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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.
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



19.5% or 1,310,226 of CHI 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 53.3 years old (2.6%
older than average) and have a $109,710 (1.1% lower than average) annual household income.
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10.1% or 514,164 of WDC 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 52.7 years old (2.6%
older than average) and have a $147,288 (4.1% higher than average) annual household income.
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Major stores bought past 3 months: Sam's Club




1.9% or 77,125 of SEA 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 55.4 years old (7.5%
older than average) and have a $143,074 (11.4% higher than average) annual household income.
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20.5% or 871,019 of PHX 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 (3.8%
older than average) and have a $113,671 (2.2% 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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19.5% or 1,310,226 of CHI 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 13.4% less likely to be a
college graduate, .9% less likely to work full-time, 14.1% more likely to be married, 20.7% 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

114 b Stage in Life: Adults 25 or older
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be a parent of 1 or more children under 18.
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10.1% or 514,164 of WDC 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 14.9% less likely to be a
college graduate, 4.6% more likely to work full-time, 20.3% more likely to be married, .8% 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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1.9% or 77,125 of SEA 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 51.6% more likely to be
a college graduate, 10.6% less likely to work full-time, 18.2% more likely to be married, 14.5% less 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
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to be a parent of 1 or more children under 18.
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20.5% or 871,019 of PHX 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% more likely to be a
college graduate, 3.2% less likely to work full-time, 18.3% more likely to be married, 14.7% more likely
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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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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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Major stores bought past 3 months: Sam's Club



‘ 19.5% or 1,310,226 of CHI 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 10.1% more likely to

own their home, 8.% more likely to own a lower valued home, 12.9% more likely to have a single-family
home, 20.1% more likely to have a dog.
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Major stores bought past 3 months: Sam's Club



10.1% or 514,164 of WDC 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 16.2% more likely to

own their home, 12.5% more likely to own a lower valued home, 17.% more likely to have a single-family
home, 14.% more likely to have a dog.
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| 1.9% or 77,125 of SEA 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 21.1% more likely to

own their home, .7% more likely to own a higher valued home, 3.6% more likely to have a single-family
| home, 6.1% more likely to have a dog.
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home, 13.4% more likely to have a dog.
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20.5% or 871,019 of PHX 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 14.1% more likely to

own their home, 4.% more likely to own a lower valued home, 14.1% more likely to have a single-family
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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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19.5% or 1,310,226 of CHI 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 1.8% less likely to look up
D-I-Y advice online, 1.9% less likely to always vote in local elections, 9.6% less likely to belong to a gym,

2.2% less likely to fly domestic past y
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10.1% or 514,164 of WDC 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.% less likely to look up
D-I-Y advice online, 10.5% more likely to always vote in local elections, 2.8% less likely to belong to a gym,
2% more likely to fly domestic past yr
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1.9% or 77,125 of SEA 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 2.7% less likely to look up
D-I-Y advice online, 3.7% more likely to always vote in local elections, 35.8% more likely to belong to a

gym, 32.9% more likely to fly domestic past
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20.5% or 871,019 of PHX 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.% less likely to look up
D-I-Y advice online, 5.8% more likely to always vote in local elections, 1.7% more likely to belong to a gym,

1.1% more likely to fly domestic past yr
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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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mUsA

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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# 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
USA USA Prajection Scarborough R2 2025-26: Feb24-1ul26 Qual Intab 7,602
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Major stores bought past 3 months: Sam's Club



Past 30-days QSR Users: Adults 25 or older

Y q Lime

3 times

T

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

4 times

5 times

6-9times

10times or more

B CHI

19.5% or 1,310,226 of CHI 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.% more likely to use
QSRs past mo., 1.6% more likely to use Sit-Down Restaurants past mo., 20.1% more likely to use Casinos

past yr., 31.% less likely to smoke cigarettes.

. 1time
2 times
3 times

4 times 9.8%

5 times 7.1%

6 -9 times 7.0%

10times or more

3.7%
= who Purchased Items at SAM'S CLUB in the past 3 months

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

15.3%

T 15.8%

13.0%

= CHI
ant Meals:

Top-10 Cuisines: Adults 25 or older

(Sit-Down Restaurants Used Past 30-days)

e
0.5

3.
Piza  chinese  Coffee  mafan  Wings/ Bagel/  Upscale Steakhouse Indian/
House / Burgers | Donut/ hai /
Caffee Bar spors Bar  Bakery Other

agian

= who Purchased Items at SAM'S OLUBIn the past 3 months. mCHI

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
wha Purchased items at SAM'S CLUB in the past 3... 21.4%

(e BN 1,407,529 21.0%

Domestic Light Beer

Total Monthly QSR Users: Avg. Monthly QSR Meals: Total Monthly Sit-Down Re Users:  Avg. Monthly Sit-Down R
Hefad 85.7% - 73.0% 718% -
Drank Past 30-days: Adults 25 or older L Past 12 months Casino Activities:
Tt ares s, Pk )
o e s
Imported Beer 7 Upscale Restaurant g

2,036,494 30.3%
7%

Domestic Regular Beer

-V
L= :
716,075 10.7%

ECHI

Microbrew / Craft Beer

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

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

Stage Show / Concert
Sports Betting

Spa

Other Gambling

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

1,401

CHI
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Casinos visited past 12

Adults 25 or older

2,080,573

Used Past 30-days: Adults 25 or older

/ Cannabis Cigarettes

hs: Yes

mCHI

Major stores bought past 3 months: Sam's Club

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



1 time

3 times

12.8%

12.7% |

4 times 10.2%

5 times 10.4% B

6-9times

Past 30-days QSR Users: Adults 25 or older

16.0%

10 times or more
® who Purchased Items at SAN'S CLUB in the past 3 months

Total Monthly QSR Users:
92.4%

83.0%

"WDC

Avg. Monthly QSR Meals:

10.1% or 514,164 of WDC 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 11.3% more likely to use
QSRs past mo., 7.6% more likely to use Sit-Down Restaurants past mo., 28.3% more likely to use Casinos

past yr., 41.2% less likely to smoke cigarettes.

