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2.4% or 6,478,292 of USA DMA Adults 18 or older Bought Clothing Items at GAP/GAP KIDS in the past 3mos.
Typical Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos are 43.3 years old
(11.4% younger than average) and have a $153,247 (30.7% higher than average) annual household income.
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1.7% or 65,975 of MSP DMA Adults 18 or older Bought Clothing ltems at GAP/GAP KIDS in the past 3mos.
Typical Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos are 39.5 years old
(19.2% younger than average) and have a $189,767 (65.8% higher than average) annual household income.
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1.4% or 36,469 of STL DMA Adults 18 or older Bought Clothing Items at GAP/GAP KIDS in the past 3mos.
Typical Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos are 42.4 years old
(14.3% younger than average) and have a $129,603 (24.7% higher than average) annual household income.

@ Percent of Market: Adults 18 or older ﬂ‘Gender of Target vs. Market: Adults 18 or older |Ethnicity of Target vs. Market:

White J6.5%

Black/African | 10.6%

American

= who Bought Clothing ltems at
GAP/GAP KIDS in the past

) 1.3%
3mos Asian I
3 48.7%
® Remainder of STL DMA %M vs. XF: . .
= _ Other | ’
Average Age: & 49.5 49.4 —— 11.2%
Total Persons: # Persons: 11,698 1,225,116 1,291,278 ispanic i
36 2'479'925 Men Men Women Women % who Bought Clothing Items at GAP/GAP KIDSin the past 3mos  WSTL
" A Age e — — —_—
Age Cell Demographics of Target vs. Market: . el e W= HHI of Target vs. Market:
pran . s
who Bought Clothing Items at GAP/GAP KIDS in the past3mos  msTL <$35K HHI %
$35K-$50K HHI

=5
$50K-$75K HHI

$75K-$100K HHI 12,85

s

B | stomsusoKien
i % 18.8%

$150K-$250K HHI S8

= 7.8% 8.2% L%
18-20 2124 2529 3034 3539 40-44  45-49 50-54 5550 60-64 6569 70+ ‘
HHI: 129,603
 who Bought Clothing Items at GAP/GAP KIDS in the past 3mos msTL Avg HHI: [ $129,603 $103,944

STL DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 45
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Clothing stores bought past 3 months: Gap/Gap Kids



2.% or 38,968 of CIN DMA Adults 18 or older Bought Clothing Items at GAP/GAP KIDS in the past 3mos.
Typical Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos are 39.5 years old
(18.8% younger than average) and have a $133,482 (29.% higher than average) annual household income.
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1.8% or 35,260 of WPB DMA Adults 18 or older Bought Clothing ltems at GAP/GAP KIDS in the past 3mos.
Typical Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos are 49.8 years old
(6.4% younger than average) and have a $140,960 (33.7% higher than average) annual household income.
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2.4% or 6,478,292 of USA DMA Adults 18 or older Bought Clothing Items at GAP/GAP KIDS in the past 3mos|
Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos are 49.8% more likely
to be a college graduate, 30.1% more likely to work full-time, 30.9% more likely to be married, 111.8%
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1.7% or 65,975 of MSP DMA Adults 18 or older Bought Clothing Items at GAP/GAP KIDS in the past 3mos.
Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos are 144.3% more likely
to be a college graduate, 68.1% more likely to work full-time, 66.4% more likely to be married, 139.5%
more likely to be a parent of 1 or more children un
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1.4% or 36,469 of STL DMA Adults 18 or older Bought Clothing Items at GAP/GAP KIDS in the past 3mos.
Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos are 32.% more likely to
be a college graduate, 59.4% more likely to work full-time, 30.% more likely to be married, 238.2% more
likely to be a parent of 1 or more children under
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2.% or 38,968 of CIN DMA Adults 18 or older Bought Clothing Items at GAP/GAP KIDS in the past 3mos.
Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos are 98.1% more likely
to be a college graduate, 52.7% more likely to work full-time, 14.7% less likely to be married, 47.% more
likely to be a parent of 1 or more children under
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1.8% or 35,260 of WPB DMA Adults 18 or older Bought Clothing Items at GAP/GAP KIDS in the past 3mos.
Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos are 27.6% more likely
to be a college graduate, 22.1% more likely to work full-time, 5.8% less likely to be married, 79.% more
likely to be a parent of 1 or more children under
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2.4% or 6,478,292 of USA DMA Adults 18 or older Bought Clothing Items at GAP/GAP KIDS in the past 3mos.
Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos are 3.8% more likely to
own their home, 21.9% more likely to own a higher valued home, 4.7% more likely to have a single-family
home, 10.8% more likely to have a dog.
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family home, 29.8% more likely to have a dog.

! 1.7% or 65,975 of MSP DMA Adults 18 or older Bought Clothing Items at GAP/GAP KIDS in the past 3mos.
Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos are 19.3% more likely to

own their home, 106.3% more likely to own a higher valued home, 22.2% more likely to have a single-
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I 1.4% or 36,469 of STL DMA Adults 18 or older Bought Clothing Items at GAP/GAP KIDS in the past 3mos.
Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos are 1.3% less likely to
own their home, 22.9% more likely to own a higher valued home, 14.8% more likely to have a single-

| family home, 45.6% more likely to have a dog.
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2.% or 38,968 of CIN DMA Adults 18 or older Bought Clothing Items at GAP/GAP KIDS in the past 3mos.
Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos are 4.1% more likely to

own their home, 14.1% more likely to own a higher valued home, 10.6% more likely to have a single-
family home, 18.3% less likely to have a dog.
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1.8% or 35,260 of WPB DMA Adults 18 or older Bought Clothing Items at GAP/GAP KIDS in the past 3mos.
Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos are 7.7% more likely to
own their home, 32.2% more likely to own a higher valued home, 14.3% more likely to have a single-
family home, 3.6% more likely to have a dog.
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2.4% or 6,478,292 of USA DMA Adults 18 or older Bought Clothing Items at GAP/GAP KIDS in the past 3mos.
Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos are 3.2% less likely to

look up D-I-Y advice online, 1.7% more likely to always vote in local elections, 42.2% more likely to belong
to a gym, 39.5% more likely to fly domestic
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1.7% or 65,975 of MSP DMA Adults 18 or older Bought Clothing Items at GAP/GAP KIDS in the past 3mos.
Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos are 53.6% less likely to
look up D-I-Y advice online, 35.7% more likely to always vote in local elections, 120.3% more likely to
belong to a gym, 75.5% more likely to fly domest
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1.4% or 36,469 of STL DMA Adults 18 or older Bought Clothing Items at GAP/GAP KIDS in the past 3mos.
Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos are 15.% less likely to
look up D-I-Y advice online, 5.5% less likely to always vote in local elections, 121.9% more likely to belong

to a gym, 71.9% more likely to fly domestic
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2.% or 38,968 of CIN DMA Adults 18 or older Bought Clothing Items at GAP/GAP KIDS in the past 3mos.
Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos are .7% more likely to
look up D-I-Y advice online, 6.9% less likely to always vote in local elections, 133.% more likely to belong to
a gym, 84.3% more likely to fly domestic p
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1.8% or 35,260 of WPB DMA Adults 18 or older Bought Clothing Items at GAP/GAP KIDS in the past 3mos.
Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos are 21.4% more likely to
look up D-I-Y advice online, 29.2% less likely to always vote in local elections, 83.9% more likely to belong

to a gym, 39.8% more likely to fly domesti
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Video Gaming

Organired  Softball-  Hunting  Snow Skiing-
Roadace  Basehall Snowboarding
(5%,
Marathon,
ete)



Past 30-days QSR Users: Adults 18 or older

1 time

3 times

4 times

5 times

6-9times

10 times or more
= who Bought Qothing Items at GAP/GAP KIDS in the past 3mos

Total Monthly QSR Users:
91.9%

muUsA

Avg. Monthly QSR Meals:
83.3%

e EERER 3

5.7

2.4% or 6,478,292 of USA DMA Adults 18 or older Bought Clothing

past yr., 10.3% more likely to smoke cigarett

Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos are 10.3% more likely to
use QSRs past mo., 18.1% more likely to use Sit-Down Restaurants past mo., 9.8% more likely to use Casinos

Items at GAP/GAP KIDS in the past 3mos.

. 1time
o
some
vome
5 times
6 -9 times

10times or more

——
e

= who Bought Clothing Items at GAP/GAP KIDS in the past 3mos mUSA
Total Monthly Sit-Down Re Users: A wn Restaurant Meals:
84.4% 71.5%

Drank Past 30-days. Adults 18 or o!der

Liquor

Any Type of Beer
Wine

Domestic Regular Beer

Imported Beer

- -V
Microbrew / Craft Beer i
# who Bought Clothing Items at GAP/GAP KIDS in the past 3mos mUSA

USA USA Projection Scarborough R1 2026: Jan25-Mar26

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

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)

iiiﬁhiku

3 Mexican  Chinese

L

wings/  Bagel/ steskhouse Upscale  Seafood
Burgers{  Donut/

Sports Bar  Bakery

oo s magan

l:nllm m

= who Bought Clothing tems at GAP/GAP KaDS in the past 3mos mUsA

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
eI 27.4%
19.9%

who Bought Jothing Items ot GAP/GAR KIDS in the...

W 54,331,216

Past 12 months Casmo Activities: Adults 18 or older

Slot Machines

Table Games (Craps, Poker, etc.)

