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3.7% or 10,171,495 of USA DMA Adults 18 or older Bought Clothing Items at H&M in the past 3 months.
Typical Adults 18 or older who Bought Clothing Items at H&M in the past 3 months are 36.5 years old
(25.3% younger than average) and have a $131,171 (11.9% higher than average) annual household income.
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Typical Adults 18 or older who Bought Clothing Items at H&M in the past 3 months are 34.3 years old

3.7% or 279,361 of CHI DMA Adults 18 or older Bought Clothing Items at H&M in the past 3 months.
= Hi|

(29.1% younger than average) and have a $108,690 (3.4% lower than average) annual household income.
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5.5% or 316,368 of WADC DMA Adults 18 or older Bought Clothing Items at H&M in the past 3 months.
Typical Adults 18 or older who Bought Clothing Items at H&M in the past 3 months are 36.7 years old
(23.5% younger than average) and have a $147,868 (6.2% higher than average) annual household income.
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2.8% or 128,451 of SEA DMA Adults 18 or older Bought Clothing Items at H&M in the past 3 months.
Typical Adults 18 or older who Bought Clothing Items at H&M in the past 3 months are 40.7 years old
(15.6% younger than average) and have a $153,008 (18.9% higher than average) annual household income.
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4.3% or 205,631 of PHX DMA Adults 18 or older Bought Clothing Items at H&M in the past 3 months.
Typical Adults 18 or older who Bought Clothing Items at H&M in the past 3 months are 31.2 years old
(36.4% younger than average) and have a $118,574 (10.7% higher than average) annual household income.
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3.7% or 10,171,495 of USA DMA Adults 18 or older Bought Clothing Items at H&M in the past 3 months.
Adults 18 or older who Bought Clothing Items at H&M in the past 3 months are 15.% more likely to be a
college graduate, 22.6% more likely to work full-time, 27.1% less likely to be married, 43.5% more likely
to be a parent of 1 or more children under 18.
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3.7% or 279,361 of CHI DMA Adults 18 or older Bought Clothing Items at H&M in the past 3 months.
Adults 18 or older who Bought Clothing Items at H&M in the past 3 months are 29.2% more likely to be
a college graduate, 29.1% more likely to work full-time, 20.2% less likely to be married, 51.8% more
likely to be a parent of 1 or more children under 18.
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5.5% or 316,368 of WADC DMA Adults 18 or older Bought Clothing Items at H&M in the past 3 months.
Adults 18 or older who Bought Clothing Items at H&M in the past 3 months are 12.3% less likely to be a
college graduate, 7.5% more likely to work full-time, 41.2% less likely to be married, 8.5% more likely to
be a parent of 1 or more children under 18.
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2.8% or 128,451 of SEA DMA Adults 18 or older Bought Clothing Items at H&M in the past 3 months.

Adults 18 or older who Bought Clothing Items at H&M in the past 3 months are 35.8% more likely to be
a college graduate, 37.7% more likely to work full-time, 5.7% less likely to be married, 76.5% more likely
to be a parent of 1 or more children under 18.
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4.3% or 205,631 of PHX DMA Adults 18 or older Bought Clothing Items at H&M in the past 3 months.
Adults 18 or older who Bought Clothing Items at H&M in the past 3 months are .8% more likely to be a
college graduate, 8.5% more likely to work full-time, 47.3% less likely to be married, 64.% more likely to
be a parent of 1 or more children under 18.
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home, 6.4% more likely to have a dog.

3.7% or 10,171,495 of USA DMA Adults 18 or older Bought Clothing Items at H&M in the past 3 months.
Adults 18 or older who Bought Clothing Items at H&M in the past 3 months are 14.2% less likely to own
their home, 20.6% more likely to own a higher valued home, 12.3% less likely to have a single-family
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: 3.7% or 279,361 of CHI DMA Adults 18 or older Bought Clothing Items at H&M in the past 3 months.
Adults 18 or older who Bought Clothing Items at H&M in the past 3 months are 23.8% less likely to own

[
je— c H their home, 5.8% more likely to own a lower valued home, 21.7% less likely to have a single-family home,
32.% more likely to have a dog.

m Own/Rent/Other:Adults 18 or older m%& Type of Home:Adults 18 or older 4™ Pets in Home:Adults 18 or older
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; 5.5% or 316,368 of WADC DMA Adults 18 or older Bought Clothing Items at H&M in the past 3 months.
L] wn Adults 18 or older who Bought Clothing Items at H&M in the past 3 months are 25.2% less likely to own
I

their home, 8.9% more likely to own a higher valued home, 32.1% less likely to have a single-family home,
6.8% more likely to have a dog.

m Own/Rent/Other:Adults 18 or older m%& Type of Home:Adults 18 or older 4™ Pets in Home:Adults 18 or older
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| 2.8% or 128,451 of SEA DMA Adults 18 or older Bought Clothing Items at H&M in the past 3 months.

Adults 18 or older who Bought Clothing Items at H&M in the past 3 months are 2.6% less likely to own

their home, 2.7% more likely to own a higher valued home, 6.% less likely to have a single-family home,
23.% more likely to have a dog.
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Adults 18 or older who Bought Clothing Items at H&M in the past 3 months are 7.2% less likely to own

their home, 56.4% more likely to own a higher valued home, .4% more likely to have a single-family
home, 6.4% less likely to have a dog.

: 4.3% or 205,631 of PHX DMA Adults 18 or older Bought Clothing Items at H&M in the past 3 months.
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3.7% or 10,171,495 of USA DMA Adults 18 or older Bought Clothing Items at H&M in the past 3 months.
Adults 18 or older who Bought Clothing Items at H&M in the past 3 months are 1.4% less likely to look up
D-I-Y advice online, 17.7% less likely to always vote in local elections, 55.9% more likely to belong to a gym,
39.% more likely to fly domestic past
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3.7% or 279,361 of CHI DMA Adults 18 or older Bought Clothing Items at H&M in the past 3 months.
Adults 18 or older who Bought Clothing Items at H&M in the past 3 months are 29.2% less likely to look up

D-I-Y advice online, 31.3% less likely to always vote in local elections, 87.5% more likely to belong to a gym,

33.7% more likely to fly domestic pas
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gym, 32.7% more likely to fly domestic past

5.5% or 316,368 of WADC DMA Adults 18 or older Bought Clothing Items at H&M in the past 3 months.
Adults 18 or older who Bought Clothing Items at H&M in the past 3 months are 18.9% more likely to look
up D-I-Y advice online, 10.1% more likely to always vote in local elections, 38.% more likely to belong to a
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2.8% or 128,451 of SEA DMA Adults 18 or older Bought Clothing Items at H&M in the past 3 months.

