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8.6% or 22,504,070 of USA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mos.
Typical Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 49.1 years old (.4%
older than average) and have a $128,198 (39.8% higher than average) annual household income.
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8.5% or 646,431 of CHICAGO DMA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mos.
Typical Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 48.2 years old (.2%
younger than average) and have a $115,756 (8.7% higher than average) annual household income.
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8.8% or 500,092 of WASHINGTON, DC DMA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mosl.
Typical Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 49.3 years old (3.%
older than average) and have a $159,140 (24.% higher than average) annual household income.
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8.3% or 375,841 of SEATTLE-TACOMA DMA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mos
Typical Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 48.9 years old (1.3%
older than average) and have a $138,867 (13.2% higher than average) annual household income.
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8.9% or 415,475 of PHOENIX DMA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mos.
Typical Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 48.4 years old (2.2%
younger than average) and have a $115,657 (16.9% higher than average) annual household income.
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8.6% or 22,504,070 of USA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mos.
Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 19.1% more likely to be a
college graduate, 15.3% more likely to work full-time, 15.% more likely to be married, .2% more likely to be

a parent of 1 or more children under 18.
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8.5% or 646,431 of CHICAGO DMA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mos.
Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 17.7% more likely to be a
college graduate, 18.2% more likely to work full-time, 8.6% more likely to be married, 17.% more likely to
be a parent of 1 or more children under 18.
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8.8% or 500,092 of WASHINGTON, DC DMA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mos.
Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 13.8% more likely to be a

college graduate, 15.6% more likely to work full-time, 18.2% more likely to be married, 16.3% less likely to

be a parent of 1 or more children under 18.
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8.3% or 375,841 of SEATTLE-TACOMA DMA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mos|
Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are .8% more likely to be a college
graduate, 11.4% more likely to work full-time, 18.% more likely to be married, 10.4% more likely to be a

parent of 1 or more children under 18.
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8.9% or 415,475 of PHOENIX DMA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mos.
Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 57.2% more likely to be a
college graduate, 25.4% more likely to work full-time, 13.9% more likely to be married, 14.8% less likely to
be a parent of 1 or more children under 18.
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8.6% or 22,504,070 of USA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mos.
Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 8.% more likely to own their

home, 29.% more likely to own a higher valued home, 4.7% more likely to have a single-family home, 17.3%

more likely to have a dog.

@ﬁm Type of Home: Adults 18 or older 4y t® Pets in Home: Adults 18 or older

m Own/Rent/Other: Adults 18 or older

Single Family House (unattached) -‘:39., >
ownabog | :
™ 0,
9.9% 33.5%

Townhouse or attached Home g
B =0

I es% 22.7%
Condominium . = Own a Cat
’ 23.4%
10.6% g 99,
3.8% 4.6% ) rtment
| 855,613 [ENCDNGE] 2,386,386 PARTAL)
Other Own Second Home Mobile Home or Manufactured = 4.2% Own other type of Pet
or Real Estate Home I 4.1% 7.4
Property '
= who Purchased items In-Store at BEST BUY past 3mos mUsA = wha Purchased Items In-Store at BEST BUY past 3mos. mUSA » who Purchased Items In-Store at BEST BUY past 3mos mUSA
-
.24 Value of Owned Home: Adults 18 or older &Home Loans: Adults 18 or older
Average Value of Owned Home:
who s tems ostore st e ouvpostamos A R S5A0282
usA 418,797 -
24.7%
10.6%
8.1%  7.6% 7.0%

9.3% (73 6.8%

Refinanced Home Equity Oown

61,1 290 29 8,748 o ggz o 32.806ENICeRT 4,708 IS NATLWIN 8,265,160 WEINT 3,107,087 gzd : 8,765,0 :
<$150K $150K-$200K  S200K-$250K  S250K-$300K  $300K-$350K  $350K-$500K  S500K-$750K  S750K-S1M S1V+ Home Mortgage
® who Purchased Items In-Store at BEST BUY past 3mos HUsSA HomeWortzage Irl;lo:rr:),\l::'lme:t ng:;{:h“:?;:y
USA USA Projection Scarborough R2 2024: Aug23-Sep24 Qual Intab 2,034 . Loan Mortgages)
Scarborough R2 2024: Aug23-Sep24 Qual Intab 23,097

All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.  SA Projection

[(Stores/services shopped in-store past 3 months: Best Buy AND Stores/services bought past 3 months: Best Buy)]



8.5% or 646,431 of CHICAGO DMA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mos.
Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 3.7% more likely to own their

home, .3% more likely to own a higher valued home, 2.9% more likely to have a single-family home, 36.%
more likely to have a dog.
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8.8% or 500,092 of WASHINGTON, DC DMA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mojs.

BES' EEER wn c ‘ Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 20.4% more likely to own their
Bw e

home, 10.3% more likely to own a higher valued home, 12.6% more likely to have a single-family home,
25.9% more likely to have a dog.
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8.3% or 375,841 of SEATTLE-TACOMA DMA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mos.
Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 5.2% more likely to own their

home, 5.4% more likely to own a lower valued home, 5.4% more likely to have a single-family home, 22.7%

more likely to have a dog.

mﬁm Type of Home: Adults 18 or older 4 t®p Pets in Home: Adults 18 or older
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8.9% or 415,475 of PHOENIX DMA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mos.
Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 6.6% more likely to own their

home, 13.4% more likely to own a higher valued home, 7.8% more likely to have a single-family home, 21.9%
more likely to have a dog.

m Own/Rent/Other: Adults 18 or older ﬂﬁm Type of Home: Adults 18 or older 4™ Pets in Home: Adults 18 or older

Single Family House (unattached) | ———— ' 46.4
el v ( ) | eeaw | = =

i 38.1%
Townhouse or attached Home g 3.8%

B ss%

| 3.6% 15.4%
Condominium I 3.0% Own a Cat
13.0% e 18.4%
8.2%
2.8% 3.0% | Apartment T
11,624 EELIAEEM | 53,994 EETENEES =
Other Own Second Home Mobile Home or Manufactured '_ :' 7.5% Own other type of Pet
or Real Estate Home 8.4
Property . A
who Purchased Items In-Store at BEST BUY past 3mos m PHOENDX who Purchased Items In-Store at BEST BUY past 3mos. W PHOENIX « who Purchased Items In-Store at BEST BUY past 3mos w PHOENIX

ff." Value of Owned Home: Adults 18 or older Home Loans: Adults 18 or older

Average Value of Owned Home:
who Purchased Items In-Store at BEST BUY past 3mos

PHOENIX 5533087

0.3% g i 1.1%
m O3 nmme BRI S0 FA

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

010 020 91 206

$500K-$750K  S750K-$1M

Home Mortgage Refinanced Home Equity Oown
Home Mortgage Loan/Home Home/Property
Improvement  Outright (No
Loan Mortgages)

= who Purchased Items In-Store at BEST BUY past 3mos m PHOENIX

PHOENIX DMA Scarborough R2 2024: Aug23-Aug24 Qual Intab 216
All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC, All rights reserved,

[(Stores/services shopped in-store past 3 months: Best Buy AND Stores/services bought past 3 months: Best Buy)]



8.6% or 22,504,070 of USA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mos.

Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 4.5% less likely to look up D-I-
Y advice online, 16.4% more likely to always vote in local elections, 39.4% more likely to belong to a gym,
19.1% more likely to fly domestic past yr
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17.7% more likely to fly domestic past yr

8.5% or 646,431 of CHICAGO DMA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mos.
Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 25.3% less likely to look up D-
I-Y advice online, 23.6% more likely to always vote in local elections, 8.1% more likely to belong to a gym,
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| 8.8% or 500,092 of WASHINGTON, DC DMA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mos.
Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are .3% more likely to look up D-I-
Y advice online, 11.9% more likely to always vote in local elections, 48.5% more likely to belong to a gym,

L 24.6% more Iikelx to fl__\_l domestic_Past yr.
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8.3% or 375,841 of SEATTLE-TACOMA DMA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mos
Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 6.2% less likely to look up D-I-
Y advice online, .4% more likely to always vote in local elections, 30.2% more likely to belong to a gym,

7.7% more likely to fly domestic past yr.
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8.9% or 415,475 of PHOENIX DMA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mos.
Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 6.4% more likely to look up D-
I-Y advice online, 20.9% more likely to always vote in local elections, 52.1% more likely to belong to a gym,

22.5% more likely to fly domestic past yr
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8.6% or 22,504,070 of USA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mos.

Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 5.6% more likely to use QSRs
past mo., 15.2% more likely to use Sit-Down Restaurants past mo., 25.% more likely to use Casinos past yr.,
37.2% less likely to smoke cigarettes.

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

[ ] 1time

it-Down Restaurants Used Past 30-days)
15.5%
| .
2times 2 times 15.5%
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4 times 4 times 0.9%
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6-9times 6 - 9times
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10times or more 10times or more ot speruear aakary
m who Purchased Items In-Store at BEST BUY past 3mos mUsSA ® who Purchased Items In-Store at BEST BUY past 3mos mUSA ¥ who Purchased | tems In-Store at BEST BUY past 3mos mUsA
Avg. Monthly QSR Meals: Total Monthly Sit-Down Restaurant Users:  Avg. Monthly Sit-Down R ant Meals: Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
86.2% 74.9% who Purchased ltems in-Store at BEST BUY past 3mos  [BjI20 32 21.0%

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
Any Type of Beer Table Games (Craps, Poker, etc.)
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61,01 1% ;

5
Domestic Regular Beer Upscale Restaurant 8 .99
Domestic Light Beer Stage Show / Concert m 12
Imported Beer Sports Betting
Microbrew / Craft Beer m 8% % Other Gambling M
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Past 30-days QSR Users: Adults 18 or older
i | 1time 5_

8.2%
7
o
23.5%

2 times

3 times

4 times

5times

6-9times

10times or more

59.% less likely to smoke cigarettes.

8.5% or 646,431 of CHICAGO DMA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mos.
Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 4.6% more likely to use QSRs
past mo., 19.4% more likely to use Sit-Down Restaurants past mo., 18.% more likely to use Casinos past yr.,

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

®

1time

14.1%

2 times
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4 tmes 10.0%
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= who Purchased Iterms in-Store at BEST BUY past 3mos. W CHICAGO

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Purchased items in-Store at BEST BUY past 3mos [ S2,881 23.7%

anerco 212%
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Drank Past 30-days: Adults 18 or older Past 12 months Casino Activities: Adults 18 or older
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- -V
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CHICAGO DMA Scarborough R2 2024: Aug23-Sep24 Qual Intab
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1,555,252 20.6%
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Sports Betting
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Other Gambling

Used Past 30-days: Adults 18 or older
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8.8% or 500,092 of WASHINGTON, DC DMA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mos.
Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 4.7% more likely to use QSRs

past mo., 11.3% more likely to use Sit-Down Restaurants past mo., 34.5% more likely to use Casinos past yr.,
31.5% less likely to smoke cigarettes.

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

12 7%

B WASHINGTON, DC
Avg. Monthly Sit-Down Restaurant Meals:

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days) a

ot peioe, Wdleay e ]

Sl mie el
ot i
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m.r.
= who Purchased Items In-Store st BEST BUY past 3mos B WASHINGTON, DC

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc. j
whe Purchased items In-Store at BEST BUY past 3mos | ESjsa ] 3

wasumron; oc 25.4%

Past 12 months Casmo Activities: Adults 18 or older

37
m!- 4.9%

Casinos visited past 12 months: Yes
®WASHINGTON, DC

Past 30-days QSR Users: Adults 18 or older
._‘ ng 1time [] 1time
2 times 2 times
3times 3 times
4 times 4 times
Stimes 3 times
6-9times 6 - 9times
10times or more 10times or more
® who Purchased Items In-Store at BEST BUY past 3mos W WASHINGTON, DC = who Purchased Items In-Store at BEST BUY past 3mos
Total Iggns?:‘v QSR Users: Avg. Monthly QSR Meals: Total Monthly Sit-Down Restaurant Users:
7 89.5%
Drank Past 30- days. Adults 18 or older
Liquor Slot Machines
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— e i
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Domestic Regular Beer Stage Show / Concert
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Used Past 30-days: Adults 18 or older
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Past 30-days QSR Users: Adults 18 or older
:

1time

"‘M-I‘
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3 times
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5 times

6 -9times

10times or more

# who Purchased Items In-Store at BEST BUY past 3mos m SEATTLE-TACOMA

8.3% more likely to smoke cigarettes.

