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40.4% or 97,952,196 of USA DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.
Typical Adults 25 or older who Purchased Items at COSTCO in the past 3 months are 53.3 years old (1.8%
older than average) and have a $123,838 (25.1% higher than average) annual household income.
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41.% or 1,414,984 of MSP DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.
Typical Adults 25 or older who Purchased Items at COSTCO in the past 3 months are 53.1 years old (1.%
older than average) and have a $143,059 (23.% higher than average) annual household income.
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22.2% or 495,079 of STL DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.
Typical Adults 25 or older who Purchased Items at COSTCO in the past 3 months are 54.3 years old (2.3%
older than average) and have a $138,864 (36.% higher than average) annual household income.
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24.4% or 411,990 of CIN DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.
Typical Adults 25 or older who Purchased Items at COSTCO in the past 3 months are 53.2 years old (1.1%
older than average) and have a $152,646 (50.% higher than average) annual household income.
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36.3% or 640,139 of WPB DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.
Typical Adults 25 or older who Purchased Items at COSTCO in the past 3 months are 58.6 years old (3.6%
older than average) and have a $138,127 (25.7% higher than average) annual household income.
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40.4% or 97,952,196 of USA DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.
Adults 25 or older who Purchased Items at COSTCO in the past 3 months are 26.5% more likely to be a
college graduate, 10.% more likely to work full-time, 21.1% more likely to be married, 6.2% more likely
to be a parent of 1 or more children under 18.
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41.% or 1,414,984 of MSP DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.
Adults 25 or older who Purchased Items at COSTCO in the past 3 months are 24.6% more likely to be a
college graduate, 10.5% more likely to work full-time, 19.% more likely to be married, 6.1% more likely
to be a parent of 1 or more children under 18.
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Major stores bought past 3 months: Costco



Education Levels: Adults 25 or older
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22.2% or 495,079 of STL DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.
Adults 25 or older who Purchased Items at COSTCO in the past 3 months are 59.5% more likely to be a
college graduate, 12.5% more likely to work full-time, 29.% more likely to be married, 12.5% more likely
to be a parent of 1 or more children under 18.
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Major stores bought past 3 months: Costco

114 b Stage in Life: Adults 25 or older
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24.4% or 411,990 of CIN DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.
Adults 25 or older who Purchased Items at COSTCO in the past 3 months are 61.8% more likely to be a
college graduate, 22.4% more likely to work full-time, 33.6% more likely to be married, 5.8% more likely
to be a parent of 1 or more children under 18.
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Major stores bought past 3 months: Costco

114 b Stage in Life: Adults 25 or older
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36.3% or 640,139 of WPB DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.
Adults 25 or older who Purchased Items at COSTCO in the past 3 months are 26.6% more likely to be a
college graduate, 12.6% more likely to work full-time, 20.3% more likely to be married, 14.6% less likely
to be a parent of 1 or more children under 18.
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. 40.4% or 97,952,196 of USA DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.
Adults 25 or older who Purchased Items at COSTCO in the past 3 months are 16.2% more likely to own

their home, 19.6% more likely to own a higher valued home, 12.7% more likely to have a single-family
home, 14.2% more likely to have a dog.
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m Own/Rent/Other:Adults 25 or older

85.5%
Single Family House (unattached)

Townhouse or attached Home
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21.8% 11.3% 7.0%
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Rant Other OwnSecondHome | Mobile Home or Manufactured
or Real Estate Home
Property

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

who Purchased Items at COSTCO in the past 3 months

! 41.% or 1,414,984 of MSP DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.
Adults 25 or older who Purchased Items at COSTCO in the past 3 months are 13.4% more likely to own

their home, 11.7% more likely to own a higher valued home, 10.4% more likely to have a single-family
home, 19.9% more likely to have a dog.

MEM Type of Home:Adults 25 or older 4™ Pets in Home:Adults 25 or older
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0.6% Own other type of Pet

| 13% E

-MSsP who Purchased Items at COSTCO in the past 3 months - MSP

Z?‘ Value of Owned Home: Adults 25 or older

Aver Value of Owned Home:
who Purchased items at COSTCO in the past 3 months

MsP 5420,084
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22.2% or 495,079 of STL DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.
Adults 25 or older who Purchased Items at COSTCO in the past 3 months are 17.8% more likely to own

their home, 31.4% more likely to own a higher valued home, 9.% more likely to have a single-family
home, 4.9% more likely to have a dog.
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‘ 24.4% or 411,990 of CIN DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.
Adults 25 or older who Purchased Items at COSTCO in the past 3 months are 24.7% more likely to own

their home, 25.7% more likely to own a higher valued home, 23.% more likely to have a single-family
home, 24.5% more likely to have a dog.

m Own/Rent/Other:Adults 25 or older MEM Type of Home:Adults 25 or older 4 {® Pets in Home:Adults 25 or older
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home, 19.% more likely to have a dog.
L

36.3% or 640,139 of WPB DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.
Adults 25 or older who Purchased Items at COSTCO in the past 3 months are 16.6% more likely to own

their home, 17.5% more likely to own a higher valued home, 6.2% more likely to have a single-family
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who Purchased tens st COSTCO ithepact 3 et [ OEROT
wes
14.8%

14.2%
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19.2% more likely to fly domestic past yr.

40.4% or 97,952,196 of USA DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.
Adults 25 or older who Purchased Items at COSTCO in the past 3 months are .9% more likely to look up D-I-
Y advice online, 13.2% more likely to always vote in local elections, 24.4% more likely to belong to a gym,
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16.% more likely to fly domestic past yr.

41.% or 1,414,984 of MSP DMA Adults 25 or older Purchased ltems at COSTCO in the past 3 months.
Adults 25 or older who Purchased Items at COSTCO in the past 3 months are 1.6% more likely to look up D-
I-Y advice online, 10.2% more likely to always vote in local elections, 15.7% more likely to belong to a gym,
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22.2% or 495,079 of STL DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.
Adults 25 or older who Purchased Items at COSTCO in the past 3 months are 11.5% more likely to look up
D-I-Y advice online, 5.2% more likely to always vote in local elections, 54.6% more likely to belong to a

gym, 38.3% more likely to fly domestic past yr
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24.4% or 411,990 of CIN DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.

Adults 25 or older who Purchased Items at COSTCO in the past 3 months are 7.4% more likely to look up D-
I-Y advice online, 11.7% more likely to always vote in local elections, 47.3% more likely to belong to a gym,
37.8% more likely to fly domestic past yr
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36.3% or 640,139 of WPB DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.
Adults 25 or older who Purchased Items at COSTCO in the past 3 months are 7.8% more likely to look up D-
I-Y advice online, .4% less likely to always vote in local elections, 30.% more likely to belong to a gym,

19.3% more likely to fly domestic past yr.
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w who Purchased Items at COSTCO in the past 3 months

Avg. Monthly QSR Meals:

mUSA

Total Monthly QSR Users:
86.2%

Past 30-days QSR Users: Adults 25 or older

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

46.9% less likely to smoke cigarettes.

Past 30-days Sit-Down Restaurant Users: Adults 25 or older
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Total Monthly QSR Users:
87.0%

83.5%

Past 30-days QSR Users: Adults 25 or older

mMSP

Avg. Monthly QSR Meals:

41.% or 1,414,984 of MSP DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.
Adults 25 or older who Purchased Items at COSTCO in the past 3 months are 4.1% more likely to use QSRs
past mo., 11.1% more likely to use Sit-Down Restaurants past mo., 1.% more likely to use Casinos past yr.,

53.3% less likely to smoke cigarettes.

