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Cub= MSP

38.5% or 1,513,307 of MINNEAPOLIS-ST. PAUL DMA Adults 18 or older Shopped at CUB FOODS in the past 7 days.
Typical Adults 18 or older who Shopped at CUB FOODS in the past 7 days are 50.7 years old (3.9% older than
average) and have a $126,466 (7.5% higher than average) annual household income.

@ Percent of Market: Adults 18 or older *‘ Gender of Target vs. Market: Adults 18 or older

= who Shopped at CUB FOODS
in the past 7 days

38.5%

= Remainder of MINNEAPOLIS-
ST. PAULDMA

49.0

1,955,182

48.7

1,975,264

Total Persons:

2,417,139 Men Men Women Women

Age Cell Demographics of Target vs. Market: Averoe A ge'

Adults 18 or older
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W MINNEAPOLIS-ST. PAUL

= who Shoppld at CUB FOODS in the past 7 days.
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® who Shopped at CUB FOODS in the past 7 days ® MINNEAPOLIS-ST. PAUL
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Grocery stores shopped past 7 days (HHLD): Cub Foods

Ethnicity of Target vs. Market:

White

Black/African
American

E.S%
[3.8%
Asian I

Other ‘ 2.0%

5.3%
Hispanic i

= who shopped at CUB FOODS in the past 7 days

= MINNEAPOLIS-ST. PAUL

E HHI of Target vs. Market:

<$35KHHI g
$35K-$50K HHI
$50K-$75K HHI

$75K-$100K HHI
$100K-$150K HHI
$150K-$250K HHI

$250K+ HHI

Avg HHI: |

$117,668




SUPER “sp

36.1% or 1,418,900 of MINNEAPOLIS DMA Adults 18 or older Shopped at TARGET / SUPERTARGET in the past 7 days
Typical Adults 18 or older who Shopped at TARGET / SUPERTARGET in the past 7 days are 47.5 years old
(2.7% younger than average) and have a $133,656 (13.6% higher than average) annual household income.

@ Percent of Market: Adults 18 or older *‘ Gender of Target vs. Market: Adults 18 or older

= who Shopped at TARGET /
SUPERTARGET in the past 7
days

36.1%

= Remainder of MINNEAPOLIS #6M vs. %F
DMA

49.0

1,955,182

48.7

1,975,264

Total Persons:

2,511,546 Men Men Women Women

Age Cell Demographics of Target vs. Market: Averoge Age:

Adults 18 or older

w who Shopped at TARGET / SUPERTARGET in the past 7 days m MINNEAPOLIS
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Grocery stores shopped past 7 days (HHLD): Target/SuperTarget

Ethnicity of Target vs. Market:

White

Black/African
American

E.s%

3.2%
Asian l
3.2%
Other ‘

4.4%
Hispanic l

= who Shopped at TARGET / SUPERTARGET in the past 7 days

u MINNEAPOLIS

E HHI of Target vs. Market:

<$35K HHI
$35K-$50K HHI
$50K-$75K HHI
$75K-$100K HHI
$100K-$150K HHI
$150K-$250K HHI

$250K+ HHI

Avg HHI: |

$117,668




4.3% or 170,664 of MINNEAPOLIS DMA Adults 18 or older Shopped at KOWALSKI'S MARKETS in the past 7 days.
Typical Adults 18 or older who Shopped at KOWALSKI'S MARKETS in the past 7 days are 51.1 years old (4.6%

L 4
ks B> MSP

@ Percent of Market: Adults 18 or older ik‘ Gender of Target vs. Market: Adults 18 or older

older than average) and have a $159,004 (35.1% higher than average) annual household income.

Ethnicity of Target vs. Market:

White

Black/African  3.8%
American
o = who Shopped at KOWALSKI'S &
4 = 3 A) MARKETS in the past 7 days Asian i 3.2%
= Remainder of MINNEAPOLIS Giher | 16%
DMA I
Average Ag 49.0 48.7 — | 2.2%
nic
Total Persons: 1,955,182 1,975,264 pans
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Adults 18 or older
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Grocery stores shopped past 7 days (HHLD): Kowalski’s



@ Percent of Market: Adults 18 or older ik‘ Gender of Target vs. Market: Adults 18 or older

7.2%

= who Shopped at COBORN'S in
the past 7 days

= Remainder of MINNEAPOLIS-
ST. PAUL DMA

49.0 48.7

Total Persons: 1,955,182 1,975,264
2 3,648,966 Men Men Women Women
Average Age:

Age Cell Demographics of Target vs. Market:

Adults 18 or older

= who Shopped at COBORN'S in the past 7 days

9.2%
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ﬂ |
60-64
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70+

Grocery stores shopped past 7 days (HHLD): Coborn's

7.2% or 281,480 of MINNEAPOLIS-ST. PAUL DMA Adults 18 or older Shopped at COBORN'S in the past 7 days.
Typical Adults 18 or older who Shopped at COBORN'S in the past 7 days are 51.9 years old (6.3% older than
average) and have a $118,770 (.9% higher than average) annual household income.

Ethnicity of Target vs. Market:

White

Black/African | 1.9%
American l

Al IO.?%

1.4%
Other
I

2.6%
Hispanic ﬁ

= who Shopped at COBORN'S in the past 7 days

= MINNEAPOLIS-ST. PAUL

._u- HHI of Target vs. Market:

<$35K HHI
$35K-$50K HHI
$50K-$75K HHI
$75K-$100K HHI 1
$100K-$150K HHI

$150K-$250K HHI ¢

$250K+ HHI

Avg HHI:

$117,668




9.3% or 366,307 of MINNEAPOLIS-ST. PAUL DMA Adults 18 or older Shopped at LUNDS & BYERLYS in the past 7 days.
“sp Typical Adults 18 or older who Shopped at LUNDS & BYERLYS in the past 7 days are 52.5 years old (7.6%
older than average) and have a $151,401 (28.7% higher than average) annual household income.

LUNDS&BYERLYS

@ Percent of Market: Adults 18 or older ik‘ Gender of Target vs. Market: Adults 18 or older | Ethnicity of Target vs. Market:

. White

Black/African Es.s%

American
o = who Shopped at LUNDS &
9 . 3 A BYERLYS in the past 7 days Asian | 1.3%
= Remainder of MINNEAPOLIS- other | 29%
ST. PAULDMA _
Average Age : 4 9 . 0 48 5 7 4.9%
Hispanic
Total Persons: 1,955,182 1,975,264

3 3,564,139 Men Men Women Women = who shopped at LUNDS & BYERLYS inthe past 7 days

= MINNEAPOLIS-ST. PAUL

._u- HHI of Target vs. Market:

Age Cell Demographics of Target vs. Market: i e ]

Adults 18 or older
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Grocery stores shopped past 7 days (HHLD): Lunds & Byerlys



Cub= MSP

38.5% or 1,513,307 of MINNEAPOLIS-ST. PAUL DMA Adults 18 or older Shopped at CUB FOODS in the past 7...
Adults 18 or older who Shopped at CUB FOODS in the past 7 days are 9.5% more likely to be a college
graduate, 8.1% less likely to work full-time, 4.% more likely to be married, 9.3% less likely to be a parent

of 1 or more children under 18.

e
* \%, Education Levels: Adults 18 or older

Some High School or Less (not graduate) . 1;:6%

High School Graduate (12th grade or
GED)

Some College Credit (no degree)
Associate's Degree (AA, AS, etc.)
College Graduate (4 year college) 75 |
Postgraduate Degree

2 who Shopped at CUB FOODS in the past 7 days

27.9%

® MINNEAPOLIS-ST. PAUL

Employment: Adults 18 or older

Employed Full-Time or Part-Ti
ploy: ime or Part-Time 66 6%

Employed Full-Time (35 hours or more)
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Employed Part-Time (less than 35 hours) &gx
i ol
%
20.1%
Blue Collar _
22.3%
Work From Home (most of the time or always) IIEIE%

who Shopped at CUB FOODS in the past 7 days ® MINNEAPOLIS-ST. PAUL
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O Marital Status: Adults 18 or older

Single, Never Married ﬁ

Married - -
Legally Separated I g::
Divorced ﬂ
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LGBTQ+ (net) B s

« who Shopped at CUB FOODS in the past 7 days = MINNEAPOLIS-ST. PAUL

Top-20 Occupations: Adults 18 or older
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Grocery stores shopped past 7 days (HHLD): Cub Foods

‘*u'MlIStage in Life: Adults 18 or older

23.8%
I 26.3%
9.8%
I o.2%
5.0%

. 7%

4.1%
. 7.0%
| 10.6%
I 112%
. 18.6%
I 17.5%

7.7%

I 5.7
23.4%
I ;s

Parent of 1 or more Children under 18

Working Mothers

Parent of 1 or more Children Under Age 2

Parent of 1 or more Children Age 2-5

Parent of 1 or more Children Age 6 - 11

Parent of 1 or more Children Age 12 - 17

Parent of 1 or more Children in College

randparent of 1 or more Children under 18

= who Shopped at CUB FOODS in the past 7 days ® MINNEAPOLIS-ST. PAUL



36.1% or 1,418,900 of MINNEAPOLIS DMA Adults 18 or older Shopped at TARGET / SUPERTARGET in the past...
Adults 18 or older who Shopped at TARGET / SUPERTARGET in the past 7 days are 16.6% more likely to
be a college graduate, 8.3% more likely to work full-time, 5.1% more likely to be married, 22.2% more
likely to be a parent of 1 or more children under 18.

sz MSP

e
* \%, Education Levels: Adults 18 or older

Employment: Adults 18 or older

Some High School or Less (not graduate) 0 1::"% Employed Full-Time or Part-Time g 66. :
High School Graduate (12th grade or 22.8% Employed Full-Time (35 hours or more) 56.3%
GED) 52.0%
Some College Credit (no degree) :1 1 Employed Part-Time (less than 35 hours) &’?‘
'« d 70
Associate's Degree (AA, AS, etc.) ﬁ White Collar
.3%
College Graduate (4 year college) 30.9%. Blue Collar 5
0% 3%
Postgraduate Degree 2 1% Work From Home (most of the time or always) &;‘ﬁ
1%

» who Shopped at TARGET / SUPERTARGET in the past 7days ™ MINNEAPOLIS

who Shopped at TARGET / SUPERTARGET in the past 7 days = MINNEAPOLIS

9.
(_)O Marital Status: Adults 18 or older

Single, Never Married ﬂ

Married 53.7%

| 1.1%
|11%

Divorced ﬂ;‘
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| 8.6%
LGBTQ+ (net) B s
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Top-20 Occupations: Adults 18 or older
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‘*u'MlIStage in Life: Adults 18 or older

" 32.1%
Parent of 1 or more Children under 18 I 26.3%

Working Mothers - o, :’29%
Parent of 1 or more Children Under Age 2 - gg;‘;
Parent of 1 or more Children Age 2-5 - 770226
Parent of 1 or more Children Age 6 - 11 _ 11:"';3':%
Parent of 1 or more Children Age 12 - 17 _ 17?;’9'2%
Parent of 1 or more Children in College - "6:;;%
19.6%

randparent of 1 or more Children under 18

I 23.5%
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Grocery stores shopped past 7 days (HHLD): Target/SuperTarget



to be a parent of 1 or more children under 18.

4.3% or 170,664 of MINNEAPOLIS DMA Adults 18 or older Shopped at KOWALSKI'S MARKETS in the past 7...,
Adults 18 or older who Shopped at KOWALSKI'S MARKETS in the past 7 days are 27.3% more likely to be
a college graduate, 14.6% less likely to work full-time, 19.7% more likely to be married, 19.4% less likely

N
i \%, Education Levels: Adults 18 or older Employment: Adults 18 or older
2 0.0% i 62.49
Some High School or Less (not graduate) B 25% Employed Full-Time or Part-Time
High School Graduate (12th grade or % 44.4%
GED) Employed Full-Time (35 hours or more)
Some College Credit (no degree) i Employed Part-Time (less than 35 hours) _18.0%
[ 145
Associate's Degree (AR, AS, etc.) piatoe White Collar ﬂ
P E 44.3%
College Graduate (4 year college) Blue Collar
1% , _206%
Postgraduate Degree Work From Home (most of the time or always) m
= MINNEAPOLIS who Shopped at KOWALSKI'S MARKETS in the past 7 days = MINNEAPOLIS
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(_)O Marital Status: Adults 18 or older
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Grocery stores shopped past 7 days (HHLD): Kowalski’s

‘*u'MlIStage in Life: Adults 18 or older

i 21.2%
Parent of 1 or more Children under 18 I 26.3%

. 5.0%
Working Mothers _ 9.4%
. 2.4%

. 7%

. ¥ 4.5%
Parent of 1 or more Children Age 2-5 - 7.0%

Parent of 1 or more Children Under Age 2

Parent of 1 or more Children Age 6 - 11

| . 4.5%
I 112%
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Parent of 1 or more Children Age 12 - 17
Parent of 1 or more Children in College

Grandparent of 1 or more Children under 18

= who Shopped at KOWALSKI'S MARKETS in the past 7 days



Adults 18 or older who Shopped at COBORN'S in the past 7 days are 15.3% less likely to be a college
graduate, .9% less likely to work full-time, 25.2% more likely to be married, 6.6% more likely to be a
parent of 1 or more children under 18.