8.3% or 375,841 of SEATTLE-TACOMA DMA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mos.
Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 10.9% more likely to use QSRs
past mo., 14.3% more likely to use Sit-Down Restaurants past mo., 21.4% more likely to use Casinos past yr.,

1time =

18.3%

2 times

16.9%

3 times 10.4%

4 times
5 times
6-9times 6.6%

10 times or more

® who Purchased Items In-Store at BEST BUY past 3mos B SEATTLE-TACOMA

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

Top-10 Cuisines: Adults 18 or older
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= who Purchased Items In-Store at BEST BUY past 3mos W SEATTLE-TACOMA

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Purchased Items In-Store at BEST BUY past 3mos 20.4%

SEATTLE-TACOMA 17.4%

Total Monthly QSR Users: Avg. Monthly QSR Meals: Total Monthly Sit-Down Restaurant Users: A lown Restaurant Meals:
555 83.4% 20.8% 70.7%
Drank Past 30-days: Adults 18 or older Past 12 months Casino Activities: Adults 18 or older

Liquor

25.6%

Any Type of Beer
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Imported Beer
Domestic Regular Beer 1,1‘5:1‘,2-'.1
Domestic Light Beer - v

897,764 19.9%

792,874 17.6%

Microbrew / Craft Beer

= who Purchased Items In-Store at BEST BUY past 3mos
SEATTLE-TACOMA DMA

B SEATTLE-TACOMA
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Slot Machines

616,668 13.7%

515,362 11.4%

m 14.3%
8.6%

Upscale Restaurant
Bar [ Nightclub
Table Games (Craps, Poker, etc.)
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Sports Betting m 9.0%
Spe 3
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Past 30-days QSR Users: Adults 18 or older

1time

s

2times

3 times
4 times
5 times
6 -9times

10times or more

22.1%

w who Purchased Items In-Store at BEST BUY past 3mos

Total lgg%!g!v QSR Users: T

= PHOENIX
Avg. Monthly QSR Meals:

- . B
4,193 411

32.8% less likely to smoke cigarettes.

8.9% or 415,475 of PHOENIX DMA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mos.
Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 5.9% more likely to use QSRs
past mo., 13.9% more likely to use Sit-Down Restaurants past mo., 6.6% more likely to use Casinos past yr,,

Past 30-days Sit-Down Restaurant Users: Adults 18 or older
4
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2 times
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= who Purchased Items In-Store at BEST BUY past 3mos W PHOENIX
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Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
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8.6% or 22,504,070 of USA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mos.
Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 23.5% more likely to have a

401K, 39.2% more likely to have an Auto Loan, 34.1% more likely to Invest/Trade Stocks Online, 6.5% more
likely to pay with their Debit Card.

ﬂﬁd Investments Owned: Adults 18 or older
401K Plan
IRA (Individual Retirement Account)
Stocks or Stock Options TSNS 294K
Mutual Funds ;;-1%
Money Market Funds m.ligms
Bonds L‘ﬁ:-""%

Other (Crypto / NFTs / Metals, etc.) Ml ;;'{’%

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

10.1% 10.6%
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. . s
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) v s i s 3.5
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Second Home or Real Estate Property 3 ;‘;'65‘ Account Mortgage  Loan or Home
46 Equity Loan
w who Purchased Items In-Store at BEST BUY past 3mos mUSA ® who Purchased Items In-Store at BEST BUY past 3mos HUSA

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

Financial Planner
Online Investing / Stock Trading
Accountant R
Insurance Agent at a Local Office (not online) 9.8% s . .
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2.5% 38% 3.7% 3.4%
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BN = s 0 000

5u013 504 7 20 x Y 5111 e e
Debit Card Venmo Zelle MasterCard  Apple Pay  Cash App
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8.5% or 646,431 of CHICAGO DMA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mos.
Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 34.6% more likely to have a
401K, 49.3% more likely to have an Auto Loan, 47.1% more likely to Invest/Trade Stocks Online, 11.2% more
likely to pay with their Debit Card.

mﬁ ‘Investments Owned: Adults 18 or older
401K Plan
IRA (Individual Retirement Account)

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

Stocks or Stock Options
Mutual Funds

Money Market Funds

19.0%
1,326,919 17.5%
22,73 19.0%
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Account card Account Banking Banking Paying Mortgage Deposit(CDs)  Market Home  Improvement

Second Home or Real Estate Property u‘f* Account Mortgage Loan o Home

5.8% Equity Loan
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[y

Professional Services Used*: Adults 18 or older
Tax Preparation Senvice

ERT—
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¥
Divorce / Family Attorney in‘?%m EPetizMonts)
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Past 3-Months Payment Methods Used: Adults 18 or older

Debit Card  MasterCard

Apple Pay Cash App  Store Credit
Card

= who Purchased ltems In-Store at BEST BUY past 3mos
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PayPal Venmo Discover American

Express

Facebook Samsung Pay Square Cash
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m CHICAGO
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8.8% or 500,092 of WASHINGTON, DC DMA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mos.
Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 5.2% more likely to have a 401K,

56.1% more likely to have an Auto Loan, 18.7% more likely to Invest/Trade Stocks Online, 9.8% more likely to
pay with their Debit Card.

ﬁﬂlnvestments Owned: Adults 18 or older

401K Plan

IRA (Individual Reti A )
Stocks or Stock Options
Mutual Funds

Money Market Funds
529 Plan / College Savings Plan

Bonds

52.0%

1,257,073

21.0%
965,684 17.1%
17.1%
789,189 14.0%

13.1%
19 13.4%

Other (Crypto / NFTs / Metals, etc.) m 20N
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= WASHINGTON, DC

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

20.8%
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9 8.7%
72* 7196"6%

Money Auto loan  Certificates of Studentloan Refinanced Persond Loan  Home

Credit Card Online Mobile Online Bill Home
Account card Account Banking Banking Paying  Mortgage  Market Deposit (COs) Home Improvement
Account Mortgage Loan or Home
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Checking Debitor ATM  Savings

= who Purchased Items In-Store at BEST BUY past 3mos ® WASHINGTON, DC

Professional Services Used*: Adults 18 or older

Tax Preparation Service

Online Investing / Stock Trading

Financial Planner

Accountant

Real Estate Agent

Insurance Agent at a Local Office (not online)

Estate Planning

Divorce / Family Attorney |
# who Purchased ltems In-Store at BEST BUY past 3mos
Scarborough R1 2024: Feb23-Apr24

WASHINGTON, DC DMA

(*Past 12 Months)

= WASHINGTON, DC
Qual Intab

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

3.9% 4.3%  3.8% 4.1%

ApplePay  CashApp GooglePay StoreCredit American  Discover
card Express

mWASHINGTON, DC

paypdl  Debit Card Zelle  MasterCard  Venmo Facebook Samsung Pay Square Cash
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8.3% or 375,841 of SEATTLE-TACOMA DMA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mos
Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 18.2% more likely to have a
401K, 34.9% more likely to have an Auto Loan, 17.4% more likely to Invest/Trade Stocks Online, 14.4% more

| likely to pay with their Debit Card.

