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17.5% or 42,375,547 of USA DMA Adults 25 or older Purchased Items at SAM'S CLUB in the past 3 months.
Typical Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months are 54.2 years old (3.6%
older than average) and have a $99,792 (1.1% higher than average) annual household income.
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Major stores bought past 3 months: Sam's Club



24.5% or 840,618 of MSP DMA Adults 25 or older Purchased Items at SAM'S CLUB in the past 3 months.
Typical Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months are 54.6 years old (4.1%
older than average) and have a $118,391 (4.2% higher than average) annual household income.
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35.8% or 797,465 of STL DMA Adults 25 or older Purchased Items at SAM'S CLUB in the past 3 months.
Typical Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months are 54.8 years old (3.2%
older than average) and have a $117,919 (15.4% higher than average) annual household income.
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22.8% or 386,279 of CIN DMA Adults 25 or older Purchased Items at SAM'S CLUB in the past 3 months.
Typical Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months are 54. years old (2.6%
older than average) and have a $125,286 (23.1% higher than average) annual household income.
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17.7% or 313,183 of WPB DMA Adults 25 or older Purchased Items at SAM'S CLUB in the past 3 months.
Typical Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months are 57.5 years old (1.7%
older than average) and have a $116,875 (6.3% higher than average) annual household income.
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be a parent of 1 or more children under 18.
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17.5% or 42,375,547 of USA DMA Adults 25 or older Purchased Items at SAM'S CLUB in the past 3 months.
Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months are 10.4% less likely to be a
college graduate, .1% less likely to work full-time, 17.8% more likely to be married, 10.% more likely to
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Major stores bought past 3 months: Sam's Club

114 b Stage in Life: Adults 25 or older
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24.5% or 840,618 of MSP DMA Adults 25 or older Purchased Items at SAM'S CLUB in the past 3 months.
Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months are 9.5% less likely to be a
college graduate, 4.3% more likely to work full-time, 17.8% more likely to be married, 7.6% more likely
to be a parent of 1 or more children under 18.
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35.8% or 797,465 of STL DMA Adults 25 or older Purchased Items at SAM'S CLUB in the past 3 months.
Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months are 2.6% more likely to be
a college graduate, 2.8% maore likely to work full-time, 19.3% more likely to be married, 4.5% more likely
to be a parent of 1 or more children under 18.
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22.8% or 386,279 of CIN DMA Adults 25 or older Purchased Items at SAM'S CLUB in the past 3 months.
Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months are 9.3% more likely to be
a college graduate, 8.4% more likely to work full-time, 23.1% more likely to be married, 8.3% less likely
to be a parent of 1 or more children under 18.
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17.7% or 313,183 of WPB DMA Adults 25 or older Purchased Items at SAM'S CLUB in the past 3 months.
Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months are 19.1% less likely to be a
college graduate, 5.9% less likely to work full-time, 10.4% more likely to be married, 35.3% more likely

to be a parent of 1 or more children under 18.
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Major stores bought past 3 months: Sam's Club



17.5% or 42,375,547 of USA DMA Adults 25 or older Purchased Items at SAM'S CLUB in the past 3 months.
Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months are 14.6% more likely to

own their home, 16.6% more likely to own a lower valued home, 17.1% more likely to have a single-family
home, 13.2% more likely to have a dog.
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‘ 24.5% or 840,618 of MSP DMA Adults 25 or older Purchased Items at SAM'S CLUB in the past 3 months.
Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months are 9.% more likely to own

their home, 3.5% more likely to own a higher valued home, 9.9% more likely to have a single-family
home, 5.% more likely to have a dog.
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35.8% or 797,465 of STL DMA Adults 25 or older Purchased Items at SAM'S CLUB in the past 3 months.
Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months are 15.1% more likely to

own their home, 6.6% more likely to own a higher valued home, 10.9% more likely to have a single-family
home, 1.9% less likely to have a dog.
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22.8% or 386,279 of CIN DMA Adults 25 or older Purchased Items at SAM'S CLUB in the past 3 months.
Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months are 14.5% more likely to

own their home, 5.3% more likely to own a higher valued home, 13.% more likely to have a single-family
home, 16.5% more likely to have a dog.
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17.7% or 313,183 of WPB DMA Adults 25 or older Purchased Items at SAM'S CLUB in the past 3 months.
Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months are 5.1% more likely to own

their home, 10.3% more likely to own a lower valued home, 18.9% more likely to have a single-family
home, 5.3% more likely to have a dog.
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17.5% or 42,375,547 of USA DMA Adults 25 or older Purchased Items at SAM'S CLUB in the past 3 months.
Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months are 2.1% less likely to look up
D-I-Y advice online, .7% less likely to always vote in local elections, 1.1% more likely to belong to a gym,

1% less likely to fly domestic past yr.
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24.5% or 840,618 of MSP DMA Adults 25 or older Purchased Items at SAM'S CLUB in the past 3 months.
Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months are 2.9% more likely to look
up D-I-Y advice online, 1.2% less likely to always vote in local elections, 16.2% more likely to belong to a
gym, .6% more likely to fly domestic past y
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35.8% or 797,465 of STL DMA Adults 25 or older Purchased Items at SAM'S CLUB in the past 3 months.
Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months are 1.2% more likely to look
up D-I-Y advice online, 2.7% more likely to always vote in local elections, 15.1% more likely to belong to a

gym, 7.8% more likely to fly domestic past
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22.8% or 386,279 of CIN DMA Adults 25 or older Purchased Items at SAM'S CLUB in the past 3 months.
Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months are 3.% less likely to look up
D-I-Y advice online, 4.4% more likely to always vote in local elections, 1.7% more likely to belong to a gym,
18.9% more likely to fly domestic past y
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17.7% or 313,183 of WPB DMA Adults 25 or older Purchased Items at SAM'S CLUB in the past 3 months.
Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months are 8.4% less likely to look up
D-I-Y advice online, 30.% more likely to always vote in local elections, 19.4% less likely to belong to a gym,
4.3% more likely to fly domestic past
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Past 30-days QSR Users. Adults 25 or older
10 times or more

= who Purchased Items at SAM'S CLUB in the past 2 months

Total Manthly QSR Users: Avg. Monthly QSR Meals:
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17.5% or 42,375,547 of USA DMA Adults 25 or older Purchased Items at SAM'S CLUB in the past 3 months.
Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months are 6.1% more likely to use
QSRs past mo., 7.3% more likely to use Sit-Down Restaurants past mo., 11.5% more likely to use Casinos

past yr., 27.1% less likely to smoke cigarettes.
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Stage Show / Concert

Sports Betting

Used Past 30-days: Adults 25 or older

%

Microbrew / Craft Beer i Spa 2 1.52)2 -
Other Gambling 2‘:;:% Casinos visited past 12 h: s ij / Cannabis Cigarettes Vape
# whe Purchased Items at SAM'S CLUB in the past 3 months mUSA w who Purchased ltems at SAM'S CLUB in the past 3 months = USA “who at SAM 3 months musa
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Major stores bought past 3 months: Sam's Club



Past 30-days QSR Users: Adults 25 or older
—:m
16. !.%

# who Purchased Items at SAM'S CLUB 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

uMSP

24.5% or 840,618 of MSP DMA Adults 25 or older Purchased Items at SAM'S CLUB in the past 3 months.
Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months are 2.% more likely to use
QSRs past mo., 4.2% more likely to use Sit-Down Restaurants past mo., 12.6% more likely to use Casinos

past yr., 21.9% less likely to smoke cigarettes.

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

. 1time 21.2%

2umes
sume
o
sunes

6 -9 times

10times or more m

u who Purchased Items at SAM'S CLUB in the past 3 months u MSP
Total Monthly Sit-Down Re Users:  Avg. Monthly Sit-Down R ant Meals:
76.2% 73.2%

Top-10 Cuisines: Adults 25 or older

(Sit-Down Restaurants Used Past 30-days)

> wean clum wheps/ | Cofe
el S
Sports Bar Coffee Bar  Bakery

maian  steskhouse Upscale vum-{

= who Purchased items at SAM'S CLUB inthe past 3 months nMsP

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
wha Purchased items at SAM'S CLUB in the past 3... 9.1%

2O 406,266 11.8%

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

Any Type of Beer

-V

. v

# who Purchased Items at SAN'S CLUB in the past 3 months

Liquor

Domestic Light Beer
Domestic Regular Beer
Wine

Imported Beer

Microbrew / Craft Beer

uMSP

DMA Scarborough R2 2025-26: Aug24-iul26 Qual Intab

Past 12 months Casino Activities: Adults 25 or older

Slot Machines vy

357,203 10.. &%
m o
o cumine R, 47

angrs 2.1%
Spa 2.2%

32.3%
Table Games (Craps, Poker, etc.)

