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1.5% or 3,864,826 of USA Adults 18 or older Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Typical Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 48.8 years old (.2% younger
than average) and have a $107,041 (18.4% higher than average) annual household income.
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1.5% or 1,882,081 of USA Adults 25 - 54 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Typical Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 40. years old (.1% younger than
average) and have a $116,382 (16.3% higher than average) annual household income.
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1.4% or 941,448 of USA Women 25 - 54 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Typical Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 39.9 years old (.4% younger
than average) and have a $109,022 (21.7% higher than average) annual household income.
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Minneanolis 1.5% or 940,633 of USA Men 25 - 54 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Typical Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 40.1 years old (.2% older than
| average) and have a $123,748 (11.8% higher than average) annual household income.
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1.4% or 1,788,554 of USA Adults 50 or older Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
P50+ Typical Adults 50 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 65.7 years old (.1% older
| than average) and have a $107,498 (24.6% higher than average) annual household income.
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| 1.5% or 3,864,826 of USA Adults 18 or older Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are .6% more likely to be a college
graduate, 5.4% more likely to work full-time, 8.9% more likely to be married, .2% more likely to be a parent

‘ of 1 or more children under 18.

i
* p.f Education Levels: Adults 18 or older

1.8%
5.3%

Some High School or Less (not graduate)
High School Graduate (12th grade or GED)
Some College Credit (no degree)
Associate's Degree (AA, AS, etc.)

College Graduate (4 year college)

Postgraduate Degree

= who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA uUSA

Adults 18 or older

Employment:

Employed Full-Time or Part-Time
Employed Full-Time (35 hours or more)
Employed Part-Time (less than 35 hours)
White Collar

Blue Collar

Work From Home (most of the time or always)

% who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA

(’\
Single, Never Married

Married

Legally Separated

Divorced

Widowed

LGBTQ# (net)

Marital Status:

¥ who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA

Adults 18 or older

0.7%
1.5%

6
3.3%
5.1%

9.1%
7.1%

W USA

Top-20 Occupations: Adults 18 or older

20.8%0.6%
11.6%

6.7%6.7%
I - '

@5 &
¢ jr-"‘g &’ cﬁ" 6‘°
& @5‘ "'# &4’\& 'Fb
‘;b 6'“ & ‘ f &
& 7 v»*‘ &

4.6%.4% 4.4% gy, 9.5%; 59

]li-
e

f‘

= who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA

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

USA DMA Scarborough R2 2024: Jul23-Aug24

25%32% 2592.9% 2.4%.3%
1290 1%

Entrepreneurs/Military Experience

5.8% 5.1% 7.0% 6.6% 5.4% 6.4%
Small Business SelﬂEmpluyed Current or Former
Owner Military Service

% g2 1% 13509% 1999% 1707% 2 Misn 17%a% o vow2n
el s _ e e e o o

°¢ o
& 4;‘@ @‘F f ‘p’ ?Qf Q‘@-‘ '15‘#
& & &
0& w& “& Vﬁ 0““ bﬁ&
f»\ & #@‘“ & & & Ll
&
< & o ‘;f P g" . f«*’
&
* &
61
& &
®USA

1,862

USA Projection Searborough R2 2024: Jul23-Aug24

Foittubd

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 Childrenin College

Qual Intab

rr:ndparent of 1 or more Children under 18

= who Live in the MINNEAPOLIS-ST, PAUL, MN, DMA

23,324

Stage in Life: Adults 18 or older




P23-94

of 1 or more children under 18.

71.5% or 1,882,081 of USA Adults 25 - 54 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 2.8% more likely to be a college
graduate, 6.1% more likely to work full-time, 2.% more likely to be married, 1.8% more likely to be a parent
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71.4% or 941,448 of USA Women 25 - 54 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 11.2% more likely to be a college
- graduate, 15.% more likely to work full-time, 1.2% less likely to be married, 19.1% less likely to be a

grandparent of 1 or more children under 18.
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7 1.5% or 940,633 of USA Men 25 - 54 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 3.9% less likely to be a college graduate,
- .3% less likely to work full-time, 5.2% more likely to be married, 13.7% more likely to be a parent of 1 or

more children under 18.
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1.4% or 1,788,554 of USA Adults 50 or older Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Adults 50 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 2.1% more likely to be a college
graduate, 2.6% more likely to work full-time, 18.4% more likely to be married, 2.6% more likely to be a

| grandparent of 1 or more children under 18.
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1.5% or 3,864,826 of USA Adults 18 or older Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
+ Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 9.% more likely to own their home,
4.4% more likely to own a lower valued home, 9.3% more likely to have a single-family home, 5.9% more

likely to have a dog.

& Own/Rent/Other: Adults 18 or older Mﬁm Type of Home: Adults 18 or older 43 Pets in Home: Adults 18 or older

Single Family House (unattached)
Own a Dog

Townhouse or attached Home

Condominium Own a Cat

8.6% 8.3%

Apartment

7.2% 6%

21,650,690!

Own other type of Pet

Other Own Second Home Mobile Home or Manufactured

or Real Estate Home
Property
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_—
24 Value of Owned Home: Adults 18 or older @Hame Loans: Adults 18 or older
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usA 5412100

7.6% 6.9%
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INNeapons 1.5% or 1,882,081 of USA Adults 25 - 54 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
‘-,,-.SLNIIILH“ Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 10.8% more likely to own their home,

=4 MR, 8.3% more likely to own a lower valued home, 13.2% more likely to have a single-family home, 10.4% more
likely to have a dog.

h Own/Rent/Other: Adults 25 - 54 mﬁm Type of Home: Adults 25 - 54 ‘&'Pets in Home: Adults 25 - 54

Single Family House (unattached)
Own a Dog

Townhouse or attached Home

Condominium OwnacCat g

4.6% 5-9% Apartment
Rent Other Own SecondHome |  Mobile Home or Manufactured Own other type of Pet
or Real Estate Home 3.9%
Property ’
= who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA = who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA = who Live in the MINNE APOLIS-ST. PAUL, MN, DMA mUSA
iy "
¢Z4 Value of Owned Home: Adults 25 - 54 QHome Loans: Adults 25 - 54

Average Value of Owned Home:
who Live in the MINNEAPOUS-ST. PAUL, MN, DMA

usa $5417,139

57.2%

7.6%

6.6%
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Minneapolis

likely to have a dog.

1.4% or 941,448 of USA Women 25 - 54 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 11.6% more likely to own their home,

10.2% more likely to own a lower valued home, 11.% more likely to have a single-family home, 10.5% more

h Own/Rent/Other: Women 25 - 54 mﬁm Type of Home: Women 25 - 54

Single Family House (unattached)

8.8%
9.8%

o 2.0%
Condominium
5.0%

Townhouse or attached Home I

4.5% 5.2% Apartment

4.2% 3.8%

Rent Other Own Second Home

Mobile Home or Manufactured 4.2%
or Real Estate Home 5.1%
Property
= who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA = who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA =USA

‘[:“ Value of Owned Home: Women 25 - 54

Average Value of Owned Home:
who Live in the MINNEAPOUS-ST. PAUL, MN, DMA

usa $393,100

6.9%

$500K-$750K

$150K-$200K  S200K-$250K  $250K-$300K  $300K-$350K  $350K-$500K
® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUsa

USA DMA Scarborough R2 2024: Jul23-Aug24 Qual intab 1,862
All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.
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1.5% or 940,633 of USA Men 25 - 54 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 10.1% more likely to own their home,

6.8% more likely to own a lower valued home, 15.2% more likely to have a single-family home, 10.2% more
likely to have a dog.