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

401K Plan  prrry; 47.3%

IRA (Individual Retirement Account) 1,771,239 . 39.3%
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Money Market Funds 13 o%
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0.8% e ai0353 o 108 e L
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529 Plan / College Savings Plan M 2% Account Mortgage  Loan of Home
6.9% Equity Loan
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Professional Services Used*: Adults 18 or older fo\'Past 3-Months Payment Methods Used: Adults 18 or older
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. 2.8%
Estate Planning s 3.0%

.39 1.7%
_ e
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Divorce / Family Attorney -01;2:6 r ) o8 Express card Messenger e
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401K,

8.9% or 415,475 of PHOENIX DMA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mos.
Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 25.6% more likely to have a

29.6% more likely to have an Auto Loan, 2.2% less likely to Invest/Trade Stocks Online, 4.8% less likely

to pay with their Debit Card.

Investments Owned: Adults 18 or older

mﬁﬂ - :
401K plan

IRA (Individual Retirement Account) ;

1,537,722

( 19.0%
725,033 15.5%
71,982 17.3%
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11.0%
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12.2%
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Money Market Funds

R -
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8.2%

10.6%
6.1%

= who Purchased Items In-Store at BEST BUY past 3mos
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Second Home or Real Estate Property

529 Plan / College Savings Plan

m PHOENIX

Financial Services Has and/or Uses: Adults 18 or older
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card Account Account Banking Banking Paying Mortgage Market Deposit(CDs)  Home Improvement
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# who Purchased Items In-Store at BEST BUY past 3mos m PHOENIX

Professional Services Used*: Adults 18 or older

Tax Preparation Service ;
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Online Investing / Stock Trading
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Real Estate Agent
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Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an average of 3 days, 6 hours, 15
minutes and 4 seconds each week with All Forms of Media.

86.9% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an avg. of 8 hours and 34 minutes each week
listening to All Local AM/FM Radio, representing 9.5% of totaltime spent with all forms of Media.
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Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an average of 3 days, 4 hours, 7 minutes
and 23 seconds each week with All Forms of Media.

92.7% of Adults 18 or older who Purchased ltems In-Store at BEST BUY past 3mos spend an avg. of 8 hours and 47 minutes each week
listening to All Local AM/FM Radio, representing 10.7% of total time spent with all forms of Media.
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Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an average of 3 days, 10 hours, 4
minutes and 26 seconds each week with All Forms of Media.

87.2% of Adults 18 or older who Purchased ltems In-Store at BEST BUY past 3mos spend an avg. of 9 hours and 44 minutes each week
listening to All Local AM/FM Radio, representing 10.4% of totaltime spent with all forms of Media.
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Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an average of 3 days, 9 hours, 44
minutes and 12 seconds each week with All Forms of Media.

74.5% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an avg. of 7 hours and 51 minutes each week
listening to All Local AM/FM Radio, representing 7.2% of total time spent with all forms of Media.
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Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an average of 3 days, 2 hours, 35
minutes and 14 seconds each week with All Forms of Media.

79.7% of Adults 18 or older who Purchased ltems In-Store at BEST BUY past 3mos spend an avg. of 8 hours and 8 minutes each week
| listening to All Local AM/FM Radio, representing 8.7% of totaltime spent with all forms of Media.
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Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an average of 2 days, 11 hours, 44
minutes and 4 seconds each week with All Forms of Ad-Supported Media.

81.9% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an avg. of 7 hours and 46 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 10.7% of total time spent with all forms of Ad-Supported Media.
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Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an average of 2 days, 8 hours, 28
minutes and 48 seconds each week with All Forms of Ad-Supported Media.

87.1% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an avg. of 8 hours and 9 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 12.6% of total time spent with all forms of Ad-Supported Media.
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Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an average of 2 days, 14 hours, 30
minutes and 17 seconds each week with All Forms of Ad-Supported Media.

81.4% of Adults 18 or older who Purchased ltems In-Store at BEST BUY past 3mos spend an avg. of 8 hours and 51 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 11.5% of total time spent with all forms of Ad-Supported Media.

Weekly
Reac

Avg. H:M:S5/week with All Forms of Ad-
Supported Media: Adults 18 or older

Concurre
Usoge 58.2%

who Purchased Items In- WASHINGTON, DC
Store at BEST BUY past
% of Total = .
Weekly H:M: réed 2.8%

® who Purchased ltems In-Store at BEST BUY past 3mos ®m WASHINGTON, DC

WASHINGTON, DC ~ DMA  Scarborough R12024: Feb23-Apr24  Qualintab 496  WASHINGTON,DC ~ DMA  Scarborough R12024: Feb23-Apr24  Qual Intab 5,411 Hubbqr Shane/af Everyihing
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

for Anything _

BROADCASTING

[(Stores/services shopped in-store past 3 months: Best Buy AND Stores/services bought past 3 months: Best Buy)]




Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an average of 2 days, 15 hours, 12
minutes and 57 seconds each week with All Forms of Ad-Supported Media.

72.5% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an avg. of 7 hours and 11 minutes each week
| listening to Local Ad-Supported AM/FM Radio, representing 8.3% of total time spent with all forms of Ad-Supported Media.
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Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an average of 2 days, 10 hours, 13
minutes and 46 seconds each week with All Forms of Ad-Supported Media.