. . A
*\'.?, Education Levels: Adults 18 or older Employment: Adults 18 or older ‘ \ Marital Status: Adults 18 or older
i 2.9% i X 2 g L 20.3%
Some High School or Less (not graduate) . Sl Employed Full-Time or Part-Time 66 6% Single, Never Married
High School Graduate (12th grade or 28.6% % . 67.2%
GED) el i e enmere) Wi
Some College Credit (no degree) Employed Part-Time (less than 35 hours) ““3% Legally Separated I g'ﬁ
0 .
Associate’s Degree (AA, AS, etc.) White Collar Divorced gbee®
T 24.3%
. 4.3%
College Graduate (4 year college) Blue Collar Widowed I 3.3%
A 17.6% 3.7%
Postgraduate Degree Work From Home (most of the time or always) lm LGBTQ# (net) W =1
a
# who Shopped at COBORN'S in the past 7 days B MINNEAPOLIS-ST. PAUL « who Shopped at COBORN'S in the past 7 days = MINNEAPOLIS-ST. PAUL who Shopped at COBORN'S in the past 7 days = MINNEAPOLIS-ST. PAUL

7.2% or 281,480 of MINNEAPOLIS-ST. PAUL DMA Adults 18 or older Shopped at COBORN'S in the past 7 days.

Top-20 Occupations: Adults 18 or older Entrepreneurs/Government Workers *“'M 'l Stage in Life: Adults 18 or older
26.5% 7.2%
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9.3% or 366,307 of MINNEAPOLIS-ST. PAUL DMA Adults 18 or older Shopped at LUNDS & BYERLYS in the past...

Adults 18 or older who Shopped at LUNDS & BYERLYS in the past 7 days are 35.4% more likely to be a
college graduate, 4.7% more likely to work full-time, 3.5% less likely to be married, 30.2% less likely to

LUNDS&BYERLYS be a parent of 1 or more children under 18.
N ;
i \%, Education Levels: Adults 18 or older Employment: Adults 18 or older
Some High School or Less (not graduate) . 124:"% Employed Full-Time or Part-Time
High School Graduate (12th grade or 15.7% Employed Full-Time (35 hours or more) 54.5%
GED) 27.9%
Some College Credit (no degree) Employed Part-Time (less than 35 hours) &;ﬁ
'« d 70
Associate's Degree (AA, AS, etc.) White Collar
6 .3%
College Graduate (4 year college) W Blue Collar
Postgraduate Degree 'ﬁ Work From Home (most of the time or always) lm
® MINNEAPOLIS-ST. PAUL who Shopped at LUNDS 8 BYERLYS in the past 7 days ® MINNEAPOLIS-ST. PAUL

who Shopped at LUNDS & BYERLYS in the past 7 days

(‘ Marital Status: Adults 18 or older
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Divorced

Widowed
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‘*u'MlIStage in Life: Adults 18 or older

Parent of 1 or more Children under 18

18.3%
I 26.3%
7.2%
I 0.4%
5.3%

. 7%

6.1%
. 7.0%
| 4.4%
I 112%
8.4%
I 17.6%
8.1%

I 5.7
. 24.6%
I ;s

Working Mothers

Parent of 1 or more Children Under Age 2
Parent of 1 or more Children Age 2-5
Parent of 1 or more Children Age 6 - 11
Parent of 1 or more Children Age 12 - 17
Parent of 1 or more Children in College

randparent of 1 or more Children under 18
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Grocery stores shopped past 7 days (HHLD): Lunds & Byerlys



38.5% or 1,513,307 of MINNEAPOLIS-ST. PAUL DMA Adults 18 or older Shopped at CUB FOODS in the past 7
E Adults 18 or older who Shopped at CUB FOODS in the past 7 days are 1.% less likely to own their home,
6.6% more likely to own a higher valued home, 1.7% less likely to have a single-family home, 5.8% less

likely to have a dog.

m Own/Rent/Other:Adults 18 or olden m%m Type of Home:Adults 18 or older‘&'Pets in Home:Adults 18 or older

Single Family House (unattached) e |

= Own a Dog -
11.6% 35.1%
Townhouse or attached Home

8.8%

~ 2.0%
Condominium Own a Cat

2.0%

Apartment
Own Second Home bile Haiia o . d | 05% Own other type of Pet
or Real Estate H I
ome
Progirty 1.1%
= who Shopped at CUB FOODS in the past 7 days ' MINNEAPOLIS-ST. PAUL = who Shopped at CUB FOODSin the past 7 days m MINNEAPOLIS-ST. PAUL » who Shopped at CUB FOODS in the past 7 days ™ MINNEAPOLIS-ST. PAUL

f_? Value of Owned Home: Adults 18 or older

A Value of Owned Home:
who Shopped at CUB FOODS in the past 7 days

MINNEAPOLIS-ST. PAUL 5429,429

Home Loans: Adults 18 or older

6.2%
4

.6% sa% 2.9%

8.6% 9.0%

<$150K SISOK-SZIDK $ZDOK-$250K 5750K-$3MK $3DOK‘$350K 5350K~$500K $500K-$750K $750K-$1M SIMH+ Home Refinanced Home Equity Oown
Mortgage Home Loan/Home Home/Property
wwho Shopped at CUB FOODS in the past 7 days = MINNEAPOLIS-ST. PAUL Mortgage  Improvement Outright (No
MINNEAPOLIS-ST. PAUL DMA Scarborough R2 2026: Aug25-Jul26 Qual Intab 778 o Loan Mortgages)
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Grocery stores shopped past 7 days (HHLD): Cub Foods



Adults 18 or

=

36.1% or 1,418,900 of MINNEAPOLIS DMA Adults 18 or older Shopped at TARGET / SUPERTARGET in the pa

older who Shopped at TARGET / SUPERTARGET in the past 7 days are 3.3% less likely to own

their home, 11.8% more likely to own a higher valued home, .5% more likely to have a single-family
home, .9% less likely to have a dog.

m Own/Rent/Other:Adults 18 or olden

" 24.4%

7.6% 7.6%

5.4% 5.2%

238 960,752

m%m Type of Home:Adults 18 or older‘&'Pets in Home:Adults 18 or older

Single Family House (unattached) |

Own a Dog
35.1%

Own a Cat

9.7%
8.8%

Townhouse or attached Home I
~ 1.
Condominium i

Apartment

Rent Other Own Second Home Lille Horme of # d | 0.7% Own other type of Pet
or Real Estate
Propary Home 1.1%
= who Shopped at TARGET / SUPERTARGET in the past 7 days u MINNEAPOLIS = who Shopped at TARGET / SUPERTARGET in the past 7 days = MINNEAPOLIS = who shopped at TARGET / SUPERTARGET in the past 7 days = MINNEAPOLIS
-~
(24l Value of Owned Home: Adults 18 or older Home Loans: Adults 18 or older
A Value of Owned Home:
Mn&wmeﬂm/ﬂmmﬂhm:pﬁl7M&
MINNEAPOLIS
6.3%
<$]50K SISOK-SZIDK $200K—$250!( 5750K—$3MK $300K-$350K S350K~$500K $500K-$750K $750K-$1M SIMH+ Home Refinanced Home Equity Oown
. Mortgage Home Loan/Home Home/Property
wwho Shopped at TARGET / SUPERTARGET in the past 7 days = MINNEAPOLIS Mortgage  Improvement Outright (No
MINNEAPOLIS DMA Scarborough R2 2026: Aug25-Jul26 Qual Intab 719 o Loan Mortgages)
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Grocery stores shopped past 7 days (HHLD): Target/SuperTarget
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«gss > MSP

20.9% more likely to have a dog.

|
4.3% or 170,664 of MINNEAPOLIS DMA Adults 18 or older Shopped at KOWALSKI'S MARKETS in the past 7 days.
Adults 18 or older who Shopped at KOWALSKI'S MARKETS in the past 7 days are 10.4% more likely to own
their home, 22.8% more likely to own a higher valued home, 4.1% less likely to have a single-family home,

m Own/Rent/Other:Adults 18 or olden

Single Family House (unattached)

14.5%

Townhouse or attached Home
8.8%

Condominium ,

Apartment

Own Second Home

bile Home or

or Real Estate Home 1.1%
Property
» who Shopped at KOWALSKI'S MARKETS in the past 7 days = MINNEAPOLIS = who Shopped at KOWALSKI'S MARKETS in the past 7 days u MINNEAPOLIS

m%m Type of Home:Adults 18 or older‘&'Pets in Home:Adults 18 or older

Own a Dog

Own a Cat
30.8%

0.0%
Own other type of Pet E

= who Shopped at KOWALSKI'S MARKETS in the past 7 days = MINNEAPOLIS

f_? Value of Owned Home: Adults 18 or older

A Value of Owned Home:
who Shopped at KOWALSKI'S MARKETS in the past 7...

MINNEAPOLIS 5429,429

0.3% EXPS
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Grocery stores shopped past 7 days (HHLD): Kowalski’s

1w g Home Loans: Adults 18 or older

Own

Home

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



7.2% or 281,480 of MINNEAPOLIS-ST. PAUL DMA Adults 18 or older Shopped at COBORN'S in the past 7 day
Adults 18 or older who Shopped at COBORN'S in the past 7 days are 24.1% more likely to own their home,
1.3% more likely to own a higher valued home, 26.1% more likely to have a single-family home, 25.%
more likely to have a dog.

]
Empioyee Owned

m Own/Rent/Other:Adults 18 or olden m%m Type of Home:Adults 18 or older € {® Pets in Home:Adults 18 or older

6 Single Family House (unattached) oo ‘
Own a Dog

3.2%
Townhouse or attached Home
8.8%

Condominium 0.0% o Cat
I S8k wn a Ca
24.4% 1
y1o 52% T9% 1.6% Apartment %
050,752 XTI 505 010 | §
Own Rent Other Own Second Home Lille Horme of # d  0.6% Own other type of Pet
or Real Estate
Property Home | L1%
= who Shopped at COBORN'S in the past 7 days u MINNEAPOLIS-ST. PAUL » who Shopped at COBORN'S in the past 7 days = MINNEAPOLIS-ST. PAUL = who Shopped at COBORN'S in the past 7 days = MINNEAPOLIS-ST. PAUL
-
(24l Value of Owned Home: Adults 18 or older Home Loans: Adults 18 or older
Average Value of Owned Home:
who Shopped at COBORN'S in the past 7 days *
MINNEAPOLS-ST. PAUL
9.1%

2.3% 2:9%
<$150K $150K-5200K $200K-$250K $250K-S300K S$300K-$350K $350K-S500K S$S500K-$750K  $750K-$1M SIMH+ Home Refinanced Home Equity Oown
Mortgage Home Loan/Home Home/Property
= who Shopped at COBORN'S in the past 7 days m MINNEAPOLIS-ST. PAUL Mortgage Improvement Outright (NO
MINNEAPOLIS-ST. PAUL DMA Scarborough R2 2026: Aug25-Jul26 Qual Intab 175 e Loan Mortgages)
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Grocery stores shopped past 7 days (HHLD): Coborn's
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|
9.3% or 366,307 of MINNEAPOLIS-ST. PAUL DMA Adults 18 or older Shopped at LUNDS & BYERLYS in the past 7...