Adults 18 or older who Bought Clothing Items at H&M in the past 3 months are 25.7% more likely to look
up D-I-Y advice online, 24.6% less likely to always vote in local elections, 64.4% more likely to belong to a
gym, 29.3% more likely to fly domestic pas
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4.3% or 205,631 of PHX DMA Adults 18 or older Bought Clothing Items at H&M in the past 3 months.
@ Adults 18 or older who Bought Clothing Items at H&M in the past 3 months are 22.7% less likely to look up
D-I-Y advice online, 64.8% less likely to always vote in local elections, 28.% more likely to belong to a gym,

51.1% more likely to fly domestic past
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Past 30-days QSR Users: Adults 18 or older
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Total Aggzgtly QSR Users: Avg. Monthly QSR Meals:

83.3%

3.7% or 10,171,495 of USA DMA Adults 18 or older Bought Clothing Items at H&M in the past 3 months.
Adults 18 or older who Bought Clothing Items at H&M in the past 3 months are 13.6% more likely to use
QSRs past mo., 21.3% more likely to use Sit-Down Restaurants past mo., 26.% more likely to use Casinos
past yr., 26.8% more likely to smoke cigarettes.
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wings/  Bagel/ steskhouse Upscale  Seafood
Burgers{  Donut/

Sports Bar  Bakery

bl s magan

cmm m

= who Bought Clothing items at HEM in the past 3 months. muUsA

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Bought Gothing ftems ot H&M in the past 3 months 36.2%

W 54,331,216 19.9%

Past 12 months Casmo Activities: Adults 18 or older

36.1%

M 5195

Casinos visited past 12

Used Past 30-days: Adults 18 or older

Cigarettes

mUSA

Clothing stores bought past 3 months: H&M

i / Cannabis

= who Bought Clothing ltems at HEMin the past 3 months



Past 30-days QSR Users: Adults 18 or older

1 time

%
2 times

3 times

10.3%

= who Bought Clothing Items at H&M in the past 3 months
Total Monthly QSR Users:
95.7%

4 times

5 times

6-9times

10times or more
ECHI

Avg. Monthly QSR Meals:

Adults 18 or older who Bought Clothing Items at H&M in the past 3

past yr., 22.7% more likely to smoke cigarettes.

3.7% or 279,361 of CHI DMA Adults 18 or older Bought Clothing Items at H&M in the past 3 months.

QSRs past mo., 24.8% more likely to use Sit-Down Restaurants past mo., 13.6% less likely to use Casinos

months are 13.5% more likely to use

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

1time

16.3%

-
o
s
sume

10 tiivies oF nGre F

= who Bought Clothing Items at H&M in the past 3 months mCHI
Total Monthly Sit-Down Re Users:  Avg. Monthly Sit-Down R ant Meals:
87.2% 69.9%

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

Wine

2,255,305 29.5%

Imported Beer
Domestic Regular Beer
Domestic Light Beer

- ¥
| |

Microbrew / Craft Beer

# who Bought Clothing Items at H&M in the past 3 months mCHI

DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

Iiikﬁhith

Muion:  Phom:  choas | o s magan

wings/ Bagel/ Upscale steakhouse seafood
Burgers | Donut/
l:nilmnzl spors Bar  Bakery

= who Bought Clothing ftems at H&Min the past 3 months mCHI

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Bought Gothing ftems ot H&M in the past 3 months 44.2%

(e B 1,679,594 22.0%

Past 12 months Casmo Activities: Adults 18 or older

Slot Machines

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

Stage Show / Concert v

Upscale Restaurant

Sports Betting g

Spa

Other Gambling

Casinos visited past 12

Used Past 30-days: Adults 18 or older

%

Vape

Cigarettes

/ Cannabis

= who Bought Clothing Items at H&M in the past 3 months

m CHI

161

CHI
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Clothing stores bought past 3 months: H&M

= who Bought Clothing ltems at HEM in the past 3 months. =cHI



Past 30-days QSR Users: Adults 18 or older

Htime LEI

i

2 times

3 times

® who Bought Clothing Items at H&M in the past 3 months

Total Monthly QSR Users:
92.1%

4 times

5 times

6-9times

10 times or more

B WADC

Avg. Monthly QSR Meals:
82.1%

5.5% or 316,368 of WADC DMA Adults 18 or older Bought Clothing Items at H&M in the past 3 months.

Adults 18 or older who Bought Clothing Items at H&M in the past 3 months are 12.1% more likely to use

QSRs past mo., 20.9% more likely to use Sit-Down Restaurants past mo., 48.5% more likely to use Casinos

past yr., 5.4% more likely to smoke cigarettes.

1time 14.8%

2 times 16.1%

3 times
4 times
5 times 8.0%

6 -9 times

10 times or more

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

= who Bought €Ioth|ng Items at H&M in the past 3 months m WADC
Total Monthly Sit-Down Re Users:  Avg. Monthly Sit-Down Restaurant Meals:
86.6% 71.6%

Drank Past 30-days. Adults 18 or older
M_-

Liquor

Any Type of Beer
Wine

Imported Beer

Domestic Regular Beer

z 306,541 22, 6%
oo

Domestic Light Beer
Microbrew / Craft Beer
# who Bought Clothing Items at H&M in the past 3 months HWADC

DMA Scarborough R1 2026: Mar25-Mar26 Qual Intab

Tabl

Past 12 months Casino Activities: Adults 18 or older

slot Machines  pworpr 20.0%

e Games (Craps, Poker, etc.) 3
Bar / Nightclub

Upscale Restaurant

Stage Show / Concert
Sports Betting

Spa

Other Gambling

= who Bought Clothing Items at H&M in the past 3 months = WADC

WADC 306
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.
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Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

iiihhkﬁhuh

Chinese rafan

M«r steskhouse Upscale  Wings/  Seafood
Burgers

nlyy sports 8ar

= who Bought Cothing tems at H&Min the past 3 months mWADC

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Bought Gothing ftems ot H&M in the past 3 months 51.1%

wapc [EEIENG 25.4%

Casinos visited past 12

29.3%

hs: Yes

Used Past 30-days: Adults 18 or older

=

Clothing stores bought past 3 months: H&M

i / Cannabis Cigarettes Vape

wwho Bought Clothing items at HEM in the past 3 months =WADC



Past 30-days QSR Users: Adults 18 or older

1 time

g
2 times

3 times

4 times 10.8%

10times or more 10.0% —

= who Bought dothing Items at H&M in the past 3 months WSEA

Total Monthly QSR Users: Avg. Monthly QSR Meals:
90.7%

79.2%

‘ 2.8% or 128,451 of SEA DMA Adults 18 or older Bought Clothing Items at H&M in the past 3 months.

Adults 18 or older who Bought Clothing Items at H&M in the past 3 months are 14.6% more likely to use
QSRs past mo., 16.7% more likely to use Sit-Down Restaurants past mo., 24.9% more likely to use Casinos
past yr., 172.7% more likely to smoke cigarettes.

