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8.2% or 21,399,552 of USA Adults 18 or older Purchased Items In-Store at MACY'S in the past 3 months.
Typical Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months are 52.5 years old
(7.8% older than average) and have a $115,639 (21.6% higher than average) annual household income.
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.9.3% or 699,379 of CHI DMA Adults 18 or older Purchased Items In-Store at MACY'S in the past 3 months.
Typical Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months are 52.6 years old
(8.8% older than average) and have a $132,081 (22.9% higher than average) annual household income.
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8.8% or 499,275 of WDC DMA Adults 18 or older Purchased Items In-Store at MACY'S in the past 3 months.
Typical Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months are 51. years old
(6.9% older than average) and have a $161,510 (19.5% higher than average) annual household income.
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I6.1% or 275,176 of SEA DMA Adults 18 or older Purchased Items In-Store at MACY'S in the past 3 months.
Typical Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months are 46.7 years old
(3.2% younger than average) and have a $136,995 (9.7% higher than average) annual household income.
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T .6.4% or 304,399 of PHX DMA Adults 18 or older Purchased Items In-Store at MACY'S in the past 3 months.
mCicyS & P“x Typical Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months are 52. years old
[AFE DN, 6T e o (6.9% older than average) and have a $112,784 (7.1% higher than average) annual household income.
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9.3% or 699,379 of CHI DMA Adults 18 or older Purchased Items In-Store at MACY'S in the past 3 months.

x Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months are 15.9% more likely to
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8.8% or 499,275 of WDC DMA Adults 18 or older Purchased Items In-Store at MACY'S in the past 3 months.
Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months are 35.5% more likely to

be a college graduate, 5.5% more likely to work full-time, 10.4% more likely to be married, 7.4% less likely
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6.1% or 275,176 of SEA DMA Adults 18 or older Purchased Items In-Store at MACY'S in the past 3 months.
Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months are 21.2% more likely to

be a college graduate, 19.1% more likely to work full-time, 13.5% more likely to be married, 9.% less likely

e L to be a parent of 1 or more children under

e .,
} ‘.?, Education Levels: Adults 18 or older Employment: Adults 18 or older |( \q ) Marital Status: Adults 18 or older
A\
s 1.2% = 66.6% 2 2 29.8%
Some High School or Less (not graduate) - 2.5% Employed Full-Time or Part-Time 63.1% Single, Never Married 31.8%
= 21.4% 59.2% . 61.0%
High School Graduate (12th grade or GED) Employed Full-Time (35 hours or more) Married
. 17.9% g 7.4% 1.2%
Some College Credit (no degree) 19.6% Employed Part-Time (less than 35 hours) 1349 Legally Separated | 12%
fod 10.8% ” 54.6% . 7.0%
Associate's Degree (AA, AS, etc.) 11.3% White Collar 46.0% Divorced
27.8% 12.0% 1 1.0%
College Graduate (4 year college) 24.1% Blue Collar Widowed B 3.8%
20.9% . 25.1% 10.4%
Postgraduate Degree -m Work From Home (most of the time or always) 18.0% LGBTQ#+ (net) Bl 10.9%
who Purchased Items In-Store at MACY'S in the past 3 months mSEA who Purchased Items In-Store at MACY'S in the past 3 months WSEA who Purchased Items In-Store at MACY'S in the past 3 months. WSEA
Top-20 Occupations: Adults 18 or older Entrepreneurs/Government Workers kA1) 'M ] Stage in Ll:fe_‘ Adults 18 or older
209%
17.4% 9.2% 6.7% 10.7% 8.5% 8.0% 7.6% Parent of 1 or more Children under 18 _24'33{?3%
15.7¢
: 8.8%
- - - Working Mothers
Bocx ) € I =7
8.9% 8% Small Business Owner  Self-Employed  Government Workers 3.5%
6.8% Parent of 1 or more Children Under Age 2 e :; 5%
l s B | A% a3% agmox 2085% 30007 2o 35% . "
24 ) TR g% 25%3%  24% 2% 20% y5e8% 18K 16% 1.6% Parent of 1 Child! 2-5 :
0.6" 0.4% ﬂjﬂ]'zx 0’&“ arent o or more lldren Age
. . ‘ . . H ol i U e T O O — n——_—
& & & & & & & o & & & & & & < & & & & : Parent of 1 or more Children Age 6- 11 I 2
& og,a‘& “gc Jbo‘ @q’bap ,\@9" o & &bﬁ e & ; o o ‘,_‘o‘P ; & F d é&o & §b,\e * ‘f‘*’ 12.5%
& & T & &S s A A S O - r Parent of 1 or more Children Age 12 - 17 11.6%
& & 5 fe" & & o &é‘ & &# & Q@é" & & P K4 14.0%
. o o o < & & N o & N & &
& & s f & s <« o G P f1 Childrenin Coll 8.3%
I A &S &8 rd ‘ arent of 1 or more Childrenin Collese [R5 on;
& & = .. L ; 21.7%
& 0\\%@\ &‘dﬁ@" Grandparent of 1 or more Children under 18 _ 10.7%
&
who Purchased Items In-Store at MACY'S in the past 3 months mSEA ¥ who Purchased Items In-Store at MACY'S in the past 3 months = SEA

SEA DMA Scarborough R2 2025: Sep24-Jul25 Qual Intab 276
All Graphs and HBIAI Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.

[(Major stores shopped in-store past 3 months: Macy's AND Major stores bought past 3 months: Macy's)]



6.4% or 304,399 of PHX DMA Adults 18 or older Purchased Items In-Store at MACY'S in the past 3 months.
Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months are 11.8% more likely to
be a college graduate, 9.5% more likely to work full-time, 34.3% more likely to be married, 23.7% more
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m Own/Rent/Other: Adults 18 or older

8.2% or 21,399,552 of USA Adults 18 or older Purchased Items In-Store at MACY'S in the past 3 months.
Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months are 14.6% more likely to

own their home, 32.4% more likely to own a higher valued home, 8.1% more likely to have a single-family
L home, 4.3% less likely to have a dog.
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9.3% or 699,379 of CHI DMA Adults 18 or older Purchased Items In-Store at MACY'S in the past 3 months.
Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months are 19.5% more likely to

own their home, .6% more likely to own a higher valued home, 15.7% more likely to have a single-family

home, 12.8% less likely to have a dog.
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13.3% less likely to have a dog.

m Own/Rent/Other: Adults 18 or older
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8.8% or 499,275 of WDC DMA Adults 18 or older Purchased Items In-Store at MACY'S in the past 3 months.
Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months are 11.% more likely to own

their home, 17.8% more likely to own a higher valued home, 2.9% more likely to have a single-family home,

mﬁm Type of Home: Adults 18 or older 4™ Pets in Home: Adults 18 or older
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6.1% or 275,176 of SEA DMA Adults 18 or older Purchased Items In-Store at MACY'S in the past 3 months.
Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months are 11.9% more likely to
own their home, 12.5% more likely to own a higher valued home, 12.6% more likely to have a single-family

home, 7.4% more likely to have a dog.
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6.4% or 304,399 of PHX DMA Adults 18 or older Purchased Items In-Store at MACY'S in the past 3 months.

Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months are 8.9% more likely to own
their home, 6.7% more likely to own a lower valued home, 8.1% more likely to have a single-family home,
.2% less likely to have a dog.
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8.2% or 21,399,552 of USA Adults 18 or older Purchased Items In-Store at MACY'S in the past 3 months.
Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months are 4.3% less likely to
look up D-I-Y advice online, 10.8% more likely to always vote in local elections, 58.5% more likely to belong

toa gym, 29.2% more likely to fly domesti
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9.3% or 699,379 of CHI DMA Adults 18 or older Purchased Items In-Store at MACY'S in the past 3 months.
Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months are 4.3% less likely to
look up D-I-Y advice online, 21.3% more likely to always vote in local elections, 47.1% more likely to belong
toa gym, 19.2% more likely to fly domesti
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8.8% or 499,275 of WDC DMA Adults 18 or older Purchased Items In-Store at MACY'S in the past 3 months.
Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months are 7.6% less likely to
look up D-I-Y advice online, 22.2% more likely to always vote in local elections, 35.6% more likely to belong
toa gym, 27.5% more likely to fly domesti
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6.1% or 275,176 of SEA DMA Adults 18 or older

look up D-I-Y advice online, 4.7% more likely to
to a gym, 32.% more likely to fly domestic

Purchased Items In-Store at MACY'S in the past 3 months.

Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months are 18.1% more likely to

always vote in local elections, 15.1% more likely to belong

,Top-ZO past 30-days Online Lifestyle Activites: Adults 18 or older

Political Activity: Adults 18 or older

88.3%

Registered to Vote Democrat f Lean  Republican /Lean Independent / None

. (In District of Residence) Democrat Republican of These
Presidential Elctions: Always
Presidential Elections: i B
19.7%|
7%) i ions:
8 ol sl P o ol o o g |,
ealth Restaurant  Online Phone nn mmn Medical Mome/  Fness/Diet Apparel/ JobSearch/  camer Education  Take Online ﬂmra:: Religion /  Genealogy Momework Photography Paresting/ Online Dating =
u,an.m..; uﬂnﬂnibm information / / Video Call Services/ Gamden ideas information Besuty ideas Postresume Development [Research Classes spirituality {YouorVour {Snapfish, FamilyAdvice Service -
Sugessons Reviews  (skype, Information schoals, chids)  shuttedly, Local Elections: Always 2625
m:m:., n:um;-w]n “c) Local Elections: Sometimes
<. inancing]
# who Purchased Items In-Store at MACY'S in the past 3 months W SEA @ who Purchased | tems [n-Store at MACY'S in the past 3 months WSEA

«
@ﬁTop—s’D past 12-months Active Lifestyle Activites: Adults 18 or older

Gardening Crifling - Lawn Care Hiking - Campmng Bicyding Swimming Volunteer Sewing - Belongto logging - Bowling Fishing Boating ‘Yoga- Piates Adult :nu:nh:&
(Flowersor Outdoor Backpacking Work Crfts Health Clubor  Running Continuing
Vegembles)  cosking aym education
= who Purchased ltems In-Store at MACY'S in the past 3 months
SEA DMA Scarborough R2 2025: Sep24-jul25 Qual Intab 276

All Graphs and HBIAI Data Modeling Copyright © 2025 Hubbard Broadcasting, inc. LLC, All rights reserved.

\M Past 12-months Domestic Airline Trips: Adults 18 or older

5.5% FlewDamesbrpust year:
4 2% Avg. # Domestic Flights: “!_

ol Basketbal  Competitive Follow a Soccer Football  Smow Skiing- Caregiverof Tennis: Organized Hunting Softball -
Video Gaming Weight Loss Snowboarding AP"I Facent Road Race Baseball
Progam Relstive 15,
Marathon,

W SEA

ec)

[(Major stores shopped in-store past 3 months: Macy's AND Major stores bought past 3 months: Macy's)]




T 4 6.4% or 304,399 of PHX DMA Adults 18 or older Purchased Items In-Store at MACY'S in the past 3 months.
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Cooking  Vegemables} ucaion  prgem or Relative 1sx,
marathon,
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Past 3(_)-days QSR Users: Adults 18 or older
]

12 5%

1time

2times

3 times 11 8%

4 times

10. 2%

5times

6 -9times

10times or more

= who Purchased Items In-Store at MACY'S in the past 3 months

Total Jlggré %ﬂlv QSR Users: Avg. Monthly QSR Meals:

83.7%
g IEE

mUsA

8.2% or 21,399,552 of USA Adults 18 or older Purchased Items In-Store at MACY'S in the past 3 months.
Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months are 8.6% more likely to use
QSRs past mo., 21.1% more likely to use Sit-Down Restaurants past mo., 28.% more likely to use Casinos

past yr., 20.4% less likely to smoke cigarett

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

w

1time

16.9%

2 times

16.7%

11.7%

3 times

4 times

5 times

6-9times

10 times or more

= who Purchased Items In-Store at MACY'S in the past 3 months

mUSA

Total Monthly Sit-Down Restaurant Users:
87.4% 72.1%

Avg. Monthly Sit-Down Restaurant Meals:

Drank Past 30-days. Adults 18 or older
m

Liquor

Any Type of Beer
Wine

Domestic Regular Beer

Domestic Light Beer

Imported Beer v

Top-10 Cuisines: Adults 18 or older

|Srt -Down Restaurants Used Past 30-days)

Chinese (diu wings /

Bagel/ Steakhouse mlunt Upscale
Burgers /| Donut /
Sparts Bar  sakery

pimza

Ewn -: mMr

Asian

# who Purchased Items In-Store at MACY' in the past 3 manths mUSA

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Purchased items in-Store at MACY'S in the past 5... (S G380 21.7%

v [ 15.6%

Past 12 months Casmo Activities: Adults 18 or older

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

Upscale Restaurant

Microbrew / Craft Beer l |
# who Purchased Items In-Store at MACY’S in the past 3 months uUsA
USA USA Projection Scarborough R2 2025: Feb24-Jul25 Qual Intab

All Graphs and HBIAI Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Stage Show / Concert
Sports Betting i
6.0%
ps E"z.'m
" 3.2%
Other Gambling E 2.2% Casinos visited past 12 months: Yes
= who Purchased Items In-Store at MACY'S in the past 3 months mUSA
2,329
USA Projection Scarborough R2 2025: Feb24-jul25 Qudl Intab 25,445

Used Past 30-days: Adults 18 or older

Marijuana / Cannabis

Cigarettes Vape

#who Purchased Items In-Store at MACY'S in the past 3 months. mUSA

[(Major stores shopped in-store past 3 months: Macy's AND Major stores bought past 3 months: Macy's)]



Past 30-days QSR Users: Adults 18 or older

11.0%

, -* ID 1time

3 times

4 times

5 times

6 -9times

12.
13.8%

10times or more

= who Purchased Items In-Store at MACY'S in the past 3 months - CHI

Total ng%ggry QSR Users: Avg. Monthly QSR Meals:

84.6%

e R 0
6,388 361

past yr., 17.6% less likely to smoke cigaret

9.3% or 699,379 of CHI DMA Adults 18 or older Purchased Items In-Store at MACY'S in the past 3 months.
Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months are 8.7% more likely to use
QSRs past mo., 20.2% more likely to use Sit-Down Restaurants past mo., 23.3% more likely to use Casinos

[ ] 1time e
2tmes
6-9times .

5.8%

10 times or more

# who Purchased Items In-Store at MACY'S in the past 3 months
Total Monthly Sit-Down Restaurant Users:
85.3% 71.0%

W CHI

Avg. hly sit-Down ant Meals:

Drank Past 30-days: Adults 18 or older
Any Type of Beer

2,133,006

Liguor
Wine
Imported Beer

Domestic Light Beer

Domestic Regular Beer Srregrs 27 7% v v
Microbrew / Craft Beer M%’g% | |
w who Purchased |tems In-Store at MACY'S in the past 3 months = CHI
CHI DMA Scarborough R2 2025: Sep24-Jul25 Qual intab

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)

Pz

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

Medican Chinese  Coffse  maian  Bagel/  Wings/ Steskhouse Upscale  indian/
House / Donut/ Burgers | Thai/

Coffee Bar Bakery  sports Bar Other

Asian

= who Purchased Items In-Store at MACY'S in the past 3 months. uCHI

who Purchased Items In-Store at MACY'S in the past 3... 25.1%

afl 1.704.3d12 22.6%

z Past 12 months Casino Activities: Adults 18 or older
Slot Machines

A‘né.n 79 6.4%

5.4%
w 8.9%

5.1%
r 6.3%

2.3%

3.7%
7%

= who Purchased Iltems In-Store at MACY'S in the past 3 months

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

Upscale Restaurant

Stage Show / Concert

Sports Betting

Spa

°

Other Gambling Casinos visited past 12 months: Yes

mCHI

435
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Used Past 30-days: Adults 18 or older

Marijuana / Cannabis

Cigarettes Vape

= who Purchased Items In-Store at MACY'S in the past 3 months mCHI

[(Major stores shopped in-store past 3 months: Macy's AND Major stores bought past 3 months: Macy's)]



