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25.4% or 49,930,314 of USA DMA Adults 35 or older are Homeowners who Bought ltems at LOWE’S past 3mos|
Typical Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos are 59.2 years old (3.1%
older than average) and have a $147,846 (21.6% higher than average) annual household income.
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10.6% or 298,745 of MSP DMA Adults 35 or older are Homeowners who Bought Items at LOWE’S past 3mos.
Typical Adults 35 or older Homeowners who Bought Items at LOWE'S past 3mos are 57.7 years old (.2%
older than average) and have a $160,336 (34.1% higher than average) annual household income.
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37.4% or 686,513 of STL DMA Adults 35 or older are Homeowners who Bought Items at LOWE’S past 3mos.
Typical Adults 35 or older Homeowners who Bought Items at LOWE'S past 3mos are 58.9 years old (1.7%
older than average) and have a $136,764 (24.9% higher than average) annual household income.
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38.8% or 538,087 of CIN DMA Adults 35 or older are Homeowners who Bought Items at LOWE’S past 3mos.
Typical Adults 35 or older Homeowners who Bought Items at LOWE'S past 3mos are 60. years old (4.3%
older than average) and have a $128,931 (21.3% higher than average) annual household income.
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27.4% or 414,773 of WPB DMA Adults 35 or older are Homeowners who Bought Items at LOWE’S past 3mos.
Typical Adults 35 or older Homeowners who Bought Items at LOWE'S past 3mos are 64.3 years old (5.5%
older than average) and have a $121,505 (12.2% higher than average) annual household income.
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Employment: Adults 35 or older

25.4% or 49,930,314 of USA DMA Adults 35 or older are Homeowners who Bought Items at LOWE'S past...
Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos are 14.1% more likely to be a
college graduate, 2.5% more likely to work full-time, 24.1% more likely to be married, 12.5% more likely
to be a grandparent of 1 or more children under 18.
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10.6% or 298,745 of MSP DMA Adults 35 or older are Homeowners who Bought Items at LOWE’S past 3mos.
Adults 35 or older Homeowners who Bought ltems at LOWE'S past 3mos are 25.% more likely to be a
college graduate, 13.5% more likely to work full-time, 26.5% more likely to be married, 5.2% less likely

to be a grandparent of 1 or more children under 18.
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37.4% or 686,513 of STL DMA Adults 35 or older are Homeowners who Bought Items at LOWE'’S past 3mos.
Adults 35 or older Homeowners who Bought ltems at LOWE'S past 3mos are 23.5% more likely to be a
college graduate, 4.8% more likely to work full-time, 25.9% more likely to be married, 4.4% more likely

to be a grandparent of 1 or more children under 18.
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38.8% or 538,087 of CIN DMA Adults 35 or older are Homeowners who Bought Items at LOWE’S past 3mos.
Adults 35 or older Homeowners who Bought Items at LOWE'S past 3mos are 11.8% more likely to be a
college graduate, 1.9% more likely to work full-time, 22.3% more likely to be married, 6.4% more likely

to be a grandparent of 1 or more children under 18.
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27.4% or 414,773 of WPB DMA Adults 35 or older are Homeowners who Bought Items at LOWE'S past 3mos.
Adults 35 or older Homeowners who Bought ltems at LOWE'S past 3mos are 12.3% more likely to be a
college graduate, 1.8% less likely to work full-time, 26.3% more likely to be married, 6.1% more likely to

be a grandparent of 1 or more children under 18.
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25.4% or 49,930,314 of USA DMA Adults 35 or older are Homeowners who Bought Items at LOWE’S past 3
Adults 35 or older Homeowners who Bought Items at LOWE'S past 3mos are 32.1% more likely to own
their home, 7.5% more likely to own a higher valued home, 24.7% more likely to have a single-family
home, 26.4% more likely to have a dog.
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’ 10.6% or 298,745 of MSP DMA Adults 35 or older are Homeowners who Bought Items at LOWE’S past 3mos.
Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos are 23.2% more likely to own

their home, 23.% more likely to own a higher valued home, 13.3% more likely to have a single-family
home, 21.6% more likely to have a dog.
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37.4% or 686,513 of STL DMA Adults 35 or older are Homeowners who Bought Items at LOWE'S past 3mos|
Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos are 26.9% more likely to own

their home, 13.5% more likely to own a higher valued home, 13.8% more likely to have a single-family
home, 18.9% more likely to have a dog.
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38.8% or 538,087 of CIN DMA Adults 35 or older are Homeowners who Bought Items at LOWE'S past 3mosl.
Adults 35 or older Homeowners who Bought Iltems at LOWE’S past 3mos are 30.% more likely to own

their home, 2.1% more likely to own a higher valued home, 22.7% more likely to have a single-family
home, 18.8% more likely to have a dog.
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Adults 35 or

m Own/Rent/Other:Adults 35 or older

: 27.4% or 414,773 of WPB DMA Adults 35 or older are Homeowners who Bought Items at LOWE'S past 3maos.

older Homeowners who Bought Items at LOWE’S past 3mos are 30.1% more likely to own

their home, 6.5% more likely to own a lower valued home, 12.2% more likely to have a single-family
home, 15.7% more likely to have a dog.
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25.4% or 49,930,314 of USA DMA Adults 35 or older are Homeowners who Bought Items at LOWE’S past 3mos
Adults 35 or older Homeowners who Bought Items at LOWE'S past 3mos are 4.7% more likely to look up D-
I-Y advice online, 17.6% more likely to always vote in local elections, 23.4% more likely to belong to a gym,

9.% more likely to fly domestic past yr.
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10.6% or 298,745 of MSP DMA Adults 35 or older are Homeowners who Bought Items at LOWE’S past 3mos.
Adults 35 or older Homeowners who Bought Items at LOWE'S past 3mos are 6.5% more likely to look up D-
I-Y advice online, 9.7% more likely to always vote in local elections, 35.5% more likely to belong to a gym,
32.3% more likely to fly domestic past yr.
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37.4% or 686,513 of STL DMA Adults 35 or older are Homeowners who Bought Items at LOWE’S past 3mos.
Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos are 5.6% more likely to look up D-
I-Y advice online, 11.8% more likely to always vote in local elections, 26.8% more likely to belong to a gym,
11.8% more likely to fly domestic past yr.

=
yTop-ZO past 30-days Online Lifestyle Activites: Adults 35 or older jvity: Adults 35 or older
i Registered to Vote Democrat/Lean  Republican / Lean Independent / None
o (In District of Residence) Democrat Republican of These
Fresdrtial ecions Abeys
' A HE e
1a.0% Statewide Elections: Alwaw e
ﬂﬂ-ﬂ-mmmm I —
Recipes / Health Restaurant  Do-it-yourse¥  Medical  Onkine Phone  Home/ Fitness/Diet  Apparel/ JobSearch/  Religion/ Career Education  Genealogy WN'N Electronic Homework  Parenting/
u;::::::g Information nl:v:;n‘nf Advice I::::L‘ h;::;:m Gordenideas information Beauty ideas Postresume Spistuaity Development (:::lr:‘ vite pn:.:‘;:;n. Family advice ;::;::_ Servic Local Elections: Always _
Fentey o) L Local Elections: Sometimes
= Homeowners who Bought Items at LOWE'’S past 3mos ESTL # Homeowners who Bought ltems at LOWE'S past 3mas msTL
(S
@ﬂ Top-30 past 12-months Active Lifestyle Activites: Adults 35 or older \M Past 12-months Domestic Airline Trips: Adults 35 or older
i 12.2%
ERL>5) 073 13.7%

143%
2trips 232 114 12.6%
6.1%
3 tips o
; 11.2%

4 5%  Flew Domestic past year: 51 3%
I 10+ trips 74, 345 4.1 Avg. # Domestic Flights:

E-E-E-E R e e
et P e e e e

Grilling-  lawnCare Gardening  Swimming Fihing vnhmnn Bicyding Sewing - Belongto  Camping Hiking Bowling Soating Jogging - Follow a cmuprmm Camgier of Yoga-Pilates HMunting  Basketball adult Football Socer  Competitive  Organized Tennis Softball - Snow Skiing-
Outdoar [Flowers ar Crafts  Mealth Club or l:dpl:hnl Running  Weight Loss Aging Parent Continuing Videa Gaming Road Race Baseball Snowboarding
Cooking vegetshles) cym Progmm or Relstive Education 5%,
Marathon,
= Homeowners who Bought Items at LOWE'’S past 3mos mSTL e

STL DMA Scarborough R1 2026: Feb25-Feb26 Qual intab 662
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

[(Own or rent residence (HHLD): Own AND Major stores bought past 3 months: Lowe's)]



38.8% or 538,087 of CIN DMA Adults 35 or older are Homeowners who Bought Items at LOWE’S past 3mos.
Adults 35 or older Homeowners who Bought Items at LOWE'S past 3mos are 1.7% more likely to look up D-
I-Y advice online, 4.7% more likely to always vote in local elections, 14.6% more likely to belong to a gym,
15.6% more likely to fly domestic past yr.