& Own/Rent/Other: Men 25 - 54 Mﬁm Type of Home: Men 25 - 54 4 Pets in Home: Men 25 - 54
Single Family House (unattached) .
Own a Dog
Townhouse or attached Home H 2t
9.8%
Condominium H '2:_63% Owna Cat
4.7% 6.5% Apartment
Own Second Home Mobile Home or Manufactured | 1.8% Own other type of Pet
or Real Estate Home 2.6%
Property
# who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA WUSA = who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA musa » who Livein the MINNEAPOUIS-ST. PAUL, MN, DMA mUSA
-~ L
248l Value of Owned Home: Men 25 - 54 QHame Loans: Men 25 - 54
who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA S AGEL e

USA 5439273

MH
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Adults 50 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 10.2% more likely to own their
home, .8% more likely to own a lower valued home, 9.% more likely to have a single-family home, 4.1% more

likely to have a dog.
&

Pﬁ“ 1.4% or 1,788,554 of USA Adults 50 or older Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.

m Own/Rent/Other: Adults 50 or older mﬁm Type of Home: Adults 50 or older Pets in Home: Adults 50 or older

Single Family House (unattached)

68.7%

Own a Dog
Townhouse or attached Home r 110%
7.7%
o hs.s%
Condominium OwnacCat g
6.0%
12.4% 12.0% -
1.3% 1.5% Apartment &
22,786 . 2 14,848,150
Other Own Second Home Mobile Home or Manufactured 1.8% Own other type of Pet
or Real Estate Home 4.7%
Property )
= who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA = who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA = who Live in the MINNE APOLIS-ST. PAUL, MN, DMA mUSA
iy "
yZ4 Value of Owned Home: Adults 50 or older QHome Loans: Adults 50 or older
Average Value of Owned Home:

who Live in the MINNEAPOUS-ST. PAUL, MN, DMA

usa $414.667

7.8% 7.4%

5.5%
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more likely to fly domestic past yr.

1.5% or 3,864,826 of USA Adults 18 or older Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 9.4% more likely to look up D-I-Y
advice online, 14.1% less likely to always vote in local elections, 9.9% less likely to belong to a gym, 6.4%

22.6%)
’

Take Onfine  Eduration

Homework

Recpes/  Maalth  Restaumnt Do-tvounal Online hone  Medical  Finess/Diet  Wome/  Appami/ obsearch/ Religion/  Camer Genealogy
Meal planning information informaton/ Adwice  (Videocall Serviees/ nformation Gamlen ideas Beautyideas Postresume  Spirtuabty Development Classes  [Research  [Youarvour imvite
Suggestions Reviews (skype,  Information Schools,  child's)
FaceTime, applicatian,
etc) Fnandng)
® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA HUSA

Hlectronk  Photography Parenting/ Onine Dating

Political Activity: Adults 18 or older

43.6% 29.5% 26.8%

Registered to Vote / Lean /Lean ep / None
(In District of e) Republican of These
Presidential Elections: Always ™
Presidential Elections: Sometimes Q™

mUSA

Statewide Elections: Always
Statewide Elections: Sometimes

ﬂ

{snapfish, Familyadvice  Service
shuntedly,

ec]

Local Elections: Always
Local Elections: Sometimes

® who Live in the MINNEAPOUS-ST. PAUL, MN, DMA

C
@ﬂ Top-30 past 12-months Active Lifestyle Activites: Adults 18 or older
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inneapolis
—SLI'aﬂI MN

IIMA‘

'Top-ZO past 30-days Online Lifestyle Activites: Adults 25 - 54

Redpes/  Resaumnt Onkine phone  Meaith
ieal planning information / / Video call information
Sugestions  Reviews [skype,

FaceTime,

P25-94

1.5% or 1,882,081 of USA Adults 25 - 54 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.

Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 9.8% more likely to look up D-I-Y
advice online, 19.% less likely to always vote in local elections, 16.7% less likely to belong to a gym, 6.4%
more likely to fly domestic past yr.

Political Activity: Adults 25 - 54

81.9%
5 44.6% 25.5% 29.9%

e Registered to Vote / Lean p /Lean ep / None
(In District of idence) Republican of These
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® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA
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more likely to fly domestic past yr.

1.4% or 941,448 of USA Women 25 - 54 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.

Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 15.2% more likely to look up D-I-Y
- advice online, 32.4% less likely to always vote in local elections, 7.4% less likely to belong to a gym, 10.3%

5a.7%]
] i

i.

Political Activity: Women 25 - 54

81.2%
& 46.5% 22.0% 31.5%
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C
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1.5% or 940,633 of USA Men 25 - 54 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 5.1% more likely to look up D-I-Y advice
online, 8.5% less likely to always vote in local elections, 24.9% less likely to belong to a gym, 2.9% more

M23-94

likely to fly domestic past yr.

-Top-zo past 30-days Online Lifestyle Activites: Men 25 - 54
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% s

1.4% or 1,788,554 of USA Adults 50 or older Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Adults 50 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 11.1% more likely to look up D-I-

Y advice online, 11.2% less likely to always vote in local elections, 5.2% more likely to belong to a gym,
6.5% more likely to fly domestic past yr.
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P18+

30-days QSR Users: Adults 18 or older

2times

Past

3times

4 times

Stimes

6 -9times

10 times or more

w who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA

Avg. Monthly QSR Meals:

Total Monthly QSR Users:
85.7% 88.4%

231, 8
3

more likely to smoke cigarettes.

1.5% or 3,864,826 of USA Adults 18 or older Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 3.% less likely to use QSRs past
mo., 3.6% less likely to use Sit-Down Restaurants past mo., 20.7% more likely to use Casinos past yr., 7.4%

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

1time

15.8%

2 times 2%

3times

16. ]
e

® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA

Total Monthly Sit-Down Restaurant Users:  Avg. Monthly Sit-Down Restaurant Meals:
73.1% 75.8%

4 times

5 times

6-9times

10times or more

mUSA

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

Domestic Regular Beer
Domestic Light Beer
Imported Beer

Microbrew / Craft Beer

Top-10 Cuisines: Adults 18 or older

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

Indian/  wings/
Thai/
Other  Spurts Bar  Bakery
asian

Bagel/
Burgers | Donut /

Upsale Steakhouse
® who Livein the MINNEAPOLIS-ST. PAUL, MN, DMA

musA

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
wiho Live in the MINNEAPOLISST. PAUL M, DvA  [BGTESSININNIN 11.9%

v [ 17.5%

Past 12 months Casino Activities: Adults 18 or older
Slot Machines 24,

Table Games (Craps, Poker, etc.)

Bar / Nightclub

Upscale Restaurant

Stage Show / Concert

Sports Betting

Other Gambling

Spa Casinos visited past 12 months: Yes
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Used Past 30-days: Adults 18 or older
st |
=

f

Marijuana / Cannabis

Cigarettes
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Past 30-days QSR Users: Adults 25 - 54
10.7%
—Y

w who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA

Total Monthly QSR Users:
86.9%

2times

3 times

4 times

5times

6-9times

10 times or more

mUSA

Avg. Monthly QSR Meals:
90.6%

e R - I

likely to smoke cigarettes.

1.5% or 1,882,081 of USA Adults 25 - 54 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 4.2% less likely to use QSRs past mo.,
5.6% less likely to use Sit-Down Restaurants past mo., 26.1% more likely to use Casinos past yr., 22.2% more

Past 30-days Sit-Down Restaurant Users: Adults 25 - 54

(] 1time 15.6%

2 times 16.1%

3times 13.5%

4 times

L
]
®

3

5 times
69 times |
10times or more ﬂm

= who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA
Total Monthly Sit-Down Restaurant Users:  Avg. Monthly Sit-Down R

mUSA

Meals:

Drank Past 3-days: Adults 25 - 54

Uguor
Any Type of Beer  pryyrem 45.4% |
Wine 47.,‘31;:&15 32.6%

Domaestic Regular Beer

33,082,855 25.5%
imported Beer
Domestcight Beer Y
Microbrew / Craft Beer mﬂzs.m |

® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA

usA DMA

musa

Scarborough R2 2024: jul23-Aug24 Qual intab

62
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Top-10 Cuisines: Adults 25 - 54

(| Down Restaurants Used Past 30-days)
Mexican

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

Chinese  Coffee  indian/ Wings/ itakan Bagel/  Upscale Steakhouse
who Live in the MINNEAPOLIS ST. PAUL, MN, ovA  [BSTESTININ 17.6%

v R 23.2%

Wouse/ Thsi/ Burgers/ Donut /
Cofeegar  Other  Sports Bar Bakery
asian
¥ wha Live in the MINNEAPOUS-ST. PAUL, MN, DMA musa

Past 12 months Casino Activities: Adults 25 - 54
24.8

Slot Machines & Fr

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

Upscale Restaurant

Used Past 30-days: Adults 25 - 54

17.6%

Stage Show / Concert
i 62 6.2%
SpartsBanine 7%

spa b

2.8%

Other Gambling 2.0% Casinos visited past 12 hs: Yes
® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA
1,8
USA Projection Scarborough R2 2024: Jul23-Aug24 Qual intab 23,324

6.5%
2 817 6224 8377672
Marij [ Cannabis Vape
= who Live in the MINNEAPOUS-ST. PAUL, MN, DMA WUSA
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Past 30-days QSR Users: Women 25 - 54

2times

3 times

11.1%
10.1%

4 times

5times

6-9times

19.8%

w who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA

Avg. Monthly QSR Meals:

10 times or more

Total Monthly QSR Users:
89.2% 91.8%

' W23-94

1.4% or 941,448 of USA Women 25 - 54 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.

Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 2.9% less likely to use QSRs past mo.,
6.7% less likely to use Sit-Down Restaurants past mo., 28.1% more likely to use Casinos past yr., 21.6% more
likely to smoke cigarettes.

1time

2 times

3times

4 times

S5 times

6 -9times

10times or more

70.4%

4.8%

75.5%

Drank Past 30-days. Women 25 - 54
wine

Any Type of Beer

Imported Beer

Domestic Regular Beer

Domestic tghtBeer -V
Microbrew / Craft Beer ]
® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA musa
usA DMA Scarborough R2 2024: jul23-Aug24 Qual intab
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Bar / Nightclub

Upscale Restaurant

Table Games (Craps, Poker, etc.)
Stage Show / Concert

Spa

Sports Betting

Other Gambling

1,862

USA Projection

0.3%

1598 7] 2.996
92.0%
1.3%
91.8%

; 1.5%

Scarborough R2 2024: Jul23-Aug24

Avg. M

13.0%

1

16.4

6.

= who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA
Total Monthly Sit-Down Restaurant Users:

0%

B3
~
-

hly Sit-Down R

Past 30-days Sit-Down Restaurant Users: Women 25 54
14

%

mUSA

ant Meals:

= who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA

[ -

Past 12 manths Casmo Activities: Women 25 - 54

Slot Machines g

Top-10 Cuisines: Women 25 - 54

(Sit-Down Restaurants Used Past 30-days)

Chinese  Coffee  indian/ Bagel/ ian  Upscale  Wings/ Steakhouse
Wouse/  Thai/  momutf Burgars /
Coffeegar  Other  Sakery sports Bar
Asian
= whao Live in the MINNEAPOUIS-ST. PAUL, MN, DMA. mUSA

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA 22.1%

v [ 25.2%

26.7%

20

Used Past 30-days: Women 25 - 54

[ Cannabis

Casinos visited past 12 hs: Yes
mUSA
Qual intab 23,324

= who Live in the MINNEAPOUS-ST. PAUL, MN, DMA



Past 30-days QSR Users: Men 25 - 54

1time

2times

3times

4 times

Stimes

6 -9times

10 times or more

wwho Live in the MINNEAPOLIS-ST. PAUL, MN, DMA
Avg. Monthly QSR Meals:

mUSA

Total Monthly QSR Users:
B84.6% 89.4%

e RGN _“

likely to smoke cigarettes.

1.5% or 940,633 of USA Men 25 - 54 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 5.4% less likely to use QSRs past mo.,
4.5% less likely to use Sit-Down Restaurants past mo., 24.2% more likely to use Casinos past yr., 22.8% more

Past 30-days Sit-Down Restaurant Users: Men 25 54
€

1time

®

14.7%

2 times

Jmes _:m

® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA

5 times

6-9times

10times or more

mUSA

Total Monthly Sit-Down Restaurant Users:
77.2%
49,935,46

Avg. Monthly Sit-Down Restaurant Meals:
73.8%

-

Drank Past 30-days: Men 25 -54
Any Type of Beer

Liquor
Domestic Regular Beer
Imported Beer

Domestic Light Beer

Wine v v
Microbrew / Craft Beer % 26.1% i
= who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA musa
USA DMA Scarborough R2 2024: Jul23-Aug24 Qual Intab
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Top-10 Cuisines: Men 25 - 54

(Sit- Down Restaurants Used Past 30-days)

Coffes  Indian / wmul Bagel/ Upscale Steakhouse
Wouse/ Thai/ Burgers/ Donut
Coffensar  Other  Sports Bar Eakery
Asian

Chinese ialian

® who Livein the MINNEAPOLIS-ST. PAUL, MN, DMA

musA

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Live i the MINNEAPOLIS ST. PAUL, MN, DMA 13.1%

us 21.1%

£ Past 12 months Casino Activities: Men 25 - 54

Slot Machines 14,870, 23.0%

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

m
DA oo

Upscale Restaurant
10.4%

.6%

Sports Betting
Stage Show / Concert
Other Gambling
Spa Casinos visited past 12 months: Yes
mUSA

= who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA

1,862

USA Projection Scarborough R2 2024: Jul23-Aug24 Qual Intab 23,324

Used Past 30-days: Men 25 - 54

Marijuana / Cannabis

Cigarettes

% who Live in the MINNEAPOUS-ST. PAUL, MN, DMA



Past 30-days QSR Users: Adults 50 or older

1time
11.2%
12.0%
12.9%

wwho Live in the MINNEAPOLIS-ST. PAUL, MN, DMA
Avg. Monthly QSR Meals:

2times

3times

4 times

Stimes

6 -9times

10 times or more
mUSA

Total Monthly QSR Users:
83.2%

84.9%
e R R

less likely to smoke cigarettes.

1.4% or 1,788,554 of USA Adults 50 or older Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Adults 50 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 2.% less likely to use QSRs past
mo., .5% less likely to use Sit-Down Restaurants past mo., 15.1% more likely to use Casinos past yr., 17.9%

1time 15.0%

2 times

i

® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA

3times

4 times

5 times

6-9times

10times or more

Total Monthly Sit-Down Restaurant Users:
74.6% 75.0%

E—

Drank Past 30-days: Adults 50 or older
Liquor
Ao oo e
wine
oo 217 B

Domestic Light Beer
Domestic Regular Beer

Imported Beer

¥ - v

2 o
12.8%
BT 7w ¥

Microbrew / Craft Beer

#who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA
DMA Scarborough R2 2024: Jul23-Aug24

musa
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Slot Machines
Upscale Restaurant

Table Games (Craps, Poker, etc.)

10, 5 8
B/ Wghackab
9.4%
Stage Show / Concert 6.6%
Sports Betting
Other Gambling
Spd 1%
= who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA
1,862
USA Projection Scarborough R2 2024: Jul23-Aug24 Qual Intab

Avg. Monthly Sit-Down Restaurant Meals:

-

Past 12 months Casino Activities: Adults 50 or older

Past 30-days Sit-Down Restaurant Users: Adults 50 or older
€ w

16.3%

mUSA

Top-10 Cuisines: Adults 50 or older

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

itakan

Wings/ Upscale indian/ Steakhouse Bagel/

House | Burgers / Thai / Donut/

Coffes v Sports Bar other Bakery
asian

® who Livein the MINNEAPOLIS-ST. PAUL, MN, DMA

musA

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
wha Live in the MINNEAPOLISST. PAUL, MK, DvA  [BOJ888 4.5%

un [N o.7%

26.6%

Casinos visited past 12 months: Yes

23,324

Used Past 30-days: Adults 50 or older
wil
=

Marijuana / Cannabis Cigarettes Vape

% who Live in the MINNEAPOUS-ST. PAUL, MN, DMA mUsSA



P18+

1.5% or 3,864,826 of USA Adults 18 or older Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.

Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 10.3% more likely to have a 401K,
22.9% more likely to have an Auto Loan, 10.4% less likely to Invest/Trade Stocks Online, 13.6% less likely to
pay with their Debit Card.

Investments Owned: Adults 18 or older
401K Plan

1

IRA (Individual Retirement Account)

102,074,582 38.9%
: 21%
50,021,520 19,

1%
14.3%
14.1%

11.2%
30,9 11.8%

2
8.7%
11.8%

,075 47.2%
Stocks or Stock Options =

Mutual Funds

Money Market Funds

Bonds

Other (Crypto / NFTs / Metals, etc.)