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

(Sit-Down Restaurants Used Past 30-days)

1time
2 times = 16.4%
3 times 10.9%
4 times ‘
o ELH
Mexican  Phza  Coffee  Chinese  mafian  Bagel/ wings/ Upscale Seafood Steakhouse
Mouse / Donut) Burgers/
10tmes or more | o il
= who Bought Clothing Items at H&M in the past 3 months uSEA = who Bought Clothing ttems at H&M in the past 3 months mSEA
Total Monthly Sit-Down R Users:  Avg. Monthly Sit-Down R ant Meals: Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
79.5% 68.1% who Bought Glothing ftems ot H&M in the past 3 moaths _ 34.9%

2 L 2l

Drank Past 30-days: Adults 18 or older
Imported Beer
Damestic Regiar Boer

Domestic Light Beer m - v
Microbrew / Craft Beer 5.3;‘0% i

Liquor
Any Type of Beer

Wine

# who Bought Clothing Items at H&M in the past 3 months WSEA

DMA Scarborough R1 2026: Mar25-Mar26 Qual Intab

Table Games (Craps, Poker, etc.)

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

%

531,379 11.6%

Slot Machines  pyepren 23.3%

Upscale Restaurant

Bar / Nightclub
Stage Show / Concert
Sports Betting 39.3%
Spa L 2.3% 1801304 69 6(
Other Gambling 1;;% Casinos visited past 12 hs: Yes ij / Cannabis Cigarettes
u who Bought Clothing Items at H&M in the past 3 months mSEA = who Bought Clothing ltems at HEM in the past 3 manths mSEA

SEA 121
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Clothing stores bought past 3 months: H&M



* PHX

Past 30-days QSR Users: Adults 18 or older

2 times

i

3times

4 times

5 times

6-9times

10times or more

® who Bought Clothing items at H&M in the past 3 months
Total Monthly QSR Users:

97.6% 84.5%

EPHX

Avg. Monthly QSR Meals:

‘ 4.3% or 205,631 of PHX DMA Adults 18 or older Bought Clothing Items at H&M in the past 3 months.

Adults 18 or older who Bought Clothing Items at H&M in the past 3 months are 15.5% more likely to use
QSRs past mo., 17.2% more likely to use Sit-Down Restaurants past mo., 37.5% more likely to use Casinos

past yr., 29.1% more likely to smoke cigarettes.

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

s e TN
15.2% ;

2 times

3 times
4 times
5 times
6 -9 times

10times or more
= who Bought Clothing Items at H&M in the past 3 months
Total Monthly Sit-Down Restaurant Users:  Avg. Monthly Sit-Down Restaurant Meals:

= - - “

Drank Past 30 days. Adults 18 or older
Any Type of Beer s
Liquor

Wine

Imported Beer
Domestic Light Beer
Domestic Regular Beer

Microbrew / Craft Beer

#who Bought Clothing Items at H&M in the past 3 months

- PHX

DMA Scarborough R1 2026: Feb25-Feb26 Qual intab

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

Mexican

'hﬁhmnkn

chlerse, | oot o

Pz afan steakhouse wings/ Bagel/ Upscale  Seafood
B onut /

gers{  Don

Blcecp m sports Bar  Bakery

= who Bought Clothing Items at HEM in the past 3 months mPHX

Used Res:uumm Delivery Senm.-e Past 30-days (Grubhub, Uber Eats, etc.)
past 3 months 17.8%

17.4%

L 837,313

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

1, 9!11 824

cirasr 13.4% :
27 % X

39.5%

-
2,380,744

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

Upscale Restaurant

Sports Betting g 4% 15.0%
stage show/ Concert R 7 o

Other Gambling ﬁl‘lﬁs 4%
4.9%
Spa 21.5% Casinos visited past 12 months: Yes

u who Bought Clothing Items at H&M in the past 3 months = PHX

83

PHX
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Clothing stores bought past 3 months: H&M

Used Past 30-days: Adults 18 or older

Marijuana / Cannabis Cigarettes

= who Bought Gothing ttems at H&M in the past 3 months



3.7% or 10,171,495 of USA DMA Adults 18 or older Bought Clothing Items at H&M in the past 3 months.
Adults 18 or older who Bought Clothing Items at H&M in the past 3 months are 16.4% more likely to have a

401K, 20.% more likely to have an Auto Loan, 26.% more likely to Invest/Trade Stocks Online, 4.5% less likely
to pay with their Debit Card.

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

401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

Bonds

Other (Crypto / NFTs / Metals, etc.)

sgonz 2o 1057 bos wzco ——

529 Plan / College Savings Plan Checking Debitor ATM  Savings  CreditCard  Online Mobile Online Bill Home Money  Certificates of Studentloan Personal Loan Refinanced Home
Account card Account Banking Banking Paying Mortgage Market  Deposit (CDs) Home Improvement
Account Mortgage Loan or Home
Second Home or Real Estate Property Equity toan
m who Bought Clothing Items at H&M in the past 3 months mUSA # who Bought Clothing Items at H&M in the past 3 months HUSA

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

Tax Preparation Service S
" 53,434,833 19.6%
Financial Planner

Online Investing / Stock Trading

Accountant

Insurance Agent at a Local Office (not online) g 4.9%
20,896,912 7.6%
571,047 5.6%
Real Estate Agent
feent PUNERY 3%
; 3.4%
S—

9.3% 9.5% 9.4%

. 63% 5100 479

i

: ool S U A ’ o ars SRR : :
. 17% (*Past 12 Months) PayPal DebitCard  Venmo  MasterCard ApplePay  CashApp  GooglePay American  Discover  Store Credit Square Cash  Facebook —Samsung Pay
Divorce / Family Attormey 5.0% Express Card Messenger
# who Bought Clothing Items at H&M in the past 3 months W USA % who Bought Clothing Items at H&M in the past 3 months WUSA

USA USA Projection Scarborough R1 2026: Jan25-Mar26 Qual Intab 900
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Clothing stores bought past 3 months: H&M



3.7% or 279,361 of CHI DMA Adults 18 or older Bought Clothing Items at H&M in the past 3 months.
Adults 18 or older who Bought Clothing Items at H&M in the past 3 months are 4.3% less likely to have a

401K, 29.4% more likely to have an Auto Loan, 36.6% more likely to Invest/Trade Stocks Online, 28.3% more
likely to pay with their Debit Card.

ﬂﬂlnvestments Owned: Adults 18 or older

401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

Bonds

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

Second Home or Real Estate Property

u who Bought Clothing Items at H&M in the past 3 months

8.2%
841, 213 11.0%
Z 869 B_Q%

ECHI

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

536 55K a0 41% oo 30%

8.4%
Checking Debitor ATM  Savings Credit Card Online Mobile Online Bill Auto loan Certificates of Money  Studentloan Personal Loan Refinanced Home
Account card Account Banking Banking Paying Deposit (CDs)  Market Home Improvement
Account Mortgage Loan or Home
Equity Loan

# who Bought Clothing Items at H&M in the past 3 months W CHI

Professional Services Used*: Adults 18 or older

Tax Preparation Service

Financial Planner

Online Investing / Stock Trading

Accountant

Insurance Agent at a Local Office (not online)

Estate Planning

Real Estate Agent

Divorce / Family Attormey

= who Bought Clothing Items at H&M in the past 3 months

DMA

Scarborough R1 2026: Feb25-Feb26

4,580 8.8%
783,376 10.2%

B06%
648,702 8.5%

@16%

il 2.8%
4.5%
2.4%

1.1% (*Past 12 Months)
E o
ECHI
Qual Intab 161

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

Store Credit ~ American  Square Cash

. a0 I 2
Google Pay  Cash App

Zelle Venmo  MasterCard  Apple Pay

PayPal Debit Card Discover Facebook  Samsung Pay
Card Express Messenger
® who Bought Clothing Items at H&M in the past 3 months HCHI
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Clothing stores bought past 3 months: H&M




5.5% or 316,368 of WADC DMA Adults 18 or older Bought Clothing Items at H&M in the past 3 months.
Adults 18 or older who Bought Clothing Items at H&M in the past 3 months are 20.3% more likely to have a

401K, 18.1% less likely to have an Auto Loan, 24.2% more likely to Invest/Trade Stocks Online, 2.6% less likely
to pay with their Debit Card.