-Top 20 past 30-days Online Lifestyle Activites: Adults 35 or older al Activity: Adults 35 or older

( 9
Registered to Vote Democrat/Lean  Republican / Lean Independent / None
(In District of Residence) Democrat Republican of These
: Presidential Elections: Alweys  ——T
H Presidential Elections: imes g™
= Statewide Elections: Always |t o
11.0%
il ol D o e 9 D - e

Statewide Elctions: Someti

Recipes / Heaith Do-t-Yoursel! Restaurant Medical  Online Phone  Home/ Fitness/Diet  Religion / Apparel/ )b Search/ Geneaslopy  Education  Take Online Career Homework  Photography  Electronic Parenting /

u;::::::g Information  Advice |i:r::ﬂl:nl I::::L‘ h;:;:m Gordenideas information  Spirituaity Beautyldeas Postresume (:::lr:‘ Chsses  Development p:.:;:w ::::r:: iwite  Eamily Advice Local Elections: Always

B~ bty el Local Elections: Sometimes ot L%
= Homeowners who Bought Items at LOWE’S past 3mos ECIN # Homeowners who Bought ltems at LOWE'S past 3mos =CIN
@ﬂ Top-30 past 12-months Active L,festyle Activites: Adults 35 or older \M Past 12-months Domestic Airline Trips: Adults 35 or older
g : 18.6%
5 1tip prTiTey 16.5%

. | 0 12.6%
2 trips 177,776 12.8%
B . 7.5%
4 trips 65 204 6 0%
. 7 8%
. S 6.4%F lew Domestic past year: IINSSI0%INEEE YN
I ‘ 10+ trips Avg. # Domestic Flights: RSEmEEEER

‘ h.ﬁﬂhﬂﬂh e

Grilling-  lawnCare Gardening Swimming  Volunteer ing - Bicyding Camping  Belongto  Sewing- Fishing Bowling Boating jogging-  Caregwerof GroupFimess Yoga- pilates  Adult Basketball  Followa Football Munting  Organized  Softball - Soccer  Competifive  Tenns  Snow Skiing-
Outdoar [Flowers ar work acking HealthCubor  Crafts Running  Aging Parent  Chiss Continuing Weight Loss RoadRace  Baseball Video Gaming Snowboarding
Cooking vegetshles) cym or Relative Education Program 5K,
Marathon,
= Homeowners who Bought Items at LOWE'S past 3mos mCIN il

CIN DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 656
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

[(Own or rent residence (HHLD): Own AND Major stores bought past 3 months: Lowe's)]



27.4% or 414,773 of WPB DMA Adults 35 or older are Homeowners who Bought Items at LOWE’S past 3mos.
Adults 35 or older Homeowners who Bought Items at LOWE'S past 3mos are 6.1% more likely to look up D-
I-Y advice online, 23.7% more likely to always vote in local elections, 39.6% more likely to belong to a gym,
7.1% more likely to fly domestic past yr.
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25.4% or 49,930,314 of USA DMA Adults 35 or older are Homeowners who Bought Items at LOWE'S past 3mos.
Adults 35 or older Homeowners who Bought Items at LOWE'S past 3mos are 5.4% more likely to use QSRs

past mo., 14.6% more likely to use Sit-Down Restaurants past mo., 2.5% less likely to use Casinos past yr.,
44.8% less likely to smoke cigarettes.
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Domestic Light Beer

Imported Beer

49,087, 7,199 25.0%
17.4% i
22,904,965 11.7%

Microbrew / Craft Beer

® Homeowners who Bought Items at LOWE’S 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.

Upscal

5,934

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

le Restaurant

Stage Show / Concert

Sports Betting

Spa

Other Gambling

4,184,

= Homeowners who Bought Items at LOWE’S past 3mos

Casinos visited pa:

m USA

-

Top-10 Cuisines: Adults 35 or older

(Sit-Down Restaurants Used Past 30-days)

3 Mexican  Chinese

o s magan wmp; steakhouse -alw Upmale  Seafood

e s.ms s

= Homeowners who Bought items at LOWE'S past 3mos musa

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
14.3%
15.6%

Homeawners who Bought Items at LOWE'S past 3mos

[T W 30,567,661

Past 12 months Casmo Activities: Adults 35 or older

Slot Machines

29.2%

st 12

Used Past 30-days: Adults 35 or older

%

i / Cannabis

Cigarettes

* Homeowners who Bought ftems at LOWE'S past 3mos

[(Own or rent residence (HHLD): Own AND Major stores bought past 3 months: Lowe's)]



Past 30-days QSR Users: Adults 35 or older
=
L

1time

TN
sk

3 times

4 times

5 times

6 - 9times

10 times or more

= Homeowners who Bought items at LOWE'S past 3mos

Avg. Monthly QSR Meals:

mMSP

Total Monthly QSR Users:
93.0% 82.7%

10.6% or 298,745 of MSP DMA Adults 35 or older are Homeowners who Bought Items at LOWE’S past 3mos.
Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos are 12.4% more likely to use QSRs
past mo., 16.6% more likely to use Sit-Down Restaurants past mo., 26.6% less likely to use Casinos past yr.,

57.3% less likely to smoke cigarettes.

Past 30-days Sit-Down Restaurant Users: Adults 35 or older
. -

1time 21.0%

15.4% )

2 times

3 times

4 times

5 times

10 times or more F

8.0%
6-9times

» Homeowners who Bought Items at LOWE'S past 3mos m MSP
Total y Sit-Down Users: Avg. Monthly Sit-Down ant Meals:
83.0% 71.2%

Drank Past 30-days: Adults 35 or older

789,298 28.0% [

766,740 27.2% [

Liquor

Any Type of Beer

Domestic Light Beer
Wine
Domestic Regular Beer

Imported Beer

|

525660 18.6% )
B
13.0%

® Homeowners who Bought Items at LOWE'S past 3mas

Microbrew / Craft Beer

mMsP

DMA Scarbarough R1 2026: Feb25-Feb26 Qual Intab

Top-10 Cuisines: Adults 35 or older

(Sit-Down Restaurants Used Past 30-days)

Pima

ilihkhhkh

chinese mexican  wings/  Coffee  Bagel/
Dwgers/ House/ Donut/
Sports Bar Coffee Bar  Bakery

rafan steskhouse Upscale  indian/
Thai /
Other
asizn

= Homeowners who Bought ftems at LOWE'S past 3mos msp

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
Homeawners who Bought ltems at LOWE'S past 3mos 9.3%

L 279,125 9.9%

Past 12 months Casino Activities: Adults 35 or older

Slot Machines

Stage Show / Concert

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

Upscale Restaurant g 2325

Used Past 30-days: Adults 35 or older

oY

ol

Sports Betting
Other Gambling |
Spa Casinos visited past 12 : Yes / Cannabis Cigarettes Vape
# Homeowners who Bought Items at LOWE'S past 3mos mMSP % Homeowners who Bought Items at LOWE'S past 3mos mMsP

193

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

[(Own or rent residence (HHLD): Own AND Major stores bought past 3 months: Lowe's)]



l 1 time
} .

2 times

3 times

4 times

5 times

6-9times

10times or more

= Homeowners who Bought Items at LOWE’S past 3mas

Total Manthly QSR Users:

mSTL

Avg. Monthly QSR Meals:

56.4% less likely to smoke cigarettes.

‘ 37.4% or 686,513 of STL DMA Adults 35 or older are Homeowners who Bought Items at LOWE’S past 3mos.
Adults 35 or older Homeowners who Bought Items at LOWE'S past 3mos are 4.1% more likely to use QSRs
past mo., 15.1% more likely to use Sit-Down Restaurants past mo., 3.4% less likely to use Casinos past yr.,

Past 30-days Sit-Down Restaurant Users: Adults 35 or older

¢ Ltime 19.1%
2umes
3 times
4 times
5 times
6 -9 times

10times or more -

= Homeowners who Bought Items at LOWE'S past 3mos
Total Monthly Sit-Down Re Users:  Avg. Monthly Sit-Down R a

87.6% 76.1%
3.7

Drank Past 30-days. Adults 35 or o!der

Any Type of Beer P a7, 19«.

Liquor

Domestic Light Beer
Domestic Regular Beer
Wine

Imported Beer
Microbrew / Craft Beer
 Homeowners who Bought Items at LOWE’S past 3mos ST

DMA Scarborough R1 2026: Feb25-Feb26 Qual intab

Top-10 Cuisines: Adults 35 or older

(Sit-Down Restaurants Used Past 30-days)

Mexicin Pz Chinese ww ,'

makan  steakhouse  Coffes Syl e smfvad
House/ Do
s,.-nu- Coffee gar Ma'

= Homeowners who Bought Items at LOWE'S past 3mos. msTL

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
Homeawners who Bought Items at LOWE'S past 3mos 9.4%

EUs 257,312 14.0%

Past 12 months Casino Activities: Adults 35 or older

Slot Machines 2

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

Upscale Restaurant 2

o
68,916 3.8%

1.8%

i 1.6%

1.8%

Sports Betting

Stage Show / Concert

Other Gambling

Spa

Casinos visited past 12

Used Past 30-days: Adults 35 or older

i / Cannabis

: 1.3%

= Homeowners who Bought Items at LOWE'S past 3mos mSTL

662

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

Cigarettes

= Homeowners who Bought ltems at LOWE'S past 3mos

[(Own or rent residence (HHLD): Own AND Major stores bought past 3 months: Lowe's)]



62.7% less likely to smoke cigarettes.

‘ 38.8% or 538,087 of CIN DMA Adults 35 or older are Homeowners who Bought Items at LOWE’S past 3mos.
Adults 35 or older Homeowners who Bought Items at LOWE'S past 3mos are 3.1% more likely to use QSRs
past mo., 13.8% more likely to use Sit-Down Restaurants past mo., 2.3% less likely to use Casinos past yr.,

Past 30-days QSR Users: Adults 35 or older |Past 30-days Sit-Down Restaurant Users: Adults 35 or older

1 time

%
2imes
3 times 11.3% 3 times
%
6o
5 times 12.8% a 5 times 8.5%
6

. 1time

2 times

13. 9%

11.8%

11.3%

11.4%

= Homeowners who Bought Items at LOWE'S past 3mos ECIN = Homeowners who Bought Items at LOWE'S past 3mos mCIN

Total Manthfy QSR Users: Avg. Monthly QSR Meals: Total Monthly Sit-Down Re Users: A

85.9% 75.5%

wn Restaurant Meals:

Top-10 Cuisines: Adults 35 or older

(Sit-Down Restaurants Used Past 30-days)

o Wk ghesss: | Ol fimbbcngs Jaben  Moms] Bmpdl okt csesiesd
urgers [ Don
l:nilmnzl spmsn. ua‘-

= Homeowners who Bought Items at LOWE'S past 3mos. mCIN

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
Homecwmers who Bought tems ot LOWE's post smos | HGASE NN  14.2%

[l 225,901 16.3%

Drank Past 30-days. Adults 35 or o!der L Past 12 months Casmo Activities: Adults 35 or older

Any Type of Beer

Liquor rn;,m 4 36. 3% Table Games (Craps, Poker, etc.)