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

5015.2%
Money

6.a% T6% 9% gox oo oo

) o = oo : s o . e [
529 Plan / College Savings Plan 8.6% Checking Debitor ATM  Savings  Credit Card online Mobile online Bill Home Auto Loan Certificates of Studentloan Refinanced Personal Loan  Home
Account card Account Banking Banking Paying Mortgage Market  Deposit(CDs) Home Improvement
Second Home or Real Estate Property M ] Account Mortgage lga;': g
- an
= who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA ® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA W USA
s B [ r—— .
Professional Services Used*: Adults 18 or older | pyPast 3-Months Payment Methods Used: Adults 18 or older
Online Investing / Stock Trading
9.5%
i
Insurance Agent at a Local Office (not online) wl‘;':% . .
Real Estate Agent m 505 11.1% g 6o

Estate Planning

3.0%
s, 3.7%
111.2%
1.2%

w who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA
DMA Scarborough R2 2024: Jul23-Aug24

(*Past 12 Months)

Divorce / Family Attorney
mUSA

Qual Intab 1,862

USA
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e -

Debit Card  MasterCard

ApplePay  Cash App

Google Pay  Store Credit
Card
= who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA

Zelle

Venmo Discover

mUSA

USA Projection Scarborough R2 2024: Jul23-Aug24 Qual intab 23,324

17.1%]

American
Express

27% 3.7% 3.6% 3.4%
iy (PR (s TOTTEY

Facebook  Square Cash Samsung Pay
Messenger




SUPaul, MN

1.5% or 1,882,081 of USA Adults 25 - 54 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 8.2% more likely to have a 401K, 17.%

more likely to have an Auto Loan, 15.6% less likely to Invest/Trade Stocks Online, 11.3% less likely to pay with
their Debit Card.

Investments Owned: Adults 25 - 54
401K Plan
IRA (Individual Retirement Account)
Stocks or Stock Options
Mutual Funds 1’;‘::

529 Plan / College Savings Plan 1:’7';%

9.9%
PRI 11.3%

Other (Crypto / NFTs / Metals, etc.) ﬁmm %

6 8.3%
Bonds b.9%
%

Second Home or Real Estate Property E o)

® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA

Money Market Funds

mUSA

Financial Services Has and/or Uses: Adults 25 - 54

8%
5.3% 4.6%

15.7%)
A _

Checking Debitor ATM  Savings Credit Card Online Mobile Online Bill Home Auto loan  Studentloan  Money

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

® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA

Professional Services Used*: Adults 25 - 54

Tax Preparation Service
31,979,364

Online Investing / Stock Tradi
nline Investing / rading e

Financial Planner

17 5-04 498 13.6%

Accountant
o
Insurance Agent at a Local Office (not online) 6 1.7% . .

i1 3.0%
8,148,737 6.3%

Estate Planning Eﬁ;ﬂ

#,
Divorce / Family Attorney E’af% (trastIzWGAths)

m who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA
DMA Scarborough R2 2024: Jul23-Aug24

Real Estate Agent

mUSA

UsA Qual Intab 1,862
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Past 3-Months Payment Methods Used: Adults 25 - 54

3995 4.8%  4.2% 4.3%

b2 o1 11 b0 x B s
Venmo Debit Card Zelle MasterCard  ApplePay  CashApp  Google Pay Store Credit  American Discover Facebook Square Cash Samsung Pay
card Express Messenger
= who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA
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1.4% or 941,448 of USA Women 25 - 54 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 10.4% more likely to have a 401K,

25.9% more likely to have an Auto Loan, 21.% less likely to Invest/Trade Stocks Online, 12.6% less likely to pay
with their Debit Card.

Investments Owned Women 25 - 54 Financial Services Has and/or Uses: Women 25 - 54

401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

529 Plan / College Savings Plan
Money Market Funds

Other (Crypto / NFTs / Metals, etc.)

33,473,207
19,782,363 30.5%
13,658,935 21.0%
9.7%
7,210,676 11.1%
11.5%
65,851,330 EEULESA
6.1%
9.7%
.3%
8.4%

— e ! 3 2 stz Ly e e »
Bonds 5.9% Debit or ATM  Checking savings  CreditCard  Online Mobile online Bill Home Autoloan Studentloan  Money  Personal LoanCertificates of Refinanced Home
9% card Account Account Banking Banking Paying Mortgage Market Deposit (CDs) Home  Improvement
Second Home or Real Estate Property E":sm Account Mortgage Loan or Home
6 R Equity Loan
w who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA ivei

- 5 8.9%
e~ - e,
2 i Lo
- Jl T 2 .

® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA W USA

Tax Preparation Service

Professional Services Used*: Women 25 - 54 y'E'Past 3-Months Payment Methods Used: Women 25 - 54

Online Investing / Stock Trading

Financial Planner

Accountant

Insurance Agent at a Local Office (not online)

Real Estate Agent

14,918,780 23.0%

8,176,704 12.6%

7, 943 543 12. Z“'u

-°
45411

16.8%14.2“

1.4% 4.2% 4.5% 4.4% 4.0%
Gatate planning. Bl " ... e O . R N..... .. N
n . . *Past 12 Months, PayPal Debit Card Venmo Zelle MasterCard  Cash A lePay  GooglePay Store Credit  Discover Facebook  American uare Cash Samsung P
Divorce / Family Attorney E’ 5:?5% ( ) ¥ Pe; [ Appleley oogle Pay, Car Messenger  Express s gy Py
® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA

= who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA

DMA Scarborough R2 2024: Jul23-Aug24 Qual Intab 1,862

USA
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1.5% or 940,633 of USA Men 25 - 54 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 6.3% more likely to have a 401K, 8.4%

more likely to have an Auto Loan, 13.2% less likely to Invest/Trade Stocks Online, 9.9% less likely to pay with
their Debit Card.

Investments Owned: Men 25 - 54

401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

24,424,807 37.8%
23.0%
13,624,906 21.1%
13.8%
8,410,863

13.0%

Financial Services Has and/or Uses: Men 25 - 54

9.5%
Bonds 12.0% :
% 10 1% .’. 5%
529 Plan / College Savings Plan s 1;;'% 2 5.8% 2.0%
—— s 515 0 i1z y _—_— i ; [ O
Other (Crypto / NFTs / Metals, etc.) 12.8% Checking Debitor ATM  Savings  CreditCard  Online Mohbile Online Bill Home Auto Loan Money  Studentloan Certificates of Refinanced Personal Loan  Home
Account card Account Banking Banking Paying Mortgage Market Deposit (CDs) Home Improvement
Second Home or Real Estate Property &E‘ﬁ% Account Mortgage Loan or Home
5 Equity Loan
w who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA ® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA
. f 1
Professrona.' Serwces Used*: Men 25 - 54 Py Past 3-Months Payment Methods Used: Men 25 - 54
6.6%
Insurance Agent at a Local Office (not onfine) 7 za i [ @
Real Estate Agent & - 0.9% g,19%
e i e 3.6 51%  3.9% 4.7%
e parnivg RS -.._ - . ... .. e O
Divorce/ Family Attorney E gi?:; (*Past 12 Months) PayPal Venmo Debit Card 2elle MasterCard  ApplePay  CashApp  Google Pay Ag;ﬁ:;n Sruc:f;edt Discover I:l:\:::;:r Square Cash Samsung Pay
® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA uUSA = who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA
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Investments Owned: Adults 50 or older

38,246,045 30.8%
32.7%
30,148,380

IRA (Individual Retirement Account)
401K Plan

Stocks or Stock Options

Mutual Funds

Money Market Funds

Bonds

Other (Crypto / NFTs / Metals, etc.)
Second Home or Real Estate Property

529 Plan / College Savings Plan

w who Live in the MINNEAPOLIS-ST, PAUL, MN, DMA

1.4% or 1,788,554 of USA Adults 50 or older Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Adults 50 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 17.6% more likely to have a 401K,

25.6% more likely to have an Auto Loan, 19.3% more likely to Invest/Trade Stocks Online, 15.8% less likely to
pay with their Debit Card.

