Brand New Data as of February 28, 2026!
Complete Dgmographic & Media Use Profiles
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1.5% or 3,909,963 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 48.9 years old (.2% older
than average) and have a $114,452 (19.% higher than average) annual household income.

@ Percent of Market: Adults 18 or older ﬂl‘ﬂﬁ‘ender of Target vs. Market: Adults 18 or older |Ethnicity of Target vs. Market:
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1.5% or 1,902,821 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 40.1 years old (.3% older than
average) and have a $126,190 (24.% higher than average) annual household income.

lkl‘ﬂ(iender of Target vs. Market: Adults 25 - 54

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

# Remainder of USA DMAs

40.0
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1.5% or 931,201 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 40.1 years old (.2% older than
average) and have a $119,188 (28.% higher than average) annual household income.

@ Percent of Market: Women 25 - 54 ﬂl‘ﬂﬁ‘ender of Target vs. Market: Women 25 - 54 Ethnicity of Target vs. Market:
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1.5% or 971,620 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. years old (.4% older than
average) and have a $132,901 (20.6% higher than average) annual household income.

@ Percent of Market: Men 25 - 54 ﬂ)‘ Gender of Target vs. Market: Men 25 -54 Ethnicity of Target vs. Market:
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Avg HHI: | $110,204
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1.5% or 1,895,682 of USA Adults 35 - 64 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Typical Adults 35 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 49.7 years old (.1% older than

LS
TR O #16 average) and have a $133,001 (24.1% higher than average) annual household income.
@ Percent of Market: Adults 35 - 64 ﬂ)‘ Gender of Target vs. Market: Adults 35 - 64 Ethnicity of Target vs. Market:
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@, Fducation Levels: Adults 18 or older
1 o

Some High School or Less (not graduate) -2 39:%

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

1.5% or 3,909,963 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 .5% less likely to be a college
graduate, 6.9% more likely to work full-time, 5.5% more likely to be married, 3.1% more likely to be a
parent of 1 or more children under 18.

Employment: Adults 18 or older

b, A
O Marital Status: Adults 18 or older

Single, Never Married

Employed Full-Ti Part-Ti
'mployed Full-Time or Part-Time 628%

Employed Full-Time (35 hours or more) 4

Employed Part-Time (less than 35 hours)

Married

Legally Separated

White Collar g Divorced
Blue Collar g Widowed h 33'2;;
. ] | 9.8%
Work From Home (most of the time or always) LGBTQ#+ (net) - g.2%
2%
who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA musa who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA WUSA

Top-20 Occupations: Adults 18 or older Entrepreneurs/Government Workers it Stage in Life: Adults 18 or older
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& ; >
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1.5% or 1,902,821 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 5.4% more likely to be a college
graduate, 5.3% more likely to work full-time, 5.3% more likely to be married, 8.5% more likely to be a

parent of 1 or more children under 18.

P .
1\'.? Education Levels: Adults 25 - 54 Employment: Adults 25 - 54 ( \ Marital Status: Adults 25 - 54
: 2.0% | .  84.9% | oa B 33.2%
Some High School or Less (not graduate) - 1.9% Employed Full-Time or Part-Time 20.3% Single, Never Married 36.6%
High School Graduate (12th grade or [ 72.9% z | 56.4%
Ge) Fployed fllima (3Shots ermerd Hamed
Some College Credit (no degree) 18.8% Employed Part-Time (less than 35 hours) $1% Legally Separated 1.6%
16.8% B190%
A 13.4% s L 63.1% ) “B.1%
Associate's Degree (AA, AS, etc.) White Collar Divorced
21.8% ) 0.7%
Blue Coll 5
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- 17.3% . 21.7% | 9.5%
Postgraduate Degree Work From Home (most of the time or always) LGBTQ+ (net) B 06
who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA musA who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA musA
F Oy . . .
S TOP-ZO OCCUPGUOHS.’ Adults 25 - 54 Entrepreneurs/Government Workers k4 L ’ M . Stage n LIfE.' Adults 25 - 54
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13.5¢ i . Parent of 1 or more Children under 18 _ a5 13l6
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32983% s0w2% Tax 32%.0% o " )
I l l . . . 1—3’. 139" 1.295 1269% 15%.6% 17%.5% Tl 1% 3% 1am.1% Parent of 1 or more Children Age 2-5 — ].14?.2393.6
B e R B g g
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"’0“ <& o '&E-\f 5“@ @é& & of ‘Q-f’ & < é\”«g & @,,p y > &"
& S 4 I s & & ¢ & & & i ‘ 10.0%
& & Qv & & P & o B & A <« Parent of 1 or more Children in College | i
MR & 4 & Foe g & . o
L) S ]
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1.5% or 931,201 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 5.% more likely to be a college
graduate, 5.6% more likely to work full-time, 3.5% more likely to be married, 7.2% more likely to be a

parent of 1 or more children under 18.

- .
1\'.? Education Levels: Women 25 - 54 Employment: Women 25 - 54 O Marital Status: Women 25 - 54
Some High School or Less (not graduate) -3 58?:% Employed Full-Time or Part-Time Single, Never Married
e ensort v s s or o) R e VTR
Some College Credit (no degree) Employed Part-Time (less than 35 hours) &'?% Legally Separated Ig;:
Associate's Degree (AA, AS, etc.) 20.5% White Collar Divorced 7%
College Graduate (4 year college) Blue Collar ﬁx Widowed | i;‘;’z
Postgraduate Degree Work From Home [most of the time or always) 3?“5?‘ LGBTQ#+ (net) - ]i_ol?;
who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA

F Oy . . .
S TOP'ZO OCCUPGUOHS.’ Women 25 - 54 Entrepreneurs/Government Workers * L ’M . Stage n Ld'e: Women 25 - 54
12.3%12.2%
TR 5.4% 6.6% 6.6% _ 51.4%
4.5% 3.7% . . Parent of 1 or more Children under 18 _ 48 0:%
) 39.2%
g o Working Mother' S 33.5%
5.4% small Owner s, Government Workers
uss
ass 8% Parent of 1 or more Children Under Age 2 12.6%
5.2% 3.2%.1% L2 25% i o
1 2.2% 2.1% A% 1.9% 8% "
I . 1-23. 9‘ 1.3%4.2% 1 2% 5ol 1% 09%.0% 19y o o Parent of 1 or more Children Age 2-5 | — i‘g‘f;‘
. 21.7%
& & ‘\ & 8 & & & & 3 & & & Parent of 1 or more Children Age 6- 11 —
* \3 6. 5\, @ & & w & & .’,ﬁ" & & & 22.4%
s -a“" & & o“t & o 93 *" & & s & J & & & & & 29.8%
o & 5 (53’ . & & b‘l@! o q,é o & i & o & Parent of 1 or more Children Age 12 - 17 -
LAV A A A G B Y R &P s I 50
Sl M & & & & & & 13.6%
A 2 & & . g | .
& *éﬁe‘ é\'}.“ q&:., 4}@ gan ‘f P ézt_a\“o < f,?“ é@f‘ Go’g’ ‘_@ « Parent of 1 or more Children in College - 9.2%
&~ © o >
& & A & dparent of 1 Children under 18 g 8:0%
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parent of 1 or more children under 18.

1.5% or 971,620 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 5.6% more likely to be a college
graduate, 4.9% more likely to work full-time, 7.% more likely to be married, 10.1% more likely to be a

Employment: Men 25 - 54

b, A
()O Marital Status: Men 25 - 54

Some High School or Less (not graduate) Employed Full-Time or Part-Time — 9,6 Single, Never Married gy '
f 0 ! ‘0
High School Graduate (12th grade or | 82.9% . | i 3
GED) Employed Full-Time (35 hours or more) o0 Married e
. : 6.5% . 0.8%
Some College Credit (no degree) Employed Part-Time (less than 35 hours) E Legally Separated I 1.2%
Associate's Degree (AA, AS, etc.) White Collar g 58 Divorced | ’?'5%
College Graduate (4 year college) Blue Collar ' Widowed g:z
o 0 u
. 22.7% _ 8.4%
Postgraduate Degree Work From Home [most of the time or always) — LGBTQ+ (net)
20.9% B os%
who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA musA who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA
b =y . . .
:‘i‘“‘ TOP-ZO OCCUPGUOHS.’ Men 25 -54 Entrepreneurs/Government Workers * L ’M . Stage n Ld'e: Men 25 -54
2 88%
9.8% i | 46.5%
8.1% Parent of 1 or more Children under 18 _
508 qay TR IHE s7% 42.2%
i - ot | B2%
5 SmallBusil Owner self-Employ Government Workers
e 5.655-9% 58%  58% Parent of 1 or more Children Under Age 2 14.5%
soldSh  ASK ek g Bl s.6%
! i 5 &% 28% 2.6% 2.6% y i
I I 14 l I . 1% i 1.1 A5 17989% | ol 8% 1507% LEM.6% > ? ”j:.o% 1.6% o% Parent of 1 or more Children Age 2-5 ' 112.44%6%
! ‘ . J”- !‘. ol o om v Ve Ve : .
& > & & & & & & 2 <& & &~ & & & & & & ] Parent of 1 or more Children Age 6- 11 B v
VA A A PN AP A B A B A S S Y A . 10:%
& é&"” \d?é & & & < & 3 d_#“ il 3 & & b4 "l i a&% ",p') X 20.6%
S & o o &Y ¥ & & &Q& —6’0‘ & ‘340 ')@‘ & & % Parent of 1 or more Children Age 12 - 17 . 15.0%
q,&‘ * f‘\o éfp o & e«@ f\é‘ <& & ,5“\ @s‘@& & i & f o
& & 5 3 4 : i 6.6%
& r & 5 456 ‘fﬁ“g I & ’bﬁq‘- ‘f& (f"‘ L"o“ &« ‘F‘@é\ ; ¥ Q\"‘& bf‘j Parent of 1 or more Children in College R
& & ,."ﬁ & & 5
< ,@\#‘ &.0,, ‘5\\6‘(&4\ randparent of 1 or more Children under 18 "-2‘56.906%
R LS @
who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA
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P39-64

1.5% or 1,895,682 of USA Adults 35 - 64 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.

Adults 35 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 1.6% more likely to be a college
graduate, 9.6% more likely to work full-time, 3.4% more likely to be married, 3.9% more likely to be a
parent of 1 or more children under 18.