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

1time

20.3%

2 times

3times 11.9% [

4 times 8.9%

5 times

6 -9 times

10times or more 2.2%)

= who Purchased Items at COSTCO in the past 3 months = MSP
Total Monthly Sit-Down Re Users:  Avg. Monthly Sit-Down R ant Meals:
81.4% 73.3%

Drank Past 30-days: Adults 25 or older

1,591,598 46.2% [

Any Type of Beer
Liquor

Domestic Regular Beer 0% 804

Domestic Light Beer 5,070,542 3L1%
-
Imported Beer
Microbrew / Craft Beer

® who Purchased Items at COSTCO in the past 3 months

DMA Scarborough R2 2025-26: Aug24-Jul26

- ¥
| |

uMsP

Qual Intab

Top-10 Cuisines: Adults 25 or older

(Sit-Down Restaurants Used Past 30-days)

Pza  Mexian  Chinese  wings/  Coffer  Sagel/  imkan Steskhouse Upscale  Indian/
Burgers/ House/ Dot/ Thai/

Sports Bar Coffee Bar  Bakery Other

agian

= who Purchased Items at COSTCO inthe past 3 months -MSP

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Purchased Nems at COSTCO in the post 3months | HGHGGNII  11.4%

PO 431,391 12.5%

Past 12 months Casino Activities: Adults 25 or older

Slot Machines

951 32.5%
Table Games (Craps, Poker, etc.)

Stage Show / Concert
Bar / Nightclub
Upscale Restaurant
Sports Betting

Other Gambling

Spa

Casinos visited past 12

Used Past 30-days: Adults 25 or older

%

i / Cannabis Cigarettes

w who Purchased Items at COSTCO in the past 3 months = MSP

1,443

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

Major stores bought past 3 months: Costco

Vape

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



Past 30-days QSR Users. Adults 25 or older

= who Purchased Items at COSTCO in the past 3 months

Total Manthly QSR Users: Avg. Monthly QSR Meals:

1 time

%
2 times

3 times

4 times

5 times

6-9times

10times or more

mSTL

86.6%

‘ 22.2% or 495,079 of STL DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.
Adults 25 or older who Purchased Items at COSTCO in the past 3 months are 1.4% more likely to use QSRs
past mo., 13.% more likely to use Sit-Down Restaurants past mo., 9.8% more likely to use Casinos past yr.,

59.7% less likely to smoke cigarettes.

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

. 1time

18. 2%

2 times 17. 2%
3 times 10. 2%
sumes
some
10times or more
= who Purchased items at COSTCO in the past 3 months mSTL
Total Monthly Sit-Down Re Users:  Avg. Monthly Sit-Down R ant Meals:
82.7% 73.2%

ww IR -

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

Any Type of Beer

Liquor
Domestic Light Beer

Domestic Regular Beer

m

17.7%

Wine

Imported Beer
Microbrew / Craft Beer
 who Purchased Items at COSTCO 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)

Iiiihihih?

e Mexian  Chinese oy st Cole, Al ekttt
Wouse/ Don

coffee gar ua‘-

maian

sprmu
= who Purchased Items at COSTCO in the past 3 months msTL

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Purchased tems at COSTCO in the past 3 months 16.2%

T m 15.7%

Past 12 months Casino Activities: Adults 25 or older

Slot Machines

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

Upscale Restaurant

Stage Show / Concert
Other Gambling m 2.5%

Spa

Sports Betting

Z81142

Casinos visited past 12 hs: Yas

Used Past 30-days: Adults 25 or older

%

i / Cannabis

37,6: 1.7%

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

927

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

Major stores bought past 3 months: Costco

Cigarettes

= who Purchased items at COSTCO in the past 3 months



24.4% or 411,990 of CIN DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.

Adults 25 or older who Purchased Items at COSTCO in the past 3 months are 4.% more likely to use QSRs
past mo., 13.% more likely to use Sit-Down Restaurants past mo., 3.3% more likely to use Casinos past yr.,
73.8% less likely to smoke cigarettes.

Past 30-days QSR Users: Adults 25 or older

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

: q 1time € 1time 15.1%
B - 2times
7%

mwho Purchased Items at COSTCO in the past 2 months ECIN

Total M

= who Purchased Items at COSTCO in the past 3 months
hly Sit-Down R

u CIN

Users: A &

Total Monthly QSR Users: Avg. Monthly QSR Meals:
89.7% 86.2%

85.4%

wn Restaurant Meals:

75.5%

Drank Past 30-days: Adults 25 or older

Liquor

39.3%

494,895 29.3%
485,038 28.7% :

664,729
Domestic Light Beer i

Domestic Regular Beer

%

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

Upscale Restaurant

Top-10 Cuisines: Adults 25 or older

(Sit-Down Restaurants Used Past 30-days)

i
Pizza Upcale  indian /

3 Mexican  Chinese Bagel /.
Deonwe / Thai/

Other
Asian

Coffen  Steakhouse Wings/
House / Burgers |
Caffee ar Sports Bar

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

who Purchesed ems at COSTCO in the past 3 months 18.8%

[l 202,302 17.9%

Past 12 months Casino Activities: Adults 25 or older

31.4%
182,414 10.!

"
175,800 10.4%

S 75
132,872 7.9%

- Sors e
Imported Beer - v Stage Show / Concert 115, 6.89653%
Miciobrei /- Craft Bees W = ¥ Other Gambling m-z.zga'm 655826
Spa &1?67% Casinos visited past 12 months: Yes
= who Purchased Items at COSTCO in the past 3 months mCIN = who Purchased ltems at COSTCO in the past 3 months mCIN

CIN DMA Scarborough R2 2025-26: Aug24-Jul26 Qual Intab 929
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Major stores bought past 3 months: Costco

Used Past 30-days: Adults 25 or older

J i .

Cigarettes Marijuana / Cannabis

Vape

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



3 times
4 times
5 times
6-9times

10 times or more
m who Purchased Items at COSTCO in the past 3 months

Total Monthly QSR Users:
78.6%

BWPB

Avg. Monthly QSR Meals:

25.4% less likely to smoke cigarettes.

36.3% or 640,139 of WPB DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.
Adults 25 or older who Purchased Items at COSTCO in the past 3 months are .9% more likely to use QSRs
past mo., 10.4% more likely to use Sit-Down Restaurants past mo., 23.8% more likely to use Casinos past yr.,

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

1time 14.8%

2 times

15.9%

3 times 11.2%

4 times

9.8% |

5 times

6 -9 times

10times or more

= who Purchased Items at COSTCO in the past 3 months uWPB
Total Monthly Sit-Down Re Users: A wn Restaurant Meals:
81.4% 73.7%

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

Liquor

Any Type of Beer
Wine

Imported Beer
Domestic Regular Beer

Domestic Light Beer

432,348 24.5%
C
6.0%

Microbrew / Craft Beer

® who Purchased Items at COSTCO in the past 3 months

mWPB

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

Top-10 Cuisines: Adults 25 or older

(Sit-Down Restaurants Used Past 30-days)

el i) Mom!, ma sotond maga/

Chinoss.

cotins n. spms n. mw

=who Purchased Items at COSTCD inthe past 3 months =weB

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Purchased tems at COSTCO in the past 3 months 16.3%

U 319,788 18.1%

Past 12 months Casino Activities: Adults 25 or older
Slot Machines  gres : "
Upscale Restaurant

Stage Show / Concert

Table Games (Craps, Poker, etc.)

