prime/IMDb/
FireTV
48.5

Netflix Pa

11.4 r.

TikT...

® who Purchased Items at COSTCO in the past 3 months

Major stores bought past 3 months: Costco

B SEA

soefa.ai

* Share of Everything

for Anything _



Avg. Week A{Lﬂlﬁ;jfgo (Persons & % Reach): Adults 25 or older
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1,329,075 or 64.5% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months
watch Ad-Supported Local TV Stations for an average of 98.7 minutes every day representing 32.5%
of all time spent daily with Ad-Supported Video.
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63,980,522 or 65.3% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months

watch Ad-Supported Local TV Stations for an average of 100.7 minutes every day representing 31.8%
of all time spent daily with Ad-Supported Video.
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1,749,069 or 74.6% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months
watch Ad-Supported Local TV Stations for an average of 102.9 minutes every day representing 34.1%
of all time spent daily with Ad-Supported Video.
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1,201,608 or 61.2% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months
watch Ad-Supported Local TV Stations for an average of 69.6 minutes every day representing 27.2%
of all time spent daily with Ad-Supported Video.
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1,369,161 or 55.2% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months
watch Ad-Supported Local TV Stations for an average of 99.9 minutes every day representing 30.3%
of all time spent daily with Ad-Supported Video.
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1,329,075 or 64.5% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months
watch Ad-Supported Local TV Stations for an average of 98.7 minutes every day representing 32.5%
of all time spent daily with Ad-Supported Video.
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' 63,980,522 or 65.3% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months
watch Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Sports, Local
News - Morning, Comedies, Movies, and Dramas.
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1,749,069 or 74.6% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months
watch Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Sports, Local
News - Morning, Comedies, Dramas, and Movies.
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1,201,608 or 61.2% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months
watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening,
Comedies, Local News - Morning, Movies, and Dramas.
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1,369,161 or 55.2% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months
watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening, Local
News - Morning, Comedies, Movies, and Dramas.

Local TVStatfon Programs (Persons & % Reach): Adults 25 or older  Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older

(Averoge Wi % Time spent: {Average Day)
s e P — 2%
Sports
Comedies

Game Shows

Local News - Morning 226

Game Shows
24.4 Local News -

B e — Morning Nation
36.4 Sports

Dramas

Movies
Mystery/S  al/Net

ettt s m_m Avg. HourssMinutes/day with tocol [y | IR : 308 e e
A m TV Stations: Adults 25 or older m Late Food/C S Nows

Night | ooking : 175 13.0
e v P — !ﬂ SRl <hows =
Foscooing 9 —" ood | Docy
i e M 1 39 Mystery/ el . Late  /Coo men
Mystery/Suspense/Crime mm e m Su;p_ense o : ] Lo;al News - anall News - l:_ig::: tarie
Local e Dcumentarie i t Sho 5
Newngtote m 18.4% COSTCOin the past 3 m / -1;"2‘“ W“";‘“gm”'“" i v266nl;g 12 ; 964 =
months = g o 9. i 3.8
tate nightTole - AR R T T
® who Purchased ltems at COSTCO in the past 3 months WSEA ® who Purchased Items at COSTCO in the past 3 months HSEA

{average week) Totol Persons: % Time Spent: A

sports e I T % 13.9%
Lot s -Evenin e ST

ot
s —— Game shows | voves
: M e o

o —
National /Network News @ A53% Avg. Hours+Minutes/day with Ad- m

e Supported Local TV Stations: Adults

i skoen Mm 25 or older 615 | Late

Ad-Supported Local TV Station Programs (Persons & % Reach): Adults 25 or older Ad-Supported Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
fecgenay)