P 9.
1 \f.f Education Levels: Adults 35 - 64 Employment: Adults 35 - 64 ( ") Marital Status: Adults 35 - 64

; 1.0% - : _83.7% : arried O

Some High School or Less (not graduate) B s6% Employed Full-Time or Part-Time Single, Never Married
High School Graduate (12th grade or 25.1 | 72.3% i | 64.1%
Ge) I—T Fployed fllima (3Shots ermerd Hamed
Some College Credit (no degree) Employed Part-Time (less than 35 hours) ﬁ”’“ Legally Separated I ;zx
4% .
Associate's Degree (AA, AS, etc.) 13.3% White Collar g 51.696 Divorced | 13.9%
S (121
25.7 2.3% ) 1.2%
College Graduate (4 year college) Blue Collar Widowed I 2.2%
Postgraduate Degree Work From Home [most of the time or always) LGBTQ#+ (net) . 5,}2:?;
who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA muUsA who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA musaA
F Oy . . .
S8nee TOP'ZO OCCUPGUOHS.’ Adults 35 - 64 Entrepreneurs/Government Workers k4 L ’M . Stage n LIfE.' Adults 35 - 64
= 17.1% 8.8%
. 65%  64% 0%  68% 37.2%
4,2% . Parent of 1 or more Children under 18 _ 35.8%
" 14.7%
9.0% — Working Mothers . 13.0%
Ssmall Busi Oowner self-Employ Government Workers
5%

Parent of 1 or more Children Under Age 2 - 44'?;
f 0
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2199 2.1 ]
I . . . . 1609% 1 4ol 9% 1595w 215y 0.0sd4% o o,13% 1% Parent of 1 or more Children Age 2-5 - 88389?
H ol -l om Ve . = .
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v“ @3"’6 ’P 3?\ ,;b ﬁ:b &o“ Qfé ® e@ & }“4’ {‘& ‘P& d"’tﬁ & Parent of 1 or more Children Age 6- 11 _ 17.0%
o N ‘?9 b & & S b G cpf’ o & & = & o
& & o ‘pé" K Py & < & N & & s & o & A + 26.2%
\(\*“’ éf & 4&"‘" t“‘\ ‘\@ ,p@ o én“' & 64’ & & Qf N & Parent of 1 or more Children Age 12 - 17 I 105 .
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1.5% or 3,909,963 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 8.2% more likely to own their
home, 3.8% more likely to own a lower valued home, 9.7% more likely to have a single-family home, 5.4%
less likely to have a dog.

m Own/Rent/Other: Adults 18 or older m%m Type of Home:Adults 18 or oIder(&pPets in Home:Adults 18 or older

Single Family House (unattached)

Own a Dog
Townhouse or attached Home iy
9.2%
e 1.7%
Condominium OwnacCat
4.7%
7.6% 7.5% 7.8%
5.5% Apartment
Other Own Second Home | pobile Home or Manufactured h]ﬂg% Own other type of Pet
or Real Estate H
Property ame 3.6%
» who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUsA # who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA WUSA # who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA WUSA
-~
;_1," Value of Owned Home: Adults 18 or older 1 g Home Loans: Adults 18 or older
Average Value of Owned Home:
who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA
usa
39.5%
9.6%

8.0%

Rl - Bl -

a 201 80 £ anc 2

<$150K S$150K-5200K $200K-$250K $250K-$300K S300K-$350K $350K-$500K S500K-$750K  $750K-S1M Home Refinanced Home Equity Own
Mortgage Home Loan/Home Home/Property
w who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA Mortgage  Improvement Outright (No
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4% less likely to have a dog.

1.5% or 1,902,821 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 12.9% more likely to own their
home, 1.7% more likely to own a higher valued home, 15.9% more likely to have a single-family home,

m Own/Rent/Other:Adults 25 - 54 mﬁm Type of Home:Adults 25 - 54

Single Family House (unattached)
Townhouse or attached Home

Condominium

6.7%
4.3% 4.8% 5.7% Apartment
43,073,281 m /
Rent Other Own 5“?”" Home | Mohile Home or Manufactured 1.4%
or Real Estate Home
Property 3.6%
» who Live in the MINNEAPOLIS-ST, PAUL, MN, DMA mUsA # who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA WUSA
-~
;_1," Value of Owned Home: Adults 25 - 54
Average Value of Owned Home:
who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA
usa
8.8%
6.6%

<$150K

$150K-$200K S200K-$250K $250K-S300K $300K-$350K $350K-$500K $500K-S750K

$750K-51M

w who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA
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# Pets in Home:Adults 25 - 54

Own a Dog

OwnacCat

Own other type of Pet
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@Home Loans: Adults 25 - 54

Home Refinanced Home Equity Own
Mortgage Home Loan/Home Home/Property
Mortgage Improvement Outright (No
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; INNEAPOLIS- 1.5% or 931,201 of USA Women 25 - 54 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
¥ ST PAUL MN: Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 13.2% more likely to own their
home, 5.4% more likely to own a lower valued home, 13.6% more likely to have a single-family home, 4.%

more likely to have a dog.

m Own/Rent/Other: Women 25 - 54 m%m Type of Home:Women 25 -54  4{® Pets in Home:Women 25 - 54

Single Family House (unattached)
Own a Dog
9.8%
Townhouse or attached Home
10.0%
e 1.0%
Condominium Own a Cat
4.6%
4.0% 53% Apartment
Own Second Home | ghile Home or Manufactured hza% Own other type of Pet
or Real Estate
Home
Property 4.3%
» who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUsA # who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA WUSA # who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA WUSA

;?‘ Value of Owned Home: Women 25 - 54 1 g, Home Loans: Women 25 - 54

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

usa $404,777

8.3%

6.0%

l&n

2 a 235 10 5 0 and
o,

<$150K S150K-5200K $200K-$250K $250K-$300K S300K-$350K $350K-$500K S500K-$750K  $750K-S1M Home Refinanced Home Equity Own
Mortgage Home Loan/Home Home/Property

w who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA Mortgage  Improvement Outright (No
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likely to have a dog.

1.5% or 971,620 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 12.5% more likely to own their home,
7.5% more likely to own a higher valued home, 17.9% more likely to have a single-family home, 5.% less

m Own/Rent/Other:Men 25 - 54 mﬁm Type of Home:Men 25 - 54

Single Family House (unattached)

Townhouse or attached Home

7.6%
9.5%
1.6%
4.7%

Condominium

39% 6.0% 57% 6.0% Apartment
PP 519210
Other OwnSecondHome | Mobile Home or Manufactured | 0.7%
or Real Estate
Home
Property I 8.0%
» who Live in the MINNEAPOLIS-ST, PAUL, MN, DMA mUsA # who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA WUSA
S
¢Z4l Value of Owned Home: Men 25 - 54
Average Value of Owned Home:
who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA
usa
9.3%
7.2%
“
<$150K S150K-5200K $200K-$250K $250K-$300K S300K-$350K $350K-$500K S500K-$750K  $750K-S1M S1VH
= who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA
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INNEAPDLIS- 1.5% or 1,895,682 of USA Adults 35 - 64 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.

ST.PAULMN Adults 35 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 8.7% more likely to own their home,
e M- 1.% more likely to own a lower valued home, 12.5% more likely to have a single-family home, 3.4% more
likely to have a dog.

i

m Own/Rent/Other:Adults 35 - 64 m%m Type of Home:Adults 35 - 64 ¢ Pets in Home:Adults 35 - 64

Single Family House (unattached)
Own a Dog

Townhouse or attached Home

Condominium Own a Cat

8.2% 8.1%
3.8% 4.0% Apartment

31,450,805 MR 7 XL 5,063,195 [

Rent Other Own Second Home | pobile Home or Manufactured 1.3% Own other type of Pet
or Real Estate 3.4%
Property "

» who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUsA # who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA WUSA # who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA WUSA

;?‘ Value of Owned Home: Adults 35 - 64 @Home Loans: Adults 35 - 64

Average Value of Owned Home:

Home

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

usa 5444 048

10.5%
7.6%

m
d 60 2 X 00 cof

<$150K $150K-$200K S200K-$250K $250K-S300K $300K-$350K $350K-$500K $500K-S750K

Home Refinanced Home Equity Own

$750K-51M

5 - Mortgage Home Loan/Home Home/Property
wwho Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA Mortgage  Improvement Outright (No
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INNEAPOLIS- 1.5% or 3,909,963 of USA Adults 18 or older Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.

ST.PRUL NN + Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 5.9% more likely to look up D-I-Y
advice online, 8.9% less likely to always vote in local elections, 5.6% less likely to belong to a gym, 4.8%

less likely to fly domestic past yr.

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

86.8%

41.5%
54. 8% 3.8 e Registered to Vote Democrat / Lean  Republican / Lean Independent / None

{as. 5% (In District of Residence) Democrat Republican of These

. Presidentol Elections: Alwoys

i el Presidential Elections: i =
1829 17.6% .
L E T LT T e
Statewide Elections: Sometimes

- 127.0%

Recipes / Health Restaurant Do-it-Younel Onking Phone Medical Home/ Fitness/Diet  Apparel/  Job Search/ Career Religion / Education  Take Online Hectronic Homework Genealogy Photography Pamenting/ Online Dil"l‘
u:;::::;; Information m::-:::p advice t\(t:;:an ..:.'."..':.“.L. Gardenideas information Beauty idess Postresyme Development spirtusity p::::a classes it m:.:‘;:;.m shnu::; Family advice Local Elections: Always
e i =) Local Elections: Sometimes
mwho Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA # who Live in the MINNEAPOUS-ST. PAUL, MN, DMA mUSA
C

IFMTop-sa past 12-months Active Lifestyle Activites: Adults 18 or older % Past 12-months Domestic Airline Trips: Adults 18 or older

: 17.2%

SRU > 488 225 16.2%

2 trips N Taan

3ips R R © 15

4 trips £t

5-9trips Py TR S 10.7%
10+ trlps 43% vl it s

¥oga-pilates Basketbal adult Folows  Competitive  Sower  Camgiverol  Football Teanis Hunting  snowskiimg-  Softball-  Organized

