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8.8% or 23,095,730 of USA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 months.
Typical Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 47.7 years old
(2.1% younger than average) and have a $112,094 (17.5% higher than average) annual household income.
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[(Major stores shopped in-store past 3 months: Best Buy AND Major stores bought past 3 months: Best Buy)]



9.3% or 703,190 of CHI DMA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 months.
Typical Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 50.7 years old
(4.9% older than average) and have a $127,661 (18.8% higher than average) annual household income.
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8.5% or 487,146 of WDC DMA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 months.
Typical Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 46.9 years old
(2.1% younger than average) and have a $161,305 (17.7% higher than average) annual household income.
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8.6% or 388,067 of SEA DMA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 months.
Typical Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 46.7 years old
(3.3% younger than average) and have a $132,705 (6.3% higher than average) annual household income.
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9.4% or 447,022 of PHX DMA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 months.
Typical Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 42.7 years old
(12.2% younger than average) and have a $123,874 (17.6% higher than average) annual household income.
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8.8% or 23,095,730 of USA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 months.
Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 18.6% more likely
to be a college graduate, 16.6% more likely to work full-time, 8.% more likely to be married, 2.5% more

likely to be a parent of 1 or more children unde
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[(Major stores shopped in-store past 3 months: Best Buy AND Major stores bought past 3 months: Best Buy)]



9.3% or 703,190 of CHI DMA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 months.
Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 21.1% more likely
to be a college graduate, 14.1% more likely to work full-time, 17.6% more likely to be married, 3.2% less
likely to be a parent of 1 or more children un
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[(Major stores shopped in-store past 3 months: Best Buy AND Major stores bought past 3 months: Best Buy)]



likely to be a parent of 1 or more children und

8.5% or 487,146 of WDC DMA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 month%.
Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 20.% more likely
to be a college graduate, 16.7% more likely to work full-time, 6.9% more likely to be married, 14.7% less
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8.6% or 388,067 of SEA DMA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 months.
Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are .7% less likely to

be a college graduate, 22.7% more likely to work full-time, 10.2% more likely to be married, 39.3% more
likely to be a parent of 1 or more children und
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9.4% or 447,022 of PHX DMA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 months
Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 12.9% less likely
to be a college graduate, 24.9% more likely to work full-time, 5.6% less likely to be married, 22.2% less
likely to be a parent of 1 or more children un
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.14t 8| Stage in Life: Adults 18 or older
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who Purchased ltems In-Store at BEST BUY in the past 3 months m PHX

[(Major stores shopped in-store past 3 months: Best Buy AND Major stores bought past 3 months: Best Buy)]



8.8% or 23,095,730 of USA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 months.
Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 7.6% more likely to
own their home, 35.2% more likely to own a higher valued home, 4.7% more likely to have a single-family

home, 8.5% more likely to have a dog.

m Own/Rent/Other: Adults 18 or older mﬁm Type of Home:Adults 18 or older 4 {® Pets in Home:Adults 18 or older
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[(Major stores shopped in-store past 3 months: Best Buy AND Major stores bought past 3 months: Best Buy)]




9.3% or 703,190 of CHI DMA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 months
Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 14.8% more likely
to own their home, 11.4% more likely to own a higher valued home, 1.9% more likely to have a single-
family home, 20.2% more likely to have a dog.
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[(Major stores shopped in-store past 3 months: Best Buy AND Major stores bought past 3 months: Best Buy)]



8.5% or 487,146 of WDC DMA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 month
Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 9.9% more likely to
own their home, 6.4% more likely to own a higher valued home, .9% less likely to have a single-family

home, 2.7% less likely to have a dog.
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[(Major stores shopped in-store past 3 months: Best Buy AND Major stores bought past 3 months: Best Buy)]
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6% or 388,067 of SEA DMA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 months
Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 6.3% more likely to
own their home, 2.9% more likely to own a higher valued home, 5.4% more likely to have a single-family
home, 16.7% more likely to have a dog
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[(Major stores shopped in-store past 3 months: Best Buy AND Major stores bought past 3 months: Best Buy)]

S1VH

mﬁm Type of Home:Adults 18 or older 4 ¢ Pets in Home:Adults 18 or older

Own other type of Pet

= who Purchased Items In-Store at BEST BUY in the past 3 months

Own a Dog

Own a Cat

=SEA

I
L

Home
Mortgage

Home Loans: Adults 18 or older

id o=

Refinanced

128,304

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



9.4% or 447,022 of PHX DMA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 months.
Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 9.8% less likely to
own their home, 17.1% more likely to own a higher valued home, 12.% more likely to have a single-family

home, 2.6% less likely to have a dog.
m%m Type of Home:Adults 18 or older 4 ® Pets in Home:Adults 18 or older
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8.8% or 23,095,730 of USA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 months.
Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 2.6% more likely to
look up D-I-Y advice online, 11.7% more likely to always vote in local elections, 43.4% more likely to belong

to a gym, 21.8% more likely to fly domes

Political Activity: Adults 18 or older
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9.3% or 703,190 of CHI DMA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 months.
Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 12.5% more likely
to look up D-I-Y advice online, 24.7% more likely to always vote in local elections, 50.% more likely to
belong to a gym, 17.8% more likely to fly domes
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8.5% or 487,146 of WDC DMA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 months.
Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 3.3% more likely to
look up D-I-Y advice online, 9.3% more likely to always vote in local elections, 39.2% more likely to belong

to a gym, 24.% more likely to fly domesti
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8.6% or 388,067 of SEA DMA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 months.
Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 7.5% more likely to
look up D-I-Y advice online, 7.1% more likely to always vote in local elections, 26.9% more likely to belong
to a gym, 14.8% more likely to fly domest

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

Political Activity: Adults 18 or older
¥

;
BN > 27.8% 25.8%

Registered toVote Democrat/ Lean  Republican / Lean Independent / None
(In District of Residence) Democrat Republican of These

Presidential Elections: Always

108 = F ial Elections: il E"
15.7%) 15.0 14.7% " —
AT EE-E oy

st —
Recipes / Health Restaurant  Online Phone Do-Rt-vourself  Medical Home/ Fitness/Diet  Apparel/  Job Search/ Camer Education  Take Onling !lleDlll '!'Iialll Genealogy Homework Photography Parenting/ Online Dating E”“'om'
M;:I;I::;\;: information m;n::‘nr n[n‘:::un advice "::.:;L‘ Garden ldeas Information Beauty dess Postresume Development |:::: Classes Invite Spirituality [n:.:;:ruf s(::;::; Family advice  Service Local Elections: Always 5
b iy o= Local Elections: Sometimes [EES it
= who Purchased ltems In-Store at BEST BUY in the past 3 months mSEA s who Purchased Iems In-Store at BEST BUY in the past 3 months mSEA

C
Wﬁ Top-30 past 12-months Active Lifestyle Activites: Adults 18 or older % Past 12-months Domestic Airline Trips: Adults 18 or older

; 16.4%
Rl =06 345 17.8%
) 15.4%
; 2trips T 14.6%
N - Lol 05,217 9.0%
; 6.7%
4tins e 5 0%
5.9 trips — 18.8%
& : B B8estic past year: 2SR EE T
oo 2% Avg. # Domestic Flights: iGr EENEX
14.27%) 13, 13.0%|
] L] P ——
Gandening  Grilling-  lawncCare  Miking-  Camping  Bicyding  Swimming  Volinteer  Sewing-  Belomgto  Jjogging- Bowling Fishing Boating  Yoga-Piates  Aduk  Grmupfimess  Golf Basketbal Competitive  Followa Socrer Football  Snow Skiing- Camgivers!  Tennis Organized  Wunting  Softhall -
(Flowersor  Outdoor Backpacking work Cafts  HealthClubor  Running Continuing Class Video Gaming Weight Loss Snowboarding Aging Parent Road Race Baseball
vegewmbles)  Cooking Gym education PrRgrm ar Relative (5%,
Marathon,
m who Purchased Items In-Store at BEST BUY in the past 3 months W SEA L)

SEA DMA Scarborough R2 2025: Sep24-jul25 Qual Intab 320
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadeasting, Inc. LLC. All rights reserved.