31.- saa 584 11 5%

Bar / Nightclub

Upscale Restaurant

9.2%
Stage Show / Concert 19,042,684 7.0% 36.1%
s B 105
Spa a% 8.1%
s 2.1% e
Other Gambling 2.3% Casinos visited past 12 hs: Yes

Used Past 30-days: Adults 18 or older

A

Cigarettes

= who Bought Clothing Items at GAP/GAP KIDS in the past 3mos mUSA

641

Clothing stores bought past 3 months: Gap/Gap Kids

i / Cannabis

= who Bought Clothing ems at GAF/GAP KIDSin the past 3mos



Past 30-days QSR Users: Adults 18 or older

:-_‘ : Iﬂ 1time
% 2 times

3 times

4 times
5 times 10.0%

6 - 9times

1W

10 times or more

mMSP

Avg. Monthly QSR Meals:

= who Bought Clothing Items at GAP/GAP KIDS in the past 3mos
Total Monthly QSR Users:
100.0% 84.1%

Casinos past yr., 240.9% more likely to smoke cigare

1time 20.8%

2 times

3 times

w who Bought Clothing Items at GAP/GAP KIDS in the past 3mos = MSP
Total ly Sit-Down Users: A it-Down Restaurant Meals:
95.6%

4 times

5 times

6-9times

10 times or more

Drank Past 30-days. Adults 18 or older

Liquor

Any Type of Beer
Wine
Domestic Light Beer

Domestic Regular Beer

imported Beer - Vv
Microbrew / Craft Beer 32.9% i
» who Bought Qathing Items at GAP/GAP KIDS in the past 3mos uMsP
MSP DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab

1.7% or 65,975 of MSP DMA Adults 18 or older Bought Clothing Items at GAP/GAP KIDS in the past 3mos.
Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos are 18.9% more likely to
use QSRs past mo., 32.9% more likely to use Sit-Down Restaurants past mo., 22.5% more likely to use

Past 30-days S:t—Dawn Restaurant Users: Adults 18 or older| Top-10 Cuisines: Adults 18 or older
€

(Sit-Down Restaurants Used Past 30-days)

thhLLlﬂhL

coflee  wings/ Bagel/ indian /
Mouse / Burgers/ Dot/ Thai /
Coffen 831 Sports Bar  Bakery Other

asizn

chinese  mexican rafan  steskhouse upscale

 who Bought dothing items at GAP/GAP KIDSin the past 3mos. uMSP

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Bought Cothing Items at GAP/GAP KIDS in the... 19.2%

S 518,071 13.3%

Past 12 months Casino Activities: Adults 18 or older
m—-

P

Slot Machines
Table Games (Craps, Poker, etc.)

Stage Show / Concert

Bar / Nightclub
Upscale Restaurant g
Sports Betting

Other Gambling

Used Past 30-days: Adults 18 or older

Vape

Cigarettes

/ Cannabis

= who Bought Clothing Items at GAP/GAP KIDS in the past 3mos
31

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

Clothing stores bought past 3 months: Gap/Gap Kids

w wha Bought Clothing ltems at GAP/GAP KIDSin the past 3mos. mmsP



Past 30-days QSR Users: Adults 18 or older

Eit

10.8%

= who Bought Clothing Items at GAP/GAP KIDS in the past 3mos

Total Monthly QSR Users: Avg. Monthly QSR Meals:
98.6%

1 time
’

2 times

3 times

4 times

5 times

6-9times

10times or more

mSTL

Casinos past yr., 58.9% more likely to smoke cigaret

‘ 1.4% or 36,469 of STL DMA Adults 18 or older Bought Clothing Items at GAP/GAP KIDS in the past 3mos.
Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos are 13.9% more likely to
use QSRs past mo., 15.6% more likely to use Sit-Down Restaurants past mo., 31.3% more likely to use

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

£ 47
2 times 17.8%
s
sumes
S F
- otimes |y
10times ormore [ F———

= who Bought Clothing Items at GAP/GAP KIDS in the past 3mos
Total Monthly Sit-Down Re thly Sit-Down R
84.8%

mSTL
Meals:

Users: Avg. M
73.3%

Drank Past 30-days. Adults 18 or o!der

836,429 33.2%

Liquor
Domestic Light Beer

Domestic Regular Beer

721,423 28.7%
Wine o 27.7%
Imported Beer - v
: 17.0% i
Microbrew / Craft Beer m i
# who Bought Clothing Items at GAP/GAP KIDS in the past 3mos msTL

DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

HEEELILLEM

Mexicin  Chinese  Piza ww,'
gers /
s,.-nu-

makan  steakhouse  Coffes Syl e sfoad
House/ Do
Coffee gar Ma'

= who Bought Cothing items at GAP/GAP KIDS in the past 3mos msTL

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Bought Jothing Items ot GAP/GAP KIDS in the... 45.0%

LS 429,308 17.1%

Past 12 months Casmo Activities: Adults 18 or older
Slot Machines

Table Games (Craps, Poker, etc.)

317,900 12.6%

Bar / Nightclub

202,296 8.0%

Upscale Restaurant

%
0%

Sports Betting

Stage Show / Concert

Other Gambling

Spa m 11.1%

Casinos visited past 12

Used Past 30-days: Adults 18 or older

09

= who Bought Clothing Items at GAP/GAP KIDS in the past 3mos mSTL

45
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Clothing stores bought past 3 months: Gap/Gap Kids

i / Cannabis Cigarettes Vape

= who Bought Clothing Items at GAP/GAP KIDS in the past 3mos =sTL



Past 30-days QSR Users: Adults 18 or older

10. B“/u
10.9%

1 time

%
2 times

3 times

4 times

ﬂma

18.5%

= who Bought Clothing Items at GAP/GAP KIDS in the past 3mos

Total Monthly QSR Users:
88.9%

5 times

!

6-9times

10times or more

mCIN

Avg. Monthly QSR Meals:

2.% or 38,968 of CIN DMA Adults 18 or older Bought Clothing Items

Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos are 1.3% more likely to use
QSRs past mo., 16.9% more likely to use Sit-Down Restaurants past mo., 58.8% more likely to use Casinos

past yr., 88.2% less likely to smoke cigarett

at GAP/GAP KIDS in the past 3mos.

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

. 1time

2 times

3 times

12.4%

B —— vy
- o
E—T
—
.
o p—
=

4 times 10.4%
5 times

6 -9 times

10times or more

= who Bought Clothing Items at GAP/GAP KIDS in the past 3mos

Total Monthly Sit-Down R Users: Avg. M
88.0% 75.2%

uCIN
thly Sit-Down R ant Meals:

Drank Past 30-days. Adults 18 or o!der
A Type of B
-V

w v

Liquor

Domestic Light Beer
Wine

Domestic Regular Beer
Imported Beer
Microbrew / Craft Beer
= who Bought Clothing Items at GAP/GAP KIDS in the past 3mos. ECIN

DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

hlihhkhth

za  chinese  Mexican cum Steakhouse wmp; -apu upscale  seafood

e s.ms s

mwho Bought Clothing ftems at GAP/GAP KIDSin the past 3mos o

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Bought Jothing Items ot GAP/GAP KIDS in the... 31.2%

[ 412,644 21.2%

Past 12 months Casmo Activities: Adults 18 or older

187,370 9. G%

Slot Machines

Bar / Nightclub

Table Games (Craps, Poker, etc.)
Stage Show / Concert

Upscale Restaurant

Sports Betting 9%

Other Gambling

125% _ -
Spa F Casinos visited past 12

725928
hs: Yes

Used Past 30-days: Adults 18 or older

i / Cannabis

= who Bought Clothing Items at GAP/GAP KIDS in the past 3mos uCIN

43
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Clothing stores bought past 3 months: Gap/Gap Kids

Cigarettes

= who Bought Clothing Htems at GAP/GAP KIDS in the past 3mos



Past 30-days QSR Users: Adults 18 or older

2 1 time
g
2 times 12. D%
3 times 11 a%
4 times
5 times 9.4%
6-9times

13.8%
10 times or more
= who Bought Cothing Items at GAP/GAP KIDS in the past 3mos

Total Monthly QSR Users:
91.8% 79.4%

“’!‘ll!

Avg. Monthly QSR Meals:

mWPB

1.8% or 35,260 of WPB DMA Adults 18 or older Bought Clothing Items at GAP/GAP KIDS in the past 3mos.
Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos are 15.6% more likely to
use QSRs past mo., 7.8% more likely to use Sit-Down Restaurants past mo., 55.1% more likely to use Casinos

past yr., 3.2% more likely to smoke cigarette

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

H L ime
Ztimes -!m
3 times 11.2%
sumes
some
6-9times F
10times or more
= who Bought Clothing ilaems at GAP/GAP KIDS in the past 3mos = WPB
Total Monthly Sit-Down Re Users:  Avg. Monthly Sit-Down R ant Meals:
80.9%

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

ih“illhhk

e, Mo Stuonn Wit/ | ook, pecla semtesd  tepd!
Burgers | House / Don
n-m«

Chinese  piza

Sports Bar Coffee Bar

= who Bought Clothing Items at GAP/GAP KIDS in the past 3mos nwPB

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Bought Jothing Items ot GAP/GAP KIDS in the... 29.8%

LG 387,595 19.9%

Drank Past 30-days. Adults 18 or older

Liquor

Any Type of Beer

Wine

Imported Beer
Domestic Regular Beer
Domestic Light Beer

Microbrew / Craft Beer

» who Bought Clothing Items at GAP/GAP KIDS in the past 3mos

DMA Scarborough R1 2026: Jan25-Jan26

EWPB

Past 12 months Casmo Activities: Adults 18 or older

Slot Machines

Upscale Restaurant

Table Games (Craps, Poker, etc.)