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

1time 15.4%

2 times 16.2%

3 times 12.2%

4 times 10.0%

5 times 8.0%
6 -9 times 7.6%

10times or more

.6%

u I

m who Purchased Items at SAM'S CLUB in the past 3 months mWDC
Total Monthly Sit-Down Re Users:  Avg. Monthly Sit-Down R
78.5% 72.9%

Drank Past 30-days: Ad

Liquor

ults 25 or older

'z.x.al.aoo .42.0%
Ay Typa of Bae
Wine 1,801,722 : 35.5%
Imported Beer '1;39-2‘901 “27.0%
R——

: 7.6%
Microbrew / Craft Beer 12.0%

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

DMA Scarborough R2 2025-26: Aug24-jul26

- ¥
| |

mWDC

Qual intab

Tabl

-' Past 12 months Casino Activities: Adults 25 or older

Slot Machines gy

P —
Bar / Nightclub
: B.5%

Upscale Restaurant

22.1%

433,333

O
i 7.1%
N— X
o B 2on
Other Gambling m%aj%

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

woc 1,101
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard | Media That Connects, LLCLLC. Alf rights reserved.

Major stores bought past 3 months: Sam's Club

Top-10 Cuisines: Adults 25 or older

|SrtD-wn Restaurants Used Past 30-days)
Pz

Chinese Mexican  Coffes  mafan  Bagel/ indian/ Upscale Steakhouse Seafood
House / Do,  Thai/
Caffee Bar Bakery  Other
Asian
= who Purchased Items at SAM'S CLUB in the past 3 months mwDC

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
wha Purchased tems at SAMTS CLUB in the post 3... [H0RG00 NN  20.9%

Ll 1,235,244 24.3%

Casinos visited past 12

Used Past 30-days: Adults 25 or older

i / Cannabis Cigarettes Vape

= wh at SAM'S 3months =WDe



Past 30-days QSR Users: Adults 25 or older

13.6%
10 times or more 9. 8%
mwho Purchased Items at SAM'S CLUB in the past 3 months

Total Monthly QSR Users: Avg. Monthly QSR Meals:
88.5%

‘ q 1 time 10.4%
4 times 105%

by
g

79.6%

1.9% or 77,125 of SEA 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 11.3% more likely to use
QSRs past mo., 14.7% more likely to use Sit-Down Restaurants past mo., 37.6% more likely to use Casinos

past yr., 14.9% less likely to smoke cigarettes.

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

. 1time

2 times

3 times

4 times

5 times

6 -9 times

10times or more

m who Purchased Items at SAM'S CLUB in the past 3 months o SEA
Total Monthly Sit-Down Re Users:  Avg. Monthly Sit-Down R ant Meals:
79.8%

69.6%
e FEE -

Drank Past 30-days. Adults 25 or older
- v

22.8% i
P ]

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

Liquor

Any Type of Beer
Wine

Imported Beer

Domestic Regular Beer

Domestic Light Beer

Microbrew / Craft Beer

WSEA

DMA Secarborough R2 2025-26: Aug24-jul26 Qual Intab

Top-10 Cuisines: Adults 25 or older

(Sit-Down Restaurants Used Past 30-days)

ccm agel/ makan  wndian/ wings/ Upscale seafood
Done/ e/ sugers/

Bakery Other  sports Bar
Asian

mexican chinese

l:llln m

= who at SAM'S CLUBin th 3Imonths WSEA

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
wha Purchased items at SAM'S CLUB in the past 3... 15.1%

SEA WEERS LY 18.0%

Past 12 months Casino Activities: Adults 25 or older

1,315,508 32.3%
aa: 978 11.8%
3,685 10.7%

Slot Machines

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

Bar / Nightclub §

Stage Show / Concert

Sports Betting

Spa

Other Gambling Casinos visited past 12

Used Past 30-days: Adults 25 or older

%

i / Cannabis

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

175

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

Major stores bought past 3 months: Sam's Club

Cigarettes Vape

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



Past 30-days QSR Users: Adults 25 or older

1 time

%
2 times

3 times

11.0%

4 times 9. 6%

5 times 10.7%

6-9times

10times or more

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

Total Manthly QSR Users:
83.3%

EPHX

Avg. Monthly QSR Meals:

| yr., 42.1% less likely to smoke cigarettes.

‘ 20.5% or 871,019 of PHX 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 2.8% more likely to use
QSRs past mo., 7.3% more likely to use Sit-Down Restaurants past mo., 3.8% more likely to use Casinos past

. 1time

16.3%

2 times

15.8%
3 times
4 times
5 times 7.1%

6 -9 times

10times or more

= who Purchased Items at SAM'S CLUB in the past 3 months u PHX
Total Monthly Sit-Down Re Users:  Avg. Monthly Sit-Down R ant Meals:
76.6% 71.4%

3.7

Drank Past 30-days. Adults 25 or older

A Typa ot Boar

Liquor

Wine

Imported Beer
Domestic Light Beer
Domestic Regular Beer

Microbrew / Craft Beer

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

| PHX

DMA Scarborough R2 2025-26: Aug24-Jul26

Qual intab

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

Top-10 Cuisines: Adults 25 or older

(Sit-Down Restaurants Used Past 30-days)

mexicn Pl

s ol mi Salne Mo, Sud[ Unak st

B m spms n-. ua‘-

= who Purchased Items at SAM'S (LUB inthe past 3 months BPHX

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
wha Purchased items at SAM'S CLUB in the past 3... 12.5%

Ll 630,047 16.0%

Past 12 months Casino Activities: Adults 25 or older

slot Machines a0 B
Table Games (Craps, Poker, etc.)

Bar / Nightclub
Upscale Restaurant
Stage Show / Concert -
SporaBatting i
Other Gambling m 332;"?6

4.7%

058,005

Spa

Casinos visited past 12 hs: Yas

Used Past 30-days: Adults 25 or older

i / Cannabis Cigarettes

3.0%
® who Purchased Items at SAM'S CLUB in the past 3 months

= PHX
918

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

Major stores bought past 3 months: Sam's Club

=who at SAM® 3Imonths




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




ﬁ Investments Owned Adults 25 or older
e o e

Stocks or Stock Options

Mutual Funds

9.7%
Money Market Funds  FRETEbut™ | o
7.5%
Bonds om0

104,97 8.0%
596,417 8.9%

529 Plan / College Savings Plan M?"%

Second Home or Real Estate Property 5‘;:;

Other (Crypto / NFTs / Metals, etc.)

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

19.5% or 1,310,226 of CHI 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 4.7% less likely to have a
401K, 29.5% more likely to have an Auto Loan, 22.% less likely to Invest/Trade Stocks Online, 14.3% more

likely to pay with their Debit Card.