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

401K Plan 2738101 STy

IRA (Individual Retirement Account) psess
Stocks or Stock Options

Mutual Funds

Money Market Funds

529 Plan / College Savings Plan

Other (Crypto / NFTs / Metals, etc.) sax 0 aax 5% aox +2%
Bonds 0.0% Checking Debitor ATM  Savings  CreditCard  Online Online Bill Mobile Money  Certificates of Studentloan Personal Loan Refinanced Home
Account card Account Banking Paying Banking Market  Deposit (CDs) Home Improvement
Second Home or Real Estate Property Ma.o;g 6% Aecount Mortgage l:::;';zm
® who Bought Clothing ltems at H&M in the past 3 months mWADC # who Bought Clothing Items at H&M in the past 3 months B WADC

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

Tax Preparation Service o

Online investing / Stock Trading

Financial Planner

10.6%
Accountant i
495,716 8.6%

& 835 3.7%
I it at a Local Offi ot onll
ST — ™
3.8%
Real Estate Agent g
he pEAW[y, 3.2%
. 4.5%
o—— %

Venmo  MasterCard ApplePay  CashApp GooglePay American  Discover  Store Credit SquareCash SamsungPay Facebook

| *Past 12 Months]
Divorce / Family Attormey Eug?;% f 4 Express card Messenger
% who Bought Clothing Items at H&M in the past 3 months ®WADC % who Bought Clothing Items at H&M in the past 3 months B WADC

WADC DMA Scarborough R1 2026: Mar25-Mar26 Qual Intab 306
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2.8% or 128,451 of SEA DMA Adults 18 or older Bought Clothing Items at H&M in the past 3 months.

Adults 18 or older who Bought Clothing Items at H&M in the past 3 months are 21.% more likely to have a
401K, 32.3% more likely to have an Auto Loan, 3.6% less likely to Invest/Trade Stocks Online, 17.3% less likely
to pay with their Debit Card.

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

401K Plan

IRA (Individual Reti A t)

Stocks or Stock Options

20.5%

Mutual Funds 20,6%
Money Market Funds '99:6 %
Bonds - mi?;%
L .9% 6.4% 7.0% 2% 6.7% 7.2%
Other (Crypto / NFTs / Metals, etc.) 1 . 0% 53m
564,352 ERbE; 214 8.1%
Second Home or Real Estate Property 5% . Checking Debitor ATM  Savings  CreditCard  Online Mobile  Online Bill Home Money  Autoloan Certificates of Studentloan Refinanced Personal Loan  Home
Account card Account Banking Banking Paying Mortgage Market Deposit (CDs) Home Improvement
. 16.4% Account Mortgage Loan or Home
529 Plan / College Savings Plan Equity Loan
w who Bought Clothing Items at H&M in the past 3 months uSEA ® who Bought Clothing Items at H&M in the past 3 months BSEA

Professional Services Used*: Adults 18 or older | {pyPast 3-Months Payment Methods Used: Adults 18 or older

Online Investing / Stock Trading . y
" o 71.8%)

Tax Preparation Service

Financial Planner

785,700
12, 0.7%

. 5,79 4.5%
Insurance Agent at a Local Office (not online) 262,017 5 . .
" 3.2%
ftate plannine az%

0.9% 13.2%
- 7.6%
13.1% 3.9% 5.5% a7%
nes et st R 0% o B (ol

DebitCard MasterCard  Apple Pay  GooglePay  Cash App American  Store Credit  Discover  Square Cash  Facebook  Samsung Pay

) _ 3.8% (*Past 12 Months) visa
Divorce / Family Attorney s Express Card Messenger
# who Bought Clothing Items at H&M in the past 3 months mSEA # who Bought Clothing Items at H&M in the past 3 months mSEA

SEA DMA Scarborough R1 2026: Mar25-Mar26 Qual Intab 121
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* PHX

4.3% or 205,631 of PHX DMA Adults 18 or older Bought Clothing Items at H&M in the past 3 months.
Adults 18 or older who Bought Clothing Items at H&M in the past 3 months are 34.2% more likely to have a

401K, 43.5% more likely to have an Auto Loan, 16.8% more likely to Invest/Trade Stocks Online, 40.4% less
likely to pay with their Debit Card.

ﬂﬂlnvestments Owned: Adults 18 or older

401K Plan

1,976,587 41.0%

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

Second Home or Real Estate Property

Other (Crypto / NFTs / Metals, etc.)

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

i
Certificates of Studentloan Personal Loan Refinanced

Checiung Debitor ATM  Savings Credit Card Mobile Online Bill

Bonds Online Money Home
Account card Account Banking Banking Paying Market  Deposit (CDs) Home Improvement
; L TMB% Account Mortgage Loan or Home
529 Plan / College Savings Plan E 1% Equity Loan
u who Bought Clothing ltems at H&M in the past 3 months mPHX ® who Bought Clothing Items at H&M in the past 3 months HPHX
Professional Services Used ¥*: Adults 18 or older 'm'Past 3-Months Payment Methods Used: Adults 18 or older
Tax Preparation Service L
Financial Planner
Online Investing / Stock Trading
Accountant
Insurance Agent at a Local Office (not online)
Real Estate Agent 12.1% g o 112% s
: 4.5%
Estate Planning ; o B | ... ers I . .
©0.0% (*Past 12 Months) visa Zelle DebitCard  Venmo  MasterCard ApplePay  CashApp  GooglePay American Store Credit  Discover  SquareCash  Facebook —Samsung Pay
Divorce / Family Attorney B os% Express card Messenger
# who Bought Clothing Items at H&M in the past 3 months W PHX # who Bought Clothing Items at H&M in the past 3 months W PHX
DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 83
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Adults 18 or older who Bought Clothing Items at H&M in the past 3 months spend an average of 2 days, 22 hours, 53
minutes and 41 seconds each week with All Forms of Media.

74.3% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months spend an avg. of 7 hours and 45 minutes each
week listening to All Local AM/FM Radio, representing 8.1% of total time spent with all forms of Media.