Bar / Nightclub
Sports Betting

Spa

Other Gambling Casinos visited past 12

Used Past 30-days: Adults 25 or older

/ Cannabis

Cigarettes Vape

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

1,490

wrB
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Major stores bought past 3 months: Costco
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Adu

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

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

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

ﬁ Investments Owned: Adults 25 or older
o ko 2

401K Plan A6

IRA (Individual Retirement Account)

Stocks or Stock Options

66,966,764 27.6%

25.2%

Mutual Funds

4,867,692 18.5%

20.0%
14.5%

Money Market Funds

Bonds

14.1%
10.4%
12.7%
f 10.0%

Other (Crypto / NFTs / Metals, etc.)

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

70% 6.9% 74% g 6.3% 475

e

i 14.5%
0 8.8%
1 RTRLL 2ioccal

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

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

Major stores bought past 3 months: Costco




41.% or 1,414,984 of MSP DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.
Adults 25 or older who Purchased Items at COSTCO in the past 3 months are 19.7% more likely to have a
401K, 18.3% more likely to have an Auto Loan, 14.9% more likely to Invest/Trade Stocks Online, 4.8% less

likely to pay with their Debit Card.

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

401K Plan

IRA (Individual Retirement Account)

27.4%

379,541 26.8%
Mutual Funds 19;
286,13 20.2%
Money Market Funds 514,836 19.0%
206,619 14.6%
Bonds  prree 11.0%

Stocks or Stock Options

Other (Crypto / NFTs / Metals, etc.) - 1;‘:‘;% : : T e 6% g 9% s
529 Plan / College Savings Plan Mml — Checking  Savings  Debitor ATM Credit Card  Online Autoloan  Money Certificatesof Studentloan  Home  Personal Loan Refinanced
Account Account card Banking Market  Deposit (CDs) Improvement Home
Second Home or Real Estate Property m;‘: A% Account L:::'j: "!:: Mortgage
» who Purchased Items at COSTCO in the past 3 months uMSP ® who Purchased Items at COSTCO in the past 3 months B MSP

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

Franastbenes

Tax Preparation Service

Online Investing / Stock Trading

Insurance Agent at a Local Office (not online) :,:‘6%
Accountant 3;‘:’1% . '

5.4%
Real Estate Agent E
3.9% | 9.1% 93% o 770

Estate Planning 3.0% A (o FRT) mdﬂ

s1.8% (*Past 12 Months) ‘Venmo Debit Card  MasterCard  Apple Pay Zelle American  Google Pay Store Credit  Cash App Discover  Square Cash  Facebook Samsung Pay

Funeral pre-planning ik Express card Messenger
® who Purchased items at COSTCO in the past 3 months u MSP # who Purchased Items at COSTCO in the past 3 months uMSP

MSP DMA Scarborough R2 2025-26: Aug24-Jul26 Qual intab 1,443
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Major stores bought past 3 months: Costco



22.2% or 495,079 of STL DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.
Adults 25 or older who Purchased Items at COSTCO in the past 3 months are 32.4% more likely to have a

401K, 18.2% more likely to have an Auto Loan, 59.8% more likely to Invest/Trade Stocks Online, 16.3% less
likely to pay with their Debit Card.

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

401K Plan
IRA (Individual Retirement Account)

Stocks or Stock Options

27.6%

Mutual Funds

1,184 20.4%
Money Market Funds s%
14.1%

8.5% 9.1%
Other (Crypto / NFTs / Metals, etc.) g:;m 7.0% BO0% 5oy
i 81,9 16.6% < — o ﬂ o h
529 Plan / College Savings Plan Checking  Debit or ATM Online  OnlineBill  Mobile Home Money  Certificates of Student loan Personal Loan Refinanced  Home
Account card Banking Paying Banking Mortgage Market  Deposit (CDs) Home  Improvement
8.8% Account Mortgage Loan or Home
Second Home or Real Estate Property E—;.z% et then

m who Purchased Items at COSTCO in the past 3 months mSTL » who Purchased Items at COSTCO in the past 3 months mSTL

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

Tax Preparation Service

Financial Planner

Online Investing / Stock Trading

Insurance Agent at a Local Office (not online)
Accountant

Real Estate Agent
8.8% g% 100% 799
a3%

3.3%

Google Pay Store Credit  American Facebook  Square Cash Samsung Pay

Estate Planning

Zelle Apple Pay Cash App

PayPal Debit Card  MasterCard

(*Past 12 Months)
Funeral pre-planning !Bl. 3% Card Express Messenger
® who Purchased ltems at COSTCO in the past 3 months mSTL ¥ who Purchased Items at COSTCO in the past 3 months mSTL

STL DMA Scarbarough R2 2025-26: Aug24-Jul26 Qual Intab 927
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24.4% or 411,990 of CIN DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.
Adults 25 or older who Purchased Items at COSTCO in the past 3 months are 45.2% more likely to have a

401K, 24.8% more likely to have an Auto Loan, 58.6% more likely to Invest/Trade Stocks Online, 13.2% less
likely to pay with their Debit Card.

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

401K Plan 768,‘8.32 45.5%

IRA (Individual Retirement Account)

Stocks or Stock Options T TS S

Mutual Funds 287%
Money Market Funds m ZLTH.
529 Plan / College Savings Plan m 16.8%

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

e P o
: T e

Bonds ma;‘nm Checking Debitor ATM  Savings Money  Certificates of Studentloan Personal Loan  Home Refinanced
Account card Account i i Banking Mortgage Market  Deposit (CDs) Improvement  Home
Second Home or Real Estate Property m 9;'6% Account L:::i: "m“fm“e Mortgage
m who Purchased Items at COSTCO in the past 3 months HCIN ¥ who Purchased Items at COSTCO in the past 3 months ECIN
Professional Services Used *: Adults 25 or older 'm'Past 3-Months Payment Methods Used: Adults 25 or older
307,304 18.2%
Online Investing / Stock Trading
Insurance Agent at a Local Office (not online) 1‘48’438 3.8% %
14.1'
Accountant m . '
4.1%
Real Estate Agent Mg. 0% = 9.8% 9.8% -
12% : 2a% 3%
44% (*Past 12 Months) MasterCard  Debit Card Zelle ApplePay  CashApp  American  GooglePay Store Credit Square Cash  Facebook  Samsung Pay
— — - e
® who Purchased Items at COSTCO in the past 3 months mCIN % who Purchased ltems at COSTCO in the past 3 months mCIN

CIN DMA Scarborough R2 2025-26: Aug24-Jul26 Qual Intab 929
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Major stores bought past 3 months: Costco



36.3% or 640,139 of WPB DMA Adults 25 or older Purchased Items at COSTCO in the past 3 months.
Adults 25 or older who Purchased Items at COSTCO in the past 3 months are 22.6% more likely to have a

401K, 26.7% more likely to have an Auto Loan, 7.5% more likely to Invest/Trade Stocks Online, 10.3% less
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%

IRA (Individual Retirement Account)

20.4%

Mutual Funds

Money Market Funds 266, 033 15.1%

14.7%
- = 20.6%)

Other (Crypto / NFTs / Metals, etc.) % 167 o 42% 3.9% 43% 36% 3.4% 27%
ey s RETEN 2 ; 2o R o s s rec s PO m Taia mETE

