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8.8% or 23,095,730 of USA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 months.
Typical Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 47.7 years old
(2.1% younger than average) and have a $112,094 (17.5% higher than average) annual household income.
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9.1% or 352,202 of MSP DMA Adults 18 or older Purchased ltems In-Store at BEST BUY in the past 3 months.
Typical Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 45.2 years old
(7.4% younger than average) and have a $128,385 (16.4% higher than average) annual household income.
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7.% or 174,904 of STL DMA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 months.
Typical Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 51.1 years old
(3.5% older than average) and have a $129,146 (28.6% higher than average) annual household income.
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7.% or 135,769 of CIN DMA Adults 18 or older Purchased ltems In-Store at BEST BUY in the past 3 months.
Typical Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 47.2 years old
(3.1% younger than average) and have a $123,122 (22.7% higher than average) annual household income.
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8.8% or 167,849 of WPB DMA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 months.
Typical Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 55.4 years old
(4.4% older than average) and have a $131,195 (28.9% higher than average) annual household income.
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8.8% or 23,095,730 of USA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 months.
Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 18.6% more likely
to be a college graduate, 16.6% more likely to work full-time, 8.% more likely to be married, 2.5% more

likely to be a parent of 1 or more children unde
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9.1% or 352,202 of MSP DMA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 monthsl.
Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 60.7% more likely

to be a college graduate, 2.7% less likely to work full-time, 4.2% less likely to be married, 31.1% more

likely to be a parent of 1 or more children und
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7.% or 174,904 of STL DMA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 months.
Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 30.4% more likely
to be a college graduate, 25.7% more likely to work full-time, 23.% more likely to be married, 5.2% less

likely to be a parent of 1 or more children und
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7.% or 135,769 of CIN DMA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 months.
Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 28.2% more likely
to be a college graduate, 17.7% more likely to work full-time, 2.6% more likely to be married, 9.2% more
likely to be a parent of 1 or more children und
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8.8% or 167,849 of WPB DMA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 months.
Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 13.5% more likely

to be a college graduate, 27.9% more likely to work full-time, 20.2% more likely to be married, 22.5%

less likely to be a parent of 1 or more children u

e
1 %, Education Levels: Adults 18 or older
\

0.3%
M 2.2%

! 32.4%
—
16.9%

Some High School or Less (not graduate)

High School Graduate (12th grade or
GED)

Some College Credit (no degree) g

 12.1%

j 23.7%
21.1%

13.2%

Associate's Degree (AA, AS, etc.)
College Graduate (4 year college)
Postgraduate Degree

who Purchased ltems In-Store at BEST BUY in the past 3 months uWPB

Adults 18 or older

69.6%

Employment:

Employed Full-Time or Part-Time

Employed Full-Time (35 hours or more)

Employed Part-Time (less than 35 hours)

White Coll i —
ite Collar 37.2%
- 7.0%
Blue Coll 2
bl 17.5%
Work From Home (most of the time or always) m "
who Purchased Items In-Store at BEST BUY in the past 3 months = WPB

9.
()O Marital Status: Adults 18 or older

Single, Never Married 20.6%
s 60.2%
Married 50.1%

 1.4%

Legally Separated |11V

Divorced

B 35%
B s3%

M s
LGBTQ+ (net) g 55:;"

Widowed

who Purchased Items In-Store at BEST BUY in the past 3 months uWPB

Top-20 Occupations: Adults 18 or older Entrepreneurs/Government Workers
26.9%
10.2% 11.6%
- 5.9% .7'8% 2.3% 4.2%
e _— —
SmallBusiness Self-Employed Government
11.0% 103% Owner Workers
8.7% 7.6¢
A% 3 0B9% 34508%  36% | aew A0%axn ) ssw 2%
Licaskasck ok o
] U -_— _— — — —
Py S A A A B S A 3 & SRS O S AV SN SV AV
<& > &) <& & & & e & & T
& & @0* O‘P‘ & ‘is"' wﬂ“ & & o & & y. , s & < &7
P A AT S A Y . R A 3
& & o L & °e=°° &£ & & & o 5 &
&S A G n 4 4 5
&8 & & & o & & & d’*# é,m\“‘\ & f* &
& o & & & al Ky
& w « 0 &
#* & &
@ ' -s
who Purchased ltems In-Store at BEST BUY in the past 3 months = WPB
wes DMA Scarborough R2 2025: Aug24-Jun25 Qual Intab 225

All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC.

All rights reservec

.14t 8| Stage in Life: Adults 18 or older
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8.8% or 23,095,730 of USA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 months.
Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 7.6% more likely to
own their home, 35.2% more likely to own a higher valued home, 4.7% more likely to have a single-family

home, 8.5% more likely to have a dog.

m Own/Rent/Other: Adults 18 or older mﬁm Type of Home:Adults 18 or older 4 {® Pets in Home:Adults 18 or older
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9.1% or 352,202 of MSP DMA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 months.
Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 2.9% more likely to
own their home, 40.9% more likely to own a higher valued home, 4.6% more likely to have a single-family
home, 3.7% more likely to have a dog.

m Own/Rent/Other: Adults 18 or olden mﬁm Type of Home:Adults 18 or older € {® Pets in Home:Adults 18 or older

Single Family House (unattached)

6.8%
Townhouse or attached Home
10.0%

Own a Dog

| 0.6%
[ 1.5%

Condominium Own a Cat

10.6% 7.9%

Other Own Second Home | obile Home or Manufactured
or Real Estate Home

Property

w who Purchased items In-Store at BEST BUY in the past 3 months. uMSP wwho Purchased Items In-Store at BEST BUY in the past 3 months mMSP = whe Purchased Items In-Store at BEST BUY in the past 3 months -MSP

1.2% Own other type of Pet
1.6%

f," Value of Owned Home: Adults 18 or older W) Home Loans: Adults 18 or older

Average Value of Owned Home:
who Purchased Items In-Store at BEST BUY in the past...