0-days QSR Users: Adults 18 or older

Lime ey
10.3%

= who Purchased Items In-Store at MACY'S in the past 3 months ®WDC

Past 3

2times

3 times

4 times

5 times

6 -9times

10times or more

Total Jlggr&téﬂv QSR Users: Avg. Monthly QSR Meals:

4.4%

e PR 0
4,815 920

QSRs past mo., 17.6% more likely to use Sit-Down Restaurants past
past yr., 45.5% less likely to smoke cigaret

8.8% or 499,275 of WDC DMA Adults 18 or older Purchased Items In-Store at MACY'S in the past 3 months.
Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months are 7.1% more likely to use

mo., 28.4% more likely to use Casinos

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

1time

15.9%

2 times

3 times

4 times

9.5%

5 times 7.8%

6-9times <

8.0%

10 times or more

® who Purchased Items In-Store at MACY'S in the past 3 months

Total Monthly Sit-Down Restaurant Users:
86.0% 73.1%

mWDC
Avg. Monthly Sit-Down Restaurant Meals:

Drank Past 30-days: Adults 18 or older
2,:’!12‘,!&14 35.6% -

Liquor
Any Type of Beer

Wine

Imported Beer

Domestic Regular Beer

— 8y
i 13.3% o
Microbrew / Craft Beer m 16.8% | |
u who Purchased Items In-Store at MACY'S in the past 3 months BWDC
wDC DMA Scarborough R1 2025: Mar24-Mar25 Qual Intab

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

chinese Coffee  indian /
House/  Thai/

Coffee ear  Othar

Asian

Pz Meican malan  Bagsi/  Upscsle steakhouss Seafood
Donut /

Bakery
# who Purchased ltems In-Store at MACY'S in the past 3 months. mWDC

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Purchased items In-Store at MACY'S in the past 5., [H3B/SSINI 27.7%

woc 1,43).053 25.1%

z Past 12 months Casino Activities: Adults 18 or older

Slot Machines

Table Games (Craps, Poker, etc.)

r 1
6.1%

E 8 6.1%

M 3.0%

6.3%
(T
I 2.2%

® who Purchased Items In-Store at MACY'S in the past 3 months

Upscale Restaurant
Bar / Nightclub
Stage Show / Concert

31.0%

Sports Betting

Spa

Other Gambling Casinos visited past 12 months: Yes

mWDC

599
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[(Major stores shopped in-store past 3 months: Macy's AND Major stores bought past 3 months.

Used Past 30-days: Adults 18 or older

Marijuana / Cannabis

Cigarettes Vape

= who Purchased Items In-Store at MACY'S in the past 3 months =WDC

> Macy's)]



6.1% or 275,176 of SEA DMA Adults 18 or older Purchased Items In-Store at MACY'S in the past 3 months.
Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months are 11.8% more likely to
use QSRs past mo., 19.9% more likely to use Sit-Down Restaurants past mo., 30.7% more likely to use
Casinos past yr.,, 3.2% more likely to smoke cigaret

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

14 . 1t Sit-Down Restaurants Used Past 30-days)
me me 17.5% =
3times 3 times 10.4% -
4times 4 tmes
6-5times ——]
Mesicn T T ey
ot
10 times or more 10times or more f """V :‘“:’ RIS
w who Purchased Items In-Store at MACY'S in the past 3 months. W SEA ® who Purchased Items In-Store at MACY'S in the past 3 months WSEA = who Purchased Items In-Store at MACY'S in the past 3 months mSEA
Total Monthly QSR Users: Avg. Monthly QSR Meals: Total Monthly Sit-Down Restaurant Users: A itzDown Restaurant Meals: Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
89.6% 80.1% 83.8% 69.9% who Purchased ltems In-Store at MACY'S in the past 5. [GO/G02I  25.3%
e e e
e L _ [l o I 15.7%
Drank Past 30~days. Adults 18 or older Past 12 months Casino Activities: Adults 18 or older Used Past 30-days: Adults 18 or older

Liquor Py 42.3% Slot Machines - pevperm 20.0%
p— ] -
_— -
Domestic Regular Beer %9 o 21.4% Stage Show / Concert
Domestic Light Beer 399, .mn 17.7% - v Sports Betting 14
Microbrew / Craft Beer o v son BER 2%

i 1.9% i G i
Other Gambling Ei,gg(, Casinos visited past 12 months: Yes Marijuana / Cannabis Cigarettes Vape

= who Purchased Items In-Store at MACY'S in the past 3 months WSEA # who Purchased Items In-Store at MACY'S in the past 3 months = SEA = wha Purchased items In-Store at MACY'S in the past 3 months mSEA

SEA DMA Scarborough R2 2025: Sep24-Jul25 Qual Intab 276
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Past 30-days QSR Users: Adults 18 or older
.
stmes

® who Purchased Items In-Store at MACY'S in the past 3 months

Total Jlggq \“’gﬂy QSR Users: Avg. Monthly QSR Meals:

83.5%

3,975 699

6.4% or 304,399 of PHX DMA Adults 18 or older Purchased Items In-Store at MACY'S in the past 3 months.
Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months are 11.1% more likely to
use QSRs past mo., 31.3% more likely to use Sit-Down Restaurants past mo., 24.6% more likely to use

Casinos past yr., 50.3% less likely to smoke cigare

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

[ ] 1time 2

) 17.2%

9.4%

® who Purchased Items In-Store at MACY'S in the past 3 months

2 times

3 times

4 times

5 times

6-9times

10 times or more

W PHX
Total Monthly Sit-Down Restaurant Users:

iilﬁ 70.8%

Avg. hly Sit-Down ant Meals:

Drank Past 30-days: Adults 18 or older
Liquor

Any Type of Beer

Wine

1,305,295

Domestic Light Beer

Imported Beer
Domestic Regular Beer v v
Microbrew / Craft Beer i
# who Purchased Items In-Store at MACY’S in the past 3 months mPHX
PHX DMA Scarborough R2 2025: Aug24-Jul25 Qual Intab

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

Medan  piza

Coffee  maian Steakhouse Wings/ Bagel/ indian/ Sestood
House / Burgers/ Doaut/  Thaif
Coffee Bar SportsBar  Bakery  Other
Asian

chinese
= who Purchased Items In-Store at MACY' in the past 3 months

PHX

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Purchased ltems In-Store at MACY'S in the past 5.. [SSASOIY 13.0%

16.5%

z Past 12 months Casino

Slot Machines

Activities: Adults 18 or older

1,748,780

681,912 14.3%
sza,aﬂn 11.1%

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

Upscale Restaurant

Stage Show / Concert
Sports Betting

Spa

Other Gambling Casinos visited past 12 months: Yes

® who Purchased items In-Store at MACY'S in the past 3 months u PHX

160
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Used Past 30-days: Adults 18 or older

Marijuana / Cannabis

Cigarettes Vape

=who Purchased Items In-Store at MACY'S in the past 3 months. mPHX

[(Major stores shopped in-store past 3 months: Macy's AND Major stores bought past 3 months: Macy's)]



8.2% or 21,399,552 of USA Adults 18 or older Purchased Items In-Store at MACY'S in the past 3 months.
Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months are 18.1% more likely to

have a 401K, 23.1% more likely to have an Auto Loan, 40.2% more likely to Invest/Trade Stocks Online, 4.9%
less likely to pay with their Debit Card.

ﬁdlnvestm ents O
[ o ] -

IRA (Individual Retirement Account)

Stocks or Stock Options

Money Market Funds

Other (Crypto / NFTs / Metals, etc.)