Financial Services Has and/or Uses: Adults 50 or older

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

™ who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA

Professional Services Used*: Adults 50 or older l"nE"Past 3-Months Payment Methods Used: Adults 50 or older

Tax Preparation Service gl
P 36,065,721 29.0%

3 13.9%

15,588 170 12.4

Financial Planner

Accountant

Insurance Agent ata Local Office (not online)
Online Investing / Stock Trading

Real Estate Agent

Estate Planning

Divorce / Family Attorney

# who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA
DMA Scarborough R2 2024: jul23-Aug24

L 6.0%
ﬂ o 1 e i

(*Past 12 Months) visa Dehit Card PayPal MasterCard Zelle Venmo Store Credit  Discover ApplePay  American CashApp GooglePay Facebook  Square Cash Samsung Pay

Card Express Messenger
= who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUsSA

1,862

USA
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Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 2 days, 22 hours, 17 minutes
and 53 seconds each week with All Forms of Media.

84.4% of Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an avg. of 7 hours and 52 minutes each week
listening to All Local AMI/FM Radio, representing 9.5% of totaltime spent with all forms of Media.

95.9%

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

concurr
usage 54.0%
5 the usa

MINNEAPOLIS-ST. PAUL,

% of Total
Weekly H:M:

® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA H USA
USA  DMA  Scorborough R22024: Jul23-Aug24  QualIntab 1,862 USA Projection  Scarborough R2 2024: Jul23-Aug2d  Qual Intab 23,324 Hubbcrd Share of Everything
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Inneapolis Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 2 days, 19 hours, 33 minutes and
SUPaul/MN 34 seconds each week with All Forms of Media.
T IIHIA 85.4% of Aduilts 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an avg. of 7 hours and 59 minutes each week listening
- #19 to All Local AMI/FM Radio, representing 10.1% of total time spent with all forms of Media.

95.4%

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

64:25:51
concurr
usage 52.0%
who Live in the usa

MINNEAPOLIS-ST. PA
MN, DMA

% of Total
Weekly H:M:
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USA  DMA  Scorborough R22024: Jul23-Aug24  QualIntab 1,862 USA Projection  Scarborough R2 2024: Jul23-Aug2d  Qual Intab 23,324 Hubbcrd Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved. for Anything

BROADCASTING



Minneapolis Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MIN, DMA spend an average of 2 days, 17 hours, 46 minutes
-SUPaul MN and 18 seconds each week with All Forms of Media.

o r- IIHIA 84.5% of Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an avg. of 6 hours and 59 minutes each week
- listening to All Local AM/FM Radio, representing 9.% of total time spent with all forms of Media.
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Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 2 days, 22 hours, 44 minutes and

50 seconds each week with All Forms of Media.
86.4% of Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an avg. of 8 hours and 57 minutes each week listening to

All Local AM/FM Radio, representing 10.9% of total time spent with all forms of Media.

95.5%

Avg. H:M:S/weekwith All Forms of
Media: Adults 18 or older
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Adults 50 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 3 days, 9 hours, 11 minutes

and 47 seconds each week with All Forms of Media.
87.% of Adults 50 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an avg. of 8 hours and 33 minutes each week

listening to All Local AM[/FM Radio, representing 9.2% of totaltime spent with all forms of Media.
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Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MIN, DMA spend an average of 2 days, 3 hours, 41 minutes

and 46 seconds each week with All Forms of Ad-Supported Media.
79.7% of Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an avg. of 7 hours and 7 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 11.% of total time spent with all forms of Ad-Supported Media.

Avg. H:M:S/week with All Forms of Ad-
Supported Media: Adults 18 or older
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Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 1 days, 22 hours, 26 minutes and
46 seconds each week with All Forms of Ad-Supported Media.

81.9% of Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MIN, DMA spend an avg. of 7 hours and 10 minutes each week listening
to Local Ad-Supported AM/FM Radio, representing 12.7% of total time spent with all forms of Ad-Supported Media.

Avg. H:M:5/week with All Forms of Ad-
Supported Media: Adults 18 or older
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H'nneannlis Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 1 days, 21 hours, 52 minutes
'SLl’alll N and 13 seconds each week with All Forms of Ad-Supported Media.
: 81.6% of Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an avg. of 6 hours and 30 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 11.6% of total time spent with all forms of Ad-Supported Media.

Avg. H:M:S/week with All Forms of Ad-
Supported Media: Adults 18 or older
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Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 1 days, 23 hours, 2 minutes and 19

seconds each week with All Forms of Ad-Supported Media.
82.3% of Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MIN, DMA spend an avg. of 7 hours and 46 minutes each week listening to
Local Ad-Supported AM/FM Radio, representing 13.6% of total time spent with all forms of Ad-Supported Media.

Avg. H:M:5/week with All Forms of Ad-
Supported Media: Adults 18 or older
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Adults 50 or older who Live in the MINNEAPOLIS-ST. PAUL, MIN, DMA spend an average of 2 days, 18 hours, 8 minutes

and 27 seconds each week with All Forms of Ad-Supported Media.
80.2% of Adults 50 or older who Live in the MINNEAPOLIS-ST. PAUL, MIN, DMA spend an avg. of 7 hours and 44 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 9.4% of total time spent with all forms of Ad-Supported Media.

..

Avg. H:M:S/week with All Forms of Ad-
Supported Media: Adults 18 or older
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(Local Radio delivers 11.

§
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Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 7 hours and
23 minutes each day with All Forms of Ad-Supported Media. 79.7% listen to Local AM/FM Radio for
an avg. of 61.1 minutes/day.

% of Time with Ad-Supported Media.)
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Top-13 All Forms of Media (Persons & % Reach): Adults 25 - 54
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Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 6 hours and 38
minutes each day with All Forms of Ad-Supported Media. 81.9% listen to Local AM/FM Radio for an

avg. of 61.6 minutes/day.
Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 - 54
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Top-13 All Forms of Media (Persons & % Reach): Women 25 - 54
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| Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 6 hours and
33 minutes each day with All Forms of Ad-Supported Media. 81.6% listen to Local AM/FM Radio for
(Local Radio delivers 11.6% of Time with Ad-Supported Media.)

an avg. of 55.8 minutes/day.
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Top-13 All Forms of Media (Persons & % Reach): Men 25-54
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Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 6 hours and 43
minutes each day with All Forms of Ad-Supported Media. 82.3% listen to Local AM/FM Radio for an
avg. of 66.6 minutes/day.

(Local Radio delivers 13.6% of Time with Ad-Supported Media.)
Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Men 25 - 54
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Adults 50 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 9 hours and
26 minutes each day with All Forms of Ad-Supported Media. 80.2% listen to Local AM/FM Radio for
(Local Radio delivers 9.4% of Time with Ad-Supported Media.)

an avg. of 66.3 minutes/day.
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3,080,090 or 79.7% of Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA listen to
Ad-Supported Local AM/FM Radio for an average of 61.1 minutes every day representing 42.1% of

#15 aII time spent daily with Ad-Supported Audio.
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1,541,962 or 81.9% of Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA listen to Ad-
Supported Local AM/FM Radio for an average of 61.6 minutes every day representing 36.5% of all
| time spent daily with Ad-Supported Audio.

Avg Day All Audio (% Time Spent & Avg. Minutes/day Spent): Adults 25 - 54
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Avg. Week AIIAudm (Persons & % Reach): Women 25-54
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767,753 or 81.6% of Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA listen to Ad-
Supported Local AM/FM Radio for an average of 55.8 minutes every day representing 37.1% of all
time spent daily with Ad-Supported Audio.

Avg. Day All Audio (% Time Spent & Avg. Minutes/day Spent): Women 25 - 54
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774,149 or 82.3% of Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA listen to Ad-
Supported Local AM/FM Radio for an average of 66.6 minutes every day representing 35.4% of all
tlme spent daily with Ad-Supported Audio.

Avg. Week AII Audio (Persons & % Reach): Men 25 -54 Avg. Day All Audio (% Time Spent & Avg. Minutes/day Spent): Men 25 - 54
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1,433,534 or 80.2% of Adults 50 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA listen to
Ad-Supported Local AM/FM Radio for an average of 66.3 minutes every day representing 48.% of all
time spent daily with Ad-Supported Audio.
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Ad-Supported Local AM/FM Radio for an average of 61.1 minutes every day representing 42.1% of
all time spent daily with Ad-Supported Audio.

P18 . 3,080,090 or 79.7% of Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA listen to
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Supported Local AM/FM Radio for an average of 61.6 minutes every day representing 36.5% of all

P25 54 1,541,962 or 81.9% of Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA listen to Ad-
time spent daily with Ad-Supported Audio.

