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8.6% or 22,504,070 of USA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mos.
Typical Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 49.1 years old (.4%
older than average) and have a $128,198 (39.8% higher than average) annual household income.
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8.5% or 328,229 of MINNEAPOLIS DMA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mos.
Typical Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 50.7 years old (3.9%
older than average) and have a $128,979 (20.5% higher than average) annual household income.
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7.7% or 192,430 of ST. LOUIS DMA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mos.
Typical Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 48.1 years old (2.7%
younger than average) and have a $118,260 (25.2% higher than average) annual household income.
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@ Percent of Market: Adults 18 or older ﬂ\*Gender of Target vs. Market: Adults 18 or older |Ethnicity of Target vs. Market:
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at BEST BUY past 3mos
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6.% or 114,393 of CINCINNATI DMA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mos.
Typical Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 51.3 years old (5.1%
older than average) and have a $123,036 (28.7% higher than average) annual household income.
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11.2% or 210,090 of WEST PALM BEACH DMA Adults 18 or older Purchased Items In-Store at BEST BUY past 3
Typical Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 50.3 years old (6.3%
younger than average) and have a $109,240 (12.7% higher than average) annual household income.
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8.6% or 22,504,070 of USA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mos.
Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 19.1% more likely to be a
college graduate, 15.3% more likely to work full-time, 15.% more likely to be married, .2% more likely to be

a parent of 1 or more children under 18.

e .
* ’f‘ Education Levels: Adults 18 or older Employment: Adults 18 or older ( \[ ) Marital Status: Adults 18 or older
\
: 1.8% . 69.0% . . 28.8%
Some High School or Less (not graduate) B 5.0% Employed Full-Time or Part-Time 62.8% Single, Never Married 32.3%
High School Graduate (12th grade or GED) .3% Employed Full-Time (35 hours or more) 47. Married 50.
i 15.2% 4 13.8% 0.7%
Some College Credit (no degree) Employed Part-Time (less than 35 hours) Legally Separated I 1.7%
—— 14.2% White Coll 47.8% . 8.4%
Associate's Degree (AA, AS, etc.) 13.2% ite Collar Divorced
26.3% 21.2% . 3.9%
Blue Coll:
College Graduate (4 year college) 21.5% ue Collar 18.4% Widowed . 4.9%
17.4% 8 18.8% 6.9%
Postgraduate Degree Work From Home (most of the time or always) [15.29] LGBTQ+ (net) W 75
who Purchased ltems In-Store at BEST BUY past 3mos mUSA who Purchased Items In-Store at BEST BUY past 3mos mUSA who Purchased Items In-Store at BEST BUY past 3mos mUSA
Top-20 Occupations: Adults 18 or older Entrepreneurs/Military Experience kAt .M ' Stage in LI:fe.‘ Adults 18 or older
9.4% 9.2%
199902% 8:2% . 9 6.6% 6.5% -
- - Parent of 1 or more Children under 18 _ 26.2%
I . 8.5%
7 Small Business Self-Employed  Current or Former Working Mothers I c.5%
jo.1% Owner Military Service
6.9%. 45 Parent of 1 or more Children Under Age 2 4.5%
a9BA% | R — 2.9% 4.9%
’ -9HBI% 3398 3.2% 3.2% g
I . . . 0% 27%.4% 23%0.1% 1852.0% 13520% 190.0% 2% 9% 25% 6o, 1.9% 6% 140.5% 1.6% 2% 1.4% 1% Parent of 1 or more Children Age 2-5 _ 8.953Sy
Holl'H s om om om0 S o Linay
i 11.8%
& & o o > ® > & & s ] & & & » & o & Parent of 1 or more Children Age 6- 11 I
,f&b p & 5‘9@ 7 ‘;PQ ; ‘350‘" . «5& 2 Q‘o" g 69-}“ @6‘8’ . ‘ff @h‘;‘c ,&3& ; ,_,f" é.ée o}&é\ q\Q& g ‘*0 R 4 p é,gl" ﬁé-i‘ 13.3%
® G, y &
& 3 3° -(.‘OQ & &,,e ,,\0& i & i # & &@ ‘e*"‘ 5 & o ‘435. Parent of 1 or more Children Age 12 - 17 16.9%
LA A A A A A P A A R I 152
CA A - A & & &S T & & 10.3%
,"‘\5 5@"““ ¢ # ‘f.d’ s)f ‘f,;\" ‘&Q\ tf' & < o v_‘a\ &.’é“ gfé\ @“6"‘ Parent of 1 or more Childrenin College B 5.0% y
o o AT R o & @ N
& & > o > " 24.8%
€ \s“f ébd?;. @\\1@‘ Frandparent of 1 or more Children under 18 I 2417
& d &
who Purchased Items In-Store at BEST BUY past 3mos B USA a who Purchased ltems In-Store at BEST BUY past 3mos mUSA
usAa USA Projection Scarborough R2 2024: Aug23-Sep24 Qual intab 2,034
All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, inc. LLC. All rights reserved. USA Projection Scarborough R2 2024: Aug23-Sep24 Qual Intab 23,097

[(Stores/services shopped in-store past 3 months: Best Buy AND Stores/services bought past 3 months: Best Buy)]



8.5% or 328,229 of MINNEAPOLIS DMA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mos.
Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 16.4% more likely to be a
college graduate, 4.4% more likely to work full-time, 4.7% more likely to be married, 8.8% less likely to be a

parent of 1 or more children under 18.
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7.7% or 192,430 of ST. LOUIS DMA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mos.
Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 20.2% more likely to be a
college graduate, 17.6% more likely to work full-time, 25.3% more likely to be married, 37.4% more likely to

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

6.% or 114,393 of CINCINNATI DMA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mos.
Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 47.8% more likely to be a
college graduate, 12.3% more likely to work full-time, 33.3% more likely to be married, 25.3% less likely to
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11.2% or 210,090 of WEST PALM BEACH DMA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mgos.
Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 1.6% less likely to be a college
graduate, 17.2% more likely to work full-time, 21.6% more likely to be married, 1.8% more likely to be a

parent of 1 or more children under 18.
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8.6% or 22,504,070 of USA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mos.
Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 8.% more likely to own their

home, 29.% more likely to own a higher valued home, 4.7% more likely to have a single-family home, 17.3%

more likely to have a dog.