Game Shows
22.6

Natio
nal/N

Mystery/S etwo
uspense/C rk

Comedies N
217 rime News

A .. Myster/Sispens i
i e/Crime Talk
Food/Comong showa 19.4% - - (135 | 19.3 106 ELiEE Food/Co
Local News - Late mm Local News - Local News -  Local News - Night oking...
who Purchased Items at 3 i d i ienc i i a
. Comedies Food/Cookin | Science Morning Evening Late Talk
Lotc Mgt Tolk mm SRSTR e e 231 g Shows... | Fictio... 36.4 276 19.0 9.8 scien...
Schence Fiction 15.8% 085 |
# who Purchased Items at COSTCO in the past 3 months WSEA = who Purchased Items at COSTCO in the past 3 months uSEA
® Share of Ever‘yth1ng
SEA DMA Scarborough R2 2025-26: Aug24-Jul26 Qual Intab 4,573 So al for Anything
- o

All Graphs and soefa.ai Data Modeling Copyright @ 2026 Hubbard | Media That Connects, LLC. All rights reserved.

Major stores bought past 3 months: Costco



Local TVStatron Programs (Persons & % Reach): Adults 25 or olde

(average week)
Sports

Local News - Evening
Comedies

Local News - Morning
Movies

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

Local News - Late

Court Shows

M-H
P —

P —
P — VT
S —Te

who Purchased Items at
COSTCQ in the past 3
months

m who Purchased items at COSTCO in the past 3 months

1,329,075 or 64.5% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months
watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening, Local

News - Morning, Comedies, Dramas, and Movies.
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Avg. Week All ng:tal (Persons & % Reach): Adults 250r older

‘ 74,402,667 or 76.% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months use
Ad-Supported Social Media for an average of 124. minutes every day representing 22.8% of all time
spent daily with Ad-Supported Digital Media.
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1,779,530 or 75.9% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months use
Ad-Supported Social Media for an average of 130.6 minutes every day representing 24.6% of all time

spent daily with Ad—Supported Digital Media.
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1,504,608 or 76.6% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months use
Ad-Supported Social Media for an average of 133.7 minutes every day representing 25.6% of all time
spent daily with Ad-Supported Digital Media.
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1,812,342 or 73.1% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months use
Ad-Supported Social Media for an average of 111.9 minutes every day representing 19.8% of all time
spent daily with Ad-Supported Digital Media.

Avg. Week All ng:tal (Persons & % Reach): Adults 25 or older Avg. Day All Digital (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older

% Time Spent:
OTT TV Streaming Services 84¢

i i Online Non-
Search (Google, Bing, etc) Classes, Premium+
Schools, Premium

- Colleges, Cable

Banking/F Estate // - i i Streaming Audio (Local . < ;
. . Streaming Audio (Local Social Media Universitie Radio/ Social Media Streaming

Sodial Media Radio/ Podcasts/Streaming 127.6 = Podgasts/Streaming 136.3 53.4

Services) R Services)
156.0 Non- Email/Text/IM | o o 156.4 Online Email/Text/IM YouTube/T

EmailText/IM/Zoom,et. (Personal & Work]
Streaming Audio (Local Radio/
Podcasts/Streaming Services) m LELW  avg. HourstMinutes/day with
B e S et
ot oo DTS Y
YouTube/TkTok, etc. BN PRLFY m
Online Classes, Schools, Colleges, Universities m 33 9% Gpssiopy
Local TV Streaming e who Purchased items at
m PIE COSTCO in the past 3

Mo rensumsremim CobleSrcamive FERORTEY NP TR T months

= who Purchased Items at COSTCO in the past 3 months mSEA ® who Purchased Items at COSTCO in the past 3 months W SEA
Avg. Week Ad-. Sug_garted Digital (Persons & % Reach): Adults 25 or older Avg. Day Ad-Supported Digital (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older

Premium+Pre | /Zoom,etc. ikTok. etc. Classes, /Zoom,etc. e
mium Cable | (Personal &... 34'_5 Schools, {Personal &... &
Streaming... | — Colleges,...
Search | Shopping Search  Shop Games/Fan
(Googl (incl.... {Googl  Ping tasy/Betti...
e, Local TV. e, Bing, (incl.
OTT TV Streaming Services Bing, | Games/Fan | OTT TV Streaming Services |Streaming etc.) Food News/ |8
146.9 i etc).. | tasy/Betti. 138.1 48.0 347 /A Wea. |a.