Weekly 81.9% g1.0% Avg. Hours+Minutes/day with Ad-Supported
Audio: Adults 25 - 54
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767,753 or 81.6% of Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA listen to Ad-
Supported Local AM/FM Radio for an average of 55.8 minutes every day representing 37.1% of all
time spent daily with Ad-Supported Audio.

Avg. Hours+Minutes/day with Ad-Supported
Audio: Women 25 - 54
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. 774,149 or 82.3% of Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA listen to Ad-

M25-54 Supported Local AM/FM Radio for an average of 66.6 minutes every day representing 35.4% of all
time spent daily with Ad-Supported Audio.

Weekly 82.3% 80.1% Avg. Hours+Minutes/day with Ad-Supported
Reach % Audio: Men 25 - 54
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1,433,534 or 80.2% of Adults 50 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA listen to
P50+ Ad-Supported Local AM/FM Radio for an average of 66.3 minutes every day representing 48.% of all
time spent daily with Ad-Supported Audio.
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Supported Local AM/FM Radio. The Top-5 Formats are Country, Hot AC, Classic Hits, Pop Contemporary
Hit Radio, and Classic Rock.

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

% Time S; erage Doyl
Nk mematin FER .—!m'—
Pop Contemporary Hit Radio  FEPRFs m

P‘B 7 3,080,090 or 79.7% of Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA listen to Ad-

Adult Centempurary

Adult
Contemporary
271

Classic Hits b C Jrban AC Country
250 < 5 234

Country (53 ]
Classic Rock m
HotaC M-m—-mg Hourseinutesdaywith tocal [ | IR Pop e e
AM/FM Radio: Adults 18 or older Contemporar Classic Rock A e Conte.. A i Classic Hits ontempora... ‘onte...
Alternative m% M Radio AC Hot AC Radio
c 0.6 229 205
Urban AC m% News/Talk/ 3 3 Co ary Urban
. who Livein the Information 5 Adult Hits Information 1 Alternative Contemporary
aducrits (YRR e MINNEAPOUS-ST. PALL, 25.5 ; 19.4 25.1 4.4 23.2 203
Pe— ™ o
® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA BUSA ® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA B USA
Ad-Supported Local AM/FM Radio Formats (Persons & % Reach): Adults 18 or older Ad-Supported Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
(Averoge Week] Total persons: e

¥

Pop Contemporary Hit Radio

oa o
ES88 HS

3 8 4% ) K Alternative a Rock Urban AC Country
; Classic Roc! ' . assic Roc 238 3.4
ClassicRock  JAASAS. m
HotAC M m .50
News/Talk/information Avg. Hours+Minutes/day with Ad- m Urban News/Talk/ Pop . . Pop
Al Supported Local AM/FM Radio: Contemporary Informat Country Conte... Adult Hits All News 2 Pt Conte...
L Adults 18 or older 3.4% 28.3 25.5 23.0 Hit Urban ) 245 2 Hit
Alternative Radio Al Hot AC Radio
20.6 - 205
e - m - = 22 9
Adult Hits Adult E Urban
who Livein the - Contemporary Classic Hits All News Adult Hits Information Classic Hits Alternative Contemporary
Urkap ContempotTy ML P 5 150 271 25.0 216 25.1 24.4 232 203
All News
® who Live in the MINNEAPOLIS-ST, PAUL, MN, DMA mUSA m who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA
USA DMA Scarborough R2 2024: Jul23-Aug24 Qual intab 1,862 i : E ‘:a * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved. USA Projection Scarborough R2 2024: Jul23-Aug24 Qual Intab 23,324 - for Anything



1,541,962 or 81.9% of Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Hot AC, Country, Pop Contemporary Hit Radio,

P25-94
Classic Hits, and Adult Contemporary.
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Local AM/FM Radto Formats (Persons & % Reach): Women 25 - 54
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767,753 or 81.6% of Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Hot AC, Country, Pop Contemporary Hit Radio,
Classic Hits, and Adult Contemporary.
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M25-94

I 774,149 or 82.3% of Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Country, All Sports, Hot AC, Adult Contemporary,
and Active Rock.
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Pa0+

1,433,534 or 80.2% of Adults 50 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Classic Hits, Country, Hot AC, Classic Rock, and
News/Talk/Information.
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Avg. Week AII Vfdeo (Persons & % Reach): Adults 18 or older
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1,013,669 or 53.9% of Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA watch Ad-
Supported Local TV Stations for an average of 63.5 minutes every day representing 26.7% of all time
spent daily with Ad-Supported Video.
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475,357 or 50.5% of Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA watch Ad-
Supported Local TV Stations for an average of 68.9 minutes every day representing 26.9% of all time
spent daily with Ad-Supported Video.
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' 538,794 or 57.3% of Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA watch Ad-
Supported Local TV Stations for an average of 58.7 minutes every day representing 26.5% of all time
spent daily with Ad-Supported Video.

Avg. Week All Video (Persons & % Reach): Men 25 - 54
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Avg. Week All Video {Persons & % Reach): Adults 50 or older

1,463,233 or 81.8% of Adults 50 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA watch
Ad-Supported Local TV Stations for an average of 132. minutes every day representing 33.2% of all
time spent daily with Ad-Supported Video.

Avg. Day All Video (% Time Spent & Avg. Minutes/day Spent): Adults 50 or older
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Ad-Supported Local TV Stations for an average of 104. minutes every day representing 29.7% of all

P1a+ 2,442,768 or 63.2% of Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA watch
time spent daily with Ad-Supported Video.
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ﬁ 1,013,669 or 53.9% of Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA watch Ad-
: P25-54 Supported Local TV Stations for an average of 63.5 minutes every day representing 26.7% of all time

spent daily with Ad-Supported Video.
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475,357 or 50.5% of Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA watch Ad-

Supported Local TV Stations for an average of 68.9 minutes every day representing 26.9% of all time
spent daily with Ad-Supported Video.
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1 SLPauL M M25 538,794 or 57.3% of Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA watch Ad-

Supported Local TV Stations for an average of 58.7 minutes every day representing 26.5% of all time
spent daily with Ad-Supported Video.
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1,463,233 or 81.8% of Adults 50 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA watch
Ad-Supported Local TV Stations for an average of 132. minutes every day representing 33.2% of all
time spent daily with Ad-Supported Video.
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Local TV Station VPrograms (Persons & % Reach): Adults 18 or older

{averoge Week)
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Local News - Evening
Movies
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Local News - Morning
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Documentaries
Game Shows

National/Network News
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Local News - Late

Science Fiction

2,442,768 or 63.2% of Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA watch
Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Sports, Local News -
Morning, Comedies, Movies, and Dramas.
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1,013,669 or 53.9% of Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA watch Ad-
Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening, Local News -
Morning, Comedies, Movies, and Dramas.
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-"s'lllleﬂﬂﬂﬁs 475,357 or 50.5% of Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA watch Ad-
Lfaﬂl MN Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Sports, Local News -
j Morning, Comedies, Game Shows, and Dramas.
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Local TVStatJon Programs (Persons & % Reach): Men 25 - 54
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538,794 or 57.3% of Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA watch Ad-
Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening, Local News -
Morning, Comedies, Movies, and Dramas.
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Local TVStatmn Programs (Persons & % Reach): Adults 50 or older
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1,463,233 or 81.8% of Adults 50 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA watch
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2,747,559 or 71.1% of Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA use Ad-
Supported Social Media for an average of 127.7 minutes every day representing 23.4% of all time
spent daily with Ad-Supported Digital Media.

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

AR mv o A
m m Digital: Adults 18 or older
LT C— VK
P — 1
PO r—— Y
m — T
T

concurrent|
usage %:

who Live in the
MINNEAPOLIS-ST. PAUL,
MN, DMA

OTT TV Streaming Se

Social Media
144.4

Non
Premium
+Premium
Cable
Streaming

Streaming Audio (Local Radio/
Podcasts/Streaming Services)
134.7

Social Media
Online YouTube/

TikTok, etc.
Schools,

Bing,
etc.)

OTT TV Streaming Services
144.8

Streaming Audio (Local Radio/
Podcasts/Streaming Services)
127.5

Non-
Premium
+Premium
Cable...