N 0000 $421551 |

15.2%

413.3%

6.7%

EPR <o RSN

<$150K $150K-$200K $200K-$250K $250K-$300K $300K-$350K  $350K-$500K

$500K-$750K  $750K-$1M

A 122,324

Home Refinanced Home Equity Own
Mortgage Home Loan/Home Home/Property
® who Purchased Items In-Store at BEST BUY in the past 3 months m MSP Mortgage Improvement  Outright (No
MSP DMA Scarborough R2 2025: Aug24-iul25 Qual Intab 170 . Loan Mortgages)

All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reservec

[(Major stores shopped in-store past 3 months: Best Buy AND Major stores bought past 3 months: Best Buy)]



7.% or 174,904 of STL DMA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 months.
Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 12.8% more likely
to own their home, 16.3% more likely to own a higher valued home, 5.8% more likely to have a single-
family home, 6.3% less likely to have a dog.

m Own/Rent/Other: Adults 18 or olden mﬁm Type of Home:Adults 18 or older € {® Pets in Home:Adults 18 or older
— S 7909% e
| Single Family House (unattached) wji ‘ 41.4%
Own a Dog
Townhouse or attached Home i 6.3%
4.0%
1%
Condominium
| 6%
b 9.3% 8.4% T5.0%
= : ! 7.4% 6.3% o - |
zz%f 569,358 Mp HW. .6%
Rent Other OwnSecond Home | Mobile Home or Manufactured | 1.7% Own other type of Pet )
or Real Estate Home 6.1%
Property "
w who Purchased Items In-Store at BEST BUY in the past 3 months mSTL # who Purchased Items In-Store at BEST BUY in the past 3 months. mSTL = who Purchased Items In-Store at BEST BUY in the past 3 months =sSTL
-~
Value of Owned Home: Adults 18 or older W, Home Loans: Adults 18 or older
Average Value of Owned Home:
who Purchased items In-Store at BEST BUY in the past... *
— o ]
<$150K $150K-$200K $200K-$250K $250K-$300K $300K-$350K $350K-$500K S500K-$750K  $750K-S1M Home Refinanced  Home Equity Own
. Mortgage Home Loan/Home Home/Property
= who Purchased Items In-Store at BEST BUY in the past 3 months mSTL Mortgage Improvement Outright (NO
STL DMA Scarborough R2 2025: Aug24-Jul25 Qual intab 158 Loan Mortgages)

All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reservec

[(Major stores shopped in-store past 3 months: Best Buy AND Major stores bought past 3 months: Best Buy)]



7.% or 135,769 of CIN DMA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 months.
Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 14.% more likely to

own their home, 4.6% more likely to own a higher valued home, 13.9% more likely to have a single-family
home, 19.2% more likely to have a dog.
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8.8% or 167,849 of WPB DMA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 month
Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 21.4% more likely

to own their home, 8.9% more likely to own a higher valued home, .3% less likely to have a single-family

home, 34.1% more likely to have a dog.
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8.8% or 23,095,730 of USA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 months.
Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 2.6% more likely to
look up D-I-Y advice online, 11.7% more likely to always vote in local elections, 43.4% more likely to belong

to a gym, 21.8% more likely to fly domes

Political Activity: Adults 18 or older
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toagym, 36.

1% more likely to fly domest

9.1% or 352,202 of MSP DMA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 months.
Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 8.6% less likely to
look up D-I-Y advice online, 23.% more likely to always vote in local elections, 82.8% more likely to belong
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7.% or 174,904 of STL DMA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 months.
Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 1.8% more likely to
look up D-I-Y advice online, 23.8% more likely to always vote in local elections, 46.5% more likely to belong

to a gym, 28.4% more likely to fly domes

-Top-ZO past 30-days Online Lifestyle Activites: Adults 18 or older
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7.% or 135,769 of CIN DMA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 months.
Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 12.9% less likely to
look up D-I-Y advice online, 2.1% more likely to always vote in local elections, 55.4% more likely to belong
to a gym, 25.9% more likely to fly domes
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to a gym, 17.% more likely to fly domest

8.8% or 167,849 of WPB DMA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 months.
Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 9.3% more likely to
look up D-I-Y advice online, 21.4% more likely to always vote in local elections, 24.8% more likely to belong
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8.8% or 23,095,730 of USA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 months.
Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 6.5% more likely to
use QSRs past mo., 11.5% more likely to use Sit-Down Restaurants past mo., 23.% more likely to use Casinos
past yr., 7.6% more likely to smoke cigaret

Past 30-days QSR Users: Adults 18 or older
' 1time

10.1%

2 times

3 times

4 times

5 times

10.0%

6-9times

10times or more
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Total Monthly QSR Users:
88.8%

= USA

Avg. Monthly QSR Meals:
83.4%

M N ——

10times or more

Total Monthly Sit-Down Restaurant Users: A jt-

Past 30-days Sit-Down Restaurant Users: Adults 18 or older
4

1time 17.0%

2 times 16.5%

3 times 11.8%
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5 times
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= who Purchased Items In-Store at BEST BUY in the past 3 months = USA
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e -
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e
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(sit-Down Restaurants Used Past 30-days)
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frri Sports Bar  Bakery. mm
asian
m who Purchased Items In-Store at BEST BUY in the past 3 months muUsA

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

who Purchased ttems Ir-Store at BEST BUY in the past... 21.0%

. A 15.5%

Past 12 months Casino Activities: Adults 18 or older

Slot Machines

Bar Waticke

Domestic Regular Beer

66,300,643 25.3%
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Imported Beer 24.8% - v Sports Betting
Microbrew / Craft Beer 0 5?;6 i Spa
Other Gambling Casinos visited past 12 hs: Yes Marij
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[(Major stores shopped in-store past 3 months: Best Buy AND Major stores bought past 3 months: Best Buy)]



9.1% or 352,202 of MSP DMA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 months.
Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 6.5% more likely to
use QSRs past mo., 19.8% more likely to use Sit-Down Restaurants past mo., 25.1% more likely to use
Casinos past yr., 24.3% more likely to smoke cigar