Grlling-  lawncCare Gardening  Bicyding  Swimming  Volinteer Miking - Belongto  Jogzing- Bowling. camgping sewing - Fishing Boating nmupnmm
Outdoor (Flowersor Work  Sackpacking Health Cibor  Aunning cratts Continuing  Weight toss Video Gaming Aging Parent Snowboarding  Basehall  Road Race
coaking Vegetbles) cym Education  Progmm or Relative (5%,
‘Marathen,
w who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA etc)
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INNERPOLTS- 1.5% or 1,902,821 of USA Adults 25 - 54 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
! ST PlllLMH Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 2.8% more likely to look up D-I-Y
DMA° - advice online, 6.3% less likely to always vote in local elections, 9.4% less likely to belong to a gym, 2.3%

#16 less likely to fly domestic past yr.

ical Activity: Adults 25 - 54

3 42.3% 28.0% - 129.7%

o Registered to Vote Democrat / Lean Republican / Lean Independent / None
(In District of Residence) Democrat Republican of These
' Presidetil lctons: Alwoys

33.5%)
26.0% Presidential Elections: i
5.0
. . e | e
Statewide Elections: Sometimes 29.3%

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

I

Recipes/  Onking Phone  Restaurant Hﬂﬂm. UD"I’VG‘VM“ Medical Fitness/Diet Home/ lobsearch /  Apparel [ Career Education  Take Oniine  Homework Religion / Hectronk Parenting/ Photography Genealogy WIMDIW“
u:;::::;; n?:v.;:‘m m::.:::p Information  dvice ..:.'."..':.“.L. information Gamfen ideas Postresume Besuty deas Development \::::;: Classes |V:An|::1ﬂur spirmualty  Inite  Famly Advice ,{,;".:f::; Local Elections: Always
e oy ! Local Elections: Sometimes
mwho Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA # who Live in the MINNEAPOUS-ST. PAUL, MN, DMA mUSA
C
IFMTop-sa past 12-months Active Lifestyle Activites: Adults 25 - 54 % Past 12-months Domestic Airline Trips: Adults 25 - 54
: 17.4%
SRL | 581,650 16.6%

’ 15.0%
EAN 7 861,106 13.7%
ERL 1 139,539

6.4%
SR 501 639 6.3%
10.1%

Sl ¢ 244,879 12.5%
10+ trips B 5.5 e Domesti past year:

Avg. # Domestic Flights:

212.2%
7.5%

i i I
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INIIEIPI][IS— 1.5% or 931,201 of USA Women 25 - 54 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
ST PI{ILHH Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 2.2% more likely to look up D-I-Y
advice online, 15.5% less likely to always vote in local elections, 11.% less likely to belong to a gym, 7.%

less likely to fly domestic past yr.

Political Activity: Women 25 - 54

84.7%
45.3% 24.8% -130.0%

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

6. 8%
B = Registered to Vote Democrat / Lean  Republican / Lean Independent / None
(In District of Residence) Democrat Republican of These
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Presidential Elections: i
19.0% Statewide Elections: Always m
Statewide Elections: Sometimes
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schools, child's)

sugestons (skype, Reviews Information 1 .
- Apaeh, ol Local Elections: Sometimes

- ®who Live in the MINNEAPOLIS-ST. PAUL, MN, I;;‘:‘) mUSA # who Live in the MINNEAPOUS-ST. PAUL, MN, DMA mUSA
C
IFMTop-sa past 12-months Active Lifestyle Activites: Women 25 - 54 % Past 12-months Domestic Airline Trips: Women 25 - 54
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1.5% or 971,620 of USA Men 25 - 54 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN,
online, 1.% more likely to always vote in local elections, 8.3% less likely to belong to a gym, 1.6% more

likely to fly domestic past yr.

DMA are 3.3% more likely to look up D-I-Y advice

Top-20 past 30-days Online Lifestyle Activites: Men 25 - 54

| Activity: Men 25 -54

39.3% 31.2% d

Republican / Lean Independent / None
Republican of These

Presdental Elctons: Aweys

Registered to Vote
(In District of Residence)

Democrat / Lean
Democrat

9.3 v
Presidential Elections: o
17.7%
j -l = Statewide Elections: Aways TR
Statewide Elections: Sometimes |gerets
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i P35-64

R L likely to fly domestic past yr.

1.5% or 1,895,682 of USA Adults 35 - 64 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Adults 35 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 5.3% more likely to look up D-I-Y
advice online, .8% less likely to always vote in local elections, 1.8% less likely to belong to a gym, 3.2% less

Top-ZO past 30-days Online Lifestyle Activites: Adults 35 - 64

se.anfll 1
: . 8.a%
'
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etc) Finanding)
= who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA
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Past 30-days QSR Users: Adults 18 or older
T

2 times

3 times

4 times

5 times

6-9times

10times or more

13.4%

likely to smoke cigarettes.

1.5% or 3,909,963 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 .7% more likely to use QSRs past
mo., .% less likely to use Sit-Down Restaurants past mo., 7.7% more likely to use Casinos past yr.,, 2.9% more

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

1time

2 times
3 times

4 times

5 times

6-9times

10times or more

[ aa ]

16.3%

Top-10 Cuisines: Adults 18 or older

(sit-Down Restaurants Used Past 30-days)

'
Coltee
Mouse /

Maxican  Chinese
Caffee Bar

wings/  Bagel/ Steskhouse Upscale
eurgers /  Donut /
Sports Bar  Bakery.

viua nakan indian
Thai /
Other
Asian

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

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

who Live in the MINNEAPOLIS-ST. PAUL, MN, DVIA 13.3%

usA m 19.9%

= who Live in the MINNEAPOLISST, PAUL, MN, DMA mUsA # who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA
Total Monthly QSR Users: Avg. Monthly QSR Meals: Total Monthly Sit-Down Restaurant Users:  Avg. ly Sit-Down Meals:
84.1% 83.5% 71.9% 72.0%
e = A =N
Drank Past 30-days: Adults 18 or older

Liquor

Any Type of Beer

Wine
Domestic Regular Beer

Imported Beer

Damestcight Ber

3
5 12.4%
Microbrew / Craft Beer T 10.4%

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

USA USA PROJECTION Scarborough R1 2026: Feb25-Feb26

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

Past 12 months Casino Activities: Adults 18 or older

Slot Machines
Table Games (Craps, Poker, etc.) presees 11,
.
18,361,872 7.0%

6%

Bar / Nightclub

Upscale Restaurant

Stage Show / Concert 5%

: I 5.
Sports etting 35
Soa 3%
Other Gambling

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

Qual Intab 1,934

USA Projection Scarborough R1 2026: Sep24-Feb26

- -

Casinos visited past 12 hs: Yes Marij
B USA
Qual Intab 25,110

27

Used Past 30-days: Adults 18 or older

[ Cannabis

Cigarettes Vape

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



MINNEAPDLIS-
ST.PAUL MN

Past 30-days QSR Users: Adults 25 - 54

A | 1time

I -
2 times
s

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

Avg. Monthly QSR Meals:

4 times
5 times
6-9times

10times or more

Total Monthly QSR Users:
86.3%

e R - R

to smoke cigarettes.

1.5% or 1,902,821 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 .3% less likely to use QSRs past mo.,
1.2% less likely to use Sit-Down Restaurants past mo., 3.1% less likely to use Casinos past yr., .6% more likely

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

[ ] 1time

16.4%

2times 16.5%
3 times
4 times
5 times

6-9times

10times or more

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

- = - -

Top-10 Cuisines: Adults 25 - 54

(sit-Down Restaurants Used Past 30-days)

! Iliiliij

fakan  wings/ Bagel/ Steskhouse Upscale  indian /
eurgers/  Denut/ Thai /
Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA 17.7%

Sports Bar  Bakery Other
uvse NG 25.1%

Pima  chinese  Coffee
Mouse /
Caffee Bar

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

Drank Past 30-days: Adults 25 - 54

L
Any Type of Beer 55,869,463 43.0%
e
Imported Beer , .

7,0
Domestic Regular Beer
Domestic Light Beer

Microbrew / Craft Beer

35,083,2

EACET 1517 v

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

USA USA PROJECTION Scarborough R1 2026: Feb25-Feb26

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

Past 12 months Casino Activities: Adults 25 - 54
3,174,433 : 1

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

Upscale Restaurant

Used Past 30-days: Adults 25 - 54

Sports Betting 027 868
Stage Show / Concert
Spa
24
Other Gambling Casinos visited past 12 hs: Yes
¥ who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA HUSA
Qual Intab 1,934
USA Projection Scarborough R1 2026: Sep24-Feb26 Qual intab 25,110

[ Cannabis

Cigarettes Vape

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



MINNEAPOLIS-
ST.PAUL MN

7.4%

10.3%

2 times

3 times

4 times

5 times

6-9times

12.9%
110

10 times or more

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

Total Monthly QSR Users: Avg. Monthly QSR Meals:

—m _

1.5% or 931,201 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% more likely to use QSRs past mo.,
2.5% less likely to use Sit-Down Restaurants past mo., 7.1% less likely to use Casinos past yr., 4.% more likely

to smoke cigarettes.

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

. 1time

18.3%

2 times

16.1%

- stimes |
10times or more &

m who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA
hly Sit-Down

3 times

4 times

5 times

mUSA
Meals:

Total Monthly Sit-Down Restaurant Users:  Avg. M
72.1%

70.2% .
N = N

Top-10 Cuisines: Women 25 - 54

(Sit-Down Restaurants Used Past 30-days)

I Iliiiiij

Pizza  Chinese  Coffes  Bagel/  imban  Wings/ Steakhouse Upscale Indisn/
Mouse/ Donut/ Burgers { Thai /

Coffee Bar  Bakery Sports 8ar Other
Asian

= who Live in the MINNEAPOUS-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 19.0%

use [ 25.5%

Drank Past 30-days: Women 25 - 54
Wine

Any Type of Beer
Domestic Light Beer
Imported Beer
Domestic Regular Beer

Microbrew / Craft Beer

mUSA

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

ISA USA PROJECTION Scarborough R1 2026: Feb25-Feb26

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

Past 12 months Casmo Activities: Women 25 - 54

Slot Machines

Bar / Nightclub

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

Stage Show / Concert

Sports Betting

Spa

Other Gambling

Used Past 30-days: Women 25 - 54

16.4%

[ Cannabis Cigarettes Vape

Casinos visited past 12

® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA
Qual Intab 1,934
USA Projection Scarborough R1 2026: Sep24-Feb26 Qual Intab 25,110

=USA

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



INNEAFDLIS-
" ST.PRULMN
ga Tt

smoke cigarettes.