Local TV

etc.) Au..

YouTube/
TikTok, etc.
394

mwho Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA

= who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA

u USA

Avg. Week Ad- Sug_qarted Digital (Persons & % Reach): Adults 18 or older Avg.

Search (Google, Bing, etc.)

/ pps)
Email/Text/IM/Zoom,etc. {Personal & Work)
Social Media

OTT TV Streaming Services

Shopping (incl. Food/Auctions/Travel, etc.)
Local TV Streaming

YouTube/TikTak, etc.

Streaming Audio (Local Radiof...

N i Cable

Games/Fantasy/Betting Sites

Online Classes, Schools, Colleges, Universities

- MINNEAPOUS-ST. PAUL, D 0%
m who Live in the MINNEAPOLIS-ST, PAUL, MN, DMA " mUSA
USA DMA Scarborough R2 2024: Jul23-Aug24 Qual Intab 1,862
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved. USA Projection

Persons.

oizzecato o
m_ﬂﬁ-
s sl

_m Avg. Hours#Minutes/day with Ad- m
PR r L — Supported Digital: Adults 18 or older PR}

m-m.-

who Livein the

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

SRR —
_ LA (2]
8

Sacial Media
127.7

OTT TV Streaming Services

Non-Premium
+Premium
Cable
Streaming

Streaming Audio (Local
Radio/ Podcasts/
Streaming Services)
71.5

Local TV
Streaming
43.0

YouTube/TikTok,
etc.
39.4

Shopping
{incl.
Food...

OTT TV Streaming Services

Bankin..

Non
Streaming Audio (Local Premium
Radio/ Podcasts/
Streaming Services)
729

YouTube/
TikTok, etc.
393

Local TV
Streaming
364

Shopping
(incl.

Food... Banking...

Scarborough R2 2024: jul23-Aug24

® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA

Qual Intab 23,324

soefa.ai

m USA
* Share of Everything
for Anything _




1,429,410 or 75.9% of Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA use Ad-
Supported Social Media for an average of 170.1 minutes every day representing 31.7% of all time
spent daily with Ad-Supported Digital Media.
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W25-54

‘ 795,073 or 84.5% of Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA use Ad-
Supported Social Media for an average of 142.9 minutes every day representing 28.3% of all time
spent daily with Ad-Supported Digital Media.
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634,337 or 67.4% of Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA use Ad-

M25-54 Supported Social Media for an average of 199. minutes every day representing 34.5% of all time
spent daily with Ad-Supported Digital Media.
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1,147,627 or 64.2% of Adults 50 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA use Ad-
Supported Social Media for an average of 143.7 minutes every day representing 27.8% of all time
spent daily with Ad-Supported Digital Media.
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2,747,559 or 71.1% of Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA use Ad-
Supported Facebook for an average of 43.1 minutes every day representing 33.7% of all time spent
daily with Ad-Supported Social Media.
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Avg. Week AII Socml Medm (Persons & % Reach): Adults 25 - 54
R

1,429,410 or 75.9% of Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA use Ad-
Supported Facebook for an average of 55.8 minutes every day representing 34.2% of all time spent
daily with Ad-Supported Social Media.
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Avg. Week AII Socml Medm (Persons & % Reach): Women 25 - 54
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795,073 or 84.5% of Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA use Ad-
Supported Facebook for an average of 43.1 minutes every day representing 29.8% of all time spent
daily with Ad-Supported Social Media.
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634,337 or 67.4% of Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA use Ad-

Supported Facebook for an average of 65.2 minutes every day representing 36.4% of all time spent

daily with Ad-Supported Social Media.
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1,147,627 or 64.2% of Adults 50 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA use Ad-
Supported Facebook for an average of 72.1 minutes every day representing 50.2% of all time spent
daily with Ad-Supported Social Media.
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Supported Facebook for an average of 43.1 minutes every day representing 33.7% of all time spent

P18+ ‘ 2,747,559 or 71.1% of Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA use Ad-
daily with Ad-Supported Social Media.
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i "'s'ip"’""“" Supported Facebook for an average of 55.8 minutes every day representing 34.2% of all time spent

2 DMA
TS daily with Ad-Supported Social Media.
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P25-54
L 5
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. Supported Facebook for an average of 43.1 minutes every day representing 29.8% of all time spent
daily with Ad-Supported Social Media.

MR

i IEI:,‘;?'II“:': w25 5 4 | 795,073 or 84.5% of Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA use Ad-
s 3 2 -
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v*‘é{'ﬁﬂ; 634,337 or 67.4% of Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA use Ad-

Supported Facebook for an average of 65.2 minutes every day representing 36.4% of all time spent
daily with Ad-Supported Social Media.

Weekly 71.5% Avg. Hours+Minutes/day with Ad-Supported
Reach % Social Media: Men 25 - 54
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; V ‘ m'eal:“ IS 1,147,627 or 64.2% of Adults 50 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA use Ad-
S % Lpa"ﬁa: P50+ Supported Facebook for an average of 72.1 minutes every day representing 50.2% of all time spent

- 5 daily with Ad-Supported Social Media.
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 279,169;
Local Radio: 195,183; Social Media: 175,816; Local TV: 92,360; Non-Prem. Cable: 83,172
reaching Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL,

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
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P25-34

M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 129,455;
Local Radio: 99,096; Social Media: 87,972; Local TV: 37,006; Non-Prem. Cable: 35,619
reaching Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN,

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
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e | W25-54

M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 70,503;
Social Media: 52,361; Local Radio: 49,134; Local TV: 18,761; Non-Prem. Cable: 17,700

Bl e ; reaching Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN,

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
USA Metro Area Women 25 - 54

DMA 16,000,000
250,000
14,000,000
200,000 12,000,000
10,000,000
150,000
8,000,000
100,000 6,000,000
4,000,000
50,000
2,000,000
1] 1]
N o » b”‘:\°$°°f’°'°ﬁ?'\r°'s9'\9'59@‘obQ’\Q%Q*QQ'»QqF AP R P 1\°$°Q°°'°N-°W°NQ'19&Q°R‘°Q@‘\Q R R aR 4F
0@‘9:‘?‘5@%‘3@’\‘5@q@$@\’\’0¢9‘Q'],QG,QQRO,Q‘@Q’\Q%QQQQQ\’Q” 06"\?'1?7’@6?6"'\’9?499\' N¢Q’$@Q@€%Q$QQ~Nd0
s Mon- Fri Local AM/FM Radio AQH e Mon-Fri Local TV Station AQH e Mon-Fri Local AM/FM Radio AQH e Mon-Fri Local TV Station AQH
s V0N Fri Non-Premium Cable TV AQH s M on-Fri Social Media AQH e Vlon-Fri Non-Premium Cable TV AQH e M on-Fri Social Media AQH
e [VlON- Fri Digital Media (Less Social) AQH s Vlon-Fri Digital Media (Less Social) AQH
UsA DMA Scarborough R2 2024: Jul23-Aug24 Qual Intab 1,862 *® Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved. USA Projection Scarborough R2 2024: Jul23-Aug24 Qual Intab 23,324 soeﬁ.al for Anything _




e M25-54

M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 59,616;
Local Radio: 49,672; Social Media: 36,407; Local TV: 18,186; Non-Prem. Cable: 17,768

= g reaching Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN,

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
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Top-13 Out—of Home Media (Persons & % Reach): Adults 18 or older

(average weex)
Grocery Stores

Billboards & Signs (Weekly Drivers)

Walking in Towns, Cities, Downtown...