[(Major stores shopped in-store past 3 months: Best Buy AND Major stores bought past 3 months: Best Buy)]



9.4% or 447,022 of PHX DMA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 months.
Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 5.9% less likely to
look up D-I-Y advice online, 10.6% less likely to always vote in local elections, 19.8% more likely to belong

to a gym, 17.% more likely to fly domest
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8.8% or 23,095,730 of USA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 months.
Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 6.5% more likely to
use QSRs past mo., 11.5% more likely to use Sit-Down Restaurants past mo., 23.% more likely to use Casinos
past yr., 7.6% more likely to smoke cigaret
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Total Monthly QSR Users:
88.8%

= USA

Avg. Monthly QSR Meals:
83.4%

M N ——

10times or more

Total Monthly Sit-Down Restaurant Users: A jt-

Past 30-days Sit-Down Restaurant Users: Adults 18 or older
4

1time 17.0%

2 times 16.5%

3 times 11.8%

4 times 9.0%

5 times

6-9times

= who Purchased Items In-Store at BEST BUY in the past 3 months = USA

wn Restaurant Meals:
e -

72.0%
188,675,7

Drank Past 30-days: Adults 18 or older
Aot e ——
e

Liquor

Table Games (Craps, Poker, etc.)

Top-10 Cuisines: Adults 18 or older

(sit-Down Restaurants Used Past 30-days)

Pia wesicn  Chinese akie, Wagif Bl Sushesie Viught Nem]
eurgers /  Donut /
frri Sports Bar  Bakery. mm
asian
m who Purchased Items In-Store at BEST BUY in the past 3 months muUsA

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

who Purchased ttems Ir-Store at BEST BUY in the past... 21.0%

. A 15.5%

Past 12 months Casino Activities: Adults 18 or older

Slot Machines

Bar Waticke

Domestic Regular Beer

66,300,643 25.3%

Domestc ight Bee

Imported Beer 24.8% - v Sports Betting
Microbrew / Craft Beer 0 5?;6 i Spa
Other Gambling Casinos visited past 12 hs: Yes Marij
w who Purchased items In-Store at BEST BUY in the past 3 months mUSA u who Purchased items In-Store at BEST BUY in the past 3 months WUSA
UsA USA Projection Scarborough R2 2025: Sep24-Aug25 Qual Intab 2,175
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Used Past 30-days: Adults 18 or older

[ Cannabis

Cigarettes Vape

w who Purchased items in-Store at BEST BUY inthe past 3 months wUSA

[(Major stores shopped in-store past 3 months: Best Buy AND Major stores bought past 3 months: Best Buy)]



Past 30-days QSR Users: Adults 18 or older

e I 1time

TN
& mes 12.0%
o
i
5 times 10.1%

6-9times 16.3%
10times or more

= who Purchased Items In-Store at BEST BUY in the past 3 months B CHI

Total Monthly QSR Users:
86.0%

Avg. Monthly QSR Meals:
84.6%

9.3% or 703,190 of CHI DMA Adults 18 or older Purchased Items In-

past yr., 17.6% less likely to smoke cigaret

Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 1.7% more likely to
use QSRs past mo., 4.2% more likely to use Sit-Down Restaurants past mo., 4.4% more likely to use Casinos

Store at BEST BUY in the past 3 months.

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

1time =

~ 15.8%

2 times

3 times

4 times

5 times

6-9times

10times or more

m who Purchased Items In-Store at BEST BUY in the past 3 months = CHI

Total Monthly Sit-Down Restaurant Users:  Avg. Monthly Sit-Down Restaurant Meals:

74.0% 71.0%
Drank Past 30-days: Adults 18 or older Past 12 months Casino Activities: Adults 18 or older

Ay Typa of Seer

Liquor

Wine
Imported Beer
Domestic Light Beer

Domestic Regular Beer

" 11.9%
Microbrew / Craft Beer .l% i
% who Purchased Items In-Store at BEST BUY in the past 3 months - CHI

- ¥

DMA Scarborough R2 2025: Sep24-Jul25 Qual intab

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

piza

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Purchased items In-Store ot BEST BUY in the past... 21.7%

22.6%

Cofiee  malan  sagel/  wings/ Steakhouse Upscale  indian/
Mouse / Donut/  Burgers [ i/
Calfee gar Bakery  sports sar Other

Apan

mwho Purchased Items In-Store at BEST BUY in the past 3 months mCH

e 1,704,342

Slot Machines gy

768,591 10.2% :
408,619 5.4%

24.4%
Table Games (Craps, Poker, etc.)

Bar / Nightclub
Upscale Restaurant
Stage Show / Concert
Sports Betting

Spa y

Other Gambling

Used Past 30-days: Adults 18 or older

mwfp ) Casinos visited past 12

i /[ Cannabis

Cigarettes

Vape

= who Purchased Items In-Store at BEST BUY in the past 3 months mCHI
417

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

[(Major stores shopped in-store past 3 months: Best Buy AND Major stores bought past 3 months:

= who Purchased Items In-Store at BEST BUYin the past 3 months. = CHI

: Best Buy)]



BEST —

Past 30-days QSR Users: Adults 18 or older

ol e
TN
Simed 13.3%

= who Purchased Items in-Store at BEST BUY in the past 3 months BWDC

Total Monthly QSR Users: Avg. Monthly QSR Meals:
89.8%

82.8%

Adults 18 or older who Purchased Items In-Store at BEST BUY in the

past yr., 15.4% less likely to smoke cigare

8.5% or 487,146 of WDC DMA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 months.

use QSRs past mo., 14.% more likely to use Sit-Down Restaurants past mo., 31.1% more likely to use Casinos

past 3 months are 8.4% more likely to

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

1time 16.3%

2 times 15.7%

3 times 12.0%

4 times s
%
5 times

6-9times

10times or more

dse
{-.]

= WDC
Total Monthly Sit-Down Restaurant Users:  Avg. Monthly Sit-Down Restaurant Meals:

® who Purchased Items In-Store at BEST BUY in the past 3 months

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

5.7

Chiness  pirma  Mexican  Coffee  makan  Sagel/ Steskhouse indian/ Upscale  seafood
Mouse / Dosut/ ai/
Coffee mar Bakery Other
Asian
= who Purchased tems In-Store at BEST BUY in the past 3 months mwoc

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Purchased items In-Store at BEST BUY in the post... (BR800 27.3%

e 1,397,483 24.5%

82.2% 72.1%
Drank Past 30-days: Adults 18 or older Past 12 months Casino Activities: Adults 18 or older

Liguor

Any Type of Beer
Wine

Imported Beer

1,477,510 25.9%

Domestic Regular Beer

Domestic Light Beer 1,069,000 18.7% - v
Microbrew / Craft Beer 1101:.82‘ i
# who Purchased Items In-Store at BEST BUY in the past 3 months mWDC

DMA Scarborough R2 2025: Oct24-Aug25 Qual intab

slot Machines  pypeyes 19.7%

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

Upscale Restaurant

Stage Show / Concert

Sports Betting

Spa

Other Gambling

(Casinos visited past 12

Used Past 30-days: Adults 18 or older

050

i /[ Cannabis

w who Purchased Items In-Store at BEST BUY in the past 3 months mWDC

560

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

Cigarettes

Vape

= wha Purchased tems In-Store at BEST BUY in the past 3 months =WDC

[(Major stores shopped in-store past 3 months: Best Buy AND Major stores bought past 3 months: Best Buy)]