@ﬁm Type of Home: Adults 18 or older 4y t® Pets in Home: Adults 18 or older
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8.5% or 328,229 of MINNEAPOLIS DMA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mos.
Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 6.5% more likely to own their

home, 9.5% more likely to own a higher valued home, 4.% more likely to have a single-family home, 7.8% less

likely to have a dog.
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7.7% or 192,430 of ST. LOUIS DMA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mos.
Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 8.6% more likely to own their

home, 12.4% more likely to own a higher valued home, 5.3% more likely to have a single-family home, 23.4%
more likely to have a dog.
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6.% or 114,393 of CINCINNATI DMA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mos.
Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 27.2% more likely to own their

home, 6.2% more likely to own a higher valued home, 15.3% more likely to have a single-family home, 9.4%
more likely to have a dog.
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11.2% or 210,090 of WEST PALM BEACH DMA Adults 18 or older Purchased Items In-Store at BEST BUY past 3r1105.
Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 7.4% less likely to own their

home, 5.4% more likely to own a higher valued home, 11.3% less likely to have a single-family home, 18.7%
less likely to have a dog.
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8.6% or 22,504,070 of USA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mos.

Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 4.5% less likely to look up D-I-
Y advice online, 16.4% more likely to always vote in local elections, 39.4% more likely to belong to a gym,
19.1% more likely to fly domestic past yr
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8.5% or 328,229 of MINNEAPOLIS DMA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mos.
Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 5.5% more likely to look up D-
I-Y advice online, 14.1% more likely to always vote in local elections, 62.1% more likely to belong to a gym,
21.4% more likely to fly domestic past yr
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7.7% or 192,430 of ST. LOUIS DMA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mos.
Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 6.% more likely to look up D-I-
Y advice online, 13.5% more likely to always vote in local elections, 43.4% more likely to belong to a gym,
28.5% more likely to fly domestic past yr.
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6.% or 114,393 of CINCINNATI DMA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mos.
Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 2.5% more likely to look up D-
I-Y advice online, 37.1% more likely to always vote in local elections, 80.5% more likely to belong to a gym,

20.7% more likely to fly domestic past yr
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11.2% or 210,090 of WEST PALM BEACH DMA Adults 18 or older Purchased Items In-Store at BEST BUY past...
Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 7.1% more likely to look up D-
I-Y advice online, 27.9% more likely to always vote in local elections, 60.% more likely to belong to a gym,
11.1% more likely to fly domestic past yr.
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8.6% or 22,504,070 of USA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mos.

Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 5.6% more likely to use QSRs
past mo., 15.2% more likely to use Sit-Down Restaurants past mo., 25.% more likely to use Casinos past yr.,
37.2% less likely to smoke cigarettes.

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

[ ] 1time

it-Down Restaurants Used Past 30-days)
15.5%
| .
2times 2 times 15.5%
3times 3times 12.9% o
4 times 4 times 0.9%
5times S5 times
6-9times 6 - 9times
& Mexican i Wings/ Upscale Steakhouse
i/ Burgers/ Donut/
10times or more 10times or more ot speruear aakary
m who Purchased Items In-Store at BEST BUY past 3mos mUsSA ® who Purchased Items In-Store at BEST BUY past 3mos mUSA ¥ who Purchased | tems In-Store at BEST BUY past 3mos mUsA
Avg. Monthly QSR Meals: Total Monthly Sit-Down Restaurant Users:  Avg. Monthly Sit-Down R ant Meals: Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
86.2% 74.9% who Purchased ltems in-Store at BEST BUY past 3mos  [BjI20 32 21.0%

Drank Past 30-days: Adults 18 or older Past 12 months Casino Activities: Adults 18 or older |Used Past 30-days: Adults 18 or older
Any Type of Beer Table Games (Craps, Poker, etc.)
wine —
61,01 1% ;

5
Domestic Regular Beer Upscale Restaurant 8 .99
Domestic Light Beer Stage Show / Concert m 12
Imported Beer Sports Betting
Microbrew / Craft Beer m 8% % Other Gambling M

Spa

Casinos visited past 12 hs: Yes Marij [ Cannabis

mwho Purchased Items In-Store at BEST BUY past 3mos WUSA ® who Purchased ltems In-Store at BEST BUY past 3mos mUSA = who Purchased Items In-Store at BEST BUY past 3mos mUSA
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1time

2times
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4 times

5 times

6 -9times

# who Purchased Items In-Store at BEST BUY past 3mos

Total nggg\;ﬂv QSR Users:

e R

= MINNEAPOLIS
Avg. Monthly QSR Meals:

37.8% less likely to smoke cigarettes.

8.5% or 328,229 of MINNEAPOLIS DMA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mos.
Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 6.7% more likely to use QSRs
past mo., 13.7% more likely to use Sit-Down Restaurants past mo., 35.3% more likely to use Casinos past yr.,

Past 30-days Sit-Down Restaurant Users: Adults 18 or older
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18.1%

e 1173
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3 times
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own Restaurant Meals:

Drank Past 30-days: Adults 18 or older

Liquor vy 47.7%

S e

—
S -
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Imported Beer
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# who Purchased tems In-Store at BEST BUY past 3mos

MINNEAPOLIS DMA

Scarborough R2 2024: Jul23-Aug24
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Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days) ﬁ
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sports sar Coffeesar  Other  Bakery
MINNEAPOLIS 461,358 11.9%
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Past 12 months Casino Activities: Adults 18 or older
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Sports Betting m 8.8%
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Used Past 30-days: Adults 18 or older

Marijuana / Cannabis

Cigarettes Vape

= who Purchased Items In-Store at BEST BUY past 3mos = MINNEAPOLIS
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Past 30-days QSR Users: Adults 18 or older

tme

3 times

4 times

5times

6-9times

10times or more

= who Purchased Items In-Store at BEST BUY past 3mos mST. LOUIS

Total Agg}ggffy QSR Users: Avg. Monthly QSR Meals:

88.3%

2.214.811

65.7% less likely to smoke cigarettes.

7.7% or 192,430 of ST. LOUIS DMA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mos.
Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are .% less likely to use QSRs past

mo., 19.2% more likely to use Sit-Down Restaurants past mo., 53.1% more likely to use Casinos past yr.,

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

1time

2 times 15.6%

3times 10.2

4 times

5 times

%

6-9times 7.5%

10times or more

# who Purchased Items In-Store at BEST BUY past 3mos
Total Monthly Sit-Down Restaurant Users:  Avg. Monthly Sit-Down Restaurant Meals:

87.8% 73.6%

Drank Past 30-days: Adults 18 or older
Ay Type o Seer
Uiguor
Domestic Light Beer
Domestic Regular Beer
Wine
Imported Beer - v
Microbrew / Craft Beer %13‘2% '

WST. LOUIS

Qual Intab

# who Purchased Items In-Store at BEST BUY past 3mos

ST. LOoUIS DMA Scarborough R2 2024: Jul23-Aug24

Past 12 months Casino Activities: Adults 18 or older

Slot Machines  poyerm 24.8%

Table Games (Craps, Poker, etc.) priyn 11.7%
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Sports Betting
Stage Show / Concert
Other Gambling 23%
e BT 3o
® who Purchased ltems In-Store at BEST BUY past 3mos

164
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18.7%

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

3,73

Chiness  pia  mexin  makan  wings/ Steakhouse Coffee  Bagel/ indian/  Upscale
Burgers / Wouse{ Donut/  Thail
Sports Bar coffecsar makery  Other
Asian

i who Purchased Items in-Store at BEST BUY past 3mos. mST. LOUIS

who Purchased items in-Store at BEST BUY past 3mos

st ous 13.6%

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

Used Past 30-days: Adults 18 or older

"y

Cigarettes Vape
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Casinos visited past 12
= ST. LOUIS

= ST. LOUIS

= who Purchased Items In-Store at BEST BUY past 3mos

[(Stores/services shopped in-store past 3 months: Best Buy AND Stores/services bought past 3 months: Best Buy)]
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» who Purchased Items In-Store at BEST BUY past 3mos

Total Monthly QSR Users:
86.1% 87.9%

e HPE 0 “

= CINCINNAT
Avg. Monthly QSR Meals:

less likely to smoke cigarettes.