Domestic Light Beer

e —-

Bar / Nightclub
Upscale Restaurant g
Domestic Regular Beer Stage Show / Concert

Imported Beer - v Sports Betting gy

242,930
Microbrew / Craft Beer m 19.3% i Other Gambling
Spa

# Homeowners who Bought Items at LOWE'S past 3mos ECIN = Homeowners who Bought Items at LOWE’S past 3mos

CIN DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 656
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510,960

Casinos visited past 12 months: Yes

u CIN

Used Past 30-days: Adults 35 or older

%

Cigarettes Marijuana / Cannabis

= Homeowners who Bought Items at LOWE'S past 3mos =CIN

[(Own or rent residence (HHLD): Own AND Major stores bought past 3 months: Lowe's)]



Past 30-days QSR Users: Adults 35 or older

1 time B

2 times

3 times

4 times

5 times

6-9times

10times or more

® Homeowners who Bought Items at LOWE'S past 3mos

Total Monthly QSR Users: Avg. Monthly QSR Meals:
82.8% 79.6%

BWPB

13.1% more likely to smoke cigarettes.

27.4% or 414,773 of WPB DMA Adults 35 or older are Homeowners who Bought Items at LOWE’S past 3mos.
Adults 35 or older Homeowners who Bought Items at LOWE'S past 3mos are 4.% more likely to use QSRs
past mo., 11.1% more likely to use Sit-Down Restaurants past mo., 13.7% more likely to use Casinos past yr.,

1time

2 times
3 times

4 times 9.7%

5 times 8.8%

6 -9 times

10times or more 6.2%

Past 30-days Sit-Down Restaurant Users: Adults 35 or older

15.7%

15.7%

10.4%

= Homeowners who Bought Items at LOWE’S past 3mos mWPB
Total Monthly Sit-Down Re Users:  Avg. Monthly Sit-Down R ant Meals:
85.3% 76.8%

Drank Past 30-days: Adults 35 or older

Liquor - e 43.2% |
Any Type of Beer 571,301

Wine 554,873 36.7% 3
Domestic Regular Beer Frpemn 24.1%

Imported Beer  Ery 23.4%
Domestic Light Beer gy 23 1% B - v
Microbrew / Craft Beer i
® Homeowners who Bought Items at LOWE'S past 3mos =WpB

DMA Scarborough R1 2026: Jan25-lan26 Qual Intab

Past 12 months Casino

Slot Machines

i
Upscale Restaurant

Table Games (Craps, Poker, etc.)

2

Stage Show / Concert
.
el

son R saw
Other Gambling 1.1;;’6%

= Homeowners who Bought Items at LOWE’S past 3mos

644

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

Top-10 Cuisines: Adults 35 or older

(Sit-Down Restaurants Used Past 30-days)

Pizza

a3 chinese  maian  Mexicn Steakhouse Wings/ Upscile  Seafood
eungers /
Sports Bar

Coffee  Bagel /
House /  Donut /
Coffee Bar  Bakery

= Homeowners who Bought Items at LOWE'S past 3mos mWPB

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
Homeawners who Bought Items at LOWE'S past 3mos 15.7%

L 247,743 16.4%

Activities: Adults 35 or older

22.8%

155,428 10.3%

454181

Casinos visited past 12 hs: Yas

Used Past 30-days: Adults 35 or older

= WPB

i / Cannabis

Cigarettes Vape

= Homeowners who Bought Items at LOWE'S past 3mos =WPB

[(Own or rent residence (HHLD): Own AND Major stores bought past 3 months: Lowe's)]



25.4% or 49,930,314 of USA DMA Adults 35 or older are Homeowners who Bought Items at LOWE'S past 3mos
Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos are 21.1% more likely to have a

401K, 24.5% more likely to have an Auto Loan, 40.2% more likely to Invest/Trade Stocks Online, .2% more
likely to pay with their Debit Card.

E“ﬁ?‘mwest*me'm.'s Owned: Adults 35 or older Financial Services Has and/or Uses: Adults 35 or older

401K Plan

90,606,951 46.1%

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

222%
Money Market Funds
0,5] 14.6%
Bonds ERRRREN 1.
Other (Crypto /NFTs / Metals, o) [JESREEIS 15%
7o oo o S o ¥
13.6%
Second Home or Real Estate Property m% Checking Debitor ATM  Savings  CreditCard  Online Online Bill Mobile Home Auto Loan Certificates of Personal Loan Studentloan Refinanced Home

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

a 5,952,779 11.9% Account Mortgage Loan or Home

529 Plan / College Savings Plan 16,556,000} Equity toan

® Homeowners who Bought ltems at LOWE’S past 3mos mUSA ® Homeowners who Bought Items at LOWE’S past 3mos HUSA

Professional Services Used*: Adults 35 or older |m'Pasi.‘ 3-Months Payment Methods Used: Adults 35 or older

Tax Preparation Service -
2 44,240,624 22.5%

Financial Planner e 7

Online Investing / Stock Trading

95 15.9%
20,660,987 10.5%
S — o

Accountant

29,076,611 14.8%

. 6.1%
Estate Planning 1.9%
5.3%
N 9% (*Past 12 Months) visa PayPal Debit Card  MasterCard Zelle Venmo ApplePay  CashApp  Google Pay Store Credit  American Discover  Square Cash  Facebook Samsung Pay
Divorce / Family Attormey r 0% card Express Messenger
* Homeowners who Bought Items at LOWE'S past 3mos W USA ¥ Homeowners who Bought Items at LOWE’S past 3mos HUSA

USA USA Projection Scarborough R1 2026: Jan25-Mar26 Qual Intab 5,934
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, inc. LLC. All rights reserved.

[(Own or rent residence (HHLD): Own AND Major stores bought past 3 months: Lowe's)]




Investments Owned: Adults 35 or older

e

IRA (Individual Retirement Account) e

Stocks o ock Optins

25.2%
630,715 22.4%

Money Market Funds 15‘_;;:%

Mutual Funds

11.6%
11.5%

19.3%
Y 10.0%

. 15.5%
529 Plan / College Savings Plan m"

Second Home or Real Estate Property mﬂ ;,1;‘5%
» Homeowners who Bought Items at LOWE’S past 3mos m MsP

Bonds e

Other (Crypto / NFTs / Metals, etc.)

Checking Savings

10.6% or 298,745 of MSP DMA Adults 35 or older are Homeowners who Bought Items at LOWE’S past 3mos.
Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos are 31.3% more likely to have a
401K, 34.4% more likely to have an Auto Loan, 50.5% more likely to Invest/Trade Stocks Online, 16.1% less

likely to pay with their Debit Card.

Financial Services Has and/or Uses: Adults 35 or older

2 51421 s [ 10 1
Debit or ATM  Credit Card Online Online Bill Mobile Home Auto loan

Money  Certificates of Studentloan Home Refinanced Personal Loan
Account Account card Banking Paying Banking Mortgage Market  Deposit (CDs) Improvement  Home
Account Loanor Home Mortgage
Equity Loan

= Homeowners who Bought items at LOWE’S past 3mos m MSP

Professional Services Used*: Adults 35 or older

Financial Planner

28.

Tax Preparation Service

775,
Insurance Agent at a Local Office (not online)
21.2%
14.1%
3,1 11.1%

s R v (@ @
= 5.1%

Estate Planning Q&LS’S
57%

Real Estatt nt
eal Estate Age: mz%

Divorce / Family Attorney r’::”:

® Homeowners who Bought Items at LOWE’S past 3mos u MSP

Online Investing / Stock Trading

(*Past 12 Months)

MSP DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 193
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

f Past 3-Months Payment Methods Used: Adults 35 or older

8% 17.0%

2.4% 2.7%
PayPal Venmo MasterCard  DebitCard  Apple Pay Zelle American  Store Credit Google Pay  Discover Cash App  Square Cash  Facebook Samsung Pay
Express Card Messenger
= Homeowners who Bought Items at LOWE’S past 3mos m MSP

[(Own or rent residence (HHLD): Own AND Major stores bought past 3 months: Lowe's)]



37.4% or 686,513 of STL DMA Adults 35 or older are Homeowners who Bought Items at LOWE’S past 3mos.
Adults 35 or older Homeowners who Bought Items at LOWE'S past 3mos are 18.5% more likely to have a

401K, 5.6% less likely to have an Auto Loan, 33.4% more likely to Invest/Trade Stocks Online, 2.2% less likely
to pay with their Debit Card.

Investments Owned Adults 35 or older

i

IRA (Individual Retirement Account)

Stocks or Stock Options
Mutual Funds
Money Market Funds

Other (Crypto / NFTs / Metals, etc.)

15.3%
199 810 10.9%

Bonds

529 Plan / College Savings Plan

Second Home or Real Estate Property

135,89

¥ Homeowners who Bought ltems at LOWE’S past 3mos mSTL

Financial Services Has and/or Uses: Adults 35 or older

7.5% 7.6%

7.7% 61% 6.0% 51%

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

Checking Debitor ATM  Savings

#® Homeowners who Bought Items at LOWE’S past 3mos W STL

Professional Services Used ¥: Adults 35 or older

-
447.312 24.4%

Tax Preparation Service

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

Accountant

Estate Planning

PEREY 4.3%
7.2%
4.2%

Real Estate Agent

*Past 12 Months]
Divorce / Family Attormey r‘i‘ﬁx f 4
0.9%
# Homeowners who Bought Items at LOWE'S past 3mos mSTL

DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 662

B\ Past 3-Months Payment Methods Used: Adults 35 or older

7% 8.0% 7.7% 7.4%
3.3% 44%

Square Cash

American

visa MasterCard  Debit Card Venmo

Apple Pay  Store Credit Google Pay
Card

Zelle Discover Cash App Facebook  Samsung Pay
Express Messenger
¥ Homeowners who Bought Items at LOWE’S past 3mos HSTL

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

[(Own or rent residence (HHLD): Own AND Major stores bought past 3 months: Lowe's)]




38.8% or 538,087 of CIN DMA Adults 35 or older are Homeowners who Bought Items at LOWE’S past 3mos.
Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos are 22.% more likely to have a 401K,
16.4% more likely to have an Auto Loan, 56.8% more likely to Invest/Trade Stocks Online, 7.2% less likely to
pay with their Debit Card.

E“ﬁ?‘mwest*me'm.'s Owned: Adults 35 or older

i

IRA (individual Retirement Account)  pepsrem 3% -

350,125 25.3%

23.6%

Stocks or Stock Options

Mutual Funds 155%

22.5%
13.2%

66,67 12.4%
129,650 9.4%

12.3%

8.8%
12.5%
7.7%

Money Market Funds

529 Plan / College Savings Plan

Other (Crypto / NFTs / Metals, etc.)