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

: . |
e} s 21300, I

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

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

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

Professional Services Used*: Adults 25 or older

Tax Preparation Service

" 1,524,534 22.7%

Financial Planner

Online Investing / Stock Trading
Accountant

Insurance Agent at a Local Office (not online)

Real Estate Agent

Estate Planning B 3;”:‘%

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

9.3% 108%

. 1.2% (*Past 12 Months)
Funeral pre-planning el card Express Messenger
m who Purchased ltems at SAM'S CLUB in the past 3 months WCHI # who Purchased Items at SAM'S CLUB in the past 3 months W CHI

DMA Scarborough R2 2025-26: Aug24-Jjul26 Qual Intab

1,401

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

O9% 58% 53% a6% 38% 3.7%

o o L P e e

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



10.1% or 514,164 of WDC 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 10.1% more likely to have a
401K, 28.6% more likely to have an Auto Loan, 5.3% less likely to Invest/Trade Stocks Online, 8.8% more likely
to pay with their Debit Card.

ﬁ Investments Owned: Adults 25 or older

401K Plan

2,489,067 20.1% [

19.6%
1,028,2 20.3%
18.2%
7 15.2%

IRA (Individual Retirement Account)

Stocks or Stock Options

Mutual Funds
Money Market Funds

529 Plan / College Savings Plan

11.4%
12.0%
792 3%
545,947 TR
50,42 9.8%
EEEVETI 10.6%

Other (Crypto / NFTs / Metals, etc.)

Bonds

12.6%

E =

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

Second Home or Real Estate Property

N WDC

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

11.1% 10.8%
0.4%5TY) " 8.4% 7.2% 71.3%
1. 9.1%

Auto Loan Certificates of Studentloan Personal Loan Refinanced Home
Deposit (CDs) Home  Improvement
Mortgage Loan or Home
Equity Loan

Checking  Debit or ATM
Account card

p—

Credit Card

2352411

Home
Mortgage

Mobile
Banking

Online Bill
Paying

Online
Banking

Money
Market
Account

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

Professional Services Used*: Adults 25 or older

Tax Preparation Service 1"054.934 20.8%
889,502 17.5%
9.4%
Accountant g
E—
Insurance Agent at a Local Office (not online) m Lo . '
2.8%
L 3.7%
g 3.6%
—— T

Funeral pre-planning E’UIB-‘;G%

# who Purchased Items at SAM'S CLUB in the past 3 months
DMA Scarborough R2 2025-26: Aug24-Jul26

Online Investing / Stock Trading

Financial Planner

Real Estate Agent

(*Past 12 Months)

uWDC

Qual Intab 1,101

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

10,19 11.5%
5.1% 61% 479 a7%

Cash App American  Google Pay  Discover  Store Credit SquareCash  Facebook Samsung Pay
Express card Messenger

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

Venmo Apple Pay

Zelle MasterCard  Debit Card

wDC
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




1.9% or 77,125 of SEA 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 21.6% more likely to have a

401K, 16.% more likely to have an Auto Loan, 57.6% more likely to Invest/Trade Stocks Online, 7.2% more
likely to pay with their Debit Card.

ﬁ Investments Owned Adults 25 or older
Loy 5

401K Plan

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

1952 726

IRA (Individual Retirement Account)

lﬁ‘iﬁ 341

Stocks or Stock Options

3
‘ 8

1,393,471 34.2%
Mutual Funds gy 208% T
Money Market Funds 7oe sw 174% S3%:
25.2%
Bonds
221% 6.7% 7-5% 7.0%
Other (Crypto / NFTs / Metals, etc.) E 4.5% 5.6% 5.7%
12.7% 8.1%
Second Home or Real Estate Property - 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 1:-1?9:‘ AR Mortgage "':;._;':D‘;“E
» who Purchased Items at SAM'S CLUB in the past 3 months MSEA ® who Purchased Items at SAM'S CLUB in the past 3 months W SEA

Profess:onal Serwces Used*' Adults 25 or older 'E'Past 3-Months Payment Methods Used: Adults 25 or older

Tax Preparation Service

Financial Planner
738 A61 18.1%

Accountant

348,784 8.6%

Insurance Agent at a Local Office (not online) ﬁ B%
. 5.3%
Estate Planning 24%

am 6B a6
Real Etate Agert mo% e
. 1.4% (*Past 12 Months) i Zelle MasterCard  Apple Pay  Google Pay  American Cash App  Store Credit SquareCash  Discover Facebook  Samsung Pay
Funeral pre-planning I' s Express card Messenger
# who Purchased Items at SAM'S CLUB in the past 3 months WSEA u who Purchased Items at SAM'S CLUB in the past 3 months HSEA

SEA DMA Scarborough R2 2025-26: Aug24-Jul26 Qual Intab 175
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20.5% or 871,019 of PHX 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 8.2% less likely to have a
401K, 21.2% more likely to have an Auto Loan, 4.5% more likely to Invest/Trade Stocks Online, 2.4% 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 1 '76 T

Money Market Funds - g;’:
11.1%
Second Home or Real Estate Property 9.9%
Other (Crypto / NFTs / Metals, etc.) 051:'5"' 5.4% 6.1% 3806 43% 3.5% 4.0%
G060 5.7% S P e (O proen 10 _ o P L P o P
Bonds ' 8.1% Checking Debit or ATM  Savings  CreditCard  Online Mobile  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 1!.15;. Rooomk Mortgage L:a;‘_;';':o‘;“e
® who Purchased Items at SAM'S CLUB in the past 3 months W PHX ® who Purchased Items at SAM'S CLUB in the past 3 months B PHX

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

Tax Preparation Service  paslemes
" 858,571 20.2%

Financial Planner
Online Investing / Stock Trading
Accountant gy

Insurance Agent at a Local Office (not online)

13.8% 51 goc

. h - = - - -

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

Real Estate Agent

Estate Planning u %

i 9.4% (*Past 12 Months)
Funeral pre-planning E et Express card Messenger
® who Purchased Items at SAM'S CLUB in the past 3 months W PHX u who Purchased Items at SAM'S CLUB in the past 3 months HPHX

PHX DMA Scarborough R2 2025-26: Aug24-Jul26 Qual Intab 918
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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
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard | Media That Connects, LLC. All rights reserved. s 0 e fa . al for Anything =

Major stores bought past 3 months: Sam's Club



"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)