Past 30-days QSR Users: Adults 18 or older |Past 30-days Sit-Down Restaurant Users: Adults 18 or older| Top-10 Cuisines: Adults 18 or older

¢ (Sit-Down Restaurants Used Past 30-days)
T 21.7%

2 times 2 times
3 times 3 times :
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Total Monthly QSR Users: Avg. Monthly QSR Meals: Total Monthly Sit-Down Restaurant Users:  Avg. Monthly Sit-Down Restaurant Meals: Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
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90.2% 75.3%
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S I

ys: Adults 18 or older Past 12 months Casino Activities: Adults 18 or older |Used Past 30-days: Adults 18 or older

e N
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Any Typa of Baar siotmachines SN T

Domestic Light Beer Stage Show / Concert
Domestic Regular Beer Bar / Nightclub
e e e T
Imported Beer - ¥ Sports Betting S 1175
Microbrew / Craft Beer m 21.6% i Other Gambling _33&6%

s 7.0%
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7.% or 174,904 of STL DMA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 months.
Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 6.3% more likely to
use QSRs past mo., 22.3% more likely to use Sit-Down Restaurants past mo., 20.6% more likely to use
Casinos past yr., 31.7% less likely to smoke cigar

Past 30-days QSR Users: Adults 18 or older |Past 30-days Sit-Down Restaurant Users: Adults 18 or older| Top-10 Cuisines: Adults 18 or older

g . § . T (Sit-Down Restaurants Used Past 30-days)
1 xl 1time L 16.9%
2 times 2 times 16.6%
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Domestic Regular Beer ==y 29.4 Upscale Restaurant  pemcrr 7.1%
Wine ass,aé? 26.2% : Sports Betting 35.4%
Imported Beer ey 9698.1% . - v Stage Show / Concert
Microbrew / Craft Beer ' B.6% * i Spa :
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Total Manrbl'y QSR Users:

10times or more

mCIN

Avg. Monthly QSR Meals:

.9%
—m -

Casinos past yr., 79.6% more likely to smoke cigare

7.% or 135,769 of CIN DMA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 months.
Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are .3% more likely to
use QSRs past mo., 17.7% more likely to use Sit-Down Restaurants past mo., 30.4% more likely to use
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Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
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Past 12 months Casma Activities: Adults 18 or older

Slot Machines

29 2%
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7.896
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Bar / Nightclub

Table Games (Craps, Poker, etc.)
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Sports Betting

Stage Show / Concert
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E
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8.8% or 167,849 of WPB DMA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 months.
Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 16.6% more likely to
use QSRs past mo., 9.% more likely to use Sit-Down Restaurants past mo., 63.4% more likely to use Casinos
past yr., 103.4% more likely to smoke cigar

Past 30-days QSR Users: Adults 18 or older |Past 30-days Sit-Down Restaurant Users: Adults 18 or older| Top-10 Cuisines: Adults 18 or older
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Emﬁ?‘l’nvestments Owned: Adults 18 or older

401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

8.8% or 23,095,730 of USA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 months.
Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 14.9% more likely to
have a 401K, 17.1% more likely to have an Auto Loan, 30.3% more likely to Invest/Trade Stocks Online, 6.4%
more likely to pay with their Debit Card.

117,183,867 44,

68,560,347 26.2%
3,20 23.6%
44,482,904 17.0%
3 17.4%
35,563,070 13.6%

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

1.7% 6. . 7.4%
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) S o o 1o o " s ; ; _-h
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Account card Account Banking Banking Paying Mortgage Market  Deposit(CDs) Home  Improvement
2,2 9.9% Account Mortgage Loan or Home
Second Home or Real Estate Property ,_M Equity Loan
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24,192,893
Insurance Agent at a Local Office (not online) 19 l‘ua 190
Real Estate Agent B %
leal Estate el .4
3.5% 6.6% 6.8%
4.6% 3.7% 4.0%
Estate Planning m”‘ 1,0 e R L 236 ——
B ; 0.8% (*Past 12 Months) Debit Card Zelle Venmo MasterCard ~ Apple Pay CashApp GooglePay American Store Credit  Discover  SquareCash Facebook Samsung Pay
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Investments Owned: Adults 18 or older

401K Plan
IRA (Individual Retirement Account)

Stocks or Stock Options

Mutual Funds

Money Market Funds

13.6%

Bonds L1%

M
354,296
12.6%
8.4%

Other (Crypto / NFTs / Metals, etc.)

529 Plan / College Savings Plan

9.1% or 352,202 of MSP DMA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 months.
Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 4.7% more likely to
have a 401K, 1.% less likely to have an Auto Loan, 69.8% more likely to Invest/Trade Stocks Online, 7.8% more
likely to pay with their Debit Card.

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

8.4% 6.9% ;195 S W

Checking Debitor ATM  Savings Credit Card Online Mobile Online Bill Home

Auto Loan Money  Certificates of Studentloan Personal Loan Refinanced Home
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988,595
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. S
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2.3% ey % 9% o7y
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Divorce/ Family Attorney gy ' C. Express Card Messenger
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7.% or 174,904 of STL DMA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 months.
Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 3.1% less likely to have

a 401K,
to pay with their Debit Card.

2.8% less likely to have an Auto Loan, 19.8% more likely to Invest/Trade Stocks Online, 5.5% less likely

Investments Owned: Adults 18 or older
401K Plan

1,112,577 44.3%
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16.0%
15.4%
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10.0%
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Other (Crypto / NFTs / Metals, etc.)

Financial Services Has and/or Uses: Adults 18 or older
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Insurance Agent at a Local Office (not online) MMM
Accountant 2'13.925 s B.7% . .
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m
105, 7L
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31%
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1.0%

# who Purchased items In-Store at BEST BUY in the past 3 months
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Facebook  Square Cash Samsung Pay
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7.% or 135,769 of CIN DMA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 months.
Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 19.3% more likely to

have a 401K, 53.3% more likely to have an Auto Loan, 38.2% less likely to Invest/Trade Stocks Online, 17.7%
more likely to pay with their Debit Card.