Second Home or Real Estate Property 3% Checking  Debit or ATM CreditCard  Online Mobile  Online Bill Autoloan  Money Certificates of Personal Loan Studentloan  Home  Refinanced

Account card Banking Banking Paying Market  Deposit (CDs) Improvement  Home
6.4% Account Loan or Home Mortgage
Equity Loan

529 Plan / College Savings Plan 5 P
w who Purchased Items at COSTCO in the past 3 months mWPB

Professional Services Used*: Adults 25 or older

Tax Preparation Service
" 329,449 18.7%

Financial Planner

® who Purchased Items at COSTCO in the past 3 months = WPB

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

Accountant
Online Investing / Stock Trading

Insurance Agent at a Local Office (not online)

67,980 3.8%
5.0%
Real Estate Agent l 8%

Funeral pre-planning :‘;;:‘

# who Purchased ltems at COSTCO in the past 3 months mWPB

WPB DMA Scarborough R2 2025-26: Aug24-Jul26 Qual Intab 1,490
All Graphs and HBIAI Data Modeling Copyright @ 2026 Hubbard | Media That Connects, LLC. All nghrs reserved.

Estate Planning

American Cash App  Store Credit Google Pay  Discover  Square Cash  Facebook Samsung Pay
Express Card Messenger

MasterCard Zelle Debit Card

(*Past 12 Months)

 who Purchased ltems at COSTCO in the past 3 months mWPB

Major stores bought past 3 months: Costco




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

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

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

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

1 114 15.6%
T Maxx a1 o

Macy's

Marshalls 10.3%
Nordstrom Rack %ﬁ;

IKEA 8,217,897%

12,535, 0 JEET

Nordstrom
w P25+ who Purchased Items at COSTCO in the past 3 months (Percent Purchasing Items from AMAZON, SAM'S CLUB, Others past 3 months)
W P25+ USA (Percent Purchasing Items from AMAZON, SAM'S CLUB, Others past 3 months)
USA DMA Scarborough R2 2025-26: Feb24-jul26 Qual Intab: 18202 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard | Media That Connects, LLC. All rights reserved. s 0 e a . al for Anything =
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"Other Major Stores Bought at in the past 3 months"

T P25+ who Purchased Items at COSTCO in the past 3 months (Percent Purchasing Items
from AMAZON, SAM'S CLUB, Others past 3 months)
Target 1!031':735 0
Walmart 61.2%

61.9%

samisclub s:cun B . ..
214,407  15.2%
11.6%

Best Buy
TJ Maxx 187,697 13.3%

370,105 JECEAD

HomeGoods —1 %ggl
Macy's Esjnln Ei“ 1'2.-8..916_0-_0%
IKEA 162,45711.5%
EESEIoCTEE ©-O70

147,36D.4%

Marshalls Em- T

yii'.n"__ i gt
Nordstrom Rack Iwz% MINNEAPOLIS-ST. PAUL

Nordstrom ":;

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

M P25+ MINNEAPOLIS-ST. PAUL (Percent Purchasing Items from AMAZON, SAM'S CLUB, Others past 3 months)
MINNEAPOLIS-ST. PAUL DMA  Scarborough R2 2026: Aug25-Jul26 / Scarborough R2 2025: Aug24-Jul25 QualIntab: 1443 * Share of Everything
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"Other Major Stores Bought at in the past 3 months"

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

Amazon 18 e 83.9%
Walmart 19 69.7% 0a%
It N —
samsclub somscu, ez e
Marshalls _571545926_
TJ Maxx 1 13.52:; |

HomeGoods ﬁ&s"- 713%3”
' 65,136 13.2%
Hacy's 10.1%
62,213 12.6%
85,679 10.4%
e
IKEA p—

:
Nordstrom Rack % ST. LOUIS

Nordstrom ﬂfb

Best Buy

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

H P25+ ST. LOUIS (Percent Purchasing Items from AMAZON, SAM'S CLUB, Others past 3 months)
ST.LOUIS DMA Scarborough R12026: Feb25-Feb26 / Scarborough R1 2025: Feb24-Feb25 Qual Intab: 927 ®* Share of Everything
All Graphs and soefa.ai Data Modeling Copyright ® 2026 Hubbard | Media That Connects, LLC. All rights reserved. SO e a & al for Anything =
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"Other Major Stores Bought at in the past 3 months"

“*‘E’* : P25+ who Purchased Items at COSTCO in the past 3 months (Percent Purchasing Iltems
from AMAZON, SAM'S CLUB, Others past 3 months)
Amazon geol2s — 89.2%
Walmart Az 60.4%

. Target _70 32.1% _——
samMS Club s cun R 202t

T)Maxx 189941 - 21.8%

27550 JEEX
64,883 15.7%
HomeGoods m_ =

58,309 14.2%

BestBuy  FURTINNNNN 1o.1%
51,817 12.6%

Macy's PEPTEE o
Marshalls Iﬁgﬁ.‘-"ts%

IKEA PR Ten L PN
Nordstrom Rack % CINCINNATI

Nordstrom ﬁ%

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

B P25+ CINCINNATI (Percent Purchasing Iltems from AMAZON, SAM'S CLUB, Others past 3 months)
CINCINNATI DMA  Scarborough R1 2026: Feb25-Feb26 / Scarborough R1 2025: Feb24-Feb25 Qualintab: 929 * Share of Everything
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N Py T T gt T

Amazon
Walmart

Target

Macy's

TJ Maxx
HomeGoods
Marshalls

Best Buy
sams club sanscu
Nordstrom Rack
Nordstrom

IKEA

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

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

524,915  82.0%
76.0%

431,566 67.4%

68.1%

287,341 44.9%

i A <5.5%

602 13.5%
17.7%

_9/,0394 8.9%
89,133 U
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Major stores bought past 3 months: Costco



Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an average of 3 days, 2 hours, 48
minutes and 9 seconds each week with All Forms of Media.

82.1% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an avg. of 7 hours and 43 minutes each week
listening to All Local AM/FM Radio, representing 8.5% of total time spent with all forms of Media.
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Major stores bought past 3 months: Costco



Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an average of 3 days, 6 hours, 51
minutes and 57 seconds each week with All Forms of Media.

83.1% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an avg. of 8 hours and 26 minutes each week
listening to All Local AM/FM Radio, representing 8.9% of total time spent with all forms of Media.
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Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an average of 3 days, 14 hours, 6
minutes and 26 seconds each week with All Forms of Media.

87.% of Adults 25 or older who Purchased ltems at COSTCO in the past 3 months spend an avg. of 7 hours and 51 minutes each week
listening to All Local AM/FM Radio, representing 7.9% of total time spent with all forms of Media.
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Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an average of 3 days, 15 hours, 4
minutes and 18 seconds each week with All Forms of Media.

87.4% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an avg. of 7 hours and 45 minutes each week
listening to All Local AM/FM Radio, representing 7.8% of total time spent with all forms of Media.
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Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an average of 3 days, 6 hours, 30
minutes and 58 seconds each week with All Forms of Media.

76.2% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an avg. of 7 hours and 9 minutes each week
listening to All Local AM/FM Radio, representing 6.9% of total time spent with all forms of Media.
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Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an average of 2 days, 9 hours, 12

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

78.4% of Adults 25 or older who Purchased ltems at COSTCO in the past 3 months spend an avg. of 7 hours and 4 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 9.7% of total time spent with all forms of Ad-Supported Media.
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Supported Media: Adults 18 or older
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Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an average of 2 days, 12 hours, 15
minutes and 21 seconds each week with All Forms of Ad-Supported Media.