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

TE% 6.6% 7.0% ga 2% 4ee

529 Plan / College Savings Plan Checking Debitor ATM  Savings  CreditCard  Online Mobile  Online Bill Home Money  Certificates of Studentloan Personal Loan Refinanced  Home
Account card Account Banking Banking Paying Mortgage Market  Deposit(CDs) Home Improvement
Second Home or Real Estate Property Account Mortgage  Loan or Home
Equity Loan
® who Purchased Items In-Store at MACY'S in the past 3 months m who Purchased Items In-Store at MACY'S in the past 3 months mUSA
. . 3 [
Professional Services Used*: Adults 18 or older | pgyPast 3-Months Payment Methods Used: Adults 18 or older
Tax Preparation Service 5,53 o & y
Online Investing / Stock Trading
Insurance Agent at a Local Office (not online) m 1% '
11.0%10.8% 6.9%
Vi P i 1l 1 P i h F P;
Divorce / Family Attorney I15A ayPal Debit Card Zelle Venmo MasterCard  ApplePay  CashApp  Google Pay A;::;iec;n S!orceafrdedt Discover  Square Casl M:::xr Samsung Pay
m who Purchased Items In-Store at MACY'S in the past 3 months  who Purchased Items In-Store at MACY'S in the past 3 months W USA
Scarborough R2 2025: Feb24-Jul25 2,329
All Graphs and HBIA| Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved. USA Projection Scarborough R2 2025: Feb24-lul25 Qual Intab 25,445
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A g

-5 CHI

.

m

a

4]

4 L

9.3% or 699,379 of CHI DMA Adults 18 or older Purchased Items In-Store at MACY'S in the past 3 months.
Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months are 15.6% more likely to
have a 401K, 17.% more likely to have an Auto Loan, 31.7% more likely to Invest/Trade Stocks Online, 15.4%
less likely to pay with their Debit Card.

- Alnvestments Owned: Adults 18 or older
401K Plan :

IRA (Individual Retirement Account)

Stocks or Stock Options

5,115 18.3%
1,306,775 17.3%

13 19.7%
987,297 13.1%
80,402 11.5%

8 3

Mutual Funds
Money Market Funds

Bonds 11.0%

Other (Crypto / NFTs / Metals, etc.)

7.3%

EORER 7.7%

529 Plan / College Savings Plan

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

53% g am% 39% 2g% 3T%

e PR o T

Checking Debitor ATM  Savings Mohbile Online Bill

Credit Card Online Home Auto Loan Money  Certificates of Studentloan Personal Loan Refinanced Home
Account card Account Banking Banking Paying Mortgage Market  Deposit(CDs) Home  Improvement
Second Home or Real Estate Property m 9.9% Account Mortgage Loan or Home
b 7a% Equity Loan
® who Purchased ltems In-Store at MACY'S in the past 3 months N CHI » who Purchased Items In-Store at MACY'S in the past 3 months uCHI
H H - -
Professional Services Used*: Adults 18 or older | "pyPast 3-Months Payment Methods Used: Adults 18 or older
Tax Preparation Service B e -
Financial Planner
OnlineInvesting / Stock Trading
Accountant
Insurance Agent at a Local Office (not online)
Real Estate Agent 11.0%11.1%
3% 5.0
2% 3%
- 5 (*Past 12 Months) MasterCard  Debit card venmo ApplePay  Google Pay  Cash App Discover  Store Credit  American  Square Cash  Facebook Samsung Pay
Divorce / Family Attorney Ccard Express Messenger
mwho Purchased Items In-Store at MACY'S in the past 3 months mCHI w who Purchased items In-Store at MACY'S in the past 3 months u CHI

CHI DMA Scarborough R2 2025: Sep24-Jul25 Qual Intab 435
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8.8% or 499,275 of WDC DMA Adults 18 or older Purchased ltems In-Store at MACY'S in the past 3 months.

Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months are 17.5% more likely to

have a 401K, 26.3% more likely to have an Auto Loan, 25.9% more likely to Invest/Trade Stocks Online, 3.5%
| more likely to pay with their Debit Card.

mﬁﬂlnvestments Owned: Adults 18 or older

401K Plan

IRA (Individual Retirement Account)

,671,811
2 3 ) 24.8%
1,107,042 19.4%

17.7%

Stocks or Stock Options
Mutual Funds

Money Market Funds

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

12.7%
529 Plan / College Savings Plan 1t w}ﬁ'm
‘ 12.3%
€ 9.3%
Bonds s 1o .’-** R e
Other (Crypto / NFTs / Metals, et 12.0% i =
er (Cryp! s als, etc.) 0.7% Checking DebitorATM  Savings  CreditCard  Online Mobile  OnlineBil  Home  Autoloan  Money Certificates of Studentloan Personal Loan Refinanced  Home
o . Account card Account Banking Banking Paying Mortgage Market  Deposit(CDs) Home  Improvement
9,43 K Account Mort; Loan or Home
Second Home or Real Estate Property .m A Bage Equity toan
# who Purchased ltems In-Store at MACY'S in the past 3 months uWDC u who Purchased Items In-Store at MACY'S in the past 3 months mWDC
Professional Services Used*: Adults 18 or older Past 3-Months Payment Methods Used: Adults 18 or older
12.0%
. . ! 2.9%
AR ST 4o [ ®
3,6: 4.7% 13.4% 12 39
Real Estate Agent 3.35{. 6.5% 1.6%
3.7% 3.8%
. 2.6%
Estate Planning m 2.0% . - b = : T e : - “ o TR
- 5 *past 12 Months, visA PayPal Zelle Debit Card venmo MasterCard  Apple Pay CashApp  GooglePay  American Discover  Store Credit Square Cash  Facebock Samsung Pay
Divorce / Family Attorney ""'15_30; r ) “e Express Card Messenger =
u who Purchased Items In-Store at MACY'S in the past 3 months mWDC m who Purchased ltems In-Store at MACY'S in the past 3 months mWDC

DMA Scarborough R1 2025: Mar24-Mar25 Qual Intab 599
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6.1% or 275,176 of SEA DMA Adults 18 or older Purchased Items In-Store at MACY'S in the past 3 months.
Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months are 19.3% more likely to

have a 401K, 44.3% more likely to have an Auto Loan, 14.4% more likely to Invest/Trade Stocks Online, 4.4%
| more likely to pay with their Debit Card.

mﬁﬂmvestments Owned: Adults 18 or older

401K Plan  pyrtar 47.2%

1,880,877 a16% [

58,436 1.2%
927,903 20.5%

IRA (Individual Retirement Account)

Stocks or Stock Options

Mutual Funds

Money Market Funds

52,2 | 19.0%
814,470 18.0%

12.1%
12.7%

16.6%
12.1%

Bonds

Other (Crypto / NFTs / Metals, etc.)

Second Home or Real Estate Property

28,851 o 10.5%
422,351 kS
13.7%
8.3%

# who Purchased Items In-Store at MACY'S in the past 3 months

529 Plan / College Savings Plan

M SEA

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

7.3% 12% 6.1% 6.2% 7.0% 4

SHED e e e

Auto Loan  Certificates of Studentloan Personal Loan Refinanced

savings Credit Card ©Online Home Money Home

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

Equity Loan

Checking  Debit or ATM Mobile Online Bill

» who Purchased Items In-Store at MACY'S in the past 3 months u SEA

Professional Services Used*: Adults 18 or older

Online Investing / Stock Trading g

Tax Preparation Service

Financial Planner

Accountant 1.5%

Insurance Agent at a Local Office (not onfine)

7.8%
2 6.6%
4.4%
4.0%

_ 768 9.8%
g
43%

Estate Planning

Real Estate Agent

"
Divorce / Family Attorney 18% (*Past12 Months)
1.0%
® who Purchased Items In-Store at MACY'S in the past 3 months W SEA

DMA Scarborough R2 2025: Sep24-Jul25 Qual Intab 276

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

1.8%)
17.3%)

visa PayPal Debit card venmo Zelle ApplePay MasterCard Google Pay  Cash App American  Store Credit  Square Cash  Discover Facebook Samsung Pay
Express Card Messenger

m who Purchased ltems In-Store at MACY'S in the past 3 months mSEA

SEA
All Graphs and HBIAI Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.
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. 6.4% or 304,399 of PHX DMA Adults 18 or older Purchased Items In-Store at MACY'S in the past 3 months.
Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months are 24.5% more likely to

have a 401K, 5.% more likely to have an Auto Loan, 89.9% more likely to Invest/Trade Stocks Online, 27.5%
less likely to pay with their Debit Card.

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

1,863,689 39.1%

401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

Other (Crypto / NFTs / Metals, etc.)