Stage Show / Concert
Bar / Nightclub 3
Upscale Restaurant

Sports Betting

1360004
hs: Yes

Used Past 30-days: Adults 25 or older

‘ =Y

i / Cannabis Cigarettes

Vape

Casinos visited past 12

= who Purchased ltems at SAM'S CLUB in the past 3 months = MSP

857

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

1 time

%
2 times

3 times

4 times

5 times 10.3%

m who Purchased Items at SAM'S CLUB in the past 3 months
Total Manthly QSR Users: Avg. Monthly QSR Meals:

86.6%

mSTL

‘ 35.8% or 797,465 of STL DMA Adults 25 or older Purchased Items at SAM'S CLUB in the past 3 months.
Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months are 4.6% more likely to use
QSRs past mo., 11.8% more likely to use Sit-Down Restaurants past mo., 1.9% less likely to use Casinos past

yr., 47.3% less likely to smoke cigarettes.

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

1time

18.2%

2 mes

R

sane

some
10times or more

= who Purchased Items at SAM'S CLUB in the past 3 months mSTL

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

81.8% 73.2%

e R -

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

Liquor

Domestic Light Beer
Domestic Regular Beer
Wine

Imported Beer

9 4%

Microbrew / Craft Beer 9.6%

# who Purchased Items at SAM'S CLUB in the past 3 months

mSTL

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

Top-10 Cuisines: Adults 25 or older

(Sit-Down Restaurants Used Past 30-days)

oz Mexian  Cinese et steakhouse  Coffes b
House/ Do
Coffee gar nalu'

maian

sprmu

= who

at SAM'S CLUB in thy 3 months mSTL

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
wha Purchased items at SAM'S CLUB in the past 3... 11.7%

T m 15.7%

Past 12 months Casino Activities: Adults 25 or older

634,546 ZB 5%
263,726 11.8%

Slot Machines

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

Upscale Restaurant g

Sports Betting

Stage Show / Concert

Other Gambling

Z81142

Spa Casinos visited past 12 hs: Yes

Used Past 30-days: Adults 25 or older

%

i / Cannabis

= who Purchased ltems at SAM'S CLUB in the past 3 months mSTL

1,281

STL
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Major stores bought past 3 months: Sam's Club

Cigarettes

Vape

= who Purchased Items at SAM'S CLUB in the past 3 months =STL



Past 30-days QSR Users: Adults 25 or older

1 time

-1

m who Purchased items at SAM'S CLUB in the past 3 months ECIN

Total Manthly QSR Users: Avg. Monthly QSR Meals:

pastyr., 12.7%

22.8% or 386,279 of CIN DMA Adults 25 or older Purchased Items at SAM'S CLUB in the past 3 months.
Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months are 6.9% more likely to use
QSRs past mo., 9.7% more likely to use Sit-Down Restaurants past mo., 20.3% more likely to use Casinos

less likely to smoke cigarettes.

. 1time
2 times
3 times
4 times
5 times
6 -9 times

10times or more

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

15.1%

15.7%

12.3%

10.2%

7.5%

10.3%

4%

= who Purchased Items at SAM'S CLUB in the past 3 months mCIN
Total Monthly Sit-Down Re Users:  Avg. Monthly Sit-Down Restaurant Meals:
82.8% 75.5%

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

Wine

448,117 26‘5%

Imported Beer

32 3
N 18.6% §
Am—— .

# who Purchased Items at SAM'S CLUB in the past 3 months ECIN

DMA Scarborough R2 2025-26: Aug24-Jul26

- ¥

Qual intab

827

CIN
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Table Games (Craps, Poker, etc.)

Bar / Nightclub 05000 10, 4%

Upscale Restaurant

Top-10 Cuisines: Adults 25 or older

(Sit-Down Restaurants Used Past 30-days)

3 Mexican  Chinese

:-m Steakhouse w:u:l naan -a.w upscale vuml{

B m s.ms na. ua‘- D(h«

Asian

=wh at SAM'S CLUBin th

3months =ON

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
17.8%
17.9%

wha Purchased items at SAM'S QLUB in the past 3...

[l 302,302

Past 12 months Casino Activities: Adults 25 or older
Slot Machines

31 A%

Sports Betting
Stage Show / Concert
i 3. G%
Other Gambli
e 12_;;% 655826
58;
Spa E % Casinos visited past 12 months: Yes

= who Purchased items at SAM'S CLUB in the past 3 months mCIN

Major stores bought past 3 months: Sam's Club

Used Past 30-days: Adults 25 or older

4

Cigarettes

Marijuana / Cannabis

= who Purchased Items at SAM'S CLUB in the past 3 months =CIN



Past 30-days QSR Users: Adults 25 or older

1 time

2 times

3 times

4 times

5 times

6-9times

10times or more

mwho Purchased items at SAM'S CLUB in the past 3 months BWPB

Total Monthly QSR Users: Avg. Monthly QSR Meals:

82.2% 77.9%
0

17.7% or 313,183 of WPB DMA Adults 25 or older Purchased Items at SAM'S CLUB in the past 3 months.
Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months are 5.5% more likely to use
QSRs past mo., 12.1% more likely to use Sit-Down Restaurants past mo., 1.% more likely to use Casinos past

yr., 12.6% more likely to smoke cigarettes.

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

1time

14.8%
2 e
e
4 times
5 times
6 -9 times
10times or more

= who Purchased Items at SAM'S CLUB in the past 3 months = WPB

Total Monthly Sit-Down R
82.6%

Users:  Avg. Monthly Sit-Down Restaurant Meals:
73.7%

Top-10 Cuisines: Adults 25 or older

(Sit-Down Restaurants Used Past 30-days)

maian  Mexicn Steakhouss Coffes  Wings/ Upscale  Seafood  Bagel/
House | Burgers Donut/
Coffee Bar Sports Bar Bakery

Chinese  piza

=whao Purchased Items at SAM'S CLUBin the past 3 months. BWPB

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

wha Purchased items at SAM'S QLUB in the past 3... 18.4%

U 319,788 18.1%

Drank Past 30-days: Adults 25 or older

Uauer

5.5%
L 6.0%

Any Type of Beer
Wine

Imported Beer
Domestic Regular Beer

Domestic Light Beer

Microbrew / Craft Beer

# who Purchased Items at SAM'S CLUB in the past 3 months mWPB

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

Past 12 months Casino Activities: Adults 25 or older

Slot Machines g 22.7% -

190,276 10.8% 1
9.2%
76,395 4.3%
m 5.7%
0%

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

Stage Show / Concert

Bar / Nightclub
Sports Betting
Spa

Other Gambling

Used Past 30-days: Adults 25 or older

i / Cannabis

Cigarettes Vape

Casinos visited past 12

= who Purchased Items at SAM'S CLUB in the past 3 months =WPB

1,042

wrB
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Major stores bought past 3 months: Sam's Club
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17.5
Adul

% or 42,375,547 of USA DMA Adults 25 or older Purchased Items at SAM'S CLUB in the past 3 months.
ts 25 or older who Purchased Items at SAM'S CLUB in the past 3 months are 1.8% more likely to have a

401K, 24.% more likely to have an Auto Loan, 8.2% less likely to Invest/Trade Stocks Online, 5.9% more likely
to pay with their Debit Card.

ﬁ Investments Owned: Adults 25 or older

401K Plan

11;,.2.1;;,190 46.
IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

Bonds

Other (Crypto / NFTs / Metals, etc.)
529 Plan / College Savings Plan 9%

3,810,764 9.0%
19,224,538 K73

® who Purchased ltems at SAM'S CLUB in the past 3 months

Second Home or Real Estate Property
musA

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

77% 71% 2% 5.5% 5.5% 4.7%

0 8.8%
Certificates of Studentloan Personal Loan Refinanced Home
Deposit (CDs) Home  Improvement
Mortgage Loan or Home
Equity Loan

e :
Checking  Debit or ATM
Account card

Online Bill
Paying

Credit Card Online

Banking

savings Auto Lloan
Account

Banking

® who Purchased Items at SAM'S CLUB in the past 3 months B USA

Professional Services Used*: Adults 25 or older

Tax Preparation Service ey 1
" 52,272,315 21.6%

35,995,003 14.9%
504,94 10.6%
24,124,803

Financial Planner

Online Investing / Stock Trading

Accountant 10.0%

20,783,539 8.6%
ERLvAhe 3.8%
el 3.5%
el 3.4%
!xl.l"
1.1%
® who Purchased Items at SAM'S CLUB in the past 3 months
Scarborough R2 2025-26: Feb24-jul26

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

Estate Planning

(*Past 12 Months)

Funeral pre-planning
HUSA
USA

USA Projection Qual Intab

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

10.4% 10.7%

6.4% 6.5%

3.9% 4.1%

Facebook  Samsung Pay
Messenger

Store Credit
Card

HUSA

Discover

GooglePay  American
Express

% who Purchased ltems at SAM'S CLUB in the past 3 months

Venmo Apple Pay

MasterCard

Zelle Cash App Square Cash

7,602
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Major stores bought past 3 months: Sam's Club




24.5% or 840,618 of MSP DMA Adults 25 or older Purchased Items at SAM'S CLUB in the past 3 months.
Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months are 7.6% more likely to have a
401K, 20.5% more likely to have an Auto Loan, 1.2% less likely to Invest/Trade Stocks Online, 4.% more likely

to pay with their Debit Card.