Second Home or Real Estate Property

22201

Checking Debitor ATM  Savings

Financial Services Has and/or Uses: Adults 35 or older

7.5% 7.2% 8.2% gag 7.2% gy

Money  Certificates of Studentloan Personal Loan  Home

o730 oo 1

Online Online Bill

Credit Card Refinanced
Account card Account Banking Paying Market  Deposit (CDs) Improvement Home
Bonds m:%s% Account Loan or Home Mortgage
L 7. Equity Loan
W Homeowners who Bought Items at LOWE'S past 3mos mCIN # Homeowners who Bought Items at LOWE’S past 3mos ECIN
Professional Services Used*: Adults 35 or older |m'Pasi.‘ 3-Months Payment Methods Used: Adults 35 or older
Tax Preparation Service 2 3'36 21.6% — y
Fnandlal phinner . BYINee: 10.9% .
Insurance Agent at a Local Office (not online)
—— R
e R B |
Estate Planning % 68X 10.6% 8.8%
: . 36% S6% 3.4%
Real Estate Agent m_ﬁ;s% ssisis 327720 h d m’m

o
Divorce / Family Attormey ] (*Post 12 Months}
0.9%
# Homeowners who Bought Items at LOWE'S past 3mos ECIN
CIN DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 656
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, inc. LLC. All rights reserved.

Google Pa;

Zelle

Paypal

Debit Card Venmo ApplePay  American  Cash App  Store Credit Discover  Square Cash  Facebook Samsung Pay
Expre: Card Messenger
¥ Homeowners who Bought Items at LOWE’S past 3mos HCIN

[(Own or rent residence (HHLD): Own AND Major stores bought past 3 months: Lowe's)]




27.4% or 414,773 of WPB DMA Adults 35 or older are Homeowners who Bought Items at LOWE’S past 3mos.
Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos are 4.9% more likely to have a 401K,

35.7% more likely to have an Auto Loan, 27.2% more likely to Invest/Trade Stocks Online, 3.5% less likely to
pay with their Debit Card.

Investments Owned: Adults 35 or older

IRA (Individual Retirement Account)
21.1%
17.5%
16.0%
Other (Crypto / NFTs / Metals, etc.) .3;: A%

a%
11.4%

Stocks or Stock Options
Mutual Funds

Money Market Funds

Cbechrg Debit or ATM

Financial Services Has and/or Uses: Adults 35 or older

% 0% 3.4% 3.7% 48% 5gg
o BT D mioom

Savings Credit Card Online Online Bill Mobile Auto loan  Certificates of Personal Loan

Second Home or Real Estate Property m‘m Home Home  Studentloan Refinanced
Account card Account Banking Paying Banking Mortgage Deposit (CDs) Improvement Home
. 7.0% Loan or Home Mortgage
529 Plan / College Savings Plan m.,m Equity Loan
# Homeowners who Bought Items at LOWE'S past 3mos uWPB ® Homeowners who Bought Items at LOWE'S past 3mos HWPB
Professional Services Used*: Adults 35 or older 'm'Past 3-Months Payment Methods Used: Adults 35 or older
Financial Planner
Accountant 17.6%
Online Investing / Stock Trading ic:n g;) e Wh
Insurance Agent at a Local Office (not online) 12.1% .
Estate Planning Eﬁe . 9.1% 10.1%
43% 4.5% 3.1%
Real state Agert ol 3 e ™ " ! N —
i . 0.6% (*Past 12 Months) VISA MasterCard Venmo  ApplePay  American StoreCredit CashApp GooglePay  Discover SquareCash Facebook SamsungPay
Divorce / Family Attorney E 13% Express Card Messenger
® Homeowners who Bought Items at LOWE'S past 3mos HWPB W Homeowners who Bought Items at LOWE'S past 3mos N WPB
DMA Scarborough R1 2026: Jan25-Jan26 Qual Intab 644
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[(Own or rent residence (HHLD): Own AND Major stores bought past 3 months: Lowe's)]




valspar
SIGNATURE

Interior paint or wallpaper
Remodel bathroom
Carpeting or floor covering
Fencing/decking

Exterior paint
Electrical/lighting
Remodel kitchen

Replace windows or doors
Plumbing

Replace or repair roof

Heating or air conditioning

"Home Improvements Planned"

P35+ Homeowners who Purchased Items at LOWE’S in the past 3 months (Home
Improvements Planned next 12 months)

22,932,576
16,224,511
13,168,079
1.;*'2,87(;,7'19
11,153,669

9,599,071

6,063,107

Home generator
1 P35+ Homeowners who Purchased Items at LOWE’S in the past 3 months (Home Improvements Planned next 12 months)
+
USA DMA Scarborough R12026: Jan25-Mar26 nglntgs‘“ggome MBIV PRNRSH A2 IO OIES) f' Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. Soe a.al for Anything =
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"Home Improvements Planned"

w e P35+ Homeowners who Purchased Items at LOWE’S in the past 3 months (Home
valspar Improvements Planned next 12 months)

SIGNATURE

Interior paint or wallpaper 57,440 — 17.6%
Remodel bathroom o 1
Carpeting or floor covering b - 10.2%
Electrical/lighting poadie — 9.9%
Fencing/decking | B
Plambing a7 e "o
Exterior paint Ezg%?_ - 7.2%
Replace windows or doors ﬁgf_ v 6.6% . _ —
Remodel kitchen J&Hﬁis% L " b ~— = ﬂ,gﬂ;“
Replace or repair roof %1'7% Wy - T _u R l‘\' ‘\ :
Heating or air conditioning {9:%
Home generator E.-’?iﬁ

m P35+ Homeowners who Purchased Items at LOWE’S in the past 3 months (Home Improvements Planned next 12 months)

B P35+ MINNEAPOLIS-ST. PAUL (Home Improvements Planned next 12 months)
MINNEAPOLIS-ST. PAUL DMA  Scarborough R1 2026: Feb25-Feb26 QualIntab: 187

* Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. SO efa .al for Anything =
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"Home Improvements Planned"

P35+ Homeowners who Purchased Items at LOWE’S in the past 3 months (Home
valspar Improvements Planned next 12 months)

Sl‘GNATURE

Interior paint or wallpaper
Remodel bathroom
Fencing/decking
Carpeting or floor covering
Electrical/lighting
Remodel kitchen
Exterior paint
Replace or repair roof

Replace windows or doors

Plumbing

' ST. LOUIS
2.4%

1.9%

Home generator

Heating or air conditioning

B P35+ Homeowners who Purchased Items at LOWE’S in the past 3 months (Home Improvements Planned next 12 months)
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"Home Improvements Planned”

T P35+ Homeowners who Purchased Items at LOWE’S in the past 3 months (Home
o Improvements Planned next 12 months)
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valspar

SIGNATURE
Interior paint or wallpaper
Exterior paint
Remodel kitchen
Remodel bathroom
Carpeting or floor covering
Electrical/lighting
Fencing/decking
Replace windows or doors
Plumbing
Heating or air conditioning

Replace or repair roof

Home generator

"Home Improvements Planned"

P35+ Homeowners who Purchased Items at LOWE’S in the past 3 months (Home
Improvements Planned next 12 months)

S —_—
10.1%
LB 13.6%
8.5%
43,139 _ 8.7%
XA .o
41,804 : 8.5%
e
37,739 7.6%
34,373 . 6.9%
R A -
31,739 6.4%
a.%
27,374 ) 5.5%
£0%
24,697 5.0%
50741y, 1 <, — :
879 4.6% 5 ] : ¥ : =y St
PO S - A = =L N
T WEST PALM BEACH-BOCA RATON

9,888 2.0%

20,220 JEER

® P35+ Homeowners who Purchased Items at LOWE’S in the past 3 months (Home Improvements Planned next 12 months)
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Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend an average of 3 days, 7 hours, 57
minutes and 46 seconds each week with All Forms of Media.

86.5% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend an avg. of 8 hours and 38 minutes each week
listening to All Local AM/FM Radio, representing 9.4% of total time spent with all forms of Media.

%o

Avg. H:M:S/week with All Forms of Media:

Adults 18 or older
e S
concurrent
usage %: 48.3%
Homeowners who Bought usA

Items at LOWE'S past 3mos.
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Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend an average of 3 days, 10 hours, 38
minutes and 31 seconds each week with All Forms of Media.

91.8% of Adults 35 or older Homeowners who Bought Iltems at LOWE’S past 3mos spend an avg. of 8 hours and 38 minutes each week
listening to All Local AM/FM Radio, representing 9.6% of total time spent with all forms of Media.

97.1%

Avg. H:M:S/week with All Forms of Media:

Adults 18 or older
e 45.4%
Homeowners who Bought MSP
Items at LOWE'S past 3mos

63.1%
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Adults 35 or older Homeowners who Bought Iltems at LOWE’S past 3mos spend an average of 3 days, 19 hours, 19
minutes and 31 seconds each week with All Forms of Media.

91.9% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend an avg. of 8 hours and 34 minutes each week
listening to All Local AM/FM Radio, representing 8.6% of total time spent with all forms of Media.

B

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

Weekly
Reach %:

% of Total
Weekly H:M:
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Adults 35 or older Homeowners who Bought Iltems at LOWE’S past 3mos spend an average of 3 days, 12 hours, 24
minutes and 9 seconds each week with All Forms of Media.

89.6% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend an avg. of 9 hours and 36 minutes each week
listening to All Local AM/FM Radio, representing 10.2% of total time spent with all forms of Media.

EXo

Avg. H:M:S/week with All Forms of Media:
Aduits 18 or older
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e 43.7%
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Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend an average of 3 days, 22 hours, 23
minutes and 4 seconds each week with All Forms of Media.

89.1% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend an avg. of 8 hours and 25 minutes each week
listening to All Local AM/FM Radio, representing 7.9% of total time spent with all forms of Media.
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Avg. H:M:S/week with All Forms of Media:
Adults 18 or older
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Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend an average of 2 days, 13 hours, 45
minutes and 14 seconds each week with All Forms of Ad-Supported Media.
81.9% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend an avg. of 7 hours and 54 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 10.5% of total time spent with all forms of Ad-Supported Media.

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

57:22:39
Concurrel
usage 50.1%
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Homeowners who Bought
Items at LOWE'S past
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Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend an average of 2 days, 14 hours, 16
minutes and 58 seconds each week with All Forms of Ad-Supported Media.