AM/FM Radio

Gas Stations/Convenience Stores
Restaurants & Bars

Shopping Malls

Drug Stores

Podcasts

Spotify

SiriusXm

YouTube Music

Movie Theaters

3,482,369 or 90.1% of Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend
an average of 57.3 minutes per day driving, seeing Billboards and Signs. 66.6% Listen to Local Radio
Stations Out-of-Home for an average of 37. minutes/day.
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. 1,664,327 or 88.4% of Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an
average of 60.4 minutes per day driving, seeing Billboards and Signs. 72.2% Listen to Local Radio
Stations Out-of-Home for an average of 43.5 minutes/day.
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(average week) [ veroge ooyl

‘Grocery Stores m g 95 49 g
e ik i) T VO i
Walking in Towns, Cities, Downtown... M -G- Towns, Cities, Walking in Towns,
; ik Downtown | Restaurants Citles, Downtown
] —— 2. il = S
Gas Stations/Convenience Stores z m 3 203 16.0 > 2
v m’ = Billboards & Signs (Weekly

Restaurants & Bars
Grocery Retail
Podcasts Avg. Hours+Minutes/day with Out- Retai : i
ia: u Movie Restaurants &  Stores Stores
Shopping Malls of-Home Media: Adults 25 - 54 m AM/FM Radio Theaters dea... | Ste i R 10.7 76
spotify 12,5 i i 159
YouTube Music 2.28
Drug Stores e 5 _ 3% Billboards & Signs Grocery | Yo.. Movie
who Live in the usA (Weekly Dri opp alls Stores M | AM/FM Radio Theaters
Retail Stores MINME:’OUS':;. PAUL, 8% 60.4 . 10.8 64 |Drug... | 47.3 13.8
® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA W USA ® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA m USA
Top-13 Ad- Suggorted Out-of-Home Media (Persons & % Reach): Adults 25 - 54 Top-13 Ad-Supported Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 - 54
(areroge week  sime spemt: L_vaw

e Shores e S "
4%
e B e D) e VAT
B il 10127757
o ¥ o] pi

AM/FM Radio

Walking in
Towns, Cities, Walking in Towns,
Downtown Restaurants Cities, Downtown
Areas & Bars Areas
203 16.0 22.0
Billboards & Signs (Weekly
Drivers)
55.5 Grocery

Gas Stations/Convenience Stores

o -

Shopping Malls

G (e [N [F8 ES
Es [ (L8 ]
B R

Avg. Hours+Minutes/day with Ad-
Supported Out-of-Home Media:
Adults 25-54

AM/FM Radio Movie Retall N Stores  Podaa
435 Theaters | Podca.. | Stor. Bars 10.7 7.9
| S 9.4 7.4 15.9

Podcasts
"
Drug Stores 25'124‘91
YouTube Musi 2
Retail Stores 19 48840 m usage % 8.5%

who Livein the usa

- YouT G
Billboards & Signs Grocery ;:(as M Movie Retail Music [SE8
Shopp 3 Stores AM/FM Radio Theat Stor...

Movie Theaters :I'.E 925 m MINNEAPOLIS-ST. PAUL, 108 70 |brug 44.0 : 7.6 Dru.. [TVe.
TV Music Channels m MDA Drug...
= who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA = who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA

* Share of Everything

USA DMA Scarborough R2 2024: Jul23-Aug24 Qual Intab 1,862 for Anything

All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved. USA Projection Scarborough R2 2024: Jul23-Aug24 Qual intab 23,324 -



Top-13 Out—o_f Home Media (Persons & % Reach): Women 25 - 54

(average week)
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Gas Stations/Convenience Stores
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. 836,777 or 88.9% of Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an
average of 56.9 minutes per day driving, seeing Billboards and Signs. 71.3% Listen to Local Radio
Stations Out-of-Home for an average of 36.9 minutes/day.
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Top-13 Out-o_f Home Medm (Persons & % Reach): Men 25 - 54

(average week)
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' 827,550 or 88.% of Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average
of 64. minutes per day driving, seeing Billboards and Signs. 73.% Listen to Local Radio Stations Out-
of-Home for an average of 49.9 minutes/day.
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1,691,463 or 94.6% of Adults 50 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend
an average of 52.7 minutes per day driving, seeing Billboards and Signs. 64.4% Listen to Local Radio

Stations Out-of-Home for an average of 37.1 minutes/day.

Top-13 Out—of -Home Medra (Persons & % Reach): Adults 50 or older
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3,482,369 or 90.1% of Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an
average of 57.3 minutes per day driving, seeing Billboards and Signs representing 41.% of all Time Spent
with Ad-Supported Out-of-Home Media.
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1,664,327 or 88.4% of Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average
of 60.4 minutes per day driving, seeing Billboards and Signs representing 37.3% of all Time Spent with Ad-
Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported

. Out-of-Home Media: Adults 25 - 54
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836,777 or 88.9% of Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average
of 56.9 minutes per day driving, seeing Billboards and Signs representing 36.8% of all Time Spent with Ad-
Supported Out-of-Home Media.
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827,550 or 88.% of Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 64.
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1,691,463 or 94.6% of Adults 50 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an
P50+ average of 52.7 minutes per day driving, seeing Billboards and Signs representing 45.3% of all Time Spent
with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 50 or older

Reachns "Share of Ad-Supported OOH Media"
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‘ 1,534,276 or 39.7% of Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 9.4 minutes every day representing 36.4%
of all time spent daily with All forms of Print Media.

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

5 Time §;

L

Local Daily Newspaper(s) (Daily+Sunday) 20 8

Direct Mail Advertising (excluding Catalogs) 11,994

Local Daily Newspa per(s) (Sunday)
Local Daily Newspaper(s) (Daily
Books

All Local Weekly Newspapers

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

who Live in the MINNEAPOU S~

A 18 e e

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

Magazines

‘Wall Street Journal (Daily)

Catalogs

' T T T R

USA Today (Daily)

New Yotk Times
(DailysSunday)
94

- Local €

Wall Street Journal
(Daily)

Magazines

Local Daily 71

) (Daily New York Times
v) (Daily)
71

Books
141

Local Daily

New York Times (Dally

Wall Street Journal

(Daily)
101

+Sunday)
9.8

New York Times
(Daily)

Local Daily
per(s) (Daily
+Sunday)

Direct Mail

8.0

® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA BUSA

® who Live in the MINNEAPOLIS-ST.

PAUL, MN, DMA

= USA

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

Local Daily Newspaper(s) (Daily

All Local Weekly Newspapers

New York Times (Daily+Sunday)

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

New York Times (Daily) Supported Print Media: Adults 18 or older| M

Magazines
Wall street Journal (Daily)
Catalogs

wha Live in the MINNEAPOLIS-
ST. PAUL, MN, DMA

USA Today (Daily)

Books

Wall Street Journal (Daily)
104

Local Daily
Newspaper(s)
(sunday)
131

USA Today (Daily)
93

Local Dally Newspaper(s)
(Daily+Sunday)
9.4

New York Times (Daily)
1.7

New York Times New York Times (Daily
(Sunday) +Sunday)
11.2 9.4

ail Advertising
{excluding Catalogs)
1.2

Local Daily
Newspaper(s)
(Sunday)
13.0

New York Times
(Sunday)
11.6

Wall Street Journal (Daily)
101

New York Times (Daily
+Sunday)
9.8

USA Today (Daily)
9.8

New York Times (Daily)
80

mUsA

® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA
USA DMA Scarborough R2 2024: Jul23-Aug24 Qual Intab 1,862

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

® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA

Scarborough R2 2024: Jul23-Aug24 Qual Intab 23,324

soefa.ai

m USA

* Share of Everything
for Anything _
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650,873 or 34.6% of Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA read Local
Daily Newspaper(s) (Daily+Sunday) for an average of 7.8 minutes every day representing 31.% of all
tlme spent daily with All forms of Print Media.

'Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 - 54

Avg. Hours+Minutes/day with All
Print Media: Adults 25 - 54
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Avg. Week AII Prmt Medm (Persons & % Reach): Women 25-54
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295,489 or 31.4% of Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA read Local
Daily Newspaper(s) (Daily+Sunday) for an average of 7. minutes every day representing 30.7% of all
time spent daily with All forms of Print Media.

Avg. Hours+Minutes/day with All
Print Media: Women 25 - 54
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Avg. Week All Print Media (Persons & % Reach): Men 25 - 54
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‘ 358,001 or 38.1% of Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA read Local Daily
Newspaper(s) (Daily+Sunday) for an average of 8.8 minutes every day representing 31.4% of all time
spent daily with All forms of Print Media.
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771,851 or 43.2% of Adults 50 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA read Local
Daily Newspaper(s) (Daily+Sunday) for an average of 15.8 minutes every day representing 43.6% of
all time spent daily with All forms of Print Media.

Avg. Week AII Print Media (Persons & % Reach): Adults 50 or older Avg Day All Print Media (% Time Spent & Avg Minutes/day Spent): Adults 50 or older
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