77.9% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an avg. of 7 hours and 34 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.
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Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an average of 2 days, 18 hours, 16

minutes and 12 seconds each week with All Forms of Ad-Supported Media.

83.% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an avg. of 7 hours and 20 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 COSTCO in the past 3 months spend an average of 2 days, 19 hours, 0

minutes and 33 seconds each week with All Forms of Ad-Supported Media.

82.5% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an avg. of 7 hours and 9 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 8.8% of total time spent with all forms of Ad-Supported Media.

EX e

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

Concurre|
usage 48.7%

who Purchased Items at CIN
‘COSTCOin the past 3
months

¥ who Purchased Iltems at COSTCO in the past 3 months H CIN
@
® 3 Share of Everythin
CON  DMA  Scorborough R2 2025-26: Aug24-Jul26  Qual intab 929 CIN DMA  Scarborough R2 2025-26: Aug24-jul26  QualIntab 3,573 HUbefd H SOEfa.al for Anyching »
All Graphs and soefo.ai Data Modeling Copyright © 2026 Hu %bam‘ [ Media That Connects, LLC. All rights reserved. media that connects

Major stores bought past 3 months: Costco



Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an average of 2 days, 12 hours, 21
minutes and 2 seconds each week with All Forms of Ad-Supported Media.

73.6% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an avg. of 6 hours and 47 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 8.3% of total time spent with all forms of Ad-Supported Media.

Avg. H:M:5/week with All Forms of Ad-
Supported Media: Adults 18 or older
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for an avg. of 60.7 minutes/day.

| Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an average of 8 hours
and 10 minutes each day with All Forms of Ad-Supported Media. 78.4% listen to Local AM/FM Radio
(Local Radio delivers 9.7% of Time with Ad-Supported Media.)
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for an avg. of 64.9 minutes/day.

Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an average of 8 hours
and 36 minutes each day with All Forms of Ad-Supported Media. 77.9% listen to Local AM/FM Radio
(Local Radio delivers 9.8% 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/a‘ay Spent): Adults 25 or older

{Averoge Week)
Grocery Stores

Billboards & Signs (Weekly Drivers)

Weather [Sports (Websites/Apps)

ing/Financi Estate
Search (Google, Bing, etc.)
Local AM/EM Radio
Email/Text/IM/Zoom,etc. (Personal & Work)
Facebook
Local TV Stations.
Gas Stations/ Convenience Stores
Non-Premium Cable TV Networks
Games/Fantasy/Betting Sites

Netflix

Total persons: % Time Spent: {A

— PRI A, HoursiMinute/doywith Al
m— e

Local AM/FM Radio
723

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

Local TV Stations
130.2

Non-Premium Cable TV
Networks Facebook
92.2 436

Billboards & Signs
(Weekly Drivers)
67.2

Search
(Google,
Bing, etc.)
333

Games/

Fantasy

/Bettin
B

Local TV Stations
133.6

Non-Premium Cable TV
Networks
103.1

Billboards &
Signs (Weekly
Drivers)
57.8

Local AM/FM Radio
7.3

Search
(Google,
Bing, etc.)
335

Facebook
469

Netflix
34.3

News/
Weath

er/Sp...
Banki...

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

Games

/Fanta

sy/Bett
ing...

Concurre:
o —
et who Purchased Items at msp
O T cononme
months
» who Purchased Items at COSTCO in the past 3 months uMSP

m who Purchased Items at COSTCO in the past 3 months

u MsP

Top-13 All Forms of Ad-. Suggarted Media (Persons & % Reach): Adults 25 or older

(averoge week)
Grocery Stores

Billboards & Signs (Weekly Drivers)
News/Weather/Sports (Websites/Apps)
Search (Google, Bing, etc)

Local AM/FM Radio

Facebook

Email/Text /iIM/Zoom,etc. (Personal & Work)
Gas Stations/Convenience Stores

Local TV Stations

Non-Premium Cable TV Networks
Shopping (ind. Food/ Auctions/Travel, etc.)
Instagram

Amazon Prime/IMDb/FireTv

MSP
All Graphs and soefa.ai Data Modeling Copyright

Totol Persons:

_ﬂ'
Gowmas| 51
M_Eﬁ‘
osciosl " con g
mm Avg. Hours+Minutes/day with All M

Forms of Ad-Supported Media: 0.4
Adults 25 or older 0'4%

concurrent n 79
Usoge %

who Purchased Items at
COSTCO in the past 3
months

44.9%

% Time spent: (Averoge Day)

-mr

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

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

Billboards & Signs
(Weekly Drivers)
67.2

Local TV Stations
1225

Amazon
Prime/IMDb/Fir
eTv
499

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

Non-Premium Cable TV
Networks
86.7

Shoppi
ng (inel.
Food/A
uctio...

Local AM/FM Radic
64.9

Search
(Google,
Bing, etc.)

333

Facebook
39.7

New | 'nstagra
W m...
eath

er.. | Gro..

G|

Local TV Stations
126.3

Non-Premium Cable TV
Networks
974

Billboards & Signs
(Weekly Drivers)
578

Local AM/FM Radio
64.7

Search
(Google,
Bing, etc.)

335

Amazon
Prime/IMDb/F
ireTv
46.2

Facebook
40.9
Email/Text/IM shoppl
[Zoom,etc.
(Personal &
Work)...

News/We
ather/S.. o

(incl.
Food/A
uctio...

Instagram
159

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

DMA Scarborough R2 2025-26: Aug24-Jul26 Qual Intab 1,44
2026 Hubbard | Media That Connects, LLC. All nghrs reserved.

= who Purchased Items at COSTCO in the past 3 months

Major stores bought past 3 months: Costco

soefa.ai

m MSP
® Share of Everything
for Anything _




| Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an average of 9 hours
and 28 minutes each day with All Forms of Ad-Supported Media. 83.% listen to Local AM/FM Radio

: X .r"'?'. for an avg. of 62.9 minutes/day. (Local Radio delivers 9.2% of Time with Ad-Supported Media.)
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for an avg. of 61.3 minutes/day.

| Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an average of 9 hours
and 34 minutes each day with All Forms of Ad-Supported Media. 82.5% listen to Local AM/FM Radio
(Local Radio delivers 8.8% of Time with Ad-Supported Media.)
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| Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an average of 8 hours
and 37 minutes each day with All Forms of Ad-Supported Media. 73.6% listen to Local AM/FM Radio

for an avg. of 58.1 minutes/day.