86.4% of Adults 35 or older Homeowners who Bought Items at LOWE'’S past 3mos spend an avg. of 7 hours and 36 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 10.5% of total time spent with all forms of Ad-Supported Media.

97.1%

Avg. H:M:S/week with All Forms of Ad-
Supported Media: Adults 18 or older
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Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend an average of 2 days, 21 hours, 58
minutes and 35 seconds each week with All Forms of Ad-Supported Media.
87.7% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend an avg. of 8 hours and 8 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 10.2% of total time spent with all forms of Ad-Supported Media.
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Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend an average of 2 days, 19 hours, 43
minutes and 51 seconds each week with All Forms of Ad-Supported Media.
85.% of Adults 35 or older Homeowners who Bought Iltems at LOWE’S past 3mos spend an avg. of 8 hours and 56 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 11.2% of total time spent with all forms of Ad-Supported Media.
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Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend an average of 3 days, 3 hours, 29
minutes and 58 seconds each week with All Forms of Ad-Supported Media.
84.7% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend an avg. of 7 hours and 44 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 8.7% of total time spent with all forms of Ad-Supported Media.
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for an avg. of 67.7 minutes/day.

Adults 35 or older Homeowners who Bought Items at LOWE'S past 3mos spend an average of 8 hours
and 49 minutes each day with All Forms of Ad-Supported Media. 81.9% listen to Local AM/FM Radio
(Local Radio delivers 10.5% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 35 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older
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for an avg. of 65.2 minutes/day.

Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend an average of 8 hours
and 53 minutes each day with All Forms of Ad-Supported Media. 86.4% listen to Local AM/FM Radio
(Local Radio delivers 10.5% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 35 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older
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Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend an average of 9 hours
and 59 minutes each day with All Forms of Ad-Supported Media. 87.7% listen to Local AM/FM Radio

for an avg. of 69.9 minutes/day. (Local Radio delivers 10.2% of Time with Ad-Supported Media.)
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Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend an average of 9 hours
and 40 minutes each day with All Forms of Ad-Supported Media. 85.% listen to Local AM/FM Radio

for an avg. of 76.7 minutes/day. (Local Radio delivers 11.2% of Time with Ad-Supported Media.)
Top-13 All Forms of Media (Persons & % Reach): Adults 35 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older
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Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend an average of 10
hours and 47 minutes each day with All Forms of Ad-Supported Media. 84.7% listen to Local AM/FM
Radio for an avg. of 66.4 minutes/day. (Local Radio delivers 8.7% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 35 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older
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- 40,875,080 or 81.9% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos
listen to Ad-Supported Local AM/FM Radio for an average of 67.7 minutes every day representing
41.5% of all time spent daily with Ad-Supported Audio.
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258,070 or 86.4% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos listen
to Ad-Supported Local AM/FM Radio for an average of 65.2 minutes every day representing 45.4%
of all time spent daily with Ad-Supported Audio.
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601,759 or 87.7% of Adults 35 or older Homeowners who Bought Items at LOWE'S past 3mos listen
to Ad-Supported Local AM/FM Radio for an average of 69.9 minutes every day representing 46.3%
of all time spent daily with Ad-Supported Audio.
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- 457,324 or 85.% of Adults 35 or older Homeowners who Bought Items at LOWE'S past 3mos listen to
Ad-Supported Local AM/FM Radio for an average of 76.7 minutes every day representing 44.9% of
all time spent daily with Ad-Supported Audio.

Avg. Week All Audm (Persons & % Reach): Adults 35 or older Avg. Day All Audio (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older
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- 351,363 or 84.7% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos listen
to Ad-Supported Local AM/FM Radio for an average of 66.4 minutes every day representing 40.8%
of all time spent daily with Ad-Supported Audio.
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40,875,080 or 81.9% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos
listen to Ad-Supported Local AM/FM Radio for an average of 67.7 minutes every day representing
41.5% of all time spent daily with Ad-Supported Audio.
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258,070 or 86.4% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos listen
to Ad-Supported Local AM/FM Radio for an average of 65.2 minutes every day representing 45.4%
of all time spent daily with Ad-Supported Audio.

Avg. Hours+Minutes/day with Ad-Supported
Audio: Adults 35 or older

Homeowners who Bought MSP
Items at LOWE'’S past 3mos

"Share of Ad-Supported Audio”

12.0% 11.9%
9

7.6% 6.9% 70%  7-8% mmm—

6.8% 6.0% 7.0%

Gtk = 2.7% 2.7%
[ G BEE 5o i
22,774 195306 24,225 197,109 23,399 339,663 26,626 335315 10,835 191,663 18,069 196,309 7,938 75,094
All Others TV Music Spotify
Channels

Pandora

iHeartRadio SiriusXm

# Homeowners who Bought Items at past 3mos [

MINNEAPOLIS-ST. PAUL DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 1,934

* Share of Everything

[(Own or rent residence (HHLD): Own AND Major stores bought past 3 months: Lowe's)]



601,759 or 87.7% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos listen
to Ad-Supported Local AM/FM Radio for an average of 69.9 minutes every day representing 46.3%
of all time spent daily with Ad-Supported Audio.

87.7% Avg. Hours+Minutes/day with Ad-Supported
Reach% Audio: Adults 35 or older
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457,324 or 85.% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos listen to
Ad-Supported Local AM/FM Radio for an average of 76.7 minutes every day representing 44.9% of
all time spent daily with Ad-Supported Audio.

85.0%

Weekly 80.9% Avg. Hours+Minutes/day with Ad-Supported
Reach % Audio: Adults 35 or older
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351,363 or 84.7% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos listen
to Ad-Supported Local AM/FM Radio for an average of 66.4 minutes every day representing 40.8%
of all time spent daily with Ad-Supported Audio.

Weekly 81.0% Avg. Hours+Minutes/day with Ad-Supported

Audio: Adults 35 or older
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Local AM/FM Radio Formats (Persons & % Reach} Adults 35 or older Local AM/FM Radio Formats (% Time Spent & Avg. Mmutes/day Spent): Adults 35 or older

(Average Week)
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40,875,080 or 81.9% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos listen to
Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Classic Hits, Country,

Classic Rock, and Pop Contemporary Hit Radio.
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258,070 or 86.4% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Hot AC, Country, News/Talk/Information, Classic
Hits, and All Sports.
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601,759 or 87.7% of Adults 35 or older Homeowners who Bought ltems at LOWE'S past 3mos listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Classic Hits, Classic Rock, Adult Hits, New Country,
and Adult Contemporary.
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457,324 or 85.% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Country, Classic Hits, News/Talk/Information, Adult
Contemporary, and Classic Rock.
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351,363 or 84.7% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Classic Hits, Classic Rock, Pop
Contemporary Hit Radio, and Country.
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35,114,776 or 70.3% of Adults 35 or older Homeowners who Bought Items at LOWE'S past 3mos
watch Ad-Supported Local TV Stations for an average of 120.4 minutes every day representing 33.7%
of all time spent daily with Ad-Supported Video.
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236,499 or 79.2% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos watch
Ad-Supported Local TV Stations for an average of 135. minutes every day representing 39.1% of all
time spent daily with Ad-Supported Video.
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Avg. Week All Video (Persons & % Reach): Adults 35 or older
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540,521 or 78.7% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos watch
Ad-Supported Local TV Stations for an average of 143.9 minutes every day representing 36.1% of all
time spent daily with Ad-Supported Video.
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Avg. Week All Video (Persons & % Reach): Adults 35 or older
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413,176 or 76.8% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos watch
Ad-Supported Local TV Stations for an average of 136.6 minutes every day representing 34.8% of all
time spent daily with Ad-Supported Video.
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321,574 or 77.5% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos watch
Ad-Supported Local TV Stations for an average of 133.5 minutes every day representing 29.6% of all
time spent daily with Ad-Supported Video.
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35,114,776 or 70.3% of Adults 35 or older Homeowners who Bought Items at LOWE'S past 3mos
watch Ad-Supported Local TV Stations for an average of 120.4 minutes every day representing 33.7%
of all time spent daily with Ad-Supported Video.
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236,499 or 79.2% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos watch

Lﬂu,lE S xle. : Msp Ad-Supported Local TV Stations for an average of 135. minutes every day representing 39.1% of all

time spent daily with Ad-Supported Video.
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540,521 or 78.7% of Adults 35 or older Homeowners who Bought Items at LOWE'S past 3mos watch
Ad-Supported Local TV Stations for an average of 143.9 minutes every day representing 36.1% of all
time spent daily with Ad-Supported Video.
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413,176 or 76.8% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos watch

Ad-Supported Local TV Stations for an average of 136.6 minutes every day representing 34.8% of all
time spent daily with Ad-Supported Video.
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321,574 or 77.5% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos watch
Ad-Supported Local TV Stations for an average of 133.5 minutes every day representing 29.6% of all
time spent daily with Ad-Supported Video.
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Local TV Station Programs (Persons & % Reach): Adults 35 or older

(averoge week)

Local News - Evening
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Local News - Morning
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National/Network News
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' 35,114,776 or 70.3% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos
watch Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Sports,
Comedies, Local News - Morning, Movies, and Dramas.
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Local TV Statron Programs (Persons & % Reach): Adults 35 or older

(average week)

Local News - Evening
Sports
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' 236,499 or 79.2% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos watch
Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening, Comedies,
Local News - Marning, Movies, and Game Shows.
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Local TV Station Programs (Persons & % Reach): Adults 35 or older
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' 540,521 or 78.7% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos watch
Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Sports, Local News -
Morning, Comedies, Movies, and Game Shows.
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Local TV Station Programs (Persons & % Reach): Adults 35 or older
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' 413,176 or 76.8% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos watch
Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Sports, Local News -
Morning, Comedies, Movies, and Game Shows.

Avg. Hours+Minutes/day with Local
TV Stations: Adults 35 or older

Homeowners who Bought
Items at LOWE'S past 3mos

mCIN

¥ rime spent: (averoge Doy

Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older

12 7%

Game Shows
28.0

Dramas
454

National/Netw

Local News -
Late
23.0

Local News -
Evening
34.0

Mystery/Susp
ense/Crime
22.7

Comedies
29.3

oy o oo
S b
=5 SRR R

be

Late Night...

Comedies
28.6

Dramas

48.1 Local

News -
Late
22.7

Game Shows
275

Food | Late
/Coo | Nigh
king t

Sho... [Tal...