6.% or 114,393 of CINCINNATI DMA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mos.
Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 2.% less likely to use QSRs past
mo., 10.% more likely to use Sit-Down Restaurants past mo., 45.7% more likely to use Casinos past yr., 6.5%

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

[ ] 1time

7%

2 times

5 times

4 times

6-9times 8.2%

10 times or more
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Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
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P— 17.6%
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Bar/ Nightelub
Sports Betting
m 17.
8.3%
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# who Purchased Items In-Store at BEST BUY past 3mos

Upscale Restaurant
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Used Past 30-days: Adults 18 or older

Cigarettes

Marijuana / Cannabis Vape

= who Purchased Items In-Store at BEST BUY past 3mos = CINCINNAT

[(Stores/services shopped in-store past 3 months: Best Buy AND Stores/services bought past 3 months: Best Buy)]



o

11.2% or 210,090 of WEST PALM BEACH DMA Adults 18 or older Purchased Items In-Store at BEST BUY past 3ma
Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 9.5% more likely to use QSRs
past mo., 16.% more likely to use Sit-Down Restaurants past mo., 33.5% more likely to use Casinos past yr.,
45.8% less likely to smoke cigarettes.

Past 30-days QSR Users: Adults 18 or older |Past 30-days Sit-Down Restaurant Users: Adults 18 or older| Top-10 Cuisines: Adu!ts 18 or older

< . (Sit-Down Restaurants Used Past 30-days,
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. 84.2%

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
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1531371 2

Drank Past 30-days: Adults 18 or older 4 Past 12 months Casino Activities: Adults 18 or older |Used Past 30-days: Adults 18 or older
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8.6% or 22,504,070 of USA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mos.
Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 23.5% more likely to have a

401K, 39.2% more likely to have an Auto Loan, 34.1% more likely to Invest/Trade Stocks Online, 6.5% more
likely to pay with their Debit Card.

ﬂﬁd Investments Owned: Adults 18 or older
401K Plan
IRA (Individual Retirement Account)
Stocks or Stock Options TSNS 294K
Mutual Funds ;;-1%
Money Market Funds m.ligms
Bonds L‘ﬁ:-""%

Other (Crypto / NFTs / Metals, etc.) Ml ;;'{’%

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

10.1% 10.6%
) h m - - - -
1 10.7%)
. . s
Money

) v s i s 3.5
529 Plan / College Savings Plan 1.8% Checking Debitor ATM  Savings  Credit Card online Mobile online Bill Home Auto Loan Certificates of Studentloan Personal Loan Refinanced Home
Account card Account Banking Banking Paying Mortgage Market  Deposit(CDs) Home  Improvement
Second Home or Real Estate Property 3 ;‘;'65‘ Account Mortgage  Loan or Home
46 Equity Loan
w who Purchased Items In-Store at BEST BUY past 3mos mUSA ® who Purchased Items In-Store at BEST BUY past 3mos HUSA

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

Financial Planner
Online Investing / Stock Trading
Accountant R
Insurance Agent at a Local Office (not online) 9.8% s . .
Real Estate Agent m b
Estate Planning m;‘”‘

J 8.2%
16.6% AT
2.5% 38% 3.7% 3.4%

Google Pay  Store Credit  Discover American Facebook Samsung Pay Square Cash

BN = s 0 000

5u013 504 7 20 x Y 5111 e e
Debit Card Venmo Zelle MasterCard  Apple Pay  Cash App

Divorce / Family Attorney hw?f% (trastIzWGAths) card Express Messenger
m who Purchased Items In-Store at BEST BUY past 3mos mUSA m who Purchased Items In-Store at BEST BUY past 3mos m USA
USA USA Projection Scarborough R2 2024: Aug23-Sep24 Qual Intab 2,034
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[(Stores/services shopped in-store past 3 months: Best Buy AND Stores/services bought past 3 months: Best Buy)]



' 8.5% or 328,229 of MINNEAPOLIS DMA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mos.
Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 29.1% more likely to have a
401K, 48.8% more likely to have an Auto Loan, 30.9% more likely to Invest/Trade Stocks Online, 7.8% more

| likely to pay with their Debit Card.

mﬁalnvestments Owned Adults 18 or older

401K Plan Py 52.0%

IRA (Individual Retirement Account) 1612875 RTTX

Stocks or Stock Options
Mutual Funds m
Money Market Funds m s
Bonds m T
529 Plan / College Savings Plan ﬁ&ﬁ%

Other (Crypto / NFTs [ Metals, etc.) E 132%

Second Home or Real Estate Property : B_ﬁ;"'m

® who Purchased ttems In-Store at BEST BUY past 3mos B MINNEAPOLIS

Checking Savings  Debit or ATM Credit Card Online Mohbile

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

10.9% g.595 B7% g 39 B.9%

‘ h o . __pm e

Student|oan Personal Loan Refinanced Home

Online Bill

Auto Loan Certificatesof ~ Money
Account Account card Banking Banking Paying Deposit (CDs)  Market Home  Improvement
Account Mortgage Loan or Home
Equity Loan

m who Purchased Items In-Store at BEST BUY past 3mos m MINNEAPOLIS

Professional Services Used*- Adults 18 or older

Tax Preparation Service g
90,539

Financial Planner

OnlineInvesting / Stock Trading
%

Insurance Agent at a Local Office (not online) 11. 1;: i

Accountant

5.7%
L 3.3%
Estate Planning E} :’;:*

0
Divorce / Family Attorney Eef%z% (*Past12 Months)

Real Estate Agent

m who Purchased Items In-Store at BEST BUY past 3mos ® MINNEAPOLIS
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visA PayPal Venmo