1,081,517 82.5%
Amazon 4,656,013 69.4%

1,016,356 77.6%
Walmart s1.2%

Targt
COSTCO ... 7= o
WHOLESALE

. 290,916 22.2%

TJ Maxx 909,694 13.6%

- sam'sclub
Best Buy 7o

| 250,662 - 19.1%

Marshalls 809,363 12.1% ,.-"rh?"ks for -
. : Peing q Mempe,
Macy's 17.9% . ¥
842 821 12.6% '

211,544 - 16.1%

HomeGoods  TrR7NE 5%

Nordstrom Rack s -

IKEA 9‘* CHICAGO
386,058 EEE
865
Nordstrom % o
1 P25+ who Purchased Items at SAM'S CLUB in the past 3 months (Percent Purchasing Iltems from AMAZON, COSTCO, Others past 3 months)
m P25+ CHICAGO (Percent Purchasing Items from AMAZON, COSTCO, Others past 3 months)

CHICAGO DMA Scarborough R1 2026: Feb25-Feb26 / Scarborough R1 2025: Feb24-Feb25 QualIntab: 1401 *  Share of Everything
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“"Other Major Stores Bought at in the past 3 months"

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

403,014
Amazon 68.2%
401,054 78.0%
almart P 1%

78.4%

266,924 51.9%
Target T
237,076 46.2% |
cosrcos Eostn
TIMaxx |70z — <
Frrra—— samsciub
Marshalls  ECT A 11 o
103,721 20.2%

Best Buy 136%
HomeGoods -

3,191 18.1%

Macy's

_39,3756%
Nordstrom Rack 5.3%
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Major stores bought past 3 months: Sam's Club



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



"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)
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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, 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, 12 hours, 3

] c “ I minutes and 31 seconds each week with All Forms of Media.

e — 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 8 minutes each week
. listening to All Local AM/FM Radio, representing 8.6% 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, 3 hours, 50

minutes and 48 seconds each week with All Forms of Media.
83.8% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months spend an avg. of 7 hours and 8 minutes each week
listening to All Local AM/FM Radio, representing 7.9% 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, 10 hours, 48
minutes and 39 seconds each week with All Forms of Media.

75.3% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months spend an avg. of 9 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.
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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, 41
minutes and 49 seconds each week with All Forms of Media.

81.% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months spend an avg. of 7 hours and 36 minutes each week
listening to All Local AM/FM Radio, representing 7.4% of total time spent with all forms of Media.
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Major stores bought past 3 months: Sam's Club



52 5ynllll

% of Total
Weekly H:M:

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

Sa:rbarough R2 2025-26: Feb24-Jul26 USA Projection Scarbarough R2 2025-26: Feb24-. }uI26 Qual Intab 45,110

USA Projection Scarborough R2 2025-26: Feb24-Jul26 Qual Intab
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard | Media That Connects, LLC. AH nghts reserved.

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.

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 2 days, 15 hours, 15
minutes and 27 seconds each week with All Forms of Ad-Supported Media.

85.2% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months spend an avg. of 7 hours and 47 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 10.5% of total time spent with all forms of Ad-Supported Media.
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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, 9 hours, 59

minutes and 17 seconds each week with All Forms of Ad-Supported Media.

80.3% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months spend an avg. of 6 hours and 54 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 9.6% of total time spent with all forms of Ad-Supported 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, 15 hours, 25

minutes and 16 seconds each week with All Forms of Ad-Supported Media.

72.1% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months spend an avg. of 8 hours and 28 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.

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 2 days, 15 hours, 38

minutes and 53 seconds each week with All Forms of Ad-Supported Media.

77.8% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months spend an avg. of 7 hours and 11 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.
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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 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 2 minutes each day with All Forms of Ad-Supported Media. 85.2% listen to Local AM/FM
Radio for an avg. of 66.8 minutes/day. (Local Radio delivers 10.5% 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 8
hours and 17 minutes each day with All Forms of Ad-Supported Media. 80.3% listen to Local AM/FM
Radio for an avg. of 59.3 minutes/day.  (Local Radio delivers 9.6% of Time with Ad-Supported Media.)
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Radio for an avg. of 72.6 minutes/day.

| Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months spend an average of 9
hours and 3 minutes each day with All Forms of Ad-Supported Media. 72.1% listen to Local AM/FM

(Local Radio delivers 9.6% 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 5 minutes each day with All Forms of Ad-Supported Media. 77.8% listen to Local AM/FM
Radio for an avg. of 61.6 minutes/day. (Local Radio delivers 8.8% 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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- 1,116,579 or 85.2% 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 66.8 minutes every day representing
41.7% of all time spent daily with Ad-Supported Audio.
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- 412,869 or 80.3% 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 59.3 minutes every day representing
42.5% of all time spent daily with Ad-Supported Audio.
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Avg. Week Al! n"Ailgud.io (Persons & % Reach): Adults 25 or older
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- 55,600 or 72.1% 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 72.6 minutes every day representing
36.5% of all time spent daily with Ad-Supported Audio.
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- 677,489 or 77.8% 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 61.6 minutes every day representing
42.6% 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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1,116,579 or 85.2% 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 66.8 minutes every day representing
41.7% of all time spent daily with Ad-Supported Audio.
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412,869 or 80.3% 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 59.3 minutes every day representing
42.5% of all time spent daily with Ad-Supported Audio.
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55,600 or 72.1% 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 72.6 minutes every day representing
36.5% of all time spent daily with Ad-Supported Audio.
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677,489 or 77.8% 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 61.6 minutes every day representing
42.6% of all time spent daily with Ad-Supported Audio.
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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
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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. The Top-5 Formats are Classic Hits, Adult Contemporary,
Country, Classic Rock, and Pop Contemporary Hit Radio.
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1,116,579 or 85.2% 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, Pop Contemporary Hit
Radio, Country, Classic Hits, and Classic Rock.
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412,869 or 80.3% 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 All News, Urban AC, News/Talk/Information,
Classic Hits, and Adult Contemporary.
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55,600 or 72.1% 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, Adult Contemporary, Alternative,
Classic Hits, and Adult Hits.
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677,489 or 77.8% 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 Hot AC, Country, Adult Contemporary, Pop
Contemporary Hit Radio, and 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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963,461 or 73.5% 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 134.7 minutes every day representing 36.4%
of all time spent daily with Ad-Supported Video.
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330,801 or 64.3% 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 97.7 minutes every day representing 30.2%
of all time spent daily with Ad-Supported Video.
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49,590 or 64.3% 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 120.7 minutes every day representing 32.%
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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539,240 or 61.9% 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 109.4 minutes every day representing 29.1%
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.