(Local Radio delivers 8.3% of Time with Ad-Supported Media.)
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- 76,779,305 or 78.4% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months
listen to Ad-Supported Local AM/FM Radio for an average of 60.7 minutes every day representing
41.2% of all time spent daily with Ad-Supported Audio.
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- 1,102,872 or 77.9% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months
listen to Ad-Supported Local AM/FM Radio for an average of 64.9 minutes every day representing
40.4% of all time spent daily with Ad-Supported Audio.
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- 410,681 or 83.% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months listen to
Ad-Supported Local AM/FM Radio for an average of 62.9 minutes every day representing 44.4% of
all time spent daily with Ad-Supported Audio.
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- 339,713 or 82.5% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months listen
to Ad-Supported Local AM/FM Radio for an average of 61.3 minutes every day representing 45.1%
of all time spent daily with Ad-Supported Audio.
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471,198 or 73.6% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months listen
to Ad-Supported Local AM/FM Radio for an average of 58.1 minutes every day representing 39.8%
of all time spent daily with Ad—Supported Audio.
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' 76,779,305 or 78.4% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months
listen to Ad-Supported Local AM/FM Radio for an average of 60.7 minutes every day representing
41.2% of all time spent daily with Ad-Supported Audio.
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1,102,872 or 77.9% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months
listen to Ad-Supported Local AM/FM Radio for an average of 64.9 minutes every day representing
40.4% of all time spent daily with Ad-Supported Audio.
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410,681 or 83.% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months listen to
Ad-Supported Local AM/FM Radio for an average of 62.9 minutes every day representing 44.4% of
all time spent daily with Ad-Supported Audio.
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339,713 or 82.5% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months listen
to Ad-Supported Local AM/FM Radio for an average of 61.3 minutes every day representing 45.1%
of all time spent daily with Ad-Supported Audio.
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471,198 or 73.6% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months listen
to Ad-Supported Local AM/FM Radio for an average of 58.1 minutes every day representing 39.8%
of all time spent daily with Ad-Supported Audio.

Weekly Avg. Hours+Minutes/day with Ad-Supported
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76,779,305 or 78.4% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months listen to
Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Classic Hits, Country,
Classic Rock, and Pop Contemporary Hit Radio.
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1,102,872 or 77.9% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months listen to
Ad-Supported Local AM/FM Radio. The Top-5 Formats are Country, Hot AC, Classic Hits, Classic Rock, and
Adult Contemporary.
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410,681 or 83.% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Classic Hits, Classic Rock, Adult Contemporary,
New Country, and Adult Hits.

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

(Average Week) & rime spent: (Average Day]

Clasic Hits :

New Countr Adult Contemporary

¥ m All Sports Contemporary . Hit Radio
News/Talk/information = .S m Alternative 273 26.0 Aﬂzfiggrts Cias';;gock 26.2
kit —C (9.0 |
Alternative Avg. Hours+Minutes/day with Local m News/Talk/ln |  pop News/Talk/In
ey AM/FM Radio: Adults 25 or older m Classic Rock formation (,nnrem‘p Alternative formation Adult
0% 27.8 258 orary Hit 9.2 26.0 Classic Contemp
Hot AC m Radio | Country Hits orary
< 49, 25.1 250 Christian ~ 25.2 251
el B T m e o
Christian Adult Contemporary m m Christian Adult Contemporar
who Purchased Items at Contemporary Classic Hits Adult Hits y Urban AC
ausports  FESE R AT coSTcoinhepst3 (o5 | S i 284 5 -
months
Comtry MW&’% (5155
w who Purchased ltems at COSTCO in the past 3 months mSTL ® who Purchased Items at COSTCO in the past 3 months mSTL
Ad-Supported Local AM/FM Radio Formats (Persons & % Reach): Adults 25 or older Ad-Supported Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
(Averoge Wnkl Total Persons: Spent. m‘

Pop
Adult News/Talk/Infor Contemporary

Contemporary mation . Hit Radio
Alternative Adult Hits 26.0 258 Sports Classic Rock : 26.2

28.8 28.4 s . 28.0

icro T ——
oy P ——rY
o T —

News/Talk/information

News/Talk/In

Alternative Avg. Hours+Minutes/day with Ad-
Urban AC Supparted Loca) AM/EM Badia: e B ban AC Classic Rock Alternative P Adult
Adults 25 or older 285 278 i 292 26.0 Classic  Contem
HotAC | Country Hits ;';t; p;ga{'y
All Sports m Contemporar
who Purchased Items at 4 o >
New C All Sport: Adult Hits Urban AC
Country COSTCOin the past 3 i) w?;;"w 27"? s Contempora... S5 2%" o foan
months Z -2 i L
Urban Contemporary m
m who Purchased Items at COSTCO in the past 3 months mSTL # who Purchased Items at COSTCO in the past 3 months ESTL

® Share of Everything

20, 5 6 Al 2451#26 for Anything _

S 927
All Graphs and sae)M 0.ai Data ﬁz@%lﬁrg Cupyng 202 ard | Me%'i‘u Tg,af Connects, LLC. Al rights reserved.

soefa.ai

Major stores bought past 3 months: Costco



339,713 or 82.5% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Classic Hits, Country, Adult Contemporary,
News/Talk/Information, and Album Oriented Rock.

Local AM/FM Radm Formats (Persons & % Reach): Adults 25 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
{axsrmpe 0oy

[Averoge Week)
Country

Classic Hits
News/Talk/information
Adult Contemporary
Adult Hits

Album Oriented Rock
Classic Rock

HotAC

Active Rock

Pop Contemporary Hit Radio
Urban Contemporary
Alternative

Contemporary Christian

Total Persons

o —
RN E—— O
PN —
CEE —
@

who Purchased items at
COSTCO in the past 3
months

MI

# who Purchased Items at COSTCO in the past 3 months

Avg. Hours+Minutes/day with Local
AM/FM Radio: Adults 25 or older

=

mCIN

% Time Spent:

=

et
[
R

Urban
Contemporary Active Rock

26.5

Adult Hits
27.6

News/Talk/Infor
mation
2715

Country
25.2

Classic Hits
243

Adult
Contemporary
247

Pop

Contemp | Contemp
orary

Christian
233

orary Hit
Radio
232

Alternative
231

News/Talk/Infor
mation
28.5

Active Rack
27.6

Classic Rock
27.4

Adult Hits
27.3

Contemporary
Christian
27.2

Classic Hits
268

Album Oriented
‘Rock
26.1

Adult
Contemporar

Y
26.0

Country
256

Alternative
26.0

Pop
Contemp
orary Hit

Radio

253

Hot AC

Urban Contemporary
247

» who Purchased Items at COSTCO in the past 3 months

mCIN

Ad-Supported Local AM/FM Radio Formats (Persons & % Reach): Adults 25 or older

(average week)
Country

Classic Hits

Adult Contemporary
News/Talk/Information
Adult Hits

Album Oriented Rock
Classic Rock

Hot AC

Active Rock

Pop Contemporary Hit Radio
Urban Contemporary
Altemative

Urban AC

Total persons:

Avg. Hours+Minutes/day with Ad-
Supported Local AM/FM Radio:
Adults 25 or older

who Purchased Items at
COSTCO in the past 3
months.

# who Purchased Items at COSTCO in the past 3 months

mCiN

All Graphs nna‘ soefM ‘a.ai Data ﬁog%lmg Capynogsészéﬁg ’26 rd | Me%u }J Eonnecrs LLC. All rights reserved.