1.5% or 971,620 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 .8% less likely to use QSRs past mo., .%
less likely to use Sit-Down Restaurants past mo., .2% more likely to use Casinos past yr., 2.3% less likely to

Past 30-days QSR Users: Men 25 - 54

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

Top-10 Cuisines: Men 25 - 54

(Sit-Down Restaurants Used Past 30-days)

piza

Iliii gl

Mexican Chinese  Coffee  Wings/ imlan  Bagel/ Steskhouse Indisn/ Upscale

House/ Burgers/ Bonut/ hai f
Caffee far Spars Bar Bakery Other

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

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Live in the MINNEAPOLIS-ST. PAuL m, ovA [ESSB200N 16.3%

use [ 23.0%

1 : € Ltime 14.6% |}
2 times 2 times 16.9% .
3 times 3 times
4 times 4 times
5 times 5 times
6-9times 6-9times
10 times or more 10times or more
® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA B USA = who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA
Total Monthly QSR Users: Avg. Monthly QSR Meals: Total Monthly Sit-Down Restaurant Users:  Avg. Monthly Sit-Down Meals:
85.4% 86. 72.5% 72.6%
—— Bt T N
Drank Past 30-days: Men 25 - 54 Past 12 months Casino Activities: Men 25 - 54

Any Type of Beer 34,883,314 53.0% |

Liquor  pryrverm 48.1%

—
o -V

Microbrew / Craft Beer Frery wim v

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

USA USA PROJECTION Scarborough R1 2026: Feb25-Feb26

Slot Machines aiehatt 29.1%

Bar / Nightclub

8,661,304 .

Sports Betting - N B
Upscale Restaurant
Stage Show / Concert

Other Gambling

Used Past 30-days: Men 25 - 54

[ Cannabis Cigarettes Vape

Casinos visited past 12

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

Qual Intab 1,934

All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, inc. LLC. Al rights reserved. USA Projection Scarborough R1 2026: Sep24-Feb26 Qual Intab 25,110
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IINNEAPOLIS-
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P39-64

OMA-
#16

Past 30-days QSR Users: Adults 35 - 64

3 times
5 tmes

10 times or more

likely to smoke cigarettes.

1.5% or 1,895,682 of USA Adults 35 - 64 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Adults 35 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are .9% more likely to use QSRs past mo.,
3.1% less likely to use Sit-Down Restaurants past mo., 7.4% more likely to use Casinos past yr., 7.1% more

Past 30-days Sit-Down Restaurant Users: Adults 35 - 64
[ ] 1time -

16.9%

2 times

3 times

4 times

5 times

6-9times

10times or more

Top-10 Cuisines: Adults 35 - 64

(Sit-Down Restaurants Used Past 30-days)

Iliiilia

Coffes  ialian  Wings/ Bagel/ Steakhouse Upscale  Indian/

House / Burzers/ Donut/ hai
Coffee B3 sports Bar  Bakery Other
Atian
= wha Live in the MINNEAPOUS-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 13.8%

usn R 10.9%

® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA B USA = who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA
Total Monthly QSR Users: Avg. Monthly QSR Meals: Total Monthly Sit-Down Restaurant Users:  Avg. Monthly Sit-Down Meals:
86.6% g 70.6% 72.8%
Drank Past 30-days: Adults 35 - 64 Past 12 months Casino Activities: Adults 35 - 64
Slot Machines

Liquor  pepterer 45.1%
Any Type of Beer ;
Wine

56,815,610 46‘.8%
Imported Beer
Domestic Regular Beer
Domestic Light Beer

Microbrew / Craft Beer

mUSA

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

ISA USA PROJECTION

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

Upscale Restaurant

Stage Show / Concert

Sports Betting

Spa

Other Gambling

Used Past 30-days: Adults 35 - 64

Cigarettes Vape

[ Cannabis

Casinos visited past 12

U Scarborough R1 2026: Feb25-Feb26
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, inc. LLC. Al rights reserved.

® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA
Qual Intab 1,934
USA Projection Scarborough R1 2026: Sep24-Feb26 Qual Intab 25,110

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



1.5% or 3,909,963 of USA Adults 18 or older Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.

P18+ Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 17.1% more likely to have a 401K,
10.6% more likely to have an Auto Loan, 2.4% less likely to Invest/Trade Stocks Online, 3.6% less likely to pay

with their Debit Card.

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

401K Plan  proyrmrre 45,
5,704,014 36.5%
,631,929 2

1
9!
19.2%
Mutual Funds [FEESI 1
Money Market Funds ::‘::

9.6%
— o

Other (Crypto / NFTs / Metals, etc.) ’:;

IRA (Individual Retirement Account)

Stocks or Stock Options

15.5%) 5.9% 6.8% 5.9% 520 68% , .0

) Sk = bk === = = = o o
529 Plan / College Savings Plan &D% Checking Debitor ATM  Savings  Credit Card Online Mobile Online Bill Home Auto Loan Money  Certificates of Studentioan Personal Loan Refinanced Home
= Account card Account Banking Banking Paying Mortgage Market  Deposit (CDs) Home  Improvement
18 7.5% Account Mortgage Loan or Home
Second Home or Real Estate Property 28% Equity Loan
® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA ® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA m USA

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

45,668,749 17.4%
Online Investing / Stock Tradil
o1 sk

Accountant

Tax Preparation Service

Financial Planner

Insurance Agent at a Local Office (not online)

10.3%
Real Estate Agent DO o.39 8.8% 4 oo

L

Venmo MasterCard  Apple Pay  CashApp  GooglePay American Store Credit  Discover  Square Cash  Facebook Samsung Pay

Estate Planning

R Soi-

§uar 820 e
. 4% (*Past 12 Months) visa PayPal Zelle Debit Card
Divorce / Family Attorney has.ﬂ% Express card Messenger
w who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA W USA w who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA

us, USA PROJECTION Scarborough R1 2026: Feb25-Feb26 Qual Intab 1,934
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. Al rights reserved. USA Projection Scarborough R1 2026: Sep24-Feb26 Qual Intab 25,110



MINNEAPDLIS:
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i

1.5% or 1,902,821 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 16.3% more likely to have a 401K, 25.5%
more likely to have an Auto Loan, 10.6% less likely to Invest/Trade Stocks Online, 4.8% less likely to pay with

their Debit Card.

Investments Owned: Adults 25 - 54

401K Plan s

3 16.7%
17,285, 729B €% 3
! 9.9%
JERVER 10.3%

3 12.3%
12,432, O

8.4%
£0%

52.3%

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

529 Plan / College Savings Plan

Other (Crypto / NFTs / Metals, etc.)

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

B2% B4% 0% oo 7.1%

3.4%
S e e e

12.8%) 12.7%]

i Lo 5o o ooz oo o
Bonds 13% Checking DebitorATM  Savings  CreditCard  Online Mobile Online Bill Home Autoloan Studentloan  Money  Certificates of Personal Loan Refinanced Home
= Account card Account Banking Banking Paying Mortgage Market  Deposit(CDs) Home  Improvement
Second Home or Real Estate Property 31'39; Account Morlgage L‘E"’m';: HLD‘f'm“E
® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA ® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA m USA

Professional Services Used*: Adults 25 - 54

Tax Preparation Service
P 22,849,038 1

Online investing / Stock Trading

Financial Planner

Accountant

EriT—
7.9%
5.0%
2 4.4%
PRECREL] 4.0%

Insurance Agent at a Local Office (not online)

Real Estate Agent

Estate Planning 11:;‘
Divorce/ Family Attomey Eo.;s;x (*Past 12 Months)
w who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA
USA PROJECTION Scarborough R1 2026: Feb25-Feb26 Qual Intab

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

Ty \Past 3-Months Payment Methods Used: Adults 25 - 54

DebitCard  Apple Pay MasterCard Store Credit

CashApp  GooglePay  American

visa PayPal Venmo zelle Discover  Square Cash  Facebook Samsung Pay
Express Card Messenger
w who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA
1,934
USA Projection Scarborough R1 2026: Sep24-Feb26 Qual Intab 25,110




WINNEAPOLIS-
¥ ST.PRULMN.
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W23-94

1.5% or 931,201 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 13.6% more likely to have a 401K,

27.1% more likely to have an Auto Loan, 31.4% less likely to Invest/Trade Stocks Online, 4.4% less likely to pay
with their Debit Card.

nﬁalnvestments Owned: Women 25 - 54

401K Plan

31,215,009

9.9%
9.2%
11.9%
8.4%
5,4 9.2%
5,230,918 %33
B

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

529 Plan / College Savings Plan
Money Market Funds

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

195.1%
1A%

90.0%

[ 3%

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

Bonds

Second Home or Real Estate Property

mUSA

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

10-1% g g%

Autoloan  Studentloan  Money
Market
Account

Home
Mortgage

Online Bill
Paying

Mobile
Banking

Credit Card

Online
Banking

Savings
Account

Checking  Debit or ATM
Account card

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

Personal LoanCertificates of Refinanced
Deposit (CDs)

8% oo

7.9%
3.0%
[ R

Home
Home Improvement

Mortgage Loanor Home

Equity Loan

Professional Services Used*: Women 25 - 54

Tax Preparation Service = = . y
= 10,865,423 16.

6.4%
4,537,899 7.1%
6.7%
4.8%
3.9%
2,410,41

3.8%
1.6%

1.8%

B
1.6%

wwho Live in the MINNEAPOLIS-ST. PAUL, MN, DMA
USA PROJECTION Scarborough R1 2026: Feb25-Feb26

Financial Planner
Online Investing / Stock Trading

Accountant

Insurance Agent at a Local Office (not online)

Real Estate Agent

Estate Planning =

B (*Past 12 Months)
Divorce / Family Attorney

W USA

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

B\ Past 3-Months Payment Methods Used: Women 25 - 54

11.4%12.3%

Discover

Google Pay  Store Credit ~ American

Square Cash
Card Express
w who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA

1,934
USA Projection

Scarborough R1 2026: Sep24-Feb26 Qual Intab 25,110

14.7%

10.0%

Facebook Samsung Pay
Messenger




Investments Owned: Men 25 - 54

401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

529 Plan / College Savings Plan

Other (Crypto / NFTs / Metals, etc.)