Adults 18 or older who Shopped at LUNDS & BYERLYS in the past 7 days are 1.7% more likely to own their
E home, 23.8% more likely to own a higher valued home, 11.2% less likely to have a single-family home,

LUNDS&BYERLYS 17.1% less likely to have a dog.

m Own/Rent/Other:Adults 18 or olden m%m Type of Home:Adults 18 or older‘&'Pets in Home:Adults 18 or older

Single Family House (unattached)

13.1%
Townhouse or attached Home
8.8%

Own a Dog

Condominium Own a Cat
2.0%
30.8%
Apartment
: 1.5%
Rent Other Own Second Home Lille Horme of fi d 1.3% Own other type of Pet
or Real Estate H
ome
Proparty 1.1%
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f_? Value of Owned Home: Adults 18 or older

A Value of Owned Home:
who Shopped at LUNDS & BYERLYS in the past 7 days

MINNEAPOLIS-ST. PAUL 5429,429

1w g Home Loans: Adults 18 or older
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Grocery stores shopped past 7 days (HHLD): Lunds & Byerlys



Cub=>

more likely to fly domestic past yr.

38.5% or 1,513,307 of MINNEAPOLIS-ST. PAUL DMA Adults 18 or older Shopped at CUB FOODS in the past 7...
Adults 18 or older who Shopped at CUB FOODS in the past 7 days are 1.7% less likely to look up D-I-Y
advice online, 6.1% less likely to always vote in local elections, 5.1% more likely to belong to a gym, 6.5%

Top-20 past 30-days Online Lifestyle Activites: Adults 18 or older

Recpes/  Hedlth  Restaurant hanil pinl] bl gy owde cea  Nojmak "ceade - gaerc
meal Plaming Information Information/  Advice Informaton Gandenidess Beautyldess Postresume Sprkuakty  (Research Development (You orvaur
Supgestions Reviews ‘Schoals, child's)

Apphcation,
Finandng)

= who Shopped at CUB FOODS in the past 7 days ® MINNEAPOLIS-ST. PAUL

Z1.9%)

Take Online  Parenting/ Photography Onfine DW"
Chsses  Familyadvice (snapfsh,
shuttedly,
etc)

Political Activity: Adults 18 or older

89.4%
34.5% 24.9%
Registered to Vote D /lean Republican /Lean / None
(In Dstrict of of These

Presidential Elections: Always
Presidential Elections: i m‘
Statewide Elections: A.'wnw m
ide Elections: J68%
Local Elections: Always | v~
Local Elections: Sometimes

 who Shopped at CUB FOODS in the past 7 days # MINNEAPOLIS-ST. PAUL
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36.1% or 1,418,900 of MINNEAPOLIS DMA Adults 18 or older Shopped at TARGET / SUPERTARGET in the past...
SUPER E Adults 18 or older who Shopped at TARGET / SUPERTARGET in the past 7 days are 2.4% more likely to look
up D-I-Y advice online, 5.2% less likely to always vote in local elections, 32.9% more likely to belong to a

gym, 9.5% more likely to fly domestic past

Top-20 past 30-days Online Lifestyle Activites: Adults 18 or older
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Grocery stores shopped past 7 days (HHLD): Target/SuperTarget



4.3% or 170,664 of MINNEAPOLIS DMA Adults 18 or older Shopped at KOWALSKI'S MARKETS in the past 7 days
Adults 18 or older who Shopped at KOWALSKI'S MARKETS in the past 7 days are 8.7% more likely to look

up D-I-Y advice online, 19.6% more likely to always vote in local elections, 53.9% more likely to belong to a
gym, 8.9% more likely to fly domestic past y

-gTop-ZO past 30-days Online Lifestyle Activites: Adults 18 or older Political Activity: Adults 18 or older
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Grocery stores shopped past 7 days (HHLD): Kowalski’s



likely to fly domestic past yr.

7.2% or 281,480 of MINNEAPOLIS-ST. PAUL DMA Adults 18 or older Shopped at COBORN'S in the past 7 days.
Adults 18 or older who Shopped at COBORN'S in the past 7 days are 3.7% less likely to look up D-I-Y advice
online, 15.4% more likely to always vote in local elections,

8.% less likely to belong to a gym, 4.7% less

Top-20 past 30-days Online Lifestyle Activites: Adults 18 or older
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\N Past 12-months Domestic Airline Trips: Adults 18 or older

1trip T 25.5%

684,453

2uips [IOS398 Leax |
3trips EEEIE:
4vins [Tyrres

) 7.7%
5 tips B

Flew Domestic past year:
10+ trips &H 2.0% Avg. # Domestic Flights:

Ba%
Yoga - piates -:mpnmm Aduk  snowsking- Followa  Football Camgiverof  Tens softhall - Competitive Organized
Continuing Snowboarding Weight Loss Aaging Parent Baseball  Video Gaming. Road Race

Education Progrm or Relative £

Grocery stores shopped past 7 days (HHLD): Coborn's



Adults 18 or older who Shopped at LUNDS & BYERLYS in the past 7 days are 14.4% less likely to look up D-I-

. 9.3% or 366,307 of MINNEAPOLIS-ST. PAUL DMA Adults 18 or older Shopped at LUNDS & BYERLYS in the past...
E Y advice online, 2.6% more likely to always vote in local elections, 80.5% more likely to belong to a gym,

LUNDS&BYERLYS 18.% more likely to fly domestic past yr.
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|y

less likely to smoke cigarettes.

Past 30- days QSR Users: Adults 18 or older

2umes
s
s
s

10 times or more m

# who Shopped at CUB FOODS in the past 7 days B MINNEAPOLIS-ST. PAUL

Total Monthly QSR Users: Avg. Monthly QSR Meals:

1.9%

38.5% or 1,513,307 of MINNEAPOLIS-ST. PAUL DMA Adults 18 or older Shopped at CUB FOODS in the past 7 days
Adults 18 or older who Shopped at CUB FOODS in the past 7 days are 6.1% more likely to use QSRs past
mo., 6.8% more likely to use Sit-Down Restaurants past mo., 8.9% more likely to use Casinos past yr., 7.8%

1time

18.3%

2 times

3 times

4 times

5 times

6-9times

m who Shopped at CUB FOODS in the past 7 days

10times or more

B MINNEAPOLIS-ST. PAUL
Total M

hly Sit-Down Ry Users:  Avg. Monthly Sit-Down R ant Meals:
75.0% 70.2%

Drank Past 30-days: Adults 18 or older

Liquor
Any Type of Beer
Domestic Regular Beer

Domestic Light Beer

1,176,142 19 9%

507,055 20.5%
14.8%

522,030 13.3%

= who Shopped at CUB FOODS in the past 7 days

Wine

Imported Beer

- ¥
|

Microbrew / Craft Beer

B MINNEAPOLIS-ST. PAUL

MINNEAPOLIS-ST. PAUL DMA Scarborough R2 2026: Aug25-Jul26

Qual Intab

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)

Chinese Mexicon  Wings/  Coffes  Bagel/
Burgers /  Mouse/ Donut/
Sparts bar coffee far  Bakery

iafan  Steskhouse Upscale  indian /
Thai /
other
asian

#who shopped at CUB FOODS in the past 7 days EMINNEAPOLIS-ST. PAUL

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

‘who Shopped at CUB FOODS in the past 7 days 18.6%

MINNEAPOLIS-ST. PAUL 5G] 15.6%

Past 12 months Casmo Activities: Adults 18 or older

Slot Machines

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

Stage Show / Concert
Upscale Restaurant
Sports Betting

Other Gambling

Spa Casinos visited past 12

Used Past 30-days: Adults 18 or older

= who Shopped at CUB FOODS in the past 7 days
778

= MINNEAPOLIS-ST. PAUL
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Grocery stores shopped past 7 days (HHLD): Cub Foods

/ Cannabis Cigarettes

Vape

= MINNEAPOLIS-ST. PAUL

mwho shopped at CUB FOODS in the past 7 days



Past 30-days QSR Users: Adults 18 or older
e ll‘ . ltime 8.6%

2times 15 0%

3 times 11.2%

4 times 11.8%

5 times 9.3%
6-9times

10 times or more

10.3%
= who Shopped at TARGET / SUPERTARGET in the past 7 days

Total Monthly QSR Users:
88.5%

B MINNEAPOLIS

Avg. Monthly QSR Meals:

!5

36.1% or 1,418,900 of MINNEAPOLIS DMA Adults 18 or older Shopped at TARGET / SUPERTARGET in the past 7 ¢
Adults 18 or older who Shopped at TARGET / SUPERTARGET in the past 7 days are 8.1% more likely to use
QSRs past mo., 9.2% more likely to use Sit-Down Restaurants past mo., 3.7% less likely to use Casinos past
yr., 25.1% less likely to smoke cigarettes.

6-9times

10times or more

m who Shopped at TARGET / SUPERTARGET in the past 7 days
Total M

1time

18.3%

2 times

3 times

11.1%

4 times

5 times

H MINNEAPOLIS
hly Sit-Down Ry

Users: Avg. M
70.2%

hly Sit-Down Ry

76.7%

Drank Past 30-days. Adults 18 or older
Uauor

Any Type of Beer
Domestic Regular Beer
Domestic Light Beer
Wine

Imported Beer

v

-
Microbrew / Craft Beer

= who Shopped at TARGET / SUPERTARGET in the past 7 days ® MINNEAPOLIS

MINNEAPOLIS DMA Scarborough R2 2026: Aug25-Jul26
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Table Games (Craps, Poker, etc.)
Bar / Nightclub

Stage Show / Concert

Upscale Restaurant

Sports Betting

Other Gambling

= who Shopped at TARGET / SUPERTARGET in the past 7 days

ant Meals:

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)

Chinese Mexicsn  Wings/ Coffee  Bagel/ s Steakhouse Upsaale indian/
Burgers /  Mouse/ Donut/ Thai /

Sports Bar Coffee Bar  Bakery other

asian

# who shopped at TARGET / SUPERTARGET in the past 7 days. EMINNEAPOLIS

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Shopped at TARGET / SUPERTARGET in the past 7... 21.3%

MINNEAPOLIS EBERLE] 15.6%

Past 12 months Casmo Activities: Adults 18 or older

Slot Machines

Spa

Casinos visited past 12

Used Past 30-days: Adults 18 or older

u MINNEAPOLIS

Grocery stores shopped past 7 days (HHLD): Target/SuperTarget

/ Cannabis Cigarettes

 who Shopped at TARGET / SUPERTARGET in the past 7 days

ays.



K2

Past 30-days QSR Users: Adults 18 or older

1time

2times

3 times

4 times

5 times

6-9times

10 times or more
#who Shopped at KOWALSKI'S MARKETS in the past 7 days W MINNEAPOLIS

Total Monthly QSR Users: Avg. Monthly QSR Meals:

81.9%

36.7% less likely to smoke cigarettes.

4.3% or 170,664 of MINNEAPOLIS DMA Adults 18 or older Shopped at KOWALSKI'S MARKETS in the past 7 days.
Adults 18 or older who Shopped at KOWALSKI'S MARKETS in the past 7 days are .9% less likely to use QSRs
past mo., 9.2% more likely to use Sit-Down Restaurants past mo., 17.5% less likely to use Casinos past yr.,

1time 18.3%

2 times

3 times

11.1%

4 times

5 times

6-9times

10times or more

e

® who Shopped at KOWALSKI'S MARKETS in the past 7 days B MINNEAPOLIS
Total Monthly Sit-Down R Users:  Avg. Monthly Sit-Down Restaurant Meals:
76.7% 70.2%

Drank Past 30-days. Adults 18 or older
Uauor
B —T

1,188,

Any Type of Beer
Domestic Regular Beer
Domestic Light Beer

Wine

19.3%
mﬂ, ¥

Imported Beer

v

-
Microbrew / Craft Beer

= who Shopped at KOWALSKI'S MARKETS in the past 7 days

MINNEAPOLIS

B MINNEAPOLIS

DMA Scarborough R2 2026: Aug25-Jul26

Qual Intab

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)

it

Chinese Mexicsn  Wings/ Coffee  Bagel/ s Steakhouse Upsaale indian/
Burgers /  Mouse/ Donut/ Thai /

Sports Bar Coffee Bar  Bakery other

asian

®who shopped at KOWALSKI'S MARKETS in the past 7 days B MINNEAPOLIS

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Shopped at KOWALSKI'S MARKETS in the past 7... 17.0%

MINNEAPOLIS EBERLE] 15.6%

Past 12 months Casino Activities: Adults 18 or older

Slot Machines

k 31.9%
Table Games (Craps, Poker, etc.)