) Non- Non-
Femal et/ A/ Tt (P erecme & Woek) ” Streaming Audio (Local | Premium+Pre Streaming Audio (Local | Premium+Pre
Social Media "_ Radio/ Podcasts/Streaming = mium Cable Radio/ Podcasts/Streaming | mium Cable
28808 I0.3% Services) Streaming Services) Streaming
OTT TV Sty Serocs m—wr- 8.0 282 87.1 506
TR | —r Soll el Socl Vi
il o : - ’ -
Streaming Audio (L anad‘nl Podcasts/Streaming ) \ = = e/ Ti ol
K Avg. Hours+Minutes/day with Ad-  PERIA Streafmiiig YouTube/T | (Google, Stk VETHT}:M/T i (Google,
s IFmtasleeﬁm Sites Supported Digital: Adults 25 or older Adthg 44.9 kT 0:-:‘“» g, etc. 45.4 Ll,ﬁ, :TC - | Bing,
R iy ez - -
; Shappi ¢ d Shoppi NS
tocal 1V Streaming  [RUERRE 57 65 oom,ete. (‘:IF:E’I'"E oom,etc. IEDDI'"E ther/Spor...
T 2 i) OTT TV Streaming Services (Personal & : OTT TV Streaming Services | (Personal& -
P 1077 Work)... Food/Au... et 1010 Work)... Food/Au... =
who Purchased Items at > Banking/... 2 Banking/...
Online Closses, Schools Calleges, Universities  [ORE 0,086 i il
months
= who Purchased Items at COSTCO in the past 3 months = SEA = who Purchased Items at COSTCO in the past 3 months = SEA
SEA  DMA  Scarborough R2 2025-26: Aug24-Jul26  Qual intab 4,573 Eﬁ * Share of Everything

All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard | Media That Connects, LLC. All rights reserved. So .a_l for Anything _

Major stores bought past 3 months: Costco



Search (Google, Bing, etc.)
OTT TV Streaming Services

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

Estate ites/)

Banking/F

Sodial Media
Streaming Audio (Local Radio/
Podcasts/Streaming Services)

Games/Fantasy/Betting Sites
YouTube/TikTok, etc.
Shopping (incl. Food/Auctions/Travel, etc.)

Online Classes, Schoals, Colleges, Universities

Local TV Streaming

No ; ium Cable .

# who Purchased Items at COSTCO in the past 3 months

_m

Avg. Hours+Minutes/day with
Digital: Adults 25 or older

Concurrent
Usage %:

‘who Purchased Items at
COSTCO in the past 3
months

m PHX

Avg. Day All Digital (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older

¢ Spent:
4.'4%
18.2%

338

1,584,913 or 76.9% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months use
Ad-Supported Social Media for an average of 133.9 minutes every day representing 24.8% of all time
spent daily with Ad-Supported Digital Media.
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74,402,667 or 76.% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months use
Ad-Supported Facebook for an average of 44.8 minutes every day representing 36.1% of all time
spent daily with Ad-Supported Social Media.
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1,779,530 or 75.9% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months use
Ad-Supported Facebook for an average of 48.5 minutes every day representing 37.1% of all time
spent daily with Ad-Supported Social Media.
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1,504,608 or 76.6% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months use
Ad-Supported Facebook for an average of 49.1 minutes every day representing 36.7% of all time
spent daily with Ad-Supported Social Media.
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1,805,138 or 72.8% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months use
Ad-Supported Facebook for an average of 37.7 minutes every day representing 33.7% of all time
spent daily with Ad-Supported Social
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1,441,193 or 69.9% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months use
Ad-Supported Facebook for an average of 48.8 minutes every day representing 36.5% of all time
spent daily with Ad-Supported Social Media.
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74,402,667 or 76.% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months use

Ad-Supported Facebook for an average of 44.8 minutes every day representing 36.1% of all time
spent daily with Ad-Supported Social Media.
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| 1,779,530 or 75.9% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months use
Ad-Supported Facebook for an average of 48.5 minutes every day representing 37.1% of all time
spent daily with Ad-Supported Social Media.