Weekly
Reach %:

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

e 57.0%

who Bought dothing Items at usA
HE&M in the past 3 months

8% 41.1%

# who Bought Clothing ltems at H&M in the past 3 months m USA
usA USA Projection Scarborough R1 2026: Jan25-Mar26 Qual Intab 900 Scarborough R12026: Jan25-Mar26  USA Projection  Scarborough R1 2026: Jan25-Mar26 ~ Qual Intab 24,3 H Share of [ver'ything
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Adults 18 or older who Bought Clothing Items at H&M in the past 3 months spend an average of 3 days, 13 hours, 13
minutes and 36 seconds each week with All Forms of Media.

84.2% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months spend an avg. of 8 hours and 7 minutes each week
listening to All Local AM/FM Radio, representing 8.% of total time spent with all forms of Media.

B

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

Weekly
Reach %:

Adults 18 or older
71:15:15
Concurrent
usoge %: 55.8%
who Bought dothing Items at CHI

HE&M in the past 3 months

® who Bought Clothing Iltems at H&M in the past 3 months H CHI
CHI  DMA  Scarborough R12026: Feb25-Feb26  Qualintab 161 CHICAGO ~ DMA  Scarborough R1 2026: Feb25-Feb26  Qual Intab 4,001 Hubbar Sangt E";""!”‘""‘-‘
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, inc. LLC. All rights reserved. or Anything
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Adults 18 or older who Bought Clothing ltems at H&M in the past 3 months spend an average of 2 days, 18 hours, 48
minutes and 3 seconds each week with All Forms of Media.

70.6% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months spend an avg. of 7 hours and 44 minutes each
week listening to All Local AM/FM Radio, representing 8.2% of total time spent with all forms of Media.

Weekly
Reach %:

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

Aduits 18 or older
64:32:46
Concurrent
usoge %: 60.0%
who Bought Jothing Items at WADC

H&M in the past 3 months

® who Bought Clothing Items at H&M in the past 3 months

H WADC
WADC  DMA  Scarborough R12026: Mar25-Mar26 ~ QualIntab 306 WASHINGTON, DC DMA  Scarborough R12026: Mar25-Mar26 ~ Qual intab 5,703 Hub a S"a"fe DfA Ev E':,vth ing

All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. orAnything. o
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Adults 18 or older who Bought Clothing Items at H&M in the past 3 months spend an average of 2 days, 14 hours, 29

minutes and 13 seconds each week with All Forms of Media.

62.8% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months spend an avg. of 6 hours and 46 minutes each
week listening to All Local AM/FM Radio, representing 6.8% of total time spent with all forms of Media.

94.0%
92.7%

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

67:07:57
otz 62.7%
SEA

who Bought Qothing Items at
H&M in the past 3 months

Weekly
Reoch %:

% of Total
Weekly H:M:

Avg. Weekly
Hours:Minutes:

= who Bought Clothing Items at H&M in the past 3 months H SEA
SEA DMA Scarborough R1 2026: Mar25-Mar26 Qual Intab 121 SEATTLE-TACOMA DMA Searborough R1 2026: Mar25-Mar26 Qual Intab 3,887 HUbbq rd Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. sttt for Anything _

Clothing stores bought past 3 months: H&M



Adults 18 or older who Bought Clothing ltems at H&M in the past 3 months spend an average of 2 days, 6 hours, 48

minutes and 5 seconds each week with All Forms of Media.

70.8% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months spend an avg. of 5 hours and 37 minutes each
| week listening to All Local AM/FM Radlio, representing 7.3% of total time spent with all forms of Media.
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Clothing stores bought past 3 months: H&M



Adults 18 or older who Bought Clothing Items at H&M in the past 3 months spend an average of 2 days, 2 hours, 35
minutes and 44 seconds each week with All Forms of Ad-Supported Media.

71.2% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months spend an avg. of 6 hours and 41 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 9.4% of total time spent with all forms of Ad-Supported Media.
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Clothing stores bought past 3 months: H&M




Adults 18 or older who Bought Clothing Items at H&M in the past 3 months spend an average of 2 days, 14 hours, 3
minutes and 8 seconds each week with All Forms of Ad-Supported Media.
81.1% of Adults 18 or older who Bought Clothing ltems at H&M in the past 3 months spend an avg. of 6 hours and 52 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 9.% of total time spent with all forms of Ad-Supported Media.
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Supported Media: Adults 18 or older

54:18:00
Concurre)
usage 57.6%
cHI

‘who Bought Clothing
ftems at H&M in the past 3
months

Weekly
Reach %:

= who Bought Clothing Items at H&M in the past 3 months u CHI
CHI  DMA  Scorborough R12026: Feb25-Feb26  Qualintab 161 CHICAGO ~ DMA  Scarborough R1 2026: Feb25-Feb26  Qual Intab 4,001 Hubbord Share: ae Evarything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. or Anything

BROADCASTING

Clothing stores bought past 3 months: H&M



| Adults 18 or older who Bought Clothing Items at H&M in the past 3 months spend an average of 1 days, 23 hours, 43
minutes and 42 seconds each week with All Forms of Ad-Supported Media.
67.2% of Adults 18 or older who Bought Clothing ltems at H&M in the past 3 months spend an avg. of 6 hours and 40 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.

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

47:34:09
Concurre)
usage 64.3%
WADC

‘who Bought Clothing
ftems at H&M in the past 3
months

Weekly
Reach %:

= who Bought Clothing Items at H&M in the past 3 months m WADC
WADC ~ DMA  Scarborough R12026: Mar25-Mar26  QuolIntab 306 WASHINGTON, DC DMA  Scarborough R1 2026: Mar25-Mar26 ~ Qual Intab 5, Hubbqrd Share:iof EvdpyEhing
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

for Anything _
BROADCASTING

Clothing stores bought past 3 months: H&M




| Adults 18 or older who Bought Clothing Items at H&M in the past 3 months spend an average of 1 days, 19 hours, 50

minutes and 29 seconds each week with All Forms of Ad-Supported Media.

59.8% of Adults 18 or older who Bought Clothing ltems at H&M in the past 3 months spend an avg. of 5 hours and 47 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 7.9% of total time spent with all forms of Ad-Supported Media.
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| Adults 18 or older who Bought Clothing Items at H&M in the past 3 months spend an average of 1 days, 15 hours, 9
minutes and 7 seconds each week with All Forms of Ad-Supported Media.
68.7% of Adults 18 or older who Bought Clothing ltems at H&M in the past 3 months spend an avg. of 5 hours and 21 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 Bought Clothing Items at H&M in the past 3 months spend an average of 7
hours and 13 minutes each day with All Forms of Ad-Supported Media. 71.2% listen to Local AM/FM

Radio for an avg. of 57.3 minutes/day.

(Local Radio delivers 9.4% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 18 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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| Adults 18 or older who Bought Clothing Items at H&M in the past 3 months spend an average of 8
hours and 51 minutes each day with All Forms of Ad-Supported Media. 81.1% listen to Local AM/FM
(Local Radio delivers 9.% of Time with Ad-Supported Media.)