Avg. Hours+Minutes/day with Ad-Supported

Weekly
Video: Adults 25 or older

Reach % 70.6% "Share OfAd-SuppOI‘tEd v’-deoll

64.9% m—

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

42.4% months

48.3%

36.1% 36.2%

29.4% 5539
21.9%
0,
19.1% 18.0% 15g9 17.5%
12.6% )
13.5%
11.2% 9.7%
r -
3.6% 3.6% I e

R'IChEdZQ 936,53353,387,829 27,522,41345,216,562 20,456,61902,849,111 15,293,1587,721,727 9,270, 44746 348,845 5,358, 4-5827 220,339 12,451, 0958 551,581 7,628,99340,659,069 7,434,67831,999,951 4,123,69518,290,332

Weekly
Total
Persons

Local Cable TV Amazon YouTube Netflix TikTok AppIeT\H- Paramount+ Roku
Average
Daily Mi
i 5
® who Purchased Items at SAM'S CLUB in the past 3 months m USA
Scarborough R2 2025-26: Feb24-Jul26 USA Projection Scarborough R2 2025-26: Feb24-Jul26 Qual Intab 45,110
UsA USA Projection Scarborough R2 2025-26: Feb24-Jul26 Qual Intab 7,602 ® Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard | Media That Connects, LLC. All rights reserved. soeﬁ for Anything _ =

Major stores bought past 3 months: Sam's Club



Weekly 73.5%
Reach %

70.7%

61.7% 60.8%

963,461 4,744,807

Local TV Cable TV

Average
Daily Mi

41.9%

Weekly 7'9/6

Total

Persons 3 8% 3 8% 3 7%
Reached:

807,861 4,077,804 549,038 2,532,239

Amalon

963,461 or 73.5% 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 134.7 minutes every day representing 36.4%
of all time spent daily with Ad-Supported Video.
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330,801 or 64.3% 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 97.7 minutes every day representing 30.2%
of all time spent daily with Ad-Supported Video.
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49,590 or 64.3% 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 120.7 minutes every day representing 32.%
of all time spent daily with Ad-Supported Video.
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539,240 or 61.9% 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 109.4 minutes every day representing 29.1%
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



' 963,461 or 73.5% 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, Local News -
Morning, Sports, Comedies, Movies, and Dramas.
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Major stores bought past 3 months: Sam's Club



' 330,801 or 64.3% 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 Sports, Comedies, Local News -
Evening, Local News - Morning, Movies, and Dramas.

Local TV Station Programs (Persons & % Reach): Adults 25 or older  Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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Major stores bought past 3 months: Sam's Club



' 49,590 or 64.3% 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, Movies, National/Network News, and Game Shows.
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Major stores bought past 3 months: Sam's Club



' 539,240 or 61.9% 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, Dramas, Comedies, and Movies.
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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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Major stores bought past 3 months: Sam's Club



‘ 971,163 or 74.1% 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 139.3 minutes every day representing 24.% of all
time spent daily with Ad-Supported Digital Media.
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‘ 400,505 or 77.9% 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 137.1 minutes every day representing 25.% of all
time spent daily with Ad-Supported Digital Media.
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‘ 55,718 or 72.2% 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 98.6 minutes every day representing 16.3% of all time

spent daily with Ad-Supported Digital Media.
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681,585 or 78.3% 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 150.4 minutes every day representing 24.5% 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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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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971,163 or 74.1% 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 49.7 minutes every day representing 35.7% of all time
spent daily with Ad-Supported Social Media.
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400,505 or 77.9% 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 45.5 minutes every day representing 33.2% of all time
spent daily with Ad-Supported Social Media.
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55,718 or 72.2% 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 30.2 minutes every day representing 30.7% of all time
spent daily with Ad-Supported Social Media.
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651,754 or 74.8% 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 57. minutes every day representing 37.9% 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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| 971,163 or 74.1% 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 49.7 minutes every day representing 35.7% of all time
spent daily with Ad-Supported Social Media.
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| 400,505 or 77.9% 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 45.5 minutes every day representing 33.2% of all time
spent daily with Ad-Supported Social Media.
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| 55,718 or 72.2% 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 30.2 minutes every day representing 30.7% of all time
spent daily with Ad-Supported Social Media.

Weekly 72.2% Avg. Hours+Minutes/day with Ad-Supported
Reach% '~ 70.9% Social Media: Adults 25 or older
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| 651,754 or 74.8% 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 57. minutes every day representing 37.9% of all time
spent daily with Ad-Supported Social Media.

Weekly 74.8% 73.0% Avg. Hours+Minutes/day with Ad-Supported
Social Media: Adults 25 or older
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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: 71,076; Social Media: 61,829; Local TV: 34,621; Non-Prem. Cable: 30,721
reaching Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 m

All Other Digital Media: 96,256;
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Local Radio: 26,240; Social Media: 23,519; Non-Prem. Cable: 12,659; Local TV: 10,402
reaching Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 m

All Other Digital Media: 32,042;

(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...
Radio: 3,444; Social Media: 3,191; Non-Prem. Cable: 1,975; Local TV: 1,744 reaching
Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months

All Other Digital Media: 5,005; Local
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 63,108;
Social Media: 46,272; Local Radio: 42,536; Non-Prem. Cable: 21,472; Local TV: 18,660
reaching Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 m
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Adults 25 or older who Purchased Items at SAM'S CLUB in
the past 3 months
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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. 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

(Average week)

‘Grocery Stores

1,217,804 or 92.9% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
spend an average of 49.7 minutes per day driving, seeing Billboards and Signs. 71.2% Listen to Local

Radio Stations Out-of-Home for an average of 40.5 minutes/
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487,529 or 94.8% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
spend an average of 56.9 minutes per day driving, seeing Billboards and Signs. 67.1% Listen to Local
Radio Stations Out-of-Home for an average of 35.9 minutes/da
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71,128 or 92.2% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
spend an average of 46.1 minutes per day driving, seeing Billboards and Signs. 60.3% Listen to Local
Radio Stations Out-of-Home for an average of 44. 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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Top-13 Out-of-Home Media (Persons & % Reach): Adults 25 or older
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831,533 or 95.5% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
spend an average of 54. minutes per day driving, seeing Billboards and Signs. 65.% Listen to Local

Radio Stations Out-of-Home for an average of 37.3 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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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.