Bonds

02 11.5%
4.8% 4.0% 51% 395
GRS 1.6% gy 1%

Checking Debitor ATM  Savings  CreditCard  Online

Second Home or Real Estate Property Mobile  OnlineBill  Home  Autoloan  Money Certificates of Studentloan Personal Loan  Home  Refinanced
Account card Account Banking Banking Paying Mortgage Market  Deposit(CDs) improvement  Home
529 Plan / College Savings Plan Account Loanor Home  Mortgage
B Equity Loan
u who Purchased Items In-Store at MACY'S in the past 3 months u PHX ® who Purchased Items In-Store at MACY'S in the past 3 months W PHX

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

Tax Preparation Service

706 1

Financial Planner

Online Investing / Stock Trading

51,004
7,002 8.9%
376,289 7.9%
686 13.
o O

Accountant

Insurance Agent at a Local Office (not online)

Real Estate Agent : 29767% | - X
" 6.2% N 1.9% =+
Estate Planning m 3 - - o o e P o RN . o e Bl e Y d -]
~ B 1.4% (*Past 12 Months) VIsA PayPal Debit card venmo Mastercard  Apple Pay CashApp GooglePay American  Store Credit  Discover  Square Cash  Facebook  Samsung Pay
Divorce / Family Attorney r’-’-“‘ Express Card Messenger
= who Purchased Items In-Store at MACY'S in the past 3 months E PHX ® who Purchased Items In-Store at MACY'S in the past 3 months = PHX

PHX DMA Scarborough R2 2025: Aug24-jul25 Qual intab 160
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[(Major stores shopped in-store past 3 months: Macy's AND Major stores bought past 3 months: Macy's)]



Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months spend an average of 3 days, 5 hours,
0 minutes and 35 seconds each week with All Forms of Media.

82.2% of Aduits 18 or older who Purchased Items In-Store at MACY'S in the past 3 months spend an avg. of 7 hours and 59 minutes each
week listening to All Local AM/FM Radio, representing 8.5% of total time spent with all forms of Media.
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[(Major stores shopped in-store past 3 months: Macy's AND Major stores bought past 3 months: Macy's)]



o Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months spend an average of 3 days, 8 hours,
m 42 minutes and 42 seconds each week with All Forms of Media.

85.9% of Adults 18 or older who Purchased ltems In-Store at MACY'S in the past 3 months spend an avg. of 8 hours and 57 minutes each
week listening to All Local AM/FM Radio, representing 9.5% of total time spent with all forms of Media.
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[(Major stores shopped in-store past 3 months: Macy's AND Major stores bought past 3 months: Macy's)]




Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months spend an average of 2 days, 21 hours, |
41 minutes and 28 seconds each week with All Forms of Media.

79.4% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months spend an avg. of 6 hours and 41 minutes each
week listening to All Local AM/FM Radio, representing 7.6% of total time spent with all forms of Media.
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[(Major stores shopped in-store past 3 months: Macy's AND Major stores bought past 3 months: Macy's)]



Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months spend an average of 2 days, 16 hours,
41 minutes and 29 seconds each week with All Forms of Media.

69.9% of Adults 18 or older who Purchased ltems In-Store at MACY'S in the past 3 months spend an avg. of 8 hours and 1 minutes each
week listening to All Local AM/FM Radio, representing 8.7% of total time spent with all forms of Media.
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[(Major stores shopped in-store past 3 months: Macy's AND Major stores bought past 3 months: Macy's)]




Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months spend an average of 2 days, 16 hours,
38 minutes and 11 seconds each week with All Forms of Media.

77.9% of Adults 18 or older who Purchased ltems In-Store at MACY'S in the past 3 months spend an avg. of 7 hours and 39 minutes each
week listening to All Local AM/FM Radio, representing 9.2% of total time spent with all forms of Media.
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[(Major stores shopped in-store past 3 months: Macy's AND Major stores bought past 3 months: Macy's)]



Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months spend an average of 2 days, 9 hours,

54 minutes and 8 seconds each week with All Forms of Ad-Supported Media.
77.4% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months spend an avg. of 7 hours and 10 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 9.6% of total time spent with all forms of Ad-Supported Med
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B0 o (! 11 g R Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months spend an average of 2 days, 12 hours,
- [ 22 minutes and 51 seconds each week with All Forms of Ad-Supported Media.

mO Cys E c H I 80.8% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months spend an avg. of 8 hours and 11 minutes each

7] A S week listening to Local Ad-Supported AM/FM Radio, representing 11.% of total time spent with all forms of Ad-Supported Med
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[(Major stores shopped in-store past 3 months: Macy's AND Major stores bought past 3 months: Macy's)]



Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months spend an average of 2 days, 2 hours,
37 minutes and 3 seconds each week with All Forms of Ad-Supported Media.

73.8% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months spend an avg. of 5 hours and 46 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 8.4% of total time spent with all forms of Ad-Supported Med
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Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months spend an average of 1 days, 20 hours,
3 minutes and 57 seconds each week with All Forms of Ad-Supported Media.

67.5% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months spend an avg. of 6 hours and 57 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 10.7% 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 MACY'S in the past 3 months spend an average of 2 days, 2 hours,
33 minutes and 5 seconds each week with All Forms of Ad-Supported Media.

74.6% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months spend an avg. of 7 hours and 10 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 10.6% of total time spent with all forms of Ad-Supported Me
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[(Major stores shopped in-store past 3 months: Macy's AND Major stores bought past 3 months: Macy's)]



| Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months spend an average of
8 hours and 16 minutes each day with All Forms of Ad-Supported Media. 77.4% listen to Local
AM/FM Radio for an avg. of 61.5 minutes/day. (Local Radio delivers 9.6% of Time with Ad-Supported Media.)
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[(Major stores shopped in-store past 3 months: Macy's AND Major stores bought past 3 months: Macy's)]



Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months spend an average of
8 hours and 37 minutes each day with All Forms of Ad-Supported Media. 80.8% listen to Local
AM/FM Radio for an avg. of 70.1 minutes/day.(Local Radio delivers 11.% 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

Totol persons

(Average Week)
Grocery Stores

search (Google, Bing, etc.)

News/Weather /Sports (Websites/Apps)
Billboards & Signs (Weekly Drivers)
Banking/Fina ncial/Real Estate (Websites/Apps)
Local AM/FM Radio
Email/Text/iM/Zoom,etc. (Personal & Work)
Facebook

Local TV Stations

Games/Fantasy/Betting Sites

Non-Premium Cable TV Networks

Instagram

Netflix

R g W™ . Hour it/ oy with
m m Forms of Media: Adults 18 or older
.

concurre 9:56
7 55.7%
E— who Purchased Items In- cHl
Store at MACY'S in the past
3 months
® who Purchased Items In-Store at MACY'S in the past 3 months HCHI

B (0%

Local AM/FM Radio
76.8

ebook
496

Email/Text/I
M/Zoom,etc

Local TV Stations
120.6 Billboards &
Signs (Weekly
Drivers)
45.6

Instagram

Non-Premium Cable TV
Networks
99.9

Local TV Stations
120.6

Non-Premium Cable TV
Networks
80.1

Local AM/FM Radio
66.2

Facebook
51.3

Billboards &
Signs (Weekly
Drivers)
42.8

Netflix
29.6

Instagram
28.4

News
/Wea
the...

Gamr
Fan

/Betti...

Search
(Google
, Bing,
etc.)
276

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

Work)... Groce... B

® who Purchased Items In-Store at MACY'S in

the past 3 months

= CHI

Top-13 All Forms of Ad-Supported Media (Persons & % Reach): Adults 18 or old

(Averoge week)
Grocery Stores.

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

Local AM/FM Radio

Facebook

Email/Text/IM/Zoom, etc. (Personal & Work]
Local TV Stations

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

YouTube Video

Amazon Prime/IMDb fFireTV

CHI

DMA

Total persons

R R Y —T W
L T
m_rm'
R —
R — TV
TS —
BB —
P —
m-m

® who Purchased Items In-Store at MACY'S in the past 3 months
Scarborough R2 2025: Sep24-1ul25 Qual Intab

Forms of Ad-Supported Media:
Adults 18 or older

Concurres
sage §
who Purchased Items In-
Store at MACY'S in the
past 3 months

= CHI
435

lm- sEm

Avg. Hours+Minutes/day with All m

All Graphs and soefa.ai Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.

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

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

(Average Day)

Local AM/FM Radio
701

Facebook
489

Email/Text/I
M/Zoom

YouTube
Video
29.2

Local TV Stations
1117

Amazon
Prime/IMDb/Fi
reTV
46.5

tc
. (Personal...