Radio for an avg. of 58.9 minutes/day.

Top-13 All Forms of Media (Persons & % Reach): Adults 18 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Adults 18 or older who Bought Clothing Items at H&M in the past 3 months spend an average of 6
hours and 49 minutes each day with All Forms of Ad-Supported Media. 67.2% listen to Local AM/FM
Radio for an avg. of 57.2 minutes/day. (Local Radio delivers 9.4% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 18 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Adults 18 or older who Bought Clothing Items at H&M in the past 3 months spend an average of 6
hours and 15 minutes each day with All Forms of Ad-Supported Media. 59.8% listen to Local AM/FM
(Local Radio delivers 7.9% of Time with Ad-Supported Media.)

Radio for an avg. of 49.6 minutes/day.
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Adults 18 or older who Bought Clothing Items at H&M in the past 3 months spend an average of 5
hours and 35 minutes each day with All Forms of Ad-Supported Media. 68.7% listen to Local AM/FM
(Local Radio delivers 9.4% of Time with Ad-Supported Media.)

Radio for an avg. of 46. minutes/day.
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- 7,241,832 or 71.2% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months
listen to Ad-Supported Local AM/FM Radio for an average of 57.3 minutes every day representing
33.% of all time spent daily with Ad-Supported Audio.
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- 226,567 or 81.1% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months
listen to Ad-Supported Local AM/FM Radio for an average of 58.9 minutes every day representing
33.2% of all time spent daily with Ad-Supported Audio.
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- 212,560 or 67.2% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months
e wn listen to Ad-Supported Local AM/FM Radio for an average of 57.2 minutes every day representing
31.5% of all time spent daily with Ad-Supported Audio.
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76,803 or 59.8% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months
listen to Ad-Supported Local AM/FM Radio for an average of 49.6 minutes every day representing
31.7% of all time spent daily with Ad-Supported Audio.
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Avg. Week All Audm (Persons & % Reach): Adults 18 or older
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* PHKX

- 141,237 or 68.7% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months
listen to Ad-Supported Local AM/FM Radio for an average of 46. minutes every day representing
40.2% of all time spent daily with Ad-Supported Audio.
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7,241,832 or 71.2% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months
listen to Ad-Supported Local AM/FM Radio for an average of 57.3 minutes every day representing
33.% of all time spent daily with Ad-Supported Audio.
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listen to Ad-Supported Local AM/FM Radio for an average of 58.9 minutes every day representing

226,567 or 81.1% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months
== GHI
33.2% of all time spent daily with Ad-Supported Audio.
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212,560 or 67.2% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months
listen to Ad-Supported Local AM/FM Radio for an average of 57.2 minutes every day representing
31.5% of all time spent daily with Ad-Supported Audio.
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76,803 or 59.8% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months
listen to Ad-Supported Local AM/FM Radio for an average of 49.6 minutes every day representing
31.7% of all time spent daily with Ad-Supported Audio.
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141,237 or 68.7% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months
(©)) PH" listen to Ad-Supported Local AM/FM Radio for an average of 46. minutes every day representing
40.2% of all time spent daily with Ad-Supported Audio.
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7,241,832 or 71.2% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months listen
to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Classic Hits, Pop
Contemporary Hit Radio, Classic Rock, and Country.
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Local AM/FM Radio Formats (Persons & % Reach): Adults 18 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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226,567 or 81.1% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months listen to
Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Pop Contemporary Hit

Radio, Hot AC, Spanish Contemporary, and Classic Hits.
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Local AM/FM Radio Formats (Persons & % Reach): Adults 18 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

(Average Week)
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212,560 or 67.2% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months listen to
Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Urban AC, Classic Hits,

Country, and Rhythmic Contemporary Hit Radio.
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76,803 or 59.8% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months listen to
Ad-Supported Local AM/FM Radio. The Top-5 Formats are Classic Rock, Alternative, Classic Hits, Adult
Hits, and Adult Contemporary.
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141,237 or 68.7% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months listen to
Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Adult Hits, Classic Hits,
Mexican Regional, and Rhythmic Contemporary Hit Radi
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Avg. Week All Vid_eo (Persons & % Reach): Adults 18 or older
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4,939,609 or 48.6% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months
watch Ad-Supported Local TV Stations for an average of 68.7 minutes every day representing 34.4%
of all time spent daily with Ad-Supported Video.
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155,011 or 55.5% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months
watch Ad-Supported Local TV Stations for an average of 80.7 minutes every day representing 37.%

of all time spent daily with Ad-Supported Video.
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Avg. Week All Video (Persons & % Reach): Adults 18 or older
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139,190 or 44.% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months
watch Ad-Supported Local TV Stations for an average of 55.2 minutes every day representing 32.%
of all time spent daily with Ad-Supported Video.
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48,614 or 37.8% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months
watch Ad-Supported Local TV Stations for an average of 55.5 minutes every day representing 28.%
of all time spent daily with Ad-Supported Video.
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83,914 or 40.8% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months
watch Ad-Supported Local TV Stations for an average of 37. minutes every day representing 37.5%
of all time spent daily with Ad-Supported Video.
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4,939,609 or 48.6% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months
watch Ad-Supported Local TV Stations for an average of 68.7 minutes every day representing 34.4%
of all time spent daily with Ad-Supported Video.
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watch Ad-Supported Local TV Stations for an average of 80.7 minutes every day representing 37.%

155,011 or 55.5% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months
=GHI
of all time spent daily with Ad-Supported Video.
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139,190 or 44.% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months
watch Ad-Supported Local TV Stations for an average of 55.2 minutes every day representing 32.%
of all time spent daily with Ad-Supported Video.
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48,614 or 37.8% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months
watch Ad-Supported Local TV Stations for an average of 55.5 minutes every day representing 28.%
of all time spent daily with Ad-Supported Video.
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83,914 or 40.8% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months
watch Ad-Supported Local TV Stations for an average of 37. minutes every day representing 37.5%
of all time spent daily with Ad-Supported Video.
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Local TV Station Programs (Persons & % Reach): Adults 18 or older

(averoge week)

