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Reach over Major retail events drive a midsummer surge
185m Shoppers in value-seeking

Ozone's Coupons & == Coupons & discounts == == Baseline
Discounts audience
experiences its most dramatic 500%
growth during the summer -
retail.season. N
N Retail Convergence
400% R i
~_ Prime Day, Walmart Deals, and

Inea rIy JU|yr engagement Target Circle Week drive a 5.5x
reaches a massive 5.5x surge in couponing
increase over the baseline as
flagship events like Prime Day,
Walmart Deals, and Target

ol AN | Holiday Sal More sales
Circle Week take place Cleari oliday sa kes un Engagement driven by tax-free

i 0, earing summer stock and first kend d Labor D |
SImU|tanGOUS|y' 200 A’ wave of back to school supplies b Ao
As we transition into late '

August, the focus shifts 100%
toward Back-to-School, where

high-intent audiences

combine educational

preparation with Labor Day 0%
and Tax-Free promotional

events to maximize value

before the new school year -100%

begins. 01/06/2025 01/07/2025 01/08/2025 01/09/2025

Source: Ozone 2025, Comscore 2025




Reach " n 0
Back to School
Shoppers

Back to School shopping starts
early — with mid-summer
promotional events like Prime
Deal Days and Circle Week
driving audience engagement
with Fashion and Consumer
Electronics as parents and
students secure value before
the August regional school
starts.

A later secondary peak
indicates the last-minute
shoppers refreshing their
wardrobes ready for the first
day and final checks of laptops
before the real work begins.

Parenting remains consistent
over the summer and dips
when schools go back as they
form part of decision making
and purchasing.

Decoding the Back to School Cycle

100%

75%

50%

25%

0%

-25%

== Consumer electronics Parenting == Style and fashion == == Baseline

Promotional drive
Consumer Electronics +80%
and Style & Fashion double -~
peak over 50% during Prime \

Days and Circle week

Tech Refresh Trigger
Consumer Electronics +50%
with inspiration from Apple

new releases

First Day Fashion
Clothing +8%
Beauty +30%

Accessories +67%

May Jun Jun Jun Jun Jul Jul Jul Jul Aug Aug Aug Aug Sep Sep Sep Sep
Wk4 Wk1 Wk2 Wk3 Wk4 Wk1 Wk2 Wk3 W4 Wk1 Wk2 Wk3 Wk4 Wk1 Wk2 Wk3 Wk 4

Source: Ozone 2025, Comscore Jul 2025 (Back to School shoppers: Sales and Promotions, Coupons and Discounts, Consumer Electronics, Parenting, Style & Fashion, Education)




Audience overview

From everyday essentials to
considered big-ticket

R ea C h purchases and sales season

splurges, our Shoppers

o audience is actively in market
8 I n 1 O - browsing, comparing, and
researching products to buy
across retail, ecommmerce,

S h O p pe rS and everything in between.

Shopping topics most
engaged with

GET TO KNOW
OUR SHOPPING

Toys

USA AUDIENCE

Sales

Source: Ozone; Comscore (166m 81% reach of Shoppers UVs, Feb 2026)

Device usage

Phone e Desktop e Tablet

4%
28%

68%

Categorieé rhbre likely
to be engaged with

Pet Supplies

162
Home Appliances
i152
Makeup & Accessories
i140
Home & Garden
i120
Food & Drink

i