ﬁ Investments Owned Adults 25 or older
e o e

401K Plan

1344690 53.7%

21.3%

?31 ME 21.3%

55 15.8%

508,434 14.8%

11.5%

364,087 JRTA
e o

9.9%

7.3%
9.0%
83,322 9.9%
2703wk

w who Purchased ltems at SAM'S CLUB in the past 3 months

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
mMSP

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

6.3% 6.8% 59%

i 15.7%)
Checking Savings  Debitor ATM Credit Card Online Bill Home Money  Certificates of Studentloan Personal Loan  Home  Refinanced
Account Account card Paying Mortgage Market  Deposit (CDs) Improvement  Home
Account Loan or Home Mortgage
Equity Loan
# who Purchased Items at SAM'S CLUB in the past 3 months u MSP

Professional Services Used *: Adults 25 or older

Tax Preparation Service
v 593 98‘3 26. 0%
25.. 4%

Financial Planner

i i k Tradil
Online Investing / Stock Trading
13.7%
Insurance Agent at a Local Office (not online) 12_5%
12.9%
5.3%
1 3.6%
b 4.3%
Estate Planning E 33%
1.7%
1.5%
® who Purchased ltems at SAM'S CLUB in the past 3 months
DMA Scarborough R2 2025-26: Aug24-Jul26

Real Estate Agent

(*Past 12 Months)

Funeral pre-planning
uMSP

Qual Intab 857

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

12.2%
96%  7.6% 7.9%

3.6% 3.3%
—n

‘Venmo DebitCard  MasterCard  Apple Pay Zelle Store Credit  American  Google Pay  Cash App Discover  Square Cash  Facebook Samsung Pay
Ccard Express Messenger
 who Purchased ltems at SAM'S CLUB in the past 3 months u MSP

MSP
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Major stores bought past 3 months: Sam's Club




35.8% or 797,465 of STL DMA Adults 25 or older Purchased Items at SAM'S CLUB in the past 3 months.
Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months are 9.9% more likely to have a
401K, 9.2% more likely to have an Auto Loan, 21.8% more likely to Invest/Trade Stocks Online, 3.3% more
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 ey

IRA (Individual Retirement Account)
Money Market Funds m”"s 0%
10.3%
Bonds >
8,571 11.1%
Other (Crypto / NFTs / Metals, etc.) ’ %

529 Plan / College Savings Plan 8?5";" Checking  Debit or ATM

7.2% 8.5% 75%

55% 5.8% 4.0%
9.4%
ST o e

1 16.9%)

Online Online Bill Mobile Home Auto Loan Money

Certificates of Studentloan Personal Loan Refinanced  Home
== Account card Banking Paying Banking Mortgage Market  Deposit (CDs) Home  Improvement
Second Home or Real Estate Property 523‘% Rooomk Mortgage "‘:;"_: ':D‘;“E
w who Purchased ltems at SAM'S CLUB in the past 3 months mSTL

® who Purchased Items at SAM'S CLUB in the past 3 months W STL

Professional Services Used *: Adults 25 or older

Tax Preparation Service
" 528 A12 23.7%

Financial Planner

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

Online Investing / Stock Trading

262,544

Insurance Agent at a Local Office (not online) 1 436
13.
Accountant 231,004 10.4% 59. '

9 4.7%
1]
Real Estate Agent .3 7%
4.3%
Estate Planning !3 5%

i 1.6% (*Past 12 Months) Paypal  DebitCard MasterCard Zelle ApplePay  CashApp  Discover  GooglePay StoreCredit American  Facebook  Square Cash Samsung Pay
Funeral pre-planning El 2% Card Express Messenger
# who Purchased ltems at SAM'S CLUB in the past 3 months WSTL ® who Purchased ltems at SAM'S CLUB in the past 3 months W STL

STL DMA Scarborough R2 2025-26: Aug24-jul26 Qual Intab 1,281
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22.8% or 386,279 of CIN DMA Adults 25 or older Purchased Items at SAM'S CLUB in the past 3 months.
Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months are 14.4% more likely to have a
401K, 11.8% more likely to have an Auto Loan, 7.7% more likely to Invest/Trade Stocks Online, 8.9% less likely

to pay with their Debit Card.

mﬁ ﬁlnvestments Owned: Adults 25 or older

256,680 15.2%

.

11.7%

B

153,09 9.1%

BB o
7.9%

.

7.2%

8.1%
5.9%

» who Purchased ltems at SAM'S CLUB in the past 3 months

IRA (Individual Retirement Account)

Stocks or Stock Options

Mutual Funds

Money Market Funds

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

Second Home or Real Estate Property

mCIN

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

5.2%

e B 8.8% 7.0% 8.2%
% 6.5% g 39
h -

Checking  Debit or ATM

Money  Certificates of Studentloan Personal Loan  Home Refinanced
Account card Banking Mortgage Market  Deposit (CDs) Improvement  Home
Account Loan or Home Mortgage
Equity Loan
® who Purchased Items at SAM'S CLUB in the past 3 months ECIN

Professional Services Used*: Adults 25 or older

Yuchrpartion Servies
18.2%

Financial Planner

Online Investing / Stock Trading

0.9%
148, 438
-

Insurance Agent at a Local Office (not online)

Accountant

Real Estate Agent

Estate Planning u 2;',5‘9‘
. 5.0% (*Past 12 Months)
Funeral pre-planning m
® who Purchased ltems at SAM'S CLUB in the past 3 months mCIN

DMA Scarborough R2 2025-26: Aug24-Jul26 Qual Intab 827

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

10.4% 9.8%
6.2% 4%

- e
; [ [

Square Cash  Facebook Samsung Pay
Messenger

Discover

Google Pay  Store Credit
Card

Cash App American
Express

# who Purchased Items at SAM'S CLUB in the past 3 months

MasterCard  Debit Card Zelle Apple Pay

mCIN

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

Major stores bought past 3 months: Sam's Club




17.7% or 313,183 of WPB DMA Adults 25 or older Purchased Items at SAM'S CLUB in the past 3 months.
Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months are 5.5% less likely to have a
401K, 6.2% more likely to have an Auto Loan, 17.8% more likely to Invest/Trade Stocks Online, 13.5% more

likely to pay with their Debit Card.

mﬁ ‘lnvestments Owned: Adults 25 or older Financial Services Has and/or Uses: Adults 25 or older

401K Plan 675,‘211 38.2%
617,929 35.