Bar / Nightclub
Stage Show / Concert
Upscale Restaurant
Sports Betting

Other Gambling

Spa Casinos visited past 12 h

Used Past 30-days: Adults 18 or older

/ Cannabis

Yes

= who Shopped at KOWALSKI'S MARKETS in the past 7 days
88

u MINNEAPOLIS
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Grocery stores shopped past 7 days (HHLD): Kowalski’s

Cigarettes

# who Shopped at KOWALSKI'S MARKETS in the past 7 days

 MINNEAPOLIS



WE

likely to smoke cigarettes.

Past 30-days QSR Users: Adults 18 or older

1time

3%

2times

3 times

4 times

11.8%

10.3%

5 times

6-9times 15.6%

10 times or more

= who Shopped at COBORN'S in the past 7 days B MINNEAPOLIS-ST. PAUL

Avg. Monthly QSR Meals:

81.9%

Total Monthly QSR Users:

7.2% or 281,480 of MINNEAPOLIS-ST. PAUL DMA Adults 18 or older Shopped at COBORN'S in the past 7 days.
Adults 18 or older who Shopped at COBORN'S in the past 7 days are 4.2% more likely to use QSRs past mo.,
8.1% more likely to use Sit-Down Restaurants past mo., 19.7% more likely to use Casinos past yr., 51.2% less

1time

18.3%

2 times

' 17.3%

3 times

4 times

5 times

6-9times

10times or more

uwho Shopped at COBORN 'S in the past 7 days

B MINNEAPOLIS-ST. PAUL
Total M

hly Sit-Down Ry Users:  Avg. Monthly Sit-Down R ant Meals:
75.9% 70.2%

Drank Past 30-days. Adults 18 or older
Uauor

Any Type of Beer
Domestic Regular Beer
Domestic Light Beer
Wine

Imported Beer

- ¥
|

20.5%

i ——— 13.5%

807,095

Microbrew / Craft Beer

w who Shopped at COBORN'S in the past 7 days

MINNEAPOLIS-ST. PAUL DMA Scarborough R2 2026: Aug25-Jul26 Qual
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®MINNEAPOLIS-ST. PAUL

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)

Illhi ez

Chinese Mexican  Wings/ Coffee  Bagel/
Burgers / Mouse/ Domut/
Sports Bar Coffee Bar  Bakery

iaian  Steskhouse Upscale  indian /
Thai /
other
asian

= who shopped at COBORN'S in the past 7 days B MINNEAPOLIS-ST. PAUL

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
wha Shopped at COBORN'S in the past 7 days 71%

MINNEAPOLIS-ST. PAUL 5G] 15.6%

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

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

Stage Show / Concert

@nw
B,
i ™

5.7%

2.9%
3.7%
%

Upscale Restaurant

Sports Betting

Other Gambling
%

Spa

Casinos visited past 12 months: Yes
= MINNEAPOLIS-ST. PAUL

1.8%
= who Shopped at COBORN'S in the past 7 days

Intab 175
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Grocery stores shopped past 7 days (HHLD): Coborn's

Used Past 30-days: Adults 18 or older

Marijuana / Cannabis

Cigarettes

# who shopped at COBORN'S in the past 7 days
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LUNDS&BYERLYS

9.3% or 366,307 of MINNEAPOLIS-ST. PAUL DMA Adults 18 or older Shopped at LUNDS & BYERLYS in the past 7 d
Adults 18 or older who Shopped at LUNDS & BYERLYS in the past 7 days are 3.6% more likely to use QSRs
past mo., 19.6% more likely to use Sit-Down Restaurants past mo., .8% more likely to use Casinos past yr.,

70.2% less likely to smoke cigarettes.

Past 30-days QSR Users: Adults 18 or older

1time

8.6%

2times 15.0%

3 times

11.2%
s
e
= who Shopped at LUNDS & BYERLYS in the past 7 days B MINNEAPOLIS-ST. PAUL
Total Monthly QSR Users: Avg. Monthly QSR Meals:
84.8% 81.9%

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)
e

29.29 -
= IiiihiE.Lh
-
vz

Chinese Mexicon Wings/ Coffee  Bagel/ imkan Steskhouse Upscale indian/

Burgers /  Mouse/ Domut/ Thai /

. =t aet, i
10tmesor more |GG s - o

u who Shopped at LUNDS & BYERLYS in the past 7 days B MINNEAPOLIS-ST. PAUL = who shopped st LUNDS &BYERLYS inthe past 7days ~ WMINNEAPOLIS-ST. PAUL

Total Monthly Sit-Down R Users:  Avg. Monthly Sit-Down Restaurant Meals: Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
84.0% 70.2% who Shopped at LUNDS & BYERLYS in the past 7 days _ 25.9%
e1oz

1time 18.3%

2 times

17.3%

3 times

Drank Past 30-days: Adults 18 or older

Liquor

e
Domestic Regular Beer
e
wine
Imported Beer 07,09 v
Microbrew / Craft Beer i

wwho Shopped at LUNDS & BYERLYS in the past 7 days # MINNEAPOLIS-ST. PAUL

“ Past 12 months Casino Activities: Adults 18 or older |Used Past 30-days: Adults 18 or older
Slot Machines = 2 -

Table Games (Craps, Poker, etc.) o “ . k. ﬂ

Bar / Nightclub

Stage Show / Concert

Upscale Restaurant

Sports Betting

Other Gambling

Spa Casinos visited past 12 i / Cannabis Cigarettes

= who Shopped at LUNDS & BYERLYS in the past 7 days = MINNEAPOLIS-ST. PAUL wwho Shopped at LUNDS & BYERLYS inthe past 7days @ MINNEAPOLIS-ST. PAUL
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Grocery stores shopped past 7 days (HHLD): Lunds & Byerlys

ays.
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38.5% or 1,513,307 of MINNEAPOLIS-ST. PAUL DMA Adults 18 or older Shopped at CUB FOODS in the past 7...
Adults 18 or older who Shopped at CUB FOODS in the past 7 days are 5.6% more likely to have a 401K, 4.6%
less likely to have an Auto Loan, 10.1% more likely to Invest/Trade Stocks Online, .7% more likely to pay with
their Debit Card.

~Ba

IRA (Individual Retirement Account)

Investments Owned: Adults 18 or older
401K Plan o H

1,998,471 50.8%

215%
Mutual Funds 18.1%

712,
15.8%

i
529 Plan / College Savings Plan 1;‘;%
5 103%
Bonds oo

Other (Crypto / NFTs / Metals, etc.) 101:’.‘1%

Money Market Funds

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

7% 55% 48w 4.9% 5.5% 45%

20.0%]
: = -

Online Bill

Home

5 3635500 s ,
Debit or ATM  Credit Card Online Mobile

Checking Savings Auto Loan Money  Certificates of Studentloan Home  Personal Loan Refinanced
Account  Account card Banking Banking Paying  Mortgage Market  Deposit {CDs) Improvement Home
8.1% Account Loan or Home Mortgage
Second Home or Real Estate Property 2.6% Equity Loan
# who Shopped at CUB FOODS in the past 7 days ' MINNEAPOLIS-ST. PAUL = who Shopped at CUB FOODS in the past 7 days = MINNEAPOLIS-ST. PAUL
Professional Services Used*: Adults 18 or older | Past 3-Months Payment Methods Used: Adults 18 or older
e
A
Oniine Investing / Stock Trading
Insurance Agent at a Local Office (not online) 111.28.:6%
1 9.1%
s % O @
3.2%
Real Estate Agent 2.5% % e 9.8% 9.9% oy 86%
gy 159 4.9% 4.7%
estae g [y, 25 ‘ : : ol . I I
1.2% (*Past 12 Months) visA PayPal DebitCard MasterCard  Zelle ApplePay GooglePay CashApp  American StoreCredit  Discover  SquareCash  Facebook  Samsung Pay
Funeral pre-planning l 2.0% Express card Messenger
m who Shopped at CUB FOODS in the past 7 days = MINNEAPOLIS-ST. PAUL m who Shopped at CUB FOODS in the past 7 days = MINNEAPOLIS-ST. PAUL
MINNEAPOLIS-ST. PAUL DMA  Scarborough R2 2026: Aug25-Jul26 Qual Intab 778
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Grocery stores shopped past 7 days (HHLD): Cub Foods



36.1% or 1,418,900 of MINNEAPOLIS DMA Adults 18 or older Shopped at TARGET / SUPERTARGET in the past...
SUPER Adults 18 or older who Shopped at TARGET / SUPERTARGET in the past 7 days are 16.7% more likely to have a
MHE 401K, 9.6% more likely to have an Auto Loan, 9.3% more likely to Invest/Trade Stocks Online, 3.9% more likely
to pay with their Debit Card.

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

401K lan
IRA (Individual Retirement Account)
Stocks or Stock Options
Mutual Funds 1;3?‘
Money Market Funds :::;‘
529 Plan / College Savings Plan mf; "

10.8%
Bonds 0

20.0%)

Other (Crypto / NFTs / Metals, etc.) 1;';;% Checking Savings  Debit or ATM Credit Card Online Mobile Online Bill Home Auto Loan Money  Certificates of Studentloan ~ Home  Personal Loan Refinanced
> Account Account card Banking Banking Paying Mortgage Market  Deposit {CDs) Improvement Home
317.6% Account Loan or Home Mortgage
Second Home or Real Estate Property 7.6% Equity Loan
i who Shopped at TARGET / SUPERTARGET in the past 7 days B MINNEAPOLIS = who Shopped at TARGET / SUPERTARGET in the past 7 days mMINNEAPOLIS

Professional Services sed*: Adults 18 or older | [y Past 3-Months Payment Methods Used: Adults 18 or older

Financial Planner
Tax Preparation Service
Online Investing / Stock Trading
Insurance Agent at a Local Office (not online) 111?5::6’6
G W e
Real Estate Agent MS:Z%
Estate Planning :_7;:‘

10.0% 0.9%  9.6%
15.9% B6% 0%

== 4.7%

s 1339081
DebitCard  MasterCard Zelle Apple Pay  Google Pay  Cash App American  Store Credit  Discover  Square Cash  Facebook  Samsung Pay

) 9.7% (*Past 12 Months) VISA
Funeral pre-planning t’ 2.9% Express card Messenger
m who Shopped at TARGET / SUPERTARGET in the past 7 days = MINNEAPOLIS = who Shopped at TARGET / SUPERTARGET in the past 7 days = MINNEAPOLIS
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Grocery stores shopped past 7 days (HHLD): Target/SuperTarget



. 4.3% or 170,664 of MINNEAPOLIS DMA Adults 18 or older Shopped at KOWALSKI'S MARKETS in the past 7 days
: E Adults 18 or older who Shopped at KOWALSKI'S MARKETS in the past 7 days are 28.4% more likely to have a
KOWSISKTS

401K, 6.6% more likely to have an Auto Loan, 52.8% more likely to Invest/Trade Stocks Online, 3.7% less likely
to pay with their Debit Card.

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

401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options
Money Market Funds m 23.5%

. 49 10.8%
529 Plan / College Savings Plan 108%

12.2%
Bonds 1 0.0%

Other (Crypto / NFTs / Metals, etc.) M 20%:

9.0%

55% 6.5% 409 4.5%
2.8%
BERS

Auto Loan Money  Certificates of Studentloan Home  Personal Loan Refinanced

Checking Savings  Debit or ATM Credit Card Online Mobile Online Bill Home

Account  Account card Banking Banking Paying  Mortgage Market  Deposit (CDs) Improvement Home
17 8.4% Account Loan or Home Mortgage
Second Home or Real Estate Property 2.6% Equity Loan
¥ who Shopped at KOWALSKI'S MARKETS in the past 7 days B MINNEAPOLIS = who Shopped at KOWALSKI'S MARKETS in the past 7 days = MINNEAPOLIS

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

Financial Planner

931,469

23.
930,812 23.7%
Online Investing / Stock Tradi :
Insurance Agent at a Local Office (not online) a::,q%

Tax Preparation Service

12.9%
Aesmins e o
5.2%
12.8%

Real Estate Agent E‘_ S% e 9.9% 8.6%
0 A4.7%
Estate Planning & e . —_ .,un ]
. 0.9% (*Past 12 Months) Venmo DebitCard  MasterCard Zelle Apple Pay  Google Pay  Cash App American  Store Credit  Discover  SquareCash  Facebook  Samsung Pay

Funeral pre-planning l“ 0.9% Express card Messenger

m who Shopped at KOWALSKI'S MARKETS in the past 7 days m MINNEAPOLIS = who Shopped at KOWALSKI'S MARKETS in the past 7 days = MINNEAPOLIS

MINNEAPOLIS DMA Scarborough R2 2026: Aug25-Jul26 Qual Intab 88
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Grocery stores shopped past 7 days (HHLD): Kowalski’s




D R
Empioyee Owned

7.2% or 281,480 of MINNEAPOLIS-ST. PAUL DMA Adults 18 or older Shopped at COBORN'S in the past 7 days.
Adults 18 or older who Shopped at COBORN'S in the past 7 days are 17.4% more likely to have a 401K, 27.3%
more likely to have an Auto Loan, 26.1% less likely to Invest/Trade Stocks Online, 5.2% less likely to pay with
their Debit Card.