Docu
ment
aries
111

Mystery/Susp
ense/Crime
233

Local News -
Evening
34.9

¥ Homeowners who Bought items at LOWE'S

past 3mos ECIN

Ad-Supported Local TV Station Programs (Persons & % Reach): Adults 35 or older

Total Persons:

T e ——
S e ———
D ——

D ey VUM
@_ﬂ!-

D —
P — V.

S —

{average week)
Local News - Evening

Sports

Local News - Morning
Comedies

Game Shows

Movies

Dramas

Local News - Late
National/Network News

Mystery/Suspense/Crime

5 or g

FotfConking shows —rT
m = Homeowners who Bought
Late Night Talk e e 7 Items at LOWE'S past
3mos
coutshows B R VA
# Homeowners who Bought items at LOWE’S past 3mos
CIN DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 656

Avg. Hours+Minutes/day with Ad-
Supported Local TV Stations: Adults

m CIN

Ad- Suggorted Local TV Station Programs (% Time Spent &

% Time Spent: [Average Day)

Avg. Minutes/day Spent): Adults 35 or older

128%

Local News -
Evening
35.8

Comedies
27.8

Game Shows
28.0

Dramas

47.8 Mystery/Suspe

nse/Crime
239

Court Shows
2372

Natio | [ate
nal/N Nig...

Local News | €twor

- late

23.0 Ne... Food/...

ol

. B "
Hggigaiiggagl
ROERAR B =8 B %

2.

Game Shows
27.5

Dramas
51.0 Local

News -
Late
22.7

Court
Shows
20.8

Comedies
273

Late Night
Talk...

Nationa

Local News - I/Netw

Evening
37.0

Mystery/Susp
ense/Crime or
News...

Food/Co...

® Homeowners who Bought Items at LOWE’S past 3mos

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

[(Own or rent residence (HHLD): Own AND Major stores bought past 3 months: Lowe's)]

uCIN

soefa.ai

* Share of Everything
for Anything -



' 321,574 or 77.5% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos watch
Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening, Local News -
Morning, Comedies, Movies, and Dramas.

Local TV Station Programs (Persons & % Reach): Adults 35 or older

(averoge week)

Local News - Evening
Comedies

Local News - Morning

Game Shows
National/Network News
Food/Cooking Shows
Documentaries
Mystery/Suspense/Crime
Court Shows

Local News - Late

Totol Rersons:

m 42.9% |
B —
m_n-
P e T,

B ——__

@-!m-
PR —T

» Homeowners who Bought Items at LOWE’S past 3mos

Avg. Hours+Minutes/day with Local
TV Stations: Adults 35 or older

Homeowners who Bought
tems at LOWE'S past 3mos

= WPB

=l
*':2

Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older

. (Average Doy)

e
&

0%

Comedies

Mystery/S
uspense/C
rme

C ume
/Networ ntari
k News es

15.0 | 9.9

Local News -
Late
20.0

Local News -
Evening
30.2

Local News -
Evening
278

Movies
23.0

Game Shows G
225

Mystery/Suspe

nse/Crime
18.8

Nation
al/Net
work
News
13.9

Court Shows

omedies
223

18.0

Document

Food/Coo
king...

= H s who Bought items at LOWE’S past 3mos

=WPB

Ad-Supported Local TV Station Programs (Persons & % Reach): Adults 35 or older

(Average week)
Local News - Evening

Local News - Morning
Sports

Comedies

Movies

Dramas

Game Shows

National /Network News
Mystery/Suspense/Crime
Food/Cooking Shows
Court Shows

Local News - Late

Late Night Talk

Total Persons:

M—H"‘
—!m—
Mm
e — T
T —
DO —
Y a—T

PR —R T

Avg. Hours+Minutes/day with Ad-
Supported Local TV Stations: Adults

5 or older
-

Homeowners who Bought wes
— e
242670 | 215
PR — T
® Homeowners who Bought Items at LOWE'S past 3mos HWPB

Qual intab 644

DMA Scarborough R1 2026: Jan25-Jan26

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

Ad-Supported Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older
- [Aversge 0ay)

Local News -
Morning
403

Game Shows
248

Mystery/
Suspense
/Crime
19.6

Court
Shows
19.9

Comedies
22.2

Late Night
Talk...

Nationa

I/Netwo

rk News
12.0

Local News -
Morning
36.7

Local News -
Late
20.0

Local News -
Evening
29.8

Food/Coo...

Local News -
Evening
29.0

Ga

Court
Shows
18.0

Comedies
21.0

a

me Shows
22.5

Local
News -
Late
17.0

Late Night
Talk...

Food/Co...

= Homeowners who Bought Items at LOWE’S past 3mos

[(Own or rent residence (HHLD): Own AND Major stores bought past 3 months: Lowe's)]

SO

Nation
Mystery/Sus
pense/Crime
19.5 11.7
= WPB
= Share
-

of Everything

for Anything _



Avg. Week All Digital (Persons & % Reach): Adults 35 or older
B — T
_

search (Google, Bing, etc.)

OTT TV Streaming Services

IWebsites/Apps)

ing/Fi
Email/Text/IM/Zoom,etr. (Personal & Work)
Social Media

Streaming Audio (Local Radio/
Podcasts/Streaming Services)
Games/Fantasy/Betting Sites
YouTube/TikTok, etc.

Shopping (incl. Food/ Auctions/Travel,etc.)

Local TV Streaming

Online Classes, Schaols, Colleges, Universities

m [T .

Concurrent
usage %:

Homeowmers wha Bought
Items at LOWE'S past 3mos

= Homeowners who Bought Items at LOWE’S past 3mos

spent daily with Ad-Supported Digital Media.

[ 37,643,670 or 75.4% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos use
Ad-Supported Social Media for an average of 115.5 minutes every day representing 21.1% of all time
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OTTTV Streaming Services m

% Time Spent:

230,581 or 77.2% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos use
Ad-Supported Social Media for an average of 96.7 minutes every day representing 19.5% of all time
spent daily with Ad-Supported Digital Media.
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539,062 or 78.5% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos use

L[][uE S )L_ STl Ad-Supported Social Media for an average of 121.4 minutes every day representing 22.% of all time
=== spent daily with Ad-Supported Digital Media.
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425,890 or 79.1% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos use
Ad-Supported Social Media for an average of 105.3 minutes every day representing 19.8% of all time
spent daily with Ad-Supported Digital Media.
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| 318,760 or 76.9% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos use
Ad-Supported Social Media for an average of 146.4 minutes every day representing 22.8% of all time
spent daily with Ad-Supported Digital Media.
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37,643,670 or 75.4% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos use
Ad-Supported Facebook for an average of 41. minutes every day representing 36.6% of all time
spent daily with Ad-Supported Social Media.

Avg. Week All Sacit'zl edia (Persons & % Reach): Adults 35 or older Avg. Day All Social Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older

% Time spent-
Facebook  FFeRYRTY 8 3%
Instagram
YouTube Video  g&%# 6194 44 0% 9%
Linkedin ga¢ m
TikTok o
-Reddﬂ M YouTube Video Instagram Ins;g-;am \'OUTl;l;eBVideo
Pinterest m 259 :
X Avg. Haurs#:Minum/duy with all m i Pinte
WhatsApp M m Social Media: Adults 35 or older m Resdgl'( ros.
Snapchat m@ 0.3

Others(Rumble, Threads,...

tumblr

Blogs/Message Boards (read... mm 18:5%

Homeowners who Bought
Items at LOWE'S past 3mos

[ 23,25 Rvi

» Homeowners who Bought Items at LOWE’S past 3mos m USA

Linke
din
8.8

TikTok
10.5

Facebook
53.3

LinkedIn
9.8

TikTok
79

Facebook
47.7

® Homeowners who Bought Items at LOWE’S past 3mos W USA

Avg. Week Ad-Supported Social Media (Persons & % Reach): Adults 35 or older

Avg. Day Ad-Supported Social Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older

Total Pessons: % Time Spent:
Facebook BTNl 4% m
Instagram (166
YouTube Video  FPgFe e % m
Linkedin (2,65 |
TikTok (i
e Ay tourube video  Instagram
" YouTube Video Instagram 21.4 206
Pinterest & m A 55
(3720501 3% (75 250 17.3
X PR i Avg. Hours+Minutes/day with Ad- R
7 ia: Pinterest
ko U VO et s st e, 5
snapchr PRI P e
Link
Others(Rumble, Threads,... m a 144 m . ) :
PR R — _ m Gis TikTok edin Facebook TikTok Linkedin
Blogs/Message Boards (read... PPRAPH i 50 (00 | 7.9 5.5 455 105 5.7
Homeowners who Bought usA _
tumblr L 1‘2?3%6 Items at LOWE'S past 3mos 0.4% |
® Homeowners who Bought Items at LOWE’S past 3mos mUSA = Homeowners who Bought Items at LOWE’S past 3mos m USA
B ) ® Share of Everything
USA USA Projection Scarborough R1 2026: Jan25-Mar26 Qual intab 5934 Soeﬁ. al for Anything |

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

[(Own or rent residence (HHLD): Own AND Major stores bought past 3 months: Lowe's)]



230,581 or 77.2% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos use

Ad-Supported Facebook for an average of 34.1 minutes every day representing 35.7% of all time

spent daily with Ad-Supported Social Media.
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539,062 or 78.5% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos use
Ad-Supported Facebook for an average of 43.9 minutes every day representing 36.7% of all time
spent daily with Ad-Supported Social Media.
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419,057 or 77.9% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos use
Ad-Supported Facebook for an average of 38.4 minutes every day representing 36.5% of all time
spent daily with Ad-Supported Social Media.
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Avg. Week All Socml Media (Persons & % Reach): Adults 35 or older Avg. Day All Social Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older
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318,760 or 76.9% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos use
Ad-Supported Facebook for an average of 53.5 minutes every day representing 36.9% of all time
spent daily with Ad-Supported Social Media.
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37,643,670 or 75.4% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos use
Ad-Supported Facebook for an average of 41. minutes every day representing 36.6% of all time
spent daily with Ad-Supported Social Media.
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| 230,581 or 77.2% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos use
Ad-Supported Facebook for an average of 34.1 minutes every day representing 35.7% of all time
spent daily with Ad-Supported Social Media.
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| 539,062 or 78.5% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos use

Luu.lE S )}_—.—.: STl Ad-Supported Facebook for an average of 43.9 minutes every day representing 36.7% of all time
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| 419,057 or 77.9% of Adults 35 or older Homeowners who Bought Items at LOWE'S past 3mos use
Ad-Supported Facebook for an average of 38.4 minutes every day representing 36.5% of all time
spent daily with Ad-Supported Social Media.
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318,760 or 76.9% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos use
Ad-Supported Facebook for an average of 53.5 minutes every day representing 36.9% 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: 3,335,680;
Local Radio: 2,616,877; Social Media: 2,238,650; Non-Prem. Cable: 1,280,398; Local TV:
1,180,144 reaching Adults 35 or older Homeowners who Bought Items at LOW

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 35 or older Homeowners who Bought Items at
LOWE'’S past 3mos
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Local Radio: 16,665; Social Media: 12,722; Local TV: 7,258; Non-Prem. Cable: 6,328
reaching Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos.