75.9%
Weekly 72.5% Avg. Hours+Minutes/day with Ad-Supported

Reach % Social Media: Adults 25 or older

"Share of Ad-Supported Social Media"

N

who Purchased Items at CHI
% of Weekly 45.1% COSTCO in the past 3
Time Spent wi 44.2% ’ months

Ad-Supported
Social Media:

32,99 341% 33.2%

30.5%

27.1% I
9.9%

26.5%

21.2% 30.4%

-

18.0% 187% . . 17.7%

m-

14.5% 17%

33.4%
14.4%

20.3%

Weekly
Total
Pe
i I —
1,779,530 4,864,190 770,705 2,288,311 1,036,387 3,027,596 634,502 2,048,699 778,687 1,870,936 497,481 1,372,020 622,488 1,575,699 423,228 1,257,637 390,137 1,186,642 339,694 1,054,014
Average Facebook YouTube Video Instagram TikTok LinkedIn X Reddit Pinterest WhatsApp Snapchat
Daily Minutes

Using Ad-Supported

e fags XN E2E 6o |

= who Purchased Items at COSTCO in the past 3 months m CHI
CHI DMA Scarborough R2 2025-26: Aug24-Jul26 Qual Intab 2,465 CHI  DMA  Scarborough R2 2025-26: Aug24-Jul26 ~ Qual Intab 7,248 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard | Media That Connects, LLC. All rights reserved. for Anything =
- o

Major stores bought past 3 months: Costco



| 1,504,608 or 76.6% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months use
Ad-Supported Facebook for an average of 49.1 minutes every day representing 36.7% of all time
spent daily with Ad-Supported Social Media.
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| 1,805,138 or 72.8% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months use
Ad-Supported Facebook for an average of 37.7 minutes every day representing 33.7% of all time
spent daily with Ad-Supported Social Media.
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| 1,441,193 or 69.9% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months use
Ad-Supported Facebook for an average of 48.8 minutes every day representing 36.5% 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...
Local Radio: 4,857,741; Social Media: 4,520,256; Non-Prem. Cable: 2,260,665; Local TV:
2,140,721 reaching Adults 25 or older who Purchased Items at COSTCO in t

All Other Digital Media: 6,666,085;
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Local Radio: 123,053; Social Media: 110,961; Local TV: 61,281; Non-Prem. Cable: 57,632
reaching Adults 25 or older who Purchased Items at COSTCO in the past 3 mo

All Other Digital Media: 169,695;
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 120,245;
Local Radio: 91,376; Social Media: 87,540; Non-Prem. Cable: 44,384; Local TV: 37,583
reaching Adults 25 or older who Purchased Items at COSTCO in the past 3 mont
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M-F 6a-7p Avg. Available Impressions per 15-min. are..
Local Radio: 117,474; Social Media: 103,333; Non-Prem. Cable: 52,014; Local TV: 47,635
reaching Adults 25 or older who Purchased Items at COSTCO in the past 3 mo

. All Other Digital Media: 166,336;
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Local Radio: 106,126; Social Media: 98,860; Non-Prem. Cable: 46,521; Local TV: 42,270
reaching Adults 25 or older who Purchased Items at COSTCO in the past 3 mon

All Other Digital Media: 143,119;
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 25 or older

faverage week)
‘Grocery Stores

Billboards & Signs (Weekly Drivers)

Gas Stations/Convenience Stores

Shopping Malls

92,657,432 or 94.6% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months
spend an average of 53.1 minutes per day driving, seeing Billboards and Signs. 65.5% Listen to Local

Radio Stations Out-of-Home for an average of 36.8 minutes/day

Total Persons:

e % |

 Time spent:

3420
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Top-13 Ad-Supported Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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2,184,170 or 93.1% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months
spend an average of 47.4 minutes per day driving, seeing Billboards and Signs. 68.9% Listen to Local
Radio Stations Out-of-Home for an average of 40.7 minutes/day.
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1,815,429 or 92.4% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months
spend an average of 50.5 minutes per day driving, seeing Billboards and Signs. 62.3% Listen to Local
Radio Stations Out-of-Home for an average of 31.8 minutes/day.
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Top-13 Ad-Supported Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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2,355,015 or 94.9% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months
spend an average of 46.8 minutes per day driving, seeing Billboards and Signs. 62.6% Listen to Local
Radio Stations Out-of-Home for an average of 36.4 minutes/day.
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Top-13 Ad-Supported Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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1,953,461 or 94.8% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months
spend an average of 54.9 minutes per day driving, seeing Billboards and Signs. 68.2% Listen to Local
Radio Stations Out-of-Home for an average of 35.2 minutes/day.

 Time spent:

37.3%

® PHX

Top-13 Out—of -Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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Top-13 Ad-Supported Out-of-Home Media (Persons & % Reach): Adults 25 or older
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Top-13 Ad-Supported Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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92,657,432 or 94.6% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an

average of 53.1 minutes per day driving, seeing Billboards and Signs representing 38.9% of all Time Spent
with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported

Out-of-Home Media: Adults 25 or older
Weekly

Reach % "Share of Ad-Supported OOH Media"
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2,184,170 or 93.1% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an
average of 47.4 minutes per day driving, seeing Billboards and Signs representing 33.5% of all Time Spent
with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 25 or older

Reach "Share of Ad-Supported OOH Media"
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1,815,429 or 92.4% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an

average of 50.5 minutes per day driving, seeing Billboards and Signs representing 37.6% of all Time Spent
with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 25 or older

Reach "Share of Ad-Supported OOH Media"
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2,355,015 or 94.9% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an

average of 46.8 minutes per day driving, seeing Billboards and Signs representing 36.6% of all Time Spent
with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported

Out-of-Home Media: Adults 25 or older
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1,953,461 or 94.8% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an
average of 54.9 minutes per day driving, seeing Billboards and Signs representing 40.7% of all Time Spent
with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 25 or older
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Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 25 or older
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Top-26 Residential Zip Codes: Adults 25 or older
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Major stores bought past 3 months: Costco

2,184,170 or 93.1% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months
spend an average of 47.4 minutes per day driving an average of 27.6 miles each day and are 42.9%
more likely to use Touhy Avenue than the Metro average.

Top-26 Employment Zip Codes: Adults 25 or older
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Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 25 or older
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Major stores bought past 3 months: Costco
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1,815,429 or 92.4% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months
spend an average of 50.5 minutes per day driving an average of 29.4 miles each day and are 31.1%
more likely to use Route 28 than the Metro average.

Employment Zip Codes: Adults 25 or older
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Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 25 or older

I-5
1-405
1-90

Highway 99 (Aurora Ave, Evergreen Way,..
Highway 167 (River Road)
Highway 512
1st Avenue (Seattle)
Highway 520
Highway 2
Pacific Avenue (Tacoma)
South Tacoma Way
West Seattle Bridge
Meridian Avenue/Highway 161 (Puyallup)
Highway 522
Narrows Bridge
Lake City Way
Highway 509
Ballard Bridge
6th Avenue (Tacoma)
Denny Way
6th Avenue (Seattle)
Canyon Road East
Fremont Bridge
Highway 169
Montlake Bridge
East Marginal Way

® who Purchased Items

DMA

Scarborough R2 2025-26: Aug24-Jul26

2,711,092 66.6%

=

1,131,254 27.8%

945 215 23.2%

o
863,214 21.2%

539,628 13.3%

B

ETENZ T 8.4%

%

EECETY 83%

EINE 7.2%

z

PRERIE 7.4%

1

EPEWPY] 7.9%

%

307,998 X

152,926 6.2%

PYERT] 6.7%

6.0%

2 5.7%
85.9%

: 5.1%
s
s 5.1%
139:3515.6%
PALRE S5.4%
339215.4%
PILE 5.1%
8/85%.2%
4.9%

198.9

5.2%
55.0%
i 5.0%
43.5%

4.3%
08.5%
4%

7 e
24.3%
5%
i e
o ors

at COSTCO in the past 3 months

Avg. Hours+Minutes/day Driving:
Adults 25 or older

Avg. Miles/Day 0 :4 2
Driving:; —» 24.8

‘who Purchased items at SEA
COSTCO in the past 3
months

= SEA

Qual Intab 4,573

SEA
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard | Media That Connects, LLC. All rights reserved.