ﬁ Investments Owned: Adults 18 or older

401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

529 Plan / College Savings Plan
Bonds

Other (Crypto / NFTs / Metals, etc.)

1,998,471 50.8%

1,641,128 41.8%

1,076,530  27.4%

25.2%
1%

17.4%
567,410 14.4%
10.5%
422,992 BELX:29
13.7%
e 10.0%
13.8%
! 10.0%

E

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

5.5% 49% 45%
3.0% 31% .

o s .. E

Auto Loan

3 5 3635500 1o , Liaine e
Checking Debit or ATM Credit Card Online Mobile Online Bill Home

Savings Money  Certificates of Studentloan Home  Personal Loan Refinanced
Account Account card Banking Banking Paying Mortgage Market  Deposit {CDs) Improvement Home
Second Home or Real Estate Property ;"::: RO L:‘:;;':::"e Mortgage
B who Shopped at COBORN'S in the past 7 days B MINNEAPOLIS-ST. PAUL = who Shopped at COBORN'S in the past 7 days m MINNEAPOLIS-ST. PAUL
Professional Services Used*: Adults 18 or older | Past 3-Months Payment Methods Used: Adults 18 or older
TeFeprtion s '
Online Investing / Stock Trading S
Insurance Agent at a Local Office (not online) 15,4%
27, 9.9%
Acoountant oo
5.2%
Real Estate Agent m.s% 21.0% 09%  on 6%
63% 5% a7%
. 2.0% (*Past 12 Menths) PayPal Venmo DebitCard  MasterCard Zelle Google Pay  Cash App American  Store Credit  Discover  Square Cash  Facebook  Samsung Pay
Funeral pre-planning H.g“ Express card Messenger

m who Shopped at COBORN'S in the past 7 days

MINNEAPOLIS-ST. PAUL DMA

Scarborough R2 2026: Aug25-Jul26

m MINNEAPOLIS-ST. PAUL
Qual Intab

= who Shopped at COBORN'S in the past 7 days ® MINNEAPOLIS-ST. PAUL
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Grocery stores shopped past 7 days (HHLD): Coborn's



9.3% or 366,307 of MINNEAPOLIS-ST. PAUL DMA Adults 18 or older Shopped at LUNDS & BYERLYS in the past...
Adults 18 or older who Shopped at LUNDS & BYERLYS in the past 7 days are 14.5% more likely to have a 401K,
8.8% less likely to have an Auto Loan, 36.9% more likely to Invest/Trade Stocks Online, 8.% more likely to pay
with their Debit Card.

LUNDS&BYERLYS

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

401K Plan

1,998,471 50.8%

IRA (Individual Retirement Account)

Stocks or Stock Options

1,641,128 41.8%

1,076,530

27.4%
27.8%
Mutual Funds ey
22.5%
Money Market Funds m%
12.8%

529 Plan / College Savings Plan

422,992 BBLX:29
15.1%

15.6%
! 10.0%
8.4%

B who Shopped at LUNDS & BYERLYS in the past 7 days

Bonds
Other (Crypto / NFTs / Metals, etc.)

Second Home or Real Estate Property

B MINNEAPOLIS-ST. PAUL

6.6% 5.5% 5.9% 40% 5.5% 4.5%

G1vr 5 3635500 e , 3157 e 5 203
Checking Savings  Debit or ATM Credit Card Online Mobile Home Auto Loan Money  Certificates of Studentloan

Online Bill Home  Personal Loan Refinanced
Account Account card Banking Banking Paying Mortgage Market  Deposit {CDs) Improvement Home
Account Loan or Home Mortgage
Equity Loan

= who Shopped at LUNDS & BYERLYS in the past 7 days = MINNEAPOLIS-ST. PAUL

Professional Services Used*: Adults 18 or older
Financial Planner -

23.7%

931,469

Tax Preperstion Service. [RNIRNS 23.7%

Online Investing / Stock Trading

536,529 13.7%

13.1%

Insurance Agent at a Local Office (not online) 11.8%

454,083

13.7%
it

4.4%

B o
3.9%
2.7%

Real Estate Agent

Estate Planning

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

s . 1339081
DebitCard  MasterCard Zelle Apple Pay

Paypal

7% (*Past 12 Menths) visa Venmo Google Pay  Cash App American  Store Credit  Discover  Square Cash  Facebook  Samsung Pay
Funeral pre-planning 0.9% Express card Messenger
m who Shopped at LUNDS & BYERLYS in the past 7days = MINNEAPOLIS-ST. PAUL ® who Shopped at LUNDS & BYERLYS in the past 7 days = MINNEAPOLIS-ST. PAUL
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Grocery stores shopped past 7 days (HHLD): Lunds & Byerlys



Adults 18 or older who Shopped at CUB FOODS in the past 7 days spend an average of 3 days, 9 hours, 59 minutes and
18 seconds each week with All Forms of Media.

77.7% of Adults 18 or older who Shopped at CUB FOODS in the past 7 days spend an avg. of 8 hours and 33 minutes each week listening
to All Local AM/FM Radio, representing 8.1% of total time spent with all forms of Media.
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Grocery stores shopped past 7 days (HHLD): Cub Foods




Adults 18 or older who Shopped at TARGET / SUPERTARGET in the past 7 days spend an average of 3 days, 11 hours, 26
minutes and 56 seconds each week with All Forms of Media.

77.6% of Adults 18 or older who Shopped at TARGET / SUPERTARGET in the past 7 days spend an avg. of 8 hours and 36 minutes each
week listening to All Local AM/FM Radio, representing 8.% of total time spent with all forms of Media.
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Adults 18 or older who Shopped at KOWALSKI'S MARKETS in the past 7 days spend an average of 3 days, 18 hours, 4
minutes and 31 seconds each week with All Forms of Media.

80.9% of Adults 18 or older who Shopped at KOWALSKI'S MARKETS in the past 7 days spend an avg. of 9 hours and 23 minutes each
week listening to All Local AM/FM Radio, representing 8.4% of total time spent with all forms of Media.
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Adults 18 or older who Shopped at COBORN'S in the past 7 days spend an average of 3 days, 15 hours, 48 minutes and
35 seconds each week with All Forms of Media.

88.7% of Adults 18 or older who Shopped at COBORN'S in the past 7 days spend an avg. of 9 hours and 53 minutes each week listening
to All Local AM/FM Radio, representing 10.% of total time spent with all forms of Media.
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Grocery stores shopped past 7 days (HHLD): Coborn's




Adults 18 or older who Shopped at LUNDS & BYERLYS in the past 7 days spend an average of 3 days, 11 hours, 14
-.- P | minutes and 35 seconds each week with All Forms of Media.
82.4% of Adults 18 or older who Shopped at LUNDS & BYERLYS in the past 7 days spend an avg. of 8 hours and 53 minutes each week
LUNDS&BYERLYS listening to All Local AM/FM Radio, representing 8.8% of total time spent with all forms of Media.
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Grocery stores shopped past 7 days (HHLD): Lunds & Byerlys




Adults 18 or older who Shopped at CUB FOODS in the past 7 days spend an average of 2 days, 14 hours, 25 minutes
"sp and 52 seconds each week with All Forms of Ad-Supported Media.
74.2% of Adults 18 or older who Shopped at CUB FOODS in the past 7 days spend an avg. of 7 hours and 36 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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Grocery stores shopped past 7 days (HHLD): Cub Foods




Adults 18 or older who Shopped at TARGET / SUPERTARGET in the past 7 days spend an average of 2 days, 14 hours, 21
SUPER minutes and 51 seconds each week with All Forms of Ad-Supported Media.
TARGET 74.1% of Adults 18 or older who Shopped at TARGET / SUPERTARGET in the past 7 days spend an avg. of 7 hours and 50 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 9.3% of total time spent with all forms of Ad-Supported Media.
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Grocery stores shopped past 7 days (HHLD): Target/SuperTarget




Adults 18 or older who Shopped at KOWALSKI'S MARKETS in the past 7 days spend an average of 2 days, 21 hours, 23
minutes and 21 seconds each week with All Forms of Ad-Supported Media.

76.3% of Adults 18 or older who Shopped at KOWALSKI'S MARKETS in the past 7 days spend an avg. of 8 hours and 0 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 8.8% of total time spent with all forms of Ad-Supported Media.
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Grocery stores shopped past 7 days (HHLD): Kowalski’s



Adults 18 or older who Shopped at COBORN'S in the past 7 days spend an average of 2 days, 21 hours, 54 minutes and
3 seconds each week with All Forms of Ad-Supported Media.

83.4% of Adults 18 or older who Shopped at COBORN'S in the past 7 days spend an avg. of 9 hours and 12 minutes each week listening
to Local Ad-Supported AM/FM Radio, representing 11.% of total time spent with all forms of Ad-Supported Media.
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Grocery stores shopped past 7 days (HHLD): Coborn's




Adults 18 or older who Shopped at LUNDS & BYERLYS in the past 7 days spend an average of 2 days, 15 hours, 33
minutes and 17 seconds each week with All Forms of Ad-Supported Media.

77.9% of Adults 18 or older who Shopped at LUNDS & BYERLYS in the past 7 days spend an avg. of 7 hours and 39 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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Grocery stores shopped past 7 days (HHLD): Lunds & Byerlys
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| Adults 18 or older who Shopped at CUB FOODS in the past 7 days spend an average of 8 hours and 55
minutes each day with All Forms of Ad-Supported Media. 74.2% listen to Local AM/FM Radio for an

(Local Radio delivers 9.% of Time with Ad-Supported Media.)
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| Adults 18 or older who Shopped at TARGET / SUPERTARGET in the past 7 days spend an average of 8
hours and 54 minutes each day with All Forms of Ad-Supported Media. 74.1% listen to Local AM/FM
Radio for an avg. of 67.3 minutes/day. (Local Radio delivers 9.3% 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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Grocery stores shopped past 7 days (HHLD): Target/SuperTarget



| Adults 18 or older who Shopped at KOWALSKI'S MARKETS in the past 7 days spend an average of 9
hours and 54 minutes each day with All Forms of Ad-Supported Media. 76.3% listen to Local AM/FM
Radio for an avg. of 68.6 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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Grocery stores shopped past 7 days (HHLD): Kowalski’s
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avg. of 78.9 minutes/day.

| Adults 18 or older who Shopped at COBORN'S in the past 7 days spend an average of 9 hours and 59
minutes each day with All Forms of Ad-Supported Media. 83.4% listen to Local AM/FM Radio for an

(Local Radio delivers 11.% 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 Shopped at LUNDS & BYERLYS in the past 7 days spend an average of 9 hours
and 4 minutes each day with All Forms of Ad-Supported Media. 77.9% listen to Local AM/FM Radio
for an avg. of 65.6 minutes/day.
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1,122,556 or 74.2% of Adults 18 or older who Shopped at CUB FOODS in the past 7 days listen to Ad-
Supported Local AM/FM Radio for an average of 65.2 minutes every day representing 39.3% of all
time spent daily with Ad-Supported Audio.
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1,051,318 or 74.1% of Adults 18 or older who Shopped at TARGET / SUPERTARGET in the past 7 days
listen to Ad-Supported Local AM/FM Radio for an average of 67.3 minutes every day representing
37.2% of all time spent daily with Ad-Supported Audio.
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130,245 or 76.3% of Adults 18 or older who Shopped at KOWALSKI'S MARKETS in the past 7 days
listen to Ad-Supported Local AM/FM Radio for an average of 68.6 minutes every day representing
35.% of all time spent daily with Ad-Supported Audio.
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234,765 or 83.4% of Adults 18 or older who Shopped at COBORN'S in the past 7 days listen to Ad-
Supported Local AM/FM Radio for an average of 78.9 minutes every day representing 45.3% of all
time spent daily with Ad-Supported Audio.
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285,415 or 77.9% of Adults 18 or older who Shopped at LUNDS & BYERLYS in the past 7 days listen to

@ "sp Ad-Supported Local AM/FM Radio for an average of 65.6 minutes every day representing 39.1% of

LUNDS&BYERLYS all time spent daily with Ad-Supported Audio.
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1,122,556 or 74.2% of Adults 18 or older who Shopped at CUB FOODS in the past 7 days listen to Ad-
Supported Local AM/FM Radio for an average of 65.2 minutes every day representing 39.3% of all
time spent daily with Ad-Supported Audio.
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1,051,318 or 74.1% of Adults 18 or older who Shopped at TARGET / SUPERTARGET in the past 7 days
listen to Ad-Supported Local AM/FM Radio for an average of 67.3 minutes every day representing
37.2% of all time spent daily with Ad-Supported Audio.
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130,245 or 76.3% of Adults 18 or older who Shopped at KOWALSKI'S MARKETS in the past 7 days
listen to Ad-Supported Local AM/FM Radio for an average of 68.6 minutes every day representing
35.% of all time spent daily with Ad-Supported Audio.