Investments Owned: Adults 18 or older

401K Plan
IRA (Individual Retirement Account)
Stocks or Stock Options
Mutual Funds m 205%
Money Market Funds m 19.3%

i 7.5%
529 Plan / College Savings Plan & 101%
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Bonds &: 4%

Financial Services Has and/or Uses: Adults 18 or older
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5.7% Account Mortgage Loan or Home
Second Home or Real Estate Property E 2.6% Equity toan
® who Purchased ltems In-Store at BEST BUY in the past 3 months mCIN ® who Purchased Items In-Store at BEST BUY in the past 3 months HCIN

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

Tax Preparation Service g
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Financial Planner -
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Accountant  gas
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9.8% &
5.8%
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o]

Estate Planning

i

23%

1.5%
N ; 21% (*Past 12 Menths) PayPal visa Venmo DebitCard MasterCard Zelle CashApp  ApplePay Google Pay Store Credit  American Discover  Square Cash  Facebook Samsung Pay
Divorce / Family Attorney 2.0% card Express Messenger
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8.8% or 167,849 of WPB DMA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 months.
Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 35.9% more likely to

have a 401K, 82.1% more likely to have an Auto Loan, 11.% more likely to Invest/Trade Stocks Online, 18.2%
more likely to pay with their Debit Card.

ﬁalnvestments Owned: Adults 18 or older

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds 556,086 '12_3%
), 11.7%
Bonds [ERER

9.7%

oo
10.6%
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Financial Services Has and/or Uses: Adults 18 or older
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Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months spend an average of 3 days, 3
hours, 14 minutes and 13 seconds each week with All Forms of Media.

80.% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months spend an avg. of 7 hours and 56 minutes
each week listening to All Local AM/FM Radio, representing 8.4% of total time spent with all forms of Media.
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Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months spend an average of 3 days, 9 hours,
4 minutes and 3 seconds each week with All Forms of Media.

76.2% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months spend an avg. of 8 hours and 56 minutes
each week listening to All Local AM/FM Radio, representing 8.4% of totaltime spent with all forms of Media.
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Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months spend an average of 3 days, 20
hours, 3 minutes and 13 seconds each week with All Forms of Media.

91.5% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months spend an avg. of 8 hours and 15 minutes
each week listening to All Local AM/FM Radio, representing 8.2% of totaltime spent with all forms of Media.
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Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months spend an average of 3 days, 4 hours,
48 minutes and 56 seconds each week with All Forms of Media.

87.9% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months spend an avg. of 7 hours and 8 minutes each
week listening to All Local AM/FM Radio, representing 8.2% of total time spent with all forms of Media.
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Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months spend an average of 3 days, 9 hours,
46 minutes and 15 seconds each week with All Forms of Media.

83.% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months spend an avg. of 7 hours and 29 minutes each
week listening to All Local AM/FM Radio, representing 7.6% of total time spent with all forms of Media. ’1
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Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months spend an average of 2 days, 8 hours,

12 minutes and 58 seconds each week with All Forms of Ad-Supported Media.
75.9% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months spend an avg. of 7 hours and 2 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 9.5% of total time spent with all forms of Ad-Supported Me
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Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months spend an average of 2 days, 10

hours, 12 minutes and 38 seconds each week with All Forms of Ad-Supported Media.

68.1% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months spend an avg. of 6 hours and 58 minutes
each week listening to Local Ad-Supported AM/FM Radio, representing 8.2% of total time spent with all forms of Ad-Supported M
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Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months spend an average of 2 days, 18
hours, 47 minutes and 12 seconds each week with All Forms of Ad-Supported Media.

85.7% of Adults 18 or older who Purchased items In-Store at BEST BUY in the past 3 months spend an avg. of 7 hours and 19 minutes
each week listening to Local Ad-Supported AM/FM Radio, representing 9.4% of total time spent with all forms of Ad-Supported M
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Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months spend an average of 2 days, 10
hours, 20 minutes and 7 seconds each week with All Forms of Ad-Supported Media.
86.% of Adults 18 or older who Purchased items In-Store at BEST BUY in the past 3 months spend an avg. of 6 hours and 50 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 10.1% of total time spent with all forms of Ad-Supported M
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Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months spend an average of 2 days, 15
hours, 39 minutes and 53 seconds each week with All Forms of Ad-Supported Media.

77.7% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months spend an avg. of 6 hours and 41 minutes
each week listening to Local Ad-Supported AM/FM Radio, representing 8.2% of total time spent with all forms of Ad-Supported M

o7 R
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Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months spend an average
of 8 hours and 1 minutes each day with All Forms of Ad-Supported Media. 75.9% listen to Local
AM/FM Radio for an avg. of 60.4 minutes/day. (Local Radio delivers 9.5% of Time with Ad-Supported Medla)
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Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months spend an average
of 8 hours and 18 minutes each day with All Forms of Ad-Supported Media. 68.1% listen to Local
AM/FM Radio for an avg. of 59.8 minutes/day. (Local Radio delivers 8.2% of Time with Ad-Supported Mec¢

dia.)
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Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months spend an average
of 9 hours and 32 minutes each day with All Forms of Ad-Supported Media. 85.7% listen to Local
AM/FM Radio for an avg. of 62.8 minutes/day. (Local Radio delivers 9.4% of Time with Ad-Supported Me
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Top-13 All Forms of Media (Persons & % Reach): Adults 18 or older Top-13 All Forms of Media (% Time Spent & Avg.
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| Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months spend an average
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| Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months spend an average
of 9 hours and 5 minutes each day with All Forms of Ad-Supported Media. 77.7% listen to Local
AM/FM Radio for an avg. of 57.4 minutes/day. (Local Radio delivers 8.2% of Time with Ad-Supported Media.)
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17,526,889 or 75.9% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months listen to Ad-Supported Local AM/FM Radio for an average of 60.4 minutes every day
representing 37.7% of all time spent daily with Ad-Supported Audio.
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Avg. Week AII Aud:o (Persons & % Reach): Adults 18 or older
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240,004 or 68.1% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months listen to Ad-Supported Local AM/FM Radio for an average of 59.8 minutes every day
representing 26.6% of all time spent daily with Ad-Supported Audio.
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Avg. Week Al:!wﬁg“dm (Persons & % Reach): Adults 18 or older
Local AN o e Py s