3
2 37.8%
20,695,580 31.5%

23.3%

11,365,767 [EVEY)
10.7%
8,143,010 R PR3

3 12.7%
pAS 10.7%

10.2%

1.5% or 971,620 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 18.4% more likely to have a 401K, 24.1%
more likely to have an Auto Loan, 1.3% less likely to Invest/Trade Stocks Online, 5.2% less likely to pay with
their Debit Card.

38,149 55.9%
695, 5%

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

8.4% 8.3%

Bonds 0.2% Checking DebitorATM  Savings  CreditCard  Online Mobile Home Online Bill  Auto Loan Money  Studentloan Certificates of Personal Loan Refinanced Home
Account card Account Banking Banking Mortgage Paying Market Deposit (CDs) Home  Improvement
2,1865.7% Account Mortgage Loan or Home
Second Home or Real Estate Property S o P Equity Loan
® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA ® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA m USA
: 2 Y L/ .
Professional Services Used*: Men 25 -54 Past 3-Months Payment Methods Used: Men 25 - 54
8 117,891 12.3%
Insurance Agent at a Local Office (not online) .
Real Estate Agent 8.0% 9.9%
% 8.0%
e JERSY 5.6% 4.5% 5.2%
) 10.2% (*Past 12 Months) VISA PayPal Venmo Zelle MasterCard DebitCard  Apple Pay  Google Pay  Cash App American Discover ~ Store Credit Square Cash  Facebook Samsung Pay
Divorce/ Family Attorney 0.9% Express card Messenger
wwho Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA w who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA
USA USA PROJECTION Scarborough R1 2026: Feb25-Feb26 Qual Intab 1,934
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. Al rights reserved. USA Projection Scarborough R1 2026: Sep24-Feb26 Qual Intab 25,110




APOLIS 1.5% or 1,895,682 of USA Adults 35 - 64 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
W ST.PI Adults 35 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 20.2% more likely to have a 401K, 6.6%
H Ee IMA - more likely to have an Auto Loan, 5.9% less likely to Invest/Trade Stocks Online, 5.5% less likely to pay with
= F,.._r #16 their Debit Card.

Investments Owned: Adults 35 - 64

IRA (Individual Retirement Account)
Stocks or Stock Options

3 19.5%
Mutual Funds 21,677,356 17.1%

> 12.2%
Money Market Funds 157%

)3 12.2%
12,875, P2

Other (Crypto / NFTs / Metals, etc.) sf;;

529 Plan / College Savings Plan

Financial Services Has and/or Uses: Adults 35 - 64

Checking Debitor ATM  Savings

Auto Loan

Credit Card Online Mobile Online Bill Home

3 9.1%
Bonds 18% Money  Certificates of Studentioan Personal Loan Refinanced Home
= Account card Account Banking Banking Paying Mortgage Market  Deposit(CDs) Home  Improvement
8.2% Account Mortgage Loan or Home
Second Home or Real Estate Property m 1% Equity Loan
® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA HUSA ® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA B USA
Professional Services Used*: Adults 35 - 64 yraost 3-Months Payment Methods Used: Adults 35 - 64
Tax Preparation Service 25 522 105 2
Online Investing / Stock Trading
9.3%
Accountant 11,716,860 9.2%
Insurance Agent at a Local Office (not online) m 0% . .
3 3.3%
Real Estate Agent g il T 7.3%
10% 3.4% 4.1%
Estate Planning E 27% o ) L 1B Rt s . s R cssns — Ly oz [ .o ]
) 10.5% (*Past 12 Months) Venmo DebitCard MasterCard Apple Pay  CashApp  GooglePay  American Store Credit  Discover  Square Cash  Facebook Samsung Pay
Divorce/ Family Attorney E 1% Express Card Messenger
W who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA w who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA
USA USA PROJECTION Scarborough R1 2026: Feb25-Feb26 Qual Intab 1,934
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. Al rights reserved. USA Projection Scarborough R1 2026: Sep24-Feb26 Qual Intab 25,110




INNEAPOLIS- Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 3 days, 0 hours, 59 minutes
ST.PRULMN: and 27 seconds each week with All Forms of Media.

; 81.5% of Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an avg. of 8 hours and 20 minutes each week
listening to All Local AM/FM Radio, representing 9.3% of totaltime spent with all forms of Media.

ELR: 97.0%

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

Concurry
usage 55.7%
USA

who Live in the
MINNEAPOLIS-ST. PAUL,

MN, DMA

® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA m USA
USA  USAPROJECTION  Scarborough R12026: Feb25-Feb26  Quallntab 1,934 USA Projection  Scarborough R1 2026 Sep2d4-Feb26  Quallntab 25,110 HUbbCIrd Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. Tor-Anything

BROADCASTING




USA

USA PROJECTION

P ST PAUL MN

MINNEAPOLIS-

%16

Scarborough R1 2026: Feb25-Feb26

Qual Intab

Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 2 days, 19 hours, 5 minutes and

48 seconds each week with All Forms of Media.

82.1% of Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MIN, DMA spend an avg. of 8 hours and 9 minutes each week listening
to All Local AM/FM Radio, representing 10.% of total time spent with all forms of Media.

X 06.6%

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

1934

USA Projection

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

Scarborough R1 2026: Sep24-Feb26

Qual Intab

25,110

35.6%

34.8%

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

60:31:
Concurr
usage 56.0%
UsA

who Live in the

INEAPOLIS-ST. PAUL,
MN, DMA

Share of Everything
for Anything N




Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 2 days, 17 hours, 57 minutes

wz - 4 and 39 seconds each week with All Forms of Media.
80.8% of Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an avg. of 7 hours and 35 minutes each week
listening to All Local AM/FM Radio, representing 9.3% of totaltime spent with all forms of Media.
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& INNEAPOLIS- Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 2 days, 20 hours, 41 minutes and

4 B £ ST.PI!IILMN 12 seconds each week with All Forms of Media.
o= OMA° 83.4% of Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MIN, DMA spend an avg. of 8 hours and 41 minutes each week listening to
f All Local AM/FM Radio, representing 10.5% of total time spent with all forms of Media.
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Adults 35 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 2 days, 23 hours, 57 minutes and
57 seconds each week with All Forms of Media.

87.5% of Adults 35 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an avg. of 8 hours and 52 minutes each week listening
to All Local AM/FM Radio, representing 10.8% of total time spent with all forms of Media.
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.

Vﬂmupous. Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 2 days, 6 hours, 49 minutes
- ST.PAULMN P18+ and 12 seconds each week with All Forms of Ad-Supported Media.
: i BMA- 77.9% of Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MIN, DMA spend an avg. of 7 hours and 33 minutes each week

‘ #16 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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INNEAPDLIS- Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 1 days, 21 hours, 49 minutes and

e [ Pllll.MH Pz - 4 49 seconds each week with All Forms of Ad-Supported Media.
DMA 79.2% of Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an avg. of 7 hours and 17 minutes each week listening

to Local Ad-Supported AM/FM Radio, representing 12.6% of total time spent with all forms of Ad-Supported Media.
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Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 1 days, 19 hours, 16 minutes
and 32 seconds each week with All Forms of Ad-Supported Media.

78.3% of Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an avg. of 6 hours and 55 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 12.5% of total time spent with all forms of Ad-Supported Media.

o7 47

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

who Livein the
MINNEAPOLIS-ST. PAUL,

MN, DMA

% of Total
Weekly H:M:

= who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA H USA
USA  USAPROJECTION  Scarborough R12026: Feb25-Feb26  QualIntab 1,934 USA Projection  Scarborough R1 2026: Sep24-Feb26  Qual Intab 25,110 Hubbq rd FRARGaf Fumryhing
All Graphs and soefa.al Dota Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. wee g s ’ for Anything _

BROADCASTING



INNEAPDLIS- Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 2 days, 1 hours, 10 minutes and 28

14 ST Fl!l]LMll seconds each week with All Forms of Ad-Supported Media.
% ] - 80.% of Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an avg. of 7 hours and 36 minutes each week listening to
A #16

Local Ad-Supported AM/FM Radio, representing 12.4% of total time spent with all forms of Ad-Supported Media.
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INNEAPOLIS- Adults 35 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 2 days, 4 hours, 56 minutes and

ST.PAUL MN: 29 seconds each week with All Forms of Ad-Supported Media.

i OMA- - 84.1% of Adults 35 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an avg. of 8 hours and 1 minutes each week listening
i to Local Ad-Supported AM/FM Radio, representing 12.7% of total time spent with all forms of Ad-Supported Media.
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for an avg. of 64.8 minutes/day.

Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 7 hours
and 49 minutes each day with All Forms of Ad-Supported Media. 77.9% listen to Local AM/FM Radio
(Local Radio delivers 10.7% 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 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 32
minutes each day with All Forms of Ad-Supported Media. 79.2% listen to Local AM/FM Radio for an
(Local Radio delivers 12.6% of Time with Ad-Supported Media.)
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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
10 minutes each day with All Forms of Ad-Supported Media. 78.3% listen to Local AM/FM Radio for
an avg. of 59.3 minutes/day.

(Local Radio delivers 12.5% of Time with Ad-Supported Media.)
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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 7 hours and 1
minutes each day with All Forms of Ad-Supported Media. 80.% listen to Local AM/FM Radio for an
(Local Radio delivers 12.4% of Time with Ad-Supported Media.)

avg. of 65.2 minutes/day.
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Facebook
80.4

Non-Premium Cable
TV Networks
59.9

Billboards & Signs
(Weekly Drivers)
60.9

Games/Fanta
sy/Betting

Email/Text/I
M/Zoom,etc.
(Personal &
Work)
378

Instagram
30.0

Shopping
(incl.
Food/Auction
s/Travel etc...

News/Wea ]
ther/Spor...

Email/Text/
IM/Zoom,et
¢. (Personal
& Work)
36.6

Non-Premium
Cable TV
Networks

489

Facebook

AM/FM Radio 442

64.7

YouTube
Video

Search
(Google, Bing,
etc.)
2738

Instagram

29.8
News/ Gr

Weath oce
er/Spo ry
EESN | S...