All Other Digital Media: 18,610;
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| M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 49,333;
Local Radio: 38,784; Social Media: 35,175; Non-Prem. Cable: 20,111; Local TV: 19,415
reaching Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos.
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 36,692;
Local Radio: 29,272; Social Media: 28,060; Non-Prem. Cable: 15,362; Local TV: 14,145
reaching Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos.

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 35 or older Homeowners who Bought Items at
LOWE’S past 3mos

160,000
140,000
120,000

100,000

id PP A P P AT AR AR R R R R AR R
f@w@’?@@e«o 204

»
NP

& oR ’»@ .\)Q ,0,@

g
@.,,e@a& O s‘*’q?’a‘*u‘?'e"@'«‘fs‘?'qq'_sq'oq

e Vo1t Fri Local TV Station AQH
sse Mon-Fri Social Media AQH

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

400,000

350,000

300,000

250,000

200,000

150,000

100,000

A2 AP AP
Oé‘ ]

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
CIN Metro Area Adults 35 or older

PP PP PP

Moat AR AR AR R R R AR R R R AR O
NN & N
&‘»ﬁ‘ﬁ?'sqbﬂ'sq@'«‘?'sﬁ'qq@é”oqo

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

P N P P
F W FF A

P A ¢ ¢
v N
s

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

CiN DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 656
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

® Share of Everything

Soef“a._al for Anything _

{{Own or rent residence (HHLD): Own AND Major stores bought past 3 months: Lowe 'sj]




M-F 6a-7p Avg. Available Impressions per 15-min. are...
Local Radio: 22,509; Social Media: 19,243; Non-Prem. Cable: 12,624; Local TV: 10,935
reaching Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos.

All Other Digital Media: 27,694;

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 35 or older Homeowners who Bought Items at
LOWE’S past 3mos
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 35 or older

fAverage week)
Grocery Stores

Billboards & Signs (Weekly Drivers)
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Walking in Towns, Cities, Downtown...
(Gas Stations/Convenience Stores
Shopping Malls
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spotify
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YouTube Music

Movie Theaters
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T

= Homeowners who Bought Items at LOWE’S past 3mos

% 7ime Spent:
89.3% m
135 568 144 0%

Avg. Hours+Minutes/day with Out- m
of-Home Media: Adults 35 or older

Homeowners who Bought
Items at LOWE'S past 3mos

48,634,197 or 97.4% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos
spend an average of 56. minutes per day driving, seeing Billboards and Signs. 71.6% Listen to Local
Radio Stations Out-of-Home for an average of 44.8 minutes/day.

Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older
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Top-13 Ad-Supported Out-of-Home Media (Persons & % Reach): Adults 35 or older
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294,036 or 98.4% of Adults 35 or older Homeowners who Bought Items at LOWE'S past 3mos spend
an average of 67.4 minutes per day driving, seeing Billboards and Signs. 75.6% Listen to Local Radio
Stations Out-of-Home for an average of 43.1 minutes/day.

Top-13 Out-of-Home Media (Persons & % Reach): Adults 35 or older

(Average week]
Grocery Stores

Billboards & Signs (Weekly Drivers)
AM/FM Radio
Walking in Towns, Cities, Downtown...
Gas Stations/Convenience Stores
Shopping Malls
Podcasts
Drug Stores
SiriusXmM
spotify
Restaurants & Bars
Movie Theaters

Pandora

Total Persans:

40,500

m-
w
23 m

= Homeowners who Bought Items at LOWE’S past 3mos

Concurrent
Usoge %:

97.1%

of-Home Media: Adults 35 or older

Homeowners who Baught

Items at LOWE'S past 3mos

u MSP

Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older

% Time spent:

(5713
(275
e
(355}
Avg. Hours+Minutes/day with Out- m
i
(035 |
(i
[ |

&}

{average.Doy)

Billboards & Signs
(Weekly Drivers)
67.4

AM/FM Radio
4%.0

Walking in
Towns, Cities,
Downtown Areas
17.0

Restaurants
Bars
15.0

Grocery
Stores
12.2

Movie
Theaters
11.4

Shopping
Malls
20.7

SiriusXm
9.9

sp | Gas
oti [SE-

Dru

Billboards & Signs {Weekly Drivers)
54.5

AM/FM Radio
49.7

Walking in Towns,
Cities, Downtown
Areas
18.6

Shopping Malls
16.1

Movie
Theaters
15.6

Grocery
Stores
9.7

SiriusXM
10.7

Pand = Sp

ora.. . o..
Podc

asts
6.9

Restaurants &
Bars

15.0 Ga.. Dr..

= Homeowners who Bought Items at LOWE'S

past 3mos

u MsP

Top-13 Ad-Supported Out—of Home Media (Persons & % Reach): Adults 35 or older

{Average week)
Grocery Stores

Billboards & Signs (Weekly Drivers)
AM/FM Radio

walking in Toune, Chties, Downtown.. B Tl
erel
20,8
O P

Gas Stations/Convenience Stores
Shopping Malls

Drug Stores

Podcasts

Restaurants & Bars

Movie Theaters

Retail Stores

Pandora

TV Music Channels

DMA

Totol Persons:

2740, 500

2815 767 —'I"
2021 114} 71.6%

P
Mlﬂ?"

® Homeowners who Bought Items at LOWE'S past 3mos
Scarborough R1 2026: Feb25-Feb26

Concurrent
usage %:

7.

Avg. Hours+Minutes/day with Ad-
Supported Out-of-Home Media:
Adults 35 or older

Homeowners who Bought
Items at LOWE'S past
3mos

uMSP

Qual Intab 193

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

»
-
IE
¢
i

A%

e

o o fon“Rin R ! ol” 3
he 3 ol
ESR TS RO SR R B K R

Top—13 Ad-Supported Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older
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674,924 or 98.3% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend
an average of 63.5 minutes per day driving, seeing Billboards and Signs. 76.7% Listen to Local Radio
Stations Out-of-Home for an average of 46.2 minutes/day.

Top-13 Out-of-Home Medm (Persons & % Reach): Adults 35 or older
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 35 or older

{Average week]
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534,177 or 99.3% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend
an average of 50.6 minutes per day driving, seeing Billboards and Signs. 74.3% Listen to Local Radio
Stations Out-of-Home for an average of 50.7 minutes/day.
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398,813 or 96.2% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend
an average of 47. minutes per day driving, seeing Billboards and Signs. 74.1% Listen to Local Radio
Stations Out-of-Home for an average of 43.9 minutes/day.

Top-13 Out-of-Home Media (Persons & % Reach): Adults 35 or older
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Top-13 Ad-Supported Out-of-Home Media (Persons & % Reach): Adults 35 or older
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48,634,197 or 97.4% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend an
average of 56. minutes per day driving, seeing Billboards and Signs representing 39.9% of all Time Spent
with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 35 or older
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294,036 or 98.4% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend an

average of 67.4 minutes per day driving, seeing Billboards and Signs representing 43.4% of all Time Spent
with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported

Out-of-Home Media: Adults 35 or older
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674,924 or 98.3% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend an
average of 63.5 minutes per day driving, seeing Billboards and Signs representing 43.9% of all Time Spent
with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 35 or older
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534,177 or 99.3% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend an

average of 50.6 minutes per day driving, seeing Billboards and Signs representing 37.9% of all Time Spent
with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 35 or older
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398,813 or 96.2% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend an
average of 47. minutes per day driving, seeing Billboards and Signs representing 36.9% of all Time Spent
with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 35 or older

hesehit "Share of Ad-Supported OOH Media"

96.2% 98.7% 98.5%
Homeowners who Bought WPB
Items at LOWE'’S past 3mos
74.1%
70.7%
OOH Media:
36.1% 33.8%
28.6%
20.6% &
17.3% 17.6% 18.5%
13.2% 12.8%
9.1%
Weekly 6.4% 4 6%
g
Persons =
Reached: ifikc e égggg'?'nnsi AKI/Fv Rl'aoil;bm alking in Fg’&’ﬁg Grocery Shg?gs ﬁé}?ls 3 Bars Health Clubs, svogs Doctor: sl,sz,ass Stacf'ums & Arenas " Podca 279 2
Average (Weekly Drivers) Cities, Downtown Offices/Hospitals
Daily Minutes Areas
with Ad-Supported

OOH Media:
ER > QN o7 QRUVE 17 MREAN 101 JRTRE iso JETRN 1ic JEREVE 1o NEVEN 150 JEUAR oo, BRENN o6 |

1
B Homeowners who Bought Items at LOWE'S past 3mos HWPB
weg DMA Scarborough R1 2026: Jan25-Jan26 Qual Intab 644 WEST PALM BEACH-BOCA RATON ~ DMA  Scarborough R12026: Jon25-Jan26  Qual Intab 2,551 ® Share of Everything
All Grophs and soefa.oi Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved, soeﬁ- for Anything _ =

[{Own or rent residence (HHLD): Own AND Major stores bought past 3 months: Lowe's)]



294,036 or 98.4% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend
an average of 67.4 minutes per day driving an average of 39.3 miles each day and are 101.3% more
likely to use 1-394 than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 35 or older
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Top-26 Residential Zip Codes: Adults 35 or older
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Top-26 Employment Zip Codes: Adults 35 or older
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1-64/Highway 40

1-270
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674,924 or 98.3% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend
an average of 63.5 minutes per day driving an average of 37. miles each day and are 49.% more
likely to use Highway K than the Metro average.