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

10.8%11.1%
2.5% 3.6% 4 70 2.7%
R = >

Google Pay Sore creti! Cash App American Discover Facebook Samsung Pay Square Cash
Express. Messenger

m MINNEAPOLIS

DebitCard MasterCard  Apple Pay zelle

m who Purchased ltems In-Store at BEST BUY past 3mos

[(Stores/services shopped in-store past 3 months: Best Buy AND Stores/services bought past 3 months: Best Buy)]




7.7% or 192,430 of ST. LOUIS DMA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mos.
OBEST ; Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 36.7% more likely to have a

401K, 2.% more likely to have an Auto Loan, 59.1% more likely to Invest/Trade Stocks Online, 5.6% 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
Mutual Funds N B
Money Market Funds m 25K
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) . 31 s Lo e st
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. Account card Account Banking Paying Banking Mortgage Market  Deposit(CDs) Home  Improvement
Second Home or Real Estate Property g ATR Account Mortgage Loan or Home
150, MK+ Equity Loan
% who Purchased Items In-Store at BEST BUY past 3mos M ST. LOUIS u who Purchased Items In-Store at BEST BUY past 3mos m ST. LOUIS

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

Tax Preparation Service s =7
OnlineInvesting / Stock Trading
= 11.1%
Insurance Agent at a Local Office (not online]
# ¢ N 576 760 10.8%
ux @
A tant

12.3%
Real Estate Agent ’l.;%[ﬂﬁ 8.3%
a4% sl
Estate Planning !25%' = = p—— = om:_ oz_%n
5 i 1.1% (*Past 12 Menths) visA PayPal Debit card venmo MasterCard Zelle Apple Pay Discover GooglePay CashApp  Store Credit  American Facebook Samsung Pay Square Cash
Divorce / Family Attorney L0% Card Express  Messenger

= who Purchased Items In-Store at BEST BUY past 3mos | ST. LOUIS m who Purchased items In-Store at BEST BUY past 3mos m ST. LOUIS
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6.% or 114,393 of CINCINNATI DMA Adults 18 or older Purchased Items In-Store at BEST BUY past 3mos.

Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos are 22.1% more likely to have a

401K, 21.9% more likely to have an Auto Loan, 29.6% more likely to Invest/Trade Stocks Online, 5.2% 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 Plan
IRA (Individual Retirement Account)
Stocks or Stock Options
Mutual Funds 25.4%
Money Market Funds m 21.6%
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’ A P ey e
Bond 10.3% S g T — o = =
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Account card Account Banking Paying Banking Mortgage Market Deposit (CDs) Improvement  Home
Second Home or Real Estate Property M i Account Loanor Home Mortgage
5.4% Equity Loan
mwho Purchased Items In-Store at BEST BUY past 3mos W CINCINNATI
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Professional Services Used*: Adults 18 or older E'Past 3-Months Payment Methods Used: Adults 18 or older

Online Investing / Stock Trading
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3 7%
-
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Estate Planning ! 11,929:‘

Real Estate Agent 9.6%
6.0%

B RS - ]

9 " 00.0% (*Past 12 Months) VisA DebitCard MasterCard ~ Venmo Zelle CashApp  ApplePay GooglePay American Store Credit  Discover Facebook Samsung Pay Square Cash
Divorce / Family Attorney B 1% Express card Messenger
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CINCINNATI DMA Scarborough R2 2024: Aug23-Aug24 Qual Intab 131
All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.
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11.2%
Adults

likely t

or 210,090 of WEST PALM BEACH DMA Adults 18 or older Purchased Items In-Store at BEST BUY past...
18 or older who Purchased Items In-Store at BEST BUY past 3mos are 26.6% more likely to have a

401K, 40.4% more likely to have an Auto Loan, 97.7% more likely to Invest/Trade Stocks Online, .2% more

o pay with their Debit Card.

ﬁ 4 Investments Owned: Adults 18 or older ™~ Financial Services Has and/or Uses: Adults 18 or older
401K Plan
IRA (Individual Retirement Account)
Money Market Funds m %%
21.7%
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529 Plan / College Savings Plan &g 55"2:;’5 Account l::'._; :'Dme Mortgage
an
w who Purchased ltems In-Store at BEST BUY past 3mos m WEST PALM BEACH » who Purchased Items In-Store at BEST BUY past 3mos ® WEST PALM BEACH
Professional Services Used*: Adults 18 or older 'm'Past 3-Months Payment Methods Used: Adults 18 or older
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Financial Planner
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Estate Planning H's‘:ﬁs% _— 7y oo 41 707 ﬂ J P . [ ]
- 2 | #0.1% (*Past 12 Months) VisA MasterCard Venmo Apple Pay CashApp  Store Credit  American Discover Google Pay  Facebook  Square Cash Samsung Pay
Divorce / Family Attorney ! 7.2% card Express Messenger
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Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an average of 3 days, 6 hours, 15
minutes and 4 seconds each week with All Forms of Media.

86.9% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an avg. of 8 hours and 34 minutes each week
listening to All Local AM/FM Radio, representing 9.5% of totaltime spent with all forms of Media.
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Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an average of 3 days, 3 hours, 1 minutes|
and 5 seconds each week with All Forms of Media.

90.9% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an avg. of 8 hours and 25 minutes each week
listening to All Local AM/FM Radio, representing 10.2% of totaltime spent with all forms of Media.

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

70:14:38
: InStore MINNEAPOLIS
% of Total
Weekly H:M:

¥ past 3mos

B

B who Purchased Items In-Store at BEST BUY past 3mos B MINNEAPOLIS

Qual Intab 1,862 Hubbard Share of Everything

f Anythi .
BROADCASTING SIARIENINY. o

MINNEAPOLIS DMA Scarborough R2 2024: jul23-Aug24 Qual Intab 170 MINNEAPOLIS-ST. PAUL DMA Scarborough R2 2024: Jul23-Aug24
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadeasting, Inc. LLC. All rights reserved.

[(Stores/services shopped in-store past 3 months: Best Buy AND Stores/services bought past 3 months: Best Buy)]



Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an average of 3 days, 15 hours, 59
minutes and 20 seconds each week with All Forms of Media.

91.6% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an avg. of 7 hours and 33 minutes each week
listening to All Local AM/FM Radio, representing 7.9% of total time spent with all forms of Media.
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Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an average of 3 days, 15 hours, 22
minutes and 42 seconds each week with All Forms of Media.

94.8% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an avg. of 7 hours and 33 minutes each week
listening to All Local AM/FM Radio, representing 8.2% of totaltime spent with all forms of Media.
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Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an average of 3 days, 5 hours, 40
minutes and 25 seconds each week with All Forms of Media.

89.2% of Adults 18 or older who Purchased Iltems In-Store at BEST BUY past 3mos spend an avg. of 8 hours and 45 minutes each week
listening to All Local AM/FM Radio, representing 10.1% of totaltime spent with all forms of Media.
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Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an average of 2 days, 11 hours, 44
minutes and 4 seconds each week with All Forms of Ad-Supported Media.