Local News - Evening
Sports

Comedies

Local News - Morning
Movies

Dramas

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

Local News - Late

Court Shows

' 4,939,609 or 48.6% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months
watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening, Local
News - Morning, Comedies, Game Shows, and Local News - Late.
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155,011 or 55.5% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months
watch Ad-Supported Local TV Stations. The Top 6-Programs are Comedies, Local News - Evening,
Dramas, Game Shows, Local News - Morning, and Daytime Talk Shows.
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| 139,190 or 44.% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months

watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Comedies, Game Shows,
Movies, Local News - Morning, and Food/Cooking Shows.
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Local TV Station Programs (Persons & % Reach): Adults 18 or older
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' 48,614 or 37.8% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months

watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening, Local
News - Morning, Comedies, Reality - Adventure, and Dramas.
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' 83,914 or 40.8% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months
watch Ad-Supported Local TV Stations. The Top 6-Programs are Court Shows, Novelas, Local News -
Late, Sports, Local News - Morning, and Daytime Soap Operas.
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[ 8,743,425 or 86.% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months
use Ad-Supported Social Media for an average of 206.1 minutes every day representing 34.6% 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
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Avg. Week All Qigital (Persons & % Reach): Adults 18 or older
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254,321 or 91.% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months use
Ad-Supported Social Media for an average of 278.9 minutes every day representing 40.9% of all time
spent daily with Ad-Supported Digital Media.
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269,227 or 85.1% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months use
e Ad-Supported Social Media for an average of 206.8 minutes every day representing 35.7% of all time
spent daily with Ad-Supported Digital Media.
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100,223 or 78.% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months use
Ad-Supported Social Media for an average of 126.5 minutes every day representing 24.% of all time
spent daily with Ad-Supported Digital Media.
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Avg. Week All Qigital (Persons & % Reach): Adults 18 or older
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177,302 or 86.2% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months use
Ad-Supported Social Media for an average of 191.8 minutes every day representing 42.% of all time
spent daily with Ad-Supported Digital Media.
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7,393,801 or 72.7% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months
use Ad-Supported Facebook for an average of 73.1 minutes every day representing 35.5% of all time

spent daily with Ad-Supported Social Media.
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Avg. Week All Socml Media (Persons & % Reach): Adults 18 or older Avg. Day All Social Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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191,208 or 68.4% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months use
Ad-Supported Facebook for an average of 103.7 minutes every day representing 37.2% of all time

spent daily with Ad-Supported Social Media.
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233,987 or 74.% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months use
Ad-Supported Facebook for an average of 64.7 minutes every day representing 31.3% of all time

spent daily with Ad-Supported Social Media.
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81,338 or 63.3% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months use
Ad-Supported Facebook for an average of 42.2 minutes every day representing 33.4% of all time
spent daily with Ad-Supported Social Media.
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142,384 or 69.2% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months use
Ad-Supported Facebook for an average of 74.5 minutes every day representing 38.8% of all time
spent daily with Ad-Supported Social Media.
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7,393,801 or 72.7% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months
use Ad-Supported Facebook for an average of 73.1 minutes every day representing 35.5% of all time

spent daily with Ad-Supported Social Media.
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| 191,208 or 68.4% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months use

ETITa c H I Ad-Supported Facebook for an average of 103.7 minutes every day representing 37.2% of all time
spent daily with Ad-Supported Social Media.
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Ad-Supported Facebook for an average of 64.7 minutes every day representing 31.3% of all time

233,987 or 74.% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months use
=1 ]|]F
spent daily with Ad-Supported Social Media.
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| 81,338 or 63.3% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months use
Ad-Supported Facebook for an average of 42.2 minutes every day representing 33.4% of all time
spent daily with Ad-Supported Social Media.
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142,384 or 69.2% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months use
P PHK Ad-Supported Facebook for an average of 74.5 minutes every day representing 38.8% of all time

spent daily with Ad-Supported Social Media.
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Reach % 69.2% 70.3% Social Media: Adults 18 or older
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 691,898;
Social Media: 597,608; Local Radio: 441,847; Non-Prem. Cable: 264,531; Local TV: 165,280
reaching Adults 18 or older who Bought Clothing Items at H&M in the past
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Social Media: 18,902; Local Radio: 13,895; Non-Prem. Cable: 7,178; Local TV: 6,095
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 19,102;
Social Media: 17,119; Local Radio: 12,759; Non-Prem. Cable: 7,549; Local TV: 4,253
reaching Adults 18 or older who Bought Clothing Items at H&M in the past 3 mont
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| M-F 6a-7p Avg. Available Impressions per 15-min. are...
Social Media: 5,886; Local Radio: 4,740; Non-Prem. Cable: 2,071; Local TV: 1,375 reaching
Adults 18 or older who Bought Clothing Items at H&M in the past 3 months.
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8,459,509 or 83.2% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months
spend an average of 42.4 minutes per day driving, seeing Billboards and Signs. 59.5% Listen to Local
Radio Stations Out-of-Home for an average of 34.7 minutes/d

Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older
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220,403 or 78.9% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months
spend an average of 37.9 minutes per day driving, seeing Billboards and Signs. 67.8% Listen to Local
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229,893 or 72.7% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months
spend an average of 36.5 minutes per day driving, seeing Billboards and Signs. 56.2% Listen to Local
Radio Stations Out-of-Home for an average of 34.7 minutes/day
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' 108,338 or 84.3% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months
spend an average of 57.5 minutes per day driving, seeing Billboards and Signs. 50.% Listen to Local
Radio Stations Out-of-Home for an average of 30. minutes/day.
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older
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199,231 or 96.9% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months
spend an average of 38.4 minutes per day driving, seeing Billboards and Signs. 57.4% Listen to Local
Radio Stations Out-of-Home for an average of 27.9 minutes/day
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8,459,509 or 83.2% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months spend
an average of 42.4 minutes per day driving, seeing Billboards and Signs representing 25.7% of all Time
Spent with Ad-Supported Out-of-Home Media.
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220,403 or 78.9% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months spend an
average of 37.9 minutes per day driving, seeing Billboards and Signs representing 21.5% of all Time Spent
with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported

- . Out-of-Home Media: Adults 18 or older
Reach Share of Ad-Supported OOH Media"
96.8% 96.2%
s

who Bought Clothing Items CHI
at H&M in the past 3
months

82.8%
78.9% 79.2%

67.8%

17.2%
12.5%

12.2%

6.2%

Weekly

Total
Persons B y
: 333,054 4,949,545 5,672,229 » 2,414 625 7,353,106 2 1,288,762 X 2,526,416 1,242 A 536,143 470,669
Resched: Billboards & Signs AM/FM Ragaio Walking in Towns, Shopping ﬂﬁn‘}ls Grocerv Stores Movie Theaters Restaurants §= Egrs Health Clubs?Gyms Public Transit Stadiums & Arenas
Average (Weekly Drivers) Cities, Downtown
Daily Minutes Areas
with Ad-Supported
OOH Media: F :
: 38.6 40.1 22.6 49:3 10.0 15.4 15.2 / 17.7 : 17:1 34.7
® who Bought Clothing Items at H&M in the past 3 months m CHI
CHI DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 161 CHICAGO DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 4,001 ® Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. soeﬁ. for Anything _ =

Clothing stores bought past 3 months: H&M



229,893 or 72.7% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months spend an

———f wnc average of 36.5 minutes per day driving, seeing Billboards and Signs representing 18.6% of all Time Spent
with Ad-Supported Out-of-Home Media.
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108,338 or 84.3% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months spend an
average of 57.5 minutes per day driving, seeing Billboards and Signs representing 33.5% of all Time Spent
with Ad-Supported Out-of-Home Media.
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199,231 or 96.9% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months spend an
average of 38.4 minutes per day driving, seeing Billboards and Signs representing 30.8% of all Time Spent
with Ad-Supported Out-of-Home Media.
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EXTTIa spend an average of 37.9 minutes per day driving an average of 22. miles each day and are 116.5%

c “ I 220,403 or 78.9% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months
more likely to use Borman Expressway (I-80/1-94) than the Metro a

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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229,893 or 72.7% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months
spend an average of 36.5 minutes per day driving an average of 21.3 miles each day and are 158.8%
more likely to use Randolph Road than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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Top-26 Residential Zip Codes: Adults 18 or older
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Top-26 Employment Zip Codes: Adults 18 or older
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108,338 or 84.3% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months
spend an average of 57.5 minutes per day driving an average of 33.4 miles each day and are 430.2%
more likely to use 6th Avenue (Puyallup) 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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199,231 or 96.9% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months
spend an average of 38.4 minutes per day driving an average of 22.4 miles each day and are 325.%
more likely to use Cave Creek Road than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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Top-26 Residential Zip Codes: Adults 18 or older
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3,392,003 or 33.3% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 8.7 minutes every day representing

25.9% of all time spent daily with All forms of Print Media.