Weekly
Reach % 763% 76.2%

"Share of Ad-Supported Audio”

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

v
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234,765 or 83.4% of Adults 18 or older who Shopped at COBORN'S in the past 7 days listen to Ad-
"sp Supported Local AM/FM Radio for an average of 78.9 minutes every day representing 45.3% of all
time spent daily with Ad-Supported Audio.

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

"Share of Ad-Supported Audio” -
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LUNDS&BYERLYS

"
> MSP

285,415 or 77.9% of Adults 18 or older who Shopped at LUNDS & BYERLYS in the past 7 days listen to
Ad-Supported Local AM/FM Radio for an average of 65.6 minutes every day representing 39.1% of

all time spent daily with Ad-Supported Audio.

Weekly
Reach % 77.9% 76.2%

% of Weel
Time Spen
Ad-Suppo
Audio

33.7%
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Cub= MSP

1,122,556 or 74.2% of Adults 18 or older who Shopped at CUB FOODS in the past 7 days listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Hot AC, Classic Hits, Country, Adult Contemporary,
and Pop Contemporary Hit Radio.

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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SUPER
TARGET

1,051,318 or 74.1% of Adults 18 or older who Shopped at TARGET / SUPERTARGET in the past 7 days
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Country, Classic Hits, Hot AC, Adult
Contemporary, and Pop Contemporary Hit Radio.

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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130,245 or 76.3% of Adults 18 or older who Shopped at KOWALSKI'S MARKETS in the past 7 days listen to
Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Classic Hits, Hot AC,
Country, and News/Talk/Information.

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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Supported Local AM/FM Radio. The Top-5 Formats are Country, News/Talk/Information, Classic Rock, Hot
COBORN'S

234,765 or 83.4% of Adults 18 or older who Shopped at COBORN'S in the past 7 days listen to Ad-
s e AC, and Classic Hits.

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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LUNDS&BYERLYS

MSP

285,415 or 77.9% of Adults 18 or older who Shopped at LUNDS & BYERLYS in the past 7 days listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Hot AC, All Sports, Classic Hits, Adult
Contemporary, and Pop Contemporary Hit Radio.

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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Avg. Week A{{ml’(!;ﬁco (Persons & % Reach): Adults 18 or older

Local TV Stations
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1,035,250 or 68.4% of Adults 18 or older who Shopped at CUB FOODS in the past 7 days watch Ad-
Supported Local TV Stations for an average of 140.8 minutes every day representing 37.2% of all
time spent daily with Ad-Supported Video.
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Avg. Week A{{ml’(!;ﬁco (Persons & % Reach): Adults 18 or older

Local TV Stations

Non-Premium Cable TV...

Netflix

Amazon Prime/IMDb/FireTV
YouTube Video

Roku + The Roku Channel
TikTok

Hulu/Hulu + Live TV (any Hulu)
AppleTV+,fubo,Pluto, Tubi, etc.

914,306 or 64.4% of Adults 18 or older who Shopped at TARGET / SUPERTARGET in the past 7 days
watch Ad-Supported Local TV Stations for an average of 130.1 minutes every day representing 37.1%
of all time spent daily with Ad-Supported Video.
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123,036 or 72.1% of Adults 18 or older who Shopped at KOWALSKI'S MARKETS in the past 7 days
watch Ad-Supported Local TV Stations for an average of 139.2 minutes every day representing 34.6%
of all time spent daily with Ad-Supported Video.
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LUNDS&BYERLYS

269,720 or 73.6% of Adults 18 or older who Shopped at LUNDS & BYERLYS in the past 7 days watch
Ad-Supported Local TV Stations for an average of 137.4 minutes every day representing 36.3% of all
time spent daily with Ad-Supported Video.
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1,035,250 or 68.4% of Adults 18 or older who Shopped at CUB FOODS in the past 7 days watch Ad-
m -' “sp Supported Local TV Stations for an average of 140.8 minutes every day representing 37.2% of all

time spent daily with Ad-Supported Video.
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914,306 or 64.4% of Adults 18 or older who Shopped at TARGET / SUPERTARGET in the past 7 days

%%%EET.' “sp watch Ad-Supported Local TV Stations for an average of 130.1 minutes every day representing 37.1%
of all time spent daily with Ad-Supported Video.
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52.7% 6:21

41.8% who Shopped at TARGET / MINNEAPOLIS
40.5% SUPERTARGET in the past 7
days
30.3%
19.3%
16.5% 16.4% 16.1%

51.4%
13.9%

44.3%
24.4%
11.4%
14.0%

914,306 2,386,749 748,056 2,019,366 628,363 1,590,953 592,683 1,476,161 197,875 447,493 430,633 1,113,347

14.2%

7.9% 7.6%

Weekly
Total

Persons
Reached:

E—
227,922 490,856
Roku Peacock

112,282 298,476

274,536 649,364
Local TV Cable TV Amazon YouTube Netflix TikTok Hulu

232,340 559,133
AppleTV+

Average
Daily Mii

® who Shopped at TARGET / SUPERTARGET in the past 7 days ® MINNEAPOLIS

® Share of Everything

MINNEAPOLIS DMA Scarborough R2 2026: Aug25-Jul26 Qual Intab 719 MINNEAPOLIS-ST. PAUL DMA Scarborough R2 2026: Aug25-iul26 Qual Intab 1,922
so a for Anything =

All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard | Media That Connects, LLC. All rights reserved.

Grocery stores shopped past 7 days (HHLD): Target/SuperTarget



123,036 or 72.1% of Adults 18 or older who Shopped at KOWALSKI'S MARKETS in the past 7 days
watch Ad-Supported Local TV Stations for an average of 139.2 minutes every day representing 34.6%
of all time spent daily with Ad-Supported Video.
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189,978 or 67.5% of Adults 18 or older who Shopped at COBORN'S in the past 7 days watch Ad-
Supported Local TV Stations for an average of 145.3 minutes every day representing 34.1% of all
time spent daily with Ad-Supported Video.
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Reach % p— llshare Of Ad-supported video n Video: Adults 18 or older
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269,720 or 73.6% of Adults 18 or older who Shopped at LUNDS & BYERLYS in the past 7 days watch
"sp Ad-Supported Local TV Stations for an average of 137.4 minutes every day representing 36.3% of all

LUNDS&BYERLYS time spent daily with Ad-Supported Video.
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Local TV Station Programs (Persons & % Reach): Adults 18 or older
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1,035,250 or 68.4% of Adults 18 or older who Shopped at CUB FOODS in the past 7 days watch Ad-
Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Sports, Local News -
Morning, Comedies, Game Shows, and National/Network News.
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914,306 or 64.4% of Adults 18 or older who Shopped at TARGET / SUPERTARGET in the past 7 days

News - Morning, Comedies, National/Network News, and Dramas.
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Local TV Station Programs (Persons & % Reach): Adults 18 or older
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123,036 or 72.1% of Adults 18 or older who Shopped at KOWALSKI'S MARKETS in the past 7 days
watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Comedies, Local News -
Morning, Local News - Evening, Movies, and National/Network News.
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Local TV Station Programs (Persons & % Reach): Adults 18 or older
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189,978 or 67.5% of Adults 18 or older who Shopped at COBORN'S in the past 7 days watch Ad-
Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Comedies, Sports, Local
News - Morning, Game Shows, and Movies.

Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

Game Shows
344
Local News -
Morning
42.9

Local News -
Evening

33.6 Food

/Coo
king

Mystery/Susp L
Show

ense/Crime
20.8

Movies
40.7

Dramas
46.3

Local News -
Morning
50.4

Game Shows
30.1

L ETGE]
I/Netw
ork
News
17.5

Mystery/S
uspense/
Crime
214

Dramas
44.5
Movies
29.2

Food/ Documenta

Cooki ries...
ng

Show | Late Night

Talk...

Local News -
Late
27.8 S...

Local News -
Evening
35.7

= who Shopped at COBORN'S in the past 7 days

® MINNEAPOLIS-ST. PAUL

Ad-Supported Local TV Station Programs (Persons & % Reach): Adults 18 or older

(average week)
Local News - Evening

Sports

Comedies

Local News - Morning
Game Shows

Movies

National /Network News
Mystery/Suspense/Crime
Local News - Late

Late Night Talk
Food/Cooking Shows

Court Shows

MINNEAPOLIS-ST. PAUL

Total persons:

”‘“’I
e 11

_F!'l"'

® who Shopped at COBORN'S in the past 7 days
Scarborough R2 2026: Aug25-Jul26

DMA

% Time Spent:
-
e
[e7%

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

8 or
H

who shopped at MINNEAPOLIS-ST. PAUL

§

NNlem
B3 e S

ISR

COBORN'Sinthe past 7
o
3.2%

= MINNEAPOLIS-ST. PAUL
Quadl Intab 175

All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard | Media That Connects, LLC. All rights reserved.

Ad-Supported Local TV Station Programs (% Time Spent & A
rerege o)

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

Local News -
Evening
36.0

Game Shows
34.4

Local
News -
Late
18.6

Mystery/

Suspens

e/Crime
22.3

Court Shows
33.8

Late Night
Talk...

Natio

nal/N

Comedies LAt
327 k=

Local News -
Morning
429

Dramas

495 Food/C...

Local News -
Morning
50.4

Game Shows
30.1

Mystery
/Suspen
se/Crim

Dramas

45.7
Court

Shows
276

(]
219

Late Night
Talk...

Nation
al/Net
work
New...

Local News -
Late
27.8

Local News -
Evening

36.6 Food/Coo...

= who Shopped at COBORN'S in the past 7 days

Grocery stores shopped past 7 days (HHLD): Coborn's

® MINNEAPOLIS-ST. PAUL
® Share of Everything



@ =MSP

LUNDS&BYERLYS

Local TV Station Programs (Persons & % Reach): Adults 18 or older
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269,720 or 73.6% of Adults 18 or older who Shopped at LUNDS & BYERLYS in the past 7 days watch
Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Sports, Local News -
Morning, National/Network News, Comedies, and Dramas.

Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Ad-Supported Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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' 1,142,118 or 75.5% of Adults 18 or older who Shopped at CUB FOODS in the past 7 days use Ad-

Supported Social Media for an average of 145.1 minutes every day representing 24.4% of all time

spent daily with Ad-Supported Digital Media.
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' 1,132,606 or 79.8% of Adults 18 or older who Shopped at TARGET / SUPERTARGET in the past 7 days
use Ad-Supported Social Media for an average of 146.1 minutes every day representing 23.8% of all

time spent daily with Ad-Supported Digital Media.
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| 127,412 or 74.7% of Adults 18 or older who Shopped at KOWALSKI'S MARKETS in the past 7 days use
Ad-Supported Social Media for an average of 129.7 minutes every day representing 20.2% of all time
spent daily with Ad-Supported Digital Media.
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Avg. Day All Digital (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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| 241,268 or 85.7% of Adults 18 or older who Shopped at COBORN'S in the past 7 days use Ad-
"sp Supported Social Media for an average of 126.7 minutes every day representing 21.4% of all time
spent daily with Ad-Supported Digital Media.
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| 287,761 or 78.6% of Adults 18 or older who Shopped at LUNDS & BYERLYS in the past 7 days use Ad-
Supported Social Media for an average of 110.4 minutes every day representing 19.3% of all time
spent daily with Ad-Supported Digital Media.