Shopping (incl.
Food/Auctions
/Travel etc.)
27.7

Billboards & Signs
(Weekly Drivers)
63.3

Games/Fantasy
/Betting Sites
Banking/Fi.

uUSA

® who Live in the MINNEAPOLIS-ST. PAUL,

MN, DMA mUSA

Top-13 All Forms of Ad-Supported Media (Persons & % Reach): Men 25 - 54

[Averoge Week)
Grocery Stores

Billboards & Signs (Weekly Drivers)

Search (Google, Bing, etc.)

ts
Local AM/FM Radio

Facebook

Email/Text//M/Zoometc. (Personal & Work)
Shopping (incl. Food/Auctions/Travel, etc.)
Non-Premium Cable TV Networks

Local TV Stations

YouTube Video

Gas Stations/Convenience Stores

Games [Fantasy/Betting Sites

UsA

USA PROJECTION
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, inc. LLC. All rights reserved.

Tom! Persons

fesaseiet — oci]
T S —
s W%
M
-M"

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

Scarborough R1 2026: Feb25-Feb26

Avg. Hours+Minutes/day with All
Forms of Ad-Supported Media:

Qual Intab

i

spent

Top-13 All Forms of Ad-Supported Media (% Time Spent &
fAveroge ooy)

Avg. Minutes/day Spent): Men 25 - 54

g £

Men 25 -54

who Livein the . .
MINNEAPOLIS-ST. PAUL, Local AM/FM Radio
MN, DMA 65.2

%
(17 514
[e250)
rATA
.05}

Non-Premium Cable
TV Networks
56.4

Billboards & Signs
(Weekly Drivers)
60.9

Rho{nmng
( Search
(Google,
Bing, etc.)
289

Food Au io

Local TV Sta

48.8
YouTy | News | Gro jiGa
he [/Wea | cery | me
ther/ | St...
Spo...

Email/Text/IM/Zo
ersonal
& Work)...

Video
16.5

Non-Premium
Cable TV
Networks
47.1

Billboards & Signs
(Weekly Drivers)
63.3

Facebook
47.0

News
/Wea
ther/
Spo...

Search (Google,
Bing, etc.)
278

Email/Te YouTub
e Video
186
S 1g (ir

Food/Auctio Groce Gam G

Local AM/FM Radio d
avel.etc.)... Y. es.. a

59.6

Work)
317

mUSA
1,934

USA Projection

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

Scarborough R1 2026: Sep24-Feb26 Qual Intab

25,110

mUSA
* Share of Everything




MINNEAPOLIS- Adults 35 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 7 hours and 33

-oF: “."”‘" minutes each day with All Forms of Ad-Supported Media. 84.1% listen to Local AM/FM Radio for an
avg. of 68.7 minutes/day. (Local Radio delivers 12.7% of Time with Ad-Supported Media.)
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Avg. Week AIL ngdio (Persons & % Reach): Adults 15 or older
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3,046,344 or 77.9% 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 64.8 minutes every day representing 40.9% of
all time spent daily with Ad-Supported Audio.
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Avg. Day All Audio (% Time Spent & Avg. Minutes/day Spent): Adults 25 - 54

% Time spent

1,506,946 or 79.2% 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 62.5 minutes every day representing 34.8% of all
time spent daily with Ad-Supported Audio.
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728,921 or 78.3% 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 59.3 minutes every day representing 36.4% of all
time spent daily with Ad-Supported Audio.
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777,699 or 80.% 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 65.2 minutes every day representing 33.2% of all
time spent daily with Ad-Supported Audio.
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MINNEAPOLIS- 1,595,151 or 84.1% of Adults 35 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA listen to Ad-

o ST.PAUL MN' Supported Local AM/FM Radio for an average of 68.7 minutes every day representing 39.9% of all
. time spent daily with Ad-Supported Audio.
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all time spent daily with Ad-Supported Audio.
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INNEAPOLIS- 3,046,344 or 77.9% of Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA listen to
A L P18+ Ad-Supported Local AM/FM Radio for an average of 64.8 minutes every day representing 40.9% of
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INNEAPDLIS-
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1,506,946 or 79.2% of Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA listen to Ad-
— P23-94

Supported Local AM/FM Radio for an average of 62.5 minutes every day representing 34.8% of all
time spent daily with Ad-Supported Audio.
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728,921 or 78.3% of Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA listen to Ad-

w25-54 Supported Local AM/FM Radio for an average of 59.3 minutes every day representing 36.4% of all
time spent daily with Ad-Supported Audio.
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777,699 or 80.% 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 65.2 minutes every day representing 33.2% of all
time spent daily with Ad-Supported Audio.
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1= ’ lllllElPﬂl_-IS- 1,595,151 or 84.1% of Adults 35 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA listen to Ad-
T ST PAUL MK Supported Local AM/FM Radio for an average of 68.7 minutes every day representing 39.9% of all
time spent daily with Ad-Supported Audio.
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and Pop Conte

mporary Hit Radio.

3,046,344 or 77.9% of Adults 18 or older 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, Classic Hits, Adult Contemporary,
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Local AM/FM Radm Formats (Persons & % Reach): Adults 25-54
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1,506,946 or 79.2% 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, Classic Hits, Pop Contemporary

Hit Radio, and Adult Contemporary.
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728,921 or 78.3% 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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Local AM/FM Radm Formats (Persons & % Reach): Men 25-54
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777,699 or 80.% 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 Hot AC, Country, Active Rock, All Sports, and Classic Hits.
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1,595,151 or 84.1% of Adults 35 - 64 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, Adult Contemporary, Classic Hits,
and Classic Rock.
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Avg. Week AI{W Iﬂddmeo (Persons & % Reach): Adults 18 or older .
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Premium Cable TV Networks

MINNEAPDLIS-
1 I’IIII.HN-‘
Lk

P18+

2,392,955 or 61.2% of Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA watch
Ad-Supported Local TV Stations for an average of 120.3 minutes every day representing 33.8% of all
time spent daily with Ad-Supported Video.
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Netflix
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1,029,646 or 54.1% of Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA watch Ad-
Supported Local TV Stations for an average of 57.9 minutes every day representing 28.7% of all time
spent daily with Ad-Supported Video.
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405,272 or 43.5% of Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA watch Ad-
Supported Local TV Stations for an average of 71.9 minutes every day representing 32.7% of all time
spent daily with Ad-Supported Video.
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625,041 or 64.3% of Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA watch Ad-
Supported Local TV Stations for an average of 48.8 minutes every day representing 26.5% of all time
spent daily with Ad-Supported Video.
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1,264,454 or 66.7% of Adults 35 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA watch Ad-
P35_64 Supported Local TV Stations for an average of 95.1 minutes every day representing 34.7% of all time
spent daily with Ad-Supported Video.
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: o INNEAPOLIS- 2,392,955 or 61.2% of Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA watch
e P18+ Ad-Supported Local TV Stations for an average of 120.3 minutes every day representing 33.8% of all
g1 time spent daily with Ad-Supported Video.

Weekly

Avg. Hours+Minutes/day with Ad-Supported
Reach% 61.2%

58.4% "Share Of Ad_Supported V"deo n Video: Adults 18 or older

59.9%

41.3% who Live in the UsA
: 39.3% MINNEAPOLIS-ST. PAUL,
38.8% LB 0 by
30.2%
g 192% L6
. (]
0,
14.6% 13.3% 14.8%
11.2% 11.4%
13.5% 7.6%  7.4%
Weekly
& -
:::;'::- (=)

2,392,95357,028,214 2,010,25853,176,895 1,516,34408,339,900 1,437,69402,974,315 1,107,311/9,254,752 436,014 29,806,950 710,963 50,331,013
Local TV

571,831 43,313,607 298,341 19,431,913 519,101 38,895,339
Cable TV Amazon YouTube TikTok Netflix Hulu AppleTV+ Roku Peacock
A
Daily Mi
® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA m USA

USA USA PROJECTION Scarborough R1 2026: Feb25-Feb26 Qual Intab 1,934 = Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. Al rights reserved. USA Projection Scarborough R1 2026: Sep24-Feb26 Qual Intab 25,110 smﬁ_al for Anything



1,029,646 or 54.1% of Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA watch Ad-
b P25-54 Supported Local TV Stations for an average of 57.9 minutes every day representing 28.7% of all time
spent daily with Ad-Supported Video.
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7 2"":::{1:‘5“ 405,272 or 43.5% of Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA watch Ad-

. oo Supported Local TV Stations for an average of 71.9 minutes every day representing 32.7% of all time

#16 spent daily with Ad-Supported Video.
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.VWHPDI.IS» 625,041 or 64.3% of Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA watch Ad-
e “‘P_l"['“ M25-54 Supported Local TV Stations for an average of 48.8 minutes every day representing 26.5% of all time
spent daily with Ad-Supported Video.
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1,264,454 or 66.7% of Adults 35 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA watch Ad-
Supported Local TV Stations for an average of 95.1 minutes every day representing 34.7% of all time
spent daily with Ad-Supported Video.

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

Reach % 7% "share OfAd-suppOl’ted Video" Video: Adults 35 - 64
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' 2,392,955 or 61.2% 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 -

Comedies, Game Shows, and Dramas.
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Local TV Station Programs (Persons & % Reach): Adults 25 - 54
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1,029,646 or 54.1% 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, Game Shows, and Movies.
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Local TV Station Programs (Persons & % Reach): Women 25 - 54
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Local TV Station Programs (Persons & % Reach} Men 25 - 54
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' 625,041 or 64.3% 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, Comedies, Local News - Evening, Local
News - Morning, Local News - Late, and Game Shows.
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wMINNEAPOLIS- 1,264,454 or 66.7% of Adults 35 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA watch Ad-
*ST.PRUL MN Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening, Local News -
Morning, Comedies, Game Shows, and Movies.
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[ 2,964,952 or 75.8% of Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA use Ad-
Supported Social Media for an average of 130.1 minutes every day representing 22.7% of all time
spent daily with Ad-Supported Digital Media.
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INNEAPDLIS-
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#16

7 1,550,401 or 81.5% 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 32.1% of all time
spent daily with Ad-Supported Digital Media.
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Avg. Week All Digital (Persons & % Reach): Women 25 - 54
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[ 770,792 or 82.8% 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 28.7% of all time
spent daily with Ad-Supported Digital Media.
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[ 779,609 or 80.2% 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 35.1% of all time
spent daily with Ad-Supported Digital Media.
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- - spent daily with Ad-Supported Digital Media.

7 1,520,443 or 80.2% of Adults 35 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA use Ad-
Supported Social Media for an average of 132.4 minutes every day representing 26.1% of all time
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- 2,964,952 or 75.8% of Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA use Ad-
Supported Facebook for an average of 47.9 minutes every day representing 36.8% of all time spent
daily with Ad-Supported Social Media.