75.2% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an avg. of 7 hours and 16 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 9.4% of total time spent with all forms of Ad-Supported Media.
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| Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an average of 8 hours
and 32 minutes each day with All Forms of Ad-Supported Media. 81.9% listen to Local AM/FM Radio
for an avg. of 66.7 minutes/day. (Local Radio delivers 10.7% of Time with Ad-Supported Media.)
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for an avg. of 69.9 minutes/day.

| Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an average of 8 hours
and 4 minutes each day with All Forms of Ad-Supported Media. 87.1% listen to Local AM/FM Radio
(Local Radio delivers 12.6% of Time with Ad-Supported Media.)
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for an avg. of 7

6. minutes/day.

Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an average of 8 hours
and 55 minutes each day with All Forms of Ad-Supported Media. 81.4% listen to Local AM/FM Radio
(Local Radio delivers 11.5% of Time with Ad-Supported Media.)
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for an avg. of 61.7 minutes/day.

Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an average of 9 hours
and 1 minutes each day with All Forms of Ad-Supported Media. 72.5% listen to Local AM/FM Radio

(Local Radio delivers 8.3% of Time with Ad-Supported Media.)
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Fnrms of Media: Adults 18 or older

Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an average of 8 hours
and 19 minutes each day with All Forms of Ad-Supported Media. 75.2% listen to Local AM/FM Radio

for an avg. of 62.3 minutes/day.

(Local Radio delivers 9.4% of Time with Ad-Supported Media.)
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Avg. Week All Audio (Persons & % Reach): Adults 18 or older

18,434,960 or 81.9% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos
listen to Ad-Supported Local AM/FM Radio for an average of 66.7 minutes every day representing
39.4% of all time spent daily with Ad-Supported Audio.
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563,296 or 87.1% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos listen
to Ad-Supported Local AM/FM Radio for an average of 69.9 minutes every day representing 38.1%
of all time spent daily with Ad-Supported Audio.
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Avg. Week All Audio (Persons & % Reach): Adults 18 or older

7 407,217 or 81.4% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos listen
to Ad-Supported Local AM/FM Radio for an average of 76. minutes every day representing 40.9% of
all time spent daily with Ad-Supported Audio.

Avg. Day All Audio (% Time Spent & Avg Minutes/day Spent): Adults 18 or older
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7 272,564 or 72.5% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos listen
to Ad-Supported Local AM/FM Radio for an average of 61.7 minutes every day representing 38.7%
of all time spent daily with Ad-Supported Audio.
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Avg. Week All Audio (Persons & % Reach): Adults 18 or older
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312,432 or 75.2% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos listen
to Ad-Supported Local AM/FM Radio for an average of 62.3 minutes every day representing 38.4%
of all time spent daily with Ad-Supported Audio.

Avg. Day All Audio (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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18,434,960 or 81.9% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos
listen to Ad-Supported Local AM/FM Radio for an average of 66.7 minutes every day representing
| 39.4% of all time spent daily with Ad-Supported Audio.
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407,217 or 81.4% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos listen
to Ad-Supported Local AM/FM Radio for an average of 76. minutes every day representing 40.9% of
all time spent daily with Ad-Supported Audio.
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| 272,564 or 72.5% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos listen
to Ad-Supported Local AM/FM Radio for an average of 61.7 minutes every day representing 38.7%
| of all time spent daily with Ad-Supported Audio.

Weekly 72.5% Avg. Hours+Minutes/day with Ad-Supported
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312,432 or 75.2% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos listen
to Ad-Supported Local AM/FM Radio for an average of 62.3 minutes every day representing 38.4%
of all time spent daily with Ad-Supported Audio.

Weekly 81.1%

Avg. Hours+Minutes/day with Ad-Supported
Reach % 75.2%

Audio: Adults 18 or older
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18,434,960 or 81.9% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos listen to
Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Classic Hits, Country, Pop
Contemporary Hit Radio, and Classic Rock.

Local AM/FM Rad:o 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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Laca!‘ fﬂ%fM Rrgdio_Formats (Persons & % Reach): Adults 18 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

Adult Contemporary
Pop Contemporary Hit Radio

News/Talk/Infor mation

7.7%
Urban Contemporary &g
27.4
HotAC sgs | (525 | FoP
Contemporar
Album Adult Alternative  FrEe) m Avg. Hours+Minutes/day with Local m News/Talk/ Hit R :din & News/Talk/ . Adult Pop
¢ g AM/FM Radio: Adults 18 or older Rhythm| 5 & Classic Rock Information Contemporary Conte...
e A T ] normatn R
urban AC e A Vw57 (4.3 i i Fadio
225 22.2
Rhythmic Oldies mm}. m Urban
ST e who Purchased Items In- CHICAGO . Classic Rock Urban AC Cont... All Sports Classic Hits Urban AC Urban
samctis m shorenzf:TBWnesi m 34.0 21.4 17.1 27.5 Contemporary
m who Purchased Items In-Store at BEST BUY past 3mos m CHICAGO # who Purchased Items In-Store at BEST BUY past 3mos W CHICAGO

563,296 or 87.1% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Pop Contemporary Hit Radio,
| Mexican Regional, Urban Contemporary, and Spanish Con

s LR U e

Adult
smporary

Country

Rhythmic Oldies
26.0

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

(averoge week)
Adult Contemporary

Pop Contemporary Hit Radio
Urban Contemporary
Classic Rock

Hot AC

Album Adult Alternative
Country

Urban AC

All News

Rhythmic Oldies

Classic Hits

All Sports.

Alternative

CHICAGO

A

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

who Purchased Items In- CHICAGO
Store at BEST BUY past
3mos.
® who Purchased ltems In-Store at BEST BUY past 3mos ®CHICAGO
DMA Scarborough R2 2024: Aug23-Sep24 Qual Intab 297

5 Time Spent:

All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

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

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

All Sports

35.0

Classic Rock

imic Oldies

Adult
Contemporary
30.0

Album Adult
Alternative
29.8

All News
29.7

Classic Hits
28.9

Alternative
23.9

Urban AC
21.4

Country
27.4

Pop
Conte..
Hit
Radio

214

Hot AC
20.2

Urban
Contemporary

Adult
Contemporary
25.6

Album Adult
Alternative
26.5

Rhythmic Oldies
26.0

Classic Rock
28.7

Urban
Contemporary

Alternative
22,6

All Sports
275

» who Purchased Items In-Store at BEST BUY past 3mos

m CHICAGO
*® Share of Everything

[(Stores/services shopped in-store past 3 months: Best Buy AND Stores/services bought past 3 months: Best Buy)]



407,217 or 81.4% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, All News, Classic Hits, All
| Sports, and Urban AC.
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272,564 or 72.5% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, All Sports, Country, Pop
| Contemporary Hit Radio, and Classic Hits.
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312,432 or 75.2% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Country, Classic Hits, Classic Rock, Adult Hits, and
Pop Contemporary Hit Radio.