Avg. Hours+Minutes/day with Ad-Supported

Out-of-Home Media: Adults 25 or older
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Reach % "Share of Ad-Supported OOH Media"
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1,217,804 or 92.9% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months spend

an average of 49.7 minutes per day driving, seeing Billboards and Signs representing 35.3% 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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487,529 or 94.8% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months spend an

average of 56.9 minutes per day driving, seeing Billboards and Signs representing 40.9% 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

Resch % "Share of Ad-Supported OOH Media"
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71,128 or 92.2% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months spend an
average of 46.1 minutes per day driving, seeing Billboards and Signs representing 31.8% 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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831,533 or 95.5% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months spend an
average of 54. minutes per day driving, seeing Billboards and Signs representing 41.5% 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
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Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 25 or older

Dan Ryan Expressway (1-90/1-94)
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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

1,217,804 or 92.9% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
spend an average of 49.7 minutes per day driving an average of 28.9 miles each day and are 41.9%
more likely to use US 30 than the Metro average.
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Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 25 or older
57.6%

1-95/1-495/Capital Beltway
1-295/Baltimore Washington Parkway
Route 1

Route 301

1-66

Route 28

Route 15
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Route 185/Connecticut Avenue
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Major stores bought past 3 months: Sam's Club

487,529 or 94.8% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
spend an average of 56.9 minutes per day driving an average of 33.1 miles each day and are 101.1%
more likely to use Route 214/Central Avenue than the Metro aver
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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

71,128 or 92.2% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
spend an average of 46.1 minutes per day driving an average of 26.8 miles each day and are 119.9%
more likely to use Highway 512 than the Metro average.
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Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 25 or older

1-10
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Santan Freeway (SE Loop 202)
Agua Fria Freeway (NW Loop 101)
Superstition Freeway (E Hwy 60)
Bell Road

Red Mountain Freeway (NE Loop 202)
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Deer Valley Road

Central Avenue

Arizona Avenue/Country Club
Cave Creek Road

32nd Street

44th Street

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

DMA

Scarborough R2 2025-26: Aug24-lul26

e —— "
2,019,018 47.5%
A e—
1355581 31.9%
802,041 18.9%
788,455 18.6%
21.4%

8 3
504,294 11.9%
849,707 20.0%

477,893 11.3%
. 12.5%
684,610 16.1%
0 11.5%

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

R Avg. Mies/Day
o
EEAEN 8.4% who Purchased items at PHX
mﬁ% SAM'S CLUB in the past 3
7.2% s
® PHX

Qual intab 918
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Top-26 Residential Zip Codes: Adults 25 or older
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85041
85345
85204
85212
85326
86404
85297
85225
85338
85035
85323
85396
86413
85037
85353
85379
85374
85042
85142
86401
86442
85033
85283
85335
85301
85351
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Major stores bought past 3 months: Sam's Club

Top-26

85338
85041
85326
85255
85027
85226
85042
86442
86001
85379
85206
85323
85086
85233
85345
85282
85224
85286
85396
85204
85353
85382
85203
85296
86301
86401

831,533 or 95.5% of Adults 25 or older who Purchased Items at SAM'S CLUB in the past 3 months
spend an average of 54. minutes per day driving an average of 31.4 miles each day and are 58.4%
more likely to use Bob Stump Memorial Parkway (Loop 303) than the

Employment Zip Codes: Adults 25 or older
1.99%

1F

28 390 0.
5,35 1.76%

3
g

0.91%

1 1.55%
34,180

:

1.47%

1.01%

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

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

® who Purchased Items at SAM'S CLUB in the past 3 months
Scarborough R2 2025-26: Feb24-1ul26 Qual Intab

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

% Time Spent:

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

vg. Minutes/day Spent): Adults 25 or older

32.29]
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muUsa
7,602
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Local Daity
Newspaper(s)
(Sunday)
123

New York Times.
{Sunday)
116

Local Daity Local Daity
Newspaper(s) Newspaper(s)
(Daily+Sunday) (Daily
88 83

Wall Street Journal (Daily)
95 New York Times (Daily)
8.0
Direct
Mail
Advertisin
£
(excluding
Magazines Catalogs)
7.8 74

USA Today (Daily)
91

Local Daily
Newspaper(s)
(Sunday)
123

New York Times
(Sunday)
12.2

New York Times
(Daity+Sunday)
10.2

Wall Street Journal (Daity)
10.1

USA Today (Daily)
9.8

New York Times
{Daily) Magazines
8.2 7.6

Direct Mail Advertising (excluding
Catalogs)
7.4

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

Major stores bought past 3 months: Sam's Club
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. 364,677 or 27.8% 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
35.7% of all time spent daily with All forms of Print Media.

Avg. Week All Print Medra (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) (Sunday)

Local Daily Newspaper(s) (Daily

Books

All Local Weekly Newspapers
Magazines

New York Times (Daily+Sunday)

New York Times (Sunday)

Wall Street Journal (Daily)

New York Times (Daily)

Catalogs

USA Today (Daily)

M_ﬁw
B R ™
D ———C8

O eom——

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

‘who Purchased Items at SAM'S

% Time Spent.

i E'! h.:! E‘! '..'!

0%

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

CLUB in the past 3 months

Books
142

New York Times
(Daily+Sunday)

Local Daily
Newspaper(s)
(Sunday)
12.0

USA Today (Daily)
86

New York Times
(Daily)
84

Local Daily
Newspaper(s)
(Daily+Sunday)
86

Lacal Daily
Newspaper(s)
{Daily
8.0

Advertising
(excluding

Magazines
8.0

Catalogs)

76

Local Daily
Newspaper(s)
(Sunday)
125

New York Times
New York Times (Daily)
(Daily+Sunday) 83

10.3

Dires

Advertising

Local Daily
Newspaper(s)
(DailysSunday)
8.9

Local Daily
Newspaper{s)
(Daity
83

AMall —  ralogs
3.6

(excluding

Magazines Cat;
75

USA Today (Daily)
10.1

alogs)
74

mCHI

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

mCH

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

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

Local Daily Newspa per(s) (Daily

All Local Weekly Newspapers
Magazines

New York Times (Daily+Sunday)

New York Times (Sunday)

Wall Street Joual (Daily)

New York Times (Daily)

Catalogs

USA Today (Daily)