Top-26 Residential Zip Codes: Adults 25 or older

98052
98034
98012

!

48310

48249 1.19%
98391 43 812
98223 POS%
98092
98208
98042
98133
98115
98023
98107
98258
98273
98362
98584
98203

o

47,341

36,304

g:

43,187
115%

e
§

49,46

I
n®
o
®

26,897

42,627

40,182

3 0.!
31,938 0.79%

33,006

o
B
®

g

32 470

o
=
ggpp
g
# & 8

o

36,297

o155 ERHF
98198

98001

98375
98026
98117
98103
98501
98058

0.92%
0.82%

3
5

31,307

e

36,117

53‘5
He HE
oM °H o
g ¥ 3

®§

Major stores bought past 3 months: Costco

*‘\

.||
= ,..g-.
B e
$ 38k

1.45%
34%

1.38%

1.30%

g

*I
ik
xR

Top-26

98052
98104
98101
98004
98105
98109
98032
98133
98134
98034
98001
98012
98248
98122
98501
98204
98188
98121
98391
98103
98203
98273
98250
98223
98021
98201

2,355,015 or 94.9% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months
spend an average of 46.8 minutes per day driving an average of 27.2 miles each day and are 18.%
more likely to use Highway 520 than the Metro average.

Employment Zip Codes: Adults 25 or older
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Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 25 or older
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Major stores bought past 3 months: Costco
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1,953,461 or 94.8% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months
spend an average of 54.9 minutes per day driving an average of 32. miles each day and are 42.7%
more likely to use Pima Freeway (NE Loop 101) than the Metro averag
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. 26,668,454 or 27.2% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 9.3 minutes every day representing
31.5% of all time spent daily with All forms of Print Media.

Direct Mail Advertising (excluding Catalogs)
Local Daily Newspaper(s) (Daily+Sunday)
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87 102
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i 131 104 85 = 123 10.0 7.6 74 bt
in the past 3 months
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Day Ad-Supported Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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765,278 or 32.6% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 9.5 minutes every day representing 34.4%
of all time spent daily with All forms of Print Media.

Avg. Week AII Pnnt Media (Persons & % Reach): Adults 25 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older

Total persans: 5 ime spent:
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568,834 or 29.% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 9.5 minutes every day representing 30.9%
of all time spent daily with All forms of Print Media.

Avg. Week All Print Media (Persons & % Reach): Adults 25 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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Local Daily Newspaper(s) (Daily+Sunday)

Direct Mail Advertising (excluding Catalogs)

. 749,531 or 30.2% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months read

Local Daily Newspaper(s) (Daily+Sunday) for an average of 9. minutes every day representing 30.6%

of all time spent daily with All forms of Print Media.
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- 340,016 or 16.5% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 10. minutes every day representing 28.1%
of all time spent daily with All forms of Print Media.

Avg. Week All Print Medla (Persons & % Reach): Adults 25 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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Social Media

Websites
Direct Mail
Broadcast, Cable, & Sat TV

Local Broadcast TV

“Advertising Actions"

P25+ who Purchased Items at COSTCO in the past 3 months (Shopped/Visited/Bought
past 3mos Due to Ads on %)

93,194,205 38.7%

86,023,957 35.7%

70,279,684 29.2%

55,919,311 23.2%

37,231,462 15.4%

Local AM/FM Radio

37,978,540 15.8%

Cable TV Networks

Video Streaming Services

35,661,533 14.8%

35,742,865 14.8%

Podcasts preae 11.8%
Newspapers 27,520,368 11.4%
Audio Streaming Services 55,902,042 T
Billboards  ghyviprn 9.9%
m P25+ who Purchased Items at COSTCO in the past 3 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
m P25+ USA AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
USA DMA Scarborough R2 2025-26: Feb24-Jul26  QualIntab: 18202 * Share of Everything
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Social Media