Searc
h Instagram

21.9

New
s/W
Billboards & (Goog | ea...
Signs (Weekly le,
Drivers) Bing,
45.6

Non-Premium Cable TV
Networks
925

Shopping
(incl....

Groc
er...

Local TV Stations
1149

Networks
763

Local AM/FM Radio

Billboards &
Signs (Weekly

Non-Premium Cable TV | Prime/IMDb/

Facebook
61.4 484
Search
(Google,
Bing,...

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

Drivers)

428
YouTube

Video...

Instagram
21.2
Amazon

News/ Gro
Wea... | ce...

Shopping
(incl....

FireTV
37.6

= who Purchased Items In-Store at MACY'S in the past 3 months

soefa.ai

[(Major stores shopped in-store past 3 months: Macy's AND Major stores bought past 3 months: Macy's)]

mCHI
* Share of Everything
for Anything _




Top-13 All Forms of Media (Persons & % Reach): Adults 18 or older Top-1

% Time sinr

(average week
Grocery Stores

Search (Google, Bing, etc.)

king/Financial /Real Estat bsites/Apps)
News/Weather /Sports (Websites /Apps)
Billboards & Signs (Weekly Drivers)
Email/TextiIM/Zoom,etc. (Personal & Work)
Facebook

Local AM/FM Radio
Non-Premium Cable TV Networks
Games/Fantasy/Betting Sites
Local TV Stations

Instagram

Netflix

Totol Rersons

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

cww',- -
i —

who Pulclnselillm In
L —1

3 months
® who Purchased Items In-Store at MACY'S in the past 3 months BWDC

%
(7 3]
B
B
2]
Ve
(325

vELege,

Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months spend an average of
7 hours and 13 minutes each day with All Forms of Ad-Supported Media. 73.8% listen to Local
AM/FM Radio for an avg. of 49.5 minutes/day.(Local Radio delivers 8.4% of Time with Ad-Supported Media.)
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Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months spend an average of
6 hours and 17 minutes each day with All Forms of Ad-Supported Media. 67.5% listen to Local
AM/FM Radio for an avg. of 59.7 minutes/day. (Local Radio delivers 10.7% of Time with Ad-Supported Media.)
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Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months spend an average of
7 hours and 13 minutes each day with All Forms of Ad-Supported Media. 74.6% listen to Local
AM/FM Radio for an avg. of 61.5 minutes/day.(Local Radio delivers 10.6% of Time with Ad-Supported Media.)
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o g 16,566,592 or 77.4% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3

mocys— USA

months listen to Ad-Supported Local AM/FM Radio for an average of 61.5 minutes every day
representing 40.% of all time spent daily with Ad-Supported Audio.
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e g ' 565,254 or 80.8% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3

mocys EIITa c HI months listen to Ad-Supported Local AM/FM Radio for an average of 70.1 minutes every day
[UFF: | UL oot B S0 representing 42.% of all time spent daily with Ad-Supported Audio.
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' 368,260 or 73.8% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3
months listen to Ad-Supported Local AM/FM Radio for an average of 49.5 minutes every day
representing 35.% of all time spent daily with Ad-Supported Audio.
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' 185,651 or 67.5% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3
months listen to Ad-Supported Local AM/FM Radio for an average of 59.7 minutes every day
representing 35.2% of all time spent daily with Ad-Supported Audio.
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' 227,113 or 74.6% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3
months listen to Ad-Supported Local AM/FM Radio for an average of 61.5 minutes every day
representing 43.% of all time spent daily with Ad-Supported Audio.
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16,566,592 or 77.4% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3
months listen to Ad-Supported Local AM/FM Radio for an average of 61.5 minutes every day
| representing 40.% of all time spent daily with Ad-Supported Audio.
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- el | 'f-* ‘ 565,254 or 80.8% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3
mOCVS EXITN c HI months listen to Ad-Supported Local AM/FM Radio for an average of 70.1 minutes every day

representing 42.% of all time spent daily with Ad-Supported Audio.
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| 368,260 or 73.8% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3
months listen to Ad-Supported Local AM/FM Radio for an average of 49.5 minutes every day
representing 35.% of all time spent daily with Ad-Supported Audio.
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| 185,651 or 67.5% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3
mOC\/ ; months listen to Ad-Supported Local AM/FM Radio for an average of 59.7 minutes every day
PP WAL 1] i S representing 35.2% of all time spent daily with Ad-Supported Audio.
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227,113 or 74.6% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3
mgcys P PHK months listen to Ad-Supported Local AM/FM Radio for an average of 61.5 minutes every day

P2 W o] i representing 43.% of all time spent daily with Ad-Supported Audio.
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16,566,592 or 77.4% of Adults 18 or older who Purchased Items In-Store at MACY'S 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.

Local AM/FM Radto Formats (Persons & % Reach): Adults 18 orolder Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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565,254 or 80.8% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Pop
Contemporary Hit Radio, Mexican Regional, Classic Hits, and Hot AC.

Local AM/FM Radro Formats (Persons & % Reach} Adults 18 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

(4veroge wee
Pop Contemporary Hit Radla

Adult Contemporary
Classic Hits

Classic Rock

Country
News/Talk/Information
Hot AC

Alternative

Album Adult Alternative
All News

Urban Contemporary
Urban AC

AdultHits

Avg. Hours+Minutes/day with Local

AM/FM Radio: Adults 18 or older

-m - 1:06
who Purchased Items In-
m"“ Store t MACY3in the pst
3 months
® who Purchased Items In-Store at MACY'S in the past 3 months H CHI

% Time Spenc

SR BN TR SS SR SR MR SR X

Alternative
33.9

Classic Hits
33.2

Album Adult
Alternative
32.1

News/Talk/Infor
mation

Hot AC 295

3

Pop
Contemporar

y Hit Radio
29.0

Adult Hits
30.7

Urban AC
30.5

Classic Rock
29.3

Adult

Contemp

orary
27.7

Urban

Contempaorary

26.3

Album Adult
Alternative
322

Classic Rock
30.2

Adult Hits

Alternative

News/Talk/Info | ¢iassic Hits

rmation
30.0

27.6

Adult

Contemporar

Yy
279 263

Urban AC
27.7 250

Country

Pop
Contem
porary
Hit
Radio

248 230

Urban

Contemporary

22.8

w who Purchased Items In-Store at MACY'S in th

e past 3 months

= CHI

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

[average week)
Pop Contemporary Hit Radio

Adult Contemporary
Classic Hits

Classic Rock

Country

Hot AC

Alternative

Album Adult Alternative
All News

Urban Contemporary
Urban AC

Adult Hits

Rhythmic Oldies

CHI

# who Purchased items In-Store at MACY'S in the past 3 months
DMA

Totof Persons:

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

Adults 18 or older
who Purchased Items In- cHI
Store at MACY'S in the
past 3 months

uCHI

Scarborough R2 2025: Sep24-1ul25 Qual Intab 435

spent

All Graphs and soefa.ai Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.

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

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

Classic Hits
332

Album Adult
Alternative

321

Classic Rock
293

All News
28.6

Adult Hits
30.7

Rhythmic
Oldies
28.4

Urban AC
30.5

Pop
Contemporary
Hit Radio
29.0

Adult

Contemp

orary
27.7

Country
274

Urban

Contemporary

26.3

Album Adult
Alternative
322

All News
321

Classic Rock
30.2

Adult Hits
279

Rhythmic
Oldies
26.0

Alternative
27.7

Classic Hits
27.6

Urban AC
25.0

Adult
Contemporary
26.3

Pop
Contem
porary
Hit
Radio
pEN]

Country
248

Urban
Contemporary
228

u who Purchased Items In-Store at MACY'S in the past 3 months

[(Major stores shopped in-store past 3 months: Macy's AND Major stores bought past 3 months: Macy's)]

mCHI

® Share of Everything

soefa.ai

for Anything _




- 368,260 or 73.8% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are All News, Urban AC, Adult
Contemporary, Classic Hits, and Classic Rock.

Local AM/FM Radia 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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185,651 or 67.5% of Adults 18 or older who Purchased Items In-Store at MACY'S 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 Alternative.