81.9% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an avg. of 7 hours and 46 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 10.7% of total time spent with all forms of Ad-Supported Media.
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Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an average of 2 days, 10 hours, 57
minutes and 40 seconds each week with All Forms of Ad-Supported Media.

84.3% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an avg. of 7 hours and 27 minutes each week
| listening to Local Ad-Supported AM/FM Radio, representing 10.7% of total time spent with all forms of Ad-Supported Media.
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Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an average of 2 days, 16 hours, 46
minutes and 4 seconds each week with All Forms of Ad-Supported Media.

86.1% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an avg. of 6 hours and 36 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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Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an average of 2 days, 19 hours, 46
minutes and 28 seconds each week with All Forms of Ad-Supported Media.

91.1% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an avg. of 7 hours and 16 minutes each week
| listening to Local Ad-Supported AM/FM Radio, representing 9.8% of total time spent with all forms of Ad-Supported Media.
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Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an average of 2 days, 7 hours, 58
minutes and 24 seconds each week with All Forms of Ad-Supported Media.

83.8% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an avg. of 7 hours and 48 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 11.7% of total time spent with all forms of Ad-Supported Media.
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| Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an average of 8 hours
and 32 minutes each day with All Forms of Ad-Supported Media. 81.9% listen to Local AM/FM Radio
for an avg. of 66.7 minutes/day. (Local Radio delivers 10.7% of Time with Ad-Supported Media.)
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Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an average of 8 hours
and 25 minutes each day with All Forms of Ad-Supported Media. 84.3% listen to Local AM/FM Radio

for an avg. of 64. minutes/day. (Local Radio delivers 10.7% of Time with Ad-Supported Media.)
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Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an average of 9 hours
and 15 minutes each day with All Forms of Ad-Supported Media. 86.1% listen to Local AM/FM Radio

for an avg. of 56.6 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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Top-13 / AH Forms of Media (Persons & % Reach): Adults 18 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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| Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an average of 9 hours
and 40 minutes each day with All Forms of Ad-Supported Media. 91.1% listen to Local AM/FM Radio
(Local Radio delivers 9.8% of Time with Ad-Supported Media.)
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for an avg. of 67. minutes/day.

Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an average of 7 hours
and 59 minutes each day with All Forms of Ad-Supported Media. 83.8% listen to Local AM/FM Radio
(Local Radio delivers 11.7% of Time with Ad-Supported Media.)
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Avg. Week All Audio (Persons & % Reach): Adults 18 or older

18,434,960 or 81.9% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos
listen to Ad-Supported Local AM/FM Radio for an average of 66.7 minutes every day representing
39.4% of all time spent daily with Ad-Supported Audio.

Avg. Day All Audio (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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all time spent daily with Ad-Supported Audio.

276,637 or 84.3% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos listen
to Ad-Supported Local AM/FM Radio for an average of 64. minutes every day representing 34.9% of
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165,616 or 86.1% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos listen
to Ad-Supported Local AM/FM Radio for an average of 56.6 minutes every day representing 43.2%
of all time spent daily with Ad-Supported Audio.

Avg. Day All Audio (% Time Spent & Avg. Minutes/day Spent):

Adults 18 or older

Avg. Week All Audio (Persons & % Reach): Adults 18 or older .
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104,233 or 91.1% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos listen
to Ad-Supported Local AM/FM Radio for an average of 62.3 minutes every day representing 49.3%
of all time spent daily with Ad-Supported Audio.

Avg. Week All Audio (Persons & % Reach): Adults 18 or older Avg. Day All Audio (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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[ 176,108 or 83.8% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos listen
to Ad-Supported Local AM/FM Radio for an average of 67. minutes every day representing 43.3% of
all time spent daily with Ad-Supported Audio.

Avg. Day All Audio (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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18,434,960 or 81.9% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos
listen to Ad-Supported Local AM/FM Radio for an average of 66.7 minutes every day representing
| 39.4% of all time spent daily with Ad-Supported Audio.

Avg. Hours+Minutes/day with Ad-Supported
Audio: Adults 18 or older
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| 276,637 or 84.3% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos listen
to Ad-Supported Local AM/FM Radio for an average of 64. minutes every day representing 34.9% of
all time spent daily with Ad-Supported Audio.

Avg. Hours+Minutes/day with Ad-Supported
Audio: Adults 18 or older
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165,616 or 86.1% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos listen
to Ad-Supported Local AM/FM Radio for an average of 56.6 minutes every day representing 43.2%
of all time spent daily with Ad-Supported Audio.

Avg. Hours+Minutes/day with Ad-Supported
Audio: Adults 18 or older
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| 104,233 or 91.1% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos listen
to Ad-Supported Local AM/FM Radio for an average of 62.3 minutes every day representing 49.3%
of all time spent daily with Ad-Supported Audio.
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176,108 or 83.8% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos listen
to Ad-Supported Local AM/FM Radio for an average of 67. minutes every day representing 43.3% of
all time spent daily with Ad-Supported Audio.
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18,434,960 or 81.9% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos listen to
Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Classic Hits, Country, Pop
Contemporary Hit Radio, and Classic Rock.

Local AM/FM Rad:o 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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276,637 or 84.3% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Country, Hot AC, Classic Hits, Adult Contemporary,
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165,616 or 86.1% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Adult Hits, New Country,
Classic Rock, and Classic Hits.

Local AMI/FM Radm 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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104,233 or 91.1% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are News/Talk/Information, Classic Hits, Adult
Contemporary, Country, and Album Oriented Rock.

Local AM/FM Radm 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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176,108 or 83.8% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Country, Classic Hits, Urban
AC, and Urban Contemporary.
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15,618,459 or 69.4% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos
watch Ad-Supported Local TV Stations for an average of 97.3 minutes every day representing 28.4%
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Avg. Week All Video (Persons & % Reach): Adults 18 or older .