Local AM/FM Radlo 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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15,618,459 or 69.4% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos
watch Ad-Supported Local TV Stations for an average of 97.3 minutes every day representing 28.4%
of all time spent daily with Ad-Supported Video.
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505,227 or 78.2% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos watch
Ad-Supported Local TV Stations for an average of 97. minutes every day representing 33.8% of all
time spent daily with Ad-Supported Video.

Avg. Week All Video (Persons & % Reach): Adults 18 or older . h{t\vg. Day All Video (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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315,434 or 63.1% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos watch
Ad-Supported Local TV Stations for an average of 93.8 minutes every day representing 26.6% of all
time spent daily with Ad-Supported Video.
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232,777 or 61.9% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos watch
Ad-Supported Local TV Stations for an average of 88.9 minutes every day representing 23.4% of all
time spent daily with Ad-Supported Video.

Avg. Week All Video (Persons & % Reach): Adults 18 or older .

Avg. Day All Video (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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269,101 or 64.8% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos watch
Ad-Supported Local TV Stations for an average of 87.6 minutes every day representing 30.4% of all
time spent daily with Ad-Supported Video.
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15,618,459 or 69.4% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos
watch Ad-Supported Local TV Stations for an average of 97.3 minutes every day representing 28.4%
of all time spent daily with Ad-Supported Video.
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505,227 or 78.2% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos watch
Ad-Supported Local TV Stations for an average of 97. minutes every day representing 33.8% of all

time spent daily with Ad-Supported Video.
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315,434 or 63.1% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos watch
Ad-Supported Local TV Stations for an average of 93.8 minutes every day representing 26.6% of all

time spent daily with Ad-Supported Video.
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232,777 or 61.9% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos watch
Ad-Supported Local TV Stations for an average of 88.9 minutes every day representing 23.4% of all

time spent daily with Ad-Supported Video.
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269,101 or 64.8% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos watch
Ad-Supported Local TV Stations for an average of 87.6 minutes every day representing 30.4% of all
time spent daily with Ad-Supported Video.
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Local TVStatJon Pragrams (Persons & % Reach): Adults 18 or older
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' 15,618,459 or 69.4% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos
watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening,
Movies, Local News - Morning, Comedies, and Dramas.
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505,227 or 78.2% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos watch
Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Sports, Movies, Local
News - Morning, Dramas, and Comedies.
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Local TVStatlon Programs (Persons & % Reach): Adults 18 or older
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 who Purchased ltems In-Store at BEST BUY past 3mos

315,434 or 63.1% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos watch
Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Movies, Comedies, Local News -
Evening, Local News - Morning, and National/Network News.
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232,777 or 61.9% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos watch
Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening, Local News -
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269,101 or 64.8% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos watch
Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening, Movies, Local

News - Morning, Mystery/Suspense/Crime, and Comedies.
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16,336,732 or 72.6% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos use
Ad-Supported Social Media for an average of 131.1 minutes every day representing 22.4% of all time
spent daily with Ad-Supported Digital Media.
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[ 405,209 or 62.7% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos use
Ad-Supported Social Media for an average of 122.2 minutes every day representing 22.3% of all time
spent daily with Ad-Supported Digital Media.
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371,951 or 74.4% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos use
Ad-Supported Social Media for an average of 125.4 minutes every day representing 20.2% of all time
spent daily with Ad-Supported Digital Media.
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268,793 or 71.5% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos use
Ad-Supported Social Media for an average of 149.1 minutes every day representing 23.4% of all time
spent daily with Ad-Supported Digital Media.
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323,763 or 77.9% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos use
Ad-Supported Social Media for an average of 171.6 minutes every day representing 28.6% of all time

spent daily with Ad-Supported Digital Media.

Avg. Week All Digital (Persons & % Reach): Adults 18 or older

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

Email/Text/IM/Zoom,etc, (Personal & Work) iy
Search (Google, Bing, etc.)

Social Media

News/Weather/Sports (Websites/Apps)
Banking/Financial /Real Estate (Websites/Apps)
OTT TV Streaming Services
Games/Fantasy/Betting Sites

S m_!,m—

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

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

- %

Online Classes, Schools, Colleges, Universities who Purchased Items In-

OTT TV
Services

1141

treaming

Social Media
193.2

Non-
Premium
+Premium
Cable... !
Search
(Goo...
Streaming Audio (Local Radio/ Bing,
Podcasts/Streaming Services)
169.3

Online
Cla
Schools,
Colley

YouTube/
TikTok, etc.

Social Media
157.5

OTT TV Streaming Services
125.7

Streaming Audio (Local
Radio/ Podcasts/Streaming C ::11
Services)

Non-
Premium
+Premium
Cable...

YouTube/

40.1

TikTok, etc.

Schools,

119.7

Search

(Goo... (incl.

Zoom,etc :
fo

Au...

News/

Store at BEST BUY past
o Preiom:Prems i -H!'I mos
= who Purchased Items In-Store at BEST BUY past 3mos m PHOENIX ® who Purchased Items In-Store at BEST BUY past 3mos W PHOENIX

Avg. Week Ad—Suggorted Digital (Persons & % Reach): Adults 18 or older‘ m_Avg.

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

s oo s ) G e TR
e Westhe sports (ebites o) | ——{ 15T
et/ zoomet. (Pesons & work) - ENE T L
- N
err s e T — T
s oot i T =%
YouTube/TikTok, etc. mm
toci v sreamios . ERERTSTAE) R T
swenmingpuco Loxol k. ERERTE) R T
Gomesrantasyfoctin s RTRETES | R YT
) M-zfi‘;%"

2.8%

(201
R
(1]

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

g2

4:51 e

Cable

concurrent

Usage %:

70.3%

ing/Fina rcial fReal

Non
Premium
+Premium
Cable
Streaming

Streaming Audio
(Local Radio/
Podcasts/Streaming
Services)

3.6 YouTube/

TikTok, etc.
40.2

Search
QOTT TV Streaming
Social Media Services Bing, etc.)
171.6

Local TV
Streaming
411

Email/

Shop..