Past 30-days QSR Users: Adults 18 or older

LMI,

1time

2 times
3 times
4 times
5 times
6-9times

10times or more
® who Purchased Items In-Store at BEST BUY in the past 3 months

Total Monthly QSR Users:
88.8%

WSEA

Avg. Monthly QSR Meals:
80.1%

e R -

8.6% or 388,067 of SEA DMA Adults 18 or older Purchased Items In-
Adults 18 or older who Purchased Items In-Store at BEST BUY in the

Casinos past yr., 32.8% more likely to smoke ciga

use QSRs past mo., 15.3% more likely to use Sit-Down Restaurants past mo., 35.6% more likely to use

Store at BEST BUY in the past 3 months.
past 3 months are 10.8% more likely to

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

1time 17.5%
2 times

16.4%

3 times

10.4%

4 times 8.4%

5 times

6.7%

6-9times

10times or more

® who Purchased Items In-Store at BEST BUY in the past 3 months

Total Monthly Sit-Down Restaurant Users: A -Down Restaurant Meals:
80.6% 69.9%

HSEA

Drank Past 30—days: Adults 18 or older

Liguor

Any Type of Beer
Wine

Imported Beer

Domestic Regular Beer

Domestic Light Beer - A 4
Microbrew / Craft Beer - 18.5% i
% who Purchased Items In-Store at BEST BUY in the past 3 months ESEA

DMA Scarborough R2 2025: Sep24-Jul25 Qual Intab

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

Mexican  Coffes  piza -apu upscals

chinese when il Vo
Burgers /
o sports Bar

Asian

seafosd
House

Coffes gar nakry

= who Purchased Items In-Store at BEST BUY in the past 3 months mSEA

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Purchased items In-Store at BEST BUY in the past... {0820 NN  26.8%

LZN 893,200 19.7%

Past 12 months Casma Activities: Adults 18 or older
E 4,6%
2.3%

2.5%

Table Games (Craps, Poker, etc.)
Upscale Restaurant

Bar / Nightclub

Stage Show / Concert

Sports Betting

39.9%

Spa

Other Gambling Casinos visited past 12

Used Past 30-days: Adults 18 or older

1.3%
= who Purchased Items In-Store at BEST BUY in the past 3 months

mSEA
320

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

[(Major stores shopped in-store past 3 months: Best Buy AND Major stores bought past 3 months.

i /[ Cannabis

Cigarettes

w who Purchased Items In-Store at BEST BUY in the past 3 months

: Best Buy)]



Past 30-days QSR Users: Adults 18 or older
; 8.6%

2times

3 times

4 times

Stimes

6 - 9times

10 times or more

past yr., 6.1% more likely to smoke cigarett

9.4% or 447,022 of PHX DMA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 months.
Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 7.2% more likely to
use QSRs past mo., 5.4% more likely to use Sit-Down Restaurants past mo., 15.% more likely to use Casinos

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

1time 17.2%

2 times 16.4%

&.tmes 10.4%
4 times
5 times

6-9times

©
Bl
®E

10 times or more

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

mexicn  pima

malan steskhouse Wings/
= who Purchased tems In-Store at BEST BUY in the past 3 months

Bagel/ wndian/ sealvod
Burgers/ Donut/  Thai/
sSports Bar  Bakery  Other

asian

PHX

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Purchased !tems In-Store at BEST 8UY in the past... 17.7%

LA 785,235 16.5%

= who Purchased Items In-Store at BEST BUY in the past 3 months m PHX m who Purchased Items In-Store at BEST BUY in the past 3 months m PHX
Total Monthly QSR Users: Avg. Monthly QSR Meals: Total Monthly Sit-Down Restaurant Users:  Avg. I hly Sit-Down R ant Meals:
0. 3% 83.5% 74.6% 70.8%
[— -+ HEE
Drank Past 30-days: Adults 18 or older Past 12 months Casino Activities: Adults 18 or older
Liquar :,:-asne-oz 38.9% Slot Machines F7y 36.7%
Any Type of Beer gy 38.3% Table Games (Craps, Poker, etc.)
Wine Bar/ Nighteuo [T

1,405,295

Domestic Light Beer -

)| [N
I
7
8

Imported Beer TS

Domestic Regular Beer - v
Microbrew / Craft Beer 7‘85?96 '
# who Purchased Items In-Store at BEST BUY in the past 3 months. W PHX

DMA Scarborough R2 2025: Aug24-Jul25 Qual Intab

Upscale Restaurant
Stage Show / Concert
Sports Betting

Spa

2.8%
Other Gambling m Casinos visited past 12 months: Yes

= who Purchased items In-Store at BEST BUY in the past 3 months m PHX

201

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

Used Past 30-days: Adults 18 or older

Cigarettes

Marijuana / Cannabis

® who Purchased items in-Store at BEST BUY in the past 3 months

[(Major stores shopped in-store past 3 months: Best Buy AND Major stores bought past 3 months: Best Buy)]



Emﬁ?‘l’nvestments Owned: Adults 18 or older

401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

8.8% or 23,095,730 of USA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 months.
Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 14.9% more likely to
have a 401K, 17.1% more likely to have an Auto Loan, 30.3% more likely to Invest/Trade Stocks Online, 6.4%
more likely to pay with their Debit Card.

117,183,867 44,

68,560,347 26.2%
3,20 23.6%
44,482,904 17.0%
3 17.4%
35,563,070 13.6%

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

1.7% 6. . 7.4%
Other (Crypto / NFTs / Metals, etc.) 9“;;9* : 6.8% 6.8% g9 2.5%
) S o o 1o o " s ; ; _-h
529 Plan / College Savings Plan M"”ﬁ Checking Debitor ATM  Savings  CreditCard  Online Mobile  OnlineBil  Home  Autoloan  Money Certificates of Studentloan Persondl Loan Refinanced  Home
Account card Account Banking Banking Paying Mortgage Market  Deposit(CDs) Home  Improvement
2,2 9.9% Account Mortgage Loan or Home
Second Home or Real Estate Property ,_M Equity Loan
= who Purchased Items In-Store at BEST BUY in the past 3 months mUSA ® who Purchased Items In-Store at BEST BUY in the past 3 months mUSA
. . r—
Professional Services Used*: Adults 18 or older Past 3-Months Payment Methods Used: Adults 18 or older
Tax Preparation Service a 365‘?57 19.2% 2
Financial Planner 45,326‘.583 17.5%
Online Investing / Stock Trading ST
Accountant
24,192,893
Insurance Agent at a Local Office (not online) 19 l‘ua 190
Real Estate Agent B %
leal Estate el .4
3.5% 6.6% 6.8%
4.6% 3.7% 4.0%
Estate Planning m”‘ 1,0 e R L 236 ——
B ; 0.8% (*Past 12 Months) Debit Card Zelle Venmo MasterCard ~ Apple Pay CashApp GooglePay American Store Credit  Discover  SquareCash Facebook Samsung Pay
Divorce / Family Attorney _'o% Express Card Messenger
® who Purchased ltems In-Store at BEST BUY in the past 3 months mUSA ® who Purchased Items In-Store at BEST BUY in the past 3 months mUSA
usa USA Projection Scarborough R2 2025: Sep24-Aug25 Qual intab 2,175

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

USA Projection Scarborough R2 2025: Sep24-Aug25 Qual Intab 25,507

[(Major stores shopped in-store past 3 months: Best Buy AND Major stores bought past 3 months: Best Buy)]



more li

9.3% or 703,190 of CHI DMA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 months.
Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 25.% more likely to

have a 401K, 15.9% more likely to have an Auto Loan, 25.5% more likely to Invest/Trade Stocks Online, 5.2%

kely to pay with their Debit Card.