149,935 or 85.7% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months listen to Ad-Supported Local AM/FM Radio for an average of 62.8 minutes every day
representing 42.5% of all time spent daily with Ad-Supported Audio.
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116,753 or 86.% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months listen to Ad-Supported Local AM/FM Radio for an average of 58.6 minutes every day
representing 42.5% of all time spent daily with Ad-Supported Audio.
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130,486 or 77.7% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months listen to Ad-Supported Local AM/FM Radio for an average of 57.4 minutes every day
representing 41.1% of all time spent daily with Ad-Supported Audio.
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17,526,889 or 75.9% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months listen to Ad-Supported Local AM/FM Radio for an average of 60.4 minutes every day
representing 37.7% of all time spent daily with Ad-Supported Audio.
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240,004 or 68.1% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months listen to Ad-Supported Local AM/FM Radio for an average of 59.8 minutes every day
representing 26.6% of all time spent daily with Ad-Supported Audio.
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149,935 or 85.7% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3

months listen to Ad-Supported Local AM/FM Radio for an average of 62.8 minutes every day
representing 42.5% of all time spent daily with Ad-Supported Audio
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116,753 or 86.% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months listen to Ad-Supported Local AM/FM Radio for an average of 58.6 minutes every day
representing 42.5% of all time spent daily with Ad-Supported Audio.
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- 130,486 or 77.7% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months listen to Ad-Supported Local AM/FM Radio for an average of 57.4 minutes every day
representing 41.1% of all time spent daily with Ad-Supported Audio.
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17,526,889 or 75.9% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Classic
Hits, Pop Contemporary Hit Radio, Country, and Classic Rock
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240,004 or 68.1% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Country, Pop Contemporary Hit Radio,
Hot AC, All Sports, and Classic Hits.
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149,935 or 85.7% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Classic Rock, Classic Hits, New Country,
Hot AC, and Adult Hits.
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116,753 or 86.% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Country, Classic Hits, Adult
Contemporary, Hot AC, and News/Talk/Information.
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. 130,486 or 77.7% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Country, Classic
Hits, Classic Rock, and Pop Contemporary Hit Radio.
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Avg. Week AI{W Iﬂddmeo (Persons & % Reach): Adults 18 or older . Avg. Day All Video (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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' 14,640,902 or 63.4% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months watch Ad-Supported Local TV Stations for an average of 94.6 minutes every day
representing 30.7% of all time spent daily with Ad-Supported Video.
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Avg. Week All Video (Persons & % Reach): Adults 18 or oIder
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236,709 or 67.2% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months watch Ad-Supported Local TV Stations for an average of 87. minutes every day representing
26.6% of all time spent daily with Ad-Supported Video.
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136,460 or 78.% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months watch Ad-Supported Local TV Stations for an average of 115.3 minutes every day
representing 30.1% of all time spent daily with Ad-Supported Video.
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91,786 or 67.6% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months watch Ad-Supported Local TV Stations for an average of 139.1 minutes every day
representing 38.7% of all time spent daily with Ad-Supported Video.

Avg. Week AII Vrdeo (Persons & % Reach): Adults 18 or oIder Avg Day All Video {% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

Local TV Stations

Non-Premium Cable TV.

Amazon

Netflix Prime/IMDb

Netflix m (o0 ] Non-Premium Cable TV e JeireTV
i N e s peitois :

Amazon Prime/IVDb/FireTV e TR " ' YouTube Roku + The

Rok T Rk Craorel T 3 2 Hulu/ s [

bkl e TV Gy ) [ T BR foulube | v+

TikTok m 30.3% Video: Adults 18 or older ; \;Igeso (al;y Hulu/H ~ AppleTv  Para
AppleTV+,fubo,Pluto, Tubi, ete. . o . Non LL:L‘;** +,fubo... mo...
Paramount+ Amazon AppleT 14.8 ount... Premium :
Paacail 7:48 Prime/1 V+,fub Local TV Cable TV ) Dis
0440 29.88% Local TV Stations MDb/Fir o,Pluto | TikTok Stations Networks Premiu ne
Dimeyt M—ﬁ e e e o 1416 eTv... Jubi.. | 145 132.7 103.7 e koo L [

Premium Cable TV Networks

past 3 months

02.19 10.5%

mwho Purchased Items In-Store at BEST BUY in the past 3 months

mCIN

® who Purchased Items In-Store at BEST BUY in the past 3 months

mCIN

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

Local TV Stations

Non-Premium Cable TV... m 9.1%

Amazon Prime/IMDb/FireTV

Total Persons:

63.4%

% Time Spent:

i
5 7]

Amazon

voutubevideo I ——TE .
Prime/| Amazon
TikTok m 30,3% Non-Premium Cable TV MDb/Fir Prime/IM

Hulu/Hulu + Live TV (any Hulu)
Peacock

Paramount+
AppleTV+,fubo, Pluto, Tubi, etc,
Netflix

Roku + The Roku Channel
Disney+

Premium Cable TV Networks

CIN

months
® who Purchased ltems In-Store at BEST BUY in the past 3 months
DMA

mm—-
e

PETY — o0
U 804

who Purchased |tems In-
Sinre at BEST BUYin the

Scarborough R2 2025: Sep24-Jul25 Qual Intab 124

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

ECIN

20

i

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

[(Major stores shopped in-store past 3 months: Best Buy AND Major stores bought past 3 months: Best Buy)]

Local TV Stations

1391

Networks
78.2

Hulu/Hulu
+ Live...

YouTub
e Video
28.2

AppleTV+,
fubo,

eTv
33.7

TikT
ok
14.5

Pea...

Local TV Stations
128.3

Non-Premium Cable TV

Db/FireT

Networks v

YouTube
Video
30.4

100.2 42.8

TikTok Netfli
13.9 X...