Local TV Stations
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Disney+
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135,848 or 70.6% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos watch
Ad-Supported Local TV Stations for an average of 127.1 minutes every day representing 31.% of all
time spent daily with Ad-Supported Video.
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Avg. Week All Video (Persons & % Reach): Adults 18 or older .
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80,269 or 70.2% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos watch
Ad-Supported Local TV Stations for an average of 146.1 minutes every day representing 34.9% of all
time spent daily with Ad-Supported Video.
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Avg. Week All Video (Persons & % Reach): Adults 18 or older
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125,639 or 59.8% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos watch
Ad-Supported Local TV Stations for an average of 94.1 minutes every day representing 26.7% of all
time spent daily with Ad-Supported Video.
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15,618,459 or 69.4% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos
watch Ad-Supported Local TV Stations for an average of 97.3 minutes every day representing 28.4%
of all time spent daily with Ad-Supported Video.
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267,581 or 81.5% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos watch
Ad-Supported Local TV Stations for an average of 90.8 minutes every day representing 24.7% of all

time spent daily with Ad-Supported Video.
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135,848 or 70.6% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos watch

Ad-Supported Local TV Stations for an average of 127.1 minutes every day representing 31.% of all
time spent daily with Ad-Supported Video.
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80,269 or 70.2% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos watch
Ad-Supported Local TV Stations for an average of 146.1 minutes every day representing 34.9% of all

time spent daily with Ad-Supported Video.
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125,639 or 59.8% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos watch
Ad-Supported Local TV Stations for an average of 94.1 minutes every day representing 26.7% of all
time spent daily with Ad-Supported Video.
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Local TVStatJon Pragrams (Persons & % Reach): Adults 18 or older
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' 15,618,459 or 69.4% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos
watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening,
Movies, Local News - Morning, Comedies, and Dramas.
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267,581 or 81.5% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos watch
Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening, Local News -
Morning, Comedies, Movies, and Dramas.

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

(averoge week) % Time Spent Dy,

Local News - Evening m
sports  ARERRET 4

comedies N e 10

Lacal News - Morning. P e O N
Movies P —T

oramas [ ERE I Ik 22%
National/Network NS mm Avg. Hours+Minutes/day with Local m

- ions: I Crime i Crime
Game Shaws m 30,6% TV Stations: Adults 18 or older Comedies C Il;lﬂll:

Local News
Evening Movies
216 17.4

Local News
Morning
33.7

Local News
Morning
296

SFEEEE

Susp

Late

Local News ocal News “00... MNIgH

Sports Game Shows Sho... Sports Evening a Shows Talk
4 2 : 7.6 e 33.1 24.4

Focooking s SEEBF RTTY m
S S—.
£40 056 894
who Purchased | tems In- MINNEAPOLIS
3mos
- T

N

& = o
o 75 B o
wdofo oo

m who Purchased Items In-Store at BEST BUY past 3mos B MINNEAPOLIS ® who Purchased Items In-Store at BEST BUY past 3mos = MINNEAPOLIS
Ad-Supported Local TV Station Programs (Persons & % Reach): Adults 18 or older Ad-Supported Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
[averoge week) Total Persons: % Time spent " (Ayerage Day)
Lol News - Evening g T KT 12.4%
Seorts |y TR UM 1550

Local News

R .. [ ,
R m 5 E v;*(;wj-:p Lcur?lOShuws
s Y
Game Shows m Avg. Hours+Minutes/day with Ad- 2
et e N m Supported Lo;:l:, :’\: rsd:cfions:Adulu & ,
Mystery/Suspense/Crime mw
Local News - Late  [ERRRRA SR - 1:44
Food/Cooking Shows mm

Late Night Talk PR BB B e

coutshows 3SR ERBTANS e

® who Purchased ltems In-Store at BEST BUY past 3mos = MINNEAPOLIS # who Purchased Items In-Store at BEST BUY past 3mos u MINNEAPOLIS

MINNEAPOLIS DMA Scarborough R2 2024: Jul23-Aug24 Qual Intab 170
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved. -

Court Shows
21.6

(=
%
&

Local News -
Morning
33.7 Sports

o
-
e

Lacal News -
Morning Dramas
2422

e
=
Uy
ES

ocal Myste
Movies ) 5 Suspen...
206 Late Crime
18.4 16.9

=

33.1

Susp

Comedies Crime
14.7 12.6

Natio Late Fo
Local S Ne Night  (
Evening Comedies Talk Sh.
249 19.4 8.6 6.3

Late Ne
Sports Game Shows | Movies Night Ne
26.4 22. 16.3 Talk

o E [T
o o 00
g‘ R R N B

* Share of Everything
for Anything _

[(Stores/services shopped in-store past 3 months: Best Buy AND Stores/services bought past 3 months: Best Buy)]



Local TVStatmn 1 Programs (Persons & % Reach): Adults 18 or older
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135,848 or 70.6% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos watch
Ad-Supported Local TV Stations. The Top 6-Programs are Comedies, Sports, Movies, Game Shows,
Local News - Evening, and Dramas.
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16,336,732 or 72.6% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos use
Ad-Supported Social Media for an average of 131.1 minutes every day representing 22.4% of all time
spent daily with Ad-Supported Digital Media.
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spent daily with Ad-Supported Digital Media.

m

m 63 3%

g. Hours+Minutes/day with
Digital: Adults 18 or older

Concurrent
Usoge

who I
Store at BEST BUY past

'um.‘.- fois

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

Streaming Audio (Local Radio/
Podcasts/Streaming Services)
1767

ming Services
166.9

Social Media
113.8

Online
Classes,
Schools,
Colleges,

Universities

Local TV
Streaming
33.7

o Sea...

Shop

(incl

(Go...
Bin,

Premium
+Premium

pi

OTT TV Streaming Ser
156.5

Non
Premium
+Premium

Cable
Streaming

Streaming Audio (Local
Radio/ Podcasts/Streaming
Services)

134.7

Local TV
Streaming
50.4

Online Classes,
Schoaols,
Colleges,

Universities

Search Sh

etc.) Au..

u MINNEAPOLIS

w who Purchased ltems In-Store at BEST BUY past 3mos = MINNEAPOLIS

® who Purchased Items In-Store at BEST BUY past 3mos

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

Avg. Week Ad- Suggorted Digital (Persons & % Reach): Adults 18 or older Avg
Search (Google, Bing, etc.) m 87.4%

News/Weather /Sports (Websites/Apps)

Email/Text/iM/Zoom,etc. (Personal & Wark)

Social Media

OTT TV Streaming Services

Shopping (incl. Food/Auctions/Travel, etc.)

s R i T ™
v, T TV

Avg. Hours+Minutes/day with Ad- 3
Supported Digital: Adults 18 or older

4:53

concurrent
Usage %:

75.4%

ing/Fina rcial fReal

Online Classes, Schools, Colleges, Univensities [Ty 0-0% et il MUNERFGLS
® who Purchased Items In-Store at BEST BUY past Smcv:mos u MINNEAPOLIS
MINNEAPOLIS DMA Scarborough R2 2024: Jul23-Aug24 Qual Intab 170

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

5 Bep . Streaming Audio (Local| Non-Premium
:‘ el Radio/ Podcasts/ +Premium
& SRt Streaming Services) | Cable Streaming
. Cable 77.5
X R PR Social Media Streaming
OTT T J\Ut‘ium g Services 107.0 47.8 Social Media
127.7
YouTube/ Email/T Search Local TV
TikTok, ete. Streaming
315 47.7
Streaming Audio (Local Radio/ Local TV YouTube/TikIok, = Shopping
Podcasts/Streaming Services) Streaming Shopping OTT TV Streaming Services etc. (incl.
1145 30.9 (incl... 102.8 36.0 Food...
w who Purchased Items In-Store at BEST BUY past 3mos u MINNEAPOLIS
* Share of Everything
% for Anything _