Investments Owned: Adults 18 or older

401K Plan ek

IRA (Individual Retirement Account)

Stocks or Stock Options 1,930,847 oy

Mutual Funds

Adults 18 or older

Financial Services Has and/or Uses:

17.3%
Money Market Funds 1%
529 Plan / College Savings Plan 7% Checking Debitor ATM  Savings  CreditCard  Online Mobile  Online Bill Home Autoloan  Money Certificates of Studentloan Personal Loan ne(lnanced Home
Account card Account Banking Banking Paying Mortgage Market  Deposit(CDs) Home Improvement
5 7.9% Account Mortgage Loan or Home
Second Home or Real Estate Property 7.1% Equity Loan
¥ who Purchased ltems In-Store at BEST BUY in the past 3 months mCHI ® who Purchased Items In-Store at BEST BUY in the past 3 months W CHI
Professional Services Used*: Adults 18 or older 'm'Past 3-Months Payment Methods Used: Adults 18 or older
Tax Preparation Service I 'wz 440 106%
Financial Planner 1.288.374 17.1%
Online Investing / Stock Trading T ey
%
Accountant 10.5% 1w0%
Insurance Agent at a Local Office (not online) e . .
Real Estate Agent m”zm i 11 1%
) 5.9% 5 8%
estte pnvivg. [, - : - o N =, . B % oy
N ; .8% (*Past 12 Menths) Visa PayPal Zelle MasterCard  Debit Card Venmo Apple Pay  Google Pay  Cash App Discover ~ StoreCredit American Square Cash Facebook Samsung Pay
Divorce / Family Attorney 11% Card Express Messenger

# who Purchased items In-Store at BEST BUY in the past 3 months = CHI

DMA Scarborough R2 2025: Sep24-Jul25 Qual Intab 417
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uCHI

# who Purchased Items In-Store at BEST BUY in the past 3 months

[(Major stores shopped in-store past 3 months: Best Buy AND Major stores bought past 3 months: Best Buy)]




8.5%

more

or 487,146 of WDC DMA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 months.
Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 21.2% more likely to

have a 401K, 15.6% more likely to have an Auto Loan, 42.5% more likely to Invest/Trade Stocks Online, 21.6%

likely to pay with their Debit Card.

Investments Owned Adults 18 or older

401K Plan

2,662,680 46.6%

IRA (Individual Retirement Account)

2,143,204 37.5%
1, 61 2

Stocks or Stock Options

Mutual Funds

1, 81
15.7%
731,189 12.8%

11.8%
11.2%

Money Market Funds

529 Plan / College Savings Plan

637,850

Adults 18 or older

Financial Services Has and/or Uses:

Other (Crypto / NFTs / Metals, etc.) 2 122% . (16,0 wwm 7.9% 9% mm
er (Cryp! s als, etc, m,‘% -
Bonds M_!gtzs Checking Debitor ATM  Savings  CreditCard  Online  Online Bill Mobile Home Autoloan  Money Certificates of Studentloan Personal Loan Refinanced  Home
Account card Account Banking Paying Banking Mortgage Market  Deposit(CDs) Home Improvement
Second Home or Real Estate Property mmu.m Accoi Mortgage ":::‘..z’l_’:;"e
® who Purchased Items In-Store at BEST BUY in the past 3 months mWDC ® who Purchased Items In-Store at BEST BUY in the past 3 months ®mWDC
Professional Services Used*' Adults 18 or older 'm'Past 3-Months Payment Methods Used: Adults 18 or older
Tax Preparation Service =
Online Investing / Stock Trading 837,838
Financial Planner o
791,112
Accountant
Insurance Agent at a Local Office (not online)
17.5%
Real Estate Agent
6.7% 7.1% 6.9% 6,0%

Estate Planning

N ; (*Past 12 Months)
Divorce / Family Attorney

0.9%
™ who Purchased Items In-Store at BEST BUY in the past 3 months

®WDC

wDC DMA Scarborough R2 2025: Oct24-Aug25 Qual Intab 560
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MasterCard ~ Venmo ApplePay  CashApp  Google Pay

Debit Card

PayPal Zelle

VisA

American Discover Stove Credt Square Cash  Facebook Samsung Pay
Express Messenger
¥ who Purchased Items In-Store at BEST BUY in the past 3 months EWDC

[(Major stores shopped in-store past 3 months: Best Buy AND Major stores bought past 3 months: Best Buy)]




8.6% or 388,067 of SEA DMA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 months.
Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are .1% more likely to

have a 401K, 29.4% more likely to have an Auto Loan, 20.5% more likely to Invest/Trade Stocks Online, 17.6%
more likely to pay with their Debit Card.

Investments Owned: Adults 18 or older
401K Plan

2,135,594 47.2%

IRA (Individual Retirement Account)

1,880,877 41.6%

Stocks or Stock Options

1,470,904 32.5%
B1,8¢ 21.1%

Money Market Funds

&
g
&%

814,470

Bonds

il
8
8

Other (Crypto / NFTs / Metals, etc.) 1ZE%

g
®

Second Home or Real Estate Property m =
529 Plan / College Savings Plan m s

# who Purchased Items In-Store at BEST BUY in the past 3 months HSEA

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

16.3% T4% 7.2% oo 6.2% 5.9% 4.8%

Auto Loan  Cerftificates of Studentloan Personal Loan Refinanced

Credit Card Online Mobile Online Bill Home

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

Checking  Debit or ATM Money

® who Purchased Items In-Store at BEST BUY in the past 3 months HSEA

Professional Services Used*: Adults 18 or older

Online Investing / Stock Trading

836,766 18.5%

Tax Preparation Service

783,958 17.3%

Financial Planner

759,492 16.8%
Accountant
Insurance Agent at a Local Office (not online)

Estate Planning

Real Estate Agent

N ; (*Past 12 Months)
Divorce / Family Attorney

1 0.9%
1.0%

# who Purchased Items In-Store at BEST BUY in the past 3 months

W SEA

DMA Scarborough R2 2025: Sep24-Jui25 Qual Intab 320

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

6.8% 6% %

Facebook Samsung Pay
Messenger

13.4%
10.2%
16.2% o
e 11.4%)

CashApp  American  Store Credit Square Cash  Discover
Express Card

# who Purchased Items In-Store at BEST BUY in the past 3 months

ApplePay MasterCard Google Pay

Zelle

Visa PayPal Debit Card Venmo

HSEA

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

[(Major stores shopped in-store past 3 months: Best Buy AND Major stores bought past 3 months: Best Buy)]




9.4% or 447,022 of PHX DMA Adults 18 or older Purchased Items In-Store at BEST BUY in the past 3 months.
Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months are 16.1% more likely to
have a 401K, 5.3% more likely to have an Auto Loan, 33.1% more likely to Invest/Trade Stocks Online, 19.5%
less likely to pay with their Debit Card.