IRA (Individual Retirement Account) 0%

5 16.5%
Mutual Funds  press 16.6%

13.9%
266,038 15.1%
39,528 12.6%

Bonds  prrpr 10.8%

Money Market Funds

S 20.6% 008
0% LB L SR em 37 3% 0 27%

e 16.7%)|
Zcain
Auto loan Money  Certificates of Personal Loan Studentloan Home Refinanced

Other (Crypto / NFTs / Metals, etc.) mm iﬁ"

9.6%

Lo

Credit Card Online Mobile

Second Home or Real Estate Property 8.3% Checking  Debit or ATM
- ; ) Account card Banking Banking. Paying Market  Deposit (CDs) Improvement  Home
529 Plan / College Savings Plan 1,;'5% Account L:::i: :'n“fm“e Mortgage
» who Purchased ltems at SAM'S CLUB in the past 3 months uWPB ® who Purchased Items at SAM'S CLUB in the past 3 months = WPB

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

Tax Preparation Service - pudm 18.7%
Financial Planner kel a5
299,967 17.0%
Accountant g
268,267 15.2% 52.5%

. 16.4%
7 8.9%
.0 ®

Insurance Agent at a Local Office (not online)

Estate Planning 2.8% 118.6% | 5% 98% o
PR SA% a0% 3%
2.8%
Rl Estate rgert PRt o ... B e BT
i 15% (*Past 12 Months) visa Debitcard  Venmo  ApplePay  American  CashApp Store (redit GooglePay  Discover  SquareCash Facebook —Samsung Pay
Funeral pre-planning g "o Express card Messenger
# who Purchased ltems at SAM'S CLUB in the past 3 months uWPB # who Purchased Items at SAM'S CLUB in the past 3 months uWPB

WPB DMA Scarborough R2 2025-26: Aug24-Jul26 Qual Intab 1,042
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"Other Major Stores Bought at in the past 3 months"

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

— _ 84.5%
Amazon 176,976,707 73.4%
.33'771'_013 80.2%
Walmant s7.4%
Target | O S—

43.1%

cosno Costco g 793 109 39.9%

40.1%
TJ Maxx

Best Buy 7,150,321

Marshalls 24

| T ——
HomeGoods 1945';” Mber‘ '
Macy's ’i%
IKEA cBordr

Nordstrom Rack

Nordstrom

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

B P25+ USA (Percent Purchasmg Items from AMAZON, COSTCO, Others past 3 months)
USA DMA Scarborough R2 2025-26: Feb24-jul26 Qual Intab:

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

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

- 719,504 85.6%
Amazon e
Walmart 063,488 — 78.9%
Target D N o cs

62.5%
COSTCO ... = B o
=———WHOLESALE === — = '
146,793 17.5%
Best Buy <
sam's clu
TJ Maxx 06

108,844 12.9%
HomeGoods 8.3% Thangs for

102,319 12.2% being q
Marshalls %&-ﬁgﬁ_ e
L L e 10.3%

69,568.3%
IKEA 6.4%

Nordstrom Rack &’&%:9% MINNEAPOLIS-ST. PAUL
Nordstrom ﬁwg%

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

M P25+ MINNEAPOLIS-ST. PAUL (Percent Purchasing Items from AMAZON, COSTCO, Others past 3 months)
MINNEAPOLIS-ST. PAUL DMA  Scarborough R1 2026: Feb25-Feb26 / Scarborough R1 2025: Feb24-Feb25 Qualintab: 857 * Share of Everything
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"Other Major Stores Bought at in the past 3 months"

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

— : 84.4%
Amazon 73.1%

665,029 . 834%
Walmart 907,662 70.4%

417,026 52.3%

Target prem | 40.7%

COSTCO ... ===

- 232,183 22.2%
=—WHOLESALE =

Best Buy mﬂﬁﬁ' 1150'?

116,563 14.6%
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"Other Major Stores Bought at in the past 3 months"
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"Other Major Stores Bought at in the past 3 months”

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

Walmart . N

260,887 - 83.3%
76.0%

Amazon

Target 11&113 3’7’.7935_,5%
COSTCO .- = 7%

36.3%

Marshalls
TJ Maxx

HomeGoods Thanks
or

oeing e Member

Macy's

Best Buy h 04 14-52(;.5_'%

Nordstrom | - 2 = —
IKEA %ﬁg% WEST PALM BEACH-BOCA RATON
Nordstrom Rack 5 0%

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

W P25+ WEST PALM BEACH-BOCA RATON (Percent Purchasing Items from AMAZON, COSTCO, Others past 3 months)
WEST PALM BEACH-BOCA RATON DMA  Scarborough R2 2026: Aug25-Jul26 / Scarborough R2 2025: Aug24-jun25 Qual intab: 1042 Share of Everything

.
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard | Media That Connects, LLC. All rights reserved. S O e fa . al for Anything =

Major stores bought past 3 months: Sam's Club



Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months spend an average of 3 days, 12 hours, 2
minutes and 54 seconds each week with All Forms of Media.

86.% of Adults 25 or older who Purchased ltems at SAM'S CLUB in the past 3 months spend an avg. of 8 hours and 7 minutes each week
listening to All Local AM/FM Radio, representing 8.3% 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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Major stores bought past 3 months: Sam's Club



Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months spend an average of 3 days, 11 hours, 14
minutes and 3 seconds each week with All Forms of Media.

88.% of Adults 25 or older who Purchased ltems at SAM'S CLUB in the past 3 months spend an avg. of 8 hours and 43 minutes each week
listening to All Local AM/FM Radio, representing 9.2% of total time spent with all forms of Media.
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Major stores bought past 3 months: Sam's Club



Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months spend an average of 3 days, 15 hours, 34
minutes and 0 seconds each week with All Forms of Media.

87.7% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months spend an avg. of 8 hours and 11 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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Major stores bought past 3 months: Sam's Club



Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months spend an average of 3 days, 19 hours, 41
minutes and 17 seconds each week with All Forms of Media.

88.3% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months spend an avg. of 8 hours and 16 minutes each
week listening to All Local AM/FM Radio, representing 8.% of total time spent with all forms of Media.
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Major stores bought past 3 months: Sam's Club



Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months spend an average of 3 days, 14 hours, 14
minutes and 4 seconds each week with All Forms of Media.

84.7% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months spend an avg. of 8 hours and 39 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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Major stores bought past 3 months: Sam's Club

Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months spend an average of 2 days, 16 hours, 29

minutes and 8 seconds each week with All Forms of Ad-Supported Media.

82.6% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months spend an avg. of 7 hours and 43 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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Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months spend an average of 2 days, 15 hours, 56
minutes and 42 seconds each week with All Forms of Ad-Supported Media.

83.3% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months spend an avg. of 8 hours and 9 minutes each weel
listening to Local Ad-Supported AM/FM Radio, representing 10.6% of total time spent with all forms of Ad-Supported Media.

Avg. H:M:5/week with All Forms of Ad-
Supported Media: Aduits 18 or older
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Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months spend an average of 2 days, 19 hours, 55

minutes and 42 seconds each week with All Forms of Ad-Supported Media.

84.4% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months spend an avg. of 7 hours and 52 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 9.8% 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 SAM'S CLUB in the past 3 months spend an average of 3 days, 0 hours, 8

minutes and 30 seconds each week with All Forms of Ad-Supported Media.

84.8% of Adults 25 or older who Purchased Items at SAM'S CLUB 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 9.2% of total time spent with all forms of Ad-Supported Media.
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Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months spend an average of 2 days, 19 hours, 51
minutes and 51 seconds each week with All Forms of Ad-Supported Media.

82.5% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months spend an avg. of 8 hours and 17 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 10.1% of total time spent with all forms of Ad-Supported Media.

EXo.

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

- o
concus
usage 49.0%

Weekly
Reach %:

who Purchased Items at WPB
SAM'S CLUB in the past 3
% of Total months
Weekly H:M:

Avg. Weekly
Hours:Minutes:
&
Q¢
éé‘
® who Purchased Items at SAM'S CLUB in the past 3 months HWPB
°
® Share of Everything
DMA Scarborough R2 2025-26: Aug24-Jul26 Qual Intab 1,04 wrB DMA Scarborough R2 2025-26: Aug24-Jul26 Qual Intab 4,823 HUbefd ° SO(‘_fa for Anything o
All Graphs und soefa.ai Data Modeling Copyright © 2026 Hubbard | Media That Connects, LLC. AH rights reserved. media that connects

Major stores bought past 3 months: Sam's Club



" Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months spend an average of 9
hours and 12 minutes each day with All Forms of Ad-Supported Media. 82.6% listen to Local AM/FM
Radio for an avg. of 66.3 minutes/day. (Local Radio delivers 9.9% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 25 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months spend an average of 9
hours and 8 minutes each day with All Forms of Ad-Supported Media. 83.3% listen to Local AM/FM

Radio for an avg. of 69.9 minutes/day. (Local Radio delivers 10.6% of Time with Ad-Supported Media.)
Top-13 All Forms of Media (Persons & % Reach): Adults 25 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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| Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months spend an average of 9
hours and 42 minutes each day with All Forms of Ad-Supported Media. 84.4% listen to Local AM/FM

Radio for an avg. of 67.5 minutes/day.

(Local Radio delivers 9.8% of Time with Ad-Supported Media.)
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| Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months spend an average of 10
hours and 18 minutes each day with All Forms of Ad-Supported Media. 84.8% listen to Local AM/FM
Radio for an avg. of 67.4 minutes/day. (Local Radio delivers 9.2% of Time with Ad-Supported Media.)
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| Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months spend an average of 9
hours and 41 minutes each day with All Forms of Ad-Supported Media. 82.5% listen to Local AM/FM

Radio for an avg. of 71.1 minutes/day.