Avg. Week All Social Media (Persons & % Reach): Adults 18 or older Avg Day All Social Media (% Time Spent & Avg. Mmutes/day Spent): Adults 18 or older
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- 1,550,401 or 81.5% of Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA use Ad-
Supported Facebook for an average of 59.5 minutes every day representing 36.3% of all time spent
daily with Ad-Supported Social Media.

Avg. Week All Social Media (Persons & % Reach): Adults 25 - 54
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- 770,792 or 82.8% of Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA use Ad-
Supported Facebook for an average of 40.6 minutes every day representing 29.1% of all time spent
daily with Ad-Supported Social Media.

Avg. Week All Social Media (Persons & % Reach): Women 25 - 54
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daily with Ad-Supported Social Media.

- 741,516 or 76.3% of Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA use Ad-
Supported Facebook for an average of 77.7 minutes every day representing 41.1% of all time spent
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- 1,520,443 or 80.2% of Adults 35 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA use Ad-
Supported Facebook for an average of 50.5 minutes every day representing 38.8% of all time spent
daily with Ad-Supported Social Media.

Avg. Week All Socml Media (Persons & % Reach): Adults 35 - 64
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INNEAPDLIS- 2,964,952 or 75.8% of Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA use Ad-
‘CST.PAULMN P18+ Supported Facebook for an average of 47.9 minutes every day representing 36.8% of all time spent
; daily with Ad-Supported Social Media.
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INNEAPDLIS- 1,550,401 or 81.5% of Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA use Ad-
g 10 PRULMN'

- P25-54 Supported Facebook for an average of 59.5 minutes every day representing 36.3% of all time spent
daily with Ad-Supported Social Media.
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770,792 or 82.8% of Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA use Ad-
Supported Facebook for an average of 40.6 minutes every day representing 29.1% of all time spent
daily with Ad-Supported Social Media.

Weekly 82.8% 80.8% Avg. Hours+Minutes/day with Ad-Supported

Reach % Social Media: Women 25 - 54
"Share of Ad-Supported Social Media"

who Live in the USA
51.4% MINNEAPOLIS-ST. PAUL,

% of Weekly MN, DMA
Time Spent wit
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34.0%
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MI"IHFOI.B- 741,516 or 76.3% of Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA use Ad-

G 5”“-“[&::, M25.54 Supported Facebook for an average of 77.7 minutes every day representing 41.1% of all time spent
L4 daily with Ad-Supported Social Media.

Weekly Avg. Hours+Minutes/day with Ad-Supported
Reach % Social Media: Men 25 - 54
76.3%

"Share of Ad-Supported Social Media"

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

49.0%

i 45.7%
Social Media: 41.2%
37.1% 3579 36.1%
12.8%
Weekly i
Total >
Persons 5.1%
Reached:!

1
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1,520,443 or 80.2% of Adults 35 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA use Ad-
Supported Facebook for an average of 50.5 minutes every day representing 38.8% of all time spent
daily with Ad-Supported Social Media.

Weekly 80.2% Avg. Hours+Minutes/day with Ad-Supported
Reach% ° °”° Social Media: Adults 35 - 64

"Share of Ad-Supported Social Media"
o

53.4% who Live in the USA
MINNEAPOLIS-ST. PAUL,
MN, DMA

Social Media:

35.0% 202 37,0%
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22.1%
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Total
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Reached 1 [
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Average Facebook Instagram YouTube Video TikTok LinkedIn Pinterest Reddit Snapchat WhatsApp
Daily Minutes
Using Ad-Supported
Social Media:
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Local Radio: 192,312; Social Media: 165,562; Local TV: 73,387; Non-Prem. Cable: 65,537

P18 M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 242,584;
reaching Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH) (Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, USA 210 DMA Area Adults 18 or older
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- P29-94

M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 106,768;
Local Radio: 95,447; Social Media: 78,597; Local TV: 29,667; Non-Prem. Cable: 27,240
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,
DMA
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 51,528;
Local Radio: 46,374; Social Media: 39,617; Non-Prem. Cable: 11,870; Local TV: 11,696
reaching Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH) (Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, USA 210 DMA Area Women 25 - 54
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 55,351;
e Local Radio: 48,793; Social Media: 38,957; Local TV: 17,993; Non-Prem. Cable: 15,367
; reaching Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.

ST.PRULMN:

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

DMA
#16 reaching Adults 35 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.

M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 112,693;
Local Radio: 101,824; Social Media: 80,567; Local TV: 37,952; Non-Prem. Cable: 32,760

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 35 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN,
DMA

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
USA 210 DMA Area Adults 35 - 64
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Top-13 Out-of-Home Media (Persons & % Reach): Adults L18 or older

(averoge week)
Grocery Stores

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

Gas Stations/Convenience Stores

L HNNEAPOLS:
S ST PAUL N

DMA-
#16

Total Persons:

P S ——— 1
_M
D — T

 Tme spen:
7. 2%

fveroge Doyl

7 3,423,417 or 87.6% of Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend
an average of 50.6 minutes per day driving, seeing Billboards and Signs. 65.1% Listen to Local Radio
Stations Out-of-Home for an average of 39.3 minutes/day.

Top-13 Out-of-Home Media (% Time Spent & Avg. Mmutes/day Spent): Adults 18 or older
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Top-13 Ad-Supported Dut~of Home Media (Persons & % Reach): Adults 18 or older
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Top-13 Out-of-Home Media (Persons & % Reach}: Adults L25 -54

(averoge week)
Grocery Stores

Billboards & Signs (Weekly Drivers)

Walking in Towns, Cities, Downtown...

AM/FM Radio

Gas Stations/Convenience Stores
Restaurants & Bars

Shopping Malls

Podcasts

Spotify

Drug Stores

Retail Stores

YouTube Music

Owned Music

Total Persons:
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Y —r

PP

Concurrent.
Usage &

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

R

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

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

Top-13 Out-of-Home Media (% Time Spent & Avg. Mmutes/day Spent): Adults 25 - 54
nnmupmr (Average Day)

7 1%
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7 1,660,266 or 87.3% of Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an
average of 54.9 minutes per day driving, seeing Billboards and Signs. 69.8% Listen to Local Radio
Stations Out-of-Home for an average of 44.2 minutes/day.

Walking in
Towns, Cities,
Downtown

Shopping Malls Areas

21 19.7

Billboards & Signs (Weekly
Drivers)
54.9

Restaurants
& Bars
16.4 Retail
Stor...

AM/FM Radio YouTube
49.5 i Music...

Billboards & Signs (Weekly
Drivers)

54.5

AM/FM Radio
45.5

Walking in Towns,
Cities, Downtown
Areas Shopping Malls
22.1 21.2

Owned
Music
Restaurants 9.7
& Bars
163 Retail
Stor...

Grocery
Stores YouTube
111 Music...

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

mUSA

Top-13 Ad-Supported Out-of-Home Media (Persons & % Reach): Adults 25 - 54

(average week)
Grocery Stores

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

Gas Stations/Convenience Stores
Restaurants & Bars

Shopping Malls

Podcasts

Drug Stores

Retail Stores

TV Music Channels

Movie Theaters

YouTube Music

USA USA PROJECTION

L8 who Livein the
T870534Y 14 0% SNt or e
17217658 13 348

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

mUSA

Scarborough R1 2026: Feb25-Feb26 Qual Intab 1,934

# e sperc frgos o)
nr)

Avg. Hours+Minutes/day with Ad- 54.9

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

Top-13 Ad-Supported Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 - 54
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Top-13 Out-of-Home Media (Persons & % Reach): Women 25 - 54

(averoge week)
Grocery Stores

Billboards & Signs (Weekly Drivers)

Walking in Towns, Cities, Downtown...

AM/FM Radio

Gas Stations/Convenience Stores
Restaurants & Bars

Shopping Malls

Podcasts

Spotify

Drug Stores

YouTube Music

Retail Stores

Owned Music

Total Persons:
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of-Home Media: Women 25 - 54
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E who Live in the
9,128 124 m MINNEAPOLIS-ST. PAUL,
MN, DMA

(s s seal 22 74

Avg. Hours+Minutes/day with Out- m

7 801,839 or 86.1% of Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an
average of 48.5 minutes per day driving, seeing Billboards and Signs. 68.5% Listen to Local Radio
Stations Out-of-Home for an average of 39.2 minutes/day.

Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Women 25 - 54
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Top-13 Out-of-Home Media (Persons & % Reach}: Men 25 -54

(averoge week)
Grocery Stores

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

Gas Stations/Convenience Stores
Restaurants & Bars

Podcasts

Shopping Malls

Spotify

Retail Stores

YouTube Music

Drug Stores

Movie Theaters
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of-Home Media: Men 25 - 54

who Live in the
1102193 m MINNEAPOLIS-ST. PAUL,
MN, DMA

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

7 858,427 or 88.4% of Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an
average of 60.9 minutes per day driving, seeing Billboards and Signs. 71.% Listen to Local Radio
Stations Out-of-Home for an average of 48.9 minutes/day.

Top-13 Out-of-Home Media (% Time Spent & Avg. Mmutes/day Spent): Men 25 - 54
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Top-13 Ad-Supported Out-of-Home Media (Persons & % Reach): Men 25 - 54
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Top-13 Ad-Supported Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Men 25 - 54
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Top-13 Out-of-Home Media (Persons & % Reach}: Adults L35 -64

(averoge week)
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Top-13 Out-of-Home Media (% Time Spent & Avg. Mmutes/day Spent): Adults 35 - 64
nnmupmr (Average Day)

7 1,733,513 or 91.4% of Adults 35 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an
average of 59.9 minutes per day driving, seeing Billboards and Signs. 73.5% Listen to Local Radio
Stations Out-of-Home for an average of 47.2 minutes/day.
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3,423,417 or 87.6% of Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an
average of 50.6 minutes per day driving, seeing Billboards and Signs representing 37.1% 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

Renchik "Share of Ad-Supported OOH Media"
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1,660,266 or 87.3% of Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average
P25-54 of 54.9 minutes per day driving, seeing Billboards and Signs representing 34.2% of all Time Spent with Ad-
Supported Out-of-Home Media.
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Out-of-Home Media: Adults 25 - 54
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801,839 or 86.1% of Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average
of 48.5 minutes per day driving, seeing Billboards and Signs representing 33.9% of all Time Spent with Ad-
Supported Out-of-Home Media.
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858,427 or 88.4% of Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of
60.9 minutes per day driving, seeing Billboards and Signs representing 33.9% of all Time Spent with Ad-
Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported

Out-of-Home Media: Men 25 - 54
Renchik "Share of Ad-Supported OOH Media"
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: L’:_W;ﬁll‘llll.l;‘ﬂ’; 1,733,513 or 91.4% of Adults 35 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average

of 59.9 minutes per day driving, seeing Billboards and Signs representing 38.% of all Time Spent with Ad-
Supported Out-of-Home Media.