ﬁ Investments Owned Adults 18 or older
e g |

401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

1,863,689 39.1%
1, 582 940

1,035,914

629,135

547,592

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

Other (Crypto / NFTs / Metals, etc.) m 75% : AR
20.2%)
iy - L L Lo N R o EY
Second Home or Real Estate Property 7.5% Checking Debitor ATM  Savings  Credit Card online Mohile Online Bill Home Auto Loan Certificates of Studentloan Personal Loan  Home Refinanced
Account card Account Banking Banking Paying Mortgage Market Deposit {CDs) Improvement  Home
529 Plan / College Savings Plan }4'4;” Aocourt LE"';"I_;'V r:m"e Mortgage
¥ who Purchased items In-Store at BEST BUY in the past 3 months HPHX m who Purchased items In-Store at BEST BUY in the past 3 months mPHX
. l— .
Professional Services Used* Adults 18 or older | pmPast 3-Months Payment Methods Used: Adults 18 or older
Tax Preparation Service 841,706 17.7%
Financial Planner 704751
OnlineInvesting / Stock Trading
Accountant
37b 289 28.9%
Insurance Agent at a Local Office (not online) 130,802
Real Estate Agent 12.0% 12.9%
7.1%
Estate Planning - . e N Lo o ol — ]
N ; ©0.0% (*Past 12 Months) VIsA PayPal Debit Card Zelle Venmo MasterCard  ApplePay  CashApp  GooglePay American StoreCredit  Discover  SquareCash  Facebook Samsung Pay
Divorce / Family Attorney E 25% Express card Messenger
# who Purchased ltems In-Store at BEST BUY in the past 3 months o PHX ® who Purchased ltems In-Store at BEST BUY in the past 3 months o PHX

DMA

Scarborough R2 2025: Aug24-Jul25

Qual Intab 201
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Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months spend an average of 3 days, 3
hours, 14 minutes and 13 seconds each week with All Forms of Media.

80.% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months spend an avg. of 7 hours and 56 minutes
each week listening to All Local AM/FM Radio, representing 8.4% of total time spent with all forms of Media.

X o7

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

Usoge 56.7%
USA

who Purchased Items In-
Store at BEST BUY in the

% of Total
past 3 months

PO ...

® who Purchased Items In-Store at BEST BUY in the past 3 months m USA
USA  USAProjection  Scarborough R2 2025: Sep24-Aug25  Qual Intab 2,175 USA Projection Scarborough R2 2025: Sep24-Aug25 Qual Intab 25,507 Hubbq rd 3“5';5 “'A E":h"‘.""'“i“g
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Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months spend an average of 3 days, 7 hours,
23 minutes and 51 seconds each week with All Forms of Media.

87.% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months spend an avg. of 8 hours and 50 minutes each
week listening to All Local AM/FM Radio, representing 9.7% of total time spent with all forms of Media.
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[(Major stores shopped in-store past 3 months: Best Buy AND Major stores bought past 3 months: Best Buy)]



Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months spend an average of 2 days, 19
hours, 8 minutes and 4 seconds each week with All Forms of Media.

72.4% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months spend an avg. of 7 hours and 35 minutes
each week listening to All Local AM/FM Radio, representing 8.2% of totaltime spent with all forms of Media.
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Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months spend an average of 2 days, 23
hours, 43 minutes and 30 seconds each week with All Forms of Media.

74.7% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months spend an avg. of 7 hours and 1 minutes eaci
week listening to All Local AM/FM Radio, representing 7.3% 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 in the past 3 months spend an average of 2 days, 21
hours, 28 minutes and 44 seconds each week with All Forms of Media.

77.% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months spend an avg. of 6 hours and 58 minutes each
week listening to All Local AM/FM Radio, representing 7.7% 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 in the past 3 months spend an average of 2 days, 8 hours,

12 minutes and 58 seconds each week with All Forms of Ad-Supported Media.
75.9% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months spend an avg. of 7 hours and 2 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 9.5% of total time spent with all forms of Ad-Supported Me
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[(Major stores shopped in-store past 3 months: Best Buy AND Major stores bought past 3 months: Best Buy)]



Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months spend an average of 2 days, 11
hours, 44 minutes and 7 seconds each week with All Forms of Ad-Supported Media.

82.8% of Adults 18 or older who Purchased items In-Store at BEST BUY in the past 3 months spend an avg. of 7 hours and 52 minutes
each week listening to Local Ad-Supported AM/FM Radio, representing 10.9% of total time spent with all forms of Ad-Supported
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Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months spend an average of 2 days, 0 hours,
3 minutes and 13 seconds each week with All Forms of Ad-Supported Media.

67.9% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months spend an avg. of 6 hours and 35 minutes
each week listening to Local Ad-Supported AM/FM Radio, representing 9.3% of total time spent with all forms of Ad-Supported M
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Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months spend an average of 2 days, 3 hours,
23 minutes and 15 seconds each week with All Forms of Ad-Supported Media.

72.% of Adults 18 or older who Purchased items In-Store at BEST BUY in the past 3 months spend an avg. of 6 hours and 16 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 8.8% of total time spent with all forms of Ad-Supported Me
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Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months spend an average of 2 days, 5 hours,
13 minutes and 36 seconds each week with All Forms of Ad-Supported Media.
74.7% of Adults 18 or older who Purchased items In-Store at BEST BUY 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 M

B

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

- oo

concurre

Usage 59.0%
PHX

who Purchased Items In-
Store at BEST BUY in the

% of Total past 3 months

Weekly H:M:

Avg. Weekly
Hours:Minutes:

® who Purchased ltems In-Store at BEST BUY in the past 3 months B PHX

PHX ~ DMA  Scarborough R2 2025: Aug24-Jul25  Qudl intab 201 PHOENIX ~ DMA  Scarborough R2 2025: Aug24-Jul25  Qual Intab 2,520 Hubbqrd 5“3'}9 an EVE':‘.Vthi"S
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. e or Anything _

[(Major stores shopped in-store past 3 months: Best Buy AND Major stores bought past 3 months: Best Buy)]



Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months spend an average
of 8 hours and 1 minutes each day with All Forms of Ad-Supported Media. 75.9% listen to Local
AM/FM Radio for an avg. of 60.4 minutes/day. (Local Radio delivers 9.5% of Time with Ad-Supported Medla)
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[(Major stores shopped in-store past 3 months: Best Buy AND Major stores bought past 3 months: Best Buy)]



' Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months spend an average
of 8 hours and 32 minutes each day with All Forms of Ad-Supported Media. 82.8% listen to Local
AM/FM Radio for an avg. of 67.5 minutes/day. (Local Radio delivers 10.9% of Time with Ad-Supported M
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| Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months spend an average
of 6 hours and 51 minutes each day with All Forms of Ad-Supported Media. 67.9% listen to Local
AM/FM Radio for an avg. of 56.5 minutes/day. (Local Radio delivers 9.3% of Time with Ad-Supported Me
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Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months spend an average
of 7 hours and 20 minutes each day with All Forms of Ad-Supported Media. 72.% listen to Local
AM/FM Radio for an avg. of 53.8 minutes/day. (Local Radio delivers 8.8% 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 Purchased Items In-Store at BEST BUY in the past 3 months spend an average
of 7 hours and 36 minutes each day with All Forms of Ad-Supported Media. 74.7% listen to Local
AM/FM Radio for an avg. of 57.2 minutes/day. (Local Radio delivers 9.4% of Time with Ad-Supported Medtu}
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17,526,889 or 75.9% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months listen to Ad-Supported Local AM/FM Radio for an average of 60.4 minutes every day
representing 37.7% of all time spent daily with Ad-Supported Audio.
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582,572 or 82.8% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months listen to Ad-Supported Local AM/FM Radio for an average of 67.5 minutes every day
representing 42.3% of all time spent daily with Ad-Supported Audio.
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330,865 or 67.9% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months listen to Ad-Supported Local AM/FM Radio for an average of 56.5 minutes every day
representing 36.1% of all time spent daily with Ad-Supported Audio.
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279,368 or 72.% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months listen to Ad-Supported Local AM/FM Radio for an average of 53.8 minutes every day
representing 35.% of all time spent daily with Ad-Supported Audio.
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333,845 or 74.7% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months listen to Ad-Supported Local AM/FM Radio for an average of 57.2 minutes every day
representing 40.3% of all time spent daily with Ad-Supported Audio.
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17,526,889 or 75.9% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months listen to Ad-Supported Local AM/FM Radio for an average of 60.4 minutes every day
representing 37.7% of all time spent daily with Ad-Supported Audio.
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582,572 or 82.8% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months listen to Ad-Supported Local AM/FM Radio for an average of 67.5 minutes every day
representing 42.3% of all time spent daily with Ad-Supported Audio.
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330,865 or 67.9% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months listen to Ad-Supported Local AM/FM Radio for an average of 56.5 minutes every day
representing 36.1% of all time spent daily with Ad-Supported Audio.
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279,368 or 72.% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months listen to Ad-Supported Local AM/FM Radio for an average of 53.8 minutes every day
representing 35.% of all time spent daily with Ad-Supported Audio.
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333,845 or 74.7% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months listen to Ad-Supported Local AM/FM Radio for an average of 57.2 minutes every day
representing 40.3% of all time spent daily with Ad-Supported Audio.
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17,526,889 or 75.9% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Classic
Hits, Pop Contemporary Hit Radio, Country, and Classic Rock

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

Hit Radio, Country, Classic Hits, and Hot AC.