[(Stores/services shopped in-store past 3 months: Best Buy AND Stores/services bought past 3 months: Best Buy)]



151,274 or 78.6% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos use
Ad-Supported Social Media for an average of 118.3 minutes every day representing 20.2% of all time
spent daily with Ad-Supported Digital Media.
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99,627 or 87.1% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos use Ad-
Supported Social Media for an average of 114.1 minutes every day representing 21.8% of all time
spent daily with Ad-Supported Digital Media.
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130,497 or 62.1% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos use
Ad-Supported Social Media for an average of 110.5 minutes every day representing 18.6% of all time
spent daily with Ad-Supported Digital Media.
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16,336,732 or 72.6% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos use
Ad-Supported Facebook for an average of 44.8 minutes every day representing 34.2% of all time
spent daily with Ad-Supported Social Media.
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269,179 or 82.% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos use Ad-
Supported Facebook for an average of 39.7 minutes every day representing 37.1% of all time spent
daily with Ad-Supported Social Media.
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99,626 or 51.8% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos use Ad-
Supported YouTube Video for an average of 43.2 minutes every day representing 36.5% of all time
spent daily with Ad-Supported Social Media.
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85,818 or 75.% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos use Ad-
Supported Facebook for an average of 44.9 minutes every day representing 39.3% of all time spent
daily with Ad-Supported Social Media.

Facebook g _!u
Instagram B —— X 13
YouTube Video e el VR 37
T —
tinkedin Y R
T routubevideo [ e .
Pinterest m-ﬂ.yu i

X (Formerly "Twitter")
Snapchat

Others{Rumble, Twitch, Gab, Par... m%
B T

Blogs/Message Boards (read... m 3.6% 22.1%

Avg. Hours+Minutes/day with all
Social Media: Adults 18 or older

2:38

m
M

Facebook
47.8

Linkedin | Reddit
99 8.2

TikTok
1.6

] Pinte... ‘Sn‘..

Facebook
56.0

LinkedIn

TikTok

6.8

Reddit

13.7 6.6

X

Pinter... | (Form...

6.4

"Twitt...

. Oth..
Spi B...

3.4 M. W t2

I who Purchased Items In- CINCINNATI )
tumblr -ng?&% Store at BEST BUY past 0.5%
3m
= who Purchased Items In-Store at BEST BUY past 3mos m CINCINNATI ® who Purchased Items In-Store at BEST BUY past 3mos B CINCINNATI

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

Total Persons:

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

Facehook  FRSAFT b
o P YU
YouTube Video P R0 i A AR - 1w m TikTok
TikTok -znmi 13.7
lnketn P T
Rectt 283 e ™ ;
YouTube Video Instagram

X (Formerly "Twitter")

Pinterest DA AR e e - Avg. Hours+Minutes/day with Ad- 80 30.9
Snapchat mmﬁ’ SupportedSaciaf;\:edia:Aduits18 m Jddit S . pqu
Others(Rumble, Twitch, Gab, Pa... PSR B8 % o erewEr P “ 27 B..
WhatsApp  FYT 2 i IS | r— TikTok | Linke.. X Facebook Instagram Reddit
Blogs/Message Boards (read... PAPTRRR I Sang | 21T% o | 44.9 7.6 71 (Formerl... 46.0 18.6 4.2
b AR T T S
# who Purchased Items In-Store at BEST BUY past 3;2'3: B CINCINNATI » who Purchased Items In-Store at BEST BUY past 3mos ™ CINCINNATI

CINCINNATI

DMA Scarborough R2 2024: Aug23-Aug24

Qual Intab 131

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

20.6

17.7

YouTube Video

LinkedIn
5.7

(Form.
"Twitt...

[(Stores/services shopped in-store past 3 months: Best Buy AND Stores/services bought past 3 months: Best Buy)]

* Share of Everything

soefa.ai

for Anything _




Avg. Week All Socmf Media (Persons & % Reach): Adults 18 or older Avg Day All Social Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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87,940 or 41.9% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos use Ad-
Supported YouTube Video for an average of 37.9 minutes every day representing 34.3% of all time
spent daily with Ad-Supported Social Media.
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‘ 16,336,732 or 72.6% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos use
Ad-Supported Facebook for an average of 44.8 minutes every day representing 34.2% of all time
| spent daily with Ad-Supported Social Media.

Weekly 72.6% 72.3% Avg. Hours+Minutes/day with Ad-Supported
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269,179 or 82.% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos use Ad-
Supported Facebook for an average of 39.7 minutes every day representing 37.1% of all time spent
daily with Ad-Supported Social Media.

Weekly 82.0%
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spent daily with Ad-Supported Social Media.

99,626 or 51.8% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos use Ad-
Supported YouTube Video for an average of 43.2 minutes every day representing 36.5% of all time
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85,818 or 75.% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos use Ad-
Supported Facebook for an average of 44.9 minutes every day representing 39.3% of all time spent
daily with Ad-Supported Social Media.
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87,940 or 41.9% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos use Ad-
Supported YouTube Video for an average of 37.9 minutes every day representing 34.3% of all time
spent daily with Ad-Supported Social Media.

Weekly Avg. Hours+Minutes/day with Ad-Supported
Social Media: Adults 18 or older
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 27,064;
Local Radio: 17,732; Social Media: 17,330; Local TV: 10,380; Non-Prem. Cable: 7,788
reaching Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 18 or older who Purchased Items In-Store at BEST
BUY past 3mos
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 16,434;
Social Media: 10,536; Local Radio: 10,299; Non-Prem. Cable: 6,297; Local TV: 5,739
reaching Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos.
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BUY past 3mos
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 7,857;
Social Media: 6,837; Local Radio: 6,568; Non-Prem. Cable: 3,939; Local TV: 2,919 reaching
Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos.
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 14,585;
Local Radio: 11,724; Social Media: 9,381; Non-Prem. Cable: 7,592; Local TV: 4,827
reaching Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos.
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older

20,734,606 or 92.1% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos
spend an average of 65.3 minutes per day driving, seeing Billboards and Signs. 68.5% Listen to Local
Radio Stations Out-of-Home for an average of 40.4 minutes/day
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Top-13 Out-of-

(average week)
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319,917 or 97.5% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend
an average of 44.8 minutes per day driving, seeing Billboards and Signs. 70.5% Listen to Local Radio
Stations Out-of-Home for an average of 38.8 minutes/day.