-

Avg. Hours+Minutes/day with Ad-Supported

Out-of-Home Media: Adults 35 - 64
Renchik "Share of Ad-Supported OOH Media"
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Avg. Week All Print Media (Persons & % Reach): Adults 18 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

Direct Mail Advertising (excluding Catalogs)
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PO %

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

1,136,924 or 29.1% 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 35.7%
of all time spent daily with All forms of Print Media.

Loeal Daily
Newspaper(s)
(Sunday)
13.0

Local Daily
New York Times Newspaper(s) 72
(Daily+Sunday) (Daity -
9.7 89

WMagazines
69 Local Daily
Wall Street Journal New York Times Newspaper(s)
(Daily) (Daily) Catalogs (Sunday)
96 78 38 130

New York Times
{Daily+Sunday)
9.6

Local Daily
Newspaper(s)
(Daily+Sunday)

9.2

Wall Street Journal
(Daity)
92

USA Today (Daily)
52

Local Daily
Newspaper(s) (Daily Magazines
85

75

Direct Mail Catalogs
Advertising 36

New York (excluding
Times (Daily) ~ Catalogs)
5 74 All.

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

= USA

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

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

Local Daily Newspaper(s) (Sunday)

MNew York Times (Daily+Sunday)

New York Times (Daily}

New York Times (Sunday)

All Local Weekly Newspapers

Wall Street Journal [Daily)

USA Today (Daily)

Magazines

Catalogs

Books

uUsA USA PROJECTION

Scarborough R1 2026: Feb25-Feb26

Total persons.

e

Cuezezie a5
Ciozats oz
PP
[asics v
Lo ]

= who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA
Qual Intab 1,934

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

mUSA

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

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

% Time Spent:

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

Local Daily
Newspaper(s)
(Sunday)
130

New York Times
(Sunday)
116

Local Daily
MNewspaper(s)
(Sunday)
130

New York Times (Daily)
78

New York Times
(sunday)
17

Direct Mail Adv
(excluding Cat:
72

Local Daily Newspaper(s)

Magazine
(Daily+Sunday) s
9.4

New York Times
(Daily+Sunday)
96

Local Daily Newspaper(s)

(Daily
85

Loeal Daily
Newspaper(s)
(Daily+Sunday)

USA Teday (Daily)
9.2 92

New York Times
Magazines (Daily)
75 75

Direct Mail Advertising (excluding
Catalogs)
74

USA Projection

Scarborough R1 2026: Sep24-Feb26

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

Qual Intab 25,110

soefa.ai

® USA

* Share of Everything
for Anything _



501,396 or 26.4% of Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA read Local
Daily Newspaper(s) (Daily+Sunday) for an average of 8.5 minutes every day representing 31.% of all
time spent daily with All forms of Print Media.

Avg. Week All Print Media (Persons & % Reach): Adults 25-54 Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 - 54
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Avg. Week All Print Media (Persons & % Reach): Women 25-54
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199,629 or 21.4% of Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA read Local

Daily Newspaper(s) (Daily+Sunday) for an average of 7.4 minutes every day representing 35.6% of all
time spent daily with All forms of Print Media.
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Avg. Week All Print Media (Persons & % Reach): Men 25 - 54

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

Local Daily Newspaper(s) (Sunday)
Books

New York Times {Daily)

New York Times (Daily+Sunday)

Wall Street Journal (Daily)

New York Times (Sunday)

USA Today (Daily)

All Local Weekly Newspapers

Magazines

Catalogs

ST PAULTMN!
M’

-

NEAPDLIS-

Totof persans

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

who Live in the MINNEAPOUS- usa
ST. PAUL, MIN, DMA

307,303 or 31.6% of Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA read Local Daily
Newspaper(s) (Daily+Sunday) for an average of 10.3 minutes every day representing 28.5% of all
time spent daily with All forms of Print Media.
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Avg. Hours+Minutes/day with All
Print Media: Men 25 - 54
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Avg. Week Ad-Supported All Print Media (Persons & % Reach):Men 25 - 54

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

Local Daily Newspaper(s) (Sunday)

New York Times (Daily)

New York Times (Sunday)

All Local Weekly Newspapers

Catalogs

Books
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Avg. Week All Print Media (Persons & % Reach): Adults 35-64

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

Local Daily Newspaper(s) (Sunday)
Books

New York Times (Daily+Sunday)

Mew York Times (Daily)

New York Times (Sunday)

Wall Street Journal (Daily)

Magazines

USA Today (Daily)

All Local Weekly Newspapers

Catalogs

Totof persans

® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA
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% Time Spent:

Avg. Hours+Minutes/day with All
Print Media: Adults 35 - 64

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

557,039 or 29.4% of Adults 35 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA read Local
Daily Newspaper(s) (Daily+Sunday) for an average of 11.1 minutes every day representing 34.9% of
all time spent daily with All forms of Print Media.

Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 - 64

New York Times (Sunday)

= USA Today (Dsily)

116

New York Times
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MINNEAPOLIS-

"Advertising Actions"”

e P18+

#167 P18+ who Live inthe MINNEAPOLIS-ST. PAUL, MN, DMA (Shopped/Visited/Bought past
3mos Due to Ads on %)

Social Media

103,331,464 38.9%

Websites et 35.3%

Direct Mail 77515771

Broadcast, Cable, & SatTV paiasn 22.5%

Local AM/FM Radio

43,315,221 16.3%

Local Broadcast TV

‘
N
©0
]
=3

39,699,287 14.9%

Video Streaming Services
Cable TV Networks
Podcasts
=

Audio Streaming Services St e

B P18+ who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA (Shopped/Visited/Bought past 3mos Due to Ads on %)
W P18+ USA AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)

USA DMA ScarboroughR12026:Feb25-Feb26 Qualintab: 24585 * Share of Everything
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MINNEAPDLIS-

AL P25-50

Social Media

Websites

Direct Mail

Broadcast, Cable, & Sat TV

Video Streaming Services

"Advertising Actions”

P25-54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA (Shopped/Visited/Bought past
3mos Due to Ads on %)

59,130.354 44.9%
48,232,657 36.7%

38,074,575 28.9%

28,174,989 21.4%

23,423,849 17.8%

Local AM/FM Radio

23,102,814 17.6%

Podcasts

Billboards

Local Broadcast TV

Cable TV Networks

Audio Streaming Services

Newspapers

21,735,765 16.5%

17,949,573

15,816,410

15,615,789 11.9%

USA

19.580.421 14.9%

12,806,270 9.7%
m P25-54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA (Shopped/Visited/Bought past 3mos Due to Ads on %)
W P25-54 USA AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)

USA DMA ScarboroughR12026:Feb25-Feb26 Qualintab: 11428 * Share of Everything
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HINNEAPOLIS-
" ST.PAUL N
oM’

"Advertising Actions"”

W25-54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA (Shopped/Visited/Bought past

3mos Due to Ads on %)

33,907,874 51.8%
Websites  grpren 36.5%
DirectMail gryriern 29.8%

Broadcast, Cable, & Sat TV

Social Media

13,458,254
Video Streaming Services 12.215.257
Local AM/FM Radio 10,603,832 $6.560
Audio Streaming Services
Billboards 8 57755 =
Cable TV Networks
Local Broadcast TV USA

7,085,952 10.8%

Newspapers S

B W25-54 who Live inthe MINNEAPOLIS-ST. PAUL, MN, DMA (Shopped/Visited/Bought past 3mos Due to Ads on %)

B W25-54 USA AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
USA DMA ScarboroughR12026:Feb25-Feb26 Qualintab: 6909

Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2025Hubbard Broadcasting, Inc. LLC. Allrights reserved. SO e a . al for Anything «




< Mg MINNEAPDLIS-
¥ CST.PAUL N

"Advertising Actions"”

M25-54 who Live inthe MINNEAPOLIS-ST. PAUL, MN, DMA (Shopped/Visited/Bought past
3mos Due to Ads on %)

Social Media

39,862,501 37.0%

Websites gy 35.3%

DirectMail grmiyrs 28.6%

Broadcast, Cable, & SatTV g 22.6%

Local AM/FM Radio

18,062,692 16.7%

Local Broadcast TV

Il““

Billboards 12,065,806 11.2%

Podcasts  prysyw; 14.4%

Video Streaming Services 16 320,967 e

Cable TV Networks 15,673,905 14.5%

USA

Newspapers

Audio Streaming Services Sl 13.1%

® M25-54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA (Shopped/Visited/Bought past 3mos Due to Ads on %)
B M25-54 USA AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)

USA DMA ScarboroughR12026:Feb25-Feb26 Qualintab: 8729 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2025Hubbard Broadcasting, Inc. LLC. All rights reserved. SO e a » al for Anything «



MINNEAPOLIS-

e P35-64

H16

Social Media
Websites
Direct Mail

Broadcast, Cable, & Sat TV

"Advertising Actions"”

P35-64 who Live in the MINNEPOLIS-ST. PAUL, MN, DMA (Shopped/Visited/Bought past
3mos Due to Ads on %)

53,310,994 41.4%

47,495,152 36.9%

36,614,461

29,866,065 23.2%

Local AM/FM Radio

23,497,766 18.3%

Video Streaming Services
Local Broadcast TV
Podcasts

Cable TV Networks
Billboards

Newspapers

Audio Streaming Services

20,881,195 16.2%

20,058,865 15.6%

16,630,597 12.9%

18,502,103 14.4%

I||||||

14,974,673 11.6%

USA

13,168,060 10.2%

16,505,389 12.8%
® P35-64 who Live in the MINNEPOLIS-ST. PAUL, MN, DMA (Shopped/Visited/Bought past 3mos Due to Ads on %)
M P35-64 USA AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)

USA DMA ScarboroughR12026:Feb25-Feb26 Qualintab: 12784 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2025Hubbard Broadcasting, Inc. LLC. All rights reserved. SO e a » al for Anything «