582,572 or 82.8% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Pop

Local AM/FM Radio Formats (Persons & % Reach): Adults 18 or older Local AM/FM Radio Formats (% Time Spent & Avg. Mmutes/day Spent): Adults 18 or older
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330,865 or 67.9% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are All News, Urban AC, Country, Adult
Contemporary, and Classic Hits.
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' 279,368 or 72.% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Country, Classic
Hits, Classic Rock, and Pop Contemporary Hit Radio.
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333,845 or 74.7% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Classic Rock, Classic Hits, Pop
Contemporary Hit Radio, Adult Hits, and Adult Contemporary
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Avg. Week AI{W Iﬂddmeo (Persons & % Reach): Adults 18 or older . Avg. Day All Video (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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' 14,640,902 or 63.4% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months watch Ad-Supported Local TV Stations for an average of 94.6 minutes every day
representing 30.7% of all time spent daily with Ad-Supported Video.
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491,327 or 69.9% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months watch Ad-Supported Local TV Stations for an average of 114.3 minutes every day
representing 34.9% of all time spent daily with Ad-Supported Video.
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272,588 or 56.% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months watch Ad-Supported Local TV Stations for an average of 69.6 minutes every day
representing 28.4% of all time spent daily with Ad-Supported Video.
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representing 30.% of all time spent daily with Ad-Supported Video.
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‘ 252,019 or 56.4% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months watch Ad-Supported Local TV Stations for an average of 76.8 minutes every day
representing 30.5% of all time spent daily with Ad-Supported Video.
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14,640,902 or 63.4% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months watch Ad-Supported Local TV Stations for an average of 94.6 minutes every day
representing 30.7% of all time spent daily with Ad-Supported Video.
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491,327 or 69.9% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months watch Ad-Supported Local TV Stations for an average of 114.3 minutes every day
representing 34.9% of all time spent daily with Ad-Supported Video.
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272,588 or 56.% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months watch Ad-Supported Local TV Stations for an average of 69.6 minutes every day
representing 28.4% of all time spent daily with Ad-Supported Video.
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201,320 or 51.9% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months watch Ad-Supported Local TV Stations for an average of 87.5 minutes every day
representing 30.% of all time spent daily with Ad-Supported Video.
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252,019 or 56.4% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months watch Ad-Supported Local TV Stations for an average of 76.8 minutes every day
representing 30.5% of all time spent daily with Ad-Supported Video.
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' 491,327 or 69.9% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News -
Evening, Local News - Morning, Comedies, Movies, and Local News - Late.
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Local TVStatmn Programs (Persons & % Reach): Adults 18 or older
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' 272,588 or 56.% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Comedies, Local
News - Evening, Movies, Game Shows, and Local News - Morning.
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Local TVStatmn Programs (Persons & % Reach): Adults 18 or older
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' 201,320 or 51.9% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months watch Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening,
Sports, Local News - Morning, Movies, National/Network News, and Comedi
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Local TV Station Programs (Persons & % Reach): Adults 18 or older
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252,019 or 56.4% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News -
Evening, Comedies, Local News - Morning, Movies, and National/Network Ne
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16,979,134 or 73.5% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months use Ad-Supported Social Media for an average of 146.5 minutes every day representing
25.5% of all time spent daily with Ad-Supported Digital Media.
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512,629 or 72.9% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months use Ad-Supported Social Media for an average of 131.3 minutes every day representing
24.% of all time spent daily with Ad-Supported Digital Media.
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362,105 or 74.3% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months use Ad-Supported Social Media for an average of 131.2 minutes every day representing
24.7% of all time spent daily with Ad-Supported Digital Media.
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236,641 or 61.% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months use Ad-Supported Social Media for an average of 141.3 minutes every day representing
24.4% of all time spent daily with Ad-Supported Digital Media.
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348,209 or 77.9% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months use Ad-Supported Social Media for an average of 180. minutes every day representing
31.9% of all time spent daily with Ad-Supported Digital Media.
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16,887,572 or 73.1% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months use Ad-Supported Facebook for an average of 53.7 minutes every day representing 36.7% of
all time spent daily with Ad-Supported Social Media.
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512,629 or 72.9% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months use Ad-Supported Facebook for an average of 49. minutes every day representing 37.3% of
all time spent daily with Ad-Supported Social Media.
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all time spent daily with Ad-Supported Social Media.

359,378 or 73.8% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months use Ad-Supported Facebook for an average of 45.6 minutes every day representing 34.8% of
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all time spent daily with Ad-Supported Social Media.

236,641 or 61.% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months use Ad-Supported Facebook for an average of 47.8 minutes every day representing 33.8% of
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300,540 or 67.2% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months use Ad-Supported Facebook for an average of 72.5 minutes every day representing 40.3% of
all time spent daily with Ad-Supported Social Media.
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16,887,572 or 73.1% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months use Ad-Supported Facebook for an average of 53.7 minutes every day representing 36.7% of
all time spent daily with Ad-Supported Social Media.
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512,629 or 72.9% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months use Ad-Supported Facebook for an average of 49. minutes every day representing 37.3% of
all time spent daily with Ad-Supported Social Media.
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359,378 or 73.8% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months use Ad-Supported Facebook for an average of 45.6 minutes every day representing 34.8% of
all time spent daily with Ad-Supported Social Media.
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236,641 or 61.% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months use Ad-Supported Facebook for an average of 47.8 minutes every day representing 33.8% of
all time spent daily with Ad-Supported Social Media.

Weekly 72.8% Avg. Hours+Minutes/day with Ad-Supported

Reach % Social Media: Adults 18 or older
"Share of Ad-Supported Social Media"

49.6%
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300,540 or 67.2% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months use Ad-Supported Facebook for an average of 72.5 minutes every day representing 40.3% of
all time spent daily with Ad-Supported Social Media.