App

Hulu/Hu
lu+..

m who Purchased Items In-Store at BEST BUY in the past 3 months

mCIN

for Anything _

* Share of Everything

soefa.ai



Avg. Week All Video (Persons & % Reach): Adults 18 or older
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127,273 or 75.8% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months watch Ad-Supported Local TV Stations for an average of 80.7 minutes every day
representing 24.6% of all time spent daily with Ad-Supported Video.
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14,640,902 or 63.4% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months watch Ad-Supported Local TV Stations for an average of 94.6 minutes every day
representing 30.7% of all time spent daily with Ad-Supported Video.
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236,709 or 67.2% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3

months watch Ad-Supported Local TV Stations for an average of 87. minutes every day representing
26.6% of all time spent daily with Ad-Supported Video.
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136,460 or 78.% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months watch Ad-Supported Local TV Stations for an average of 115.3 minutes every day
representing 30.1% of all time spent daily with Ad-Supported Video.
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91,786 or 67.6% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months watch Ad-Supported Local TV Stations for an average of 139.1 minutes every day
representing 38.7% of all time spent daily with Ad-Supported Video.
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127,273 or 75.8% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months watch Ad-Supported Local TV Stations for an average of 80.7 minutes every day
representing 24.6% of all time spent daily with Ad-Supported Video.
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' 236,709 or 67.2% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News -
Evening, Local News - Late, Local News - Morning, Comedies, and Game Sho
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Local TV Station Programs (Persons & % Reach): Adults 18 or older
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136,460 or 78.% of Adults 18 or older who Purchased Items In-Store at BEST BUY 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 Local News - Late.
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Local TVStatmn Pragrams (Persons & % Reach): Adults 18 or older
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' 91,786 or 67.6% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months watch Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Local
News - Morning, Sports, Movies, Dramas, and Comedies.
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Local TVStatmn Programs (Persons & % Reach): Adults 18 or older
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127,273 or 75.8% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Comedies, Movies,
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16,979,134 or 73.5% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months use Ad-Supported Social Media for an average of 146.5 minutes every day representing
25.5% of all time spent daily with Ad-Supported Digital Media.
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276,820 or 78.6% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months use Ad-Supported Social Media for an average of 159.2 minutes every day representing
22.8% of all time spent daily with Ad-Supported Digital Media.
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126,817 or 72.5% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months use Ad-Supported Social Media for an average of 139.9 minutes every day representing
24.6% of all time spent daily with Ad-Supported Digital Media.
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113,217 or 83.4% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months use Ad-Supported Social Media for an average of 131.2 minutes every day representing
24.2% of all time spent daily with Ad-Supported Digital Media.
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123,298 or 73.5% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months use Ad-Supported Social Media for an average of 166.3 minutes every day representing
29.3% of all time spent daily with Ad-Supported Digital Media.
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16,887,572 or 73.1% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months use Ad-Supported Facebook for an average of 53.7 minutes every day representing 36.7% of
all time spent daily with Ad-Supported Social Media.
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256,805 or 72.9% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months use Ad-Supported Facebook for an average of 49.3 minutes every day representing 30.9% of
all time spent daily with Ad-Supported Social Media.
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Avg. Day Ad-Supported Social Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Avg. Week All Sociql Media (Persons & % Reach): Adults 18 or older Avg. Day All Social Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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126,817 or 72.5% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months use Ad-Supported Facebook for an average of 47.1 minutes every day representing 33.7% of
all time spent daily with Ad-Supported Social Media.
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76,420 or 56.3% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months use Ad-Supported Facebook for an average of 42.4 minutes every day representing 32.3% of
all time spent daily with Ad-Supported Social Media.
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123,298 or 73.5% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months use Ad-Supported Facebook for an average of 70.9 minutes every day representing 42.6% of
all time spent daily with Ad-Supported Social Media.
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16,887,572 or 73.1% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months use Ad-Supported Facebook for an average of 53.7 minutes every day representing 36.7% of
all time spent daily with Ad-Supported Social Media.
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256,805 or 72.9% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months use Ad-Supported Facebook for an average of 49.3 minutes every day representing 30.9% of
all time spent daily with Ad-Supported Social Media.
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126,817 or 72.5% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months use Ad-Supported Facebook for an average of 47.1 minutes every day representing 33.7% of
all time spent daily with Ad-Supported Social Media.
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76,420 or 56.3% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months use Ad-Supported Facebook for an average of 42.4 minutes every day representing 32.3% of
all time spent daily with Ad-Supported Social Media.

Weekly Avg. Hours+Minutes/day with Ad-Supported
Reach % o Social Media: Adults 18 or older
: " . s
Share of Ad-Supported Social Media
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123,298 or 73.5% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months use Ad-Supported Facebook for an average of 70.9 minutes every day representing 42.6% of
all time spent daily with Ad-Supported Social Media.

Weekly 73.5% Avg. Hours+Minutes/day with Ad-Supported
Reach % 69.2% Social Media: Adults 18 or older
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 1,649,360;
Local Radio: 1,099,564; Social Media: 1,097,846; Non-Prem. Cable: 613,532; Local TV:
531,427 reaching Adults 18 or older who Purchased Items In-Store at BEST B

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 18 or older who Purchased Items In-Store at BEST
BUY in the past 3 months
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Social Media: 18,645; Local Radio: 14,850; Non-Prem. Cable: 8,495; Local TV: 8,019
reaching Adults 18 or older who Purchased Items In-Store at BEST BUY in the pas

All Other Digital Media: 25,549;

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 18 or older who Purchased Items In-Store at BEST
BUY in the past 3 months
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Social Media: 9,362; Local Radio: 9,225; Non-Prem. Cable: 6,586; Local TV: 5,483 reaching
Adults 18 or older who Purchased Items In-Store at BEST BUY in the past

All Other Digital Media: 15,249;
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Social Media: 7,487; Local Radio: 7,426; Non-Prem. Cable: 4,003; Local TV: 3,391 reaching
Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3