Local AM/FM Radro Formats (Persons & % Reach): Adults 18 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

(4veroge
Adult canlemporary

Pop Contemporary Hit Radio
News/Talk/Information
Country

Classic Rock
Alternative

Classic Hits

Adult Hits

All Sports

Active Rock

Variety

Rhythmic AC

Classical

787
—
m m Hours+Minutes/day with Local

AM/FM Radio: Adults 18 or older

e

who Purchased Items In-
Store at MACY'S in the past
3 months

o —
m-m
m

# who Purchased ltems In-Store at MACY'S in the past 3 months M SEA

% Time Spenc

Classical
385

Rhythmic AC

News/Talk/Infor
mation
315

Classical
Adult Hits 29.2
291/

Classic Rock
301

Variety

Classic Hits 282

25.0 Alternati
All Sports
Pop
Contemporary
Hit Radio
241

Active Rock
26.7

Active Rock

News/Talk/Info
rmation
263

Classic Rock
26.3

All Sports
245

Adult Hits
23.6

Alternative
232

Pop
Contem
porary
Hit
LEL ]
21.4

Rhythmi
cAC
23.1

Adult
Contemporary
214

® who Purchased Items In-Store at MACY'S in the past 3 months

B SEA

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

[average week)
Adult Contemporary

Pop Contemporary Hit Radio
Country

Classic Rock
Alternative

Classic Hits

Adult Hits

All Sports

Active Rock

Variety

Rhythmic AC
News/Talk/information

All News

SEA

DMA

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

who Purchased Items In-
Store at MACY'S in the
past 3 months

ity

# who Purchased Items In-Store at MACY'S in the past 3 months
Scarborough R2 2025: Sep24-Jul25 Qual Intab 276

mSEA

spent-

11.5%

All Graphs and soefa.ai Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Ad-Supported Local AM/FM Radio Formats (% Time Spent
I

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

Rhythmic

News/Talk/|
nformation
315

Active Rock
292

Classic Hits
250

Country

Classic Rock
g 282

30.1

All News
303

Pop
Contemporar
y Hit Radio
241

Active Rock
Alternati 26.7

226

News/Talk/Inform
ation
263

All News
23.7

Adult Hits
29.1

Classic Rock
26.3

Classic Hits
240

Country
237

Alternative
23.2

Adult Hits
236

Pop
Contemporary
Hit Radio
214

Adult
Contemporary
214

m who Purchased Items In-Store at MACY'S in the past 3 months

[(Major stores shopped in-store past 3 months: Macy's AND Major stores bought past 3 months: Macy's)]

mSEA

® Share of Everything

soefa.ai

for Anything _




227,113 or 74.6% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Alternative, Hot AC, Adult Hits,
Country, and Classic Hits.
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Avg. Week All Video (Persons & % Reach): Adults 18 or older
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15,528,356 or 72.6% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3
months watch Ad-Supported Local TV Stations for an average of 98.4 minutes every day

representing 29.3% of all time spent daily with Ad-Supported Video.
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TSR 522,381 or 74.7% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3

macys 2= CHI
’ 1

months watch Ad-Supported Local TV Stations for an average of 111.7 minutes every day
representing 31.5% of all time spent daily with Ad-Supported Video.

Avg. Week All Video (Persons & % Reach): Adults 18 or older .
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335,509 or 67.2% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3
months watch Ad-Supported Local TV Stations for an average of 74.4 minutes every day
representing 27.% of all time spent daily with Ad-Supported Video.
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Avg. Week All Video {Persons & % Reach): Adults 18 or older
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142,378 or 51.7% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3
months watch Ad-Supported Local TV Stations for an average of 84.5 minutes every day
representing 31.5% of all time spent daily with Ad-Supported Video.
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Avg. Week All Video (Persons & % Reach): Adults 18 or older .
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210,240 or 69.1% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3
months watch Ad-Supported Local TV Stations for an average of 73.7 minutes every day
representing 31.3% of all time spent daily with Ad-Supported Video.
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15,528,356 or 72.6% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3
months watch Ad-Supported Local TV Stations for an average of 98.4 minutes every day
| representing 29.3% of all time spent daily with Ad-Supported Video.
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522,381 or 74.7% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3

mQCVS cHI months watch Ad-Supported Local TV Stations for an average of 111.7 minutes every day
B EEErE representing 31.5% of all time spent daily with Ad-Supported Video.
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335,509 or 67.2% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3
months watch Ad-Supported Local TV Stations for an average of 74.4 minutes every day
representing 27.% of all time spent daily with Ad-Supported Video.
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| 142,378 or 51.7% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3
months watch Ad-Supported Local TV Stations for an average of 84.5 minutes every day
representing 31.5% of all time spent daily with Ad-Supported Video.
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| 210,240 or 69.1% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3
months watch Ad-Supported Local TV Stations for an average of 73.7 minutes every day
representing 31.3% of all time spent daily with Ad-Supported Video.
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Local TV Station Programs (Persons & % Reach): Adults 18 or older

(averoge week)
Local News - Evening
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National/Network News
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Mystery/Suspense/Crime
Local News - Late
Documentaries.

Court Shows

# who Purchased Items In-Store at MACY'S in the past 3 months

15,528,356 or 72.6% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3
months watch Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening,
Sports, Local News - Morning, Comedies, Movies, and Dramas.
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Local TV Station Programs (Persons & % Reach): Adults 18 or older

(average week)
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522,381 or 74.7% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3
months watch Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Local
News - Morning, Comedies, Sports, Dramas, and Game Shows.
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Local TV Station Programs (Persons & % Reach): Adults 18 or older

(average week)
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Late Night Talk

/ 335,509 or 67.2% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3
months watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News -
Evening, Local News - Morning, Movies, Comedies, and Dramas.
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142,378 or 51.7% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3
months watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News -
Evening, Local News - Morning, Comedies, Movies, and National/Network News
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Local TV Station Programs (Persons & % Reach): Adults 18 or older
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210,240 or 69.1% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3
months watch Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Morning, Local
News - Evening, Sports, Movies, Dramas, and Comedies.
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| 16,083,493 or 75.2% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3
months use Ad-Supported Social Media for an average of 135.5 minutes every day representing
24.1% of all time spent daily with Ad-Supported Digital Media.
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OTT TV Streaming Services
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549,407 or 78.6% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3
months use Ad-Supported Social Media for an average of 146.6 minutes every day representing

26.% of all time spent daily with Ad-Supported Digital Media.
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[ 370,374 or 74.2% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3
months use Ad-Supported Social Media for an average of 131.9 minutes every day representing
25.2% of all time spent daily with Ad-Supported Digital Media.
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OTT TV Streaming Services
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157,620 or 57.3% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3
months use Ad-Supported Social Media for an average of 93.1 minutes every day representing

18.1% of all time spent daily with Ad-Supported Digital Media.
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254,369 or 83.6% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3
months use Ad-Supported Social Media for an average of 156.2 minutes every day representing
34.% of all time spent daily with Ad-Supported Digital Media.
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‘ 16,083,493 or 75.2% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3
months use Ad-Supported Facebook for an average of 48.5 minutes every day representing 35.8% of
all time spent daily with Ad-Supported Social Media.
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months use Ad-Supported Facebook for an average of 48.9 minutes every day representing 33.4% of
all time spent daily with Ad-Supported Social Media.
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370,374 or 74.2% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3
months use Ad-Supported Facebook for an average of 45.2 minutes every day representing 34.3% of
all time spent daily with Ad-Supported Social Media.
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7 157,620 or 57.3% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3
months use Ad-Supported Facebook for an average of 30.1 minutes every day representing 32.3% of
all time spent daily with Ad-Supported Social Media.
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230,552 or 75.7% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3
months use Ad-Supported Facebook for an average of 71.5 minutes every day representing 45.8% of
all time spent daily with Ad-Supported Social Media.
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16,083,493 or 75.2% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3
months use Ad-Supported Facebook for an average of 48.5 minutes every day representing 35.8% of
| all time spent daily with Ad-Supported Social Media.
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| 508,106 or 72.7% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3
months use Ad-Supported Facebook for an average of 48.9 minutes every day representing 33.4% of

all time spent daily with Ad-Supported Social Media.
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| 370,374 or 74.2% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3
months use Ad-Supported Facebook for an average of 45.2 minutes every day representing 34.3% of
all time spent daily with Ad-Supported Social Media.
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| 157,620 or 57.3% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3
months use Ad-Supported Facebook for an average of 30.1 minutes every day representing 32.3% of