(Local Radio delivers 10.1% of Time with Ad-Supported Media.)
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Avg. Week All Aud:o (Persons & % Reach): Adults 25 or older
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- 35,014,325 or 82.6% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
listen to Ad-Supported Local AM/FM Radio for an average of 66.3 minutes every day representing
42.7% of all time spent daily with Ad-Supported Audio.
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- 700,457 or 83.3% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
listen to Ad-Supported Local AM/FM Radio for an average of 69.9 minutes every day representing
43.5% of all time spent daily with Ad-Supported Audio.

Avg. Week Al! mﬁudio (Persons & % Reach): Adults 25 or older

Local AM/FM Radio

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

5 Time Spent:

84.3% 54 30
Podcasts M
Spotify m Podcasts
SiriusXM 250

YouTube Music

8.1%

Podcasts
21.7

SiriusXM
21.2

Owne

™v

Owned Music 9 5
2 d Pando Music
Pandora mm Avg. Hours+Minutes/day with YouTub v Music ra Chan
Audio: Adults 25 or older . i G
TV Music Channels Pandora | e Music '2':':::5”' SiriusXM 10.7 10.4
All Others mm 11.7 11.0 17.1

Amazon Music

Apple Music 85 =2 o4 N . .

) ) P — who Purchased Items at Local AM/EM Radio Music Radio Music S NI:

iHeartRadio PSRN S 33 SAM'S CLUB in the past 3 74.8 11.3 71.2 12.3 9.5 - S
S . 4.8% months udiopo...

Audiobooks  EYXEFT M I 415

mllll‘!‘rl

u who Purchased ltems at SAM'S CLUB in the past 3 months

u MSP

=y ® = e 0
o o e = 5
TEEEREREER 2

Amazon

Local AM/FM

All

YouTube Oth

Am
azo

® who Purchased Items at SAM'S CLUB in the past 3 months

u MSP

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

Local AM/FM Radio
Podcasts
TV Music Channels

Tatal Persons:

Laoeao | s

YouTube Music m‘ m Podcasts Podcasts Spotify
Pandora w28 2% 2o 230 112
spotify YIRS R
All Others  JEITATRS BT2% Avg. Hours+Minutes/day with Ad- Blta YouTub | Amazo YouTube - Al
iHeartRadio Supported AudiotAdults 23 oriokder m Pandora chieic il s Music I::::::Il: 0‘29'

Amazon Music

12:2

9.4

8.9

11.0

10.0

741

i ) .5% :
Audiobooks . ? ) 10... . S :
: 8% who Purchased Iems at msp 0 Local AM/FM Radio Channels Giher | Local AM/FM Radio Pandora n dio...
owned Music iy 0858 SAM'S CLUB i the past 3 0,05 69.9 96 s SiriusX_. | 64.1 108 Musi... .
ol SiriusX... SirisX...
AppleMusic i 803
= who Purchased ltems at SAM'S CLUB in the past 3 months = MSP ® who Purchased Items at SAM'S CLUB in the past 3 months u MSP
MSP DMA Scarborough R2 2025-26: Aug24-Jul26 Qual Intab 857 Share of Everything

soefa.ai

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

Major stores bought past 3 months: Sam's Club



Avg. Week Al! mﬂudio (Persons & % Reach): Adults 25 or older

- 672,997 or 84.4% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
listen to Ad-Supported Local AM/FM Radio for an average of 67.5 minutes every day representing
43.4% of all time spent daily with Ad-Supported Audio.
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- 327,636 or 84.8% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
listen to Ad-Supported Local AM/FM Radio for an average of 67.4 minutes every day representing
47.7% of all time spent daily with Ad-Supported Audio.
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258,233 or 82.5% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
listen to Ad-Supported Local AM/FM Radio for an average of 71.1 minutes every day representing
39.9% of all time spent daily with Ad-Supported Audio.
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' 35,014,325 or 82.6% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
listen to Ad-Supported Local AM/FM Radio for an average of 66.3 minutes every day representing
42.7% of all time spent daily with Ad-Supported Audio.
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700,457 or 83.3% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months

listen to Ad-Supported Local AM/FM Radio for an average of 69.9 minutes every day representing
43.5% of all time spent daily with Ad-Supported Audio.
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672,997 or 84.4% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
listen to Ad-Supported Local AM/FM Radio for an average of 67.5 minutes every day representing
43.4% of all time spent daily with Ad-Supported Audio.
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327,636 or 84.8% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
listen to Ad-Supported Local AM/FM Radio for an average of 67.4 minutes every day representing
47.7% of all time spent daily with Ad-Supported Audio.
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39.9% of all time spent daily with Ad-Supported Audio.

258,233 or 82.5% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
listen to Ad-Supported Local AM/FM Radio for an average of 71.1 minutes every day representing

82.5%

Weekly
Reach %

"Share of Ad-Supported Audio”

21.1% 22.6%

18.6%

Weekly
Total
Persons

258,233 1,357,707 66,203 398,331 58,391 249,824 46,889 236,498 43,743 156480 44,557 228,390 29,192 157,735
Local AM/FM Podcasts YouTube Music Pandora Amazon Music TV Music Spotify
Average Radio

Channels

Daily Mi

wpB DMA Searborough R2 2025-26: Aug24-Jul26 Qual Intab 1,042 wprB DMA

Scarborough R2 2025-26: Aug24-Jul26
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard | Media That Connects, LLC. All rights reserved.

Major stores bought past 3 months: Sam's Club

Qual Intab 4,823

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

who Purchased Items at WPB
SAM'S CLUB in the past 3
months
8.6%
5.4% 6.6% 5.9%
3.2% 3.3%
3.9% [ %]

27,068 95,935 20,749 103,453 10,054 58,850
iHeartRadio All Others SiriusXM

b e e R e e

* Share of Everything




Local AM/FM Rad:o Formats (Persons & % Reach): Adults 25 or older Local AM/FM Radio Formats (% Time Spent & Avg. Mmutes/day Spent): Adults 25 or older

(Average Week)
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News/Talk/Information
Classic Hits

Country

Classic Rock

Pop Contemporary Hit Radio
Hot AC

Alternative

Adult Hits

All Sports
Contemporary Christian
Urban AC

All News

35,014,325 or 82.6% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Classic Hits, Adult Contemporary,
Country, Classic Rock, and Pop Contemporary Hit Radio.
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700,457 or 83.3% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months listen to
Ad-Supported Local AM/FM Radio. The Top-5 Formats are Country, Hot AC, Classic Hits,
News/Talk/Information, and Pop Contemporary Hit Radio.
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[Averoge Week)

672,997 or 84.4% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months listen to
Ad-Supported Local AM/FM Radio. The Top-5 Formats are Classic Hits, Classic Rock, New Country, Adult
Contemporary, and Adult Hits.
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327,636 or 84.8% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months listen to
Ad-Supported Local AM/FM Radio. The Top-5 Formats are Country, Classic Hits, Adult Contemporary,
News/Talk/Information, and Classic Rock.
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Urban AC, and Country.

258,233 or 82.5% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months listen to
Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Classic Rock, Classic Hits,
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29,936,535 or 70.6% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
watch Ad-Supported Local TV Stations for an average of 124.4 minutes every day representing 32.9%
of all time spent daily with Ad-Supported Video.
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Avg. Week A{Lﬂlﬁ;jfgo (Persons & % Reach): Adults 25 or older
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634,625 or 75.5% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
watch Ad-Supported Local TV Stations for an average of 127.3 minutes every day representing 32.8%
of all time spent daily with Ad-Supported Video.
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594,817 or 74.6% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
watch Ad-Supported Local TV Stations for an average of 133. minutes every day representing 34.9%
of all time spent daily with Ad-Supported Video.

71.1%

66.1%

Video Adults 25 or older

-

PR ™, % s ot

SAM'S CLUB in the past 3
months

P ——

= who Purchased ltems at SAM'S CLUB in the past 3 months mSTL

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

% Tima spent:

i

3

Roku +
The Roku
Channe...

Amazon
Prime/IMD
b/FireTV...

Premium
Cable...
Non-Premium
Cable TV
Networks
101.0

Para
moun
t+.

AppleT
V+,fu...

Hulu/H

Local TV Stations
ulu +...

137.2

Local TV Stations
132.2

Non-Premium Cable TV
Networks
107.7

Amazon
Prime/IMDb
JFireTV...

Netflix
325

Roku +
The
Roku

Chann...

Apple
TV+HT
ubo,P
luto...

YouTub
e Video
269

Disn
ey...

Hulu/Hulu Param

+ Live... ount...
Peaco
ol

Premium
Cable...