Stage Show  Concert
Bar / Nightclub
Sports Betting %
Spa

558507

Other Gambling E hs: Yes

Used Past 30-days: Adults 18 or older

%

Vape

/ Cannabis

Cigarettes

Casinos visited past 12

Qual Intab

= who Bought Clothing Items at GAP/GAP KIDS in the past 3mos = WPB

57
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Clothing stores bought past 3 months: Gap/Gap Kids

= who Bought Qlothing ltems at GAP/GAP KIDSin the past 3mos. -WPB



more

24% o0
Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos are 28.7% more likely to
have a 401K, 18.3% more likely to have an Auto Loan, 6.5% more likely to Invest/Trade Stocks Online, 2.5%

r 6,478,292 of USA DMA Adults 18 or older Bought Clothing Items at GAP/GAP KIDS in the past 3mos.

likely to pay with their Debit Card.

E“ﬁ?‘mwestme'm.'s Owned: Adults 18 or older

401K Plan

IRA (Individual Retirement Account)

Stocks or Stock Options

73,003,628 26.5% i
1,266,906 19.6%
47,850,162 17.5%

Daas] 11.9%
EIACUWIT 13.8%
2%

10.0%

7 9.2%
25,904 SRR~ 4

13.8%
f 0%
10.7%
La%

® who Bought Clothing ltems at GAP/GAP KIDS in the past 3mos

Mutual Funds
Money Market Funds
Bonds

Other (Crypto / NFTs / Metals, etc.)

529 Plan / College Savings Plan

Second Home or Real Estate Property

mUSA

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

6.6% 51% 5.1% 5.0% 4.4%

Checking Debitor ATM  Savings Credit Card Online Mobile Online Bill Money  Certificates of Studentloan Personal Loan Refinanced Home
Account card Account Banking Banking Paying Market  Deposit (CDs) Home Improvement
Account Mortgage Loan or Home
Equity Loan

= who Bought Clothing Items at GAP/GAP KIDS in the past 3mos H USA

Professional Services Used*: Adults 18 or older

Tax Preparation Service

Financial Planner

Online Investing / Stock Trading

Accountant

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

Estate Planning

o
Divorce / Family Attormey 7% (*Post 12 Months}
0.9%
# who Bought Clothing Items at GAP/GAP KIDS in the past 3mos mUSA
USA USA Projection Scarborough R1 2026: Jan25-Mar26 Qual Intab 641
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A Past 3-Months Payment Methods Used: Adults 18 or older

10.3% 959

7.1%
6.2% 6.8% a7%

RIE e

PayPal Debit Card rd  ApplePay  CashApp  Google Pay

visa Zell Venmo  MasterCa American  Discover  Store Credit Square Cash  Facebook Samsung Pay
Express Card Messenger
¥ who Bought Clothing Items at GAP/GAP KIDS in the past 3mos HUSA

Clothing stores bought past 3 months: Gap/Gap Kids




mﬁﬂlnvestments Owned: Adults 18 or older

401K Plan 2,059,671

IRA (Individual Retirement Account)

Stocks or Stock Options
47.0%
mutuatpuncs [—

Money Market Funds mf:,es%

Bonds &?ﬁ‘g %

529 Plan / College Savings Plan 20.8%

G 9.2%

Other (Crypto / NFTs [ Metals, etc.) m 2.1%

Second Home or Real Estate Property & 5%

= who Bought Clothing Items at GAP/GAP KIDS in the past 3mos

1.7% or 65,975 of MSP DMA Adults 18 or older Bought Clothing Items at GAP/GAP KIDS in the past 3mos.

likely to pay with their Debit Card.

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

34.9%

29,004 300} 2.672.560

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

m who Bought Clothing Items at GAP/GAP KIDS in the past 3mos = MSP

Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos are 64.% more likely to have
a 401K, 1.6% less likely to have an Auto Loan, 255.5% more likely to Invest/Trade Stocks Online, 2.7% more

Checking Savings  Debit or ATM Credit Card Online Mobile Online Bill Home Auto Loan Money  Certificates of Studentloan Home Refinanced Personal Loan

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

Financial Planner st .
947,695 24.2%
Tax Preparation Service 905‘331 23.2% =

Online Investing / Stock Trading SAS 1333.9%

Insurance Agent at a Local Office (not online) 24.6%

6.0%
Accountant % 2.6%

Real Estate Agent
1 2.3%
2.7%

|20.3%
| ca%

Estate Planning

Divorce / Family Attorney

= who Bought Clothing Items at GAP/GAP KIDS in the past 3mos
DMA Scarborough R1 2026: Feb25-Feb26

(*Past 12 Months) VisA PayPal Venmo  DebitCard MasterCard  Apple Pay zelle Google Pay  Cash App

Store Credit Square Cash  Facebook
card Messenger

= who Bought Clothing Items at GAP/GAP KIDS in the past 3mos = MSP
31
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Clothing stores bought past 3 months: Gap/Gap Kids

27.5%

3.2%

Samsung Pay



iAP . ==STL

1.4% or 36,469 of STL DMA Adults 18 or older Bought Clothing Items at GAP/GAP KIDS in the past 3mos.
Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos are 54.% more likely to have

a 401K, 38.2% more likely to have an Auto Loan, 165.7% more likely to Invest/Trade Stocks Online, 39.7%
more likely to pay with their Debit Card.

ﬁﬂlnvestments Owned: Adults 18 or older

401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

Bonds

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

Second Home or Real Estate Property

1 5.2%

346,435 13.8%
13.2%
9.8%

flat 9.8%

25.6%

. 8.6%

12.9%
5.7%

® who Bought Clothing Items at GAP/GAP KIDS in the past 3mos mSTL

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

14.5%

sa% %% 5ox

Auto Loan Money  Certificates of Studentloan Personal Loan  Home

Checking Debitor ATM  Savings Credit Card

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

Equity Loan
® who Bought Clothing Items at GAP/GAP KIDS in the past 3mos HSTL

Professional Services Used * Adults 18 or older

Financial Planner

Tax Preparation Service

Online Investing / Stock Trading

Insurance Agent at a Local Office (not online)
Accountant

Real Estate Agent

Estate Planning

Divorce / Family Attormey

20.9%

z.n 5341.9% '

3,05 8.4%

278,213 11.1%

[4bo3.3% @ .
246,938 9.8%

6.3%

(*Past 12 Months)

® who Bought Clothing Items at GAP/GAP KIDS in the past 3mos mSTL

STL DMA Scarborough R1 2026: Feb25-Feb26
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, inc. LLC. All rights reserved.

Qual Intab 15

|m'Past 3-Months Payment Methods Used: Adults 18 or older

13.3%

B8.7%
6.7%

o4 5 g 3 irzses o100 i
PayPal  DebitCard MasterCard  Venmo Zelle ApplePay  CashApp GooglePay Discover StoreCredit American  Facebook  Square Cash Samsung Pay
Card Express Messenger

# who Bought Clothing Items at GAP/GAP KIDS in the past 3mos ESTL

Clothing stores bought past 3 months: Gap/Gap Kids




2.% or 38,968 of CIN DMA Adults 18 or older Bought Clothing Items at GAP/GAP KIDS in the past 3mos.
Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos are 2.7% more likely to have

a 401K, 15.3% less likely to have an Auto Loan, 68.3% more likely to Invest/Trade Stocks Online, 35.% more
likely to pay with their Debit Card.

IRA (Individual Retirement Account)

Stocks or Stock Options

Mutual Funds

Money Market Funds

529 Plan / College Savings Plan

06 21.6%
196,079 JEURES
11.2%
L 7.5%
9.0%
6.8%
B -

9.6%
= who Bought Clothing Items at GAP/GAP KIDS in the past 3mos

Other (Crypto / NFTs / Metals, etc.)
Second Home or Real Estate Property

Bonds %

mCIN

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

47% 17% 4.5%
el ol o pE N e
chechls Debit or ATM Credit Card Online Mobile Online Bill Home Money  Studentloan Certificates of Personal Loan  Home Refinanced
Account card Banking Banking Paying Mortgage Market Deposit (CDs) Improvement Home
Account Loan or Home Mortgage
Equity Loan
= who Bought Clothing Items at GAP/GAP KIDS in the past 3mos ECIN

Profess:onal Services Used*: Adults 18 or older

Financial Planner

Online Investing / Stock Trading
Accountant
Insurance Agent at a Local Office (not online)

Real Estate Agent

Estate Planning
o
Divorce / Family Attormey Eu'?"m‘ (*Post 12 Months}
= who Bought Clothing Items at GAP/GAP KIDS in the past 3mos ECIN
DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 43
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|m'Pasi.‘ 3-Months Payment Methods Used: Adults 18 or older

6.3%  5.0% a.8%

American Discover

Debit Card ApplePay  Cash App Guogle Pay Store Credit Square Cash  Facebook — Samsung Pay
Express Card Messenger
¥ who Bought Clothing Items at GAP/GAP KIDS in the past 3mos ECIN

visa PayPal Venmo MasterCard Zelle

Clothing stores bought past 3 months: Gap/Gap Kids




1.8% or 35,260 of WPB DMA Adults 18 or older Bought Clothing Items at GAP/GAP KIDS in the past 3mos.
Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos are 61.9% more likely to
have a 401K, 60.9% more likely to have an Auto Loan, 12.6% more likely to Invest/Trade Stocks Online, 14.1%
less likely to pay with their Debit Card.