Avg. Day All Digital (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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| 1,142,118 or 75.5% of Adults 18 or older who Shopped at CUB FOODS in the past 7 days use Ad-
Supported Facebook for an average of 57.9 minutes every day representing 39.9% of all time spent
daily with Ad-Supported Social Media.
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spent daily

with Ad-Supported Social Media.

[ 1,132,606 or 79.8% of Adults 18 or older who Shopped at TARGET / SUPERTARGET in the past 7 days
use Ad-Supported Facebook for an average of 55.3 minutes every day representing 37.9% of all time
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[ 127,412 or 74.7% of Adults 18 or older who Shopped at KOWALSKI'S MARKETS in the past 7 days use
Ad-Supported Facebook for an average of 49.8 minutes every day representing 38.4% of all time
spent daily with Ad-Supported Social Media.

Avg. Week All SOaal Med:a (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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| 215,588 or 76.6% of Adults 18 or older who Shopped at COBORN'S in the past 7 days use Ad-
Supported Facebook for an average of 51.8 minutes every day representing 40.9% of all time spent
daily with Ad-Supported Social Media.

Avg. Week All Socml Med:a (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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[ 286,864 or 78.3% of Adults 18 or older who Shopped at LUNDS & BYERLYS in the past 7 days use Ad-
Supported Facebook for an average of 41.2 minutes every day representing 37.3% of all time spent
daily with Ad-Supported Social Media.
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1,142,118 or 75.5% of Adults 18 or older who Shopped at CUB FOODS in the past 7 days use Ad-
Supported Facebook for an average of 57.9 minutes every day representing 39.9% of all time spent
daily with Ad-Supported Social Media.

Weekly 75.5% 75.7%
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1,132,606 or 79.8% of Adults 18 or older who Shopped at TARGET / SUPERTARGET in the past 7 days
use Ad-Supported Facebook for an average of 55.3 minutes every day representing 37.9% of all time
spent daily with Ad-Supported Social Media.

Avg. Hours+Minutes/day with Ad-Supported
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127,412 or 74.7% of Adults 18 or older who Shopped at KOWALSKI'S MARKETS in the past 7 days use
Ad-Supported Facebook for an average of 49.8 minutes every day representing 38.4% of all time
spent daily with Ad-Supported Social Media.

K IS
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215,588 or 76.6% of Adults 18 or older who Shopped at COBORN'S in the past 7 days use Ad-
Supported Facebook for an average of 51.8 minutes every day representing 40.9% of all time spent
daily with Ad-Supported Social Media.
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286,864 or 78.3% of Adults 18 or older who Shopped at LUNDS & BYERLYS in the past 7 days use Ad-
Supported Facebook for an average of 41.2 minutes every day representing 37.3% of all time spent
daily with Ad-Supported Social Media.

Weekly Avg. Hours+Minutes/day with Ad-Supported
Reach % Social Media: Adults 18 or older
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Cub=MSP

M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 80,634;
Local Radio: 70,940; Social Media: 57,025; Local TV: 28,327; Non-Prem. Cable: 24,451
reaching Adults 18 or older who Shopped at CUB FOODS in the past 7 days.
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 72,583;
Local Radio: 65,936; Social Media: 57,572; Local TV: 24,608; Non-Prem. Cable: 22,354
reaching Adults 18 or older who Shopped at TARGET / SUPERTARGET in the past 7

400,000

350,000

300,000

g

250,000

200,000

150,000

100,000

]

0,6‘*1?@@4?@'\"#*0»».&Q‘ﬁﬁﬂﬁ’bﬁ’«#@"\q‘aﬁ'g&'

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 18 or older who Shopped at TARGET / SUPERTARGET
in the past 7 days

NP P R PP A P R OE R AR R R R R AR R

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

&Q .0'6‘

-s,Q’

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
MINNEAPOLIS Metro Area Adults 18 or older

1,200,000

1,000,000

800,000

600,000

400,000

200,000

1]
NP AP P 2id N P o
45‘" "'\?'»’p@ 6?'5?6" "'fb"o?
s Mon-Fri Local AM/FM Radio AQH
= Mon-Fri Non-Premium Cable TV AQH
e Vion-Fri Digital Media (Less Social) AQH

R R &
&mo«ss&‘a;,%qg@‘#@ q#&d{ 2

e Vo Fri Local TV Station AQH
s Mon-Fri Social Media AQH

MINNEAPOLIS DMA Searborough R2 2026: Aug25-Jul26 Qual Intab 719

All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard | Media That Connects, LLC. All rights reserved.

Grocery stores shopped past 7 days (HHLD): Target/SuperTarget

® Share of Everything




- M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 9,409; Local
Ko 1S ¢ “sp Radio: 8,098; Social Media: 6,772; Local TV: 3,172; Non-Prem. Cable: 2,497 reaching
M i Adults 18 or older who Shopped at KOWALSKI'S MARKETS in the past 7 days.
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Digital Media: 13,616; Social Media: 10,637; Local TV: 4,712; Non-Prem. Cable: 4,589
reaching Adults 18 or older who Shopped at COBORN'S in the past 7 days.
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> MSP

LUNDS&BYERLYS

| M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 19,435;
Local Radio: 17,650; Social Media: 14,328; Local TV: 7,727; Non-Prem. Cable: 6,494
reaching Adults 18 or older who Shopped at LUNDS & BYERLYS in the past 7 days.
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Cub= MSP

1,369,696 or 90.5% of Adults 18 or older who Shopped at CUB FOODS in the past 7 days spend an
average of 56.5 minutes per day driving, seeing Billboards and Signs. 62.% Listen to Local Radio
Stations Out-of-Home for an average of 39.5 minutes/day.

Top-13 Out-of Home Media (Persons & % Reach): Adults 18 or older
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Top-13 Out-of Home Media (Persons & % Reach): A
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1,294,251 or 91.2% of Adults 18 or older who Shopped at TARGET / SUPERTARGET in the past 7 days
spend an average of 60.4 minutes per day driving, seeing Billboards and Signs. 61.9% Listen to Local
Radio Stations Out-of-Home for an average of 40.8 minutes/
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156,144 or 91.5% of Adults 18 or older who Shopped at KOWALSKI'S MARKETS in the past 7 days
spend an average of 73.6 minutes per day driving, seeing Billboards and Signs. 63.8% Listen to Local
Radio Stations Out-of-Home for an average of 41.6 minutes/day.
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Top-13 Out-of Home Media (Persons & % Reach): Adults 18 or older
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271,528 or 96.5% of Adults 18 or older who Shopped at COBORN'S in the past 7 days spend an
average of 73.4 minutes per day driving, seeing Billboards and Signs. 69.7% Listen to Local Radio
Stations Out-of-Home for an average of 47.8 minutes/day.
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344,583 or 94.1% of Adults 18 or older who Shopped at LUNDS & BYERLYS in the past 7 days spend
an average of 54. minutes per day driving, seeing Billboards and Signs. 65.1% Listen to Local Radio
Stations Out-of-Home for an average of 39.8 minutes/day.
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1,369,696 or 90.5% of Adults 18 or older who Shopped at CUB FOODS in the past 7 days spend an average

of 56.5 minutes per day driving, seeing Billboards and Signs representing 40.1% of all Time Spent with Ad-
Supported Out-of-Home Media.
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1,294,251 or 91.2% of Adults 18 or older who Shopped at TARGET / SUPERTARGET in the past 7 days spend
an average of 60.4 minutes per day driving, seeing Billboards and Signs representing 39.8% of all Time
Spent with Ad-Supported Out-of-Home Media.
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156,144 or 91.5% of Adults 18 or older who Shopped at KOWALSKI'S MARKETS in the past 7 days spend an
average of 73.6 minutes per day driving, seeing Billboards and Signs representing 43.% of all Time Spent
with Ad-Supported Out-of-Home Media.
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271,528 or 96.5% of Adults 18 or older who Shopped at COBORN'S in the past 7 days spend an average of
"sp 73.4 minutes per day driving, seeing Billboards and Signs representing 49.6% of all Time Spent with Ad-
Supported Out-of-Home Media.
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344,583 or 94.1% of Adults 18 or older who Shopped at LUNDS & BYERLYS in the past 7 days spend an

average of 54. minutes per day driving, seeing Billboards and Signs representing 38.3% of all Time Spent
with Ad-Supported Out-of-Home Media.
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1,369,696 or 90.5% of Adults 18 or older who Shopped at CUB FOODS in the past 7 days spend an
average of 56.5 minutes per day driving an average of 32.9 miles each day and are 45.8% more likely
to use MN 100 than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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1,294,251 or 91.2% of Adults 18 or older who Shopped at TARGET / SUPERTARGET in the past 7 days
spend an average of 60.4 minutes per day driving an average of 35.2 miles each day and are 42.6%
more likely to use County Road 42 than the Metro average.

1,056,934 26.9% b 55423 iy 1.39% 260
— 31.3% 55372 2.36%

575 471 o L 55303 P — o
oy i 55030 D Do 2%
- 35311 m 2

7 7. 55406 o

553 793 L3 3500 i 1,615

856,626 zu%ss‘a% 35126 0.85% LI

B 55337 P e Lok

595 088 15.2% 2% 55122 M Lo

. 55424 e =

e 55360 P ok @

o el 55113 B et T i &

128% 55433 B O

R — 55024 O O

B — o 55125 oo

D — e 55025 P — 0%

e e 55345 0.54% 2

i m— o 55124 L2

N 5112 [ o 2%

_7;“?'”‘ Avg. Hours+Minutes/day Driving: 55432 35,552 u_ml‘ls%

m:mu'”‘ Adults 18 or older 55104 1%11.,5

s 9-35!‘.0.996 55413 m 1.13%

105 Avg. Mile/Day 55378  [iCR— 0.0

1:6?;‘ an’:ninﬂmppdatYAﬂﬁﬂ] MINNEAPOLIS e m e

T o125 ™

Qual intab 719

B MINNEAPOLIS

All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard | Media That Connects, LLC. All rights reserved.

Grocery stores shopped past 7 days (HHLD): Target/SuperTarget

Top-26 Residential Zip Codes: Adults 18 or older
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156,144 or 91.5% of Adults 18 or older who Shopped at KOWALSKI'S MARKETS in the past 7 days
spend an average of 73.6 minutes per day driving an average of 42.8 miles each day and are 163.5%
more likely to use 1-694 east of I-35W 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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271,528 or 96.5% of Adults 18 or older who Shopped at COBORN'S in the past 7 days spend an
average of 73.4 minutes per day driving an average of 42.7 miles each day and are 81.8% more likely
to use US 10 than the Metro average.
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Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older

1-494 west of I-35W
1-94 east of I-35W
1-94 west of I-35W
1-35W south of 1-94
1-394

1-35E south of I-94
MN 100

US 169 south of 1-394
US 169 north of 1-394
1-494 east of 1-35W
1-35W north of 1-94
MN 7

1-35E north of I-94
Snelling Avenue

MN 55

County Road 42
Hennepin Avenue
MN 77 (Cedar Avenue)
1-694 east of I-35W
1-694 west of I-35W
MN 36

MN 13

Lake Street

us 10

uUs 52

MN 280

® who Shopped at LUNDS & BYERLYS in the past 7 days

MINNEAPOLIS-ST. PAUL DMA

Scarborough R2 2026: Aug25-Jul26

344,583 or 94.1% of Adults 18 or older who Shopped at LUNDS & BYERLYS in the past 7 days spend
an average of 54. minutes per day driving an average of 31.4 miles each day and are 151.7% more
likely to use 1-394 than the Metro average.
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Grocery stores shopped past 7 days (HHLD): Lunds & Byerlys