= [ o
PR R R RS

m who Purchased Items at SAM'S CLUB in the past 3

months

mSTL

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

Local TV Stations

Non-Premium Cable TV...

Amazon Prime/IMDb/FireTV
YouTube Video

TikTok

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

Peacock

Netflix

Roku + The Roku Channel
Disney+

Premium Cable TV Networks

STL

DMA

Total Persons:

o R (WU
700 1 o7 e
m-m-

F mpm—
B 835
0.0%
= who Purchased Items at SAM'S CLUB in the past 3 momhs
Scarborough R2 2025-26: Aug24-Jul26 Qual Intab

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

who Purchased Items at
SAM'S CLUB in H|e|sst5

mSTL
1,281

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

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

Amazon
Prime/IM
Db/FireTV

47.4

Non-Premium Cable TV
Networks
97.8

Hulu/H
ulu +...

Netflix
12.8

Appl

el..

YouTub

e Video TikTok
254 123

Param
ount...

Local TV Stations

133.0 s

Local TV Stations
127.2

Amazon

Prime/IM

Non-Premium Cable TV Db/FireT
Networks \'

103.6 445

AppleTV
+fubo...

TikTok Rok
13.0 ...

YouTub

e Video
27.0

Netflix
123

Para

Hulu/Hu
lu +...

m...

m who Purchased Items at SAM'S CLUB in the past 3 months

Major stores bought past 3 months: Sam's Club

soefa.ai

WSTL

* Share of Everything
for Anything _



Avg. Week A{Lﬂlﬁ;jfgo (Persons & % Reach): Adults 25 or older

Local TV Stations

Non-Premium Cable TV...

Amazon Prime/IMDb/FireTV
Netflix

YouTube Video

Roku + The Roku Channel
AppleTV+fubo,Pluto, Tubi, etc.
Hulu/Hulu + Live TV (any Hulu)
TikTok

Paramount+

Disney+

Peacock

Premium Cable TV Networks

282,236 or 73.1% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
watch Ad-Supported Local TV Stations for an average of 138. minutes every day representing 32.2%
of all time spent daily with Ad-Supported Video.
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Avg. Week A{Lﬂlﬁ;jfgo (Persons & % Reach): Adults 25 or older
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215,238 or 68.7% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
watch Ad-Supported Local TV Stations for an average of 106.8 minutes every day representing 28.2%
of all time spent daily with Ad-Supported Video.
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29,936,535 or 70.6% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
watch Ad-Supported Local TV Stations for an average of 124.4 minutes every day representing 32.9%
of all time spent daily with Ad-Supported Video.
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634,625 or 75.5% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
watch Ad-Supported Local TV Stations for an average of 127.3 minutes every day representing 32.8%
of all time spent daily with Ad-Supported Video.
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594,817 or 74.6% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
watch Ad-Supported Local TV Stations for an average of 133. minutes every day representing 34.9%
of all time spent daily with Ad-Supported Video.
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282,236 or 73.1% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
watch Ad-Supported Local TV Stations for an average of 138. minutes every day representing 32.2%
of all time spent daily with Ad-Supported Video.
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215,238 or 68.7% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
watch Ad-Supported Local TV Stations for an average of 106.8 minutes every day representing 28.2%
of all time spent daily with Ad-Supported Video.
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' 29,936,535 or 70.6% of Adults 25 or older who Purchased Items at SAM'S CLUB 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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Major stores bought past 3 months: Sam's Club



' 634,625 or 75.5% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
watch Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Sports, Local
News - Morning, Comedies, Game Shows, and Movies.
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Local TVStatron Programs (Persons & % Reach) Adults 25 or older
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' 594,817 or 74.6% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
watch Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Local News -
Morning, Sports, Comedies, Movies, and Game Shows.
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' 282,236 or 73.1% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
watch Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Sports, Local
News - Morning, Movies, Comedies, and Game Shows.
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Local TV Station Programs (Persons & % Reach) Adults 25 or older
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' 215,238 or 68.7% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months

watch Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Comedies,
Local News - Morning, Game Shows, Movies, and Sports.
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‘ 32,553,825 or 76.8% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
use Ad-Supported Social Media for an average of 137. minutes every day representing 23.6% of all
time spent daily with Ad-Supported Digital Media.
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‘ 645,390 or 76.8% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
use Ad-Supported Social Media for an average of 117.2 minutes every day representing 21.% of all
time spent daily with Ad-Supported Digital Media.
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625,806 or 78.5% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
use Ad-Supported Social Media for an average of 136.9 minutes every day representing 24.% of all
time spent daily with Ad-Supported Digital Media.
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296,428 or 76.7% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
use Ad-Supported Social Media for an average of 136.4 minutes every day representing 23.2% of all
time spent daily with Ad-Supported Digital Media.
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249,080 or 79.5% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
use Ad-Supported Social Media for an average of 154.1 minutes every day representing 25.% of all
time spent daily with Ad-Supported Digital Media.
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32,553,825 or 76.8% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
use Ad-Supported Facebook for an average of 49.6 minutes every day representing 36.2% of all time
spent daily with Ad-Supported Social Media.
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645,390 or 76.8% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
use Ad-Supported Facebook for an average of 40.9 minutes every day representing 34.9% of all time
spent daily with Ad-Supported Social Media.
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625,806 or 78.5% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
use Ad-Supported Facebook for an average of 51.8 minutes every day representing 37.8% of all time
spent daily with Ad-Supported Social Media.
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296,428 or 76.7% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
use Ad-Supported Facebook for an average of 48. minutes every day representing 35.2% of all time
spent daily with Ad-Supported Social Media.
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Avg. Week All Socml Media (Persons & % Reach): Adults 25 or older Avg. Day All Social Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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249,080 or 79.5% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
use Ad-Supported Facebook for an average of 58.9 minutes every day representing 38.2% of all time
spent daily with Ad-Supported Social Media.
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32,553,825 or 76.8% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months

use Ad-Supported Facebook for an average of 49.6 minutes every day representing 36.2% of all time
spent daily with Ad-Supported Social Media.
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| 645,390 or 76.8% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
use Ad-Supported Facebook for an average of 40.9 minutes every day representing 34.9% of all time
spent daily with Ad-Supported Social Media.
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Major stores bought past 3 months: Sam's Club



| 625,806 or 78.5% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months

use Ad-Supported Facebook for an average of 51.8 minutes every day representing 37.8% of all time
spent daily with Ad-Supported Social Media.

Weekly Avg. Hours+Minutes/day with Ad-Supported
Reach % 78.5%
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Major stores bought past 3 months: Sam's Club



| 296,428 or 76.7% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
use Ad-Supported Facebook for an average of 48. minutes every day representing 35.2% of all time
spent daily with Ad-Supported Social Media.

Weekly

Avg. Hours+Minutes/day with Ad-Supported
Reach %

Social Media: Adults 25 or older
"Share of Ad-Supported Social Media"
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Major stores bought past 3 months: Sam's Club



| 249,080 or 79.5% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
use Ad-Supported Facebook for an average of 58.9 minutes every day representing 38.2% of all time
spent daily with Ad-Supported Social Media.

Weekly Avg. Hours+Minutes/day with Ad-Supported
Reach % 79.5% Social Media: Adults 25 or older
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Major stores bought past 3 months: Sam's Club



M-F 6a-7p Avg. Available Impressions per 15-min. are...
Local Radio: 2,222,280; Social Media: 2,100,049; Non-Prem. Cable: 1,074,595; Local TV:
1,050,095 reaching Adults 25 or older who Purchased Items at SAM'S CLUB

All Other Digital Media: 3,008,152;

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 25 or older who Purchased Items at SAM'S CLUB in
the past 3 months
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Local Radio: 44,580; Social Media: 41,395; Local TV: 21,438; Non-Prem. Cable: 19,951
reaching Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 m

All Other Digital Media: 58,519;
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Local Radio: 42,755; Social Media: 42,362; Non-Prem. Cable: 23,310; Local TV: 22,688
reaching Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 m

All Other Digital Media: 61,389;
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Local Radio: 20,827; Social Media: 20,069; Non-Prem. Cable: 10,940; Local TV: 10,191
reaching Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 m

All Other Digital Media: 27,979;
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the past 3 months
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Local Radio: 16,479; Social Media: 15,892; Non-Prem. Cable: 8,630; Local TV: 6,898
reaching Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 mon

All Other Digital Media: 20,530;
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Major stores bought past 3 months: Sam's Club




40,212,366 or 94.9% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
spend an average of 55. minutes per day driving, seeing Billboards and Signs. 69.1% Listen to Local
Radio Stations Out-of-Home for an average of 40.2 minutes/