Books

CHI DMA

persons:

5, e—

Ciosaaal son
-y
[

® who Purchased Items at SAM'S CLUB in the past 3 months
Scarborough R2 2025-26: Aug24-lul26

% Time Spu

f=.‘

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

vg. Minutes/day Spent): Adults 25 or older

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

(225}
(305

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

Lacal Daily
Newspaper(s)
(Sunday)
120

Wall Street Journal

(Daily)
9.0

New York Times.
{Sunday)

USA Today (Daily)
1.7 86

Local Daily
Newspaper(s)
(Daily+Sunday)
86

New York Times
{Daily)
8.4

Local Daily Newspaper(s)

(Daily
8.0

Magazines

Direct
Mail
Advertisin
E
{excluding
Catalogs)
7.6

Local Daily
Newspaper(s)
{Sunday)
125

New York Times
(Sunday)
12.3

Local Daily
Newspaper(s)
{Daity+Sunday)
89

USA Today (Daily)
il Local Daily
Newspaper(s)
(Daity
83

New York Times
(Daily)
83

Magazines
7.5

Direct Mail Advertising (excluding

Wall Street Journal {Daity)
10.0

Catalogs)

7.4

WCHI
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120,607 or 23.5% 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 8.8 minutes every day representing
31.% 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)
Local Daily Newspaper(s) (Daily

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

New York Times (Daily)

New York Times (Daily+Sunday)

New York Times (Sunday)

Wall Street Journal (Daily)

USA Today (Daily)

All Local Weekly Newspapers
Magazines

Catalogs

Total Persons:

(1255212
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T —t
-r-

P
S am—rn - 014
R 52"

= 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
CLUB in the past 3 months

% Time spent:

- 24.4%
~22.7%

46

WwoC

£
]
(7]
()
iz

New York Times
{Sunday)
12.8

Local Daily
Newspaper(s)
(Daily+Sunday)

B.8

Local Daily

New York Times
New York Times {0a
(Daily+Sunday)
10.7

Direct Mail
Advertising
Wall Street Journal {excluding
(Daily) Magazines Catalogs)
9.6 8.0 73

Newspape

s)

New York Times
(Sunday)
12.4

Local Daity
Newspaper(s) (Sunday)
12.0

New York Times
(Daily)

New York Times
(Daily+Sunday)
103

Wall Street Journal
(Daily)
10.0

USA Today (Daity)
9.8

Magazines
7.6 72 Al

Local Daily
Newspaper(s)
(Daily+Sunday)
8.7

Local Daily
Newspaper(s)
{Daily

8.2 82

Direct Mail
Advertising
(excluding
Catalogs)

Catalogs
38

mWDC

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

EWDC

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

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

Local Daily Newspaper(s) (Sunday)
Direct Mail Advertising (excluding Catalogs)
New York Times (Daily)

New York Times (Daily+Sunday)

New York Times (Sunday)

Wwall street Joumnal (Daily)

USA Today (Daily)

All Local Weekly Newspapers
Magazines

Catalogs

Books

wDC DMA

o e
_xr- ;

] 3.5%

PSR —
= who Purchased Items at SAM'S CLUB in the past 3 months
Scarborough R2 2025-26: Aug24-Jul26 Qual Intab

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

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

21.4%

i

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

vg. Minutes/day Spent): Adults 25 or older

o5
=3
E

mWDC
1,101
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New York Times.
(Sunday)
128

Lacal Daity
Newspaper(s)
(Sunday)
121

New York Times
(Daily+Sunday)
10.7

New York Times.

{Daity)
8.6

Local Daily Newspaper(s)
(Daity
84

Wall Street Journal (Daily)
9.6

Magazines
8.0

USA Today (Daily)
9.6

Direct
Mail
Advertisi
ng
(excludin
g
Catalogs)
73

New York Times
(sunday)
124

Local Daily
Newspaper(s)
(Sunday)
12.0

New York Times
(Daily+Sunday)
10.3

Wall Street Journal {Daily)
10.0

USA Today (Daily}
9.8

Local Daily
Newspaper(s) New York Times
(Daily+Sunday) (Daily)
87 8.2

Local Daily
Newspaper(s)
(Daily Magazines
8.2 76

Direct Mail Advertising (excluding
Catalogs)
7.2

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

Major stores bought past 3 months: Sam's Club
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mWDC
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Local Daily Newspaper(s) (Daily+Sunday)
Direct Mail Advertising (excluding Catalogs)
Local Daily Newspaper(s) (Sunday)

Local Daily Newspaper(s) (Daily

Books

New York Times (Daily+Sunday)

New York Times (Sunday)

New York Times (Daily)

Wall Street Journal (Daily)

USA Today (Daily)

All Local Weekly Newspapers

Magazines

Catalogs

m w Avg. Hours+Minutes/day with All

Print Media: Adults 25 or older

R
(il ae

P -
102 700 | x ol

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

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

. 24,382 or 31.6% 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 9.3 minutes every day representing 30.3%
of all time spent daily with All forms of Print Media.

Local Daily
Newspaper(s)
(Sunday)
126

Lacal Daity
Newspaper(s)
(Daity+Sunday)
5.3

Local Daily
Newspaper(s) (Daily
9.1

Wall Street Journal

New York Times
(Daily+Sunday)
89

Direct Mail
Advertising
(excluding Catalogs)
66
{Daily}
8.8

Magazines
5.8

New York Times
(Daily)

Catalogs
15 44

Local Daily
Newspaper(s)
(Sunday)
121

Local Daily
Newspaper(s)
(Daily+Sunday)
87

USA Today (Daily)
9.7

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

Wall Street Journal
- 8.2 8.1

(Daily)
10.0

Catalog
Direct Mail 5

Advertising 3.4

(excluding

Catalogs)
7.6

New York Times
(Daily+Sunday) Magazines

100 7.8 fiei2s

HSEA

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

uSEA

Avg. Week Ad-Supported All

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

Local Daily Newspa per(s) (Daily

New York Times (Daily+Sunday)

New York Times (Sunday)

New York Times (Daily)

Wall Street Journal (Daily)

USA Today (Daily)

All Local Weekly Newspapers
Magazines

Catalogs

Books

SEA DMA

ersons:

SV —

m m 6.0% who Purchased Items at SAM'S

CLUB in the past 3 months

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

Scarborough R2 2025-26: Aug24-jul26

Print Media (Persons & % Reach): Adults 25 or older Avg

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

Qual Intab

% Time Spent:

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

Local Daity
Newspaper(s)
(Sunday}
12.6

New York Times.
{Sunday)
103

WSEA

175
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Local Daily Newspaper(s)
(Daily
9.1

USA Today {Daily)
9.1

New York Times
(Dailys+Sunday)
8.9

‘Wall Street
Journal [Daily)
88

Advertising (excluding
Catalogs)

6.6

New York

Magazines
58

Local Daily
Newspaper(s)
(Sunday)
121

New York Times
(Sunday)
11.8

Wall Street Journal (Daily) Local Daily
Newspaper(s)
(Daily

8.2

New York Times
(Daily+Sunday)

New York Times
(Daity) Magazines
81 78

Direct Mail Advertising (excluding
Catalogs)

USA Taday (Daily)
9.7 76

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

Major stores bought past 3 months: Sam's Club
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. 143,294 or 16.5% 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 9.1 minutes every day representing
28.% 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

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

Local Daily Newspaper(s) (Sunday)

Books

All Local Weekly Newspapers

New York Times (Daily)

New York Times (Daily+Sunday)

New York Times (Sunday)
Wall Street Journal (Daily)
Catalogs

USA Today (Daily)

m

CLUB

# 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

inthe past 3 months

m PHX

—m
o

L

g-‘

2

CEL

Local Daily
Newspaper(s)
(Sunday)
128

Wall Street Journal
(Daily)
103

New York Times
(Daity+Sunday)
10.2

Local Daily
Newspaperls)
(Daily+Sunday)

9.1

New York Times
(Daily)

Advertising
(excluding
Catalogs)
74

Local Daily
Newspaper(s)
(Daily

Magazines

Local Daily
Newspaper(s)
(Sunday)
12.7

USA Today (Daity)
101

Wall Street Journal
(Daily)
10.6

New York Times
{Daily+Sunday)
103

Newspaper(s) {Daily
85

Magazines
1.5

Local Daity
Newspaper(s)
{Daily+Sunday)
9.1

New York Times
(Daily)
83

Local Daily

Direct Mail
Advertising
(excluding
Catalogs)
75

Catalogs
35

Al

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

m PHX

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

% Time Spent:

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

Local Daily Newspaper(s) (Sunday)

All Local Weekly Newspapers

New York Times (Daily)

New York Times (Daily+Sunday)
Magazines

New York Times (Sunday)

Wall Street Journal (Daily)

Catalogs

USA Today (Daily)

Books

PHX DMA

persons:

—Ev-

oossal aos]

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

Scarborough R2 2025-26: Aug24-Jul26
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Supported Print Media: Adults 25 or olderm

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

vg. Minutes/day Spent): Adults 25 or older

Local Daity
Newspaper(s)
(Sunday)
12.8

New York Times.
{Sunday)
12.0

Wall Street Journal [Daily)
FUE]

New York Times
(Daily+Sunday)
10.2

USA Today
(Daily)
87

Local Daily

New York Times
(Daily)
B84

Newspaper(s) (Daily

8.4

Direct Mail Advertising

Magazine

(excluding Catalogs)

74

72

Local Daily
Newspaper(s)
(Sunday)
12.7

New York Times
(Sunday)
12.4

Wall Street Journal (Daily)
10.6

New York Times
(Daily+Sunday)
10.3

USA Today (Daily)
10.1

Local Daily Lacal Daily
Newspaper{s) Newspaper(s)
(Dalty+Sunday) (Daily
9.1 85

New York Times (Dail s
ew Yor! Bn;u[ aily) Deeet

Mail
Advertisi
ng
(excludin
&
Catalogs)
75

Magazines

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

Major stores bought past 3 months: Sam's Club
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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
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. so e a . al for Anything =

Billboards

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 2,558,261 38.1%

Websites 2303 501 35.7%

Direct Mail | e

Broadcast, Cable, & Sat TV

Local AM/FM Radio

Local Broadcast TV T 17.0%

Cable TV Networks
Video Streaming Services
Audio Streaming Services
Billboards

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

W P25+ CHICAGO AVERAGE F(sr:oppelesnedlBought past 3mos Due to Ads on %)
CHICAGO DMA Scarborough R12026: Feb25-Feb26 / Scarborough R1 2025: Feb24-Feb25 " Qual Intab: 1401

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: 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 %)

2,182,635 43.0%

1,913,276

1,465,496 28.9%

1,283,748 25.3%

Local AM/FM Radio

Local Broadcast TV

Cable TV Networks

Video Streaming Services
Audio Streaming Services
Podcasts

Newspapers

Billboards

855,344 16.9%

643,352 12.7%
543,600 10.7%

WASHINGTON, DC

642,337 T 12.7%

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

B P25+ WASHINGTON, DC AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
WASHINGTON, DC DMA  Scarborough R1 2025-26: Mar24-Mar26  Qual Intab: 1101

* Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. SO e a B 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 %)

Direct Mail

28.1%

Social Media

[
=
o

1,598,355 39.3%

Websites

1.470,760 o
Broadcast, Cable, & Sat TV gy

Newspapers 2708 11.1% [

Podcasts el T

Local AM/FM Radio
Local Broadcast TV
Cable TV Networks
Audio Streaming Services
Video Streaming Services

SEATTLE-TACOMA

ISR
341,623 8.4%
m P25+ who Purchased Items at SAM'S CLUB in the past 3 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
W 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... * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. soera.ail for Anything e

Major stores bought past 3 months: Sam's Club



Websites

Social Media

Direct Mail

Broadcast, Cable, & Sat TV
Local Broadcast TV

Cable TV Networks

Video Streaming Services

"Advertising Actions"

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

1,549,082 36.5%
1,544,369 36.4%
1,223,997 28.8%

1,001,151 23.6% i

677,794 16.0%

656,602 15.5%

633,979

Local AM/FM Radio 651,702
Podcasts 537,814 12.7%
Newspapers

Audio Streaming Services

Billboards

500,948 11.8%

: PHOENIX
469,608 11.1%

405,249 9.5%
® P25+ who Purchased ltems at SAM'S CLUB in the past 3 months (Shopped/Visited/Bought past 3mos Due to Ads on %)

H P25+ PHOENIX AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
PHOENIX DMA Scarborough R2 2026: Aug25-Jul26 / Scarborough R2 2025: Aug24-Jul25 Qual Intab: 918 * 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