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

401K Plan
IRA (Individual Retirement Account)

Stocks or Stock Options  peee——etut
392 6.8%
Mutual Funds 15.3%
30180 8.6%
Money Market Funds i

Other (Crypto / NFTs / Metals, etc.) M 92%

10.8%

17.0%
1,982 5.6% 2t 17.8%4 4.8%
2 Lo R . o JPRRIE

i Lo 1 ’ 5 3
Second Home or Real Estate Property mﬂ" Checking Debitor ATM  Savings  CreditCard  Online Mobile  Online Bill Home Autoloan  Money  Certificates of Personal Loan Studentloan  Home  Refinanced
= Account card Account Banking Banking Paying Mortgage Market  Deposit (CDs) Improvement Home
529 Plan / College Savings Plan g5 34;‘;:: Account l‘:“,’" ’::;:E ortgage

® who Bought Clothing Items at GAP/GAP KIDS in the past 3mos mWPB m who Bought Clothing Items at GAP/GAP KIDS in the past 3mos =WPB

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

Tax Preparation Service 0§

Accountant
Financial Planner

. % " 303 15.0%
@ @

Insurance Agent at a Local Office (not online)

136,090 7.

" 00.0%
Estate Planning FEALE 3.9% | 10.1% 10.2%
. 5.6% 6.0% 20%
Estate Agent 3.9% 9 o M . e

©0.0% [*Past 12 Months)

. : N i ey 529z
) . MasterCard ~ Debit Card Venmo ApplePay  CashApp  American  GooglePay Store Credit  Discover  Square Cash  Facebook Samsung Pay
Divorce / Family Attorney 15% Express

Card Messenger

® who Bought Clothing Items at GAP/GAP KIDS in the past 3mos HWPB ¥ who Bought Clothing Items at GAP/GAP KIDS in the past 3mos = WPB

DMA Scarborough R1 2026: Jan25-Jan26 Qual Intab 57
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Clothing stores bought past 3 months: Gap/Gap Kids



Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos spend an average of 3 days, 6 hours,
26 minutes and 29 seconds each week with All Forms of Media.

78.1% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos spend an avg. of 7 hours and 48 minutes each|
week listening to All Local AM/FM Radio, representing 7.8% of total time spent with all forms of Media.

weekly Avg. H:M:S/week with All Forms of Media:
Reach %: Adults 18 or older
E S
C e
“Usage % 57.0%
who Bought dothing Items at usA
pT GAP/GAP KIDSin the past
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Clothing stores bought past 3 months: Gap/Gap Kids



Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos spend an average of 5 days, 5 hours,
41 minutes and 15 seconds each week with All Forms of Media.

95.5% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos spend an avg. of 5 hours and 36 minutes each
week listening to All Local AM/FM Radio, representing 4.3% of total time spent with all forms of Media.
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Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos spend an average of 4 days, 9 hours,
16 minutes and 9 seconds each week with All Forms of Media.

91.1% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos spend an avg. of 10 hours and 25 minutes
each week listening to All Local AM/FM Radio, representing 9.% of total time spent with all forms of Media.
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Clothing stores bought past 3 months: Gap/Gap Kids




Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos spend an average of 3 days, 16 hours,
19 minutes and 43 seconds each week with All Forms of Media.

81.9% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos spend an avg. of 7 hours and 38 minutes each
week listening to All Local AM/FM Radio, representing 7.1% of total time spent with all forms of Media.
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Clothing stores bought past 3 months: Gap/Gap Kids



Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos spend an average of 2 days, 8 hours,
21 minutes and 14 seconds each week with All Forms of Media.

75.7% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos spend an avg. of 7 hours and 27 minutes each|
week listening to All Local AM/FM Radio, representing 10.% of total time spent with all forms of Media.
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Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos spend an average of 2 days, 8 hours,
17 minutes and 35 seconds each week with All Forms of Ad-Supported Media.

72.2% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos spend an avg. of 6 hours and 44 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 8.6% of total time spent with all forms of Ad-Supported Medi
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Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos spend an average of 3 days, 14 hours,
36 minutes and 48 seconds each week with All Forms of Ad-Supported Media.

72.4% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos spend an avg. of 2 hours and 28 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 2.1% of total time spent with all forms of Ad-Supported Medi
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Clothing stores bought past 3 months: Gap/Gap Kids



Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos spend an average of 2 days, 20 hours,
20 minutes and 49 seconds each week with All Forms of Ad-Supported Media.

87.4% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos spend an avg. of 9 hours and 43 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 12.4% of total time spent with all forms of Ad-Supported Med
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Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos spend an average of 2 days, 17 hours,
58 minutes and 48 seconds each week with All Forms of Ad-Supported Media.
78.8% of Adults 18 or older who Bought Clothing ltems at GAP/GAP KIDS in the past 3mos spend an avg. of 7 hours and 14 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 8.7% of total time spent with all forms of Ad-Supported Medi
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Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos spend an average of 1 days, 19 hours,
15 minutes and 18 seconds each week with All Forms of Ad-Supported Media.
72.% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos spend an avg. of 6 hours and 52 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 11.4% of total time spent with all forms of Ad-Supported Medi
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Radio for an avg. of 57.7 minutes/day.

Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos spend an average of
8 hours and 2 minutes each day with All Forms of Ad-Supported Media. 72.2% listen to Local AM/FM
(Local Radio delivers 8.6% of Time with Ad-Supported Media.)
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| Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos spend an average of
12 hours and 22 minutes each day with All Forms of Ad-Supported Media. 72.4% listen to Local
AM/FM Radio for an avg. of 21.2 minutes/day. (Local Radio delivers 2.1% of Time with Ad-Supported Me%ﬁa.)

Top-13 All Forms of Media (Persons & % Reach): Adults 18 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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| Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos spend an average of
9 hours and 45 minutes each day with All Forms of Ad-Supported Media. 87.4% listen to Local
AM/FM Radio for an avg. of 83.4 minutes/day.(Local Radio delivers 12.4% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 18 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos spend an average of
9 hours and 25 minutes each day with All Forms of Ad-Supported Media. 78.8% listen to Local
AM/FM Radio for an avg. of 62.1 minutes/day. (Local Radio delivers 8.7% of Time with Ad-Supported Me

Top-13 All Forms of Media (Persons & % Reach): Adults 18 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Top-13 All Forms of Ad-Supported Media (Persons & % Reach): Adults 18 or older
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Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos spend an average of
6 hours and 10 minutes each day with All Forms of Ad-Supported Media. 72.% listen to Local AM/FM
Radio for an avg. of 58.9 minutes/day. (Local Radio delivers 11.4% of Time with Ad-Supported Media.)

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

{Average week) Total Persons * Time Spent: (A

Grocery Stores

Billboards & Signs (Weekly Drivers) 6.4%

Search (Google, Bing, etc.) Billboards & Signs

Local TV Stations (Weekly Drivers) Local AM/FM Radio = Facebook
46.7 43.6 AT 59.0

News/Weather /Sports (Websites/Apps)

king/Financial/Real Estate (Websites/Apps)

Non-Premium Cable TV

Local AM/FM Radio Networks

Email/Text/IM/Zoom,etc. (Personal & Work)
63.9 1110

Amazon
Billboards & | Prime/IMDb

Avg. Hours+Minutes/day with All
Forms of Media: Adults 18 or older

Local AM/FM Radio 7
Instagram 1 Signs (Weekly [FireTV Instagram

: : Facebook e Drivers) 354 288

Non-Premium Cable TV Networks

36.8 | 48.2
Amazo | Gam | News/We Search | Games/ New
Local TV Stations o m 11:02 0,59 ather/Sp. Email/Text/IM | | (Google' Fantasy s/We
Games/Fantasy/Betting Sites 52.1% m Non-Premium Cable [Zoom,etc. , Bing, /Betti... ath...
e jubo vt Chothing e wrs m TV Networks : ‘ /Bett | Groce Local TV Stations (Personal & etc.)
Rt 1,041 A e 5.3 1083 Work)... 284 Groce.. Ba..
Amaron ime ot ey e T e
» who Bought Clothing Items at GAP/GAP KIDS in the past 3mos HWPB u who Bought Clothing Items at GAP/GAP KIDS in the past 3mos uWPB
Top-13 All Forms of Ad-Supported Media {Persons & % Reach) Adults 18 or older Top-13 All Forms of Ad-Supported Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
[Averoge week) Totol Persons: _— Time Spent: {Average Day)
Grocery Stores

Billboards & Signs (Weekly Drivers)

8
.f’x’i

Search (Google, Bing, etc)

Amazon
Local AM/FM Radio Prime/IMDb/FireTV
68.1 62.0

/ /Smoe Billboards &
Local TV Signs (Weekly
Stations Drivers) Facebook

449 436 41.7

Local AM/FM Radio Non-Premium Cable TV

Networks Email/Text/ ~ Search
106.5 IM/Zoom,et  (Google,

Local AM/FM Radio

Email/Text /IM/Zoom,etc. (Personal & Work)
589

Facebook Avg. Hours+Minutes/day with All
Forms of Ad-Supported Media:

Adults 18 or older

c.(Personal  Bing,
Facebook &Work)..,  etc).
53.6

Shopping
(incl.
Instagram Food/Auct...
225 -

Amazon
Prime/IMDb/FireT
V...