All Other Digital Media: 9,546;
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 12,068;
Local Radio: 8,218; Social Media: 8,013; Non-Prem. Cable: 5,962; Local TV: 4,630 reaching
Adults 18 or older who Purchased Items In-Store at BEST BUY in the past
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Top-13 Out-o_f -Home Media (Persons & % Reach): Adults 18 or older

{average week)

Grocery Stores

Billboards & Signs (Weekly Drivers)

Walking in Towns, Cities, Downtown...
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Gas Stations/Convenience Stores
Shopping Malls
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Spotify

Drug Stores

SiriusXm

Retail Stores

YouTube Music

Total Persans:
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concurrent
usage %:

‘who Purchased Items In-
Store at BEST BUY in the
past 3 months

® who Purchased Items In-Store at BEST BUY in the past 3 months

20,831,585 or 90.2% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months spend an average of 58.9 minutes per day driving, seeing Billboards and Signs. 63.4% Listen
to Local Radio Stations Out-of-Home for an average of 36.6

Avg. Hours+Minutes/day with Out- 9%
of-Home Media: Adults 18 or older m

 time spent (Arsoge 0ol

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

{average week] Tof persons:

Grocery Stores o
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Shopping Malls
Restaurants & Bars
Podcasts

Spotify 207 00

Drug Stores

(s zea ]
(2003 |

= who Purch

SiriusXmM
Retail Stores

Movie Theaters

98.0%

7.8%

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

imi - S

16.5%

who Purchased Items in- MSP
— st
B tmex pestSmonts
ased Items In-Store at BEST BUY in the past 3 months = MSP

(Averoge Doy,

332,372 or 94.4% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months spend an average of 65.5 minutes per day driving, seeing Billboards and Signs. 57.% Listen
to Local Radio Stations Out-of-Home for an average of 36.2 minu
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older

(Average week)
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160,145 or 91.6% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months spend an average of 69.3 minutes per day driving, seeing Billboards and Signs. 71.7% Listen
to Local Radio Stations Out-of-Home for an average of 38. minu
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Top-13 Out—of -Home Media (Persons & % Reach): Adults 18 or older

(average week)
Grocery Stores

Billboards & Signs (Weekly Drivers)

AM/FM Radio

Walking in Towns, Cities, Downtown...
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Drug Stores
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Total Persons:

121,081 or 89.2% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months spend an average of 54.9 minutes per day driving, seeing Billboards and Signs. 71.9% Listen
to Local Radio Stations Out-of-Home for an average of 35.5 min
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older

(Average week)
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158,787 or 94.6% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
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20,831,585 or 90.2% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months
spend an average of 58.9 minutes per day driving, seeing Billboards and Signs representing 36.3% of all
Time Spent with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
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332,372 or 94.4% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months
spend an average of 65.5 minutes per day driving, seeing Billboards and Signs representing 33.9% of all
Time Spent with Ad-Supported Out-of-Home Media.
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160,145 or 91.6% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months
spend an average of 69.3 minutes per day driving, seeing Billboards and Signs representing 40.6% of all
Time Spent with Ad-Supported Out-of-Home Media.
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121,081 or 89.2% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months
spend an average of 54.9 minutes per day driving, seeing Billboards and Signs representing 38.2% of all
Time Spent with Ad-Supported Out-of-Home Media.
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158,787 or 94.6% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months

spend an average of 63.2 minutes per day driving, seeing Billboards and Signs representing 43.% of all
Time Spent with Ad-Supported Out-of-Home Media.
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332,372 or 94.4% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months spend an average of 65.5 minutes per day driving an average of 38.1 miles each day and are
118.7% more likely to use MN 280 than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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Top-26 Residential Zip Codes: Adults 18 or older
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160,145 or 91.6% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months spend an average of 69.3 minutes per day driving an average of 40.4 miles each day and are
152.% more likely to use Poplar Street Bridge than the Metro av

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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Top-26 Residential Zip Codes: Adults 18 or older
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Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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Top-26 Residential Zip Codes: Adults 18 or older
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121,081 or 89.2% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months spend an average of 54.9 minutes per day driving an average of 32. miles each day and are
125.4% more likely to use I-675 than the Metro average.
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Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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Top-26 Residential Zip Codes: Adults 18 or older
33470 33%
33482
33467
33446
33411
33415
33401
33436
33478
33433
34952

8.19%

33414
33458

34953
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33449
34990
33477 B%. 0.09%
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33412
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11.54%
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1.27%
1.27%
1.21%

24,282

18

[(Major stores shopped in-store past 3 months: Best Buy AND Major stores bought past 3 months: Best Buy)]

158,787 or 94.6% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months spend an average of 63.2 minutes per day driving an average of 36.8 miles each day and are
86.6% more likely to use Boynton Beach Road than the Metro aver

Top-26 Employment Zip Codes: Adults 18 or older
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Top Residential Zip Codes: (Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months) N .SUM{Ad”'tS 1orolder...
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[(Major stores shopped in-store past 3 months: Best Buy AND Major stores bought past 3 months: Best Buy)]
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8,005,711 or 34.7% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months read Local Daily Newspaper(s) (Daily+Sunday) for an average of 9.6 minutes every day
representing 29.4% of all time spent daily with All forms of Print

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

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

Local Daily Newspaper(s) (Sunday)
Books

New York Times (Daily+Sunday)

Mew York Times (Daily)

New York Times (Sunday)

All Local Weekly Newspapers

Wall Street Journal (Daily)

USA Today (Daily)

Magazines
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Toml persons:

Avg. Hours+Minutes/day with All
Print Media: Adults 18 or older
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BEST BUY in the past 3 months
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118 104

New York Times
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a0 Catalo....