Ad-Supported Local AM/FM Radie Formats (% Time Spent
o Areioge o)

& Avg. Minutes/day Spent): Adults 25 or older

Urban

Contemporary Active Rock
g

Adult Hits
276

News/Talk/Infor
mation
27.5

Classic Rock
259

Album
Oriented Rock
254

Country
25.2

Urban AC
246

Classic Hits
243

Adult
Contemporary
247

Pop
Contem

Alternative
231

News/Talk/Infor
mation

Active Rock
27.6

Classic Rock
274

Adult Hits
273

Classic Hits
26.8

Album
Oriented Rock
26.1

Alternative
26.0

Pop
Contemporar
y Hit Radio
253

Urban
Contem

porary
24.7

Hot AC
251

Urban AC
220

® who Purchased Items at COSTCO in the past 3 months

Major stores bought past 3 months: Costco

mCIN

*® Share of Everything

for Anything




471,198 or 73.6% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Classic Hits, Classic Rock, Pop
Contemporary Hit Radio, and Country.
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63,980,522 or 65.3% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months
watch Ad-Supported Local TV Stations for an average of 100.7 minutes every day representing 31.8%
of all time spent daily with Ad-Supported Video.
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989,117 or 69.9% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months watch
Ad-Supported Local TV Stations for an average of 122.5 minutes every day representing 35.3% of all
time spent daily with Ad-Supported Video.
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361,882 or 73.1% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months watch
Ad-Supported Local TV Stations for an average of 124.5 minutes every day representing 33.5% 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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284,765 or 69.1% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months watch
Ad-Supported Local TV Stations for an average of 130.5 minutes every day representing 33.5% of all
time spent daily with Ad-Supported Video.
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431,663 or 67.4% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months watch
Ad-Supported Local TV Stations for an average of 99.3 minutes every day representing 27.2% of all
time spent daily with Ad-Supported Video.
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63,980,522 or 65.3% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months

watch Ad-Supported Local TV Stations for an average of 100.7 minutes every day representing 31.8%
of all time spent daily with Ad-Supported Video.
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989,117 or 69.9% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months watch
Ad-Supported Local TV Stations for an average of 122.5 minutes every day representing 35.3% of all
time spent daily with Ad-Supported Video.
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361,882 or 73.1% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months watch
Ad-Supported Local TV Stations for an average of 124.5 minutes every day representing 33.5% of all
time spent daily with Ad-Supported Video.

Weekly 73.1% Avg. Hours+Minutes/day with Ad-Supported
Reach % 70.1% n H n Video: Adults 25 or older
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284,765 or 69.1% of Adults 25 or older who Purchased ltems at COSTCO in the past 3 months watch
Ad-Supported Local TV Stations for an average of 130.5 minutes every day representing 33.5% of all
time spent daily with Ad-Supported Video.
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431,663 or 67.4% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months watch

Ad-Supported Local TV Stations for an average of 99.3 minutes every day representing 27.2% of all
time spent daily with Ad-Supported Video.
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' 63,980,522 or 65.3% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months
watch Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Sports, Local
News - Morning, Comedies, Movies, and Dramas.
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' 989,117 or 69.9% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months watch
Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Sports, Local News -
Morning, Comedies, Game Shows, and Movies.
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361,882 or 73.1% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months watch
Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Sports, Local News -
Morning, Comedies, Game Shows, and Dramas.
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Local TV Station Programs (Persons & % Reach): Adults 25 or older
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284,765 or 69.1% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months watch
Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening, Local News -
Morning, Comedies, Movies, and Dramas.
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' 431,663 or 67.4% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months watch

Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Sports, Local News -
Morning, Comedies, Movies, and Dramas.
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Avg. Week All ng:tal (Persons & % Reach): Adults 250r older

‘ 74,402,667 or 76.% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months use
Ad-Supported Social Media for an average of 124. minutes every day representing 22.8% of all time
spent daily with Ad-Supported Digital Media.
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Avg. Week AII ng:tal (Persons & % Reach): Adults 250r older

1,137,082 or 80.4% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months use
Ad-Supported Social Media for an average of 111. minutes every day representing 20.1% of all time
spent daily with Ad-Supported Digital Media.
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Avg. Week All Dtg:tal (Persons & % Reach): Adults 25 or older
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‘ 387,390 or 78.2% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months use
Ad-Supported Social Media for an average of 126.9 minutes every day representing 22.5% of all time
spent daily with Ad-Supported Digital Media.
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‘ 313,343 or 76.1% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months use
Ad-Supported Social Media for an average of 115.9 minutes every day representing 20.9% of all time
spent daily with Ad-Supported Digital Media.

Avg. Day All Digital (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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‘ 453,030 or 70.8% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months use
Ad-Supported Social Media for an average of 116.4 minutes every day representing 21.% of all time
spent daily with Ad-Supported Digital Media.
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74,402,667 or 76.% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months use
Ad-Supported Facebook for an average of 44.8 minutes every day representing 36.1% of all time
spent daily with Ad-Supported Social Media.

: o
185774516 6.6%
130,654,845 53.9%

. Social Media: Adults 25 or older

ocd  16.8%

18.5%

|

s who Purchased Items at USA
500, | Ik COsTCOinthe st
months
u who Purchased Items at COSTCO in the past 3 months mUSA

Avg. Hours+Minutes/day with all

= B

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

% Time Spent:

o
oa

agggaaiggg'a
3 e Tl o B T - oo S
R R EEREEEEREER

o

YouTube Video
24.0

Instagram
240

’ Pinter...

Reddit

T2

Linked
Facebook In
47.7 10.3

TikTok
10.0

YouTube Video
26.2

Instagram
25.0

Linkedin
8.7

EVTE
6.7

TikTok
12.1

Facebook
50.5

u who Purchased Items at COSTCO in the past 3 months

EUSA

Avg. Week Ad-Supported Social Media (Persons & % Reach): Adults 25 or olde
Totol persons: % Time Spent:

Facebook
Instagram
YouTube Video
LinkedIn
TikTok

Reddit

X

Pinterest
WhatsApp
Snapchat
Others(Rumble, Threads,

Blogs/Message Boards (read...

tumblr

USA

USA Projection

!..77 549, 7' 3 Vil
8 6¢ 9 29%

4. &8; 47 i 8.8% Avg. Hours+Minutes/day with Ad-
Supported Social Media: Adults 25
S .I!“ ”'5% or older
W 17.1%
0 4.4%
5 2.6% who Purchased Items at usa
R 3% CostCOn thepast
months
® who Purchased ltems at COSTCO in the past 3 months W USA
Scarborough R2 2025-26: Feb24-Jul26 Qual Intab 18,202

Y6 I3 =
g - 5 5 n T8 S
FTEEEEERER S S T8

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

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

YouTube Video
239

Instagram
18.9

Pinter
est...

X
45
Link
edin
6.8

TikTok Sl

10.0

Reddit
43

Facebook
448

YouTube Video
26.1

Instagram
19.7

Pinter = Reddi
Linkedin esEs (s

6.3

TikTok
121

Facebook
453

w
h

= who Purchased Items at COSTCO in the past 3 months

Major stores bought past 3 months: Costco

mUSA
® Share of Everything



1,137,082 or 80.4% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months use
Ad-Supported Facebook for an average of 39.7 minutes every day representing 35.7% of all time
spent daily with Ad-Supported Social Media.
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387,390 or 78.2% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months use
Ad-Supported Facebook for an average of 46.6 minutes every day representing 36.7% of all time
spent daily with Ad-Supported Social Media.
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313,343 or 76.1% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months use
Ad-Supported Facebook for an average of 38.3 minutes every day representing 33.% of all time
spent daily with Ad-Supported Social Media.
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453,030 or 70.8% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months use
Ad-Supported Facebook for an average of 38.6 minutes every day representing 33.2% of all time
spent daily with Ad-Supported Social Media.
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74,402,667 or 76.% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months use

Ad-Supported Facebook for an average of 44.8 minutes every day representing 36.1% of all time
spent daily with Ad-Supported Social Media.
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| 1,137,082 or 80.4% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months use
Ad-Supported Facebook for an average of 39.7 minutes every day representing 35.7% of all time
spent daily with Ad-Supported Social Media.
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| 387,390 or 78.2% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months use