Non-Premium Cable TV Networks

Local TV Stations
Shoppin  New

Gas Stations/Convenience Stores Billboards & glinc. s/W

: | News | Gro
Email/Text/IM/Zo  Search /Wea | cery

« o
w
2o

(5.5
=
e}
(035}
(s e}

Instagram AN Non-Premium : Signs (Weekly Instag  Food/.. ea..
o ) who Bought Clothing wrs Cable TV Networks OISt (REFSORSISN(GooglE) the... | St.. Local TV Stations Drivers) ram
Shopping (indl. Food/Auctions/Travel,etc.) Items at GAP/GAP KIDS in i & Work)... Bing,... 103.9 482 236
the past 3mos 57.0 S - - Groce... G..
i A TR
= who Bought dothing Items at GAP/GAP KIDS in the past 3mos =WPB m who Bought Clothing Items at GAP/GAP KIDS in the past 3mos = WPB
WPB  DMA  Scarborough R12026: Jan25-Jon26  Qual Intab 57 efa b= S“a"; °fA E":h".yt“‘ ng
All Graphs and soefa.ai Data Modeling Copyright @ 2026 Hubbard Broadcasting, inc. LLC. All rights reserved. SO - arAnyEhang. o

Clothing stores bought past 3 months: Gap/Gap Kids



Avg. Week AII ﬂt.:ﬂdio (Persons & % Reach): Adults 18 or older

Local AM/FM Radio
Podcasts

Spotify

SiriusXM

YouTube Music

- 4,680,055 or 72.2% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past
3mos listen to Ad-Supported Local AM/FM Radio for an average of 57.7 minutes every day
representing 31.2% of all time spent daily with Ad-Supported Audio.
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47,735 or 72.4% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos
listen to Ad-Supported Local AM/FM Radio for an average of 21.2 minutes every day representing
16.3% of all time spent daily with Ad-Supported Audio.

e Lioc: mue
o220 |1 o
(a20523 | 10 oo

Avg. Hours+Minutes/day with
Audio: Adults 18 or older

Avg. Day All Audio (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

% Time Spent:

m

(55
1.7%

SiriusXm
19.6

Podcasts
30.0

Local AM/FM Radio iHeartRadi

48.1
Pandora

17.5

15.2

Others
Amazon

Local AM/FM

Podcasts
26.0

v
Music
Chann
SiriusXM els...
16.8

Owne
YouTube d

Apple Music MF X 108 . o .
. Bought Clothing ltems Music Radio Music Music
iHeartRadio MFG 9% GAP/GAP KIDS in the 16.6 715 129 11.5 :
past 3mos Audiob...
Audiobooks RIS oI B %45

m who Bought Clothing Items at GAP/GAP KIDS in the past 3mos

m Msp

¥ who Bought Clothing Items at GAP/GAP KIDS in the

past 3mos

u MsP

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

Local AM/FM Radio
Podcasts

Totaf Persons:

% Time Spent:

e chmt PR TR L
< usic
YouTube Music % Podcasts Channels
Pandora RAS L e 0% ) Local AM/FM 24.1 12.3
7 - Radio Amazon Music
spotity  EEIRTTRMERT [ ¢ | 212 20.9
All Others mm Avg. Hours+Minutes/day with Ad- m All
Supported Audio: Adults 18 or older ; Other
Amazon Music - YSRTRY E SO 55 | All Others Sggtllfv Pandora s
iHeartRadio  PHOSSIRg ELE% JLE . 6.6 : 10.9 8.1
siusxv - B EER " :
Audiobooks [ 0:0% 2:09 S _ IVMUSIEN  SiriusX _ YouTube Amazo nngnR
Owned Musi 0.0% who Bought Clothing tems MsP Spotify Podcasts Channels M Local AM/FM Radio Music n adio...
ned Music i 00 e 4 | P 136 i 59 64.8 113 Musi..
sovie wusc PR 885 0%
= who Bought Clothing Items at GAP/GAP KIDS in the past 3mos BMSP = who Bought Clothing Items at GAP/GAP KIDS in the past 3mos u MSP
MSP DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 31 ® Share of Everything

soefa.ai

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

Clothing stores bought past 3 months: Gap/Gap Kids



1| e

Avg. Week A{[‘ﬁeggio (Persons & % Reach): Adults 18 or older

Local AM/FM Radio

b

- =8TL

31,883 or 87.4% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos
listen to Ad-Supported Local AM/FM Radio for an average of 83.4 minutes every day representing
29.1% of all time spent daily with Ad-Supported Audio.
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» who Bought Clothing Items at GAP/GAP KIDS in the past 3mos

- 30,715 or 78.8% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos
listen to Ad-Supported Local AM/FM Radio for an average of 62.1 minutes every day representing
35.9% of all time spent daily with Ad-Supported Audio.
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- 25,391 or 72.% of Adults 18 or older who Bought Clothing ltems at GAP/GAP KIDS in the past 3mos
listen to Ad-Supported Local AM/FM Radio for an average of 58.9 minutes every day representing
35.2% of all time spent daily with Ad-Supported Audio.
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. 4,680,055 or 72.2% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past
3mos listen to Ad-Supported Local AM/FM Radio for an average of 57.7 minutes every day
representing 31.2% of all time spent daily with Ad-Supported Audio.
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47,735 or 72.4% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos
listen to Ad-Supported Local AM/FM Radio for an average of 21.2 minutes every day representing
16.3% of all time spent daily with Ad-Supported Audio.
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31,883 or 87.4% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos
listen to Ad-Supported Local AM/FM Radio for an average of 83.4 minutes every day representing
29.1% of all time spent daily with Ad-Supported Audio.
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30,715 or 78.8% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos
listen to Ad-Supported Local AM/FM Radio for an average of 62.1 minutes every day representing
35.9% of all time spent daily with Ad-Supported Audio.
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25,391 or 72.% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos
listen to Ad-Supported Local AM/FM Radio for an average of 58.9 minutes every day representing
35.2% of all time spent daily with Ad-Supported Audio.
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4,680,055 or 72.2% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Pop Contemporary Hit Radio, Adult
Contemporary, Classic Hits, Hot AC, and Country.

Local AM/FM Radio Formats (Persons & % Reach): Adults 18 or older Local AM/FM Radio Formats (% Time Spent & Avg. Mmutes/day Spent): Adults 18 or older
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47,735 or 72.4% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos listen
to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Pop Contemporary Hit Radio, Hot AC,
Country, Classic Hits, and Active Rock.
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Local AM/FM Radio Formats (Persons & % Reach): Adults 18 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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31,883 or 87.4% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos listen
to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Alternative, Adult Hits, Classic Rock, Classic

Hits, and New Country.
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Local AM/FM Radio Formats (Persons & % Reach): Adults 18 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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30,715 or 78.8% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos listen
to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Classic Hits, Country, Adult Contemporary,

Active Rock, and News/Talk/Information.
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Local AM/FM Radio Formats (Persons & % Reach): Adults 18 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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25,391 or 72.% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos listen
to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Classic Hits, Country,

Talk/Personality, and Classic Rock.

Total persons

Avg. Hours+Minutes/day with Local
AM/FM Radio: Adults 18 or older

o

who Baught Clothing tems
at GAP/GAP KIDS in the:
past 3mos

@
PR i

L

# who Bought Clothing Items at GAP/GAP KIDS in the past 3mos

uWPB

% Time Spent:

(g

Rhythmic
Contemporary Hit

Radio
539

Pop
Contempor
ary Hit
Radio
18.3

nte m u_xurn y

Urban

Conte

mpor
ary
11.0

Classic Hits
149

Spa
Contemporary | Rhythmic AC | Hits nis
h...

Rhythmic AC
230

News/Talk/Infor
mation
225

Paop
Contemporary Contemporary
Hit Radio Chi

Urban AC 20.4 19;

22.5

Urban
Contemporary

18.2
Classic Hits

19.2

Classic Rock
218
Spanis
h
Contemp Conte
orary Hit mpora
Radio ry
16.9 13.6

Rhythmi
c

Adult
Contemporar
Adult Hits

¥
20.8 19.0

= who Bought Clothing Items at GAP/GAP KIDS in the past 3mos

= WPB

Ad-Supported Local AM/FM Radio Formats (Persons & % Reach): Adults 18 or older

Total persons:

(average week)
Adult Contempaorary

Classic Hits

Classic Rock

Country

Urban AC

Pop Contemporary Hit Radio
News/Talk/Information
Rhythmic Contemporary Hit Radio
Urban Contemporary
Spanish Contemporary
Adult Hits

Rhythmic AC
Talk/Personality

WwrB

Avg. Hours+Minutes/day with Ad-
Supported Local AM/FM Radio:
Adults 18 or older

who Bought Clothing tems
at GAP/GAP KIDS inthe
past 3mos

 who Bought Clothing Items at GAP/GAP KIDS in the past 3mos uWPB

DMA Scorborough R1 2026: Jan25-lan26 Qual Intab 57

Ad—Suggorted Local AM/FM Radio Formats (% Time Spent

& Avg. Minutes/day Spent): Adults 18 or older

Pop
Contemporar
Classic Rack y Hit Radio

207

Country

Adult
Contemporar

Talk/Personal
Rhythmic AC ity
14.6 13.8
15.0
Adult
Hits
82

Urban
Contem
porary
11.0

News/Ta
Ik/Infor
mation
119

Classic Hits
14.9

Spanis...