93
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New York Times (Daily+Sunday)

(Daily+Sunday) &6
110

New York Times
(Sunday)
132

Magazines
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105 76

Wail Street Journal
(Daity)

New York Times
(Daity)
89
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Newspaper(s)
(Daity
8.0
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(excluding

Catalogs)
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35

All..
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168,311 or 47.8% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months read Local Daily Newspaper(s) (Daily+Sunday) for an average of 9.8 minutes every day
representing 27.% of all time spent daily with All forms of Print Me

Avg. Week All Print Media (Persons & % Reach): Adults 18 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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72,295 or 41.3% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months read Local Daily Newspaper(s) (Daily+Sunday) for an average of 7.9 minutes every day
representing 29.1% of all time spent daily with All forms of Print Me
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30,490 or 22.5% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months read Local Daily Newspaper(s) (Daily+Sunday) for an average of 9.1 minutes every day
representing 22.6% of all time spent daily with All forms of Print Me

Avg. Week All Print Media (Persons & % Reach): Adults 18 or older Avg Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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57,038 or 34.% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 10.1 minutes every day representing
31.1% of all time spent daily with All forms of Print Me

Avg. Week All Print Media (Persons & % Reach): Adults 18 orolder Avg. Day All Print Media (% Time Spent & Avg. Mmutes/day Spent): Adults 18 or older
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"Advertising Actions"

P18+ who Purchased Items In-Store at BEST BUY in the past 3 months
(Shopped/Visited/Bought past 3mos Due to Ads on %)

Social Media

100,055,454

Websites 92,470,172 34.9%
Direct Mail 76,858,434 29.0%

Broadcast, Cable, & Sat TV '

58,265,886 22.0%

Local AM/FM Radio

e

Video Streaming Services
Cable TV Networks 3576 4"177 '
Podcasts  prrreen
Newspapers

29,307,017

USA

Audio Streaming Services

27,818,480

Billboards gisrryrn 10.1%

m P18+ who Purchased Items In-Store at BESTBUY in the past 3 months (Shopped/Visited/Bought past 3mos Due to Ads on %)

W P18+ USA AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)

USA DMA ScarboroughR22025:Sep24-Aug25 Qualintab: 2175 * Share of Everything

All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. Allrights reserved. Soe a' al for Anything ¢

[(Major stores shopped in-store past 3 months: Best Buy AND Major stores bought past 3 months: Best Buy)]



"Advertising Actions"

P18+ who Purchased Items In-Store at BEST BUY in the past 3 months
(Shopped/Visited/Bought past 3mos Due to Ads on %)

1,417,025 36.4%
1,289,583 33.2%

Social Media

Websites

Broadcast, Cable, & Sat TV

Local Broadcast TV

Local AM/FM Radio

Direct Mail

Video Streaming Services

547,689 14.1%

Cable TV Networks i
J e —— i 2

Billboards 365.418 SA% _

Audio Streaming Services MINNEAPOLIS-ST. PAUL

Newspapers 431,587 11.1%

® P18+ who Purchased Items In-Store at BEST BUY in the past 3 months (Shopped/Visited/Bought past 3mos Due to Ads on %)

W P18+ MINNEAPOLIS-ST. PAUL AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
MINNEAPOLIS-ST.PAUL DMA  Scarborough R22025:Aug24-Jul25 Qualintab: 170 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. Allrights reserved. SO e a 0 al for Anything =

[(Major stores shopped in-store past 3 months: Best Buy AND Major stores bought past 3 months: Best Buy)]



Social Media

Websites

Broadcast, Cable, & Sat TV

"Advertising Actions”

P18+ who Purchased Items In-Store at BEST BUY in the past 3 months
(Shopped/Visited/Bought past 3mos Due to Ads on %)

825,579 32.9%

740,416 29.5%

499,563

Cable TV Networks 361,260
Local AM/FM Radio 344137
Local Broadcast TV geoteen
Direct Mail 589,676
Podcasts

Video Streaming Services
Newspapers
Audio Streaming Services

Billboards

' ST. LOUIS
209,166 8.3%

210,574 8.4%
m P18+ who Purchased Items In-Store at BESTBUY in the past 3 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
W P18+ ST. LOUIS AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
ST.LOUIS DMA ScarboroughR22025:Aug24-Jul25 QualIntab: 158 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright ® 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. Soe a & al for Anything =

[(Major stores shopped in-store past 3 months: Best Buy AND Major stores bought past 3 months: Best Buy)]



Social Media

Websites

Broadcast, Cable, & Sat TV
Cable TV Networks

Direct Mail

Local Broadcast TV

"Advertising Actions"”

P18+ who Purchased Items In-Store at BEST BUY in the past 3 months
(Shopped/Visited/Bought past 3mos Due to Ads on %)

705,209 36.5%

632,310 32.7%

437,389 22.6%

275,690

587,936

Local AM/FM Radio

Video Streaming Services 266,434 15 o
Audio Streaming Services 161567 9.9%
Podcasts Tet a0l i
Billboards e =
m P18+ who Purchased Items In-Store at BEST BUY in the past 3 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
H P18+ CINCINNATI AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
CINCINNATI DMA Scarborough R22025:Sep24-Jul25 Quallntab: 124 * Share of Everything
Soe a.al for Anything «

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

[(Major stores shopped in-store past 3 months: Best Buy AND Major stores bought past 3 months: Best Buy)]



Broadcast, Cable, & Sat TV

Cable TV Networks
Social Media
Direct Mail

Local Broadcast TV

Websites

"Advertising Actions'’

P18+ who Purchased Items In-Store at BEST BUY in the past 3 months
(Shopped/Visited/Bought past 3mos Due to Ads on %)

477,189

689,187

346,953 18.1%
734,380 38.4%
577,416 30.2%

323,394 16.9%

Local AM/FM Radio

255,979

Video Streaming Services
Newspapers

Podcasts

275,376 14.4%

245,799 12.9%

195,778 10.2%

207,422 10.8%
Billboards gyers E
m P18+ who Purchased Items In-Store at BESTBUY in the past 3 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
m P18+ WESTPALM BEACH-BOCA RATON AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
WESTPALM BEACH-BOCARATON DMA ScarboroughR22025:Aug24-Jun25 Qualintab: 225 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. Allrights reservec soe a ,al for Anything ¢

[(Major stores shopped in-store past 3 months: Best Buy AND Major stores bought past 3 months: Best Buy)]