Weekly 74.3% Avg. Hours+Minutes/day with Ad-Supported

Reach % Social Media: Adults 18 or older
"Share of Ad-Supported Social Media"
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 1,649,360;
Local Radio: 1,099,564; Social Media: 1,097,846; Non-Prem. Cable: 613,532; Local TV:
531,427 reaching Adults 18 or older who Purchased Items In-Store at BEST B

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 18 or older who Purchased Items In-Store at BEST
BUY in the past 3 months
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 53,893;
Local Radio: 36,616; Social Media: 33,022; Local TV: 19,711; Non-Prem. Cable: 18,431
reaching Adults 18 or older who Purchased Items In-Store at BEST BUY in the p
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Social Media: 21,486; Local Radio: 20,320; Non-Prem. Cable: 12,501; Local TV: 8,533
reaching Adults 18 or older who Purchased Items In-Store at BEST BUY in the pa
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 24,136;
Local Radio: 17,526; Social Media: 13,721; Non-Prem. Cable: 9,684; Local TV: 6,810
reaching Adults 18 or older who Purchased Items In-Store at BEST BUY in the pas
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 33,717;
Social Media: 23,148; Local Radio: 21,585; Non-Prem. Cable: 11,525; Local TV: 9,851
reaching Adults 18 or older who Purchased Items In-Store at BEST BUY in the pa
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Top-13 Out-o_f -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
Shopping Malls
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Spotify

Drug Stores

SiriusXm

Retail Stores

YouTube Music

Total Persans:
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concurrent
usage %:

‘who Purchased Items In-
Store at BEST BUY in the
past 3 months

® who Purchased Items In-Store at BEST BUY in the past 3 months

20,831,585 or 90.2% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months spend an average of 58.9 minutes per day driving, seeing Billboards and Signs. 63.4% Listen
to Local Radio Stations Out-of-Home for an average of 36.6

Avg. Hours+Minutes/day with Out- 9%
of-Home Media: Adults 18 or older m

 time spent (Arsoge 0ol

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

(Average week]
‘Grocery Stores

Billboards & Signs (Weekly Drivers)
Walking in Towns, Cities, Downtown...
AM/FM Radio

Gas Stations/Convenience Stores
Restaurants & Bars

Shopping Malls
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Drug Stores
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628,131 or 89.3% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months spend an average of 51.6 minutes per day driving, seeing Billboards and Signs. 69.3% Listen
to Local Radio Stations Out-of-Home for an average of 40.9 min
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Top-13 Ad-Supported Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Top-13 Out-of -Home Media (Persons & % Reach): Adults 18 or older
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Avg. Hours+Minutes/day with Out-
of-Home Media: Adults 18 or older

[ 419,345 or 86.1% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months spend an average of 63.2 minutes per day driving, seeing Billboards and Signs. 56.8% Listen

to Local Radio Stations Out-of-Home for an average of 34.2 min

wDcC

E

mWDC

fpceage 0oy

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

(Weekly Drivers)
63.2

Billboards & Signs

Shopping Malls
195

SiriusXm
18.5

Restaurant
s & Bars Stores
139 10.6

Spoti
Walking in Towns, u P;ny
a

AM/FM Radio
395

Grocery

Cities, Downtown | Owned
Areas Music
236 12.8

Billboards & Signs (Weekly
Drivers)
52.2

AM/FM Radio
37.0

Walking in Towns,
Cities, Downtown
Areas
219

Shopping Malls
19.1

Owned
Music
9.4

Grocery
Stores
11.0

Restaurants

YouTub Spoti
e Music fy
6.5 51
SiriusXm

13.6 Gast Dru...

u who Purchased Items In-Store at BEST BUY in the

past 3 months

BWDC

Top-13 Ad-Supported Out-of-Home Media (Persons & % Reach) Adults 18 or o!der

(averoge week)
Grocery Stores

Billboards & Signs (Weekly Drivers)
Walking in Towns, Cities, Downtown...
AM/FM Radio

Gas Stations/Convenience Stores
Shopping Malls

Restaurants & Bars

Podcasts

Drug Stores

TV Music Channels

Retail Stores

Public Tramsit

Movie Theaters

Total persans

_M"
R
CRTIRIT —e i
_mr
m

e
e [T

who Purchased Items In-
Store at BEST BUYin the
past 3 months.

R R

= who Purchased ltems In-Store at BEST BUY in the past 3 months
DMA Scarborough R2 2025: Oct24-Aug25 Qual Intab 560

]
§

8.9%

i
ul
R

(G [ P
= s
<) é@: E{

o
B3

5.

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

w
oo
R

e
o
R

R

=WDC

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

(aver:

Top-13 Ad-Supported Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older
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348,769 or 89.9% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months spend an average of 61.2 minutes per day driving, seeing Billboards and Signs. 60.2% Listen
to Local Radio Stations Out-of-Home for an average of 32.6 min

Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Top-13 Ad-Supported Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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407,522 or 91.2% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months spend an average of 53.6 minutes per day driving, seeing Billboards and Signs. 62.4% Listen
to Local Radio Stations Out-of-Home for an average of 34.7 min

Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 orolder Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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20,831,585 or 90.2% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months
spend an average of 58.9 minutes per day driving, seeing Billboards and Signs representing 36.3% 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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628,131 or 89.3% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months
spend an average of 51.6 minutes per day driving, seeing Billboards and Signs representing 32.9% of all
Time Spent with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 18 or older
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419,345 or 86.1% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months

spend an average of 63.2 minutes per day driving, seeing Billboards and Signs representing 38.5% of all
Time Spent with Ad-Supported Out-of-Home Media.
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348,769 or 89.9% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months
spend an average of 61.2 minutes per day driving, seeing Billboards and Signs representing 34.6% of all
Time Spent with Ad-Supported Out-of-Home Media.
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407,522 or 91.2% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3 months
spend an average of 53.6 minutes per day driving, seeing Billboards and Signs representing 34.7% of all
Time Spent with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 18 or older
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628,131 or 89.3% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months spend an average of 51.6 minutes per day driving an average of 30. miles each day and are
99.9% more likely to use Ronald Reagan Memorial Tollway (I-88) t

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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419,345 or 86.1% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months spend an average of 63.2 minutes per day driving an average of 36.8 miles each day and are
72.2% more likely to use Route 29/Colesville Road than the Metr

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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348,769 or 89.9% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months spend an average of 61.2 minutes per day driving an average of 35.6 miles each day and are
148.8% more likely to use Canyon Road East than the Metro avera

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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407,522 or 91.2% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months spend an average of 53.6 minutes per day driving an average of 31.2 miles each day and are
133.5% more likely to use Scottsdale Road than the Metro averag

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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8,005,711 or 34.7% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months read Local Daily Newspaper(s) (Daily+Sunday) for an average of 9.6 minutes every day
representing 29.4% of all time spent daily with All forms of Print

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

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

Local Daily Newspaper(s) (Sunday)
Books

New York Times (Daily+Sunday)

Mew York Times (Daily)

New York Times (Sunday)

All Local Weekly Newspapers

Wall Street Journal (Daily)

USA Today (Daily)

Magazines

Catalogs

Toml persons:

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

who Purchased Items In-Store at
BEST BUY in the past 3 months

® whe Purchased Items In-Store at BEST BUY in the past 3 months

WUSA

% Time Spent:

York Times
(Daily)

USA Today (Daily)
118 104

New York Times
(Sunday)
143

Direct Mail

Local Daily
Newspaper(s)
(Daily+Sunday)
96

New York Times
(Daity+Sunday)
124

Local Daily
Newspaper(s)
(Daity

a0 Catalo....

93

Local Daily
Mewspaper(s)
New York Times (Daily+Sunday)

(Daily+Sunday) &6
110

New York Times
(Sunday)
132

Magazines

USA Today (Daity)
105 76

Wail Street Journal
(Daity)

New York Times
(Daity)
89

Local Daily
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(Daity
8.0

Direct Mail

Advertising

(excluding

Catalogs)
75

Caralogs
35

All..