Country
235

Rhythmic AC
23.0

News/Talk/Infor
mation
225

Pop
Contemporary
Hit Radio
204

Adult Hits
20.8

Urban AC
22.5

Urban
Contemporary

2
Classic Hits

19.2

Talk/Personality
219
Rhythmi = Spanis
c ]
Contemp = Conte
orary Hit = mpora
Radio y
16.9 13.6

Adult

Contemporar

Classic Rock
218

y
19.0

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

= who Bought Clothing Items at GAP/GAP KIDS in the past 3mos

Clothing stores bought past 3 months: Gap/Gap Kids

uWPB
*® Share of Everything

L for Anything



Avg. Week All Video (Persons & % Reach): Adults 18 or older
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4,142,133 or 63.9% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past
3mos watch Ad-Supported Local TV Stations for an average of 79.7 minutes every day representing
32.% of all time spent daily with Ad-Supported Video.
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35,919 or 54.4% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos
watch Ad-Supported Local TV Stations for an average of 107.1 minutes every day representing 23.%
of all time spent daily with Ad-Supported Video.
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26,338 or 72.2% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos

AP
[] \ |] = >-- STl watch Ad-Supported Local TV Stations for an average of 134.5 minutes every day representing 41.6%
of all time spent daily with Ad-Supported Video.
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26,868 or 68.9% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos
watch Ad-Supported Local TV Stations for an average of 101.7 minutes every day representing 40.4%
of all time spent daily with Ad-Supported Video.
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23,067 or 65.4% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos
watch Ad-Supported Local TV Stations for an average of 44.9 minutes every day representing 23.1%
of all time spent daily with Ad-Supported Video.
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4,142,133 or 63.9% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past
3mos watch Ad-Supported Local TV Stations for an average of 79.7 minutes every day representing
32.% of all time spent daily with Ad-Supported Video.
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57.2%¢=

Reach %

56.8%

46.5% - E

who Bought Clothing Items
at GAP/GAP KIDS in the
past 3mos

43.4%

24.7% 25.1%

20.2%

14.6% 16 1%

11 4%
8.6%

Weekly

Total

Persons 4 2% 3 4% 3 6% 3 8%
Reached:

]
'4,142,133161,416,758 3,913,525155,212,875 3,708,364115,299,400 2,813,67281,357,009 3,014, 764106 473,230 1,598, 66745 696,589 1,628, 40351 656,770 946,774 31 251,108 1,042, 88223 357,794 1,307,66136,347,380

Local TV Cable TV Amazon TikTok YouTube AppIeT\I+ Netflix Dlsney+ Paramount+
Average
Daily Mi
B N 105 JUEN 522 RN s RO 15 JEON o5 RO 00 VR o RN oo EER a0 RN s |
= who Bought Clothing Items at GAP/GAP KIDS in the past 3mos m USA
USA USA Projection Scarborough R1 2026: Jan25-Mar26 Qual Intab 641  Scarborough R12026: Jan25-Mar26 USA Projection Scarborough R1 2026: Jan25-Mar26 Qual Intab 24,338 ®= Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. eﬁ. for Anything _ o

Clothing stores bought past 3 months: Gap/Gap Kids




35,919 or 54.4% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos
watch Ad-Supported Local TV Stations for an average of 107.1 minutes every day representing 23.%
of all time spent daily with Ad-Supported Video.

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

Reach % 61.2% . llShare OfAd-SuppOftEd v"deo n Video: Adults 18 or older

who Bought Clothing Items
at GAP/GAP KIDS in the

36.8% past 3mos

40.9%

29.0% 27.6% 29.5% 28.4%

18.3%

12.1% 13.3%

8.6%

19,140 298,341 18,239 710 963 19,473 4?1 778 18,740 519 101 12,077 335 817

Reached:

35,919 2,392,955 34,793 2,010,258 38,054 1,516,344 26,992 571 831 12,937 1 437,694

Local TV Cable TV Amazon AppIeTV+ YouTube Roku Hulu Paramount+ Peacock Disney+
Average
Daily Mi
® who Bought Clothing Items at GAP/GAP KIDS in the past 3mos m MSP
Msp DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 31 MINNEAPOLIS-ST. PAUL  DMA  Scarborough R12026: Feb25-Feb26  QualIntab 1,934 ® Share of Everything
All Graphs ond soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. soeﬁ_ for Anything _ ©

Clothing stores bought past 3 months: Gap/Gap Kids



26,338 or 72.2% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos
watch Ad-Supported Local TV Stations for an average of 134.5 minutes every day representing 41.6%
of all time spent daily with Ad-Supported Video.
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26,868 or 68.9% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos
watch Ad-Supported Local TV Stations for an average of 101.7 minutes every day representing 40.4%
of all time spent daily with Ad-Supported Video.
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23,067 or 65.4% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos
watch Ad-Supported Local TV Stations for an average of 44.9 minutes every day representing 23.1%
of all time spent daily with Ad-Supported Video.
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Local TV Station Programs (Persons & % Reach): Adults 18 or older
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' 4,142,133 or 63.9% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past

3mos watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening,
Local News - Morning, Comedies, Dramas, and Local News - Late.
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' 35,919 or 54.4% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos
watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Game Shows, Local News -
Morning, Comedies, Reality - Dating, and Local News - Evening.
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' 26,338 or 72.2% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos
watch Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening,
National/Network News, Sports, Local News - Morning, Comedies, and Court Sh
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' 26,868 or 68.9% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos
watch Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Daytime Talk
Shows, Local News - Morning, Sports, Daytime Soap Operas, and

Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Local TV Station Programs (Persons & % Reach): Adults 18 or older
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' 23,067 or 65.4% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos
watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Comedies, Movies,
National/Network News, Local News - Evening, and Dramas.
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[ 5,208,945 or 80.4% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past
3mos use Ad-Supported Social Media for an average of 170.7 minutes every day representing 28.5%
of all time spent daily with Ad-Supported Digital Media.
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Avg. Week All Qigital (Persons & % Reach): Adults 18 or older

% Time Spent:

61,883 or 93.8% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos
use Ad-Supported Social Media for an average of 248.1 minutes every day representing 27.8% of all
time spent daily with Ad-Supported Digital Media.
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25,640 or 70.3% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos
use Ad-Supported Social Media for an average of 112.6 minutes every day representing 16.7% of all
time spent daily with Ad-Supported Digital Media.
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30,574 or 78.5% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos
use Ad-Supported Social Media for an average of 197. minutes every day representing 32.% of all
time spent daily with Ad-Supported Digital Media.
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Avg. Week All Digital (Persons & % Reach): Adults 18 or older
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[ 31,883 or 90.4% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos
use Ad-Supported Social Media for an average of 122.1 minutes every day representing 26.4% of all
time spent daily with Ad-Supported Digital Media.
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4,985,857 or 77.% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past
3mos use Ad-Supported Facebook for an average of 60.2 minutes every day representing 35.3% of
all time spent daily with Ad-Supported Social Media.

Avg. Week All Sacml 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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Avg. Day Ad-Supported Social Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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(D - 50,401 or 76.4% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos

L use Ad-Supported Facebook for an average of 94.9 minutes every day representing 42.6% of all time
it spent daily with Ad-Supported Social Media.

Avg. Week All Socml 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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Avg. Day Ad-Supported Social Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Avg. Week All Socml 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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25,640 or 70.3% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos
use Ad-Supported Facebook for an average of 34.8 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 Socml 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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30,574 or 78.5% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos
use Ad-Supported Facebook for an average of 68. minutes every day representing 34.5% 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 Social 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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24,788 or 70.3% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos
use Ad-Supported Facebook for an average of 41.7 minutes every day representing 34.2% of all time
spent daily with Ad-Supported Social Media.
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4,985,857 or 77.% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past
3mos use Ad-Supported Facebook for an average of 60.2 minutes every day representing 35.3% of
all time spent daily with Ad-Supported Social Media.
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| 50,401 or 76.4% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos
use Ad-Supported Facebook for an average of 94.9 minutes every day representing 42.6% of all time
spent daily with Ad-Supported Social Media.
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Reach % Social Media: Adults 18 or older
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25,640 or 70.3% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos
use Ad-Supported Facebook for an average of 34.8 minutes every day representing 30.9% of all time
spent daily with Ad-Supported Social Media.
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30,574 or 78.5% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos
use Ad-Supported Facebook for an average of 68. minutes every day representing 34.5% of all time
spent daily with Ad-Supported Social Media.
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24,788 or 70.3% of Adults 18 or older who Bought Clothing ltems at GAP/GAP KIDS in the past 3mos
use Ad-Supported Facebook for an average of 41.7 minutes every day representing 34.2% of all time
spent daily with Ad-Supported Social Media.
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Reach % 70.3% 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: 440,673;
Social Media: 338,844; Local Radio: 285,294; Non-Prem. Cable: 155,270; Local TV: 148,088
reaching Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
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KIDS in the past 3mos
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M-F 6a-7p Avg. Available Impressions per 15-min. are... Social Media: 4,268; All Other
Digital Media: 3,959; Local Radio: 2,762; Non-Prem. Cable: 1,505; Local TV: 1,089 reaching
Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
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18,000
16,000
14,000
12,000
10,000

8,000

6,000

6‘.@'5:\?"’?;’,?99"5 . A
QN'L”?@‘?@’\@Q@@'D&»

N R PP AR AR R R R R AR R R R R G

9 A o W R AT oF of @q\:&.

e Vion-Fri Local TV Station AQH
e Mon-Fri Social Media AQH

Mon-Fri Local AM/FM Radio AQH
s Mon-Fri Non-Premium Cable TV AQH
e Mon-Fri Digital Media (Less Social) AQH

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
MSP Metro Area Adults 18 or older