Ad-Supported Facebook for an average of 46.6 minutes every day representing 36.7% of all time
spent daily with Ad-Supported Social Media.
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| 313,343 or 76.1% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months use
Ad-Supported Facebook for an average of 38.3 minutes every day representing 33.% of all time
spent daily with Ad-Supported Social Media.
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| 453,030 or 70.8% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months use
Ad-Supported Facebook for an average of 38.6 minutes every day representing 33.2% of all time
spent daily with Ad-Supported Social Media.
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Local Radio: 70,523; Social Media: 68,772; Local TV: 30,378; Non-Prem. Cable: 28,004
reaching Adults 25 or older who Purchased Items at COSTCO in the past 3 month

All Other Digital Media: 93,731;

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 25 or older who Purchased Items at COSTCO in the
past 3 months
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 36,843;
Local Radio: 25,951; Social Media: 25,232; Non-Prem. Cable: 13,425; Local TV: 13,257
reaching Adults 25 or older who Purchased Items at COSTCO in the past 3 month

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 25 or older who Purchased Items at COSTCO in the
past 3 months
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 29,471;
Local Radio: 21,445; Social Media: 20,897; Non-Prem. Cable: 11,440; Local TV: 10,078
reaching Adults 25 or older who Purchased Items at COSTCO in the past 3 month

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 25 or older who Purchased Items at COSTCO in the
past 3 months
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 43,005;
Local Radio: 29,504; Social Media: 28,572; Non-Prem. Cable: 18,340; Local TV: 14,658
reaching Adults 25 or older who Purchased Items at COSTCO in the past 3 month

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 25 or older who Purchased ltems at COSTCO in the
past 3 months
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 25 or older

faverage week)
‘Grocery Stores

Billboards & Signs (Weekly Drivers)

Gas Stations/Convenience Stores

Shopping Malls

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

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

Total Persons:

e % |
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Top-13 Ad-Supported Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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1,364,731 or 96.4% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months
spend an average of 67.2 minutes per day driving, seeing Billboards and Signs. 65.2% Listen to Local
Radio Stations Out-of-Home for an average of 39.3 minutes/day.

Top-13 Out-of-Home Media (Persons & % Reach): Adults 25 or older
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479,878 or 96.9% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend
an average of 61.8 minutes per day driving, seeing Billboards and Signs. 69.3% Listen to Local Radio
Stations Out-of-Home for an average of 38.1 minutes/day.

Top-13 Out-of -Home Media (Persons & % Reach): Adults 25 or older
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407,649 or 98.9% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend
an average of 73.1 minutes per day driving, seeing Billboards and Signs. 68.9% Listen to Local Radio
Stations Out-of-Home for an average of 37.1 minutes/day.

Top-13 Out-of-Home Media (Persons & % Reach): Adults 25 or older
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613,252 or 95.8% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend
an average of 49. minutes per day driving, seeing Billboards and Signs. 61.5% Listen to Local Radio
Stations Out-of-Home for an average of 35.2 minutes/day.
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92,657,432 or 94.6% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an

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

Avg. Hours+Minutes/day with Ad-Supported

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

Reach % "Share of Ad-Supported OOH Media"
94.6% 97.2% 96.8% _ 2:01
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1,364,731 or 96.4% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an
average of 67.2 minutes per day driving, seeing Billboards and Signs representing 45.2% of all Time Spent
with Ad-Supported Out-of-Home Media.

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

Reach "Share of Ad-Supported OOH Media"
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479,878 or 96.9% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an
average of 61.8 minutes per day driving, seeing Billboards and Signs representing 42.8% 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

waalig "Share of Ad-Supported OOH Media"
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e
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407,649 or 98.9% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an
average of 73.1 minutes per day driving, seeing Billboards and Signs representing 48.5% of all Time Spent
with Ad-Supported Out-of-Home Media.

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

Reach "Share of Ad-Supported OOH Media"
B S 205 |
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613,252 or 95.8% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend an
average of 49. minutes per day driving, seeing Billboards and Signs representing 38.9% of all Time Spent
with Ad-Supported Out-of-Home Media.

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

older
2.54%

1,364,731 or 96.4% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months
spend an average of 67.2 minutes per day driving an average of 39.1 miles each day and are 44.3%
more likely to use -394 than the Metro average.

Top-26 Employment Zip Codes: Adults 25 or older
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Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 25 or older
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Major stores bought past 3 months: Costco

479,878 or 96.9% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend
an average of 61.8 minutes per day driving an average of 36. miles each day and are 58.7% more
likely to use Manchester Road/Highway 100 than the Metro average
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Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 25 or older
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Top-26 Residential Zip Codes: Adults 25 or older
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Major stores bought past 3 months: Costco

407,649 or 98.9% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend
an average of 73.1 minutes per day driving an average of 42.5 miles each day and are 69.3% more
likely to use Route 42 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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Top-26 Residential Zip Codes: Adults 25 or older
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Major stores bought past 3 months: Costco

613,252 or 95.8% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months spend
an average of 49. minutes per day driving an average of 28.5 miles each day and are 59.6% more
likely to use Donald Ross Road than the Metro average.

Top-26 Employment Zip Codes: Adults 25 or older
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Top Residential Zip Codes: (Adults 25 or older who Purchased Items at COSTCO in the past 3 months)
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. 26,668,454 or 27.2% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 9.3 minutes every day representing
31.5% of all time spent daily with All forms of Print Media.
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. 410,552 or 29.% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 9.3 minutes every day representing 34.2%
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
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. 120,741 or 24.4% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 9.4 minutes every day representing 30.3%
of all time spent daily with All forms of Print Media.

Avg. Week AII Prmt Medra (Persons & % Reach): Adults 25 or older Avg Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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. 85,910 or 20.9% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 8.9 minutes every day representing 28.%
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
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. 175,095 or 27.4% of Adults 25 or older who Purchased Items at COSTCO in the past 3 months read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 9.9 minutes every day representing 32.1%
of all time spent daily with All forms of Print Media.
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Social Media

Websites
Direct Mail
Broadcast, Cable, & Sat TV

Local Broadcast TV

“Advertising Actions"

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

93,194,205 38.7%

86,023,957 35.7%

70,279,684 29.2%

55,919,311 23.2%

37,231,462 15.4%

Local AM/FM Radio

37,978,540 15.8%

Cable TV Networks

Video Streaming Services

35,661,533 14.8%

35,742,865 14.8%

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

Websites

Direct Mail

Broadcast, Cable, & Sat TV
Local Broadcast TV

Cable TV Networks

"Advertising Actions"

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

1,340,559 38.9%

Local AM/FM Radio

570,380 16.5%

Video Streaming Services
Newspapers

Podcasts

Billboards

Audio Streaming Services

479,708 13.9%

_ MINNEAPOLIS-ST. PAUL
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307 057 8.9%

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

Websites

Direct Mail

Broadcast, Cable, & Sat TV
Cable TV Networks

Local Broadcast TV

"Advertising Actions"

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

féa,zas 35.6%
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371,178 16.7%

Local AM/FM Radio

347,277 15.6%
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Podcasts
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Social Media

Websites
Direct Mail
Broadcast, Cable, & Sat TV

Cable TV Networks

“Advertising Actions"

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

616,265 36.4%
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Social Media

Websites

Direct Mail

Broadcast, Cable, & Sat TV
Cable TV Networks

Local Broadcast TV

"Advertising Actions"

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