= who Purchased Items In-Store at BEST BUY in the past 3 months

mUSA

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

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

Local Daily Newspaper(s) (Sunday)

MNew York Times (Daily+Sunday)

New York Times (Daily)

New York Times (Sunday)

All Local Weekly Newspapers

Wall Street Journal [Daily)

USA Today (Daily)

Magazines

Catalogs

Books

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

% Time Spent:

Day Ad-Supported Print Media (% Time Spent & A
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13.79

220

%,

USA Today (Daily)
1ns

New York Times
{Sunday)

e Direct Mail

Advertising
(excluding
Catalogs)
7.7

! Daily
Newspaper(s)
(Daily+Sunday)
96

Local Daily
Newspaper(s)
(Sunday)
133

Wall Street
Journal (Daily)
118

Local Daily
Newspaper(s) (Daily
9.0
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74

New York Times
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265,336 or 37.7% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months read Local Daily Newspaper(s) (Daily+Sunday) for an average of 9.7 minutes every day
representing 33.2% of all time spent daily with All forms of Print M

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

Toeol persons

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

Local Daily Newspaper(s) (Daily

Books

All Local Weekly Newspapers

New York Times (Daily+Sunday)

New York Times (Sunday)

Magazines

New York Times (Daily)

‘Wall Street Journal (Daily)

Catalogs

USA Today (Daily)

—r

who Purchased ltems In-Store at CHI

USA Today (Daily)
LY

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

New York Times
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BEST BUY in the past 3months. 151

New York Times
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10.0
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(Daily
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Direct Mail
Advertising
(excluding
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8.0

New York Times

(DailysSunday) Magazines
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Direct Mail
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New York Times
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Local Daily
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{Daity
77
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5

Magazines
2= All..
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u who Purchased Items In-Store at BEST B

UY in the past 3 months

u CHI

® who Purchased Items In-Store at BEST BUY in the past 3 months

Avg. Week Ad-Supported 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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Local Daily Newspa per(s) (Daily+Sunday)
Direct Mail Advertising (excluding Catalogs)
Local Daily Newspaper(s) (Sunday)
Local Daily Newspa per(s) (Daily e

Newspaper(s) Wall Street
{Sunday) Joumnal (Daily)

USA Today (Daily) 136 105
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Wall Street

All Local Weekly Newspapers USA Today (Daily) Journal (Daily)
101 a1

New York Times
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137

New York Times {Daily+Sunday)

New York Times (Sunday)
Avg. Hours+Minutes/day with Ad-

Magazines Supported Print Media: Adults 18 or oldum

Direct Mail
Advertising
(excluding
Catalogs)

Local Daily
Newspaper(s)
Daily
77

o New York Times (Daily)
Local Daily 87
er(s) (exchudi

New York Times (Daily) mm
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®who Purchased Items In-Store at BEST BUY in the past 3 months

CHI DMA Scarborough R2 2025: Sep24-Jul25 Qual intab 417
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163,465 or 33.6% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months read Local Daily Newspaper(s) (Daily+Sunday) for an average of 10.6 minutes every day
representing 30.1% of all time spent daily with All forms of Print

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

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

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

New York Times (Daily)

New York Times (Daily+Sunday)

New York Times (Sunday)

‘Wall Street Journal (Daily)

USA Today (Daily)

All Local Weekly Newspapers
Magazines

Catalogs

Toeol persons

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

who Purchased ltems In-Store at
BEST BUY in the past 3menths.

B 505
-

# who Purchased Items In-Store at BEST BUY in the past 3 months mWDC
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(Daily+Sunday)

106

Magazines

Direct Mail

Advertising

(excluding

Catalogs)...

New York Times

{Daily+Sunday)
126

Local Daily

Newspaper(s) (Daily
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118

New York Times (excluding
(Daily+Sunday) Magazines Catalogs)
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New York Times (Daily)
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USA Today (Daily)
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Catalogs

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

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

Local Daily
Newspaper(s)
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Wall Street Journal
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123
New York Times
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New York Times Local Daily Newspaper(s) (~=nludmz
(Daily+Sunday) [Daily Catalogs)
126 101 76

New York Times
USA Today (Daily) (DailysSunday)
New York Times 1nsg 11.7
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Newspaper(s) (Daily
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(Sunday)

127 9.1 8.0

Local Daily Newspaper(s)

(Daily+Sunday) Magazines

9.7

Wall Street
Journal (Daily)

= who Purchased Items In-Store at BEST BUY in the past 3 months
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soefa.ai
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131,397 or 33.9% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months read Local Daily Newspaper(s) (Daily+Sunday) for an average of 7.4 minutes every day
representing 27.9% of all time spent daily with All forms of Print M

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

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

Local Daily Newspaper(s) (Daily

Books

New York Times (Daily+Sunday)

New York Times (Sunday)

New York Times (Daily)

‘Wall Street Journal (Daily)

USA Today (Daily)

All Local Weekly Newspapers

Catalogs

Magazines
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Avg. Hours+Minutes/day with All
Print Media: Adults 18 or oider
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W SEA
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New York
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New York Times
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New York Times
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Newspaper(s)
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(Daily
78
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35

Magazines

74 AR
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mSEA

Avg. Week Ad-Supported All Print Media (Persons & % Reach): Adults 18 or older Avg.
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Direct Mail Advertising (excluding Catalogs)
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[(Major stores shopped in-store past 3 months: Best Buy AND Major stores bought past 3 months: Best Buy)]
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101,699 or 22.8% of Adults 18 or older who Purchased Items In-Store at BEST BUY in the past 3
months read Local Daily Newspaper(s) (Daily+Sunday) for an average of 11.5 minutes every day
representing 26.3% of all time spent daily with All forms of Print

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

Toeol persons

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

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

All Local Weekly Newspapers

New York Times (Daily)

New York Times (Daily+Sunday)

New York Times (Sunday)

‘Wall Street Journal (Daily)

Magazines

USA Today (Daily)

Catalogs

-"sx‘“"

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

. o -

o .
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po o fo fo
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New York Times Wall Street Journal Journal (Daily)
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E]
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L 1.1 : 36

Local Daily
Newspaper(s)

= who Purchased Items In-Store at BEST BUY in the past 3 months
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Direct Mail Advertising (excluding Catalogs)
Local Daily Newspaper(s) (Daily
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New York Times (Sunday)
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Books
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New York Times Newspaper(s)
(Sunday) (Sunday)
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138

Local Daily Newspaper(s)
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New York Times
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(Daily+Sunday

)
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Magazines
7.6

Direct Mail Adverti
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1.6
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"Advertising Actions"

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

Social Media

100,055,454

Websites 92,470,172 34.9%
Direct Mail 76,858,434 29.0%

Broadcast, Cable, & Sat TV '

58,265,886 22.0%

Local AM/FM Radio

e

Video Streaming Services
Cable TV Networks 3576 4"177 '
Podcasts  prrreen
Newspapers

29,307,017

USA

Audio Streaming Services

27,818,480

Billboards gisrryrn 10.1%

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

W P18+ USA AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)

USA DMA ScarboroughR22025:Sep24-Aug25 Qualintab: 2175 * Share of Everything
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[(Major stores shopped in-store past 3 months: Best Buy AND Major stores bought past 3 months: Best Buy)]



"Advertising Actions"

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

2,667,505 35.3%

2,725,996 36.1%

2,431,425 32.2%

Websites |
Social Media |
Direct Mail |
Broadcast, Cable, & Sat TV 1,501 108 A
Video Streaming Services g i 5% '
Local AM/FM Radio | 1,261 069 BTN

Audio Streaming Services

: CHICAGO
P M - CHICAGO|

| 884.388 11.7%
m P18+ who Purchased Items In-Store at BESTBUY in the past 3 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
H P18+ CHICAGO AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
CHICAGO DMA ScarboroughR22025: Sep24 -Jul25  Qualintab: f Share of Everything
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Social Media

"Advertising Actions”

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

2,518,891 44.1%

1,044,203 18.3%

Websites 2,202,524
Direct Mail
e ——————————

Broadcast, Cable, & Sat TV
Cable TV Networks

Video Streaming Services

1,495,391 26.2%

902,089 15.8%

1,122,545 19.6%
Newspapers 665,954 17
Podcasts 893,501 T
Local Broadcast TV 865,456 e
Audio Streaming Services U
Billboards 750568 e
m P18+ who Purchased Items In-Store at BEST BUY in the past 3 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
B P18+ WASHINGTON, DC AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
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