Top-13 Out-of-Home Media (Persons & % Reach): Adults 25 or older
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 25 or older

faverage week)
‘Grocery Stores

Billboards & Signs (Weekly Drivers)

810,888 or 96.5% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
spend an average of 55.8 minutes per day driving, seeing Billboards and Signs. 69.7% Listen to Local

Radio Stations Out-of-Home for an average of 42.3 minutes/da
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765,042 or 95.9% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
spend an average of 58.4 minutes per day driving, seeing Billboards and Signs. 70.5% Listen to Local
Radio Stations Out-of-Home for an average of 40.9 minutes/da

Top-13 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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366,128 or 94.8% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
spend an average of 60.2 minutes per day driving, seeing Billboards and Signs. 70.9% Listen to Local
Radio Stations Out-of-Home for an average of 40.8 minutes/da

Top-13 Out-of-Home Media (Persons & % Reach): Adults 25 or older
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 25 or older
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299,169 or 95.5% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
spend an average of 62.2 minutes per day driving, seeing Billboards and Signs. 68.9% Listen to Local
Radio Stations Out-of-Home for an average of 43.1 minutes/da
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40,212,366 or 94.9% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months spend

an average of 55. minutes per day driving, seeing Billboards and Signs representing 39.7% of all Time Spent
with Ad-Supported Out-of-Home Media.
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Out-of-Home Media: Adults 25 or older
Weekly

Reach % "Share of Ad-Supported OOH Media"

who Purchased Items at USA
SAM'S CLUB in the past 3
months
69.1% 0%
35.4%
34.4% 31.8%
20.8% 22.2%

14.9%
13.1%
° 113% ggy

Weekly
Total
Persons
Reached:

6.4% 5.8%

743,866 23 35
Grocery Stores

5.0%

3.8%

Biflboards & Sighs

156,321,154 171,834,556

"AM/FM Radio

,002, 76,520,259
Restaurants & Bars

Walking in Towns,

§hobping7ﬁﬂia7ﬁ£54

—
TR AT T
Average (Weekly Drivers) Cities, Downtown
Daily Minutes Areas
with Ad-Supported
OOH Media: )
XA o:s |
® who Purchased Items at SAM'S CLUB in the past 3 months m USA
Searborough R2 2025-26: Feb24-1ul26 USA Projection Searborough R2 2025-26: Feb24-lul26 Qual Intab 45,110

usA USA Projection Scarborough R2 2025-26: Feb24-Jul26 Qual Intab 7,602
All Graphs and soefo.ai Data Modeling Copyright © 2026 Hubbard | Media That Connects, LLC. All rights reserved.

ﬁ ® Share of Everything
-al for Anything _ o

Major stores bought past 3months: Sam's Club




810,888 or 96.5% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months spend an
average of 55.8 minutes per day driving, seeing Billboards and Signs representing 40.6% 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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765,042 or 95.9% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months spend an
average of 58.4 minutes per day driving, seeing Billboards and Signs representing 41.3% of all Time Spent
with Ad-Supported Out-of-Home Media.
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366,128 or 94.8% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months spend an

average of 60.2 minutes per day driving, seeing Billboards and Signs representing 42.2% of all Time Spent
with Ad-Supported Out-of-Home Media.
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299,169 or 95.5% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months spend an
average of 62.2 minutes per day driving, seeing Billboards and Signs representing 42.3% 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: Sam's Club

810,888 or 96.5% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
spend an average of 55.8 minutes per day driving an average of 32.5 miles each day and are 50.4%
more likely to use MN 13 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: Sam's Club
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765,042 or 95.9% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
spend an average of 58.4 minutes per day driving an average of 34. miles each day and are 64.4%
more likely to use Route 15 than the Metro average.
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366,128 or 94.8% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
spend an average of 60.2 minutes per day driving an average of 35. miles each day and are 82.6%
more likely to use Bridgetown Road than the Metro average.
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Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 25 or older

1-95

us1

St Lucie West Blvd
Florida Turnpike
Port St Lucie Blvd
Military Trail
Okeechobee Blvd
Congress Avenue
45th Street
Southern Blvd

Us 441

Forest Hill Blvd

Palm Beach Lakes Blvd
Lake Worth Road
State Road 70

PGA Blvd

Northlake Blvd

Blue Heron Blvd
Boynton Beach Road
Hypoluxo Road

US 710/Beeline Highway
Donald Ross Road
Indiantown Road
Glades Road
Gateway Blvd
Linton Blvd
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1,161,565 65.8%
95,8 62.6%
877,984 49.7%
m 29.3%
12.6%

L 29.2%

524,763 29.7%
27.9%

228 707 13.0%

25.1%

3 4 22.6%
29.0%
17.8%
198,650 11.3%
O
20.5%

41.1%

17,
581 025
03 5.7%
328 586 18.6%

i 14.9%
273,346 15.5%

1 13.6%
312,949 17.7%

146,624 IFESS
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258 742 14.7%
"
247,252 14.0%
161,195 CRLS

16.5%
229,904 13.0%
1203503
g
FEHT 9.3%
B
148,410 JEXH
m 13.5%
175173 R

32.9%

Avg. Hours+Minutes/day Driving:
Adults 25 or older
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34953
32968
34986
32958
34087
34983
34952
32966
34951
33463
32962
32967
33461
33460
34984
33415
33407
33470
34957
33406
34946
349081
34997
33414
32960

34982

Top-26 Residential Zip Codes: Adults 25 or older

10.95%
65,699 3.72%
r 4.97%

1.34%

4.22%

2.85%
e
30817 IS W
EERT 1.93%
K 1.72%
| 0.91%
EYRLYIN 2.14%

1.58%
1. 66%

1.40%
1.34%

M-!Bmz.sm

1.29%
2.10%

1.28%
. 79%

1.22%
3 1.31%

Major stores bought past 3 months: Sam's Club

Top-26

34953
34986
33461
34950
33411
34987
349083
33407
32960
34997
34994
32968
34952
33410
32958
34957
33470
32967
34984
33401
32962
34981
33458
33478
33462
33404

299,169 or 95.5% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
spend an average of 62.2 minutes per day driving an average of 36.2 miles each day and are 132.9%
more likely to use St Lucie West Blvd than the Metro average.

Employment Zip Codes: Adults 25 or older
2.75%
22 848 1.29%
W 2.14%
0.79%
2.11%
1.43%
R
0.74%

!

39517 2.28%
1.79%
11850 0.67%
583 1.46%
12,089 0.68%

: 1a1%
19 386 1.10%
m 1.38%

0.72%
20384 1.15%
1.24%
0.30%
: 1.19%
11,838 0.67%
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. 10,467,581 or 24.7% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 8.8 minutes every day representing
33.% 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

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

Local Daily Newspaper(s) (Sunday)
Books

New York Times (Daily+Sunday)

New York Times (Daily)

New York Times (Sunday)

All Local Weekly Newspapers

Wall Street Journal (Daily)

USA Today (Daily)

Magazines

Catalogs

m_un
” M
_!-'l'f-

‘who Purchased Items at SAM'S
CLUB in the past 3 months

# who Purchased Items at SAM'S CLUB in the past 3 months

Avg. Hours+Minutes/day with All
Print Media: Adults 25 or older

7%

Local Daily
Newspaper(s)
(Sunday)
123

Local Daily
Newspaper(s)
(Daily+Sunday)
88

New York Times
(Sunday)

116

Local Daily New York Times
New York Times Newspaper(s) (Daily (Daily)
(Daily+Sunday) 83 8.0
9.8

Direct Mail
Advertising
Wall Street Journal (excluding
(Daity) Magazines Catalogs)
9.5 7.8 7.4

Local Daily
Newspaper(s)
(Sunday)
123

New York Times
(Daily+Sunday)
102

Wall Street Journal
(Daity)
101

Local Daity
Newspaper(s) (Daily
83

Magazines
16 74

Local Daily
Newspaper(s)
{Daily+Sunday)
88

New York Times
(Daity)
8.2

Direct Mail
Advertising
(excluding
Catalogs)

Catalogs
X

bR RS R PR R R R R ia
£ e

muUsA

= who Purchased Items at SAM'S CLUB in the past 3 months

mUSA

Avg. Week Ad-Supported AII Prmt Media (Persons & % Reach) Adults 25 or older Avg.