R ‘ | all time spent daily with Ad-Supported Social Media.
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| 230,552 or 75.7% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3
months use Ad-Supported Facebook for an average of 71.5 minutes every day representing 45.8% of
all time spent daily with Ad-Supported Social Media.
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 1,587,744;
Local Radio: 1,042,944; Social Media: 1,014,007; Non-Prem. Cable: 593,717; Local TV:
582,992 reaching Adults 18 or older who Purchased Items In-Store at MACY'S
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 52,939;
Local Radio: 35,630; Social Media: 35,141; Local TV: 19,286; Non-Prem. Cable: 18,059
reaching Adults 18 or older who Purchased Items In-Store at MACY'S in the pas
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 33,528;
Social Media: 23,441; Local Radio: 22,790; Non-Prem. Cable: 14,642; Local TV: 11,829
reaching Adults 18 or older who Purchased Items In-Store at MACY'S in the pas
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| M-F 6a-7p Avg. Available Impressions per 15-min. are...
Local Radio: 11,318; Social Media: 8,845; Non-Prem. Cable: 6,441; Local TV: 5,300
reaching Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3

All Other Digital Media: 18,263;
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Adults 18 or older who Purchased Items In-Store at MACY'S
in the past 3 months

100,000
90,000
80,000
70,000
60,000
50,000
40,000
30,000
20,000

10,000

Y P .
04(\""\?’?9‘5’@’\"#%@'&a

3 2 a2 A2 A"
& A q?@c.;».;»

R R R R R R B R g
o

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

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

IS u‘?vﬁ@*\?qﬁquq

2
o€
o

1,600,000

1,400,000

1,200,000

1,000,000

800,000

600,000

400,000

200,000

‘»‘D

06‘

s Mon-Fri Local AM/FM Radio AQH
e VloN-Fri Non-Premium Cable TV AQH

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

g L g
N @AY

AR aR oR QR,Q,Q’&@

@a@&&'\?-&wﬁ‘?wcﬁb
F & & A o g & o

oF o _\.;o oF AR of

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

s Vlon-Fri Digital Media (Less Social) AQH

SEA DMA Scarborough R2 2025: Sep24-jul25 Qual Intab 276
All Graphs and soefa.ai Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.

* Share of Everything
for Anything _

soefa.ai

[(Major stores shopped in-store past 3 months: Macy's AND Major stores bought past 3 months: Macy's)]




i = T

Macy s @ PHX

S5 —~L"'l—'1

M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 23,106;
Social Media: 14,557; Local Radio: 14,372; Local TV: 7,828; Non-Prem. Cable: 7,102
reaching Adults 18 or older who Purchased Items In-Store at MACY'S in the past

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
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in the past 3 months
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Top-13 Out—of -Home Media (Persons & % Reach): Adults 18 or older

(average week)
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who Purchased Items in-
Store at MACY'S in the past
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19,842,814 or 92.7% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3
months spend an average of 51.6 minutes per day driving, seeing Billboards and Signs. 64.7% Listen
to Local Radio Stations Out-of-Home for an average of 37.2 mi

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
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655,652 or 93.7% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3
months spend an average of 45.6 minutes per day driving, seeing Billboards and Signs. 67.6% Listen
to Local Radio Stations Out-of-Home for an average of 42.5 minut
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448,824 or 89.9% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3
months spend an average of 47.9 minutes per day driving, seeing Billboards and Signs. 61.7% Listen
to Local Radio Stations Out-of-Home for an average of 30. minute
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Top-13 Out-of- Home Media (Persons & % Reach): Adults 18 or older
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242,650 or 88.2% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3
months spend an average of 54.7 minutes per day driving, seeing Billboards and Signs. 56.4% Listen
to Local Radio Stations Out-of-Home for an average of 36.2 minut
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. 286,524 or 94.1% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3
months spend an average of 41.6 minutes per day driving, seeing Billboards and Signs. 62.4% Listen
to Local Radio Stations Out-of-Home for an average of 37.3 minut

Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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19,842,814 or 92.7% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months
spend an average of 51.6 minutes per day driving, seeing Billboards and Signs representing 34.9% 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
e “Share of Ad-Supported OOH Media"
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655,652 or 93.7% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months

spend an average of 45.6 minutes per day driving, seeing Billboards and Signs representing 31.5% of all
Time Spent with Ad-Supported Out-of-Home Media.
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448,824 or 89.9% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months

mCICys wn c spend an average of 47.9 minutes per day driving, seeing Billboards and Signs representing 33.6% of all
SRS Time Spent with Ad-Supported Out-of-Home Media.
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242,650 or 88.2% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months
spend an average of 54.7 minutes per day driving, seeing Billboards and Signs representing 34.3% of all
Time Spent with Ad-Supported Out-of-Home Media.
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286,524 or 94.1% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months
spend an average of 41.6 minutes per day driving, seeing Billboards and Signs representing 31.4% 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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e 655,652 or 93.7% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3
mOCyS EITTR c HI months spend an average of 45.6 minutes per day driving an average of 26.5 miles each day and are
e |y 127.5% more likely to use LaGrange Road than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older Top-26 Residential Zip Codes: Adults 18 or older Top-26 Employment Zip Codes: Adults 18 or older
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448,824 or 89.9% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3
months spend an average of 47.9 minutes per day driving an average of 27.9 miles each day and are
131.1% more likely to use K Street than the Metro average.
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242,650 or 88.2% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3
months spend an average of 54.7 minutes per day driving an average of 31.8 miles each day and are
122.6% more likely to use Montlake Bridge than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older Top-26 Residential Zip Codes: Adults 18 or older Top-26 Employment 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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286,524 or 94.1% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3
months spend an average of 41.6 minutes per day driving an average of 24.2 miles each day and are
158.5% more likely to use Deer Valley Road than the Metro average
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Top-26 Residential Zip Codes: Adults 18 or older
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Top-26 Employment Zip Codes: Adults 18 or older
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Print Media: Adults 18 or older
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= who Purchased Items In-Store at MACY'S in the past 3 months

‘ 8,033,143 or 37.5% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3
months read Local Daily Newspaper(s) (Daily+Sunday) for an average of 9.9 minutes every day

representing 32.5% of all time spent daily with All forms of Print M
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257,457 or 36.8% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3
months read Local Daily Newspaper(s) (Daily+Sunday) for an average of 9.7 minutes every day
representlng 33.1% of all time spent dally with All forms of Print Med
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227,076 or 45.5% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3
months read Local Daily Newspaper(s) (Daily+Sunday) for an average of 11.2 minutes every day
representing 31.7% of all time spent daily with All forms of Print Me
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108,354 or 39.4% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3
months read Local Daily Newspaper(s) (Daily+Sunday) for an average of 8.3 minutes every day
representing 32.4% of all time spent daily with All forms of Print Med
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Print Media: Adults 18 or older
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60,696 or 19.9% of Adults 18 or older who Purchased Items In-Store at MACY'S in the past 3 months
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 9.5 minutes every day representing
30.7% of all time spent daily with All forms of Print Medi
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Websites

Social Media
Direct Mail
Broadcast, Cable, & Sat TV

Local Broadcast TV

"Advertising Actions"

P18+ who Purchased Items In-Store at MACY'S in the past 3 months
(Shopped/Visited/Bought past 3mos Due to Ads on %)
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Cable TV Networks

Video Streaming Services
Newspapers
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Websites

Direct Mail
Social Media
Broadcast, Cable, & Sat TV

Local Broadcast TV

“Advertising Actions"

P18+ who Purchased Items In-Store at MACY'S in the past 3 months
(Shopped/Visited/Bought past 3mos Due to Ads on %)
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"Advertising Actions"

P18+ who Purchased Items In-Store at MACY'S in the past 3 months
(Shopped/Visited/Bought past 3mos Due to Ads on %)
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"Advertising Actions”

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

Social Media 1,816,656
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"Advertising Actions"

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