Per Week (Persons & % Reach): Adults 35 or older
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534,177 or 99.3% of Adults 35 or older Homeowners who Bought Items at LOWE'S past 3mos spend
an average of 50.6 minutes per day driving an average of 29.4 miles each day and are 45.3% more
likely to use Route 48 than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 35 or older
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Top-26 Residential Zip Codes: Adults 35 or older
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Top-26 Employment Zip Codes: Adults 35 or older
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Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 35 or older
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Top-26 Residential Zip Codes: Adults 35 or older
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398,813 or 96.2% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos spend
an average of 47. minutes per day driving an average of 27.3 miles each day and are 39.8% more
likely to use Port St Lucie Blvd than the Metro average.

Top-26 Employment Zip Codes: Adults 35 or older
3.31%

33487
33404
33428
33470
33458 5
34950
33483
33461
34953
32960
34986
33309
33411
34994
33462
33401
33437
33498 o i
32967 P Ooo
33426

oage
12,024 0.79%
34952 g

0.80%
33480 E

2.09%
2.13%

2.11%

N

i;

&

1.11%

,_
oo g
8 e
o H
"
B
&l
®
»
]
&

g

Iq
8

§

-
&

§

0.38%

21

I

1.92%

PI

1.02%
77%
94%

0.
0.63%
0.94%

1.42%
0.92%

0

1.04%

74
1.16%

ii

34990
33435
33410
33436

14,872 0.98%

0.75%

2

0.67%
0.74%

0.65%
0.64%

*® Share of Everything

11,143




Top Residential Zip Codes: (Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos)

Mapbox © OpenStreetMap

MsP DMA Scorborough R1 2026: Feb25-Feb26 Qual Intob 193
All Graphs and soefo.ai Data Modeling Copyright © 2026 Hubbard Brocdcasting, Inc. LLC. All rights reserved.

[(Own or rent residence (HHLD): Own AND Major stores bought past 3 months: Lowe's)]

soefa.ai

SUM(Adults 35 or olde

80 16,13

sShare of Everything
for Anything



Top Residential Zip Codes: (Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos) ¥ | [lf SUMcAdutts 35 o okde,

ar s : : o o

63349

STL DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 652 Share of Everything

-
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broodcasting, Inc. LLC. All rights reserved. Soef‘a_al for Anything

[(Own or rent residence (HHLD): Own AND Major stores bought past 3 months: Lowe's)]



Top Residential Zip Codes: (Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos)

OpenStreetMap

CiN DMA  Scorborough R1 2026: Feb25-Feb26 Qual Intab 656 3 Share of Everything
All Graphs and soefa.oi Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. Soe .al for Anytning

[(Own or rent residence (HHLD): Own AND Major stores bought past 3 months: Lowe's)]




r olde.

100 19,41

Top Residential Zip Codes: (Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos) > | [ SHMcAdat

521
7
2 257|
n-’._. .‘
6952
34951
24972
32045
1,105 73 2
19E]
579
34874
3sa3
34956
2465 - 33455
4,652
g
33478
269
o
FEPY
2,021

: 3 o 3
232454
1084
23430 E
245 E Jf
3886 i )]
5,197 l
,L, = T

wrs DMA Scorborough R1 2026: Jan25-Jon26 Qual Intab 644 * sShare of Everything
All Graphs and soefa.oi Dato Modeling Copyright & 2026 Hubbord Broodcasting, Inc. LLC. All rights reserved. Soe a.a_l for Anything

[(Own or rent residence (HHLD): Own AND Major stores bought past 3 months: Lowe's)]




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)

All Local Weekly Newspapers

Wall Street Journal (Daily)

Catalogs ? 5
& = New York Times Local Daily Newspaper(s) Advertising Newspaper(s) Local Daily Newspaper(s)  (excluding
USA Today (Daily) m- 23 2 Homeowners who Bought ftems USA {sunday) (Daily (excluding Catalogs) {Daily+Sunday) (Daily Catalogs) i ik
: : 3' at LOWE’S past 3mos 11.0 9.7 2.6 111 9.9 7.6 T
magazines PR R 5 %0%°
u Homeowners who Bought Items at LOWE’S past 3mos musA » Homeowners who Bought Items at LOWE’S past 3mos mUSA

12,600,602 or 25.2% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 10.9 minutes every day representing
33.5% of all time spent daily with All forms of Print Media.

Total persons:

Avg. Hours+Minutes/day with All
Print Media: Adults 35 or older

Local Daily Newspaper(s)
(Daily+Sunday)
109 USA Today {Daity)

8.7

Local Daily
Newspaper(s)
(Sunday)

121

New York Times
(Daily)
83

Magazines
12

Direct Mail

USA Today (Daily)
8.7

Local Daily
Newspaper(s)
(Sunday)
123

New York Times
(Daily)
7.9

New York Times (Sunday) Magazines
10.6

Wail
Street
Journal

(Daily)

Direct Mail

Local Daily Advertising Catalogs

Avg. Week Ad- Suggorted All Print Media (Persons & % Reach): Adults 35 or o!def Avg

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

New York Times (Daily)
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Wall Street Journal (Daily)
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USA Today [Daily)

Magazines

Books

USA USA Projection

Scarborough R1 2026: Jan25-Mar26
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= Items at LOWE’S past 3mos
i 85 e
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New York Times
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Local Daily 96
Newspaper(s)
(Sunday)
12.1

Local Daily
Newspaper(s)
(Daily+Sunday)
109

New York Times (Daily)
83
Magazines

Local Daily
Newspaper(s)
(Daily
87

Direct Mail Advertising
{excluding Catalogs)
7.6

Catalogs
35

New York Times
(Daity+Sunday)
9.3

. Local Daily
Local Daily Newspaper(s) (Daily
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(excluding
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78,230 or 26.2% of Adults 35 or older Homeowners who Bought Items at LOWE’S past 3mos read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 11.4 minutes every day representing
32.5% of all time spent daily with All forms of Print Media.

Avg. Week All Print Media (Persons & % Reach): Adults 35 or older Avg Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older

Total persons:

Local Daily Newspaper(s) (Daily+Sunday)

0.8 26 ¥t

Local Daily Newspaper(s) (Daily
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Local Daily Newspaper(s)
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. 151,078 or 22.% of Adults 35 or older Homeowners who Bought Items at LOWE'’S past 3mos read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 11. minutes every day representing 34.1%
of all time spent daily with All forms of Print Media.

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

Local Daily Newspaper(s) (Daily+Sunday)
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107,780 or 20.% of Adults 35 or older Homeowners who Bought Items at LOWE'S past 3mos read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 10.6 minutes every day representing
28.9% of all time spent daily with All forms of Print Media.

Avg. Week All Print Med’m (Persons & % Reach): Adults 35 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older

% Time spent:

Total persons:
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Local Daily Newspaper(s) (Daily 09
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. 119,891 or 28.9% of Adults 35 or older Homeowners who Bought Items at LOWE'S past 3mos read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 10.6 minutes every day representing
34.3% of all time spent daily with All forms of Print Media.

Avg. Week All Print Medra (Persons & % Reach): Adults 35 or older Avg Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older
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Social Media

Websites

Direct Mail

Broadcast, Cable, & Sat TV
Local Broadcast TV

Cable TV Networks

“Advertising Actions"

P35+ Homeowners who Purchased Items at LOWE’S in the past 3 months
(Shopped/Visited/Bought past 3mos Due to Ads on %)

73,779,084
70,209,878 35.7%
56,778,305 28.9%

48,079,854 24.5%

34,010,198 17.3%

31,582,995 16.1%

Local AM/FM Radio

31,747,893 16.2%

Video Streaming Services
Newspapers

Podcasts

Billboards

Audio Streaming Services

27,482,901 14.0%

22,248,860 11.3%

7

20,153,753 10.3%

USA

17,215,169 8.8%

m P35+ Homeowners who Purchased Items at LOWE’S in the past 3 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
m P35+ USA AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
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Social Media

Websites

Direct Mail

Broadcast, Cable, & Sat TV

Local Broadcast TV

"Advertising Actions"

P35+ Homeowners who Purchased Items at LOWE’S in the past 3 months
(Shopped/Visited/Bought past 3mos Due to Ads on %)

1,098,146 38.9%
968,398 34.3%

776,432 27.5%

683,827 24.2%

484,568 17.2%

Local AM/FM Radio

559,215 19.8%

Cable TV Networks
Newspapers

Video Streaming Services
Podcasts

Billboards

Audio Streaming Services

375,568 13.3%

342,632 12.1%

éi?,sés 11.3%
' MINNEAPOLIS-ST. PAUL
253,822 9.0%

205,911 7.3%

1

= P35+ Homeowners who Purchased Items at LOWE’S in the past 3 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
W P35+ MINNEAPOLIS-ST. PAUL AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)

MINNEAPOLIS-ST. PAUL DMA  Scarborough R1 2026: Feb25-Feb26 Qualintab: 187 * Share of Everything
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Social Media

Websites

Direct Mail

Broadcast, Cable, & Sat TV
Local Broadcast TV

Cable TV Networks

"Advertising Actions"

P35+ Homeowners who Purchased Items at LOWE’S in the past 3 months
(Shopped/Visited/Bought past 3mos Due to Ads on %)

726,415 39.6%
653,525 35.6%
527,085 28.7%

489,513 26.7%

377,546 20.6%

351,514 19.2%

Local AM/FM Radio

325,031 17.7%

Video Streaming Services
Newspapers

Billboards

Podcasts

Audio Streaming Services

280,703 15.3%

244,001 13.3%

210,262 11.5

212,528 v ST. LOUIS

176,126 9.6%

2
R

m P35+ Homeowners who Purchased Items at LOWE'’S in the past 3 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
W P35+ ST. LOUIS AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
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Websites

Social Media

Direct Mail

Broadcast, Cable, & Sat TV
Cable TV Networks

Local Broadcast TV

“Advertising Actions”

P35+ Homeowners who Purchased Items at LOWE’S in the past 3 months
(Shopped/Visited/Bought past 3mos Due to Ads on %)

478,704 34.6%

498,576 36.0%

436,853 31.5%

370,747 26.8%

245,482

Local AM/FM Radio

270,815

Newspapers

Video Streaming Services
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