Websites

Direct Mail

Broadcast, Cable, & Sat TV

Local Broadcast TV

"Advertising Actions"

P25+ who Purchased Items at COSTCO in the past 3 months (Shopped/Visited/Bought
past 3mos Due to Ads on %)

2,558,261 38.1%

2,393,591 35.7%
| 2,086,270
1,519,648

| 1,139,051

Local AM/FM Radio

1,150,524

Video Streaming Services

1,070,295

Cable TV Networks | S
Audio Streaming Services gl T
Podcasts s e
: CHI CAGO
Newspapers et o
Billboards e T
® P25+ who Purchased Items at COSTCO in the past 3 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
W P25+ CHICAGO AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
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Social Media

Websites
Direct Mail

Broadcast, Cable, & Sat TV

"Advertising Actions"

P25+ who Purchased Items at COSTCO in the past 3 months (Shopped/Visited/Bought
past 3mos Due to Ads on %)

1,913,276

1,465,496 " 28.9%

Local AM/FM Radio

Cable TV Networks

Local Broadcast TV

Video Streaming Services
Podcasts

Billboards

Audio Streaming Services

Newspapers

WASHINGTON, DC DMA  Scarborough R12025-26: Mar24-Mar26  Qual Intab: 4258

855,344 16.9%

777,354 15.3%

814,549 T 160%
643,352 12.7%

642,337 12.7%

WASHINGTON, DC
615,100 12.1%

543 600 10.7%

m P25+ who Purchased Items at COSTCO in the past 3 months (Shopped/Visited/Bought past 3mos Due to Ads on %)

M P25+ WASHINGTON, DC AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
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Major stores bought past 3 months: Costco



Social Media

Websites
Direct Mail
Broadcast, Cable, & Sat TV

Video Streaming Services

"Advertising Actions"”

P25+ who Purchased Items at COSTCO in the past 3 months (Shopped/Visited/Bought
past 3mos Due to Ads on %)

1,598,355 39.3%

1,470,769 36.1%
1,143,630 28.1%

826,123 20.3%

Local AM/FM Radio

560,11-7 13.8%

518,834

Podcasts

Cable TV Networks

Local Broadcast TV
Newspapers

Audio Streaming Services

Billboards

533,094 13.1%
462,694 11.4%

448,981 11.0%

452,708 11.1%

— 1L SEATTLE-TACOMA

341,523 8.4%
B P25+ who Purchased Items at COSTCO in the past 3 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
M P25+ SEATTLE-TACOMA AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)

SEATTLE-TACOMA DMA  Scarborough R1 2026: Mar25-Mar26 / Scarborough R1 2025: Feb24-Feb25 Qual Intab: 4573 * Share of Everything
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Major stores bought past 3 months: Costco



Social Media

Websites

Direct Mail

Broadcast, Cable, & Sat TV
Cable TV Networks

Local Broadcast TV

"Advertising Actions"

P25+ who Purchased Iltems at COSTCO in the past 3 months (Shopped/Visited/Bought
past 3mos Due to Ads on %)

1,544,369 36.4%
1,545,082 3.6.5%
1,22.3,997 28.5%

1,00i,151 23.6%

65;6,60é 15.5%

677,794 16.0%

Local AM/FM Radio

651,702 153% |

Video Streaming Services
Newspapers

Podcasts

Audio Streaming Services

Billboards

633,979 14.9%

|

500,948 11.8%

537,814 12.7%

: ‘ PHOENIX
469,608 11.1%

405,249 9.5%
¥ P25+ who Purchased Items at COSTCO in the past 3 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
W P25+ PHOENIX AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)

PHOENIX DMA  Scarborough R2 2026: Aug25-Jul26 / Scarborough R2 2025: Aug24-Jul25  Qualintab: 2117 * 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 =

Major stores bought past 3 months: Costco