1,000,000

900,000

800,000

700,000

600,000

500,000

400,000

300,000

200,000

100,000

PP PP PN D PP P R R R R R AR R R R R E
KPS ET TSP S AP PP

e M on-Fri Local TV Station AQH
s M on-Fri Social Media AQH

Mon-Fri Local AM/FM Radio AQH
e M on-Fri Non-Premium Cable TV AQH
s Mon-Fri Digital Media (Less Social) AQH

MsP DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 31
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

® Share of Everything
So _al for Anything _

Clothing stores bought past 3 months: Gap/Gap Kids




| M-F 6a-7p Avg. Available Impressions per 15-min. are...
Social Media: 2,197; Local Radio: 2,082; Non-Prem. Cable: 1,589; Local TV: 1,277 reaching
Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past
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| M-F 6a-7p Avg. Available Impressions per 15-min. are...
Social Media: 2,270; Local Radio: 1,819; Non-Prem. Cable: 983; Local TV: 874 reaching
Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos
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| M-F 6a-7p Avg. Available Impressions per 15-min. are...
Social Media: 1,786; Local Radio: 1,548; Non-Prem. Cable: 834; Local TV: 746 reaching
Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos
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5,755,414 or 88.8% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past
3mos spend an average of 56.9 minutes per day driving, seeing Billboards and Signs. 60.4% Listen to
Local Radio Stations Out-of-Home for an average of 35. minut

Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older
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64,187 or 97.3% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos
spend an average of 54. minutes per day driving, seeing Billboards and Signs. 60.5% Listen to Local
Radio Stations Out-of-Home for an average of 12.8 minutes/

Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older
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31,872 or 87.4% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos
spend an average of 29. minutes per day driving, seeing Billboards and Signs. 73.1% Listen to Local
Radio Stations Out-of-Home for an average of 50.5 minutes/
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older
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38,532 or 98.9% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos
spend an average of 47.2 minutes per day driving, seeing Billboards and Signs. 65.9% Listen to Local
Radio Stations Out-of-Home for an average of 37.6 minutes
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older
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32,743 or 92.9% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos
spend an average of 43.6 minutes per day driving, seeing Billboards and Signs. 60.2% Listen to Local
Radio Stations Out-of-Home for an average of 35.7 minutes
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Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Top-13 Ad-Supported Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

Billboards & Signs (Weekly
Drivers)
43.6

AM/FM Radio
35.7

Walking in Towns,
Cities, Downtown
Areas
19.4

Shopping Malls
182

Doctors'
Offices/Hos
pitals
12.4

Podcasts
11.7

Movie Theaters
16.4

YouTube
Grocer Music
Restaurants & y 8.7

Bars Stores

16.2 93 Gas Dru...

Billboards & Signs (Weekly
Drivers)
48.2

AM/FM Radio
41.2

Walking in Towns,
Cities, Downtown
Areas
194

Shopping Malls
18.0

Doctors'
Offices/Hos
pitals Podcasts
122 9.3

Movie
Theaters
14.7

YouTube | 6
Music @S
6.0 SC

Grocer

Restaurants y
& Bars Stores
13.6 9.0 = Dr_.

= who Bought Clothing Items at GAP/GAP KIDS in the past 3mos

= WPB

® Share of Everything

DMA Scarborough R1 2026: Jun25-Jan26 Qual Intab

57

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

Clothing stores bought past 3 months: Gap/Gap Kids

= for Anything .



5,755,414 or 88.8% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos
spend an average of 56.9 minutes per day driving, seeing Billboards and Signs representing 32.7% of all
Time Spent with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 18 or older
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64,187 or 97.3% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos spend
an average of 54. minutes per day driving, seeing Billboards and Signs representing 28.9% of all Time Spent
with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 18 or older
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31,872 or 87.4% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos spend
an average of 29. minutes per day driving, seeing Billboards and Signs representing 14.7% of all Time Spent
with Ad-Supported Out-of-Home Media.

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

Reach % "Share of Ad-Supported OOH Media"
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38,532 or 98.9% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos spend
an average of 47.2 minutes per day driving, seeing Billboards and Signs representing 28.8% of all Time
Spent with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 18 or older
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32,743 or 92.9% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos spend
an average of 43.6 minutes per day driving, seeing Billboards and Signs representing 31.8% of all Time
Spent with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 18 or older
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64,187 or 97.3% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos
spend an average of 54. minutes per day driving an average of 31.4 miles each day and are 367.6%
more likely to use MN 47 (University Avenue) than the Metro a
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Top-26 Employment Zip Codes: Adults 18 or older
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31,872 or 87.4% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos
spend an average of 29. minutes per day driving an average of 16.9 miles each day and are 94.8%
more likely to use I-55 than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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Top-26 Employment Zip Codes: Adults 18 or older
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38,532 or 98.9% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos
spend an average of 47.2 minutes per day driving an average of 27.5 miles each day and are 262.2%
more likely to use State Road 131 (Clermont County) than the

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): 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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32,743 or 92.9% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos
spend an average of 43.6 minutes per day driving an average of 25.4 miles each day and are 170.5%
more likely to use Boynton Beach Road than the Metro average

Top-26 Employment Zip Codes: Adults 18 or older
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- 2,718,385 or 42.% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past
3mos read Local Daily Newspaper(s) (Daily+Sunday) for an average of 9.5 minutes every day
representing 28.7% of all time spent daily with All forms of Print Med

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

Total persons:

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)

New York Times (Daily)

New York Times (Sunday)

‘Wall Street Journal (Daily)

All Local Weekly Newspapers

USA Today (Daily)

Catalogs

Magazines

1

u who Bought Clothing Items at GAP/GAP KIDS in the past 3mos

GAP/GAP KIDS in the past 3maos

% Time spent:

Avg. Hours+Minutes/day with All
Print Media: Adults 18 or older
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who Bought Clothing Items at

New York Times
{sunday)
13.4

Local Daily
Newspaper(s)
(Daily+Sunday)
9.5

USA Today (Daily)
93

Local Daily
Newspaper(s) New York Times
New York Times (Daity (Daily)
(Daily+Sunday) 88 8.7

Direct Mail

Advertising

(excluding

Catalogs)
77

Books
13.8

New York Times.
(Sunday)
129

New York Times

USA Today (Daity)
10.1

Wall Street Journal New York Times
{Daity)

59 87

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

BS5 80

Local Daily

(Daily+Sunday)

Direct Mail
Advertising
{excluding

Magazines Catalogs)
7 7.4

mUSA

= who Bought Clothing Items at GAP/GAP KIDS in the past 3mos

mUSA

Avg. Week Ad-Supported All Prmt Media (Persons & % Reach) Adults 18 or o!def Avg

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

Local Daily Newspaper(s) (Sunday)

New York Times (Daily+Sunday)

New York Times (Daily)

New York Times (Sunday)

Wall Street Journal (Daily)

All Local Weekly Newspapers

USA Today (Daily)

Catalogs

Magazines

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

vg. Minutes/day Spent): Adults 18 or older

Avg. Hours+Minutes/day with Ad-
Supported Print Media: Adults 18 or oldum

who Bought dothing ftems at
GAP/GAP KIDSin the past 3mos

New York Times
(Sunday)
13.4

Local Daily
Newspaper(s)
{Sunday)
133

Local Daily
‘Wall Street Journal lJPws;!aprl(s)
(Daily)
102

USA Today (Daily)
9.3

{excluding
Catalogs)
7.7

Local Daily Newspaper(s)
(Daily Magazines
88 69

New York Times.
(Sunday)
12.9

Local Daily
Newspaper(s)
(Sunday)
119

Local Daily
NewYork Times ~ Newspaper(s)
(Daily) {Daily+Sunday)
87 85

USA Today (Daily)
10.1

Local Daily
Newspaper(s)
(Daily Magazines
8.0 7.9

Direct Mail Advertising (excluding
Wall Street Journal (Daily) Catalogs)
9.9 7.4
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34,948 or 53.% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 8.2 minutes every day representing
21.3% of all time spent daily with All forms of Print Media.

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

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

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

All Local Weekly Newspapers

New York Times (Daily)

New York Times (Daily+Sunday)

New York Times (Sunday)

Wall Street Journal (Daily)

Catalogs

USA Today (Daily)

Magazines
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. 25,565 or 70.1% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 9.4 minutes every day representing

30.1% of all time spent daily with All forms of Print Media

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

USA Today (Daily)

Wall Street Journal (Daily)

New York Times (Daily+Sunday)

New York Times (Sunday)

All Local Weekly Newspapers
Magazines

Catalogs
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who Bought Clothing Items at
GAP/GAP KIDS in the past 3mos
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0.6%

New York Times
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New York Times
(Sunday) i

L ! Magazines
‘Wall Street Journal = 79
(Daily+Sunday)
(Daity) v

9.4
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113 81 75 o
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Direct Mail Advertising (excluding Catalogs)
Local Daily Newspaper(s) (Daily+Sunday)
Local Daily Newspa per(s) (Daily

Local Daily Newspaper(s) (Sunday)

New York Times (Daily)
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New York Times (Sunday)
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New York Times {Sunday)
27

New York Times
(Daily+Sunday)
178

Local Daily Newspaper(s)
(Sunday)
132

Local Daily
Wall Street Journal Newspaper(s) | Newspaper(s)
(Daily) (Daily+Sunday) (Daily
122 9.4 8.6

Local Daily

Direct Mail

Magazines
79

USA Today (Daily)
9.7

New York Times
(Sunday)
1438

New York Times
(Daity+Sunday)
12.0

Wall Street Journal
{Daily}

USA Today [Daily)
113 10.1

Direct
Mail
Advertisi
ng
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- 9,704 or 24.9% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 6.5 minutes every day representing
19.5% of all time spent daily with All forms of Print Media.