Top-26 Employment Zip Codes: Adults 18 or older
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487,785 or 32.2% of Adults 18 or older who Shopped at CUB FOODS in the past 7 days read Local
Daily Newspaper(s) (Daily+Sunday) for an average of 10.4 minutes every day representing 35.4% of

all time spent daily with All forms of Print Media.
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349,878 or 24.7% of Adults 18 or older who Shopped at TARGET / SUPERTARGET in the past 7 days

%&.: "sr read Local Daily Newspaper(s) (Daily+Sunday) for an average of 8.7 minutes every day representing
30.5% of all time spent daily with All forms of Print Media.
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48,779 or 28.6% of Adults 18 or older who Shopped at KOWALSKI'S MARKETS in the past 7 days read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 13.1 minutes every day representing
37.5% of all time spent daily with All forms of Print Media.
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79,339 or 28.2% of Adults 18 or older who Shopped at COBORN'S in the past 7 days read Local Daily
Newspaper(s) (Daily+Sunday) for an average of 9.2 minutes every day representing 39.% of all time
spent daily with All forms of Print Media.
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(Daily)
.7

Loeal Daily

E D
Wall Street Journal "'w’p":fgt’] Dy

(Daily)
101

Direct Mail
Local Daily Advertising
Newspaper(s) New York Times. (excluding
(Sunday) (Daily+Sunday) Magazines Catalogs)
12.8 9.5 7.4 71

u MINNEAPOLIS-ST. PAUL

m who Shopped at COBORN'S in the past 7 days

= MINNEAPOLIS-ST. PAUL

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

Totol persans:

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

Local Daily Newspaper(s) (Sunday)

New York Times (Daily+Sunday)

New York Times (Daily)

New York Times (Sunday)

All Local Weekly Newspapers

Catalogs

‘Wall Street Joumnal (Daily)

USA Today (Daily)

Magazines

Books

MINNEAPOLIS-ST. PAUL

DMA

urs+Minutes/day with Ad- -
Mﬂﬂt Media: Adults 18 or olderm

m- 23% mu*‘;r::::;.?:.?WSh MINNEAPOLIS-ST. PAUL m
0.0%
L

= who Shopped at COBORN'S in the past 7 days

© 015 ELELEE o

Scarborough R2 2026: Aug25-Jul26

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

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

Local Daily
Newspaper(s)
(Daity+Sunday)
9.2

Local Daily

Newspaperi ail
R T G 7(51 (Daity

(Sunday)
120

Direct Mail
Advertising
{exciuding
Catalogs) Magazines
New York 64 6.0
Times
(Daily+Sunday
)

Local Daily
Newspaper(s) USA Today
(Sunday) (Daily) New York Times (Daily)
116 9.0 8.2 5.9

Local Daily
New York Times Newspaper(s)

- (Daily+Sunday) {Daily+Sunday)
Local Daily 85 a2

MNewspaper(s)
(Sunday)
128

USA Today (Daity)
&8

New York Times
(Daity) Magazines
77 7.4

New York Times ly Newspaper(s) Direct Mail A
(sunday) (Daity Catalog
113 85 7.1

ing (excluding

B MINNEAPOLIS-ST. PAUL

Qual intab 175
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= who Shopped at COBORN'S in the past 7 days

Grocery stores shopped past 7 days (HHLD): Coborn's

B MINNEAPOLIS-ST. PAUL

soefa.ai
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© >

LUNDS&BYERLYS

Avg. Week All Print Medm (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 Newspaper(s) (Daily

Local Daily Newspaper(s) {Sunday)
Books

New York Times (Daily+Sunday)

New York Times (Daily)

New York Times (Sunday)

All Local Weekly Newspapers

catalogs

Wall Street Journal (Daily)

USA Today (Daily)

Magazines

# who Shopped at LUNDS & BYERLYS in the past 7 days

P T
PR

151,833 or 41.4% of Adults 18 or older who Shopped at LUNDS & BYERLYS in the past 7 days read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 14.7 minutes every day representing
35.1% of all time spent daily with All forms of Print Media.

B 2%

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

who Shapped at LUNDS &
BYERLYS in the past 7 days

Local Daity
Newspaper(s)
(Sunday)
203

Mew York Times
[Daily+Sunday)
14.6

Local Daily
Newspaper(s) (Daily
13.8

Wall Street

Journal [Daily) Books

13.4 131

Magazines
; 7.4
USA Today (Daily)
115
Direct M:
Advertising
(excluding
Catalogs).-.
New York Times

(Daily) Catalogs
1.0 40

Local Daity
Newspaper(s)
(Sunday)
12.8

Local Daily

Newspaper(s)

[Daity+Sunday)
92

New York Times
(Sunday)
113

USA Today (Daily)
8.8

New York Times
(Daily)
.7

Loeal Daily

E D
Wall Street Journal "'w’p":fgt’] Dy

(Daily)
101

Catalogs

: 3.9
New York Times

{Daily+Sunday) Magazines
95 74

{excluding
Catalogs)
71 All...

= MINNEAPOLIS-ST. PAUL

= who Shopped at LUNDS & BYERLYS in the p.

ast 7 days

m MINNEAPOLIS-ST. PAUL

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

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

Local Daily Newspaper(s) (Sunday)

New York Times (Daily+Sunday)

New York Times (Daily)

New York Times (Sunday)

All Local Weekly Newspapers

Catalogs

‘Wall Street Joumnal (Daily)

USA Today (Daily)

Magazines

Books

MINNEAPOLIS-ST. PAUL

DMA

= who Shopped at LUNDS & BYERLYS in the past 7 days
Scarborough R2 2026: Aug25-Jul26

Supported Print Media: Adults 18 or older f;

who shopped at LUNDS & MINNEAPOLIS-ST. PAUL /4
BYERLYS in the past 7 days "

o]
(255 ]
Avg. Hours+Minutes/day with Ad- m
o]
m

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

0.0%

Local Daily
Newspaper(s)
(Daily+Sunday)

Local Daily Newspaperis) 147
{(Sunday) =

203

New York Times
(Sunday) Journal {Daily)
18.1 134

Local Daily
Newspaper(s)
{Daily
138

New York Times
(Daily+Sunday)
14.6

New York Times
(Daily) Magazines

7.4

‘Wall Street USA Today

lﬂlﬂr!

(excluding Catalogs)...

Local Daily
MNewspaper(s)
(Sunday}
12.8

New York Times
(sunday)
113

Local Daily
Newspaper(s)
(Daily+Sunday)
92

New York Times
{Daity+Sunday)
95

USA Today (Daity)
&8

New York Times
(Daity) Magazines
77 7.4

Local Daily Newspaper(s) Direct Mail Ady
(Daily ca
85

B MINNEAPOLIS-ST. PAUL

Qual intab 238
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= who Shopped at LUNDS & BYERLYS in the past 7 days

Grocery stores shopped past 7 days (HHLD): Lunds & Byerlys

= MINNEAPOLIS-ST. PAUL

l:i ® Share of Everything
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Cub= MSP

Social Media

Websites

Direct Mail

Broadcast, Cable, & Sat TV

Local Broadcast TV

"Advertising Actions"

P18+ who Shopped for Groceries at CUB FOODS in the past 7 days
(Shopped/Visited/Bought past 3mos Due to Ads on %)

1,642,165 41.8%
1,396,426
1,.174.,443 29.9%
915,674

575,635 14.6%

Local AM/FM Radio

677,054

Cable TV Networks

Video Streaming Services
Newspapers

Podcasts

Audio Streaming Services

505,028

599,217 15.2%

454,861 11.8%

503,617 12.8%

4 : MINNEAPOLIS-ST. PAUL
452,460 11.5%

Billboards g 4,128 e
= P18+ who Shopped for Groceries at CUB FOODS in the past 7 days (Shopped/Visited/Bought past 3mos Due to Ads on %)
B P18+ MINNEAPOLIS-ST. PAUL AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
MINNEAPQLIS-ST. PAUL DMA  Scarborough R2 2026: Aug25-Jul26  Qual Intab: 778 * Share of Everything
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Grocery stores shopped past 7 days (HHLD): Cub Foods



© iz~ MSP

Social Media

Websites

Direct Mail

Broadcast, Cable, & Sat TV

Video Streaming Services

"Advertising Actions"

P18+ who Shopped for Groceries at TARGET/SUPERTARGET in the past 7 days
(Shopped/Visited/Bought past 3mos Due to Ads on %)

1,642,165 41.8%
1,396,426 35.5%
1,174,443 29.9%

915,674 23.3%

599,217 15.2%

Local AM/FM Radio

677,054 17.2%

Local Broadcast TV

Audio Streaming Services
Cable TV Networks
Podcasts

Billboards

Newspapers

575,635 14.6%

452,460 )

505,028

503,617 12.8%

MINNEAPOLIS-ST. PAUL
394,128 10.0%

m P18+ who Shopped for Groceries at TARGET/SUPERTARGET in the past 7 days (Shopped/Visited/Bought past 3mos Due to Ads on %)
B P18+ MINNEAPOLIS-ST. PAUL AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)

MINNEAPOQLIS-ST. PAUL DMA  Scarborough R2 2026: Aug25-Jul26  Qual Intab: 719 * Share of Everything
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Grocery stores shopped past 7 days (HHLD): Target/SuperTarget



Websites
Social Media
Direct Mail

Broadcast, Cable, & Sat TV

"Advertising Actions"

P18+ who Shopped for Groceries at KOWALSKI'S MARKETS in the past 7 days
(Shopped/Visited/Bought past 3mos Due to Ads on %)

1,396,426

1,642,165 41.8%

1,174,443 29.9%

915,674 23.3%

Local AM/FM Radio

Local Broadcast TV 575,635 TAEH
Cable TV Networks 505,028 T
Podcasts 503.617 e
Video Streaming Services grsier =
Audio Streaming Services 452,460 ATy
Billboards 394128 T
m P18+ who Shopped for Groceries at KOWALSKI'S MARKETS in the past 7 days (Shopped/Visited/Bought past 3mos Due to Ads on %)
B P18+ MINNEAPOLIS-ST. PAUL AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
MINNEAPOLIS-ST. PAUL  DMA  Scarborough R2 2026: Aug25-Jul26  Qual Intab: 88 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard | Media That Connects, LLC. All rights reserved. SO e a . al for Anything e

Grocery stores shopped past 7 days (HHLD): Kowalski’s



Social Media

Websites

Direct Mail

Broadcast, Cable, & Sat TV
Video Streaming Services

Cable TV Networks

"Advertising Actions"

P18+ who Shopped for Groceries at COBORN'S in the past 7 days
(Shopped/Visited/Bought past 3mos Due to Ads on %)

1,642,165 41.8%

1,396,426

1,174,443

915,674

599,217

505,028 12.8%

Local AM/FM Radio

677,054

Local Broadcast TV
Newspapers

Billboards

Audio Streaming Services

Podcasts

575,635 14.6%

464,861

394,128 10.0%

9,7¢ MINNEAPOLIS-ST. PAUL
452,460 11.5%

503,617 12.8%
= P18+ who Shopped for Groceries at COBORN'S in the past 7 days (Shopped/Visited/Bought past 3mos Due to Ads on %)

M P18+ MINNEAPOLIS-ST. PAUL AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)

MINNEAPOLIS-ST. PAUL DMA  Scarborough R2 2026: Aug25-Jul26  Qual Intab: 175 S O e fa ai Share of Everything
.
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Grocery stores shopped past 7 days (HHLD): Coborn's



"Advertising Actions"

e MSP

LUNDS&BYERLYS

P18+ who Shopped for Groceries at LUNDS & BYERLYS in the past 7 days

(Shopped/Visited/Bought past 3mos Due to Ads on %)

Social Media

1,642,165 41.8%

Direct Mail 1,174,443 29,9%

505,028 12.8%

Websites
Broadcast, Cable, & Sat TV
Local Broadcast TV
G TV Networks T o

Local AM/FM Radio

677,054
Video Streaming Services
Audio Streaming Services
Newspapers
oL
Billboards

394,128 10.0%

m P18+ who Shopped for Groceries at LUNDS & BYERLYS in the past 7 days (Shopped/Visited/Bought past 3mos Due to Ads on %)

M P18+ MINNEAPOLIS-ST. PAUL AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
MINNEAPOLIS-ST. PAUL DMA  Scarborough R2 2026: Aug25-Jul26  Qual Intab: 238 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard | Media That Connects, LLC. All rights reserved. SO e a . al for Anything e

Grocery stores shopped past 7 days (HHLD): Lunds & Byerlys