Avg. Week All Print Media (Persons & % Reach): Adults 18 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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. 121,157 or 43.4% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 10.5 minutes every day representing
28.6% of all time spent daily with All forms of Print Media.

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

All Local Weekly Newspapers

New York Times (Daily+Sunday)

New York Times (Sunday)
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who Bought Clothing ftems at

HEM in the past 3 months
11.5%
170 251 | l"""_z.a%

= who Bought Clothing Items at H&M in the past 3 months

mCHI

Local Daily
Newspaper(s)
(Dailty+Sunday)
105

‘Wall Street Journal (Daily)
149 USA Today (Daily)
126

New York Times
(Sunday)
179
Local Daily
Newspaper(s) New York Times
(Daily (Daity)
95 9.1

Direct Mail
Advertising
New York Times (excluding
(Daity+Sunday) Catalogs) Magazines.
135 80 6.1

New York Times
(Sunday)
14.0

New York Times
(Daily)
9.1

Local Daily
Newspaper(s) (Sunday)
1.8

Local Daily
Newspaper(s)
New York Times (Daily+Sunday) Magazines
{Daily+Sunday) 84 80
116

It
Directmall <128

Advertising
Newspaper(s)  (excluding
(Daity Catalogs)
7.7 75

Local Daily

USA Today {Daily)
105

u who Bought Clothing Items at H&M in the past 3 months

mCHI

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

persons:

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

Local Daily Newspa per(s) (Daily

All Local Weekly Newspapers

New York Times (Daily+Sunday)

New York Times (Sunday)

New York Times (Daily)

Wall Street Joual (Daily)

Magazines

Catalogs

USA Today (Daily)

Books

CHI DMA

P
T
L
11.5%,
Ei_z % B S
0.0%

® who Bought Cothing Items at H&M in the past 3 months
Scarborough R1 2026: Feb25-Feb26 Qual Intab 161

WCHI

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

Avg. Hours+Minutes/day with Ad-

-m 19.1% Supported Print Media: Adults 18 orolderm

% Time Spent:

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

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

33 554

Wall Street Journal (Daily)

New York Times
(Sunday)
17.9
Local Daily
Newspaper(s}

(Daily

New York Times.
(Daity)

USA Today (Daily)
126 a1

Local Daily
Newspaper(s) (Sunday)

Local Daily Newspaper(s) g
(DailysSunday) {excluding Catalogs) | Magazines
105 8.0 6.1

New York Times
(Sunday)
140

Local Daily
Mewspaper(s)
(Sunday)
118

Wall Street
USA Today [Daily)  Journal (Daily)
9.6

105

Magazines
8.0

‘New York Times (Daily)
9.1

Local Daily Newspaperis) Local Daily g
(Daily+Sunday) Newspaper(s) (Daily Catalogs)
8.4 7.7 75

= who Bought Clothing Items at H&M in the past 3 months

Clothing stores bought past 3 months: H&M

m CHI
® Share of Everything

meﬁ-al for Anything .



108,218 or 34.2% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 9.8 minutes every day representing 26.4%
of all time spent daily with All forms of Print Media.

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

Total persans:

Local Daily Newspaper(s) (Daily

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

New York Times (Daily)

New York Times (Daily+5unday)

New York Times (Sunday)

Wall Street Journal (Daily)

USA Today (Daily)

Al Local Weekly Newspapers

Magazines

Catalogs

21.0% |

19.6%

mm Avg. Hours+Minutes/day with All
m m Print Media: Adults 18 or older

PP e T 7 e
HEM in the past 3 months
PSR T

» who Bought Clothing Items at H&M in the past 3 months uWADC

Local Daily
Newspaper(s)

USA Today [Daily) | (Daily+Sunday)
0.2 9.8

New York Times
(Sunday)
164 _
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New York Times Newspaper(s) New York Times
(Daily+Sunday) (Daily (Daily)
12.7 9.2 9.

Direct Mail
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(excluding

Wall Street Journal (Daily) | Catalogs)
11 17

Local Daily
Newspaper(s)
(DaitysSunday)
8.7

Local Daily
New York Times Newspaper(s)
New York Times (Daily) (Daity
(Daily+Sunday) 8.7 83
105

Direct Mail
Advertising
New York Times (excluding
{Sunday) USA Today (Daily) Magazines Catalogs)
123 10.1 7.4 73

Catalogs
3.7
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Avg. Week Ad-Supported All Print Media (Persons & % Reach): Adults 18 or older Avg

Totol persans:

Local Daily Newspaper(s) {Daily

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

New York Times (Daily)

New York Times (Daily+Sunday)

New York Times (Sunday)

wall Street Journal (Daily)

USA Today (Daily)
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Magazines
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Books
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42,006 or 32.7% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 9.3 minutes every day representing 26.1%
of all time spent daily with All forms of Print Media.

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

Total persans: 5 rime spent:
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. 36,492 or 17.7% of Adults 18 or older who Bought Clothing Items at H&M in the past 3 months read
Wall Street Journal (Daily) for an average of 17.6 minutes every day representing 19.1% of all time

spent daily with All forms of Print Media.

Avg. Week All Print Medra (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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Social Media

Websites

Direct Mail

Broadcast, Cable, & Sat TV
Video Streaming Services

Cable TV Networks

“Advertising Actions"

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

107, 409 961

97,287,216 35.6%

79,811,340 29.2%

63, 738 660 23.3%

42,363,370 15.5%

38 641,707 14.1%

Local AM/FM Radio

42,714,536 15.6%

Podcasts
Billboards
Audio Streaming Services
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—
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— c “ I "Advertising Actions"

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

Social Media grrres

Direct Mail 2,441,602 31.9%
Websites e e eon 34.9%
1,738,476 D

Broadcast, Cable, & Sat TV

Video Streaming Services

| 1,321,230 17.3%
| 908,549 11.9%
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| 804
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Social Media
Websites
Direct Mail

Broadcast, Cable, & Sat TV

P18+ who Bought Clothing Items at H&M in the past 3 months (Shopped/Visited/Bought
past 3mos Due to Ads on %)
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"Advertising Actions"”

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