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

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

Local Daily Newspaper(s) (Sunday)
Books

USA Today (Daily)

New York Times (Daily)

New York Times (Daily+Sunday)

New York Times (Sunday)

‘Wall Street Journal (Daily)

Catalogs

Magazines

All Local Weekly Newspapers

Total persons:
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m F Avg. Hours+Minutes/day with All

Print Media: Adults 18 or older
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GAP/GAP KIDS in the past 3mos

mCIN

% Time spent:

New York Times
(Daity+Sunday)
8.8

Local Daily
Local Daily Newspaper(s) {Daily
Newspaper(s) 6.2
Wall Street Journal (Daily+Sunday)
(Daily) 6.5
8.8

Direct Mail
New York Times Advertising New York Times
{Sunday) (excluding Catalogs) (Daity)
1.5 6.8 6.2

Catalog

New York Times
{Sunday)
121

Local Daily
Newspaperls)
(Daily+Sunday)

New York Times
{DailysSunday)
10.0

New York Times
(Daily)

Magazines
9.8

Wall Street Journal
(Daily)
9.1

Direct Mail Advertising

(excluding Catalogs)

8.1

Local Daily
Newspaper(s) (Daily
7.6

Catalogs
7.8 34
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Avg. Week Ad-Supported All Print Media (Persons & % Reach): Adults 18 or older Avg.

% Time Spent:

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

Local Daily Newspaper(s) (Sunday)

USA Today (Daily)

New York Times (Daily)

New York Times (Daily+Sunday)

New York Times (Sunday)

Wall Street Journal (Daily)

Catalogs

Magazines

All Local Weekly Newspapers

Books

CIN

DMA
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Day Ad-Supported Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

Local Daily
Newspaper(s) New York Times
New York Times (sunday) (DaitysSunday)
{Sunday) 2.0 88
115

Wall Street fournal
(0aity)
88

Direct Mail Advertising

{excluding Catalogs) New York Times (Daily)
6.8 62

Local Daily Newspaper(s) Local Daily Magazine
{Daily+Sunday) Newspaper(s) (Daily s
65 | 6.2 5.9

USA Today (Daily)
11

New York Times
(sunday)
121

Local Daity
Newspaper(s)
(Sunday)
1.2

Magazines
9.8

USA Today (Daily)
9.8

Local Daily
Wall Street Newspaper(s)
Jaurnal (Daity) (Daity+sunday)
9.1 B.1

New York Times (Daily)
78

Local
Daily
Direct Mail Advertising Newspape
{excluding Catalogs) ris) (Daily
76 7.6
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. 8,133 or 23.1% of Adults 18 or older who Bought Clothing Items at GAP/GAP KIDS in the past 3mos
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 8.3 minutes every day representing
23.% of all time spent daily with All forms of Print Media.

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

New York Times (Sunday)

New York Times (Daily)

Wall Street Journal (Daily)

Catalogs

Magazines

USA Today (Daily)

All Local Weekly Newspapers
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tes/day with All
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H
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w0 016
5.6%
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Wall Street Jounal

New York Times
(Sunday)
11.5

Newspaper(s)

New York Times
(Daily+Sunday)
88

Local Daily
Newspaper(s)
(Daily+Sunday)

8.3

Magazines

waity)
82

Direct Mail

Advertising

{excluding

(Daily Catalogs)
73 6.9

Local Daily

New York Catalog
Times (Daily) s
(X 6.1 a1

New York Times
{DailysSunday)

New York Times Wall Street Journal
(Sunday) {Daily)
12.6 9.5

Local Daily

Newspaper(s)

USA Today (Daily)
87

(Daily+Sunday)
85

New York Times
(Daity)
83

Magazines
83

Direct Mail

Advertising
Mewspaper(s) (excluding
(Daity Catalogs)

7.8 12 AlL.

Catalogs

Local Daily i
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Avg. Week Ad-Supported AII Print Media (Persons & % Reach): Adults 18 or older Avg.

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

Local Daily Newspaper(s) (Sunday)

New York Times (Daily+Sunday)

New York Times (Sunday)

New York Times (Daily)

Wall Street Journal (Daily)

Catalogs

Magazines

USA Today (Daily)

All Local Weekly Newspapers

Books

wrB
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% Time Spent:

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

vg. Minutes/day Spent): Adults 18 or older

Local Daily
Newspaper(s) (Sunday)

New York Times.
[Sunday)
115

USA Today (Daily)
75

Local Daily Newspaper(s)
(Daily
73

Wall Street Journal
(Daily)
8.2

(excluding
Catalogs) Magazines
6.9 6.4

New York Times (Daily)
6.1

New York Times.
(Daity+Sunday)
New York Times 185
(Sunday)
126

Local Daily
Mewspaper(s)
(Sunday)
12.0

Magazines

Wall Street Journal
(Daity)

USA Today (Daily)
9.5 8.7

Local Daily
Newspaper(s)
(Daily
7.8

New York Times
(Daity)
83
Direct Mail Advertising (excluding

Catalogs)
7.2
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“Advertising Actions"

P18+ who Bought Clothing Items at GAP/GAP KIDS in the past 3 months
(Shopped/Visited/Bought past 3mos Due to Ads on %)

Social Media

Websites 97,287,216 35.6%

Direct Mail 79 811 10

Broadcast, Cable, & Sat TV
Video Streaming Services
Local Broadcast T
Local AM/FM Radio '42734 o P
Cable TV Networks
Podcasts
Audio Streaming Services s

Billboards

27.293,204
m P18+ who Bought Clothing Items at GAP/GAP KIDS in the past 3 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
m P18+ USA AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
USA DMA Scarborough R1 2026: Jan25- Maf?G Qual Intab: Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC All rights reserved. SO e fa . al for Anything =
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Social Media

Websites

Video Streaming Services
Direct Mail

Newspapers

Broadcast, Cable, & Sat TV

"Advertising Actions"

P18+ who Bought Clothing Items at GAP/GAP KIDS in the past 3 months
(Shopped/Visited/Bought past 3mos Due to Ads on %)

1,537,584

1,324,707

28.3%

433,225

897,031

Cable TV Networks
Local AM/FMRadio gesses
Local Broadcast TV
Billboards HEN
Podcasts e - MINNEAPOLIS-ST. PAUL
0.0%

Audio Streaming Services

316,394 8.1%
¥ P18+ who Bought Clothing Items at GAP/GAP KIDS in the past 3 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
H P18+ MINNEAPOLIS-ST. PAUL AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)

MINNEAPOLIS-ST. PAUL  DMA  Scarborough R1 2026: Feb25-Feb26  Qual intab: 31

* Share of Everything
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"Advertising Actions"

P18+ who Bought Clothing Items at GAP/GAP KIDS in the past 3 months
(Shopped/Visited/Bought past 3mos Due to Ads on %)

Social Media griers

Websites 3'54,336

Video Streaming Services 421,970

Direct Mail

697,858
Broadcast, Cable, & Sat TV g=toerm — 23.5%

Local Broadcast TV

431,879

Cable TV Networks

Billboards

312,727

Audio Streaming Services 264,736

Podcasts 363,501 . 14.4%

Local AM/FM Radio 41'2,114

Newspapers g 13.0%

m P18+ who Bought Clothing Items at GAP/GAP KIDS in the past 3 months (Shopped/Visited/Bought past 3mos Due to Ads on %)

B P18+ ST. LOUIS AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
ST.LOUIS DMA Scarborough R12026: Feb25-Feb26 Qualintab: 45 f‘ * Share of Everything
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Direct Mail

Social Media
Websites
Podcasts

Broadcast, Cable, & Sat TV

"Advertising Actions”

P18+ who Bought Clothing Items at GAP/GAP KIDS in the past 3 months
(Shopped/Visited/Bought past 3mos Due to Ads on %)

586,650 30.2%
696,452 35.8%

626,672

32.2%

164,247

455,739

Local AM/FM Radio

289,524 14.9%

Local Broadcast TV
Audio Streaming Services

Video Streaming Services

287,638 14.8%
165,451 8.5%

225,776 11.6%

Newspapers gyt e
Billboards o ey o6
u P18+ who Bought Clothing Items at GAP/GAP KIDS in the past 3 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
W P18+ CINCINNATI AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
CINCINNATI DMA  Scarborough R1 2026: Feb25-Feb26  QualIntab: 43 * Share of Everything
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Websites

Social Media
Broadcast, Cable, & Sat TV
Local Broadcast TV

Direct Mail

"Advertising Actions"”

P18+ who Bought Clothing Items at GAP/GAP KIDS in the past 3 months
(Shopped/Visited/Bought past 3mos Due to Ads on %)

' 690,456 ——

729,850 37.5%
493,403 25.4%

576,926 29.7%

Local AM/FM Radio

263,356 13.5%

Video Streaming Services
Podcasts

Cable TV Networks

Audio Streaming Services
Newspapers

Billboards

WEST PALM BEACH-BOCARATON DMA  Scarborough R12026: Jan25-Jan26  Qual Intab: 57

301,444 15.5%

192,687

335,641 17.3%
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m P18+ who Bought Clothing Items at GAP/GAP KIDS in the past 3 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
m P18+ WEST PALM BEACH-BOCA RATON AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
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Clothing stores bought past 3 months: Gap/Gap Kids