(incl.
Food/
Aucti... | Bank...

Spor...

Social Media
140.6

QOTT TV Streaming
Services

Non-Premium
+Premium
Cable
Streaming
436

YouTube/
TikTok, etc.

Online Classes, Schools, Colleges, Universities _ 0. g& “::::;:‘:;:ﬁ:;: BHORHX
3mi
u who Purchased Items In-Store at BEST BUY past 3mos = PHOENIX

PHOENIX DMA Scarborough R2 2024: Aug23-Aug24 Qual Intab 216
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

w who Purchased Items In-Store at BEST BUY past 3mos

[(Stores/services shopped in-store past 3 months: Best Buy AND Stores/services bought past 3 months: Best Buy)]

92.2 Local TV
Streaming
37.6
Streaming Audio Sh.erp ,
(Local Radio/ (incl
Podcasts/Streaming ‘\ ood/  Sp..
Services) Aucti... (W.
&0 Banking..
B PHOENIX
* Share of Everything
_ for Anything _



16,336,732 or 72.6% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos use
Ad-Supported Facebook for an average of 44.8 minutes every day representing 34.2% of all time
spent daily with Ad-Supported Social Media.
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405,209 or 62.7% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos use
Ad-Supported Facebook for an average of 40.4 minutes every day representing 33.1% of all time
spent daily with Ad-Supported Social Media.
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353,966 or 70.8% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos use
Ad-Supported Facebook for an average of 40.3 minutes every day representing 32.1% of all time
spent daily with Ad-Supported Social Media.
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267,422 or 71.2% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos use
Ad-Supported Facebook for an average of 54.2 minutes every day representing 36.4% of all time
spent daily with Ad-Supported Social Media.
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277,545 or 66.8% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos use
Ad-Supported Facebook for an average of 65.5 minutes every day representing 38.1% of all time
spent daily with Ad-Supported Social Media.
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‘ 16,336,732 or 72.6% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos use
Ad-Supported Facebook for an average of 44.8 minutes every day representing 34.2% of all time
| spent daily with Ad-Supported Social Media.
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405,209 or 62.7% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos use
Ad-Supported Facebook for an average of 40.4 minutes every day representing 33.1% of all time
spent daily with Ad-Supported Social Media.
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353,966 or 70.8% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos use
Ad-Supported Facebook for an average of 40.3 minutes every day representing 32.1% of all time
spent daily with Ad-Supported Social Media.
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267,422 or 71.2% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos use
Ad-Supported Facebook for an average of 54.2 minutes every day representing 36.4% of all time
spent daily with Ad-Supported Social Media.
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277,545 or 66.8% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos use
Ad-Supported Facebook for an average of 65.5 minutes every day representing 38.1% of all time
spent daily with Ad-Supported Social Media.
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BEST - M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 51,249;
OBW EXTIm c“I Local Radio: 36,518; Social Media: 28,486; Local TV: 19,545; Non-Prem. Cable: 18,739

reaching Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mo

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH) (Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 32,664;
Local Radio: 26,028; Social Media: 21,810; Non-Prem. Cable: 12,792; Local TV: 10,661
reaching Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mo

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 18 or older who Purchased Items In-Store at BEST
BUY past 3mos
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 27,701;
Social Media: 16,920; Local Radio: 16,819; Non-Prem. Cable: 9,549; Local TV: 8,616
reaching Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos.

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH) (Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 36,989;
Social Media: 23,012; Local Radio: 20,097; Non-Prem. Cable: 14,053; Local TV: 12,366
reaching Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mo

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH) (Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 18 or older who Purchased Items In-Store at BEST PHOENIX Metro Area Adults 18 or older
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older

20,734,606 or 92.1% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos
spend an average of 65.3 minutes per day driving, seeing Billboards and Signs. 68.5% Listen to Local
Radio Stations Out-of-Home for an average of 40.4 minutes/day
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544,193 or 84.2% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend
°§.f'sv,' EXrm cHI an average of 76.3 minutes per day driving, seeing Billboards and Signs. 72.8% Listen to Local Radio

Stations Out-of-Home for an average of 42.4 minutes/day.

Top-13 Out—of -Home Media (Persons & % Reach): Adults 18 or older Top-13 Out-of-Home Media {/ Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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466,503 or 93.3% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend
an average of 55. minutes per day driving, seeing Billboards and Signs. 68.1% Listen to Local Radio
Stations Out-of-Home for an average of 46. minutes/day.
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337,734 or 89.9% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend
an average of 61. minutes per day driving, seeing Billboards and Signs. 60.6% Listen to Local Radio
Stations Out-of-Home for an average of 37.4 minutes/day.
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older

(average week)
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405,488 or 97.6% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend
an average of 70.8 minutes per day driving, seeing Billboards and Signs. 62.9% Listen to Local Radio
Stations Out-of-Home for an average of 37.8 minutes/day.

Total Persons: % Time Spent:

|
X

FEEEEEEEELE

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

0.4%

Concurrent

who Purchased Items In- PHOENIX
Store at BEST BUY past
3mos

=
o,
R,

® who Purchased Items In-Store at BEST BUY past 3mos m PHOENIX

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

Health
Clubs/Gyms
15.3

Restaurants

& Bars

AM/FM Radio 13.0

Grocery

Walking in Towns, Stores

Billboards & Signs Cities, Downtown
(Weekly Drivers) Areas
70.8 20,0

YouTube
Music

Billboards & Signs
(Weekly Drivers

56.5

Health
Clubs/Gyms
153

Shopping
Malls

AM/FM Radio Restaurants Grocery

40.4 Store: Po...
40.4 & Bars ;”::5 2

143

Walking in Towns,
Cities, Downtown
Areas SiriusXM P
20.8 103 ‘ DRiE

= who Purchased Items In-Store at BEST BUY past 3mos

u PHOENIX

Top-13 Ad-Supported Out-of-Home Media (Persons & % Reach): Adults 18 or older

{Average week)
Grocery Stores

Billboards & Signs (Weekly Drivers)

‘Walking in Towns, Cities, Downtown...