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

Local Daily Newspaper(s) (Sunday)

New York Times (Daily+Sunday)

New York Times (Daily)

New York Times (Sunday)

All Local Weekly Newspapers

Wall Street Joual (Daily)

USA Today (Daily)

Magazines

Catalogs

Books

USA

USA Projection
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CLUB in the past 3 months
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New York Times
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. 273,865 or 32.6% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 9. minutes every day representing
35.8% of all time spent daily with All forms of Print Media.

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

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

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

All Local Weekly Newspapers

New York Times (Daily+Sunday)

New York Times (Daily)

New York Times (Sunday)

Wall Street Journal (Daily)

USA Today (Daily)

Catalogs

Magazines

‘who Purchased Items at SAM'S MSP
CLUB in the past 3 months

= who Purchased Items at SAM'S CLUB in the past 3 months uMSP

Avg. Hours+Minutes/day with All
Print Media: Adults 25 or older
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125 9.1 16 125
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9.6
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Advertising 37
Wall Street Journal (excluding
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9.8 8.0 73 AR
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Avg. Week Ad-Supported AII Print Media (Persons & % Reach): Adults 25 or older Avg.

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

Local Daily Newspaper(s) (Sunday)
Direct Mail Advertising (excluding Catalogs)
All Local Weekly Newspapers

New York Times (Daily+Sunday)

New York Times (Daily)

New York Times (Sunday)

Wall Street Joual (Daily)

USA Today (Daily)

Catalogs

Magazines

Books
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R e— ' £

% Time Spent:

0.2%

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

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

Wall Street Journal (Daily) Local Daily
9.2

Newspaper(s)

: Local Daily
Local Daity usA "";‘; (Daily) “;"2' Mewspaper(s)

Newspaper(s) * . (Sunday)
(Sunday) 12.5
125
New York Times
{Daily+Sunday)
L New York Times (Daily)
7.6

New York Times. Direct Mail Adve New York Times
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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

i Persons:
B R T, o
e ———L8 4
e —

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

Local Daily Newspaper(s) (Daily+Sunday)
Lot Dy ewsapert) i) _m_

Books

USA Today (Daily)

New York Times (Daily)

Wall Street Journal (Daily)

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

All Local Weekly Newspapers
Magazines

CLUB in the past 3 months
Catalogs

= who Purchased Items at SAM'S CLUB in the past 3 months

Avg. Hours+Minutes/day with All
Print Media: Adults 25 or older

‘who Purchased Items at SAM'S

. 179,663 or 22.5% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 8.6 minutes every day representing

31.6% of all time spent daily with All forms of Print Media.

Local Daily
Newspaper(s)
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12.0
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Newspaper(s)
{Daily+Sunday)

86

USA Today (Daily)
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New York Times New York Times | (excluding
(Daily+Sunday) (Daily} Catalogs)
9.9 8.0 76

Wall Street Journal
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Advertising T
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Magazines Catalogs)
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Avg. Week Ad-Supported AII Print Media (Persons & % Reach): Adults 25 or older Avg.
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Local Daity
Newspaper(s)
(Sunday)
12.0

New York Times.
{Sunday)
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Wall Street Joumal (Daily)
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Magazines

New York Times
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9.9 Local Daily
Newspaper(s) New York Times
(Daily {Daily)
81 8.0

Direct Mail Advertising (excluding
Catalogs)
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USA Today (Daily)
9.3

10.2
Local Daily
Newspaper(s)
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New York Times
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New York Times
(Sunday)

USA Taday (Daily}
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. 78,624 or 20.4% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 8.5 minutes every day representing 29.8%
of all time spent daily with All forms of Print Media.

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

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

Local Daily Newspaper(s) (Sunday)
Books

USA Today (Daily)

‘Wall Street Journal (Daily)

New York Times (Daily+Sunday)

New York Times (Daily)

New York Times (Sunday)

Magazines

Catalogs

All Local Weekly Newspapers

R ——— ;.

_
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Avg. Hours+Minutes/day with All

‘who Purchased Items at SAM'S
CLUB in the past 3 months
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. 77,177 or 24.6% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 10.1 minutes every day representing 34.%
of all time spent daily with All forms of Print Media.

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

Local Daily Newspaper(s) (Daily+Sunday)

20.1% |
00

Direct Mail Advertising (excluding Catalogs)

Local Daily Newspaper(s) (Daily

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

®
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New York Times
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Wall Street Journal
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Newspaper(s)
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USA Today (Daily)
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New York Times (Sunday)

New York Times (Daily)
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Newspaper(s)
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“Advertising Actions"

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

Social Media

93,192,754

Websites

85,059,147
Direct Mail 70.283.320

Broadcast, Cable, & Sat TV 5.6,03.0..7.68 e

Local Broadcast TV

37,492,128 15.6%

Local AM/FM Radio

37,938,711 15.7%

Cable TV Networks 35.722,823 14.8%

Video Streaming Services

35,669,613 14.8%

Newspapers iy
Podcasts ey 11.8%

1 _ USA

Audio Streaming Services

23,885,054 9.9%
m P25+ who Purchased Items at SAM'S CLUB 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: 7602

* Share of Everything
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Billboards

Major stores bought past 3 months: Sam's Club



Social Media

Websites
Direct Mail
Broadcast, Cable, & Sat TV

Local Broadcast TV

"Advertising Actions"

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

1,340,383

1,184,252

564,250 28.1%

824,084

568,048

Local AM/FM Radio

565,549

Cable TV Networks

Video Streaming Services
Newspapers

Podcasts

Billboards

Audio Streaming Services

480,994

470,823

406,629 11.8%

),386 ‘ MINNEAPOLIS-ST. PAUL
326,460 9.5%

277,401 8.1%
B P25+ who Purchased Items at SAM'S CLUB in the past 3 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
B P25+ MINNEAPOLIS-ST. PAUL AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)

MINNEAPOLIS-ST. PAUL DMA  Scarborough R1 2026: Feb25-Feb26 / Scarborough R1 2025: Feb24-Feb25 Qual Intab: 857 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. S O e a o al for Anything o

Major stores bought past 3 months: Sam's Club



Social Media

Websites
Direct Mail

Broadcast, Cable, & Sat TV

"Advertising Actions"

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

794,236 35.6%
729,941 32.7%

614,596 27.6%

497,872 22.3%

Local Broadcast TV

Cable TV Networks

Local AM/FM Radlo

Podcasts 254,060 11.4%
: ; ; 36,368 : ST. LOUIS
Audio Streaming Services 192,122 .o -
Billboards 219,620 9.9%
m P25+ who Purchased Items at SAM'S CLUB in the past 3 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
B P25+ ST. LOUIS AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
ST.LOUIS DMA Scarborough R12026: Feb25-Feb26 / Scarborough R1 2025: Feb24-Feb25 Qual Intab: 1281 f‘ * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. SO e a . al for Anything =

Major stores bought past 3 months: Sam's Club



“Advertising Actions"

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

Social Media 616,265 36.4%
Websites 568,510 33.6%
Direct Mail

519,522 30.7%

Broadcast, Cable, &Sat TV  gyrreer 24.0%

Local Broadcast TV

269,757 16.0%

260,67

271,668

Cable TV Networks

Local AM/FM Radio

Video Streaming Services 214,475 i
NewsPapers 195.476 11.6%
Podcasts i T
Audio Streaming Services  epiimes eroiil _
Billboards ALHA e
P25+ who Purchased Items at SAM'S CLUB in the past 3 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
W P25+ CINCINNATI AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
CINCINNATI DMA  Scarborough R1 2026: Feb25-Feb26 / Scarborough R1 2025: Feb24-Feb25 Qual Intab:... * 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 ¢

Major stores bought past 3 months: Sam's Club



Websites

Social Media

Direct Mail

Broadcast, Cable, & Sat TV
Cable TV Networks

Local Broadcast TV

Video Streaming Services

Newspapers

"Advertising Actions"

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

616,830 34.9%

669,133 37.9%

507,120 28.7%

437,183 24.8%

320,571 18.2%

295,373 16.7%

244,865 13.9%

198,298 11.2%

Local AM/FM Radio

240,806 13.6%

Audio Streaming Services
Billboards

Podcasts

WEST PALM BEACH-BOCARATON DMA  Scarborough R2 2026: Aug25-Jul26 / Scarborough R2 2025: Aug24-Jun25 Qualintab: 1042

| 171,439 9.7%

} WEST PALM BEACH-BOCA RATON
133,736 7.6%

173,782 9.8%
® P25+ who Purchased Items at SAM'S CLUB in the past 3 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
B P25+ WEST PALM BEACH-BOCA RATON AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)

Share of Everything

.
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. S 0 e a i a l for Anything ©

Major stores bought past 3 months: Sam's Club