-Home Media (Persons & % Reach): Adults 18 or older

Tota! Persons: % Time sim

0

Avg. Hours+Minutes/day with Out- m

m m of-Home Media: Adults 18 or older m

smre at BEST BUY past
3mos

m who Purchased Items In-Store at BEST BUY past 3mos m MINNEAPOLIS

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

Billboards & Signs (Weekly

AM/FM Radio
438

Walking in Towns,
Cities, Downtown
Areas
19.4

Shopping Malls

16.7

SiriusXM

Groc..
Stores
85

Movie
Theaters

Retail
Stores
7.2

Billboards & Signs

(Weekly Drivers
57.3

AM/FM Radio
40.9

Walking in Towns,
Cities,

Shopping Malls

17.3

SiriusXM
12.0

Grocery
Stores
9.2

Spatify

Retail
Stor...

Gas
700 RSEL

Pod...

w who Purchased Items In-Store at BEST BUY past 3mos

= MINNEAPOLIS

Top-13 Ad-Supported Out-of-Home Media (Persons & % Reach): Adults 18 or older

{Average week)
Grocery Stores

Billboards & Signs (Weekly Drivers)

‘Walking in Towns, Cities, Downtown...

Gas Stations/Convenience Stores
AM/FM Radio

Shopping Malls

Restaurants & Bars

Podcasts

Drug Stores

Movie Theaters

Retail Stores

YouTube Music

TV Music Channels

MINNEAPOLIS

Totat persons

T
T e T R
| R T+ ™

RSN —T T

PRTERTE —
se7z07 | 22 0i'y
B

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

o = ;
who Purchased Items In- MINNEAPOLIS
430,497 I'li 6% Store at BEST BUY past
3mos

w who Purchased Items In-Store at BEST BUY past 3mos
DMA Scarborough R2 2024: Jul23-Aug24 Qual Intab

mMINNEAPOLIS
170

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

[aver

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

Drivers)
44.8

AM/FM Radio
388

Billboards & Signs (Weekly

Walking in Towns,
Cities, Downtown
Areas

Shopping Malls
16.7

YouTube
Music

Retail v

Stores M.
C

Billboard
(Weekly Driv
57.3

AM/FM Radio
37.0

Walking in Towns,
Cities, Downtown
Areas
20.0

Shopping
Malls
17.3

I
Theaters
13.6

Grocery
Stores
9.2

Retail
Stor...
7.1

S.. M.

Drug...

® who Purchased Items In-Store at BEST BUY past 3mos

[(Stores/services shopped in-store past 3 months: Best Buy AND Stores/services bought past 3 months: Best Buy)]

B MINNEAPOLIS

* Share of Everything
for Anything _



. BEST

BUY

Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older

(average week)
‘Grocery Stores

Billboards & Signs (Weekly Drivers)

AM/FM Radio

Walking in Towns, Cities, Downtown...

Gas Stations/Convenience Stores
Restaurants & Bars

Shopping Malls

Drug Stores

Podcasts

SiriusXm

Spotify

YouTube Music

Retail Stores

STL

176,568 or 91.8% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend
an average of 66.6 minutes per day driving, seeing Billboards and Signs. 71.9% Listen to Local Radio
Stations Out-of-Home for an average of 34.3 minutes/day.
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Top—13 Ad-Supported Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

(Weekly Dr
66.6

Billboards & Si

Restaur...
Shopping Malls IREBare
19.4 121

AM/FM Radio
Grocery

Stores

343 K

Theaters

114

Walking in Towns,
, Downtown
Areas :
25.1 6. Drug..

Billboard
(Weekly Driv

553

Restaurants
Malls & Bars
14.7

AM/FM Radio Aovie Podca... Stc
37.7 T ers 7.7

Walking in Towns,
Cities, Downtown
Areas

Stores
188 9.3

® who Purchased Items In-Store at BEST BUY past 3mos

[(Stores/services shopped in-store past 3 months: Best Buy AND Stores/services bought past 3 months: Best Buy)]

ST, LOUIS
* Share of Everything

a for Anything _



Top-13 Out-of- Home Media (Persons & % Reach): Adults 18 or older
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108,424 or 94.8% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend
an average of 46.3 minutes per day driving, seeing Billboards and Signs. 76.2% Listen to Local Radio
Stations Out-of-Home for an average of 37.7 minutes/day.
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older
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205,332 or 97.7% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend
an average of 94.8 minutes per day driving, seeing Billboards and Signs. 70.1% Listen to Local Radio
Stations Out-of-Home for an average of 40.6 minutes/day.
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20,734,606 or 92.1% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an
average of 65.3 minutes per day driving, seeing Billboards and Signs representing 39.6% of all Time Spent
with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 18 or older
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319,917 or 97.5% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an

average of 44.8 minutes per day driving, seeing Billboards and Signs representing 33.7% of all Time Spent
with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
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176,568 or 91.8% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an
average of 66.6 minutes per day driving, seeing Billboards and Signs representing 42.5% of all Time Spent
with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 18 or older
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108,424 or 94.8% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an

average of 46.3 minutes per day driving, seeing Billboards and Signs representing 35.5% of all Time Spent
with Ad-Supported Out-of-Home Media.
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205,332 or 97.7% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend an
average of 94.8 minutes per day driving, seeing Billboards and Signs representing 51.7% of all Time Spent
with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 18 or older
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319,917 or 97.5% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend
an average of 44.8 minutes per day driving an average of 26.1 miles each day and are 100.6% more
likely to use County Road 42 than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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176,568 or 91.8% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend
an average of 66.6 minutes per day driving an average of 38.7 miles each day and are 181.2% more
likely to use Stan Musial Veterans Memorial Bridge than the Me

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older Top-26 Residential Zip Codes: Adults 18 or older Top-26 Employment Zip Codes: Adults 18 or older
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108,424 or 94.8% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend
an average of 46.3 minutes per day driving an average of 27. miles each day and are 108.3% more
likely to use Loveland - Madeira Road than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older Top-26 Residential Zip Codes: Adults 18 or older Top-26 Employment Zip Codes: Adults 18 or older
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205,332 or 97.7% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos spend
an average of 94.8 minutes per day driving an average of 55.1 miles each day and are 76.7% more
likely to use Blue Heron Blvd than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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8,130,162 or 36.1% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 10.3 minutes every day representing
33.2% of all time spent daily with All forms of Print Media.
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161,359 or 49.2% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 10.2 minutes every day representing
35.8% of all time spent daily with All forms of Print Media.
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85,697 or 44.5% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 11.9 minutes every day representing
32.1% of all time spent daily with All forms of Print Media.
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70,460 or 33.5% of Adults 18 or older who Purchased Items In-Store at BEST BUY past 3mos read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 11. minutes every day representing 34.9%
of all time spent daily with All forms of Print Media.
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