AM/FM Radio

Gas Stations/Convenience Stores
Restaurants & Bars

Shopping Malls

Drug Stores

Podcasts

YouTube Music

Health Clubs/Gyms

Retail Stores

Movie Theaters

PHOENIX

.
M
i
H

-
st pt @

persons

Totzt
aassasi] o
T
L R ——

—— 7
TSR 1

PETTY —T 24.7%

m m Avg. Hours+Minutes/day with Ad- M

% Supported Out-of-Home Media:
1,145,982 Adults 18 or older
55050 | Joax
sos se7 | 3a.0% g N
P o™ -
who Purchased Items In-

Store at BEST BUY past

(1015 -

e B
rS
*‘Eﬁ.

o2 150 IHE
= who Purchased Items In-Store at BEST BUY past 3mos m PHOENIX
DMA Scarborough R2 2024: Aug23-Aug24 Qual Intab 216

All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

v (averoge ooy

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

Health Clubs/ | Shopping
Gyms Malls
15.3 15.0

Restaurants
& Bars
13.0

Movie
Theaters
AM/FM Radio 131
37.8
Retail
Stores
6.5

Grocery.
Stores

Walking in Towns,
Cities, Downtown
S Areas

708 20.0 10.1

Billboards & Si

(Weekly Dr Podc... ube

Billboards & Si
(Weekly Driv
56.5

Retail

® who Purchased Items In-Store at BEST BUY past 3mos

[(Stores/services shopped in-store past 3 months: Best Buy AND Stores/services bought past 3 months: Best Buy)]

AM/FM Radio Res&msl'::sms Stores  Stor...
143 9.2 69
YouTube
Walking in Towns, Music
Cities, Downtown Movie
Areas Theaters
20.8 s
= PHOENIX
* Share of Everything
" for Anything .



20,734,606 or 92.1% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an
average of 65.3 minutes per day driving, seeing Billboards and Signs representing 39.6% 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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544,193 or 84.2% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an
°ﬁ' EXIIa c HI average of 76.3 minutes per day driving, seeing Billboards and Signs representing 36.6% 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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466,503 or 93.3% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an
average of 55. minutes per day driving, seeing Billboards and Signs representing 33.1% of all Time Spent
with Ad-Supported Out-of-Home Media.
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337,734 or 89.9% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an
average of 61. minutes per day driving, seeing Billboards and Signs representing 38.3% of all Time Spent

with Ad-Supported Out-of-Home Media.
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405,488 or 97.6% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an

average of 70.8 minutes per day driving, seeing Billboards and Signs representing 47.8% of all Time Spent
with Ad-Supported Out-of-Home Media.
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BEST 544,193 or 84.2% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend
2 BW EXIIa c H I an average of 76.3 minutes per day driving an average of 44.4 miles each day and are 145.5% more
likely to use Route 72 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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466,503 or 93.3% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend
an average of 55. minutes per day driving an average of 32. miles each day and are 55.% more likely
to use Constitution Avenue than the Metro average.
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Top-26 Residential Zip Codes: Adults 18 or older
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Employment Zip Codes: Adults 18 or older

|

2.66%

1

0.54%
2.31%

2.25%
0.78%

|

¥

0.83%

3
5

3

48 866 0.86%

1.53%

B
N
@
IR

I
w
@
£

0.53%
1.31%

’

i

0.16%
1.27%

h
&3
L
3

* Share of Everything
for Anything _



Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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Top-26 Residential Zip Codes: Adults 18 or older
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337,734 or 89.9% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend
an average of 61. minutes per day driving an average of 35.5 miles each day and are 169.3% more
likely to use Narrows Bridge than the Metro average.

Top-26 Employment Zip Codes: Adults 18 or older
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405,488 or 97.6% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend
an average of 70.8 minutes per day driving an average of 41.2 miles each day and are 172.3% more
likely to use Bob Stump Memorial Parkway (Loop 303) than the M

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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Top-26 Residential Zip Codes: Adults 18 or older
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Top-26 Employment Zip Codes: Adults 18 or older
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Local Daily Newspaper(s) (Daily+Sunday)
Direct Mail Advertising (excluding Catalogs)
Local Daily Newspaper(s) (Sunday)

Local Daily Newspaper(s) (Daily

Books

New York Times (Daily+Sunday)

All Local Weekly Newspapers

New York Times (Sunday)

New York Times (Daily)

‘Wall Street Journal (Daily)

Magazines

Catalogs

USA Today (Daily)

8,130,162 or 36.1% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 10.3 minutes every day representing
33.2% of all time spent daily with All forms of Print Media.
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New York Times aily | New York Times
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Avg. Week Ad- Sug,gorted All Print Media (Persons & % Reach): Adults 18 or older Avg. Day Ad-Supported Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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BUY

226,774 or 35.1% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 11.1 minutes every day representing
34.7% of all time spent daily with All forms of Print Media.

Avg. Week All Print ngeg‘ia (Persons & % Reach): Adults 18 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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175,880 or 35.2% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 11.5 minutes every day representing
34 4% of all time spent daily with All forms of Print Media.
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176,901 or 47.1% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 10.7 minutes every day representing
30.8% of all time spent daily with All forms of Print Media.

Avg. Week All Print Dﬂﬁg‘ia (Persons & % Reach): Adults 18 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Local Daily
Newspaper(s)
(Sunday)
15.2

New York Times
(sunday)
14.0

USA Today (Daily)
15

New York Tims
89

Wall Street Journal (Daily) | Magazines
1.4 7.8

Adverti..
(excludi

Local Daily
Newspaper(s)
(Sunday)
123

New York Times
(Sunday)
11.2

New York Times (Daily
+Sunday) Local Daily
[ar—
(Daily

9.2

Wall Street Journal (Daily)
9.2

Magazines {Daily)

USA Today (Daily)
9.0 14 71

= who Purchased Items In-Store at BEST BUY past 3mos

[(Stores/services shopped in-store past 3 months: Best Buy AND Stores/services bought past 3 months: Best Buy)]

H SEATTLE-TACOMA

for Anything _

soefa.ai

® Share of Everything



170,563 or 41.1% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos read
Direct Mail Advertising (excluding Catalogs) for an average of 7.6 minutes every day representing
27.7% of all time spent daily with All forms of Print Media.

Avg. Week All Print ngewg‘ia (Persons & % Reach): Adults 18 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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BEST BUY past 3mos -

Usa Today (Daily) APV 0% 1.7%

New York Times (Sunday)

New York Times | New York Times
(Daily+Sunday) (Daily)
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